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|  New Holland loader backhoes have a strong and proud legacy with a heritage
! of excellence that began with a dedicated tractor loader backhoe introduced

| in 1966. Today we celebrate 40 years of loader backhoe evolution with five
exciting new models that deliver superior performance and productivity.
* Trench in the toughest conditions - powerful backhoe dig force

| « Break into packed piles - loader breakout force is best-in-class

| o Operator friendly - large comfortable platform with easy-to-use controls

1 * Match your needs - choose standard, long reach or tool carrier models

|

|

|  For more information on loader backhoes or the complete line of
New Holland construction equipment, see your dealer or visit our
website at www.newhollandconstruction.com
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¥ NEW HOLLAND
© 2006 CNH America LLC. New Holland is a trademark of CNH America LL Circle 101 \7
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- Now is the smartest time
to buy a Z-Series mower. 5500
l Purchase any Husqvarna commercial Zero Turn mower by INSTANT
March 31, 2006, and you can choose from two easy-on-
your-wallet payment options. Take advantage of the $500 R E B ATE
instant rebate or the 0% Financing for 12 months.
On All Zero Turns

As a big plus, all Husqvarna commercial Zero Turn mowers o
with our exclusive TunnelRam™ deck are backed by an ( GR)
industry-leading, 5-year limited commercial warranty. See

i
your local Husqvarna retailer for details, and test drive a
Husqvarna Z-Series mower. It's a bargain you just can't
FINANCING'

Visit www.husqvarnadriveeasy.com On All Zero Turns

———

(PLUS) |

HHusqgvarna |ZERO

H\\Sq\’mna R : : 5 SN ey WARRAN"**

“Must request offer at time of purchase. Applies to new purchases of $2500 or more made between January 1 and March 31, 2006 on a Husqvarna credit card. No finance charges will be
assessed on the promotional purchase as long as the promo purchase amount is paid in full before 12 month term ends. Variable APR is 22.80% as of 1-1-06. Minimum finance charge Is $1.00.
Existing cardholders should see their credit card agreement for standard terms. Offer is available at participating dealers and subject to credit approval by GE Money Bank

“*5-year limited commercial warranty. See retailer for details

F © 2006 Husqvarna (b
) Circle 104 )
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Mr. Greenthumb

Garden expert and

author Stan DeFreitas

\lunl‘\l ]\-n»lm at a recent
Bayer “Healthy Lawns;

»Readersrespond '

Health insurance, retirement plans, benefits, oh my.

Inspired by this month’s cover story, LM asked online

readers, what's your philosophy on providing

employee benefits?

Healthy Business” sum-
mit. Read more about it

online this month.

51%  Benefits keep good employees with us, so we have a good benefit package
37" wedliketo provide more, but it's expensive and we don't know where to find better deals.

| 7% We offer ‘other’ benefits like employee lunches, trips to sporting events and incentives,
IMED125
|IDENTAL

\ 401 K % Want to weigh in? Our survey question changes every month and we publish the results here

Visit www.landscapemanagement.net to voice your opinion.
| Y ’
|IFLXDA

»Q0Overheard

5% we try to have as few employees as possible on our limited benefits plan

22 ONLINE RESOURCES

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. - seil_ ol 420
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.

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

»Specialissue

Landscape Management's Business
Planner 2006 is your go-to source
throughout the year for business
articles on increasing
profits, employee
relations and customer
service. Click on the
cover image from our
home page to access
articles all year.

"Keep a healthy level of paranoia in order to move forward.”

— Michael Canic, Edge Consulting Services, to the PLANET Executive Forum in Lake Las Vegas, NV, last month
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Let The Scoring Begin.

Rave reviews. Proven results. Steady profits.

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

“We finally have something we can depend “Talpirid had provided us with an additional

“We did an analysis of cost and
on for mole control that is simple and easy

revenue generating service while solving mole Talpirid is extremely profitable
lo use making our job easier and our problems for our customers.”
yards better.”

- Ryan McGrady, Pro Green Inc.

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

Bell N

MADISON, WISCONSIN | www.talpirid.com . \\
Circle 105

to use.”

- Jeff Cooper, Lawn Connection, Inc. - Bill Johnson, All Green Corp.
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YOU GET ALL THE ABOVE
WITH A Z-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
WWWw.z-spray.com
sales@z-spray.com

4
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SHIELDED SPRAYERS FOR GRASSHOPPER
TRUE ZEROTURN™ MOWERS

* Prolawn sffyrcyer on FrontMount™ and MidMount™ power units
delivers efficient and environmentally responsible on-target
applications.

* 52- and 132-inch widths, 30- and 50-gallon capacities.

* Applies small droplets that “stick” to vegetation by drying quickly.

* Achieves greater coverage with less chemicals for costeffective
and highly productive results.

* Grasshopper maneuverability is maintained, even in tight spaces.

www.grasshoppermower.com
The Grasshopper Company

P.O. Box 637

Moundridge, KS 67107

Phone: 620-345-8621 e Fax: 620-345-2301

YOUR NEXT MOWER®
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Experience the difference suspension makes...

Demo a Ferris today! IR ——

www.Ferrisindustries.com or call *« 1(800)933-6175 « Para espanol visita www.Ferrisindustries.com/Spanish
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LEIT Lin

2-way Radio Remote

Facilitates wireless
2-way communication
with LEIT XRC

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
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GROUNDSKEEPER PRO
BUSINESS SOFTWARE -

Lawn Care & Landscaping

Scheduling Taxes Collected Report
Estimating Pesticide/Herbicide
Routing Tracking Reporting
Contracts Expenses/Costs
Invoicing ...plus much more!
Income Reports . B

Accounts Receivable

Chemical Application
Reports

Late Statements

10,000 Customers
Mailing Labels
Your Logo on Bills
Archive & Backup Data
Time & Materials
Track Expenses

4

Get ‘_‘,‘our.FéEE‘
www.adkad.com/LM.htm ¢
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1-800-586-4683

Proud supporter of these green industry professional organizations:

AN‘:{A

American Nunery &
Landscape Assoctation

-

®

SIMA _

Sportslurf

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

www.anla.org

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
1100-H Brandywine Bivd.
PO Box 3388

Zanesville, OH 43702-3388
888/683-3445

The Outdoor Power Equipment Institute
341 South Patrick St.

Old Town Alexandria, VA 22314
703/549-7600

opei.mow.org

Professional Grounds Management Society
720 Light Street

Baltimore, MD 21230

410/752-3318

The Professional Landcare Network
950 Herndon Parkway, Suite 450
Herndon, VA 20170

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

Snow & Ice
2011 Peninsula Dr.
Erie, PA 16506
814/835-3577
WWW.sima.org

P

Sports Turf Managers Association
805 New Hampshire, Ste. £

Lawrence, KS 66044

800/323-3875
www.sportsturfmanager.com

Turf and Omamental Communicators Assodiation
P.0. Box 156

New Prague, MN 56071

612/758-5811
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Scott Swayze thought

all decks clog in tall, wet grass.

This one changed his mind.

The New John Deere 7-lron |1™ Deck. “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-Iron Il deck, we didn’t have to slow
down, not even once.” With a higher blade tip speed, the
7-Iron Il makes short work of even the tallest grasses.

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

; | RO INMI See more of what Scott Swayze has to say at www.mowpro.com JOHN DEERE
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Ever since it's introduction in 2001,
the Hustler Super Z™ has been
setting the standard for commer-
cial z-riders. Now, 5 years later,
the Super Z for 2006 will send

the competition back to the
drawing board and contractors

will be beating a path to their
Hustler dealer like never

before.

Hurry in and be the first
on the block with a new
Super " XR-1."

New

800-395-94757 . hustlerturf.com



HUSTLER

New
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You’vé Méver _llsed a Blade
Like this Before

Oregon Cutting Systems is
proud to present the Fusion™
blade, another innovation in
cutting, from Oregon®. The
exclusive electrofusion tech-
nology creates an ultra-hard
layer at the blade’s cutting
edge, which means that the
blade remains sharp and
continues to give a clean cut
far longer than any blade
you've ever used before.
Along with R50™ hardness
throughout the blade, this
makes Fusion™ by Oregon®
the natural choice for pro-
fessionals and homeowners
who insist on extreme per-
formance from their mower.

www.oregonchain.com/oep

Advanced Cutting Technology

Circle 162
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TAKE THE HIGH ROAD

BY RON HALL / Editor in Chief

his column contains three power-
ful suggestions for improving your
image as a professional who pro-
vides valuable services for your
clients. Steal them. Use them.
Make them your own.

These image builders are not
mine. | jotted them down at a recent “Healthy
Lawns, Healthy Business” summit sponsored by
Bayer Environmental Science in Tampa, FL. A panel
of successful lawn care pros shared them with about
100 of their colleagues at the event.

My friends, we're in the image business. Why else
does a property owner become your client?

But, what about our image?

We're not the bad guys

In many parts of Canada and the United States our
industry is under siege. Our critics are working to
limit the scope of the services we provide customers.
They're painting us as irresponsible business people.
Or worse. They say that the chemical pest control
products we use harm the health of the people in
our communities, including by implication family
members, friends and neighbors.

What they're saying is that our efforts to build
our companies are more important to us than our
concern for our customers, our communities.

Of course this isn't true. How many of us would
be in this business for a minute if we thought
otherwise?

Certainly, let's respond to unsubstantiated or
misleading statements concerning our services. Our

bigger challenge, however, is to improve our image

Never underestimate the
Importance of a positive image.

www.landscapemanagement.net / MARCH 2006 / LA

Three proven image builders

within our communities and the markets where we
work. The powerful magic of the following sugges-
tions will boost your reputation and help shield you
against misguided criticism:

Each sales person at Arrow Exterminating Ser-
vices, based in Sarasota, participates in at least three
community activities, says George Pickhardt, Ph. D.
“Our community service is a reflection of our peo-
ple,” he says. Serving on community boards and par-
ticipating in service is also good for networking be-
cause a lot of the company’s customers and many
more prospects participate in these activities too.

Managers from ABC Pest Control offer one-
hour presentations to grade school students at local
schools, says Mike Grzesiakawski. The demonstra-
tions include attention-grabbers such as tarantulas
and hissing roaches and end with company personnel
passing out informational coloring books. The stu-
dents are delighted by the visits, he says.

Turf Master Services is a stickler about deliver-
ing its services in clean, well-maintained service vehi-
cles with attractive signage, says Craig Deveraux. The
public equates clean vehicles and technicians in neat
uniforms with professionalism, he says.

Practice image-boosting strate-

gies. Stay involved in your =
communities. Look and act
like the professionals that

you are. Never underesti-
mate the importance of a
positive image.

Contact Ron at 216/
706-3739 or e-mail

rhall@questex.com.
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THE DIFFERENCE MAKER

Training is NOt a rite of passage,
it is an INvestment smart managers
make in their téams.

Spring training: Do it right

BY BILL HOOPES

ttention trainers! It's March, the
month during which your spring
training will begin to help your
company maximize productivity
and profit or prove a poor invest-

ment. Did you catch the word ‘in-

vestment'? Training is not a rite of
passage, it is an investment smart managers make in
their teams, a company decision to begin building the
skills necessary to succeed. Investments that don’t de-
liver a satisfactory, measurable return are typically not
repeated. Effective training should reduce tumover
and lead to a higher level of productivity.

So don’t be complacent. Instead, get moving. Out
of your fake leather, high-back manager’s chair and
into the field, where your success or failure is always
determined.

Whether your business focus is landscaping,
maintenance or lawn care, the requirement to rein-
force inside training on the job is very real. In fact,
the American Society for Training and Development
(ASTD) has shown in numerous studies that class-
room training not reinforced on the job fails to signif-
icantly change behavior.

Mix in OTJ coaching

Here is a tip; as the weather breaks and you head
outside, substitute the word ‘coaching’ for ‘training.’
Coaching is the reinforcement of learning aimed at
developing productive habits. That means all trainers

are coaches, all coaches train.

Managers who can only succeed through others
should be with those people in a ‘hands-on’ coach-
ing/training situation on a regular basis. Newer em-
ployees require more frequent, positive reinforce-
ment. Keep your coaching simple; concentrate on

just what the new person needs to know now. Don'’

-

overload new hires. You want each new hire to be
successful early and often. Early success is motivat-
ing. Lower turnover will result. Failure to succeed
quickly on the job can devastate a new person.
Don't forget the veterans. While you may not be
actually teaching new skills, you must reinforce fun-
damentals. If you do not, productivity gaps will de-
velop and efficiency will drop. Veterans left alone too
long can begin to feel neglected and unappreciated.
Over time, boredom can set in followed by the

search for a more challenging job

Do it now:

Confirm field coaching responsibilities and assign-
ments.

Prepare all coaches to keep it simple. Demonstrate
first, then critique performance and repeat as
needed. Emphasize what is done right.

Follow up to make sure coaching ‘ride alongs’ are
happening.

Evaluate the progress and needs of new hires no
less than weekly.

Don’t neglect veterans. When appropriate enlist
their help as mentors and coaches.

— The author is founder of Grass Roots Training
in Delaware, OH. Contact him at
hoopes@columbus.rr.com
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PutanEnd
to Customer Gallbacks.

Install Hunter.

There’s nothing worse than an angry customer. Going back to replace bad products
again and again can cost you time and ruin your schedule. It can cost you money with
downtime from paying jobs. Worst of all, it can cost you your reputation...when word
gets out you use inferior products, who's going to give you a recommendation? Install

the products you can count on from Hunter, the

: SNy . ®
quality leader in irrigation. Both you and your “"Iltel.
customers will be happy you did.

The Irrigation Innovators

www.HunterIndustries.com
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BUSINESS HIRING PROCESSES

The investment will pay off in reduced
accidents and more employees who will
work out over the long haul.

Employee orientation a must

BY BRUCE WILSON

ith the hiring season ap-
pro;\ching, it is time to re-
fine your hiring processes.
One best practice used by
many successful companies

is to develop and imple-

ment a good employee ori-

entation program.

It has been proven over time that taking the time
up front to see that a new employee is given a new

employee orientation before going to work results in

Take the lead and a higher success rate for the employee in terms of
go over company longevity, and in reduced workers compensation or
and safety basics liability claims from accidents.

during employee [ think many companies do not go
orientation. through this process because

they think it is compli-
cated and they have
not had the time to
develop the plan
or program. It is
another one of
those times
when you don't
have time to do
it right, but you do
have time to suffer
the consequences of
more rehires and disrup-

tions due to accidents.

Orientation basics
A simple but effective orientation consists of the
following:

An overview of the company history and mis-
sion. If you do not have a formal mission statement
simply tell the employee what the business does and
what role you expect him to play.

Review your work rules, such as reporting
time, bringing your lunch, wearing work clothing,
etc. Let him know what the pay procedures are and
what to expect as an employee. Let him know your
expectations. Let him know what needs to be done
to keep the job and earn advancement and in-
creased pay.

Review the safe practices you expect the em-
ployee to follow. Demonstrate equipment safety for
any equipment that he might use. Review potential
unsafe conditions that might crop up. Many compa-
nies show new employees safety tapes obtained from
their trade associations or suppliers.

Introduce him to key employees in the com-
pany. Make sure he knows who to talk to about em-
ployment-related issues.

This does not have to take long. It can easily be
done in a couple of hours. You will find that it is time
well spent and the investment will pay off in reduced
accidents and more employees who will work out
over the long haul.

— The author is a partner with entrepreneur
Tom Oyler in the Wilson-Oyler Group, which offers
consulting services. He is also the director of the Symbiot

Landscape Network. Visit www.wilson-oyler.com.
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You've never had a fungicide made just for you.

Unless your typical customer has an 18-hole yard.

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

BACKED
vy BAYER.

@ Bayer Environmental Science  Bayer Environmenta
y B

Backed by Bayer ar
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NEWS YOU CAN USE

Gibson takes

PLANET rein

BY STEPHANIE RICCA / Managing Editor

AKE LAS VEGAS, NV — It was all
about people as the Professional
Landcare Network (PLANET) gath-
ered here in early February for the

2006 Executive Forum.

The Forum is the traditional time for
officers from the previous year to hand
the reins over to new people, and for
awards and honors to be celebrated.

At this year’s event, the first PLANET
president, Dan Foley of D. Foley Land-
scape in Massachusetts, passed the gavel
to incoming president John Gibson of
Swingle Tree, Lawn & Landscape Care in
Denver, CO.

“I would absolutely do this over
again,” Foley said. “I have met some of the
best friends of my life here.”

To celebrate his year in office, Gibson
presented Foley with several tokens of
appreciation, including a plaque and a
few joke presents, like matching Boston
Red Sox and New England Patriots

2006 PLANET
President John
Gibson

championship banners.

When Gibson took the gavel in front
of the group for the first time he credited
his first mentor Tom Garber, along with
his wife and family.

“Thanks for the opportunity to give
back to the industry that’s given so much
to me,” he said to the crowd.

PLANET also honored platinum
event sponsor Ariens/Gravely/Stens with
the organization's Partner in Success
Award.

Philip Morris, USA’s Richmond, VA,
campus received the Landscape Contri-
bution Award, and Jim Martin of James
Martin Associates was named a new AEF

Ambassador.

B

: H 5 2006 Lifetime Leader
Kluznik named Lifetime Leader
Award Winner Kurt
PLANET lauded Kurt Kluznik, past ALCA president and Kkl iscolves his
founder of Ohio’s Yardmaster, with its 2006 Lifetime award from past
Leader Award. winner Debra Holder
Last year’s winner Debra

Holder said, “Kurt has been a part of every aspect of
this industry’s initiatives. He is a strong proponent of
the voice of the Green Industry to Congress.”

E In his years of involvement with industry as-
sociations, Kluznik was part of ALCA's first CLP
certification class, and he served on ALCA and

PLANET boards of directors, the Crystal Ball

Committee and PLANET Trailblazers.
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2006 PLANET
LEADERS

President: John Gibson, Swingle Tree,
Lawn & Landscape Care

President-elect: Peter Howe,
Engledow Group

Treasurer: Jason Cupp, Highland Outdoor
Secretary: Bill Hildebolt, Nature's Select

Immediate Past President: Dan Foley,
D. Foley Landscape

» KEY RESULT AREA DIRECTORS

Membership Growth: Jennifer Lemcke,
Weed Man USA/Turf Holdings

Products & Services: Richard Wilbert,
Robert Howard Associates

Certification: Matt Triplett, Willamette
Landscape Services

Industry Development/Advocacy:
David Snodgrass, Dennis’ Seven Dees

Marketing: Jeff Korhan, Treemendous
Landscape Co.

Business Development: Peter Korda,
Scotts LawnService

Leadership & Staff Development: Maria
Candler, James River Grounds Mgmt

Green Industry Expo: Gerry McCarthy,
Mac'’s Landscaping

Government Affairs: Norman Goldenberg,
The TruGreen Cos

» SPECIALTY GROUP DIRECTORS

Design/Build/Installation: Miles Kuperus Jr,
Farmside Landscape & Design

Interior Plantscaping: McRae Anderson,
McCaren Designs

Landscape Management: Bill Leidecker,
Five Seasons Landscape Management

Lawn Care: Fred Haskett, U.S. Lawns

» SUPPLIER DIRECTORS

Ron Johnson, Syngenta
Ron Marcellus, Ariens Co.

» ASSOCIATION STAFF

State & Allied Regional Association
Director: Barbara Scheibe
Interim CEO: Tanya Tolpegin



PLANET supports H-2B extension

HERNDON, VA — The Professional Land-
care Network (PLANET) is asking its
members to support a new Save Our
Small and Seasonal Businesses Act.

Sen. Barbara A. Mikulski (D-MD) re-
cently introduced legislation to enact a
three-year extension for the Act. Senators
joining as co-sponsors include:Paul Sar-
= banes (D-MD), John

) For more Kerry (D-MA), Tim
information Johnson (D-SD),

on the H-2B James Jeffords (I-VT),
cap, turn Judd Gregg (R-NH),
topage 112. | gyqan Collins (R-ME),

John Warner and
George Allen (both R-VA). Congressman
Charles Bass (R-NH) introduced a com-
panion bill in the U.S. House.

PLANET is asking its members to
contact their senators and representatives
and urge them to support the Act (see
sidebar for action tips).

The original Act, signed in May 2005
by President Bush, is set to expire on
Sept. 30, 2006. It exempts returning sea-
sonal workers from counting against the
national cap of 66,000 people, contains
new anti-fraud provisions and splits the
allocation of H-2B visas among spring and
summer employees.

The first cap exemption provided signif-
icant relief to the landscape industry, which
relies heavily on seasonal workers.

“ promised small businesses they
could count on me to keep fighting until
we had a solution and they had the sea-
sonal workers they needed to stay in busi-
ness. My promises made are promises
kept,” Mikulski said. “This extension is
necessary to make sure that small, sea-
sonal businesses don’t run into the same
crisis they faced last year — unable to get
the workers they need to survive their

season. Without these seasonal workers,

many businesses could be forced to limit
services, lay off permanent U.S. workers
or, worse yet, close their doors.”
Mikluski took up this cause after
learning that many businesses across the
country, and particularly in Maryland,
were unable to obtain temporary, docu-
mented, seasonal, foreign workers
through the H-2B program. For the sec-
ond year in a row, the H-2B visa cap of
66,000 was reached just a few months

into the 2005 fiscal year.

STEP UP

Take these PLANET-recommended
steps to make yourself heard:

» Phone, e-mail and fax your sup-
port of this bill to your U.S. repre-
sentative and your two U.S. sena-
tors. After sending your letter
through the PLANET Web site
(www.landscarenetwork.org), print
it out on your letterhead and fax it.
Personal letters are more meaning-
ful, so try to add some personal in-
formation on how the lack of H-2B
workers affects your business.

» Call your legislators and ask to
speak to the staff person in charge
of immigration issues.

» Write to your governor, and call
his/her office and speak to the staff
person in charge of immigration is-
sues. Ask that person to encourage
the White House and Congress to
address the H-2B issue.

» Motivate your employees to per-
sonally contact their members of
Congress and senators.

» Talk to other employers and your
suppliers in your area and motivate
them to call and write Congress.

Residual control
makes Armada”
a profitable fit.

After trying Armada
last summer, lawn care
professionals found
Armada has the broad-
spectrum disease control,
long residual and right
price to profitably fit
their programs.

“We tested Armada on two
lawns last summer. One of
them had the most severe
case of brown patch | had
ever seen. Not only did Armada
clean up the brown patch, but

it kept it out for 35 days

As a la care company, we
need a product that will work
curatively as well as preventa-
tively for 28 to 30 days. To be
able to control costs and use
one product for every situation
makes Armada a great fit for
us. It couldn’t be better suited

for our program.”

Jonathan R
GrowinGreen

Greensboro, N.C

Armada

For more details, call us at
1-800-331-2867 or visit
BayerProCentral.com.

@ Bayer Environmental Science

Bayer Environmental Science, a business group of Bayer
CropScience | 2 TW. Alexander Drive, Research Tnangle Park,
NC 27709 | Armada is a trademark of Bayer AG. | Always read
and follow label directions carefully. | © 2006 Bayer CropScience
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Pesticide bylaw a costly proposition

HAMILTON, ONTARIO — In spite of a re-
port from a consulting firm showing little
public support for a ban on the “cosmetic
use” of pesticides, some city councilors in
Hamilton aren't giving up. This after the
first round of public hearings con-
ducted by the consultants in 2005
cost the city an estimated $30,000.

This past December councilors
in this city of more than 550,000
people (the 10th largest city in
Canada) debated spending another
$60,000 on a media blitz “to educate”
its citizens away from pesticide use. And
more recently, councilors reopened the issue
of a pesticide ban for the City and seemed
to be moving in the direction of scheduling
more public hearings.

Concurrently, city officials are looking at
similar pesticide bylaws passed in cities such
as Toronto, Ottawa and Halifax for ideas

about how to implement it, and also how
to afford it assuming it becomes a law.
It's been reported in the local media
that the city estimates it will cost $130,000
annually to administer and
manage a bylaw restrict-
ing the use of pesti-
cides on private
property.
The most vocal
supporters of a
bylaw is the four-
year-old group called
the Hamilton Coalition on
Pesticide Issues (HCPI). It claims

to represent more than 20 charity and non-
charity organizations. “The HCPI is dedi-
cated to the phase-out of non-essential out-
door use of chemical pesticides in the City
of Hamilton in a coordinated effort with
the community,” according to its Web site.

LM goes digital
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[CLIPPINGS]

Arysta Disarms
problem weeds
SAN FRANCISCO — Arysta
LifeScience North America will
bring Disarm, its new fluoxas-
trobin fungicide, to the golf
course, lawn care, sports turf
and sod production markets,
having recently received regis-
tration from the U.S. EPA. Dis-
arm’s active ingredient fluox-
astrobin provides control of
brown patch, summer patch,
snow mold, target spot and
southern blight. In 2006, Dis-
arm research trials are being
conducted on control of an-
thracnose, gray leaf spot and
other major turf diseases.

Shindaiwa wins
TruGreen
contract

TUALATIN, OR — Shindaiwa
Inc. entered into a national
account agreement as a pre-
ferred supplier to TruGreen
ChemLawn and LandCare.
Shindaiwa was awarded the
contract after an evaluation
period that included field
trials around the country,
subjecting Shindaiwa'’s out-
door power equipment to
harsh conditions and rough
handling. The two compa-
nies plan to team up on
development of safety and
product enhancements.

Tanaka picks
Gardner East
AUBURN, WA — Tanaka
America, Inc. appointed
Gardner East, a division of
Gardner, Inc., as the Tanaka
master distributor for its
Northeast U.S. region.
Gardner East is based in
Cranbury, NJ.




TIRED OF SECOND-GUESSING
HANDWRITTEN TIMECARDS?

_EMPLOYEE TIME SHEET
7 Rl (awp

Employee Report
Bill Kemp

Jobsite Name: Walby Property Date Range: 4/10/2006 through 4/14/2006

Day Start End Activity
Mon 4/10 7:08 AM 12:05 PM Irrigation 4:57 hours

12:41 PM 322 PM Irrigation 2:41 hours 7:38 hours
Tue 4/M1 712 AM 12:07 PM Irrigation 4:55 hours

12:43 PM 323PM Irrigation 2:40 hours 7:35 hours
Wed 4/12 7:12 AM 12:02 PM Irrigation 4:50 hours

12:46 PM 3:49 PM Irrigation 3:03 hours 7:53 hours
Thu 4/13 717 AM 12:19 PM Planting 5:02 hours

12:50 PM 3:46 PM Planting 2:56 hours 7:58 hours
Fri 4n4 7:13 AM 12:07 PM Planting 4:54 hours

12:44 PM 3:39 PM Planting 2:55 hours

”"/""' KA s Employee total

Signature Bill Kemp

REALITY CHECK.

The Jobcloek System easily tracks attendance for each worker, at every jobsite, 24/7.
Find out why more than 200,000 workers clocked in today with The Jobclock System!

THE JOBCLOCK® THE LANDSCAPER'S TIMECLOCK"

RUGGED - POWERFUL - ACCURATE - OPERATE - ATTACHES A ==,
0 S 24/7 CHES ANYWHERE EXAKTIME

Call today: (888) 788-8463 www.jobclock.com Circle 129



http://www.jobclock.com

In the Know

The United States

Turfgrass is the U.S.'s largest irrigated [dge]s

more acres of
MOFFET FIELD, CA — A researcher with  crop in the U.S,, beating out corn by

NASA's Ames Research Center esti- nearly three times.

lawns than com.

mates that lawns are the largest irrigated NASA researcher Cristina Milesi con-

ceived of the research as a doctorate proj-

ect at the University of Montana. She and

her co-authors used satellite mapping

A nnoun Ci n g LeE techniques and statistical analysis to arrive

at the figure of 32 million acres of com-

mercial and residential lawns, golf courses

rf-\\ ™ and other turf-covered areas.

' I I e “Even conservatively, | estimate there
are three times more acres of lawns in the

HANDHELD SOFTWARE U.S. than irrigated corn,” Milesi says.

Milesi immigrated to this country from

Italy in 1998 where lawns are not a big
QX Mobile is for the Green Industry part of the culture. While living in Mon-
professional who is always on the
lookout for ways to gain an edge over
their competition. Developed using
S — the latest technology available for :
v e Microsoft Pocket PC handhelds, As part of a class project she became in-
1 . QX Mobile offers a solution you may terested in the fact that no firm data ex-
Eit Sertes have never thought possible!

tana she noticed that some of the neigh-

borhood's residential sprinkler systems

would turn on even if it had just rained.

isted on how much surface area was de-

- :: by e voted to lawns. So she submitted a
; P Send and receive customer and

Status To Done’ search sal to the NASA Earth Sys-
Statys To ‘Cancel job data wirelessly from the field with 7 T g kg )s

s Satin o Rallo st o e e y
e your QXpress Scheduling Software, tem Science Fellowship Program to pro
the leading setvice business software duce a national estimate of lawn area and
for QuickBooks users. the impact of those lawns on ecological
P Print estimates and work orders in factors like carbon and water cycles. Her
the field, as well as capture signatures.

research was published in the Journal of

P Record start times, stop times, and
material usage in the field to avoid
double-entry.

Environmental Management last summer.
One of Milesi's conclusions was that a

well-watered and fertilized lawn is a car-

bon sink that can help mitigate the effects

of global warming caused by pollution
The latest prod uct from é\x,pr-ess emissions. The study estimated that if
SCHEDULING SOFTWARS people would let grass clippings decom-
pose on the lawn, the U.S. lawn area
Call 1.877.529.6659 or visit for a FREE demonstration could store 37 billion pounds of carbon
each year, pulling the greenhouse gas out
of the atmosphere.
Milesi’s next project will be to extend
this research to urban trees and the con-

tribution of urban vegetation to cooling

cities and removing pollution.

Circle 115
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The power of positive thinking

BY MIKE SEUFFERT / Associate Editor

COLUMBUS, OH — Jim Paluch doesn’t
mind if you think he’s a little crazy, as
long as you listen to what he has to say.
And if he asks you to do things that seem
a little odd, like rub the shoulders of the
stranger next to you, you do them, be-
cause Paluch has more than 15 years of
success as an author, speaker and motiva-
tor with JP Horizons.

Paluch had a few
other unorthodox sug-
gestions at Leadership
Jam 2006, one session
of which was held in

Columbus, OH, Feb.
2006 JP Horizons

Badeishic fari i 20-21 under the theme

Columbus.

coverage of the

of Working Smarter.
“One day at the dinner
table, stand up and say to your kids,
‘Watch this!" Pick up scoops of mashed
potatoes and start juggling,” Paluch said.
“They might think you're crazy, but
would you rather they think that, or see
that you're so tense after work that they’ll
never want a job?”

Another tip was, “If anyone asks you

how you're doing, say ‘Awesome,’ and

Jim Paluch rallies

Columbus Leadership

Jam participants

clap,” Paluch said. “I'd rather have people others,” Paluch said. “If you have a good
think I'm crazy than just say ‘Fine.” attitude about work, so will your employ-
“How you act every day reflects on ees, and everyone will benefit.”

SCHEDULING SOFTWARE

HIT THE GROUND RUNNING

If scheduling software was on your
to-do list this winter, you'll be happy to
know it's not too late!

‘X ppess With the tightest QuickBooks integration

SCHEOULING SOFTWARS available, QXpress gets you setup faster
than any competing software product.

P Full QuickBooks integration links real-

time with your QuickBooks customer list.

No messing around with awkward and
Get Started Today! time consuming data entry!

QB) P 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 spring season is here. Hit the ground running with QXpress.

Call 1.877.529.6659 or visit : for a FREE demonstration

Proud member of:

@ PLANET
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In the Know

People & companies

The Midwest Re-
gional Turf Foun-
dation honored

- Bayer Environmen-
N tal Science sales
“ representative John
Turner with its 2006 Distin-
guished Service Award. The
MRTF, founded in 1946 for
turfgrass research and educa-
tion at Purdue University, pre-
sented the award to Turner
for his continued commitment
to the turfgrass industry.

Highland Outdoor of
Olathe, KS, recently ap-
pointed Chad Fulk as presi-
dent and chief executive offi-
cer of the Midwest

design/build
and mainte-
nance firm. For-
mer Highland
president and
CEO Jason
Cupp has been named chair-
man of the board.

Dow AgroSciences named
Doug Van Vooren (above,
left) district sales manager
and hired Patrick Bell
(above, right) as a sales repre-

sentative for the turf and or-
namental team. Van Vooren is
responsible for managing the
company’s sales representa-
tives and markets in the West
District. Bell will handle the
lawn care, golf and nursery in-
dustries in eastern Florida,
south of Palm Coast, FL.

William M. Lewis, former
vice president of Professional
Products for Syngenta Crop
Protection, has been named
business unit head of Arysta
LifeScience North America.
Lewis replaces Elin D. Miller.

Garden Writers Association
board member, Linda Askey

joined Fafard,
Inc. of Ander-
son, SC, as home
garden consult-
ant. A writer

; and photogra-
pher, Askey served as a gar-
den editor of Southern Living
from 1979 to 2000.

Massey Services of Orlando,
FL, named Tony DiBerardino
manager of Massey’s GreenUp
Division. The company also
promoted Adam Scheinberg
to director of information
systems.

The F.A. Bartlett Tree Expert
Co., of Stamford, CT, pro-
moted Stephen J. Johnston
to vice president and South-
east Division manager.

TURNING THE LANDSCAPE AND IRRIGATION INDUSTRY UPSIDE DOWN

We hold reliability to
a high standard. Yours.

We know you demand reliability on the job site, and

that's why many contractors choose Vermeer

equipment. Vermeer understands your business and

has developed pioneering products that help

customers succeed and are backed by a dependable

dealer network to support you on the job site with

personal attention. Trust a leader in land care —

Vermeer.

Call 1-888-VERMEER or visit Vermeer.com.

U £ )’

VERMEER is a rademark of Vormeer Mamnutacturing Company in he U S and/or other countries.
© 2006 Vermes: Mandacturing Company, All Rights Reserved

LANDSCAPE MANAGEMENT

Vermeer
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Join the aeration revolution.

TURNAER 26

First, we introduced the
award-winning TurnAer 26—

an entirely new way to aerate lawns. Now, with the TurnAer 4, you

\
TURNAER 4

Has all the features of the

TurnAer 26, plus:

« Fits through a 28" gate

- The ultimate aerator for
tighter areas and heavily
landscaped lawns

tan put this productivity-boosting technology to work in tight
areas and smaller lawns. Both operate like a mid-size mower.
heir revolutionary DiffDrive” with dual-brake action lets you turn

with the tines in the ground without tearing turf. And for the first

time ever, you can ride behind
TURNAER CHARIOT ¢ NEW »
Enhance your TurnAer 4 or
26 by adding the Chariot
for larger lawns.

« Maximize productivity

» No more walking j

an aerator with the new TurnAer
Chariot. Aeration no longer has
to be hard work. Join the aeration

revolution with TurnAer products

from TURFCO*—the Direct answer

to your renovation needs.

Request a free video and 2006 catalog

Call Toll Free 800-679-8201
Visit us on the weh at www.turfcodirect.com

Circle 122
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M See™  COMPACTEXCAVATORS

_MINI TRACK LOADER

Only 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 bus-
ness, you can work on existing surfaces
without losing profits to turf repair.

“MAKE A GOOD IMPRESSIO
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Add-On Biz

EXTEND YOUR BUSINESS

Mosquito control

» Franchiser says mosquito control
will fly as landscape service

BY RON HALL / Editor in Chief

omeowners

embracing the

concept of outdoor

living spaces are
asking landscape pros to pro-
vide services beyond those
typically defining their pro-
fession. While some contrac-
tors are content to concen-
trate on what they do best,
others seek new revenue op-
portunities. Sometimes the
opportunity comes dressed
as a franchise

Misting system
One such new service add-on
is a company known as Mos-
quito Squad, a franchise op-
eration headquartered in
Charlotte, NC. Mosquito
Squad is a sister company to
Outdoor Lighting Perspec-
tives, which was founded in
1995 and now numbers more
than 70 landscape and out-
door lighting locations within
the United States.
“Consumers want to enjoy
their outdoor living areas and
the landscaping that surrounds
it. This product allows them
the ability to enjoy it all the

time without
getting eaten
alive by mosqui-
toes, " says Scof
Zide, vice president of
Mosquito Squad.

Entering this spring, the
company has 12 franchise lo-
cations in the United States
and plans to have 10 more by
the end of 2006 and an addi-
tional 15 in 2007.

The initial franchise fee is
$34,000 and, typical of all
franchise agreements, fran-
chise owners pay a percentage
of sales to the franchiser to
support marketing.

“With that fee you get
the exclusive right to use the
Mosquito Squad name in an
exclusive geographic area,”
explains Zide. “You also have
access to all the marketing
materials that have been cre-
ated for the franchise sys-
tem. You also receive pre-
ferred pricing and ongoing
technical support from our
approved manufacturer.
There is a 4-day training
school in Charlotte, NC, that
covers all the installation,
marketing and sales aspects

of the business.”

aSauad W

JhelRescyy
’7(’4'73{ 9617

In the Mosquito Squaa
tem, a trained technician
places specially designed mist-
ing devices approximately 10-
12 feet apart around a desired
area. The misters operate two
to four times each day for 45
seconds at a time, according to
information on the company’s
Web site.

“The goal is to have 90%
reduction (of mosquitoes)
within a 1-week period,” says
Zide. "Comments from our
customers thus far have been
very encouraging. You can run
the system anytime during
the day you would like.
Whether it's twice a day or
four times a day would de-
pend on the problem you
have,” he says.

“It is programmed at the
time of installation and can be
changed. You can also manu-
ally ‘fog’ your backyard before
entertaining for the evening.

In addition to homeown-
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ers, this service could be at-

tractive to restaurants with
outdoor patios, day care cen-
ters, any commercial proper-
ties with outdoor seating areas
and also to control flying in-
sects during parties, receptions

or other outdoor events.

Easy maintenance

On average, the tank holding
the misting material will
have to be filled twice each
season, says Zide. In areas
prone to freezing a techni-
cian would make a third visit
to the property to winterize
the system.

Be advised that since you
are offering a pest control
service, you would need to
have the appropriate state li-
censes to install and operate
this system.

For more information, call
704/752-3693 or visit


http://www.mosquitosquad.com
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Meet Phazer™ from Exmark’ Its
compact 34-inch cutting deck
easily maneuvers through gates,
between flower beds and any
other small space that stands

in its way. Its 19 hp engine
delivers faster speeds and more
productivity than a comparable
walk-behind, while providing
you with the power you need
to mulch. So leave your walk-
behinds behind. Ride your way
through narrow spaces. See your
Exmark dealer for details.

BY eXma

www.fitsthrugates.com
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BENEFITS OPTIONS

PACKAGE

DEA

Your benefits plan can attract
top-notch employees without
costing too much time or money.

Here are some shortcuts to figuring it out.

o you're interested
in changing jobs
and you answer an
ad for a full-time
management posi-
tion. You get the
job and on the first
day in orientation the human resources
manager talks at length about your new
medical and dental benefits, plus the op-
tion you'll have in a year to join the com-
pany-matched 401 (k) retirement plan.

Nope, you're not in a bank or an insur-
ance office. You're at a mid-sized land-
scape company.

More and more small to mid-size
companies are getting into the benefits
act, offering medical and retirement pack-
ages as a way to attract and take care of
valuable employees.

“The more we can offer, the better
people we get,” says Bruce Allentuck,
president of Allentuck Landscaping in

30 LANDSCAPE MANAGEMENT / MARCH 2006 / www.landscapemanagement.net

BY STEPHANIE RICCA

Managing Editor

Clarksburg, MD, of his company’s em-
ployee benefits package. It's a popular
strategy too, given the competition land-
scape companies face not only in gaining
customers but also in attracting good em-
ployees who stick around.

Allentuck has about 45 employees at
two branches in Maryland and Delaware.
Eligibility for benefits at his company is
based on length of employment. After
three months, all employees get health in-
surance, personal leave, profit sharing and
holiday pay. After six months they can
opt in to the company-matched 401(k)
retirement savings plan.

Wonder how your company’s benefits
package compares to your competition's?
The majority of participants in a recent
Landscape Management online survey say
they consider their benefits package good.

“Benefits keep good employees with
us," 51% responded.

Still, 37% of respondents agree that



It’s the same way at
Michael Hatcher & Associ-
ates in Memphis. Of the 60
full-time employees there,
11 take medical benefits, nine
take dental and 14 contribute to
the company-matched 401 (k).

workers at a lower cost.

ering overhead costs.

The idea behind the bill, which is already supported by more than 175
groups including the Professional Landcare Network (PLANET), is that it would
increase small business’ bargaining power with health care providers while low-

According to PLANET's issue briefing on the subject, the legislation seeks to
cover the more than half of uninsured Americans who are self-employed or whose
families are employed by small businesses that cannot afford health benefits.

For more information and tips on addressing the issue with your state legis-

lators, visit www.landcarenetwork.org.

“Our participation isn't that large, so
we have to stick with the one plan,” says
Hatcher office manager Rose Willis, who
manages benefits at the company. “We'd
like to offer three or four more plans for
families.” Right now, the medical benefits
are for individuals only.

However, Willis points out, participa-
tion in the plans seems to grow as the
company does. “As we get more employees
in management positions we get more
people joining,” she says, adding that the
company competes with other companies
that might offer higher pay but no com-
pany benefits.

The three companies we interviewed
does as much as they can to educate their
employees about their benefits.

Basnight Land & Lawn in Chesa-
peake, VA, employs a full-time human
resource manager to administer benefits.
“It’s definitely a pro for a company like
ours that is constantly growing to have an
HR person on staff to handle benefits
and many other things as well," says
Wendy Anderson, the company’s humar'}/
resources rep. The full-service compa};y'
employs 170 people during peak season

Health insurance legislative update

Laws pertaining to benefits coverage abound at state and national levels. One
bill that’s been working its way through Congress is the Small Business Health
Fairness Act (H.R. 525). The bill, passed by the House of Representatives last July
and awaiting Senate action, would allow small businesses to join together
through association health plans (AHPs) to purchase health insurance for their
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and takes a traditional approach to train-
ing. New employees get letters and en-
rollment materials prior to their eligibil-
ity dates for health and retirement
benefits, and the company’s provider
comes in for periodic updates.

Still, only 19 employees take part in
Basnight Land & Lawn’s 401(k) plan.

Retirement plans are a particularly
hard sell. “It's hard for the younger guys
to see the big picture of this,” Allentuck
says. When he started the program a year
ago, his provider came on-site to train em-
ployees in English and Spanish on the
benefits of a retirement plan.

But Allentuck’s best benefits training
program so far has been through Casa de
Maryland, a state organization that pro-
vides job-related training for Central and
Latin American immigrants.

“They came in for three days to ex-
plain personal finance and financial man-

Investment terms

The more you know about investing,
the smarter choices you make for your
business and your personal portfolio.
Here's a rundown of terms:

= Individual retirement account (IRA):
These tax-deferred retirement accounts
are designed to encourage working

agement for our Spanish-speaking em-
ployees. They covered everything from
loans to checking accounts. It was ab-
solutely amazing watching the guys’ eyes
light up and light bulbs come on. It was
voluntary but everybody attended.”

The seasonal situation
Most of Allentuck’s employees are sea-
sonal workers. These 10-month Spanish-
speaking employees are just as eligible for
the company’s benefits as the year-round
employees since eligibility is based on
months of employment. “Our seasonal
workers who return are eligible right
away,” he says.

Some immigrant workers do not
choose to take the benefits. “If they're
only here to send money home, they're

not necessarily worrying about retirement.

But it’s there for them if they choose it,”
says Allentuck.

can deduct all or part of their annual
contribution on their tax returns. With-
drawals from traditional IRAs must
begin by age 70 1/2, and all earnings
are taxed at your current tax rate.

= Roth IRA: Withdrawals from Roth IRAs
are tax-free after you reach age 59 172,
provided the account has been open at
least five years. In addition, Roth IRAs
have no required withdrawals. To con-

Respondents to an LM online survey who

say they would like to provide more benefits,
but the expense is a factor, and they're not

sure where 10 find better deals.

Extra benefits

Not all definitions of “employee benefits”
are black and white. More and more,
companies are expanding from traditional
(and traditionally expensive) benefits into
performance-based incentive benefits.

Employees at Michael Hatcher & As-
sociates and Allentuck Landscaping Co.
get a share of the profits when the com-
pany reaches its goals for the year.

"We also reward safety and OSHA
[compliance],” Willis says.

“We pay out in profit shares every
year that we hit our mark,” Allentuck ex-
plains. “We make the profit, they get the
money. We're looking for ways to be effi-
cient, and we're trying to help our em-
ployees understand that every decision
they make in their day makes their
checks bigger.”

These three companies see the value
of investing in benefits.

Adds Basnight Land & Lawn's Wendy
Anderson: “On paper, benefits may look
like an expensive cost, but I don't be-
lieve they are. By keeping qualified,
trained employees on staff it helps our
bottom line. Things run smoother. Our
customers are happier and more likely to
be repeat customers.”

“It is expensive, but | wouldn't want to
be in business and not be able to take care
of people,” Allentuck agrees. “Also, if we
don’t take care of them, they're not going
to take care of our customers.

“Customers tell me all the time about
how great our staff is and how friendly
and well trained they are. It comes full
circle. It's expensive, but it's more expen-
sive not to have it." um




“CLI P Propelled My Business Into The ]bp 1 0 % i

Tony Bass, President

“1 firmly believe time is the single greatest asset we possess.
Good stewardship of our time on this earth enables us to
make profit and prosper. When I started my business I was
full ofcncrg\ and ideas, but | knew in order to succeed I had
to maximize the use of my time. I knew I needed systems that
would run independently of me. | wanted a system that was
so simple and easy to learn that Bass Custom l.mdsmpcs

could change personnel without missing a beat. That's where
CLIP Software in.

In March of 1992 I purchased a computer to run my new
CLIP program. | knew nothing about computers. My annual
sales were $300,000. CLIP saved me over $13,000 in office
personnel that first year. Today with $3 million in sales we
still use CLIP daily with only two office employees maintain-
ing client history, scheduling, routing, and billing in CLIP.

CLIPs steadfast system requires very little maintenance. It’s a
tool that tells you exactly where you are and gives you the
ability to monitor and plan for future growth. I track job
pmhmbnlm with CLIP. It's not good enough for me to track
labor by the hour. I prefer to track it by the minute. CLIP
gives me the ability to track my prohmbllm on every job
casily, qul‘.kl\ and efficiently b\ the minute! I learned years
ago that just six minutes was standmg between pmﬁmblhr\

and breaking even.

Bass Custom I,zmr/smpes Bonaire, GA

CLIP allows me to spend time focusing on long-term solu-
tions. In January 1993 I went to my banker with a business
plan requesting financing for what was to become my
patented Super Lawn Truck system. The primary focus of my
business plan was building efficiency with systems and CLIP
Software. Today, thanks to CLIP, | have branched out from
maintenance to include irrigation, landscaping, design, and
installation services.

But, it’s not just the software. As much as I love CLIP, the
real value is the team behind the software. The team at CLIP
Software were the “first kids on the block”. They were there
when nothing else was and they’ll be there when nothing else
is. | know they’ll be there because they have their ears open.
With so many changes resulting from the growth of my
business, from technology and from the industry itself, CLIP
has been there for me every step of the way, often anticipat-
ing enhancements to CLIP even before I asked!

['ve come a long way since 1992 when I purchased CLIP.
Without CLIP, gmv\th would not have been so easy. 'm now
at the top 10% of my industry. In CLIP I've got a user-
friendly system that runs without me and helps ensure my
profit. ‘With CLIP1 can honestly say, “All Systems Go!”

Call 800-635-8485 today for a FREE Demo CD.

Go to www.clip.com to learn more about

Bass Custom Landscapes

Service
Software
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A recent report estimated that
more than seven trillion e-
mails were sent worldwide
last year. Spam messages are
jamming in-boxes and the av-
erage e-mailer now gets be-
tween 60-200 messages a day.

Here are eight tips that
will make your e-mail com-
munications more effective.
Use them in both your per-
sonal and professional lives.
Your friends, business associ-
ates, vendors and customers
will appreciate it.

1 Be clear and concise with
your message: You'll save
time, yours and the reader’s.

= Use bulleted points to
clearly express your thoughts.

® E-mail communication
works best if you clearly out-
line the points you're trying to
get across in an easy to under-
stand format.

Investing extra time while
authoring an e-mail pays big
dividends by giving your
reader a clear understanding
of your message. Remember, if
your e-mail is written with the
purpose to educate, inform or

SHORT AND SNAPPY

TIPS FOR
TTER E-MAI

Avoid mistakes
like “reply all”
with these handy
guidelines

BY DAVID FRIEDMAN

persuade, then making sure to
get your point across is even
more critical.

Before sending, always re-

read your message and
double check for grammar and
misused words: It's obvious to
most of us to use spell check
after we've composed our
message. Make it standard
procedure to re-read your en-
tire message before sending.

Copy back salient points

when replying to an ear-
lier message: It's dangerous to
assume your recipient will re-
member your earlier ex-
change. This problem is largely
avoidable by copying a por-
tion of the original message al-
luding to the context.

Use specific subject lines:

Since many e-mail mes-
sages go back and forth several

times, it's important to accu-
rately describe what the
reader will find inside.

A subject line such as,
“What do you think” doesn’t
tell the recipient much. “Need
your suggestions for options
re: acct#45619 — Robinson
Inc.” is more specific.

5 Realize that once your

message is sent, there's no
getting it back: People can lit-
erally ruin their career or lose
a customer for life with a sin-
gle 60-second lapse in judg-
ment, by sending the wrong
message to someone.

Keep in mind that sending
a message to one person can
eventually be viewed by many
other unintended parties. Al-
ways double-check the recipi-
ent line before sending any e-
mail. Horror stories about
messages accidentally copied
to “all” are becoming routine.

Practice the 24-hour rule

when you're upset: It's
never a good idea to send an
e-mail when you're angry. If
you compose an e-mail in
anger, wait a predetermined
period of time before sending
it. If your emotions are legit,
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: then your issue will still be

there tomorrow. But in 95%
of the cases, you'll be glad you
waited and toned things down
after you've gain the perspec-
tive that can only come with
some additional time.

Avoid sh-cuts and abbr. in

biz e-mail msgs.: Cutesy
short cuts and misspellings are
ill advised to use in any corpo-
rate context, no matter if your
customer is external or inter-
nal. Since a casual message to
a coworker could easily be for-
warded, it’s best to practice
the same high level of profes-
sionalism no matter whom
you're writing to.

Don't forward viruses: Un-

like obvious computer
viruses that involve actual de-
structive code, many messages
are viral in nature: They are
purposefully crafted so you'll
send them on to friends. Al-
though not usually harmful,
these e-mail traps are easy to
fall into.

While there may not be a
silver bullet that saves us from
an onslaught of never-ending
messages, COmmon sense prac-
tices can make our business e-
mail correspondence more ef-
fective and productive every
working day. tm
— Reprinted with permission of

Telephone Doctor Customer
Service Training, St. Louis, MO.
For more information call
314/291-1012 or visit
wwa2.telephonedoctor.com/.




A Superior 3/4" Rotor
Comes with a Price...

List Price $ 1350

Rain Bird® 5004 Rotor

' ...a Lower One.

($169 less per case than Hunter* PGP™*)

List Price $ 1590

Rain Bird" 5004 Plus Rotor

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

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

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

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

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

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

RaN R BIRD

* Case price based on Hunter PGP 4" rotor list price of $21.95 per rotor as of October 1, 2005. Circle 121
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Designing and installing
landscape gardens in major
flower shows is expensive and
time consuming. These two
landscape pros say it's worth it

BY RON HALL / Editor in Chief

Best in

wo relatively
new landscape
companies run
by talented
young designers
took top honors
at this winter’s Southeastern
Flower Show in Atlanta.
“These types of events
showcase our work and our tal-
ents,” says Alex Smith, Alex
Smith Garden Design L'TD. His
garden, complete with a chic
restaurant/bistro motif over-
looking a full-sized bocce ball
court, was selected as best in
the Large Garden division.
"Somebody has to raise the
bar when it comes to creativ-
ity and imagination,” says
Matthew Klyn, president of
New Leaf Landscape
Group/Matthew Klyn Design

Group. His team's 900-sq.-ft.
garden, Moderno, took top
honors in the Medium Gar-
den category.

Even so, would you spend
$20,000 or more in labor and
materials and assign yourself
and your employees almost a
week of physical labor to ex-
hibit and compete in one of
these events? And did we
mention calling on your sup-
pliers for support and materi-
als as well?

Putting together a themed
landscape garden at a juried
show is a big decision that
takes months to plan and exe-
cute. It's definitely a team

effort.

Push the envelope

In fact, not many landscape

company owners are bold
enough to conceive, build and
display a landscape garden in
one of the dozens of themed
“flower” or “home and garden”
shows that brighten home-
owners' winter spirits in major
U.S. cities every year. Even so,
this small fratemity of land-
scape pros say the effort is
worthwhile, and often for rea-
sons beyond market visibility
and increased sales.

Smith and Klyn began
preparing designs and lining up
materials for the flower show
months before its one-week
February run at the huge Geor-
gia World Congress Center.

“To pull your whole group
together and create something
really amazing gives your

whole team an incredible feel-
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ing," says Klyn. “It’s almost im-
possible to describe the cama-
raderie that the company feels
on a project like this, especially
when the awards start coming
in. It lifts everybody’s morale.”
Klyn, who grew up in the
nursery business in northeast
Ohio, says his team’s creative
drive is the biggest factor in its
rapid growth. Beginning its

seventh season, his company is

¥ No, the water isn't flowing
from this metal fixture. It's bub-
bling up from the pool in Matt
Klyn's award-winning ‘Moderno.’




« Alex Smith Garden Design

LTD's bistro theme struck just the
right note with its massive 3,500
-sq.-ft. garden entitled ‘Alfresco.’

just breaking through the $1
million barrier.

His goal at this year’s show
was to “push the envelope as
far as we could push it,” he
says. And he did, with an
ultra-modern design that fea-
tured a fireplace, hip furniture
and cool music. But it was the
terraced walkway made from
mammoth slabs of rock that
masons cut on site and a huge
funnel-shaped metal container
suspended over a fountain
that fascinated visitors and ex-
cited judges.

“I'm all about architectural
elements and accessorizing in
my gardens,” he says. “We're
not one of those companies
that do the same stuff the
same way every year.”

Participating in one of these
annual winter events is not for
the typical mow, blow and go
contractor. And it’s definitely
not for the timid or meek de-
sign/build contractor. But, for

professionals willing to make

the effort, and to do it with en-
ergy and creativity, the payoff
in terms of positive publicity
and visibility, at least among
the public that's into the “gar-
dening” side of the landscape
industry, can be enormous.
Klyn says the key to success
in an event like the Southeast-
ern Flower Show; apart from
the all-important creative as-
pect to the design, is attention
to detail. “You have to be im-
peccable when you install a
small garden. Your attention to

detail must be precise,” he says.

Payoffs are worth it
Alex Smith’s winning Large
Garden entry, entitled Al-
fresco, garnered positive men-
tions in Atlanta newspapers
for three straight days. It's im-
possible to buy that kind of
welcome publicity, he admits.
“We had a good crowd all
week and we got lots of good
feedback,” says Smith. “A lot of
people come to the show to
see our garden because they
know we're going to do a
good job.”
His 3,500-sq.-ft. entry, the
largest landscape garden ever
exhibited at the show, fea-
tured a bistro café overlook-
ing a turfgrass area surround-
ing a full-sized bocce ball
court. Omamentals that
Smith felt were appropriate
for an Italian-themed garden,
including native cedar trees,
Italian cypress, rosemary,
lavender, even tomato plants
boosted the European theme.
Smith, a graduate of the
Art Institute of Atlanta with

New PRO LANDSCAPE™
VERSION 12 PREDICTS THE
FuTure WiTH 100% ACCURACY

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

Realistic Photo Imaging
Easy-to-Use Professional
CAD Proposals

IO i ot |

{hl p

Night & Holiday Lighting

60-Day Money-Back Guarantee

drafix software inc.

Sell Better
Plan Better

Bid Better

Circle 124
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a degree in landscape design,
broadened his skills as a de-
signer both in Atlanta with an-
other company and during the
two summers he spent in Eng-
land working with noted gar-
den designer Rosemary Verey.
This was the sixth garden he
has built and exhibited at the
Atlanta show.

“It's a showcase for our
work and our talents,” he ex-
plains. “We do residential gar-
den design and installation,
and we've built a very good
reputation for doing high-
quality, detail-oriented work.
With 40,000 people that
come through the doors at

the show, it's worth a lot to

us. We do no other forms of
advertising.”

In Smith's case, which is
probably typical of most land-
scape garden displays, he asked
for and received materials and
support from his suppliers. “We
have a great relationship with
our vendors. They know that if
we do well at the show it
means more business for
them," says Smith, who gives
them signage at his garden.

So, how much business
does a landscape design/build
company get from participat-
ing in one of these types of
events?

Both Smith and Klyn say

it's impossible to put a dollars-

and-cents figure on
it, or to prec iSt‘])' measure Lh\‘
return on investment.

“The phones have been
ringing quite often since the
show ended,” says Smith. “Yes,
there’s a lot of money in-
volved in being a part of it and
it takes a big time commit-
ment, but it’s always been a
good marketing tool for us.”

Adds Klyn: “You get a lot of
leads that aren’t the leads that

you necessarily want. These

A Masons cut huge stone slabs
onsite to complement the ter-
raced walkway of Klyn's design.

aren't projects you want or
will do, but I'm expecting to
get three, four, maybe five
good clients out of it.

“What you're looking for is
for people to come to us and
say, 'l really, really want your
company to come and build

our garden.” Lm

610-965-6018 » www.otterbine.com

1-800-AER8TER

Product leasing available.

Maybe It's Time to Look
into an Aeration System

No one should have
to live with poor water

quality.
industry
over 50

Being

leader

the
for
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 ldeal For:

Circle 145
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» Detering Insects * Retention Ponds
* |rrigation Ponds

* Algae & Weed Control
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Penn‘lulcn.

SeedYAccelerator

When seeding jobs fail your phone rings off

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

size, retaining water to speed up

germination. It protects your seed and only
PennMulch provides just the right amount LH('//\ (fz'l/c’ qJrass Jé’é’ﬁ{ a hetler start at /I/c
of starter fertilizer with one easy application, ; i
and without adding a single weed seed.

Users agree, and university research con-

PENNMULCH® SEED ACCELERATOR" TO THE RESCUE

firms, PennMulch provides faster establish-
ment, more uniform fill in, and up to 36%
more grass than seed alone. PennMulch
may not get It to rain, or get your customers
to water, but it will reduce callbacks and
improve customer satisfaction!  You can
find out more about amazing PennMulch
by wisiting our web site at
wwwlebanonTurfcom.  Click  on
‘Promotions” and enter coupon code
LMIO36 to receive a complete 40-page
agronomy manual absolutely free! Ask for
PennMulch at your nearby LebanonTurf

dealer and make sure your seeds succeed.

Lebanenlurf

1-800-233-0628 » wwwlebanonTurf.com
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Innovations

HOT NEW PRODUCTS

TURF HERBICIDE

broadleaf woes
FMC Corp.'s Dismiss turf herbi-
cide recently received U.S. EPA
registration for post-emergent
control of yellow nutsedge, pur-
ple nutsedge, green kyllinga and
broadleaf weeds. According to
the company, Dismiss provides
visible results in as few as two
days, 81% control in as little as
seven days, and up to 96% con-
trol at 75 days. Dismiss is well tol-
erated by 13 warm- and cool-
season turfgrasses including
seashore paspalum, zoysiagrass,
Bermudagrass, fine fescue, tall
fescue, perennial ryegrass and
Kentucky bluegrass, among
other types.
For more information contact
FMC at 215/299-6000 or visit
www.fmec.com / circle no. 250

1 Dismiss sedge,

Easy-to-use

2 design software
Version 12 of PRO Landscape
software simplifies and en-
hances landscape designs and
proposals. It includes more than
5,000 images and layout plans,
including irrigation. PRO Land-
scape Version 12 aids customers
in envisioning a project’s pro-
gression and final appearance.
The software displays before
and after images and a growth
meter that shows plant mater-
ial's development through matu-
rity. The software features wiz-
ards and a tutorial CD, videos of
a sample project and free tech-
nical support.

For more information contact
Drafix Software at 800/231-8574
or visit www.prolandscape.com
/ circle no. 251

Irrigation with
more smarts
Hunter Industries’ ET System uses
evapotranspiration data collected
on site to create an intelligent irri-
gation program for each water-
ing day. The ET System relies on
actual conditions at the irrigated
site, as each one has all the sen-
sors necessary for accurate, local
ET readings and calculations. The
system consists of a small weath-
erproof enclosure mounted near
the irrigation controller and a
small sensor mounted up to 100
feet away. The 6-Ib. sensor can
be mounted on a post, pole or
wall. No external power wiring is
needed for either device.
For more information contact
Hunter at 760/744-5240 or visit
www.hunterindustries.com /
circle no. 252
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Articulated

dump truck
Hydrema launched two new
dump truck models: the 922C
and the 912C series 2. The 922C
articulated dump truck features
cross-country capabilities even in
soft terrain, low fuel consump-
tion and stability. It's equipped
with a hydraulic system with four
separate hydraulic pumps allow-
ing fast tipping times. The 912C
series 2 is a small 2-axle articu-
lated dump truck for difficult ter-
rain and confined working areas.
It's available as a MultiTip version,
capable of unloading in an angle
of 180 degrees during the tip-
ping process.
For more information contact Hy-
drema at kbi@hydrema.com or
visit www.hydrema.com/
circle no. 253
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Wor

and
increase

your
bottom
line.

CALL TODAY

for a

Whether your goal is to reduce labor costs, increase services or reduce
on-the-job liability, Gordon’s plant growth regulation products provide MEE
a profit making strategy you'll want to incorporate into your turf and
ornamental management programs PRODUCT COMPARISON
Properly timed applications of these products can RATE CHART
Embark” PGR Benefits: Atrimmec” PGR Benefits:
Z Reduce trimming and pruning E Reduce trimming and pruning

operations by 50% or more operations by 50% or more

v Keep ornamentals neat and trim Vf Keep ornamentals neat and trim
ET Stretch your mowing schedule Z Promote fill-in of damaged

Z Hold edges along walks and
driveways Z(}l\ e shrubs a neat, compact
appearance

woody ornamentals

And both products reduce the potential for worker injury during
trimming and pruning operations. Where do all those savings go? Right

to your bottom line — that’s working smart!

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

which products to use for

(_J | pb]/ SR 1-800-82] -7925 your needs.
= :DF!FJDF!'_;‘J.C]’__JJ_J www.pbigordon.com

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

An EHI/)/4{\'(‘(‘-()“‘!1(‘(1 ('UIII[)UI[V\' ALWAYS READ AND FOLLOW LABEL DIRECTIONS ©2006 PBI/Gordon Corporation
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|
DEFEATING NOISE

COMMERCIAL POWER

Spring Maintenance

The owner’s manual of your engine is a valuable
document. Follow its recommendations when
performing these pre-season maintenance pro-
cedures on your equipment:

1. Change the engine oil (and filter if equipped).
Warm the old oil to operating temperature before
draining it.

2. Check the engine air filter for dirt buildup and
proper sealing. Replace it if there is any doubt of a
restricting airflow or if it looks dirty.

3. Replace spark plug(s) annually and after 100
hours of use. Set the proper gap of the plug.

4. Use the proper fuel and make sure it's fresh. If
the unit has a fuel filter replace it annually.

5. If the engine is an Overhead Valve configuration,
set the proper valve lash dearance every 300 hours
of use or annually.

6. Check that the muffler has no leaks. Check all
guards or shields.

7. Clean the engine and use compressed air to
clean out engine cooling fins. (Be sure to wear
safety glasses!) If the engine is liquid cooled, check
that that the radiator coolant will be effective for
the proper operating temperature range.

8. Check that the engine RPM is set to the correct
top no-load speed.

9. If the unit has a manual starter, check for any
cuts or frayed portions of the rope.

10. Load test the battery. Check cable connec-
tions for corrosion, including the battery ground
cable. Test all interlock switches.

11. Sharpen any blades or attachments. Check
drive belts for cracks, and drive lines for proper
lubrication and alignment. Be sure all guards
and safety warnings are in place.

12. Inspect hydraulic lines for any wear points,
and for leaks. (Be sure to wear safety glasses,
gloves and use a piece of cardboard to run over

the hydraulic hoses so fluid cannot penetrate
the skin!)

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

| don't foresee any insurmount-
able technical problems
involved in producing a hybrid
riding rotary mower.

The quiet revolution

BY HARRY SMITH

here is increasing de-
mand on the landscape
maintenance industry
to reduce noise. Many
communities have
adopted noise stan-
dards that are putting
pressure on contractors and subse-
quently their equipment manufacturers
to produce quieter lawn maintenance
equipment.
The shrill whine of backpack blowers,
the staccato rhythm of weed trimmers

and the growl of mowers have been pro-

gressively lowered over the last few years.

Equipment is becoming quieter but at
the same time many communities are es-
tablishing “quiet hours" that severely re-
strict contractors from operating gaso-
line-powered equipment during these
periods. These restrictions on hours can
have a huge impact on scheduling and
profitability.

Golf industry adapts

The impact of these restrictions was first
felt in the golf industry. Golf course com-
munity property owners want early tee
times, early moming quiet plus beauti-
fully maintained fairways and common

areas. The golf turf equipment manufac-
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turers first responded with quieter gas
and diesel equipment. They are now
turning to battery/electric technologies to
further reduce the noise.

Battery powered triplex mowers were
introduced several years ago. Riding
bunker / trap rakes are now available
with battery power. Even walking greens
mowers can now be purchased with bat-
tery power.

At the leading edge of this technology
are prototype hybrid reel mowers that
can quietly mow several greens under
battery power and then switch to their
gasoline engine for the remainder of the

mowing day.

Is landscaping next?
What are the implications of this emerg-
ing technology for the landscape equip-
ment industry? Is there a hybrid zero-
turn mower or other equipment in our
future? I don't foresee any insurmount-
able technical problems involved in pro-
ducing a hybrid riding rotary mower. The
next frontier is electric / battery or hybrid
weed trimmers and blowers suitable for
our industry. Those may be a little
tougher technological challenge. The fu-
ture will tell.
— The author is turf equipment professor at
Lake City Community College, Lake City,
FL. Contact him at smith@lakecitycc.edu.
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POWER TO THE PEOPLE WHO WORK FOR A LIVING.

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

Like you, Vanguard BIG BLOCKS are out there every day. These air- and liquid-cooled
powerhouses are relentless when attacking the work, so you get a lot more done,
in less time. That’s high-performance productivity. For a list of BIG BLOCK-powered

equipment, click on commercialpower.com. That’s just plain smart.

*34-36 HP are projected gross HP ratings for the 993cc vertical shaft engine models. \jﬁn Ji‘ j

Production engines available in July, 2006 MIMIERCIAL """‘"" STRATION
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If you feel that your pre-emergent must be applied within a tight timetable, yc e not

herbicide. Our unigue non-staining formulation allows for earlier spring applications. And low

greater length of control. The ven flexibility in formulations — liquid, wettable granular, o




You don't have to work within a
small window to control crabgrass.

<o Barricade

6-SYNGENTA or visit us at www.syngentaprofessionalproducts.com
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TECHNOLOGY STAYING PRODUCTIVE

Technology is built on logic. Problems
with technology have logical answers.

Use a little common sense

46

BY TYLER WHITAKER

once worked with a sales rep who
thought he knew it all. You know the
type of guy who always has an opinion
and rarely meets his sales quota. But
what really clued me in to his lack of
common sense was when he suggested

that we didn't need surge protectors. His
solution: Tie a knot in the power cord to stop any
power surge from reaching the computer. He was
living proof that common sense can be a key asset
when it comes to technology.

Technology is predictable

What I like most about technology is that it's pre-
dictable. There is always a rational explanation for
any technology trouble. Sometimes it’s a challenge to
find that explanation, but using a little common
sense can take you a long ways toward finding the so-
lution. I've collected a short list of common-sense
technology guidelines that anyone can use.

1. When in doubt, give it a try: We all get nervous
about “breaking” our computers. The problem is we
stop short of figuring out our technology problems
due to apprehension and concern. The good news is
that as long as you're not “deleting” or “formatting,”
most things can be solved quickly with a good
backup. So backup your data regularly and go ahead,
give it a try. You'll be surprised how much you can
really figure out.

2. Got a problem? search for the solution: I love

the Internet. You can find answers to nearly any tech-

nology problem if you know where to look. Back be-
fore the World Wide Web existed and spam was still
some unrecognizable meat product, the best thing
on the Internet was Usenet Newsgroups. It was a
place where people could ask their questions and
others could provide answers.

Today, those newsgroups are still going strong and
they're searchable. Just go to www.google.com and
click on the Groups link. By searching for an error
message, the name of the software, or a simple ques-
tion, you'll be amazed what you can find.

3. If your computer is making strange sounds, fix it:
Most of the components in your computer don't
have any moving parts. A couple of exceptions are the
hard drive and CPU fan. As with anything mechani-
cal, these components can wear out and fail. But be-
fore they go, you may hear some grinding sounds. If
that happens, don't pass go, don't collect $200. Get it
fixed quickly before more permanent damage is done
and you lose data.

4. Use the help menu: My Boy Scout training
taught me to call for help when I got in trouble. Luck-
ily 99% of all software has some form of help menu.
It’s packed with all kinds of good stuff designed to
make you as productive as possible. Best of all, it's free.

Technology is built on logic. Problems with tech-
nology have logical answers. Don'’t be like my friend
the sales rep who once asked for more memory be-
cause he wanted to download the Internet. A little
common sense, that’s all it takes.

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

801/733-6900 or twhitaker@symbiot.biz.
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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 5 M E
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.
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erhaps not since the
early 1990s have we
seen as many promising
new chemistries for se-
lective weed control in
cool-season turfgrass. In
addition, more materials
are in development and
will likely receive registrations soon. Be-
yond just having new herbicides for our
weed control arsenal, many of these new
materials offer selectivity and timing op-
tions that, as recently as five years ago, we

thought would likely never be possible.

Control at establishment

One of the difficulties of estab-
lishing turf from seed is competi-
tion from weeds. This competi-
tion is compounded by the fact
that almost all existing herbi-
cides will also damage or kill the
germinating turfgrass.

Most herbicides state on the
label that the turf requires
mowing three times before it is
mature enough to safely with-
stand the herbicide application.
With fall seeding operations this is per-
haps less of a problem, since crabgrass
and other annual grass germination pres-
sure is minimal. Also, with an August or

early September establishment, the grass

has usually been mowed

three times by November,

which is the primary month

for perennial broadleaf

weed control in cool-season
grass regions.

However, with establishment in spring,
there is often not enough of a difference in
the germination time of cool-season turf
and that of crabgrass or annual broadleaf
weeds. The competition from these weeds
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New herbicide
technologies make
weed management
in cool-season

turfgrass easier

BY DAVID GARDNER

can make it difficult to nearly impossible
to establish turf in the spring.

Two products labeled for control of
weeds in newly seeded cool-season turf
are the traditional choices: siduron and
bromoxynil. Neither of these products is
as effective as other herbicides used in
cool-season turf, but their safety to turf-
grass seedlings makes them a good option.

However, research conducted at major

universities shows that a recent introduc-



tion, carfentrazone (sold as Quicksilver by
FMC) provides safe and effective control
of germinating broadleaf weeds in a
newly seeded stand of either Kentucky
bluegrass (Poa pratensis) or perennial rye-
grass (Lolium perenne). The label for
Quicksilver has been updated to allow
application to these species seven days
after emergence. Carfentrazone is a fast-
acting contact herbicide that is recom-
mended as an addition to systemic herbi-
cides, such as 2,4-D or triclopyr, in order
to hasten burndown of the weed. Note
that since carfentrzone is a contact herbi-
cide, it effectively controls germinating
annual broadleaf weeds in a newly estab-
lished turf. However, it's not as effective
against mature broadleaf weeds during an
overseeding operation.

A further promising development for

springtime weed control at establishment
is with quinclorac (marketed as Drive by
BASF). Quinclorac is labeled for applica-
tion any time before or after establishment
of tall fescue. Research shows that quinclo-
rac can safely be applied to either Ken-
tucky bluegrass or perennial ryegrass as few
as seven days after seedling emergence.

Results of recent tests at The Ohio
State University also indicate that not
only can a combination of quinclorac and
carfentrazone be applied to 7-day
seedlings of either of these species, but
that delaying the application to 14 or 21
days after emergence results in decreased
weed control. Likely, the herbicides be-
come less effective as the weeds become
more mature and capable of competing
with the germinating turfgrass.

There was some slight phytotoxicity

Have you tried

with the 7-day application, but the turf
outgrew this by day 14. It appears that
competition from weeds should be less of
an issue during springtime establishment

than it has been in the past.

Selective control of perennial cool-
season grasses
Normally desirable turfgrass species grow-
ing in an inappropriate environment, such
as creeping bentgrass (Agrostis palustris
syn. A. stolonifera) or common types of
tall fescue (Festuca arundinacea) growing
in a Kentucky bluegrass/perennial ryegrass
lawn are difficult to control.
Chlorsulfuron is labeled for the selec-
tive removal of tall fescue from Kentucky
bluegrass. It is effective, but usually re-
quires time and multiple applications.
Until recently no other herbicide

OurFormula

For Preemergent Success?

Now That’s A Change For TheBetter.
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chemistries were available that could
selectively remove one cool-season turf-
grass species from a stand of another.

A recent introduction, Bispyribac-
sodium, (marketed as Velocity by Valent
U.S.A)) is intended for the selective re-
moval of annual bluegrass (Poa annua)
from fairway height creeping bentgrass or
for the selective removal of rough blue-
grass (Poa trivialis) from perennial rye-
grass, It is also thought to have some ac-
tivity against broadleaf weeds and this is
being tested in university trials. It is in the
pyrimidanyloxy benzoic acid chemical
class and is an acetolactacte synthase
(ALS) inhibitor.

Another ALS-inhibiting class of her-
bicides used in turf is the sulfanylureas,
including sulfosulfuron, which is being
marketed as Certainty herbicide in the

BetterSolutions.

South by Monsanto, but should also be
registered for use in the northern United
States as well. Sulfosulfuron has good ac-
tivity on yellow nutsedge and can selec-
tively remove tall fescue
from warm season turf
and as a selective control

of rough bluegrass in

creeping bentgrass. This product appears
to hold considerable promise for selec-
tive removal of perennial grasses and it
also appears to have activity against cer-
tain broadleaf weeds, such
as dandelion (Taraxacum
officianale) and clover
(Trifolium repens), if ap-
plied in the fall. This is
still being tested at various

universities.

Selective control of crabgrass

and broadleaf weeds

Its been a long time in coming, but the
U.S. Environmental Protection Agency

has concluded a 17-year study and now
states that 2,4-D does not pose a health
risk when users follow the product in-

structions. Some earlier studies had linked

Crabgrass Control In Bermudagrass'

Percent of Control

100

97

Barricade® Surttan Ronstar
L) 4A5 S0 wp

65 15+15 20

Crabgrass Control In Tall Fescue?

]
=
=
[
-]
[S]
°
-
c
)
4]
=
o
a

100

93

BetterResults.

1. Oklahoma State University, 2004. Evaluated 168 days after first application in March. Partial Data Shown
2. North Carolina State University, 2003. Evaluated 145 days after first application in March. Partial Data Shown



Fluroxypyr is rainfast ~ fentrazone acts in synergy when applied

within one hour of at low concentrations with herbicides
"~ White clover (Trifolium repens) . application and visual  such as 2,4-D and MCPP.

symptoms may ap- Another triazolinone herbicide,
2,4-D to lymphoma and other can- pear within 24-48 sulfentrazone, has recently been intro-
cers. While there are some prod- hours. duced and is a component in the herbi-
ucts that replace 2,4-D with Carfentrazone ap-  cide Surge from PBI/Gordon. Both car-
MCPA, 2,4-D remains an important her-  pears either as FMC's Quicksilver, or in fentrazone and sulfentrazone are contact
bicide in our arsenal. PBI/Gordon's 4-way formulations Speed =~ membrane disrupting herbicides used in

Fluroxypyr was introduced a few years ~ Zone and Power Zone. An important low concentrations. Like carfentrazone,

back, first as the stand-alone product change to the Quicksilver label is thatitis  when sulfentrzone is formulated with
Spotlight by Dow AgroSciences that was now registered for control of silvery other broadleaf herbicides, it causes faster
intended for tank mixing witha24-Dor  thread moss (Bryum aregentium) on burndown of broadleaf weeds, particu-
triclopyr-containing herbicide. However, creeping bentgrass fairways and greens. larly dandelion. Unlike carfentrazone,
fluroxypyr is now appearing in formula- Since this is a fast-acting contact herbi- sulfentrazone appears to have some ac-
tions with other herbicides. It replaces cide, some concern has arisen that carfen-  tivity against sedges as well.
clopyralid in non-golf course situations trazone could actually decrease control by When quinclorac was released in
and has excellent activity on clover, but preventing downward translocation of 2000, it received widespread accolades
should be tank mixed with 2,4-D or tri- systemic herbicides it is tank mixed with.  for its ability to control crabgrass (Digi-
clopyr to improve control of dandelion. However, research data shows that car- taria spp.), even if it was mature. It con-

A Change For The We Don’t Make The Turf.

We Make It Better.”

The active ingredient has been a trusted tool in
lawncare for years, but now we've made Pendulume
AquaCap™ herbicide easier than ever to handle,
mix and clean up — delivering superior control with

reduced staining potential and virtually no odor.

=l - BASF

Find a distributor: 800-545-9525 The Chemical Company

Find out more: turffacts.com

—— BetterTurf.”

Always read and follow label directions.

Pendulum is a registered trademark of BASF. AquaCap, Better Solutions, Better Results,

Better Turf and We Don't Make The Turf. We Make It Better. are trademarks of BASF. Barricade is a
Circle 128 registered trademark of a Syngenta Group Company. Dimension is a registered trademark of Dow

AgroSciences, LLC. Surflan is a registered trademark of United Phosphorus, Inc

© 2006 BASF Corporation. All rights reserved. APN 06-14-194-00028
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tinues to be a good herbicide for post-
emergence Lr;l}‘;.!l';l.\\ umll‘lll. However, in
recent years there has been some atten-
tion paid to its ability to control broadleaf

weeds as well, particularly dandelion,

clover and speedwell. One of the reasons

fall is recommended for broadleaf weed
control is that herbicide translocation to
below ground parts and therefore com-
plete control are more likely than with
springtime broadleaf weed control. When

attempting to control perennial

NNOVAT

EQUIPMENT

motcH
$O M)
tommosy

Terraseeding” is Believing.
Blow soil blends and inject with seed using this unique
and efficient one-step process. Call today and discover

your possibilities.
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1-800-285-7227

expressblower.com

Next month, Shawn Askew at
Virginia Polytechnic Institute will
discuss new weed control in
warm-season turfgrass.

broadleaves in the spring, regrowth of the
weed can sometimes occur after about
50-75 days. In trials at The Ohio State
University investigating springtime
broadleaf weed control, quinclorac in
combination with dicamba was not only
effective, but the treated plots were clean
for 90 days after application

Perhaps the most interesting herbicide
in development is mesotrione. It appears
to be effective against crabgrass when ap-
plied either pre- or postemergence. It also
has good activity on dandelion and clover
when applied either pre- or postemer-
gence. In addition, mesotrione has shown
selective activity against a variety of diffi-
cult to control perennial grasses, such as
C rrcping h(‘nt}.',r;l.\.\ growing in Kentuc l\'_\
bluegrass, nimblewill and orchardgrass.

It appears to be more effective if ap-
plied twice on 4-6 week intervals com-
pared to a single application. It also seems
to perform well in tank mixes with other
herbicides, and this tends to result in an
increase in effectiveness and control pe-
riod. More testing is scheduled to be con-
ducted on this herbicide this vear and reg-
istration may occur as early as 2007

There are more herbicides for use in
turf that are in advance stages of develop-
ment or that have been recently released
than perhaps at any other time, Many of
these materials promise to allow the turf
manager selectivity that even five years
ago we would not have though possible.
Weeds will still present challenges. How-
ever, these new herbicides should make
control easier than in the past. Lm

— The author, assistant professor of Turf

grass Science at The Ohio State University,
can be contacted at gardner.254@osu.edu.
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Big Value In
Compact Loaders

BIG VALUE IN PERFORMANCE

« Easy to operate for all experience levels
* Tackle jobs from planting shrubs to moving trees to handling rocks
« Attachments interchange quickly
+ Big Bush Hog" loader features and warranty
* Modern style and appearance promote your professionalism
* Built Bush Hog tough to work long hours, day after day
* Quick retail financing/low monthly payments
« Lift capacities from 725 to 2,350 Ibs.
* Lift heights from 76 to 110 inches
* Models for 2 and 4-wheel drive tractors from 12 to 50 PTO HP
+ Selection of mid-mount and front-push models
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BIG VALUE IN SAVINGS
Get big savings with Bush Hog® Compact Loaders.
Because Bush Hog durability, lift capacity, lift height,
productivity and easy operation add up to big savings
in time and money. www.bushhog.com/management

&1 See the better ride, traction and
dependability of Bush Hog's new
. Trail Series® Utility Vehicles at
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" BUSH HOG, L.L.C. * P.0. Box 1039 * Selma, AL 36702-1039
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More Than 100,000 Tractors Are Equipped With BUSH HOG® Loaders.
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Selling benetits amid

Letting prospects see
and touch products
lets them judge the
quality of what you'll
be installing.

technology

Focus on your customers’
wants and not on technology
to sell more irrigation installs

and services

BY RON HALL / Editor in Chief

rrigation technology is accelerat-
ing. Few product categories in
the professional landscape mar-
ket can match the advances being
made by irrigation product man-

ufacturers. Every week seems to

bring with it another innovation
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or product improvement.

This is welcome news, and it comes
none too soon. The availability and cost of
irrigation water threatens the continued
growth of the Green Industry. It affects
everybody in the industry’s chain —
growers, retailers, distributors, designers,
installers and grounds pros.

Cities from Daytona Beach, FL, to
Greeley, CO, to Raleigh, NC, to Santa Fe,
NM, are implementing water use restric-
tions. One of the first targets is always
landscape irrigation.

While water restrictions dampen
Green Industry activity, they spur irriga-
tion product manufacturers to innovate.
Restrictions also challenge contractors to
keep abreast of product advances so that
they can install and maintain systems that
irrigate efficiently, systems that conserve
water and save their clients’ money. Of
course, that’s the contractor’s goal
whether water is plentiful and inexpen-
sive or whether it's being rationed.

An even bigger challenge for profes-
sionals is the competition of selling their
expertise and the value of their services
with other contractors attempting to do

the same.

Customers don't buy technology
Successful sales pepole realize that cus-
tomers and potential customers, espe-
cially homeowners, don't buy technology.

They buy the contractor’s promise to

PHOTOS COURTESY. HUNTER INDUSTRIES



deliver beautiful landscapes. That's where
knowledge (technical and business), in-
tegrity and, ultimately, salesmanship
come in. The pro sells beautiful, healthy,
growing turfgrass and ornamentals, not
the latest controller or sprinkler.

Realizing that nothing happens with-
out a sale, and that technology is the con-
tractor’s friend but sales are their business
lifeblood, here are some pointers to help

you get more residential jobs.

First impressions matter

You're probably not the only contractor
calling on a prospect offering an irrigation
system or major upgrade. But you want to
be the one who is remembered and who

gets the job. That's not a difficult thing to

do with some planning.

continued on page 57

Listen and sell more

— listen.

1

- Price. It raises its ugly head in every sales discussion. But price often isn’t the
sales bugaboo you think it is. A customer’s buying decision is more often (much
more often than you might realize) determined by perceived value.

This is as true in selling irrigation as anything else. How can you improve
your close rate in your sales presentations? Start with one simple technique

The more attentively you listen to what prospects have to say, the better
you'll be at answering their questions to their satisfaction.

Keep these four pointers in mind in prepping for that next sales call:
Identify customer needs and wants. Ask your prospect what they're look-
ing for. Then adjust your sales pitch to showcase what you can provide

that will satisfy their needs. Often this will allow you to show and offer top-of-
the-line products. Sell a potential customer what they want to buy, not what

you want to sell.

Sell benefits, not simply features. Yes, the products and service you can

deliver are the latest and the greatest. But, what customers want to
know is what a product does for them. Those are benefits. Maybe they're inter-
ested in protecting their landscape investment. Maybe they want more conven-

ience. You won't know exactly why they’re listening to you until you listen to

them. Only then can you explain how

continued on page 57

“ bad to re-spray
several times last
year to solve a fungus
problem. 1 learned
the hard way — the
cost of additional
nozzles is a fraction
of the cost of poor

spraying.”

Why Spray Nozzle
Selection is Critical
to Your Success

The consequences of inadequate spraying can be
extremely costly. Under application can result in turf
damage and the need to re-spray. Over application
results in waste of chemicals. So, be sure you have

the best nozzle

for your specific application.

Herbicides, Fungicides, Herbicides, Fungicides,
Nozle Type and Insecticides D’s‘zgée‘ Nozle Type and Insecticides Dggéet
Contact Systemic Contact Systemic
Turbo ® DG
Teedet TwinJet® ol )
Good Excellent | O @ Excellent Good
e
® 0
Turbo Turbo
Teedet’ TwinJet’ @
Induction Excellent o) Excellent | Excellent | O @
@ O
AlC XP
TeeJet” @ |BoomJet” Very
Good Excellent ®0 Good O
@] O @ O @]
Very Fine Fine Medium Coarse Very Coarse Extremely Coarse

(Droplet-size categories may vary with nozzle capacity, spray angle and spray pressure.)

Teefet”

BY SPRAYING SYSTEMS CO

www.teejet.com
TeeJet: No better way to spray
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Spell doom for insects above and below ground with one application.

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

other turf-eating pests. Nothing on the market gives you better control of surface and anecTus
subsurface insects. Allectus™ is a revolutionary new product that provides deadly broad-

spectrum control that's both preventative and curative, with a long residual effect. For insects, BACKED

it's eternally long. To learn more, call 1-800-331-2867 or visit BayerProCentral.com. by BAYER.

Bayer Environmental Science, a business group of Bayer CropScience | 2 TW. Alexander Drive, Research Triangle Park, NC 27708 | Allectus and Backed by Bayer are trademarks of Bayer
Always read and follow label directions carefully. | ©2005 Bayer CropScience
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TECHNOLOGY STRIKE A BALANCE Simplify
ornamental
insect control.

continued from page 55

and why partnering with you is better than hiring someone else. Let them
know your qualifications. Show them the benefits of you.

Fine-tune presentation techniques. Cover the topics important to home-

owners. What you might take for granted, a homeowner might find
brand new and exciting. For example, nearly half of the customers in a Hunter
Industries’ survey (48%) said that contractors making a bid failed to look at the
water meter, and nearly as many (44%) said that contractors failed to offer ref-
erences. Contractors also neglected to demonstrate the products they use, did
not explain the system’s benefits, and did not explain or offer rain sensors. And,
according to the Hunter survey, 19% of the homeowners said that the contrac- Efficacy o&::csn::.s:;;::s. Aphid
tor making the bid did not even explain their services well.

Follow up your presentation. Amazingly, many contractors never get

back to prospects after making their pitch. Sure, customers don‘t want

to be pestered, especially from someone that’s overly aggressive, but they don‘t ;

want to be forgotten either. Find out when they will make a decision and call § s\\f

them before that time. A follow up call or thank you note will express to the T Nl SR
homeowner your gratitude for the time they gave you for a presentation. Since — :'/ P ;:‘ -
many of your competitors will fail to perform this simple act, it will often tip S i PR IR
the buy decision in your favor. ' Orthene, 80

gl -@- Neem 3%
®- Allectus 5C, 6.7 02./100

continued from page 55 you're demonstrating. Your goal is to in-
Apart from showing up on time for volve the prospect as much as possible in
appointments and dressing and acting the system's design process without con-
professionally, consider these suggestions:  fusing them.
Put together a product presentation Inside a high-quality presentation
bag to carry samples of the products you folder, organize appropriate marketing
are going to propose to use in their instal-  material, including testimonials from real
lation. Let your clients handle what customers. If they feature neighbors or

friends of the prospect, better yet.

Talk up the benefits of the installation
or major service, what it means in terms
of building curb value, enhancing the
prospects’ enjoyment of the property,
perhaps water and cost savings, if that’s
the case.

Once you've sold the job, give the
client a DVD to help answer questions
about their system. Lm

e o Baver Environmental Science
— Editors note: Thanks to Hunter

Industries, headquartered in San Marcos,
et CA, for help in preparing these articles. For
the planning process. Jor help i pregiuing i S

> more information visit

www.hunterindustries.com.
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PROFESSIONAL
ULTRA-LIGHT TRIMMER

Komatsu Zenoah America, Inc.
4344 Shackleford Road, Norcross, GA 30093
Phone: 800-291-8251 Fax:770-381-5150 www.redmax.con

* Weight without trimmer head and guare
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SPECIAL REPORT

It's back. Our most

popular roundup of

zero-turn mowers and
trends gets updated
for 2006.
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/ero’s still a
hero

Fuel efficiency, horsepower,

productivity and safety mean these
trendsetters keep clearing new paths

BY HEATHER GOOCH

ero-turn mow-
ers continue to
be popular
among profes-
sional land-
scapers, but in-
creasingly,
homeowners are seeing the
value of this type of equip-

ment as well. That trend is a
bit of a double-edged sword

for manufacturers, because

while it ensures the future of
zero-turns and aids in the re-
search and development of
ever-evolving safety features,
fuel efficiencies and other
factors, it also means there
are more model choices on

the market — many of which

are smaller and less expensive
than the typical professional-
grade model.

Landscape Management
spoke with three leading man-
ufacturers recently to get their
views on the state of zero-
turns, Randy Harris, senior
marketing manager of The
Toro Co., for example, be-
lieves there are four major
trends in this market: fuel effi-
ciency, higher horsepower, im-
proved productivity and
safety. All of the four, he notes,
are relatable. Improved pro-
ductivity is a byproduct of
doing more mowing tasks
quickly and safely. And both
fuel efficiency and horse-
power muscle is attained by
Toro’s new diesel engine
model, the Z Master Z593-D.

Increased efficiency

“Fuel efficiency was the No. 1
concern among operators in a
recent survey,” Harris says. “And
while the diesel engine has a

lower horsepower than gas- *
powered models, it has the
power when you need it —
which on average is only 15 to
20 percent of the day. Why pay
more for a higher-horsepower,
less-fuel-efficient mower?”
Kevin Lund, product man-
ager, commercial mowing for
John Deere Co., also sees a
trend toward diesel and other
alternative fuels. While his
company is researching this as-
pect heavily, and does have the
31-hp 997 Diesel Z-Trak on
the market already, he notes
that alternative fuel models
“have to be able to demon-
strate clear advantages in pro-
ductivity for our customers.”
“There are currently many
types of machines that can
demonstrate reduced fuel costs
per acre mowed, such as fuel-
injected engines, or, even bet-
ter, diesel engines,” he says.
“Those technologies are not
new, but they are expanding
in the zero-turn mower mar-
ket, and they offer customers
some visible advantages in
terms of their input costs. At
the same time, we're also
seeing proliferation in air-
cooled, gas engines up to
1,000 cc with horse-
power ratings in the
mid-30s. While
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~ COMPLETE YOUR JOBS IN 1/4 THE TIME WITH 374, THE LABOR
USING GRASSHOPPER TRUE ZEROTURN™ MOWERS

Collect or mulch and trim while you mow for a beautiful look in record time with a
FrontMount™ DuraMax® deck. Aerate, edge, blow, sweep, plow and throw snow in
1/4 the time using 1/4 the labor, thanks to True ZeroTurn™ maneuverability. For more
information, call 620-345-8621 or visit GRASSHOPPERMOWER.COM.
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Many major
manufacturers
are now offer-

ing Rollover
Protection
Systems (ROPS)
as standard
equipment on
their zero-turns.

continued from page 60

these engines don't offer fuel
savings over smaller displace-
ment engines per hour, they do
offer the professional ways to
reduce the time they spend
cutting grass — and an oppor-
tunity to reduce their overall
dollars spent per acre mowed.”

Erik Memmo, general sales
manager of Ferris Industries,
notes that his company has
been at the research forefront
of another fuel alternative: lig-
uid propane.

“Ouir relationships with En-
virogaurd and Briggs and Strat-
ton Corp. have put us in an ex-
cellent position to be a leader
in this industry segment,” he
says. “Our field work and mar-
ket research have been fueled
by President Bush's [State of
the Union] speech referencing
our need as a country to be in-
dependent of fossil fuels, plus
other local and regional alter-
native fuel trends.”

Memmo also sees en-
hanced integrated suspension
systems as a continuing trend
for 2006, particularly because
of their contributions to
higher productivity.

“Since introducing our
early versions nine years ago,
we have continued to refine
the ride,” he says. “Unlike sus-
pension seats that only offer
limited benefits, a true IS sus-
pension delivers productivity,
performance and comfort for
the operator and the machine.
Suspension continues to be
‘discovered’ by commercial
cutters and has undoubtedly
set a high bar as the technolog-

ical development of mowers.”

Productivity is the name of
the game for John Deere too.

“We've concentrated on in-
novative solutions that im-
prove the productivity of our
customers, like our Mulch-on-
Demand deck, and our next-
generation 7-Iron II deck,”
Lund explains. The Mulch-
on-Demand feature allows
operators to change from side
discharge to mulching with
the throw of a lever. This not
only reduces the risk of
thrown objects when mowing
around public areas, but also
reduces the amount of mate-
rial that needs to be cleaned
up at the end of the job.

“For 2006, we've matched
this deck with our material
collection systems to allow
those professionals to dial in
the amount of material that
they collect when using such
systems,” Lund continues.
“This reduces the amount of
material that needs disposal at
the end of the day, reduces the
number of times that the col-
lection system needs emptying
and returns more nutrients to
the soil while still leaving an
optimum appearance.”

Safety counts

Many major manufacturers
are now offering Rollover Pro-
tection Systems (ROPS) as
standard equipment on their
zero-turn models. Besides
being an early supporter of
this concept, Toro is one of
two manufacturer sponsors
for the National Safety Coun-
cil's new training program to
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instruct commercial lawn care
equipment operators on the
safe operation of zero-turn
mowers. The Commercial
Equipment Operators’ (CEO)
Safety Training Program is de-
signed to protect landscaping
workers and prevent accidents
by promoting safe ZRT mow-
ing techniques. Designed for
field or classroom use, the
training package includes lam-
inated “tailgate” training flip
charts (featuring both English
and Spanish text) with a
trainer’s script on the back of
every page; an instructional
DVD to guide trainers; and
handouts to reinforce the les-
sons learned in each module.
Harris hints that additional
safety and operator comfort
accessories for Toro are in the
works. In the meantime, Toro’s
new Turbo Force adjustable
deck design is garnering a lot
of attention, thanks to its ad-
justable front baffle that lets
operators fine-tune their cut.
“For example, you could
create more space to mow
wet spring grass and improve
productivity, and reduce the
space when you want to
‘micro-mulch’ an area where
you don’t want to double-
cut,” he explains. “We started
featuring Turbo Force on our
zero-turn mowers, and we're
migrating toward our interme-
diate walk-behind line, so
there's a lot to look forward to
this year." Lm
— The author is a Northeast
Ohio-based writer: Contact her
at 330/723-3539 or heather

@goochandgooch.com.
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Experience the ProPoints Difference. Register before February 15th, 2006
at www.propointsonline.com, and we'll credit your account with 1000 points.

©2006 FarmSaver.com, LLC. Quali-Pro and ProPoints are trademarks of FarmSaver.com. *Barricade is a registered trademark of Syngenta Crop Group.
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Bad Boy Mowers
Lightning Z models, featuring speeds of
up to 12 mph, are now available for
your favorite college team. These
officially licensed mowers are available
in 52- and 60-in. cutting widths.
Available teams include Arkansas,
Tennessee, Kentucky, Alabama, North
Carolina, LSU, Georgia and Oklahoma.
Coming soon are Florida, Florida State,
Arkansas State, Kansas State, lowa
State, lowa, Ohio State, Texas A&M,
Mississippi State, lllinois, Clemson,
South Carolina, Vanderbilt, Wake Forest
and NC State. Contact Bad Boy if you
don't see your favorite team listed.
Contact Bad Boy at 866/622-3269
or www.teammowers.com /

circle no. 254

B&H Manufacturing
As the first in a new series of zero-tumn
mowers, the Jazzer TerraPro 51 is de-
signed for high performance. It features
a Honda GVX-20 engine with a 20-hp
vertical shaft, a rubber deflector and a
51-in. deck with three blades. Its 7-gal.
gas tank allows for all-day operation
with no refueling stops.

Contact B&H at 800/240-3288 or
www.bhmfg.com / circle no. 255

Bob-Cat

The Bob-Cat Predator Pro delivers
power in a line that offers up to a 33-
hp Generac gas engine. Its ergonomi-
cally designed, easy-access operator
controls reduce fatigue, while its stan-
dard full suspension seat increases op-
erator comfort. Predator Pro’s competi-

BY HEATHER GOOCH

Zero-turn

rfoun

tively larger fuel tank and 12cc Hydro-
Gear pumps offer higher productivity.
Available in 52-, 61- or 72-in. decks,
the line offers an adjustable cutting
height from 1.5t04.5in.

Contact Bob-Cat at 888-922-TURF
or www.bobcatturf.com /

circle no. 256

Bunton by Jacobsen
The Bunton BZT 2000 Series offers pre-
mium features and plenty of power.
Horsepower ranges from 19 (on the
BZT-2190) to 26 (on the BZT-2260
EFI). All models feature 9.5-gal. fuel ca-
pacity, top-mounted 1-in. diameter
spindle shafts on maintenance-free ball
bearings, 10-gauge steel deck con-
struction with 7-gauge reinforcements
and side skirts, and deck options of 48,
52.5,61 or 72 in. A deluxe high-back
seat with armrests and operator
weight adjustment ensures comfort
and higher productivity. Options in-
clude a striping kit, ROPS system,
knobby tread tires and wheel, and an
eco-plate mulch kit.

Contact Bunton at 888/922-TURF
or www.bunton.com /

circle no. 257

Bush Hog

A new steel Two-Post Roll Over Protec-
tion System (ROPS) as well as other ac-
cessories have been added to the
M2000 Commercial Series. It can be

dup

repositioned without tools for conven-
ience in moving on and off enclosed
trailers and for storage. A more eco-
nomically priced Rigid Two-Post ROPS
is also available for operators not need-
ing clearance in enclosed trailers or
storage. Other, easy-to-install Bush Hog
accessories include striping rollers and
a hitch kit.

Contact Bush Hog at 334/874-
2700 or www.bushhog.com /
circle no. 258

Country Clipper

The new JAZee Pro is rugged enough
for the toughest chore, yet fun enough
to make it easy for anyone to use. It
features a choice of engines (19-hp V-
twin Kawasaki, 20-hp Kohler Com-
mand or 23-hp Briggs & Stratton Van-
guard); HydroGear’s IZT transmission
with an integrated charge pump; a
patented stand-up deck and a pivoting
front axle and deck. It's designed for
comfort, with 20-in. drive tires, an up-
graded operator’s seat and joystick or
dual-lever controls.

Contact Country Clipper at
800/344-8237 or www.coun
tryclipper.com / circle no. 259

Cub Cadet Commerdial
Z-Force 48 and Z-Force 60 join Z-Force
models 44 and 50, all of which feature
a 23-hp Kohler Command engine, steel

continued on page 66

64 LANDSCAPE MANAGEMENT / MARCH 2006 / www.landscapemanagement.net

COUNTRY CLIPPER

BUNTON


http://www.teammowers.com
http://www.bhmfg.cofn
http://www.bobcatturf.com
http://www.bunton.com
http://www.bushhog.com

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

“TO EARI
Yo

TANK

Only the best-built commercial equipment is tough enough for the world's
toughest critic. And with available Cat diesel engines, nothing is tougher than thC'adeE
the “Gunny Approved™"” TANK™ M60 and M72 commercial zero-turn riders. Visit

www.cubcommercial.com or call 1-877-835-7841.

YOU CAN'T GET ANY BETTER:

Cat, Caterpillar and Cat Diesel Power and their respective logos are registered trademarks of Caterpillar Inc. and used with permission. Circle 135
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continued from page 64

frame, pivoting front axle, semi-floating
deck and many more options designed
for a dependable, easy-to-maneuver
and smooth ride. The Z-Force 48 also
features a durable, fabricated deck,
while the Z-Force 60 rider offers a 60-
in., triple-blade stamp deck at a com-
petitive price. In addition, the rugged
Tank line of zero-turn commercial rid-
ing mowers is now endorsed by new
spokesman R. Lee “Gunny"” Ermey, a
Marine sergeant-turned-actor currently
hosting the History Channel’s Mail Call
military series.

Contact Cub Cadet at 877/835-
7841 or www.cubcadetcommer-

cial.com / circle no. 260

Dixon Industries

The Grizzly ZTR mower offers three
premium twin-cylinder engine
choices: the 24-hp Honda and the
25- or 27-hp Kohler Command Pro.
It's available with 52- or 60-in. HFS
cutting decks with 18-position posi-
tive-lock deck lift system and foot as-
sist, both featuring Dixon's Tunnel
Force design. Hydro-Gear 12cc
pumps with cooling fans and Parker
TJ wheel motors come standard, as
does the smooth-riding Big Rig seat
suspension system that raises for easy
access to belts, pulleys and for clean-
ing. Attachment options include two-
and three-bag grass catchers, mulch

kits, ROPS and snow blade.
Contact Dixon at 800/264-6075
or www.dixon-ztr.com /

circle no. 261

Dixie Chopper

The Dixie Chopper Propane LP 3000 is
not a conversion kit, but the first pro-
duction mower of its type designed
specifically for propane. Available in
both 60- and 72-in. cuts, it features a
specially designed 30-hp Generac en-
gine that offers the power and com-
pression of a gas-powered mower: A
72-in. deck model can still cut a foot-
ball field in less than 10 minutes.
Contact Dixie Chopper at
765/CHOPPER or www.dixiechop-
per.com / circle no. 262

Encore Power
Equipment

Encore’s popular X-Treme line is now
available in deck sizes of 48, 52 and 60
in. Designed for power and versatility,
the X-Treme line features bigger tires,
heavy-duty pumps and wheel motors
powered to mow at 10 mph. They are
available with 19-, 23- and 25-hp, air-
cooled Kawasaki engine options for re-
spective deck sizes, as well as an eco-
nomical Briggs & Stratton in 20- or
25-hp versions.

Contact Encore at 800/267-4255
or www.encoreequipment.com /

circle no. 263

The EverRide Briggs Hornet features a

25-hp Briggs & Stratton engine and is
available with a 48-in. deck. It also has
an ultra-tough dutch with 150 ft-lbs. of
torque, a tunnel deck with a 70.4-sq.
in. discharge area, a fixed front axle
and a 1-in. blade overlap. The EverRide
Briggs Homet Briggs Warrior features a
26 hp Briggs & Stratton® engine and
is available with a 60-in. deck. It also
has an ultra-tough clutch with 200 ft-
Ibs of torque, a tunnel deck with a
149-5q.-in. discharge area, a pivoting
front axle and a 1.5-in. blade overlap.
Contact EVERRIDE at 402/274-
8600 or www.everride
mowers.com / circle no. 264

Exmark

The Lazer Z series now features the 1
high-capacity cutting platform. All com-
ponents of the Triton platform are de-
signed to work together for greater
flexibility in a variety of conditions. The
Triton series includes the Lazer Z and
the Lazer Z XS, with decks of 60, 66
and 72 in., as well as the Lazer Z HP,
with decks of 46, 50 and 56 in.
Contact Exmark at 402/223-6300 or
www.tritoncuttingplatform.com /
circle no. 265

Ferris Industries
The Independent Suspension (IS) series
offers new features at every level. Roll
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DIXIE CHOPPER

Over Protection Systems (ROPS), with
retractable seat belts, are standard,
even for the IS 1500Z line. The IS
2000Z series is a new mid-size line to
expand the firm’s lineup, while Ferris'
most popular model, the IS 3000Z,
now features upgraded four-wheel sus-
pension and a choice of a 26-hp liquid-
cooled Kawasaki, a 30-hp Kohler Com-
mand or 32-hp Briggs & Stratton
Vanguard Big Block engine. It also of-
fers Hercules spindles and the option of
a 61-in. deck. Ferris’ IS 4500Z line fea-
tures a new 72-in. deck option, with a
35-hp Briggs & Stratton Vanguard Big
Block engine, while the IS 50002 line
features upgraded four-wheel suspen-
sion, as well as more horsepower, im-
proved operator comfort and conven-
ience, and easier service access.
Contact Ferris Industries at
800/933-6175 or www.ferrisin-
dustries.com / circle no. 266

Gizmow Powver Lavwn
Equipment

Mow doser to walls and fences, tighter
around trees and plantings, and faster
over rough and uneven terrain: The
Gizmow Formula is the first and only
commercial Mid-Z mower with the
added control of front-wheel steering,
the company says. The patent-pending
system links the front wheel angle with
the independent rear wheel power. The

continued on page 68
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W
TeSt drive an EverRide, and enter to Wln a new 2006 HUMMER H3

or one of 100 STIHL power tools. Just log onto EverRide.eom or call 1-888-525-5474
to locate

a dealer near you Bumper sticker not included.
Sweepstakes ends April 30, 2006
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continued from page 66

mower delivers unprecedented hillside
control without crabbing or sliding
With its intuitive control system, turf
tear is virtually eliminated

Contact Gizmow at 866/463-2628
or\ Jizmow.com /

circle no. 267

Grasshopper
The new 16-cu.-ft. Model 16FM Power-
Tilt collector empties from the opera-

jith t

1 the flip o

a switch. Just

stop, tilt and mow. Its sleek, low-profile

design mounts on all

( > n A A P Jar
ries Grasshopper mowers. All PowerVac

systems are designed with superior

PICcK up grass clippings, leaves,
pine straw and other debris, leaving a

manicurea apy

yearance. Other Model

16FM features include a removable

sight window for easy dleaning, remov-

able debris screen and “down and out”

tion. The

systems are sim

ple to install and operate, and they re

move quickly and easily for side dis
r mulching applications. No

xiliary motor is required

Contact Grasshopper Co. at
620/345-8621 or
/ circle no. 268

Gravely

The new line of Extra Durabilit

ty Zero

jesigned to Im

rs. With an

Jurability, the

new XDZ units are available in the

, 260

and 27
ries. The XDZs feature improvements to

the subsystems critical to commercia

cutters: ground dri

drive and deck. The result

draulic temperatures that aid in longer
pump and motor life, longer belt life,
increased durability to the deck in high-
wear conditions, and electrical systems
that eliminate corrosion and downtime
Contact Gravely at 800/472-8359
or /

circle no. 269

Howard Price Turf
Equipment

The Blazer line features

52- 10 80-in

cut widths and 23- to 36-hp engines.

The new 3607 features a flexible 80-in

) models of the Gravely 200 Se-

FERRIS
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wing cutting unit and mows up to 6.4
acres an hour at 8 mph about 34%
better than a 60-in. deck. The 21-in.
wing can reach under trees and shrubs
to do trim work.

Contact Howard Price at 636/532-
7000 or www.howardprice
turf.com / circle no. 270

Husqvarma

The new EZ series features a rigid, one-
piece steel frame, premium serviceable
hydrostatic transaxles and air induction
stamped or fabricated steel cutting
decks for durability all backed by a
three-year consumer warranty. With
five models in the EZ series lineup, en-
gine options include Briggs & Stratton
ELS, Honda and Kawasaki. Deck sizes

range from 42 to 54 in. All feature

high-back pan-style seats with arm-
rests and easy-access control panels.
The foot-activated height adjustment
allows for an adjustable cutting height
of 1.5t0 4.5 in. The ergonomiic steering
levers include foam padded hand grips
and adjust to two positions.
Husqvama is now offering a new
XP package on select models of its in-
termediate (iZ) and large frame (L2)
commercial zero-turn mowers. The
package includes a deluxe full suspen-
sion seat, custom foot pad area and
larger horsepower-to-deck ratios.
Contact Husqvarna at
800/HUSKY®62 or www.husq-
varna.com / circle no. 271

Hustier

The new XR-7 mowing decks offer

side-discharge, mulch or catch, and
mow tall grasses like Bahiagrass beau-
tifully, and fine grasses immaculately,
the company says. There's even an op-
tional striping roller. The patent-pend-
ing FreeFlow deck technology mini-
mizes clumping and build-up under the
deck, producing a better finished ap-
pearance and improved productivity.
The new, flat blade design also features
blades that are sharpened to the cen-
ter, improving cut quality. The molded-
rubber discharge chute is tough, but
gentle on objects. The decks are avail-
able in 54-, 60-, 72- and new 66-in.
widths on Super Z and Hustler Z.
Contact Hustler Turf Equipment at
800/395-4757 or
www.hustlerturf.com /

circle no. 272

DYEE OF THE DECADE.

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

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

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

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

Lr'[kz.
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Visit tritoncuttingplatform.com or your local Exmark dealer.
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John Deere

The new John Deere Mulch-on-De-
mand Deck allows operators to switch
from side discharge to mulch mode by

simply moving a lever from their seat.
Available as a factory-installed option
for both the 757 and 777 Z-Trak
mower, the feature’s patented move-
able baffle system not only blocks the
discharge opening, it also separates
each individual cutting chamber to en-
sure the grass clippings circulate, mulch
and drop quickly. The Mulch-on-De-
mand flexibility also allows operators
to switch into mulch mode to mow
safely near parking lots or other pedes-
trian areas without worrying about
thrown objects or "dusting” cars; and
highly landscaped areas can be tackled
quickly without sending another crew
member to remove clippings from
mulch beds or sidewalks.

Contact John Deere at 800/537-
8233 or www.johndeere.com /
circle no. 273

Kubota

Kubota offers a full line of zero-turn
mowers in its ZD (diesel) /ZG (gaso-
line) Series. The diesel engine models
offer 18 to 28 hp, while the gas-pow-
ered engines range from 20 to 23 hp.
All are equipped with shaft-driven
transmission and mid-mount mowers
(48 to 72 in.), including a convenient
hydraulic deck lift and a cutting height

SELF-GUIDED SYSTEMS

SNAPPER PRO

adjustment with a twist of the dial.
Shaft drive means more direct power
to the mower blades, and mainte-
nance is minimized.

Contact Kubota at 888/458-2682
or www.kubota.com /

circle no. 274

Rich Manufacturing
The Convertible is a zero-turn rider
that converts to a hydro walk-be-
hind. You don't have to walk but the
option is there in case you need it.
This mower has always been differ-
ent and unique, but the new 2006
low-profile model looks just like a
typical zero-turn rider. Its engine is
now in the rear instead of under the
seat, and there are several types of
engine to choose from. Tires and fuel
tank are larger, and the walk-behind
component is shorter for operator
convenience.

Contact Rich Manufacturing, Inc.
at 765/436-2744 or www.con-
vertiblemower.com /

circle no. 275

Scag

The Turf Tiger Zero-Tum Rider now of-
fers “Big Block" power: Choose from
the new 35-hp air- or liquid-cooled
Briggs Vanguard Big Block engines,
paired with a 61- or 72-in. cutter deck.
The Turf Tiger offers 16¢c hydraulic
pumps, auxiliary oil coolers, double

tube steel main frame and a driveshaft
powered cutter deck. An ultra-low cen-
ter of gravity and wide stance ensure
positive traction and stability over a
wide variety of terrain. Ground speeds
up to 12 mph allow more production
in less time.

In addition, the “Command-Com-
fort” operator station includes ad-
justable “Quick-Fit" steering levers and
adjustable deck lift pedal for comfort-
able, ergonomic operation. The torsion
spring suspension seat can be fine-
tuned to accommodate a wide range
of operator weights, and features an
adjustable back rest and armrests to
minimize fatigue.

Contact Scag Power Equipment
at 920/387-0100 or
www.scag.com / circle no. 276

Self-Guided Systems
The SGS Hybrid-Z38 is the first zero-
turn robotic mower designed for the
professional landscaper. Powered by a
9-hp Honda engine, it has three 12.5-
in. blades and a mulching deck that
can cover an acre per hour. The 4.5-gal.
tank gives 12 hours of mowing time.
Sensors detect obstacles and the unit
moves around them. It stores that part
of property in memory so it can avoid
them next time.

Contact Self-Guided Systems at
248/853-1001 or www.selfguid-
edsystems.com / circle no. 277
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The new Javelin is offered in three

models: @ 20-hp unit featuring a sin-
gle-cylinder Kohler Courage engine
with 38-in. mower deck; a 20-hp
Briggs & Stratton Intek OHV with a 44-
in. mower; or a 22-hp Briggs & Strat-
ton Intek OHV with a 50-in. deck. The
line features a sealed dual hydrostatic
transmission from Hydro Gear, with for-
ward speeds of zero to six mph (zero to
three mph in reverse). It also features a
cast-iron front axle that pivots for a
smoother ride and better traction, as
well as ride-dampening shocks to in-
crease operator comfort.

Contact Simplicity Manufacturing
at 262/377-5450 or www.simplic-
itymfg.com / circle no. 278

Snapper Pro

The newest addition to the Snapper
Pro 2500 Pro Series is a twin-stick
model featuring a 25-hp Kawasaki en-
gine and a 52-in. mowing deck. The
new unit is one of seven heavy-duty,
commercial quality zero-tum mowers
that will be included in the 2500 Pro
Series (formerly the FastBack line) for
model year 2006.

All models in the 2500 Pro Series
feature a high-performance engine,
two independent hydrostatic drive sys-
tems, a seven-gauge steel mower deck
and frame, three field-serviceable spin-

continued on page 72
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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.

RAINIBIRD

www.rainbird.com

Circle 139
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ZERO-TURN MOWER

continued from page 70

dles, two seven-gal. fuel tanks and infi-
nite forward speeds of up to 10 mph (8
mph for joystick-controlled models).
Contact Snapper Pro at 800/
935-2967 or www.snapper.com /
circle no. 279

Swisher

The Z-Max XZT's 360-degree turning
radius and 60-in. triple blade fioating
cutting deck greatly reduce mowing
time on even the biggest jobs. It also
features a 24-hp Briggs & Stratton
Intek OHV engine; dual 2-gal. fuel
tanks; eight-position cutting height
range from 1.5 to 5 in.; deluxe ad-
justable high-back seat with arm-
rests; a standard hour meter; elec-
tronic fingertip blade engagement
and automatic parking brake. Other
zero-turn mowers by Swisher, which
is celebrating its 60th anniversary, are
available in 36-, 42- and 50-in. mow-
ing deck widths.

Contact Swisher at 800/222-8183
or www.swisherinc.com /

circle no. 280

Toro

Toro’s new 52- and 60-inch Z Master
7593-D zero-tum riding mowers fea-
ture a durable, 23-hp Kubota liquid-
cooled diesel engine able to power
through conditions that would strain
conventional gas mowers. The ma-

chines offer 12-gal. fuel capacity and
11 mph ground speed to help opera-
tors stay in the field and productive all
day long. Engine performance is en-
hanced with a top-mounted radiator
that ensures the cooling system is
drawing cooler, cleaner air than verti-
cally mounted systems. The design also
makes the radiator less vulnerable to
impact, and the costly repairs that can
go with it, the company says. In addi-
tion, Toro's Turbo Force deck features a
patent-pending, adjustable baffle that
lets operators fine-tune performance
for a variety of grass conditions.
Contact The Toro Co. at 800/348-
2424 or www.toro.com/profes-
sional / circle no. 281

Walker

The new Model MB's simple, clean de-
sign uses the same principles as the
original Walker Mower, including tilt-up
body, zero-turn maneuverability, low
center of gravity and operator comfort
in an even more compact configura-
tion. The tractor design is simplified and
is more economical for non-catching
applications by eliminating the provi-
sion for the built-in Grass Handling Sys-
tem (GHS) used on other Walker Mow-
ers. Two independent Hydro-Gear
transaxles are matched to Walker's
control system, using a forward speed
control and two steering levers to
make an agile, easy-to-operate tractor

with ground speed of up to 8 mph. The
18-hp Briggs Vanguard engine, in con-
junction with a Warner electromagnetic
clutch, provides efficient delivery of
power to the mowing deck. The Model
MB uses Walker’s gear-driven side dis-
charge and mulching decks up to 56
in. while maintaining the same deck
tilt-up feature standard on all Walker
mowing decks.

Contact Walker at 800/279-8537
or www.walkermowers.com /

circle no. 282

Woods Equipment Co.
The rugged Mow’'n Machine RZ-Series
(RZ18488, RZ2052B and RZ2552BE)
features decks constructed of two
durable layers of heavy-duty 10-
gauge steel, with 7-gauge skirts and
double-sealed ball bearings on the
spindles. Models range from 17.5 to
25 hp and 48- to 52-in. cutting decks.
Powered by a smooth, quiet, respon-
sive Hydro-Gear drive and a powerful
premium-performance, air-cooled
Briggs & Stratton engine, the RZ-Se-
ries will mow up to four hours on a 5-
gal. fuel tank.

The RZ-Series was designed with a
low center of gravity for superior stabil-
ity. Cutting heights adjust easily from
1.5 to 4.5 inches. Other features in-
clude wide turf tires, a high-backed
comfort seat and a cup holder, as well
as a limited two-year warranty
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Contact Woods at 800/319-6637
or www.woodsequipment.com /
circle no. 283

Yazoo/Kees
The Max2 series of large frame, mid-
mount zero-turn riders has expanded
for 2006 to include two new models.
The new ZVKH72302 and ZVKH61302
include all the Max2 premium features
with the added benefit of 30-hp Kohler
V-twin engines. The rugged, full-float-
ing cutting deck is constructed of 10-
gauge steel with 7-gauge side skirts
and a rolled front edge. Reinforcement
plates add strength to the spindle area,
while baffles improve performance and
reduce blowout. The heavy-duty blade
spindles feature greaseable tapered
roller bearing construction for longer
life, the company says.
In addition, all Max2 mowers offer
a low center of gravity and wide wheel
stance for increased stability and
smooth performance. The units feature
quick-lift cutting height adjustment
with standard foot assist, dual 5.6-gal-
lon fuel tanks and up to 10.5 mph
ground speed
Contact Yazoo/Kees at 877/368-
TURF or www.yazookees.com /
circle no. 284 1m
— The author is a Northeast
Obhio-based writer. Contact her
at 330/723-3539 or heather
@goochandgooch.com.
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Thanks to Talpirid,
Earthscapes

is going on

From no service to new service

EARTHSCAPES LANDSCAPING INC., in
Stevensville, Mich., has always offered mole control
for its customers — but it was hardly something the
company wanted to promote. President and Founder
Odie Williams recalls that since EarthScapes’ incep-
tion in 1997, he had tried several mole methods. What
he got in return were poor results, unhappy cus-
tomers and profits eaten away by callbacks.

“We would do it if a customer wanted it, but ulti-
mately, in business you have to make the customer
happy and make money,” he says.“We weren't doing
either one with mole service.”

That all changed in early 2005, when Williams’
LESCO representative gave him a sample of Bell
Laboratories’ Talpirid mole bait. Williams was skep-
tical, so he personally tested it on several accounts —
including on his own lawn.

“I had a bad problem with it, so I decided to do it
by the book in my yard,” he explains.“I haven’t had a
mole in six months.”

Williams has been so impressed
by the results that he has decided to
start up Mole Patrol of Michiana, a
division of EarthScapes.To ensure
word gets out, he is not skimping on
the marketing plan, either, which
includes T-shirts and a billboard
boasting the tagline,“Got Moles?
Call the Mole Patrol;” a vehicle
sporting mole decals; radio spots;
yard signs; and appearances at
local home and garden shows not
as EarthScapes, but as Mole Patrol.

We’ve had
customers ask
us to come back
and reseed
because their
moles are gone,
but their
damage isn’t.

— ODIE WILLIAMS

“There might be 10 landscape companies with
booths at those shows, but we'll be the only mole remov-
al company,” Williams explains.“We usually do high-end
landscaping, and people at the home and garden shows
are not looking for that. This is what’s going to get inter-
est. Even a person who has never hired a lawn service
will hire somebody to take care of a mole problem.”

Growing the business

While EarthScapes is about 70 percent residential,
Williams notes that Talpirid has made his commer-
cial customers happy, too: “We have done some fairly
large commercial accounts that are in ravine and
wood settings, and we've had great results.”

EarthScapes technician Doug Haley, who has
been with the company about five years, has been
designated Mole Patrol’s first full-time employee.
Williams believes he won't be alone for long, though.

“We've already taken out an ad in a South Bend
(Ind.) paper for another technician,”
he says.“Even if Mole Patrol starts
off slowly, we'll have enough land-
scape business to keep the new per-
son busy. However, I don’t think it’s
going to be slow at all, based on the
interest already.”

Williams points to Bell’s com-
prehensive CD and color brochure
as terrific ready-made selling tools
for customers. He is already using
them during his in-person renewal
visits for existing customers.

CONTINUED ON NEXT PAGE

Above: From left, Earthscapes President Odie Williams and his foremen Michael Bowerfind, Ryan Schilke and Gary Goldner.
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However, he adds, the results are the true sales pitch.
“I show them the brochure and explain how I'm

.“The

feedback has been along the lines of “You're telling

going to offer mole treatment this year

me you can really kill my moles? This is wonderful!™”

The primary species invading the southern Michi-
gan market is the common eastern mole (Scalopus
aquaticus), which seems to become the peskiest in
early summer after the litters are born (see box,“The
Mole You Know"). However, Williams believes that on
mild winter, spring or fall days, mole control treat-
ment with Talpirid is still viable.

EarthScapes technician Doug Haley is Mole Patrol’s first
full-time employee, but President and Founder Odie
Williams believes he won't be alone for long

“This past January, I hadn’t seen snow on the
ground for weeks, but I did see mole damage —
everywhere,” he says.“They can be aggressive in the
late winter and early spring because they are mat-
ing, so I believe this could easily be a year-round
service when there is no snow on the ground.”

Williams, who started in the lawn care business as
a“13-year-old pushing a mower down the street” and
now has 30 employees, is excited about this new ven-
ture — mainly because of the untapped mole market.

“I've done market research, and there’s not one
company that will even offer anything to do with

moles,” he says, adding that another big benefit is

the additional business it can bring: “It’s the per-

fect addition to our lawn maintenance, landscape,
fertilizing and irrigation services. We've had cus-
tomers ask us to come back and reseed because
their moles are gone, but their damage isn’t. And

we can take care of that, too.” ¢

ORATORIES, It

LABC 4

The Mole You Know

The eastern mole (Scalopus aquaticus) is the most common species
of mole pest management professionals encounter at their accounts
in the Northeast and Central states. Other North American species in-
clude the star-nosed mole (Condylura cristata); the hairy-tailed mole
(Parascalops breweri); the broad-footed mole (Scapanus latimanus);
the coast mole (Scapanus orarius); and the Townsend’s mole
(Scapanus townsendii). The Scapanus species are primarily found in
the Western United States, while the others are more concentrated in
the Eastern regions.

Eastern moles, also known as common or gray moles, are active
underground all year long. They are covered in grayish-brown fur, with
a pointed nose, a short tail and large, “spadeshaped” feet for digging.
Adults average about 6 inches in length and weigh less than 3
ounces. Their eyes are covered by fur, which is why the taste, smell
and feel of Talpirid — and its strong resemblance to their primary food
source, an earthworm — come into play.

Eastern moles usually mate in early spring, and five to six weeks
later, a litter of between two to five young emerges. The young can
leave the nest as early as four weeks to forage for food. At around 10
weeks old, they begin to establish their own nests and tunnel systems,
increasing damage to properties.

A report in the journal Nature last year gave moles the titie of
fastest-eating mammal, taking only 230 milliseconds to identify and
consume individual food items. At that rate, it's easy to see how they
can consume between 70 percent and 100 percent of their body
weight in food each day. They need to eat this much to support their
high energy demands.

FUN FACTS

* A 3-ounce mole consumes 45 to 50 pounds of worms and insects
each year.

* Moles can dig surface tunnels at approximately 18 feet/hour.

* Moles travel through existing tunnels at about 80 feet/minute.

* Moles contain twice as much blood and twice as much hemoglobin
as other mammiails of similar size. This allows moles to breathe
more easily in underground environments with low oxygen.

SOURCES: BELL LABORATORIES, WIKIPEDIA, THE OHIO STATE UNIVERSITY EXTENSION
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LESCO A

The LESCO High Performance Spreader with
oversized hopper, sulky-style riding platform
and ergonomic controls can be used as a fer-
tilizer, grass seed or lime spreader. Key fea-
tures include articulated frame for optimum
maneuverability, oscillating hopper agitation
to prevent damage to fertilizer coating, rear-
wheel drive for increased traction and 6-hp
Kawasaki engine with recoil start

For more information contact LESCO at
800/321-5325 or www.lesco.com /

circle no. 286

Gandy

Gandy's Spike n" Seed Seeder overseeds and
aerates in a single pass. Unit has 1,220 re-
placeable steel spikes that give 693 vents
per square yard. Hopper is 42 in. wide and
can handle 100-125 Ibs. of seed. It seeds a
44-in. width

For more information contact Gandy at
800/443-2476 or www.gandy.net /

circle no. 287

JRCO, Inc.
The JRCO Electric Broadcast Spreader fits
commerdial riding and walk-behind mowers
as well as utility vehicles. Features include a
molded hop-
per base with
stainless steel
gate controls,

Ing agitator.
The polyethyl-
i ene hopper
“ holds 120
pounds. Electronic speed control adjusts fan
speed for spread widths of 5-24 feet

For more information contact JRCO, Inc. at
800/966-8442 or www.jrcoinc.com /

circle no. 288

Herd

The Herd 2240 spreader is designed for 3-pt
hitch Cat. 2 tractors. It has standard hydraulic
remote control. The 14-gauge steel hopper
has 2,440 Ibs. capacity. The unit comes
equipped with a heavy-duty independent
stand and carrying frame. Heavy cast iron
gearbox is standard for 540 rpm. Rotating
agitator and heavy-duty aluminum fan with

fan and vibrat-

rayers

BY MIKE SEUFFERT / Associate Editor

replaceable steel blades. Spreads three to
1,000 Ibs. per acre.

For more information contact Herd at
574/753-6311 or www.herdseeder.com /
circle no. 289

EarthWay

The EarthWay Products line of Ev-N-Spread
private label spreaders includes the C25 Se-
ries Professional Tow Broadcast Spreader. It
has a 3,350 cu. in. hopper, will hold up to
100 Ibs. of fertilizer. Features include ad-
justable height hitch, heavy-duty axle sup-
ports, jumbo 13-in. diameter turf tires and
Ev-N-Spred Dual Port shutoff system with
right and left side adjustable throwing ports
that allow spread pattern adjustments

For more information contact EarthWay
Products at 574/848-7491 or
www.earthway.com / circle no. 290
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C&S»
The Turf Tracker Stealth from C&S
Turf Care Equipment covers up to
240,000 sq. ft. of liquid application
and carries up to 400 Ibs. of granular prod-
uct, while providing extra stability on tough
terrain. Features include zero-turn twin hydro-
static drive, four mph treating speed or 10
mph transport speed, rear-mounted carry
rack, and rear-mounted 12 ft. break-away
booms with 7-pattern spray selection.

For more information contact C&S at
800/872-7050 or visit
www.csturfequip.com / circle no. 291

Agri-Fab

The Agri-Fab 45-0329 broadcast spreader
features 15-in. pneumatic turf wheels with
ball bearings for higher speeds, a raised flow
control handle accessible from the seat and
175 Ibs. capacity. Removing a drive pin dis-
engages the drive shaft allowing higher
speed transport when re-filling or changing
work areas.

For more information contact Agri-Fab at
217/728-8388 or www.agri-fab.com /
circle no. 292

Turfco

Turfco's WideSpin 1530 multi-functional top-
dresser has a hopper capacity of 21 cu. ft.
and spreads up to 30 ft. light and 15 ft.
heavy at speeds of up to eight mph. Twin
spinners provide uniform application at any
speed, and the spinner angle is adjustable for
maximum penetration.

For more information contact Turfco at
800/679-8201 or www.turfco.com /

circle no. 293

BBI's Cricket, a 2-3 ton fertilizer and lime
spreader, is designed for precision dry mate-
rial application. With a narrow wheel track
width, it can steer through narrow paths.
Wide flotation tires minimize compaction.
For more information contact Barron &
Brothers, Inc. at 800/282-3570 or
www.barron-bros.com / circle no. 294

Gregson Clark

The Gregson-Clark Spreader-Mate is a self-
contained “drop-in" sprayer that can be in-
stalled in most commercial broadcast spread-
ers for turf and ornamental applications. The
9-gal. polyethylene tank fits into most com-
mercial spreaders. Low drift, low volume noz-
zles allow up to 30,000 sq. ft. of coverage
per fill up

For more information contact Gregson-Clark
at 800/706-9530 or
www.gregsonclark.com / circle no. 295

SnowEx

Designed for use with pickups (8-ft. beds or
larger), flatbed trucks and dump-bed trucks,
SnowEx’s V-Maxx 8500 bulk spreader fea-
tures a multi-angle, 2-cu.-yd. hopper com-
bined with an inverted-“V" salt/sand baffle
and attached vibrator that allows for continu-
ous flow. Spread width varies 5 ft.-40 ft

For more information contact Snowex at
800/725-8377 or www.snowex.com /
circle no. 296
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BEFCO

Befco Turbo-Hop pendular spreaders are
constructed for long life, with a tubular
steel frame and polyester resin powder
paint coat for corrosion resistance. The hop-
pers are made of reinforced fiberglass. The
spreader spout is made of nylon and rein-
forced fiberglass with the dispenser disc
made of stainless steel. The spout can be
adjusted to spread only to the left or right
by rotating the spout’s tip, with a swath be-
tween 17 ft.-47 ft.

For more information contact BEFCO at
800/334-6617 or www.befco.com/

circle no. 297 ‘

Earth & Turf

Earth & Turf LLC MultiSpread Model 320, is a
1-cu.-yd. topdresser with wide-spread beater
for athletic fields, schools, universities, golf
courses and large estates. It spreads topdress-
ing materials, infield mix and grass clippings
Can be pulled with a small compact diesel
tractor, heavy-duty utility cart, compact
pickup truck or a large ATV.

For more information contact Earth & Turf at
888/693-2638 or www.earthandturf.com /
circle no. 298

T.LP.

Overseed and aerate in one pass. Choose
3-pt. hitch, the GS-48 pull type or self-pro-
pelled 16-in. walk-behind Spiker seeder.
Creates thousands of shallow, closely spaced
holes for dropping seed at the proper depth.
For more information contact T.L.P. at 715/
592-4650 or wwwy.tipinc.net / circle no. 299

continued on page 78
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They say many
hands make light Work.

' What they tlnn tsayis

Fact is, hand-weeding can strangle your profits in no time. Maybe that's why so many nursery operators are opting for the proven, long-lasting
weed control of Gallery* specialty herbicide. Gallery effectively controls 95 species of broadleaf weeds — including chickweed, spurge and oxalis — for up to
eight months. And Gallery can be used on 440 field-grown and 230 container-grown ornamentals. Gallery can also be applied in an over-the-top application

on-more than 400 ornamentals. This year, take a hands-off approach to weed control with Gallery. @ Dow AgroSciences

Saves on Labor Costs. E.gllzv'

Tradgemark of Dow AgroSciences LLC
Aways read and follow label directions
www dowagro. comAurt  1-800-255-3726
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Spyker»

Spyker offers a full line
of walk-behind, tow-be-
hind and electric spread-
ers and accessories for turf
professionals. The 15 profes-
sional spreader models
have capadities ranging
from 40 Ibs. to 220 Ibs
for all-season applica-
tions, including winter.
For more information
contact Spyker at 888/8-SPYKER or
www.spyker.com / circle no. 300

Landpride

Featuring an all-steel frame, frontal splash
plate and three available hopper sizes, Land
Pride broadcast spreaders fit most uses. The
14-gauge hopper is manufactured using a
spin process for 1-piece construction. Deliv-

ery is adjustable to spread on
the left, right or full width
of 54 ft. Application rates
range from 44 |b.-890 Ibs

per acre, and hopper capaci-

ties keep filling and clean out to

d minimum

For more information contact

Landpride at 785/823-3276 or

www.landpride.com /

circle no. 301

John Deere
The John Deere ProGator Top Dresser features
a seamless conveyor belt and a capacity of 19

cubic feet. Its wide stance gives it excellent sta-

bility. Available in 23.5-hp diesel and 26-hp
gas versions, it comes with a five-speed, syn-
chronized transmission. The HD300 Sprayer
attachment has an impact-resistant 300-gal
polyethylene spray tank for extended use. Jet
agitation ensures tank solution is well mixed

Attractive repellent

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

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

* Offering the reliability of America's number-one selling deer and rabbit repellent.
* Providing the added-value service your customers really need.
* Year-round effectiveness makes year-round service possible.
« Affordable protection for your customers - substantial margins for you!
* The confidence that you're applying products that are 100% guaranteed.

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

The Liquid Fence Company

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

Circle 153
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For more information contact John Deere
at 800/537-8233 or www.deere.com /
circle no. 302

Shindaiwa

Shindaiwa offers four models of its broadcast
spreaders. Features include a spring loaded
on-off mechanism, convenient rate adjust-
ment, welded steel frame construction, Delrin
axle bushings, rotary agitator stirs material
without excess drag, single port delivery sys-
tem and wide track stance for better stability
Available accessories include a hopper cover
and side deflector shield

For more information contact Shindaiwa at
800/521-7733 or www.shindaiwa.com /
circle no. 303

The Echo MS-100 manual sprayer has a 4.5-
gal. polyethylene tank with UV inhibitors and
20-in. brass wand with adjustable nozzle. The
safety check valve prevents leaks if tipped
Solid steel pump handle folds for transport
and storage. Spray pistol comes with brass
shut off pin and double O-rings for durability.
For more information contact Echo at 800/432-
ECHO or www.echo-usa.com/

circle no. 304

continued on page 80
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PSB

The PrizeLAWN BigFOOT HVO (High Volume
Output) applies PennMulch, topdress, sand,
salt, limestone and fertilizer. A hinged plate
configured for normal fertilizer applications,
flips out to expose the mass flow port. With
13-in. pneumatic tires and a 1.75 -cu.-ft. hop-
per volume, it holds up to 100 pounds

For more information contact PSB at 614/
228-5781 or www.psbcompany.com /
circle no. 305

Permagreen

The Permagreen ride-on Magnum spreader
seeder runs on a Honda 6.5-hp wet-clutch
horizontal-shaft engine. It features a hopper
with a 150-Ib. capacity, 12-gal. spray tank
with two-gpm pump and two Hypro Ultra
low drift nozzles

Contact Permagreen at 800/346-2001 or
www.permagreen.com / circle no. 306

Dakota a

Designed for wet and dry materials, Turf Ten-
ders from Dakota Peat & Equipment spreads
sand, gypsum, grass seed, compost and oth-
ers. With its chemical resistant PVC belt, the
Turf Tenders can safely spread fertilizer with-
out damage. An interactive calibration pro-
gram allows the operator to spread materials
accurately without costly trial and error.

For more information contact Dakota at
800/477-8415 or www.dakotapeat.com /

circle no. 307

Smithco

The Smithco Spray Star 1000 low-profile
sprayer’s hydrostatic drive and turning radius
allows maneuverability around tight areas. It
comes with precise controls for spray applica-
tion, hydraulic power steering and choice of
computerized or manual spray.

For more information contact Smithco at 877/
833-7648 or www.smithco.com / circle no. 308

Spraying Systems Co.

The Turbo TwinJet spray tip is designed to
apply fungicides, insecticides and pre- or
post-emergence herbicides where good leaf
coverage and canopy penetration are re-
quired. The TTJ features a dual outlet orifice
design. Identical front and back flat spray pat-
terns are produced with a 60 degree included
spray angle to optimize spray coverage

For more information contact Spraying
Systems Co. at 406/388-3120 or
www.teejet.com / circle no. 309

Imagine ...

Pay less than

'T., cents a day!

Convenience of real-time
information exchange between

your office and job site

Job information is transmitted

electronically

Modify your employees
schedules on the spot!

D“""J““" for use with any
routing, billing and job

packages including CLIP Classic

www.dlp.comm—

Call 800-635-8485 for

for more information

Circle 142
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uploading job information to

Your Office using your
Nextel or web enabled cell phone ...
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FAST ACTING Bait For Control
Of Outdoor Rodent Pests

Il Wu LEADER IN RODENT CONTROL TECHNOLOGY
N Modison,

Wi 53704 US.A. | www.belllobs.com
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Trimec® Classic Broadleaf Herbicide

® First product ever formulated for ® Low odor since 1995

turf professionals .
® Premix formulated as

® The original “3-Way” a complex

¢ Best known brand in the ® The superintendent’s
history of selective broadleaf favorite for over
weed control 30 years

Reliable, Dependable, Predictable

Circle 144

(= pYl/sordon 800-821-7925
— CORDORSION trimec.com

An E"lpl()}'('("ou'n(’d C()mpany Trimec® is a registered trademark of PBUGordon Corporation
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continued from page 80
MacKissic Inc.
Mighty Mac power sprayers come in five

terns, efficiency and reduced user fatigue.
For more information contact Solo at
757/245-4228 or www.solousa.com /
models ranging from 14-gal. to 50-gal circle no. 311
tanks. The big PS 350T-10 is a 50-gal. trailer
unit powered by a 5.5-hp B&S Intek engine
Hypro twin-piston pump delivers 10

gpm at 300 psi

For more information contact MacKissic at
800/348-1117 or www.mackissic.com /

circle no. 310

Mill Creek

Turf Tiger spreads wet or dry sand/peat, com-
post or infield mixes evenly over a 12-ft. swath
The Saber Tooth attachment is standard equip-
ment, applying a consistent, uniform pattern
from eight to 12 feet. Spinner attachment is
ideal for applying light applications.

=
Solo S - For more information contact Mill Creek at
The SOLO backpack sprayer 800/311-1323 or www.millcreekmfg.com /
model 473P offers durability 3‘?’0 circle no. 312

and ultraviolet protection
with its high-density poly-
ethylene tank and UV in-
hibitors. Providing up to 90
psi, the 3-gal. sprayers light-
weight design and low-effort piston pump
system ensure consistent pressure and pat-

Demco
Demco’s full line of sprayers includes the

55-gal. spray team. The 12-volt continuous
duty motor, diaphragm pump with Viton
valves will deliver 1.4 gpm, and draws 4.7
amps at 30 PSL. The Hypro four roller pump

with 3.5-hp
Briggs & Stratton en-
gine delivers 6.6 gpm
at 2,600 rpm and 50 psi
Hypro twin diaphragm pump

with 3.5-hp Briggs & Stratton engine will de-
liver six gpm maximum at 275 psi

For more information contact Demco at
800/543-3626 or www.demco-
products.com / circle no. 313

Andersons

The Andersons’ SS-2 Drop Spreader’s stainless
steel frame, hopper and fasteners provide
durability and corrosion resistance. It features
a 13-in. Turf Saver, two pneumatic wheels
and extended ergonomic handles for an eas-
ier push, spreading up to 36 in

For more information contact Andersons Golf
Products at 800/225-2639 or www.ander-
sonsgolfproducts.com / circle no. 314

continued on page 84

r

SAVE LABOR / SAVE MATERIALS

The 8-30" MP Rotator”® product line can lower installation
costs on the next system you design or install. For ex-
ample, the adjustable MP2000 delivers 1/3 the flow of a
15’ spray. So choose: reduce the size of the valves and
piping; or run more heads per zone to reduce the num-
ber of valves, wiring and controller stations required.
Since the flow rate on every MP Rotator automatically
changes whenever the arc or radius is adjusted, nozzle
trees are eliminated — and so is the installation labor.
For more ways to lower your installed costs, visit the MP
Rotator website — www.mprotator.com. Save water,
solve problems.

WallaWalla SprinklerCo. Tel:509.525.7660 info@mprotator.com

WWW.MPROTATOR.COM

Circle 130
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New PRO LANDSCAPE™
VERSION 12 PREDICTS THE
FUTURE WITH 100% ACCURACY

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

Realistic Photo Imaging

-to-Use Professional Night & Holiday
EaséAD ghtshuns

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

drafix software, inc. Brett Seltz, Enterprise Construction, Inc.
“When customers see how the finished plan looks, afrqmeww
ed to every aspect they care to, it is so convincing that sonmm

onmeordarofm%askustownplemntmeplan” =
The Stondard in Design Software for Landscape Professionals! I

www.prolandscape.com . < :
800-231-8574 or prolandscape@drafix.com Se ll Better Plan Better ® B,d Better
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Toro»

Toro's new spray boom for all
Multi-Pro and Heavy Duty
Workman 200 Gallon

Spray systems uses a trian-
gulated truss design for noz-
Zle protection. The operator
can change the booms from
spray mode to transport mode without leav-
ing the driver’s seat. Double lobe/breakaway
cams return boom to spray position after im-
pact with obstacles during forward or reverse
machine travel.

For more information contact Toro at 612/888-
8801 or www.toro.com / circle no. 315

Ryan

The Ryan Mataway overseeder can be ad-
justed to provide the proper flow for all types
of common grass seed. The 2-in. spacing of
the Mataway overseeder makes it possible to

overseed with one pass. Operator can
adjust the depth of the seed delivery
for maximum germination

For more information contact
@ Ryan at888/922-8873 or
i www.textron.com /
circle no. 316

Wikco

Wikco Spraymate ATV sprayers are outfitted
as either pull-behind or skid-mount sprayers
with 25 gal. or 50 gal. capacity. The 65 psi,
electric diaphragm pump can handle most
liquids, including gritty suspensions. Wheel
kits and spray booms are optional.

For more information contact Wikco at
866/464-8893 or www.wikco.com /

circle no. 317

SP Systems

SP Systems’ 3 Point Hitch Sprayer comes stan-
dard with four filtration points for preventing

the tips from clogging. The sprayer is con-
trolled from the command area of the tractor
with a set of hydraulic valve controls and
gauges that come standard. The unit has a
maximum pressure of 580 psi when used
with a Udor Kappa-40 pump

For more information contact SP Systems at
800/457-3440 or www.spsystemslic.com /
circle no. 318

Broyhill
Broyhill's AccuSpeed walking turf spray boom
features a digital speedometer and top-
mounted pressure gauge, high-quality spray
gun with trigger lock and .5-in. couplers for
easy operation and quick disconnect and
standard 80-in. stainless-steel boom with
eight diaphragm-check nozzle bodies for
drip-free operation

For more information contact Broyhill at
800/228-1003 or www.broyhill.com /

circle no. 319

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 casily
completed in a 20-second cycle.
Powered by a 12-volt electric/hydraulic
system (operating two hydmulic
cylinders), the lifting and dumping
functions work independently and are
controlled by two toggle switches from [
the operator seat. Adds only 3 inches |J%
(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.

Tl i Canperg
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SEEDERS AND SPREADERS

TREE CARE EQUIPMENT

PRUNING EQUIPMENT
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HERBICIDES AND SPRAYERS

Relax. We're here.

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!

www.forestry-suppliers.com
Catalog Request 800-360-7788
Sales: 800-647-5368
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Eight straight months of hand-weeding
around the Clock can take its toll on

the average Worker.




PGMS

OUTSTANDING GROUNDS MANAGEMENT

Univ. of South Carolina

2005 Grand Award Winner for Urban University Grounds

Property at a glance

Location: Columbia, SC

Landscape Manager: Tommy Fallaw
Category: Urban University Grounds
Total budget: $1.4 million

Year site built: 1801

Acres of turf: 80

Acres of display beds: two

Total paved area: 60 acres

Total man-hours/week: 1,500

Maintenance challenges

¥ Aging utility infrastructure

P Tree and vegetation
protection/preservation

P Sidewalk and driveway maintenance
» Construction coordination

» Vandalism

Project checklist

Completed in last two years:
P Established university grounds as
an arboretum

» Completed work on Pickens Street,
Osborne Administration Building,
President’s House Garden

» Implemented campus GIS project

P 40 full-time staff, four licensed
pesticide applicators

Id Southern charm is in

bloom in the heart of mod-

ern-day Columbia, SC, at the

University of South Carolina.
There, Landscape Manager Tommy
Fallaw and Thomas Knowles, assistant di-
rector, have developed a landscape that
reflects the early 19th century period
from the university’s earliest days.

The campus has grown from one
building in 1801 to 155 facili-
ties on more than 400 acres
of land, with about 80 acres
of turfgrass and two acres of
display beds made up of pink
begonias and magnolias.
These flowers accentuate the
university’s Southern heritage
and blend into the historic
scenery. Aged brick walls and
colorful mixes of ornamental grasses and
plants dampen city noises to create quiet
retreats on the campus grounds.

Tree preservation is a particular chal-
lenge for the campus. Some of the first
seedlings planted when the university
was founded now tower over the land-
scape. The campus is dotted with stately
oaks that provide an umbrella of shade

Tommy Fallaw

and serenity around the campus. The
campus contains more than 4,000 trees
representing 75 species. In 2005 it was
designated as an arboretum by the Amer-
ican Association of Botanical Gardens
and Arboreta.

In 2004 the university began using a
geographic information system (GIS) to
help manage the landscape program. A
tree inventory and site amenities inven-
tory was completed and
mapped to identify and carry
out essential functions.

Also in 2004 the land-
scape department partnered
with the U.S. Environmental
Protection Agency’s Green-
scapes Program. As a partner,
the unit plans to increase its
composting, use more insecti-
cide alternatives such as insecticidal soap,
use less fertilizer and incorporate more
rain sensors into irrigation systems.

“We've been composting leaves and
grass clippings for several years, but we
want to step up our efforts to reduce,
reuse, and recycle,” said Knowles. “We
want every task to reflect a commitment
to wise use of resources.”

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:

wﬂs Landscape 410/223-2861 * Web site:
MANAGEMENT www.pgms.org
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Ornate iron gates
and old brick walls
are common around
the campus, as many
of them were in-
stalled in the early
20th century. The
landscaping and
plantings around
each building have
been designed to
complement the
early 19th and 20th

Ky century architecture.
27 MRS b FulRNE T
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BY LYNNE BRAKEMAN

gronomic expertise alone
will not guarantee career
growth and success for
athletic field managers
in the next decade.
Translation: it’s not
just about growing great turf anymore.

That was Kim Heck's take-home mes-
sage at the Ohio Turfgrass Foundation'’s
conference in December, where the CEO
of the Sports Turf Managers Association
delivered a presentation on “The Future
of the Sports Turf Industry.”

Heck says athletic field managers who
want successful careers also need to mas-
ter a range of “soft skills” including:

» people management

P resource management

» financial management

» leadership techniques

Heck identified 10 major trends that

STMA CEO:

Get re

for ¢

will reshape the sports turf industry over
the next decade:

TREND 1: Water scarcity

Heck noted that seven states mandated
watering restrictions last summer. She
points out that population growth and
housing development will continue to put
pressure on water resources. As potable
water becomes scarcer and more expen-
sive, the demand will grow for turf man-
agers to find ways to use effluent water on

athletic fields.

TREND 2: Labor scarcity

Competition from other industries will
make recruitment and retention of quali-
fied workers challenging. As the Baby
Boom generation ages, the U.S. Census
projects that the available labor pool will

continue to shrink.

TREND 3: Technology advances
Manufacturers will make mowing equip-
ment lighter, engines more efficient and
vehicles more environmentally friendly,
she predicts. Meanwhile turf researchers
are developing improved turfgrass vari-
eties that will be more drought, pest
and disease resistant, requiring less

irrigation and chemical manage-

AR LN Se B0 6 / www.landscapemanagement.net
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ment. Improvements in synthetic turf will
continue to change the industry, and most
field managers will care for both natural
and synthetic turf fields.

TREND 4: Environmental regulations
Heck predicts turf managers will face
ever more stringent federal, regional and
local regulations and product restrictions.
She shared the experience of her home
town of Lawrence, KS, where citizens
pushed the city government to install a
pesticide- and fertilizer-free park as a pilot
project with volunteer help. The same
group intends to urge the city to extend
the chemical-free regime to the city’s ath-
letic fields too.

TREND 5: Outsourcing

The phenomenon of athletic field manage-
ment companies is on the rise, according to
Heck. Schools and governments will out-
source athletic field management to com-
panies with both the equipment and ex-
pertise in the specialized area of sports turf

TREND 6: Consolidation

She also believes that the industry will see
the consolidation of sports field manage-
ment companies into regional operations,

continued on page 90
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Landscape Design/Build
Solutions E-Newsletter

SIGN UP TODAY TO GET OUR NEW
MONTHLY E-NEWSLETTER, Landscape
Design/Build Solutions. Get the kind of
information you need to be successful
as a landscape design/build contractor,
designer or builder!

Each issue will focus on key areas
of knowledge:

© Business builder ideas
“ Design basics & innovations

* Installation & construction
techniques

© Plant selection, sourcing &
market trends

“ Project of the Month

PLUS, Landscape Design/Build Solutions
E-Newsletter expands on information and opinion we provide in each quarterly print issue

by offering more coverage on:
Additional experts

' Landscape products

» Regional updates

L
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Landscape company website of the month

® Much more!

Sign up today to receive each monthly issue of the
Landscape Design/Build Solutions E-Newsletter by going to:

www.landscapedesign-build.com/subscribe_solutions
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continued from page 88

She also expects to see consolidation
among vendors and manufacturers of
products and equipment, meaning field
managers will probably deal with fewer

suppliers in the future.

TREND 7: Litigation

In Heck's first year on the job with
STMA she's already received two calls
from attorneys seeking sports turf expert
witnesses to testify in cases involving in-
juries to high school athletes. She says the
issues of field safety and liability protec-
tion will become more important to turf

managers and their employers.

TREND 8: Land use
Unused land is increasingly difficult to

find in urban and suburban areas. The fu-

sportsiurf

MANAGERS ASSOCIATION

ture promises a stronger emphasis on the
health benefits of recreation, but fewer
open spaces will exist to create parks and
athletic fields. Field managers will need to
help communities maximize the benefits
of existing facilities so more people can
use them.

TREND 9: Communicating with
diverse populations
Consider Baby Boomers (41-60 years
old), Gen X-ers (30-40 years old) and
Gen Y-ers (20-29 years old). In the next
10 years, field managers will interact with
all age groups. Heck says the aging of the
Baby Boomers indicates there will be 5%
fewer families with children in 2025.
On the other hand, the fitness con-
scious Baby Boomers themselves will

show up at community recreational facili-

ties. The family-focused Gen X-ers will be
the parents attending school games.
They'll also be the people hired to help
maintain fields and facilities. The fun-seek-
ing Gen Y-ers will expect several activities
scheduled around a single athletic event so
they can take their entire group with
them. Heck says sports field managers will
need strategies to work with people with
such different attitudes.

TREND 10: Do more with less

Heck says the development of new tech-

nologies as well as the pressure created by
scarce land and water resources will drive
employers to demand that field managers
deliver great sports fields even while cut-

ting budgets. At the same time, the public
will see more professionally maintained

continued on page 92

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

Working with an ASIC member
gives you the confidence that

a highly-qualified irrigation
consultant is on the job, helping
to protect your interests and
your investment

Contact ASIC to find a
consultant near you.

‘M ixed-use developments with heavily traveled public spaces would be
wise to engage an ASIC Professional Member. They make the critical

difference in developing sustainable and innovative water management solutions.

I don't know who else could design an environmentally friendly bio-swales

drainage network for a 1,000-car parking lot like the one we designed for the

nations second largest train station.”

ANDY SCOTT
Executive Director ® Union Station Assistance Corporation
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PO Box 426
Rochester, MA 02770
508-763-8140
Fax: 508-763-8102
www.ASIC.org
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Celebrate the Past.

From the first Student Career Days in 1977,
this event brings the best interior and 1
exterior landscape and lawn care students -'-& '
rom around the country to one place where
they show off their skills and learn about
employment opportunities.

i

Recruit for the Future.

Come recruit the best and brightest future
green industry leaders:

* Take part in the career fair.

* Assist in coordinating a competitive event.

* Attend Student Career Days as an observer.

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

March 23-26, 2006
Brigham Young University, Provo, Utah .

landcarenetwork.org * studenwamerdm?'

(800) 395-2522

Platinum Sponsor

STIHL
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continued from page 90
fields on cable television sports channels,
raising expectations for the aesthetics of

their home town fields.

The bottom line
“Expertise in agronomy and soil science
will not be enough,” Heck says. “Sports
field managers will need to develop suc-
cess qualities to cope with these changes.
They will need to become part of their fa-
cility’s strategic ‘think tank.”

According to Heck, the successful
field manager will need to know how to:

» build relationships

» manage resources and finances

» demonstrate leadership

» solve problems

» learn continuously

» achieve goals

‘! MORE
INFO

The STMA can help field www.sportsturf- on their radar.”
. manager.org Visit . :
managers develop these skills, for m,g:‘m.ﬁim Heck says one of the organiza-
Heck says, particularly through about the STMA tion’s top initiatives is the STMA

the group’s annual conference

held each January. Attendees can choose
from more than sixty hours of technical
and management-oriented sessions.

In addition, STMA is working to raise
the visibility and status of sports field man-
agers by partnering with associations that
serve their employers, including the Na-
tional Interscholastic Athletic Administra-
tors Association (NIAAA), the National
Association of Collegiate Directors of Ath-
letics (NACDA) and the National Recre-
ation and Parks Association (NRPA).

“We want to work with organizations
to earn recognition and respect for the
job done by sports turf managers,” Heck

says. “Our aim is to get the turf manager

certification program, which is
patterned after the successful certification
program created by the Golf Course Su-
perintendents Association of America
(GCSAA). There are now more than 60
STMA-certified sports field managers.
Heck told attendees that one of
STMA's initiatives in the next year will be
to field a definitive study of the sports
turf industry that will help the organiza-
tion establish the key role of the athletic
field manager. Lm
— The author is Web editor for Landscape
Management and editor of the online
Athletic Turf News e-newsletter. For more

information visit .a i net or

e-mail |lbrakeman X.

:Dealer Inquiries Wel

ZOROCK

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

Circle 150

Decorative
StOlle is an innovative

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

Zorock Decorative Stone.
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Call today for a
FREE catalog
& price sheet!

BT s rining 3

www.rndsigns.com . 800-328-4009

Let Us Help You
PROMOTE

Customized Printing
Programs

o Select your photography from our
image collection

o Customized text and layouts made
by our talented graphic designers

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

P.mmotional
Signs

« Promote with up to 4 colors
« Variety of sizes available
o Print one or two sides

« Two different stakes
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PrnScape

ProScape fertilizers and fertilizer combi-
nation products aren’'t for everyone.
fortunately, some of your competition still
hasn't figured it out. They think low cost is the
path to high profits, that value is the same as
ow price. That's why you're out closing a
eferral while theyre across town scrambling to
deal with a customer complaint! ProScape’s
nnovative nutrient sources like MESA™ give
you more green, faster, and longer than the

competition, with less surge growth. You can

MESA
How tan something
Lhat works ;ofmé../ﬂuf 50 /onjf?

Extended-release MESA greens faster and lasts longer than SCU.

educe nitrogen rates lowering spring disease
ressure, go longer between applications, even
ave time and money associated with excess
lippings. All while providing excellent quality
esults that your customers will rave about.
roScape s for serious turf care professionals.
o learn more visit our web site
ww.lLebanonTurfcom. Click on Promotions
ind enter coupon code LM2036. Well send
ou a FREE 40 page Agronomy Manual just for

aking a look!

Lebanenlurf

1-800-233-0628 » wwwlebanonTurf.com
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roducts

TOOLS OF THE TRADE

Causing a turf quake

The new Redexim Charterhouse, Inc. Verti-
Quake models 2516 and 2521 de-compact
the soil using a set of rotating steel blades. As
these blades cut through the soil they create
a wave action that breaks up compacted
areas and opens up the subsoil. The Verti-
Quake is available in five different models and
can work at depths up to 22 in. with little or
no surface disruption. The Verti-Knife 2516
and 2521 both work to a depth of 10 in., but
now are available with a new direct drive sys-
tem and individual shear bolts are no longer
used on the blades.

For more information contact Redexim
Charterhouse at 800/597-5664 or visit
www.redexim.com / circle no. 322

Razor Burn post-emergent
herbicide
Razor Burn from
Nufarm Americas
is a liquid pre-mix
formulation of
glyphosate and
diquat that offers
broad-spectrum,
non-selective con-
trol of many an-
nual weeds,
perennial weeds,
woody brush and
trees. Razor Burn
moves through the plant from the point of
foliage contact into the root system to pro-
vide complete systemic control. The effects of
this post-emergent herbicide can be visibly
noticed on most annual weeds within one

Easy auger

Tanaka America, Inc.’s new one-man auger features the
S-Start system and a 32 cc, 1.6 hp two-stroke engine. The
S-Start system reduces the amount of pull force required by
60%. The Tanaka TIA-350S replaces the TIA-340 in the lineup
and contains many performance and safety improvements
over the previous model. Other features include tall wrap-
around handles to protect the engine from damage, Tanaka's
Sound Reduction System, primer for fast starting, large throt-
tle lever for more control, increased fuel efficiency and easy

access to the air filter.

For more information contact Tanaka at 253/333-1200 or visit

www.tanaka-usa.com / circdle no. 321

day and on most perennial weeds in two
days. Razor Burn has no soil residual activity
and may be applied through most standard
sprayers after dissolution and thorough mix-
ing with water according to label instructions.
For more information contact Nufarm at
708/754-3330 or visit www. turf.us.nu-
farm.com / circle no. 323

Brush off

The SISIS OSCA 3 comprises a pair of oscillat-
ing brush units for brushing in top dressing
or maintaining rubber crumb and sand-filled
synthetic pitches and hard porous areas. The
OSCA is equally effective on natural and syn-
thetic turf. The brushing action disperses top
dressing quickly and evenly, preventing ex-
cess material being left on the surface. On
synthetic surfaces, keeps infill mobile, pre-
venting surface compaction and loss of
porosity. The infill level is kept at a constant
depth, giving consistent playing characteris-

94 LANDSCAPE MANAGEMENT / MARCH 2006 / www.landscapemanagement.net

tics, and preventing pill damage caused by
reduced infill levels. The SISIS OSCA requires
fewer passes than conventional drag
brushes, causing less compaction.

For information contact SISIS at 864/843-5972
or visit www.sisis.com / circle no. 324

50% more power

FECON, Inc.'s FTX130-FM Track Carrier
forestry mulcher, with 130 hp, offers almost
50% more horsepower than any other com-
pact mulcher. Equipped with the BH85FM
mulching attachment the FTX130-FM weighs
15,100 Ibs. Other features include a severe-
duty hydraulic cooler, reversing fan, travel
speed up to 4.5 mph and 69 gpm hydraulic
flow at 6,000 psi. It can be used for land
clearing, vegetation management and more.
For more information contact FECON at
800/528-3113 or visit www.fecon.com/
circle no. 325

continued on page 96
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THE TOUGHEST
TOOLS.

THE LARGEST
SELECTION.

Professionals have relied on Corona tools
for more than 80 years. Each tool is made
to perform under the toughest working
conditions. No matter what you need to
get the job done, there's a Corona tool

engineered to help you work more efficiently

Conmons

and more comfortably. From pruners and
loppers forged out of premium steel, to rakes
and shovels of all kinds, to wheelbarrows
and more, Corona uses only the best
materials and adds a lifetime warranty for
confidence. Buy Corona, you'll see why

it's the professional’s choice.

Coro

PR O F 5.8 8 1 OLN_A R

Contact Corona today for a free product catalog or to place an order: 1-800-847-7863
www.coronaclipper.com * sales@corona.bellota.com Circle 154
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On the prowl

Encore Power Equipment’s Prowler comes in
front cut and mid cut models. The Prowler
front cut, in 52- , 61- and 72-in. deck sizes,
mows under tree branches with ease, mak-
ing it a fit for schools, sports fields, farms and
parks. The front cut offers out-front reach
and visibility, side-to-side articulating floating
deck, PTO driveshaft drive blade system and
flip-up deck. The mid-cut is offered in 61-
and 72-in. decks. The Encore mid cut delivers
versatile design, the most options in engine

selections, collection systems and mulching.
It is developed to “keep the cut” on uneven
ground, this offering minimum scalping and
maximum stability.

For more information contact Encore

Power Equipment at 800/267-4255 or visit
www.seriousred.com / Circle no. 326

Washing machines

Karcher has 11 models of new electric-pow-
ered, diesel-heated hot water pressure wash-
ers, which feature a hand truck design and
tubed pneumatic tires for maneuvering
around a wash facility. The models feature
electric motors from 1.5 to 7.5 hp and have
cleaning power ranging from 2.0 to 3.9 gal-
lons per minute and from 1,000 to 3,000
PSI. Models come in many electrical configu-
rations, including 120V, 230V and 460V. All
models feature a low-maintenance tri-
plunger high-pressure pump. Six of the mod-
els are equipped with a belt-drive system

Circle 155
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connecting the pump and motor, which
translates into longer life due to vibration ab-
sorption and reduction in revolutions re-
quired of the high-pressure pump. The other
five models are direct-drive, or where the
pump and motor are coupled directly to
each other.

For more information, contact Karcher at
888/805-9852 or visit www.karchercom-
mercial.com / circle no. 327

Hauler and Uber Hauler
At only 24 in. wide, Haulz-All's Uber Mover
200BB two-wheeled power brick and block
carrier is designed for hardscapers that work
on tight job sights. The hauler has a payload
capacity of up to 650 Ibs. on hard level sur-
faces, and can carry stackable objects, as well
as large boulders or other bulky items. It runs
off of twin 12-volt rechargeable batteries
to provide 24-volt DC

power, re-
quiring no
gas and emit-
ting no fumes.
The safety drive system
incorporates a sealed DC
motor, high ratio, high-torque gearbox,
electromechanical park brake, and electronic
controls. The system reduces back strain and
allows the operator to control the load while
in motion. Drive speed is variable up to 3
mph. Run time is up to 6 hours and the maxi-
mum recharge time is 4-6 hours.
For more information contact Haulz-All at
866/428-5925 or visit www.haulzall.com /
circle no. 328

continued on page 98
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BYour work results in more available oxygen and fewer allergens, noise reduction and
ower cooling bills, thicker turf that filters pollutants and landscapes that increase

iproperty values. There are endless environmental, economic and lifestyle benefits that
I 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 EverGreen
‘ feSponSible practices Because Green Matters"

To make a contribution or find out more, call 877-758-4835 or visit www.projectevergreen.com.
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continued from page 96
Stop pest geese
Bird-B-Gone, Inc.’s Goose Chase Super Sonic
sound deterrent sends out goose distress and
alarm calls, mixed with predator calls to deter
geese from your problem area. Different
modes and sound combinations can be cho-
sen to baffle geese. The Super Sonic can be
used in golf courses, lake front homes, parks,
campuses or anywhere experiencing pest
geese problems. Each weatherproof unit can
cover up to an acre of land, with options to
add additional speakers for more coverage.
For more information contact Bird-B-Gone at
800/392-6915 or visit www.birdbgone. com
/ circle no. 329

Lightbar guidance a

The Mid-Tech CenterLine 220 system offers
turf professionals full GPS lightbar guidance
features at a price comparable to foam mark-
ers. CenterLine 220 features two modes of

operation:
straight-line
(parallel) and
curved AB. The
unit’s large graphical dis-
play shows off-track direction and distance
along with swath number, ground speed, se-
lected guidance mode and whether a return
point has been stored. An alternate map
page shows a bird's-eye view of the vehicle
position and heading in relation to the de-
sired path. A small external GPS antenna con-
nects to the unit and is mounted on the vehi-
cle roof. Set-up takes seconds when it is
connected to a power source. Additionally,
the unit provides a GPS-derived vehicle speed
as a RADAR compatible ground speed signal
for use with other control systems.
For more information contact Midwest
Technologies at 608/577-8456 or visit
www.mid-tech.com / circle no. 330

A chip off the old block
JP Carlton offers 6-in. (Model 1260), 9-in
(Model 1790), 12-in. (Model 2012) and 18-
in. (Model 2018) wood chippers for land-
scape, tree maintenance and land clearing
applications. Heavy-duty construction includ-
ing a form-welded frame, superior Torflex
axle strength and construction grade tires are
standard on all models. Carlton chippers fea-
ture high-speed dynamically balanced disk
rounds for maximum chipping power. The
chippers feature a hydraulic system with a sin-
gle integrated manifold for optimum control
and convenience. The hand crank swivel dis-
charge allows users to easily adjust chip flow
positioning to best suit any application
For more information contact JP Carlton at
800/243-9335 or visit
www.stumpcutters.com / circle no. 331
continued on page 100

(AerWay-)

Low Cost - Low Maintenance

—

AerWay” tined rollers are ground driven, so there’s no gears or
motors to add cost and maintenance. Most models have only
two bearings to grease for years of trouble free service.

for more information call 1_800—457-83 1 0

Advanced Aeration Systems

www.aerwav.com

Circle 157
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email: aerwav@aerway.com

To fmd o1 mare abau! us and Uhe vppsrtunity 0.3 Lawss coa sfter you, Coatact

———
U.S. Lawns __—‘:—‘—~
4407 Vineland Road « Suite D-15 TT——
Orlando, FL 32811 « Toll Free: 1-800-USLAWNS ——
Phone: (407) 246-1630 « Fax: (407) 246-1623 —F A

Email: info@uslawns.com « Website: waw.uslawns.com  US.LAWNS

Trust, Quality, Service
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Load a Muich Mule and double production
without adding a single person!

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

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

mulch

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

The Machine for All Seasons

Labor Saving Mulching System o Leaf Vac/Trailer » Walking Floor Cargo Trailer
Circle 159



Products

continued from page 98

Remote scheduling

The LEIT-Micromet Plant Demand Technology
irrigation control system offers the freedom
of remote scheduling to the user. The LEIT-
Micromet system is comprised of the LEIT
field controller and Micromet's Plant Demand
Technology (PDT), an ET drive. The LEIT con-
troller and Micromet's PDT drive are linked
together using Internet access via a paging
system. The LEIT-Micromet designs irrigation
schedules according to its analysis of site
data, weather information, its record of past
watering and its programmed knowledge
about the physical requirements based on
the plants physiology. No longer must one
go to the site to adjust watering programs.
Any number of LEIT controllers equipped
with the Micromet PDT systems can be ac-
cessed and managed via the Internet. The
LEIT-Micromet PDT system responds to envi-
ronmental conditions, watering only when

required, reducing run

For more information contact the Dig Corp. at
760-727-0914 or visit www.digcorp.com /
circle no. 332

Attachments made easy

The Hydro-Ax 764 site prep tractor from
Blount, Inc., with a 220 hp Tier 3 Cummins
engine and 90-degree articulation, has the
power and maneuverability for a variety of
land clearing and development projects. A

260 hp model is also available. The tractors’

load-sensing hydraulic system is engineered
to provide smooth hydraulic power while
consuming less fuel. A new feature, the
Hydro-Ax Quik-Flow selection system, al-
lows the operator to quickly and easily in-
stall and operate a variety of attachments,
and the Hydro-Ax Quik-tach system can
simplify and shorten the time needed to
switch attachments. Non-powered attach-
ments can be hooked up without leaving

the cab, while an improved hydraulic quick
coupler bulkhead system in the front frame
makes the hookup of powered attachments
simple and quick.

For more information contact Blount at
919/269-7421 or visit www.blount-
fied.com / circle no. 333

Glass muich
EnviroSCAPE from EnviroGLAS Products is an
environmentally friendly, 100% recycled glass
“mulch” that adds complementary or con-
trasting color and flair to walkways, gardens,
fountain surrounds and other landscape ele-
ments. Made from post-consumer and indus-
trial glass that has been crushed, washed and
dried. With virtually no sharp edges, Envi-
roSCAPE is available in two gradations (1/8 to
1/4-in. and 1/4 to 3/8-in. chips). It does not
erode, won't attract insects, and retains color
continued on page 102
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N STAND-ON SPRAY SYSTEMS

* All stainless steel construction

Patents Pending

0L O L L

ef yeel

A1 SURLACES

for fast; effec'tke maintenance

also excellent on namral turf

5lsts

FoE full details of the SISIS 0SCA, contact -

SISIS INCY PO Box 537, Sandy Springs, SC 29677
Phone; 864 843 5972 Fax: 854 843 5974
Email: sisisincebellsouth.net

WWW.SISIS,com
Circle 161
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THE NEW XR-7 DECK

A FLAWLESS GUT
ON ANY LAWN

o [ < ‘- -:’l \ "A
'_"~'\';'\-|»'. "\ ’I

Fact is, the XR-7™ is the most versatile deck on the market, with high-volume side discharge,

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

800.395.4757 » www.hustlerturf.com | g '
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continued from page 100

over time. It also inhibits weed growth, mod-
erates soil temperatures and prevents soil
compaction. As EnviroSCAPE is impermeable
and does not absorb water, it controls soil ero-
sion and enables the soil and the root struc-
ture of adjacent plantings and foliage to stay
moist longer.

For more information contact EnviroGLAS at
888/523-7894 or visit www.enviro-
glasproducts.com / circle no. 334

Cool-season grass herbicide
PBVGordon Corp. has received EPA approval
for Q4 Turf Herbicide, a herbicide for grassy
and broadleaf weed control. The formulation
contains the protox inhibitor sulfentrazone in
combination with quinclorac, 2,4-D and
dicamba. The new formulation is designed
for use on cool-season turf. Q4 offers a single
product control option for yellow nutsedge
suppression and grassy and broadleaf weed

control in estab-
lished turfgrass
areas, and reduces
photoxicity on
cool-season grass
species. It also of-
fers the enhanced speed of a protox inhibitor
benefitting the golf, lawn care and landscape
markets. Grassy weeds, such as crabgrass
and foxtail will turn ghostly pale prior to the
reddening which precedes weed death.

For more information contact PBI/Gordon at
800/821-7925 or visit Q4.pbigordon.com /
circle no. 335

More features, more

water savings

HydroPoint Data Systems, Inc.'s WeatherTRAK
ET Pro2 series adds 40 features to its
commercial irrigation control system,
including high-station count capability,
integrated flow management, comprehensive

alerts and WeatherTRAK CentralT centralized
Web-based management. Other features
include auto-adjusting, weather-based
irrigation schedules, handheld remote control
and advanced system diagnostic capabilities
WeatherTRAK ET Pro2 automatically adjusts
irmigation based on current evapotranspiration
(ET) data, received wirelessly each day via the
WeatherTRAK ET Everywhere service.

For more information contact HydroPoint at
707/769-9696 or visit
www.weathertrak.com / circle no. 336
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Have you received
editorial coverage
in Landscape
Management ?

When your company is featured in
Landscape Management, expecting
your customers to read your story isn't
enough...you need Reprints.

800-290-5460 ext. 100
landscapemanagement@reprintbuyer.com

RMS is the authorized provider of custom Reprints, Eprints and
NXTprints for Landscape Management magazine
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ASI1C/p90
312/372-7090
www.asic.org

Adkad Tech / p8,108
Circle # 110,165
800/586-4683
www.adkad.com

ALOCET / p22,23
Circle # 115,117
877/529-6659
www.alocet.com

BASF Corp / pa9-51
Circle # 128
800/545-9525

www. turffacts.com

Bayer Corp / 17,19,(reg)56,57
Circle # 113,114,131,170,132
919/549-2000

www.bayer.com

Bell Labs / p5,73-74,80
Circle # 105,143
800/323-6628
www.talpirid.com

Bobcat Co / p26-27
Circle # 118
701/241-8700
www.bobcat.com

Briggs and Stratton / p43
Circle #126

414/259-5333
www.briggsandstratton.com

Brillion Iron Works / p96
Circle # 155

800/409-9749
www.brillionfarmeg.com

Bush Hog / p53
Circle # 138
334/872-6261
www.bushhog.com

Clip Sensible / p33,80
Circle # 120,142
800/635-8485
www.clip.com
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Circle #154
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www.coronaclipper.com
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Circle # 109
800/322-9146
www.digcorp.com

Dixie Chopper / cv3
Circle # 102
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www.dixiechopper.com

Dow Agroscience / p10-
11,77,85

800/255-3716
www.dowagro.com

Drafix / p37,83
Circle # 124,146
816/842-4955
www.drafix.com

EverRide / p67
Circle # 136
402/274-8600
www.everride.com

Exaktime / p21
Circle # 129
888/788-8463
www.exaktime.com

Exmark Mfg Co / p29,68-69
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402/233-6300
www.exmark.com
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F M C Speciality Prod/
p(reg)89
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Circle #162
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WHAT, WHEN & WHERE

April

6-8 Equipment & Engine
Training Council Annual
Conference / Charlotte, NC;
Sponsored by Equipment & Engine
Training Council; 262/367-6700;
www.eetc.org

8 MAC-I1SA Tree Climbing
Championship / Glen Dale, MD;
Sponsored by Mid Atlantic
Chapter, International Society of
Arboriculture; 703/753-0499;
WWwWw.mac-isa.org

9-13 NRPA Southeast Regional
Conference and Trade Show /
Louisville, KY; Sponsored by
National Recreation and Park
Association; 800/626-6772;
wWww.nrpa.org

23-26 NRPA Midwest Regional
Conference and Trade Show /
Dickinson, ND; Sponsored by
National Recreation and Park
Association; 800/626-6772;
www.nrpa.org

29 - May 1 ASIC Annual
Conference / San Diego;
Sponsored by ASIC;
www.asic.org

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

John Deere and Co / p9
Circle # 111

309/765-8000
www.deere.com

JRCOInc/p108
Circle # 165
800/966-8442
WWW.jrcoinc.com
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May

3-4 TOCA Annual Meeting /
Napa Valley, CA; Sponsored by Turf
and Ornamental Communicators
Association; 952/758-6340;
www.toca.org

11-12 Greening Rooftops for
Sustainable Communities
Conference / Boston; Sponsored
by Green Roofs for Healthy Cities;
416/971-4494;
www.greenroofs.org

17 Turfgrass & Nursery Field
Day / Stillwater, OK; Sponsored by
Oklahoma State University;
405/744-5404;
www.okstate.edu

June

8-10 Super Floral Show / Salt
Lake City; Sponsored by Super
Floral Show; 617/728-0300;
www.superfloralshow.com

13-14 National Lawn &
Garden Show / Rosemont, IL;
Sponsored by National Lawn and
Garden Show; 888/316-0226;
www.nlgshow.com

L T Rich / p6,100
Circle # 106,160
765/482-2040
WwWw.z-spray.com

Lebanon Turf Prods /
p39,93,107

Circle # 140,152,163
800/233-0628

www. lebturf.com

Liquid Fence Co / p78
Circle # 153
800/923-3623

www. liquidfence.com

M T D Products Inc / p65
Circle # 135

330/225-2600
www.mtdproducts.com

Mulch Mule / p99
Circle # 159
330/875-0782
www.mulchmule.com

Nelson Irrigation Corp / p82
Circle # 130

509/525-7660
www.nelsonirrigation.com

New Holland N Amer / cv2
Circle # 101

888-290-7377
www.newholland.com/na

Oregon Cutting Syst / p12
Circle # 162

503/653-8881
www.oregonchain.com

Oregon Tall Fescue / p79
Circle # 141
503/585-1157

Otterbine Barebo / p38
Circle # 145

800/237-8837
www.otterbine.com

P B | Gordon Corp / p41,81
Circle # 125,144
800/821-7925
www.pbigordon.com

Planet Symposium / p91
703/736-9666
www.landcarenetwork.org

R N D Signs / p92,108
Circle # 151,164
800/328-4009
www.rdsigns.co.uk

Rain Bird Sales Inc / p35,71
Circle # 121,139
800/RAINBIRD
www.rainbird.com

/ www.landscapemanagement.net

Redmax / p58
Circle # 156
800/291-8251
www.redmax.com

SISIS Equip / p100
Circle # 161

864/843 5972
www.sisis.com

Spraying Syst Inc / p55
Circle # 116
630/665-5000
www.teejet.com

Syngenta / p44-45
Circle # 127
800/759-4500
www.syngenta.com

Dimex Corp / p76
Circle # 137
800/334-3776

www dimexcorp.com

Target Specialty Prods /
p(reg)90a-90b
562/802-2238

www. target-specialty.com

Turfco Mfg Inc / p25
Circle # 122
800/679-8201

www. turfco.com

U S Lawns / p98
Circle # 158
407/246-1630
www.uslawns.com

Vermeer mfg Co / p24
Circle # 123
888/837-6337
WWW.vermeer.com

Walker Mfg / p84
Circle # 147
800/279-8537
www.walkermower.com

Zorock / p92
Circle # 150
866/496-7625
www.zorock.com


http://www.eetc.org
http://www.mac-isa.org
http://www.nrpa.org
http://www.nrpa.org
http://www.asic.org
http://www.deere.com
http://www.deere.com
http://www.jrcoinc.com
http://www.toca.org
http://www.greenroofs.org
http://www.okstate.edu
http://www.superfloralshow.com
http://www.nlgshow.com
http://www.z-spray.com
http://www.lebturf.com
http://www.otterbine.com
http://www.pbigordon
http://www.rdsigns.co.uk
http://www.rainbird.com
http://www.redmax.com
http://www.sisis.com
http://www.teejet.com
http://www.syngenta.com
http://www.target-specialty.com
http://www.turfco.com
http://www.uslawns.com
http://www.vermeer.com
http://www.zorock.com

wogdace"

nutrition for landscape ornamentals

’ No matter how terrific the twrf looks, your cus-

tomers won't be happy if their shrub beds are
overgrown with unsightly weeds. And, unless
you have free labor available don't even think
about hand weeding! Woodace Preen Plus gives
you the power of two active ingredients, stopping
more weeds than any other shrub bed weed
preventer on the market. One application of

Woodace Preen Plus prevents weeds for up to

6 months. Woodace fertilizers are specially
formulated for ormnamentals with exclusive 7 ]/‘é ypﬂ

technologies like Perk® slow release iron, MESA
-~ ” 7
slow release ammonium sulfate, Expo® slow Jz/l[, // /b'ﬂ [/L hﬂ /\)é@/{J.
release potassium sulfate, and IBDU” slow
release nitrogen. So don't walk by an
opportunity every time you knock on a
customer’s door. Make Woodace Preen Plus
the foundation of your ornamental bed
maintenance plan. Combined with Woodace
plant nutrition, Woodace Preen Plus will make

your customer's shrub beds the enwy of the

fongte

neighborhood. For more information and to get

your FREE handy spreader visit our website at 1 >

wwwLebanonTurf.com, click on promotions and

enter coupon code LM5036

Lebanenlurf

1-800233-0628 * wwwlebanonTurfcom

Circle 163
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Let Us Help You

PROMOTE

Customized Printing Programs
o Select your photography

from our image collection
o Customized text and

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

"k
» & Promotional Signs
o Promote with up to 4 colors
o Variety of sizes available
o Print one or two sides
o Two different stakes

Call today for a
FREE catalog

([EXE sicos & printing

www.rndsigns.com .800-328-4009

Circle 164

EROUNDSKEEPER

BUSINESS
P RO SOFTWARE

10,000 Customers
Estimating

Mailing Labels
Routing Your Logo on Bills
Contracts Archive & Backup Data
Invoicing Time & Materials
Income Reports Track Expenses
Accounts Receivable Taxes Collected Report
Chemical Application Reports . plus

Late Statements

Circle 165

Heavy-duty Attachments for
rC O Spring Clean-up & Green up.

Heavy-duty attachments
for Commercial Mowers

Electric Broadcast
0 Spreader

Tine Rake Dethatcher

Call for dealer 800.966.8442 www.jrcoinc.com

Circle 166

Seize the day

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!

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

Circle 167

LANDSCAPE MANAGEMENT / MARCH 2006 / www.landscapemanagement.net


http://www.rndsigns.com
http://www.jrcoinc
http://www.landscapemanagement.net

ADVERTISING
INFORMATION:

Call Brian Olesinski at
800-669-1668 x3757

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, (M Box #__,

306 W. Michigan St., Suite 200, Duluth, MN 55802.
(please include LM Box # in address).

BUSINESS OPPORTUNITIES

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!

< WANT TO BUY OR

f ~%_ SELLA BUSINESS?
F Professional Business

Mergr & Acouisiion speciais CODSultants can obtain purchase
mkh from numerous \|lu||hu]

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, | have companies available in Lawn Care,
Grounds Maintenance, Pest Control and Landsca
Installation all over the U.S. and Canada

182 Homestead Avenue, Rehoboth, MA 02769
708-744-6715 * Fax 508-252-4447
E-mail pbemello1@aol.com

Quality Synthetic Grass Surfaces

S STC

GRASS PITPRTTY

Building Successful Relationships
Since 1998
Call us today 877-881-8477
www.theputtinggreencompany.com
WWW.X-grass.com

FOR SALE

New Chem Tip"
Two Piece Showerhead
316 Stainless Steel Nozzle

o ohtweicht

Turn your |D-9 Tree & Shrub or ChemLawn Spray
Gun into a lawn spray gun with this new product

»

SPRAY &TREE SERVICE
206-244-1717

Synthetic Baeck-Yard Putting Greens
O he Eabicat * Huge Profit
e $50 Billion a * Year Round Insaallations
* Carry NO Inventory
* Utilize Exist
* Buy Manufact
FMany Exttas

Up to 65%

Lquipment

i

Sy e
~R00-334- 90()%

WWW ..lllprn;_,rgenb.con]

FRETE
VIDEO

Are you interested in MAKING MORE MONEY & HAVING MORE
FREE TIME? The information contained in our manuals and the templates
on our CDs are being used every day in our lawn service and by hundreds of
your peers throughout the United States & Canada. We don't just talk the
talk, we WALK THE WALK! Our lawn service was rated as a TOP 10
service in August 2002. Our manuals and CDs include proven techniques for
Bidding, Service Agreements, Estimating, Snow & Ice Removal, Marketing,
Advertising, Selling, Letters for Success, Telephone Techniques, Employee

FON) & FYoecures B EiE LET US HELP YOU EARN WHAT YOU DESERVE

PROFITS UNLIMITED Since 1979 &= == " [E=

Visit our website to
see our material

Call 800-845-0499 » www.profitsareus.com

866-290-7295

Factory Direct

NEW
Quick 36"

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

TURBO TECHNOLOGIES, INC.

1500 FIRST AVE.,, BEAVER FALLS, PA 15010
1-800-822-3437

Proudly made in the USA
Starting at $1895
www.quick36.com

www. turboturf.com
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. w8
FOR SALE
kU BOTA.com
=FAST=

DELIVERY ON

IKiyhoka PARTS

Order parts at kbKUBOTA.com or Call
1-877-4KUBOTA

This website “kbKUBOTA.com” is operated
Tractor Company, an authonzed dealer
ta Tractor Corporation since 1972

Kuhota

DAVEY %

Commercial Grounds Management

Rewarding career opportunities
are available with our growing
commercial division.

If you are a proven manager
with a passion for landscape
management, come join the
2,600 employee-owners of Davey.

Visit www.davey.com
E-mail: george.gaumer@davey.com
Fax: 330-673-0702

BRICKMAN

Enhancing the American Landscape Since 1939

Brickman is looking for leaders
who are interested in growing their
careers with a growing company.

Nationwide career and internship
opportunities available in:

* Landscape Management
* Landscape Construction
* Irrigation

* Accounting

* Business Administration

Start growing your career at:

brickmangroup.com

HELP WANTED (CONT'D)

CENTRAL PARK
CONSERVANCY

Help Keep Central Park Beautiful:

Central Park Conservancy is seeking Horticultural professionals to help
maintain the beautiful landscapes of Central Park. Candidates must have a
valid drivers license, and be able to perform manual labor outdoors. EOE

Tree Care Supervisor: Serves as the principal field supervisor for the Tree Crew.
Cares for the trees of Central Park, manages the Tree Crew, coordinates emergency
response to tree situations, executes contracts, and assists with

pest management.

A degree in Arboriculture or a related field and 2+ years of supervisory experience
is required. Candidates must also possess a CDL, NYS DEC Pesticide applicator’s
license, and NYS or ISA Arborist Certification.

Climber/Pruner: Duties include operating an ariel bucket truck, climbing with
a rope and saddle, pruning, stump grinding, pest monitoring, operating truck &
chipper, emergency storm response, snow removal and equipment maintenance.
For experienced climbers 3 years of experience operating a bucket truck and
climbing with a rope and saddle is required. CDL is highly preferred.

Crew Foreperson: Supervises a team of gardeners in performing landscape
and other general maintenance tasks. Candidate must have relevant field
experience. NYS pesticide License, and CDL required.

Zone Gardener: Performs all landscape and general maintenance tasks in
assigned area. Supervises and trains seasonal workers and volunteers. 2+ years
horticultural experience and/or degree in a relevant field is required.

Grounds Technician: Primary responsibilities include clean up of assigned
areas including litter and trash pick-up, general park maintenance and assisting
with special events. Experience with outdoor maintenance and operating small
power equipment is required.

Forward resume to: HR Dept., Central Park Conservancy, 14 East 60th St.,
NY, NY 10022. Email: hrdept@centralparknyc.org. Fax: (212) 3106633

that will help
keep your ad in your
prospeclive customers plans

Babin Landscaping is seeking a
ping €

Property Maintenance Division Manager,
to Manage and Grow the Division in the
Greater Middlesex County (MA) and
Southern New Hampshire Counties. We
are a full Landscaping Company providing
Design, Construction, Irrigation, Property
Maintenance, Turfgrass Management,
and Snow and Ice Removal for Residential

and Commercial Customers.

/f_vuu are inleresled in jouung are team /'/('d:'r' conlacl:
David Babin Jr.
www.landdesign@net 1 plus.com
978-433-5169

with frequency advertising!
Brian Olesinski
800-669-1668 x2694
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Here are THREE words

Call to find out how you can save
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HELP WANTED (CONT"D)

ARCADIA LANDSCAPE, INC.

Join the Arcadia Team in sunny Tucson,
Arizona. Since 1984, we have specialized
in landscape residential construction
and commercial maintenance promoting
career opportunities and advancement for
our employees. Immediately available
are the following positions:
Landscape Construction Supervisor

3-5 years experience preferred in new landscape
mstallation, supervising multiple crews and
procuring materials for jobs. Must be able to
communicate effectively and work well
with clients.
Irrigation/Spray Tech
2 years experience preferred and
knowledge of all aspects of irrigation.
Must be pest-control certified or begin
certification process within 1 month.
Both positions require a valid driver’s license
and a pre-cmployment drug test.
Arcadia offers benefits including:
Health and dental insurance
Paid holidays and vacation
Retirement Plan
Competitive salary
Great work environment
Wonderful weather

Please mail, fax, or email your resume to:
2002 E. 13th St., Tucson, AZ 85719
Fax: 520-791-0916
Email: sales@arcadia-landscape.com

MICHIGAN AUTOMATIC
SPRINKLER, INC
One of Metro Detroit’s Leading Irrigation
Contractors since 1950 Is seeking experienced
and motivated people to fill the following positions:
Irrigation Designer/Sales:

Working knowledge of AutoCad
Designing irrigation plans for landscape & con-
struction plan documents including commercial

& residential projects utilizing AutoCad
Irrigation Service Manager:
Complete & operable knowledge of any & all
irrigation aspects. Requires exceptional
organizational & leadership skills
Irrigation Technician:

Operable knowledge of all irrigation aspects
Troubleshooting ability electrical & mechanical
We offer Top Wages, 401K Plan, Health
Insurance & Vacation Pay
Submit Resumes to:

Michigan Automatic Sprinkler, Inc.
3180 Walnut Lake Court
Commerce Twp., MI 48390
(248)669-4152(fax) or
nblazofsky@aol.com

1(800)Irrigate

GOTHIC LANDSCAPE, INC./
GOTHIC GROUNDS
MANAGEMENT, INC.

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
roject Managers
Sales Personnel
Foremen
Spray Technicians (QAC, QAL)
Superintendents
upervisors
For more information, visit
www.gothiclandscape.com
or Email: hr@gothiclandscape.com
or contact Elisabeth Stimson,
HR Director at
Ph: 661-257-1266 x 204
Fax: 661-257-7749

TruGreen LandCare
TruGreen LandCare has immediate openings
due to our recent growth in business. We are

looking for the following positions:
Irrigation Technicians -

WA, OR, CO -#9140 IT
Sales Manager —
Fairview, OR - #6099 SM
Sales Manager -

Englewood, CO - #6201 SM
Enhancement Manager -
Englewood, CO - #6201 EM
Enhancement Manager -

Wheat Ridge, CO - #6244 EM

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
@

EOE/M/F/D/V/IAA

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@aol.com
www.florapersonnel.com

MOWERM ETER

Equipment
Tracking Software

Designed for the

’g’('iref;:\ Industry
@ Scheduling
o Tracking
L ] cosﬂng /
© Parts Inventory

Free Demo 800-635-8485
WWW.MOWERMETER.COM

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

Paying, Accounting, Payroll, Marketing and more

Download a free demo of the software Iandscapmg
and lawn care professionals are all talking about!

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

landscape2(0()

illustrator

design-estimation software

www.Lsisoft.com
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Statistics

INDUSTRY TRENDS BY THE NUMBERS

ON-THE-JOB TRAINING

The vast majority of Landscape

RIDER SALES RISE, SLIGHTLY
The Outdoor Power Equipment Institute
(OPEI) conducts a monthly shipments
research program that represents
more than 75% of all commercial turf care
shipments based on several product
categories.

For the 2005 model year, OPEI| estimates
that just over 291,000 commercial turf

Management readers who
responded to a recent survey
from us say their employees
get the most training on

the job. Here’s how other
training options stacked up:

On the job 73.9% outdoor power equipment units were
Company-offered classroom 14% shipped - a contraction of 1.9% from last
Oit-gite dassrbom 8% year. A slight increase in total riders comes
partly from double-digit growth in the front-
Other 2.8% o : g o oa
mounted riding units. This is significant because
=" o
Web-based training 1.4% this is the first year mid-mounts have
SOURCE: 2005 LANDSCAPE MANAGEMENT BENCHMARKING SURVEY decreased in many years. This decrease in

commercial mid-mounts may be attributed
to the growth trend in consumer
mid-mounts.

VEHICLE CRASHES CAUSE CLAIMS

The most costly lost-time workers’
compensation claims by cause of

Front-mounted riders showed
: a nice bump in sales
from motor-vehicle crashes. in '05; sales of mid

These injuries averaged more mounts dropped.
than $32,900 per workers'

compensation claim filed in 2002 and 2003.

injury are for those resulting

SOURCE: OUTDOOR POWER EQUIPMENT INSTITUTE MONTHLY SHIPMENTS

SOURCE: NATIONAL COUNCIL ON COMPENSATION INSURANCE RESEARCH PROGRAM. VISIT WWW.OPEI.COM
1
CURRENT H-2B CAP COUNT

H-2B CAP UPDATE H-2B 1st Half H-2B 2nd Half H-28

(FY 06) (FY 06) FY 06 |
At last count (Jan. 25, 2006), the
U.S. Citizenship and Immigration Cap 33,000 33,000 66,000 J\
Services was in the process of Beneficiaries Approved = 5,633 54,079 |
approving H-2B visas for about Beneficiaries Pending - 10,861 13,191
16,000 seasonal workers for the TOTAL Cap Reached 16,494 67,270
second half of 2006. The cap is set
at 33,000 for this time period. Date of last Count 12/15/2005 1/125/2006 1/25/2006

SOURCE: U.S. CITIZENSHIP AND IMMIGRATION SERVICES, IMMIGRATION SERVICES AND BENEFITS PROGRAM. VISIT HTTP//USCIS.GOV/GRAPHICS/SERVICES/TEMPBENEFITS/CAPHTM

woRLBWIDE"
BUBINELS

\
!
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How does the

stack Up?

"- L2 g :’1

We think nicely...

- Desler.. *
e » ) o A . Your Grandkids
% "G will thank you!

nvir npnnnen
LVINIE OUITUT T LI
The World's Fastest Lawn Mower

An American Tradition

To find out how to cut more acres of grass per hour
using a Dixie Chopper, and to view all models up to 50HP, Visit:

www.dixiechopper.com

For 25 Years Dixie Chopper has been building the most productive machines in the industry.
Experience the difference today at your nearest Dixie Chopper dealer.
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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™

www.JohnDeere.com/636

Circle 103
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) Double Wave® Rose
“.Spreading Petunia ¢
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Wave® Lavender Spreading Petunia O Easy Wave® Rosy Dawn Double Wave® Blue Velvet
Spreading Petunia O Spreading Petunia O

Wave® Purple Wave® Blue Spreading Tidal Wave® Silver Spreading Petunia O
Spreading Petunia O Petunia O

Wave®, Easy Wave®, Tidal Wave® and Double Wave®:
Best-selling, best-performing Spreading Petunia series for
fast fill-in and long-lasting color. Look to low-maintenance,
weather-tolerant Ride The Wave® varieties when you need
big, bold results. Find a supplier at BallLandscape.com.

< anf i
& i ! :
— EasyWave®y Lo m e e 448
.. ‘Spreading *Pomrﬂl‘o"“ \ Tidal Wave® Hot Pink Spreading Petunia ¢
o D N i A 2 & Purple Majesty Ornamental Millet ¢« o
SARL, G ST )

RIDE THE

-BallLandscape.com

Al} WAVE riaries are registered trademarks of. and WAVE, TIDAL WAVE
and DOUBLE WAVE; @re bred by Kirin Brewing Co. - Ltd
2005 Bali Horticultural Company Printed in USA BHCD5211
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2 Perspective
Understand your
customers’ demographics
BY SUSAN PORTER

__Business
4 Smart Marketing

Get data smart: A good database
is a must for green professionals
BY JUDITH M. GUIDO

6 Selling Strategies
Never close a sale: If you'd like
your profits to grow, stop trying
to “close” sales
BY JIM PALUCH

7  It's Good to be King
Increase profitability by
separating yourself from
the competition
BY JEFF SCOTT

__Build

18 Installing Difficult
Retaining Walls
Use these walls for the right
reasons, and you'll avoid failure
BY GARY AND CYNTHIA KINMAN

24 How To: Install Pavers
A step-by-step guide to installing
clay or concrete pavers properly

3

Resources

27 Smart Products
Irrigation accessories,
ground prep
equipment, lifting/

16 Speaking of Color
When it comes to color,
it's better to show
than tell customers

about it moving equipment
BY HEATHER
PITTINGER
22 Project Portfolio #17 ) Jikoh, sronem
Tennessee waterscape 29 Advertiser & Editorial Indices

designed by Michael Hatcher ]
& Associates, Memphis 30 Best Practices #17
Hire an "A" player

BY KEVIN KEHOE

Coming this month!
» Landscape Design/Build Solutions E-Newsletter
Sign up today to receive each monthly

issue of this new publication by going to:

www.landscapedesign-build.com/subscribe_solutions
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Perspective

Understand your
customers’ demographics

s a Baby Boomer, I've

watched succeeding
generations with some
confusion, until last
week. The preferences
younger homeowners show for high-
impact homes and surroundings, brand
name style and “do-it-for-me” services
seems sometimes foreign to me. I like
nice things too, but am a little slower
to open my purse. Those folks will
spend freely, and quickly.

These trends made more sense after
I attended an eye-opening seminar pre-
senting customer demographics, held as
part of the American Nursery & Land-
scape Association’s annual Management
Clinic. The presenters, Kip Creel and
Ian Baldwin, debuted some new re-
search on how younger homeowners
look at services, spending, landscapes
and home improvement services.

The ‘now’ generation

Creel and Baldwin contend that the
younger generation of homeowners is
looking for a lot more than do-it-your-
self solutions at big box or small garden
centers. They want style and they’ll pay
for it. This trend, which Creel and
Baldwin have documented, means more
money will flow into landscape services
in the future. Add those dollars

to the continuing growth
of professional landscape
services, and you'll see an
industry with ever more
opportunities to prosper.
This trend also offers a
huge opportunity to
garden centers who
-an adapt to it.

Evolve now
Creel and Bald-
win’s message to
an audience of
many garden

2 Landscape Design/Build / March 2006

center owners was “change or else.”
Their research says younger homeown-
ers will spend serious money on land-
scape consulting, design, construction,
installadon and maintenance services.
When garden centers start focusing on
this package, they’ll benefit widely.

Pay attention, landscape contrac-
tors. As more garden centers get this
message, they’ll offer stiff competi-
tion. They’ve spent years building an
image of knowledge and good advice
on plants, installation and care. You'll
have to compete on other elements
within your areas of expertise: expert
design, smooth project management
skills, construction and installation ex-
pertise, and other advantages you
bring to your market.

Everyone seems to have a different
dollar amount in mind when they talk
about the “high-end” client they want
to reach. This get-it-done generation
of homeowners adds a new dimension
to “high-end,” and can offer long-
term good business for you.

New E-Newsletter Coming!
Watch for Landscape Design/Build
Solutions in March, a new monthly
e-newsletter full of projects, business
ideas, design innovations and more.
We're featuring projects of the
month, new columns and more of
the type of information you tell us
you need. Sign up to receive
Landscape Design/Build Solutions
today at www.landscapedesign-
build.com/subscribe_solutions.

Susan Porter /Associate
Publisher/Executive Editor
sporter@questex.com

dsca
S
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Get data sma

A good database is a must
for green professionals

By Judith M. Guido /Columnist

database can increase your

free ime, help you under-
stand sales trends, enable
better customer communi-
cations and increase sales.
[t's more than a glorified mailing list. A

database is a targeted list of sales leads wait-

ing to happen. It is a collection of records
on customers, prospects and defectors that
can and should include:

® Name, address, e-mail and phone numbers

® How and when the prospect contacted you

m Sales potential

® Past purchase activity

® Demographics, psychographics, buying characteristics
(i.e. hobbies, profession, buying preferences)

® Past marketing material they've responded to or have
been sent

® Current supplier (if a prospect or defector)

® Specific customer needs

® Notes on property

® Criteria they use to select a design-build contractor.

You get out what you put in

The great part about a database is that the more questions
you ask of your customers and prospects, the more you can
build your database. There is a direct correlation between

BUSINESS

Use your data

Here are a few great applications for a database:

1. Send out routine mailings (direct or e-mails) to qualified
candidates every two to three months. Your database will tell
you who to mail and what to send to them.

2. Send thank you gifts and promotional offers to your best
customers.

3. Determine when customers are due to order a specific prod-
uct or service and call them in advance. This reduces your sales
costs and minimizes your chances of losing to the competition.

4. Run a special campaign directed only at prospects who
are customers of your competition.

5. Contact customers whose sales have been declining and
find out why.

what you put into your database and what you get out of it.
The more you put into it, the greater the competitive ad-
vantage and the greater the sales revenue you’ll reap.

Once you build a database, you can segment it and target
specific customers who are more likely to buy a certain product
or service over another. For example, if you want to host a
seminar on waterscaping, nightscaping or hardscaping, you
can decide which of the characteristics in your database will
make someone an ideal candidate, then pull those names.
With a mailing list, you might mail out information to every-
one (wasting time and money). With a database, you can mail
out (or send electronically) fewer pieces to targeted customers.

Building a database today is inexpensive and easier than
ever before to use, so there’s no excuse not to have one. If
you see your competition driving home early, it probably
means they are already using a good database. m

Judy Guido is principal of Guido & Associates, a company that has
been helping green companies grow their people and profits for
over 20 years. She can be reached at 818/800-0135 or
jmguido@sbcglobal.net
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Never close a sale

If you'd like your profits to grow, stop trying to close sales

By Jim Paluch /Columnist

otice I didn’t say “stop selling.” What I'm
suggesting is shifting the focus from closing a
sale to validating a relationship. Nobody
wants to be “closed.” In fact, this language

makes it sound like we’re manipulating others
to get what we want, and right from the moment of the
“close,” we've invented an adversarial relationship.

That's not what professional sales people do. The pros
focus on building mutually supportive relationships. Instead
of closing the sale, good sales people
enter into long-term relationships. People
want to buy from others they trust and
respect. Why not be that person?

Eddie Padilla, sales representative at
Heads Up Landscape Contractors in Al-
buquerque, NM, sets lofty goals and
then works hard to build long-term rela-

Premium Quality
Fountains and Aerators

* Exclusive 5-Year Motor Warranty
* Oil Free Motor
* Made in USA

SCOTT AERATOR CO.
T ke Water Movers

1-800-WATER-45

www.scottaerator.com
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tionships. “Setting and tracking my goals helps me pro-
duce for the company,” he says. “But the biggest pay off is
in my repeat business. Clients keep coming back because
they trust me. They know I may not always be the cheap-
est, but they know they don’t have to worry when I'm
working for them. Because I meet my personal sales goals,
my clients can meet their goals as well. We help each
other, and that’s what building relationships is all about.”

What is a success?

Like Eddie, do everything you can to hit your monthly sales
goals. You have control over setting those goals. It doesn't
matter if you focus on achieving a certain number of re-
newals or signed agreements or increased billings. Choose
something and then come up with a plan to get there.

Next, separate yourself from your competition. You
don’t want to be a basic commodity. People want to do
business with you because you have a unique identity that
will help them in their pursuits.

Make sure you understand your clients’ anticipated expe-
riences. What does your potential client want from working
with you? Articulate the vision back to potential clients by
showing how working with you will exceed their anticipated
experience. If you've succeeded in this regard, then there’s
only one thing left to do: Validate the relationship.

Ask your prospective clients if you've done everything
possible to help them move forward. Most people never
validate the relationship because they don't ask. If both you
and your prospect have agreed that you could benefit each
other, then ask him or her to sign the agreement to enter
into a business relationship.

For the past seven years, we've held Sales Jams where
we’ve taught these relationship-building concepts. People
who use these ideas report increased sales success. Eddie is
one of those people who blew past his sales goal for 2005. By
setting and tracking sales goals, successtul salespeople are
aware of the things that propel them to greater victories.
They look at clients as fellow humans who will benefit from
a relatonship, not as prospects waiting to be “closed.”

To ensure your sales success, quit trying to do some-
thing to people. Instead, do something for people. Be a
professional, build relationships and watch your career
take off. m

Jim Paluch and the JP Horizons Team have helped individuals and
companies across the country grow their sales success. To find out
more about their Sales Jams call 1-877-JPH-JAMS, e-mail
beth@jphorizons.com or visit www.jphorizons.com.
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iIt's Good

Increase profitability
by separating yourself
from the competition

By Jeff Scott / Contributor

tis often said the best mar-
gins are made by one of two
opposing business strategies:
either become the low-cost
producer (like Wal-Mart) or
the highly differentiated company
(like Starbucks). We are going to ex-
plore the latter: How can a small
company gain a big advantage and
higher margins by differentiating
themselves from their competitors?
On the playground, children play
King of the Mountain by scrambling
over one another. The ones who
arrive on the top of the heap
rarely get there by luck — they
use a unique strategy, playing on
their strengths, to separate from
the pack and win. The game
translates well into business:

N

INCREASE

PROFITS,
PART 1 of 2

When you create a market niche that no one else
owns, one that is special and desirable in the client’s
mind, you can charge higher margins and fend off
low-ball competition.

Mountain climbing

[ learned how to play the business game at my fam-
ily's firm, Glen Gate Pool & Property. We identi-
fied and conquered a niche in the marketplace that

no one else had, and by doing so we became king of

a very specific mountain. This has given us a great
competitive advantage and above-average margins.
Glen Gate started off more than 30 years ago asa
gunite swimming pool company and has evolved to
where landscape-based sales make up 50% of sales.

In our analysis a few years ago, we realized we

were only No. 4 in the swimming pool market in

our service area, and No. 5 in the landscape market.

We were one of 15 players in the landscape archi-
tecture business, and one of 20 players in the main-
tenance market. We also service hundreds of swim-
ming pools, but we are barely in the Top 10. We
could not compete head-on in any of these mar-
kets, let alone in all of these markets.

So we decided to stop.

We stopped advertising these products sepa-
rately. We stopped calling ourselves a pool com-
pany or landscape company. We carved a brand
new mountain for ourselves — the Pool & Prop-
erty mountain, where we design, build and main-
tain pools and properties for residential home-
owners. On this mountain, we have the highest
market share, and we have become known as the
best and perhaps the only company to offer this
type of one-stop-shop service.

Continued on page §

CHOOSING a
niche, such
as water fea-
tures or hard-
scapes, can
focus your
company on
success.

www.landscapedesign-build.com / March 2006 / Landscape Design/Build 7
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Continued from page 7

Plan for success

To be “King of the Mountain,” you
must satisfy three criteria as best you
can:

1. You must have a unique selling
point (USP).

2. Your firm must have the highest
market share in that niche.

3. You must fill an unidentified need
in the marketplace.

In this article we will explore USPs;
in the next issue we will look at market
share and need.

When you define your USP, avoid
the terms “service” and “quality.”
Every company claims these as its
strengths, so by definition, they are
not unique. Creating a USP is hard
work and takes time, introspection and
discussion. Consider the following:

Make it relevant. Can you simply be

. T, e

IF YOU ARE a "David” up against "Goliaths” in your market, focus on the
select services and relationships only you can offer your clients.

known as the company with the bright
green shirts? Or the company that im-
ports banana trees? Or the company
that drives red Volkswagen Beetles?
Your USP must be desirable for the
consumer, who probably doesn't care
what car you drive or shirt you wear.
First to the top wins. If you can be
the first company to re:
tain’s peak, then you have the best
chance to defend attacks from all flanks
— and the best chance to become
known for miles around as the king of

that specific mountain. When other
companies copy you after you have en-
trenched yourself, they will claim they
do what you do but better, L‘hCJ[)Cl'. etc.
If this happens, everyone will know
you are the original and (hopefully) the
best. Take Toyota, for example. It is
clearly staking a claim for itself in the
emerging hybrid car and truck market.
Its first-mover status should give an ad-
vantage over the also-rans.

There is one caveat to this, how-
ever, and that is when a competitor is

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 blow or wash away
« Made from recycled rubber that will not rot, mildew or decompose
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For more information

and a free sample call:

(888) 871-3473

% Helping you buiid a better way.”

@oundScape

www.groundscape.com
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much bigger than you. Think of
Microsoft vs. all the other computer
software providers in the industry as
an example. When you are a “David,”
your best chance to succeed is to
tighten your niche even further and
add services and relationships that
“Goliath” can’t copy.

Personality perks. If you are a very
small firm, there is one source from
which you can always create a unique
niche that no one can copy: your own
personality. What makes you lovable,
memorable, attractive or interesting?
These traits alone will likely not create
a new mountain, but they can be used
to differentiate your business. Even
larger companies can capitalize on the
charms of their leaders. Take, for ex-
ample, the marketing success the fast-
food chain Wendy’s enjoyed under the
leadership and persona of its late
founder, Dave Thomas.

CULTIVATE a list of strengths to help
find your unigue selling point (USP).

What's in a name? Does your com-
pany’s name have to state your niche?
Not necessarily. “Glen Gate” does not
say what we do. It’s our tag line, “Pool
& Property,” that states which moun-
tain we are king of. You can always
change your tag line with a new strat-
egy; but think it over carefully before
considering changing your name.

Take action
After considering the above factors,
identify a list of products, services skills,
assets and other strengths that make
you unique in the marketplace. What
strengths have made you successful so
far? What strengths have supported
you the longest? What things do you
do that your competitors don’t?
Then, identify the strengths and
USPs of your main competitors,
everyone who has more market share

than you and those competitors you

believe to be making the best margins.

In the next issue, we will explore how
these two lists can catapult you to the
top of the mountain. m

Jeff Scott is co-owner and president of client
relations for Glen Gate Pool & Property,
Wilton, CT. He has his MBA and regularly
speaks on “The Six Marketing Secrets You
Won't Learn in Business School.” Contact
him at JeffS@glengatecompany.com.

If You Are a Design/Build Contractor,
Our Training Will Change Your Life!

B R s
614-764-8733
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Effective communication keeps customers happy — and loyal

By Brian Albright / Contributor

avid Thorn knows the value of keep-
ing in touch with customers.
Thorn’s company, Chagrin Falls,
OH-based DTR Associates, makes
an extra effort to keep the firm’s

name fresh in the minds of its residential clients R

using a combination of reminder mailings and good DAVID THQRN M. NICHOLAS

publicity. But when Thorn went looking for a new DTR Associates LAWRENCE
Watters & Associates

facility to house his $1.7-million landscape design
firm, he stumbled upon an

even more innovative

marketing op-

portunity — a winery in nearby Aurora that could
serve as a showcase for the firm’s designs, as well as
provide new business opportunities.

“Our design offices will be there, with
the production facility in the back,”
Thorn says. “This will be a backdrop for
our main business. We can get people to
come to the winery and see landscapes
they wouldn’t otherwise see. It will be like
a home and flower show year-round.”

When ThornCreek Winery & Gar-
dens opens next year, Thorn plans to host
a grand opening party for customers. In
addition to selling wine, the company will
also rent the facility out for wedding re-
ceptions and other events, giving even
more exposure to DTR’ design work.

Not every firm can lure more cus-
tomer business with fine vintages, but

P e ob P e T ' other companies are finding new ways to
"d’p‘ G\.\’““w" e busmess io hete ehisting ekt with ssnic N
" d\ - mine business from their existing clients with a mix

5 A of company newsletters, direct mail pieces, e-mail
o POSTCARDS, like these from campaigns and user-friendly websites. In the
Watters & Assocyates, are one way process, they’re building better relationships with
to add to your client pool. g ¢ g Y
their customers and providing better service.
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Keeping customers in the loop
While DTR doesn't yet have its own
client newsletter, other companies
leverage this tried-and-true marketing
tool to remind their clientele about
seasonal maintenance, and provide
updates on new services. Rome, GA-
based Watters & Associates Land-
scape mails a quarterly newsletter to
its 500-plus customers. The glossy,
folded newsletter includes profiles of
recent projects, maintenance schedule
reminders, and even staff wedding and
baby announcements.

Watters is a $3.5-million firm with
60 employees that services northern
Georgia. The client mix is about 70%
residential (largely design-build) and
30% commercial. “We target the
newsletter mainly toward our mainte-
nance clients,” says M. Nicholas
Lawrence, vice president of the de-
sign team at Watters. “Sometimes
there may be another phase of work
we can get out of them.”

Borst Landscape & Design in Al-
lendale, NJ, recently changed its cus-
tomer newsletter from a monthly to a
quarterly publication. “We can stay in
front of people that we may not do
monthly or weekly services for,” says
founder and President Mark Borst.
“We want them to see our name
every three months.”

The $5.5-million firm employs 70

Continued on page 12
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Continued from page 11
people during peak season. Borst uses an outside
company, Focal Point Communications (www.grow-
pro.com), to put the newsletter together. The
newsletter, which is also available on Borst’s web-
site, reaches 1,500 clients and costs the company
about $6,000 per year.

Wauconda, IL-based ILT Vignocchi sends its
newsletter to 500 existing
clients and 400 prospects
the company culls from
the Haines Directory. Vig-
nocchi produces the front-
and-back printed newslet-

By kg

ter in-house. “People just

want to be communicated

-
e

to,” says President Donna

Vignocchi. “I don't think

you need to spend a for-

* Comet

.
g darapary ed
ol g

ot

tune on a newsletter. Peo-

€ ot k. This will by
-

ple get a lot of newsletters,
and often they just go in
the trash. You have to dif-

ferentiate yourself.”
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NEWSLETTERS, like
these from Borst
Landscape & Design,
are a great way to
keep your name in
front of your clients,
and show your exper-
tise to potential
clients.

e e e

Watters recently sent out
a series of color postcards to customers as part of a
new campaign. The company sent out 500 cards in
three waves, a month apart, with different cards fo-
cusing on its install, maintenance and irrigation
services.

Watters used an address directory available on
the Rome, GA, website to target homes that were
nearby current clients.

Direct mailis = good way to let clients know when
they are due for seasonal maintenance services.

“It’s been pretty effective so far,” Lawrence says.

“We'’ve gotten some good leads. We ask everyone
where they hear about us, and keep a running tally
of what’s working.”

DTR takes a direct approach by using printed
door hangers. While work is being done, the com-

pany provides pre-printed door hangers to clients
that they can use to communicate with the foreman
when they’re not home. Later, if crews are working
in a nearby neighborhood, D'TR staff put door
hangers on past client’s doors with treatment or
maintenance notes on them. “We want them to
know that we still value them as customers,” Thorn
says. “And it puts our name in front of them.”

ILT Vignocchi presents its customers with a de-
tailed budgeting tool at the beginning of a con-
tract, which allows them to prioritize services
based on their budget. Later in the year, Vignocchi
re-issues those proposals with suggestions for addi-
tional services. Often, these are tailored for un-
usual weather conditions, such as the drought that
Chicago experienced this year. “Because of the
drought, we got around 75% of those proposals
back, signed,” Vignocchi says. The company also
conducts a customer satisfaction survey twice per
year, which gets a 35% response rate.

Continued on page 14
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Continued from page 12
YOUR WEBSITE should be an important
part of your marketing efforts. A well-de- The electronic frontier
signed site can be used to collect client and The Internet has provided even more client com-
prospect contact information, and are often munication options. Many firms communicate with
a prospective client’s first impression of

clients before, during and after a project using e-
your company.

mail and text pagers, and several are experimenting
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with e-mail marketing campaigns.
“E-mail is working wonderfully,”
says Lawrence at Watters & Associ-
ates. “Most clients love to communi-
cate by e-mail, because they can an-
SWEr our questions Or access us
whenever it’s convenient for them.”
The company asks each prospective
client for their e-mail address and pre-
ferred method of communication, and
more and more customers are agree-
ing to provide e-mail information.
Using e-mail as a client marketing
tool still has its pitfalls, though. Many
customers are reluctant to provide e-
mail information because of concerns
about spam. When ILT Vignocchi
asked its customers whether they
wanted to receive the company
newsletter via e-mail, more than three
quarters of them said no. “I think
some people miss paper,” Vignocchi
says. “You have to find something else
besides technology to make an impres-
sion. E-mail is not going to do it.”

Good publicity
Not every interaction has to involve a
sales pitch, of course. There are plenty
of ways to get your firm noticed, gener-
ate publicity, and even perform good
works at the same time. At Watters &
Associates, many of the company’s em-
ployees are involved in community or-
ganizations. Lawrence himself works
with the local historical museum, Ro-
tary, and Habitat for Humanity chapter.
Thorn tries to keep DTR’s name in
the news by participating in the Na-
tional Home & Garden Show, and en-
tering client sites in national and local
competitions. “It’s a great ego boost
for our customers for them to know
their project is a first-place winner in
Ohio or nationally,” Thorn says.
Measuring the success of a client
marketing campaign is difficult, and
often relies on asking customers how
they heard about the company or a
new service. According to Borst,
though, this type of client marketing
does help generate business, and more

The company aSks each prospective cleint for their
e-mail address and preferred method of communication.

importantly, provides another oppor- they feel at ease with us,” Borst says.
tunity to help customers keep their “About 80% of our business is

landscapes looking good. “The better  through referrals, and service is really
the service that we provide, the more  a key element of that.” m

Are you looking for a _
great divider or the ultimate restraint?

Paver Restraints

Landscape Edgings

Water Garden Edg.ings

No-Hassle
Guarantee
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DESIGN

Speaking of

Color

By Heather Pittinger / Contributor

n this business, there’s really no

such thing as “too much” color

in a landscape — although the

array of choices available today

can be daunting during the de-
sign process. Jessie Atchison, industry
communications manager for west
Chicago-based Ball Horticultural Co.,
notes there has been a trend in recent
years toward dark, bold colors, like
deep red or purple, as well as vivid
hues such as yellow, orange and fuch-
sia. While pastels are still popular, she
says, the deeper, more regal shades
seem to give a sense of fun or luxury.

“Also, more annuals are being in-

troduced that are grown for their fo-
liage, not their flowers — so colors
like silver, burgundy, rose and black
can be brought into the design with-
out relying on the plants being in

bloom,” Atchison adds.
Barb Terrell, Ball’s land-
scape program manager,
points out that there
are more mixes of
impatiens, pansies,
petunias and other
annuals available
today that offer a
uniform flower-
ing time and size
across all colors.
“You can pro-
vide a multd-color
look without worry-
ing about certain col-
ors flowering later than
others, or some plants
being shorter or taller than
others,” she says.
Container plantings continue to
be popular for adding splashes of
color to entryways and other spaces

Berkshire
arthwings

A

Drive anchor  Pull to lock in place

Call (413) 229-7919 or visit www.BerkshireEarthwings.com
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The Most Economical
Tree Staking System Available!

Attach to tree

COLOR choices
can be daunting
to clients if they're
not presented well.
Tomake the decisions easier, show
samples of color usage from past
projects, websites or magazines.

Make sure you have a reliable

supply of the latest colorful flowers

and plants so that you can provide

the latest and greatest varieties to |
your cients.

Also available as

at w ground

Rootball Anchor
System!



http://www.BerkshireEarthwings.com

where large beds aren’t practical.
Archison notes that they’re also good
for customers wanting to experiment
with color because they are easy to
move, change or switch out: “Annuals
are ready-made for these situations,”
she says.

Shades of marketing

Changing out plants throughout the sea-
sons, offering an array of color palettes
in the process, is a great way to not only
stay in contact with customers but estab-
lish repeat business, says Terrell.

“If you've already had a successful
mixed or mono planting and can show
that to your customer, it’s easy to
demonstrate how you can change the
look to fit their needs by using differ-

the color theme and realize what all is
available to them in their area.

It's important to be able to deliver
on the look, however. Terrell advises
establishing a relationship with a good
wholesale grower so you can preorder
and guarantee the availability of the
best varieties for your area’s climate.

“It’s so much easier to recommend
colors or plant varieties to your cus-
tomers if you have an established sup-
ply,” she says. “That way, you know
you can follow through on your re-
commendations, and your customers
will appreciate that they’ll know ex-
actly what they're getting.” m

its so much easier
to recommend colors or plant

varieties to your customers if

you have an established
supply.

ent colors,” she explains. “If
you've had success with impa-
tiens, for example, theres a
huge range of colors, flower
forms, plant habits and even
foliage colors within impatiens
that you can use to change the
look. You can also use photos

from websites or other sources to
demonstrate good use of color to
your customer.”

In addition to using outside art
sources, Atchison recommends taking
photos of your accounts and building a
portfolio to give both new and existing
customers ideas of what’s possible on
their property. Organizing the photos
with similar color families can help a
customer who likes the color yellow,
for example, see several variations on

TRENCH
WARFARE

A full battalion to combat clay,
rocks, roots and other enemies

AL

Corona has the most complete line of
trenching shovels, so you'll always have

the right tool for the job

* TWO HEAD STYLES -
pointed for digging or rounded with deep,
one-inch sides to handle clean-out.

* TWO HEAD ANGLES -
28° — ideal for digging or
35° — ideal for cleaning.

* FIVE DIFFERENT WIDTHS -
in 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

Coronn

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
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INSTALLING DIFFICULT

FRertous

By Gary and Cynthia Kinman / Columnists

f retaining walls are not difficult to install,
then you’re probably not retaining any-
thing. Today’s landscape design-build con-
tractors install retaining walls for two rea-
sons: for structural reasons to retain slopes
and modify the site, or for aesthetic reasons.

Adding structure

Gravity is why we need retaining walls. Typical
gravity structures, such as rocks, walls or crib walls,
rely on their own weight to counter slope move-
ment. Cantilevered structures are anchored to sta-
ble soils that underlie slide material. Other types of
retaining structures include tie-back walls and rein-
forced earth embankments. Retaining structures
can be placed at the base, middle or near the top of
a slope, depending on the nature of the potential
landslide and the type of wall.

If you really need a retaining wall, then the site
itself will be difficult to work on. Steep grades or
drop-offs make site access hazardous, and may re-
quire a temporary plateau to be built up with soils
so equipment can get to the area and maneuver.
Don't underestimate how lack of site preparation
will exponentially impact your profits and quality
of the work your installation crew can do. Make
the work area easy and safe to work in.

Good engineering is critical

Skilled installation and proper design is paramount.

Retaining wall structures can be expensive, not
from the materials and labor for installation, but
because of the preparation and planning. Most
landscape contractors cost out a job based on what
their industry supplier suggests materials cost, plus
labor. Some suppliers will even help you calculate
how much of their product you will need for the

THIS SITE had a severe slope that didn’t allow

for construction accessibility. A temporary road was
built so cranes, dozers and concrete trucks could
get in. This was the slope previous to the

temporary road being built.

wall based on what your dimensions are. Your sup-
plier will not be held liable for the construction war-
ranty, however. Many suppliers can become a fair-
weather friend the minute a project goes sour and
their product was used on the installaton.

Good engineers and competent landscape ar-
chitects can be your best allies. Their fees may be
the best investment when designing retaining
walls. They are a reliable source for making good
decisions and recommending what materials to
use, because they are not making a commission on
a product sale. Their fee the first couple of times
may seem like unnecessary expenses to a project,
but what you will learn from their expertise you
will carry with you on every wall you build after
that. Remember, failures of retaining walls are rel-
atively common and repairs can be far more expen-
sive than the original work.

Dealing with drainage

Problems can occur when water builds up behind im-

properly drained structures, putting excessive loads

on the wall or weakening it. Drainage systems are rel-

atively simple. The goal is to prevent the build-up of

water accumulating behind the wall. Areas where
Continued on page 21

18 Landscape Design/Build / March 2006 / www.landscapedesign-build.com



Continued from page 18
freeze/thaw occurs can be catastrophic if
water freezes and expands between the
structure and a frozen hill of soil. Some-
thing has to give, and it will be the wall.
There are many standard drainage
systems that can be found in manuals,
books and online. You don’t have to
reinvent drainage systems. They are
already designed — and sometimes
prepackaged for the specific job you

are doing.

Enhancing the site

Designing enhancement walls can be
just as important as the structural needs
of retaining walls, but for different rea-
sons. Enhancement walls can offer ben-
efits to the site or user just as much as
structural retaining walls can secure the
site’s use.

Designing walls to extend the archi-
tecture; control pedestrian and vehicu-
lar movement; create outdoor rooms;
or screen views can make the design
succeed. The design of the walls’
heights, depth and materials should be
driven by form and function. The ma-
terials will be dictated by the existing
architectural qualities of the dominant
structure. You will want to relate them
somehow.

Use your expertise to consider the
owner’ suggestions and draw inspiration
from it, but don't be afraid to enlighten
them to what would be more appropri-
ate. When you educate them to their op-
tions, based on classical design principles
and prevalent architectural elements,
they will quickly see what is correct. In
that same vein, don't be influenced by
suppliers offering you inventory clear-
ance or whatever is readily available from
the warehouse. Choosing the right mate-
rials may require a week or two delay, or
more money, but if it is truly the right
choice, don’t compromise.

In every project, you must be able
to ask yourself why you are making
the decisions about retaining walls. Is
it from a design enhancement or
structural decision? If you have ex-

plored your options, used the re-

sources readily available to you, held
to design principles and considered
structural needs, then installing walls
shouldn’t be difficult. =

Retaining Walls /BUILD

THIS RETAINING WALL had a high
level of difficulty because the back-
yard depth offered limited access.
The extreme slope, and the existing
mature white pine trees that the
client requested remain, required
the patio to be floated over the root
systems so as not to compact the
soil and eventually kill them.

Coming in
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ESIGN

Project Portfolio #17

LAKESIDE /ARBOR /RETAINING WALL / WATERSCAPE / NATURAL BEAUTY /IRRIGATION

_____The design

A waterscaped
respite overlooking a
lake for a Tennessee
residence.

The site before

Relatively undevel-
oped land between
the clients and their
neighbors, who had
some input on the
budget and design.

Project Requirements

® |ncorporate arbor on eastern
exposure.

® Include negative edge pool,
stone retaining walls, lighting
and irrigation.

® Waterscape must feature a
fish pond with waterfall and
winding creek to the lake.

Challenges and Limitations

® Working with two clients on
the same project with varying
tastes, desires and budgets.

= Tennessee Valley Electric
Association’s flood elevation of
423 ft., which encroaches on the
property and requires strict
guidelines on natural planting
and hardscapes.

® Drainage and grade change
issues (solved with underground
ADS N-12 pipe)

® Geology of the area created a
shallow soil zone, causing prob-
lems during drainage and pool
construction.
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LEFT The site, shown here before work on the
project commenced, lies on the clients’ property
line (the primary client’s residence is in the
background). Both clients requested a fish pond
with waterfall and winding creek to the lake.

BELOW LEFT The arbor and pool plastering,
under construction. Note the curved stone steps
that coincide with the arbor curve.

BELOW The neighbor’s sitting area by the fish
pond. The negative-edge pool waterfall, stone
wall, deciduous hollies and arbor are uplighted
for viewing by passing boaters.



ABOVE The finished project | g T o e » by 2 . .-

incorporates a negative-edge w ‘W aE g L B b & iject Pﬂﬂﬂpﬂ'S

waterfall, arbor, fish pond with @ . B e AN = Michael Hatcher & Associates,
waterfall (in background) and 8 N 2 ? T & Memphis

plantings to soften the natural g > ) : < I §
stone wall e v s AL pilerty XUV m Percent residential/commercial: 50/50

RIGHT The kitchen window T g ; R SR 4y aos

of the primary client offers a T e = 2005 revenue: $6.5 million
view of the terraced wall and . o : :

plantings. The stone path . .
gives access fromthe garage  [RE - <& i S . = Foreman for the project:
to the pool area. e : e - ' Shea Sullivan

= Designer for the project: Chris Reifers

® Lighting design created with the help
of SPJ Lighting Inc., South El Monte, CA.

= Project budget: $260,000

LEFT Standing between the two
residences, one can view the upper fish
pond, the waterfall and the bridge

to the lake.

This project was a Merit Award winner
in PLANET’s Environmental Improvement
Awards program. For more information
on this program, or other services of

the Professional Landcare Network,
please call 800/395-2522 or visit www.
landcarenetwork.org.
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lay and concrete pavers
will last many years if
installed properly. The
first step is to prepare a good
base. For more information

on preparing a base for a paver
walkway or patio, please visit
www.landscapedesign-build.
com/paverbase. The steps
below explain how to place the
pavers so they'll stay put.

This project was installed using PAVE
TECH Inc.'s Pave Edge restraints and
Probst tools and equipment. For more
information, visit www.pavetech.com
or call 800/728-3832.

The goal of each work day is
to complete the section of
pavement laid. This means that the
bond lines are straight, body
pavers are cut, the soldier course
laid, the edging is spiked in place,
the pavers are compacted and the
joints are filled with joint sand.
String lines are pulled across the
pavement in both directions

to make sure that all the bond lines
are straight. Make sure the bond
lines are straight before any pavers
are marked and cut.
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I-iOW TO Ins,tatll" Paver§

There are many tools that

make marking and cutting
pavers easier. If you don't have a
tool, such as PaverSCRIBE, you
will need to hold a soldier course
paver over the top of the body
pavers and mark the cut. Make
sure to mark an X on the part of
the paver that is to be removed.

Add a coarse, washed con-

crete bedding sand to the
prepared base. The best way to
screed sand is with 1-in. outside
diameter metal pipes. Place the
pipe on top of the compacted
base, then cover the base with
piles of sand to prevent the pipes
from moving and sand from get-
ting under them. Use a flat
shovel to scrape the sand off the
top of the pipes to obtain a visual
idea of how much sand will be
needed between the pipes for
screeding. Fill the area between
the pipes and pull the screed
board across the top of the pipes
to strike off the sand.

Use a tub style table saw with a

diamond blade. Many saws can cut
pavers wet or dry. Wet cutting eliminates
the dust, but make sure that the pavers are
rinsed well after cutting to prevent staining.
Follow the safety recommendations of the
saw you're using. After the body pavers
have been marked and cut, the soldier
course can be put in place.
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After reaching the end of the screed

pipe, slide the pipe across the top of
the base and repeat step 1 until reaching
the end of the base. After removing the
screed pipes, fill and level the voids left

from them. Try to only screed as much sand

:as can be covered that day: Rain or other

disturbances can disrupt bedding sand not

'covered by pavers, requiring it to be re-
screeded the following day.

Now that all the pavers have been
cut and installed, it is time to do the
first compaction on top of the pavers.
First place a little sand between the sol-
dier course pavers and the edging if
there are any gaps. For larger gaps, such
as by retaining wall block edges, fill the
void with a little base material. Place a
little sand between gapped soldier
course pavers to prevent them from
twisting during the initial compaction.

Start by laying a soldier

course, then follow with lay-
ing the body pavers. On this pro-
ject, the body pavers were laid
until they reached the approxi-
mate edge of pavement. When
laying pavements that are
curved, it is best to install the
paver edge restraint first.

When the pavers need to

be cut, setting the edge
restraint first will help create a
smooth curve. It also a good time
for the homeowner to approve
the design. PAVETECH's Pave
Edge Rigid and Flexible edging
was used on this project. For
straight edges on residential
applications, spike every 2 to 3 ft.
using 10-in. long by 3/8-in. diame-
ter steel landscape spikes. Don’t pound the spikes all the way down until the
curve is complete, in case there is a flat spot and adjustments need to be
made. Spike the edging directly into the base material, never on top of the
bedding sand. Before starting a curve, start straight for 2 to 3 ft., then curve.
Make sure to maintain a smooth curve as the edging is spiked in.

Finally, sweep off the entire pave-

ment and start compacting. The
first compaction of the pavement starts
the interlock process and ensures a
smooth surface. Any height deviations
from paver to paver will be removed
from the top of the pavement at this
time. If this project only had concrete
pavers, the 5,000-Ib. centrifugal force
compactor could be run directly on top
of the pavers. When using clay pavers,
attach a rubber mat to the bottom of the
plate compactor to minimize chipping
and cracking. Always start compacting
the pavers along the outside edging,
allowing the plate to hang over the edge
of the pavers. Then make circles around
the pavement, working toward the cen-
ter. Always overlap each pass by a third
of the plate width. Make three or four
passes around the entire pavement and
the first compaction is complete.

Continued on page 26
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10Fi|l the joints with a coarse, 1 With the layer of joint sand 1 Once the joints are full,
washed concrete sand. This spread, run the plate com- thoroughly sweep off the entire

sand takes more time to get into the pactor again in the same method pavement. Next, use a leaf blower

joints, but is also more difficult to wash as the first compaction. Continue to blow off any remaining sand and

out. Do not use silica sand or mason sweeping and compacting until the stabilizer from the surface. The joint

sand. Use a joint sand stabilizer to bind joints are full. Stop the compactor sand should be at the bottom of the |

the joint sand together. and spot check the pavement with chamfer (the rounded top edge of the |
a 2-in. putty knife. Push straight paver), not the top of the paver.

down with the knife — if the sand
pushes down, continue sweeping
and compacting.

g

Visit us online today for details!
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Smart Products

Irrigation Accessories

New actuator
DIG Corporation’s LEMA 1600HE sol-
enoid actuator is designed to be used
in conjunction with LEIT X and LEIT
4000 ambient power controllers. This
new solenoid supports up to 4,500-ft.
runs of 14 AWG wire. The watertight,
encapsulated solenoid can be in-
stalled on most manufacturer
valves using one of DIG's
conversion adaptors. It is
also available with DIG
inline valves .75-n.
through 2 in.
For more information, circle No. 200.

TOOLS TO HELP YOU GET THE JOB DONE

Waterproof controller

TheToro Company, Irrigation Division,
presents the DDC-WP a battery-pow-
ered, waterproof
Digital Dial Con-
troller designed to
operate one to
eight valves in
areas where hard-
wire connections
are impractical or during manual sys-
tem upgrades. The system’s digital in-
terface has dialbased programming
and minimizes the chance of mechani-

cal failure. Users advance the dial clock-

wise using the digital dial advancement
button to select a desired function and
then use the navigation/program but-
tons to carry out the chosen operation.
For more information, circle No. 199.

LA Y
Ground Prep Equipment
Bring the hammer down

The new Caterpillar H55Ds hydraulic
hammer features a higher blow rate
and 25% more power for superior pro-
duction from a 436-b. work tool. It is
sized for use with all Cat skid steer and
Continued on page 28

15 BEST! HOLDS STRONG THROUGH WINTER WHERE OTHERS FAIL!
SPECIFIED BY MORE ENGINEERS AND ARCHITECTS AROUND THE WORLD!

Paver Bond® Adhesive developed by popular demand for all the largest top
manufacturers of paver and retaining wall stones for its ease of application and lasting

durability in all types of weat

——

SUREBOND, INC. Phone: 847-

CIRCLE NO. 108
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Smart Products z:so

Continued from page 27

multi-terrain loaders, as well as the
302.5, 303.5 and 303 CR mini hydraulic
excavators. Recommended carrier
weight is 5,500 to 9,900 Ibs. The new
hammer is compatible with the Cater-
pillar pin grabber quick coupler system
For expanded versatility, the H55Ds
can be equipped with a chisel, moll,
spade or compacting plate.

For more information, circle No. 198.

High-performance vacuum

Little Wonder's new Self-Propelled
High Performance Vacuum (HPV) fea-
tures a hydrostatic drive to power over
any terrain with complete control. The
unit is powered by a 6.5-hp Briggs
Intek I/C engine, offers a forward vari-
able speed of up to 4.8 mph, powered
reverse and large tread rear wheels for
added traction. The hydrostatic
transaxle also features an automatic re-

28
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BEAR ‘0 CAT

A Breed Above the Best!

The broadest selection of chippers
and chipper/shredders in the industry.

© Chippers

© Chipper/Shredders
© Vacuums

© Stump Grinder

© Wheeled Trimmer
© Mowers

Also on our website: '
Owner's Manuals
Parts Manuals
Troubleshooting
Dealer Locator
Warranty Registration
Product Specs
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turn-to-neutral feature when the control
mechanism Is released to ensure user
safety. The unit is designed to handle
the collection of rocks, bottles, cans,
glass, paper, leaves, wet debris and
fine material quickly and completely
For more information, circle No. 197.

Rake with power

The Toro power box rake attachment,
for use with Dingo compact utility
loaders, transforms rough terrain into a
prepared seedbed. Features include
triple-sealed, shielded roller bearings
that stand up to the harshest soil con-
ditions. Carbide proprietary teeth are
designed for long life and ensure a
good seedbed sub-base fracture pat-

coundSc pe

Premiun er

For more information
and a free sample call:

(888) 871-3473

CIRCLE NO. 114

tern, promoting moisture retention and
release. A low-profile frame design of-

fers good visibility of all working parts

With a 4-ft. width, the power box rake

can efficiently manage small, confined
space jobs or much larger jobs

For more information, circle No. 196.

Compact productivity

Work more productively in soft ground
conditions with Bobcat's T140 com-
pact track loader. The new radius ift
path loader is 56 in. wide and 124 in
long with bucket, and has a 1,400-b
rated operating capacity. A solid-
mounted track undercarriage provides
consistent traction Tor extra pushing
power and smoother leveling, making
it suited to finish grading. Its turf-
friendly lug track distributes the operatt
ing weight of the 6,424-Ib. loader over
a larger area, resulting in 5 psi of
ground pressure

For more information, circle No. 135.

Lifting/Moving Equipment

Wheelbarrow is Uber
Haulz-All introduces the
Uber Mover 200BB
2-wheeled power brick
and block carrier. It fea-
tures a 24-in. width that
can handle a payload ca-
pacity of up to 650 Ibs.
on hard, level surfaces,
an oak deck and dash and
thick handles and legs. It runs

on twin 12-volt rechargeable batteries;
requiring no gas or oil and emitting na
fumes or noise. It can run up to six
hours continuously, with a recharge
time of between four and six hours
and a maximum speed of 3 mph.

For more information, circle No. 194.
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Kevin Kehoe

Kehoe & Co.

31602 Sea Shadows

Laguna Niguel, CA 92677
Phone: (949) 715-3804

Fax: (949) 715-3928

Email: kkehoe@earthlink.net
Web: www.kehoe.biz
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After every paver is perfectly placed, depend on

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

Creating Market Leaders! [SSR"2

We'll reduce your costs, time & headaches -

GUIDO

While Increasing your efficiencies and profits! E———
& ASSOCIATES

Growing People and Profits

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

* Strategic Planning * Mengers & Acquisitions
* Sales & Marketing Programs e Web Development & Technology
* Operational Best Practices & Systems * Product Launches

* Research * Brandin,

* Training * Public R

dtiatives MANUFACTURERS OF PROFESSIONAL EDGING PRODUCTS

ICPI% 1-800-EDGEPRO . Dw

(1-800-334-3776)

Bringing years of experience, skills and a proven track record.

(818) 800-0135 jmguido@sbcglobal.net W 600H0.00MM 7o O CieACOM.o0m
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Hire an ‘A’ player

By Kevin Kehoe / Contributor

t some point, every
growing company will
need to hire the right
project manager. After

years of selling, design-
ing and overseeing installations, the
owner-manager gets stuck. The owner
can’t grow the company any larger
because he or she doesn’t have the
time to effectively do three jobs: sales,
design and project management. The
solution? Hire a manager to oversee
the installation, and allow the owner-
manager to focus on sales and design.
You could promote your best fore-
man into the position, giving him or

her a raise in pay. This might work
without costing you a lot of money.
Chances are, however, that this person
will not succeed in the job — he or she
is probably a “B” player, and this is
clearly an “A” player hire.

Don’t get me wrong. Companies
need “B” players. “B” players are great
employees. But “B” players are not
“A” players. An “A” player is a man-
ager. A “B” player is a doer. You pay
the “A” player to figure out what
needs to be done. You pay the “B”
players to get it done. The problem is
“A” players cost more money. In the
long run, however, “A” players should
save you more money than they cost.

As an example, let’s assume the “A”

At or around $900,000 in
annual revenues, you need
a project manager. And if
you hire the right one, you
can grow to $2 million
with the only other hire
(aside from crew leaders
and members) being a

design/draftsperson.
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player costs $20,000 more per year
than the “B” player. How much im-
pact would he or she need to make to
justify the additional $20,000? Let’s
assume that one of the impacts of the
“A” player is to reduce wasted labor
hours through better job planning and
management. In this example, the
$20,000 increase in overhead would
have to be exactly offset by a $20,000
decrease in labor. At an average wage
of $15, this equates to a reduction in
labor hours from 12,667 to 11,333.
The difference of 1,333 hours per year
can be reduced to a needed savings of
less than one hour per man, per day.

Do you think that an “A” player
project manager could find you one
hour per day, per man in labor sav-
ings? In my experience, they usually
deliver twice that amount in the first
year. Is it worth the money to get the
right person? It’s not only worth it, but
it’s a must for a company that wants to
grow. m

Kehoe is owner and manager of Kehoe &
Co., a business management consulting
firm based in Laguna Niguel, CA. He can be
reached via www.kehoe.biz, at
kkehoe@earthlink.net or 949/715-3804.
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WHEN MY CREWS AND
CUSTOMERS ARE HAPPY, I'M HAPPY.

‘VERSA-LOK is my crews’ first choice in retaining walls. Not only are they
easy to install, but they're easy to modify on site so that any design challenge
can be met without the need to order special pieces. Also, VERSA-LOK’s solid-
unit durability makes it less susceptible to damage before, during and after
construction. So when the phone rings, my customers are calling for new
work, not repairs. 1 eliminate headaches by including VERSA-LOK walls in
my bid packages—and it helps me build a better bottom line.’

For more information on how VERSA-LOK can help you be more profitable,
call (800) 770-4525 or visit www.versa-lok.com

VERSA-LOK"

Retaining Wall Systems
Solid Solutions:
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The compact 27D is comfortable in the most uncomfortable situations. Its zero-tail-swing design lets yo
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.
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R ’
- o U, e e——
»
-~

www.JohnDeere.com/636:
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