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Powerful Equipment. 
Powerful Giveaway. 
If you re a professional landscapes you know only Husqvarna offers you the Total Source 
Solution for all your outdoor power equipment needs. And now, with our Total Source 
Landscaper Sweepstakes, you could win a new piece of Husqvarna Outdoor Power 
Equipment each month, or take home a grand prize guaranteed to take your business to 
the next level. Only Husqvarna could pull together a Total Source Package this powerful. 

A TOTAL SOURCE PACKAGE OF LANDSCAPER EQUIPMENT 

BAM M O W E R S 
Available with a 27 
or 34 HP TURBO diesel 
engine, in 61" or 72" 
cutting widths. 

SMALL, INTERMED IATE 
& LARGE Z T H M O W E R S 
Available with Kawasaki 
or Kohler engines 
from 18 to 27 HP, in 42", 
48", 52", 61" and 72" 
cutting widths. 

S O D C U T T E R 
Available with a 5.5 HP 
Honda engine, in an 18" 
cutting width, and a 
variable cutting depth 
up to 2.5". 

GEAR & H Y D R O 
DRIVE W A L K S 
Available with a 13 to 
18 HP Kawasaki or Kohler 
engine, in 32" to 52" 
cutting widths. 

NASCAR • is a registered trademark of the National Association for Stock Car Auto Racing. Inc. 
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AERATORS 
Available with a 3.5 or 
4 HP B&S or Honda engine, 
in 19", 25.5" or 36" 
aerating widths, and a 
variable aerating depth 
up to 3". 

D E T H A T C H E R S 
Multi-function bagger, 
seeder and dethatchers, 
available with a 5.5 HP 
B&S or Honda engine. 

H A N D - H E L D A N D 
BACKPACK B L O W E R S 
Available in four models 
with air velocities from 128 
to 190 mph, with cylinder 
displacement cu. in. ranging 
from 1.5 (25.4) to 3.6 (59.2). 
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H E D G E & POLE 
TR IMMERS 
Seven models available in 
blade lengths of 21.5", 24", 
28.5", 30" and 39" with 
reaches up to 13' and 
articulating, adjustable 
cutting blades. 

C H A I N S A W S 
17 models with HP ranging 
from 2.1 to 8.4, bar lengths 
from 12" to 72", and truly 
superior Husqvarna features 
and engineering. 

TR IMMERS 
A N D EDGERS 
Seven pro models with 
powerful 1.2 to 1.5 HP 
engines. Select models 
feature E-Tech® 
high-torque engines. 

© Husqvarna 
• ©2004 Husqvarna 



ENTER TO WIN: 
www.HusqvarnaTotalSource.com 
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IT'S TOUGH. 
IT'S LOADED. AND IT 

COULD BE YOURS. 

Grand Prize 
Its the official 2004 Husqvarna-lsuzu N-Series Landscaper 
Truck packed with all new Husqvarna Outdoor Power 
Equipment—like one of our big Zero Turn Mowers, a Hydro 
Walk Mower, Backpack Blower, Trimmer, Hedge Trimmer and 
Chain Saw. Put it all in your new, Isuzu commercial truck with 
a landscaper body, gas powered engine, automatic transmission, 
air conditioning, mower ramp and a full sized tool rack. We'll 
be giving this all away to one lucky winner at this year's 2004 
Green Industry Expo in November. 

Second Prize 
Tickets for two to a NASCAR race of your choice in 
Charlotte in 2005 (including travel and accomodations). 

Third Prize 
Tickets for two for a King's Experience at Richard Petty Driving 
Experience available at various tracks around the country. 

l" the official Web site to enter online, for official rules, regulations and complete details, and for monthly equipment giveaways. 
Or call I-877-4AHUSKY, or pick up an official entry form at your nearest participating retailer. 

http://www.HusqvarnaTotalSource.com




B a y e r E n v i r o n m e n t a l S c i e n c e o f f e r s three power fu l , b r o a d - s p e c t r u m p r o d u c t s that r e d u c e 

c a l l b a c k s a n d f o r m the f o u n d a t i o n for s o l i d , c o s t - e f f e c t i v e d i s e a s e m a n a g e m e n t . 

C o m p a s s " p r o v i d e s bo th prevent ive a n d cura t i ve con t ro l o n m o r e than ten t o u g h d i s e a s e s . 

ProStar® g i v e s y o u b r o a d - s p e c t r u m d i s e a s e con t ro l a n d i s a l o n g - t i m e i n d u s t r y s t a n d a r d for 

con t ro l l i n g b r o w n patch . Bay le ton* h a s revo lu t i on i zed do l l a r s p o t con t ro l a n d i s d o i n g the 

s a m e for s u m m e r patch , red th read a n d o ther turf a n d o r n a m e n t a l d i s e a s e s . 

M a k e y o u r l a w n s spa rk le . A n d y o u r reputat ion . Take the wor ry - f ree a p p r o a c h with a d d - o n 

f ung i c i de a p p l i c a t i o n s that del iver c o n s i s t e n t resu l t s . To learn more, cal l 1 -800-331-2867 or v i s i t 

B a y e r P r o C e n t r a l . c o m . 

l^ayer Environmerflal Science, a business group of Bayer CrOpScience 195 Chestnut Ridge Road, Mgntvale NJ 07645 ̂  Backed by^Bayer. B A C K E D 

Compass. ProStar and Bayieton are trademarks of Bayer: I Always read and follow label directions <&refull* I ©2004 Bayer CropScience by B A Y E R 
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John Deere's green and yellow color scheme, the leaping deer symbol, and JOHN DEERE are trademarks of Deere 8t Company. 

George Pruitt 

Nothing Runs Like A Deere 

www.JohnDeere.com/CompactTractor 
* • A m . . 

of Bio Landscape & Maintenance buys John Deere tractors 
like this 4610, for use with loaders, box scrapers, rotary cutters. 

"City highways are pretty easy, but mowing out here just kills a tractor. We bought four of 
the 'price brand.'They didn't last a year. Heck, John Deere's warranty lasts twice that long. 

We have 40 John Deere tractors out in the field 
every day. We couldn't run an $11 million business 

with anything else! 
JOHN DEERE 

Test Drive a hard-working John Deere at your dealer—now. 

http://www.JohnDeere.com/CompactTractor


^ ^ ^ P ^ B M A N A G E M E N T ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ 

Contents» 

Business 
OPERATIONS • MANAGEMENT • MARKETING 

13 On the Record 
Mowers and chemicals 
BY RON HALL / Editor-in-Chief 

Is 14 Best Practices 
Enhancement sales how-to 
BY BRUCE WILSON 

16 In the Know 
Canada lawn care pros lose again, no-spray zones 
remain, Husqvarna offers free equipment, lawn 
care associations partner for training 

J U N E 2004 / ISSUE #6 / V O L U M E 43 

24 Specialty chemicals: What's next? 
Manufacturers promise new chemistry for our 
market, but the big push now is to wring value 
from today's molecules 
BY RON HALL 

34 Say no to ZTR mishaps 
Safety training strategies to keep zero-tum mower 
operators safe on your customers' properties 
BY BARBARA MULHERN 

40 Business Ideas 
Hey Ed, show me the money iljm 
BY ED LAFLAMME 

42 My Way 
Integrity — keep it alive 
BY GARY LASCALEA 

44 PLCAA Reports 
Get to really know clients 
BY JOHN GIBSON 

Technology 
RESEARCH • EQUIPMENT • CHEMICALS 

46 Innovations 

48 From the Shop 
Could it hurt to check the oil? 
BY HARRY SMITH 

COVER PHOTO: DAVID WASSERMAN / BRAND X PICTURES / PICTUI 



J U N E 2004 

«Contents 
Technology (continued) 

50 Take the 'broad' view 
The following strategies will widen your 
opportunities to control broadleaf 
weeds in fine turf 
BY DR. JEFFREY F. DERR 

56 Solutions Center 
This lawn care operator found a way 
to guarantee that his customers' 
lawns will be crabgrass-free 
BY BARBARA MCCABE 

62 LM Reports: 
Sprayers & spreaders 
BY CURT HARLER 

< Resources 
PRODUCTS • EVENTS • FVI 

76 Products 

83 FYI: Ad Index 

84 Events 

90 Statistics 

50 

Grounds 
BUDGETING • PERSONNEL • FACILITIES 

70 PGMS 
In the middle of a lake in Lake Lanier Islands, GA 

72 IPM alive and well 
Knowledge-based pest control rewards 
practitioners...but only if they educate clients 
BY D. DOUGLAS GRAHAM 



At Horizon, our people are professionals, 

trained to bring you the knowledge and superior service 

vital for your business to succeed. We back that up with huge inventories of 

irrigation supplies, fertilizers, chemicals, erosion control products, tools, power 

equipment and landscape lighting, all in stock and at a fair price. So whether 

you're looking for a better place to shop or are seeking a new career opportunity, 

stop by any of our 36 locations and find out what "The Right Stuff" is all about. 

Irrigation | Equipment | Lighting | Ponds | Fertilizer | Chemicals 

1-800-PVC-TURF | www.HorizonOnline.com 

Arizona | California | Colorado | Idaho | Nevada | Oregon | Utah | Washington 

http://www.HorizonOnline.com


Contributors Landscape 
WHO'S WHO IN LM 

M A N A G E M E N T 

VISIT US ON THE WORLD WIDE WEB AT www.landscapemanagement.net 

Jeffrey Derr, Ph.D. is past president of the Northeastern 
Weed Science Society and board member of the Weed 
Science Society of America. His day job is Professor of 
Weed Science and Extension Specialist for Weed 
Management in Horticultural Crops with Virginia Tech. 
Jeff provides an excellent overview of broadleaf weed 

control beginning on page 50. 

Barbara Mulhern is an agricultural/horticultural project consultant and 
freelance writer. After 10 years' experience producing 
safety and employment law compliance materials for 
ag/hort employers, she decided to eke it out on her own. 
Barb is currently consulting for the National Safety 
Council on a project aimed at reducing injuries among 
commercial lawn care workers. Her "past life" includes 
work as a newspaper reporter and editor, radio reporter, 
television news producer and assignment editor, state (Wisconsin) public infor-
mation officer and press aide to a former congressman. She holds an M.S. in 
journalism from the Medill School of Journalism at Northwestern University. 

I N F O R M • INTRODUCE • INFLUENCE • INSTRUCT 
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Reprints of Landscape Design/Build supplement articles, 
advertisements, and news items are available through 
Advanstar Marketing Services. Customized to meet your 
specific needs, reprints are highly effective when you 
use them to: 
• Develop direct-mail campaigns 
• Provide product/service literature 
• Create trade show distribution materials 
• Present information at conferences and seminars 

Extend your coverage to your website. Custom 
reprint packages include an E-Print of the same 

article to post on your website. 
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PASSION. POWER. 
VERSATILITY 

430 I 415 TRACTORS 
F E A T U R I N G Q U I C K H I T C H A T T A C H M E N T S 

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 s : 

Mm 

AN LA 

Associated Landscape Contractors of America 
150 Elden Street, Suite 270 
Herndon, VA 20170 
703/736-9666 
www.alca.org 

American Nursery & Landscape Association 
1000 Vermont Ave., NW, Suite 300 
Washington, DC 20005-4914 
202/789-2900 
www.anla.org 

Independent Turf and Ornamental 
Distributors Association 
526 Brittany Drive 
State College, PA 16803-1420 
Voice: 814/238-1573 I Fax: 814/238-7051 

THE O F F I C I A L PUBL ICAT ION OF 

American Society of Irrigation Consultants 
111 East Wacker Dr. 18th Floor • Chicago, IL 60601 
Voice: 312/372-7090 / Fax: 312/372-6160 
www.asic.org 

J > g M S 

RE 

SportsTurf 
• MANAGERS ASSOCIATION 

fiTOCA 

TSA. 
VOICE OF TREE CARE 

The Irrigation Association 
8260 Willow Oaks Corporate Dr. Suite 120 
Fairfax, VA 22031-4513 
703/573-3551 
www.irrigation.org 

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

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

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

Professional Lawn Care Association of America 
1000 Johnson Ferry Rd„ NE, Suite C-135 
Marietta, GA 30068-2112 
770/977-5222 
www.plcaa.org 

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

Sports Turf Managers Association 
1027 S. 3rd St. 
Council Bluffs, IA 51503 
712/322-7862;800/323-3875 
www.sportsturfmanager.com 

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

Tree Care Industry Association 
3 Perimeter Road, Unit 1 
Manchester, NH 03103 
603/314-5380 
www.treecareindustry.org 
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Excellent Sales Rep. 

Beautiful Results 

Welcome to a Greener World. 
It's all about who you know. And getting to know one of our Excellent Sales Reps can be an important step toward 

helping you achieve truly beautiful results. ProSource One is a first-rate supplier of plant protection products, 
fertilizers and seed. We carry all the major brands including our own proprietary Proforma line of premium products. 
But more importantly, you'll appreciate our knowledgeable sales reps who keep up with all the latest product offerings, 

and are ready to provide you with the technical expertise and practical solutions you need. 
Isn't it time you got to know ProSource One? 

PROSOURCE Growing Smarter. 



Brown Patch Program Can Boost 
Your Bottom Line 
Identify New Revenue Opportunities and Increase Your 
Service Offering With Heritage® Fungicide 
Looking for new ways to increase your service offering and positively impact 
your bottom line? Incorporating a brown patch control program with Heritage 
fungicide from Syngenta Professional Products can do just that. A Heritage 
brown patch program offers you an opportunity to capitalize on an existing 
problem that few of your customers recognize, while increasing your service 
fees—boosting your bottom line. 

With the active ingredient azoxystrobin, Heritage is a fungicide with a novel mode 
of action that consistently provides exceptional disease control and improves 
overall turf quality. Heritage controls a broad spectrum of diseases, including 
brown patch, and also offers: 

Curative activity against certain diseases, after infection occurs 
Long-lasting, broad-spectrum preventative disease management 
Control of the six toughest turf diseases 

Additional Syngenta resources available to you when implementing a Heritage 
brown patch program include pest outlooks and the 30-year disease mapping 
features on GreenCast™ (www.greencastonline.com). Utilize GreenCast to 
help you sell the Heritage brown patch program by determining when brown patch 
is most prevalent in your area and when to make Heritage applications. 

For more information about how to increase your service offering—and bottom 
line—with a brown patch control program that incorporates Heritage fungicide, 
contact your local Syngenta representative. 

Paid Advertisement 

How to Spot Brown Patch 
The symptoms of brown patch can 
vary depending on the grass cultivar, 
soil, climatic and atmospheric 

conditions, as 
well as intensity 
of the turfgrass 
management. 
Brown patch 
typically causes 
rings or patches 

of blighted turfgrass that measure 
5 inches to more than 10 feet in 
diameter. It also causes leaf spots and 
"smoke rings"—thin, brown borders 
around the diseased patches that 
appear most frequently in the early 
morning. After the leaves die in the 
blighted area, new leaves can emerge 
from the surviving crowns. On wide-
bladed species, leaf lesions develop 
with tan centers and dark brown to 
black margins. 

Brown patch favors high humidity 
as well as temperatures of over 
85 degrees Fahrenheit during the 
day and over 60 degrees Fahrenheit 
at night. Brown patch can be quite 
active at cool temperatures on warm-
season grasses in the spring and fall. 
It also occurs in areas that experience 
more than 10 hours a day of foliar 
wetness for several consecutive days. 
Brown patch 
infestation is 
more severe 
when the turf 
is cut to a 
height less 
than the optimum for the turfgrass 
being grown. 

FREE CD 
Heritage product demonstrations/ 
disease management tips, labels, disease 
identification guide...It's your own reference 
library, all on one CD. Order yours today at 
www.heritage-fungicide.com 

F U N G I C I D E 02004 Syngenta. Syngenta Professional Products, Greensboro, NC 27419. GreenCast" and Heritage* are trademarks of a Syngenta Group Company. 

http://www.greencastonline.com
http://www.heritage-fungicide.com


BUSINESS FROM THE BOSS 

Mowers and chemicals 
BY RON HALL / Editor-in-Chief 

In this month's issue, we focus on specialty 
chemicals and zero turn radius mowers, two 
tools that allow us to maintain customers' 
properties professionally and efficiently. 

Safety is the subject of our mower cover-
age. Today's ZTRs are shiny, fast and can lit-
erally mow circles around the commercial 

mowers we counted on just a decade ago. Manufactur-
ers entice us with their colorful paint jobs (OK, forget 
lavender and pink) and with names promising toughness 
and speed. The Tank. Dixie Chopper. Warrior. Tiger. 

These low-slung machines give the maintenance 
business a measure of sex appeal, and young men look 
at showroom floor models with the same admiring 
eyes that my buddies and I used to reserve for, say, a 
cherry '57 Chevy. 

But ZTRs aren't kids' play. They're big-time work 
machines, and operators have to realize this. 

In this issue, some of the best professional mowing 
operators in the country tell longtime safety editor Bar-
bara Mulhern about ZTR safety. Her report is a must 
read; you'll leam something new that you can use in 
your safety training immediately. 
Basic manufacturers bullish 
In this issue, I also get a chance to do some writing 
after interviewing some of the top minds in the spe-
cialty chemical business. We think it's vital that you 
know what's going on here. Consolidation, ever-tighter 
government regulation and activist agitation over so-
called "cosmetic use" of chemical pest control products 
keep this segment of the industry bubbling. 

Find out how the biggest players on the chemical 
side bring important products to the landscape market, 
including some of the newest molecules showing 

ZTRs aren't kids' play. They're big-time work 
machines, and operators have to realize this. 

promise against landscape and turf problems. We think 
you'll be encouraged. 

What we learned — and what you'll discover when 
you read our coverage — is that, while there are fewer 
basic manufacturers than a generation ago, the sur-
vivors are more committed than ever to our industry. 
They say the Green Industry, in particular landscaping 
and lawn care, will continue to grow, and they see 
themselves continuing to develop and bring out new 
products to meet the demands of this growth. 

Toronto battle continues 
And while we're on the subject of special chemicals, 
keep abreast of what's going on in Canada, specifically 
the situation in Toronto in our "In the Know" section. 
The debate over a controversial bylaw to severely re-
strict the use of chemical control products that went 
into effect April 1 there has been taking some strange 
twists lately. A battle between the professional lawn 
care industry and the bylaw's supporters is underway 
to gain the public's attention and support there, and 
it's not clear yet which side will prevail. Or whether a 
compromise can be reached. 

This is a huge issue fo 
the Green Industry. 
What happens in 
Toronto can happen in 
your town, too. 

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

mailto:rhall@advanstar.com


B U S I N E S S SALES S U C C E S S 

Make it easy for your account managers 
to sell extras by developing a price list. 

Enhancement sales how-to 

Once you develop your 
plan and set goals, you'll 
see sales take off. 

BY BRUCE WILSON 

Now that the spring rush is over, many 
of you are focusing on selling en-
hancements to hit your budget num-
bers. While there's no such thing as a 
sure thing, you'll stand a better 
chance of meeting or exceeding your 
enhancement sales goals if your 

plan includes the following time-proven methods. 
Hurray, it's client budget time! Be there. Be in-

volved. Be helpful. Get involved with your clients' 
budget process. That's the best method for selling en-
hancements. That's the time to offer your clients rec-
ommendations for work that they could (and likely 
should) be doing in the next season. Maybe you want 
to break it down into categories as follows: 

Specific projects, for instance, a redesign and 
re-landscape at the main entry 

Landscape repairs for vandalism 
based on historical information for 

the site 
g Irrigation repairs 
t based on historical infor-

^ ^ a mation for the site 
I Budget for large tree 

^ ^ ^ ^ I pruning. 
I You must have sales 

I targets. Each of your account 
I managers should have a spe-

cific goal for enhancement 
sales as a percentage of their 

contract base sales. If you con-
sider an enhancement sale as a 

sale of a service or product that's a one-time sale to a 
client that isn't part of the contracted service, such as 
mulch or annual color, then many companies go with 
a target of 25% of the contract base or the account 
manager's book of business. Track the progress of 
each account manager against his or her goal. 

Make selling easier. Make it easy for your account 
managers to do their proposals. Have you devel-
oped some standard pricing using unit prices, espe-
cially for smaller upgrades? If the account managers 
have a price list with them, they can often sell the 
enhancements during a walk-through with a client 
and have them sign a handwritten work authoriza-
tion. There's no reason to make it difficult. 

Regular promotions? You bet. Consider promoting a 
different type of service or product for each month of 
the year. For instance, sell spring color with a fall bulb 
planting special. Some companies do promotions of 
particular types of plants, or an extra service such as 
aerifying. Here's one I bet you've never considered: 
Pick out a couple of outdoor receptacles for cigarette 
butts to sell to customers for placement by areas where 
employees take smoking breaks. 

Set aside time to brainstorm with your account 
managers to consider new opportunities, perhaps even 
services you've never offered before. Remember, the 
customers will always consider upgrade ideas that en-
hance their businesses. If you're just selling them extra 
work so that you maintain your own billing targets, the 
customer will tire of the constant extras. 

— The author is a partner with Green Industry entrepre-
neur Tom Oyler in the Wilson-Oyler Group, which offers 
consulting services. He is also the Director for the Symbiot 

Landscape Network. Visit www.wilson-oyler.com. 

http://www.wilson-oyler.com


TIRED OF LOOKING 
FOR GRUBS? 

Relax. No matter what species you find, when you get Merit? you get rid of grubs. 
It nips every major grub type from egg-lay through second instar. And application timing 
isn't critical because of its residual power. So get off your knees. 
Prevent chronic callbacks. Get guaranteed, season-long control with 
the most effective grub eradicator on the market. Merit. Fear no grub. 
To learn more, call l-BOO-331-2867 or visit BayerProCentral.com. 

B A C K E D 
by B A Y E R . 

Bayer Environmental Science Bayer Environmental Science, a business group of Bayer CropScience I 95 Chestnut Ridge Road, Montvale, NJ 07645 I Backed 
by Bayer and Merit are trademarks of Bayer, i Always read and follow label directions carefully. I 0 2 0 0 4 Bayer CropScience 



the Know 
NEWS YOU CAN USE 

Toronto pesticide bylaw upheld 
Compromise version 
rejected; lawn care 
pros stunned 
BY JASON STAHL / Managing Editor 

TORONTO — It's hard to find a lawn care 
professional with a smile on his or her face 
here after the May 21 vote by city council-
lors to ban all pesticides from private prop-
erty. Just two days before, things had 
looked really good for them after council-
lors voted 6-5 to allow chemical usage on 
lawns if the amount of weeds was 5% or 
more of the total area. 

"We were winning," said a stunned Lor-
raine Van Haastrecht, co-owner of Dr. 
Green and member of a group of lawn care 
companies called the Toronto Environ-
mental Coalition. "The media were coming 
up to us on Wednesday and saying, 'We 
think you won.' But the Mayor (David 

Miller) whipped the vote and we had no 
chance of winning. He strong-armed any-
one in the middle or soft on our side." 

More disturbing to Van Haastrecht was 
that homeowners will be allowed to use 
pesticides until 2007, while lawn care 
companies will be fined for doing so start-
ing in September 2005. It hasn't been de-
termined yet whether golf courses, lawn 
bowling greens or cemeteries will be ex-
empted from the ban. 

No-spray zones near Oregon rivers remain 
PORTLAND, OR — A federal judge re-
cently ordered no-spray zones to remain 
in effect around thousands of miles of 
salmon streams in Washington, Oregon 
and California despite the claims of 
hardship by pesticide manufacturers 
and farmers. 

The order denies the U.S. Environ-
mental Protection Agency from allowing 
aerial spraying within 100 yards and 
ground spraying within 20 yards of any 
stream that's important to salmon or 
steelhead stocks listed under the Endan-
gered Species Act. 

The judge also ordered the EPA to 

develop point-of-sale precautions to 
retail consumers that certain lawn and 
garden chemicals "may harm salmon or 
steelhead" and that use in urban areas 
can pollute salmon streams. 

The restricted products include insect 
sprays and dusts containing the widely 
used active ingredients carbaryl, diazinon 
and malathion, as well as the weed killer 
2,4-D. 

The no-spray order will remain in 
effect while pesticide makers and farm 
groups appeal the original ruling from a 
lawsuit brought by environmental advo-
cates and fishing groups. 

More than 200 lawn care pros wore green to 
stand out in Toronto city hall chambers. 

"It just came down to a completely po-
litical issue. If you just move forward and 
let democracy work, it was a normal solu-
tion — a 70% reduction in pesticide use," 
she said. "For whatever reason that didn't 
happen. What sense does it make to take 
the products out of the professionals' 
hands and into the homeowners?" 

The original bylaw was passed by coun-
cil a year ago and took effect April 1. As 
part of a compromise, however, council 
didn't make a decision on when insecti-
cides and herbicides could be used in ex-
ceptional cases of a pest or weed infesta-
tion. Two committees voted to ease the 
restrictions, but council rejected that. 

Chris Lemcke, Technical Coordinator 
of Weed Man USA, reiterated Van Haas-
trecht's comments that the vote was purely 
political. 

"It's just that David Miller is anti-business 
and that most of the councillors lean left and 
it went down those lines," Lemcke says. 

Lemcke's next plan of action is to scruti-
nize the constitutionality of the bylaw. He 
claims it discriminates against disabled peo-
ple who cannot apply chemicals on their 
own and must hire a lawn care company. 



570Z PRX Series Fixed Sprays 

Patented in-riser pressure regulator 
maintains constant 30 psi outlet pressure 

640 Series Rotors 

5 nozzles to choose from 
with 12 arcs and check valve. 

Custom Command™ Series Controllers 

36- and 48-station models, hand-held 
capability & much more. 

5-year warranty on all above 
commercial products. 

H o w re f resh ing . 
Fami ly m e m b e r s t h a t 
w o r k p e r f e c t l y t oge the r 

KaHSZM 

P - 2 2 0 S e r i e s P l a s t i c V a l v e s 
220-psi rating withstands high pressures 

TORO Count on it. 

When it comes to products you can rely on, it pays to work with ones 

you know get along. And no one provides a more complete lineup of 

commercial irrigation products than Toro. From fixed sprays and rotors 

to valves and controllers, we've got you covered every step of the way. So 

for products you can trust, keep it in the family. For more information, 

contact your Toro distributor or visit us at toro.com. 
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In the Know 

Water solutions at ASIC Conference 
BY JASON STAHL 

NEWPORT BEACH, CA —The heat was on, 
so to speak, at the American Society of 
Irrigation Consultants' (ASIC) 21st Annual 
Conference held here May 1-4. Tempera-
tures hovered near 100° F, and wildfires 
raged in nearby Riverside County. 

Despite the searing heat, Southern 
California was a perfect location for the 
conference given the hot topic of the 
weekend: "Smart Water Solutions." Irriga-
tion plays a pivotal role in water manage-
ment and insuring adequate water sup-
plies there. 

That message was driven home by a 
myriad of speakers, one of whom was 
Mark Limbaugh of the U.S. Bureau of 
Reclamation. Limbaugh told the over 200 
conference attendees (the largest turnout 
yet) all about the Water 2025 Initiative, 
designed to prevent future crises and con-
flict in the West. The initiative was 
launched as the result of: 

Explosive population growth in the 
West — and fastest in nation 

Low precipitation 
Water shortages even in normal years 
Old infrastructure. 

According to Limbaugh, the $21 mil-

lion initiative's success will depend on 
four things: 

1. Conservation, efficiency and mar-
kets. "Viewing water as an asset, not an en-
titlement," Limbaugh says. 

2 . Collaboration — cooperative ap-
proaches to help resolve the conflict 

3 . Technology — reducing the cost of 
water treatment technologies 

4 . Removal of institutional barriers and 
increase in interagency cooperation. 

Dr. Dave Minner of Iowa State Univer-
sity also gave an interesting talk on "Land-
scape Management Practices to Increase Ir-
rigation Efficiency." Given how droughts 
are becoming more frequent, Minner's ad-
vice was well-received. 

"I always tell my students that it's as 
important to know when not to water as it 
is to know when to water," Minner said. 
"The trick is also not putting more water 
on turf than is needed." 

Minner's strategy on preparing for a 
drought: 

Act before conditions become dry 
Avoid the temptation to over irri-

gate. Why? "Deep and infrequent water-
ing builds better roots," Minner said. 
"Also, slightly dry soils produce better, 
thicker roots." 

Turfgrass America 
Has new owner 
NAPLES, FL — Florida Citrus Hold-
ings, LLC recently acquired Turfgrass 
America, the largest sod production 
company in the U.S. The company's 
primary lines of business include sod 
production for the landscape mar-
ket, retail sod sales, and sports turf 
production and installation. Turf-
grass America has operations in 
Texas, Florida, Georgia, Tennessee, 
Arizona and California. 

JP Horizons unveils 
n e w p rog r am 
PAINESVILLE, OH — JP Horizons, a 
Green Industry consulting team, 
has launched a new program 
called WIB-WOB (Working in your 
BusinessA/Vorking on your Busi-
ness). The goal of the program is 
to teach young business owners 
how to shift gears from being im-
mersed in job tasks to being a vi-
sionary and seeking ways to maxi-
mize current contracts while 
developing in other areas. For 
more information visit 
www.jphorizons.com. 

SS Rentx expands 
presence in CO 
DENVER, CO — National rental 
company HSS RentX recently an-
nounced the opening of a new lo-
cation at 3675 South Santa Fe Drive 
in Englewood, expanding the com-
pany's footprint in the Denver met-
ropolitan area. The announcement 
follows the opening of a new San 
Diego location late last year. 

ValleyCrest 
celebrates 55th 
CALABASAS, CA — ValleyCrest 
Companies celebrated its 55th year 
in business recently with a nation-
wide Cinco de Mayo bash honor-
ing the companies' 7,500 employ-
ees. In honor of the anniversary, 

continued on page 20 

http://www.jphorizons.com


The most productive family of mowers 
also works hard on your bottom line. 

Gateway Walk-behind 
Starting at $58.99/month; 22 hp, 52-in. deck 
Flip-up wing saves space and time 

Scamper/Scamper HG Walk-behinds 
Starting at $34.99/month; 15—17 hp, 36-52-in. decks 
Unique hydro controls means there's no learning curve 

Super Surfer Stand-on 
Starting at $52.99/month; 15-23 hp, 36-61-in. decks 
Up to 30 percent faster than a walk-behind 

0% financing 
for a limited time* 

Chariot Riders 
Chariot starting at $65.99/month; 17-25 hp, 48-61 in. decks 
Chariot LX (shown) starting at $79.99/month; 25-28 hp, 61-72 in. decks 
Deep decks make quick work of big jobs 

0% financing 
for a limited time* 
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Get ready for some real savings. From machines that make the most of any moment. All 

from a company that never discounts the possibility of what great engineering can do. 

So stop by for a test drive. If you haven't experienced the performance of a Great Dane, 

it's about time. Call 866-275-5823 for the Great Dane Professional near you. 

www.GreatDaneMowers.com 

'Special financing good through July 31, 2004. Subject to approved credit for qualified buyers on John Deere Credit Revolving Plan for commercial use. Reduced payments for first 12 months based on 1% of amount financed. After first 
12 months, payments will be based on 3% of the amount financed. Taxes, freight and setup may increase monthly payments. Available at participating Great Dane dealers. See dealer for details. 

http://www.GreatDaneMowers.com


In the Know 

Husqvarna offers free equipment 
CHARLOTTE, NC — When landscape pro-
fessionals crash at night from a long, hard 
day on the job, they don't dream about 
castles or treasure chests or bodacious 
babes. No, they dream about a truck filled 
with all kinds of state-of-the-art landscape 
equipment. . .and it's all free. 

That dream could come true thanks to 
Husqvarna, which is once again putting on 
its nationwide "Total Source Sweepstakes." 
The prize at the end of this rainbow? You 
guessed it: an official Husqvarna landscaper 
truck loaded with the latest Husqvarna 
outdoor power equipment. 

The Isuzu N-Series truck features a 
landscaper body, gas-powered engine, auto-
matic transmission, air conditioning, mower 
ramp and a full-size tool rack. It's loaded 
with a Husqvarna zero-turn mower, 
hydro walk, back-

pack blower, trimmer, hedge trimmer, 
chain saw and edger. 

A second prize winner will be awarded 
a trip for two to a 2005 NASCAR race in 
Charlotte, including suite tickets, airfare 
and lodging. The third prize winner will re-
ceive a certificate for two to the King's Ex-
perience, the hands-on program that al-
lows participants to handle a high 
performance race car at the Richard Petty 
Driving School. 

All you have to do is find a computer, 
visit www.husqvarnatotalsource.com and 
head to the Green Industry Expo in Char-
lotte, N C November 4-6 to find out if your 
dream comes true. Deadline for sweep-
stakes registration is October 1, 2004. 
Dream on, baby. 

A truck full of free equipment...could it be yours? 

continued from page 18 

ValleyCrest also produced com-
memorative key chains, company 
shirts and a special publication 
honoring the company's achieve-
ments. ValleyCrest, founded in 
1949, is privately held and has an-
nual revenue of $700 million. 

Symbiot funded 
for expansion 
LEXINGTON, KY — Symbiot Busi-
ness Group, a consolidator in the 
Property Services Market and 
owner of the Symbiot Landscape 
Network, announced today it has 
received $2 million dollars in fund-
ing from vSpring Capital, and the 
Rocky Mountain Investors, LLC. 
This represents Symbiot's first 
round of institutional funding. 

BASF's Insignia 
registered in CA 
RESEARCH TRIANGLE PARK, NC — 
BASF recently announced its In-
signia fungicide has received regis-
tration from the California Environ-
mental Protection Agency. Insignia 
provides landscapers and golf 
course superintendents broad-spec-
trum, extended control of more 
than 15 major turfgrass diseases as 
well as suppression of dollar spot. 

Lawn care associations partner for new turfgrass training 
MARIETTA, GA — The Professional Lawn 
Care Association of America (PLCAA) has 
always emphasized the importance of 
professional training in the lawn care in-
dustry. Recent evidence of that is the as-
sociation's partnership with the Lawn 
Care Association of Pennsylvania (LCAP) 
to offer an independent course entitled, 
"Certified Turfgrass Professional — Cool 
Season Lawns." 

"The independent study allows the 
participant to learn the subject at his 
own pace, without attending formal 
classes," said Gary Clayton, PLCAA Execu-

tive Vice President. "Like other educa-
tional and self-improvement activities, 
the more one puts into it, the more he 
or she will learn and benefit from the 
experience." 

The course is designed to provide the 
beginning lawn care or landscape pro-
fessional with a foundation for under-
standing the "hows and whys" of lawn 
and grounds management in the north-
ern United States. It consists of 10 study 
sections, each covering a particular topic 
related to the management of cool-sea-
son lawns. Topics range from growth 

and development to calibration of pesti-
cide application equipment, with those 
topics most important to lawn care or 
landscape operations covered in the 
greatest detail. 

The course was developed by Peter 
Landshoot, associate professor of Turf-
grass Science at Penn State University, and 
Nancy Bosold, an extension agent with 
Penn State Cooperative Extension Service, 
in conjunction with LCAP and PLCAA. 

Those interested in purchasing a copy 
of the self-study should contact PLCAA at 
800/564-4322 or LCAP at 800/577-6801. 

http://www.husqvarnatotalsource.com


Double Trouble. 

Two broad-spectrum formulat ions. Either is t rouble for al l species of ants. 

Talstar® granular insecticides provide effective, long-lasting 
residual control where you need it. Which means you can 
apply Talstar to lawns, landscape ornamentals, and 
perimeters, knocking out and keeping out even the 
toughest turf, ornamental and common residential pests. 

The Talstar line of granular insecticides has two unique 
formulations for every situation, providing the most 
convenient and broadest line of solutions for your turf pest 
problems. And they're guaranteed or your money back ** 

Talstar PL granular insecticide is a sand-core granule that 
filters down through the grass, ground cover, and mulch to 
where insects live. It's heavy and dust-free so it won't drift 
off target. And it remains on the soil surface so it's effective 
even after irrigation or rainfall. Plus, it's effective for 
long-lasting control of hard-to-kill lawn and nuisance pests. 

-FMC 
©2004 FMC Corporation. FMC. the FMC logo, and Talstar are trademarks 
of FMC Corporation. Always read and follow label directions. 

Talstar EZ granular insecticide has a larger particle size 
so it's easier to calibrate and easier to see where you apply 
it. Talstar EZ utilizes unique technology that allows particles 
to disperse and disappear upon wetting, providing increased 
coverage. Plus, it won't stain concrete or damage plants. 
It's effective around perimeters, on lawns and landscape 
areas for long-lasting control of common residential, turf 
and ornamental pests. (For use in California, FMC offers 
Talstar EZ CA and Talstar CA granular insecticides.) 

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

'Targeted by LCOs and PMPs. " S e e web site for guarantee details. 

Talstar® 
INSECTICIDES 

http://www.pestsolutions.fmc.com


In the Know 

Project EverGreen continues fundraising effort 
N E W P R A G U E , M N —The Evergreen Foundation is changing its 
name to Project EverGreen to better reflect its proactive goals to 
promote and defend the Green Industry. The organization exists 
to raise the awareness of the environmental, economic and 
lifestyle benefits of landscapes and maintained properties — and 
promote the significance of those who preserve and enhance green 
spaces at home, work and play. 

"The name change more accurately reflects the urgency of our 
cause," said Paul McDonough, Co-Chair of the Board of Direc-
tors. "It's a name that more clearly describes our efforts to conduct 
a national marketing campaign. We need to educate and enlighten 
consumers and Green Industry professionals about all the benefits 
of well-maintained green spaces, but we also need to defend our 
industry against imminent threats." 

The 5-year-old organization developed this direction and 
mission in mid-2003. Project Evergreen is an alliance of Green 
Industry service providers (end users), associations, 

suppliers/distributors, media companies and others. In late 2004 
or early 2005, depending on financial support from service 
providers and others, Project EverGreen will launch a national 
marketing campaign to consumers and promote the positive ef-
fects of well-maintained landscapes and lawns, sports turf, golf 
courses and parks. 

Phil Fogarty, Co-Chair of Board of Directors with McDo-
nough, said 2004 contributions thus far exceed $300,000, about 
one-third of the way to the group's goal. Beginning July 1, Project 
EverGreen will contact about 200 companies and other associa-
tions to continue its drive to raise $ 1 million in contributions to 
start the consumer campaing. 

Project EverGreen is a 501c3 non-profit organization. To make 
a contribution, send to: Project EverGreen, 120 W. Main St., 
P.O.Box 156, New Prague, MN 56071. 

For more information, visit www.projectevergreen.com or contact 
Gardner at 877/758-4835 or dengardner@projectevergreen.com 

Expand your business with Municipal & 
School Sports Turf Maintenance 

•X MOWERS 
5925 E. Harmony Road • Fort Collins, CO 80528 

(970) 221-5614 • www.walkermowers.com www.aerway.com email: aerway@aerway.com 

(AerWay^ Turf experts agree regular aeration 
is the one thing that will immediately 
improve health and vigor. 

Deep tine "venting " aeration every two weeks will 
improve drought resistance, reduce weed pressure, and 

produce a resilient playing surface that will bounce back 
from the pressures of daily play. 

Only AerWay® lets you aerate and play right away! 
AerWay* systems start at 53000.00 

for further information call 1-800-457-8310 
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THE WALKER BY WALKER 

Walker Manufacturing introduces theWalker by Walker— 
a compact, mid-size, walk-behind mower. The 1 5-hp 
Kawasaki engine runs all Walker side-discharge and 
mulching decks up to 56 inches, including the deck tilt-
up function. Proven Walker engineering such as a simple, 
unique forward speed control and easy steering, flexible 
deck suspension (using a castering tail wheel), a manually-
tensioned PTO clutch, efficient use of weight, compact 
overall dimensions, and sturdy construction are all 
incorporated into theWalker. 

http://www.projectevergreen.com
mailto:dengardner@projectevergreen.com
http://www.walkermowers.com
http://www.aerway.com
mailto:aerway@aerway.com
http://www.landscapemanagement.net


People & 
K O i i l •r:} L ^ 

BASF Corporation 
appointed M. Todd 
Henderson Commu-
nications Manager 
for the Turf & 
Ornamental group. 

Lifestyle Landscaping, 
North Ridgeville, OH 
promoted David Hoffman 
to President. 

GreenScapes of Columbus, 
OH, received nine Market-
ing and Merchandising Ex-
cellence Awards and the 
Grand Marketing Award for 
an Associate Level Member 
of the Building Industry As-
sociation of Central Ohio at 
the 17th annual MAME 
(Marketing and Merchandis-
ing Excellence) Ceremony. 

The Engine & Equipment 
Training Council (EETC) 
named Toro its "Manufac-
turer of the Year." The EETC 
also gave a "President's 
Award" to Tecumseh 
Power Company and Tom 
Kane, National Training 
Manager of Kubota Trac-
tor Corp. Briggs & Strat-
ton Corp. received the 
EETC's "Spirit Award." 

Spring-Green Lawn Care 
Corporation named James 
M. Young Vice President of 
Franchise Development. 

LESCO promoted Luke 
Stratton to Technical 
Services Manager and Mike 

Maravich to Technical 
Services Representative 
of the Technical Services 
Department. 

Aquatrols made Brian 
Blair East Central Territory 
Manager. 

FMC made several appoint-
ments to its Specialty Prod-
ucts Business, Agricultural 
Products Group: 

(Left) Brenda Franke, 
Marketing Manager; 
Amy O'Shea, Marketing 
Manager and Export Zone 
Manager for Latin America 
North. 

NaturaLawn of America 
appointed both Mark 
Nannenhorn and John 
Quintana regional man-
agers at the company's 
corporate office in 
Frederick, MD. 

Ruppert Nurseries gave its 
2003 Achievement Award to 
Stan Clements, its Impact 
Award to Oswaldo Reyes, 
and its Crewman of the 
Year Award to Carlos 
Rivas in the installation di-
vision and Jose M. Cruz in 
the tree-growing division. 

Removal of the existing ryegrass revealed an 85 - 90% loss of 

Tifway (419) on the field. 

Following their first undefeated season at home, the 
New Mexico State University Aggies were looking to start 
the 2003 football season with their second consecutive 
home opening win. However, the players weren't the 
only people preparing for the upcoming season. The 
responsibility of having the field ready for play by the first 
snap of the ball fell on the shoulders of Bud Jones and 
the New Mexico State Grounds Crew. 
Removal of the existing ryegrass revealed an 85 - 90% 
loss of Tifway (419) on the playing field. Renovation of 
the field using Princess 77 hybrid bermudagrass from 
seed solved the problem. 50 days later, the field was 
pronounced to be "at full density and in excellent 
condition." According the the grounds crew, Princess 77 
held up "remarkably well" to the traffic of the first 
game. 

Available in seed and sod. 

L'iHKLWSTSW 
For more information 

1-800-286-6100 EXT 280 
www.penningtonseed.com 

•Response of Bermudagrasses and Zoysiagrasses to Applied Water Using a Linear 
Gradient Irrigation Design, Sean Reynolds, 2000, Master's Thesis 

PRINCESS-77 

W h y Plant Princess 7 7 ? 
• Turf qual i ty e q u a l to 

the best vegetat ive 
varieties in the industry 

• Requires 2 1 % less 
water t h a n T i fway ( 4 1 9 ) * 

• Provides a n easy, cost 
effective tool for 
renovat ion projects 

Princess 77 Helps New 
Mexico State Develop a 

Strong Field for Their Team 
Dr. Arden Baltensperger (left) a n d 
Dr. Bernd Leinauer, Turfgrass 
Specialists at N e w Mexico State 
stand on the football field 5 0 days 
after the grounds crew renovated it 
with Princess 77 hybrid 

f rom seed. 
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B U S I N E S S THE SUPPLY SIDE 

Specialty 

Manufacturers focus on wringing value 
from today's chemistry in the face of 
rapidly changing market forces 
BY RON HALL / Editor-in-Chief 



Editor's note: Specialty chemicals are vital to the ongoing growth of 

the Green Industry and, in particular, to those of us involved in the 

professional turf and landscape industry. Many forces are shaping our 

ongoing access to these products. In this report, we investigate market 

forces, dollars-and-cents forces, likely to have an impact on the products 

available to us and to those yet to be developed for our green market. 

Ambitious study frames an industry 
Gary D. Curl is the former business director of turf, orna-
mental and pest control products businesses at American 
Cyanamid (now BASF). He has more than 25 years experi-
ence in product development, marketing and business man-
agement in the specialty pesticide industry. In 2000, he 
formed Specialty Products Consultants, LLC (SPC), a market 
research and business development consultancy dedicated 
exclusively to the specialty pesticide industry. 

He recently completed a benchmark analysis of the U.S. 
turf and ornamental pesticide market. As part of the ambi-
tious study, Curl commissioned The Olson Research Group, Inc., 
Ewing, NJ, to interview more than 1,000 lawn care operators, 
golf course superintendents and ornamental plant producers. 

The report is exhaustive at 383 pages. Understandably, 
it's been of great interest to those within the Green Indus-
try that manufacture and distribute pest control products. 

In the report, Curl says that nearly $700 million (manu-
facturer level dollars) were spent in 2003 on fungicides, her-
bicides, insecticides and plant growth regulators in lawn 
care, golf course maintenance and ornamental plant pro-
duction in the United States. 
Other findings arising from the analysis: 
• Professional lawn care operators are caring for about 3 
million acres of residential and commercial turf. 

• Nationwide, professional lawn care companies recorded 
revenues of $4.2 billion for their service in 2003. 

• Syngenta, led by its flagship fungicides Heritage (azoys-
trobin) and Daconil (chlorothalonil), is the largest supplier 
of the U.S. turf and ornamental fungicide market. 

• Bayer's Merit (imidacloprid) is the leading seller of insec-
ticides by a wide margin. 

• Dow AgroSciences is the third largest supplier with 
impressive sales of Dimension (dithiopyr) and other pre-
emergent herbicides. 

• Nearly two-thirds of the lawn care operators surveyed pur-
chased from just eight distributors nationwide. Four out of 10 
of those surveyed said their primary distributor was LESCO. 

For more information about Specialty Products Consul-
tants, LLC, visit the Web site www.spcresearch.com. 

From his front 
yard, Jim 
Mohrman can 
look toward the 
cloud of water 
vapor hanging 
over the massive 

concrete cooling tower at the 
Davis Besse nuclear power 
plant 14 miles to the northeast. 
The farmland here in northwest 
Ohio, former marshland, is flat 
and its soil is heavy and fertile. 
Jim and his dad farm 300 acres 
of soybeans and, like most of 
their neighbors, they switched 
to Roundup Ready beans seven 
or eight years ago. 

"Before, we would mix a 
couple of weed controls, one 
for grasses and another for 
broadleaves," says Mohrman. 
"Now we use a quart of 
Roundup in 18 gallons of spray 

§ per acre. We've tried as low as 
£ a pint per acre when the weeds 
5 were small and, sometimes, we Q-2 didn't have to come back." 
oc 
D 
t 
x The stakes are high 
0 
| What's Jim's farm got to do 
" with us in the Green Industry? 
1 On the surface, not much it ec 
£ would seem. Not right now j 

| anyway. But worldwide 
| changes in agriculture caused 
g by advances in biotechnology 
Q 
E present just one of many chal-

lenges to the developers of 
chemical pest control products. 

In the case of the millions of 
acres now planted in Roundup 
Ready and Bt-containing crops 
(a gene from bacillus thuringien-
sis is engineered into a crop to 
control destructive lepidoptera 
pests), it means reduced de-
mand for many once-popular 
herbicides and insecticides, and 
it may mean less incentive to 
develop new ones. This has im-
plications for us since many of 
the pesticides that we've relied 
upon have been developed for 
use in agriculture and then for-
mulated and labeled for turf 
and ornamentals. 

"The flow of new chemistry 
is going to be impacted by 
changes in the agricultural 
community," says Gary D. 
Curl, a longtime industry figure 
who now offers market re-
search to the specialty chemi-
cal industry. "Companies are 
raising the bar in terms of the 
market potential to justify de-
velopment of a new molecule." 

With the cost of bringing a 
new active ingredient to the 
marketplace at $ 100 million 
or more, the stakes are high. 

An attractive market 

It's never wise to overstate a 
case, however, and manufactur-

ers do develop or acquire chem-
istry specifically for T&O. 

For example, FMC Specialty 
Products Business acquired the 
active flonicamid from an over-
seas partner and is readying a 
new insecticide to control suck-

ing plant pests such as aphids. 
The product will be introduced 
into the greenhouse/nursery 
market first and then into T&O. 

Jim Walter, Business Devel-
opment Manager, says the 
product is in registration and 

http://www.spcresearch.com


Jim Walter 

may be available by year's end. 
The company also has a prod-
uct in the works to control sur-
face-feeding pests, but it's too 
early in the process to 
discuss, he adds. 

The fact is the 
Green Industry re-
mains an attractive 
market for specialty 
chemical makers with 
lawn care growing at 
a respectable 3-5% 
annually thanks to conve-
nience-loving Boomers, strong 
home construction, growth in 
the South and Southwest with 
their long growing seasons 
and consumers' pride in their 
properties. 

Jim Fetter, Director of 
Marketing, Bayer Environmen-
tal Sciences identified the 
following marketplace trends 
at a media event at the Bayer 
ES research facility in 
Clayton, NC, last 
summer: 
• Consolidation at all 
levels in the channel 
(manufacturer, dis-
tributor, end user) 
• Loss of older 
chemistry 
• New and more restrictive 
regulations, slower registration 
turnaround 
• Longer intervals between 
new product introductions 
• New product life cycle 
shortening 
• More targeted, less broad-
based approach to pest control 
• Increasing generic competition 
• Growing emphasis on 
differentiation by manufactur-
ers and distributors 

Jim Fetter 

• Manufacturer, reseller and 
end user profitability pressure 

These shifts, to one degree 
or another, affect everyone who 
. counts on the flow of 

new chemistry and 
chemical innovations 
to meet pest problems 
on the turfgrass and 
ornamentals they 
maintain. But what do 
these shifts mean to 
end users right now? 

One of the biggest changes, 
as popular proprietary mole-
cules go off patent, will be end 
users' access to a growing num-
ber of off-brand or so-called 
generic products. The attrac-
tion will be price. This isn't a 
new trend in the industry, but 
it will become more pro-
nounced, say insiders. 

"About 80% of the products 
in the marketplace will be 

generic," predicts 
Kyle Miller, Market 
Development Spe-
cialist at BASF, a 
company positioned 
in both branded and 
generic products. 
"And I think you're 
going to see compa-

nies making a big effort to im-
prove their current products 
because it's going to be tougher 
to bring a new product to the 
market. You'll see a lot of peo-
ple try to make something they 
have a lot better." 

He points to his company's 
Pendulum AquaCap formula-
tion of its popular 
pendimethalin pre-emergent 
herbicide. Miller describes 

continued on page 28 

A molecule's long, costly journey 
A new molecule that makes it onto a distributor's shelf and 
eventually onto your customer's property takes a long, 
costly journey. So long and so expensive that it's fair to ask, 
will the basic manufacturers serving the turf & ornamental 
market continue to develop new chemistry? 

Every basic manufacturer we interviewed said, "Yes." 
"We are developing new products. We have products in 

herbicides, insecticides and fungicides that we're looking at 
that have potential for both turf and ornamental pest con-
trol," says Dr. David Ross, Technical Manager, TO, Syngenta 
Professional Products. "We're also going back and looking 
at active ingredients that might have been passed over in 
the past." 

Having said that, bringing a new pest control compound 
to the market is a lot like playing high-stakes poker. For 
starters, the cost of discovering, developing and bringing a 
new chemical pest control product to 
the market starts at about $100 mil-
lion. The process can take from nine to 
12 years, says Dr. Joe DiPaola, Golf 
Product Manger, Syngenta. 

Why so much? Why so long? 
Consider the steps involved — dis-

covery of the active ingredient (a.i.), joe DiPaola 
development of the a.i., government 
registration, production, formulation production, packag-
ing development, basic manufacturer storage, shipping to 
distributors, distribution storage, shipping to customers, 
customer storage and, finally, end use. 

Some of these processes can take place simultaneously. 
The company developing the compound wants the process 
to go as smoothly as possible so that it can maximize the re-
turn on its investment because a molecule has a patent life 
of 20 years. The clock starts ticking at discovery. 

The cost and complexity of developing a new com-
pound is one of the main reasons for consolidation within 
the chemical industry Only a company with the necessary 
resources can screen as many as a half million candidate 
compounds annually. 

"Automation and micro-technology have really driven 
the process forward," says Syngenta's Ross remembering 
when he was in charge of insecticide screens for Stauffer 
Chemical in 1987 and only able to test 350 compounds a 
month. "We can now run thousands of screens a day at our 
facilities (Jealott's Hill, England, and Stein, Switzerland). We 
do it on disks and with small amounts of plant and disease 
matter. We need just a tiny amount of material to test. 
That has greatly increased our chances of finding a new ac-
tive ingredient." 

— RH 



GRAB LIFE BY THE HORNS X A f S 

THAT NEW CAR SMELL WILL BE SHORT-LIVED. 
DODGE RAM HEAVY DUTY. Hard work stinks. But a Dodge Ram Heavy Duty with 
a new Cummins1 600 Turbo Diesel gives you up to 16,400 lb of towing power. Plus, 
a class-dominating 600 Ib-ft of torque. Which is more than enough power to ensure 
that any job is no sweat. ON THE JOB incentives include a *300 cash allowance or 
various upfit packages. Pull up dodge.com or call 877-ONTHEJOB. 



Putting a name to performance 
Bam! The name hit Doug Obermann like a bolt from the 
big blue sky as he mowed the grass in his yard on a Satur-
day afternoon a couple of summers ago. The word "speed-
zone" flashed into his consciousness. 

"Gosh, I was thinking, here we have this new, unique, 
very fast-acting product and its primary ingredient is CAR-fen-
tro-zone, and somehow the name 
popped up," recalls the Turf & Ornamen-
tal Product Manager for PBI Gordon Cor-
poration. He shared his revelation with 
company marketers and, after a series of 
powwows, they applied the name to its 
newest broad leaf herbicide for turf. Later 
they mapped out a catchy NASCAR-re- Doug Obermann 
lated them. They were off to the races 
with what turned out to be a successful product launch. 

In this case, a company took familiar compounds and 
combined them in new formulations for new or expanded 
uses. The broad leaf weed control SpeedZone employs a 
unique co-solvent technology, a mixture of carfentrazone-
ethyl with phenoxies and dicamba. 

David Fearis, T&O Product Specialist, says that PBI inves-
tigated 300 different formulations before hitting upon the 
one that the company finally took to market. 

"We wanted to get it so that it obviously controls the 
weeds and doesn't allow regrowth for complete control. 
But we wanted to get it so that it doesn't burn the turf ei-
ther," says Fearis. 

Look for other new products from the Kansas City-based 
company in the near future, including a "combo" Trimec 
plus Dimension granular herbicide that received its registra-
tion this past winter, says Obermann. "It's a neat concept. 
You're getting broadleaf weed control and pre-emerge 
with the same application." 

continued from page 26 

AquaCap as a much-improved 
liquid formulation, "a micro-
encapsulated product so the ac-
tive ingredient is, in a sense, 
protected. And, obviously, if 
you apply it to an off-
target surface, it will 
rinse off with water 
very easily." 

Miller says the for-
mulation is a signifi-
cant breakthrough, a 
water-based "capsule 
suspension," which 
offers reduced odor and makes 
the product easier to handle 
and mix, among other features. 
"They worked on this formula-
tion for a long time," says Miller 
of the company's formulation 
scientists. 

Similarly, FMC's Walter 
points to superior formulation 
as one of the keys for the ongo-
ing market success of his firm's 
Talstar insecticide, one of sev-
eral bifenthrin-containing prod-
ucts available to our industry. 

Differentiation is key 

Indeed, developing improved 
formulations and other value-
added features, such as more 
convenient packaging and prod-
uct delivery systems, are at the 
top of every manufacturer's "to 
do" list. Their goal is to differen-
tiate their products, and main-
tain and grow market share in an 
increasingly competitive arena. 

Consider the ubiquitous her-
bicide Roundup by Monsanto. 
Although its active ingredient 
glyphosate has been a weed 
control mainstay for decades 
and is marketed in products 

under various names by a num-
ber of suppliers, Monsanto de-
fends a premium brand status 
with formulation advances that 
increase its products' utility. 

For example, working off 
the knowledge that 
landscape pros say 
their clients want to 
see faster results, 
Monsanto formula-
tors created a dry 
weed control, Quick-
Pro, based on 
Roundup technol-

ogy. The company claims it 
delivers herbicidal activity 
within 24 hours. 

Donald Suttner, Ph.D., 
Technical Lead for the T&O 
Business, says that a small group 
of researchers developed the 
glyphosate-based product in 
about 2 1/2 years, about half the 
time normally needed to bring a 
new product to market. "We 
would get versions of the prod-
uct from our formulation/dis-
covery group and we would take 
those out and field test them, 
and we would get as much eval-
uation data as we could," says 
Suttner. "Then we would cycle 
back to the formulation people 
with additional suggestions 
based on what we found." 

"Customers have a lot of 
great ideas of how we can im-
prove our products if we listen 
to them. We just have to have 
the imagination to figure out 
how to do it," adds Suttner. 

Similarly, formulation scien-
tists at Syngenta Professional 
Products have been successful 
in expanding the number of 
the company's products avail-

able in its popular MAXX 
(clear micro-emulsion concen-
trates) formulation. 

"A turf and ornamental 
product is much more than just 
the active ingredient," ex-
plained Dr. Joe DiPaola, Syn-
genta's Golf Product Manager, 
at a company media event in 
Greensboro, NC, this past sum-
mer. A specialty chemical also 
contains inerts and impurities. 
How they're all made to come 
together is "like the Coca-Cola 
secret," he explained. 

Even so, generic products 
producers claim their products 
compete in performance with 
similar branded offerings. They 
have access to knowledgeable 
formulators, too, they say. 

What the long-term effect 
of the growth in the number of 
generic products might mean to 
the T&O market is uncertain. 
There's concern that if price be-
comes the determining factor in 
a product's success, it could 
eventually lead to less technical 

continued on page 30 
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Install Confidence: Install Rain Bird U-Series Nozzles. 
• Your customers will appreciate a lush, green landscape that 

results from a patented, dual-orifice design** that delivers 
uniform coverage across the entire radius range. 

• No customer complaints or callbacks, because superior 
close-in watering minimizes dry spots around spray heads. 

• Highly efficient distribution conserves water and saves 
money, so a typical residential customer may save enough 
water each year to fill almost 100 bathtubs.* 

• Increased profitability is yours by simply up-selling your customers, 
based on the benefits U-Series Nozzles provide. 

To stock up, see your authorized Rain Bird distributor. 
For more information, visit www.rainbird.com. 

The Rain Birdw U-Series Nozzle product 
line has been expanded to include: 

8 
and 

10 
(2,4 m and 3,1 m) 
in Q, T, H and F 
patterns. 

Note: U-Series product line also includes 
12' and 15' (3,4 m and 4,6 m) nozzles 
in Q,T, H,TT,TQ and F patterns. 

Rain^BIRD 
' Based on a typical residential installation with two spray head zones. Your installation may vary. Visit www.ralnbird.com/calculators/index.htm to calculate your own savings. 

" Not applicable for single orifice full-circle nozzles. These nozzles form larger water droplets with a lower trajectory, which resist wind and eliminate watering gaps for more uniform distribution. 

http://www.rainbird.com
http://www.ralnbird.com/calculators/index.htm


Packaging: Yes, it matters a lot 
If you witness what manufacturers do to test the delivery of 
their products to end users, you'll never look at a package in 
the same way again. We saw this firsthand at a recent tour 
of the Syngenta Professional Products headquarters in 
Greensboro, NC. 

In a room filled with exotic mechanical equipment we 
watched in awe as packaging engineer Jason Monsees 
demonstrated what he does to packaging designs. Com-
pression tests. Drop tests. Vibrations tests. It's medieval. 

So important is packaging to a product's success that a 
company like Syngenta, as an example, relies upon the skills 
of four "packaging engineers" in its Professional Products 
Division for ensuring that its products progress through the 
supply chain and are delivered and, ultimately, used by 
Green Industry applicators in the most efficient, most cost-
effective and safest manner possible. 

"The package is really the delivery system of the formu-
lation," says Tim Cotter, Syngenta ^ ^ ^ ^ ^ ^ ^ ^ 
Global Packaging Manager. "We make 
all of our packaging easy and conve-
nient for the end user. Other important 
goals are safety and proper disposal." 

Cotter explains that packaging: 
• communicates the positive attributes - \ 'f 
of the product, Tim Cotter 
• reinforces the perception of value, 
• reinforces the perception of quality, 
• is a key part of the brand or product line image, 
• can be used to differentiate the product from the 
competition, 
• is the delivery system for the formulation and 
• continues to influence after the product is purchased. 

The next time you open that chemical product, take note 
of the packaging and consider how it adds to the experi-
ence of using that product. 

— RH 

continued from page 28 

and sales support industry-wide 
by basic manufacturers. 

Short term, this doesn't ap-
pear to be the case as a com-
pany like Bayer Environmental 
Science, an obvious example, 
ramps up its focus on our mar-
ket as evidenced by the activity 
at its impressive Clayton, NC, 
research facility. 

"We're not just taking what 
the agriculture side of the busi-
ness is going to be launching 
and developing a little stream 
off of that for the non-crop 
area," says BayerES's Fetter. 
"We're starting at the customer 
level, at the baseline and then 
engineering products and solu-
tions to satisfy customers' needs. 

"And I don't mean just in 
terms of products, but also in 
supporting their businesses and 
providing marketing solutions 
among other things." 

While the loss of 
older chemistry is ob-
vious and well docu-
mented, and the 
stream of new mole-
cules might not be as 
robust as we would 
like, major suppliers 
are still developing 
new pest control solutions. 

Scott Eicher, Senior Prod-
uct Marketing Manager for 
Dow AgroSciences, points to 
his company's new herbicide 
Spotlight with the active ingre-
dient fluroxpyr, a chemistry 
that has had a U.S. registration 
since 1998. 

"Spotlight provides our for-
mulators and distributors with 
an essential tank-mix partner 

for improved post-emergence 
broadleaf control, especially 
on clover," says Eicher. He 
adds that new mixtures of 
popular products such as Con-
front and Millennium Ultra 
with active ingredient flurox-
pyr, replacing chlorpyralid, are 
on the horizon. 

"Those registrations have 
been submitted to the EPA," 
says Eicher. "We've tried to 
make sure that the professional 
lawn care and landscape man-
agement companies won't miss 
a beat," he adds. "There was 
enough chlorpyralid-containing 
products with the residential 
label to get them through this 
spring, but those supplies 
should start dwindling by mid 
to late summer." Extensive 
testing indicates the control ac-
tivity of the new formulations 
to be "as good, if not better" 
than the products that they're 

replacing, he adds. 
"I think you'll find 

the newer products 
that are being devel-
oped will be more 
niche-type products 
rather than products 
that can solve a broad 
range of problems," 

adds Kyle Miller at BASF. 
"What most of us are trying to 
do, to some extent, is to fill in 
the voids. One example, per-
haps, would be developing a 
product that takes orchardgrass 
out of tall fescue lawns." 

Is it reasonable to expect 
more? Yes, say the manufactur-
ers. They say the pipeline is 
half full, not half empty. 

"We've got another new 

molecule that we'll know more 
about probably at the end of 
next year," says Dow's Eicher. 

"I can say enthusiastically 
yes, there will be new prod-
ucts," continues Dr. David 
Ross, Technical Manager, 
T&O, Syngenta Professional 
Products. "We're continuing 
with our synthesis of new ac-
tives and testing a broad library 
of active ingredients from other 
companies. We haven't slowed 
down at all." 

"We have several new prod-
ucts in the pipeline," adds Bay-
erES's Fetter. "It's more chal-
lenging these days, but we have 
a number of new herbicides 
we're screening." 

In spite of changing market 
conditions and fierce competi-
tion, the remaining major 
chemical manufacturers remain 
enthusiastic about our industry. 
"We see lawn care as a neat op-
portunity," says Fetter. "There's 
a healthy market there." LM 

Scott Eicher 



Sure, you could mow faster, but you need the right equipment to handle the job. Increased 
speed means bumps and jolts are more likely to have an adverse effect on operator comfort, 
mower life, traction and quality of cut. Ferris mowers with IS® Independent Suspension offer 
multiple benefits to help you realize your profit potential. 

Offer valid 5/15/04-6/30/04 on all new Ferris equipment purchases. All loans subject 
to credit approval. Minimum monthly payment applies. Commercial accounts only. 
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Thingamabob 
EXTRA. 

Doodad PRO 
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PLUS. 



Roundup 
w PRO 

• Herbicide 

The only weed 
control you really 
need to know. 

Roundup PRO has been etched There's good reason for that, 
in the minds of professional turf Like its one-hour rainfast 
managers for nearly a decade. warranty. The way it consistently which speeds weed-killing 

surfactant system with 
PROformance™ technology, 

delivers superior control of 
tough weeds under a variety 
of conditions. And the fact 
that no imitator herbicide 
can match its patented 

power right to the root and gets 
the job done right the first time. 

Trust Roundup PRO. 
Talk to your authorized 
Monsanto dealer today, 
call I-8OO-ROUNDUP or visit 
www.monsanto.com/ito. 

Always read and follow pesticide label directions. 
Roundup®, Roundup PRO® and PROformance™ 

are trademarks of Monsanto Technology LLC. 
[19117 jl 1/04 LndMgt] ©2004 Monsanto Company. 

NET 2 .5 GAL 
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mishaps 
Safety training strategies to keep 
zero-turn m o w e r operators safe on 
your customers ' properties 
BY BARBARA MULHERN 

They're speedy, low to the 
ground and can turn on a 
dime. Zero-turn radius 
(ZTR) mowers have im-
proved productivity for 
landscapers, grounds main-
tenance and commercial 

lawn care crews. But they also bring with 
them a stepped-up need for safety training. 

"Water, retaining wall drop-offs and 
slopes may expose walk-behind units to 
substantial damage, but present litde risk of 
injury to an operator," says Bob Bogel, risk 
manager at Cagwin & Dorward in Novato, 
CA. "However, the same hazards mishan-
dled while riding a ZTR with its high center 
of gravity offer a strong possibility of 
rollover and serious personal injury." 

Bogel, whose company's landscape 
maintenance crews operate approxi-
mately 20 zero-turn mowers throughout 
the San Francisco Bay area, adds: "The 
speed and abrupt turning ability that 
make ZTRs so productive is a double-

continued on page 36 



ABSOLUTELY HAMMERS MITES. 

hampers Everything Else. 

No miticide performs as well as Floramite against key 
mite pests in all life stages. It pounds tough pests like 
two-spotted and spruce spider mites with hard-hitting 
contact action. Then, it gives long residual control, up 
to 28 days, to get those late hatches. 

Floramite features a unique mode of action and 
highly selective activity so its easy on predacious mites 
and beneficial insects. And its low toxicity means its 
easy to work with and safe for the environment. 

If you want to drop the hammer on mites, while 
you pamper everything else, get the economical, 
user-friendly control of Floramite. 

I f f f l / n i f l www. cromptoncorp. com 
% J m # m Floramite is a registered trademark of a 

subsidiary of Crompton Corp. Uniroyal Chemical 02003 crompton corp. 
Always read and follow label directions. 
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B U S I N E S S MOWER SAFETY 

continued from page 34 

edged sword in terms of safety. This is 
particularly true on slopes. Any slope ex-
ceeding 15 degrees should be maintained 
with a walk-behind. Given the sharp 
turning radius and shorter time to react, 
operators must be alert to their sur-
roundings to avoid the elevated risk of 
property damage." 

Sam Steel, Director of Projects and 
Grants for the National Safety Council in 
Itasca, IL, says that zero-turn mowers "re-
quire well-trained operators who are aware 
of the sensitivity of the control levers and 
the importance of staying away from such 
potential hazards as slopes, wet mowing 
conditions and obstacles that could com-
pound or increase the level of risk, such as 

trees, plant beds, ponds or water retention 
areas, retaining walls and curbs." 

Many of the zero turn-related injuries 
that occur, Steel says, are the result of ex-
cessive speed. "The operators are being 
pushed to complete the jobs in a very 
tight time frame. As a result of that, 
they're taking risks that get them into 
trouble," he says. 

Brave or smart? 

Just picture yourself operating one of these 
mowing wonders. It's your first opportu-
nity to use this machine that's highly ma-
neuverable, exceptionally fast (at least for a 
mower) and allows you to get the job done 
quickly — something you're certain your 
supervisor will appreciate. Why wouldn't 

you clip along at a high speed and think 
about your plans for the evening rather 
than the risks at hand? 

That's exactly what often does happen, 
and unfortunately it can result in serious 
injuries or even death. 

David Kennedy, account manager at 
GroundMasters' Kentucky Branch, says 
speeding is the biggest zero-turn hazard he 
sees. This includes speeding "both in park-
ing lots during transport and on the turf." 
Sudden stops while going backwards is also 
a problem. "Men being more brave than 
smart," he adds. 

At The Bruce Company in Middle-
ton, WI, Operations Manager Bob 

Schroeder says the 
biggest zero turn-re-
lated hazard he sees is 
"running into things. 
Operators think they 
can get into certain 
areas but they can't." 
Schroeder, whose 
landscape contracting 

company has about two dozen of these 
units in use in Middleton, Milwaukee 
and Racine, WI, adds that "getting them 
to stop" is also a major problem. "On 
steep slopes, they may lose traction, then 
it (the mower) won't stop until it gets to 
the bottom — whatever that bottom 
may be," he says. 

Fertigation 
Finally, a quality lockable fertigation system for 

landscape and sports turf. 
Turf Feeding Systems is 
the leader in fertigation 
systems for golf with over 
1500 systems installed 
worldwide. 

TFS has introduced 
a line of quality systems 
for landscapes. With six 
models and ten capacities 
to satisfy your application 
and your property. 

Feed lightly with each 
irrigation cycle. Control 
color and growth, while 
reducing labor. 

Call Today 
(800) 728-4504 

Turf Feeding Systems, Inc. 
WWW. TURFFEEDING COM 
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Landscape company managers and op-
erators should be aware of several other 
hazards when using these speedy mowers. 
Here are a few examples: 

"Operating without seat belts and roll 
bars," says Jason Hall, Account Manager at 
GroundMasters Tri-County Branch, head-
quartered in Cincinnati, O H . 

Jamie Jamison, Brandywine Nurs-
eries, Wilmington, DE: "Safety issues we 
find are keeping the safety and operator's 
presence switches in operation, parking 
brakes, guards and shields." 

Zero-turn training success 
How do you get zero-turn mower operators and the companies that hire them to 
participate in effective safety training? 

In Ocala, FL, Marion County Extension Service Director 
David Holmes says a hot lunch and a safety "rodeo" with 
prizes are good incentives for many of the workers he trains. 

Holmes has conducted a one-day Lawn Maintenance 
Safety School for commercial landscapers and municipal work-
ers the past several years. The school gets "good industry sup-
port" from equipment manufacturers, he says. 

"We offer four one-hour training sessions in the morning, 
serve lunch and offer a safety driving rodeo in the afternoon," 

Holmes says. The sessions always include zero-turn and front deck mower safety, 
and rotate various other topics such as back and lifting safety, chemical safety, dri-
ving safety and tractor safety. 

"We have made it a point to serve hot lunch, a reward for many of these work-
ers, then offer the driving rodeo, which consists of three event courses — zero-
turn mower, large tractor and walk-behind mower/' Holmes says. 

"We conduct evaluations at the end of the classes, and worker responses have 
always been positive. They have indicated they learned something that they 
would change in the way of their 'safety practices.' Winners in the safety rodeo 
are always very proud of their trophies. 

"I suspect companies that have invested time in their workers and have 
showed concern for their welfare by sending them to this school have had more 
loyal, dedicated workers and better worker retention in the long run, but I have 
no data to prove this," he continues. "To further encourage participation, we sup-
ply a certificate of training, which is mailed to the employer after workers have 
completed their training. Some indicate this is useful for insurance purposes, and 
all need it for OSHA purposes." 

— BM 

David Holmes 

— — • — » 

"Working for 
Your Economic 

Success" 
You know what works to protect your 
business. You also know precisely how 
much you want to spend to keep your turf 
pest-free. That's why we offer you 
products that provide the results you want 
at a price that keeps your line-item 
expenses looking as manicured as a front-
entrance topiary. 

Healthy Turf, 
Outstanding Value 

See your United Phosphorus, Inc. channel 
partner for more information, visit 
www.upi-usa.com or call 1-800-247-1557. 
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B U S I N E S S M O W E R SAFETY 

> Mike Graves, Account Manager, 
GroundMasters' Dayton (OH) Branch, 
says the biggest hazard he has observed is 
"the blade flap (that blocks the deflector 
chute) being able to be pulled up or down 
from the sitting position." 

Train, train, train 

Everyone Landscape Management inter-
viewed on zero-turn mower safety says 
that continuously training operators in the 
safe use of these mowers is the key to pre-
venting injuries. That training, says Steel, 
needs to address the fact that many zero-
turn operators are foreign bom. 

Training needs to 
address the fact that 

many zero-turn opera-
tors are foreign born. 

"In addition to language barriers, these 
workers are operating modem equipment 
that is not typical of the equipment found 
in their native country. Also, most of 
these workers are lacking in even the most 
basic safety training. As a result, they face 
the risk of serious injury and even death," 
Steel says. 

At Cagwin & Dorward, where some 
zero-tum operators speak English and 
others speak Spanish, training on ZTR 
mower operation begins when landscape 
maintenance workers "reach their third 
and final tier on their path to become 
crew leaders," Bogel says. "They view and 
discuss a safety video presented in English 
or Spanish, provided by the manufac-
turer. Cagwin & Dorward has also created 
a training manual with color pictures of 
ZTRs at work, instructional text and ex-
cerpts from our Company Safety Pro-
gram, a broader training aid. 

"Hands-on training begins at our facil-

ity with a mechanic who covers daily 
maintenance requirements, controls and 
operation, and tips on basic mechanical 
problems likely to be encountered in the 
field," Bogel continues. "A crew leader or 
production specialist performs field train-
ing on site, where specific hazards and 
methods can be addressed. Bilingual me-
chanics and field trainers are available so 
that all ZRT orientation and training is in 
the operator's primary language." 

At The Bruce Company, "extensive 
training per person" is provided with the 
help of bilingual trainers, Schroeder says. 
"We do training during spring orientation, 
plus in the shop, plus out on the job," he 
says. "There's always a two-man crew — 
usually a crew leader and an assistant. They 
don't go out on the job until we feel they 
are ready." 

"Train, train, train," GroundMasters' 
Graves strongly suggests. Among the top-
ics covered during zero-tum training at his 
company's branch are blades engaging, 
blade changing, oil levels, proper fueling, 
speed, turning and backing up. Hispanic 
operators participate in a training day 
"with the company's own Hispanic trainer 
and a bilingual employee of the manufac-
turer, who also comes in with a video-
tape," he says. 

Kennedy's GroundMasters' branch pro-
vides "on site, hands-on training," he says. 
"Mostly on what it (the mower) will hold 
and what it won't, proper turning to not 
damage property, loading and unloading 
from a trailer, awareness of all of the safety 
switches, and the proper way to turn on a 
hillside." Spanish-speaking zero-tum oper-
ators are trained by Hispanic trainers once 
a week, and the manufacturer comes in 
once a year to train all of the branch's zero-
tum operators, he says, LM 

— The author is a Belleville, Wl-based 
agricultural/horticultural project consultant 

and freelance writer. She can be reached 
at bamu100@aol.com 

mailto:bamu100@aol.com
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B U S I N E S S ADVICE YOU CAN USE 

These 3 R'S aren't what your teacher had 
in mind, but they'll make you money. 

Hey Ed, show me tHe money 
BY ED L A F L A M M E 

Two of the most common questions I 
get each month are: 1. How in the 
world do I make money in this busi-
ness? 2 . How do I get out of this 
business? Both questions speak to 
the essential command, "Ed, show 
me the money." 

The key to understanding begins by asking: What 
makes a landscaping company valuable and, eventu-
ally, something that somebody would pay a premium 
to buy from you? 

Three "R's" unlock the essential issue of worth, says 
Don Delaney, my partner in business brokerage 
through Grassroots — Top Dollar. The 3 R's are rev-
enue, relationships and reputation. 

Revenue 

With revenue, we're talking three things: profitable 
revenue, right revenue margins and recurring or one-
time revenue. The nutrient value of revenue, like a 
growth agent, is all in the mix. A nurturing revenue 
mix begins with real net profit, meaning owner's perks 
are added back in, before tax and debt service. A 
growth-promoting target for profit is in the 10% to 
20% range. 

Next is having generous gross margins, which is rev-
enue minus direct costs. The wider the margins, the 
wider the margin of error you can absorb. High mar-
gins lower risk and raise value. Healthy gross margins 
create a cushy cash flow. 

Lasdy, seasoned buyers or sellers zero in on the 
ratio of recurring maintenance to design/build revenue. 

Recurring revenue has a service contract. It's repeat 
business month after month. Service contracts add 
value and improve salability. The percentage ratio I 
like is 70:30 service contract revenue to onetime jobs. 

Relationships 

There are also three types of relationships — customer, 
employee and vendor. How tied are your customers to 
you? Customer dependence adds value to your com-
pany. Build this dependence by delivering indispens-
able expertise, quality, responsiveness, trust and a ser-
vice contract. Low price isn't on the list. 

Don't overlook the asset value in your employees. 
Their loyalty, ability, dependability and customer ser-
vice skills build value in your company. Then there's 
mutually beneficial vendor and referral sources. These 
relationships can drive down marketing costs and drive 
up revenue. Include them in your asset list. 

Reputation 

Regarding reputation, what unique service or expertise 
do you bring to the marketplace? When you're recog-
nized as a leader in a particular field of expertise, you 
can charge more; generalists are a commodity, with a 
lower value. By leveraging your reputation, you can 
open cross - and up-selling opportunities. 

Your third grade teacher told you the 3 R's would 
take you far. She knew what she was talking about. 
Follow the principles presented here. You'll be able to 
show me the money now and when you sell your firm. 

— The author built and operated a multi-million dollar 
landscape company before forming Grass Roots Consult-

ing, Inc., serving Green Industry contractors. Contact him 
at ed@grassrootsconsulting.com or 203/225-0807. 

mailto:ed@grassrootsconsulting.com


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

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

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

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

•FMC 

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

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

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

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

Talstar® 
O 2004 FMC Corporation. FMC, the FMC logo, TalstarOne, the TalstarOne logo and 
Talstar are trademarks of FMC. Always read and follow label directions. 
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B U S I N E S S ETHICS & INTEGRITY 

Let's make sure we dec la re the way we'll do 
business, with honesty and integrity, 

and have Controls to make sure we do. 

Integrity — keep it alive 
BY GARY LASCALEA 

A friend recendy told me a story about 
how his company was preparing to 
videotape a seminar entided, "Ask 
the Experts." He was asked to 
choose from a list of topics that he 
wanted to address and was surprised 
to find that nobody wanted to talk 

about business ethics. 
There has been a lot of media coverage about busi-

ness ethics these days, but we don't hear anything 
about business ethics from the business community 
itself — including our industry. 

Have you ever heard anybody say something like, 
"There isn't any room for ethics and integrity" or "Nice 
guys finish last"? Or, "If you aren't involved with some 
type of litigation on a regular basis, then you're probably 
not being aggressive enough and not taking the neces-
sary risks to be successful"? 

Hot issues 

In the press, the topics of ethics and integrity have be-
come hot issues in light of the headlines created by the 
massive meltdown of several companies outside our in-
dustry. Everybody saw how the lack of ethics and in-
tegrity destroyed these companies. Unfortunately, a lot 
of hard-working innocent people got hurt in the process. 

Companies have to be recognized for quality, pro-
viding great places to work, customer satisfaction and, 
ultimately, for their integrity. 

Remember in the 1980s when Tom Peters set the 
tone with his books, "In Search of Excellence" and 
"Doing the Right Things Right'? Remember when he 

challenged us to seek continuous improvement? 
So, what has happened in recent years with the 

spate of high profile, unethical business dealings? Is this 
just a cycle, or is it that we simply stopped talking 
about doing the right things right? 

How many companies in our industry, as they 
revisit and recite their mission statements, stress ethics 
and integrity? 

How many in our industry are guilty of question-
able advertising statements, claims that the owners 
know aren't true, such as: 

• All of our technicians are highly trained 
professionals. 

• All of our technicians are licensed and certified. 
• We utilize only the best products available. 
Instead of promoting what we know isn't entirely 

true, I suggest that we start acting ethically each and 
every day. We can do this by: 

* servicing each landscape as if it were our own, 
• training our technicians to treat every customer 

as if the customer was observing their every step. This 
means no shortcuts when the customer isn't home, 

never taking risks that could damage the trust our 
customers have in our companies or our industry, and 

monitoring our sales people to insure their total 
honesty and trust. Are they selling services that offer 
true benefits to our customers? 

When we examine our goals and revisit our mission 
statements, let's make sure we declare the way we'll do 
business, with honesty and integrity, and have controls 
in place to make sure that we do. 

— The author is the owner of GroGreen, 
a $2 million lawn care company based in Piano, TX. 

He can be reached at 972/578-6600. 



G r a n u l a r G R A S S A N D B R O A D L E A F P R E E M E R G E N T H e r b i c i d e 

It won't do your bottom line any good, either. Research shows that hand-weeding can knock your profits for a loop in no time. Maybe that's why 

so many nursery operators and landscapers are choosing the superior control of Snapshot* specialty herbicide. Snapshot can be used over-the-top of more 

than 413 field-grown and 235 container-grown ornamentals, for control of 111 broadleaf weeds and annual grasses - for up to eight months. That's more 

than any other preemergence product on the market. Plus, it's gentle on ornamentals. This year, knock out weeds and grasses - instead of your workers -
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B U S I N E S S CUSTOMER FEEDBACK 

If you're not collecting information about 
your customer base and prospects, 

you're behind the competitive curve. 

Get to really know clients 
BY JOHN GIBSON 

I'm repeatedly reminded, as our lives be-
come faster-paced and more technology 
driven, that old adages remain relevant. 
Take, for example, the saying, "Knowledge 
is power." This simple thought, when 
combined with the will to act on knowl-
edge, could be the key between success 

and failure for your business. 

Know your customers 

Obviously, an owner must have a certain level of 
knowledge about managing, business practices and op-
erations to succeed. Fortunately, there's a wealth of 
this type of information at our fingertips today. When I 
consider the most critical elements in determining the 
success of a lawn care business, though, I always come 
back to knowledge about our customers. 

Now, I can hear the howls from all of you. You 
know your customers and exactly what their needs 
are when they purchase the services of a lawn care 
provider. It's the best product for the best price, 
right? As consumers, we can probably all agree this is 
true. But is this enough in our world of increasing 
competition, downward price pressure and greater 
customer sophistication? 

How many of you are dedicating your resources of 
time, money and management skill to look behind this 
simple view of your customers to reveal opportunities to 
grow your sales and profits? Are you taking advantage of 
technology and you and your staff s creativity to really 
get to know your customers? 

If you're not collecting information about your cus-

tomers and prospects, you're behind the competitive 
curve. If you haven't identified, segmented and profiled 
your best customers, you won't be able to efficiently 
target potential new customers, the ones that will give 
your business its highest future returns. 

This type of market research doesn't have to be 
complicated. Start by asking your customers these sim-
ple questions: 

What do you like or dislike about our service? 
What is your opinion is of our "brand"? 
How do you prefer we communicate with you? 

Their responses can give you clear and sometimes 
surprising insights and provide you with a long-term 
advantage against your competitors. 

Embrace market research 

In a related matter, don't hesitate to participate in mar-
ket research conducted by the companies that provide 
you products and services. In these cases, you're the 
customers providing feedback. Suppliers are interested 
in your needs, opinions and insights. Your input helps 
them to develop new product features, pricing and 
packaging. They understand that without meeting your 
needs and giving you the products and services to make 
you successful, they can't be successful either. 

Market research is increasingly essential in a com-
petitive marketplace. It needn't be expensive, compli-
cated or time consuming. We as business people have 
to embrace the time-tested lesson of the past that 
"knowledge is power," and that acting on this knowl-
edge leads to success. 

— The author is a PLCAA member and 
works for Swingle Tree & Lawn Care, CO. 

He can be reached at 303/306-3141. 
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T E C H N O L O G Y HOT NEV\fPRODUCTS 

1Monster mower 

Exmark has added a power-
ful new model to its Lazer Z line of 
mid-mount zero-turn mowers — 
the Lazer Z XS. An early-release 
2005 model, it features a 31-hp 
"Big Block" V-twin engine and 
either a 60- or 72-in. deck. 
Amenities such as a standard LS-
Deluxe full-suspension seat, er-
gonomic and height-adjustable 
drive levers, and primary controls 
positioned close at hand on-top of 
the rightside fuel tank provide a 
comfortable operator environ-
ment. 
For more information contact 
Exmark at 402/223-6300 or 
www.exmark.com I 
circle no. 295 

2 Advanced hybrid 

Irritrol Systems' Rain Dial RD 
Series controllers feature three 
independent programs that offer 
concurrent operation capability, 7-
day calendar or "skip days" inter-
val option from one to 15 days, 
easy-to-read programming dial 
and large, self-prompting LCD, 
and automatic, semi-automatic 
and timed-manual operation, 
among other things. This ad-
vanced-design hybrid controller 
provides exceptional scheduling 
flexibility to accommodate a vari-
ety of residential applications. 
Plus, its modular design offers 
convenient remote programming. 
For more information contact 
Irritrol at 909/785-3623 or 
www.irritrol.com / circle no. 296 

3 Here's the link 

Syngenta Professional Prod-
ucts' newly redesigned 10-gal. 
LinkPak packaging system is now 
in the field. Easier to handle, store 
and use, the LinkPak is available 
with Banner MAXX, Subdue 
MAXX and Primo MAXX. Unique 
features include color coding by 
brand, top indentation with a 
flush mounted nozzle for ease of 
shipping and stacking, handles 
that make it easy to lift with two 
hands or a forklift, and complete 
and clean drainage when in the 
horizontal position. 
For more information contact 
Syngenta at 800/395-8873 or 
www.syngenta.com I 
circle no. 297 

4 Inexpensive cutter 

Better Outdoor Products' 36-
in. walk-behind mower is tough 
enough for professional landscap-
es but priced at hundreds of dol-
lars less than typical walk-behinds 
($1,995). It features an infinitely 
variable-speed hydrostatic drive 
with instant reverse, 13-hp Briggs 
& Stratton Intek Commercial Spec 
engine, and electric start as stan-
dard equipment with recoil 
backup. It's also 200 lbs. lighter 
than the competition. 
For more information contact 
Better Outdoor Products at 
866/290-7295 or www.better-
outdoorproducts.com I 
circle no. 298 

http://www.exmark.com
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TECHNOLOGY ENGINE MAINTENANCE 

A few days of t r a i n i ng and an increase in my 
grease rag inventory solved 

• 

the training ISSLie. 

Could it Hurt to check the oil? 

Keep dirt and grit 
from entering your 
engines when you 
change or check oil. 

BY HARRY SMITH 

Iwas feeling good about myself the other 
day. My operators were dutifully checking 
the engine and hydraulic oil in their equip-
ment every day. And I had slowly come to 
several conclusions about my operators and 
equipment. My first revelation was that I 
was losing time and placing responsibility 

for the equipment fluid levels on the wrong person. 
My technician did his best to check all the equip-

ment before it left every morning but there was al-
ways some forgotten issue or minor crisis that pulled 

him away from his checklist. Either the crew 
waited for the tech to check their equipment or 

the checks were skipped. I lost either way. 

Easy does it 

The second revelation was that these 
operators were much easier on their 
equipment when I permanently as-
signed them a unit. For a while I had 
rotated the equipment from truck to 
truck with some vague idea about 
spreading the wear. I knew that some 
routes and jobs were tougher on 
equipment than others. 

This strategy didn't seem to work. 
My equipment seemed to get more 
abuse, looked worse sooner and failed 
at a higher rate. 

So I began assigning each operator 
their own equipment. It wasn't a fool-
proof procedure but it was much eas-

ier to spot an "abuser." There were also fewer discus-
sions about who tore up what. That was a nice side 
benefit of my system. 

Now I have a new problem. My tech tells me that 
his latest report from the oil analysis lab indicates sev-
eral of the big zero-turn mowers have silica in the en-
gine and hydraulic oil. What is that all about? 

The tech has checked all the air filters and intake 
areas because dirt and sand (silica) frequently enter an 
engine from these areas. Everything looks good. What 
is going on? 

A few days of careful observation by your tech pays 
off. Problem solved. 

Don't overlook training 

In my haste to implement the oil and hydraulic fluid 
check program, I overlooked a training issue. I taught 
my operators the locations of the engine oil dipstick 
and the hydraulic reservoir cap. I taught them where 
the levels should be but I didn't teach them how to 
check the fluids. My tech reflexively grabs the ever-
present rag out of his back pocket and wipes around 
the dipstick and the reservoir before removal. I never 
taught my operators that step. As they pull the dipstick 
or remove the cap, dirt that has gathered around the 
cap and dipstick falls into the reservoir or engine 
crankcase. A preventive maintenance process had be-
come destructive! 

A few days of training and an increase in my grease 
rag inventory solved the training issue. My equipment 
durability should soar. I will let you know. 

— The author is the turf equipment professor at 
Lake City Community College, Lake City, FL. 
He can be reached at smithh@lakecitycc.edu 

mailto:smithh@lakecitycc.edu
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TECHNOLOGY WEED MANAGEMENT 

Broadleaf weeds are com-
mon problems in turf sit-
uations. They seem to be 
especially noticeable 
when in bloom — the 
bright yellow flowers of 
dandelion, the white 

flowers of white clover or the purple flow-
ers of henbit. 

Some people, when referring to their 
weed problems, talk about "weeds and 
grasses." The term "weeds," however, refers 
to all invasive plant species, not just 
broadleaf ones. It's important to tell the 
broadleaf weed group from weedy grasses, 
sedges and other undesirable plants. 

Dicots and monocots 

Broadleaf weeds are also referred to as 
dicots, an abbreviation of dicotyledon, 
which refers to the two seed leaves, or 
cotyledons, that are seen during seed 
germination. Grasses and sedges are 
monocots; they have only one seed leaf 
at germination. 

The f o l l o w i n g 
strategies wi l l 

w i d e n your 
opportunit ies 

to control 
b r o a d l e a f w e e d s 

in f ine turf 

BY DR. JEFFREY F. DERR 

Dicots differ from monocots in other 
ways. Dicots tend to have wide leaves, 
hence the term broadleaf. Dicots generally 
have a net pattern of veins in the leaves, 
flower parts in 2's, 4's or 5's (i.e. 4 sepals, 4 
petals) and a taproot. Monocots generally 
have narrow leaves, flower parts in 3's, par-
allel leaf veins and a fibrous root system. 

Why is it important to tell broadleaves 
from monocots? One reason is herbicide 

/1 Take the t 
broad ; 

Black medic 
(bottom) and 
lespedeza (top), 
two similar 
legume weeds. mew 



Dandelions are readily 
apparent when in bloom. 

sensitivity. One group of herbicides, the 
growth regulators, which include 2,4-D and 
related chemicals, control broadleaves and 
have little to no effect on grasses. Con-
versely, the post-emergence grass herbicides 
such as Acclaim Extra control grasses and 
have essentially no effect on broad- leaves. 

Sometimes it takes a close look to tell if 
a weed species is a dicot or not. Have you 
ever been fooled when looking from a dis-
tance at a yard infested with buckhom 
plantain? This species has somewhat nar-
row leaves and resembles a grass but is re-
ally a broadleaf. Greenbrier, with its wide 
leaf, is a monocot in the lily family. 

Yep, that's a weed 

Identify the major weeds species infesting 
each site you maintain. Sometimes it's im-
portant to separate closely related species. In 
my trials, for example, I have seen differ-

ences in response of lespedeza and black 
medic, two annual species in the legume 
family, to post-emergence herbicides. Be-
sides identifying the predominant broadleaf 
weeds at each location you maintain, you 
need an understanding of their life cycles. 

The most troublesome broadleaf weeds 
in turf are perennials. However, there are 
some important annual species and a few 
biennial broadleaves that infest lawns. 

Annuals spread strictly by seed. These 
can be divided into summer annuals, which 
germinate in spring and summer, and win-
ter annuals, which germinate primarily in 
fall or late winter. Knowing when a particu-
lar annual germinates is important if you're 
using pre-emergence herbicides. Although 
we consider prostrate knotweed and pros-
trate (spotted) spurge summer annuals, 
they germinate at different times. Prostrate 
knotweed is one of our earliest germinating 

summer annuals. It can emerge in early 
spring or sometimes late winter. Prostrate 
spurge is more of a warm-season weed and 
begins to germinate in late spring. If one 
wishes to control prostrate knotweed pre-
emergence, the timing should be in late fall 
or winter, while the timing for spurge con-
trol would be spring. 

Biennials also spread strictly by seed. 
There are only a few that can infest turf, 
and include species like wild carrot, musk 
thistle and common mullein. These weeds 
are most frequently seen in low-mainte-
nance, infrequently mowed turf. They die 
after flowering, so control treatments 
should be targeted when these species are 
in the rosette stage rather than at flowering. 

Perennials live for many years. They can 
be divided into simple perennials, which 
spread strictly by seed, and creeping peren-
nials, which spread by seed but also spread 
vegetatively through stolons or their root-
stock. Examples of simple perennials in-
clude common dandelion, buckhom plan-
tain, broadleaf plantain and curly dock. 
Ground ivy, Virginia buttonweed, white 
clover and Indian mock-strawberry are 
creeping perennials that infest turf. Creep-
ing perennials are harder to eradicate than 
simple perennials. 

Cultural control 

Hand pulling or cutting annual broadleaf 
weeds at the soil surface will control these 
species since they cannot regenerate from 
their root systems. Perennial weeds can re-
grow from underground portions of the 
plant. Dandelion can regrow if sufficient 
root fragments are left in the soil. To eradi-
cate a perennial, one must completely con-
trol the underground as well as the above-
ground parts. 

Broadleaf weeds are opportunistic; 
they'll invade any bare patches in a lawn. 
So maintaining a dense turf is the first and 
most important aspect of a lawn weed 
control program. I was noticing in my 
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own lawn that wherever I saw a large 
plant of common chickweed, that spot 
was devoid of tall fescue. Maintaining a 
thick turf through overseeding, proper 
fertilization, aeration, mowing height, pH 
and irrigation, and control of insect and 
disease pests will improve any manage-
ment program for dicot weeds. Certain 
weed species can tolerate soils that are 
compacted, acidic or low in fertility better 
than turf species. 

Cultural control 

Most people, when asked how they control 
broadleaf weeds, talk about post-emer-
gence herbicides. Pre-emergence herbi-
cides, however, can play an important role 
in dicot weed management. 

SISIS VEEMO 
• Heavy duty de-thatcher with 

tungsten tipped blades 
• Easily adjustable depth of cut 
• Independently floating heads 
• Fast ground coverage 

Further details from: 

sisis 
SISIS Inc., PO Box 537, 

Sandy Springs, SC 29677 
Phone: 864 843 5972 

Fax: 864 843 5974 
E-mail: idc@sisis.com 

www.sisis.com 
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There are some advantages to pre-
emergence control. Weeds are controlled 
before they emerge, so one doesn't see 
large, dead broadleaf plants in the lawn as 
one does see after post-emergence applica-
tions. Certain weeds, like henbit, seem to 
resist being controlled for a long time when 
sprayed after emergence. If the plant is 
controlled at germination through applica-
tion of a pre-emergence product, that 
weed doesn't have a chance to produce 
seed. If a post-emergence herbicide is ap-
plied at flowering, the weed may already 
have produced viable seed, which can con-
tribute to next year's infestation. 

Most of the pre-emergence herbicides 
pose little hazard to ornamentals growing 
adjacent to turf if some drift occurs. Many 
of the post-emergence herbicides pose a risk 
of systemic injury to desired broad- leaves 
like vegetables, fruit or ornamentals. Pre-
emergence herbicides will provide months 
of weed control. Most post-emergence her-
bicides have short soil residual so seed blow-
ing into a site soon after it was sprayed with 
a post-emergence may not be controlled. 

In general, though, pre-emergence her-
bicides don't control established plants of 
perennial species. They can be utilized to 
control these weeds from seed, if existing 
plants are controlled by a post-emergence 
product. Hence, there are opportunities for 
tank mixing pre-emergence and post-emer-
gence broadleaf herbicides. 

The major pre-emergence herbicide 
used in turf is Gallery (isoxaben). One com-
mon application time is late summer/ early 
fall since this herbicides controls winter an-
nual broadleaf weeds such as common 
chickweed, hairy bittercress and henbit. 

Gallery will control summer annuals 
like prostrate knotweed and common 
groundsel if applied in the spring. Gallery 
will control perennials like white clover, 
common dandelion and buckhorn plantain 
from seed but not established plants. Ap-
plication of a post-emergence herbicide 

combined with an application of Gallery 
could control weeds like dandelion, clover 
and plantain for three to six months. Since 
dandelion seems to be flowering and pro-
ducing seed for a good bit of the year, hav-
ing extended residual control is a benefit 
for controlling this weed. 

Saying that Gallery is the only pre-
emergence herbicide available for broadleaf 
weed control isn't entirely accurate. We 
think of herbicides like Barricade, Dacthal, 
pendimethalin (Pendulum, Pre-M, Corral), 
Team and Dimension as pre-emergence 
crabgrass products. These compounds, 
however, also will control certain broadleaf 
weeds from seed. 

Some weeds that are controlled pre-
emergence include prostrate spurge and 
common chickweed. Lespedeza from seed 
is another weed that has been controlled by 
pre-emergence application of Dimension 
and Pendulum in my trials. So although we 
primarily apply them for annual grass con-
trol, a side benefit can be improved 
broadleaf control. Like Gallery, the pre-
emergence crabgrass herbicides won't con-
trol any established perennial weed. 

Simazine, atrazine and Sencor 
(metribuzen) control a range of annual 
broadleaf weeds in some warm-season turf-
grasses. These products cannot be used in 
cool-season turf and thus have specialized 
uses in southern turfgrasses. These three 
herbicides, unlike the pre-emergence chem-
icals already mentioned, will control small 
emerged weeds, along with residual effects. 

mailto:idc@sisis.com
http://www.sisis.com


Post-emergence herbicides 

The primary ways emerged broadleaves are 
controlled in turf is through application of 
the herbicides that cause twisting, epinasty 
and other growth-regulator type effects. 
Compounds in this group include 2,4-D, 
MCPP, MCPA and 2,4-DP (the phenox-

Violets are one of the hardest 
lawn weeds to control. 

ies), the benzoic acid herbicide dicamba, 
and the pyridine herbicides triclopyr, 
clopyralid and fluroxypyr. These are gen-
erally sold in 2-way or 3-way combinations 
for broader spectrum weed control. 

Each compound will have a slightly 
different spectrum of broadleaf species 
that they control. For example, dicamba 
and triclopyr are added to 2,4-D to im-
prove control of white clover, ground 
ivy and chickweed. An application of 
2,4-D alone, however, will provide very 
good control of dandelion and buckhorn 
plantain. 

Check which turf species can be treated 
with a given combination. For example, St. 
Augustine and creeping bentgrass won't 
tolerate full rates of all of these herbicides. 

Certain formulations are sold with reduced 
rates for use on sensitive grasses. 

The growth regulator herbicides are all 
systemic, meaning they translocate through-
out the plant. Repeat applications will gen-
erally be needed for creeping perennials like 
Virginia buttonweed since the species will 
regrow from any portions not completely 
controlled. These chemicals are both leaf 
and root absorbed, so they're available in 
spray able and granular forms. Spray able 
formulations are preferred since foliar up-
take results in maximum weed control. 
Applying granular formulations early in the 
day when dew is present will allow granules 
to stick to weed foliage. The chemical will 
then be released from the granule and be 

continued on page 54 
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Makes weeds tremble in their boots. 
That is, if weeds wore boots. 

At a glance, the Field King is just another sprayer. Strap it on, and you'll see why it's called 
the Field King. Thanks to its comfortable, molded lumbar support and soft, cushioned 
shoulder straps, it can be used for hours of stress-free operation. Plus it features a left- or 
right-handed pump handle, palm activated trigger with lock and grip, an in-line poly filter to 
protect the trigger and nozzle from clogs, a fully adjustable brass nozzle, a fan spray nozzle, 
and a big-mouth opening with a filter basket. 

When your job is the outdoors, your work is only as good as the tools you use. That's why 
Forestry Suppliers, Inc., features more than 9,000 top-quality products geared especially to 
outdoor professionals from agriculture to zoology-and just about all points in-between. Every 
product we sell comes with the best technical support and customer service in the business, 

and each is backed by a 100% Satisfaction Guarantee! 

Check us out for yourself. Give us a call or log on to www.forestry-suppliers.com to get 
a free copy of our latest 672 page catalog today! 

HELD KING 
SPRAYER 

MAPI IN USA P^O 

Check out www.forotTV suppliers.coi 
to see our entire line of landscaping 

and horticulture products. 

Sprayers 

C2004 Forestry Suppliers, Inc. All rights reserved. 

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

Sales 800-647-5368 
Catalog Request: 800-360-7788 
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continued from page 53 

available for leaf uptake. 
As with all systemic herbicides, it can 

take a while for weeds to die off after ap-
plication of a growth regulator, especially 
during cold weather. One newer technique 
to speed up the control of broadleaf weeds 
is through application of carfentrazone, ei-
ther through addition of QuickSilver to the 
growth regulator chemicals or through use 
of a prepackaged mix containing this con-
tact herbicide, such as SpeedZone. 

Buckhorn plantain These herbicides 
resembles a grass are sometimes avail-
because of its long, able in both ester and 
narrow leaves. amine forms. Ester 

formulations pene-
trate better through the waxy layer coating of 
leaves than amine formulations, resulting in 
better weed control. Ester formulations are 
more likely to drift, however, resulting in 
damage to nontarget broad- leaves like veg-
etables, fruit or ornamentals. 

One approach is to use ester forms in 
late fall through winter before trees and 
shrubs leaf out. From spring til fall, an 
amine form would be a better choice when 
spraying near desired broadleaf plants. 

Don't use clippings from a lawn recendy 
treated with a growth regulator herbicide as 
a mulch in vegetable beds since small 
residues could damage tomatoes, snap 
beans and other vegetables. This issue may 

be of special importance for products con-
taining clopyralid, where residues may per-
sist longer in compost and cause damage to 
broadleaf crops. Read and follow all label 
precautions if grass clippings are collected 
for use as compost, and inform your clients 
of this issue if they do their own mowing. 
Obviously, if grass clippings are returned to 
the lawn, this problem is alleviated. 

The growth regulator herbicides are hard 
to clean out of spray tanks. Since broadleaf 
crops can be injured by low levels of these 
chemicals, it's best to use a separate sprayer 
for lawns than that used to apply fungicides 
and insecticides to ornamentals. 

Other post-emergents 

Some of the other post-emergence herbi-
cides used in turf will control certain broad-
leaf weeds. Drive and Prograss, for example, 
will control white clover. Basagran, Image 
and Manage, although thought of as nut-
sedge control chemicals, will also control 
certain dicots. 

The transition tools used in bermuda-
grass, such as Corsair/TFC, Kerb, Manor, 
Monument and Revolver will also control 
certain broadleaf weeds. Check herbicide 
labels and cooperative extension publica-
tions for the weed control spectrum of 
these chemicals. Weed identification is es-
pecially important for these miscellaneous 
compounds since they don't control a 
broad spectrum of weeds like the growth 
regulator herbicides. 

Weed ID coupled with an understand-
ing of their life cycles is the first step in de-
veloping a broadleaf weed management 
program. Integrate cultural and chemical 
options to develop a year-round mainte-
nance plan. Using a broad approach will 
allow you more time to spend on your nar-
rowleaf weed problems, LM 
— The author is a Professor of Weed Science 

with Virginia Tech. He is located at one of 
Virginia Tech's research stations and 

can be reached at 757/363-3900. 

Stuttering 
Didn't 
Keep 
Him 
Off TV. 

Stuttering hasn't stopped actor 
Nicholas Brendon from making 
his mark on Hollywood as 
"Xander" in Buffy The Vampire 
Slayer. 

For more information about 
stuttering and what you can do, 
write us, visit us at 
www.stutteringhelp.org, 
or call toll-free 1'800-992-9392. 

i 
THE 

STUTTERING 
FOUNDATION* 
A Nonprofit Organization 
Since 1947—Helping Those Who Stutter 

1-800-992-9392 
www.stutteringhelp.org 

3100 Walnut Grove Road, Suite 603 
PO. Box 11749 • Memphis, TN 38111-0749 
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Solutions Center 
TECHNOLOGY ANSWERS TO REAL CHALLENGES 

NO CRYING OVER 
Rick Morgan has made 

an art out of running 
his lawn care busi-
ness, and he encour-

ages other lawn care operators 
to do the same. 

Morgan, who owns and op-
erates Green World in Hamp-
stead, NH, started out 22 years 
ago as a landscape designer, an 
occupation in which he does 
what he describes as "sculpting 
in the real world." After he and 
a partner purchased a lawn care 
business from a relative 17 
years ago, he began putting his 
artistic abilities to work in his 
new company. 

"Running a business is an 
art," explains Morgan, who is a 
fine arts painter and sculptor 
in the off-season. "It's the cre-
ative process of organizing 
your resources with the goal of 
producing a tangible, recogniz-
able result." 

Those results have helped 
Morgan build Green World 
into a thriving business with 
$500,000 in annual sales and 
600 customers within a 30-
mile radius of his office in 
southeastern New Hampshire. 
"Results and good communica-
tion equal customer satisfac-
tion," Morgan says. 

To facilitate the creative 
process, Morgan relies on tal-
ented people and his computer 

This lawn care operator 
found a way to guarantee 
that his customers' lawns 
will be crabgrass-free 

BY BARBARA MCCABE 

software program, Lawn and 
Pest Assistant III. This soft-
ware, which is custom-de-
signed for lawn care compa-
nies, helps Green World track 
customer and prospect calls 
and follow them to resolution. 

"When a customer calls, I 
can immediately pull up the 
screen that lists all the contact 

we have had with them, in-
cluding any information that 
may help us provide more per-
sonalized service," says Mor-
gan, who retains two employ-
ees year-round and an 
additional five in season. "For 
instance, it's common for us to 
know their dog's name. When 
they hear that, they think, 

Location: Hampstead, NH 

2003 gross revenue: 
$500,000 

Employees: 7 (5 seasonal) 

Services: Lawn care 
application 
Customer mix: 
70% residential, 
30% commercial 

'Hey, these guys are really pay-
ing attention.'" 

With a customer retention 
rate of 92%, Morgan, whose 
customer base is 70% residen-
tial, says that simply following 
up with customers to make 

continued on page 58 



Visually walk around the unit pictured here. 
Acquaint yourself with many of the new features 
that reaffirm the fact that Exmark zero-turn 
engineering continues to run well ahead of the 
pack. Then go to www.exmark.com for a 
closer look at the Lazer Z lineup for 2004. 

Standard throughout our Lazer Z® lineup this year 
is a Rollover Protection System (ROPS). For 2004, 
we've also enhanced the look with redesigned 
fuel tanks which feature an integrated cup 
holder and fuel gauge. Elevated the 
comfort with redesigned drive levers. 
Expanded convenience with 
repositioned operator controls and 
a handy storage compartment. 
Viewed from the front. 
The side. The back. 
The look is sleek. 
Sophisticated. 
With just a hint 
of in-your-face. 
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sure their lawn care program is 
working can be a major factor 
in retaining their business. "If 
you guarantee a certain result, 
you have to know what you're 
going to do if something fails," 
he explains. "If you don't know 
that, you're in trouble. Most 
homeowners don't believe you 
can do what you say you can 
do. So, never make a promise 
you can't keep." 

The problem: 
crabgrass 
One of the results Green 
World promises is that its cus-
tomers' lawns will be free of 
crabgrass. "The key to cus-
tomer retention is quality re-
sults, and a lot of customers 
cancel over crabgrass," says 
Morgan. 

To control crabgrass, Green 
World includes a pre-emer-
gence grass herbicide with its 
first fertilizer application in 
April. When making second 
fertilizer applications in May, 
Green World applies a post-
emergence broadleaf herbicide 
and looks for signs of crabgrass 
along the edges of driveways 
and walkways. 

Ttie solution: 
Acclaim Extra herbicide 
If he sees crabgrass at this 
point, he spot treats it with a 
low rate (.5 oz./l ,000 sq. ft.) of 
Acclaim Extra herbicide. "If 
you stay on top of it, it's less 
expensive in the long run," says 
Morgan. 

When crabgrass escapes the 
barrier created by the pre-

Rick Morgan says that when crab-
grass rears its ugly head, clients 
will look elsewhere for lawn care. 

dren, ages 12 to 18, volunteer 
about 15 hours a week with 
the FIRST Robotics Competi-
tion, a nationwide program 
that teams professionals and 
high school students to solve an 
engineering design problem in 
an intense and competitive 
way. "I find this a very worth-
while endeavor," he says. 
"Lawn care operators should 
find ways to contribute to their 
communities. It's incredible 
how much new business can 
result from this type of com-
munity involvement." 

Morgan challenges other 
lawn care professionals to im-
prove their services by focusing 
their talent on quality results. 
"Be challenged," he advises. "Be 
creative and have fun." LM 

— The author is a freelance 
writer who covers the 

Green Industry. 

emergence herbicide, Morgan 
relies on the product to provide 
the kind of post-emergence 
crabgrass control he needs. 

"Even our basic program in-
cludes spot applications with 
Acclaim, and that gives us the 
ability to guarantee our results," 
he says. By adding the herbicide 
to their programs, lawn care 
operators may increase their 
costs by "a couple of dollars per 
1,000 square feet," he adds, but 
the additional cost is 
justified by the 
amount of customer 
satisfaction it buys. 

"Guys who don't 
take advantage of 
this product are 
leaving one of the 
best tools they have 
on the shelf," he 
says. "Crabgrass 
control is one of the 
most basic things a 
customer expects. If 
you can't control 
crabgrass, you're going to lose 
that customer." 

Morgan doesn't charge his 
regular customers extra for the 
applications. Instead, the cost is 
spread over the total square 
footage of lawns in his firm's 
portfolio. 

"I know what the percent-
age is that I will have to treat 
for established customers," he 
explains. "I track everything 
and relate it to a common de-
nominator — square feet. 
About 10% of residential turf 
will get hit with it." On aver-
age, Green World sprays the 
post-emergence herbicide at 
the rate of .7 oz./l ,000 sq. ft. 

Following up on spring 
seedings with an Acclaim ap-
plication is "critical," says Mor-
gan, who works the cost of the 
herbicide application into his 
seeding estimates. "Most spring 
seedings fail in the long run be-
cause they are overtaken with 
crabgrass," he says. Being able 
to guarantee a $5,000 seeding 
job with $250 worth of prod-
uct is worth it, he says. "If the 
seeding fails because your her-
bicide doesn't work, that cus-
tomer will badmouth you and 
the direct result will be a loss 
of business." 

During the winter months, 
Morgan, his wife and four chil-



"With five crews on the street every day, 
our equipment takes a real beating. 
We wouldn't own anything but BOB-CAT" mowers." 
Ryan and Colin Taheny, Co-owners, Ryco Landscaping, Lake in the Hills, IL 

It's Gotta Be BOB-CAT 
Over the years we've used several brands of zero-turn and walk behind 
mowers, and BOB-CAT has proved to be the most reliable with virtually 
no downtime. The quality of build and assembly is as good 
as it gets. And anyone who's in the business knows 
that vibration is the enemy of productivity, especially 
on walk behinds. BOB-CAT's engineering and 
comfortable controls practically eliminate the problem. 
Plus, BOB-CAT zero-turns are not only comfortable 
to operate, they are almost bulletproof, which is 
good for our business. The other great thing about 
BOB-CAT equipment is the service we get from our dealer, 
Arlington Power Inc. We have other dealers call us all the time 
to try new mowers, and we always give them the same answer, 
"It's Gotta Be BOB-CAT." Call 1-888-922-TURF (8873) 
or www.bob-cat.com for the dealer nearest you. 

©2004 Jacobsen, A Textron Company. 
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Game over, grubs. MACH 2* specialty insecticide is the proven season-long force against grubs, cutworms, sod 
webworms and armyworms. And it costs up to 10% less per acre than the other leading brand. Plus, it comes with 
a hassle-free performance guarantee. Combine that with a standard 2-lb. a.i. per acre rate for all grub species and 
a wide application window - clear through the second instar and without the need for immediate irrigation - and 
you have one powerfully cost-effective insecticide. So now it's easier than ever to say hasta la vista to grubs, baby. 



iDow AgroSciences 

Maximum power for MACH 2 
season-long grub control. Specialty Insecticide 

www.dowagro.com/turf 1-800-255-3726 'Trademark of Dow AgroSciences LLC. Always read and follow label directions. 
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T E C H N O L O G Y YOUR G I M ) E TO PRODUCT RESEARCH 

Buying tips BY CURT HARLER 

Sprayers 1 
spreaders 

• Look for the pattern. Uniformity 
of spray pattern and spread pattern 
is paramount with sprayers and 
spreaders 

• Buy equipment that is easy to 
operate 

• Buy gear that's ergonomic...com-
fortable to operate for long periods 

• Agitation is important with 
sprayers 

• How easy is it to clean the unit? 

• Compare weights. A few ounces 
add up over a day's work 

• Consider your use requirements: 
If you'll use the product only occa-
sionally, a basic model may have the 
features you need 

• Be realistic. For heavier use, 
consider models with extra options 
and durability to better handle 
the workload 

• Are gaskets and hoses standard 
sizes. Can you buy an emergency 
replacement at a local hardware? 

Toro A 
Multi Pro 1200 and 1250 dedicated spray vehi-
cles feature a ground drive proportional spray sys-
tem. Spray Pro control system ensuring applica-
tion rate adjusts to travel speed. 1250 features 
electronic spray control, 1200 manual control sys-
tem. Spray Pro monitor is standard on both mod-
els. System monitor positioned for convenient 
viewing. Fingertip controls are located within easy 
reach of the operator. The control panel is lighted 
for early morning/late evening spraying, and the 
foot on/off boom control keeps the operator's 
hands on the steering wheel. 
For more information contact Toro at 612/888-
8801 or www.toro.com I circle no. 266 

Finn 
The Finn 302 is a 1.5-cu. yd. bark blower. 
Powered by a Kubota V1505, 33.5-hp diesel 
engine. Weighs 4,400 lbs. empty and is also 
available as a trailer-mount. 
For more information contact Finn at 800/543-
7166 or www.finncorp.com I circle no. 267 

Gregson Clark 
V-series sprayers mount in a pickup bed and 
come in 50,100, 200 and 300-gallon units. All 
have jet agitation and Arag strainer with shut-
off. The V-50 has 200 ft. of 200 psi, 3/8-in. 
hose. Larger models have 300 ft. of 600 psi 

continued on page 64 
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An Impressive Family Tree. 

Green Industry professionals everywhere know there is only one place to turn for news and 
information all year long. www.LandscapeManagement.net offers more than just the latest 
news... it's your customers1 gateway to the Landscape Group family of Web sites that serve 

more than 54,000 Green Industry professionals every month. 

M t u V t i 7 t o J TURFGRASS TRENDS 
www.AthleticTurf.net 
is the industry's most comprehensive 
online source for news and practical 
information on managing outdoor sports 
fields. AthleticTurf.net covers all 
aspects of turf management for baseball, 
football and soccer fields as well as the 
latest developments in synthetic turf for 
outdoor fields. 

www.TurfGrassTrends.com 
contains the searchable archives of 
TurfGrass Trends, Golfdom's monthly 
practical turf research journal. 
Readers can use the site's navigation 
and search engine to find the latest 
scholarly research on turf cultivars, 
disease control, weed control, pest 
control, irrigation technology and turf 
management equipment. 

Landscape 

Design Build 
www.LandscapeDesign-Build.com 
is tailored for the interests of designers 
and contractors who perform landscape 
design and installation services. 
Readers find pertinent information on 
business management, landscape 
design technology, irrigation systems, 
hardscapes, water features and more. 

You're always welcome in our house, so join the _ -
family at www.LandscapeManagement.net J j c M f l S C c I 

Contact your Sales Representative for advertising opportunities. M A N A G E M E N T 

http://www.LandscapeManagement.net
http://www.AthleticTurf.net
http://www.TurfGrassTrends.com
http://www.LandscapeDesign-Build.com
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half-in. hose with Hannay E-1530 12-volt reel. 
All have Chemlawn gun with nozzle. 
For more information contact Gregson Clark at 
800/706-9530 or www.gregsondark.com I 
circle no. 268 

Befco 
Choose 3 models of Hop fertilizer spreaders 
with 3.5,10.6 or 17.6 cu. ft. seamless hopper 
capacity. All have 46-ft. spread. Smaller 203 
model has adjustable ejector spoon to center 
spread. Larger 209 and 212 have adjustable 
spreading fins. All have heavy-duty pto shaft, 
fixed agitator and sealed heavy-duty gearbox. 
For more information contact Befco at 800/334-
6617 or www.befco.com I circle no. 269 

Demco 
Tandem-axle ATV sprayer features 100- and 
200-gal. polyethylene elliptical tanks. Jet 
agitation, sump, molded sight gauge, fillwell 
with no-splash cover. 2.5-gal. clean water tank 
for safety. Works with Demco's 21-, 28-, 30-
and 40-ft. Truss-T booms. Dethmers Mfg. 
For more information contact Demco at 
800/725-3626 or www.demco-products.com I 
circle no. 270 

Mackissic, Inc. 
Mighty Mac power sprayers come in five mod-
els ranging from 14- to 50-gal. tanks. The big 
PS 350T-10 is powered by a 5.5-hp B&S Intek 
engine. Hypro twin-piston pump with chain 
coupling delivers 10 gpm at 300 psi. Has pistol 
grip spray gun and 25 ft. of high pressure 
hose. Pressure relief valve and stainless in-line 
strainer included. 
For more information contact Mackissic at 
800/348-1117 or www.mackissic.com I 
circle no. 272 

Brandek 
Tek Twister I (100 lbs.) and II (200 lbs.) detach-
able spreaders fit most commercial mowers, 
utility vehicles and tractors. Adjust spread pat-
tern from 5 to 25 ft. Built on stainless steel 
frame. Delron impeller. 12-volt motor is rubber 
sealed. Lexan safety shield protects operator 
and transport unit from material spread. 
For more information contact Brandek at 
800/247-7335 or www.brandtekus.com I 
circle no. 273 

Broyhill 
Stadium-80 with mount for utility 
vehicles features 80-gal. poly tank with 
10-in. locking lid. 10-ft. boom has break-
away outers. 12-volt electric pump 
sprays 3.5 gpm at 45 psi. Also available 
with 3.5-hp B&S or 4-hp Honda. Belt-
driven roller pump extends engine life, 
lowers noise. 
For more information contact 
Broyhill at 800/228-1003 or 
www.broyhill.com I 
circle no. 274 

LESCO • 
Unique side-saddle' mounting in 704608 
sprayer slips easily into the bed of a pickup, 
with room for a pallet of granular fertilizer or 
liquid products. Hose, pump and engine are 
mounted on the curb-side of the truck. Has 
200-gal. tank with a 16-in. fill well, a leak-
proof lid and strainer with a clear strainer 
bowl and a 30-mesh stainless steel screen. 
5.5-hp Kawasaki engine with a Hypro 3-
piston pump puts out 9.5 gpm at 550 psi. 
Has 300 ft. of half-inch urethane inner core 
spray hose rated to 800 psi on a Hannay 
electric hose reel. 
For more information contact LESCO at 
800/321-5325 or www.lesco.com I 
circle no. 275 

f SHURflo 
SRS-540 Rechargeable Back-

pack Sprayer is powered by 
12-volt rechargeable battery, 

eliminating need for manual 
pumping. Sprays up to 120 gal. 

per charge. Four-gal. 
* poly tank's 

ergonomic design 
fits body contours. 
24-in. spray lance, 
reinforced braided 
PVC spray hose. 
For more informa-
tion contact SHURflo 
at 800/854-3218 or 
www.shurflQ.com/ 
circle no. 276 

continued on page 66 

cone provides uni-
form, consistent 
spread pattern. 
Front and back lift 
handles make loading 
easy. Standard port 
shut-off control. Tuff-
foam grips for comfort. 
For more information contact 
The Andersons at 800/225-2639 or 
www.andersonsgolfproducts.com I 
circle no. 271 

Andersons 
The SR-2000 rotary spreader 

sits on larger, 13-in. 
Turf Saver 2 pneu-
matic wheels for an 
easier push. Made 
with new, thicker-
walled, stainless 
steel frame. Helical 

http://www.gregsondark.com
http://www.befco.com
http://www.demco-products.com
http://www.mackissic.com
http://www.brandtekus.com
http://www.broyhill.com
http://www.lesco.com
http://www.shurflQ.com/
http://www.andersonsgolfproducts.com


"I've switched to Rain Bird®, 
and I'm sold!" 
Water distribution, adjustability and longevity 
are the three differentiating characteristics in 
rotors. For Greg Winchel, Rain Bird rotors are the 
difference maker. 
President of Winchel Irrigation in Grandville, 
Mich., Winchel has used other brand name rotors 
throughout his career as a contractor. None, he 
says, compare to the performance of Rain Bird 
rotors. n "We've installed Toro, Nelson, 

Hunter and rotors from other 
manufacturers. Their water 
distribution pattern is not 
even close to what Rain Bird 
offers. As far as I am concerned, 
Rain Bird is equipped with 
probably the most superior 

nozzle pattern on the market." 

— Greg Winchel, President, Winchel Irrigation, 
Grandville, Ml 

Winchel also prefers Rain Bird rotors for ease of 
installation and adjustability. 
"When installing the Rain Bird 5000 Series rotors, 
I simply screw the rotor head down, turn the slip 
clutch and quickly adjust the head," he says. "With 
other rotors you have to use tools and turn the 
entire body of the head, so it takes longer to adjust 
and results in less profitability." 
Winchel uses Rain Bird's 5000 and 7005 Series 
Rotors, as well as Falcon 6504 Series Rotors. He 
began using Rain Bird rotors exclusively almost 
seven years ago when he joined his two brothers 
in buying his father's contracting business, which 
has since quadrupled. Winchel Irrigation services 
large and small commercial and residential 
properties. 
"Our customers don't really notice the difference 
in spray patterns, but they know when their lawn 
looks better and that their lawn is greener," 
Winchel says. 
Rain Bird is in tune with the demands and 
challenges that contractors face in the field, 
and the expectations placed on them. As a result, 
Rain Bird focuses on superior service and innovative 
product development. 

"We test run sprinkler heads 

side-by-side, including one 

with Rain Curtain Nozzle 

Technology and one without, 

and the difference in water 

distribution is evident with 

the naked eye." 

— Greg Lott, Owner, Irrigation Consultants, 
Cleveland, OH 

Rain Bird® Rotors Leave A Lasting 
Impression With Landscape Contractors 

Innovative features result 
in superior performance, 
convenience 
Installing the right rotors on a landscaping job is as 
important to Greg Lott as it is to his customers. 
Customer satisfaction in the product reflects 
positively on Lott and his company, Irrigation 
Consultants, a Cleveland-based irrigation 
contracting company. That's why Lott installs 
Rain Bird® rotors on all of his projects. 
Among the features that impress Lott is the 
exclusive Rain Curtain™ Nozzle Technology. 
Rain Curtain nozzles, found on every Rain Bird 
rotor, ensure optimal water distribution 
efficiency and uniformity by creating larger 
water droplets and less mist. As a result, less 
water is wasted, more money is saved and 
healthier turf grass is likely. 

Convenience is another advantage of Rain Bird 
rotors. Adjustment to the arc is easy with the top 
adjust feature, which requires only a flat-blade 
screwdriver to adjust the arc. 
"With other rotors on the market, you need a special 
tool to adjust them, whereas Rain Bird rotors are 
easy to handle." 
Other features found on Rain Bird rotors are 
Memory Arc® (5500, 7005 and 8005 models) and 
Dual-Action Wiper Seal. Memory Arc quickly and 
automatically returns nozzle stream to the set arc 
pattern if it is rotated past its stop by accident or 
vandalism. The Dual-Action Wiper Seal, meanwhile, 
protects internal components from debris and 
assures clean and smooth pop-up and retraction. 
Lott says: "Other wiper seals have a tendency 
to get hard and brittle, then deteriorate and 
malfunction. Rain Bird rotors hold up the best in 
this regard." 

Advertisement 
Circle 136 

New Rain Bird® 5500 Series Rotor 
addresses contractors' needs 
One example is Rain Bird's 5500 Series Rotor, 
expected to hit the market this summer. The 5500 
is a 3/4" commercial-grade rotor of unmatched 
durability designed for smaller turf applications. 
Modeled after Rain Bird's robust commercial-
grade rotors, the 5500 Series distributes water 
within the 33 feet to 55 feet range. 
The 5500 can be strategically positioned 
within tighter, high-traffic areas without worry. 
A non-strippable drive mechanism prevents 
damage if vandals tamper with the rotor head. 
Memory Arc automatically returns the arc to its 
set position if the nozzle turret is rotated past its 
arc setting. And a reinforced brass shaft from 
the nozzle turret to the riser can withstand a 
vandal kick. In addition, each unit can be 
changed from part-circle to continuous full-
circle with a simple top adjustment. 
Willy Habelka, an Irrigation Supervisor with Ginn 
Golf, has field-tested the rotors on projects in 
Orlando, Fla., and south Florida. They've been 
used in commons areas, along roadways and 
between cart paths and buildings on golf courses. 

'They have performed excellent 

in the sandy soil conditions 

of Florida," Habelka says. 

"The same benefits I see in 

other Rain Bird commercial-

grade rotors are evident in 

the new 5500 Series Rotors." 

— Willy Habelka, Irrigation Supervisor, 
Ginn Golf, Orlando, FL 

Habelka, Lott and Winchel have all come to rely 
on Rain Bird rotors for maximum water 
distribution efficiency, ease of use and durability. 
They realize that providing the best service 
means installing the best rotors: Rain Bird. 

As the top picture demonstrates, 
when going head-to-head against 
the competition, the advantages of 

Rain Curtain™ Nozzle Technology can be 
seen with the naked eye. 
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Delavin 
Catalog has all manner of sprayer acces-
sories, high-pressure guns and nozzles, 
tips, hose reels, couplers, bushings, hose 
couplers, pumps and similar items. Write 
or call for free copy. 
For more information contact Delavan Agspray 
Products at 800/621-9357 or /vww.delavan-
agspray.com / circle no. 277 

Agri-Fab 
Agri-Fab 45-0286 is 45-gal., 12-volt tow 
sprayer. Features 3-gpm 12-volt electric pump, 
quick connect electrical hookup, spring loaded 
break-away booms. Booms spray 160 in. from 
fine mist to 25-ft. stream. 15-ft. hose with 
spray wand and pressure gauge. 
For more information contact Agri-Fab at 
217/728-8388 or www.agri-fab.com I 
circle no. 278 

mounted 100-lb. capacity spreader with 
spread widths of 4 to 24 ft. Has fixed ground 
speed of 4 mph, transport speed of 8 mph. 
For more information contact C&S Turf Care at 
800/872-7050 or www.csturfequip.com I 
circle no. 279 

Earth & Turf 
TruFlow pull-behind topdresser turns on and 
off from lawn tractor seat. 36-D spreads 36-in. 
pattern, handles 225 lbs. or 10 cu. ft. The 54-D 
has a 54-in. pattern and handles 350 lbs. or 15 
cu. ft. Both are ground driven, with 16-gauge 
galvanized hopper. 
For more information contact Earth & Turf at 
888/693-2638 or www.earthandturf.com I 
circle no. 280 

UV inhibitors. Long-life spray pistol with brass 
shut-off pin and double O-rings. 6-in. mouth 
is easy to fill. 
For more information contact Echo at 
800/432-ECHO or www.echo-usa.com I 
circle no. 282 

Landscapers Supply 
Rain covers for both 100-lb. spreader 
hoppers and 50-lb. units are available via 
catalog. Also available are 40-lb. chest-
mounted spreader and a bag seeder/ 
spreader, ideal for spot work. Catalog 
available upon request. 
For more information contact Landscapers 
Supply at 800/895-4589 or www.landscaper-
supply.com I circle no. 283 

C&S Turf Care 
SS10012 Turf Tracker Time Machine is the 
latest in the family of Turf Trackers. Stand-on 
unit (or sit down, with the optional seat) of-
fers full hydrostatic drive with zero turning 
radius maneuverability; rear-mounted booms 
with spray widths of 4 ft. or 12 ft. Front-

Land Pride • 
With all-steel frame, 
frontal splash plate 
and three hopper 
sizes, Land Pride 
Broadcast Spreaders 
fit most landscape, 
nursery, sod farm 
and municipality 
uses. 14-gauge 
hopper is manufac-
tured using a spin 
process for sturdy 
one-piece construc-
tion. Smooth, seam-
less inner wall lets 
fertilizer, seed or 
sand flow freely for 
complete dean-out. Delivery is adjustable to 
spread on the left, right or full width of 54 ft. 
Application rates range from 44 lbs. to 890 
lbs. per acre and hopper capacities of 350 
lbs., 563 lbs. or 673 lbs. keep filling and 
clean-out to a minimum. 
For more information contact Land Pride at 
785/823-3276 or www.landpride.com I 
circle no. 281 

Echo 
The heavy-duty MS-40 is a 4-gal. backpack 
model with piston pump designed for ex-
tended spraying. 16-in. brass wand, hose 
rated at 300 psi. High density poly tank with 

Wikco 
Model 800 tow-
behind granular 
material spreader 
has an internal drag 
chain to break up 
material and help 
drag the material to 
the opening. Non-
rust poly hopper 
holds 9 cu. ft. Built 
with pneumatic tires 
on 8-in. rims, and 
heavy duty steel 
frame. Ground dri-
ven with one wheel 
driving spinner with 
v-belt. 

For more information contact Wikco at 
866/464-8893 or www.wikco.com I 
circle no. 284 

Master Manufacturing 
The Dobbins Model C-8 electric sprayer features 
an 8-gal. polyethylene tank, rechargeable 12-
volt battery with charger and a diaphragm 
pump with automatic cutoff to conserve en-
ergy. Includes 18-in. wand spray gun, adjustable 
from mist to solid stream that sprays to a height 
of 20 ft., and 8 ft. of hose. 
For more information contact Master 
Manufacturing at 712/258-01081 circle no. 285 

continued on page 68 
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If you are interested in growing 
your business revenues and 

becoming more profitable, attend... 

Strategic Selling 
Improving Your Sales and 
Marketing Productivity 

July 30 - August 1, 2004 
Hyatt Regency 

Jersey City, New Jersey 

S A L G A 
ASSOCIATED LANDSCAPE 

CONTRACTORS OF AMERICA 

For more information, visit www.alca.org 

ALCA EVENT PARTNER 

http://www.alca.org
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Mill Creek 
Bulk mini-spreader doubles as utility wagon. 
Model 25 has 28-cu. ft. capacity. Steel floor is 
standard or optional recycled high-density plas-
tic floor that won't rust or rot. Hooks to 15-hp 
or higher lawn tractor. 
For more information contact Mill Creek at 
800/311-1323 or www.millcreekmfg.com I 
circle no. 286 

Lely 
Broadcast spreader is 3-pt. hitch mounted, pto 
operated and ground driven. Models give 
range of spread patterns to 52-ft. wide. Force-
feeding mechanism keeps fertilizer from block-
ing feed-ring openings. Type WGR and WFR 
have capacity up to 805 lbs. Comes with 2-
year limited warranty. 
For more information contact Lely at 888/245-
4684 or www.lely.com I circle no. 287 

BBI 
Turf Cricket spreader is designed for precision 
application of fertilizers and lime for the turf 
industry. The Model 203 has capacity of 2 tons 
of fertilizer or 3 tons lime. Model 304 holds 
three tons of fertilizer or four tons of lime. 
Hopper capacity is 70 cu. ft., yet is only 62 in. 
high so it can clear entrances, tree limbs. 
For more information contact Barron 8< 
Brothers, Inc. at 800/282-3570 or 
Ibrothers0barron-bros.com I circle no. 288 

PSB 
PrizeLAWN BigFOOT HVO (high volume out-
put) spreader is designed to apply PennMulch, 
topdress sand, Icemelt, limestone and fertilizer. 
Features hinged plate configured for normal 
fertilizer applications, which flips out of the way 
to expose the mass flow port. 1.75 cu. ft. hop-
per volume holds up to 100 lbs. 13-in. diameter 

pneumatic tires sit on rust-resistant rims. 
For more information contact PSB at 
614/228-5781 or www.psbcompany.com I 
circle no. 289 

Maruyama f 
The MS068 sprayer is powered by a 22.5cc 
"AE" Commercial Engine. Weighing just 18.2 
lbs., it's designed for 
heavy-duty commercial 
use. This backpack unit 
has a PCO cart available. 
It features a positive dis-
placement, duplex piston 
pump with liquid bypass, 
and provides excellent 
tank agitation for wet-
table powders and liquids 
in suspension. 
For more information 
contact Maruyama at 
253/735-7368 or www.maruyamaHis.com I 
circle no. 290 

Gandy 
Drop Spreaders available as either tow-be-
hind or walk-behind models, in widths from 
24 in. to 12 ft. Models 24 and 36 have an 
adjustable stainless steel bottom and slide 
which has triangular openings spaced 1.125 
in. apart for application of granular chemical, 
fertilizer and seed. 
For more information contact Gandy at 
800/443-2476 or www.gandy.net I 
circle no. 291 

Trynex a 
The SpreadEx LG 575 is designed for grounds 
maintenance and landscape applications. Stan-
dard with variable speed controller, gate cali-
brates and controls flow. Works with utility ve-
hicles, riding mowers, trailers or pickups. 3-pt. 
hitch, drop utility, trailer mounts available. 
Holds 350 lbs., spreads 40 ft. 

For more information contact Trynex at 
800/725-8377/circle no. 293 

Senninger 
Lawn and garden pressure regulator 
maintains a constant, preset outlet 
pressure from 10 to 40 psi in 5-psi in-
crements. Can be used with 6-420 1 -
gpm emitters and prevents wasteful 
misting when using small nozzles. 
Made of high-impact engineering-
grade thermoplastics with stainless 
compression spring. 

For more information contact Senninger at 
407/293-5555 or www.senninger.com I 
circle no. 292 

Solo 
The 475 is a 4-gal., diaphragm pump backpack 
unit. Provides 60 psi pressure with 22-in. fiber-
glass spray wand. Ideal for use with abrasives 
found in wettable powders but can also be 
used with liquid formulations. Felt padded 
polyester straps, built in filter screen. 
For more information contact Solo at 
757/245-4228 on 
circle no. 294 

http://www.millcreekmfg.com
http://www.lely.com
http://www.psbcompany.com
http://www.maruyamaHis.com
http://www.gandy.net
http://www.senninger.com


Landscape Management's Business Planner 2005 Issue. 
Publishing October 2004. 

This one-of-a-kind issue will help you navigate through the budgeting 

and planning process with ease. Detailed information on companies, 

products and services. Editorial information on successful budgeting 

practices, boosting sales, customer retention, recruiting, team-building and 

more. It's yours right around the corner in October. 

For advertising inquiries, please call your sales 
manager or Tony D'Avino at 440-891-2640. 

Bonus Issue Distribution at 
Green Industry Expo Plus Much More! 

Advertising Close: September 1 
M A N A G E M E N T 



PGMS 
AWARD-WINNING LANDSCAPE MANAGEMENT 

Renaissance Pinelsle Resort 
2003 PGMS Honor Award Winner for Hotel, Motel or Resort 

Property at a glance 
Location: Lake Lanier Islands, GA 
Grounds Supervisor: Anthony Williams 
Category: Hotel, Motel and Resort 
Total budget: $29,639 
Year site built: 1972 
Acres of turf: 6 
Acres of woody ornamentals: 17 
Acres of display beds: .5 
Total paved area: 4.4 acres 
Total man-hours/week: 115 

Maintenance challenges 
• Wildlife damage (deer and geese) 
• Turf maintenance in high 
traffic areas 
• Lakefront and shoreline 
maintenance 

Project checklist 
Completed in last two years: 
• Entrance ornamental beds 
• Roadway enhancements 
• Beach, tiki huts 

m 

• 1 full-time staff, 2 seasonal 
employees, 1 licensed pesticide 
applicator 

When the property you take 
care of is located in the mid-
dle of a lake, you have to do 
your job a little differently 

than everybody else. Anthony Williams 
knows that all too well. As the Director of 
Grounds for the Renaissance Pinelsle Re-
sort & Golf Club, Williams has to keep a 
different priority list than others. 

"The big focus is environ-
mental issues," Williams says. 
"There is extensive wildlife 
here, so protecting the environ-
ment is our first priority. There 
are certain chemical solutions 
that aren't available to us, but 
the end goal is worth it." 

Given that Pinelsle has a 
huge deer population and is a 
Audubon Society Cooperative 
Sanctuary, Williams' goal is to 
allow as many areas as possible to remain 
natural — which means he's more tolerant 
of weeds than other grounds managers 
might be. 

That doesn't mean maintenance is lax 
around the resort. The largest area of turf 
near the entrance sign gets mowed fre-
quendy for curb appeal. The base turf of 

Anthony Williams keeps 
Pinelsle dean and green. 

419 Bermuda was overseeded with Double 
Eagle ryegrass to ensure "green" lawns year-
round. The Pinelsle landscape motto of 
"Memorably, Clean and Green" is in full 
effect when the grounds crew 
blows and edges the curbs at the re-
sort entrance and maintain the 
areas around the four outdoor and 
three enclosed tennis courts. 

Staffers regularly tend to 
wildlife damage, turf 
damage in high traffic 
areas and lakefront and 
shoreline maintenance. 

Williams, who's been 
at Pinelsle since 1986, 
has a management phi-
losophy inspired by his 
agricultural roots. 
"Coming from a back-
ground where my grandparents 

bought land and farmed it, you knew you 
were going to be there for x' number of 
years so you did nothing to compromise 
that," he says. "That was so ingrained in my 
decision-making that it carried over here. 
You have to maintain that commitment to 
long-term management to allow a property 
to be successful for years and years." 

Editors' note: Landscape Management is the exclusive sponsor of the Green Star Pro-
fessional Grounds Management Awards for outstanding management of residential, 
commercial and institutional landscapes. The 2004 winners will be named at the annual 
meeting of the Professional Grounds Management Society in November. For more 
information on the 2003 awards, contact PGMS at: 720 Light St. • Baltimore, MD 21230 

W5MS Landscape 
M A N A G E M E N T ! 

• Phone: 410/223-2861. Web site: 
www.pgms.org 

http://www.pgms.org


The 167-acre Pinelsle Resort consists of 
a 254-room hotel, golf course, indoor/ 
outdoor pool, tennis courts and private 
beach. Colorful displays of hydranga, 
begonia and impatiens invite guests to 
enjoy the natural surroundings. 



PEST MANAGEMENT 

IPM alive 
and well 
Knowledge-based pest control 
rewards practitioners...but only iff 
they educate clients 

BY D. DOUGLAS GRAHAM 

Integrated Pest Management 
(IPM) is a process for attaining 
long-term, environmentally sound 
pest suppression and prevention. 
The process works with nature to 
achieve its grand design. Instead 
of periodically dowsing a pest-in-

fected lawn with chemistry, IPM monitors 
the problem and employs practical solu-
tions for dealing with it in an ecologically 
friendly manner. 

Not surprisingly, the popularity of IPM 
has advanced with public interest in pro-
tecting the environment. It's often em-
ployed by educational institutions such as 
Vassar College, Poughkeepsie, NY, which 
drafted its own set of IPM strategies. 

These strategies include: 
• Structural and procedural modifications 

to reduce food, water, harborage and ac-
cess used by pests 
• Cultural controls using fertilizer, irriga-
tion, site selection, plant selection and sani-
tation to curtail pest problems 
• Physical controls, including temperature 
and humidity modification, traps, repel-
lents and hand-removal of weeds 
• Biological controls using beneficial or-
ganisms as natural enemies to pests 
• Pesticide application methods that pre-
sent the lowest potential hazard to people 
and the environment 
• Coordination and communication with 
the Vassar community. 

"IPM is the wise use of pesticides, 
fungicides and insecticides to control pest 
threat," explains Vassar College's Jeffrey 
Horst, Associate Executive Director, 
Building and Grounds Services. "It's about 

monitoring the situa-
tion, identifying prob-
lems and taking action. 
Before you resort to 
using pesticides, you 
observe an area such as 
a lawn and use water 
and fertilizer to deal 
with the pests that 
may be lurking there. 

In the old days, you managed pest prob-
lems with chemicals. 

"IPM is about moderation," Horst contin-
ues. "It's an informed approach whose 
mantra is the acquisition of knowledge and 
action that you base upon that knowledge. 
It's comprehensive in scope, and requires the 
investment of hefty sums of time and effort. 
The payoff is that you don't injure the envi-
ronment in the process of trying to save it." 

Know your enemies 

The concept of IPM was bom in the 1960s 
and 1970s, a time when environmental 
consciousness was on the rise. The concept 
was based in part on the idea of establish-
ing thresholds. 

Vassar's Horst 
says IPM works. 



Some pests are more destructive than 
others, and one of the goals of IPM is recog-
nizing when a molehill is a molehill and not 
a mountain. Such determinations are 
knowledge-based. Practitioners know their 
enemies — the insects, weeds and diseases 
that threaten the beauty of their land-

scapes. They also know that some enemies 
are more villainous and more destructive to 
the turf or landscape than others. 

Grounds managers and lawn care pro-
fessionals become very familiar with the 
pests that threaten the properties they care 
for. They should also know and continue 

Seven steps to 
"Integrated pest management is a deci-
sion-making process that strives to make 
best use of all available management 
tools, including cultural, biological, me-
chanical, environmental and chemical 
methods," says New York's Jennifer 
Grant. "IPM is both effective and eco-
nomical, and it minimizes risk to the en-
vironment and human health. It is, how-
ever, a structured approach, and for a 
lawn care professional to practice IPM 
successfully, several steps must be fol-
lowed." 

These include planning, monitoring, 
management, evaluation, intervention, 
record keeping and communication. 

Planning — Plan ahead. Determine 
the current condition of the lawn. 
What grass species are present? 

What weeds? What other pest problems 
are possible, or are likely to occur? Consider 
the history of the property in question, as 
well as the area in which its located. 

Monitoring — Lawns must be 
monitored on a regular basis to 
access the health of turfgrass and 

detect the signatures of pests and other 
stress factors such as drought. Proper 
identification of pests (weeds, insects, 
diseases and other underlying problems) 
is essential. Pests must also be quanti-

IPM success 
fied to determine if populations are ris-
ing or declining, if thresholds have been 
reached, and whether previous control 
methods were successful. It's also impor-
tant to determine the life stage of a 
pest (e.g. weed, seedling, insect pupa) in 
order to determine when or if interven-
tion may be appropriate. Lawn care pro-
fessionals can enhance their monitoring 
efforts by using lawns with known 
problem histories as early indicators in 
individual neighborhoods. 

Management — Maintain the 
lawn with the best cultural man-
agement strategies that are feasi-

ble for the site, including optimal grass 
species and variety selection, watering 
and mowing practices, and fertility in-
puts based on soil or tissue testing. 

Evaluation — Use monitoring 
data, research-based damage 
thresholds and guidelines, current 

and predicted weather conditions, and 
homeowner expectations to make deci-
sions on the short- and long-term man-
agement plan for the lawn. Analysis is 
an ongoing process that allows the lawn 
care professional to make timely and 
appropriate decisions throughout the 
growing seasons. 

Intervention — At times, the mon-
itoring and critical analysis 
process will reveal a problem in 

need of remediation. At this point, the 
professional intervenes with a cultural, 
physical, biological or chemical control 
tactic. Close attention to the monitoring 
and analysis of individual lawns often al-
lows for spot treatments rather than 
whole area treatments. It also makes 
possible the use of lower toxicity treat-
ments before pests reach high levels. 

Record keeping — The turfgrass 
professional must keep good 
records of cultural practices, turf-

grass health and pest incidence. He must 
also note the identity of the pests in-
volved, and the severity of its infesta-
tion. Intervention tactics must be 
tracked, especially when they involve 
the use of pesticides. Such records are 
critical for making in-season decisions. 

Communication — Homeowners 
need to understand and embrace 
the principals of IPM, and partner 

with lawn care services to maintain 
healthy lawns. The lawn care profes-
sional needs to convey to customers 
how his or her expertise, coupled with 
information gleaned from individual 
properties, will help create an IPM pro-
gram customized to their property. 

— For more information on IPM visit the 
Web site www.nysipm.cornell.edu. 

http://www.nysipm.cornell.edu


to build a history of these properties. 
Knowledge makes informed pest manage-
ment possible, and also makes it a practi-
cal alternative to the often unnecessary cal-
endar-based pesticide application. 

"IPM is really more a of a decision-making 
process," says Jennifer 
Grant, Ph.D., Assistant 
Director of the New 
York State IPM pro-
gram at Cornell Uni-

NY's IPM expert v e r e i t y . "An IPM prac-
Dr. Jennifer Grant titioner in the lawn 

care business would 
have foreknowledge about when certain 
pests are due to arrive. Lawn care profes-
sionals manage lots of properties, and any 

IPM is about 
moderation. 

It's an informed 
approach based 

upon knowledge. 
history they've built up on the sites will be 
important. Knowledge of history informs 
an IPM monitoring process. Say, for exam-
ple, a company is looking for chinch bugs. 
It can go back to the properties where the 
pests have shown up before, and begin 
monitoring for symptoms indicating their 
return. It can begin sampling as well." 

A property previously afflicted with 
chinch bugs will also act as a barometer for 
other properties facing possible infestation. 
When another property shows chinch bug 
signs, the IPM practitioner will know to 
monitor other lawns. The point is he won't 
have to duplicate work in this area. One 
property will serve as his indicator. Knowl-
edge, both of chinch bugs and history will 
make this a reality. 

It can be done 
"One of the first things a company has to 

make a decision about is the level of IPM it 
will practice," says Tom Delaney, Vice 
President, Government Affairs, Profes-
sional Lawn Care Association of America. 
"IPM is a broad concept. It's often inter-

. S m a t f w ^ r . M ' f y n c . 

Science City at Union Station • Kansas City, Missouri 

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

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

ANDY SCOn 
Executive Director • Union Station Assistance Corporation 

Professional members of the 
American Society of Irrigation 
Consultants have passed an 
extensive peer review and 
qualification process. 

Working with an ASIC member 
gives you the confidence that 
a highly-qualified irrigation 
consultant is on the job, helping 
to protect your interests and 
your investment 

Contact ASIC to find a 
consultant near you. 

I l l E. Wacker 18th Floor 
Chicago. IL 60601 

312.372.7090 
Fax: 312.372.6160 

www.ASIC.org 

http://www.ASIC.org


Delaney: "IPM 
programs vary.' 

preted differently by 
people working within 
the industry. Many 
companies do not offer 
across-the-board IPM 
services. This is be-
cause there is no recog-
nized standard for IPM 
practice and imple-
mentation. 

"There's a lot of latitude to work with, 
so a company will have decide how and to 
what degree they will incorporate IPM into 
their business." 

According to Delaney, an IPM program 
will be more or less profitable based upon 
the degree to which a practitioner educates 
his/her customers. Callbacks and com-

plaints cost dearly in the landscaping and 
lawn servicing businesses, he says. The 
more often a lawn service provider has to 
go back to retreat a disgruntled customer's 
property, the less profitable the service will 
turn out to be. 

Education the key 

IPM may or may not bring instantaneous 
results. More often than not, it doesn't, or 
so it may appear to the unpracticed eye. 
You have to educate customers to the 
process so that their expectations will be 
consistent with reality. You should also 
encourage them to participate in the 
process by watering, mowing and tweak-
ing their properties as often as necessary to 
help the lawn care professional bring 

about the outcome desired. Unfortunately, 
this is easier said than done. 

"Some customers are information-dri-
ven, while others don't want to hear about 
it," Delaney adds. "Many will monitor a 
lawn care professional while he's working, 
and if they don't understand the IPM 
process they may think he's ripping them 
off. Confusion is a common and costly haz-
ard in IPM, so the more sophisticated your 
customers become about the process, the 
more satisfied they will be with its results. 
Knowledge is fundamental to IPM. It 
should be shared with everyone involved in 
the project, especially the customer.' LM 

— The author is a freelance writer based in 
St. Louis, MO. He can be reached at 

mahakala@charter.net. 
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and news items are available through Advanstar Marketing Services. 
Customized to meet your specific needs, reprints are highly effective when you use them to: 

• Develop direct-mail campaigns 
• Provide product/service literature 
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Extend your coverage to your website. Custom reprint packages include an 
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ADVANSTAR MARKETING SERVICES 
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Products 
T O O L S OF THE T R A D E 

Go with the flow 
Hunter Industries' Flow-Clik 
is a new electronic sensor 
that automatically shuts 
down an irrigation system if 
an overflow condition is de-
tected, such as a ruptured pipe 
or broken sprinkler. It wires di-
rectly to any standard 24-volt 
irrigation controller and, if an 
overflow condition occurs, the 
electrical circuit is disconnected 
and the operating valves are 

shut down. Each Flow-Clik can be custom cali-
brated in gpms, and the flexible flow range (17 to 120 gpm) 
makes the unit compatible with both commercial and resi-
dential piping systems. The units include the flow sensor, a 
weatherproof interface panel and a sensor body. The flow 
sensor body is available in seven models to accommodate 
all standard pipe sizes in schedule 40 or 80. 
For more information contact Hunter at 800/733-2823 
or I circle no. 251 

These mowers define toughness with their 7-
and 10-gauge rolled-front cutting deck and 1-
in. solid rear axle. The 48-in. model features a 
15-hp Kawasaki V-twin engine with 48-in. cut-
ting width. Adjust cutting height from 1.5 to 5 
in. in .25-in. increments. 
For more information contact Yazoo/Kees at 
877/368-8873 or www.yazookees.com I 
circle no. 253 

Floating aerators 
Air-O-Lator's decorative fountains and aera-
tors enhance the water quality and aesthetics 
of ponds, lakes and shallow reflection pools. 
The company's commercial floating aerators, 
available with 1 - to 3-hp motors, are de-
signed to establish continual pond turnover, 
introduce oxygen to the water appropri-
ately and in the proper quantity, elimi-
nate or prevent algae growth, and con-
trol insect infestation. Fountain packages 

include one of eight different nozzle spray 
patterns, 100 ft. of cord, propeller guard, ETL 
list (ANSIA/L 508) control panel with time 
clock and a three-year limited warranty. 
For more information contact Air-O-Lator at 
800/821-3177 or ww.airolator.com/ 
circle no. 252 

A cut above 
Yazoo/Kees' Kutter line of gear-driven walk-

behind mowers consists 
of four models equipped 
with commercial grade 

Kawasaki engines 
with 32-, 36- and 

48-in. deck 
options. 

New insecticides 
United Phosphorus Inc. has introduced two 
new UP-Star insecticides approved by the EPA: 
UP-Star SC Lawn and Nursery Insecticide/Miti-
cide and UP-Star Gold Insecticide. The SC in-
secticide/miticide is approved for commercial 
non-food use on indoor and outdoor orna-
mentals, greenhouses, nurseries, turf on golf 
courses, sod farms, and ornamentals and 
lawns in landscaped areas. Gold insec-
ticide can control a wide spectrum of 
common pests in outdoor 
plantscapes around residential, insti-
tutional, public, commercial and in-
dustrial buildings, parks, recreational 
areas, parks, lawns and grounds. 
For more information contact UPI at 800/247-
1557 or I circle no. 250 

Compact blower design 
Husqvarna's 125BT blower is lightweight 
and more compact than professional blow-
ers but with the same design and features. It 
features air purge for easy starting, high vol-
ume capacity and convenient trigger throttle 
control mounted on the tube. Maximum 

continued on page 78 
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Landscape Management re-introduces 
Athletic Turf. Formerly a sister publication 
of LM, Athletic Turf will now be sent as a 
monthly e-Newsletter to the leading turf 
managers who represent the markets most 
attractive buyers for your products and services. 

In addition to the monthly e-Newsletter, 
www.athleticturf.net\N\W provide 
instant access to the latest products, news 
and information. 

Athletic Turf will deliver the kinds of 
hands-on, practical information on athletic 
turf maintenance and technology that 
managers are hungry for. The editorial 
scope of Athletic Turf will include: 

• Product Innovations 
^ Practical Information 
^ Business Management Solutions 
^ Technical Information 

Interested in advertising? Visit www.LandscapeGroup.com for info! 

http://www.athleticturf.net/N/W
http://www.LandscapeGroup.com


Products 

Power drive 
John Deere's ProGator utility vehicle combines 
modern styling and operator-friendly features 
with rugged durability and sheer power. En-
gine options include a 23.5-hp diesel and 26-
hp gas, and a 5-speed fully synchronized trans-
mission lets you keep going without stopping 
to change gears. Hydrostatic steering provides 
for precision control and a tight turning radius 
of only 33 in. It weighs in with a 2,650-lb. load 
capacity, and the cargo box is solid steel. A ver-
satile 3-pin system lets you take the cargo box 
on or off in minutes without tools. 
For more information contact John Deere at 
952/888-8801 or www.deere.com I 
circle no. 258 

Chip off the old block 
Vermeer's BC2000XL brush chipper tackles 
high volume organic chipping projects with 

ease. Two 18-in. diameter spring-tensioned 
vertical feed rollers automatically control the 
feeding of material into the cutting chamber. 
The 20-in. by 24-in. feed opening and large 
rollers allow the BC2000XL to chip whole 
trees up to 20 in. diameter. Three Caterpillar 
3126B Tier II engine options of 200, 225 and 
250 hp can be customized to fit a customer's 
specific needs. 
For more information contact Vermeer at 
888/837-6337 or www.vermeer.com I 
circle no. 256 

Get your kicks 
General Motors says that its Chevrolet Kodiak 
and GMC TopKick have raised the bar in the 
medium-duty truck segment. For the 2005 
model year, factory-engineered 4-wheel drive 
will be added in July 2004. The 4-wheel-drive 
TopKick and Kodiak models feature wheel-

continued from page 76 
power speed is 7,800 rpm, sound level is 69 
dB(A) and air speed is 116 mph. Weighing in 
at just 13.2 lbs., operators won't have to 
worry about fatigue. 
For more information contact Husqvarna at 
www.husqvama.com I circle no. 254 

Self-propelled topdresser 
Turfco Direct has added the Mete-R-Matic F-
15 self-propelled topdresser to its line of turf 
maintenance equipment for lawn care pro-
fessionals. With all controls at the operator's 
fingertips, it's easy to maneuver in tight 
places. The Mete-R-Matic F-15 has a 31-1/2 
in. spreading width, a 11.5 cu. ft. hopper and 
2.5 mph operating speed. It's also available 
with an easy-to-mount overseeding attach-
ment designed to handle all grass types that 
allows seeding and topdressing to be com-
bined in a single application. 
For more information contact Turfco at 
800/679-8201 or www.turfco.com I 
circle no. 255 

bases ranging from 152 to 235 in. in both reg-
ular cab and crew cab configurations, and are 
powered by either the standard Vortec 
81OOMD V-8 gasoline or Duramax 6600 V-8 
Turbo Diesel engine. Enhancing these vehicles 
off-road capability is an electronically con-
trolled New Venture Gear Model 
NV273 two-speed transfer case and 
an instrument panel-mounted ro-
tary selector switch for 4L, 4H 
and 2H drive settings. 
For more information contact GM 
at www.gm.com I circle no. 257 

Blower for the long haul 
Peterson Pacific Corp.'s 60 cu. yd. capacity 
blower truck is intended for operators who 
travel long distances with low-density or-
ganic materials. The Peterson feeder and 
high-capacity blower combine to deliver a 

continued on page 80 
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BECAUSE II PAYS." 
EXPO 2 0 0 4 , September 24-26 
Kentucky Exposition Center 

"We've found something every 

year at EXPO that we didn't 

know exists that adds to our 

efficiency and profitability." 

Lori Spielman 
Lori Spielman Landscaping, Inc. 
Ellington, CT 

Register today! Visit www.expo.mow.org and register 

online and you might win two tickets for the 2005 Kentucky 

Derby! ... Then attend 

EXPO and be eligible to 

win $20,000 towards 

the purchase of a 

new truck! 

EXPO 
The International Lawn. Garden 
A Power Equipment Exposition 

EOD4 

800-558-8767 • www.expo.mow.org \bu Gotta i 

http://www.expo.mow.org
http://www.expo.mow.org


Products 

Kincaid's new hydroseeder 
Kincaid Equipment Manufacturing's hydro-
seeder, the AgiGator, provides a fast and effi-
cient method of seeding, mulching and fertiliz-
ing areas where plush green turf is desired. The 
425-gal. model features a 13-hp Honda engine 
and can be towed by a trailer. Aggressive me-
chanical agitation with by-pass for pressure 
and volume settings allow the AgiGator to mix 
both paper and thicker wood mulch slurries. 
Enough power is generated to propel mulch 
slurry up to 75 ft. from the end of a 300-ft. 
discharge hose. 
For more information contact Kincaid at 
800/854-7287 or www.kincaidequipment. 
com I circle no. 264 

continued from page 78 
wide range of organic materials. The live 
floor unloads materials rapidly without bridg-
ing, and redistributes the weight of the load 
for optimum truck handling capabilities. 
With just the pull of a lever, the Power 
Sweep Assist feature is engaged and makes 
it simple to deliver many kinds of materials 
in the same day. 
For more information contact Peterson-Pacific 
at www.petersoncorp.con I circle no. 259 

Keep track of your jobs 
CUPtrak technology by Sensible Software in-
tegrates with CLIP software to automatically 
record your jobs as started and ended with 
vehicle position and provides a "live" update 
back to your CLIP program. When the last 
job is finished, your jobs are ready to be 
posted. There's no waiting for the last crew 
to arrive, and you can job cost completely 
and accurately. 
For more information contact Sensible Software 
at 800/635-8485 or www.clip.com I 
circle no. 260 

Easy start 
Kawasaki's easy-start 
KTR27A string trimmer 
takes only half a pull to start. 
At 26.3cc, it's one of the com-
pany's most powerful hand-
held string trimmers. A 
new carburetor with a 
slow idle starter device pre-
vents the blade from running 
during startup and disengages 
when the throttle is applied. 
Additional features include a 
reduced recoil pulling force, a 
fully covered carburetor and 
one-piece fan housing, and 
easy-to-service air cleaner ele-
ment and muffler screen. 
For more information 
contact Kawasaki at 
877/529-7697 or 
www.kawpowr.com 
I circle no. 261 

Heads up for Stihl offering 
The new Stihl FixCut 5-2 and FixCut 25-2 trim-
mer heads are easy and quick to load — which 
means less down time for users. Reloading line 
is a snap: users simply insert a pre-cut length of 
trimmer line into the eyelet, stop insertion once 
the line appears on the inside opening of the 
head, and give a slight pullback to seat the line 
in the retainer. Unlike other trimmer heads, the 
FixCut's spool-less construction eliminates the 
nuisance of tangled spools. The FixCut 5-2 
head easily attaches to the Stihl FS 45 and FS 
46, while the FixCut 25-2 attaches to the FS 
55, FS 80, FS 83, FS 85, FS 110, FS 250 and 
KM-FS models. 
For more information contact Stihl at 
800/467-8445 or vww.stihlusa.com / 
circle no. 262 

Squeeze play with Ferris 
With its overall width of 35 in., Ferris Industries' 
HydroCut walk-behind mower can squeeze in 
and out of places other commercial walk-be-
hinds can't. Integrated Comfort Controls pro-
vide for simple maneuvering, and Quick-Adjust 
controls make it easy to control height-of-cut. 
Other features include a 13-hp 
Kawasaki V-twin engine, reli-
able hydrostatic transmission, 
electric PTO, 10-gauge 
fabricated double 
top deck with 
reinforced 
side 

The right switch 
Dynamax's Irrigation Moisture Switch, IL2-
MS, is a new product that controls irrigation 
by an accurate measurement of soil mois-
ture. The IL2-MS helps all existing irrigation 
controllers that aren't automatically adjusted 
by plant water need. Buried in the root zone 
where water is needed, it regulates water 
applied by continuously monitoring the soil 
conditions at the sensor and interrupts the 
controller schedule when enough water 
reaches the plant roots. 
For more information contact Dynamax at 
www.dynamax.com I circle no. 263 

skirts and overlap welded corners, forward and 
reverse ground speeds of 0-5.5 mph and 16-
in. turf-friendly tires. 
For more information contact Ferris at 
www.ferrisindustries.com I circle no. 265 
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108 120 132 144 156 168 180 192 204 216 228 240 252 264 276 288 300 312 
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A D V E R T I S E R I N D E X 

A L C A I p67 
800/395-ALCA 
www.alca.org 

A S I CI p74 
312/372-7090 
www.asic.org 

Bayer Corp I p2-3 
Circle #104 
919/549-2000 
www.bayer.com 

Bayer Corp I p15 
Circle # 110 
919/549-2000 
www.bayer.com 

Bayer Corp I (reg) p47 
Circle #128 
919/549-2000 
www.bayer.com 

FYI 

Bayer Corp I (reg) p54 
Circle #132 
919/549-2000 
www.bayer.com 

Bayer Corp I (reg) p55 
Circle #133 
919/549-2000 
www.bayer.com 

Caterpillar Inc I p39 
Circle #124 
309/675-1000 
www.cat.com 

Chevrolet Truck p9 
313/556-5000 
www.chevrolet.com 

ED ITOR IAL I N D E X 

Company Page # 
BASF 20,25,26 
Bayer 25, 26, 28, 30 
Brandywine Nurseries 37 
The Bruce Company 36, 38 
Cagwin & Dorward 34, 38 
Dow Agrosciences 25, 30 
Dr. Green 16 
Florida Citrus Holdings 18 
Grass Roots Consulting 40 
Green World 56 
GroGreen 42 
GroundMasters 36, 38 
Husqvarna 20 
JP Horizons 18 

KehoeGuido 90 
Monsanto 28 
National Safety Council 36 
Project EverGreen 22 
SSRentX 18 
Specialty Products Consultants . .25 
Swingle Tree & Lawn Care 44 
Symbiot Landscape Network .14, 20 
Syngenta 25,28,30 
Turfgrass America 18 
ValleyCrest Companies 18 
Weed Man 16 
Wilson-Oyler Group 14 

This index is provided as an additional 
service. The publisher does not assume 
any liability for errors or omissions. 

Crompton/Uniroyal / p35 
Circle #120 
203/573-2000 
www. cromptoncourt. com 

Dig Corp I p85 
Circle #138 
800/322-9146 
www.digcorp.com 

Dodge Chrysler I p27 
877/668-4356 
www.dodge.com 

Dow Chemical I p43 
800/255-3716 
www.dow.com 

Dow Chemical I (reg) p60-61 
800/255-3716 
www.dow.com 

Exmark Mfg Co I p57 
Circle # 134 
800/667-5296 
www.exmark.com 

F M C Corp / p21 
Circle #113 
215/299-6000 
www.fmc.com 

F M C Corp I (reg) p41 
Circle #125/126 
215/299-6000 
www.fmc.com 

Ferris Ind Inc I p31 
Circle #118 
800/933-6175 
www. ferrisindustries. com 

Forestry suppliers Inc I p53 
Circle #131 
800/647-5368 
www. forestry-suppliers, com 

Holland Equip I p22 
Circle # 114 
888/290-7377 
www. newholland. com 

Horizons I p4 
Circle #105 
602/276-7700 
www. horizononline. com 

Husqvarna I cv2-1 
Circle #101 
800/438-7297 
www.husqvarna.com 

Intl Lawn Garden I p79 
800/558-8767 
www.expo.mow.org 

Jacobsen IncI p10 
Circle # 107 
704/588-5120 
www.jacobsen.com 

Jacobsen Inc I p45 
Circle # 127 
704/588-5120 
www.jacobsen.com 

Jacobsen IncI p59 
Circle # 135 
704/588-5120 
www.jacobsen.com 

John Deere and Co p7 
Circle # 106 
309/765-8000 
www.deere.com 

| John Deere and Co I p19 
Circle # 112 
309/765-8000 
www.deere.com 

John Deere Const / cv4 
Circle # 103 
800/333-7357 
www.deere.com 

John Deere Const I p49 
Circle # 129 
800/333-7357 
www.deere.com 

Marsan Turf I p85 
Circle # 140 
800/600-8873 
www. marsanturf. com 
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http://www.deere.com


Masco Sweepers I p85 
Circle #139 
800/345-1246 
www. mascosweepers. com 

Monsanto I p32-33 
Circle # 119 
314/694-1000 
www. monsanto. com 

P B I Gordon Corp I cv3 
Circle #102 
816/421-4070 
www.pbigordon. com 

Pennington Seeds Inc I p23 
Circle # 116 
800/285-7333 
www.penningtonseed. com 

Plant Health Care Inc I p38 
Circle #123 
800/421-9051 
www.planthealthcare. com 

Pro Source One I p11 
Circle #108 
877/350-3999 
www.planthealthcare. com 

Quality Diamond Tools I p86 
Circle # 143 
800/285-0163 

R N D Signs/ p86 
Circle # 142 
800/328-4009 
www.rdsigns.co.uk 

Rain Bird Sales Inc I cvr tip 
520/741-6100 
www.rainbird.com 

Rain Bird Sales Inc I p29 
Circle #117 
520/741-6100 
www.rainbird.com 

Rain Bird Sales Inc I p65 
Circle #136 
520/741-6100 
www.rainbird.com 

Sisis Equip I p52 
Circle # 130 
864/843-5972 
www.sisis.com 

Syngenta I p12 
Circle #109 
800/759-4500 
www.syngenta.com 

Toro Co I p17 
Circle #111 
800/664-4740 
www.toro.com 

Turf Feeding Systems / p36 
Circle # 121 
800/728-4504 
www. turffeeding. com 

United Phosphorus Inc I p37 
Circle #122 
800/247-1557 
www.upi-usa.com 

Valvette Systems Inc/ p85 
Circle #141 
866/200-8590 
www. valvettesystems. com 

Walker Mfg Co I p22 
Circle # 115 
800/279-8537 
www. walkermowers. com 

The ad index is provided as an 
additional service. The publisher 
does not assume any liability for 
errors or omissions. 

June 
9-11 Eastern Snow Conference I 
Portland, ME; www.eastern-
snow.org 

10-12 Snow & Ice Management 
Symposium I Minneapolis, MN; 
814/835-3577; www.sima.org 

17-19 Super Floral Show I 
Charlotte, NC; 617/728-0300; 
www.superfloralshow.com 

22-23 Virginia Turfgrass 
Council Demo Days I Virginia 
Beach, VA; 540/942-8873 

24-26 ITODA Summer Meeting I 
Boston, MA; Sponsored by the 
Independent Turf and Ornamental 
Distributors Association; 814/355-
1912 

27-30 Garden Centers of 
America Specialty Tour I 
Williamsburg/Tidewater, VA; 
888/648-6463; info@garden-
centersofamerica.org 

July 
6-8 Perennial Plant Symposium 
& Trade Show / New York, NY; 
614/771-8431; www.perennial-
plant.org 

13-18 ANLA Convention & 
Executive Learning Retreat I 
Maui, HI; 202/789-2900 

19-20 PLCAA Legislative Day 
on the Hill I Washington, DC; 
800/458-3466 

24-28 Soil and Water 
Conservation Society I St. Paul, 
MN; 515/289-2331; 
www.swcs.org 

27-29 Penn Allied Nursery 
Trade Show (PANTS) I Fort 
Washington, PA; 717/238-1673; 
www.plna.com 

27-30 Turfgrass Producers 
International Summer 
Convention & Field Days I 
Manheim, PA; 800/705-9898; 
www.turfgrasssod.org 

August 
3 INLA Certified Nursery 
Professional Train/Test I Ames, 
IA; Sponsored by the Iowa Nursery 
& Landscape Association; 816/233-
1481; www.iowanla.org 

5-7 American Conifer Society 
Meeting I Newark, OH; 410/721-
6611; www.conifersociety.org 

7-11 International Society of 
Arboriculture Annual 
Conference 8t Trade Show I 
Pittsburgh, PA; 217/355-9411; 
www.isa-arbor.com 

12 Wisconsin Nursery 
Association Summer Field Day I 
Menomonee Falls, Wl; 414/529-
4705 

12-14 SNA 2004 World 
Showcase of Horticulture I 
Atlanta, GA; 770/953-3311; 
www.sna.org 

18 OSU/OTF Turfgrass Research 
Field Day I Columbus, OH; 
888/683-3445 

20 INLA 2004 Field Day/Charles 
City, I A; Sponsored by the Iowa 
Nursery & Landscape Association; 
816/233-1481; www.iowa-
nla.org 

http://www.pbigordon
http://www.penningtonseed
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http://www.rdsigns.co.uk
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http://www.isa-arbor.com
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v i G 
IRRIGATION PRODUCTS 

NO AC Power 

NO Solar Panels 

NO Lightning 
Risk 

Water 
Management 

Common areas 
Slopes 
Median strips 
Parks 
Highways 

Mitigation sites 

les 

1210 ACTIVITY DRIVE 
VISTA, CA 92081-8510 
PHONE 760-727-0914 
1-800-322-9146 
FAX 760-727-0282 

LEIT Irrigation Controllers 
The preferred power irrigation solution 

HmmHRkSI 
Powered by an 
internal, ultrahigh 
efficiency photovoltaic 
module and a 
microelectronic energy 
management system 
fueled by ambient light. 
The LEIT controller can automate 
your irrigation system in any region, 
under any weather conditions, day 
or night, using only ambient light as 
the source of energy. 

Circle 138 

M T I RAIN^BIRD 
SALE 

5004 4" Pop-up 
Complete Turf Rotor 

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

BEST BUY 
For A 

Turf Rotor ea. 
Buy The Box 

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

SHIPS SAME DAY 
0]0jltT0M 

w/min. order 

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

SPRINKLERS4LESS.COM www. 

PARKING LOT 
SWEEPING 

FREE information on 
starting sweeping 

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

800-345-1246 
www.mascosweepers.com 

Circle 139 

Dirty Water Can't Flow Back into Open Stem 
• Works on Most Plastic Pop-Up Heads 

1 / * * * VALVETTE SYSTEMS CORPORATION 
( 8 6 6 ) 2 0 0 - 8 S 9 0 www.valvettesystems.com 

Circle 141 

http://www.mascosweepers.com
http://www.valvettesystems.com


THE HOME ( P A G E ) 
OF GOLF . 

www.golfcourse 1 .com 

P R E S E N T E D BY T H E 

A M E R I C A N S O C I E T Y 4 f t 

OF G O L F C O U R S E A R C H I T E C T S 

I PROMOTE i 
Your Business 

Custom & Affordable 
. Stuffers. Flyers. Postcards 

. Brochures. Promotional posting signs 
. Newsletters. Door hangers 

Call today for a free folder of sample layouts & images 
RND Signs 800-328-4009 or visit www.rndsigns.com 

Circle 142 

Circle 143 

http://www.golfcourse
http://www.rndsigns.com


ADVERTISING 
INFORMATION: 
Call Brian Olesinski at 
800-225-4569x2694 
or 440-891-2694, 
Fax: 440-826-2865, E-mail: 
bolesinski@advanstar.com 

• For ad schedules under $250, payment must be received 
by the classified dosing date. 
• We accept VISA, MASTERCARD, and AMERICAN 
EXPRESS over the phone. 
• Mail LM Box # replies to: Landscape Management 
Classifieds, LM Box #_ 

Every month the Classified Showcase 

offers an up-to-date section of the 

products and services you're looking for. 

BIRD CONTROL 

131 W. First St., Duluth, MN 55802-2065. (please include Don't miss an issue! 
LM Box # in address). 

BUSINESS OPPORTUNITIES (CONT'D) 

Back-Yard Putting Greens 
Synthetic greens are one of the fastest 

growing segments of the $50 Billion 
a year golf industry 

Reasons to call us: 
* Huge Profit Center - Up To 65% C D C C 
* Easy Year Round Install Process < 
* Carry NO Inventory V / i n F O 
* Excellent Add-On Service V I U U V ^ 
* Utilize Existing Equipment 
* Buy Manufacturer Direct - Save 70% 
* Many Extras 

800-334-9005 
www.allprogreens.com 

BUSINESS FOR SALE 

L A N D S C A P E 
C O N S T R U C T I O N C O M P A N Y 

Well Established 
20-year Landscape Company 
Boston, Massachusetts Area. 

Annual volume S3.5-S4.0 million! 
Company breakdown: 
• 75% Construction 
• 10% Maintenance 
• 15% Snow Operations 

Highly recognized, well-managed and organized 
operation with a meticulous fleet of over 50 

pieces of equipment. Will sell with or without 
the real estate, which has all the necessary 

provisions for repairs and parking. 
NASH & COMPANY 

Contact Mr. Kurt Lawson: 1-508-428-1201 
Fax: 1-508-428-9586 

BUSINESS OPPORTUNITIES 

O u t s t a n d i n g Bus iness O p p o r t u n i t y 
High volume national franchise 

lawn care business for sale in Florida. 
Established 20+ years, 

7 figure sales, 6 figure income. 
Owner financing available. 

$1,400,000- Please Call 1.732.290.8495 

R-IRF:.:. We will TRAIN YOU 
i l^L to be SUCCESSFUL in 

the Backyard Putting 
^jjjjjjiijjy Green Business 

The Best in Synthetic Golf Facilities 
Call the Putting Green Pros 

Toll Free 877-881-8477 
www.theputtinggreencompany.com 

BIDDING STRATEGIES 
L A W N P R O F E S S I O N A L S 

Take Notice 
• Bidding & Contracts $47.95 
• Marketing & Advertising $39.95 
• 20 Letters For Success $29.95 

• Contracts & Goals $39.95 
• De-Icing & Snow Removal $39.95 

• Estimating Guide $34.95 
• Telephone Techniques $24.95 

• Selling & Referrals $44.95 
Take advantage of our * B uv 4 o r M o r e & S a v e ! 

experience and improve your 
opportunities for success. Our lawn service was 
recently rated in the TOP 10 Nationally. 

PROFITS UNLIMITED 
Call 800-845-0499 

www.profitsareus.com 

L A W N D O C T O R 
The cure for the common job. 

Existing, successful Lawn Doctor Franchise 
In Chicago suburbs- NOW FOR SALE. 

Fully equipped, Turn-Key. Excellent demographic 
area. Six figure gross sales. Huge growth potential. 

Asking $260,000. Reasonable offers considered. 
Please call Joe Farber at Lawn Doctor's 

National Headquarters: 800-631-5660, Ext. 228. 

A t t e n t i o n : L a n d s c a p e Profess iona l s 
Add Freedom Fence and Driveway Alert to your 
Existing services and watch your bottom line soar! 

Made in USA 800-828-9089 

P U T T H E D Y N A M I C S OF CLASSIFIED ADVERTIS ING T O W O R K FOR Y O U ! 

• Repels 
and Ducks! 

• Simple and Easy-
Spray Right on 
the Grass! 

• Geese Hate the 
Taste! 

• EPA Approved! 
BIRD'B'GONE,,-C. 

Ph: (949) 472-3122 For More Information 
FAX (949) 472-3116 Call 1-800-392-6915 
www birdbgone com _ _ m 
Email: nobirds@birdbgone.com ^SL 

<2> 
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BUSINESS OPPS (CONT'D) FOR SALE (CONT'D) HELP WANTED (CONT'D) 

v WANT TO BUY OR 
/fa SELL A BUSINESS' 

[LOLL* \ Professional Business 
"Martte t Acquit** sp̂ MM. Consultants can obtain purchase 

offers from numerous qualified 
potential buyers without disclosing your identity. There 

is no cost for this as Consultant's fee is paid by the 
buyer. This is a FREE APPRAISAL of your business. 

If you are looking to grow or diversify through 
acquisition, I have companies available in Lawn Care, 

Grounds Maintenance, Pest Control and Landscape 
Installation all over the U.S. and Canada. 

182 Homestead Avenue, Rehoboth, MA 02769 

708-744-6715 • Fax 508-252-4447 
lol@aol.com 

FOR SALE 

Celebrating Our 

Anniversary 
e Ship Anywhere In The USA!!! Sold over 25.000 Bolt-Together 

>1 Buildings & Homes. Visit us online or call for a price quote. 
HERITAGE BllLDLNG SYSTEMS® 

8 0 0 . 6 4 3 . 5 5 5 5 
h c r i t a g e b u i l d i n ^ s . c o m 

\NDSCAPE DESIGN KIT 3 
J 48 rubber stamp symbols of trees, 

shrubs, plants & more. 1/8" scale. 
Stamp sizes from 1/4" to 1 3/4". 

I $97 + $6.75 s/h. CA add 7.75% tax. 
I (Checks delay shipment 3 weeks.) 
( VISA, MasterCard, or Money Orders 

"Local 916487-7102 ̂ ipped ne.t day ^ brochure 
I TOLL FREE 877-687-7102 AMERICAN STAMP CO. 
| www.americanstampco.com 12290 Rising Road LM4, WHton, CA 95693 [ 

PHYSAN 20. 
ALGAE AND ODOR CONTROL 

FOUNTAINS, STATUARY, 
BIRDBATHS AND WALKWAYS. 

Cost effective and biodegradable. 
Ordering and Dealer information: Maril Products 

320 West 6* Street, Tustin, CA 92780 
800-546-7711 www.physan.com 

Know your 
soil pH in 
seconds! 

Kelway 
HB-2 
Professional 
soil acidity 
& moisture 
tester 

• Big. easy-
to-read dial 

• Low cost. 
• Portable 
• Built for long-

lasting use! 
Tells you when to lime. 
Now. read your soil pH in seconds with KELWAY 
HB-2 acidity tester Learn on-the-job whether to add 
lime and how much No batteries No reagents No 
chemicals Just insert KELWAY soil tester in moist 
soil Professionally designed for growers. KELWAY 
tester gives direct acidity and moisture readings 
Contact your local distributor or write for FREE 
informative literature today 

Kel Instruments Co., Inc., Dept. N 
P.O Box 54, Wyckoff, NJ 07481 

I TURBO TURF | 
HYDRO SEEDING SYSTEMS 

TURBO TECHNOLOGIES, INC 
1500 FIRST AVE, B£ AVER FALLS, PA 15010 

1-800-822-3437 www.turboturf.com 

HELP WANTED 

r T R U G R E E N LandCare -
Seeking Highly Qualified Landscape Professionals 

We're Expanding Our Operations in 2004! 
Excellent Management Opportunities 

throughout the entire East Coast 
REGIONAL MANAGER 
BRANCH MANAGERS 

INSTALL/MAINTENANCE MANAGERS 
SALES REPRESENTATIVES 

SUPERVISORS 
Excellent compensation, bonuses and incentives, 

company vehicle, complete benefits package 
and much more! 

Fax resume to 301-924-7782 
or E-mail Ron_Anduray@landcare.com 

F L O R A P E R S O N N E L , INC. 
In our third decade of performing 

confidential key employee searches for 
the landscape/horticulture industry and 

allied trades worldwide. 
Retained basis only. 

Candidate contact welcome, 
confidential and always FREE. 

1740 Lake Markham Road 
Sanford, FL 32771 

407-320-8177 • Fax: 407-320-8083 
E-mail: hortsearch(a aol.com 

www.florapersonnel.com 

THE BRICKMAN GROUP, LTD. 
Careers in landscape management 

available in: 
California - Colorado 

Connecticut - Delaware 
Florida - Georgia 
Illinois - Indiana 

Maryland - Massachusetts 
Minnesota - Missouri 

New Jersey - New York 
North Carolina - Ohio 

Pennsylvania - South Carolina 
Tennessee - Texas 

Virginia - Wisconsin 
Fax: 301-987-1565 

E-mail: jobs@brickmangroup.com 
www.brickmangroup.com 

Green Search 
Providins professional executive search, human 
resource consulting and specialized employment 
solutions to Green Industry companies and allied 
horticultural trades throughout the United States. 

www.greensearch.com 
E-mail: info@green8earch.com 

Toll free: 1.888.375.7787 
Local Phone: 770.392.1771 Fax: 770.392.1772 

5 Concourse Parkway. Suite 3000, Atlanta, GA 30328 

PINE 7fW RIDGE 
L A N D S C A P I N G , I N C . 

A full-service, award winning Northern V A Landscape 
maintenance company seeks highly motivated produdion 
oriented and well organized individuals to join our team. 
Our growth has created career opportunities in the 
following positions: 

• Account Managers - portfolios up to 800K 
• Commerdal Sales Representatives 
• Designers/ Landscape Architeds 

• Small engine/fleet mechanics 
Experience in landscape maintenance and horticulture 
preferred. Excellent benefits package to include medical, 
dental, vehicle, 401k and relocation allowance. 

Fax resume to (703) 803-4571 

DIVISION MANAGER 
Bring your construction experience and/or 
landscaping talent to HERMES, Kansas City's 
premier company for commercial landscape 
installation. From midsize buildings to the largest 
of sporting venues we landscape the area's most 
high profile projects. 

This outstanding opportunity requires a proven 
leader to direct production and sales while 
increasing profitability. Assume full profit and 
loss responsibility for a turnkey operation, which 
includes a tenured, well-trained staff, an 
impressive backlog of signed contracts, and a 
great reputation in the marketplace. KC's most 
distinguished contractors and developers look to 
HERMES to handle their landscaping and 
sprinkler system needs. 

HERMES, one of the top 100 firms in our 
industry, is located in Lenexa, KS. The areas' 
award-winning schools and outdoor recreation 
make it a great place to raise a family, and 
Lenexa is only minutes away from the exciting 
variety offered by Kansas City, one of the best 
kept secrets in the nation. 

To be considered candidates must have 
industry knowledge and 5 or more years of 
management experience. Bachelor's degree and 
PC skills strongly preferred. Generous salary and 
incentives. Relocation assistance is available. 

HERMES LANDSCAPING 
12421 Santa Fe Trail Drive 

Lenexa, KS 66215 
913-888-2414 

913- 888-1581 (fax), 
jobsui hermeslandscaping.com 

01V06 O 

48280° 
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H E L P W A N T E D ( C O N T ' D ) 

I R R I G A T I O N S E R V I C E 
M A N A G E R 

Northern Virginia Full service 

and wel l o rgan ized individual to 

r 9 ' 
company seeks highly motivated 

run division. Should have superior 
technical knowledge to coordinate 
underground sprinkler installation 
and service, systems operat ions 
and analysis of system deficiencies. 
Min imum 7 years exper ience in all 
aspects of irrigation design, 
installation a n d service. Hands on 
full-time position, sa lary to 60k, full 
benefits and vehicle for right 
individual. 

Fax resume to: 
(703) 573-7673 or (703) 222-5662 

P R O D U C T I O N M A N A G E R 
•Scheduling & Managing multiple landscape & 

hardscape projects & crews 
•Materials purchasing & subcontractor 

scheduling & management 
•Managing personnel 

•Quality Control on each project 
•Bilingual (Spanish) with 5+ years of 

landscape construction experience 
•Act as a liaison between office, field and client 

Send fax or email resume: 
E-mail - amva(a twinpalmsconstruction.com 

Fax-(909) 869-6120 
Twin Palms Construction & Design, Inc. 

Walnut, CA 

B O Z Z U T O L A N D S C A P I N G 
C O M P A N Y 

Bozzuto Landscaping Co. seeks career minded 
individuals to join our growing management team. 

Career opportunities available in: 
• Maryland 
• Virginia 
• Washington, DC 
• North Carolina 
• Georgia 

Phone: 301-497-3900 Fax: 301-497-8939 
tdavis(a land.bozzuto.com 

www.bozzuto.com 

S O F T W A R E 

L A N D S C A P E M A N A G E M E N T 
O P P O R T U N I T I E S 

Wheat's Lawn & Custom Landscape, a $9 million 
residential landscape firm in Northern Virginia 

since 1978, has positions available for 
MANAGERS, ASSISTANT MANAGERS 
AND SALES. Interested candidates should 

want to surpass own personal expectations and 
have a desire to work with a motivated and 

successful team. Wheat's offers: 
• Health insurance 
• Advancement opportunities 
• 401(k) and profit sharing 
• Excellent salaries 
• Great work environment 
• Vacation/Holidays 

Wheat 's Lawn & Custom Landscape, Inc. 
8620 Park St., Vienna, VA 22180 

www.wheats.com 
Fax:703-641-4792 • Email: wheats@wheats.com 

G O T H I C L A N D S C A P E , I N C . 
An established landscaping firm that is dedicated 
to creating long-term relationships with clients by 

providing the best possible service. We are one 
of the largest landscape contractors in the 

southwestern U.S., operating in CA, AZ and NV. 
The company specializes in landscape construction 

and maintenance for residential master-planned 
community developers, public works and industrial 
commercial developers. We offer excellent salary, 

bonus and benefits package. 
Outstanding career opportunities exist 

in each of our fast-growing branches for: 
• Sales 

• Est imators 
• Account Managers 

• Supervisor 
• Senior Foremen 
• Irrigation Tech 

For more information, contact: 
Elisabeth Stimson, Human Resources Director 

E-mail: estimsonfo gothiclandscape.com 
Ph: 661-257-1266 x204 • Fax: 661-257-7749 

The #1 best-selling 
all-in-one software for 

specialty trades 

Download a free demo of 
the software everyone is 

talking about! 

www.wintac.net 
Or call 24 hours for a free demo CO: 

1-800-724-7899 «L2 

> Unlimited Customers & Locations 
> Automatic Scheduling, Routing 
> Automatic Invoicing, Job Costing 
» Service History & Profit Tracking 
> Labor and Productivity Tracking 
> Material & Chemicals Tracking 
» Letter Writer w/ auto Mail-Merge: 
Send Sales and Sen/ice Notices 

°ropos 
Orders, Statements, Purchase 
Orders, Reports, Labels. Even, 
design your own forms in Word 

• Full Accounting: G/L, A/R, AJP, 
Payroll, Checking, Inventory. 
Financial Reports and Graphs 

» Built-in links to QuickBooks ® 
Peachtree \ MS Office \ Street 
Mapping, Emailing, and more! 

G R O U N D S K E E P E R » PhoneCenter Software 
Never forget to call a customer back or lose 

another phone message! Works with Caller ID 
to track all incoming phone calls into a database. 

Schedule appointments with easy-to-use 
drag and drop calendar. Route appointments 
with MS MapPoint. Synchronize customer 

information to QuickBooks! 
View demo at www.PhoneCenterSoftware.com 

or call Tree Management Systems, Inc. 
at 1-800-933-1955 

BUSINESS 
SOFTWARE 
I n v o i c i n g 
Schedul i 
Routing 
Est imat in 

www.adkad.com/LM.htm c 1-800-586-4683 

I N F O R M • I N T R O D U C E • I N F L U E N C E • I N S T R U C T 

A R T I C L E S • N E W S I T E M S 

A D V E R T I S E M E N T S 

Customized to meet your specific needs, reprints are highly effective when used to: 
• Develop direct-mail campaigns • Provide product/service literature 

• Create trade show distribution materials • Present information at conferences and seminars 
Extend your coverage to your website. Custom reprint packages 
include an E-Print of the same article to post on your website. 

MARCIE NAGY • ADVANSTAR MARKETING SERVICES 
1-800-225-4569 EXT. 2744 • 440-891-2744 

FAX: 440-826-2865 • Email: mnagy@advanstar.com 

http://www.bozzuto.com
http://www.wheats.com
mailto:wheats@wheats.com
http://www.wintac.net
http://www.PhoneCenterSoftware.com
http://www.adkad.com/LM.htm
mailto:mnagy@advanstar.com


Statistics 
I N D U S T R Y T R E N D S BY THE N U M B E R S 

H-2B'S RISING POPULARITY 
The number of H-2B visas for temporary unskilled workers 
issued each fiscal year. The annual cap set by law is 66,000 visas. 

• 1997— 15,706 
• 1998 — 20,192 
• 1999 — 30,642 
• 2000 — 45,037 

» 2001 — 58,215 
» 2002 — 62,591 
» 2003 — 78,955 

SOURCE: U.S. STATE DEPARTMENT'S BUREAU OF CONSULAR AFFAIRS 

Q Analysts expect the already high 
gasoline and diesel prices to climb 
even higher this summer. Last 
year, readers told us they weren't 

concerned at all about fuel costs. We're 
wondering if that has changed. Here are 
the results of our online poll: 

OWNERS AND THEIR SALARY 
"Owner pay by primary business type" is defined as salary 
only and doesn't include any dividend payment or other 
perks. The chart below shows the mean salary, and salary 
as a percent of revenues for the mean size business report-
ing in our 2003 survey. 

Average annual revenues $1,900,000 2,420,000 
Average annual salary dollars $ 115,318 $ 113,297 
Salary as a % of revenues 6% 5% 

44% K T 

40% 

13% f ^ 

3% 

Very worried. This is going to 
hit our profits hard. 

Concerned. Fuel costs are not 
that big an item in our overall 
expense picture. 

Not worried. We ' re pretty sure 
this won't hit our bottom line 
too hard. 

W e haven't been tracking our 
fuel costs. Maybe we should 
start soon. 

Percentages based on 45 respoi 

Further research shows the following relationship between 
annual revenue dollars and owner/manager salary as a per-
cent of total annual revenues. This chart constitutes what 
might be called a "fair pay" scale. 

N 

Log onto www.landscapemanagement.net 
and answer our online survey. We publish 
the results here monthly. 
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Annual sales volume Salary as % of sales Salary bonus 
Under $1,000,000 7.00% 
$1,000,000 6.00% $60,000 
$2,000,000 4.50% $90,000 
$3,000,000 3.80% $114,000 
$4,000,000 3.30% $132,000 
$5,000,000 3.00% $150,000 
$6,000,000 2.80% $168,000 
$7,000,000 2.50% $175,000 
$8,000,000 2.30% $184,000 
$9,000,000 2.10% $189,000 
$10,000,000 2.00% $200,000 

SOURCE: KEHOEGUIDO 
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Call 
1 - 8 0 0 - 8 2 1 - 7 9 2 5 

for a FREE brochure 
and insect ID chart. 

or visit 
azatrol.pbigordon.com 

p b J / l U E J w d a r j 

njnpuF&cion 
An Employee-Owned Company 

KEEP OOI Of REACH 
Of CHILDREN 
C A U T I O N 

CAUTION 

O M R I 
a y 

A l w a y s r e a d a n d fo l l ow labe l d i rec t i ons 

Azatrol* is a registered trademark of PBI/Gordon Corporation; ©2004 PBI/Gordon Corporation 

Broad-spectrum 

With 
Sound too good to be true? 

Old insecticide standards are 
disappearing from the market, 
leaving a need for effective broad-
spectrum insect pest control. Many 
new products are being introduced 
to fill this gap, but most lack broad-
spectrum control and many pose the 
threat of developing resistance due 
to their limited modes of action. 

The complex chemical structure of 
Azatrol® EC Insecticide overcomes 
these concerns. Azatrol controls a 
broad-spectrum of insects. How? Due 

to the complexity of the azadirachtin 
molecule—the active ingredient. This 

complexity also makes it virtually 
impossible for insect resistance to develop, 

the multiple modes of action provide 
control of insects in various phases of the 

life cycle. 

Combine these unique features with low odor, 
low environmental impact and low mammalian 

toxicity and you've got the perfect product to 
enhance your IPM program. 



A tungsten-carbide coating on the arm 
and boom-mounted auxiliary hydraulic 
lines resist wear and tear. 

( 0 1 JOHN DEERE 
M / ^ f h i n r r D i i n ^ I A H / ^ A r A 

PRODUCTIVITY I LOW DAILY OPERATING COSTS 

M B 

Nothing Runs Like A Deere 

m 
If you want a compact excavator with big time availability, you'll choose a Deere. It's not 

just their zero-tail-swing configuration that minimizes maintenance. Oil-impregnated 

bushings help increase digging component durability and only need greasing every 

500 hours. Engine and hydraulic service intervals have also been extended to 500 and 

2.000 hours, so you'll spend less time maintaining a John Deere ZTS excavator — and 

more time making money with it. 

Zero-tail-swing design lets these compacts rotate fully 
without banging their tails. So you won't be spending 
money on accidental damage. 

Service doors open wide, providing quick 
and easy access to daily maintenance points, 
cooling system, and fuel filters. 


