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New Florida landscape
company starts
fast with a simple

promise — its ‘unique
selling proposition’
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Ask an operator. They'll tell you that New Holland’s long wheelbase and
low center of gravity improve the ride and stability for unmatched operator
comfort. Plus New Holland’s Super Boom™ lift linkage and fast cycle times
bring skid steer productivity to another level.

* Maximum forward reach at maximum lift height - patented
Super Boom lift linkage

* Outstanding stability and lift capacity - longer wheelbase and low
center of gravity

* More comfort and better visibility - the widest cab in the industry
and no rear frame towers to block your view

* A Super Boom to match your needs - seven models with operating
capacities from 1,250 to 2,800 Ibs.

To see the Super Boom advantages or for information on the complete line of New Holland construction equipment,
see your dealer or visit our website at www.newhollandconstruction.com
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In the Know

Field reports from the STMA conference,
ANLA/PLANET merger talks, Rain Bird's

appearance on “This Old House," and more.

Add-On Biz: Seasonal color
This additional service is pretty for your
customers, pretty for your bottom line.
BY LM STAFF

Stand out from the crowd
with your USP

Florida’s Crawford Landscaping builds business

by focusing on its unique selling proposition.

BY RON HALL

Sales pricing & planning
Build a strategy that helps you gain profits,
even if you lose some bids.

BY MICHAEL KAY

Cooling the burn
Here's how the experts market and sell fire ant
control that pays.

BY SEAN GALLAGHER

The struggle within
Eliminate conflicts within your
team — you have enough to
deal with outside of it.

BY CRAIG COWDEN

Irrigation tech training
The resources are out there to build a
knowledgeable, loyal irrigation team.
BY STEPHANIE RICCA
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Experience the difference suspension makes... o

Demo a Ferris today! it Moo Spasti

www.Ferrisindustries.com or call « 1(800)933-6175 « Para espanol visita www.Ferrisindustries.com/Spanish
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2> ONLINE RESOURCES

Read the latest news
headlines before the print

issue comes out, and plan

LANDSCAPE MANAGEMENT CONTINUES ONLINE / February 2006 your travel with our
complete events schedule

E-newsletters
Sign up to receive
Landscape Management
Week in Review delivered to
your inbox. Or link to our
affiliated sites for news and
e-newsletters on golf course
management, landscape
design/build and pest
control.

Anhives . e D
Browse the two current
issues from our home page
or search our complete
archives for business articles,
subject-specific technical
articles and product
information. Don’t miss the
archives of special issues like
the Business Planner, LM
100 and Green Book.

fontacdus’ = v 0
Stay in touch via direct
phone numbers and e-mail
addresses for our editorial

Disney glg was no drag and advertising departments.

Preston Courtney (blue shirt), and »Readers respond
A business is always beating the bushes for new customers if it wants to
grow. There’s a snappy name for this process: marketing. Inspired by our
cover story on USP, LM asked online readers, what is your company’s

most effective marketing tool? Here's what you said:

his grounds crew show how they pre-
pare the stadium baseball field at
Disney’s Wide World of Sports, Inc.
Attendees at the recent STMA
Conference enjoyed the demonstra-

< 44* Word of mouth (referrals) 6" Direct mail

. : 23" Yellow P 4% web sit

tion. Read more about the session at )))) Wi 5 o
1’..

12" Door hangers Print newsletter

www.landscapemanagement.net.
7 ke Signage on trucks or at job site E-mail newsletter

Want to weigh in? Our survey question changes every month and we publish the results here.

Visit www.landscapemanagement.net to voice your opinion.

»0Overheard ITa;nd -
scap

MANAGE

MENT

“This is like money »Specialissue i
f a“lng from th e sky ; Landscape Management 's annual Green Book B O O ,’2‘

directory of suppliers, distributors, associations,

— Todd Pugh, president of the Louisville, OH-based Enviroscapes, events and more is online now. It can be found in
on observing an Ohio snowfall through his window. the “Special Issues” section on our home page.
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Let The Scoring Begin.

Rave reviews. Proven results. Steady profits.

Now that Talpirid has proven its success in the field, it's time to enhance your business.

“Talpirid had provided us with an additional “We did an analysis of cost and

“We finally have something we can depend
Talpirid is extremely profitable

on for mole control that is simple and easy
to use making our job easier and our
yards better.”

revenue generating service while solving mole

problems for our customers.” to use.”
- Jeff Cooper, Lawn Connection, Inc. - Bill Johnson, All Green Corp.

- Ryan McGrady, Pro Green Inc.

This is a great opportunity to generate incremental revenues with an effective
and profitable new service. Contact your Bell distributor or representative to
best determine how to begin your own success story.

KILLS MOLES

@l! nc MADISON, WISCONSIN | www.talpirid.com
Circle 105
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Contributors

WHO'S WHO IN LM

For more than 25 years, Craig Cowden has made a

career of building and managing businesses in the

landscape industry. He is currently working with Vila &

Son Landscape, the leading firm in Florida, and dealing

with crazy Florida drivers every day. Check out his inter-

esting take on the communications gap that occurs
between estimators and field supervisors on page 58. The idea came from a
paper Cowden submitted as part of his M.B.A. degree program.

Sean Gallagher is the copywriter/research analyst
for Lawn Doctor, Inc. in Holmdel, N.J., and he has
been a member of the company’s marketing team
since 2004. Working with the largest franchise system
in the Green Industry, Gallagher has developed and

implemented numerous advertising and public rela-
tions initiatives for Lawn Doctor's more than 475 franchises coast-to-coast.
He is also a freelance writer out of Toms River, N.J. Check out his article on
marketing fire ant control on page 54.

Zorock
Decorative
StOlle is an innovative

new product, making residential
and commercial properties more
vivid everyday. If you are tired of
the dull and boring look of
natural stone, try new

Zorock Decorative Stone.

ZOROCK

1-866-4-ZOROCK
www.getzorock.com
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CASE

PROFESSIONAL PARTNER

TOUGH _
TREAD !;(Elgss

YOU DO THE MATH.

Get big-machine durabilty and low maintenance costs with our new 445CT and 450CT Compact Track Loaders.
Featuring proven Case undercarriage technologies, these mini-brutes deliver long component life, a comfortable ride
and rigid-mount simplicity. Permanently sealed rollers and idlers assure reliable performance. Tapered track frames stay
cleaner. Triple-flange rollers minimize wear and prevent de-tracking. From the heavy-duty chassis to the long-lasting
radial piston-drive motor, these compacts give you a whole lot of loader. Contact the professional partners at your local
dealer for a demo, purchase or rental options, and details on financing and service plans.

Q' CASE IS A BRAND OF CNH, ;
A GLOBAL LEADER IN CONSTRUCTION EQUIPMENT, AGRICULTURAL EQUIPMENT AND FINANCIAL SERVICES. Circle 107

©2006 CNH America LLC. Case is a registered trademark of CNH America LLC. All rights reserved. www.casece.com




Get the job done fast!

The Bear Vac Pro features
an exclusive agitator bar with
28 mounted beater blades.

Make quick work

of piles of leaves,

matted leaves and
small branches!

Combine the 29" wide
swatch with the built-in
chipper and you've got a
machine that works fast,
efficient and is highly
maneuverable.

-
Model 73413
4" Towable Chipper
Locate a dealer near you!
ww.bearcatproduc
or call us at 800.247

BEAR‘OCAT

Circle 151

After every paver is perfectly placed, depend on
EdgePro Paver Restraint for the finishing touch.
EdgePro is heavier and more durable, yet is
flexible and easy to use. Our extra-strength rigid
design is great for long straight edges and our flex-
ible design preserves the curves that you create.

So, what's holding you back? Contact us now
for more information on the paver restraint known
as “The Professional’s Choice.”

EdgePro s made in the USA,

CDiMEX 1800.£06EPRO

1.800.334.3776 | www.edgepre.com | dimexZdimexcorp.com
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Proud supporter of these greem industry professional orgamizations:

American Nursery & Landscape Association

% 1000 Vermont Ave,, NW, Suite 300
, Washington, DC 20005-4914
QNA 202/789-2900
Landscape Avsociation www.anla org
American Society of Irrigation
Consultants
PO Box 426

Rochester, MA 02770
508/763-8140
www.asic.org

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

The Irrigation Association
6540 Arlington Blvd

Falls Church, VA 22042
703/573-3551
www.irrigation.org

Ohio Turfgrass Foundation

1100-H Brandywine Blvd

PO Box 3388

_— Zanesville, OH 43702-3388
s 888/683-3445

The Outdoor Power Equipment Institute

341 South Patrick St
@ 0ld Town Alexandria, VA 22314
703/549-7600

opei.mow.org

Professional Grounds Management Society
720 Light Street

Baltimore, MD 21230

410/752-3318

The Professional Landcare Network
- 950 Herndon Parkway, Suite 450
PLANET cooonva20m0
B L s PP 703/736-9666
www.landcarenetwork.org

Responsible Industry for a Sound Environment
g 1156 15th St. NW, Suite 400
Washington, DC 20005
RISE 202/872-3860

www.pestfacts.org

Snow & Ice Management Association
2011 Peninsula Dr.
SIMA Erie, PA 16506
Taow b 100 manssment rscutien 814/835-3577
WWww.sima.org
Sports Turf Managers Association

805 New Hampshire, Ste. E
&""‘ts‘“rf Lawrence, KS 66044
MANAGERS ASSOCIATION 800/323-3875

www.sporlsluvfmanage' com

Turf and Omamental Communicators Assodiation

y' T P.0. Box 156
i New Prague, MN 56071

612/758-5811
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THE NEW XR-7 DEGK
A FLAWLESS CUT
ON ANY LAWN

.-"-?-vt

O IO

Fact is, the XR-7™ is the most versatile deck on the market, with high-volume side discharge, full mulching
capabilities, striping and catching options, and the muscle to wade through tall grass while leaving behind
an immaculate finish. A patent is pending on its FreeFlow™ design which nearly eliminates clumping. Even
in wet spring grass build up is minimized, as the Fusion™ blades hurl clippings through the durable, molded-
rubber discharge chute. And best of all, the XR-7 deck adapts to the mowing job at hand, configuring simply
and easily, delivering as needed an ultrafine cut, even in taller grass. Only the Hustler XR-7 deck can deliver
the productivity, the finish, the versatility, and the rugged durability you need. Put it on your grass today.

800.395.4757 » www.hustlerturf.com l " .
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Your window of opportunity for
controlling grubs just got bigger.




ARENA" is the only preventive and curative grub control product proven
to provide maximum application flexibility.

Unlike othier turf insecticides, ARENA™ Insecticide with clothianidin lets you apply from early spring to
early fall and still get unsurpassed white grub control. Plus, ARENA offers proven performance against
sod webworms, chinch bugs and other damaging pests. To learn more,

contact your turf products supplier, log on to www.arystalifescience.us/arena r-\

or call 1-866-761-9397 toll free. e

Mwaw read and 'o!low Inbel direchon* A“ and the ARENA logo’are hademarks of Asysta UteScence North America ( rutior Pumng You In Control
S LSSt o 4 f Arysta L e Gorporation. €2 orition. ARN-0dd

Arysta LifeScience

Harmony In Growth



http://www.arystalifescience.us/arena

Load a Mulch Mule and double productior
without adding a single person!

Mid Am Chicago, M. Jan. 18-20 Booth #156
CENTS Columbus, OH Jan. 23-25 Booth #10055
New England Grows Boston, MA Jan. 31-Feb. 2 Booth #666
Winter Green Expo Cleveland, Oh Feb. 15-16 Booth #507
Michigan Green Expo Detroit, M Booth # To be Announced

You will increase you bottom line,
reduce labor, improve employee moral and
get more work done for less.

mulch

Find out how...330-875-0769 ; mule visit us: www.mulchmule.com

The Machine for All Seasons

Labor Saving Mulching System e Leaf Vac/Trailer = Walking Floor Cargo Trailer
Circle 111
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MAKING TODAY COUNT

BY RON HALL / Editor in Chief
onsider these numbers: 60, 24, 7, 52
and 12.
What do they have in common?
They're all measures of time, or

minutes in an hour, hours

course
in a day, days in a week; you get the
message.
The last time I checked we all get 1,440 minutes
each day. No more, no less. It’s the same for every-
body. But the value each of us places on these min-

utes ... well, that's another matter.

When it's most appreciated

For example, my kid brother Danny probably views

time in a different light than I do. In fact, like most of

us. He's afflicted with a blood cancer, multiple
myeloma. He's been battling the disease for the past
eight years. The effort has ravaged him, physically
that is. This cancer, although incurable, is treatable.
But it’s a sneaky, insidious disease. It attacks bones.

With the disease seemingly in remission, he picks
up a bag of groceries, a bone in his arm snaps. Doc-
tors patch him up with a metal rod. He walks to his
mailbox in front of his house and a bone in his leg
snaps. He gets another metal rod.

Don't pity Danny. He doesn't feel sorry for him-
self. In fact, he's in great spirits thanks to his support-
ive family and daily visits from his first grandchild,
three-year-old Evelyn (Evie), whom he adores.

Danny and I visited several weeks ago when I was
attending a turf conference near his home in Florida.
I was heartened, although not surprised, to see him

enjoying life as he’s always enjoyed life.

Hey, we all get 1,440 minutes every day
and they only flow in one direction.

www.landscapemanagement.net / FEBRUARY 2006

' Time, the ultimate gift

This was the same Danny that I always see in my
mind’s eye. The same tough little teammate on the
Little League team that dad coached. Playing shoul-
der to shoulder with me on the football team at our
tiny, rural Ohio high school.

When Vicky and I marry, I see him handing me
the keys to his prized 1965 white LeMans convert-
ible so that we, with just the money we'd received as
wedding gifts, can honeymoon in Chicago. There he
is waving and grinning as we drive away, the top
down on his beloved polished and waxed Pontiac.
Several years later when he and Judy marry with just
the two families present in the reverend’s home, he’s

chosen me to be his best man.

Make more of it? no way

Danny knows that the clock is ticking, and he's ac-
(cpt('d the fact that the mechanism on some clocks
wear out or break down faster than others.

So you can understand how little worth that he,
and now |, place in phrases such as “saving time,” or
“make the time."

Hey, we all get 1,440 minutes every

day and they only flow in one di-

rection, so let’s make the best use
of them, be it family, friends or
business.

Start with family.
Contact Ron at 216/
706-3739 or e-mail
rhall@questex.com.

LANDSCAPE MANAG
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SELL VALUE

There’s a fine line between overselling
extras and selling enhancements
that Create value.

BY BRUCE WILSON

ost maintenance companies
sell enhancements as a key
part of their businesses.
They make up a large per-
centage of their sales and

add to the profit earned

from a customer. Since this
is such an important profit piece, many companies
really push enhancements.

Most customers want companies to recommend
improvements to their properties. This sounds like a
win-win relationship. What could be better?

Many companies have relatively inexperienced
people interacting with customers trying to sell en-
hancements. They know they're expected to sell

something, but they don't always know what to sell.

The fine line
There's a fine line between overselling extras and
selling enhancements that create value. Customers
can lose trust easily, leading to the beginning of the
end of the relationship. Not good!
Keep these points in mind:

Treat the customer’s money like it's your own.
Acid test: Would you do this on your own property?

Empathetically engineer solutions to the cus-
tomer’s problems. Acid test: Does it solve the cus-
tomer’s problem?

Provide long-term solutions. Beware of doing an
enhancement that needs to be re-enhanced in a year.

Acid test: Is it a real solution or a temporary patch?

Enhancements — show value

Provide counsel. Guide the customer invest-
ment process. Help the customer understand the
value of the proposed enhancement. Acid Test: Does
the customer really understand the value of what is
being proposed?

When it’s possible, show customers a return for
their investment. Acid Test: e payback time? If they |
spend $1,000 on a new controller to save water, how
much water and how much money can they save?
How many years till they get the investment back?
Most customers expect a relative short payback pe-

riod, three years or less.

Proven ideas
The best ideas for enhancements help create value.
Think about ideas that:

Save the customer money in the long- term in-
clude water saving modifications to their irrigation
system,

Solve a safety issue, for example, include the
pruning or removal of plants blocking line of sight
leading to possible accidents,

Improve curb appeal add monetary value to
properties,

Reduce long-term maintenance costs offer eas-
ily understood savings, or

Update an aging landscape improve market
value of a property in addition to providing added
pleasure for occupants.

— The author is a partner with entrepreneur

Tom Oyler in the Wilson-Oyler Group, which offers
consulting services. He is also the director of the Symbiot
Landscape Network. Visit www.wilson-oyler.com.
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Spell doom for insects above and below ground with one application.

The end is near for grubs, chinch bugs, sod webworms, billbugs and more than 70 ‘Il

other turf-eating pests. Nothing on the market gives you better control of surface and ajecTus
subsurface insects. Allectus™ is a revolutionary new product that provides deadly broad-
spectrum control that's both preventative and curative, with a long residual effect. For insects,
it's eternally long. To learn more, call 1-800-331-2867 or visit BayerProCentral.com. by BAYER.

BACKED

Bayer Environmental Science, a business group of Bayer CropScience | 2 TW. Alexander Drive, Research Triangle Park. NC 27709 | Allectus and Backed by Bayer aro trademarks of Bayer
Always read and lollow label directions caretully | €2005 Bayor CropScience
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GOOD RESOURCES

If you don’t devote significant time and resources
to building and administering a serious teaching
program, providing effective training isn't €aSy.

BY BILL HOOPES

want this column to help small businesses
that want to develop a training culture.
Two facts are important. First, un-

trained people typically fail or at best

under-perform. Their mistakes and

omissions lower your service level, dam-

age your image in the marketplace and
eventually, cost you money. Second, if you don’t de-
vote significant time and resources to building and
administering a serious teaching program, providing
effective training isn't easy.

Designate someone who cares. Training is a man-
agement responsibility. Still, managers may not al-
ways be available to deliver training. Rather than try
and fail because you are too busy, use training as a
development tool for your most quality oriented
team member. Choose someone who shares your be-
liefs about doing the job right. This is the person who
will build your training program.

Plan training in “small bites.” Spend time up front
re-formatting important but often boring informa-
tion. Emphasize most important points and critical
knowledge in concise, easy to understand bites or
learning modules. New hires cannot and will not ab-
sorb extensive information.

Initial training must teach what new hires need to
know to begin, period. Do not attempt to create a
subject matter expert in a week or two.

Organize topics in “need to know" sequence. Limit
initial training objectives. Begin with the job descrip-

tion. Teaching in a logical-use sequence, according to

Building a training culture

job requirements, will improve retention.

Information that I'll call “nice to know,” while
often more interesting to the trainer, tends to reduce
clarity for new people and can be confusing.

Use available, inexpensive resources. In the Green
Industry, whatever your business, the information
you need is out there. Your new trainer should net-
work with established and respected companies.
Take advantage of the work others have done to
pull together necessary information. Here are other
great resources:

Pesticide safety/use topics — OSHA Web site
and state extension services.

Driver safety — National safety council,
local/state police and for profit training producers.

Equipment and product use — Manufacturers
provide this info in video and written form.

Plant/pest relationships — Your state extension
service is a great resource and all information is free.

Sales/customer service — “Train the Trainer”

seminars equip your trainer to deliver these topics.

Finally, join and use the extensive training and
networking resources of the Professional Landcare
Network (PLANET).

Provide and protect a training location. It is impor-
tant that training tools are maintained in a clean,
quiet location. This is the site where all classroom
training should take place in a well-prepared setting.

Many operators have used training to help build a
culture of quality and professionalism. Join the club.

— The author is founder of Grass Roots Training
in Delaware, OH. Contact him at
hoopes@columbus.rr.com.
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In the Know

NEWS YOU CAN USE

Make your boss

look good

BY RON HALL / Editor in Chief
RLANDO, FL — Want to get
ahead in grounds manage-
ment? Certainly, do all the
usual things: learn your trade,
work hard, be honest and ethical. But,
don’t forget one other critical key to suc-
cess — making your boss look good.

That was, in essence, the heart of the
message that Dr. Andy McNitt presented,
kicking off the Sports Turf Management
Association (STMA) conference here
Thurs,, Jan. 19. Grounds and turf profes-
sionals filled the huge conference room
for the opening presentations at Disney
World’s Coronado Springs resort.

Make your boss

look good. Simple,
right?
Well it's more

like getting on the

LANDSCAPE MANAGEMENT

FEBRUARY 2006

same page with your boss, getting in tune
to his or her responsibilities and concerns.
And, (if you can stand another cliche)
speaking their language.

Step Number One is being able to talk
to your supervisors and
administrators concerning
matters that are most im-
portant to them. In their
world, it's budgeting,
planning, and other ad-
ministrative or manage-
ment matters. They're
happy to leave the turf-
grass management to you.

“Learn to speak the
language that your boss
speaks. Don't expect them to speak your
language,” said McNitt, assistant professor
of soil science at Penn State University
and an ardent supporter of the sports
field industry.

Do these things, he said, and build
your career in grounds management:

Dress professionally. For business

meetings with owners, administrators or

managers that means a sport coat for men,

conservative business garb for women.

Dr. Andy McNitt encouraged
STMA attendees to build
professional relationships.

Yes, that includes the boss.

capemanagE

“Learn to speak
the language
that your boss
speaks.”

— Dr. Andy McNitt

Develop a 3- or 5-year management
plan for the facilities under your care.
Give it some thought. Make it look pro-
fessional. Go to Kinkos and get some help
to make it look nice.

Become a communicator. Your techni-
cal knowledge of turf, soils and irrigation
likely resulted in you landing your position.
Your ability to convey the importance of
what you do will get you promoted.

Put together a newsletter to give to
your coaches, owners and administrators,
informing them of what's going on with
the sports fields under
your care. Consider doing
at least one a year, per-
haps prior to the start of
the busy season.

Be a mentor to
someone else. There are
no secrets in maintaining
sports fields, so don’t be
stingy or secretive with
your knowledge.

Keep learning.

New equipment, new turfgrass varieties,
new materials and there are always new
challenges.

Network. Network. Network. You'll
need friends and advisors to get ahead in
sports field management. You'll need col-
leagues for support and to trade experi-
ences and ideas with. Begin building your
network now.

What do all of the above recommen-
dations have in common? They're all
aimed at making you, the field manager, a
more effective part of a larger team and
making the job of your boss easier.

“Be a relationship builder,” concluded
McNitt. “Getting ahead in this profession
is all about building relationships with
other people.”

And, of course, that includes a positive

relationship with your boss.
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In me Know Toro gives aid

to employees
BLOOMINGTON, IL — The

Rain Bird helps bUiId lThiS Old House' | Toro Co.’s executive chairman

and former CEO Ken Melrose

GLENDORA, CA — Rain Bird Corp. is brand manager for Rain Bird. “We hope established an “Employee
teaming up with the pioneer home im- the gray water irrigation system paves the Critical Need Fund” with a
provement series This Old House to de- way for heightened awareness of the need personal contribution of $1
sign a ground-breaking, gray water irriga- for water conservation in the lawn and sy million. The company will
tion system for the program’s first-ever garden and sparks discussion about how match the donation. The fund
contemporary-style project located in his- homeowners can do their part to con- is aimed at providing short-
toric Cambridge, MA. serve our most precious resource.” term, emergency assistance to
Rain Bird'’s irrigation system will run The defining elements of the system employees affected by a natu-
almost exclusively on reclaimed water. In are two massive water tanks, which hold ral disaster, a life-threatening
this case, rain runoff captured during a combined 2,500 gallons of reclaimed or serious illness, injury or
spring and winter storms will be stored water from rain and irrigation. The in- other circumstance outside
and then pumped out for irrigation dur- stallation of the gray water irrigation sys- the person’s control. Toro said
ing dry spells. tem aired nationwide during the first the idea was developed in
“This Old House is the gold standard weeks of January on PBS. Visit 2004 after wildfires in Califor-
of home improvement shows, and we www.thisoldhouse.com for mt Nia destroyed the homes of
were more than happy to take on the task  programming details. i some Toro employees.

of designing and im-
Ariens plans $6.5
million upgrade
BRILLION, WI — Ariens Co.
will invest $6.5 million for
manufacturing plant up-
grades and a new production
and engineering training fa-
cility. The company said its
goal is to reduce delivery
times for its walk-behind
power equipment products,
including its line of Sno-Thro
machines. Additionally, when
the training facility is com-
plete, each of the company’s
plants will hold independent
learning centers.

plementing such a
complex and challeng-
ing irrigation concept
for their latest project
house,” said Jennifer
Riley-Chetwynd,

P> At a recent This Old
House taping, Ed
Marchant of Trinity Irrigation (far right),
a certified Rain Bird installer, explains to
This Old House landscape contrac-
tor Roger Cook (middle) the
unique elements of the gray

water irrigation system. The This
0ld House Cambridge project

episode featuring Rain Bird aired
nationwide on PBS the week of Jan. 5.

<
Half-million
milestone

CARY, NC — A gleaming new
cab-model John Deere 4720
compact utility tractor re-
cently rolled off the assembly
line at the John Deere tractor
facility in Augusta, GA, mark-
ing the 500,000th compact
utility tractor built there.

P Two immense concrete water tanks
are lowered into the ground at the latest
This Old House project, a 1950s contempo-
rary-style house in Cambridge, MA. The two
tanks, which will hold a combined 2,500
gallons of water, are the keystone of this
state of the art gray water irrigation system,
designed by the professionals at Rain Bird
and This Old House.
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In the Know

FROM THE FIELD:

More ANLA/PLANET
merger talk at Mid-Am

BY MIKE SEUFFERT / Associate Editor

CHICAGO — The 2006 Mid-America Horti-
culture Show in Chicago Jan. 18-20, spon-
sored by the Illinois Landscape Contractors
Association, [llinois Nurserymen'’s Associa-
tion and the Wisconsin Green Industry Fed-
eration, brought together more than 12,000
professionals from all sides of the Green In-
dustry, both on the lawn care/landscape de-

sign side, as well as nursery retailers.

From left, the ANLA's Teresa Jodon, Sara Dalcher
and Buzz Bertolero

In the spirit of the show, Landscape
Management couldn’t help but ask the
American Nursery & Landscape Associa-
tion (ANLA) and the Professional Land-
care Network (PLANET) about the latest
developments in the two organizations’
proposed merger.

“The merger would bring together the

entire Green Service Industry in a true in-

tegration of two great organizations, not the

acquisition of one by the other," said Buzz
Bertolero, ANLA president. “This is a case
where the strength of one organization is
the weakness of the other and vice versa.
And to bring together the landscape side
with the production side, it just makes a lot
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Merger FAQ's

How would individual PLANET or
Q ANLA member business benefit
from such a merger?
Members would benefit in at least four
ways: 1. access to more business-build-
ing association programs and services;
2. more direct opportunities to build
supplier and customer relationships; 3.
a stronger industry voice to the public
and government; and 4. the elimina-
tion of duplication and/or competition
in association activities that increase
dues and service fees.

What are the potential disadvan-

tages to the individual member
should this merger take place?
Bigger is not always a guarantee of
better. Merger efforts can distract or-
ganizations from delivering key services
provided by the former (“legacy”) asso-
ciations. New faces and combining as-
sociation traditions can lead to a loss of
a sense of community or familiarity
that existed before the merger.

— Provided by ANLA and PLANET

of sense for where this industry is going.”

Bertolero admitted there are a lot of
questions about the merger (see sidebar),
but the meetings at trade shows like Mid-
Am is where those differences are being
talked about and hopefully resolved.

In February and March, both association
boards will consider preliminary approval
to merge. Once that happens, from March
through May a Joint Task Force would de-
velop a formal merger agreement.

“There is resolve on both sides to get

this done,” Bertolero said.

Iveco powers up
with Rainbow
CAROL STREAM, IL — Fitzger-
ald, GA,-based Rainbow Irri-
gation Systems agreed to
partner with lveco Motors of
North America, Inc. to power
their centrifugal irrigation
pumps, with lveco Motors NEF
4NA, NEF 4TC, NEF 4TAA, NEF
6NA and NEF 6TAA engines.

ASLA finds an
ACE

WASHINGTON, D.C. — The
American Society of Land-
scape Architects (ASLA) has
joined the ACE Mentor Pro-
gram as a national sponsor
and partner. The ACE pro-
gram targets young adults to
introduce them to the chal-
lenges and rewards of a ca-
reer in design and construc-
tion. ASLA will work with the
ACE program to introduce
high school students to career
opportunities in landscape ar-
chitecture and other design
and construction professions.

Oregon part-
ners with ARI
PORTLAND, OR — The Ore-
gon Cutting Systems Group of
Blount, Inc. has signed an ex-
clusive deal with ARI to make
Oregon catalogs, parts lookup
and online ordering available
to its authorized distributors
and dealers using ARI's soft-
ware and services. Under the
three-year agreement, ARI
and Oregon Cutting Systems
are working to publish the
first online catalogs for view-
ing using EMPARTweb, which
will be followed up by a CD
version using ARI's PartSmart.
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DIMENSION
FOR
SEASON-LONG
CONTROL.


http://www.DimensionHerbicide.com

In the Know

Phosphorus ban finds few opponents L

BY MIKE SEUFFERT / Associate Editor

ANN ARBOR, Ml — Ann Arbor’s city coun-

cil is expected to pass an ordinance restrict-
ing the use of phosphorus in lawn fertilizers
in early February, although the law will not

go into effect until 2007, according to a re-

cent article in the Ann Arbor News.

The restriction is designed to help meet
a federal mandate to cut the amount of
phosphorus in the Middle Huron River in
half in order to avoid possible Clean Water
Act violations, The ordinance, four years in
the making, received a good reception from
the City Council and citizens will com-
ment on it Feb. 6 before the final vote, the
newspaper reported.

Ann Arbor would be the largest munici-
pality in Michigan to have such a rule if it
passes, said Ann Arbor's Environmental Co-
ordinator Matt Naud, who added the rule
is not the first of its kind, but it is still rela-
tively unusual.

For instance, in 2002, Minnesota state
legislators banned fertilizers that contain
phosphorus in the seven-county area sur-
rounding Minneapolis/St. Paul. When that
law was passed, the Green Industry re-
sponded loudly, saying that the law would
hurt lawn care professionals, there was no

scientific foundation for this legislation and

that healthy and well-maintained turfgrass
prevents runoff and reduces pollution into
lakes and streams.

This time, however, there has been little
to no resistance to the ban,

Tom Smith, executive director of the
1,600-member nonprofit Michigan Turf-
grass Foundation, told the Ann Arbor News
that his organization supports the measure
and many members already formulate their
fertilizers without phosphorus. He said the
problem with local ordinances is that many
require a registration fee, which adds up
quickly when applicators are working in
dozens of different communities. He
pointed to one community that charges a
$150 registration fee with an additional
$100-per-truck fee.

The city has not yet determined if it will
charge a fee, Naud said.

Some area retailers say they have no
trouble with the rule, either. They already
offer phosphorus-free fertilizer, and the or-
dinance does not limit what they are per-
mitted to sell. Mark Hodesh of Downtown
Home and Garden told the newspaper,
“We do carry a number of fertilizers that
don’t contain phosphates. While it’s an im-
portant plant nutrient, generally the soils
around here provide enough of it,” he said.

A big chegk is’ U\;hys a good

ST. LOUIS — The St
Public High S@Y00l League Inc. (PHL Inc.) to help with the renovation of football
and@ilfr sports fields for inner-city St. Louis public high school sports teams. To

o 3 . . 3 »
@ carn more, read the story behind the renovation in the September issue of LM.
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11s Rams offensive linemen donate (I $14,000 to the St. Louis

LESCO donates
to Rutgers
CLEVELAND — In 2005, sales
of LESCO's Padre Tall Fescue
and Glenmont Kentucky Blue-
grass have resulted in a
$239,000 royalty-based pay-
ment from LESCO to Rutgers
University. As part of the part-
nership between the univer-
sity and lawn care supplier,
these two varieties were de-
veloped by Rutgers University
professors and then licensed
to LESCO for sales and mar-
keting purposes.

Girard sells res-
idential division
SANFORD, FL — Girard Envi-
ronmental Services Inc. of San-
ford, FL, sold its residential
fertilization and pest control
division to TruGreen Chem-
Lawn Inc. Girard will maintain
its landscape construction and
management divisions, which
largely serve commercial
clients throughout Central
Florida, said Rick Girard, chief
executive officer.

The ‘write’ stuff
PAULSBORO, NJ — Aquatrols’
Third Annual Scholarship
Essay Contest is open to chil-
dren of turf management
professionals who will be at-
tending an accredited college
in 2006-07. Entrants will com-
pete for a first-place scholar-
ship of $2,000 and a runner-
up scholarship of $1,000. The
topic of the essay is “The role
of surfactants in enhancing
water use and/or irrigation ef-
ficiency.” Complete instruc-
tions are posted at
www.aquatrols.com. Essays
must be received by March 1.
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You don’t have to work within a
small window to control crabgrass.

If you feel that your pre-emergent must be applied within a tight timetable, you’re not using Barricade®
herbicide. Our unique non-staining formulation allows for earlier spring applications. And low solubility means
greater length of control. There’s even flexibility in formulations — liquid, wettable granular, or on fertilizer.
Let Barricade give you the flexibility you need to run your business. For more information, call the Syngenta
Customer Resource Center at 1-866-SYNGENTA or visit us at www.syngentaprofessionalproducts.com.
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Project EverGreen fact sheets
promote green space benefits

NEW PRAGUE, MN — Project EverGreen
recently released three fact sheets that
can help landscapers and lawn care pro-
fessionals communicate the value of well-
maintained turf and landscapes to the
public and policy makers

All three fact sheets can be down-
loaded from the Project EverGreen Web
site, www.projectevergreen.com

Economic Fact Sheet: The Financial
Benetits of Green Spaces

Environmental Fact Sheet: How Green
Spaces Benefit the Environment

Lifestyle Fact Sheet: How Green
Spaces Benefit Lifestyles

It's important for homeowners to re-

alize that green is much more than just a

P Readers can also put links to HTMI
versions of these fact sheets on their com-

panies’ own Web sites

pleasing color,” said Den Gardner, execu-

tive director of Project EverGreen

‘ ENVIRoy
In looking at university and INMENTAL pacy SHEET

government research we found
strong support for the practical " 'v'

advantages of maintaining and ECONOMIC FACT SHEET

enhancing green spaces V oy
Some of the benefits docu-
mented include
P Landscaping can increase
home value by as much as 11.3

P Trees can reduce attic tem-

peratures by 40 degrees, resulting
in lower energy costs

P Proper landscape maintenance can
protect water supplies by reducing runoff

and preventing leaching into the soil
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Mowing height vital for IPM

BY RON HALL / Editor in Chief
ORLANDO, FL — Want to be get your In-
tegrated Pest Management (IPM) off to a
good start, especially when it involves
cool-season grasses? Do these two things:
Establish the turfgrasses (species and
cultivars) most appropriate to your lo-
cation, purpose and/or activity. Refer to
the results at the National Turfgrass Eval-
uation Program, which evaluates all com-
mercially available species and cultivars of
turfgrass for a range of desirable charac-
teristics. Review the results of the testing
location nearest your location. You can
find the results at www.ntep.org. (Be
aware, however, that if you're looking for
grass that can take a beating and keep on
ticking, i.e. sports turf, only a few loca-

tions test for traffic tolerance.)

Next, mow the turfgrass you main-
tain as high as the owner, field user
and/or conditions will allow.

These two factors are vital for a suc-
cessful turf IPM program, Dr. Roch Gaus-
sion said in a presentation to about 100
turf managers at the recent Sports Turf
Managers Association Conference here on
Jan. 19. Getting these cultural practices
right will go a long way to provide a turf-
grass better able to withstand stresses,
such as heavy sports play, while also sig-
nificantly reducing weed pressure.

“When you increase the mowing
height, you increase turfgrass rooting, and
rooting is the foundation of the field," said
Gaussion, who described proper mowing
as “the ultimate IPM tool.”

In support of this, Gaussion gave a

down-and-dirty review of a number of re-
search studies showing the beneficial ef-
fects of higher mowing heights on rhi-
zome production in Kentucky bluegrass,
turf leaf area and photosynthetic capacity,
evapotranspiration and weed pressure.

What about the 1/3rd rule? For
decades turf managers have been advised
not to remove more than 1/3rd of the
leaf blade at a cutting.

Instead of that, Gaussion, professor of
agronomy and horticulture at the Univer-
sity of Nebraska, advised the audience to
concentrate on keeping the grass mowed
at an optimum height and frequency and
to mow with sharp blades.

“If you can boost the height of cut as
little as 1/16th of an inch, you will in-

crease rooting,” Gaussion said.

Introducing Triton; the first and only high-capacity cutting platform that's
designed to work all day, every day. Its components join forces to create
an incredibly reliable system. Its sturdy construction is made to withstand
the wear and tear that your average day can bring. Everything about Triton
is devised to help keep you out there working. No excuses.

* The new larger spindle size (30mm) increases bending
strength by 40%. Sealed double-row bearings eliminate
maintenance and stand up to powerful blade impacts.

* The flexible discharge chute is made of durable, molded
rubber to withstand impact and keep its shape.

* Multi-layered steel construction for durability unmatched
by traditional seven-gauge decks.

Circle 117 eXma
Visit tritoncuttingplatform.com or your local Exmark dealer.
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In the Know

People & companies

Nufarm
] -
) . Inc.of Burr
‘ "§ Ridge, IL,
7. promoted
Sean Casey
(above, left) and Keith Hern
within the company’s Turf and
Specialty group. Casey will be
Nufarms’s vice president of
Sales, Turf & Specialty. Keith
Hern is the new vice president
of Sales, IVM and Forestry.

BioSafe Systems LLC pro-
moted Lucie Chambers to
aquatics segment manager.
Chambers will oversee aquatic
sales and distribution promot-
ing growth in both the na-

tional commercial industry as
well as the retail Home & Gar-
den industry. BioSafe also wel-
comed Angelique Levesque
as Aquatics’Home & Garden
sales rep.

\ ¥

Lance Elliott (above, left) and
Carlos Galan joined the sales
force at Hunter Industries.
Elliott will work in the Califor-
nia region, handling territory
covering western Ventura
County, Santa Barbara County,

and San Luis Obispo County.
Galan will handle the territory
that includes metropolitan Los
Angeles and eastern Ventura
County.

The New York State Turf-
grass Association (NYSTA)
elected Michael Maffei,
from Back O'Beyond, Inc.
president for 2006. Other new
officers include vice president
Owen Regan, owner of AT
Sales Associates and secre-
tary/treasurer Greg Chorvas,
superintendent at Cantine
Veterans Sports Complex.

John A. Chassard, director
of grounds at the Lehigh

Country Club in Allentown
was selected as president of
the Pennsylvania Turfgrass
Council for 2006. Jeffrey L.
Fry, of the Lebanon Country
Club in Lebanon, was named
vice president while Matt
Shaffer, of the Merion Golf
Club in Ardmore, was named
as secretary-treasurer.

BASF Corp.
hired John Bres-
nahan as sales
representative
for its New Eng-
land territory.

Aquatrols appointed David
Syck as Pacific Northwest
territory manager.

WOULD YOU LIKE:
B MORE FREE TIME

Driven by Results

IT’S NOT SOFTWARE!!!

The COMPASS System is the
Green Industry’s only comprehensive
operations system for running a lawn

and landscape business.

Benefits of using the COMPASS System:

Manages your operations to protect profit
Incentive system that motivates your employees
Steps to attract and retain great employees
Reduces your employee’s non-billable time
Organize your facility for maximum efficiency
Step-by-step process for managing a lawn

and landscape operation

Usemmssm System and up more time,

Complete Operations Management
Program And System ¢ ons

www.compasssystem.com * (302) 324-1614
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USDA using natural predators to combat fire ants

SAN ANTONIO — It’s like King Kong vs.
the Tyrannosaurus Rex, only on a much,
much smaller scale. And instead of Skull
Island, the battleground is Texas.

There, the U.S. Department of Agri-
culture is pitting the tiny phorid fly,
newly imported from Brazil, against the
current reigning champion pest, the fire
ant. The bout was recently featured in the
pages of National Geographic and the San
Antonio Express News.

As described in the Express News,
“These phorid flies are natural predators
of fire ants and can dispatch them with
the grisly efficiency of a science fiction
monster — implanting eggs in their little
ant chests that then hatch into larvae and
eat their little ant brains." According to
the articles, experts say the phorid fly will
almost certainly not wipe out the fire ant,
but could cut local populations up to
30% and make them more vulnerable.

It's like King Kong vs.
the Tyrannosaurus Rex,
only on a much, much

smaller scale.

Molly Keck, a program specialist with
Texas A&M's cooperative extension serv-
ice, has been trying to get the phorid flies
established in the city-owned Walker
Ranch Historic Park. She uses a cattle
prod to zap the ground to get the ants
moving. She then opens the tubes, releas-
ing several dozen flies that immediately
swoop and pounce on the ants below.
This leaves them momentarily stunned as
the flies insert their eggs.

“They just dive bomb them. It’s a split-
second attack,” Keck explained to the Ex-
press News. Over the next four days, the
fly larva will eat its way into the ant’s head,

actually severing it from the body. The
larva eventually emerge as a full-grown fly
intent on starting the process over again.
In a couple of months, Keck will re-
turn to see if the phorid fly population

has grown. Keck said the flies are superior
to insecticide because they attack nothing
except fire ants.

There are six Southeastern states and
Texas involved in the phorid fly program.

NOW AVAILABLE!!

press

SCHEDULING SOFTWARE

ENTERPRISE EDITION

t‘b(,pr‘ess

SCHEDULING SOFTWARE

ENTERPRISE

%)

QXpress Enterprise is the new version of
QXpress, designed specifically for large and
growing Green Industry businesses.

Together with QuickBooks, it offers you a
robust, bulletproof, complete management
system to automate your daily operations.

Built on Microsoft SQL Server technology,
QXpress Enterprise provides your office a fast,
stable database engine, regardless of how
many network users you have. It offers all the
capabilities that thousands of QXpress users
already take advantage of: industry-specific
scheduling of recurring services and multi-day
projects, advanced routing with QX Mapping,
remote data collection with QX Mobile,
and the most detailed job costing available.

No other product delivers this power, while maintaining the ease of use of QuickBooks.
Contact us today to schedule a free web-based demonstration of QXpress Enterprise.

Call 1.877.529.6659 or visit

Proud member of:

 PLANET

for a FREE demonstration

i:S8)
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Here are some of the underlying reasons to use MACH 2.

The obvious reason is grubs. MACH 2® specialty insecticide delivers proven, season-long control against
white grubs — clear through the second instar — at a standard 2 pounds per acre a.i. rate. But that's

not the only reason to use it. You can also count on MACH 2 to control cutworms, sod webworms and
armyworms. MACH 2 does it all with a unique mode of action that’s perfect in rotations. And if you need
any more reasons, consider that there’s no need for inmediate irrigation with MACH 2, its performance is
guaranteed’ and it comes in multiple formulations. Now that’s a lot of underlying value from one insecticide.

% Dow Anguen(.es www.MACH-2.com 800-255-3726

Guarantee applies to professional use only. Other limitations and conditions apply. Guarantee payment is limited to the cost

® of MACH 2 component of the formulation used. For complete details, see www.dowagro.com/turf or your supplier.
*Trademark of Dow AgroSciences LLC. State restrictions on the sale and use of MACH 2 apply. Consult the label before
purchase or use for full details. Always read and follow label directions. T38-157-002 (12/05) BR 010-60383 510-M2-414-05

Specialty Insecticide
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NEW REVENUE OPPORTUNITIES.
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» This additional service is pretty for

your customers, pretty for your bottom line

BY LM STAFF

ny service you can
offer that keeps cus-
tomers happy and
gives you reasons
to visit the site has to be a
pretty good one, right? If that
service helps differentiate your
business and grow profits, all
the better. Maybe it's time to
add some seasonal color to
your portfolio.

“There are many low-main-
tenance annual varieties on the
market that can make things
easier for landscape crews," says
Barb Terrell, landscape pro-
gram manager for Ball Horti-
cultural Co. in West Chicago,
IL. “The key is putting the right
plant in the right place.”

With seasonal color it’s
vital to learn which plants
thrive best in your climate and
in the property micro-climates
you serve. Under the wrong
conditions, all plants can fail.

Business benefits first

Arm your employees with the
right mix of technical expert-
ise. It requires well-thought-
out and systematic proce-
dures, in this instance, for bed
prep, installation, fertilization,

mulching and pest controls.
This type of work generally is
performed best by employees
who are detail-oriented and
efficient.

Color Burst, founded in
1987 and operated by Joe
Burns, plants more than 1.9
million flowers annually for a
range of clients, both commer-
cial and residential. Based in
Atlanta and with branch loca-
tions in Birmingham and
Huntsville, AL, and Charlotte,
NC, it provides bed design,
and seasonal flower installa-
tion and maintenance services
across most of the Southeast.

Clients primarily include
property managers, commer-
cial properties and residences.

“Sometimes we like to do
the unusual,” Burns says. For
instance, his company does
the beds at Jordan-Hare Sta-
dium, home field for the
Auburn University Tigers
football team. Burns, a gradu-
ate and season ticket holder,
sees that the beds sport the
university’s orange and blue,
with T-I-G-E-R-S spelled out
in flowers, of course.

The more profitable end of
the service usually turns out to
be maintenance. Even the

>

=5

Seasonal color

best-prepared bed will need
tidying and weed control.

Plan change-outs
“In the North, spring through
summer is prime time for an-
nuals. The cooler temperatures
in early spring and autumn
provide the opportunity for
additional change-outs to in-
clude cool-weather annuals
like pansies, dianthus, snap-
dragons and mums,” says Jessie
Atchison, industry communi-
cations manager at Ball.
Terrell advises landscapers
that they don't have to wait
for an annual bed to look bad
before changing it, especially
when they're looking for ways
to improve the bottom line.
“Many clients are receptive to
the idea of changing colors to
reflect the season,” she says.

Arm yourself with info
Consider several critical fac-
tors when choosing annuals,
advises Terry Howe, product
representative and station
manager with PanAmerican
Seed. “One is sun versus
shade. Then pay attention to
watering regimes, like heavy
versus light, for example.
Many landscapers struggle
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with watering zones or timing
that can be in conflict with
what they're used to doing for
turf. Landscapers also need to
know the most appropriate
season for the annuals they
choose. Cool versus hot season
is important in the South, and
hardiness, or frost tolerance, is
crucial in the North."

Contact your state associa-
tion to find professional grower
associations for tips on what
works best in your region.

New for this year

If you want to wow your cus-
tomers this year, offer deep,
bold colors like burgundy and
black, or brights like yellow,
orange and fuchsia. These are
upcoming color trends, say the
experts at Ball. “Foliage is very
popular too,” Atchison says.
“More and more annuals are
coming to market that are
grown for their foliage rather
than their flowers, so it's easy
to add big color to plantings
without relying on the plants
being in bloom.” Two Ball
brands, Wave petunias and
Fanfare spreading impatiens,
remain popular for their
weather tolerance and growth
rates, Atchison adds. Lm




One Tough Animal




Land Clearing

Brush Saw
Chippe’
Brushcat” Rotary Cutter
Stump Grinder
Dozer Blade




To see Bobcat equipment
in action, send for your FREE
interactive CD-ROM.
Just return the attached card or

visit our website:

- www.bobcat.com/SS568D



http://www.bobcat.com/SS568D

See the full line of Bobcat equipment l
in action — on a FREE CD-ROM!

See more on our website

www.bobcat.com/SS568D

& Bohcat
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Hardscaping
Rock ornaments, concrete patios and ponds are often
installed in hard-to-reach places. Eliminate agonizing
hand labor and get jobs done faster by using
Bobcat attachments.

o ——

Backhoe
Dumping Hopper

p

Vibratory Roller

Clamp
Concrete Pump.
Concrete M



Customers say...

Without our T300 we'd lose
a lot of work days to rainy
weather. Plus, it doesn't
leave ruts in the ground.
And we don'’t have to worry
about flat tires. I'd been
waiting for a Bobcat track
loader with the high lift
capacity of this machine.

Brian Benford
Evergreen Forest Products
Wilmington, North Carolina

By eliminating repair work,
the [all-wheel steer loader]
saves us at least an hour a day.
We work on some pretty nice
yards and the last thing you
want to do is spend time and
money repairing turf. Also, we
can turn on asphalt driveways
on hot summer days without
leaving marks.

Jerry Hodgson
Jerry's Tree Service
Chetek, Wisconsin



Turf Installation

Only Bobcat® offers all the attachments you need to install turf. Start with
faster soil preparation and finish by applying turf quicker than by hand.
The faster you get it installed, the sooner you can get on to the next job.

Tilt-Tatch
Box Blade
Landplane
Tiller
¢ Soil Conditioner
Landscape Rake
Seeder

Sod Layer
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dlte Vlaintenance

Grapple e
Angle Broom
\  Whisker Broom:
4 e
weeper/Gutter Brush

.

Trencher
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. ' eS! I'm interested in learning more about Bobcat compact equipment.

Name Phone

Company Name Cell Phone

0 | wish to receive periodic Bobcat product information via e-mail.  E-mail

Address

City State/Prov ZIP/PC

1. Please indicate which products you currently own/rent as well as those you have an interest in.

Own  imerested Own  Interosted Own  Inteestod

0 O Skid-Steer Loader Q QO Compact Excavator Q Q Toolcat™ Work Machine

0 O Compact Track Loader Q O Telescopic Tool Carrier Q Q Compaction &

Q O Mini Track Loader Q QO Utility Vehicle Portable Power

O Q All-Wheel Steer Loader Q Q Loader Backhoe Products

2. Please provide me with information on attachments for the following applications:

0 Landscaping - Nursery (2 Buildings and Grounds Q Personal Use

0 Landscaping - Contracted Maintenance  Q Site Development/Land Clearing  Q Agriculture -

O Landscaping - Design, Build and Install O Excavating and Grading Q Industrial 3

Q Snow Removal Q Concrete and Asphalt Q Mining 3

3. Would you like someone to contact you regarding: §

Q Demonstration O Price Quote 3 Rental Q Trade-In O Used Equipment ,%

4. What is your purchasing time frame? =

Q Immediately Q 1-3 months 3 4-6 months Q 6-12 months 3 Over 12 months -
o

5. Are you a current customer of a: o

O Bobcat dealer who handles Bobcat equipment O Other compact equipment dealer () Have not previously purchased compact equipment 3

§ Buhcat For more information, visit www.bobcat.com/SS5680D One Tough Animal
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BUSINESS REPLY MAIL

FIRST-CLASS MAIL PERMIT NO. 276 CEDAR RAPIDS IA
POSTAGE WILL BE PAID BY ADDRESSEE

BOBCAT COMPANY
PO BOX 3181
CEDAR RAPIDS IA 52406-9709

NO POSTAGE
NECESSARY
IF MAILED
IN THE
UNITED STATES







Cdmpact Track Loaders

Only Bobcat offers all the attachments
you need for every landscaping job—
from soil preparation to turf application.
The faster you get it installed, the sooner
you can get on to the next job.

Toolcat™ Utility Work Machine
The world’s first utility work
machine — an attachment carrier,
loader, pickup truck and utility
vehicle all rolled into one. Plus,
more than 25 attachments are
available.

No one offers more compact equipment!

Compact Excavators

Utility Vehicles
Three different models - including

a new 4x4 unit featuring the |

IntelliTrak® drive system, which

automatically engages and |

disengages four-wheel drive.

VersaHandler® Telescopics

Reach over sidewalks or fences and
preserve the existing landscape while
creating a new one. VersaHandler

telescopic tool carriers are ideal for |

transporting landscape materials, placing sod,
grading, stacking and building retaining walls.

1105-M1837.F

One Tough Animal

Bobcat Company West Fargo, ND 58078
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GREEN Dnlin raining for employees
INDUSTRY & managers available 24/7!

H U B visit www.greenindustryhub.com

O: What's New in February at
the Green Industry Hub?

H: An online course on
“Communication Skills for
Sales Success”

ow can you or your sales staff be the best they can be in 2006? One way is

is online, interactive course is an excellent way to provide training for first-time
sales people or a refresher. Your team can experience the free online courses, discussion
orums, industry news, calendar and more 24/7, 365 days a year. When you join as a Premium
ubscriber, you can access more than 50 courses on industry topics such as turf chemical safety, plants and planting,
andscape plans, and more. You'll also access courses on leadership, business management, OHSA and other
elevant topics.

“Communication Skills for Sales Success” gives you Green Industry Hub is brought to you by:
nd your employees valuable ideas and practice on:

W Listening and presentation skills Landscape & ? WT
B Positive work habits and customer service techniques MANAGEMENT ’

8 Cold calling and sales closing strategies, and more! - 9
powered by: ‘g (1 maﬂﬂlcﬂm

heck it out for yourself & your employees!
or a free or Premium subscription to the Hub, visit
.greenindustryhub.com or call toll-free 877/745-2745. and sponsored by:

i ipti i | i 2 ) <t
Premium subscriptions are priced to make employee education saYeR BEl_\'Cl Fnvironmental Science

asy and affordable—as low as $195 (lower with large group discounts), R
or a full year of training courses and more—far lower than a average
ndustry seminar. &
Customized programs can include your current materials and
information. Find out more about this and large group discounts by calling

arika Skarl at 330/422-2028 x150 or email mskarl@schergroup.com.
To sponsor a Green Industry course, contact Kevin Stoltman at kstoltman@questex.com.

JOHN DEERE

WwWww.greenindustryhub.com


http://www.greenindustryhub.com
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w A DEFINABLE DIFFERENCE
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Stand out from the crowd

with your

Florida’s Crawford
Landscaping gets off
to a great start with
a simple promise —
its ‘unique selling
proposition’

BY RON HALL / Editor in Chief

“We do what we say we're going to do.”

It's a simple, direct selling proposition.
There’s no room for misunderstanding or
compromise.

Founder Blake Crawford and the rest
of his management team at 19-month-old
Crawford Landscaping, Naples, FL, have
been building operating and administra-

tive systems into their young company.

They've also been scrambling to meet the
challenges of remarkable growth. And, in
spite of the damage that Hurricane
Wilma caused to customers’ properties
this past fall, they still confidently tell cus-
tomers, “we do what we say we're going
to do.” Then they deliver that promise.
Crawford and his team have found the
golden ticket — their unique selling

proposition.
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If you're not familiar with the term, How has the company tumned its USP

also known as USP, you should be. Matt into profit-generating action?
Shooner, founder with his wife Irene of “Doing the things the way that we o AT A GLANCE
the Cincinnati-based Focal Point Com- have promised to do has created great cmwmrd La"dscapi“u
munications, a Green Industry marketing ~ word of mouth,” says CEO Crawford. “It’s
and advertising firm, encourages land- catapulted our business. Our promise is CED: Blake Crawford
scape companies to find their USP and to oﬁcrvbcst-in-markct, quality service, Prsiden, Business Develogment: Timothy Felts
capitalize on it. and so far the market has responded.”
So what'’s the definition, you ask? Crawford, like so many other trans- Market: Collier & Lee counties, FL
“It’s that definable ‘something’ that plants to Naples, one of the fastest Founded: 2004
your company offers customers that dis- growing cities in the country, came
tinguishes it from competitors,” Shooner ~ from the industrial north. In fact, he's a Budgeted 2006 revenues: $3.5 million
explains. It’s a claim of uniqueness, sup- decade removed from a career in De- Fulltime employegs: 40
ported and reinforced by advertising and troit's automotive industry, with a stop ) _
marketing that delivers an over-riding in between to manage apartment com- Saricas: maintenance, enhancements,
easy-to-understand customer benefit. munities in Bloomington, IN, and Or- [RSEQontro, et gare, hortiomus,
Crawford Landscaping’s USP —“We  lando and Tallahassee, FL. These experi- desigrvinstal, lendscape fighting, wees
do what we say we're going to do” — ences taught him many business features, inigation, home services
meets Shooner’s top criteria: “It must be lessons, but he puts two to use in par- Mission: To provide superior full service
believable,” he says. “You must be able to  ticular in the day-to-day operations of landscaping and related services by
deliver upon the promise of the USP." his landscaping company. building relationships predicated on
Consider your own company. Is your #1: Companies with efficient quality, reliability and professionalism:
USP your low, low price? A claim to great  systems to perform repetitive, time-sensi- To maximize the value of our clients’
service (with testimonials)? Client reten-  tive services will out-perform companies investments by enhancing profitability,
tion? Awards received? without similar systems. appearance and function
Shooner says the USP concept is criti- It's not enough to strive for
cal to any marketing strategy and basicto  quality and customer satisfaction; you Vi
clear, effective advertising. have to constantly monitor and measure

it as well.

It's all in the delivery

Crawford'’s message is resonating in
Florida's Collier and Lee counties. This
year it’s budgeting revenues of $3.5 mil-
lion. Early renewals and sales show that
$4 million might be closer to the mark.




BUSINESS A DEFINABLE DIFFERENCE

Timothy A. Felts, one of the first people
he hired two years ago, spent months
“benchmarking” a successful Detroit-area
landscape company. Felts, a graduate of
the North Carolina State Turfgrass Man-
agement Program and former golf course
superintendent in Florida, now serves as
president of business development for
Crawford Landscaping.

“We started with one account, a hotel.
We're now up to nearly 300 clients, count-
ing all bundled communities,” says Craw-
ford of his company’s start in Naples.

How'd they do it?

Crawford Landscaping’s distinctive red
trucks are a common sight in the re-
gion's multi-family communities, com-
mercial properties and even many single-
family homes.

“We said, ‘If we simply do what we say
we're going to do and do it to the best of
our abilities, we will differentiate our
company and people are going to be im-
pressed’,” Blake says.

That's USP talking.

Crawford Landscaping is a full-service
landscape company, offering turf mainte-
nance, horticulture, pest control and fer-
tilization, irrigation maintenance, small
and large scale landscape installation, as
well as landscape lighting and water fea-
tures. Included among its offerings is one
that's unusual, at least for a landscape
company — home services.

This particular division has been a
wonderful relationship builder with cus-
tomers, many of which are property
managers, says Felts, who spends 80% of
his time in the field meeting and work-
ing with prospects and clients. Home
Services, staffed by several uniformed
experienced tradesmen, performs a host
of property services, from home repairs,
to power washing and installing holiday
decorations.

“To get this quality of service in such a
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timely fashion is really unheard of here,"
says Crawford. “Customers call, we get

the job scheduled on a work order and
completed within a few days. Customers

Your adva
Name it, claim

love it because we get it done fast and By Matt Shooner
done right.” The concept of a USP is crucial to any
marketing strategy and basic to clear
Move it forward and effective advertising. Recognize
As Crawford Landscaping continues to any of these companies from their (
grow, its managers are focused on apply- USPs?
ing the concepts that form its USP into »“Have it your way.” (Burger King)
new business benefits. »“A 15 minute call could save you
The CEO estimates he spends 50% of 15 percent or more.” (Geico)
his working day going from job to job and »“Guaranteed for as long as you
meeting with clients. “My responsibilities own your car.” (Midas)
right now are divided be- Each of these
tween administration and : is tightly focused
leadership,” explains Craw- USP BXI]|3IIIB[I on asingle bene-
ford. “There's no substitute | 1, |t's one sentence. fit or characteris-
to actually being outin the | 2 1t's clearly written, so that tic of a product
field, being able toseehow | anyone can understand it. or service. Thats
things are working and au- 1: 3 it should be believable. why they're so
diting the quality end of ' 4. It's composed of one ben- memorable.
the process.” efit that is unique solely to s pasy to try
While he’s on the road, ' your company or product. and say too much
he’s also implementing the | aboutyourcom-
company’s “quality operat- pany and, in the
ing system,” which he describes as very process, dilute the message of your
similar to a ISO 9000 Quality Manage- key strength.
ment System (Www.iso.org). In other words, the first step in put-
“Basically everything we do will be re- ting together a killer marketing plan is
duced to a procedure with supporting to identify something unique about
documents, which are called quality sys- your company. Find it. Name it. Claim it. J
tem documents, QSDs. I want to make Use it — everywhere and all the time.
sure that when I do extract myself more — The author and his wife Irene
from the field that we have the right pro- founded Focal Point Communications,
cedures in place that can ensure that Cincinnati, in 1987. Their company
what we do is repeatable and measura- provides a range of marketing and
ble,” Crawford explains. advertising services and
“We're looking at our company as a products to Green
long-term investment. When you take the Industry profession-
long approach, you devote the time to als. E-mail him at
develop and implement comprehensive mshooner@
systems. You realize that the only way to WO’
ensure quality and service is to incorpo- Visit WWW.grow-

rate solid operating systems.”

continued on page 48
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Are you

making

30%

Net Profit

(4

- , do ’v\
You too can make 30% Net Profit!

Unbelievable? NO, you can make 30% NET PROFIT in your service based
company. Our customers achieve this by using CLIP software’s exclusive routing,
scheduling and job costing. Only CLIP tracks every minute spent on every job. You
only have a few minutes each hour to make profit, don‘t lose it. Only CLIP can give
you a virtually paperless office with links to PDA's, real time GPS tracking and Cell
Phone technology. BELIEVE IT, we do it everyday in our own lawn company.

Profit, Paperless, and Automatic Billing
Transfer invoices to QuickBooks™ if desired.
What NET PROFIT are you making?

Can you afford to wait?

Call for a Free Demo.

__Lease to own for as littleas.
Call 800-635-8485 today for a Demo CD.
www.clip.com ZFim—
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Selling the ‘different’ service

Besides offering a product or
service that appeals to a seg-
ment of the buying public, to
sell successfully with a good
unique selling proposition
(USP) you have to a) be be-
lievable, and b) be likeable.

Alec McClennan, a person-
able young entrepreneur
scores on both counts, one rea-
son behind the growing mar-
ket presence in Northeastern
Ohio of his Good Nature or-
ganic lawn care company. Mc-
Clennan found his USP early by
deciding to go organic.

McClennan founded Good
Nature in 1999. It provides or-
ganic lawn, tree & shrub and
pond care to a mostly resi-
dential clientele.

He takes the low-key ap-
proach to selling that relies
heavily on word-of-mouth re-
ferrals. Beyond that he’s ben-

longer to green up, but in the
longer term they catch up in
efited from positive press appearance.
from the area’s dominant “There will be some
newspaper, The (Cleveland) weeds, and if the grass
Plain Dealer, which profiled types you are treating are
him and his company inare-  poor there could be a lot of damage in turf also reduces
cent major feature article. weeds,” he adds. But, by using  the number of weeds.
You can‘t buy that kind of en-  products based on corn gluten But, ultimately, the key to
dorsement. meal, molasses or sugar beet building a successful niche
“Women tend to be more extract (products possessing business like an organic lawn
interested in organic lawn care  proven herbicidal activity), he  care service is being able to
than their husbands,” says Mc-  can eventually geta lawn into  sell the concept.
Clennan of his selling target. good shape. Often this also “You have to devote the
His main (and unique in calls for seeding or reseeding.  time to understand the type
the Cleveland market) selling The foundation of any of clients who might be inter-
point is his company’s reliance  healthy and attractive lawn is  ested in this type of service,”
upon fertilizers made fronﬁl?q 5 selecting the right speciesand  says McClennan. “Then you
feed grade i vanetles of turfgrasses. Mc- have to get them to under-
of course o ‘ g Chnmh favors grasses with stand what to expect in terms
appr o ealth. hldﬁ,levels of endophytes, of results.
an admns that, at whnchyqvﬂe a measure of “Obviously, you want to
astm gomg orgggic pest insect g?ntrol He adds get your clients excited about
tr ults of a ‘ that research out of The Ohio  going natural, but to do that
e i _: ‘ ’*'State Waooster ATI you have to educate them
s, he tells dm% ~ education/research stationis  that a few weeds in their
erallytalg nweek ortwo showmq#\g“t.reduang insect  lawns are ok.” —R.H.

continued from page 46

Nothing’s guaranteed

In spite of the rapid start, or maybe be-
cause of it, Crawford Landscaping faces
some big challenges.

So far the company has met its mana-
gerial needs by promoting from within.
Felts says that will remain the preferred
method to build the company’s manage-
ment team. However, he admits the com-
pany will have to begin recruiting super-
visory talent if it continues to grow as
planned. He's looking at partnering with
schools and universities, hosting student
interns and participating in job fairs, such
as PLANET's Student Career Days.

Another possible hiccup in Crawford

Landscaping’s continued growth is the
availability of quality plant material.
Crawford and Felts expect the number of
plant nurseries in their market to dwindle
as rising land prices cause owners to cash
out. Partly for this reason and partly be-
cause it would complement the landscap-
ing business, Crawford is considering buy-
ing property and starting a company
-owned garden center and nursery.
Neither of these cause company man-
agement sleepless nights. In fact, they're
confident they’re building the right kind
of company. They realize that manage-
ment’s role is to support its employees in
servicing the company’s customers. That

means responding to the employees’ need

for quality equipment, professional train-
ing and adequate staffing. It means the
implementation of standardized systems
and procedures that document and meas-
ure performance.

“Tim and | are accessible to our em-
ployees and to our customers. We're there
for our workers every morning; we start
the day with them, and we certainly end
the day with them,” says Crawford.

What does the future hold for Craw-
ford Landscaping? Opportunity, Crawford
says. Southwest Florida is one of the fastest
growing regions in the United States.

For Crawford Landscaping that means
many more promises made — many

more to k(‘cp. m

48 LANDSCAPE MANAGEMENT / FEBRUARY 2006 / www.landscapemanagement.net



New PRO LANDSCAPE™
VERSION 12 PREDICTS THE
FUTURE WITH 100% ACCURACY

It's software so easy to use, you won't believe you waited this
long. Specifically designed for landscape professionals,
PRO Landscape enables you to sell, plan and bid more
accurately and efficiently. All to improve your bottom line. With
over 12 years on the market, it's the most popular
professional landscape design software available today.
It's simple, it’s profitable and it's power you've never had before.

Realistic Photo Imaging

Professional Night & Holiday

Proposals Lighting

“I've lost track of how many times PRO Landscape has paid for itself.”

drafix software, inc. Brett Seltz, Enterprise Construction, Inc.
“When customers see how the finished plan looks, after we've tend-
ed to every aspect they care to, it is so convincing that something
on the order of 98% ask us to implement the plan.”
Mike McQuay, Stark Bro’s Nursery
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BUSINESS KNOW YOUR COSTS

Sales
pIIcing
plann

or contractors, correctly estimating

and pricing potential jobs raises age-
old questions: “How much should I
charge for this job? What's the cus-
tomer-accepted rate for this service?

Can I go by what I hear or only by

whether I'm getting jobs or not?”

Not only are these common questions,
they're also vital to running a suc-
cessful business. In fact, cor-
rectly estimating and pricing
jobs has been identified in
recent research as one
of the three key prob-
lem areas new or in-
experienced con-
tractors face. The
two other areas are
knowledge of cus-
tomer sales skills
and understanding

the business' finan-

LANDSCAP

Build a strategy
that helps you gain
profits, even if you

lose some bids

BY MICHAEL KAY

Ing

cial numbers to become a successful company.

In the first part of this series (Oct. ‘05, pg. 52),
we presented the difference between pricing and
estimating. In the article, we explained that estimat-
ing ensures that the rates you charge cover the costs
and meet profit margins on individual and collec-
tive jobs throughout the year.

In the second article (Jan. ‘06, pg. 36), we dis-
cussed the importance of knowing business costs
and tracking key financial ratios. This way you can
monitor your company’s financial health. We re-
vealed how tracking financial data aids business
owners to learn about those ratios that profitable
companies use to bid correctly by setting the cor-
rect margins, and to use the ratios to improve gross,
contribution and net margins.

Read on to find out how this same data can as-
sist in setting pricing guidelines, to determine typi-
cal pricing for your market and to help you feel
more confident about the quantity of jobs you're
getting, which will help determine pricing accuracy.

continued on page 52

% This article is the third in a series of bidding and estimating articles contributed by
this author. To see the first two, “Pricing vs. estimating,” and “Finandial terms 101," visit

wwwlandscapemanagement net and search for the headlines in our search box
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Make Cavalcade your weed control weapon of choice this spring.
It's the double-duty preemergence herbicide that prevents grassy
weeds like crabgrass, Poa annua and goosegrass, as well as

broadleafs like prostrate spurge, common purslane and knotweed.
With the proven active ingredient prodiamine, Cavalcade battles
30 weeds in all. Available as a granular combined with fertilizer
or as a sprayable. Either way staining is not an issue. And because

Cavalcade is priced right, you also protect your profit.

f

Call

800-250-5024

for a distributor near you. www.AdvanLLC.com
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BUSINESS KNOW YOUR COSTS

continued from page 50

Break-even costs

Let's assume here that you're at the point
where you have a set and consistent
method to track all the costs associated
with your business. That means that you
know how much it costs to put each one
of your workers in the field on the job on a
per-hour basis. Why is that so important?
Because what you, as for example, an irri-
gation contractor, sell is not irrigation sys-
tems — it is really labor hours. When con-
tractors break down their costs for any
given job, the products (hardware) they in-
stall in the ground represents a small per-
centage of what it costs to get the “system”
installed. The bulk of their costs are associ-
ated with labor. That's why it is so critical
to understand the costs as mmplctv]\' as

possible. Once you know your true labor

cost per hour (usually
referred to as a realized
rate or loaded labor

rate if profit margin isn't
included), you'll have
the basis for bidding
your job successfully.

A recent national
survey showed loaded
labor rates vary from as
low as $20 per hour in
the far Southwest and
Southeast to as high as
$45 per hour in the Northeast. Success is
defined here as getting jobs that overall
net contractors the pmiit lh(‘}' expect to
make — not on winning every bid. By tak-
ing the time to uncover and effectively
track costs, contractors can determine

their bids with much greater accuracy

Closing more than
75% of your bids
generally means
you're taking jobs
you shouldn’t.

and know how much
they can potentially cut
their pricing without
paying customers for
the privilege of in-
stalling their systems!
Most contractors
eventually leam (some-
times the hard way)
how to correctly lay out
most systems so they
know what and how
much material to buy
for the job. From there it’s fairly straightfor-
ward to determine the time it should take
your crew to get the job installed. (You'll
only underestimate the length of a job once
or twice before learning that lesson!)
These two pieces of information are

vital to determining break-even costs:

r
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Compared to fixed-arc sprays, single-stream rotors or a system
comprised of both, MP Rotators deliver significant performance
advantages, great design flexibility and for those applications
requiring 6" or 12" high-pop rotors — impressive cost savings.
The MP1000(8-15'), the MP2000(13-21') and the MP3000
(22-30") can be combined on the same zone and maintain a
matched precipitation rate — even after arc and radius
adjustment. MP Rotators perform better in the wind and
virtually eliminate runoff due to their low precipitation rate.
Save water, solve problems.

.
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Walla Walla Sprinkler Co. Tel: 509.525.7660  info@mprotator.com
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» Multiply the hours needed to com-
plete the job by your loaded labor rates.

» Add in your materials plus your
profit margin (if you're not using a real-
ized rate).

Bid smart

The next question then becomes whether
that price will lead to the successful bid.
Unfortunately, that answer often is no.
Contractors may be outbid by someone
who doesn’t know their costs and conse-
quently underbids jobs. How can these
contractors stay in business by continually
engaging in these practices?

Answer: They can't for very long. Un-
derbid projects are usually the result of
using inferior methods or poor designs. As
a result, your competitors may end up
working for not much more than they
pay their crews at the end of the year.

But not getting certain jobs does not
mean your business will fail. Look at the
variety of jobs you do throughout the
year and you'll almost always find some
jobs that were more profitable than oth-
ers. Knowing you will get some jobs with
a higher margin allows you to tactically
lower your bids on those highly competi-
tive jobs to win your fair share.

Learning effective sales techniques
will also increase the number of bids you
win. Success here is not getting every-
thing you bid, but ending the year with
the profits you budgeted. Closing ratios
(the percentage of successful bids to the
total number of bids) are variable
throughout the country and even, often,
within a local market.

Recent national research shows that
closing ratios above 70 to 75% generally
means you're taking jobs you'll later wish
you hadn't.

Be aware that many successful compa-
nies that close less than 25% of all the
jobs they bid. They know when to walk

away from a competing bid that's way

below their break-even point, and learn
effective sales techniques to win bids by
convincing customers that they offer the
best value. Bid your jobs on your com-
pany’s strengths that your competitors

can't offer. You'll sleep better at night. tm

— The author is associate training program
manager for Rain Bird Services Corp. and a
facilitator for Rain Bird's Regional Improve-
ment Training Camp (RITC) events held
throughout the country. For more informa-

tion visit www.rainbird.com.
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Overlapping blades
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stripping when turning.
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a uniform manicure even on rolling terrain.
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BUSINESS PROFITABLE RIFA CONTROL

Cooling the

Here’s how

the experts

market and
sell fire ant
control that
pays

BY SEAN GALLAGHER

n today’s ever-advancing
marketplace, most
southerners know there
are plenty of products
and methods to fight red
imported fire ants
(RIFA). The question
for today’s land care company
owner isn't, “How do [ kill
RIFA?" It's “How do I market
and profit from killing them?”

Many experts favor capi-
talizing on consumers’ emo-
tions, building trust, fostering
personal contact and guaran-
teeing results. Often an ex-
pensive service, ridding cus-
tomers’ properties of RIFA
can be a strain on their wal-
lets. But when the benefits of
the service are positioned
right, it may prove to be an
easier sale than most.

“The key is listening to the
customer and figuring out
how he thinks,” says Mike Rat-
cliff, owner of Lawn Doctor of
Benton-Bryant and Hot
Springs, AR. “My area has a
large population of older peo-
ple. They don’t want to get bit

and they don't want their
grandchildren to get bit.”

The threat of being bitten
by RIFA is tangible for
southerners in the fire ant
belt, most of whom have had
at least some experience with
these painful pests. Recogniz-
ing and relieving consumers’
fears of being trapped in-

doors is an effective means of

selling the emotional relief
RIFA control can provide.
Your consumers want to be
able to have a barbecue out-
doors, watch their kids play
outside and not be afraid of
letting the family pet out of
the house. All of these are
emotional needs that a land
care company owner can

capitalize on.
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Sell professionalism

With so many consumer prod-
ucts on the market for people
to purchase and apply them-
selves, it's a company owner's
responsibility to do more than
just sell the need for RIFA
control. They must also sell the
consumer on using a profes-
sional service, rather than a do-

it-yourself product. A general




dissatisfaction with the results
of do-it-yourself treatments
has come to light throughout
much of the Green Industry.
RIFA control is no exception,
s0 it’s your job to inform con-
sumers that your service is the
most beneficial investment,
despite the increased cost.

“I think most people are
tired of buying over-the-
counter products and getting
limited results,” Ratcliff says.
“They're just tired of it, and
they look at me and they say,

<4 Show customers
potential problem
spots for fire ants on
their property to
boost sales.

‘If this person can come out
here and do a good job and
guarantee it, it's worth it.’
Most people are tired of fight-
ing fire ants by themselves.”
First and foremost, a pro-
fessional land care company
must provide a solution to its
customers’ problems, but al-
most as importantly, profes-
sionals must provide the peace
of mind of a guarantee. If you
can convince customers that
your service is trustworthy
and guaranteed to work, clos-

Have you tried

ing the sale is the easy part.

“People don't want to do
the treatments anymore,” says
Shawn Stiles, district sales
manager for Orkin. “They ex-
pect the Orkin person to
come out and take care of
their problem with a money
back guarantee. All of our
service is guaranteed.”

Personal contact works
Building credibility with con-
sumers is also an indispensable
part of selling RIFA control. Ef-
fective communication can
help build your credibility, so
keeping people abreast of
RIFA concerns is an integral
part of promoting yourself as

the solution to a consumer’s
problem. Think about your
own purchasing decisions.
Wouldn't you be more likely to
purchase a car from someone
who appears knowledgeable
about what's on the lot? RIFA
control is no different. For con-
sumers to trust you to take care
of their problems, you have to
prove that you're an expert.

“It's an education to sell
the customer,” says John
Buechner, director of technical
services for Lawn Doctor. “Per-
sonal contact is the best way
to sell fire ant control. People
have to understand the prod-
uct and the program.”

Stiles agrees that commu-

OurFormula

For Preemergent Success?

Now That’s A Change For TheBetter.




BUSINESS PROFITABLE

nicating with your consumers
directly is the most effective
way to sell RIFA control.

“The biggest effectiveness
that I've seen so far is to mail to
a customer and have a presen-
tation,” Stiles says. “It requires
going outside and showing the
problems or taking pictures
and showing it to them. You
can't expect door hangers to do

the business for you.”

Customers are everywhere
Although personal contact
may be the final catalyst to
closing a sale, you have to use
marketing materials to get your
name in front of consumers
first. Make sure your promo-

RIFA CONTROL

tional materials do more than

sell a service. Consumers have

to understand that you have

the right tools and know the

right techniques to relieve their

problems and guarantee their
satisfaction. These messages
can be communicated using
many mediums, so be sure to

have it on all your mailings,

door hangers, ads, press releases

and any other materials you
send to consumers.

“We've put well over one
million pieces in the market-
place,” says Bryan Gooch, in-
secticides business manager
for Bayer Environmental Sci-
ence. “Lawn signs have been

successful, as have home-

Read this
wu Lake .mulhc

owner brochures and door
hangers. The key is really hit-
ting home with the revolu-
tionary technology. It's worth
the extra money.”

With millions of marketing

messages accessible to your

<4 Lawn Doctor promotes its
fire ant services on marketing
materials like door hangers.

consumers, it's essential that
you choose the most effective
means to communicate your
message. According to some
industry leaders, local, grass-
roots marketing efforts have
gained significant popularity.

“We have indications from
larger companies that they're
going back more toward
guerilla tactics, knocking on
doors and really getting out
there,” Gooch says.

One important demo-
graphic that many land care
company owners have suc-
cessfully marketed RIFA con-
trol to is their existing cus-
tomer base. These consumers

have already expressed an in-
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3. Penn State University, 2004. Evaluated 130 days after application of first treatment in March. Partial Data Shown



terest in either beautifying
their property or keeping it
pest-free, so controlling RIFA
should be part of a natural
progression.

“If you get [your existing]
customers to trust you, then
they'll sign up for fire ant too,"
Ratcliff says.

Residential properties cer-
tainly aren't the only areas at
risk of RIFA infestations. Ac-
cording to Gooch, if you're in-
terested in serving commercial
properties, you'll probably be
most successful targeting ath-
letic fields, hospitals, nursing
homes and other areas where
RIFA could inflict significant
injuries on humans. Office

A Change For The

The question for today’s land care
company owner isn‘t, “How do |
kill RIFA?" It's, “How do | market

and profit from killing them?”

parks and other commercial
properties may not be as vi-
able of targets, based on cost
and the fact that people are
less likely to walk on the turf
at these locations.

Gooch also recommends
that RIFA control be treated
not as a one-time curative
treatment, but as an ongoing
preventive service.

“Once you have a cus-

The active ingredient has been a trusted tool in

lawncare for years, but now we've made Pendulum

AquaCap™ herbicide easier than ever to handle,

mix and clean up — delivering superior control with

reduced staining potential and virtually no odor.

Find out more: turffacts.com
Find a distributor: 800‘545"9525

—— BetterTurf”

tomer on a fire ant program,
treat it as a prevention pro-
gram,” Gooch says. “Keep it
ongoing as more than just a
one-time deal or when you
see fire ants. This allows for a
steady stream of revenue at a
pretty high profit level.”
RIFA are clearly more dan-
gerous than most insects. Un-
like spiders or crickets, these

pests can be more than just a

nuisance — they can be an ex-
tremely painful problem re-
quiring immediate attention.
This opens up your market of
potential consumers dramati-
cally, according to Buechner.
“Anybody that has a fire ant
problem is a potential cus-
tomer,” Buechner says. “Fire
ants don't discriminate be-
tween residences and commer-
cial properties, or top and bot-
tom income bracket. They're
all potential customers.” Lm
— The author is the copywriter
and research analyst for Lawn
Doctor, Inc., Holmdel, N.J.
Contact him at 732/946-0029
or spatrickgallagher@
comcast.net.

We Don’t Make The Turf.
We Make It Better.”
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ESTIMATORS VS. SUPERVISORS

The

Struggle

WIthin

Eliminate conflicts within your
team — you have enough to deal

with outside of it

BY CRAIG COWDEN

hallenges happen every
day in the Green Indus-
try. Maybe the competi-
tion has been stealing
away your company’s

best employees. Perhaps

the weather is playing
havoc with your schedules. Quite possi-
bly, a truck hauling trees has broken
down miles from the job while a crew
waits to begin planting. Each day brings
new snags and obstacles to success that a
good manager must learn to maneuver
through. We expect these from outside
sources, but what we usually don't ex-
pect, and sometimes don’t even recog-
nize, are the obstacles coming from

within our own company.

Estimators vs. field supervisors
One internal problem to keep an eye out
for is the battle between your estimating
department and the field supervisors
charged with completing a project within
estimated budget allowances. Have you
ever heard comments like, “It looks like
the estimators bought another job,” or,
“They missed something again.”? How
about, “Those field guys need more expe-
rience; they can't even read a blueprint.”
Estimators and supervisors should
work toward a common goal but instead
they often point fingers and try to place
blame when something goes wrong,
rather than search for a constructive way
to reduce errors in the future. Many fac-
tors can contribute to these errors, and

continued on page 60
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BUSINESS ESTIMATORS VS. SUPERVISORS

continued from page 58

one possibility is that managers simply
have not taught these two groups how to
work together.

The landscape business is fluid with
constantly changing variables that require
quick decisions made on the fly. This can
make preparing perfect bids difficult for
estimators, Factors such as material deliv-
ery changes, plant or pipe shortages, ab-
sent laborers, inclement weather and
equipment breakdowns are nearly impos-
sible to predict. A miscellaneous cost fac-
tor for these unanticipated problems can
be included in the bid, but if the estima-
tor adds too much, he may risk losing the
job for the company.

This is where better communication
with field supervisors could help the es-
timators do a better job at predicting job
costs. Managers should be the ones to
help facilitate this communication. If
managers create an atmosphere where
communication is open and appreciated,

estimators can draw on the experience
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Vila & Son General Manager Charlie
Lockerson and Project Supervisor Scott
Campbell review a demolition plan with
estimator Ivan Vila.

of the field personnel to prepare a more

accurate estimate.

Communication goes both ways

It works the other way around too. In
some instances, the sales and estimating
department may have information that
would help the field workers perform
better.

Here is a situation that comes to mind:
The salesman on a particular project has
agreed to complete a small project for a
new client at cost, in exchange for the
promise of a larger upcoming project. The
field workers, seeing there is a tight
budget, but not having the inside knowl-
edge as to why it’s so tight, may push hard
to bring the project in within budget
rather than do their typical, high-quality

continued on page 62

Conflict resolution
checklist

We have many important duties as
leaders of landscape companies.
Managers must recognize communi-
cation lapses and repair them. Once
there is recognition of the issue and
an understanding of its magnitude, a
manager must find ways to improve
communication between any oppos-
ing groups, with the goal to develop
a cohesive team. In Win Manage-
ment, author George Fuller suggests
a procedure for resolving mistakes
between groups:
= Don't get angry.
= [dentify why the mistakes were
made.
® Don’t unfairly assess blame.
® Understand that everything is a
learning process.
® Realize that faulty communications
can cause errors.
® Beware of false accusations.
Fuller also suggests some useful tac-
tics managers can use to facilitate
better group cooperation:
m Don't interrupt and cut off people,
even if their suggestions are of no use.
= Don't let discussions become
heated when there is disagreement.
= Try to be low key about stating
your opinion.
u [f you have to veto a suggestion, be
sure to explain the reasons why.
m Express your appreciation.
Good group interaction is critical to
maintaining a competitive advantage.
Resolving the conflict between the
field supervisors group and estima-
tors/sales group will eliminate one ob-
stacle to maintaining this advantage.
—CC

|
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nutrition for landscape ornamentals

No matter how terrific the turf looks, your cus-
tomers won't be happy if their shrub beds are
overgrown with unsightly weeds. And, unless
you have free labor available don't even think
about hand weeding! Woodace Preen Plus gives
you the power of two active ingredients, stopping
more weeds than any other shrub bed weed
preventer on the market. One application of
Woodace Preen Plus prevents weeds for up to
6 months. Woodace fertilizers are specially
formulated for ornamentals with exclusive
technologies like Perk® slow release iron, MESA
slow release ammonium sulfate, Expo® slow
release potassium sulfate, and IBDU* slow
release nitrogen. So dont walk by an
opportunity every time you knock on a
customer’s door. Make Woodace Preen Plus
the foundation of your ornamental bed
maintenance plan. Combined with Woodace
plant nutrition, Woodace Preen Plus will make
your customer's shrub beds the envy of the
neighborhood. For more information and to get
your FREE handy spreader visit our website at
wwwlebanonTurfcom, click on promotions and

enter coupon code LM5026
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BUSINESS ESTIMATORS VS. SUPERVISORS

continued from page 60

job. The new client thinks this rushed job
is typical for the company and withdraws
his offer for future work. If the estimator
had communicated the big picture to the
field group superintendent, the super
probably would have bent over backwards
to impress this new client, and there likely
would have been a better result.

It's human nature that when a mistake
is made, a person first looks for causes
other than himself. In the above scenario,
the estimators will point at the field per-
sonnel and the field personnel will point
at the estimators. Facing reality can be
hard, and when conflict arises many man-
agers subconsciously avoid dealing with
the problem.

A company culture that sweeps prob-
lems like these under the rug can be a big
part of the problem. It is important for an
organization to develop a culture where
shared company values are evident and
everyone's concerns can be voiced with-
out fear of retribution. In order to build a
sense of common values, management
must develop methods to tie company
values to group and individual actions.

Perception problems, communication
breakdowns and organizational culture
failures are the result of leadership prob-
lems and it is this leadership malfunction
that is the root cause of group conflict.
Educating our managers is a key to resolv-
ing this conflict.

Talk it out
If these occurrences are allowed to con-
tinue without management'’s interven-
tion, the consequences will be damaging
to the company in several areas. Most of
these consequences have an effect on the
bottom line of the company evidenced by
lower employee morale, excessive pro-
duction mistakes and the discouragement
of clients caught in the middle.

To be proactive in heading off these

negative scenarios, managers should hold a
meeting of the combined groups and facili-
tate a discussion to learn their perception
of the problem. Here they can discuss their
problems openly and work out strategies
for improving the groups’ relationships.

One idea is to hold a “mirroring”
meeting, where the groups meet face to
face with open interaction intended to
help members understand the other
side’s point of view. A review of current
procedures and company expectations
with both groups involved in the discus-
sion will help bring the groups closer to-
gether. This review of perceptions and
open communication serves to establish
goals and an action plan for implementa-
tion of change.

Another method for bringing these
two groups together as a unified team is
to initiate a series of “ride-alongs,” where
for example, the members of the estimat-
ing group ride along for a day or two with
a member of the production group. This
is in effect a “walking in my shoes” ap-

A,

Vila & Son Estimator Chrissy Santiesteban
reviews a bid with General Superintendent
Ken Catalano.

proach. By giving the field supervisors an
opportunity to use the computer estimat-
ing program and a chance to participate
in compiling and estimates, it helps them
better understand the challenges faced by
the estimating group.

At Vila & Son Landscape Corp.'s West
Palm Beach, FL, location, Branch Man-
ager Charlie Lockerson has recognized
the potential for conflict and taken some
interesting steps to ensure team cohesive-
ness before any conflicts can get out of
hand. His idea of monthly “On The
Deck” meetings, which include the entire
office staff, estimating department and
field supervisors, gives everyone a chance
to air it out.

“Everything is fair game at these
meetings,” Lockerson says. “If anyone has
any complaints or conflicts it gives them

continued on page 64
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Frustrated by generic bookkeeping software?
Save time and money with GroundsKeeper Pro, business
management software that will control s :
up to 10,000 customer accounts. It helps mc‘h‘ﬂuﬁg“";‘. - e
you manage all of the business issues %"
associated with running a successful

landscape and lawn care company.

GroundsKeeper Pro is easy to install
and use, and will not infringe on your
outdoor hours. Use it for:

* Scheduling

* Invoicing & Late Statements

* Accounts Receivable

* Routing

* Job Estimating

* Tracking Expenses

* Tracking Customer Account Activity

size of your organization, GroundsKeeper
* Contracts 1 A
Pavroll Lite is your answer. Exclusively designed
* Payro ol (O ) )
gagun]y S —338 for small lawn maintenance or service
* Chemical Applications Reports

;i ) o companies, GroundsKeeper Lite tracks customer
* And much, much more!

accounts and manages the billing process with the same

Just $379.95 with FREE technical support!

precision and accuracy as the Pro version.

Free demo available at $259.95 with FREE technical support!
http://www.adkad.com/LM.htm

565 Herrick Road * Delanson, NY 12053 $219.95 with FREE technical support!

800-586-4683

If seeing ‘white’ rings your register, Blizzard Buster is for
you. Designed specifically for snowplowing
businesses, it helps you create routes,

maintain your customer accounts, report

income statistics, and much more.

Visit our website for more details and a

FREE trial copy of your preferred software!
www.adkad.com
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BUSINESS ESTIMATORS VS. SUPERVISORS

continued from page 62

the opportunity to bring it out into the
open. On the flip side we make an effort
to pass out some compliments and ‘atta-
boys’ when people deserve some extra

appreciation.”

Some people are tentative about
opening up so Lockerson prompts them
to speak up by offering prizes and re-
wards for participation.

“It’s all about communication,” says

Yordi Rivero, director of human resources

and Growth

* Cut callbacks and plant loss

* Improve plant survival and health

* Five products to meet your specific needs:
dryROOTS®?, M-ROOTS®, TRANSPLANT 1-STEP®,
ROOTS® concentrate and ROOTS® Plant Food

Ask about Roots products,

S /‘.‘% tOdaY-

rnn& .. Our Name Says It All

novozymes*‘

Circle 119
64 LANDSCAPE MANAGEMENT / FEBRUARY 2006 / www.landscapemanagement.net

at Vila & Son. “The simple fact that peo-
ple recognize there is an issue that needs
resolution is the hardest part. Sometimes
having an open mind is all it takes to get
the ball rolling toward a solution,” he says.
“At Vila & Son we use job-shadowing
methods similar to the ride-along in many
departments. Even our branch managers

shadow each other from time to time."

Try some job mixing
events to provide a
better understanding
of the challenges the
conflicting groups
encounter on a
day-to-day basis.

What to do?
Some conflict is normal in any company
and constructive conflict is good for a
group; but too much conflict can hand-
cuff an organization and keep it from
being productive. If you suspect this may
be happening right now in your company,
initiate a series of combined group meet-
ings to develop an action plan to prevent
conflicts. Then try some job mixing
events to provide a better understanding
of the challenges the conflicting groups
encounter on a day-to-day basis.
Insightful leaders will take this oppor-

tunity to strengthen their company. Run-
ning a business is so much easier and
profitable when everyone within an or-
ganization works together to reach a
common goal. So take a good look
around. How united is your team? Lm

— The author is with Vila & Son

Landscape Corp. Contact him at

CraigC@VILA-N-SON.COM.
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Test Drive “Commercial Reliability”

See For Yourself Why Bush Hog’
Zero Turn Mowers Deliver A
Manicured Lawn Year After Year

ALL BUSH HOGS ARE ROADSIDE MOWER TOUGH
Bush Hog's famous reliability pays off. With a manicured
look and the reliability to deliver it on schedule year after
year. Because Bush Hog"” Commercial Zero Turn Mowers
come with more and better standard features.

* Rugged 7-gauge deck - the same deck used on
Bush Hog roadside mowers

* Tough, durable spindles - the same spindles
used on Bush Hog park, school, golf course
and airport mowers 1

* Rugged, long-lasting headlights

* Pivoting front end that provides
frame twist protection

* Dual filtered fuel systems that
protect the engine

* Time saving easy drop out spindles

* Industry proven
engines and
drive systems

BUSH HOG MOWS
30,000,000 ACRES A YEAR

Bush Hog Zero Turn
Mowers are real

Bush Hogs with the
same rugged compo-
nents as the machines
that mow more than
30,000,000 acres a year.

See all the reasons
Bush Hog Commercial
Zero Turn Mowers deliver a

manicured look year after
year at www.bushhog.com/
management. Test drive them at
your Bush Hog dealer.

NO PAYMENT UNTIL OCTOBER 2006 AND
NO INTEREST UNTIL SEPTEMBER 2006 OR
INTEREST AS LOW AS 0% FOR 12 MONTHS

At participating dealers.
Offer ends 5/31/06. Some exclusions apply.
See www.bushhog.com for details.

./; \ ®

X! BUSH HOG
‘g\\ X

< Performance You Can Count On*"

BUSH HOG, L.L.C. * P.0. Box 1039 * Selma, AL 36702-1039
(334) 874-2700 -+ Dept. LM-02 - www.bushhog.com/management

BUSH HOG® Mows 30,000,000 Acres A Year.
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UL N TECH TRAINING

tech training

The resources are out there to build a

knowledgeable, loyal irrigation team

BY STEPHANIE RICCA / Managing Editor

raining is a word thrown
around a lot in the
Green Industry. Gener-
ally the most common
training taking place
over a normal work year
covers issues like safety,
OSHA, customer service, upselling, you
name it. Don't let technical training get
lost in the shuffle, especially when it
comes to irrigation.

“It’s a challenge finding qualified irri-
gation technicians,” says Tom Heaviland,
president of Heaviland Enterprises, a full-
service company headquartered in Vista,
CA, that handles commercial accounts
from two branches in the San Diego area.
“We've trained most of the people we
have now from the start.”

That's a typical irrigation technician
scenario. Heaviland employs four irrigation
techs at a given time devoted 100% to irri-
gation services for the company’s commer-
cial clients in the dry southern California
area. The challenge becomes twofold:
Finding good people, then getting, and

keeping them up to speed.

Whether your company employs
four irrigation techs like Heaviland's or
just one, this is one segment of your
business where technical training can't
fall by the wayside. Take the time to
build a good training program, keep your
irrigation staff aware of new technologies
and rely on the resources available inter-
nally and externally.

Do what Bernie Smith and his irriga-
tion team at Swingle Lawn, Tree & Land-
scape Care in Denver, CO, do. On the
Colorado Front Range, their market, irri-
gation season runs from the last week of
March through the first week of Novem-
ber. Smith, Swingle's irrigation manager,
keeps six service technicians and two 2-
man installation crews as full-time em-
ployees. During the season, everybody
works on irrigation install, maintenance
and retrofitting.

Irrigation, primarily for residential
properties, makes up about 5% of the
company’s revenues.

“For our service crews we look for

Heaviland Enterprises

irrigation tech
Alejandfd,Chonteco

L4 !
works on fbp_alrs

some level of irrigation familiarity,” Smith
says. “They don't have to have 10 years of
experience, but some is helpful.”

Potential candidates go through exams
and interviews for Smith and Irrigation
Supervisor Pat Dillon to see if the person
is a qualified fit. Swingle's irrigation team
boasts a roughly 90% retention rate.

“There’s a saying that irrigation techs
tend to be a nomadic tribe,” Smith says.
“But I have a theory as to why they stay
here, and [ think it has a lot to do with
our philosophy on treating people.”

That philosophy begins with the com-
pany’s internal irrigation training program.

Internal training
“We do a little bit of external training, but
continued on page 68
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A Superior 3/4" Rotor
Comes with a Price...

List Price $ 1350

Rain Bird" 5004 Rotor

- ...a Lower One.

($169 less per case than Hunter* PGP"¥)

List Price $ 15 90

Rain Bird” 5004 Plus Rotor

Install Confidence?®
Install Rain Bird® 5000/5000 Plus Rotors.

You are always looking for ways to save time and save money,
all in an effort to be even more profitable. One clearly superior
way to do all three is with Rain Bird 5000/5000 Plus Rotors.

* Eliminate dry spots with
water-efficient Rain Curtain™
Nozzle Technology.

* Proven reliability backed by an
industry-leading 5-year warranty.

* Improve productivity with flow
shut-off and faster, easier pattern
adjustments and nozzle changes.

Ask your Rain Bird distributor today for your lower price.
Visit www.rainbird.com/5000 for more information.

RaN I BIRD

* Case price based on Hunter PGP 4" rotor list price of $21.95 per rotor as of October 1, 2005.
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BUSINESS TECH TRAINING ik P
Association training

continued from page 66

we found we had the greatest success
with developing our own training pro-
gram,” says Smith, who has been with the
company since 1994. He developed a
training manual for the irrigation depart-
ment about a year into the job and an-
other revision is in the works.

The manual includes chapters and ap-
pendices on everything from technical train-
ing to customer relationships, conduct and
key company policies. Smith distributes it to
the irrigation for a full week of training
every March before the season starts.

Smith and Dillon conduct the five-day
training workshop and every chapter of
the manual in the classroom and in the
field. The training is effective in part,
Smith says, because it covers company

policies as well as irrigation.

Take advantage of training offered by regional and national irrigation associa-

tions. If you're in a dry region like California, local associations and water boards
offer plenty of opportunities. On a larger scale, the industry’s two major national
associations, the Irrigation Association (IA) and the American Society of Irrigation

Consultants (ASIC) offer training to their membership.

The IA offers classes and different certification levels for irrigation con-
tractors, designers and auditors, as well as a major annual trade show. I1A's
bookstore in particular is a good resource for both training manuals and

software. Visit www.irrigation.org.

ASIC educates its network of independent irrigation consultants. For

more information visit www.asic.org.

“When we go over OSHA, we bring
in a supervisor from another department
who had extensive background in
OSHA,” he adds.

Smith also holds informal weekly
meetings for his irrigation team to discuss
business and to do loose training, often
based on information he culls from cus-
tomer feedback cards left at each job.

External resources

Other companies, like Heaviland's, rely
on a combination of internal and external
training resources,

“We do in-house training to run paral-
lel with the Certified Landscape Techni-
cian (CLT) test,” Heaviland says. He also
takes advantage of several supplier train-
ing programs.

continued on page 70

Smarf W.:rl'nr Solutions

» City at Union Station

Kansas City, Missour

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.

¢ M ixed-use developments with heavily traveled public spaces would be
wise to engage an ASIC Professional Member.

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 designed for the

nation’s second largest train station.”
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ANDY SCOTT
Executive Director * Union Station Assistance Corporation

They make the critical

PO Box 426
Rochester, MA 02770
508-763-8140
Fax: 508-763-8102
www.ASIC.org
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_ They say many
. hands make light Work.

What they don't sayis
how mucha Bunch of
hands goes for
these days.

PREEMERGENT BROADLEAF Herb

fact is, hand-weeding can strangle your profits in no time. Maybe that’s why so many nursery operators are opting for the proven, long-lasting
weed control of Gallery* specialty herbicide. Gallery effectively controls 95 species of broadleaf weeds — including chickweed, spurge and oxalis — for up to
eight months. And Gallery can be used on 440 field-grown and 230 container-grown ornamentals. Gallery can also be applied in an over-the-top application
on more than 400 ornamentals. This year, take a hands-off approach to weed control with Gallery. @ Dow AgroSciences

Saves on Labor Costs. mv‘

Trademark of Dow AgroSciences LLC
Awarys read and follow labed directions
www dowagro.comurl - 1-800-255-3726
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continued from page 68

Heaviland has the added bonus of free
technical irrigation training conducted by
his local irrigation district. (Visit www.-
lib.berkeley.edu/WRCA/district.html for

a list of all California districts.)

“The irrigation district that our Vista,
CA, branch is located in offers a free
training class called Protector Del Aqua,
conducted in Spanish, which we need.
Water here is such a scarce resource that
the irrigation districts train landscapers.”

Heaviland sends his irrigation crews
for formal training, whether it's through a
supplier or the county, usually twice per
year.”

Smith adds, “Training is such an inte-
gral part of our company. If you haven't
planned or trained, there’s no way you are

going to execute.” Lm

STRAIGHT FROM THE SOURCE

Manufacturer training

Both Tom Heaviland of Heaviland Enterprises and Bernie Smith of Swingle
Lawn, Tree & Landscape Care say their irrigation crews spend a lot of time
retrofitting and maintaining existing irrigation systems. They have to know the
details of many different manufacturers’ parts.

Irrigation system suppliers have met this need by ramping up their own
technical training, making it easy for contractors to attend supplier-specific
training in their area, or download training materials from the Internet.

Topics range from residential design to estimating and bidding, system service
and troubleshooting.

Heaviland and Smith advise forming professional relationships W
with your irrigation manufacturers and distributors to find out the INFO
most current training information and materials they have. | www.hunterindus-

Through the Hunter Industries Institute of Irrigation, the : m(.::mud. L
company offers training at conferences and on-site with Hunter nformatior
distributors. The company makes specific resources available on- T
line through the Hunter Preferred Contractor Program, says | from these supplie
Marketing Manager Diane Noecker. ,

“Reference guides and other materials by established experts, like ‘How to
Price Landscape and Irrigation Projects’ by Jim Huston and ‘Troubleshooting Irri-
gation Control Systems’ by Bill Derryberry, may be purchased through our Pre-

ferred Contractor Program,” she says.

| on the training
eSOUrce

peese deer rabbits snak

Attractive repellent

Liquid Fence... Making you and your bottom line
look pretty darn handsome, too!

What makes the Liquid Fence family of animal repellents so attractive?

* Offering the reliability of Am

Effective, economical, environmentally friendly and great for your bottom line -
The Liquid Fence family of products - the attractive repellents.

The Liquid Fence Company

To learn more, call one of our specialists at (800) 923-3623 or go to www.liquidfence.com

Circle 132

number-one selling deer and rabbit repellent.

* Providing the added-value service your customers really need.
* Year-round effectiveness makes year-round service possible.
« Affordable protection for your customers - substantial margins for you!
* The confidence that you're applying products that are 100% guaranteed.

Rain Bird Corp. is well known for
its comprehensive Rain Bird Academy,
a full schedule of regional training ses-
sions that range from half-day to two-
day intensive sessions.

Rain Bird conducts all its training in
person and the company has recently
branched into business offerings for
contractors.

“A lot of what we do is promote
professionalism in the industry,” says
Rain Bird Senior Technical Trainer
Robert Pfeil. “We have a dedicated
staff that works on nothing but train-
ing and we put a lot of resources to-

'S muws.%
»\ N2 <7 <5

e

o on

ward developing materials and cur-
riculum.”

Both Hunter Industries and Rain
Bird offer Spanish-language training,
a must for today’s diverse crews.

The companies mentioned here are
just a few. Ask around to your distrib-
utors and manufacturers for specific
information to include in your own ir-
rigation training.
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&;r over a quarter of a century, the Walker Mower has been
an American original design; developed and manufactured by
the hands of skilled craftsmen who have specialized in one
product line. The Walker Mower is not an “overnight project”
or a copy of another mower—the original design challenge was
fo make a machine to do a job. Today, thousands of landscape
professionals have found the Walker Original fits their job and
has helped build their business. If productivity and high quality
mowing are needs in your business, see what the Walker
Mower can do for you.

o =1 =
+ —EN | ow———

Accepted in the United States and 28 nations around the

world as a leader in Commercial, Zero-Turn Mowing

ALKERY

Cirde 133 ™

5925 E. HARMONY ROAD « FORT COLLINS, CO 80528
www.walkermowers.com « Request a Free Demonstration Today

VIOWERS

(970) 221-5614 NDEPENDENT
NNOVATORS
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Innovations

HOT NEW PRODUCTS

Get Rid of rodents

Rodent Rid from Bell Labo-
ratories controls pocket gophers,
grounds squirrels and voles in as
little as 24 hours. With an acute
zinc phosphide active ingredient,
Rodent Rid can be used in nurs-
eries, parks, lawns, golf courses,
ornamental and non-bearing
fruit tree plantations and other
non-crop areas. Depending on
the location, the bait can be ei-
ther broadcast or hand applied.
Rodent Rid also contains human
food ingredients making it highly
palatable to pests. Rodent Rid
comes in an easy-to-carry three-
pound pail to keep bait fresh and
free from odor contamination.
For more information contact
Bell at 800/323-6628 or visit
www.belllabs.com /
circle no. 250

2 Perfect ponds
WaterMark by Little Giant
Pump Co. has a new line of
water gardening and Koi pond
products. Little Giant has collabo-
rated with water garden owners
and installers to identify common
challenges, and used the feed-
back to design products that sim-
plify installation and reduce pond
maintenance. The WaterMark
lineup features vortex pumps,
pond skimmers, biological water-
fall filtration units with BioVort
technology, energy saving
programmable LED lighting

and a line of fish food, water
treatment and pond cleaning
products.

For more information contact
WaterMark at 888/271-1368 or
visit www.watermarksolu-

tions.ws / circle no. 251

ASV track loader

ASV's new rubber track
loader, the SR-80, is built on a
new ISR-4 undercarriage with 20-
in. rubber tracks, a multi-level sus-
pension and four wheel carriages
on each side that flex independ-
ently. The SR-80 has an overall
width of 72 in., an all-new chassis
and a 125-in. lift height for the
bucket. The cab has an adjustable
suspension seat, split lap bar with
gauge package and an optional
slide up door. The company also
launched a smaller model, the
SR-70 (not shown), with 15-in.
tracks on a 66-in. machine. This
model is built on the same chassis
and cab as the SR-80. They can
travel at max 7 and 12.5 mph.
For more information contact
ASV at 218/327-3434 or visit
www.asvi.com / circle no. 252
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LIGUTD FENCE®
B Ly
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4 Pest repellents
Protect your lawn, plants
and garden with The Liquid Fence
Co.'s line of pest repellents. Liquid
Fence offers 100% guaranteed
protection with its Deer & Rabbit
Repellent, new Mole & Vole,
Snake and Goose Repellents. Lig-
uid Fence products are environ-
mentally friendly and typically re-
quire no-additional licensing to
apply. Liquid Fence repellents
work in all four seasons, and can
be co-applied with many pesti-
cides and fertilizers, including the
company’s Speedy Grow organic
plant accelerator. Products are
available sizes ranging from
quarts to 260 gallon totes.

For more information contact
Liquid Fence at 800/923-3623 or
visit www.liquidfence.com /
circle no. 253
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Wor

and
increase

your
bottom
line.

CALL TODAY

for a
Whether your goal is to reduce labor costs, increase services or reduce
on-the-job liability, Gordon’s plant growth regulation products provide MEE
a profit making strategy you'll want to incorporate into your turf and
ornamental management programs. PRODUCT COMPARISON
RATE CHART

Properly timed applications of these products can:

Embark” PGR Benefits: Atrimmec” PGR Benefits:
z Reduce trimming and pruning Z Reduce trimming and pruning
operations by 50% or more operations by 50% or more

z}\'m-p ornamentals neat and trim M Keep ornamentals neat and trim

Z\m'h h your mowing schedule E Promote fill-in of damaged

Z woody ornamentals
Hold edges along walks and X

driveways Z(;i\ e shrubs a neat, compact
appearance

And both products reduce the potential for worker injury during
trimming and pruning operations. Where do all those savings go? Right
to your bottom line — that’s working smart!

Gordon’s PGRs -
The MOST VERSATILE Landscape Tools Available! Your guide to understanding

which products to use for

= | pbil /sordon 1-800-821-7925 your needs.
= l :DF!PCJF!E‘J'L']DI_J www.pbigordon.com

Embark and Atrimmec are registered trademarks of PBl/Gordon Corporation.

00143

An Employee-Owned Company ALWAYS READ AND FOLLOW LABEL DIRECTIONS ©2006 PBI/Gordon Corporation
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TECHNOLOGY

]
SMALL ENGINE ISSUES

COMMERCIAL POWER

Education is a powerful tool

Keeping equipment up and running day in and
day out is a necessity for lawn care profession-
als. That starts with having a skilled technician
who not only fixes problems, but can also imple-
ment a practical maintenance program. But
finding a skilled technician is not an easy task.
The best ones are hard to come by.

If your business already has a good techni-
cian, remember that he/she also needs his/her
own maintenance program to gain the knowl-
edge needed to keep the newest pieces of
equipment up and running. With all of the new
engine lines that are being produced comes
new educational opportunities for technicians.
Briggs & Stratton Central Distributors now pro-
vide regional educational classes aimed at the
commercial technician. These classes feature a
practical hands-on approach, and are typically
one or two days in length.

With access to the Internet, technicians
have two options to research classes. If you
already have a relationship with one of our
Briggs & Stratton Central Distributors, you can
go to www.thepowerportal.com. This Web site
requires a log in and password. Once in, click on
the technical information tab, and then the edu-
cation link on the drop down menu. From here,
click on the Class and MST Exam Schedules.

If you do not have a relationship with our
Distributors, then the other option is to visit
www.commericalpower.com. Click on the
Contact Us link at the top of the home page.
Then either type in your city or click on

Distributor Territory Map, which will provide you
with a map and contact information for the
Briggs & Stratton Central Distributors across the
United States, Call and ask for the Educational
Director who can supply you with the upcoming
class schedule.

Taking advantage of educational opportuni-
ties provides great benefits for both your techni-
cian and for your operation.

By Mark Nelson,
Master Instructor,
Briggs & Stratton Customer Education

Technology continues to
meet the emissionN and
efficiency challenges.

2=cycle vs. 4=cycle

BY HARRY SMITH

hich is better: 2-
cycle or 4-cycle
engines for small

handheld power
equipment like
blowers, trim-
mers, edgers,
pole trimmers, hedge clippers and hover
mowers? The answer is not simple.

Once upon a time there was only one
answer, 2-cycle. That's because 2-cycle
engines were light in weight, high in
horsepower per pound and could operate
in all positions. Their drawbacks were rel-
atively high fuel consumption and high

emission output.

Stricter regulations

Nothing is permanent, though. In 1998
the California Air Resource Board de-
manded cleaner off-road engines. The Fed-
eral government echoed C.A.R.B.'s stan-
dards. Momentarily in the Los Angles
(South Coast) basin 2-cycle engines were
effectively banned.

This created a mad scramble by lawn
maintenance contractors. Suddenly there
were generators mounted in every conceiv-
able location on service trucks. Miles of ex-
tension cords were purchased and under-

powered tools led to frustration and cost.

The engine manufacturers responded
with cleaner 2-cycle engines and small,

lightweight 4-cycle engines.

New technologies

Wias this the end of the story? Definitely
not. Emission standards become more
stringent each year. Thankfully, 2-cycle
engine manufacturers have generally been
able to meet the requirements, but a few
have decided to put their technological
resources elsewhere. Two that have
hedged their bets are Stihl and Shindawa.
They have designed engines that blend
the best of 2- and 4-cycle technology.

Both designs have valves and cam gear
like a four stroke but use an oil/gas mix.
Several major benefits are derived from
this technological marriage. These engines
have a more bearable “4-cycle sound,”
lower emissions and very good lower rpm
torque. My students describe them as
“gutsy” when they try out one of these
engines on a stick edger. They're hard to
stall and sound as though they are run-
ning at a lower rpm than a comparable 2-
cycle engine.

This is not the final answer of course.
Technology continues to meet the emis-
sion and efficiency challenges.

— The author is turf equipment professor at
Lake City Community College, Lake City,
FL. Contact him at smith@lakecitycc.edu.
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LOOK AROUND, VANGUARD" BIG BLOCKS"
ARE REALLY CUTTING IT UP.

VANGUARD" BIG BLOCKS™ FROM 25.0 TO 36.0 HORSEPOWER
(Including NEW 30.0-36.0" HP Vertical Shaft Models)

You're always on the lookout for ways to be even more profitably productive.
That’s why you should give Vanguard BIG BLOCKS a serious look. These air- and
liquid-cooled BIG BLOCKS power the machines that get a lot more done. So don't
just sit there. Click on commercialpower.com to be linked with BIG BLOCK-powered
machines that'll have you looking at a better bottom line.

LARS Jan

* 34-36 HP are projected gross HP rating for the 993cc vertical shaft engine models
Production engines available in July, 2006 VIMERCIAL BRIGGS & STR
v
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YOU CAN START NOW

The Web with all of its Vast information and
great S€arching capabilities is now putting the
POWET to publish in everyone’s hands.

BY TYLER WHITAKER

o0 you ever have the feeling that
your company memos are just
wallpaper for the break room bul-
letin board? Is the area surround-
ing your company time clock the
main distribution point for com-

pany goals, strategy and culture?
All too often we find ourselves spending time look-
ing for memos, answering questions that have already
been answered, and repeating meetings with the
same old announcements. If this sounds familiar, you
might want to start blogging.

It’s all about communication

In a labor-intensive industry like ours, employee
communication is a critical success factor. That's why
we spend so much time in meetings, training ses-
sions, reading e-mail, reviewing company memos and
the list goes on. But are we as effective as we could
be? What happens when someone misses the meet-
ing or loses the e-mail? When in a meeting, who
keeps track of the key points and new policies dis-
cussed? From personal experience I've found that the
hardest question of them all is: Where can I find all
of this information when I'm ready to review it? The
answer is: the Internet.

In the past, if you wanted to publish information
on the Internet, you needed a Web page and a fair
amount of technical skills to make it happen. Busi-
nesses got in on this concept by creating “Intranets”
or internally focused Web pages to communicate.

To blog or not to blog?

Author your own Web site

The Web with all of its vast information and great
searching capabilities is now putting the power to
publish in everyone’s hands. It's called blogging. The
word blog is short for “Web log,” similar to an online
journal. But with the latest blogging software, you
can now create full-scale interactive Web sites that
allow your staff to post thoughts, pictures, exchange
comments, and collect information, all on an easily
accessible Web site.

You don’t need to be technical to make it work.
If you can send an e-mail or edit a document, you
can blog. And best of all, in the time it takes to type
in your information, you can have it available online
for anyone to read, search, and most importantly
make comments. Blogging really does two revolu-
tionary things. First it provides an easy way for any-
one to publish information on the Web. And second,
it empowers the reader to type in their comments in
response to your information.

I know what you're thinking, “How can I get
started? We don’t even have a server.” Here's where
blogging really shines. Simply put, you don't need a
server. Several Web sites out there provide everything
you need to get started. Just sign up, give your blog a
name and start adding content. Check out these Web
sites: www.blogger.com, www.wordpress.com,
www.typepad.com. You can literally get started in a
few minutes.

— The author is chief technology officer for the
Symbiot Business Group. Contact him at

801/733-6900 or twhitaker@symbiot.biz.
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Pampers 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 it's easy on predacious mites
and beneficial insects. And its low toxicity means it's
easy to work with and safe for the environment. g .

If you want to drop the hammer on mites, while Horam!te SC
you pamper everything else, get the economical, I e
user-friendly control of Floramite.

//-‘“ www.chemtura.com
Always read and follow label directions
e‘ , ,tu ra Floramite is a registered trademark of

\ Chemtura Corporation
©2006 Chemtura Corporation
FL-ad02-1105 CCP-10906
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PUMWG UP THE

pipeline

Encouraged by continuing growth, control product suppliers promise
a continuing stream of choices for ‘06

BY RON HALL /
Editor in Chief

asic manufacturers

and formulators

continue to focus

on turf & orna-

mental (T&O)
where they see continuing
modest growth.

Also encouraging, proven
chemistry is coming off
patent. It promises a growing
selection of generic T&O pest
control choices from compa-
nies such as Phoenix Environ-
mental, the two-year-old

Georgia-based chemical sup-
plier with experienced formu-
lation expertise.

Professional landscape and
lawn care operators are fortu-
nate to have basic manufac-
turers searching for and de-
veloping new chemistry.

“We're starting to screen
earlier on non-crop products,”
says Toni Bucci, business man-
ager of turf & ornamentals for
BASE “We have an active dis-
covery process for herbicides,
fungicides and insecticides.
They all get screened on turf”

The same can be said, to
varying degrees, for other basic
suppliers, such as Syngenta
Professional Products, Bayer
Environmental Science and
Dow AgroSciences.

This past year saw the ar-
rival of new players in T&RO
— DuPont, Arysta Life-

Science and aforementioned
Phoenix Environmental.

The following is a quick
rundown of what to expect
from these and other chemical
control product suppliers.

Insecticides
A 2004 collaboration between
Bayer Environmental Science |
and FMC Corp. resulted in the |
development of Allectus in-
secticide containing Bayer's
imidacloprid and FMC'’s
bifenthrin. It controls surface
and subsurface insect pests in
turf. The U.S. EPA approved
Allectus with fertilizer this
past December. Look for
product this spring.

Meanwhile Bayer contin-
ues to tout the efficacy and
long-term control of its still
relatively new TopChoice fire
ant bait (A.L fipronil). But the
newest insecticide in its port-
folio is Forbid, a miticide (A.L
spiromesifen) that can be

 continued on page 80




TANK

Only the best-built commercial equipment is tough enough for the world’s
toughest critic. And with available Cat diesel engines, nothing is tougher than
the “Gunny Approved™” TANK™ M60 and M72 commercial zero-turn riders. Visit
www.cubcommercial.com or call 1-877-835-7841.

Cat, Caterpillar and Cat Diesel Power and their respective logos are registered trademarks of Caterpillar Inc. and used with permission.

R. Lee Ermey, USMC veteran, TV show host, film star

Cub Cadel”

YOU CAN'T GET ANY BETTER”
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continued from page 78

sprayed on the leaves of orna-
mentals and is effective
against mites and whiteflies at
all life stages. It was unveiled
in July 2005.

Arysta LifeScience, which
moved its U.S. operations to
Cary, NG, in 2005, offers its
insecticide Arena (A.I. clothi-
anidin). Continuing field trials
show that it offers excellent
control of most major surface
and subsurface insect pests
(white grubs, chinch bugs, sod
webworms) at low rates at
standard timing, providing a
better bargain for end users.
Applying it at the labeled rate
for early or curative treat-
ments offers equally good
control, says Arysta's Dr. Doug
Houseworth.

DuPont Professional Prod-
ucts is finding early success in
the turf pest control market
on the back of its proprietary
indoxacarb molecule, the A L.
in its Advion granular fire ant
bait. Mike McDermott,
DuPont global business man-
ager, says the product has been
providing users with a 24 to
72 hour knockdown of fire ant
colonies and excellent residual
control. The company has
more plans for the versatile
molecule, he says.

Also, look for DuPont to
come out with several more
insecticides with unique
chemistry, including a product
targeted at white grubs, Mc-
Dermott says.

BASF's ramped-up insecti-
cide discovery efforts will pro-
duce a fire ant bait for the

T&QO CHEMISTRY

Basic
manufacturers
continue to
search for and

develop new
chemistry.

2007 season. The yet-to-be
named product will contain
the A.L. metaflumizone and
will replace Amdro Pro.

“Amdro Pro is a tried-and-
true technology. It's been
around a long time and we're
ready to freshen things up a
bit," says BASF's Bucci. “We're
bringing in a new proprietary
BASF chemistry."

Herbicides

Meanwhile, BASF's Pendulum
Aquacap pre-emergent herbi-
cide (pendimethalin) has been
a success in lawn care, and the
company plans to develop
other products in a similar
ultra-thin capsule formulation,
Bucci says.

This spring look for
PBI/Gordon’s new 4-way
mixture (quinclorag, sulfen-
trazone, 2,4-D and dicamba).
It's targeted for post-emer-
gent control of crabgrass and
broadleaf weeds. The com-

pany will release its name
soon.

“It’s different in that it's
not a single product for
post-emergent grass and
post-emergent broadleaf
control,” says Bill Brocker,
vice president of marketing.
“The new product is very
strong on nutsedge and crab-
grass post-emergent. It has
decent activity on gooseg-
rass, plus it has traditional
excellent activity on spurge,
wild violets, English daisy
and the regular perennial
and annual lawn weeds.”

Monsanto’s new Certainty
turf herbicide (A.L sulfosul-
furon) is labeled for control of
sedges (purple nutsedge, yel-
low nutsedge, Kyllinga) and tall
fescue in common or hybrid
Bermudagrass and other warm-
season turfs. It can also be used
to control Poa annua in highly
managed Bermudagrass.

Other newer herbicides
that came to our attention
these past few months include:

Polaris herbicide from Nu-
farm Americas Inc., is a broad-
spectrum product for indus-
trial vegetation management.

Nufarm'’s new Razor Burn,
a liquid pre-mix formulation
of glyphosate and diquat of-
fers broad-spectrum non-se-
lective control of many annual
and perennial weeds, woody
brush and trees.
SedgeHammer herbicide
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from Gowan Company con-
trols both yellow and pur-
pose nutsedge in cool- and
warm-season turfgrass. The
product replaces Manage
herbicide by Monsanto,
which Gowan acquired the
rights for last year.

Surflan WDG specialty
herbicide by United Phos-
phorus Inc. controls 50 an-
nual grasses and small-seeded
broadleaf weeds. UPI says it
is the market’s only water
dispersible granular oryzalin
herbicide.

QuickSilver T&O herbi-
cide from FMC controls
weeds seven days after emer-
gence of turfgrass in newly
seeded, sodded or sprigged
areas and also broadleaf weeds
on stone-covered yards.

And, from Chemtura Crop
Protection, there's a botanical
nematicide for the suppres-
sion of turf and ornamental
parasitic nematodes, including
lance, sting and stubby root
nematodes. The company is
expecting federal registration
for the product, Junica, in the
first half of this year.

Fungicides

Syngenta is preparing the
launch of a pair of fungicides
that combine the best of pre-
existing products.

Headway, targeted for al-
most all turf diseases, will suit
everyone that had already
been using Heritage or Ban-
ner. “Banner picks up dollar .

continued on page 82




| PronScape

ProScape fertilizers and fertilizer combi-
nation products aren’'t for everyone
fortunately, some of your competition still
hasn't figured it out. They think low cost is the

path to high profits, that value is the same as

low price. That's why you're out closing a
referral while they're across town scrambling to /t’ < \ﬁ }""
A 7 CY 7

deal with a customer complaint! ProScape’s

innovative nutrient sources like MESA™ give J{[)N can Jﬂ/hgf/uhf

you more green, faster, and longer than the 5/1/15 Nﬂ/‘/éj jfi/ﬂj ({. ‘o [ﬂjf Jo [(7 hf?

competition, with less surge growth. You can
Extended-release MESA greens faster and lasts longer than SCU.

reduce nitrogen rates lowering spring disease
pressure, go longer between applications, even
save time and money associated with excess
clippings. All while providing excellent quality
results that your customers will rave about.
ProScape is for serious turf care professionals
To learn more visit our web site
wwwlebanonTurfcom. Click on Promotions
and enter coupon code LM2026. We'l send
you a FREE 40 page Agronomy Manual just for

taking a look!
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you Gf T ALL THE ABOVE
WITH A Z-SPRAY.

New for 2006, the WB-36 is designed from the
ground up for commercial applicators. Not another
o push sprayer with a motor attached, the WB-36
features an integrated 8 gal. spray system.

L.T. Rich Products Inc.
877-482-2040
wWww.z-spray.com
sales@z-spray.com
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continued from page 80
spot, which Heritage misses, and Heritage
picks up pythium, which Banner misses,
and they complement
each other on many

of the other dis-

eases,” says Dr. Dave

Ross, Syngenta's T&O

technical manager. “It's a
high-quality formulation. The two products enhance each
other when you put them together.”

Syngenta’s Instrata, a combination of three active ingredi-
ents, controls snow mold. “There are about four different
pathogens that cause snow mold across the northern tier,” says
Ross. “No single active gives complete control and many su-
perintendents are using tank mixes of several products. This is
one single product to control all of those pathogens.”

Bayer is preparing a new fungicide as well, including a new
product promising excellent control of anthracnose in cool-sea-
son turfgrasses.

Arysta LifeScience in January received federal registration
for Disarm (fluoxastrobin), a material it licensed from Bayer
CropScience. “It’s a strobilurin chemistry comparable to Her-
itage,” says Tom Kroll, Arysta LifeScience’s product manager
of fungicides and T&O products.

The launch of Disarm will be limited this season to estab-
lish the performance of the labeled diseases and to deter-
mine the activity on other species. “We will be confirming
2005 results that illustrate the material is effective on
pythium,” Kroll adds.

Cleary Chemical is marketing two launches, 3336 Plus and
26/36 Fungicide, the later product being a combination of ipro-
dione and phiophanatemethyl that Bayer and Cleary jointly
produced. It's focused on dollar spot and brown patch.

“We put these two together to enhance spectrum, especially
in some areas where we may have dollar spot resistance,” says
Rick Fletcher, Cleary’s technical and regulatory manager. “It’s
the most concentrated formula on the market today.”

BASF plans on offering a new herbicide by 2008 and a new
herbicide and fungicide, both featuring new chemistries, by
2010, according to reports. Lm

Editors note: Although efforts were made to contact all
valuable suppliers to the industry, it's inevitable and regrettable
that some will be missed. Companies not receiving but desiring

coverage should contact Editor in Chief Ron Hall at
rhall@questex.com. Helping with this report was
Thomas Skemivitz, managing editor of Golfdom magazine.
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Sure they cut, dig, load and haul.
They’ll also trim your budget.

ZD Pro Series

Run circles around everything else
with fuel-efficient Kubota 21, 25

or 28 HP diesel engines, a durable
7-gauge fabricated mower deck with
hydraulic lift and tilt service feature,
hydrostatic transmission, and
all-shaft drive PTO.

Grand L30 Compact Tractor
Get power and versatility in one
compact tractor. Featuring high
performance Kubota 30 to 50 HP
diesel engines, Intellipanel™ and

a variety of performance matched
implements.

RTV900 Turf Utility

With a 21.6 HP Kubota diesel engine,
4-WD, power steering, 3-range
variable hydrostatic transmission
(VHT) and turf tires, this utility vehicle
can run all day and never get tired.

Financing available through Kubota Credit Corporation.
I(l J b o r Q For product and dealer information, call 1-888-4-KUBOTA, ext. 403
® or go to www.kubotaCT40.com

EVERYTHING YOU VALUE ©Kubota Tractor Corporation, 2006 PALEYY.
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ometimes it seems that The evolution of walk-behind
zero-turn mowers get all

he:atbention Thés're mowers is being driven by
young, they're fast and innovations in zero-turns

they're sexy. They are the

Paris Hiltons of the lawn BY MIKE SEUFFERT / Associate Editor

care world, though proba-

bly more deserving of their fame since
they do actually, you know, work.
But while zero-turns have gotten all

the attention, the steady walk-behind

mowers did not disappear. In fact, they
have rather quietly grown into stars in

their own right. They are faster, more pro-

ductive and give a bet-
ter cut than ever. And AL
m2005. 5 , .. K88 112N

.2(m ..--.nnmys '

while the zero-

turns may still

grab all the head-

lines, walk-behinds

will always remain ‘i
an integral piece of
equipment for any

lawn care operator.

Evolution

“The evolution of the walk-behind is
driven by the evolution of the ride-on,”
says Gilbert Pena, commercial segment
strategy manager for John Deere. “Every-
body was on a productivity kick, about
how ride-ons were more productive than
walk-behinds, until the landscape started

continued on page 86

84 LANDSCAPE MANAGEMENT / FEBRUA



Eight straight months of hand-weeding .
around the Clock can take its toll on B %




TECHNOLOGY

Exmark's hydro-powered Turf Tracer reaches

6.75 mph with a 60-in. cutting deck.

continued from page 84
to change from a construction
standpoint.

“When real estate prices
went up, lots became smaller.
With the smaller lots, you
couldn’t use ride-ons, so you
had to go back to the walk.
Even for sites like office build-
ings and subdivisions, they are
being designed with long
berms in front, landscaped
with trees and bushes. Some-
body has to mow that and
there's no way you can do that
effectively with a ride-on,” he
continues.

But after experiencing the
improvements and innova-
tions in the line of zero-turns,
operators didn’t want to go
back to the same old gear-
driven walk-behinds. They
wanted a mower just as pro-
ductive as the ride-ons.

“Once you put a hydro-
static transmission on the
walk-behind and you put on
an engine with sufficient
horsepower, you allow the op-
erator to walk when he has to
walk or attach a riding attach-
ment when he’s in wide-open
spaces,” Pena says.

Combined with the inno-
vations made in mowing decks

over the years, such as John
Deere's stamped 7-iron deck,
also first introduced on the
zero-turns, Pena says today’s
walk-behinds can match the
productivity of the zero-turns.

Advantages

Walk-behinds offer operators
a number of advantages over
ride-ons, including a lower
weight, easier maneuverability
and better trim ability. They
can be gentler on turf and fit
through gates and into other
restrictive areas. Plus they are
easier to load and unload from
trucks. There's also some fuel
efficiencies on the walk-be-
hinds as well, but that's not a
primary reason for going back
to them.

“Walk-behinds have always
been a staple for landscape
contractors,” says Edric Funk,
landscape contractor product
manager for The Toro Co.
“Some customers may have
gotten caught up with the
speed and novelty of the zero-
turns, but later found that for
a lot of their properties, walk-
behinds were a better fit. Es-
pecially on residential lots and
smaller properties, there’s
places where walk-behinds

make more sense.”

Funk says safety is also a
concern, which is driving the
growth of walk-behinds, since
there are places, such as
around lakes and ponds, where
zero-turn riders should not be
used. So even if a contractor is
primarily using a zero turn,
that contractor still needs to
have a walk-behind handy to
finish up any problem areas.

That is why Funk says Toro
integrated its zero-turn Turbo
Force cutting decks into its
walk-behinds as well. The deck
features an adjustable baffle, a
wide rubber discharge chute,
and an under-the-deck skid
plate that reduces hanging up
on trailers or scalping when
traveling over uneven terrain.

Comfort

Not all the recent improve-
ments in walk-behinds were
first passed down from zero-
turns. For instance, design in-
novations have also made
walk-behinds more comfort-
able to control. Paul Blanken-
feld, regional sales manager for
Exmark, notes the company’s
Enhanced Control System pis-

Zero-turns still have a speed

advantage, but walk-behinds

are priced considerably
cheaper, Toro's Funk notes.
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tol grip mowers allows natural
positioning of the hands, arms
and back for greater comfort
and less stress on the body. Ex-
mark also integrated its ride-
on attachments into the
mower, instead of operators
attaching third-party equip-
ment. “I'm just as comfortable
using this as I am sitting
down,” he says.

Hustler Turf Equipment
added its XR-7 cutting decks
to its Trimstar Hydro-drive
Walk Behind, along with its
H-Bar Steering System, which
makes the mower turn like a
bike, simplifying controls.

Husqvarna just released its
W21SB commercial walk be-
hind mower, part of a new line
of 21-in. mowers designed for
those tight landscaped areas
where ride-ons can't fit.

Though zero-turns still are
sexy, and may lead the way in
innovation, the walk-behinds
will always be, well, right be-
hind them.

“As soon as we showed our
mulch-on-demand decks to
customers, they started asking,
‘When can | get this on a
walk-behind?,” says Pena. Lm
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NOW

America continues to face a critical shortage of seasonal employees willing and able to work in
the Green Industry. Businesses have turned increasingly to the H=2BVisa'progtam for help:

Because Congress set a nationwide cap of 66,000 H-2B visas per year there Were ot enoughio
g0 around in either 2004 or 2005. Reaching the H-2B cap threatened to shut the\doorSof

businesses just like yours from coast-to-coast.

In partnership with others, America’s small and seasonal business owners teamed up to form
Save Small Business to help find a way to solve the 2005 H-2B cap crisis. And solve it
we did. But Congress only fixed the H-2B crisis through September 2006. They must act again

this year.
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Solutions Center

REAL ANSWERS TO REAL CHALLENGES

This American Rose Society

member developed a plan to

keep the blooms fungus-free

Robbie Tucker, partner at
the rose care mail-order
company Rosemania,
played a valuable role in
arranging the donation of
Compass fungicide to the
Gardens at the American
Rose Center.

BY KATE TOY

he average home-
owner may have a
rosebush or two;
the average lawn
care professional
may have a garden or two.
Then there’s Robbie Tucker,
who developed a treatment
plan for 22,000 rosebushes at
the American Rose Center
(ARC) in Shreveport, LA.
Headquarters of the American
Rose Society, the ARC is the

nation’s largest garden de-

voted entirely to roses.

Founded in 1892 as a non-
profit, educational resource
for rose lovers nationwide, the
American Rose Society (ARS)
has grown to almost 400 local
chapters, with more than
20,000 members. The ARC
Gardens are a sprawling 42-
acre stretch of land with a

flowing stream, rustic bridges,

88 LANDSCAPE MANAGEMENT / FEBRUARY 2006 / www.landscapemanagement.net

winding pathways and cascad-
ing fountains. Nearly 400 vari-
eties of roses are grown there;
some originated in the 1500s,
while newer, hybrid versions

are not yet on the market.

The problem:
Blackspot and spider
mites were taking over
The Gardens were not always
in the beautiful condition they
are in now. When members of
the ARS got together to prune
the Gardens for an upcoming
convention of all ARS af-
filiates, they realized the
Gardens required struc-
tural repairs, cleanup, re-
planting, and in some
sections, a complete
overhaul. The roses had
also suffered from waves
of damaging blackspot
and spider mites.

Enter Robbie Tucker.
A rose enthusiast and
ARS member, Tucker
began renovating the
Gardens last fall. Tucker
is a partner at Rosema-
nia, a mail-order supply
company of rose care
products located in Franklin,
TN. The company, in its sixth
year of business, caters to
more than 12,000 nurseries,
rose care companies and rose
hobbyists throughout the
country. In addition to prod-
ucts for roses, Rosemania of-
fers products for dahlias,
daylilies, camellias and giant

continued on page 90
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SeeMcce[wntor

When seeding jobs fail your phone rings off

the hook, your customers get upset, your
schedule falls apart and your profits
fly out the window. With its
patented Moisture Cell Technology™ each
PennMulch pellet expands to four times its

size, retaining water to speed up

germination. It protects your seed and only
PennMulch provides just the right amount LH[{//\ JIVE FFASS ,fu"v{ A /JLZ[Z,[L/ J Z_(A/'l/ ‘.ll,/ / //c
of starter fertilizer with one easy application, y

and without adding a single weed seed.

Users agree, and university research con-

PENNMULCH® SEED ACCELERATOR" TO THE RESCUEL

firms, PennMulch provides faster establish-
ment, more uniform fill in, and up to 36%
more grass than seed alone. PennMulch
may not get it to rain, or get your Customers
to water, but it will reduce callbacks and
improve customer satsfaction!  You can
find out more about amazing PennMulch
by wsiting our web site at
wwwlebanonTurfcom.  Click  on

m ey @ FromE
‘Promotions” and enter coupon code
LMIO26 to receive a complete 40-page
agronomy manual absolutely free! Ask for
PennMulch at your nearby LebanonTurf

dealer and make sure your seeds succeed.
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The American Rose
Center in Shreveport, LA,
showcases 400 varieties
of roses.

continued from page 88
pumpkins. Tucker's back-
ground is in the chemical in-
dustry, so it is only fitting that
he develop a spray and fertil-
izer program for the roses at
the ARS headquarters.

“The biggest obstacle
seemed to be the absence of a
good preventive spray pro-
gram coupled with a modern
feeding program,” he says.
With Tucker's input and aspi-
rations for the Gardens moti-
vating caretakers to action,
new care methods have been
put in place to keep the roses
healthy, thriving and aestheti-
cally pleasing to the 200,000
visitors who come to the Gar-
dens each year.

Roses are susceptible to
fungal diseases like blackspot,
powdery mildew, rust and

downey mildew, with

blackspot being the most uni-
versal problem. It is caused by
the fungus diplocarpon rosea,
which infects the leaves of the
plant. When roses are diseased,
the leaves fall off and the plant
does not grow new blooms.
Because of tight budgets,
the ARS Garden staff was not
always able to obtain the vol-
ume of disease control prod-
ucts necessary for the large
numbers of roses in the gar-
dens. For the same reason, the
Gardens could not take advan-
tage of newer rose care prod-
ucts, which were more effec-

tive and less labor intensive.

The solution:
Fungicide rotations

To combat blackspot, Tucker
began using Compass, a pre-
ventive fungicide that works

by entering the tissue of the
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rose plant and putting up a
barrier against common fun-
gus diseases.

Tucker used this method
because, “it is always easier to
prevent blackspot than to get
rid of it once it has invaded
any garden,” he says. Tucker
explains that in the past,
blackspot preventive fungi-
cides that had to be sprayed
on less than a seven-day
schedule simply did not exist.

Now, Compass can be ro-
tated with another fungicide,
Banner Maxx, on a 14-day
spray cycle. Tucker sums up
the benefits of this nicely,
“Less chemical, less work, less
pesticide exposure.” He was
also impressed with the low
toxicity of Compass.

Tucker worked to coordi-
nate a donation of Compass to
the ARS in March 2005.
About a month later, his ef-
forts paid off. The fungicide
was shipped from the manu-
facturer, Bayer Environmental
Science, directly to the Gar-
dens in Shreveport, where
Tucker supervised the applica-
tion he had designed.

The ARS began using
Compass in April and was
pleased with the results. The
Gardens started looking better
than they had in recent years
and the closely followed care
schedule yielded healthy rose-
bushes. The roses continued to
thrive even in the difficult
summer months. Lm

— The author is with
Tierney Communications in

Philadelphia. Contact her at

ktoy@tierneyagency.com.
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YOUR G

P Consider the suspension system
of the equipment for the terrain
where you will operate it.

» Make sure your equipment
isn‘t too wide to fit in your trail-
ers or work in tight spaces.

» Undercarriages can be sus-
pended or rigid. Consider terrain
and rider comfort before buying.

ports

E TO PRODUCT RESEARCH

Boxer a

The Boxer Brute's smaller stature (42.5 in
wide, 69 long, and 49 high) allows it access to
any project. The 27-hp Kohler Command Pro
boasts 875 Ibs. operating capacity, 30% more
than any other wheeled unit. It can handle all
full-size attachments, including a 36-in. auger,
with ease. It travels at a full 4.5 mph speed,
with a ground clearance of 5.6 in. Based on
10 years of industry research, it has a ride on
plate, finger-tip controls, a crawl speed valve
and a safety stop plate

For more information contact

Boxer at 800/476-9673 or www.box-
erequipment.com/

circle no. 254

Caterpillar
New line of mini excavators, the C-Series has
22% more digging force and greater than 10%

BY CURT HARLER

more stick digging force than the previous mod-
els. Increased lift capadities add to versatility and
flexibility. The 301.6C and the 301.8C have 18.1
hp, increased hydraulic flow and pressure. The
engine meets US EPA Tier 2 and EU Stage |l
emissions standards. New, vanable displacement
hydraulic pump eliminates stalling and enables
the excavators to dig through the toughest con-
ditions. Operating weight of the excavators is
3,792 Ibs. (1,720 kg) when equipped with a cab
and 3,548 Ibs. (1,610 kg) with a canopy. S00-
hour oil and filter change interval helps keep op-
erating costs down. Independent swing boom
lets machine work next to a wall or obstruc-
tion. 200-degree bucket rotation ensures
good material retention at height as well as
flat trenching capability.

For more information contact Caterpillar at
888/0OWN-A-CAT or www.cat.com /

circle no. 255
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Dingo

The Toro Dingo TX 420 compact utility
loader is powered by a 20-hp Kohler air-
cooled engine It offers 35 quick-change at-
tachments: auger, trencher, vibratory plow,
hydraulic breaker, backhoe, leveler, tiller,
cultivator, hydraulic blade, power box

rake, adjustable forks, tree forks, two-
stage snow thrower, rotary broom, buck-
ets. They make it ideal for applications
such as tree planting, material haul-
ing and handling, preparing
seedbeds, pond building, construct-
ing decks and fences, demolishing
structures, and installing irrigation
systems.

For more information contact Toro

at 800/344-8676 or www.toro.com /
circle no. 256

John Deere 4

Ranging in size from 3-5 metric tons, the
30-hp 35D, with 10-ft. dig depth; and the
40-hp 50D (shown) with 11.75-ft. depth,
are zero-tail-swing compact excavators.
They provide reduced cycle times and bet-
ter comfort with updated controls and cab.

Lower operating costs come from the auto-

idle, plus 500-hour engine oil change, 500-
hour greasing, and 2,000-hour hydraulic
oil change intervals. The D-Series is pow-
ered by Yanmar large displacement, Tier
II-compliant engines. Worksite Pro attach-
ments for the 35C and 50C work with
these machines.

For more information contact John Deere

at 800/537-8233 or www.deere.com /

circle no. 257

ASV 4

ASV line of rubber track loaders includes the
two new SR-Series machines designed on the
company’s new undercarriage and available
in track widths of 20 in. (SR-80) and 15 in
(SR-70). See page 72 for more information
The company’s RC-50 Turf Edition is designed
for golf course, parks and other turf surfaces.
It features a 50-hp, 2.2-liter, 4-cylinder Cat
3024C diesel engine and an operating
weight of 5374 Ibs., but only 2.7 psi ground
pressure. Its 15-in. green rubber tracks give
good traction and stability with 1,770 sq. in
of ground contact.

For more information contact ASV

at 800/346-5954 or www.asvi.com /

circle no. 258

Case

Three minimum-swing-radius excavators excel
at digging and lifting in the tight work areas
The Case CX75, CX135 and CX225 models
feature 52-141 engine hp, bucket digging
forces up to 31,698 Ibs. and tight swing ra-
diuses — as little as four feet. The CX75 can
literally dig right up against a building, lot line
or other obstruction thanks to its optional off-
set boom. Fully adjustable seat comfortably
accommodates any size operator.

For more information contact

Case Construction at www.casece.com /
circle no. 259

Volvo
Volvo has a range of seven tracked exca-
vator models with digging depths rang-
ing from 6.75 to 12.5 ft. and weights
from 3,164 to 11,130 Ibs. The mid-
range EC-25 has a 27.2-hp engine
and 6152-pound operating weight
Standard features include a control
pattern change lever to convert
from excavator-style to backhoe-
style controls. Drop-
down counterweight
and fully opening en-
gine cover provide
ease of daily checks
and maintenance.
For more information contact Volvo
at 828/650-2000 or www2.volvo.com /
circle no. 260

Bobcat

Bobcat’s lineup of compact equipment in-
cludes the MT52 and MT55 mini rubber
track loaders. Both have optional ride-on
platforms and attachment options includ-
ing a bucket, angle broom, auger, snow
blower, trencher, soil conditioner and
more. According to the company, land-
scapers use Bobcat’s mini hydraulic exca-
vator to plant trees and shrubs, install
irrigation systems and build retaining
wall systems.

For more information contact Bobcat at
888/922-TURF or www.bobcat.com /

circle no. 261

Yanmar

The Ultra-Mini B80-3 features a variable
undercarriage that extends from 2.25 to
2.75 ft. for better stability on the job, but is
easier to maneuver through tight gates.
Track rollers have outer flange for better
stability, the company says. Individual
boom swing and auxiliary hydraulic pedals.
Weighs 2,337 Ibs

For more information contact Yanmar

at 800/365-7260 www.yanmar.com /

circle no. 262

continued on page 94
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Your work results in more available oxygen and fewer allergens, noise reduction and

lower cooling bills, thicker turf that filters pollutants and landscapes that increase

property values. There are endless environmental, economic and lifestyle benefits that

green spaces provide—yet consumers don’t know about them. They don’t understand
i the true value of your products and services

Join us in telling the whole story of what you do. Project EverGreen is an organization E G
gedicated to educating the public about the value of green spaces and encouraging verureen
responsible praCtICGSA Because Green Matters- i

R MR | T

To make a contribution or find out more, call 877-758-4835 or visit www.projectevergreen.com. '

/
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continued from page 92

Kanga »

With compact power to handle the toughest of

jobs, whether moving soil or mulch across the
work site, trenching for an irrigation system or
installing a fence. The 16-hp Honda, electric
start Kanga Kid has more than 10 attachments,
all with a quick attach mount plate. Unit
weighs less than 1,000 Ibs. and is 32 in. wide.
Complete system trailer can be pulled behind a
standard vehicle. Ride-on operator platform
and fingertip controls minimize training.

For more information contact Kanga

at 800/476-9673 or www.kanga
equipment.com / circle no. 263

IHI Compact Excavator

NX series units have a hydraulic pilot joy-
stick for higher responsiveness and zero
tail swing. Mini excavator is powered by a
10-hp water-cooled diesel. Auxiliary hy-
draulics to front are standard, as is backfill
blade. Has 5-ft., 2-in dig depth. Undercar-
riage expands from 27.5 - 37.5 inches

For more information contact IHI at 800/538-
1447 or www.ihicompactexcavator.com /
circle no. 264

Vermeer v

The Vermeer S600TX comes with a spring-
cushioned platform positioned within the
framework of the machine, reducing the

need to walk through work site debris,
mud, and uneven terrain. Two engine op-
tions are available to power the new com-
pact skid-steer, including a 25-hp Kohler
Command Pro gas engine or a 25-hp Kub-
ota D905 diesel. Positioned 14.5 in. high,
the platform allows greater visibility of the
attachment and bucket edge. Strategically
placed operator station console cushions

provide added comfort and help reduce op-

erator fatigue

For more information contact Vermeer at
888/VERMEER or www.vermeer.com /
circle no. 265

Gehl

The E-Series skid loaders, new for 2006,
includes six units from the compact Model
3640E with a rated operating load of 1175
Ibs. to the top-of-line Model 6640E with a
rated operating load of 2900 |bs., TNV
Series Yanmar diesel engines are featured in
the 3640E and 4240E skid loaders. A 35-hp

naturally aspirated 3-cylinder engine is used in
the 3640E, and a 46-hp naturally aspirated 4-
cylinder in the 4240E. These Tier Il certified
engines are direct-injected and liquid-cooled
Deutz 2011 Series diesel engines are
used in the larger models. The All-Tach
universal-type quick-attach system makes
changing attachments fast and easy. Gehl
also offers optional Power-A-Tach, letting
users connect and disconnect attachments
without leaving the seat.
For more information contact Gehl at
262/334-9461 or www.gehl.com /
circle no. 266
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Takeuchi a

Company’s product line has models fromn
1 230 It ith dig depths of 5
T i-range TB125 has 22.5

engine hp, 6,151-b. operating weight,

8 5-ft. dig depth and 15.5-ft. reach. Dump

height is

Vot

WA . " - e ) . .
360-degree cab swing with 130-degree in-

dependent boon 0 make it

walls, etc. Rubber tracks
are easy on ground
For more information contact Takeuchi at
770/831-0661 or www.takeuchi-us.com /
circle no. 267

eet. Unit combines

Worksaver v

The 3-point adapter from Worksaver is engi-

neered for loaders equipped with a universal

quick ach system. The adapter mounts

easily to the front of the loader, allowing any
Category | 3-point implement or attachment
such as blades, landscape rakes, bale spears
bale forks to be quickly mounted to the skid
steer. Bushing that allows Category Il attach-
ments to be used are provided with the 3-pt
adapter attachment

For more information contact Worksaver at
217/324-5973 or www.worksaver.com /
circle no. 268

The Turf Professional's
Free On-line Source for
Weed ID and IPM Control
Recommendations

* Weed ID Photos

* Control Options

» Regional Alerts

» Turf School Links
And More!

TEST YOUR
WEED 1Q!

WEEKLY CONTEST-

Correct ID
can Win You This

e
O
!
\
=
©
Q
S

weedalert.com

An Industry Service From
== | PLI /GORdON
o | ——

> CORpPpOR2U0ON

An Employee-Owned Company

Circle 142
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PGMS

AWARD-WINNING LANDSCAPE MANAGEMENT

Surprise Rec. Campus

2005 PGMS Grand Award Winner for Athletic or Professional Fields

Property at a glance

Location: Surprise, AZ
Grounds Supervisor: Joe Kennedy III

Category: Athletic or Professional Fields

Total budget: $897,920
Year site built: 2001

Acres of turf: 55

Acres of display beds: 47
Total paved area: 23 acres
Total man-hours/week: 870

Maintenance challenges

P Irrigation and drainage issues
combined with little rainfall and a
demanding schedule of events

P Averaging between 5,800 and 6,500
athletic field preps per year

Project checklist

Completed in last two years:

P Transformed 16 baseball fields to
football fields and back within a week
P Overseeding 55 acres of turf with
less than a two week period of sched-
uled down time

P 18 full-time staff, two to 20
seasonal workers, four licensed
pesticide applicators
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ot long ago, Surprise, AZ, was
a quiet farming town of one
sq. mile in size about 40
miles northwest of Phoenix.

Now, Surprise is living up to its name as
one of the fastest growing cities in the
United States. In the 1990, its size grew
to 72 sq. miles and its population surged
from 10,000 in 1995 to nearly 100,000
today. Projections say the city could
reach 364,000 by 2020.

Helping fuel that growth is a jewel at
the heart of the city: the Surprise Recre-
ation Campus. The 170-acre, $73 mil-
lion campus consists of a 37-acre com-
munity park with a lake stocked for
fishing, rec center, library and aquatics
center. The centerpiece is the Surprise
Stadium and surrounding baseball parks,
which host the Kansas City Royals and
Texas Rangers for spring training. The
stadium hosts NCAA baseball tourna-
ments, the Arizona State University
men's baseball team and the independ-
ent minor league Golden Baseball
League.

“We pay attention to detail in every
aspect of our job, whether it's trimming a
shrub, laser leveling a field, employee

training or saying, ‘Hello,’ to a patron,”
says Baseball Maintenance Manager Joe
Kennedy I11.

Seven youth baseball and softball
fields are under construction to go along
with the rec and aquatics centers. The
campus hosts many community events,
and the next project is DreamCatcher
Park, a multi-use sports facility for physi-
cally and mentally challenged children.

Kennedy and his crew have overcome
many maintenance challenges. The irri-
gation system was designed to accommo-
date the high demand for potable water
in the Southwest,using non-potable or a
blend of water. The stadium field is a
sand-based soil system, with a USGA
sand/peat blended field with organic ma-
terial added to the soil profile.

At first, Kennedy explained, the sand-
based fields showed an inability to retain
moisture and nutrients, leading to poor
growing conditions. The Surprise crews
overcame this by using a fertigation sys-
tem and foliar applications to improve
the fields’ organic profile.

“We have a motto here is that grounds
keeping isn't just a job. It's an adventure,”
Kennedy says.

Editors’ note: Landscape Management was the exclusive sponsor of the 2005
Professional Grounds Management Awards for outstanding management of resi-
dential, commercial and institutional landscape. Winners are recognized at the
annual meeting of the Professional Grounds Management Society in November.
To learn more about the annual awards program contact PGMS at: 720 Light St.,

Baltimore, MD 21230 » Phone:

m Landscape 410/223-2861 » Web site:
MANAGEMENT www.pgms.org


http://www.pgms.org

The Surprise Recreation Campus hosts professional, minor league,
university and community athletes at its year-round facilities.
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Major league
Yenova

tion

MLB and NFL field managers made
over a worn out high school baseball

field in one day

January, more than 30 field

managers from Major

League Baseball and the
National Football League do-

nated one intense day of sweat
equity and transformed Orlando, FL's
William R. Boone High School’s wom-
out baseball field into a safe and beautiful
facility for the school’s student athletes.

This service event was held in con-

BY JARED BODNAR

junction with the 2006 Professional
Sports Turf Symposium, which preceded
the 2006 Sports Turf Managers Associa-
tion Conference. For the past three years,
athletic field managers from professional
teams have selected a distressed high
school facility that doesn’t have the fund-
ing to create top-quality playing condi-
tions.

With the in-kind support of Toro, Tur-
face Athletics and Covermaster, field
managers from the Baltimore Ravens,
Cincinnati Bengals, New York Jets, Pitts-
burgh Steelers, Chicago Cubs, Houston
Astros, San Diego Padres, Texas Rangers
and other professional teams spent the
day putting their expertise to work.

When it was all over, the batter’s box
and pitcher’s mound were perfectly sym-
metrical and top-dressed. The lines were
all straight and the infield was masterfully
groomed. The organizers are confident
that the school will keep up these immac-
ulate conditions.

Founded more than 50 years ago,
William R. Boone High School is a Class
6A school with about 3,500 students. The
school has high athletic and academic

continued on page 100
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Celebrate the Past.

From the first Student Career Days in 1977,
this event brings the best interior and
exterior landscape and lawn care students
from around the country to one place where
they show off their skills and learn about
employment opportunities.

Recruit for the Future.

Come recruit the best and brightest future
green industry leaders:

* Take part in the career fair.

* Assist in coordinating a competitive event.

* Attend Student Career Days as an observer.

Be a part of the event that draws the largest
gathering of potential employees currently
entering the job market — register today at
studentcareerdays.org.

March 23-26, 2006

Brigham Young University, Provo, Utah ,
landcarenetwork.org * studentcareerdays.org
(800) 395-2522
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Let Us Help You
PROMOTE

Customized Printing
Programs

o Select your photography from our
image collection

« Customized text and layouts made
by our talented graphic designers

o Use our "sample print collection”
for layout and promotional ideas

"lmn—w

Promotional e g
Call today fora Signs %W'
FREE catalog Promote with up to 4 colors

& price sheet! : Variety of sizes available

Print one or two sides
Two different stakes

- Signs & Printing N
www.rndsigns.com . 800-328-4009

Circle 145

Are you
making

30%

Net Profit

300/0 Net Profit!

Unbelievable? NO, you can make 30% NET PROFIT in
your service based company. Our customers achieve this by
using CLIP software’s exdusive routing, scheduling and job
costing. Only CLIP tracks every minute spent on every job. You
only have a few minutes each hour to make profit, don't lose
it. Only CLIP can give you a virtually paperless office with links
to PDA's, real time GPS tracking and Cell Phone technology.
BELIEVE IT, we do it everyday in our own lawn company.

Profit, Paperless, and Automatic Billing
Transfer invoices to QuickBooks™ if desired.
What NET PROFIT are you making?

Can you afford to wait?

Call 800-635-8485 for a Free Demo.

Do it NOW!

Circle 146

GROUNDS FIELD REHAB

continued from page 98
standards and was the Florida baseball runner-up last year.
However, due to high traffic and low maintenance budgets, the
baseball field was in poor shape.

“Owr facilities are nice, but the field itself was in bad shape.
It was probably in the worst shape it's been in 12 years,” says
Doug Patterson, athletic director for Boone High School.
“We're absolutely thrilled that we were chosen for this. We take
a lot of pride in our facilities here at Boone, so it’s going to be
great from an exposure standpoint. It's just excellent that we
have somebody who's willing to put the materials and the ef-
fort forward to fix one of our fields.”

“These guys take a real interest in this project because this is
an opportunity for us to give back to the community,” says Bob
Christofferson, head groundskeeper for the Seattle Mariners

before

The pitcher's mound got
a complete makeover.
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and the organizer of the event. “They are
all great guys and they really enjoy what
they're doing. This is just a lot of fun.”

“We try to choose an inner-city school
and we also look for a school that's going
to continue to maintain what we've
done,” Christofferson says. “The coaches
and staff here are dedicated and we think
it's in good hands."

“Toro is proud to sponsor the Sympo-
sium,” says Dale Getz, sports turf sales
manager for Toro. “This is our third field
rebuilding event and it keeps getting bet-
ter and better. These are a great group of
guys to work with, they love doing this,
they love giving back to the community
and it was another great success.” Lm

— The author is an account director for
Canyon Communications. Contact him at

jb@canyoncomm.com.

FREE SAW

Stihie

Fariner®

SPRING BLOWOUT!!

Receive 12 blades
plus the saw
of your choice

oy $ 1 5 9 9 . 0 0 Selling BlsAcross AMERICAI

Quality..

 Diamond 1.800-285-0163

www.qualitydiamondtools.com
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w HURRICANE CLEANUP

the early hours of August
29, as Hurricane Katrina
lumbered ashore, Ken Ed-

wards huddled with his

wife and 12-year-old twins, Kendra and

Keair, inside their boarded-up home in a
leafy neighborhood of Gulfport, MS.

The Edwards live only 14 miles from
the sandy beaches that line the Gulf of
Mexico.

“We had watched the traffic jams all
weekend on TV,” Edwards says. “The op-
tion was to sit in traffic for six or eight
hours or just hang here. We waited too
late and just decided to stay.”

Edwards manages two sports facilities
— the city-owned Gulfport Sportsplex,
which is part of the city’s Dept. of Leisure
Services; and two-year-old, $3.2 million
Goldin Sports Complex which is jointly

owned by the city and Harrison County.

Recove
effo

Before becoming an athletic field
manager, Edwards spent 22 years with
the army, so he was confident they could
weather the storm. He had a battery-run
radio and TV, about 60 gallons of gasoline
for his electric generator, a propane stove
and tubs filled with water.

“We will never stay again,” Edwards
says, six weeks after the storm. “It wasn't a

good decision.”

The Category 4 storm with winds up

ry

keeps

BY LYNNE BRAKEMAN

to 175 mph blew for 13 hours — from
about 4 a.m. until 5:30 p.m. He and his
kids peered out at the yard through one
half of a glass patio door that he'd left
open.

“The kids and I watched big pine trees
bend all the way over. Then the wind
would slow down and they'd stand back
up; then they'd bend down again. We
could hear the crumble of trees, pecans,
oaks and magnolias, all over the neighbor-
hood,” Edwards recalls.

At about 7 p.m., Edwards and his fam-
ily emerged from their home to an unbe-
lievable scene. Most of the trees in their
90-home subdivision were down. Every
house was damaged. When they got the
generator hooked up and the rabbit ears on
the TV, they found out that four entire
blocks of the 24-mile beach on the Gulf of

Mexico was gone.
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six weeks of chaos
Ken Edwards

protect the city’s investment.

T'hings were bad but Edwards felt

blessed. His house had roof damage and a
little water damage, but the family was
safe and sound. He knew his extended
family in New Orleans — his mom, sister,
and his two grown daughters — were all
safe somewhere. It would be about a
week before he would locate them in
Madison, Al

After getting everything working at
home at the end of the first day, Edwards
wondered what he would find at work

the next day

How bad could it be? Real bad!
On Tues., Aug. 30, as soon as it was light,
Edwards rode a bicycle to the Goldin com-
plex a few blocks from his home

Every bit of infield conditioner on the
baseball fields had blown into the out-

fields. The infields were right down to the

clay. All the scoreboards were on the
ground, there was roof damage on every
building and all kinds of debris from the
adjacent apartment buildings littered the
fl\'](l\

Edwards grabbed a truck and drove
over to the Gulfport Sportsplex, where
more than 54 weekend tournaments
were booked last year pulling an esti-
mated $13 million in tourism dollars into
the city’s economy

‘ was worried because that's our big
money maker,” Edwards says. Goldin had
been built to serve as an overflow facility
for the C ull“pllr'l S]‘HI'L\}‘]\‘\ because it was
booked with regional tournaments every

weekend from March through November.

Edwards was hoping Gulfport might be

in pretty good shape since it was located in
a rural area and surrounded by fields

He was wrong

Ken Edwards (shown on opposite

page) and his crew saw devasta-
tion at the two sports facilities
they manage in Gulfport, LA, just
days after Hurricane Katrina hit.
Signs and fences were bent and
the maintenance building at the
Gulfport Sportsplex was crushed
(opposite page.)
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GROUNDS HURRICANE CLEANUP

Ken Edwards spearheaded a
cleanup and recovery effort at the
two sports complexes. Members of
his crew who hadn't fled the city
pitched in to protect the city's
investments in athletics. Opposite
page: Edwards’ own house sus-
tained some damage, but he man-
aged to protect his '66 Mustang.

got that order of fertilizer and preemer-
gent herbicide,” says Edwards ruefully. “It
was a big mess.”

Some of Edwards' ten-person crew
had scattered during the evacuation. But
some of them had stayed in town and
showed up for work the second day after
the storm. Wearing chemical suits and
face masks to protect them from the
fiberglass insulation floating around Gulf-
port’s collapsed maintenance building,
they moved everything they could to
storage at Goldin. By the time that was
finished, all the crew was back and Ed-
wards set them to work, one field at a
time, removing debris to a staging area in
the parking lots,

By Thursday, four days after the storm,

Every scoreboard was down. All of the
five control areas housing concession
stands and scoring towers had roof dam-
age. Every one of the hundreds of light
poles at the facility was leaning at a crazy
angle. They'd been built to survive a Cate-
gory 3 storm, not a Category 4 storm.

Still, Edwards told himself it's not that
bad — it’s all recoverable.

Then he turned the corer to face his
maintenance shop. Half of it was on the
ground. Undemneath were thousands of
dollars worth of equipment, chemicals
and fertilizer.

“I couldn't believe what I was seeing.
It was a steel and metal building. I had no
idea it would fall down. And I had just

Edwards went in to work expecting to

spend that day working with a backhoe op-
erator to lift the collapsed roof so they
could salvage more materials and equip-
ment. He wasn't ready for what came next.

“Help” arrives
As Edwards pulled into the Gulfport
front gate, he was met by U.S. Marshals
who informed him they had comman-
deered the entire facility. It was now a
staging area for FEMA administration and
FEMA security. The agency had already
commandeered 14 other parks around
the city. Nevertheless, Gulfport’s wide
open spaces looked pretty good to them.
Edwards pleaded with the Marshals to

let his crew get a few more things out of
the facility and power up the sprinkler
system since the turf was already getting
dry five days after the storm. No good.

“It took us two days,” Edwards recalls.
“My boss, the director of leisure services,
had to get with the city council and the
emergency management folks before the
Marshals would allow us back into the fa-
cility to get water on the turf”

Once he got back in, Edwards noticed
one of the Marshals was standing in the
middle of the soccer field with a can of
blue spray paint.

“So I just went up to him and said
‘Hey guy... whatta ya doin'?" He said he
was painting a helicopter pad.”

That helicopter pad was on a
$250,000 sand-based, Tifway 419
Bermudagrass soccer field. Edwards
couldn't believe his ears. He pointed out
that there were more than two acres of
parking lots that would make a better sur-
face for helicopters.

The Marshal simply ignored him and
went on spraying.

This time, it took the Mayor's office
and the civil defense director of Harrison
County another two days before they got
the helicopters off Gulfport’s fields. There
were some burn marks, but Edwards’
crew has since repaired them.

“Although we got in there to get the
sprinklers on, we still couldn't get back in
to cut the grass,” says Edwards. “Still, the

worst was not over for us.”

What could be worse?
Back at Goldin, Edwards and his crew
spent the next two weeks picking up
shingles, siding and other building materi-
als from the surrounding apartment com-
plexes. They left early on a Friday feeling
satisfied they'd gotten the park pretty
well cleaned up.

The next Monday, Edwards arrived to
find the park overrun. A debris removal
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contractor had been allowed to use

Goldin's parking area to inspect his sub-
contractors vehicles. Bulldozers, dump
trucks and tractors jammed the parking
area. In principal, the subcontractors were
supposed to drive in, get stickered, then
drive out.

However, there were no hotel rooms
to be had in Gulfport, MS. The subcon-
tractors, who figured they'd be around for
awhile, found a solution.

“All the equipment operators were in
little pup tents all over the fields,” Ed-
wards says.

Since the contractor hadn't provided
any portable toilets, the squatters were
using the fields for latrines. Since there
were no showers, they connected a hose
to one of the faucets and rigged up an im-
promptu shower.

“Obviously the contractor had not in-
formed these people they didn’t have
permission to camp out on the fields. So
now I had to be the culprit and tell them
they had to go,” Edwards says.

Every day Edwards and his crew tore
down the showers. Every evening the
squatters put them back up.

After six days, the city’s lawyers told
the contractor he would be charged if any
of his people were still living on the fields.
The pup tents finally disappeared. They
left behind dozens of broken-down vehi-
cles, old truck tires, tarps, steel gates and
doors and other debris, according to Ed-
wards. After the city's lawyers told the
contractor he would also be charged for
hauling that trash away, things got better.

Six weeks after the storm, Edwards
had one broken-down dump truck and
one car still left in the Goldin parking lot.

Planning for next time

“The recovery effort threatened our fields
more than the storm itself” says Edwards.
“If I were involved in the big scheme of
decision making, I would suggest that

they pick out three of our biggest sports
complexes — Gulfport, Goldin and
Bayou — and put them off limits to occu-
pation by contractors, the national guard
or anybody else.”

Edwards says planners must protect
the city’s investment in these expensive
facilities.

Edwards has special words of appreci-
ation for one of his suppliers, Jerry Pate
Turf & Irrigation, a Toro distributor based
in nearby Pensacola, FL.

“Right in the middle of everything,
they showed up with food, water and
equipment, right when we needed it
most,"” Edwards says.

Although Edwards says he will defi-

nitely evacuate with his family next time
a hurricane threatens, he admits that if he
had left for Katrina, the fields at both
Goldin and Gulfport would've been com-
pletely wrecked. Instead, on Tues., Oct.
11, just six weeks after one of the worst
hurricanes in U.S. history, 500 kids kicked
off City League Pee Wee soccer and flag
football at the Gulfport Sports Complex.
However, there is still jeopardy in the
future for both the sports complexes and
the City of Gulfport. Since all the hotels
have been destroyed, Edwards is unsure
how the 2006 tournament season will
play out. m
— The author is Web editor for Landscape
Management and editor of the online
Athletic Turf News e-newsletter. For more
information visit www.athleticturf.net or
e-mail lbrakeman@questex.com.
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Products

TOOLS OF THE TRADE

Ferris zero-turns
Ferris Industries introduced the new IS 3100Z
and IS 5100Z series of full-sized zero-turn
mowers. Both series upgrade Ferris' 4-wheel
suspension that provides comfort, speed and
productivity, as well as a consistent cut. Both
also come with Ferris’ folding Roll Over Protec-
tion Systems (ROPS) a standard feature

The IS 3100Z series comes with a choice of
26-hp liquid-cooled Kawasaki, 30-hp Kohler
Command or 32-hp Briggs & Stratton Van-
guard Big Block engines. Other model options
include a 61-in. double-top 10-gauge deck,
Hercules spindles, deck lift adjusts height from
1.5 inches, twin 6-gallon fuel tanks with inte-
grated cup holder and storage compartment
and turf-friendly 24-in. drive tires and 13-in.
front casters

The IS 5100Z features 61-in. rear dis-
charge and 72-in. side- or rear-discharge,
double-top 10-gauge decks, 33.5-hp Cater-
pillar diesel engine, Hercules spindles, dual
rear coil-over shock suspension, a deck lift
that adjusts height from 1.5-in. to 6-in., twin
seven-gallon fuel tanks with integrated cup
holder, 12-volt charger and turf-friendly 26-in
drive tires and 13-in. front casters.
For more information contact Ferris
at 800/933-6175 or visit www.ferris
industries.com / circle no. 270

Waterproof Toro DDC

The Toro Co., Irrigation Division's
DDC-WP is a battery-powered, wa-
terproof digital dial controller de-
signed to operate one to eight valves
in areas where hardwire connections
are impractical or during manual sys-
tem upgrades. The DDC-WP system’s

BU MO TU WE TH FR 8A

TORO.

DDCWP

digital interface provides the ease of dial-based programming, while minimizing the
chance of mechanical failure. It also comes with three independent programs with three
start times per program, and it can be programmed based on a 7-day week, in 14-day in-
tervals, or on odd/even days. The DDC-WP is equipped with a self-diagnosing circuit
breaker designed to protect the controller by identifying and reacting to irrigation faults.
All DDC controllers are compatible with Toro’s RainSensor Series.

For more information contact Toro Irrigation at 800/664.4740 or visit v toro.com/

circle no. 269

Trusty companion

The Landscaper’s Companion is now available
in 8-0z. foil packs and in bulk 5- and 15-b. E-Z
Pails. The Landscaper’s Companion is a ver-
satile grandular microbial for horti-
cultural and landscape plantings,
and can be used on deciduous trees, ever-
greens, shrubs, and landscaping materials in-
duding annuals, perennials, vegetables, bas-
kets, pots and sod. It is ideally used during the
plating process or incorporated into the soil for
general maintenance of existing landscaped
areas. Each pound of the product contains 64
billion colony-forming units of Bacillus, a benefi-
aal rhizosphere bacterium. Other ingredients in-
clude kelp extract, 17 natural L-amino acids,
humic acid and a natural wetting agent

For more information contact Growth
Products at 800/648-7626 or visit
www.growthproducts.com / circle no. 271

L

Keep the Stealth on your radar
The Turf Tracker Stealth from C&S Turf Care
Equipment is capable of covering up to
240,000 sq. ft. of liquid application and
carrying up to 400 Ibs. of granular product
It is designed to provide more stability and
operator control, even on the tough

terrain. The Turf Tracker Stealth offers

features such as zero-turn twin hydrostatic

drive, four mph treating speed or 10 mph

transport speed, a 200 |bs.-capacity, rear-
mounted carry rack and rear-mounted 12
ft. break-away booms with 7-pattern spray
selection

For more information contact C&S

at 800/872-7050 or visit
www.csturfequip.com / circle no. 272

continued on page 109
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Products

continued from page 106

Scratch that itch

wComplete from Hyland' Inc. is a 3-product
kit for the prevention and treatment of poison
oak, ivy and sumac. The kit features ivyBlock lo-
tion, an FDA-approved product that can pre-
vent the skin rash that accompanies contact
with poison ivy, oak and sumac. The Ivy-
Complete package has lvyCleanse, an alcohol
wipe for removing the harmful oils that cause
rash and itching and IvySoothe, a maximum-
strength cream that’s dlinically tested for safety
and effectiveness to ease the swelling and itch-
ing of poisonous plants, but also minor skin irri-
tations and insect bites. Made for outdoor
workers and enthusiasts, research shows pro-
fessionals working outdoors reduced workers'
compensation claims after using yBlock lotion.
For more information contact Hyland's at
651/228-9141 or visit www.hylands.com /
drdle no. 273

Hunter’s popping up

Hunter Industries new 6-in. models of its I-25
and 1-40 rotors, have a taller pop-up height for
more efficient watering of landscapes with
higher turf heights. The 6-in. versions have the
same durable construction as the |-25 and the

I-40 used at sports complexes, parks and
campuses. Other features include the ProTech
safety system, with a small exposed cushioned
rubber cover and boot to keep play areas safe,
by keeping hard plastic away from the playing
surface; heavy-duty ribbed cap and body, to
withstand tough turf traffic; water-lubricated
gear-drive; factory-installed drain check valve,
to save water and reduce liability; optional op-
posing dual nozzles; stainless steel riser for
durability and a deterrent against sprinkler
vandalism; VStat self-adjusting stator and
heavy-duty retraction spring.

For more information contact Hunter at
760/744-5240 or visit www.hunterindus-
tries.com / circle no. 274

~

Walla Walla sprinklers sprinklers
Walla Walla Sprinkler Co. made three addi-
tions to the MP Rotator family of sprinklers.
First, the MP1000 360-degree full circle
model covers an eight to 15 ft. radius. It ap-
plies water more slowly and uniformly than
conventional sprayheads, saving water and
allowing significant installation and opera-
tional cost savings. Second, the MP Corner is
designed to effectively irrigate tight corners in
turf or landscape. Covering a 12-ft. radius at
30 psi, the MP Corner can be adjusted to dis-
tribute water down to an eight-ft. radius.
Third, MP Riser is a solution for connecting
sprinklers to polyethylene or PVC lateral lines
in shrub areas, flower beds or temporary re-
vegetative systems. The MP Riser has pre-as-
sembled components for connecting to an
MP Rotator sprinkler.

For more information contact Walla Walla at
509/524-7415 or visit www.mprotator.com/
circle no. 275

Wright way to walk-behind
Wright Manufacturing’s Velke walk-behind
commercial mower is gear driven with ad-
justable axle, a 5-speed transmission and a
superior Warner magstop clutch. The new
mower has an integrated latch system for use
with Wright's Velke drop down sulky. The op-
erator can walk behind the mower in tight
spots and, with the pull of a dashboard lever,
ride on the straightaways. A 5.2-gal. fuel tank
keeps the mower going and going with
fewer refueling stops. Adjustable spring ten-
sion on the drive pulleys ensures that maxi-
mum power is getting to the drive wheels.
The Velke mower, with pistol grip control, is
offered with a 15- and 17-hp engine and a
choice of 32-, 36- or 48-in. mower deck.

For more information contact Wright at
301/360-9810 or visit
www.wrightmfg.com / circle no. 276

Add color in a Flash(Foam)

Morbark, Inc. is now offering the WizTech
FlashFoam Coloring System for installation
on a broad range of Morbark equipment,
including tub grinders, horizontal grinders
and whole tree chippers. In virtually any
color desired, the FlashFoam System pro-
vides single-pass coloring on whole trees,
stumps, roots, logs, wood construction de-
bris, pallets or re-grind with a dry finished
product coming off the discharge conveyor.
The material is immediately ready to ship or
bag. The benefits of the FlashFoam include
low operating costs, versatility, a reduction
in water usage, elimination of waste, mess
and problems caused by runoff, and, be-
cause the mulch exits the equipment dry,
the need for additional handling and stock-
piling is eliminated. The foam coloring
works on any type of wood.

For more information contact Morbark at
800/831-0042 or visit www.morbark.com/
circle no. 277
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Tree transplanter

The ProLineTreeShovel is a productivity-en-
hancing skid steer attachment that enables
the landscaper or small nurseryman to
quickly, easily and safely dig small numbers
of trees to either ball and burlap them or
transplant them directly to another location
on site. The ProLineTreeShovel is shaped
like one-fourth of a standard, hydraulic tree

spade, and allows the operator to make
three or four thrusts around the base of
the tree to extract a uniformly shaped root-
ball. The ProLineTreeShovel is also useful
for pin-point placement of boulders, mulch
and other landscape material.

For more information contact Heritage Oak
Farm at 888/288-5308 or visit wwww.herita
com / circle no. 278

geoakfarm

Huskqvarna zero-turn an easy rider

Husgvarna’s LZ6130TXP zero-turn mower provides a full suspension
seat, custom footpad area and a larger horsepower-to-deck ratio.
The LZ6130TXP enhancements include 12cc hydro pumps for in-
creased performance and durability. The product features Husg-
varna’s TunnelRam deck design, low center of gravity, solid
uni-frame construction and wide rear tires and oversized
front casters. The LZ6130TXP is powered by the 30-hp
Kohler V-Twin engine, with a 61-in. cutting width.

The standard foldable
rollover protection system
also features optional
work lights.

For more information
contact Husqvarna

at 800/HUSKY62 or visit
www.husgvarna.com / circle no. 279

Hammer it home

The Caterpillar H55Ds hydraulic hammer fea-
tures a simplified design that reduces the
number of parts by almost half from the pre-
vious model for increased reliability and easy
service. The new hammer also features a
higher blow rate and 25% more power for

superior production from a 436-b. work tool
The enclosed housing protects the power cell
and reduces noise generated and the high-
and low-pressure accumulator protects the
carrier hydraulic system and assists the power
stroke. The H55D:s is sized for use with all Cat
skid steer and multi-terrain loaders. The
HS55Ds can be equipped with a chisel, moil,
spade or compacting plate

For more information contact Caterpillar at
309/675-1000 or visit www.cat.com/

circle no. 280

A Menace to weeds and insects
Nufarm Americas' ProClipse 65 WDG is a
water-dispersible granule containing 65%
prodiamine for selective pre-emergence con-
trol of 30 grassy and broadleaf weeds in turf
and ornamentals. ProClipse controls crab-
grass, goosegrass, foxtail, poa annua and is
effective on other problem grassy and
broadleaf weeds. It can be applied in either
in the spring to control weeds throughout
the growing season or in the fall for early
spring control. Nufarm also offers Menace,
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its first insecticide. Menace uses bifenthrin
to control a wide variety of insect pests,
such as chinch bugs, sod webworms, mole
crickets, ants (including fire ants), billbugs
and mites. This synthetic pyrethroid has low
to no odor and provides quick knock-down
of insects. It can be used as a perimeter
treatment for healthy turf and public envi-
ronments

For more information contact Nufarm at
303/956-9344 or visit www.us.nufarm.com/
circle no. 281

It's electric (boogie
woogie, woogie?

e-ride Industries’ exv2 is a two-passenger
neighborhood electric vehicle with optional
removable windows, rear enclosure, tool
boxes and removable tail gate. The envi-
ronmentally friendly, reliable and virtually

maintenance-free utility vehicle has a range
of about 60 miles, zero emissions and sim-
plified maintenance procedures. The exv2 is
street legal on roads with speed limits up
to 35 mph. At a cost of about 1.5 cents
per mile, the exv2 can be used in a variety

of settings, including campgrounds, park
areas, golf courses, sports fields and
neighborhoods

For more information contact e-ride at
800/950-4351 or visit Wi
circle no. 282

rno¢ l".*”l/

(AerWay)

One frame — Many tine options

Specifying an AerWay" is like designing your own aerator.

Simply pick the frame style that is appropriate for your power )
unit, and add any of the AerWay" family of tines (Shattertine*, + A Four-Year residential warranty - all parts and labor!
Sportstine®, Finetine*, Super-Finetine®* or Coring tine) that you

need for your application.

Advanced Aeration Systems

www.aerway.com

Circle 149

email: aerway@aerway.com

5

Ready For
The Big League

* A One-Year commercial warranty - all parts and labor!
* Lifetime warranty on the tractor frame

e 0 all] 1_800_457_83 1 0 * Lifetime warranty n the Ieadingedge of the deck
HUSTLER

800.3895.4757 www.hustlerturf.com
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Clean cut

The new hydrostatic-drive Quick 36 Super-
Duty walk-behind mower from Better Out-
door Products features the company’s Top-
Link deck leveler system, extended oil
drains, easy-service battery mounting, ad-
justable handlebars and a Briggs & Stratton

engine. The 36-in. 3-blade cut-
ting deck provides push-mower
quality at walk-behind speeds. The
cutting deck of the Super-
Duty is fabricated from one-
eighth-in. steel sheet with a pro-
gressively larger discharge tunnel

tion of the fully baffled blades to
efficiently lift, cut and discharge
the grass for a clean cut

For more information contact Better Outdoor
Products at 866/290-7295 or visit
www.betteroutdoorproducts.com /
circle no. 283

Got the edge

The John Deere XT140SSELE professional-

grade stick edger allows operators to ma-
neuver neatly around beds and gives grassy

which uses the centrifugal fan ac-

areas next to walks, curbs and drives that
just-manicured look. The large guide wheel
makes for fast and easy edging, and its
straight 59-in. shaft provides twice
the torque of the traditional
curved-shaft edger. The extra
power helps the eight-in

blade hack through

@ - tough turf, while the
tors cut as deep as 2.25 in. It is powered by
a 25.6-cc, low-emission M-Series engine

adjustable depth
control lets opera-

For quieter operation, John Deere has
added a low-tone muffler with glass-wool
lining. Its cast-aluminum edger blade hous-
ing makes for increased durability

For more information contact John Deere at
800/537-8233 or visit www.Deere.com /
circle no. 284

FEEL LIKE
IS MISSING

YOUR BUSINESS

SOMETHING?
YOU'RE NOT ALONE.

could be

Everyone feels that nagging emp that your busi

to its full p Make it happen by

Circle 150

g part of a
team of true professionals, Invest in a Weed Man franchise. You'll get
unrivaled support from a company with 35 years of proven industry
experience, not to mention a tangible way to maximize your growth.
Call 888.321.9333 for more information or for a free consultation.

NEW

v Pocket Gophm
v Ground Squirrels

FAST ACTING Bait For Control
Of Outdoor Rodent Pests

Bell WORLD LEADER IN RODENT CONTROL TECHNOLOGY
~ Madison, W1 53704 US.A. | www.belliabs.com
Circle 108
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Mulch Mule / p12
Circle # 111
330/875-0782
www.mulchmule.com

Nelson Irrigation Corp / p52
Circle # 123

509/525-7660
www.nelsonirrigation.com

New Holland North Amer /
w2

Circle # 101

888-290-7377
www.newholland.com/na

Novozymes / p29
Circle # 119
530/757-8100
WWW.NOoVozymes.com

P B | Gordon Corp / p73, 95
Circle # 134, 142
800/821-7925
www.pbigordon.com

Planet Symposium / p99
703/736-9666
www.landcarenetwork.org

Quality Diamond Tools /
p101

Circle # 144

800/328-0163

R N D Signs / p100, 115
Circle # 145, 152
800/328-4009
www.rdsigns.co.uk

Rain Bird Sales Inc / p67
Circle # 131

800/RAINBIRD
www.rainbird.com

Syngenta / p25
Circle # 116
800/759-4500
www.syngenta.com

Target Specialty Prods /
p(reg)90a-90b
562/802-2238
www.target-specialty.com

Terrmarc Inc / p8, 116
Circle # 151,156
701/282-5520
www.terramarc.com

Turfco Mfg Inc/ Bellyband
800/679-8201
www. turfco.com

U S Lawns / p116
Circle # 145
407/246-1630
www.uslawns.com

Walker Mfg / p71
Circle # 133
800/279-8537
www.walkermower.com

Weed Man / p112
Circle # 150
888/321-9333
www.weed-man.com

Zorock / p6
Circle # 148
866/496-7625
www.zorock.com

“ - WHAT, WHEN & WHERE

February

16-17 Leadership Jam /
Chicago; Sponsored by JP
Horizons; 877/JPH-JAMS;

www.jphorizons.com

20 Demo Day & Knowledge
Network Series / Fayetteville,
NC; Sponsored by Turfgrass
Council of North Carolina;
910/695-1333;
www.ncturfgrass.org

20-21 Ontario Turfgrass
Symposium / Guelph, Ontario,
Canada; 519/767-5000;
www.open.uoguelph.ca/ot

s/main.html

20-24 Turf and Landscape
Short Course / Louisville, KY;
Sponsored by University of
Kentucky Turf Research and
Extension; 502/569-2344;
www.uky.edu/Agriculture/
ukturf/.

20-21 Leadership Jam /
Columbus, OH / Sponsored by JP
Horizons; 877/JPH-JAMS;
www.jphorizons.com

21 Beacon Athletics Field
Maintenance Seminar / Ft.
Myers, FL; Sponsored by Beacon
Athletics; 800/747-5985;
www.beaconathletics.com

22 - March 3 IN-IL Turfgrass
Short Course / Willowbrook, IL;
Sponsored by Midwest Regional
Turf Foundation; 765/494-8039;
www.agry.purdue.edu/turf

23-24 Focus on

Professionalism: Landscape
Design/Build Seminar /
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Columbus, OH; Sponsored by
Kinman Institute; 614/764-8733;
www.kinmaninstitute.com
27 - March 3 NCSU Turf
Short Course / Raleigh, NC;
Sponsored by North Carolina
State University; 910/695-1333;
www.ncturfgrass.org

28 - March 2 Western PA Turf
Conference and Trade Show /
Monroeville, PA; Sponsored by
Pennsylvania Turfgrass Council;
814/238-2402;
www.paturf.org

28 Beacon Athletics Field
Maintenance Seminar / Irvine,
CA; Sponsored by Beacon
Athletics; 800/747-5985;
www.beaconathletics.com.

March

2-7 Canadian International
Turfgrass Conference and
Trade Show / Vancouver, BC,
Canada; 800/387-1056;

www.golfsupers.com

6 NYSTA Western Regional
Conference / Amherst, NY;
Sponsored by New York State
Turfgrass Association; 800/873-
8873; www.nysta.org

7 Professional Plant, Turf &
Tree Conference / Huntington,
NY; Sponsored by Nassau Suffolk
Landscape Gardeners Association;
631/665-2250;
www.nslga.org

9-10 Leadership Jam / Boston;
Sponsored by JP Horizons;
877/1PH-JAMS;

jphori .com
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Let Us Help You

PROMOTE

Customized Printing Programs

o Select your photography
from our image collection

» Customized text and
layouts made by our
talented graphic
designers

« Use our "sample
print collection”
for layout and
promotional ideas

= Promotional Signs
L o Promote with up to 4 colors

o Variety of sizes available
o Print one or two sides
« Two different stakes

Call today for a
FREE catalog

(XN sie s Pining

www.rndsigns.com .800-328-4009

Circle 152

GROUNDSKEEPER

BUSINESS
P RO SOFTWARE

10,000 Customers

Estimating

Mailing Labels
Routing Your Logo on Bills
Contracts Archive & Backup Data
Invoicing Time & Materials
Income Reports Track Expenses
Accounts Receivable Taxes Collected Report

Chemical Application Reports < plus

Circle 153

_]I'C O Save Tlme’

Heavy-duty attachments
for Commercial Mowers

Tine Rake Dethatcher

* Excellent Spring clean-up tool

* Removes embedded thatch and leaves
» Combs up matted turfgrass

« Gives lawn a "hand-raked" look
« 36, 46 and 60 inch widths

Call for dealer T

800.966.8442

www.jrcoinc.com

Circle 154

STAND-ON SPRAY SYSTEMS

r drive system - All stainless steel construction

ERO-TURN TURF RENOVATOR

Additional attachments available

Patents Pending
Circle 155
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BEAR‘O CAT

A Breed Above the Best!

US.LAWNS

NO ONE KNOWS THE

uugmmrmm

y INDUSTRY LIXE WE DO.

The broadest selection of chippers
and chipper/shredders in the industry.

Chippers
O Chipper/Shredders
© Vacuums

O Stump Grinder

© Wheeled Trimmer

No philasoply, make U. 8. L2 & cul paave” g est

o Mowers « Superior Financial * Protected Teritories
Management « Ongoing Support
R * Low Capital Investment . Corporate Purchasing Power
Also on our website: * Financial Assistance - Sales & Marketing Guidance

Owner's Manuals
Parts Manuals

To find oul more about us and Ihe apportunily U.S. Lawes cas offer yoa, Coatact

Troubleshooting TR B —t
Dealer Locator 4407 Vineland Road « Suite D-15 - =

; |  Orando, FL 32811 « Toll Free: 1-800-USLAWNS —
Warranty Registration Phone: (4 1630 « Fax: (407 -

PrOd UC{ SDeCS Email: info@uslawns.com « Website: www.uslawns.com U S I.AWNS

Circle 156 Circle 145

Nel

Water Gardening.Evolue®n. | 1%
: , A

Discover a higher
standard of water gardening

/

Qur experts work closely with real
contractors to create complete
gardening solutions—from

Engineered for >
to water features and product tr

Lasting Impressions
component has been tes
priced to de
clients desir
and profita tranq

own backyard—az out Water

Call
Go to termarksolutions.ws

Circle 106
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ADVERTISING
INFORMATION:

Call Brian Olesinski at
800-669-1668 x3757

or 216-706-3757,

Fax: 216-706-3712, E-mail:
bolesinski@questex.com

BUSINESS FOR SALE

10 yr. old nationally advertised
brand name in deicing materials
looking for young aggressive
group to take this profitable
operation to the next level.

Existing sales include: retalil,
commercial and municipal sales.
Business includes 13K sq. ft. whse
bldg., bottling equip., bagging
mach., storage tanks, 5 tanker
trucks plus existing inventory.

\' Flexible terms of sale.
| Serious & discreet inquiries only.
l Reply to. LM Box #103

"US.LAWNS

Planning to start a landscape
maintenance company? Already in the
landscape maintenance industry?
Then let U.S. Lawns show you how to
start or convert your business and grow
with the leader in the commercial
landscape maintenance industry.

* Low Capital Investment

* Financial Assistance

* Protected Territories

» Sales & Marketing Guidance
* Ongoing Support

Call 1-800-USLAWNS
or visit us at
www.uslawns.com

e

HURRY!
If your ad isn't here, call
Brian Olesinski
(800) 669-1668 x3757

www.landscapemanagement.net / FEBRUARY 2006 / LANDSCAPE MANAGEMENT
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» If an individual insertion is under $250 it must be

prepaid, unless it is part of a contract that is $1,000 Every month the Cla ssified Showcase

or greater.

» We accept VISA, MASTERCARD, and AMERICAN offers an up-to-date section of the
EXPRESS over the phone ) )

» Mail LM Box # replies to: Landscape Management products and services you're looking for.
Classifieds, LM Box #___,

c it Sk e
306 W. Michigan St., Suite 200, Duluth, MN 55802. Don’t miss an issue!

(please include LM Box # in address).

BUSINESS OPPORTUNITIES (CONT'D)

Yard Putting Greens

* Huge Profit

Synthetic Baek-

65%%

s are one of the fagtest Up to
growing ‘ of the $50 Billion a *Necar Round Installations
* Carry NO Inventory

* Utilize |
* Buy Manufac
“Many |

vear golf industory.”

xisting Equipment

turer Direct

- > o o A —
~800-334- 9005

WWW ..lllprngrgcns com

Are you interested in MAKING MORE MONEY & HAVING MORE
FREE TIME? The information contained in our manuals and the templates
on our CDs are being used every day in our lawn service and by hundreds of
your peers throughout the United States & Canada. We don’t just talk the
talk, we WALK THE WALK! Our lawn service was rated as a TOP 10
service in August 2002. Our manuals and CDs include proven techniques for| =
Bidding, Service Agreements, Estimating, Snow & Ice Removal, Marketing,
Advertising, Selling, Letters for Success, Telephone Techniques, Employee

Policy & Procedures and more. LET US HELP YOU EARN WHAT YOU DESERVES

PROFITS UNLIMITED Since 1979 &= == ° EZ
Call 800-845-0499 « www.profitsareus.com

Visit our website to
see our material

Quality Synthetic Grass Surfaces WANT TO BUY OR
| f %  SELLA BUSINESS?
wlug, 2 F Professional Business

Merper & Acusnion speciies.  COsultants can obrain purchase

21
offers from numerous qualified

GRASS e . st
- ‘ h potential buyers withour disclosing your identity. There
Blllldlng SUCCC‘SSﬁJI Rela[lOnShlpS is no cost for this as Consultant’s fee is paid by the
Since 1998 buyer. This is a FREE APPRAISAL of your business.

If you are looking to grow or diversify through
acquisition, | have companies available in Lawn Care,
Grounds Maintenance, Pest Control and Landsca
Installation all over the U.S. and (f.m.ur:
182 Homestead Avenue, Rehoboth, MA 02769

Call us today 877-881-8477
www.theputtinggreencompany.com
WWW.X-grass.com

REPEATING an ad ensures it 708-744-6715 * Fax 508-252-4447
will be seen and remembered! E-mail pbemello] @aol.com

THREE WAYS TO REPLY TO BLIND BOX NUMBERS

MAIL TO: Landscape Management Magazine,
LM Box #, 306 W. Michigan St., Ste. 200, Duluth, MN 55802

OR YOU CAN SEND YOUR BLIND BOX REPLY VIA EMAIL OR FAX
EMAIL: blindbox@questex.com or FAX: 218-279-8815

Don't forget to include the maagazine name and blind box number in vour correspond
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Did you

HYDRO SEEDING SYSTEMS | know that
’,«‘ . . 866-290-7295 COLOR ads

Factory Direct can increase
sales by
nearly twice that of
black & wiiie ads?

The great cutting, compact, easy-

g turning, reliable 36" hydro mower
e e B s e oa Proudly made in the USA

TURBO TECHNOLOGIES, INC. Starting at $1895

1500 FIRST AVE., BEAVER FALLS, PA 15010

1-800-822-3437  www.turboturf.com www.quick36.com

HELP WANTED

i
4
JENSEN

BUILD YOUR CAREER WITH A LEADING
LANDSCAPE CONSTRUCTION AND MAINTENANCE COMPANY

We are a leading provider of specialized high-end landscape site work, landscape manage-
ment services, and maintenance. We are seeking experienced individuals to join our winning

team. Must have a clean DMV record; bilingual English /Spanish preferred.

Our current open positions include:

® Construction Superintendents € Construction Foremen
® Landscape Area Managers ® Landscape Supervisors
® Landscape Sales Representative @ Irrigation Technicians

We offer a competitive salary with excellent benefits, including medical, dental, vacation,
holiday pay, 401K Plan, Employee Stock Ownership plan and bonus plan. To apply please
submit your resume to hr(@jensencorp.com as a Word attachment, fax it to 408-255-4981,
or mail it to our headquarters at 10950 N Blaney Ave, Cupertino, CA 95014.

For more information visit us on the web at www.jensencorp.com

118 LANDSCAPE MANAGEMENT / FEBRUARY 2006 / www.landscapemanagement.net


http://www.quick36.com
mailto:bolesinski@questex.com
mailto:hr@jensencorp.com
http://www.jensencorp.com
mailto:bolesinski@questex.com

FLORAPERSONNEL, 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 FREI
1740 Lake Markham Road
Sanford, FL 32771
407-320-8177 « Fax: 407-320-8083
E-mail: hortsearch@aol.com
www.florapersonnel.com

MICHIGAN AUTOMATIC
SPRINKLER, INC.

One of Metro Detroit’s Leading Irrigation
Contractors since 1950 Is seeking experienced
and motivated people to fill the following positions:

Irrigation Designer/Sales:

Working knowledge of AutoCad
Designing irrigation plans for landscape & con-
struction plan documents including commercial

& residential projects utilizing AutoCad
Irrigation Service Manager:
Complete & operable knowledge of any & all
irrigation aspects. Requires exceptional
organizational & leadership skills
Irrigation Technician:

Operable knowledge of all irrigation aspects
Troubleshooting ability electrical & mechanical
We offer Top Wages, 401K Plan, Health
Insurance & Vacation Pay
Submit Resumes to:
Michigan Automatic Sprinkler, Inc.
3180 Walnut Lake Court
Commerce Twp., MI 48390
(248)669-4152(fax) or
nblazofsky@aol.com
1(800)Irrigate

¥ BRICKMAN

Enhancing the American Landscape Since 1939

Brickman is looking for leaders
who are interested in growing their
careers with a growing company.
Nationwide career and internship
opportunities available in:

* Landscape Management

* Landscape Construction

* Irrigation

* Accounting
* Business Administration

Start growing your career at:
brickmangroup.com

TRUGREEN LANDCARE
TruGreen LandCare has immediate openings
due to our recent growth in business. We are

looking for the following positions:

Crew Leader
Englewood, CO ~ #6201CL
Crew Leader
Wheat Ridge, CO - #6244CL
Irrigation Technician -
Burien, WA - #6089IT
Irrigation Technician -

Everett, WA - #61241T
Irrigation Technician -
Englewood, CO - #62011T
Administrative Assistant -
Colorado Springs, CO - #6370AA
Area Manager -

Wheat Ridge, CO - #6244AM
We offer a competitive salary and an excellent
benefits package, including 401(k) and
company stock purchase plan.

To learn more about joining our team, please
email your resume with job number to
sallen.trugreen@comcast.net

EOE/M/F/D/V/AA
I or

Information on
classified advertising

call

Brian Olesinski at:

or e-mail:
bolesinski@questex.com

www.landscapemanagement.net / FEBRUARY

Equipment
Tracking Software

Designed for the

Green Industry
 Scheduling o
@ Tracking
L] Costing [/
@ Parts Inventory

Free Demo 800-635--8.-4-851
WWW.MOWERMETER.COM

W. z ™

The #1 all-in-one management
software for the green industry
Scheduling, Routing, Automatic Invoicing, Bill

Paying, Accounting, Payroll, Marketing and more

Download a free demo of the software landscaping
and lawn care professionals are all talking about!

www.wintac.net 1-800-724-7899

landscape 2()()

illustrator

design-estimation software
www.Lsisoft.com

i

NLINE
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INDUSTRY TRENDS BY THE NUMBERS

THE MAGICAL 5 C’s

When responding to a customer concern or complaint,
keep the following five “C’s” in mind. They will work
magic in easing your customer’s concerns or resolve
their problem:

1 Be sympathetic. Listen carefully to what

they're saying. Be respectful.

2 Address them in direct, non-technical lan-
guage. Avoid using statistics or analogies that don’t
offer solutions.

3 You are the expert in your field. You
can speak to the issue.

4 Your training, experience and profes-
sionalism allow you to work with the customer on a
mutually beneficial solution.

You, or your employees,
have the training and proper
systems and equipment to
soothe your client’s concern
or solve their problem.

SOURCE: ERICA SANTELLA,
REGIONAL TECHNICAL
MANAGER, TRUGREEN

HOLD MY HAND

The Outdoor Power Equipment Institute (OPEI) conducts a monthly shipments research program that represents between 60%

and 100% of all

During the just-completed 2005 model year (September 2004-August 2005),

nand 1 proadu expanded 4 , reaching 13.2 million units. Each product category experienced different market

fluctuations with

held blowers). Overall, most product categories experienced

SOURCE: OUTDOOR POWER EQUIPMENT INSTITUTE MONTHLY SHIPMENTS RESEARCH PROGRAM. VISIT WWW.OPELORG

LANDSCAPE MANAGEMENT 3
N Subscription rates

@ t POSTMASTER
Copyright 2006 Questex Media Group, Inc

Periodicals postage paid

M-I-C-K-E-Y,
G-R-E-E-N
Walt Disney World is much more
than Pirates of the Caribbean and
long lines. The Lake Buena Vista, FL,
resort has 2,000 acres of main-
tained turf and a horticulture staff of
more than 600. Here are a few other Topiary figures, like
this Bambi creation,
dot the theme park
and resort landscape.

facts about Mickey’s playground:

= 200: Number of topiary. Pete’s dragon is
the largest shrub character, measuring 14
feet from head to tail.

= 2,400: Total number of plant species represented. The
species are gathered from every continent except Antarctica.
® 4,000: Total acreage devoted to maintained landscapes and
gardens. That's about the size of 3,000 football fields.

SOURCE: WW

GREEN INDUSTRY | IN NEVADA
I
[

LANDSCAPE ASSO

, based on several product categories.

(pole pruners), and others shrinking by 4.8% (hand-

compared to the previous model year.

@ BPA

WORLOWIDG

AMERICAN
BUSINESS MEDIA
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Ulllll- Ull(ll l l-ll.
The Worlds Fastest Lawn Mower

“An American Tradition

To find out how to cut more acres of grass per hour
using a genuine Made in USA mower, Visit:

www.dixiechopper.com

Over 25 Years Dixie Chopper has been building the most productive machines in the industry.
Experience the difference today at your nearest Dixie Chopper dealer.

Circle 102
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The compact 27D is comfortable in the most uncomfortable situations. Its zero-tail-swing design lets you
hug the wall. And its highly fuel-efficient, diesel engine’s quiet nature will win you over. The engine and hydraulic service
intervals have been extended to 500 and 2,000 hours, so you don't have to pay as much attention to it either. So don't be
shy. See your John Deere dealer today or call 1-800-503-3373 to find out about the full line of compact excavators.

“Wallflower”

S —

4
w P, .
‘ »

www.JohnDeere.com/6363
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