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TOUGH _ LESS 
TREAD - EXPENSE 
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. 

Y O U D O T H E MATH. 
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Training Room 
Never forget to let the trainee know what 
he or she is doing right. If you're only talking 
about what went wrong, the message is, 
"you are a loser." 
BY BILL HOOPES 

In the Know 
Save the date for LM's first Grassroots Lawn 
Care Forum, Hinds Community College helps 
rebuild after Katrina, rain harvesting gaining 
ground, RISE goes local. 

Add-on Biz: 
Water features 
Ongoing customer 
support and satisfaction 
are critical for pond 
businesses. 
BY RON HALL 

Break through 
Getting past the $1 million barrier takes hard 
work, real insight and a good business plan. 
BY MIKE SEUFFERT 

30 Doing the jobs Americans won't 
Green Industry employers struggle to 
staff crews locally. Part three in our 
series, "A Question of Labor." 
BY STEPHANIE RICCA AND MIKE SEUFFERT 
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NEW HOLLAND 

SUPER BOOM 
Oil TRACKS 

Muddy, soft or sandy soil. Uneven terrain. Sensitive turf. No matter what the 
ground conditions, New Holland compact track loaders deliver outstanding 
flotation and traction with unmatched Super Boom™ performance and stability. 
• Super Boom vertical lift linkage - delivers maximum forward reach at 

maximum dump height 
• Low center of gravity - and wide stance lets you operate with confidence, 

even on slopes 
• Large operator platform - contoured suspension seat and excellent 

all-around visibility help maximize productivity 
• Rugged, simple undercarriage design - delivers long life with minimal 

maintenance 

For more information on compact track loaders or the complete line of New Holland construction equipment, see your 
local dealer or visit our website at www.newhollandconstruction.com 
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Damage control 
June 1 is the official start of hurricane season. Check out our 
online-exclusive article on how to safeguard your business, 
equipment and plants against weather-related problems. 

»0NLINE RESOURCES 
Industry news and events 
Read the latest news 
headlines before the print 
issue comes out, and plan 
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. 

Archives 
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. 

Contact us 
Stay in touch via direct 
phone numbers and e-mail 
addresses for our editorial 
and advertising departments. 

»Special issue 
It's time to start preparing for next 
fall's snow and ice strategy. Check 
out LMs online archive of snow and 

ice management 
articles. Click on 
the link in our 
navigation bar. 

»Readers respond 
Whether your goal is to win the lottery, cash out on a 
slick TV game show or build business the old-
fashioned way, it seems everyone wants to join the 
million-dollar club. Motivated by this month's cover 
story on breaking the $1 million barrier, we asked 
online readers, how long did it take your 
company to make its first million in revenue? 
Here's what you said: 

3 5 
% We don't know when 

we'll hit SI million 

15% More than 10 years 

12% 5-6 years 

11* 3-4 years 

9 We're happy with the size 
we are now 

7% Between 6 and 10 years 

7% 1 year / 

5 % 2 years 
Want to weigh in? Our survey question changes every month and we publish 
the results here. Visit www, landscapemanagement. net to voice your opinion, j M 

»Overheard 
i t We've got 
a game on.' 

— American Nursery and Landscape 
Association Sr. Director of 
Government Relations and Research 
Craig Regelbrugge, referring to the 
mid-May Senate push to vote on 
comprehensive immigration reform. 

For [Ms complete immigration coverage, 
visit www, landscapemanagement. net and 
search for "immigration.* 



Rave reviews. Proven results. Steady profits. 
Now that Talpirid has proven its success in the field, it's time to enhance your business. 

We finally have something we can depend 
| on for mole control that is simple and easy 
| to use making our job easier and our 

yards better." 
- Ryan McGrady, Pro Green Inc. 

"Talpirid had provided us with an additional 
revenue generating service while solving mole 
problems for our customers." 
- Jeff Cooper, Lawn Connection, 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. 

. A B MIO»IES . INC M A D I S O N , W I S C O N S I N I w w w . t a l p i r i d . c o m 

"We did an analysis of cost and 
Talpirid is extremely profitable 
to use." 
- Bill Johnson, All Green Corp. 

TALPIRID 
KILLS MOLES 
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Blowers < 
Chain Saws 
Trimmers 
Brushcuners 
Pole Saws 
Edgers 
Tillers 
Sprayers 
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ECHO blowers are powerful... ask any pro. Tough jobs 
are made easier with ECHO features like a powerful 
2-stroke engine, Pro-Fire electronic ignition and 
cruise control. ECHO is the only brand with every 
handheld and backpack blower engine certified to the 
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Ask Any Pro! 
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www.echo-usa.com 800.432.ECH0 
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SORRY, 
This is not the blade 
for those who love to 
sharpen 

You can spend less time sharpening - a lot less. 
You can spend more time producing income - by mowing more grass. 

You can - when you put Oregon® Fusion® blades on your mower. 

OREGON 
www.oregonchain.com 

Advanced Cutting Technology 

To find an Oregon® dealer near you and to see the "Fusion* - Better Edge, Better Results" section 
of our website, visit www.oregonchain.com. 
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ZOROCK 
1 -866-4-ZOROCK 
www.getzorock.com 

Decorative 
Stone 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 Decorat ive Stone. 

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

American Nursery & Landscape Association 
fe^ 1000 Vermont Ave., NW, Suite 300 

J i V T A Washington, DC 20005-4914 
A I N i L</ \ 202/789-2900 

www.anla.org 
Amrricaa Nursery fa 
1 andstapr Association 

American Society of Irrigation 
Consultants 
PO Box 426 
Rochester, MA 02770 
508/763-8140 
www.asic.org 

Independent Turf and Ornamental 
Distributors Association 
526 Brittany Drive 
State College, PA 16803-1420 
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 
ET^Jl 1100-H Brandywine Blvd. 

f j T F PO Box 3388 
7 Zanesville, OH 43702-3388 

888/683-3445 
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y Relax. We're here. 

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

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

The Professional Landcare Network 
PU A H I P - T 9 5 0 Herndon Parkway, Suite 450 PLANET Herndon, VA 20170 
Provisional landcare N*wcxt 703/736-9666 

www.landcarenetwork.org 

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

HERBICIDES AND SPRAYERS Snow & Ice Management Association 
2011 Peninsula Dr. 
Erie, PA 16506 
814/835-3577 
www.sima.org 

Sports Turf Managers Association 
805 New Hampshire, Ste. E 
Lawrence, KS 66044 

IMANAGERS ASSOCIATION 8 0 0 / 3 2 3 - 3 8 7 5 

www.sportsturfmanager.com 

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

/ a SW^Sj ^ A l b r e s t r y S u p p l i e r s , I n c . 
• wwwfnrpstn/suooliers.com 

SPRAYERS TEST KITS SPREADERS www.forestry-suppliers.com 

Catalog Request 800-360-7788 
Sales: 800-647-5368 

02006 Forestry Suppliers. Inc. M rights reserved. 

Precision application and constant pressure are the 

hallmarks of the new D.B. Smith RoundUp Relax 

backpack sprayer. Quality and comfort are joined to 

give you hours of stress-free operation. 

That's why Forestry Suppliers features more than 

9,000 top-quality products geared especially to 

outdoor pros; each backed with the best tech 

support and customer service, and our 100% 

Satisfaction Guarantee! Give us a call or log on to 

www.forestry-suppliers.com to get a free copy of 

our latest catalog today! 

SEEDERS AND SPREADERS 

TREE CARE EQUIPMENT 

PRUNING EQUIPMENT 

LANDSCAPING TOOLS 

SURVEYING PRODUCTS 

DIAGNOSTIC TOOLS 
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Scott S w a y z e thought 
all decks clog in tall, w e t grass. 

This one changed his mind. 

The New John Deere 7-lron "Here in Washington, we have to cut in wet conditions 
all the time," says Scott. "So we can't afford to clog 
And with the new 7-lron II deck, we didn't have to slow 
down, not even once." With a higher blade tip speed, the 
7-lron II makes short work of even the tallest grasses 

Scott Swayze, Blue Sky Landscape Services, Inc., Puyallup, Washington 

See more of what Scott Swayze has to say at www.mowpro.com 
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R A / N ^ B / R D SALE 

Install Confidence; 
Install Rain Bird. 

5004 
4"Pop-Up 

Turf Rotor 
Everything You 

Want In A Turf Rotor 
25-50ft.Throw - NozzleTree 
With Low-Angle & Regular 

RainCurtain Nozzles 
Top Adjusts 40-360 Degrees 

With A Flat Screwdriver 
Regular Full Circle Available 

Rubber Cover Standard 
5-year Trade Warranty 

^ ^ 

Check Out The Specs 

Why Pay More ? 

Buy the Box 

CALL NOW FOR FREE SAMPLE 

Y o u CAN'T GO WRONG 
WITH RAIN^BIRD 

T H E INDUSTRY LEADER IN 
LANDSCAPE & T U R F IRRIGATION 

MTl Has The Complete Pa/n^BirdLine In Stock 
[1804,1806,1812 SAM,PRS,SAMPRSJ [ESP-MC Turf Clocks 8/12/16/20/24/28/32/36/40st 
\ll Rotors 5505,6504,7005,8005,+SSJ r All Valves 1"-2"PGA,PEB,PESB,GB,EFB 
^EconoClocks E4c/6c/9c, ESP4/6/8TM* M// DV Valves + Easy Rain & TBOS Battery^ 
\eSP-LX&LXI Clocks 8/12/16/20/24sta* ^ All Xerigation - Emitters, DripLine, Ftgs] 

Find the Products You Need & SAVE AirFreight Available for Emergencies 
ASK ABOUT We Stock The WHOLE Turf Line 

ALL The Rotors & SprayHeads QUANTITY 
PRICING ALL The Valves & Controllers 

1 f L J 1 YOUR BEST SOURCE 
UlMMI FOR RA/N^B/RD 

800-600-TURE, 
Order By 1 p.m. 

SHIPS SAME DAY 
M-F 7:30-5 SAT 8-1 PDT 

Se Habla Espanol Call Now & Save 

WWW.SPRINKLERS4LESS.COM 

http://www.SPRINKLERS4LESS.com


BUSINESS MAKE IT YOURS 

Lessons from a winemaker 
BY RON HALL/Editor in Chief 

I often buy my wine in a liter box at the 
neighborhood Kroger store. Judge for 
yourself my level of sophistication in re-
gards to fine wine. 

That said, I recendy spent several 
days of learning and sharing with a 
group of other industry communicators 

in California's Napa Valley wine country. It's a beau-
tiful valley. What struck me most about the experi-

ence, apart from the sight of 
vineyards extending up the sides 
of green, mist-draped moun-
tains, were the subtle differences 
in the wines. Even a neophyte 
like me could taste them. 

How could there be differ-
ences, I wondered? After all, the 
wineries were sometimes sepa-
rated by no more than a mile or 
three. The grapes, basically the 
same varieties, grew in the same 

Amelia Ceja, right, soils and the winemakers used what appeared to be 
shows off her similar production techniques, 
vineyards' grape Then, thanks to a tiny winemaker, I had one of 
varieties. those "Aha!" moments. It literally tip-toed into my 

consciousness after a third tasting during the final 
stop of our trip. The daughter of a former Bracero 
worker from Mexico delivered my moment of clar-
ity. (The Bracero Program is a previous generation's 
migrant guest worker program.) 

Amelia Moran Ceja came to California at the age 
of 12 in 1967 with her family, poor immigrants from 
Mexico. At the time none of them spoke English. In 
1980 she married Pedro Ceja. The two of them had Personality and passion — 

distinguishes One company from 

worked in the same vineyards as teenagers. In 1983 
they, with the help of other family members, ac-
quired land in the Valley and began planting and lov-
ingly tending their own vines. 

Today Amelia Ceja is president of Ceja Vineyards, 
a 133-acre spread in the valley that produces grapes 
for other wineries but each year also makes about 
10,000 cases of its own distinctive wines. These are 
award-winning wines. 

Why are Ceja's wines different from other wines 
produced in the Napa or nearby Sonoma Valley? 

The answer hit me like a brick on the head. The 
answer was standing in front of me — Amelia Ceja 
herself. As this dynamic woman described each of 
the four wines she shared with us, the force of her 
personality caught us up in a whirlwind of excite-
ment and anticipation. We could literally taste her 
energy in the wines. 

That was it. The Ceja family — Amelia, Pedro and 
his winemaker brother Armando — willed their fam-
ily's personality into their wines, much as the other 
winemakers in the valley produced offerings with 
their own unique personalities. 

Personality and passion — 
that's what distinguishes one J V 
company from another, m 
whether it's winemaking, 
publishing or maintaining a * f 
client's property. 

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

that's what 
another. 

mailto:rhall@questex.com


BUSINESS KEEP GROWING 

The most important goal is to develop a coaching / 
mentoring culture where people train their own 

replacement so they can move up in the organization. 

Managers: Grow your own 
BY BRUCE WILSON 

Practically every company I talk to 
is having a tough time attracting 
the talent they need to meet their 
growth needs. Some can't even staff 
properly for current sales levels. 
This is a problem, which if not 
solved, will limit the growth of com-

panies. This is particularly critical at middle manage-
ment levels. 

Many companies reluc-
tantly resort to calling 
headhunters. Their results 
are mixed. It's not that 
headhunters are not com-
petent; there is just a short-
age of qualified people in 
the industry. Nearly all 
companies are growing. 

Chart the future 
I think the solution has to 
be to grow your own peo-

ple. It starts with doing a needs assessment. Build out a 
current organization chart and then make another 
projecting out what your company will look like in the 
future. What management people will you need in 
two, three and five years? 

Once you have done that, look at the people you 
have in the company. Do you have people with the 
potential to assume those positions? Obviously, they 
will need coaching and mentoring, possibly some 

outside training, but do they have potential? Do they 
have the desire? Do they seem like they are willing 
to do what it takes to rise to the next level? 

When you hire new people, regardless of what 
position they are filling, think future. Do they appear 
to have upside potential? You must hire with that 
being a key requirement. 

Make cultural changes 
To attract the best people, you must be able to 
demonstrate a career path for new hires. You must be 
able to show them that your company has a training 
plan that will help them develop into a more valuable 
employee That must permeate your company culture. 

I believe the most important goal is to develop 
a coaching / mentoring culture where people train 
their own replacement so they can move up in the 
organization. 

This is not simple and takes constant work. It 
requires an investment in time and discipline to 
make it happen. I truly believe the cost is minimal 
compared to what you will spend on trial and error 
hiring and recruiting through headhunters. It will 
not replace having to go out into the market to fill 
positions, but it will minimize your dependence on 
hiring from the outside. 

Include in your recruiting process a good intern 
program so that you have a base for attracting good, 
upwardly mobile talent and it will round out your 
grow-your-own-company culture. 

The author is a partner with entrepreneur 
Tom Oyler in the Wilson-Oyler Group, which offers 

consulting services. Visit www.wilson-oyler.com. 

http://www.wilson-oyler.com


A golf course isn't the only place for well-managed, disease-

free grass. Now there's Armada™, a fungicide that protects 

both your customers' turf and your profit margin—at around 

half the price of leading fungicides. Developed exclusively for 

lawn care professionals, Armada combines the power of a sys-

temic and contact fungicide for persistent control of brown 

patch, leaf spot, red thread and 11 other turf diseases. At a 

price that won't put a hole in your wallet.To learn more, call 

us at 1-800-331-2867 or go to BayerProCentral.com. 

Armada 
/T\ BACKED 
\X/ by BAYER. 

Bayer Environmental Science BaVer Environmental Science, a business group of Bayer CropScience I 2 T.W. Alexander Drive, Research Triangle Park, NC 27709 
Backed by Bayer and Armada are trademarks of Bayer. I Always read and follow label directions carefully IO 2005 Bayer CropScience 
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BUS INESS PRODUCTIVE EMPLOYEES 

Never forget to let the trainee know what he or 
she is doing right. If you're talking only about what 

went wrong, the message is, "you are a loser." 

Teaching beats telling 
BY BILL HOOPES 

It's the heat of the season and production 
pressure can make it tough to schedule 
pure training time. In past columns, I've 
encouraged the use of "small bite" train-
ing in the form of Monday morning 
meetings and tail gate sessions. 

To really change behavior, your train-
ing technique must be more than effective in the 
classroom; it must be easy to use on the job. Re-
cently, working in the field with a new hire, I was re-
minded of the necessity to teach, not tell. As I at-
tempted to explain what seemed like a simple task, I 
recognized the unmistakable stare of a new em-
ployee who had no experience and didn't really get 
my message. In a hurry, I said, "just do it the way I 
told you to." For the second time, the new person 
failed to properly perform the task. I realized I had 
forgotten a cardinal training rule that it's always bet-
ter to teach than to tell. I hadn't taken time to 
demonstrate the expected performance and relied on 
words to communicate. 

Every now and then I remind myself that most 
of us are visual learners. Experts show that as 
much as 85% of our knowledge is gained visually, 
while only about eight percent comes through 
the spoken word. In sales training sessions I have 
often taught learners that words create pictures 
and that communicating on the phone requires 
the effective use of language and speaking skills. 
But there is no question that showing beats 
telling every time. 

Here is a simple process you can use to train 
effectively; I call it the AC/DC process. 

• Activity performed. Assuming the trainee has 
received proper advance instruction, have the trainee 
perform the task or activity. 

• Critique. Observe the action, reinforce proper 
procedure, identify any changes needed. 

• Demonstrate. Perform the proper procedure 
for the trainee. Show, don't just tell. 

• Critique. Again, observe and critique. Be sure 
you reinforce proper procdedures. Explain and 
demonstrate any corrections indicated. 

That's AC/DC. It's a training/coaching process 
that's easy to remember, easy to use. 

Just a note about the critique. Never forget to let 
the trainee know what he or she is doing right. If 
you're talking only about what went wrong, the mes-
sage is, "you are a loser". Complimenting satisfactory 
performance is important to keep the message posi-
tive. Remember, when a trainee feels they are making 
steady progress, they will be motivated to continue 
learning. That, of course, is the objective. 

Next month, we'll explore training techniques 
that will help get your crew through the hottest two 
months of the season, July and August. 

But why wait? Start thinking now about the need 
to plan and show your concern for the physical con-
dition of your crew and how you can minimize the 
impact of summer's heat and humidity. 

— The author is founder of Grass Roots Training 
in Delaware, OH. Contact him at 

hoopes@columbus.rr.com or visit 
www.grassroots-training.com. 

mailto:hoopes@columbus.rr.com
http://www.grassroots-training.com


C O M P A C T EXCAVATOR A L L - W H E E L STEER LOADER M I N I TRACK LOADER 

Bobcat offers so many ways to work and prevent ground disturbance. With compact track loaders, mini track loaders, 
compact excavators, and the only all-wheel steer loader in the business, you can minimize profit loss from turf repair. 

One Tough Animal Bobcat 
Ingersoll Rand 

Compact Uctotde Technologies 
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In the Know 
NEWS YOU CAN USE 

Save 
24 

andscape Management magazine is 
partnering with the Professional 
Landcare Network (PLANET) on 

la special Grassroots Lawn Care 
Forum on Sun., July 23, in Washington, 

also discuss RISE's role in responding to 
"grassroots" pesticide-related issues. 

The Forum will take place from 2 to 5 
p.m. at the Holiday Inn Capitol Hill, the 
host hotel for the Arlington event and 

D.C. The free event precedes PLANET's PLANET's Legislative Day on the Hill 
annual Legislative-Day^nd^Renewal & that follows on Tues., July 25. 

GRASSROOTS 
- LAWN CARE 

FORUM 
2006 SIGN UP 

• www.landscapemanagement.net: 
Fill out a short sign-up form for the 
free Grassroots Lawn Care Forum 
2006. 
• www.landcarenetwork.org: 
Register for PLANET events and get 
hotel information. 

"Remembrance event at ^llngton Na-
t ional and Old Congressional Cemeteries 

on July 24. 
"If you're planning to attend the Ar-

lington event, get to D.C. a bit earlier to 
be a part of the Forum," said LM Editor in 
Chief Ron Hall. "These issues are affect-
ing the professional lawn care community 
and the speakers will give practical strate-
gies for dealing with them." 

Solutions sought 
The Forum will feature presenters from 
Canada and the United States, focusing on 
building strategies for meeting challenges 
in the lawn care industry, such as pesticide 
bans, IPM and neighbor notification laws. 

Stacey Pine from RISE (Responsible 
Industry for a Sound Environment) will 

We hope to see you at the Forum 
and joining others the next day in im-
proving and beautifying the grounds at 
Arlington National and Old Congres-
sional Cemeteries. 

Can't make it to D.C.? LM will video-

tape and podcast the event, allowing Web 
users to download the video presentations 
from www.landscapemanagement.net 
Editors will produce a White Paper detail-
ing the Forum proceedings, also available 
via LM's Web site. 

Make your travel plans now. 

SPEAKER LINEUP 
• Stacey Pine, grassroots specialist for 
RISE and Frank Gasparini, RISE director 
of state affairs, on taking action lo-
cally in response to pesticide issues 
• Ken Pavely, program coordinator for 
the IPM Council in Canada 
• Kenneth D. Morris, Esq., on pre-emp-
tion in the United States and Canada 

• Jennifer Lemcke, COO Turf Holdings, 
Inc., on doing business in the face of 
pesticide bans 
• Greg Adams, President One Step 
Lawn Care, on the New York State 
Neighbor Notification law 
• Richard Tice, executive director of the 
Environmental Industry Council, on 
the politics of pesticide use on school 
and public grounds 

PLANET/AN LA agree to break off merger negotiations 
HERNDON, VA — The Professional Landcare Network 
(PLANET) and the American Nursery and Landscape Associa-
tion (ANLA) have decided not to proceed with plans to 
merge the two organizations. 

"We have decided that it is in the best interests of the 
memberships of both organizations not to merge at this 
time. The PLANET Board of Directors is focusing on align-
ments that are still being solidified coming out of the 
PLCAA/ALCA merger of 2004," said PLANET President John 
Gibson, CLT, Swingle Lawn, Tree & Landscape Care. 

The merger task force began considering the creation of 

a single, national industry trade group in 2005. 
ANLA President Buzz Bertolero, of Navlet's Garden Cen-

ters, said, "Our thorough investigation substantiated the 
potential of an ANLA-PLANET merger, and we plan to con-
tinue working together as Green Industry associations and 
re-examine this possibility in the future... In the meantime, 
the two organizations intend to remain aligned in deliver-
ing services, expanding public outreach, and exerting politi-
cal influence." 

Jointly, the ANLA and PLANET represent more than 
6,000 Green Industry business professionals nationwide. 

http://www.landscapemanagement.net
http://www.landcarenetwork.org
http://www.landscapemanagement.net


HOW MUCH IS THIS CONVERSATION COSTING YOU? 

Ha* Jofcte: ActtvMy: 

HOW MUCH DO YOU 
WANT TO MAKE? 

Employee Tmie Card 

Get in control of your manpower. 

David Burna 
Employee Report I 

Date Range 6/12/2006 through 6/16/2006 

Employee total 3 8 : 5 3 h o u r s 

THE JOBCLOCK WAY: 

• Developed by contractors 
for contractors 

• Durable, portable, on the 
job 24/7 

• Zero addition errors 
• A l lows easy job-costing 
• Makes every job more 

profitable 

T H E O L D W A Y : 

Workers control payroll 
I l legible handwr i t ten 
t imecards 
Cannot verify locations or 
hours 
Accuracy based on workers ' 
memories 
Impossible to verify overtime 

Find out why! 

WHAT SHOULD I 
PUT DOWN FOR LAST 

TUESDAY? 

More than 230,000 workers 
clocked in today with 
The JobClock System. 
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T H E J O B C L O C K ® T H E L A N D S C A P E R ' S T I M E C L O C K . " 
E X A K T I M E 

C a l l t o d a y : ( 8 8 8 ) 7 8 8 - 8 4 6 3 w w w . j o b c l o c k . c o m 

http://www.jobclock.com


In the Know Antwaine Walker (left) and Steven 
Hamilton load plant materials into 
a wheelbarrow for easy moving. 

Students clean up for TV show 
RAYMOND, MS — When college students 
pile into trucks and drive through the 
night they're usually headed to spring 
break. That wasn't the agenda for a group 

of Hinds Community College landscape 
management students, faculty and 
alumni. They packed eight trucks full of 
tools and equipment instead to partici-
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pate in an ABC Extreme 
Makeover: Home Edition 
project to revitalize a park 
in the Hurricane Katrina-
ravaged St. Bernard Parish city. 

The Hinds volunteers worked for 
three days to landscape the 22,500-
square-foot Vista Park and plant more 
than 15 pallets of sod and more than 
2,000 trees, shrubs and ornamental 
grasses. They directed volunteers, oper-
ated machinery, and assisted in the demo-
lition of ballpark fences and a batting 
cage, and the installation of playground 
equipment, fountains and a bike path. 

"Our landscape management depart-
ment students were leaders on the site," 
said Martha Hill, chair of the school's 
landscape management department. 
Hinds' Landscape Management Club, 
which does fundraisers throughout the 
year, covered expenses. 

Even though ABC showed only a 
quick shot of the Hinds crew during the 
TV broadcast, it was still a once-in-a-life-
time experience for the students, who 
worked 12-hour days and spent nights 
camping at a local landscape company. 

"This was a time to help get commu-
nities and lives back together," said stu-
dent Joe Bracy. "I learned about teamwork 
and working together and that a plan can 
come together in 48 hours." 

PLANET first approached Hill with 
the opportunity to participate. 

"Our students had a blast and learned 
more in three days than an entire semes-
ter in a classroom," said Hill. 

more photos from 
Hinds Community 
College's trip to 
Louisiana and a link 
to ABC's coverage. 

I9QI 
BIG POWER IN SMALL PLACES 

NO CHARGE FOR VIEWING 

A DIVISION OF 

With an operating 
capacity of up to 900 
pounds and over 70 attach- , * 
ments in its corner, The Boxer 
BRUTE is built to overcome tough 
challenges like carrying heavy block, 
trees, stone and hay bales or plowing wet 
snow Available in either track or wheel version. And 
you can order a special package including trailer, attach-
ments and The Boxer BRUTE, ready to roll. Contact your 
local promoter or view it live at: 



'Captured' rain next big thing? 
BY RON HALL/Editor in Chief 
SAN DIEGO, CA — Rain harvesting is 
widely practiced in many parts of the 
world. It's making a comeback in home 
design in the United States because of 
growing concerns over the availability and 
quality of fresh water. 

Rain harvesting is the act of collecting 
runoff storm water from what a multitude 
of surfaces and storing the water in or 
below-ground tanks. The stored water can 
then be pumped from the tanks and used 
for irrigation, Terry J. McMains explained to 
more than 200 attendees at the recent 

terns depend largely on the amount 
of storage needed and project lay-
out. The water can also be used for a mul-
titude of non-potable uses other than irri-

INFO 
Landscapemanage-
ment.net Visit for 
more from Terry 
McMains on the topic 
of water harvesting. 

gation including flushing toilets, 
washing clothes, and providing 
water for evaporative coolers.. 

Rain harvesting will become a 
part of how we consider building sustain-
ability in future projects, said McMains. 
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American Society of Irrigation Consultants 
(ASIC) Conference here in May. 

McMains, president Aqua Harvest, 
Santa Fe, NM, keyed his talk on how 
water design is being redefined in new 
home construction in some regions of the 
arid Southwest. For instance, Rancho 
Viejo de Santa Fe, a master planned com-
munity in northern New Mexico, imple-
mented rain harvesting systems as a stan-
dard on every home built, roughly 120 
per year, he said. 

The water is being used for landscape 
irrigation. Even with xeric landscapes the 
rain harvesting systems were able to reduce 
the amount of fresh water used by approxi-
mately 30%, which spread out of hundreds 
of homes, results in millions of gallons of 
water saved each year, he said. 

Other municipalities are mandating 
or encouraging the design and construc-
tion of rain harvesting into new prop-
erty developments, 
McMains said. 

Costs of rain 
harvesting sys-

Terry J. McMains 
says water harvest-
ing is catching on. 



In the Know 

People Sc companies 
Mark Merrick has joined 
Syngenta Professional 
Products as a field sales rep-
resentative for the turf and 
ornamental team. Merrick will 
serve customers in Maryland. 

® Stephen Whitley 

is Target's newest ac-
count representative 
for the golf, sports 
turf and landscape 
market in southern 

California. His territory in-
cludes Los Angeles and Or-
ange counties. 
DuPont Professional 
Products named Mark 
Coffelt global development 

manager, focusing on the pest 
management, lawn care and 
golf industries. 

Cleary Chemical appointed 
two new turf and ornamental 
technical sales representatives: 
Peggy Clanton for Georgia 
and the western half of South 
Carolina, and Jeff Briggs for 
North and South Carolina. 

Brad Cahoon, an outstand-
ing high school senior from 
Hurricane, Utah, was awarded 
a $1,000 scholarship from the 
Irrigation Association Edu-
cation Foundation through 
the Future Farmers of Amer-
ica program. 

Swanson Russell Associ-
ates (SRA) has selected 
Danny Schumann and 
Kelsey Brown as the 2006 re-
cipients of the Gus Swanson 
Memorial Communications 
Scholarship. The statewide 
scholarship competition, in its 
fifth year, is designed to help 
foster excellence in marketing 
communications. 

BioSafe Sys-
tems appointed 
Michael 
DeRubbo as 
horticulture and 

fl " turf outside sales 
representative for ZeroTol, 
GreenClean and TerraCyte. 

Monty Bayer 
has accepted 
the role of U.S. 
marketing di-

rector and will manage the 
marketing specialists for the 
U.S. Crops, Specialty and Turf 
& Ornamental businesses for 
Dow AgroSciences 

American Nursery and 
Landscape Association 
(ANLA) member Ed Rosen-
thal, founder of Florikan, 
was recently presented the 
Environmental Protection 
Agency's (EPA) Gulf Guardian 
Award, recognizing Florikan's 
effort to reduce potential run 
off of nutrients with the de-
velopment of Staged Nutrient 
Release Fertilizer. 
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Your premier wholesale distributor stocking all major manufacturers' irrigation and landscape 
equipment. We're committed to providing the best customer service in the industry. Stop by 
your local branch today, where our trained and friendly people are ready to serve. 

800.343.9464 | www.ewingl.com 

DEFiNDABHtTY 
SERVKE * SU**0*T 

YOU MT All THB ABOVE 
MTHAZ-SPRAY. 

New for 2006, the WB-36 is designed from the 
ground up for commercial applicators. Not another 

push sprayer with a motor attached, the WB-36 
features an integrated 8 gal. spray system. 

L.T. Rich Products Inc. 
877-482-2040 

www .z-spray .com 
iales9z-spray.com 

http://www.ewingl.com


RISE sharpens focus at local level 

MORE 
INFO 

Landscapemanage-
ment.net Visit for 
complete coverage 
of the 2006 Media 
Summit sponsored 
by BASF. 

WASHINGTON, D.C — It's often said that 
all politics are local. 

That's becoming increasingly true of 
the debate over the use of professional 
lawn care products as well, said Allen 
James, president of Responsible Industry 
for a Sound Environment (RISE), a 
national association representing the 
interests of specialty pesticide and fertil-
izer suppliers. 

That fact hasn't gone unnoticed by 
RISE that historically as concentrated its 
efforts at the national and state levels. 

At the recent '06 
Media Summit spon-
sored by BASF, James 
told approximately 40 
writers and editors that 
RISE recendy enlisted 
Stacey Pine to deal with 
"grassroots" issues. She 

will manage industry issues at the munici-
pality level in cities and towns across the 
country. Pine was most recendy vice pres-
ident of government affairs for the Cum-
berland County (NC) Business Council. 

"The specialty industry is growing and 
continues to develop new technologies 
that enhance safety and minimize envi-
ronmental impacts," said James. Yet the 
industry faces increasing scrutiny and crit-
icism at the local level. 

"Anti-technology activists are shifting 
the debate to state and local levels 
where emotion, not science prevails" he 
added. Their tactics include attempting 
to erode public confidence in science 
and regulations by generating fear in the 
public's mind. 

Local politics often move rapidly, and 
a small but vocal minority can shape local 
laws and regulations. James alluded to the 
growing number of municipalities in 
Canada that have banned or severely re-
stricted the use of lawn care products. 

"Our strengths are in our numbers 
and commitment to advancing safe and 
necessary technologies," he added. "Com-
munication is essential to our efforts." 

Stacey Pine 
will manage 
grassroots 
efforts for 
RISE. 

Request a web-based demonstration 

TM 

SCHEDULING SOFTWARE 

HIT T H E GROUND RUNNING 
If s chedu l i ng s o f t w a r e was on your 
to-do list for this season, you'll be happy 
to know it's not too late! 

With the tightest QuickBooks integration 
available, QXpress gets you setup faster 
than any competing software product. 

• Full QuickBooks integration links real-
time with your QuickBooks customer list. 
No messing around with awkward and 
time consuming data entry! 

• QXpress has a QuickBooks "look and 
feel", giving you and your staff a short 
and painless learning curve. 

Request a free web-based demonstration with a QXpress representative. 
Using a phone and the Internet we'll give you a personalized walk-through 
of QXpress, showing you our recommendations for your specific needs. 

The season is here. Hit the ground running with QXpress 

call 1.877.529.6659 or visit www.qxpress.com for a FREE demonstrat ion 

Proud member of: 

7- PLANET 
' Profosnonoi londcor® 

designed tor ^ 
QuickBooks % 

QiicfcBooks II • r«9»t*rec trademark and »erv.ce mark & MuH k c m M United State* and other countnea OXpraaa la a 'entered trademark o» Aloeat Incorporated 
<X.c*Book» and tne -Dengned «or Ou.cfcBooka" L090 are trademark* an<j/or repttered f a d e ^ a * , o< mturt he. diaplayed parmiafor The use by Alocet ot the Logo 
doe* not a«flnify certification or endowment a* Alocet* toftware by Mu«t. and Alocet •* *oley retpcnutXe "or <ta software a^d 'ha support and maintenance of ttw software 

Circle 119 

http://www.qxpress.com


syngenta 



That's what people want from their lawn care provider. With products like Headway™ 
in your arsenal, you can give them what they want. Headway fungicide combines the 

power of two outstanding active ingredients pioneered by Syngenta 
^ \ (azoxystrobin and propiconazole). This new formulation affordably 

controls all major turf diseases including brown patch and dollar 
spot with a dual mode of systemic action. 

We believe creating a beautiful lawn goes beyond weed and insect 
control. That's why we continue to innovate and develop products 
like Headway fungicide that allow you to provide an ever-increasing 
level of service and performance. 
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EXTEND YOUR BUSINESS 

Water features 
• Ongoing customer support, 
satisfaction critical 
BY RON HALL/Editor in Chief 

The sound of gently 
splashing water de-
lights a growing num-
ber of residential land-

scape customers. Landscape 
contractors are well aware of 
this. They're cashing in on this 
growing market segment by 
designing and installing deco-
rative ponds and streams. 

For the consumer this has 
turned out to be both good 
and bad news. 

While the technical details 
of installing these features 
shouldn't challenge the expe-
rienced and detail-oriented 
landscape contractor, the 
question of whether a contrac-
tor should offer the service at 
all may hinge on the question 
of their commitment to ongo-
ing support and maintenance. 

Will the pond builder be 
willing to provide ongoing 
customer support, which 
often requires special knowl-
edge of aquatic ecosystems? 
Will he be available as a re-
source for the questions that 
the homeowner/client will 
have about pond care? 

Dave Jones, co-owner along 
with wife Gloria of The Pond 

Professional, Woodstock, GA, 
claims that too many contrac-
tors are building landscape 
ponds that will fail, usually 
within the first year after instal-
lation. The majority of the fail-
ures are due to careless or inex-
perienced installations, he says. 
In most cases, the contractors 
are off to the next job and the 
frustrated homeowner ends up 
having to seek help elsewhere. 

This inattention to detail 
and follow-up has created a 
strong demand for the serv-
ices offered by the Jones' 
company. They now spend 
most of their time repairing, 
renovating and maintaining 
ponds, a big change from sev-
eral years ago when most of 
their company's revenue 
came from designing and in-
stalling water features. 

"Installing a beautiful, 
healthy pond is not just a mat-
ter of digging a hole and put-
ting a liner in it," says Jones, 
who founded the Interna-
tional Professional Pond Con-
tractors Association (IPPCA) 
several years ago to raise stan-
dards within the pond build-
ing segment of the landscape 
industry. (For more informa-
tion visit www.ippca.com) 

Pond associations offer services 
There are at least two associations that offer advice and 
provide support for people who design, install or main-
tain landscape ponds. 

The National Association of Pond Professionals (NAPP) 
is dedicated to the advancement and promotion of the 
pond and water feature industry through education, 
communication and cooperative partnerships. It is based 
in Epworth, GA. To learn more visit www.nationalpond-
pro.com or call 706/258-3534. 

A newer organization is the International Professional 
Pond Contractors Association (IPPCA), formed less than 
two years ago. The IPPCA is a source for reliable informa-
tion for consumers and professionals alike. 

Additionally, it serves as a conduit for contractors and 
manufacturers to exchange information and input on 
new products, product improvements and exchange 
notes from the field. The IPPCA offers certification at two 
levels — Certified Professional Pond Contractor (CPPC) 
and Certified Master Pond Contractor (CMPC). For more 
information visit www.ippca.com or call 866/484-7722. 

Obviously, any contractor 
considering designing and in-
stalling landscape water fea-
tures should assess their abil-
ity to please the customer, 
including providing ongoing 
maintenance and customer 
support. 

Yes, a properly designed and 
constructed landscape water 
feature requires little mainte-

nance apart from checkups and 
periodic cleanups. But it will 
require maintenance. 

"The landscape contractor 
needs to understand that he 
needs the same understanding 
of the functions of the aquatic 
environment as he does of 
soils and all the factors that in-
fluence the health of land-
scape plants," says Jones, LM 

http://www.ippca.com
http://www.ippca.com


ABSOLUTELY HAMMERS MITES. 

<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 its easy on predacious mites 
and beneficial insects. And its low toxicity means its 
easy to work with and safe for the environment. 

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

Chemtura 
www. chemtura. com 
Always read and foDow label directions. 
Floramite is a registered trademark of 
Chemtura Corporation. 
©2006 Chemtura Corporation 
FL-ad02-l 105 CCP-10906 

Floramite SC 
ORNAMENTAL MITICIOE 



THROUGH 

W W ith apologies to 
r Regis Philbin, who 

doesn't want to be 
a millionaire? The 

$1 million mark is 
the first major milestone that many small 
or young lawn care and landscape com-
panies strive for. But that $1 million 
mark is also right around the point where 
many companies start to plateau, running 
into infrastructure, cash flow and person-
nel obstacles. 

With the right skills, training and 
equipment, anyone in this business can 
get to that $1 million point. But it takes 
hard work, real insight and a good busi-
ness plan to do it profitably and put you 
in position to grow to $2 million, $5 mil-
lion and beyond. 

Just like in life, there are no shortcuts 
to success in this business. That is, unless 
you're also really good at answering trivia 
questions on game shows. 

Not so fast 
It may go against logic, but sometimes the 
best way to get past that $ 1 million bar-

rier is to slow down. 
"You have to be careful not to 

grow too fast," says Bill Cox of Lawn 
Management Co., Inc. in Houston. "Don't 
take on too much business too quickly. It 
can put a strain on your operations and 
affect the quality of your work." 

After starting in 1990, Cox's company 
is approaching $5 million in revenue this 
year. He says it took his company about 
6-7 years to reach that $1 million mark. 

"You have to set the values and culture 
of your company. Concentrate on doing 
what you say you'll do," Cox says. "If your 
emphasis is all on sales, on getting to $1 
million for the sake of getting to $ 1 mil-
lion, customers will know that. 

"It's the service end that makes a 
difference. If you take care of the 
customer, the customer will take 
care of you.They'll be better 
than any salesman you can hire." 

Bill Leidecker of Five Seasons Land-
scape Management, Inc. in Reynoldsburg, 
OH, admits that his company grew "stu-
pid fast." The company began operations 
in 1998, reached $1 million in sales by 
2000 and soon grew to $3.5 million. 

"I wouldn't say we were working for 
free, but everything we were making was 
going back into the business," Leidecker 
says. "Growth is expensive. It's just been 
the last couple of years that cash flow is 
starting to catch up." 

Five Seasons has leveled off a bit, with 
$4.3 million in sales in fiscal year 2005. 
The company is now averaging a reason-
able 10% growth per year. 

"As any company grows, you under-
stand it more. So then when you are 
growing, you're growing smarter, you 
know what your capabilities are and hit-
ting your sales goals with revenues that 
are intentional," Leidecker says. 
"Once you have that knowledge 
to back you up, and correct the 
mistakes you made in the past, it 
doesn't take many more sales to grow 

the next 5% or 10%." 

• • Bill Leidecker says it takes 
a while for cash flow to 
catch up with rapid growth. 

Focus in 
Can turning down business 
help a company grow? You 

bet. If a segment of your busi-
ness is not profitable, then it's 

just eating up time, man-
power and resources. 



Getting past the 

BY MIKE SEUFFERT / ASSOCIATE EDITOR 

>1 million 
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When Terry Delany 
of AAA Lawns in 
Fayetteville, AR, started 
his company in 2001, 
he was offering any 
service he could pro-
vide. But after crunching 
numbers in 2004, Delany 
found that his most prof-
itable business was by far 
commercial maintenance. 
With Northern Arkansas in a 
growth spurt, he felt that focusing 
on commercial was the way to go. 

"Five years ago we were doing 
everything," Delany says. "Now we're 
ready to cross the $1 million barrier doing 
95% commercial maintenance. Once we 
made the decision to go that way, it took 
us nearly a year to pare down the residen-

already working at capacity. 
"We spent a lot of money those first 

few years trying to be everything to every-
body," Delany says. "We have a lot of 
equipment we don't use because we're not 
doing residential anymore We don't do ir-
rigation, but we are stuck with a trencher." 

Cox mentioned that his company was 
pulled into interior plant maintenance 
based on customer requests, even though 
he didn't have much experience in it. 

"You can be pulled into a num-
ber of direction because cus-

tomers ask for it," Cox 
says. "If you diversify 

too much and 

don't have the right people in place, you 
won't be successful. 

"Find what you are best at and do it to 
the best of your ability. Not only will you 
grow, but you'll grow smart." 

Letting go 
Somewhere around the $ 1 million mark, 
owners can no longer do it all by them-
selves. Between handling sales, managing 

the office and working 
in the field, owners 

would have to 
put in 18-20 
hour days to 
get it all done. 

"What you 
have to do is 

tial side. You can't just drop half your 
business and pick it up overnight." 

Though the commercial side is a lot 
more competitive, Delany says the only 
thing that is limiting him from growing 
his sales higher is labor. He actually had to 
stop selling because his employees were 

www.landsc 
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decide what you want to do — what you 
do well — and hire others to handle 
everything else," Leidecker says. "It was 
at about $1 million when I needed to 
come out of the field and focus on sales 
and administration." 

But letting go is easier said than done. 
For owners who have micro-managed 
every aspect of a company since its birth, 
there's a tendency to hold on too long. 

For Delany, it took some prodding from 
his employees to let go a little. "If you have 
the right people in place, they don't want 
you looking over their shoulder all day. Let 
them do the job you hired them to do." 

By not delegating, an owner can get so 
caught up in the day-to-day operations 
that he does not have time to look toward 
the future and develop goals and a strate-
gic plan to get the business there. 

Cox says he didn't hire another sales 
person until last year for his 16-year-old 
company. Though he says he might have 

grown faster with another salesperson, he 
thinks of business as a three-legged stool 
of sales, financial and operation. Sales was 
the area he was strong in, so he brought 
in others on the financial and operations 
ends. The important part was keeping 
that stool balanced so the company 
wouldn't fall over. 

"You have to sometimes bite the bul-
let and hire in those people to do the jobs 
you can't do yourself," Cox says. "We fi-
nally brought in a human resources per-
son and another salesman. Overhead has 
gone up a lot. It's a struggle, it's a chal-
lenge, but you have to take the risk and 
go for it if you want to grow." 

So when do you bring in that addi-
tional person? 

"A year before you need him," Cox 
says. "The person is going to flop for a 
year before he gets the hang of a job." 

Cox also mentions not to be afraid to 
ask for help. Bringing in a consultant to 

ESTABLISHING A SECURE FUTURE: 
Creating strategic plans for sales and marketing growth 
BY STEVEN A. COHEN 

The following steps for developing sales and marketing strategic plans will help 
you get to $1 million in annual revenues and beyond — profitably. 

Pj:Review the structure and goals of 
your marketing and sales plans. 

JDe f ine your marketing and sales 
growth strategies. 

Q Develop an organizational chart of 
each department's structure. 

H Identify your markets, both current 
and future. 

| j Identify your target client groups. 

( J Develop sales territories for your staff. 

I j Ask how can you reach your target 
client groups. What are the specific 
methods that you will use? 

take a look at your business from an out-
side perspective can help you find oppor-
tunities and develop plans for the future. 

"None of us are smart enough to build 
a $5, $10 or $15 million business all 
alone," he says. "The are people out there 
who can give you the advice you need to 
do things better. Use them." 

Banking partners 
As Leidecker said earlier, growth can be 
expensive. That is why it is important for 
any small business owner to be on good 
terms with his or her bank. 

"The banks have to be your business 
partner. You can't not grow because you 
don't want to borrow money," Cox says. 

continued on page 30 

| Identify how you've gotten lead 
information and new ways to get leads. 

Develop methods for "closing a deal" 
as they apply to each of your target 
client groups. 

3 Discuss market share for each sales 
sector. Make future projections. 

y | Project sales for your company by 
overall division for the current fiscal year 
and for the near future. 

y Review your marketing materials 
and the success rate of each. 

^ j Determine the best choices in terms 

of marketing materials for your target 
client groups. 

| Consider ALL planning steps in terms 
of your budget for each department. 

The key is to tailor your goals with 
your desired markets in mind. You may 
wish to delete, add to, or reorganize some 
of the steps suggested above. Or, you may 
wish to establish a calendar for reviewing 
your organization's progress at meeting 
targeted goals. Devoting time now to im-
plementing sales and marketing strategies 
should help you establish long-term, sta-
ble growth for your company's future. 

— The author is a principal with 
GreenMark Consulting Group, Inc. a 

national Green/snow Industry company 
that helps small- to medium-sized firms 
grow to the next level. Contact him at 
steven@greenmarkgroup.com or visit 

www.greenmarkconsultinggroup.com. 

mailto:steven@greenmarkgroup.com
http://www.greenmarkconsultinggroup.com


RTV900 Turf Utility 
The Kubota RTV900 Turf utility vehicle is designed to make your job 

a little easier and a whole lot more productive. With a fuel-efficient 

21.6 HP diesel engine, 4-WD, power steering, 3-range variable 

hydrostatic transmission (VHT), hydraulic bed lift and a hydraulic 

utility valve, it's like having your own fully equipped workstation 

on wheels. 

Kubota 
EVERYTHING YOU VALUE 

Financing available to qualified customers through Kubota Credit Corporation, U.S.A. 

For product and dealer information, call 1-888-4-KUBOTA, ext. 403 

or go to www.kubotaRTV40.com 
©Kubota Tractor Corporation, 2006 SAFETY 

You make it beautiful. The RTV900 makes it easy. 

http://www.kubotaRTV40.com


continued from page 28 

Delany says that when he started his 
business he was begging and pleading 
with the bank to get the funds for each 
new truck. But since the beginning, each 
month he's made it a point to go to the 
bank with his profit and loss statement 
and show the bank where he is and 
where he is going. Now the bank gives 
him whatever he needs because it is no 
longer such a risky proposition to lend 
out money. It also helps that Delany has 
never missed a payment. 

With that kind of relationship, both 
sides profit in the end. 

Set yourself apart 
There's very little barrier to entry in the 
landscaping business. That is why it is so 
crucial to set your company apart from 

the competition if you want it to grow. 
Cox says his company worked hard at 
building a professional reputation. The 
company does a lot of work at its home 
office, then invites potential clients to 
visit. He also hosts an annual Garden 
Party in November, giving tours, food and 
a flat of flowers to customers. 

"The office works as a marketing tool. 
It shows our clients we aren't some fly-
by-night company that works out of 
someone's garage," he says. 

For Delany, green has led to green. His 
marketing budget is non-existent. But 
what he did was paint each of his 11 
trucks a bright neon green that stands out 
on the road or parked at a customers' facil-
ity. "It cost $2,000 to paint the first truck. 
My partners thought I was crazy," Delany 
says. "Everyone recognizes us now. People 

think we have 30-40 trucks out there." 
Leidecker added one other key to get-

ting your business past the $1 million bar-
rier. Not only does a business have to get 
the job done, but it also needs to get paid. 

"This business has seen a lot of guys 
who know what they are doing opera-
tions-wise go out of business," he says. 
"They don't send out invoices on time, 
don't make payroll and the business fails. 
You can sell $ 1 million, but if you don't 
collect it you don't have a business." LM 

C0NSERVIGATI0N - COST-EFFECTIVE INSTALLATION, WATER CONSERVATION 
Installing Netafim USA Dripperline 
with Vermeer Is as Easy as 1,2,3. 

The Vermeer multi- blade plow H K ' H • 

allows irrigation contractors to ^ ^ ^ ^ 

Install dripperline more efficiently ^ ^ ^ 

and cost-effectively. Drip irrigation — another cost 

saver — reduces water usage 

by as much as 30 to 70 percent 

Plus, an extensive distribution 

network ensures access to both 

Netafim USA products and Vermeer equipment 

For more information, call 1-888-VERMEER, 
Netafim USA 1 -888-638-2346, or contact your local dealer. 

I NETAFIM Vermeer 

Circle 123 



THE IMMIGRANT OPTION 

. DOING . THE JOBS 

Americans 
WON'T 
Green Industry 
employers struggle to 
staff crews locally 
BY STEPHANIE RICCA / Managing Editor 
AND MIKE SEUFFERT / Associate Editor 

Some people, politicians and pun-
dits dismiss the idea that there are 
jobs Americans won't do. But 

from Joe Drake's experience it's true. 
Drake runs a $2 million full-service 

landscaping company in Auburn Town-
ship, OH — J.F.D. Landscapes. For several 
years, because he's been unable to meet 
his staffing needs locally, Drake has 
brought in foreign workers through the 
H-2B guest worker program. 

The notion that Americans won't take 
entry-level landscaping jobs — forcing 
employers like Drake to seek good work-
ers elsewhere — is a polarizing factor in 
the immigration debate. Growing land-
scape and lawn maintenance companies 
need reliable employees to push mowers, 
lay sod, spread mulch and plant, but the 
amount of work often exceeds the num-
ber of willing local workers. 

Local efforts didn't pay 
H-2B wasn't Joe Drake's first choice. He 
tried recruiting and placing newspaper ads 
and all the other normal avenues to find 
employees. But he always came up short. 

So when Drake was offered a chance 
to bring in American workers in the most 
desperate need of jobs, he volunteered. 

In the late 1990s, as a member of the 
Ohio Landscape Association, Drake part-
nered with the Cuyahoga Metropolitan 
Housing Authority in a program called 
Parkworks. The program helped train job-
less or low-income people from Cleve-
land for jobs in the landscaping industry. 

The CMHA provided transportation 
to Drake's workplace in the suburbs, 
about 40 minutes away. Their van could 
hold 15 people but they never got more 
than two or three workers each day. And 
those who did come rarely lasted more 
than a few days. 

They said the work was too hard, or 
that it was too hot outside. Some admit-
ted they could earn as much collecting 
welfare checks than earning it themselves. 

"This was a couple of years ago, and I 
was paying $8-$ 10 an hour," Drake says. 
"But it wasn't feasible for the program to 
go on. I can't run a business if I don't 

know if I have any workers who are going 
to show up." 

The program only lasted a few weeks 
before all sides gave up on it. 

This year Drake will get about nine 
workers through H-2B. 

"All these jobs were supposed to be 
career positions, progressing from labor-
ers to managers" Drake says. "It's sad, but 
we just can't find the people and we 
can't afford to pay someone $20 an hour 
to mow grass." 

Cultural shift? 
Situations like Drake's beg the question, 
why won't Americans take these jobs? Is 
the physical labor too much? The pay too 
little? According to Mike Zohns, it's a 
combination of factors. 

"This challenge has been around for a 
long time," says Zohns, a professor in the 
horticulture and crop science department 
at California Polytechnic State University 
in San Luis Obispo. In his more than 30 
years with the university, Zohns has seen 
firsthand how job trends ebb and flow. 

"Locals often don't relish the opportu-
nity," Zohns says. "For whatever combina-
tion of reasons, many don't want to work 
outside, they want to drive fancy cars and 
live in nicer places. There's nothing wrong 
with wanting that, but a lot of people 
want that sooner rather than later." 

With fewer untrained people entering 
Green Industry jobs, Zohns sees a huge 



demand every year for his qualified stu-
dents. While students trained in horticul-
ture and landscaping programs do pay 
their dues in the hot sun for low pay, they 
often begin their careers in what Zohns 
calls "custom entry-level" positions. This 
means grads may start out at low wage — 
but on the fast track to middle manage-
ment thanks to their education. 

That still leaves a lot of slots for sea-
sonal crew members. For most employers, 
it's simply more efficient to fill the spots 
with people who will show up willing to 
work. That usually translates to immi-
grants here on temporary visas. 

Proof in numbers 
Before an employer can receive authoriza-
tion to get temporary workers, he or she 
must demonstrate proof that the local job 

market isn't meeting the company's needs. 
That's not as easy as it sounds, according 

to Bob Wingfield, founder of Amigos Labor 
Solutions Inc, a Dallas-based agency that 
processes H-2B workers for Green Industry 
businesses nationwide. As part of the H-2B 
application process, employers file a form 
with the State Workforce Agency (SWA). 
To follow the process, employers must run 
a local ad for three days advertising the job 
openings. At the same time, the SWA 
searches its local databases for names and 
contact information of people seeking jobs, 
which it passes on to the employer, who 
must contact the candidates and follow up 
with interview requests. 

The process can last at least two 
weeks, Wingfield says, and rarely yields 
good results. 

"This year we ran 300 newspaper ads 

looking for 4,500 employees," he says. 
"Less than 200 names came to employers 
from the different states, and less than 
100 people were hired from those names. 
This amounted to more than $350,000 
worth of advertising." 

This, Wingfield says, is often proof 
enough for the employers he represents 
that local Americans won't take these jobs. 

"In this business, you have to be effi-
cient. And you've got to have the work-
ers," Joe Drake says. "These [H-2B] work-
ers are reliable, they're hard working, and 
they are taking jobs that Americans don't 
want to do.' LM 

This article is the third in LM's series, "A Question 
of Labor," investigating all sides of the H-2B 
immigration issue. For complete archives, visit 
www,landxapemanQfl€ment,net. 

R A / N ^ B / R D SALE 
MODULAR Install Confidence: 

A ESP CONTROLLER Install Rain Bird". 
EXTRASIMPLEPROGRAMMING 

Try One - Get a FREE Module 

Ask About 
Quantity 
Pricing 

Custom Default Program 
Up To 13 Stations 
HotSwap Modules 

/ rESP4MI ( Indoor) 4-sta $ 66-
ESP4M (Outdoor) 4-sta. ...$ 78-

\ESPSM3 (3-sta.Module) ...$ 19-

Water Budget (0-200%) 
3 Programs - Longer RunTimes 

Programmable Station Delay 

The ESP 
Standard 

We Stock The WHOLE Turf Line 
ALL The Rotors & Spray Heads 
ALL The Valves & Controllers K T f i l YOUR BEST SOURCE 

FOR PAIN^BIRD. 

800-600-TURE, 
Order By 1 p.m. 

SHIPS SAME DAY 
M-F 7:30-5 SAT 8-1 PDT 
Se Habla Espahol Call Now & Save 

www.SPRINKLERS4 LESS COM 
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• Does not affect turf growth 

Atrimmec® Plant Erowth Regulator 
can give your bids a new edge. Atrimmec 

reduces labor and disposal costs by slowing 
the growth of trees and shrubs by 50% 

or more - in some areas, for the 
full season! Less growth, less 

cost. Less cost, more profit 

• Easy spray application 

• Creates fuller, more compact, 
uniform shape 

• Labeled for use on over 50 
ornamental landscape species 

Get the competitive edge -
Atrimmec Plant Erowth Regulator 

p b i / G D R c l o n 
coRpoF ta t ion 

An Employee-Owned Company 
1-800-821-7925 • pbigordon.com 
Atrimmec® is a registered trademark of PBI/Gordon Corporation. C i f C l C 1 3 1 





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 immediate irrigation with MACH 2, its performance is 
guaranteed1 and it comes in multiple formulations. Now that's a lot of underlying value from one insecticide 

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.comAurf 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 

http://www.MACH-2.com
http://www.dowagro.comAurf


MOWER 
ATTACHMENTS 

SPECIAL 

T E C H N O L O G Y 

1Rough it up 
The Bobcat mower attach-

ment is recommended for rough-
cut applications, including road 
ditch rights-of-way, golf course 
roughs and large acreage mow-
ing. The attachment eliminates 
driving over the grass before cut-
ting, and provides excellent visibil-
ity to the work area. It has three 
overlapping blades for clean cut-
ting with no skips and a direct hy-
draulic motor drive that powers a 
single V-belt. The attachment 
frame allows the mower to oscil-
late independently of the loader, 
while a rear discharge disperses 
grass clippings under the carrier 
and away from trees and fences. 
For more information contact 
Bobcat at 866/823-7898 or visit 
www.bobcat.com I drde no. 250 

2 Spread the wealth 
SpreadEx's LG 375 commer-

cial-duty granular spreader attach-
ment spreads seed, fertilizer and 
control products. Standard with a 
10-ft. control cable, the spreader's 
material flow gate calibrates ma-
terial flow. This allows the opera-
tor to distribute the right amount 
of material for each individual ap-
plication. An adjustable deflector 
allows for spread pattern manipu-
lation. Designed to work with 
service vehicles including riding 
mowers, the spreader comes 
standard with a 2-inch receiver 
hitch mount. Optional 3-point 
hitch, drop utility and trailer 
mounts are also available. 
For more information contact 
TrynEx International at 
800/725-8377/circle no. 251 

3Quick change 

Grasshopper's QuikCon-
verter mounting system lets you 
apply Grasshopper's True Zero-
Turn capability to turf renovation. 
You can remove the mowing 
deck and install implements in 
minutes without tools. The single 
power unit accepts multiple im-
plements, including Grasshop-
per's 40- and 60-in. AERA-vators, 
which eliminate cores and frac-
ture hard, dry soil combinations 
without irrigation; and shielded 
sprayers for controlling drift by 
containing chemical spray within 
the spraying chambers for on-
target applications. 
For more information contact 
Grasshopper at 620/345-8621 or 
visit www.grasshopper-
mower.com I circle no. 252 

4 Lots of options 
JRCO Inc. manufactures a 

line of heavy-duty attachments 
for commercial mowers. All 
seven front-mount products at-
tach with clevis pins to the JRCO 
universal mount bar. The electric 
broadcast spreader (pictured) has 
a 120-lbs7 2.2 cu. ft. capacity, an 
electronic speed control to regu-
late spread width and a unique 
control to center the pattern. 
Other JRCO attachments include 
a tine rake dethatcher, zero-turn 
sprayer, hooker aerator, leaf 
blade plow, V-broom sweeper, 
transporter, snowplow and 
blower buggy carrier. 
For more information contact 
JRCO at 800/966-8442 or 
visit www.jrcoinc.com I 
circle no. 253 

http://www.bobcat.com
http://www.jrcoinc.com


Use as directed for 
R e l i a b u s p e r f o r m i i . 

Flexible and long-lasting, Prodiamine 65 WDG from Quali-Pro gives you all the reliable weed control 

you demand — for less. Apply Prodiamine at your convenience, spring or fall, and a single 

application controls dozens of grassy and broadleaf weeds all season long. 

Control the weeds and your budget, go with Prodiamine 65 WDG. 

a m 
Great Results. Great Value. That's Beautiful. 

For more information about Quali-Pro products, call 800-979-8994 or visit www.quali-pro.com. 
Professional products, performance and people, backed by the strength of Makhteshim-Agan Industries, the worlds leading manufacturer and distributor of post-patent agrochemicals. 

©2006 FarmSaver.com, LLC. Quali-Pro is a trademark of FarmSaver.com. Not registered for sale in CA. Always read and follow label directions. 

Experience the ProPoints Difference - More Points, Faster Rewards. Register today at www.propointsonline.com. 

http://www.quali-pro.com
http://www.propointsonline.com


COMMERCIAL POWER 

Relationships - Customer, 
Technician & Dealer 

It's no secret that a qualified technician can be 
worth his weight in gold. He keeps equipment 
running, which translates into productivity and 
profitability. A relationship that's often over-
looked is the one between the professional cus-
tomer and the equipment dealer. Without a 
strong bond, both sides can suffer setbacks. 

The professional customer normally cannot 
wait for repairs and needs to keep the equip-
ment running at all times. This translates into 
the professional calling the dealer for technical 
assistance so he can repair his own problem, 
possibly arranging for emergency repairs, and 
for obtaining parts quickly. 

A commercial dealer needs: 
1. An individual on staff with good commu-

nication and technical skills to assist the profes-
sional customer information over the phone or 
by the Internet. 

2. A dealer service coordinator that under-
stands what repairs require immediate attention 
verses those that can wait a little while. This may 
require scheduling their own dealer technicians 
to work different shifts, and arranging trans-
portation to get a customer's unit into the shop. 

3. A parts department that stocks roughly 
90% of required repair parts. If a part is not in 
stock, professional customers expect to have the 
part delivered to them in one or two days. 

The support systems available at a dealer 
are critical to most professionals who buy equip-
ment. If the professional customer cannot 
obtain the backup support needed, they will 
look at other brands of equipment that have 
good support systems in place. 

A dealership that supports the professional 
customer will end up with a win-win situation. 

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

The engine requires 15 parts of 
air for each part fuel. Those 

numbers should hammer home 
the importance of air filtration. 

Keep 'em breathing 

fter writing several ar-
ticles about air includ-
ing one on air 
wrenches and one on 

BY HARRY SMITH 

A: 
tire pressure, someone 
pointed out that I had 
not commented on air 

filters and engine air filtration systems. So 
here is another article about air. 

Air filters and air filtration systems are 
frequendy neglected. Many operators do 
not notice the slow degradation in engine 
performance as the air filter clogs. I have 
frequendy found clean, recendy replaced 
fuel filters and completely clogged air fil-
ters on units with a running problem. 
Someone only thought about half of the 
system. If you remember these numbers 
you will be less likely to overlook air filter 
and intake service. Commit 15:1 to your 
memory. The engine requires 15 parts air 
for each part fuel. That means fifteen 
times as much air as fuel. 

Many of the larger multi-cylinder en-
gines found on turf care equipment have a 
Donaldson brand air filter system or a sim-
ilar system provided by the engine manu-
facturer. These multistage systems can run 
many hours without service Smaller en-
gines usually have a system devised by the 
manufacturer. These will require more fre-

quent service. Both systems do the same 
job. They provide the right volume of fil-
tered air to the engine. A filtration system 
that is restricted by dirt and chaff will lead 
to premature engine death. The engine 
goes rich from lack of air. Or worse, a hole 
or tear is sucked in the filter media. Now 
either can wash down the cylinder from an 
over-rich condition and you get a lack of 
lubrication seizure or dirt is ingested 
through the hole in the media. That erodes 
the cylinder and piston surfaces leading to 
loss of compression, power and eventually 
worn rings that stick and seize the pistons. 
Neither condition promotes a desirable re-
sult. Engines and engine overhauls are ex-
pensive and time consuming. 

A strange thing can happen with 
overzealous air cleaner service. If the air 
filter canister is opened too frequently and 
without sufficient caution then dirt 
caught in the trap area can fall into the in-
take hose. It is not wise to disassemble air 
filter containers too frequently. Follow the 
manufacturer's recommendations for fre-
quency and correct procedures. The very 
act of checking the air filter can lead to 
dirt ingestion. The law of unintended con-
sequences still prevails. Read the owner's 
manual and keep your engine air clean. 
— The author is turf equipment professor at 

Lake City Community College, Lake City, 
FL. Contact him at smith@lakecitycc.edu 

mailto:smith@lakecitycc.edu


The 
Intelligent 

Use of Water 

Water. It's what keeps the world alive. 

As the world s largest manufacturer of 

irrigation products, we believe it is our 

responsibility to develop technologies 

that use water efficiently. Over the 

past seven decades, our pioneering 

efforts have resulted in more than 130 

patents. From central control systems 

and automatic shut-off devices to 

pressure regulating components 

and low volume drip irrigation, Rain 

Bird designs products that use water 

wisely. And our commitment extends 

beyond products to education, 

training and services for our industry 

and our communities. 

The need to conserve water has 

never been greater. We want to do 

even more, and with your help, we 

can. Visit www.rainbird.com for 

more information about 

The Intelligent Use of Water.™ 

e 2006 Rain Bird Corporation 
www.rainbird.com 

http://www.rainbird.com
http://www.rainbird.com


TECHNOLOGY ON-SITE ADVANTAGE 

Your Web site works night and day, 
weekends and holidays. 

Your perfect 'employee' 
BY TYLER WHITAKER 

Nearly 10 years and several compa-
nies ago I was locked in a battle to 
convince our CEO that we 
needed a Web site. I was armed 
with demographics, growth statis-
tics and project costs. He con-
tended that the Internet was just a 

passing fad. Luckily, with the help of colleagues, we 
overcame his objections. The result was a Web site 
that became a successful sales tool. It helped us dif-
ferentiate from our competition. 

Today the Web is a mainstay of marketing and 
sales. You can find and buy anything online. But first 
you have to find what you're looking for before you 
can buy it. So how can you make it easier for cus-
tomers to find your company's Web site? Here are 
several ideas that will put your Web site on the map. 

1. Content. Content. Content. Your site must con-
tain information that consumers are looking for — 
"how to" guides, landscaping tips and tricks, and sug-
gestions for planning the perfect backyard. The suc-
cessful marketer will use this content to layer in a 
healthy measure of, "Why should you use our com-
pany." Content is what brings people back. 

2. Inbound and outbound links. I 'm reminded of 

the classic movie Miracle on 34th Street. In this 
movie, Kris Kringle, posing as Macy's department 
store Santa, generously directs customers to compet-
ing stores that carry special hard-to-find toys, result-
ing in higher sales and customer goodwill. I'm not 
suggesting that you link to your direct competitors. 

But exchanging links with other local businesses and 
associations is a good way to increase your site traffic 

3. Search engine optimization. Chances are cus-

tomers will find your site from a search engine. That 
means you want the highest listing in search results 
you can get. Moving your site higher in the search re-
sults can be confusing. Search engine optimization 
(SEO) is becoming something akin to rocket science. 
But rest easy, if you've focused on quality content 
and links, the hard part is behind you. 

Make sure the search keywords your potential 
customers will use are found within your Web con-
tent. That way search engines will see that your site 
pertains to what people are searching for. Another 
key item is the number of quality inbound links to 
your site. Your most valued inbound links will be 
from high-profile sites within your industry. Another 
option is to hire a company that specializes is search 
engine optimization. They have experts in fine-tun-
ing your site to get the highest ranking possible. 

If all else fails, you can buy paid placement adver-
tising on all major search engines. Google has one of 
the most flexible and easy-to-use systems. Sign up 
online, pick the search keywords you want to adver-
tise with and set your budget. They even have the 
ability to target your ads geographically. 

Your Web site is an employee that works night 
and day, weekends and holidays. Spend time making 
sure it delivers the message and results you want. 

— The author is chief technology officer for the Symbiot 
Business Group. Contact him at 801/307-0730 or 

twhitaker@symbiot.biz Visit his blog 
at www.tylerwhitaker.com. 

mailto:twhitaker@symbiot.biz
http://www.tylerwhitaker.com


FREE SAW 
Receive 12 blades 

plus the saw 
of your choice 

$1599.00 

Partner® 

Certain makes & models available 
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V Diamond 
Tools 

www.qualitydiamondtools.com 
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Good to the 
last 

drip? 
Drip irrigation 

is a great 
tool in land-
scape care. 
For many 
properties or 

areas, drip is the best way to 
keep turf and ornamentals 
healthy, lower irrigation water 
costs, reduce the number of 
callbacks and control mainte-
nance costs. 

Let's take a closer look at 
drip including its benefits and 
challenges. For the sake of the 
discussion of benefits, let's 
agree that systems are properly 
installed and scheduled. That 
said, many of the problems 
that contractors have with drip 
are usually the result of poor 
site selection or improper in-
stallation, scheduling and/or 
maintenance. 

Control zone kits save time, money 
BY DAVE LAYBOURN 
Ask a group of irrigation contractors the following ques-
tion: "What is important to my business?" One of the top 
responses you're likely to hear will be "saving time." Hear-
ing these responses, irrigation manufacturers developed 
the control zone kit, a key product in drip irrigation that 
includes an automatic valve, filter and pressure regulator. 
These components are packaged together, making it sim-
pler for designers and contractors to be sure that the right 
components are in place to reduce installation times and 
significantly cut chances for errors and callbacks. 

Control zone kits are designed and engineered to help 
contractors guarantee successful continued on page 46 

The benefits 
• Reduced water costs: 

Optimal amounts of water go 
directly to a plant's roots, reduc-
ing evaporation and eliminating 
overspray. Drip can reduce 
water use in an area by 60%. 

• Better plant vigor and 
more blossoms: Opt imal bal-

ance of moisture and oxygen 
around plant roots promotes 
plant growth and health. 

• Fewer weeds and pests: 
Because areas outside the irri-
gated root zones remain dry, 
so weeds have less water to 
grow. Drip irrigation can re-
duce the stress on landscape 
plants, decreasing their vulner-
ability to insects. By keeping a 
plant's foliage dry, invasion by 
water-bom pests (especially 
fungi) is reduced. 

• Easily modifiable: Systems 

can be modified to accommo-
date changes in landscape 
planting, meeting the varying 
water needs of different plants 
in a single landscape. 

• Ideal for slopes and diffi-
cult soils: The slow rate of 
water release allows moisture 
to soak into the soil reducing 
runoff. Drip emitters reduce 
the loss of water percolating 
beyond the plant's root zone 
in sandy soils. 

• Easily added to existing 
landscapes: Drip can be in-
stalled on or near the surface 
without damaging existing 
plant roots. Flexible poly tub-
ing or inline drip tubing can be 
covered with mulch and can 
be installed on existing piping. 

• Where it's needed: With 

drip you don't flood a street or 
sidewalk with irrigation water. 
Line-source drip irrigation in-
stalled in turf and shrub areas 
with proper soil conditioning 
reduces overspray outside the 
landscape area. 

• Windy sites: Because drip 
irrigation applies water di-
rectly to the soil, little water is 
lost on windy days. 

continued on page 46 

BY JOE FORTIER 



| UPTIME | LOW DAILY OPERATING COSTS m J O H N DEERE 
Nothing Runs Like A Deere 

The 344J dances to the rhythm of its stereo Steering. This unique feature makes it easy to make 
all your moves on a crowded jobsite with a 20-percent tighter turning radius. But don't take this compact 
loader lightly. Outstanding travel speed, breakout force, reach, stability, and lift capacity put it in touch with 
its productive side. See your John Deere dealer today or call 1-800-503-3373 to catch the latest moves from 
this nimble loader. 

Twinkle Toes 



continued from page 44 
The challenges 
Problems with drip irrigation usually re-
sult from improper design, installation or 
maintenance. Oftentimes these problems 
result from people not paying attention to 
or understanding the details. 

• Control valves: Control valves have 
different minimum flow requirements. 
Some control valves have a minimum 
flow requirement of 0 gallons per minute 
(gpm) up to 5 gpm or more. 

The minimum flow requirement can 
affect the control valve closing. If a control 
valve has a minimum flow requirement of 
five gpm and your drip irrigation system is 
1.2 gpm (80 gallons per hour or 80 one-
gallon-per-hour emitters) the valve may 
not always close. Unnoticed, 1,728 gallons 
of water can be wasted daily. 

MORE 
INFO 

A stuck control valve can re-
lease too much water. That may 
weaken or kill plants and cause runoff 
and unnecessary water costs. Also, an in-
correctly sized control valve may work, 
but the diaphragm can wear out four to 
five times faster. 

• Too few emitters: Plants can't de-
velop sound root systems without the 
proper number of emitters, a big problem 
on slopes where plants are used to help 
stabilize the soil. Trees need a sound, deep 
(18- to 24-in.), widespread root system, 
especially in windy areas. 

Trees need water to live. It is estimated 
that mature ash trees in Las Vegas, NV, in 
can use more than 400 gallons of water 
per week during the heat of the summer. 
If you have only eight 2-gph emitters on 

continued on page 48 

Landscapemanage-
ment.net For more 
from Dave Laybourn 
on control zone kits> 
dick on the June 
cover from the LM 
homepage. 

More Software Tools 
H a r d w a r e : 
Check Reader - automatically reads your 
customer's checks for quick receivables. 
CLIP Connect - Use your Nextel or other 
phone for live, real-time route sheets. See 
what customer is being serviced. 
CLIP Trak - Instantly know where your 
trucks are, then have this data automatically 
download into CLIPm GPS. 
Erouter - go paperless and send your 
crews out with Palms that have the day's 
work on them. 
Bill on website - your customers can view 
their bills on the web. 
Bar Code Scanner - print bar coded sheets 
for the crews and scan as they get to each 
property. 
S o f t w a r e Links: 
Links with MapPoint - automatically route 
all your customers on the map. 
Links with Microsoft Word and Excel -
Make estimates and letters inside the 
customer's file. 

Language Translation - Route Sheets 
notes print in Spanish and Portuguese. 
Links with Microsoft Outlook - Send email 
to customers from within the CLIP program. 
Links with QuickBooks Pro - Send all 
billing data directly to QuickBooks. 
CLIP S o f t w a r e : 
• Bill from CLIP or QuickBooks. 
• Up to 15 ways to schedule jobs. 
• Store photos in customer record. 
• Contact Management System. 
• Do billing in minutes not hours. 
• Employee Tracking. 
• Chemical Tracking. 
• Landscape/construction estimating 

and tracking. 
What does all this mean for you? You can 
spend less time in the office doing paper-
work and more time running the company. 
£Z./P has been around for over 20 years. 
There is a reason why 2 BILLION dollars 
are run through CLIPeach year. 

Link with Scanner - Save the signed 
contract right inside the customer file, www.clip.com 

Call 8 0 0 - 6 3 5 - 8 4 8 5 for more information 

continued from page 44 

drip installations. Installed at 
the beginning of each drip 
zone, control zone kits start 
with an automatic valve for 
on/off control. Next in line is 

a filter to ensure the water is kept 
clean. Finally, a pressure regulator is 
included to prevent drip compo-
nents from operating at high pres-
sures, which will shorten the life of 
drip components and can lead to 
premature replacement. Also, high 
pressure in a drip system can cause 
fittings to blow off, which can 
waste water and wash out expen-
sive plant material. 

With several packaging options 
available, control zone kits provide 
contractors significant installation 
savings since they no longer have 
to buy parts separately. Many con-
tractors say their workers no longer 
waste time searching through 
boxes because they already have 
everything they need in the kit. 

Today, contractors save even 
more time and effort because some 
newer control zone kit models 
come pre-assembled. "Because 
they are already assembled, the 
new kits are a definite time saver 
during installation and have re-
sulted in faster production rates 
and better reliability," says Al 
Luchterhand, owner of Sun City 
Landscapes in Las Vegas. 

Saving time means more than 
just making the installation quicker, 
it also means reducing errors and 
callbacks. "When I use a kit, I don't 
have to worry about whether the 
job was done right," says Mark 
Bridges of Pavilion Landscaping in 
Palm Springs, CA. 

— The author is product manager 
for Rain Bird Corp's Landscape 

Drip Division. For the complete 
article, visit www.landscape-

management.net 

Circle 129 

http://www.clip.com


Eight straight months of hand-weeding 
around the clock can take its toll on 

the average worker. 

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

It won't do your bottom line any good, either. Research shows that hand-weeding can knock your profits for a loop in no time. Maybe that's why 
so many nursery operators and landscapers are choosing the superior control of Snapshot* specialty herbicide. Snapshot can be used over-the-top of more 
than 413 field-grown and 235 container-grown ornamentals, for control of 111 broadleaf weeds and annual grasses - for up to eight months.That's more 
than any other preemergence product on the market. Plus, it's gentle on ornamentals. This year, knock out weeds and grasses - instead of your workers -
with the proven performance of Snapshot. # i)»wAgroSdences 

Day and Night. Month after Month. QiuiKKShfl f 
'Trademark of Dow AgroSctences LLC I C l | J O I i " t 
Always read and follow label directions. 
www dowagro com Turf 1 800-255 3726 Specialty Herbicide 



WANTED 

The Troublesome Trio 
If you've s e e n this trio or other gangs 
of grassy w e e d s hanging out in your 
turf, act n o w 'cause they're u p to 
n o good! They've e s c a p e d your 
pre-emerge and are out to rob 
your g o o d grass of valuable moisture 
and nutrients. 

It's t ime for the death sentence -
Trimec® Plus Post-Emergent Grass 
and Broadleaf Herbicide. For 
control of grassy w e e d s and y e l l o w 
nutsedge , there's nothing e l se like it. 
It e v e n packs a wa l lop and w i p e s 
out their broadleaf buddies like 
clover, oxalis and spurge. And the 
dandel ions start curling as s o o n as 
the spray tank rolls into town! 

Trimec 
Plus 
protect your 
bluegrass, 
fescues, 
zoysiagrass, 
ryegrass and 
Bermudagrass 
turf from the 
bad guys. 

ALWAYS READ AND 
FOLLOW LABEL DIRECTIONS. 

| 11 p b i / s c f f / c t o n 
I j 

An Employee-Owned Company 

1-800-821-7925 
trimecplus.pbigordon.com 

Oxalis 
TRIMEC 

Available in 
quarts, gallons 
and 21/k gallons -
and for really 
BIG jobs, 
30 gallon drums. 

©2006, PBI/Gordon Corporation. Trimec is a registered trademark of PBI/Gordon Corporation. 00236 
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the ash tree, you will have to run the sys-
tem 25 hours. That's not an option. You 
must install enough emitters around a 
plant to meet its water needs. 

• Plants in zones: Lawn, shrubs, annuals 
and trees need their own stations or zones 
Different plant materials have different 
root zone depths and water requirements 
They must be irrigated in different zones 

• Hydraulics: You will need to calculate 
the pressure loss in a drip irrigation sys-
tem. Many drip systems don't have any 
water at the ends of the line because of 
friction loss in the piping, piping size, or 
too many emitters on small tubing. 

• Landscape conversions: Many water 
districts encourage property owners to re-
move turfgrass in favor of xeric land-
scapes in order to save water. The conver-
sion process can be disastrous for plants in 
or around the former turf area. Likely 
some of their roots extended into the soil 
under the turfgrass and they were getting 
some of that irrigation water. These plants 
may also suffer from soil compaction and 
root disruption caused by the removal 
equipment. 

It can take up to five years to kill a 
tree in some conversions Protect the 
roots of valuable trees and other orna-
mentals during the conversion process 
and they need to be watered for the plant 
to remain healthy. 

Drip irrigation, when it's designed, in-
stalled, and maintained correctly, creates 
an efficient irrigation system, a healthy 
and beautiful landscape and it will in-
crease a property's use and enjoyment. 
Like any irrigation system, if done wrong. 
It can be you worst nightmare, LM 

— Joseph H. Fortier, ASIC, C/C, C/D, 
CGLA, CLLA, is the president of Mojave 

Water Management. He is president of the 
Southwest Chapter of the American 

Association of Irrigation Consultants and 
can be contacted at fortier@mojave.biz. 

mailto:fortier@mojave.biz


MIGHTY. QUIET. 
PRESENTING THE POWERFUL AND SURPRISINGLY QUIET GMC SIERRA! 

Jackhammers. Bulldozers. Impatient foremen. There's enough commotion on the job site without your truck adding to it. So our 
engineers designed the GMC Sierra to provide some peace and quiet. This impressive pickup offers a choice of incredibly powerful 
yet surprisingly quiet engines. Like the optional DURAMAX™ 6600 Turbo Diesel V8 that delivers 360 hp @ 3200 rpm and 650 Ib-ft 
torque @ 1600 rpm. It offers exceptionally smooth, quiet operation, thanks to an innovative deep-skirt block design and common rail 
fuel injection that helps control noise, vibration, and harshness. Even the available Allison® transmission is engineered for smooth 
shifting and quiet operation. The GMC Sierra. You should hear what you're missing. Visit WWW.GMC.COM or call 1-800-GMC-8782. 

OnStar available on select GMC models. Call 1-888-4-ONSTAR (1-888-466-7827) or visit onstar.com for system limitations 
and details. OnStar and the OnStar logo are registered trademarks of OnStar Corp. 
Vehicle shown with equipment from an independent supplier. See the owner's manual for information on alterations and warranties. WE ARE PROFESSIONAL GRADE. 

http://WWW.GMC.COM


the Polaris Lock & Ride cargo system to easily 
carry and organize equipment. Like previous 
Ranger 6x6 vehicles, this EFI model provides 
on-demand 6-wheel drive and independent 
center and rear axle suspension. 
For more information contact Polaris at 
800/765-2747 or visit www.polarisindus-
tries.com I circle no. 255 

John Deere • 
The 2006 John Deere Gator High-Perfor-
mance (HP) Series utility vehicles are now 
tougher, more off-road capable and more 
comfortable. A new standard Operator Pro-
tective Structure (OPS) with lap and shoulder 
belt enhances operator protection. Users ben-
efit from an improved suspension that offers 
a more comfortable ride during normal off-
road use. An optional heavy-duty front sus-
pension kit is also available for full cab ma-
chines and/or front-blade use. A redesigned 
Tier II diesel engine offers superior perform-
ance and a quieter ride for operators of the 
Gator HPX 4x4 diesel. 
For more information contact John Deere at 
800/537-8233 or visit www.deere.com I 
circle no. 256 

26.5-hp Briggs & Stratton Daihatsu engine 
and up to 2,600 lbs. total capacity. 
For more information contact Toro at 952/888-
8801 or visit www.toro.com I circle no. 254 

Polaris 
New in 2006 is the Ranger 6x6 EFI off-road 
utility vehicle that delivers the payload of a 
full-size pickup truck with the off-road 
traction of a Polaris ATV. It features a 40-
hp liquid-cooled Polaris Liberty 700cc 
parallel-twin engine that can handle a 
payload of 1,750 lbs. It also comes with 

ToroA 
Toro introduces three new attachments for its 
Workman utility vehicles. The Patriot Lift at-
tachment for the heavy-duty Workman is de-
signed for pruning and other jobs that require 
the ability to safely work aloft. The lift is pow-
ered by a 12-volt permanent magnet 
motor/pump, and the aluminum walk 
through bucket has a working height of 23 
ft. with a side reach of 11 ft., 6 in. The mid-
duty Workman features a 16-hp Briggs & 
Stratton engine and up to 1,650 lbs. total ca-
pacity. The heavy-duty Workman features a 

LM Reports 
YOUR GWDE TO PRODUCT RESEARCH 

http://www.deere.com
http://www.toro.com


Bobcat • 
Bobcat's 2200 4x4 utility vehicle features the 
IntelliTrak 4x4 drive system that powers all 
four wheels. Not having to stop or shift gears 
to engage and disengage 4-wheel drive 
means time saved on the job. Travel up to 25 
mph and choose either gas or diesel power. 
For more information contact Bobcat at 
701/241-8700 or visit www.bobcat.com I 
circle no. 257 

Snapper• 
Snapper's Turf/Trail Cruiser utility vehicles offer 
power, payload capacity and comfort. The 
engine is a 480cc, 16-hp Briggs & Stratton V-
twin with tuned exhaust. Payload capacity is 
900 lbs. and towing capacity is 1,000 lbs. A 
1,500-watt onboard generator comes stan-
dard on some models. Comfort controls with 

Steiner 
The versatile UtiliMax is a utility vehicle and 
tractor combined. It has more than 25 Quick-
Hitch attachments. A liquid-cooled 34-hp 
turbo diesel engine provides plenty of power. 
Comfort features include a tilt steering wheel, 
easy on/off access, and user-friendly controls. 
For more information contact Steiner at 
888/922-TURF or visit www.steinerturf.com 
I circle no. 258 

A proven performer that's 

Tough On 
Disease, 

not your budget? 

YouBettei Believe It. 

http://www.bobcat.com
http://www.steinerturf.com
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high-back seating make a long day a little 
shorter. A front-mount electric winch comes 
standard on the Trail Cruiser. 
For more information contact Snapper at 
888/762-7737 or visit 
www.snapperpro.com I circle no. 259 

Kawasaki 
The Mule 3010 Trans 4x4 allows the driver to 
transform it from a 4-passenger 4x4 to a 2-
passenger 4x4 with an extended cargo bed. It 
has a cargo capacity of 400 lbs. in 4-passen-
ger mode, and 800 lbs. with the cargo bed 
extended forward. It can also tow up to 
1,200 lbs. with an optional towing hitch. 
Braking power is provided by four hydrauli-
cally operated, self-adjusting drum brakes 
sealed for protection. 23-inch tires provide 
maximum traction over all surfaces. 
For more information contact Kawasaki at 
800/661-7433 or visit www.kawasaki.com I 
circle no. 260 

Land Pride • 
The new 10 Series Treker takes traction capa-
bilities to another level. An auto-lock rear dif-
ferential senses wheel slippage, instantly lock-
ing the differential for traction capability. The 
rear differentials also have built-in overrun-
ning clutches to minimize turf damage. Four-
wheel independent suspension offers a 
smooth ride, and the cargo box design has a 
ribbed bottom and removable sides for 

flatbed capability. It also features a 20-hp V-
twin air-cooled Honda engine and comes in 
2- or 4-wheel drive. 
For more information contact Land Pride at 
888/987-7433 or visit www.landpride.com 
I circle no. 261 

Cub Cadet 
The Big Country 4x2 poly bed is a lighter 
model that features all the durability of Cub 
Cadet's other utility vehicles. A 9.5-hp 
Kawasaki OHV engine mixes get-up-and-go 
with a smooth ride, and a 13-cu.-ft. bed has 
the largest capacity in its class. Two-wheel 
drive with differential lock delivers additional 
traction through unstable conditions. Rack 
and pinion steering makes maneuvering easy 
under all conditions. Trail tires come standard, 
and ground speed maxes at 18 mph. 
For more information visit Cub Cadet at 
www.cubcadetcommercial.com I 
circle no. 262 

CONTROL OF BROWN PATCH 
ON TURF-TYPE TALL FESCUE 

RATE APPLICATION % BROWN PATCH 
TREATMENT oz/1000 sq ft INTERVAL DAYS 6/29/2004 

Untreated — — 48.0 
Insignia 0.50 14 0.0 

20 WG 0.90 28 1.5 

Cooperator; Dr. H. Couch, Virginia Tech - 2004 
Variety: Turf type tall fescue 
# Applications: 3 (14-day) 

Application Dates: 3 Jun, 15 Jun. 29 Jun 
Spray Interval: 14 or 28 

Spray Volume (gal/1000 sq ft): 1-1 

Partial data shown. 

BetterSolutions. BetterResults. 

http://www.snapperpro.com
http://www.kawasaki.com
http://www.landpride.com
http://www.cubcadetcommercial.com


Club Car • 
The Carryall 294 features a powerful 20-hp 
Honda gas or Kubota diesel engine and fully 
automatic IntelliTrak system featuring auto-
matic 4-wheel drive, automatic high/low 
gearing, and automatic front and rear differ-

Consumers drive UTV developments 
The utility vehicle market is growing, but the growth is more robust on the con-
sumer side, not the commercial side. So says Lynette Hart, senior product marketing 
manager of utility vehicles (UTVs) for John Deere, who sees the current breakdown 
as 60% consumer and 40% commercial. 

"The commercial person still needs UTVs but there are just more consumers 
coming in," Hart says. 

Because of the shift from a commercial-based market to one that's consumer-
based, there are more recreational users, who are becoming more attracted to 
UTVs because of the increasing number of options they have. As such, Hart says the 
"power sports people" who traditionally have manufactured all-terrain vehicles or 
ATVs have entered the market, emphasizing such things as 4-wheel drive, off-road 
features and high performance. 

"More consumers are also going for the side-by-side option," Hart says, refer-
ring to the ability of two people being able to sit side by side in a utility vehi-
cle. "And, as people get older, they want more functionality and more fun." 

Of course, this is a positive development for commercial users who can take 
advantage of UTVs' increased performance and comfort. This is why Hart sees 
Deere and other UTV manufacturers continuing their focus on the market. 

"We started this market and, of course, we'll keep investing in i t " she 
says. "Are we going to chase every little trend? Probably not. But we will try 

to bring exciting new developments to the market every year." 

Choose Better. 
Find out what professionals across the country 

already know: Insignia" fungicide works. In fact, 

for effective control of the toughest diseases, 

including brown patch, nothing works better. And 

Insignia is more economical, too. Effective and 

efficient. Now that's a better choice. 

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

We Don't Make The Turf. 
We Make It Better.™ 

•-BASF 
The Chemical Company 

BetterTurf: Circle 132 
Always read and follow label directions. 
Insignia is a registered trademark of BASF Better Solutions. Better Results, Better Turf and We Don't Make The Turf. 
We Make It Better, are trademarks of BASF. © 2006 BASF Corporation. All rights reserved. APN 06-14-002-0036 
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ential lock. The 15-cu. ft. cargo bed features a 
standard 800-lb. load capacity and 
1,050-lb. high capacity option. Heavy 
duty all-terrain or mud tires are the 
buyer's choice. 
For more information contact 
Club Car at 800/258-2227 or 
visit www.dubcar.com I 
circle no. 263 

Columbia ParCar 
The Scout S1OG is tough 
enough for expansive job sites and 
rugged terrain yet gentle on groomed turf. Ag-
gressive tread tires allow for "go anywhere" 
scouting. An optional heavy-duty front rack in-
creases the rated capacity to 1,000 lbs. It also 
features a gasoline engine and rear tubular 
steel bumper with integrated receiver hitch. 
For more information contact Columbia at 
800/222-4653 or visit www.parcar.com I 
cirde no. 264 

which is what the fully hydraulic power 
steering offers. The variable hydro trans-
mission provides unmatched climbing, 

pulling and braking on hills. A long 
wheel base, wide-treaded tires, and 

7.4 in. of clearance allow the 
RTV900 to go anywhere. 

For more information visit Kubota 
at www.kubota.com I 

circle no. 265 

E-Z-GO 
With a 16-hp, 480cc, V-twin 

engine plus on-demand locking 
rear differential, the ST-480 is ready 

to tackle those big tasks. It features a top 
speed of 17 mph, 800-lb. payload capacity, 
500-lb. maximum bed load, and flexible dent 
resistant cowl. 
For more information contact E-Z-GO at 
800/241 -5855 or visit www.ezgo.com I 
arde no. 266 

Kubota • 
The RTV900's robust 21-hp, 3-cylinder, 
water-cooled Kubota D902 diesel engine can 
power you in, over, and through rugged, off-
road terrain. An extra large cargo bed fea-
tures a hydraulic lift system for easy dumping 
by simply operating a single lever. Off-road 
driving requires split-second decision making, 

1-800-AER8TER 
610-965-6018 • www.otterbine.com 

Product leasing available. 

Maybe It's Time to Look 
into an Aeration System 
No one should have 
to live with poor water 
quality. Being the 
industry leader for 
over 50 years, 
Otterbine offers a 
variety of surface spray and sub-surface 
aeration systems that effectively circu-
late water and transfer oxygen. And with 
independent testing conducted by the 
University of Minnesota, you can rest 
assured that Otterbine systems will sur-
pass all industry standards and your 
expectations. The result? Beautiful, 
healthy waterways—on the surface, as 
well as below where it counts! 

Otterbine Aerators Are Ideal For: 
• Detering Insects • Retention Ponds 
• Irrigation Ponds • Algae & Weed Control 
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OREGON TALL FESCUE COMMISSION 
1193 Royvonne Ave. S / Suite 11 / Salem, OR 97302 / 503-585-1157 
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For your nearest 
Shindaiwa Dealer, call 800.521.7733 

or check our dealer locator at 
www.shindaiwa.com 

Instant Savings! 
Save $ 3 5 

on the purchase 
of selected 

shindaiwa 
trimmers 

T272X (shown), T272 
1.5 hp, 27.2 cc 

T26I, T26IB, 
T26IXR, T26IXB 
1.3 hp, 24.1 CC 

T23I, T23IB, 
T23IXR, 
T23IXB 
1.1 hp, 22.5 cc 

Offer Valid 
Through July 31,2006 
Present this coupon to your 

participating Shindaiwa Dealer 
for instant savings! 

TECHNOLOGY HANDHELD BASICS 

The most important 
tool you can have for 

apiece of equipment is 
the owner's manual. 

Work it, own it 
BY ALLEN SPENCE 

wners manual? You 
mean there is an 
owner's manual for a 
hedge trimmer?" 

How many times 
have I heard that state-
ment? Yes, there is an 

owner's manual for hedge trimmers and 
every piece of handheld equipment you 
purchase. I often tell my students that the 
most important tool they can have for a 
piece of equipment is the owner's man-
ual. Let's take a look shall we? 

Page one begins with this statement in 
bold print: "Allow only persons that have 
read and understand this manual to use 
the hedge trimmer. To receive maximum 
performance and satisfaction from your 
hedge trimmer it is important that you 
read and understand the maintenance 
and safety precautions enclosed before 
using your new hedge trimmer." 

So often we forget about the manual, 
hand this expensive equipment over to 
our crew and expect it to last forever. 

Next time you make a handheld 
equipment purchase, pay attention to the 
manual. All the information you'll need is 
right there in one place. 

• Safety precautions: This area is all 

about operator safety. Proper clothing, 

transporting, eye and ear protection and 
refueling instructions are here. 

• Fuel: Keep this page marked as your 
reference for gasoline octane rating, oil 
mixture ratio, oil classifications, hot fuel-
ing, minor servicing, and the selection, 
care and storage of mixed oil. 

• Starting instructions: This section is 

especially useful for your newer employ-
ees. They'll refer to it for the proper way 
to hold the trimmer while starting, oper-
ating the choke and fuel bulb, setting the 
throttle, excessive idle time, cold starting 
procedure, warm starting, stopping and 
what to do if you flood the engine. 

• Minor maintenance: You'll need the 

manufacturer recommendations for air fil-
ter service, carburetor adjustments, pull 
start repair, spark arresting screen cleaning, 
spark plug replacement and cleaning, 
gearbox maintenance, and sharpening. 

• Service schedule: The chart will tell 
you how often each component of the 
machine needs service. Daily, weekly, 
problematic and yearly maintenance 
schedules are charted here. 

Finally, the equipment's model num-
ber is located on the cover. We do know 
how important that number is, don't we? 

— The author is turf equipment 
management instructor at Hinds 

Community College in Raymond, MS. 
Contact him at haspence@hindscc.edu. 

http://www.shindaiwa.com
mailto:haspence@hindscc.edu


First to Start. Last to Quit. shindaiwa 
Take it outside. 

Our company, our products and our 
reputation are all built on one 

principle: Quality. 
It's what we're 

made of. I M 
Better parts and better 

engineering mean 
greater performance 

and longer life. 
At Shindaiwa. we invest 

more in research, design 
and materials to give you a 

product that outperforms the 
competition year after year. 

www.shindaiwa.com 
800.521.7733 
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Shadow Glen the Golf Club 
2005 PGMS Grand Award Winner for Golf Course 

Property at a glance 
Location: Olathe, KS 

Grounds Supervisor: Monica D. Higgins 

Category: Golf Course 

Total budget: $1.35 million 

Year site built: 1989 

Acres of turf: 135 

Acres of display beds: four 

Total paved area: 270,000 sq. ft. 

Total man-hours/week: 992 in season 

Maintenance challenges 
• Harsh terrain 

• Deer and other pests 

• Working around guests 

• Special events 

Project checklist 
Completed in last two years: 

• Restoration of prairie area 

• Water gardens refurbished 

ill] 
• 15 full-time staff, 14 seasonal 
workers, four licensed pesticide 
applicators (includes Grounds and Golf 
Course Maintenance Divisions) 

B efore Shadow Glen the Golf 
Club in Olathe, KS, was named 
"Best New Course of the Year" 
in 1989 by Golf Digest and 

later one of "America's Great Courses" in 
1995, the site was a rock quarry in the 
wooded hills of Eastern Kansas. 

Though the quarry is gone and in its 
place are 250 acres of greens, tees, fair-
ways, roughs and native areas, the steep 
ravines, slopes and wooded bluffs still 
pose a challenge to Grounds Mainte-
nance Manager Monica D. Higgins and 
her staff of two full-time and two sea-
sonal employees. 

"The terrain makes the course difficult 
to maintain," Higgins says. "You have to 
be careful when mowing slopes to avoid 
scalping the grass or turning equipment 
over. A lot of the mowing has to be done 
manually instead of on a larger piece of 
riding equipment." 

Yet that sloping terrain is part of what 
makes Shadow Glen special, Higgins says. 
The golf course is surrounded by natural 
areas that are filled with woody orna-
mentals, native grasses and wildflowers. 

"We've established buffer zones on all 
sides so the golfers cannot see the houses 

nearby. Golfers really feel like they've 
gone away to a beautiful, natural envi-
ronment," she adds. 

Along with keeping the native grasses 
and trees in shape, Higgins and her crew 
also care for 45 landscape beds and plant 
more than 4,000 spring bulbs, 3,5000 
annuals and perennials and 400 trees and 
shrubs each year. 

The color beds, with tulips and daf-
fodils in the spring, enhance the greens 
of the golf course, and annuals like Lan-
tana Landmark Peach Sunrise and Su-
pertunia Mini-Strawberry Pink-Veined 
brighten sunken patio areas. 

All this is done despite constant bat-
tles with weather, 20,000 visitors each 
year with 7:30 a.m. tee times and hungry 
deer looking for plants to munch. The 
harsh slopes and steady winds make irri-
gation a tricky business. 

"Our personnel are required to have 
many skills beyond the typical plant, 
mow, blow and spray," Higgins says. "We 
also maintain water gardens and native 
plant areas, repair sprinklers, install rock 
work, maintain interior and exterior 
tropical plants and even do flower 
arrangements for special events." 

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: 

PGMS Landscape 4io/223-286i-website: 
W V Y ^ M A N A G E M E N T * www.pgms.org 

http://www.pgms.org




August 4 - 6 , 2006 
Milwaukee, Wisconsin 

Focused. Intense. Specialized. 
PLANET's Specialty Symposium is targeted specifically to your needs in your niche of the green industry. 
You'll learn about treating customers like precious commodities, and then you'll get down to business 
and discuss the issues that count in your line of work. We offer four specialized tracks — 
design/build/installation, interior plantscaping, landscape management, and lawn care — each designed 
to hone in on your specific area. REGISTER NOW! landcarenetwork.org (800) 395-2522 

PLATINUM SPONSOR 

li&&!8S landscape 

l i s t e n s 

f j PLANET MEDIA SPONSORS ^ ^ ^ 
Professional Landcare Network 

F o r m e r l y ALCA a n d PLCAA 



SMART 

MONTH 
LEARN MORE ABOUT HOW 

SMART IRRIGATION MONTH CAN 
HELP YOUR BUSINESS AT: 

www.irrigation.org/SIM.htm 
GET YOUR CUSTOMERS INVOLVED IN 

SMART IRRIGATION MONTH 

Offer Smart Irrigation Month Specials! 

Direct homeowners to the consumer website: 
www.irrigation.org/smartmonth.htm 

Share Efficient Irrigation Tips 

JULY-

SMART 
IRRIGATION 
MONTH 

http://www.irrigation.org/SIM.htm
http://www.irrigation.org/smartmonth.htm


Imidadoprid insecticide 
PBI/Gordon's ImidiPro Systemic Insecti-
cide offers residual protection from 
white grubs and other turfgrass pests, 
and protects ornamentals from suck-
ing and piercing insects. ImidiPro 
should be applied prior to infestation 
or at the first sign of insect activity to allow 
adequate product uptake by target plants. 
With its active ingredient imidadoprid, 
ImidiPro has proven efficacy against white 
grubs, billbugs, weevils and cutworm in turf-
grasses as well as aphids, Japanese beetles, 
leafminers, sawfly larvae, scale and whiteflies. 
Application options include soil injection and 
soil drench or spray application. ImidiPro is 
also labeled for ant control. 
For more information contact PBI/Gordon at 
800/821-7925 or visit www.pbigordon.com 
I circle no. 267 

Web tracker 
Link It Software 
Corp. launched a 
new Web-based 
service, EZ Mainte-
nance Web (EZM Web), for schedul-
ing, tracking and managing mainte-

nance for any type of equipment and any 
type of vehicle, plus full inventory control 
from anywhere in the world where there is 
an Internet connection. Based on Link Soft-
ware's Windows network-ready EZ Mainte-
nance software, EZM Web is designed to 
support large companies with hundreds of 
employees and multiple offices, as well as 
smaller firms with just a few pieces of equip-
ment or vehicles to manage. 
For more information contact Link It 
Corp. at 661/310-2283 or visit 
www.ezm-web.com I circle no. 268 

Spraying power 
Karcher introduced a 
new line of self-con-

tained, skid-mounted, 
electric-powered and 

diesel-heated hot-water 
pressure washers. There are 

five models with cleaning power rang-
ing from 4.2 to 4.8 gpm and 2,000 to 
3,000 psi of pressure. All five are en-
cased in a rugged, steel cage made of 
1.25-in. steel tubing. These skid units 
are powered by an industrial-grade 
motor and have a variety of electrical 
configurations, including 230V and 
460V, both single and triple phase. 
For more information contact Karcher 
at 888/805-9852 or visit 
www.karcher-usa.com I 
circle no. 269 

S m a r t W a t e r S o l u t i o n 

^ 71 JT ixed-use developments with heavily traveled public spaces would be 
JL VI wise to engage an ASIC Professional Member. They make the critical 

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

ANDY SCOTT 
Executive Director • Union Station Assistance Corporation 

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

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

Contact ASIC to find a 
consultant near you. 

PO Box 426 
Rochester, MA 02770 

508-763-8140 
Fax: 508-763-8102 

www.ASIC.org 

http://www.pbigordon.com
http://www.ezm-web.com
http://www.karcher-usa.com
http://www.ASIC.org


the material's toughness with its flexibility, 
making it perfect for containing brick pavers, 
patio blocks, cobblestones and loose materi-
als like gravel or bark. Specially designed 
"key-hole" cuts make the product flexible 
enough to make curves without cutting or 
snipping, and durable enough to make a 

clean hardscape edge. Non-bending steel an-
chor stakes eliminate gaps, frost heave and 
callbacks to contractors. 
For more information contact Oly-Ola Edgings 
at 800/334-4647 or visit www.olyola.com I 
circle no. 272 

Cool cats 
The new Bob-Cat FastCat zero-turn riding 
mower by Jacobsen offers power in a com-
pact size. The FastCat comes with a high-
back deluxe seat, and built-in cup holders 
and storage area, and reaches speeds up to 
8 mph. The FastCat is available in four differ-
ent deck sizes: 36-in. deck with the Briggs & 
Stratton Intek 21 HP or the Kawasaki KAIV-
twin 17 hp; 42-in. and 48-in. decks with the 
Kawasaki KAI V-twin 19 hp; and 52-in. deck 
with the Kawasaki FH601V 19 hp. 
For more information contact Jacobsen at 
888/922-TURF or visit www.bobcatturf.com 
I circle no. 270 

RedMax's extreme trimmer 
RedMax's new EXZ2401S-BC commercial 
trimmer/brushcutter has a split shaft and both 
the upper and lower driveshafts are made of 
solid steel. This design alllows the 
trimmer/brushcutter to be interchanged with 
RedMax pole saw, edger and long 
reach hedge trimmer attachments. 
The Strato-Charged two-cycle en-
gine has fewer moving parts, re-
quires no valve maintenance 
and uses less fuel than 
traditional two-cycle 
engines. 

> k For more 
information contact 

RedMax/Komatsu Zenoah 
America Inc at 800/291-8251 

or visit www.redmax.com I 
circle no. 271 

^ ^ Oly-Ola Edgings, Inc.'s Bulldog-Edg is a 
seriously tough paver restraint for hardscape 
projects like patios, driveways and walkways. 
Constructed from heavy-duty rigid black vinyl 
that is 100% recycled, Bulldog-Edg combines 

uu uu uu. 
g r e e n i n d u s t r y H u b 

A D V E R T O R I A L 

flFmfc^TDv o n l i n e training for employees 
I U I I O & managers available 2M/7! 

H U D visit LuuuLiJ.greenindustryhub.com 
Q: UU hat's New at the 

Green Industry Hub? 
R: Rn online course: 

"Landscape Estimating, 
Competitive Bidding 
and Contracts" 

How do supply and demand affect the prices you can ask 
for your landscape services? Do you understand how the break-< 
analysis, penetration pricing (low-balling) and price skimming work? 

Learn about these and other factors that play into your estimating picture at the 
Green Industry Hub, www.greenindustryhub.com. This online course gives you and 
your employees expert information on how to understand market forces and price 
accordingly for your services and products. Interactive exercises and a quiz cover 
key topics such as: 
• Estimating process & resources •Competitive bidding strategies 
• Understanding your true costs •Contract basics 

Check it out for yourself & your employees! 
For a free or Premium subscription to the 
Hub, visit www.greenindustryhub.com or 
call toll-free 877/745-2745. 

Premium subscriptions are priced to make 
employee education easy and affordable—as 
low as $195 (lower with large group discounts), 
for a full year of training courses and more— 
far lower than a average industry seminar. 

Find out more about large group discounts 
by calling Halli Sarver at 330/422-2028 x116 or 
email hsarver@schergroup.com. 

To sponsor a Green Industry course, contact 
Kevin Stoltman at kstoltman@questex.com. 

Green Industry Hub is brought to you by: 

Landscape & f i PLANET 
powered by: master.com 

and sponsored by: 
Bayer Environmental Science 

& Q 
JOHN DEERE 

u u u j u u . g r e e n i n d u 5 t r y h u b . c o m 

http://www.olyola.com
http://www.bobcatturf.com
http://www.redmax.com
http://www.greenindustryhub.com
http://www.greenindustryhub.com
mailto:hsarver@schergroup.com
mailto:kstoltman@questex.com


New Algae, Moss, 
& Mold Control 

Great for Lawns, Ornamental Shrubs, 
Flowerbeds, and Walkways. 

• Environmentally Responsible 
• Results within 48 Hours of Application 
• Contains No Heavy Metals 
• Easy-to-use Shaker Container 

For Lush, Velvety Lawns 

TERRACYTE. 
Broad Spectrum Algaecide/Fungicide 

For more information, 1.888.273.3088 (toll-free). 
www biosalesysfoms.com © 2005 Copyright BioSafe Systems LLC. ® TerraCyte is a registered trademark of 

BioSafe Systems LLC Always read and follow label directions. 
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FREE ONLINE REGISTRATION 
W W W . G A R D E N M A R K E T E X P O . C O M 
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25-gallon sprayer 
Forestry Suppliers, Inc. offers the 25-gallon 
ATV sprayer with wide swath boomless noz-
zle. With a full 30-ft spraying swath, this 
sprayer is designed for spraying mosquitoes, 
ditches, parks, pastures, fence rows, crops, 
yards and more. It features a 3.8 gpm, 12V 
diaphragm demand-style pump; adjustable 
pressure range up to 45 psi; handgun with 
adjustable pattern tip and 15 feet of hose; 
and universal mounting brackets. 
For more information contact Forestry Suppli-
ers at 800/360-7788 or visit www.forestry-
suppliers.com I circle no. 273 

Satellite in my eyes 
Onset Computer Corp.'s SolarStream Satellite 
is a new, satellite-based wireless transceiver 
designed exclusively for HOBO Weather Sta-
tions. With SolarStream Satellite, users can re 
motely access HOBO Weather Stations and 
Micro Stations deployed anywhere in the 
world covered by the U.S. ORBCOMM satel-
lite network. The transceiver enables users to 
download weather station data, view real-
time graphs, adjust sample rates, check bat-
tery status and verify station operation. 
For more information contact Onset Computer 
Corp. at 800/564-4377 or visit www.onset-
comp.cpm/hobo I circle no. 274 

Don't take the T-Bird away 
T-Bird fungicide from Phoenix Environmental 
Care is a broad-spectrum, systemic fungicide 
offering economical and effective control of a 
wide range of diseases like anthracnose, 
brown patch, dollar spot, grey leaf spot, leaf 
spot, red thread, snow mold, rust, smut, 
Fusarium, summer patch, Bermudagrass de-
cline and take-all. The product can be used 
for both turf and ornamental applications. T-

http://WWW.GARDENMARKETEXPO.COM
http://www.landscapemanagement.net


Bird, with the active ingredient thiopanate-
methyl, will be available in an 85% water-dis-
persible granular and 4.5-lbs. gallon flowable 
formulations. 
For more information contact Phoenix 
Environmental Care at 229/245-8845 or visit 
www.phoenixenvcare.com I circle no. 275 

Shorter sprayers 
Hunter Industries intro-
duced 2- and 3-in. versions 
of the Hunter Pro-Spray for 
applications in shorter turf 

| height regions. The new 2-
and 3-in. Pro-Sprays have 
the same solid construction 
and features as their larger 
siblings, but have been de-
veloped to fill a specific 
niche in the Southwest U.S. 
and other areas where hard, 
impacted soil and short turf 
heights are common. 

For more information contact Hunter at 
760/744-5240 or visit www.Hunterlndus-
tries.com I circle no. 276 

Power sweeping 
The new Jonsered PB2125C power broom is 
a split-shaft model, capable of accepting 
other various optional attachments. Powered 
by Jonsered's 24.5cc, 1.2 hp high-torque en-
gine, the power unit drives a 22-in. flexible 
rubber fin sweeper. The shafts can be quickly 
and easily decoupled without tools for con-
venient storage and transport. Optional addi-
tional attachments include a grass trimmer, 
pole saw, cultivator and extended reach artic-
ulating hedge trimmers. 
For more information contact Tilton 

pment at 877/693-7729 or visit 
ww.tiltonequipment.com I 
circle no. 277 

Husqvarna turns 
up the pressure 
Husqvarna introduced four 
new pressure washers: the 5525PW, 
6026PW, 9030PW and 1335PW. The pres-
sure washers feature Honda and Subaru 
Robin engines, and the pumps feature brass 

heads and thermal relief 
valves. Additional standard 

components include a 50-foot in-
dustrial-grade quick connect hose, an 

adjustable pressure regulator, and deter-
gent injection, as well as 10-in. pneumatic 
tires. The washers provide pressure ranging 

and Growth 
• Cut callbacks and plant loss 
• Improve plant survival and health 
• Five products to meet your specific needs: 

dry ROOTS®, M-ROOTS®, TRANSPLANT 1-STEP®, 
ROOTS® concentrate and ROOTS® Plant Food 

Ask about Roots products, 
today. 

roots .. Our Name Says It All 

www.novozymes.com/roots 

n O V O Z V m e S R e a d a n ( * * ° " o w a " , a b e l directions. Dry-Roots, M-Roots and 
J D Transplant 1-Step are trademarks of Novozymes Biologicals, 

Inc The Novozymes logo and Roots are registered trademarks 
of Novozymes A/S. ©2006 Novozymes Biologicals, Inc. 
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Products 

from 2,500-3,500 psi. 
For more information contact Husqvarna 
at 704/597-5000 or visit 
www.husqvarna.com I circle no. 278 

Personal touch 
VistaPrint offers business owners the oppor-
tunity to market their sen/ices with a person-
alized touch, with customizable folded note 
cards. VistaPrint's folded note cards can be 
used as a marketing tool, as thank you notes, 
appointment reminders or to send well 
wishes to business contacts and customers. 
Photos or graphics can be uploaded or use 
one of many design templates available to 
create note cards that best fit your businesses' 
message and targeted audience. The cards 
provide space for a handwritten message. 
For more information contact VistaPrint at 
781/577-7225 or visit 
www.vistaprint.com/notecards I 
circle no. 279 

Mini-skid system trailers 
Compact Power, Inc. is offering five new dif-
ferent trailer packages for its Boxer BRUTE, 
Boxer and Kanga Kid products. The trailers 
are designed to house a variety of attach-
ments while still leaving enough room to ma-
neuver the mini-skid on and off the trailer. 
The system trailer is a tool kit on wheels that 
includes up to 10 attachments plus the ma-
chine in the same package. The trailer is 
equipped with receptacle areas for each at-
tachment, with chains and binders to keep 
the attachments in place. Trailer sizes range 
from 5 by 8 ft., 5 by 10 ft. and 4 by 7 ft. 
For more information contact Compact 
Power at 800/476-9673 or visit 
www.cpiequipment.com I circle no. 280 

No backaches 
With Barreto Manufacturing, Inc.'s Grader 
Rake, the user's back and arms remain 
straight as the rake is pulled, using leg 
strength instead of straining the back. The 
rake is heavy enough to move dirt without 
undue pressure on the user's arms. Eurathane 
tires make the rake easy to maneuver. The 
Rake is designed for finish grading after 
rough grading is done and for backfilling 
after trenching. 
For more information contact Barreto 
Manufacturing at 800/525-7348 or visit 
www.barretomfg.com I circle no. 281 

GREEN 
INDUSTRY 
WORKHORSE 

RUGGED, 
LONG-LASTING, 
PERFORMANCE DRIVEN TRAILERS 
Wells Cargo builds every LS Series Landscape Trailer 
with rugged durability and hassle-free performance 
as standard features. No shortcuts. No cutting corners. 
Just the best built trailer you can own and customized 
the way you want it. Thousands of trailers on the job 
is our proof. Over fifty years in the trailer business and 
a comprehensive 6-Year Warranty is your protection. 
And remember, "With a Wells Cargo Behind . . . 
7ou Never Look Back!" 

caii tou-free (800) 348-7553 or visit us on the web .t www.wellscargo.com 

ENCLOSED TRAILERS 
mtm 
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U . S . L A W N S 
NO ONE KNOWS I K 

•n 
FLOS WE DO. 

^ 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. 
Our four ideals, Trust, Quality, Service and 
Value, along with a "No Job is Too Big or Too 
Small" philosophy, make U. S. Lawns a "cut 
above" the rest. 

• Superior Financial • Ongoing Support 
Management . corporate 

• Low Capital Investment Purchasing Power 
• Financial Assistance • Sales & Marketing 
• Protected Territories Guidance 

ft M Ml MPO *00l n Ml U.S. Lawns 
Oh opportunity I.S. LIWRS 

U.S. LAWNS 

4407 Vineland Road 
Suite D-15 
Orlando. FL 32811 
Toll Free: 1-800-USLAWNS 
Phone: (407) 246-1630 
Fax: (407) 246-1623 
Email: info@uslawns.com 
Website: www.uslawns.com 

http://www.husqvarna.com
http://www.vistaprint.com/notecards
http://www.cpiequipment.com
http://www.barretomfg.com
http://www.wellscargo.com
mailto:info@uslawns.com
http://www.uslawns.com


M RA/N^B/RD 
SALE 

SprayHeads 
1804 body $1.50 
1806 body $4.50 
1812 body $ 6.75 
Std.Nozzles....$ .90 

VAdj.Nozzles....$ .95̂  

f DV Valves 1 
100-DV & DV-SS 11.75 
100-DV-MB 12.50 
llOO-DVF & DVF-SS... 12.75J 

Ask About Quantity Pricing 
Order By 1 p.m. 

SHIPS SAME DAY 

800-600-TURF 
M-F 7:30-5 SAT 8-1 PDT Call Now & Save 

SPRINKLERS 4 LESS COM WWW 
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The Walker Hi-Dump* offers another 
grass handling option for Walker 
Mower Models MD and MT with 9.5 
bushel catchers. Raising the catcher 
box up 67 inches (170 cm) and 
dumping into a truck or trailer is easily 
completed in a 20-second cycle. 
Powered by a 12-volt electric/hydraulic 
system (operating two hydraulic 
cylinders), the lifting and dumping 
functions work independently and are 
controlled by two toggle switches from 
the operator seat. Adds only 3 inches 
(7.5 cm) and 150 pounds (56 kg) to the 
overall tractor height and weight and 
may be ordered as a factory installed 
option or installed in the field with 
minimal labor. 

TAKE BACK YOUR TIME! 
7 v 

Only Magna-^^ic provides 
sharpeners with f̂ EAL 
performance (1 blade in 60 
sec), and maintainjerfect 
Shgles effortlesH^^ake part 

a 30 day trial now. Call 
a free catalog> 

MAG-9000 Lawn Mower 
Blade Sharpener 

1-800-328-1110 
mma m 
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FEEL LIKE 
YOUR BUSINESS 
IS MISSING 
SOMETHING? 
YOU'RE NOT ALONE. 
Everyone feels that nagging emptiness that your business could be 

pushed to its full potential, Make it happen by becoming 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. 

www.weed-man.com 
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ZERO-TURN STAND-ON SPRAY SYSTEMS 
• Hydraulic hopper drive system • All stainless steel construction 

ID-ON ZERO-TURN TURF RENOVATOR 

Additional attachments available 

>.2040 for more information 

Patents Pending 
Circle 147 

Start your work day with the right tools from 

Forestry Suppliers. With more than 9,000 items 

to choose from, it's no wonder we're the number 

one supplier to landscape, grounds maintenance 

and parks & recreation pros around the world. 

Call or go online today to request a free catalog! 

forestry Suppliers, Inc. 
ww. forestry-suppliers, com 

Catalog Request: 800-360-7788 
Sales: 800-647-5368 

02006 Forestry Suppliers, Inc. All rights reserved 

(A e#Way@) 
AerWay® delivers Speed 

AerWay* can aerate the typical playing field in less than 30 
minutes, without taking it out of play. More frequent aeration 
treatments reduce compaction, speeds drying of the field when it 
rains, and makes more efficient use of water when it's dry. 

for more information call 1-800-457-8310 
Advanced Aeration Systems 

w w w . a e r w a y . c o m e m a i l : a e r w a y @ a e r w a y . c o m 

Circle 149 

Better Wiper Seal. 
Better Nozzles. 
Better Body Cap. 
Better Switch Now. 

Extra strong 
body cap won *t 
leak or crack 

Convenient 
pull-ring flush cap 

Co-molded wiper seal 
eliminates leaks and 
"flow-by" 

Hunter 
The Irrigation Innovators 
www.HunterIndustries.com 

Circle 148 

http://www.aerway.com
mailto:aerway@aerway.com
http://www.HunterIndustries.com


MORE THAN 
230,000 CLOCK 
IN EVERY DAY. 

(888)788-8463 
WWW.JOBCLOCK.COM 

T H E J O B C L O C K « 
THE LANDSCAPER'S TIMECLOCKT 

fOR CONTROL O f . . . 
• Potket Gcptw" 
•Ground Squirrel 
•Votes 

WORLD K A D I R IN RODENT CONTROL TICHNOLOOY 
o t . i s ' i N C Moduon, W1 33704 U.SJL. I www.bclllabt.com 

Circle 151 

Avaflable from your Bell Distrfcutor 

Circle 153 

LEIT Link* 
2-way Radio Remote 

26 
Facilitates wireless 

2-way communication ~ 
with LEIT XRC 

Controllers. 

INTELLIGENT 
IRRIGATION 

Water management in the 
Features: ^^ palm of your hand. 
• Secure 2-way wireless communication 
• Full in-the-field accessibility to all controller data using the hand held remote 
• Can be used with most brand name valves using DIG's solenoid adaptors 
• No weak link; any disruption in one controller site will not effect the others 
• The LEIT XRC controller can operate with or without the radio link. 

LEIT Link MULTI-PRO: can communicate with up to 99 controllers 
LEIT Link MASTER: can communicate with up to 99 groups of 

controllers, each group containing up to 99 controllers 

DIG Corporation 1210 Activity Dr., Vista. CA 92081-8510 
P 800-322-9146/760-727-0914 F: 760-727-0282 www.DIGcorp.com 

Circle 111 

T O U G H 
G U Y S 

T O U G H 
T O O L S 

Blowers ^ 
Chain Saws 
Trimmers 
Brushcutters 
Pole Saws 
Edgers 
Tillers 
Sprayers 1 

ECHO blowers are 
powerful... ask any pro. 

Tough jobs are made 
easier with ECHO features 
like a powerful 

2-stroke engine, Pro-Fire* 
electronic ignition and 
cruise control. ECHO is 
the only brand with 
every handheld and 
backpack blower engine 
certified to the highest 
useful life. 

KUECHO. 
Ask Any Pro! 

For a dealer nearest you: 
www.echo-usa.com 800.432.ECH0 

Circle 154 
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Who's telling your story? 
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 
the true value of your products and services. 
Join us in telling the whole story of what you do. Project EverGreen is an organization 
dedicated to educating the public about the value of green spaces and encouraging 
responsible practices. 

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

http://www.projectevergreen.com


Alocet I p21 
Circle # 119 
877/529-6659 
www.alocet.com 

ASIC I p63 
312/372-7090 
www.asic.org 

B A S F Corp / p51-53 
Circle # 132 
800/545-9525 
www.turffacts.com 

Bayer Corp I p13 
Circle #112 
919/549-9525 
www.bayer.com 

Bell Labs I p5,71 
Circle # 105,153 
800/323-6628 
www.talpirid.com 

Bio Safe Systems / p64 
Circle # 138 
888/273-3088 
www. biosafesystems. com 

Bobcat Co I p15 
Circle #113 
701/241-8700 
www.bobcat.com 

C P I / p18,19 
Circle #115,116 
800/476-9673 
www. cpiequipment. com 

Case Construction Equip/ 
cv2 
Circle # 101 
262/636-0111 
www.casece.com 

Chemtura Corp I p25 
Circle # 121 
www.chemtura.com 

Clip Sensible I p46 
Circle # 129 
800/635-8485 
www.clip.com 

Dig Corp I p71 
Circle #152 
800/322-9146 
www.digcorp.com 

Dow Agroscience I p(reg)36-
37,47 
800/255-3716 
www.dowagro.com 

Echo Inc I p6,71 
Circle # 106,154 
800/673-1558 
www.echo-usa.com 

Ewing Irrigation Prods I p20 
Circle # 118 
800/343-9464 
www.ewing1.com 

Exaktime I p17,71 
Circle #114,151 
888/788-8463 
www.exaktime.com 

F M C Specialty Prods I 
p(reg)55 
Circle #135 
800/321-IFMC 
www. talstar-one. com 

Farmsaver I p39 
Circle #125 
800/979-8994 
www. farmsaver. com 

Forestry Suppliers Inc I 
p8,70 
Circle # 109,148 
800/647-5368 
www. forestry-suppliers, com 

G M C Truck I p49 
800/462-8782 
www.gmc.com 

Garden Market Expo I p64 
Circle # 139 
800/748-6214 
www.gardenmarketexpo. com 

Holland Equip I p70 
Circle # 149 
800/457-8310 
www.aerway.com 

Hunter Ind I p70 
Circle # 150 
760/744-5240 
www. hunterindustries. com 

Irrigation Assoc I p61 
703/536-7080 
www.irrigation.org 

John Deere Const I cv4,45 
Circle # 103,128 
800/333-7357 
www.deere.com 

John Deere and Co I p9 
Circle # 110 
309/765-8000 
www.deere.com 

Kubota Tractor Corp I p29 
Circle # 122 
www.kubota.com 

L T Rich I p20,70 
Circle #117,147 
765/482-2040 
www.z-spray.com 

E D I T O R I A L I N D E X 
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Five Seasons Landscape Mgmt. . .26 
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Grasshopper 38 
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IPPCA 24 

Irrigation Association 20 

J.F.D. Landscapes 31 

JRCO Inc 38 
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NAPP 24 

PLANET 16,18 
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Shadow Glen the Golf Club 56 

Syngenta Professional Products . .20 
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The Pond Professional 24 
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This index is provided as an 
additional service. The publisher 
does not assume any liability 
for errors or omissions. 
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June 
14-17 Snow and Ice 
Symposium / Hartford, CT, 
Sponsored by Snow & Ice 
Management Association, 
814/835-3577, www.sima.org 

21-25 ANLA Retail Roadshow 
I New England, Sponsored by 
American Nursery & Landscape 
Association, 202/789-2900, 
www.anla.org 

21-24 Southeast Greenhouse 
Conference & Trade Show I 
Greenville, NC, Sponsored by 
Southeast Greenhouse Conference 
& Trade Show, 800/453-3070, 
www.sgcts.org 

22-23 I TO DA Distributors 
Management Forum I Long 
Branch, NJ, Sponsored by 
Independent Turf and Ornamental 
Distributors Association, 814/238-
1573, www.itoda.org 

22-24 OPEI Annual Meeting I 
Carlsbad, CA, Sponsored by 
Outdoor Power Equipment 
Institute, 703/549-7600, 
www.opei.org 

July 
2-16 ANLA Legislative 
Conference and Annual 
Meeting / Vail, CO, Sponsored by 
American Nursery & Landscape 
Association, 202/789-2900, 
www.anla.org 

12-15 CLCA Summer Family 
Extravaganza I San Diego, 
Sponsored by California Landscape 
Contractors Association, 927/830-
2780, www.clca.org 

16-22 Association of 
Professional Landscape 
Designers (APLD) Annual 
Conference I Philadelphia, 
Sponsored by Association of 
Professional Landscape Designers, 
717/238-9780, www.apld.org 

6-22 Perennial Plant 
Symposium and Trade Show / 
Montreal, Quebec, Canada, 
Sponsored by Perennial Plant 
Association, 614/771-8431, 
www.perennialplant.org 

18-21 TPI Summer Convention 
& Field Days I Memphis, TN, 
Sponsored by Turfgrass Producers 
International, 800/405-8873, 
www.turfgrasssod.org 

23-25 PLANET Legislative Day 
on the Hill / Washington, D.C., 
Sponsored by Professional 
Landcare Network, 800/395-2522, 
www.landcarenetwork.orq 

25-27 Penn Allied Nursery 
Trade Show (PANTS) I Atlantic 
City, NJ, Sponsored by 
Pennsylvania Landscape and 
Nursery Association, 717/238-
1673, www.pantshow.com 

27 Midwest Regional Turf 
Field Day /West Lafayette, IN, 
Sponsored by Purdue Turf 
Program, 765/494-8039, 
www.agry.purdue.edu/turf 
/index.html 

29 - August 2 ISA Annual 
Conference and Trade Show / 
Minneapolis, Sponsored by 
International Society of 
Arboriculture, 888/472-8733, 
www.isa-arbor.com 

Magna Matic Corp I p69 
Circle #144 
920/564-2366 
www. magna-matic. com 

Marsan Turf & Irrigation I 
p10,32,69 
Circle #111,124,143 
909/592-2041 
www. marsanturf. com 

New Holland N Amer I p3 
Circle # 104 
888/290-7377 
www. newholland. com/na 

Novozymes Biologicals IncI 
p65 
Circle # 140 
530/757-8100 
www. novozymes. com 

Oregon Cutting I p7 
Circle # 107 
503/653-8881 
www. oregonchain. com 

Oregon Fine Fescue I 
p(reg)55 
Circle # 136 
503/585-1157 

Otterbine Barebo Inc I p54 
Circle #134 
800/237-8837 
www.otterbine.com 

P B I Gordon Corp I cv3,33-
34,35,48 
Circle # 102,131,130 
800/821-7925 
www.pbigordon. com 

Planet Symposium I p60 
703/736-9666 
www. landcarenetwork. org 

Quality Diamond Tools I p43 
Circle # 127 
800/328-0163 

Rain Bird I p41 
Circle # 126 
800/RAINBIRD 
www.rainbird.com 

Shindaiwa Inc I p56-57 
Circle # 137 
www.shindaiwa.com 

Syngenta I p22-23 
Circle # 120 
800/334-3776 
www.syngenta.com 

U S Lawns I p66 
Circle # 141 
407/246-1630 
www.uslawns.com 

Vermeer Mfg Co I p31 
Circle #123 
888/837-6337 
www.vermeer.com 

Walker Mfg I p69 
Circle # 145 
800/279-8537 
www. walkermower. com 

Weed Man I p69 
Circle # 146 
888/321-9333 
www.weed-man.com 

Wells Cargo I p66 
Circle # 142 
800/348-7553. 
www. wellscargo. com 

Zorock I p8 
Circle # 108 
866/496-7625 
www.zorock.com 
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WHICH TRIMMERS 
WERE YOU 

SEARCHING FOR? 

At GreenSeeker, you find what you were REALLY looking for. 

You know what you're looking for. You need it now. Vital, up-to-the-minute 
information to help you grow your business. The million dollar question is, do you 
know how to find it? 

Landscape Management is pleased to introduce GreenSeeker, the most comprehensive 
Green Industry search engine on the Web. GreenSeeker zeros in on the products, 
services, and news you want and leaves out everything else. 

GreenSeeker gives you a competitive edge - because when you find what you're 
looking for, you're the smarter green industry professional. 

Seek and you shall find. 
Visit www.green-seeker.com today! 

green©seeker 
% The search engine for the 
% green industry professional. 

www.green-seeker.com 

http://www.green-seeker.com
http://www.green-seeker.com


Every month the Classified Showcase 

offers an up-to-date section of the 

products and services you're looking for. 

Don't miss an issue! 

ADVERTISING 
INFORMATION: 

Call Brian Olesinski at 
800-669-1668x3757 
or 216-706-3757, 
Fax: 216-706-3712, E-mail: 
bolesinski@questex.com 

• If an individual insertion is under $250 it must be 
prepaid, unless it is part of a contract that is $1,000 
or greater. 
• We accept VISA, MASTERCARD, and AMERICAN 
EXPRESS over the phone. 
• Mail LM Box # replies to: Landscape Management 
Classifieds, LM Box# 
306 W. Michigan St., Suite 200, Duluth, MN 55802. 
(please include LM Box # in address). 

B U S I N E S S F O R S A L E 

Southeast Texas-17 year old Irrigation/ 
Landscape Maintenance Co. 

Average $400K gross sales. Garden Center @ 
great location next door to Home Depot on 
major interstate. Very loyal customer base. 

Growth and expansion is there for the taking. 
High growth area. Asking $475,000 for busi-

ness/accounts/ equip. 
Asking $1.2 million for business and real 

estate. Serious inquiries only. 
Call Caroline @936-291-3239 

or cawalker@cox-internet.com 

D e s i g n - B u i l d C o m p a n y wi th o v e r 
3 0 0 m a i n t e n a n c e account s . 

Key employees will stay. 
Gross sales over $ 1,000,000. Located in 
booming Hilton Head-Bluffton SC. area. 

With or without 1 acre commercial property. 
Serious qualified responses only. 

R e s p o n d to L M Box # 1 0 4 . 

L a n d s c a p e & S u p p l y C o . 
Northern Michigan, located across from Boyne 

Mountain Ski Resort and Waterpark 
3 acres, stock, equipment, pending contracts, 

primarily lake front clients includes 3 bedroom 
home and 1 bedroom apt. 

$ 9 3 7 , 0 0 0 . 0 0 • 2 3 1 - 5 4 9 - 2 0 8 1 

L a n d s c a p e & M a i n t e n a n c e 
C o m p a n y 

Petoskey, Harbor Springs, Michigan servicing 
Little Traverse Bay, Lake Michigan, 

equipment, maintenance & snow removal 
contracts. No real estate. 

$ 9 9 , 0 0 0 . 0 0 - 2 3 1 - 5 4 9 - 2 0 8 1 

O r g a n i c - b a s e d lawn care c o m p a n y 
In Kentucky. Well established, over 10 years. 

Stock sale required 
$110,000 

5 0 2 - 4 1 2 - 0 4 0 4 

Full service commercial landscape 
maintenance located in 

Central Indiana since 1986. 
Asking: $450,000 

Gross: $734,000 Cash Flow $177,000. 
Contact Steve Pierce 

Sunbelt Indiana Business Resources 
Phone:317-573-2100 

THREE WAYS TO REPLY TO BLIND BOX #'S. MAIL TO: 
Landscape Management Magazine, LM Box #, 306 W. Michigan St., Suite 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 magazine name and blind box number in your correspondence!! 

B U S I N E S S O P P O R T U N I T I E S 

Taking Your PROFITS To The Next Level 
Synthetic Golt Greens Voted, 
"The #1 Profitable Service Idea Of 2006'' Reasons To Call Us: 

Huge Profit Center - Up To 60% 
Advanced Online Training 
Utilize Existing Equipment 
An Easy Add-On Service 

' Up Sell Existing Products 
' Greens Sell More Landscapes 

FREE VIDEO 
800-334-9005 

w w w . a l l p r o g r e e n s . c o m 

WANT TO BUY OR 
SELL A BUSINESS? 

Professional Business 
Consultants can obtain purchase 
offers from numerous qualified 

potential buyers without disclosing your identity. There 
is no cost for this as Consultant s fee is paid by the 

buyer. This is a FREE APPRAISAL of your business. 

If you are looking to grow or diversify through 
acquisition, I have companies available in Lawn Care, 

Grounds Maintenance, Pest Control and Landsca 
Installation all over the U.S. and Canai 

182 Homestead Avenue, Rehoboth, MA 02769 

708-744-6715 • Fax 508-252-4447 
E-mail pbcmello 1 (ffaol.com 

*iIncrease your PROFITS TODAY!* 
We are "Lawn Guys" just like you with over 26 years of experience. Let us help you make 

more money and have more free time, just like thousands of your peers have already done 

"SIMPLY PUT" M0ur net profit went from 7.66% to 33.3%• 
•after applying Profits Unlimited Strategies." 

Mike Rogers, Caretaker Grounds Maintenance* 

y^ i i K i ' i i i ' i i ' i i i H 
Since 1979 

Order our Manuals & CDs like your peers World Wide! 
If you don't change anything tody, nothing will be different tomorrow. 

Call: 800-845-0499 www.profttsareus.com 

Quality Synthetic Grass Surfaces cesl 

i 
Building Successfiil Relationships 

Since 1998 
Call us today 8 7 7 - 8 8 1 - 8 4 7 7 

www.theputtinggreencompany.com 
www.x-grass.com 

www.landscapemanagement.net 

mailto:bolesinski@questex.com
mailto:cawalker@cox-internet.com
mailto:blindbox@questex.com
http://www.allprogreens.com
http://www.profttsareus.com
http://www.theputtinggreencompany.com
http://www.x-grass.com
http://www.landscapemanagement.net


FOR SALE HELP WANTED (CONT'D) 

TIPl 
TURF IRRIGATION 

l P R O O U C I S l 

SAVE ON FUEL 
LET US DELIVER 

BUY ONLINE 
and SAVE 
35% Ee 

• Volume Discount 
• Enter Promo Code: F R E E S H I P 
P H O N E : 8 7 7 - 4 7 4 - T U R F (88731 
• • • • • • • • • • • • • I 

TURBO TECHNOLOGIES, INC 
1500 FIRST AVE , BEAVER FALLS, PA 15010 

1 - ft 00-822-3437 www.turhntnH.mtrt 

better, 
866-290-7295 

Factory Direct 

N e w 
Quick 36 

The great cutting, compact, easy-
turning, reliable 36" hydro mower 

Proudly made in the USA 
Starting at $1895 

w w w . q u i c k 3 6 . c o m 

Refrigerator M a g n e t s . 4 9 E a c h ! 
• IM . r L u » 

S P R I N K L E R SUPPLIES 
Check out our new Web Store 

www.sprinklersupplies.net 
Great Savings on Rain Bird Sprinkler parts 

And Goulds pumps 
MasterCard and VISA accepted 

Free shipping on orders $500.00 and up 

This Rexius Express Blower Truck EB-60 w/upgrodes & 
supplemental injection system is capable of blowing dirt, 

mulch, sand, stone, compost, seed & more! 
The 2 0 0 0 F r e i g h t e r carries 6 0 cubic y a r d s -

perfect for large contracts or all day residential work! 
New Transmission! New large PTO! Low miles! 

Call Gavin Riches or Deborah Muller • 800 -304-2886 

Use color to get the 
A t t e n t i o n your a d deserves! 

HELP WANTED 

G O T H I C L A N D S C A P E , I N C . / 
G O T H I C G R O U N D S 

M A N A G E M E N T , I N C . 
Since 1984, we have been creating long-term 
relationships with clients through outstanding 
personalized service and problem solving. We 
are one of the largest landscape contractors in 
the southwestern US operating in the greater 

Los Angeles, San Diego, Phoenix and 
Las Vegas markets. The Company specializes 
in landscape construction and maintenance for 

residential master-planned community 
developers, home builders, and industrial 

commercial developers. We offer an excellent 
salary, bonus and benefits package. 

Outstanding career opportunities exist in each 
of our fast growing branches for: 

Account Managers 
CAD Designers 

Estimators 
Purchasing Agents 

Irrigation Technicians 
Project Managers 
Sales Personnel 

Foremen 
Spray Technicians (QAC, QAL) 

Superintendents 
Supervisors 

For more information, visit 
www.gothiclandscape.com 

or Email: hr@gothiclandscape.com 
or contact Elisabeth Stimson, 

HR Director at 
Ph: 661-257-1266x204 

Fax: 661-257-7749 

Land-Tech Enterprises Inc. is one of the 
Delaware Valleys largest multi-faceted 
landscape firms. Serving commercial 

clients th roughou t P A / N J / D E . 
O u r cont inued growth presents exciting 

career opportuni t ies wi th unl imited 
growth potential! 

Career oppor tun i t i es in m a n a g e m e n t , 
p roduc t ion , supervision a n d crew level 

are available in the fol lowing work 
disciplines: 

• Landscape M a n a g e m e n t 
• Landscape Cons t ruc t i on 

• Erosion C o n t r o l 
• Business Deve lopment -Es t ima t ing 

C o n t a c t H u m a n Resources at 
2 1 5 . 4 9 1 . 1 4 7 0 or fax resume to 

2 1 5 . 4 9 1 . 1 4 7 1 
careers@landtechenterprises.com 

www.landtechenterpr ises .com 

-TRUGREEN LandCare—i 
Seeking Highly Qualified Landscape Professionals 
VA • MD • DC • DE • PA • NJ • NY • CT • MA • NH 
We're Expanding Operations in 2006! 

• Regional Manager 
• Branch Managers 
• Install/Contract Maintenance Mgrs 
• Sales Managers & Entry-Level Reps 
• Supervisors (Install/Irrigation/Maintenance) 
• Manager Trainees 
• Landscape Designer/Arch 

Excellent compensation, rewarding bonuses & incentives, 
aggressive commission plan, company vehicle, relocation, 

promotions across US, complete benefits package & much more! 
Email: Ron_Anduray@landcare.com or fax 301 -924-7782. EOE 

Repeating an ad ensures it will be seen 
and remembered! 

Be effective in TWO 
markets instead of 
one! Put your print 
ad up on the WEB! 

http://www.turhntnH.mtrt
http://www.quick36.com
http://www.sprinklersupplies.net
http://www.gothiclandscape.com
mailto:hr@gothiclandscape.com
mailto:careers@landtechenterprises.com
http://www.landtechenterprises.com
mailto:Ron_Anduray@landcare.com


HELP WANTED (CONT'D) 

Hardscape specialist, pavers, 
walls, flagstone, also pond & 

irrigation installers 
Must be extremely experienced. Exclusive lake 

front clientele northern lower Michigan. Top 
pay, full benefits, 401k, housing available. 

Fax resumes to 231-549-1044 

U.S. LAWNS 
NO ONE KNOWS THE 

LANDSCAPE MAINTENANCE 
S S L IUUSTRY LIKE WE DO. 

Use your experience as an Account Manager. 
Operations Mgr.. Branch Manager or 

Regional Manager to work for you. 

E-mail resume to hr̂ uslawns net or 
tii to 407/246-1623 

IIS. LAWNS 

W W W . 
l andscape 

nfcanagement 
•net 

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 FREE. 

1740 Lake Markham Road 
Sanford, FL 32771 

407-320-8177 • Fax: 407-320-8083 
E-mail: hortsearch(aaol.com 

www.florapersonnel.com 

^ B O R S T 
L A N D S C A P E Ac D E S I G N 

Landscape Const* 
Review specifications, drawings, prepare 

estimates for residential/commercial 
projects. Maintain business relationships 

with new and existing Subcontractors and 
Vendors, soliciting Vendor pricing. 

Purchasing of materials for jobs. Job 
costing of work in progress. 3 yrs min 

exp in the construction/landscape 
industry. Strong computer skills and 
knowledge of estimating techniques. 
Work well managing multiple projects. 

Call 201-785-9400 
Fax 201-785-9250, email 

enorlander@borstlandscape.com 
www.borstlandscape.com 

Allendale, NJ 

Visit us today 
on the web! 

J E N S E N 
WE ARE HIRING!!!!! 

BUILD YOUR CAREER W I T H A LEADING 
LANDSCAPE C O N S T R U C T I O N A N D M A I N T E N A N C E COMPANY 

We are a leading provider of landscape site work, landscape management and maintenance 
services. We are seeking experienced individuals to join our winning team. 

Potential candidates must have a clean D M V record; bilingual English/Spanish preferred. 
Our current open positions include: 

••• Construction Superintendents ••• Construction Foremen 
••• Landscape Area Managers ••• Landscape Supervisors 
••• Estimator ••• Irrigation Technicians 

We offer a competitive salary with excellent benefits, including medical, dental, vacation, holiday pay, 
401K Plan, stock ownership plan and bonus plan. To apply please submit your resume to 

hr@jensencorp.com as a Word attachment, fax it to 4 0 8 - 2 5 5 - 4 9 8 1 , or mail it to our headquarters 
at 1 0 9 5 0 N Blaney Ave, Cupertino, CA 95014 . For more information visit us on the web at 

www.jensencorp.com 

http://www.florapersonnel.com
mailto:enorlander@borstlandscape.com
http://www.borstlandscape.com
mailto:hr@jensencorp.com
http://www.jensencorp.com


HELP WANTED (CONT'D) SOFTWARE 

BRICKMAN 
Enhancing the American Lunilscape Since 19.19 

B r i c k m a n is look ing for l e a d e r s 
w h o are in teres t ed in g r o w i n g their 
c a r e e r s w i th a g r o w i n g company . 

Nat ionwide c a r e e r and in ternsh ip 
o p p o r t u n i t i e s avai lable in: 

• L a n d s c a p e M a n a g e m e n t 
• L a n d s c a p e Cons truc t ion 
• Irr igat ion 
• Account ing 
• B u s i n e s s A d m i n i s t r a t i o n 

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: 

Area Manager - Seatac, WA - U6089 AM 
Office Supervisor - Albany, OR - #6556 OS 
Sales Manager - Fairview, OR - #6099 SM 
Sales Manager - Everett, WA - #6124 SM 

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 
e-mail your resume with job number to 

sallen.trugreen(<rcomcast.net 

EOE/M/F/D/V /A A 

B O R S T 
L A N D S C A P E fli D E S I G N 

Duties include client consultations 
thru job completion, draw/render 
designs, quote preparation, on site 
job supervision. BA in Landscape 

Architecture. 2-4 yrs exp. 
Call 201-785-9400 

Fax 201-785-9250, email 
enorlander@borstlandscape.com 

www.borstlandscape.com 
Allendale, N J 

Gulfstream Goodwill 
Industries, Inc. 

Project Manager - Okeechobee Waterways 

$50,000, with Excellent Benefits, is needed 
to plan, organize, supervise, and review the 
maintenance and care of levees, riverbanks, 

campgrounds and other landscaped areas 
on public properties. Requires 5 years 
of increasingly responsible experience 

in the assigned area, including supervisory 
capacity, and specialized training in 
landscape maintenance - experience 

with modern methods, practices, materials, 
equipment, and tools used in grounds 
maintenance. Preference will be given 

to candidates with Herbicide Certifications. 
Associates of Arts degree and/or college 

coursework in horticulture or a 
related field is highly desirable. 

Please Fax resume to 
(561) 848-1475, Attn: Rhonda C. 

No telephone calls please. 

To place classified advertising in 

M A N A G E M E N T 

Contact Brian Olesinski 
800-669-1668 ext. 3757 

bolesinski@questex.com 

MOWERMETER 
f ^ W Equ ipment 
W ~ T r a c k i n g S o f t w a r e 

Designedfor the 
Green Industry 

• Scheduling 
• Tracking 
• Costing 
• Parts Inventory 

Free D e m o 8 0 0 - 6 3 5 - 8 4 8 5 
W W W . M O W E R M E T E R . C O M 

TM 

The #1 all-in-one management 
software for the green industry 
Scheduling, Routing, Automatic Invoicing, Bill 

Paying, Accounting, Payroll, Marketing and more 

" J • • • • 
Download a free demo of the software landscaping 
and lawn care professionals are all talking about! 

www.wintac.net 1-800-724-7899 

GROUNDSKEEPERW 
BUSINESS 
SOFTWARE 
Invoic^j 
Schedul: 
Rout ing 

i 

IMAGINE 
YOUR 
AD 
HERE! 

For information on 
placing an ad, 

contact Brian Olesinski 
1-800-669-1668 ext. 3757 

email: bolesinski@questex.com 

mailto:enorlander@borstlandscape.com
http://www.borstlandscape.com
mailto:bolesinski@questex.com
http://WWW.MOWERMETER.COM
http://www.wintac.net
mailto:bolesinski@questex.com


INDUSTRY TRENDS BY THE NUMBERS 

ONWARD LEADERS! 
Last year we asked subscribers to describe the progress they 
felt they were making toward a leading position in their 
respective markets. The majority of those readers respond-
ing to our survey said they had made "some progress." 

NUMBER PERCENT 

No progress 78 18% 

Some progress 217 50% 

Significant progress 100 23% 

Market leader 39 9% 

SOURCE: 2005 LANDSCAPE MANAGEMENT BENCHMARKING SURVEY 

IN THE GREEN 
Most professional lawn care operators saw revenue 
increases in 2005. Here's the breakdown: 

A 55% SAY 
THEIR SERVICE 
REVENUE 
INCREASED 

SLIGHTLY MORE 

THAN ONE-THIRD 
SAID THEIR BUSINESS 
REMAINED THE SAME 

DO YOU LIVE HERE? 
Homeowners place a high value on green spaces, not only 
for their personal property but for their cities too. An 
online real estate Web site listed its version of the Top 10 
Greenest Cities, paying attention to clean air and water, 
parks and greenbelts, reliable public transportation and 
renewable energy. They are, in no particular order, 

Portland, OR 
Austin, TX 
Minneapolis 
Boulder, CO 
Burlington, VT 

[ Madison, Wl 
I New York, NY 
I San Francisco 
| Santa Monica, CA 
I Chicago 

SOURCE: MOVE.COM 

WEEKEND WARRIORS? 
91 million U.S. households, or 83%, participated in one 
or more types of do-it-yourself indoor and outdoor lawn 
and garden activities in 2005. The National Gardening 
Association, authors of the survey, attribute this record 
number in part to strong sales of new and existing homes. 

SOURCE: NATIONAL GARDENING ASSOCIATION 
2005 NATIONAL GARDENING SURVEY 

LANDSCAPE MANAGEMENT (ISSN 0894-1254) is published monthly (12 issues per year) by Questex Media Group. Inc., 306 
W Michigan St. Suite 200. Ouluth. MN 55802 Subscription rates: one year. 146. two years S67 in the United States & 
Possessions. $76 for one year. $113 for two years in Canada and Mexico, all other countries $148 for one year, $220 for two 
years For airmail delivery, include an additional $70 per order annually Single copies (pre-paid only): $8 m the United States, 
$10 in Canada and Mexico; $15 ail other countries Back issues, if available $16 in the U S. $20 in Canada and Mexico. $30 
ail other countries Add $6 50 per order for shipping and handling Periodicals postage paid at Duluth. MN 55806 and 

©additional mailing offices POSTMASTER: Please send address changes to Landscape Management. PO Box 
5057, Brentwood. TN 37024-5057 Canadian G.S.T. number 840 033 278 RT0001 Publications Mail 
Agreement Number 40017597 Pnnted in the U SA 

Copyright 2006 Questex Media Group. Inc All rights reserved No part of this publication may be repro-
duced or transmitted in any form or by any means, electronic or mechanical, including by photocopy, recording, or informa-
tion storage and retrieval system, without permission in writing from the publisher Authorization to photocopy items for 
internal or personal use, or the internal or personal use of specific clients, is granted by Questex Media Group. Inc. for 
libraries and other users registered with the Copyright Clearance Center, 222 Rosewood Dr . Danvers, MA 01923 phone 978-

750-8400 fax 978-7SCM470, call for copying beyond that permitted by Sections 107 or 108 
of the U.S. Copyright Law For those not registered with the CCC. send permission requests 
to questexpermissionsOreprintbuyer com or phone 800-494-9051 ext. 100 
Landscape Management does not verify any claims or other information appearing in any of 
the advertisements contained in the publication, and cannot take any responsibility for any 
losses or other damages incurred by readers in reliance on such content. Landscape 
Management welcomes unsolicited articles, manuscripts, photographs, illustrations and 
other materials but cannot be held responsible for their safekeeping or return. Questex 
Media Group provides certain customer contact data (such as customers' names, addresses, 
phone numbers and e-mail addresses) to third parties who wish to promote relevant prod-
ucts, services and other opportunities which may be of interest to you. If you do not want Questex Media Group to make 
your contact information available to third parties for marketing purposes, simply call 866-344-1315 or 615-377-3322 (out-
side the US) between the hours of 8.30 am and 5:00 pm CT and a customer service representative will assist you m remov-
ing your name from Questex Media Group's lists 

#BPA • « • i • • i n * 

A M E R I C A N 
BUSINESS MEDIA 



Warm- Weather 

Spurge, knotweed and clover are no match for the 
power of new Surge0* Broadleaf Herbicide For Turf. 
Energized with sulfentrazone, Surge has the power 
and speed to knock out tough broadleaf weeds 
fast. And it even suppresses yellow nutsedge! 
Visual results in 48 hours - now that has a 
powerful effect on call-backs. 

Your customers will be pleased with the speed and 
performance. You'll be pleased with the economy 
of Surge's water-based amine formulation! 

Put the power of Surge to work 
for your business this year! 

f Energized with Sulfentrazone 

f Warm Weather Weed Control 

f Reduces Call-Backs 

f Rain-Fast in Just 6 Hours 

f Designed for Residential 
and Commercial Turf 

f Low Odor 



| UPTIME | LOW DAILY OPERATING COSTS J O H N DEERE 
Nothing Runs Like A Deere 

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. 

www.JohnDeere.com/6363 

http://www.JohnDeere.com/6363


Landscape www.landscapedesign-build.com JUNE 2006 
SUPPLEMENT TO LANDSCAPE MANAGEMENT 

How to: drip irrigation 

Potted profits 

http://www.landscapedesign-build.com


When It Comes To Freestanding Walls, 
Keystone Country Manor Stands Alone. 
Keystone Country Manor features an unmatched versatility, backed by the Keystone standard of excelled 

The ability to function as a freestanding or retaining wall makes Keystone Country Manor the right prodii 

for almost any job. Find out why Keystone retaining walls continue to stand above the competition at \ 

www.keystonewalls.com 
C I R C L E N O . 1 2 0 

A Contech Company • 1-800-891-9791 • 4444 West 78th Street • Minneapolis, Minnesota 55435 < 

Keystone Country Man 

http://www.keystonewalls.com
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Opinion DO NOT CIRCUUS 

www.landscapedesign-build.com 

2 Perspective 
Respond to your customers 
BY SUSAN PORTER 
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4 Net Profits 
Having a Web site is a must to 
attract and retain customers 
today 
BY JAMIE J. GOOCH 

8 Different is King 
Increase profitability by separating 
yourself from the competition 
BY JEFF SCOTT 

Build 

14 How To: Install a public drip 
irrigation system 
A step-by-step guide to installing 
a system in high-traffic public 
areas properly 

19 Pair the Right Plants 
with the Right Pots 
Container planting has 
become considerably more 
exciting in recent years 

22 Smart Products 
Lighting, stabiliza-
tion systems, 
paver restraints, edging, 
irrigation schedulers 

26 Advertiser & Editorial 
Indices 

Extra! Extra! 
» Read even more about the landscape design-build business 
on www.landscapedesign-build.com. 

» ONLINE EXCLUSIVE 
Just in time for Smart Irrigation Month in July, gain insights on 
how and when to hire an irrigation designer. 
By Gary and Cynthia Kinman 
www. landscapedesign-build. com/irrigation 

If you haven't subscribed to Landscape Design-Build's new 
enewsletter, LDB Solutions, here's a taste of what you can find: 
• How to prepare a hardcape base 
• Compact equipment roundup 
• Using ecological designs 
• Make the web work 
• Deck construction 

safety tips 
• Bioengineering tips 

» Read past issues at www.landscapedesign-build.com/solutions 
» To have LDB Solutions delivered to your inbox each month, 

visit www.landscapedesign-build.com/subscribe_solutions. 

www.landscapedesign-build.com / June 2006 / Landscape Design/Build 1 

Design Resources 

JUNE 2006 
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http://www.landscapedesign-build.com
http://www.landscapedesign-build.com/solutions
http://www.landscapedesign-build.com/subscribe_solutions
http://www.landscapedesign-build.com


Respond to your customers 

T 
his is a pop quiz on your 
knowledge of good service 
practices. Please select one 
answer only from each of 
the following questions: 

1- In one survey, 4 2 % of large organi-
zations in the U.S. typically respond to 
customer e-mail inquiries within: 

a. one hour 
b. 12 hours 
c. 24 hours 
d. 1 week 

2 . About 88% of U.S. customers 
expect to get a response to their e-mail 
inquiries within: 

a. one hour 
b. 12 hours 
c. 24 hours 
d. 1 week 

If you haven't guessed the answers, 
both are 24 hours. You can see the 
disparity between what customers 
expect and what most organizations 
provide. And this data is from 2005. 
Most customers probably want even 
quicker response now. The survey 
also shows a trend of slower responses 
from organizations to customers — 
not a good sign. 

Stereotypes have a reason 
The same business survey 
that gave us these num-
bers also says in 2005, 
36% of organizations 
failed to respond at all. 

There's the old 
bromide that con-
sumers can call 
five landscapers 
(or plumbers or 
other contractors) 
and only one or 
two will re-
spond. In my 
experience, this 

is true and I suspect it is the experi-
ence of many homeowners. 
I realize this time of year is a pressure 
cooker, but customer response is 
something you cannot afford to 
overlook. 

When you consider how much 
time, effort and money goes into the 
effort to set your company apart from 
its competition, build a reliable repu-
tation, attract the "right" type of 
client (usually "high-end residential") 
and encourage them to take action by 
inquiring about the services, the fail-
ure to respond makes no sense. 

Even if your operation is set up to 
respond to your customers, is it on 
your terms or theirs? Do you wait 
three or four days before you return 
the call? Do you get around to e-mails 
once a week? That may not be soon 
enough for many consumers in today's 
environment of instant gratification 
and information. Ask them for their 
preferences, and revise your practices 
accordingly. 

If you really can't respond quickly, 
especially during the crunch season, 
tell customers the truth. One of the 
best voicemail messages I've heard in 
this industry explains that it's a small 
company, the owner is out working all 
day, and he will respond that night or 
at least within 24 hours. And he does. 

That's all you need to do: 
Be honest and follow through. 
Set realistic expectations, then 
meet them. It takes some effort 

but it shows who comes first — 
the customer. 

Susan Porter/Associate 
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LACE THE WELL 

D WATER & ROCK 

Introducing a new way to make money building water features - the 
Savio Waterfall Well. Its super tough injection molded housing protects 
expensive pump equipment from the crushing forces of rock and water. 
Disappearing waterfall and endless stream creation has never been 
simpler or more profitable. 

Call TODAY to locate a distributor 
888.333.2356 • www.savio.ee 

• __, 

P O N D F R E E JÉ. - 1 t *» - iürpiT <Ü£M, k mt z . X 

for Disappearing Waterfalls IAd Endless SfreamS* 

TER FEATURE 
STALLATION 

DIG A HOLE 

E X C E L L E N C E 

P r e c i s i o n E n g i n e e r e d P o n d P r o d u c t s 

http://www.savio.ee


BUSINESS 

Having an online presence is a must to attract and retain customers today 
By Jamie J. Gooch / Contributing Editor 

Y our clients and potential clients are 
online. Sixty-eight percent of men 
and 6 6 % of women use the Internet, 
according to The Pew Internet & 
American Life Project. The study 

also estimates that the percentages of American 
men and women who earn more than $75,000 a 
year and are online are 9 0 % and 95%, respectively. 

How do you ensure your Web site gives a pro-
fessional impression to your visitors and meets your 
needs? The first step is to give your site focus. 

"The goal of my site is to engage people and keep 
them engaged by making them a client or an inter-
ested person who will either become a client or tell 
someone else," says Jeff Korhan, president of Tree-
mendous Landscape Co., Plainfield, IL. "A Web site 
reflects on your company. It's no different than your 
trucks or your marketing materials. An amateurish 
Web site makes you look like an amateur." 

"Ask yourself: 'What's the primary action I want 
visitors to take?"' advises Judy Guido, president of 
Guido & Associates, Moorpark, CA. "Most people 
use it as a digital brochure, but it can be so much 
more. It should have multi-tiered functionality." 

What to do 
There are several must-have Web site features for 
landscape design-build companies, according to 
Ciuido, including: 
• Photographs that show off your best projects, 
with before and after shots. 
• A listing of awards, industry association member-
ships and community involvement activities. 
• A database function to collect names and contact 
information for use in future marketing campaigns, 
to send surveys or to distribute e-mail newsletters. 
• A media area containing press releases and 
articles published about your company by local and 
national press. 

• Information that educates visitors about your 
company and the industry. 
• Links to other sites. 
• Continuity, clarity and consistency with your 
company's other marketing materials. 
• A way to contact you on every page. 

Korhan's site, Treemendous.com, features all of 
the above. "You really need to show Web site visi-
tors how you do things and what's it like to work 
with your company," he says. "I spend a great deal 
of time on our brand — the awards we've won, our 
philosophies, what we do in the community. I also 
talk about our stability, and I like to include testi-
monials. Those really speak for you." 

A newsletter sign-up function is particularly 
valuable to Korhan because it is a way to pull peo-
ple in who might not be sure about the company. 

"Now you have a chance to educate them and 
make them sure you're the right company for 
them," he says, adding that even if they don't be-
come customers, he's still contributing to a profes-
sional industry image. "I don't mind do-it-your-
selfers sucking me dry for information. It takes 30 
minutes to type up tips and send it out to everyone, 
and the DIYers will tell others who are interested in 
our services." 

What not to do 
Before you jump in with both feet, have a Web site 
plan. Just like a landscape, changing the design of a 
Web site after it's built is difficult and expensive — I 
and doesn't always yield the best results. 

Many design-build professionals look at some 
poorly made do-it-yourself landscapes and wonder 
why the owners didn't hire a professional. The 
same might be said of people looking at your Web 
site if you don't hire a professional. Even if you 
have a staff that has the skills to create a Web site, 
do you want to take their time away from their 
other responsibilities? 

Continued on page 6 



n't let their size fool you. these compacts pack a big. productive punch. The combination of a versatile compact excavator, 
t-in-class skid steer, track loader and small wheel loader opens a whole new class of business opportunities. With the flexibility of 
rksite Pro™ attachments you can always mix it up no matter what the job. And their size makes it easy to transport them from fight to 
it. See your dealer or call 1-800-503-3373 to put John Deere in your corner today. 

www.JohnDeere.com/lightweights 

CIRCLE NO. 102 

Weights" 
"Light 

http://www.JohnDeere.com/lightweights


B U S I N E S S / Websites 

Continued fro?n page 4 
"You can get a Web site done for as 

little as $1,000," says Guido. "But the 
average design-build company will 
need something a little more sophisti-
cated. You should expect to pay from 
$1,750 to $4,000 for a good Web site." 

For that money, most Web site de-

signers will include meta tags and 
other ways to ensure the site is picked 
up by major search engines. Also ask 
about tracking capabilities, to deter-
mine the popular areas of the site and 
how many people are visiting. 

"Think about what it would cost to 
call all your clients or send them a 

Insist on Corona trenching shovels at your favorite tool dealership. 
For more information, visit www.coronaclipper.com 

or call 1-800-847-7863 to find a Corona dealer near you. 

postcard," Korhan says. "You can do 
that quickly and easily online." 

When it's time to add content, some 
common mistakes to avoid include 
using colors that make the site hard to 
read or don't compliment each other, 
posting grammatical and spelling mis-
takes and using too much copy. 

"It's similar to creating an ad," 
Guido says. "Try to use a lot of bullet 
points and white space." 

Too much animation, such as gratu-
itous use of Flash technology, can slow 
loading times down, she warns: 
"There's a lot of cool technology out 
there, but most people won't wait more 
than a few seconds for a site to load." 

Care and feeding 
Once the site is built, you can save some 
money if you keep it updated yourself. 
However, schedule updates frequendy, 
because like any marketing medium, its 
content can grow stale quickly. 

"Changing the site and updating it 
is everything," Korhan says, noting 
that his firm does monthly updates. 
"We do most of it ourselves. You need 
to keep the site fresh so people will 
come back. Updating it also helps keep 
it high in the search engine results." 

Although it can be easily over-
looked when putting together your 
marketing program, site promotion 
should be an essential component in 
every facet of your campaign. 

"People create sites and don't pro-
mote them, then wonder why they're 
not getting any hits," says Guido. "Put 
your Web address on corporate com-
munications, letterhead, invoices, pur-
chase orders, trucks, T-shirts and signs. 
Let employees know. Tell everyone. In-
clude it on your voicemail and in your 
phone system for people on hold." • 

F O R M O R E I N F O R M A T I O N on building 
a Web site, check out Judy Guido's columns 
in the March and April editions of our new 
e-newsletter, LDB Solutions, which is avail-
able at www.landscapedesign-build.com/ 
solutions. 

TRENCH 
WARFARE 
A full battalion to combat clay, 
rocks, roots and other enemies 

Corona has the most complete line of 
trenching shovels, so you'll always have 
the right tool for the job. 
• T W O HEAD STYLES -

pointed for digging or rounded with deep, 
one-inch sides to handle clean-out. 

• T W O HEAD ANGLES -
28° - ideal for digging or 
35° - ideal for cleaning. 

• FIVE DIFFERENT W I D T H S -
¡n industry-standard colors to 
make your selection easier. 

• THREE DIFFERENT HANDLES -
American Ash wood, solid-core 
fiberglass or hollow-core fiberglass. 

Each has an extra high back for added 
strength and heavy-gauge steel blades 
for maximum strength and cutting 
power. And each one carries a limited 
lifetime warranty. 

Choose Corona, and you're guaranteed 
to get the right shovel — every job, 
every time. 

http://www.coronaclipper.com
http://www.landscapedesign-build.com/


Discover a higher 
standard of water gardening. ^ ^ ^ ^ 
Our experts work closely with real-world 
contractors to create complete water gardening 
solutions—from falls and Koi care to water features 
and product training. Each component has been tested and 
competitively priced to deliver the results you and your clients 
desire. Increase customer satisfaction and profitability, or add 
tranquility to your own backyard—ask about WaterMark™ today. 

Call: 888-271-1368 Go to: www.watermarksolutions.ws 

W a t e r G a r d e n i n g Evo l^rti o r\ 
Welcome to the 

CIRCLE NO. 106 

http://www.watermarksolutions.ws


BUSINESS 

i s King 
Increase profitability by separating 
yourself from the competition 

By Jeff Scott / Contributor 

In the last issue, I discussed how becoming 
"King of the Mountain," or creating a desir-
able market niche that no one else owns, al-
lows you to charge higher margins and fend off 
low-ball competition. I explored the first factor 

that helps you get there: Create a unique selling 
point. In this article, I'll explain the other two crite-
ria: having the highest market share in that niche 
and filling an unidentified need in the marketplace. 

What mountain can you claim that has the 
highest market share, and what is the process for 
figuring that out? Here is the process we used: 

1- Pull your management team together, or a 
group of employees who understand your com-
pany strengths, your customers and the market. 

2 . Identify the different mountains that you are 
playing on. Where are you on that mountain? Do 
you already have highest market share with one of 
your products? If not, explore how to think about 
this. Take night lighting as an example. Who in 
your market offers this service? Who is king of this 

STRUCTURE YOUR MARKET STRATEGY as 
carefully as you do your landscape plans. 

mountain? What is your market share vs. everyone 
else? Do you offer something unique in night 
lighting that no one else does? Do this exploration 
with each of your products and services you sell. 

3- Explore areas in which your company excels. 
If you redefined the market with that uniqueness, 
would you have the most market share? For exam-
ple, Christmas Décor was not the biggest in night 
lighting, but wanted to become the biggest in holi-
day lighting. It redefined the market and created a 
new niche on a national level. 

4- ' Take a fresh look at your product offerings. 
Is there a set of services and products that you can 

Continued on page 10 

INCREASE 
PROFITS, 
PART 2 of 2 

Chipper & Chipper/Shredders 
• T o w a b l e • P T O 

We have the model for your needs! 
Featuring Honda. Briggs & Stratton and 

Kubota Diesel engines — also PTO & Skid Steer powered. 

Bear Cat's full line of commercial chippers 
and chipper/shredders get the job done fast! 

Find a dealer near you! 
caiius at 800.247.7335 

Log onto www.BearCatProducts.com 
Emai l : s a l e s @ B e a r C a t P r o d u c t s . c o m Model 77454 A BREED ABOVE THE BEST 

http://www.BearCatProducts.com
mailto:sales@BearCatProducts.com


T H E S h o w 
f o r i r r i g a t i o n Professionals 

. A G K i c u v r ^ 

.GOLF COURSE 
. t B r f / l a 1 , i > s c A 

• Exhibition: World's largest ALL-IRRIGATION display! • Education Courses for working professionals 

• Certification Exams: earn special designations for your expertise • Business Seminars help you build your business 

• Technical Sessions present the latest irrigation concepts • New Product Contest features the latest products 

• Industry Tours provide a close-up look at regional irrigation • Networking Opportunities: this is where it happens! 

See what's new, talk to pros from all over the world, 
take home new skills, new ideas and make valuable new contacts! 

Irrigation Association® • 6540 Arlington Boulevard • Falls Church, VA 22042 USA 
+1.703.536.7080 • +1.703.536.7019 fax 

For more information...Fax this form to +1 .703 .536 .7019 today or Visit www.irrigation.org 

• Send me information about attending the world's biggest irrigation 
show, including the education and certification programs that will 
be offered. 

• Send me information about exhibiting. 
Please print legibly in dark ink 

Name 

IRRIGATION 
A S S O C I A T I O N 

www.irrigation.org 

Title 

Company 

Mailing address 

City 

Zip/Postal Code 

Email 
Telephone 

State 

Country (outside usl 

Fax 
LDB 

LAST FIRST 

http://www.irrigation.org
http://www.irrigation.org
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Continuedfiv?n page 8 
bundle together in a new way? Can 
you bundle a new service to your ex-
isting service that makes you unique, 
and would thus give you highest mar-
ket share? For example, a pool water 
delivery company recently began 
"chemically balancing" the water be-

fore delivery. This company took a 
commodity, was the first to do some-
thing unique that many pool builders 
and homeowners want, and created its 
own new mountain. 

5. Sharpen your focus: Are you king 
of two mountains? You might think this 
is good if you are making high margins 

IdgePro Ultra TM 

PVC Landscape 
BorderSystem 

The sleek look of metal edging 
with the advantages of PVC! 

••EdgePro Ultra™ provides a high-end, 
finished look at a competitive price. 
••Anchoring options allow EdgePro 
Ultra™ to be installed in traditional 
planting beds or adjacent to sidewalks 
and patios. • •PVC is durable and wil l 
not rust, crack, rot, or deteriorate due to 
weather exposure. ••Connecting pieces 
of EdgePro Ultra™ is easy, with custom-
designed connectors that don't require 
unsightly overlapping or nesting of pieces. 

MANUFACTURED BY DIMEX LLC 

1.800.EDGEPR0 11 .800 .334 .3776 

28305 St. Rt. 7, Marietta, OH 45750 
PH: 1 -800-334-3776 FAX: 1 -740-374-2700 www.edgepro.com 

GROW YOUR NICHE and nurture it 
into its full potential. 

in both areas. But are you really getting 
the most profit and growth possible? 
Generally, when a company tries to 
conquer two mountains at the same 
time, its employees get confused, its 
customers may get confused, and worse, 
its market gets confused. Consider 
dropping one niche altogether, or com-
bining your two niches into one, so you 
can focus on promoting a singular 
voice. If you sell to two completely dif-
ferent groups of customers and have 
two completely separate divisions, you 
need to do some soul-searching to see 
whether this really works for you. It is 
hard for management to grow two dif-
ferent kinds of companies well. 

The unidentified need 
Filling an unidentified need automati-
cally makes you unique and first to 
market. So if you can pull off this last 
criterion, you will hit a home run. 

A great example of a company that 
did this is Starbucks. It saw a need 
with people who wanted a European 
café experience, a sense of community 
and more sophisticated coffee and 
espresso drinks. Starbucks has since 
fulfilled that need — globally and on 
practically every street corner. 

A great industry example of this is 
Classic Garden Design in Wilton, Conn. 
There was a largely unmet need for cre-
ating and maintaining perennial gardens 
in the market, as well as many wealthy 
homeowners who wanted the service but 
didn't know where to get it. So this com-
pany formed a specialized service to meet 
this need. It is a great concept, because 

Continued on page 12 
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Fanciful Pink Fancy-Flowered Impatiens • 

Fanfare Orange Spreading Impatiens Dragon Wing Begonia 
Silver Falls Dichondra ) 

Magilla Purple Perilla CI 
Lucky" Yellow Lantana 

Magilla Purple Perilla O 
Kong® Rose Coleus 0 
BabyWing Pink Begonia 

Sorbet" Primrose 
Babyface Viola O 

Wave"3 Spreading Petunias O 
Purple Majesty Ornamental Millet O 

Annuals & perennial! present endless possibilities for landscape color and Ball offers 
a wide range of varieties to suit your needs. Provide your customers with color that 
will make an impact thtoucjhout the séfeson...landscape color means more profits for 
your business. Contact JBall for more information or visit BallLandscape.com to find a 
supplier in your area. # 

Serena Mix Angelonia • 
Dakota Gold Helenium • 

BallLanascape.com m 
iIFT* 

M DENOTES A TRAD/MARK AND DENOTE* A REGISTERED TRADEMARK OF BALL 
HORTICULTURAL COMPANY IN THE OS. IT MAY BE REGISTERED TN OTHER COUNTRIES. 
WAVE IS A REGISTERED TRADEMARK OFRAND BRED BY KIRIN BREWERY CO. LTD 

* © 2005 BALL HORTICULTURAL COMPANY PRINTED IN USA BHC06027 

Cover Your Landscape With 

Matrix Pansy & 
Snow Crystals Alyssum i * ( 
. À ' U L « . IT ' 



Continuedfrom page 10 
once you have captured the client's heart 
•and soul, there are many other garden 
and landscape needs you can fulfill. 

Reality check 
If you feel you already own a moun-
tain and yet you can't get enough mar-
gins to make an outstanding profit, or 
even a decent profit, there is obviously 
something wrong. Your production 
may be out of whack. Or you may have 
made the common mistake of being 
stuck in the middle, where you are nei-
ther low-cost producer (a la Wal Mart) 
nor highly differentiated (a la Star-
bucks). You are in Death Valley, be-
tween the mountains. 

Some companies make the mistake 
of trying to solve this problem by 
making it up in volume. This is dan-
gerous, because it is all too easy to sell 
too much of a money-losing product 

A M A I N FOCAL POINT, similar to landscape design, is necessary to grow 
your personal niche. 

— and still end up losing money. 
You need to re-evaluate your mar-

keting and make sure you are true to 
your mountain. My advice is to re-
explore all three criteria and get some 
outside help, someone to question you 
on the validity of your assumptions. 

But once you are king of a moun-
tain, you need to let everyone know it. 
Incorporate the essence of your new 
mountain and everything it stands for 
into all your communications and cus-
tomer touch points, including uni-

forms, letterhead, trucks, customer 
phone greetings, etc. This is critical to 
the ultimate success of your King of 
the Mountain strategy. This is both 
fun and challenging to implement. 
Good luck! • 

Jeff Scott is co-owner and president of 
client relations for Glen Gate Pool & Prop-
erty, Wilton, CT. He has his MBA and regu-
larly speaks on "The Six Marketing Secrets 
You Won't Learn in Business School." Con-
tact him at JeffS@glengatecompany.com. 

• Exclusive 5-Year Motor Warranty 
• Oil Free Motor 
• Made in USA 

1 - 8 0 0 - W A T E R - 4 5 
www.scottaerator.com 

SCOTT AERATOR CO. 
The h/ater-Movers 
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PAVER LIGHTS 
DECK LIGHTS 
WALL LIGHTS 

1-800-884-8657 
www.kerrlighting.com 

K.P! member since 1995 

R e s i d e n t i a l ^ 
& C o m m e r c i a l 
O u t d o o r L a n d sea p e 
E n h a n e e n i e n t L i ^ h t i n ^ 

Dealer Opportunities 
Available Now 

Premium Quality 
Fountains and Aerators 

mailto:JeffS@glengatecompany.com
http://www.scottaerator.com
http://www.kerrlighting.com


FREE SAW 
Stihl® 

CIRCLE NO. 111 

Partner® 

Receive 12 blades 
plus the saw 

of your choice 

$1599.00 
Certain makes & models available 

SPRING SPECIAL!! 
Selling Blades Across AMERICA! Quality 

Diamond 
Tools 

www.qualitydiamondtools.com 

1-800-285-0163 

http://www.qualitydiamondtools.com


H O W TO Install a public drip irrigation system 

Water conservation is important to government agencies and homeowners 
alike. Drip irrigation systems can help reduce the amount of water ap-

plied. In addition, runoff and evaporation is reduced because the water is applied 
slowly, allowing it to percolate through the soil. 

Conventional drip systems use 1/2-in. poly tubing, with a variety of outside 
diameters, as the mainline and 1/4-in. feeder lines extend to each plant. This is 
great for the homeowner, but is not necessarily an ideal solution in a park or other 
public setting. Public spaces that have high traffic benefit from streamlined sys-
tems that have fewer parts so they aren't as susceptible to damage from traffic, 
cultivation and vandalism. 

5 For plants that are randomly dis-
persed, run 1/2-in. poly tubing to 

the area to be irrigated. Insert 1-gph 
pressure-compensating emitters 
directly into the main line close to the 
plants. Use two emitters per shrub, 
one on each side of the plant and 
about 10 in. to 12 in. apart.Take care 
not to place an emitter where it will 
dispense water into the crown of the 
plant, as this can cause crown rot. 

6Drip line can be used when water-
ing row plantings or plants in close 

or predetermined spacing. It is excep-
tional for watering around trees. When 
looped around the root line of a tree, it 
effectively saturates the entire root ball. 
DIG's Earthline PC drip line is extruded 
tubing with self-contained pressure 
compensating emitters inserted inside 
the tubing wall at preset intervals of 12, 
18 and 24 in. Because the emitters are 
lodged inside the tubing, it reduces 
maintenance. 

1A planting and irrigation plan helps 
the installation process every step 

of the way. Evaluating the dimensions of 
the property to be irrigated and the 
plants used in the landscape will help 
determine what emitters to use, and 
how many. Always allow for future 
growth and/or expansion. 

7One of the most important steps in 
installing a drip system is flushing 

the main line and the drip line before 
pressurizing the system. Open the ends 
and flush the lines by allowing the water 
to run through the system and out the 
end for a few minutes. This will wash out 
any soil or debris caught inside the line 
during installation. These particles could 
get caught in the small orifices of the 
emitters and compromise flow. 



2The head assembly, or a drip zone, 
consists of a valve, filter and pres-

sure regulator. It is a series of in-line 
components that are connected 
together and installed at the beginning 
of the system. These components are 
necessary to use with drip systems to 
keep the water supply clean and the 
pressure down to acceptable levels 
(between 20 and 30 psi). 

3Separating the lowvolume line 
from the sprinkler line will allow 

for more flexibility when program-
ming the controller. Separate zones 
can be programmed to run schedules 
tailored to the plants in each section. 
Use PVC pipe as the main lateral for 
both the lowvolume and sprinkler 
lines. 

4Multiple risers should be placed on 
the lowvolume line for flexibility 

during installation.The risers should 
come up just inches above the ground. 
Attach an elbow to the riser and tighten 
by hand. Attach aT to the elbow. Insert 
1/2-in. poly tubing into each side of theT 
and run it as the main line toward the 
plants to be irrigated. 

Maybe It's Time to Look 
into an Aeration System 
No one should have 
to live with poor water 
quality. Being the 
industry leader for 
over 50 years, 
Otterbine offers a 
variety of surface spray and sub-surface 
aeration systems that effectively circu-
late water and transfer oxygen. And with 
independent testing conducted by the 
University of Minnesota, you can rest 
assured that Otterbine systems will sur-
pass all industry standards and your 
expectations. The result? Beautiful, 
healthy waterways—on the surface, as 
well as below where it counts! 

Otterbine Aerators Are Ideal For: 

• Detering Insects • Retention Ponds 
• Irrigation Ponds • Algae & Weed Control 

1-800-AER8TER 
610-965-6018 • www.otterbine.com 

Product leasing available. 
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Ideas that work: 
• Reducing the number of parts in the 
system will help minimize vandalism 
and maintenance. Insert emitters 
directly into the 1/2-in. poly tubing or 
use drip tubing with emitters inserted 
in the wall of the tubing. 

• Various emitters are available that 
deliver between 0.5 and 4 gph. Evalu-
ate the plants to be irrigated and the 
soil type to determine what emitters to 
use. For example, soil that is more 
densely packed, like clay, will require 
emitters below 1 gph to allow the 
water to percolate down. 

8Uose the ends using an end cap to 
pressurize the system, pushing 

water to the emitters and out to the 
plants. Check the system to make sure 
that it is working correctly. 

This project was provided by DIG Corp. 
For more information, visit 
www.digcorp.com or call 800-322-9146. 

9Secure the 1/2-in. poly tubing with 
stakes to hold it in place. 

J f l f ^ Cover with mulch to minimize 
vandalism, and to achieve 

greater water savings and weed control 

Preserve the beauty of your design... 
Use GroundScape® Premium Ground Cover on your landscape 

• 10-year warranty on color loss 
• No yearly replacement 
• Does not b low or wash away 
• Made f rom recycled rubber that wi l l not rot, mi ldew or decompose 
• Non-toxic and safe for all plants, animals and chi ldren 

For more information 
and a free sample call: 
(888) 871-3473 

Helping you build a better way. " 
Premium Ground Cover 

w w w . g r o u n d s c a p e . c o m 

H O W TO 

http://www.digcorp.com
http://www.groundscape.com


DESIGN 

PAIR THE 

Right P lants 
WITH THE Right Pots 

in fashion, it's the accessories that can really 
dress up an outfit. Jewelry, scarves, belts 
and handbags are typical accessories, and 
they can be readily changed for a new look. 
In the garden, it's containers. 

Container planting has become consid-
erably more exciting in recent years. For those 
with smaller yards, gardening with containers is 
often a necessity. And with the huge trend to create 
an outdoor living space and spend more time out-
side the home, lots o f consumers are adding style 
to their gardens with dazzling container plants. 

Uncontained sales potential 
Landscape professionals have a tremendous oppor-
tunity to get their clients excited about containers. 
T h e potential for incremental sales can be signifi-
cant. Suggest to your clients that they think of con-
tainers as a way to transform the look o f their yard 
throughout the year, changing out the plants for 
various seasons: hollies and conifers in the winter, 
bursts of flowering color in the spring and brilliant 
foliage in the fall. Tender plants can provide inter-

est during warmer weather and then easily 
be moved indoors for overwintering. 

"Containers allow gardeners to aban-
don their zone and grow whatever they 
like," said Nicholas Staddon, director o f 
new plants for Monrovia Growers, Azusa, 
CA. " W e have seen a huge increase in 
sales o f plants destined for containers — 
patio trees, espaliers and topiaries, but also lots o f 
tropicals, grasses, perennials, bamboos and dwarf 
varieties o f trees, such as citrus." 

Staddon points out that Monrovia has greatly 
increased the varieties o f plants offered in patio 
tree shapes — everything from Abutilon, Hibiscus 
and Lantana to Loropetalum, Hydrangea and 
Bougainvillea. 

Container and plant choices 
T h e r e are many containers in the marketplace right 
now, from brighdy colored glazed pots and modern 
metals to the more traditional terra-cottas. 

Metallic pots reflect modernism's clean lines 
Continued on page 20 

URN POTENTIAL In 
styles ranging from 
traditional to modern, 
down-home or exotic, 
containers are becom-
ing a hot commodity in 
landscape design. 
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DESIGN / Right Plants for the Right Pots 

Continued fivnr page 19 
and industrial materials. Planted with 
care, their shapes can enhance the 
minimalist spaces o f a modern home 
and garden. Fill them with upright 
reed-like growers or bamboos for a 
living column of texture. Good 
choices include Variegated Century 

plant, Banana Split Soft Leafed Yucca 
or Jack Spratt Phormium. Bring out 
the architectural value o f a stark 
metallic pot with rosette-shaped suc-
culents. Try a top dressing o f finely 
ground green or blue recycled glass 
gravel for a jewel garden like no other. 

Bright colored glazed pots make a 

bold statement. Fill several smaller 
pots with small plants for potent fo-
liage color and close-up interest. Sil-
very Sunproof Lilyturf or Golden 
Variegated Sweet Flag are ideal. 

A large glazed pot can carry the 
theme of a tropical paradise, no mat-
ter what growing zone you're in. 
Create a tropical style with large leaf 
plants like banana, Canna or bird 
o f paradise. Choose palms or bamboo 
for height and vary foliage colors. Se-
lect exotic flowers, like passion flow-
ers, Mandevilla and Abutilon. 

Another dramatic look for a large 
glazed pot is to go with an Asian-
inspired design. Horsetail reeds, Nan-
dina Sienna Sunrise and bright 
blooming azaleas lend an Asian feel. 
Choose strap-leaf plants for exotic 
textural interest and under plant them 
with ground cover roses or creeping 
juniper. Setting the pot in a sea of jet-
black beach pebbles adds drama to the 
presentation. 

Topiaries look stunning in 
Mediterranean terra-cotta containers. 
T h e r e are so many options with plant 
materials and the variety o f shapes be-
yond the traditional poodle or spiral. 
For example, Monrovia's Italianate 
Collection blends shapes and styles to 
evoke the precision and elegance of 
traditional villa and chateaux gardens. 
Thanks to uniformity o f growth, you 

We pack a lot more into 
everything we deliver. 

Exclusive 24-hour turnaround, including most custom orders. 
• 

Forward thinking lighting solutions. 
• 

Customer service that's second to none. 
• 

Outstanding national factory sales support 
and step-by-step training. 

• 

Reliable, durable products 
made in the U.S.A. 

VISTA 
PROFESSIONAL 
OUTDOOR 
LIGHTING 

C a l l 8 0 0 - 7 6 6 - V I S T A f o r a F R E E p r o d u c t g u i d e 
t h e n v is i t w w w . v i s t a p r o . c o m . 

http://www.vistapro.com


BRIGHT SPOTS Colorful pots perk 
up a neutrally hued area. 

proach every container as though it is 
a blank canvas. Be bold, innovative 
and make the most of foliage shape, 
color and texture, as well as blooms 
and fragrance." • 

To see more examples of container ideas, 
visit www.landscapedesign-build.com. 

can create identical compositions and 
use them to flank an entry window or 
fountain for balance. Or line them up 
a sweeping staircase to emphasize an 
architectural design. 

Evergreen foliage makes innovative 
topiary forms as attractive in winter as 
in summer. Drought-resistant cypress 
and junipers not only look great as 
topiaries, but defy water rationing re-
quirements. Mint julep juniper has 
brilliant mint-green foliage, and its 
compact habit makes it a good choice 
for topiary. Planted in a terra-cotta jar-
dinere, a topiary is a portable sculpture 
for a terrace, patio or foundation bed. 

Recreate the elegance of an Eng-
lish manor with a pedestal urn, a tow-
ering accent that will add instant style 
to a shaded garden or tree dell. Cele-
brate the Victorian love of boxwood 
and formal evergreen shapes. Green 
Tower or Faulkner varieties of box-
wood are excellent choices. Insert 
brightly splashed Japanese painted 
ferns to ensure a lush color-rich ap-
pearance. You can even feature shrubs, 
such as exquisite heavy-blooming 
Camellias. To balance height, simply 
add some long trailing vines or 
groundcovers. 

"If you think of containers as the 
fashion accessories of the garden, you 
can really add pizzazz and an ever-
changing look," Staddon says. "Ap-

CIRCLE NO. 114 
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Are vou lookina for a 
great divider or the ultimate restraint? 

"The Best of the Best" 

Paver Restraints 

Landscape Edgings 

Water Garden Edgings 

EDGINGS, INC. 

No-Hassle 
Guarantee 

1-800-EDGINGS 
E-mail: edgings@olyola.com 
Web: www.olyola.com 
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RESOURCES 

S m a r t P r o d u c t s 
TOOLS TO HELP YOU GET THE JOB DONE 

Install with confidence 
Honeywell's new ULIisted low-voltage 
circuit cable can withstand prolonged 
direct burial and outdoor exposure 
without cracking or degrading. It fea-
tures heavy-duty PVC integral con-
struction that resists water, moisture, 
freezing (-20° C rating) and ultraviolet 

light, eliminating the need to run pro-
tective conduit. The 2-conductor cable 
comes in 8-, 10- and 12-AWG wire 
gauges with maximum operating volt-
age of 30V. Cable is available 
in 250-, 500- and 
1,000-ft. spools. 
For more information, 
circle #201 

Copper elegance 
RSL, Professional Landscape 
Lighting, presents its solid 
copper series, many of 
which are also available in 
brass or aluminum. The 
G262C (pictured) is designed 
to delineate a driveway, path-
way or planted area. Other 

COMPLETE LANDSCAPE AND IRRIGATION DESIGN 

LIGHTING 
Paint water 
with color 
EYE Lighting 
introduces a high 
color tempera-
ture, 175-watt 
metal halide 
lamp, designed for aquarium, coral 
growth, fountain lighting, waterscapes, 
terrariums and pool applications. The 
lamp operates on a standard ANSI 
M57 ballast, for use on 175-watt metal 
halide systems that operate lamps in 
the horizontal burn position +/-15 
degrees. Its compact tubularT15 bulb 
enables the lamp to fit a broad variety 
of fixtures. 
For more information, circle #200 

Visit us online today for details! 

www.raincad.com 

Phone: (281)463-8804 • Fax: (281)463-1404 • Email sales@raincad com • WebSite www raincad com 

Software Republic 

RainCAD 

http://www.raincad.com


More 
Choices. 
Greater 

Durability. 
designs include traditional and con-
temporary shapes, as well as a bullet 
style for up or down lighting foliage. 
For more information, circle #202 

Petite lights pack punch 
Vista Professional Outdoor Lighting in-
troduces a line of "mini-bullets"— 
small-scale versions of its up light se-
ries. The compact line delivers a full-
sized light's level of illumination, yet 
presents a smaller fixture profile. They 
are designed to highlight special gar-
den features or for use in courtyards, 
walled gardens or other smaller areas. 
For more information, circle #203 

G R O U N D CONTROLS 
Structural stability 
For more than 20 years, Cintec Amer-
ica has used its earth-retaining wall 
and ground anchoring stabilization 
system to tie back historically sensitive 
walls or in difficult situations where the 

Continued on page 24 

Whether your design 
calls for landscape edging, 
Poly Board Edging or 
Diamond-Lok® Paver/Brick 
Edging, nothing lasts like 
Valley View. 

'ValleyView® 
• • • f Industries 

www.valleyviewind.com 
ph 800-323-9369 

i a k 7 PLANET 

CIRCLE NO. 113 
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Lighting, in bloom 
Evergreen Outdoor presents a new 
floral-style cast aluminum path light, 

Model 
S222.The 
fixture is 
designed to 
resemble a 
trumpet 
flower, 8 in. 
wide by 6 
in. deep, 
and sits on 
a curving 
"stem" 
with leaves. 

The 29-in.-tall light features a powder-
coated textured finish and is available 
in bronze, black, verde or rust. 
For more information, circle #204 

The broadest selection of chippers 
and chipper/shredders in the industry. 

C A T 

Check out the 
full line of Bear Cat 

products online! 
wwwbearcatproducts.com 

o Chippers 
o Chipper/Shredders 
o Vacuums 
o Stump Grinder 
o Wheeled Trimmer 
o Mowers 

Also on our website: ^ 
O Owner's Manuals 
[> Parts Manuals 
[> Troubleshooting 
[> Dealer Locator 
[> Warranty Registration 
[> Product Specs 

Poly board 

Flexible L Dinmond-Lok 

http://www.valleyviewind.com
http://www.landscapedesign-build.com


S m a r t P r o d u c t s r f s h i r p E_S_ 

Continued from page 23 

historic nature of the project has to be 
preserved. The versatile system offers 
a solution tailored to meet the specific 
requirements of each structure, 
regardless of sand, gravel, clay, lime-
stone or even broken brick or stone 
ground conditions. 
For more information, circle #205 

Paving options 
Dimex LLC presents two new addi-
tions to the EdgePro Paver Restraint 
product line. With a 1.25-in. vertical 
wall height, EdgePro Low Profile is de-
signed for thinner paving applications, 

including 40-mm wet cast pavers and 
flagstone. It can also be used with 
standard 60-mm concrete or clay 
pavers for installers who prefer more 
of an exposed edge to the outside 
course. EdgePro MAX is designed 
with a 2.75-in. vertical wall height for 
80-mm concrete or clay pavers, and its 
sturdy profile supports large jobs like 
driveways and commercial installa-
tions. Rigid options are available on 
both products for installations that 
require straight lines. 
For more information, circle #206 

Give your projects 
an Edge 
Valley View Indus-
tries' Ace of Di-
amonds 
Landscape 
Edging offers 
both easy 
installation and 
long-lasting 
performance. 
Economically 
priced, it 
carries the 
manufacturer's exclusive 20-year guar-
antee against cracking, fading or 
decomposing.The product is manufac-
tured from medium-density polyethyl-
ene with an UV inhibitor. A variety of 
edging accessories, including metal 
stakes, poly stakes and connectors, is 
also available. 
For more information, circle #207 

C I R C L E N O . 1 2 2 

/Berksh i re 
^Ear thw ings The Most Economical 

Tree Staking System Available! 

Also available as 
a below ground 
Rootball Anchor 

System I 

Can (413) 229-7919 or visit www.BerkshireEarthwings.com 
C I R C L E N O . 1 1 4 

T H E B L E C A V A T O R 

O N E P A S S P E R F E C T I O N 
From S2' 6C" working widths 

M i H A f t N C rut tACt Of N A T U M t 

864 225 36-66 • w w w b f t u M com 

Drive anchor Pull to loch in place 

Premium Ground Cover 

For m o r e i n f o r m a t i o n 

a n d a f r e e s a m p l e call: 

( 888 )871 -3473 

www.groundscape.com 

http://www.BerkshireEarthwings.com
http://www.groundscape.com


EdgePro Paver Restraint 

Irrigate online all season 
Rain Master introduces ¡Central with Automatic Scheduling, 
an Internet-based Automatic Irrigation Scheduler (AIS) that 
generates programs based upon site-specific climatic condi-
tions and station physical attributes that affect irrigation, 
such as DU, soil texture, plant type, slope and precipitation, 
etc. The AIS generates schedules for an entire irrigation 
season so users don't have to make programming changes 
on a periodic basis. 
For more information, circle #208 

We're taking EdgePro* 
to New 

Patent No. 0378,857 

Heights 
Now there's EdgePro® Paver Restraint lor 
most segmental paver applications. 

EdgePro Low Profile 
Features a 1.25" vertical wall height that makes it ideal 
for thinner paving applications, including flagstone and 
wet cast pavers. Rigid option available for installations 
that require straight lines. 

EdgePro Paver Restraint 
Designed with a 1.75" vertical wall height for use 
with most standard pavers. Rigid option available for 
installations that require straight lines. 

EdgePro Max 
Designed with a 2.75" vertical wall height for 
thicker paving applications, including driveway and 
commercial installations. 

MANUFACTURED BY DIMEX LLC 

1.800.ED6EPR0 11.800.334.3776 

28305 St. Rt. 7, Marietta, OH 45750 
PH: 1-800-334-3776 FAX: 1-740-374-2700 www.edgepro.com 

CIRCLE NO. 108 

If You Are a Design/Build Contractor, 
Our Training Will Change Your Life! 

K I N M A N 
I N S T I T U T E 

614-764-8733 
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solut ions 

Irrigation * Golf t Industrial 

Your premier wholesale distributor stocking all major manufacturers irrigation and landscape 
equipment. We're committed to providing the best customer service in the industry. Stop by 
your local branch today, where our trained and friendly people are ready to serve. 

800.343.9464 | www.ewingl.com 

Utide fa age of paver 
colors aid styles. 

Meets ill X5TM002 
requirenflifc. 

Extreme«!* durable• 
strong and colorfast. 

Size consistent and 
versatile often 
reversible 

Clay pavers contribute 
to UED certification. 

Low environmental 
impact for 
manufacturing and 
building operation 
and maintenance. 

Pine HUA Brick Co., Ine 

P.O. Bo* 11044 
Winston-Sclera, NC 
27116-1044 

800.334.8689 

www-AmericAspremierpavetj com 

cènservation 
1 

your source f o r 

A 

http://www.ewingl.com


A WALL, IS A WALL... IS A WOW! 
If your client wants more than an ordinary retaining wall, select VERSA-LOK. No other wall system 
gives you the same combination of aesthetics, installation ease and performance. VERSA-LOK's unique 
construction gives you the freedom to create stairs, curves, corners, columns and freestanding walls. 
Units can be quickly modified on si te—eliminating the need to order special pieces. And their 
solid-unit characteristics provide unsurpassed durability. In addition, the Weathered™ texture and 
Mosaic® random-pattern options will give your project a look that is sure to turn heads. 

For more information on how VERSA-LOK can bring personality and style to your retaining wall 
project, call ( 8 0 0 ) 7 7 0 - 4 5 2 5 or visit www.versa-lok.com 

Freestanding 
Walls 

Mosaic Random 
Face Patterns 

Fully Integrated 
Stairs 

Random-Pattern 
Tall Wall s 

Freestanding 
Columns 

Multi-Angle 
Comers 

VERSA-LOK* 
Retaining Wall Systems 

Solid Solutions: 

© 2 0 0 6 Kiltie Corporation • Oakdale, MN 

http://www.versa-lok.com


variety of climates, surface traffic, slopes and contours. Envylawn™ is 
perfect for commercial and residential landscaping and playgrounds. 

CHALLENGER 
INDUSTRIES, INC. 

CIRCLE NO. 121 

Versatile • Safe • Economical • Environmentally Friendly • Durable • Resists Fading • Function< 

Tired of Maintaining Your Lawn? 

Then try... 

Pioneering Synthetic Lawn Systems 

From the middle of the road to the top of the line Envylawn has you covere 

For more information aboi 
Envylawn™ or to find an 
installer near you, call 
1-800-334-8873 or visit 
www.envylawn.com. 

t ^ j f J hether it's a community park or a backyard, a 
€ r ( S playground or a median, Envylawn™ is the 

preferred synthetic lawr ~r 

landscape architects 
everywhere. That's 
because, even the 
most challenging 
terrains can look like 
a lush oasis with 
Envylawn™. Natural 
looking and feeling, 
Envylawn™ is a 
technologically 
advanced synthetic turf 
system. Its revolutionär 
grass fibers give the 
effect of a perfect lawn, 
year-round. Envylawn1"1 

is versatile and works for a 

http://www.envylawn.com

