
Frani his< Warm-season 
or independent? SKID S T E E R S & LOADERS | 

MAY 2006 / www.landscapemanagement.net 

STRATEGIES 
TO SELL YOUR 

http://www.landscapemanagement.net


0%FINANCING LOWER 
+ 3 - Y E A R = OPERATING 

WARRANTY COSTS 
YOU DO THE MATH. 

With special zero-percent financing for 36 months and a three-year/4,000 hour powertrain warranty on purchases made 

through June 30, 2006, there's never been a better time to add a Case 400 Series Skid Steer to your fleet. Powerful and 

productive, the 400 Series features the exclusive Case Power Reach feature** that maximizes reach at any height—so you 

can quickly and easily load farther back into trailers and to the center of high-sided trucks. Optional hydraulic self-leveling 

retains more material for even more speed on the jobsite. And with our exclusive "no tool" 10-second tilt ROPS, you'll shave 

additional minutes off daily maintenance, too. See all the other ways the 400 Series takes your business performance to a 

higher level. Visit the professional partners at your local dealer for a demo and full details on this special offer. 

'For industrial use. Offer subject to CNH Capital approval. See your Case dealer for details and eligibility requirement. Down payment may 

be required. Offer good through June 30, 2006, at participating Case dealers in the United States. Offer subject to change without notice. Circle 101 
"Power Reach available on 435, 445 and 465 models only. 

©2006 CNH America LLC. Case is a registered trademark of CNH America LLC. All rights reserved. w w w . c a s e c e . c o m 

http://www.casece.com
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In the Know 
Project EverGreen keeps 
busy, emissions and 
pesticide regulatory 
updates, new business 
book to try, Student 
Career Days wrapup 

Add-On Biz: Deer control 
Solve your clients' deer woes with repellents 
and fences. 
BY RON HALL 

Strategies to sell your business 
You've worked hard to build a valuable business. 
Don't you deserve something for your labors? 
Here's how to get it. 
BY JANET AIRD 
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13 On the Record 
The furor over the use of lawn care chemicals 
continues to spread over Canada like a rash. 
BY RON HALL 

14 Best Practices 
The best companies still find a way to stick 
to the discipline of their work processes to 
make higher margins. 
BY BRUCE WILSON 
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16 Training Room 
To promise and not deliver means 
a downhill slide in your customer 
count and damage to your reputation 
BY BILL HOOPES 

Labor investments 
This landscape contractor invests in 
his immigrant workforce and sees the payoff. 
BY MIKE SEUFFERT 

Why reinvent the wheel? 
Green Industry franchisors say they have 
systems that build profitable companies — but 
only if owners follow the plan and work hard. 
BY SEAN GALLAGHER 

Mow like a pro 
Apply basic business 
efficiency tips to the field 
and you'll reap the benefits. 
BY STEPHANIE RICCA 
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remember they are best restricted to disassembly. 
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As a business owner you need to push people to 
be smart about the amount of e-mail they send. 
BY TYLER WHITAKER 
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58 The big nasty 3 
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64 Do's and don'ts of 
irrigating slopes 
These tips help you navigate the ups and 
downs of challenging terrain. 

BY STEPHANIE RICCA 
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NEW HOLLAND 

THE 
OPERATOR'S 

CHOICE 

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

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

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

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

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

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

© 2006 CNH America LLC. New Holland is a trademark of CNH America LLC. Cirde 104 i i NEW HOLLAND 

http://www.newhollandconstruction.com
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LM.net »ONLINE RESOURCES 

Industry news and events 
Read the latest news 
headlines before the print 
issue comes out, and plan 

L A N D S C A P E M A N A G E M E N T C O N T I N U E S O N L I N E / May 2006 your travel with our 
complete events schedule 

enow 

Indoor living goes outdoors 
The Weidner Group, North Olmsted, 
OH, earned seven Honor or Merit 
awards at the recent Ohio Landscape 
Association Landscape Ohio! dinner. 
See this Weidner winner and others 
at www.landscapemaiiagement.net. 

»Readers respond 

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

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

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

Last year at this time, one of your biggest concerns was rising fertilizer prices. We 
dive into the Landscape Management survey vault to revisit the results of our 
May 2005 poll: How are fertilizer price hikes affecting your business? 

»Special issue 
cyc No worries. We just pass this 

cost along to the customer. 

In July Landscape Management publishes its 
11th annual listing of the biggest landscape 
companies by revenue. Check out last year's 
ranking to see where your company fits on 
the list. Click on "LM 100" in the "Special 
Issues" section of our home page. 

»Overheard 

9 % Fertilizer 
isn't very 
important 
in my line of the business. 

80/q We're OK. We 

made sure to get 
fixed-price contracts last 
year for this season. 

35% 
This is not good. 
We knew prices were 
going up, but we didn't 
expect it to be this bad! 

80/0 No sweat. We're taking our 
biz in the direction of organics. 70/q It's panic time! We'll lose 

customers if we raise prices. 

Want to weigh in? Our survey question changes every month and we publish the 
results here. Visit www.landscapemanagement.net to voice your opinion. 

i i Boo-yah!" — PLANET Student Career Days chairman Jim McCutcheon, sounding his trademark cheer at this year's event 
at Brigham Young University. Get more photos and results from this year's Landscape Olympics online. 

http://www.landscapemaiiagement.net
http://www.landscapemanagement.net


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

"We finally have something we can depend 
on for mole control that is simple and easy 
to use making our job easier and our 
yards better." 
- Ryan McGrady, Pro Green Inc. 

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

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

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

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

TALPIRID 
KILLS M O L E 

Cirde 105 

http://www.talpirid.com


DEPENDABILITY 
SERVICE * SUPPORT 

YOU HT 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 

www.z-spray.com 
sales@z-spray.com 
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MOW 0 to 4 0 
with one mach ine 

SSM38-72D does it all... 
Flat land to 40* slope mowing 

and everything in between! 

800-248-5945 
1927 Newcastle Street • P.O. Box 984 • Brunswick, GA 31521-0984 
w w w . k u t k w i c k . c o m 

Kut-Kwick 
Heavy Duty Commercial Slope Mowers 

A Manufacturer Specializing in Commercial Mowers for 63 Years 
A GSA Supplier 
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SORRY, 
This is not the blade 
for those who love to 
sharpen 

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

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

Advanced Cutting Technology 

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

Circle 108 
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www.aerway .com emai l : aerway@aerway .com 

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

American Nursery & Landscape Association 
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 I Fax: 814/238-7051 

The Irrigation Association 
6540 Arlington Blvd. 
Falls Church, VA 22042 
703/573-3551 
www.irrigation.org 

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

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

( A e r i / M a y ^ 
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AerWay* venting tines can he used all season long on playing 
fields to reduce compaction and stimulate strong root develop-
ment. The result is a "safe and playable** playing surface with 
excellent top growth. 

for more information call J " 8 0 0 " 4 5 7 " 8 3 1 0 

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

rhe Professional Landcare Network 
350 Herndon Parkway, Suite 450 
Herndon, VA 20170 
703/736-9666 
zvww.landcarenetwork.org 

Circle 110 

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

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

Sports Turf Managers Association 
805 New Hampshire, Ste. E 
Lawrence, KS 66044 
300/323-3875 
www.sportsturfmanager.com 

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

y Relax. We're here. 

SPRAYERS TEST KITS SPREADERS 

© 2 0 0 6 Forestry Supphers. Inc. All rights reserved 

Precision application and constant pressure are the 

hallmarks of the new O.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! 

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

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

SEEDERS AND SPREADERS 

TREE CARE EQUIPMENT 

PRUNING EQUIPMENT 

LANDSCAPING TOOLS 

SURVEYING PRODUCTS 
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For more information and a free gift, go to www.catproductinfo.com/uc4 

Caterpillar. The difference counts.™ 
© 2006 Caterpillar | All Rights Reserved | Printed in USA 
CAT, CATERPILLAR, their respective logos and "Caterpillar Yellow," as well as corporate and product identity used herein, are trademarks of Caterpillar and may not be used without permission. 

Smooth by design. 

Cat' Multi Terrain Loaders feature 

a suspended all-rubber 
undercarriage for greater 
operator comfort and productivity. And 

they work in conditions and terrain that 

other machines can't match. 

Get more work done-in every season. 

Your ability to turn a profit depends in 

part on worksite conditions. Cat Multi 

Terrain Loaders get the job done on 

soft, wet ground-even snow. 

All-rubber design extends 

undercarriage life, too. 

SERVICE . Your Cat Dealer will 

be there with the solutions you 

need throughout the life of your 

Cat machines. Call or stop by 

soon and ask about all the ways 

your Dealer can help you get the 

most from your equipment. 

Circle 111 

http://www.catproductinfo.com/uc4






Ê^IT€iI 
No more mixing. No more spraying. No 

more call-backs! Simply spread right from 

the bag - whether conditions are windy or 

calm, wet or dry - to kill a wide variety of 

weeds. Get the same reliable ProScape 

Confront you have always used. Or for 

residential turf, try our new Confront 3 

formulation. Want to save even more 

Try P r o S c a p e Team C o n f r o n t , a tank mix in a bag! 

time? Use our Confront Team combina-

tion to control broadleaf weeds and 

prevent crabgrass with a single 

application. Visit your LebanonTurf Dealer, 

or call 1-800-233-0628 to find out more. For 



B U S I N E S S C H E M I C A L L A W N C A R E 

Focus on local issues 
BY RON HALL/Editor in Chief 

It's time to compare notes and put to-
gether better action plans to meet the is-
sues threatening the growth (in some in-
stances survival) of the chemical lawn 
care industry. In particular we need bet-
ter plans for issues that pop up on the 
local and state levels. 

For this reason we're partnering with The Profes-
sional Landcare Network (PLANET) in a special 
"Grassroots Lawn Care Pesticide Summit" to precede 
the Legislative Day on the Hill and Renewal & Re-
membrance at Arlington National Cemetery on Sun-
day, July 23. The Summit will take place 2 - 5 p.m. 
at the Holiday Inn Capitol Hill, and just before 
PLANET's Welcome Reception at the hotel. 

It will feature a panel of lawn care experts from 
the United States and Canada. It will illuminate the 
most challenging issues facing the chemical lawn in-
dustry and shed light on how we should prepare and 
meet new ones as they arise. 

The issues relating to pesticide use will intensify, 
you can bet on that. Just look north to see what can 
happen. 

The furor over the use of lawn care chemicals 
continues to spread over Canada like a rash this 
spring. It shows no signs of slowing down, never 
mind going away. Things are nasty north of the bor-
der and getting nastier. 

By contrast the lawn care industry in the United 
States, by most indications, is off to good start. While 
the Canadian press is ringing with comment on the 
use of chemical control products for so-called non-
essential or "cosmetic" uses (95% of the criticism 
aimed at the lawn application industry), the U.S. 

scene is relatively quiet. Unnervingly quiet, say some 
U.S. lawn care business owners. 

The fact is that the Canada lawn care profes-
sional and his/her U.S. counterpart work in two 
different worlds. The former allows towns and 
cities to make their own rules concerning pesticide 
use; the latter decided long ago that those decisions 
belong in the hands of the federal and, to a much 
lesser degree, state governments. 

The fear, at least among the U.S. lawn application 
fraternity, is that the two worlds will become one, 
the Maple Leaf world. In Canada about 100 villages 
and cities have banned or severely restricted the use 
of chemical control products for turf care. 

Canada's a great country and a wonderful neigh-
bor but few people in the U.S. application business 
can be happy with what's happening up there. At 
the Summit on July 23 we'll find out what went 
wrong there (and in several locations in the United 
States too). Then we'll start making plans to keep 
them from happening here or spreading. 

If you're a lawn care business owner and you're 
thinking about participating in this 
year's Arlington Cemetery or Leg-
islative Day events, now you have 
an extra reason for coming to the 
nation's capital on July 23. ; 

• 

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

The furor over the use of lawn care chemicals 
continues to spread over Canada like a rash. 

mailto:rhall@questex.com


B U S I N E S S D E T A I L S C O U N T 

The best companies Still find a way to 
Stick to the discipline of their work 

processes to make higher margins. 

Manage enhancements 
BY BRUCE WILSON 

Maintenance contractors 
thrive on enhancement sales 
as a method for improving 
their bottom line. However, 
most contractors rely on 
pricing and a high volume 
of enhancement sales as the 

driver. Enhancements are mostly small jobs that get 
accomplished in one to three days. These jobs are 
just as hard to organize, schedule and produce on 
budget as larger construction jobs. 

Most companies do not focus enough on produc-
ing these jobs efficiently to make the optimum mar-
gin. Many companies do not have a system in place for 
producing these jobs. I think this is a lost opportunity. 

Six tips 
In order to increase your profit margin on enhance-
ments, consider these tips: 

1 - Create a detailed work order outlining budgeted 
hours, materials needed, equipment and tools needed, 
along with a schedule of what is expected to be ac-
complished each day if the job lasts more than a day. 

2 . Close supervision ensures the work is getting 
done according to the desired schedule. 

3 . Coordinate with maintenance to verify the 
right site conditions (for example, is the irrigation 
turned off so the ground isn't too wet?). 

4 . Communicate with the client to double-check 
that expectations are being met. 

5. Coordinate with purchasing to make sure 

that the right materials get to the job or yard at the 
right time. 

6* Finally, touch base with maintenance on post-
installation maintenance to make sure the project 
was completed successfully. 

Details pay off 
Of these six key tips, the first one is the piece that 
gets overlooked the most. In the haste to get going 
no one has time to complete a detailed work order. 
The customer may have authorized the enhance-
ment after sitting on the proposal for weeks and then 
wants it done tomorrow. 

Skipping this critical step leads to lost time and 
efficiency on the job because you don't have a de-
tailed plan for what you need on site. Or, skipping 
this step might lead to crews that just work to finish 
the job with no idea how much time they should 
have allotted. You don't find out that you are over 
budget until the final accounting has been done and 
it is too late. 

The best companies still find a way to stick to the 
discipline of their work processes to make sure that 
all steps are followed and make higher margins. They 
hold all accountable in the work chain to do their 
piece and do it on a timely basis. After all, how effec-
tive is it to give the crew leader the work order after 
he has arrived at the job without some of the things 
needed to complete the job? Details are critical on 
small jobs. 

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

services. Visit www.wilson-oyler.com 

http://www.wilson-oyler.com


M«) Bayer Environmental Science 

12 months 

3 months 

Customer hires you to apply 
year-long, fire ant protection. 

The Life Cycle of 
a Happy TopChoice* 

Customer. 

6 months 

Homeowners do not renew at a 95% rate unless something works. Thousands have 
already seen how TopChoice keeps their lawns fire ant-free for a full year with just one 
professional application. TopChoice can be applied any time of the year and will steadily 
apply more profit to your bottom line. So become a Certified TopChoice Professional. 
You'll be listed on NoFireAnts.com and have access to a range of smart and interesting 
marketing tools. To learn more, call 1-800-331-2867 or visit BayerProCentral.com. 

tOPchoice 
Fine ant control. 

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

Bayer Environmental Science, a business group of Bayer CropScience I 2 T.W. Alexander Drive, Research Triangle Park. NC 27709 I Backed by Bayer and TopChoice are trademarks of Bayer 
Always read and follow label directions carefully. I O 2006 Bayer CropScience 



B U S I N E S S S T A N D A N D D E L I V E R 

To promise and not deliver means a downhill 
slide in your customer count, along with COStly 

and p e r m a n e n t damage to your reputation. 

Focus on commitments 
BY BILL HOOPES 

It's May, the season is rolling along. Every-
one, including the trainer, has plenty of 
work to do. But we cannot forget that ef-
fective training really is a two-step 
process. In addition to spring training on 
plant-pest relationships, operational job 
skills and problem solving, we must also 

train our crews to focus on commitments. 
Far too often during the production season, man-

agement focuses on one thing — production. "Duh," 
you say. I've watched the same production parade for 
more than 20 years now, and the scenario never 
changes, at least not in companies that prioritize 
growth. We spend hours building knowledge and 
skills, stressing quality work and the importance of 
each customer. Then, as if possessed, we turn 
abruptly to the numbers at the exclusion of the rest 
of the job. 

Promise and deliver 
I can sense your eyeballs rolling as you read this. "Pro-
duction equals dollars, equals paychecks," you say. 
Can't argue, it's a fact. Production does pay the bills 
and generate profit. But doesn't it make sense, just 
when it matters most, to teach your team that each of 
us is measured not by what we have promised but 
what we now deliver? 

Or don't lost customers matter in your organiza-
tion? If your strategy is to out-sell lost customers and 
job cancellations, you might as well go for it, service 
be damned. But if customer retention and repeat 

business is your aim, you need to "choke your motor" 
long enough to emphasize the quality of the work or 
service provided and the absolute necessity to meet 
commitments and expectations set a couple of 
months ago by your sales people. 

To promise and not deliver means a downhill 
slide in your customer count, along with costly and 
permanent damage to your reputation. And, like 
management, we trainers are responsible for making 
a conscious effort to keep that from happening. 

Your May training "Action Now" list: 
• Put "meeting commitments" at the top of your 

agenda for next Monday's team meeting. 
• Take time to point out the very real cost of lost 

business and a damaged reputation that can result if 
service commitments are not kept. 

• Find an example of outstanding service and 
focus on it. 

• Make it a point to recognize team members 
who go one step beyond meeting the production 
goal. Your focus should be on the dual nature of our 
work — production and customer satisfaction. 

• Reward someone each week for performance 
that results in happy customers [can be as simple as 
parking in the boss' spot or tickets to a ball game]. 

Your people will respond to the message you send. 
Why not make your message, "commitments count." 

If you have a success story to share, I'd love to 
hear it and will share it in a future column. Contact 
me at the e-mail address below. 

The author is founder of Grass Roots Training 
in Delaware, OH. Contact him at hoopes@colum-
bus.rr.com or visit www.grassroots-training.com 

http://www.grassroots-training.com
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The Intelligent Use of Water" What's Inside: 
Rain Bird 
Controller 
Innovations 
Lead to Water 
Savings 

There's a lot of 
Water-Conserving 
Technology 
Popping Up 
from Rain Bird 

Slow and Steady 
Wins the Race to 
More Responsible 
Irrigation 

The Intelligent 
Use of Water" for 
a Growing World 



The Intelligent Use 
of Water ™ is a shared 
responsibility. 

I ^ a i n Bird's focus has always been to 
help people better manage water. We are 
committed to developing water-saving 
technologies that produce healthy 
landscapes and provide irrigation 
professionals with business advantages. 

You owe it to yourself to learn all 
about these products because the need 
to conserve water has never been greater. 

You owe it to your customers 
because they need to know how and why 
these products will save water, save time 
and save money. 

You owe it to your business 
because more people every day are 
recognizing the need to conserve water 
and are seeking out only those design and 
irrigation professionals who specify and 
install advanced water-saving products. 

The following pages highlight product 
innovations that will help you and your 
customers save water. Featured are 
insights into what Rain Bird is doing 
to support your business success. 

For additional details about 

water-conserving Rain Bird 

products and technologies, see 

your Rain Bird distributor or visit 

www. rain bird. com/IUOW. 



A c c e s s o r i e s ^ P h 
ET Manager. Reduces water consumption by 0 1 SI L) 
enabling the controller to apply only the water ^ ^ ^ 
required by the landscape based on current weather 
and soil conditions. 

RSD Rain Sensor. Automatically shuts off the controller 
when it's raining to minimize water waste. 

Like clockwork, 
Rain Bird controllers 
manage water efficiently. 

C e n t r a l C o n t r o l s 
SiteControl. Single-site commercial irrigation 
applications; maximizes water savings with Smart 
Weather™ and ET-based scheduling, RainWatch™ 
intelligent rainfall reaction system, Cycle+Soak 
and more. 

Maxicom2™ Unlimited number of sites, controlled 
from a single location; water-savings of up to 25-45% 
per year with Smart Weather and ET-based scheduling, 
RainWatch, Cycle+Soak and high-flow sensing and 
shut-off. 

C o n t r o l l e r s 
ESP Modular. Four-station base unit expands up to 
13 stations for residential and light commercial use; 
water-saving technologies include Water Budget and 
ET Manager compatibility. 

ESP-LX Modular. Eight-station base unit expands 
up to 32 stations for residential and commercial use; 
advanced water-saving features include Water Budget, 
Rain Delay, Cycle+Soak and ET Manager compatibility. 

ESP-MC. Eight to 40 station units for commercial use; 
water-conserving features include Water Budget, Rain 
Delay, Cycle+Soak and ET Manager compatibility. 

Rain Bird continues to advance controller technologies that make 
it possible to more precisely and responsibly manage water use based 
on seasons, weather and landscape requirements. 

W a t e r B u d g e t i n g . Reduce water use during low-water use 
seasons with one easy adjustment that applies to all station run times. 

R a i n D e l a y . Use 15-20% less water by suspending irrigation when 
it's raining or when sufficient soil moisture is detected. 

C y c l e + S o a k T . M Minimize erosion and run-off by applying water 
at a rate that the soil can more easily absorb. 

E T M a n a g e m e n t . Reduce water waste and promote deep 
watering by allowing the controller to only apply the amount required 
by the landscape. 



offers more nozzle and distribution 
technologies to responsibly 

manage water use on residential 
or commercial sites of every size. 

Rain Curtain™ Nozzles. Generate larger 
droplets that are far less affected by wind and 
minimize misting, fogging and airborne evaporation. 
More even distribution throughout the radius reduces 
the likelihood of over-watering. 

Rain Curtain 
Nozzles 

U-Series Nozzles 

M P R N o z z l e s . Less water is needed and 
efficient, uniform coverage is achieved by matching 
precipitation rates across both radii and patterns. 

U-Series Nozzles. Water use can be reduced 
by up to 30% with dual-orifice nozzles that provide 
uniform coverage—even close-in around the head. 

Pressure-Regulating Stems. Water loss 
due to misting and fogging caused by high pressure 
is eliminated by maintaining a constant outlet 
pressure of 30 psi for spray heads and 45 psi for 
5000-PRS rotors. 

MPR Nozzles 

Rain Bird® spray heads and rotors 
pop up every day with advanced technologies 
to uniformly distribute water more wisely. 



Building 
Partnerships 
to Encourage 
The Intelligent 
Use of Water.™ 

Rain Bird actively partners 
with organizations to 
promote water conservation 
and educate others about 
how to be responsible 
stewards of the environment. 
Irrigation Association 
Smart Water Application 
Technologies" (SWAT") 
U.S. Green Building 
Council (USGBC) 
Leadership in Energy and 
Environmental Design (LEED ) 
American Public Gardens 
Association (APGA) 
formerly American Association of 
Botanical Gardens and Arboreta 
Landscape Architecture 
Foundation 
California Urban Water 
Conservation Council 
(CUWCC) 

w w w . rain bird, com/I (JO W 

Rain B i rd S p r a y H e a d s 
More contractors choose Rain Bird 1800® Series Spray Heads and 
Nozzles than all other brands combined to optimize water use. 
Available water-conserving technologies include: U-Series Nozzles, 
MPR Nozzles and built-in Pressure-Regulating Stems. 
Rain B i rd R o t o r s 
Only Rain Bird rotors feature advanced Rain Curtain™ Nozzle 
Technology for more uniform distribution throughout the radius 
range to optimize efficiency and water use. 5000-PRS Series are 
now available with pressure-regulating stems. 
Ro ta ry Nozz les 
Rotating streams uniformly deliver water at a low precipitation rate 
to significantly reduce run-off and erosion and provide efficient 
water distribution from 13 to 24 feet; designed to fit on Rain Bird 
spray heads. 
A c c e s s o r i e s 
In-Stem Seal-A-Matic M Check Valve. Eliminates water loss due to 
puddling or run-off by preventing water from draining out of the 
irrigation system at the lowest head. 
Pressure-Regulating Swing joints. Optimize water use by equalizing 
pressure at each rotor; eliminate misting and conserves water by 
regulating droplet size. 

Rotary Nozzle Pressure-Regulating Swing Joint 



Taking a 
Leadership 
Role to Advance 
The Intelligent 
Use of Water.™ 

Leading by example, 

Rain Bird authored the 

Slow and steady, Rain Bird® 
landscape drip products deliver 
precise irrigation for healthy plants. 
Rain Bird low-volume drip irrigation systems are innovative by nature 
in the way water is responsibly distributed to any non-turf areas, 
including trees and plants in flower beds, street medians, vegetable 
gardens and hanging baskets. 

comprehensive report, 

Irrigation for a Growing 
World, which discusses 

causes and potential 

solutions to the global 

water crisis. We also 

sponsor an annual 

summit on outdoor 

water conservation. 

www. rain bird. com/IUOW 

Direct-to-Root Delivery. 
Precise amounts of water are slowly 
and uniformly applied at or near plant 
root zones. This efficient method 
places the right amount of water 
where it's needed, which eliminates 
run-off and overspray onto walls, 
walkways and streets. 

Pressu re-Regu la ti tig 
Filter Control Zone Kit 

E f f i c i e n t D i s t r i b u t i o n . Landscape drip systems allow you 
to tailor the amount of water to each plant's specific watering needs. 
This minimizes water waste caused by over-watering and results in 
healthier plants. 



Educating 
Others About 
The Intelligent 
Use of Water.™ 

Rain Bird provides a 
series of public service 
announcements in 
partnership with the 
American Public Gardens 
Association, featuring 
HGTV's "The Gardener 
Guy", Paul James. 
www. rain bird. com/IUOW 

Landscape Dripline 

System Components 
Control Zone Kits with 
Pressure-Regulating Filters. 
These kits with pressure-
regulating filters increase 
efficiency and save water; pre-
assembled to eliminate leaks. 

Landscape Dripline. Optimizes 
water use as it slowly and 
precisely delivers the right 
amount of moisture at or 
near plant root zones. 

Emitters. These delivery 
devices apply water at a 
specific rate and pressure 
to minimize waste. 

Root Watering System (RWS) 

Accessories 
Root Watering System (RWS). 
These self-contained systems 
precisely distribute water at or 
near tree and shrub root zones 
for efficient water use. 

Irrigation Supplement. This 
all-natural water- bound gel 
extends the intervals between 

watering cycles for 
container plants, 
hanging baskets 
and streetscapes. 

Irrigation Supplement 
Perforated Tube 
and Gel Pack 



The 
Intelligent 

Use of Water 
At Rain Bird, we believe it is our 
responsibility to develop products 
and technologies that use water 
efficiently. Our commitment also 
extends 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/IUOW 

for more information about 
The Intelligent Use of Water.™ 

Rain Bird Corporation 
6991 East Southpoint Road 
Tucson, AZ 85706 
Phone: (520) 741-6100 
Fax: (520) 741-6522 

Rain Bird International, Inc. 
145 North Grand Avenue 
Glendora, CA 91741 
Phone: (626)963-9311 
Fax: (626) 963-4287 Specification Hotline 

(800) 458-3005 
(U.S. and Canada only) 

Rain Bird Technical Services 
(800) RAINBIRD 
(U.S. and Canada only) 

www.rainbird.com 
® Registered Trademark of Rain Bird Corporation 
© 2006 Rain Bird Corporation 4/06 D37393 

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


he Know 
NEWS YOU CAN USE 

GreenCare helps military fam 
Know a local family with a mom or 

dad serving active duty with the armed 

forces? Project EverGreen's new "Green-

Care for Troops: Serving You While You 

Serve Us" program provides 

materials to local lawn and 

landscape companies who 

wish to help the commu-

nity by providing their 

company's services to mili-

tary families. 

"Lawn and landscape 

maintenance becomes a 

hardship when a family's 

major breadwinner is on active duty over-

seas. GreenCare for Troops shows our in-

dustry's concern by setting up a way to 

provide services to affected families," says 

Project EverGreen Executive Director 

Den Gardner. The program is flexible and 

adaptable for associations, franchisees and 

independent operations. 

Project EverGreen contributors can 

receive the project Mission Kit free of 

charge. The kit contains marketing and 

promotional materials, and a business 

blueprint for efficiently 

launching the program in 

local markets. 

In addition, Project 

EverGreen will support 

GreenCare for Troops with 

consumer publicity begin-

ning May 20, Armed Forces 

Day, says Gardner. 

"This is an opportunity 

to show that we're ready to step up and 

help," he explains. "We understand that 

men and women on active duty away 

from home make financial, as well as 

emotional sacrifices. Caring for their 

lawns and landscapes is a tangible way for 

our industry to ease that burden." 

For more information on this and 

DEVELOPER HONORED FOR GREEN SPACES 
Project EverGreen named Southern Land Company, 
Franklin, TN, winner of its 2006 Because Green Mat-
ters award. Den Gardner, executive director of Project 
EverGreen, praised the company for what he termed, 
"Enlightened attention to the role green space 
should play in real estate development." 

The company's philosophy makes landscaping and 
horticulture an integral part of community planning. Its Westhaven project, for 
example, is a 1,500-acre traditional neighborhood development in Franklin with 
50% of the total area set aside for playing fields, walking trails and lakes. 

icultural practices," saic: 
« M M t e Downey, CEO of Southern Land Company. 

W f i H f c ^ S t "From this company's inception, the natural en-
I p j in essential component to 

f J ^ ^ M our philosophy and development model." 

other Project EverGreen programs 

mentioned on this page. Or, to take a 

more active role in Project Evergreen, 

call 877/758-9135 or visit the Web site 

www.projectevergreen.com. 

BECAUSE GREEN MATTER 
SCHOLARSHIPS PLANNED 
Project Evergreen will give away two 
$2,500 scholarships to college stu-
dents seeking a career in the Green 
Industry through its "Because Green 
Matters" Scholarship Program. 

To qualify, students must major 
or minor in a Green Industry-related 
field such as horticulture, plant sci-
ences, botany, agronomy, plant 
pathology or water management. 
Eligibility extends to two- and four-
year program students attending in-
stitutions that offer turf, landscape 
and golf management curriculums. 
Applications are due June 1 and 
may be downloaded from 
www.projectevergreen.com. 

The organization is also seeking 
the best photos of well-maintained 
green spaces, lawns, landscapes, 
trees, gardens, parks, sports fields and 
golf courses for publication in its 2007 
Because Green Matters Calendar. 

Entries are free and will be 
judged on their portrayal of the en-
vironmental, economic and lifestyle 
benefits of green spaces. Winning 
photos will be published in the 2007 
calendar and also made available as 
a series of screen savers. Amateur 
photographers are welcome to par-
ticipate. The deadline for the con-
test is August 31, 2006. 

http://www.projectevergreen.com
http://www.projectevergreen.com


In the Know 

EPA clears the way for tougher 
regulations on small engine emissions 
BY LYNNE BRAKEMAN / Web Editor 
WASHINGTON, D.C. — On March 17 the 
U.S. Environmental Protection Agency 
(EPA) released a study concluding that cat-
alytic converters to clean emissions in small 
engines like those used in commercial 
mowers are not a fire risk. The EPA re-
ported that emissions controls on small en-
gines could have safety benefits. 

The Outdoor Power Equipment Insti-
tute (OPEI), an organization that represents 
equipment manufacturers, disagrees. The 
OPEI Foundation for Education and Re-
search is helping fund a study sponsored by 
the International Consortium for Fire 
Safety, Health and the Environment with 
results expected by year's end. 

"We don't think the EPA study ad-
dresses all of our concerns regarding the 
potential fire hazard with the implementa-
tion of catalytic converters," says Bill 
Harley, president and CEO of OPEI. 
"There's a continuing dialogue going on 
with the EPA and all the affected stake-

holders as we go through the regulation-
making process." 

Harley says industry manufacturers 
have already reduced emissions by more 
than 70% over the last 10 years. 

The EPA and California regulators plan 
to move forward with regulations that 
would essentially require manufacturers to 
install catalytic converters to meet the new 
standards. The California Air Resources 
Board's (CARB) regulations are expected 
to take place in 2007. The EPA plans to re-
lease its own proposed regulations for pub-
lic comment this fall. 

California has a smog problem in many 
cities and is under federal mandate to clean 
up its air. Harley says OPEI has been in-
volved in discussions with the EPA about 
the emissions regulations. He says that 
there are also discussions on the next phase 
of emissions regulations, including evapora-
tive emissions from fuel lines, carburetors 
and tanks in outdoor 
power equipment. 
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Landscape 'business' book right on • • 
Don't let the textbook-sounding title, "Business Principles of Land-
scape Contracting," scare you. This is a well-written and practical 
primer on the "business" of running a landscape company. LM rec-
ommends it for every owner that's relatively new to the industry or needs a boost on tne 
systems-building, profit-making end of the business. 

Author Dr. Steven M. Cohan delivers tested business principles in an easy-to-compre-
hend style. He shares credit with fellow academics and successful landscape professionals 
who contributed case studies and reviewed drafts of the work. 

Cohan is on the faculty of the University of Maryland's Natural Resource Sciences and 
Landscape Architecture Department and uses this book, among other resources, to pre-
pare his students for the real world of landscape contracting. They needn't have this 
book all to themselves. After you've picked out the information that fills in your knowl-
edge gaps, use the book as a training guide for your eager new professionals. 

"Business Principles of Landscape Contracting" can be purchased from the Professional 
Landcare Network (PLANET) Web site, www.landcarenetwork.org. 

— Ron Hall 

Bil ingual safety 
tip sheets ready 
HERNDON, VA — PLANET'S 
series of four bilingual 
(English/Spanish) Safety Tips 
Sheets are now available 
online at www.landcarenet-
work.org/cms/programs/safe 
ty.html. Each of the Safety 
Tips Sheets, developed as a 
product of the 
PLANET/OSHA Alliance, is a 
one-page script to train 
workers on four hazards: 
slip and trip injuries, lifting-
related injuries, defensive 
driving and reducing the 
risk of amputations. 

Bayer g o e s b a c k 
to school 
RESEARCH TRIANGLE PARK — 
Bayer Environmental Science 
started its Fire Ant Free 
Schools Program for 2006, 
which offers qualified public 
and private schools one free 
bag of TopChoice, the com-
pany's fire ant prevention 
technology, with every two 
bags purchased. The 2006 
promotion is available April 1 
through Oct. 31. 

Swingle 
a c q u i r e s Hyland 
DENVER — Swingle Lawn, 
Tree & Landscape Care Co. ac-
quired Hyland Lawn & Tree 
Care, Fort Collins, CO. Thomas 
Tolkacz, president of Swingle, 
explained the acquisition of 
Hyland will be supported by 
the company's north branch, 
Arborworks by Swingle, which 
it acquired in May 2005. The 
company plans to offer cur-
rent Hyland's customers an ex-
panded range of products 
and services. 

http://www.landcarenetwork.org


Tired of losing money on every payroll? 

The JobClock System easily tracks attendance for each worker, at every jobsite, 24/7. 
Find out why more than 230,000 workers clocked in today with The JobClock System! 

T H E J O B C L O C K ® T H E L A N D S C A P E R ' S T I M E C L O C K . " 

RUGGED • EASY-TO-USE • ACCURATE • OPERATES 24/7 • ATTACHES ANYWHERE E X A K T I M E 

Call today: (888) 788-8463 • www.jobclock.com 
Circle 114 

N O V A T I O N AT W O R K 

http://www.jobclock.com


In the Know 

Looser pesticide regs defeated 
BY MIKE SEUFFERT / Associate Editor 
TALLAHASSEE, FL —A proposal that 
would have weakened certification and 
training requirements for prospective 
lawn and ornamental pest control li-
censees in Florida was defeated, as many 
national and state associations came to-
gether to fight lower standards for pesti-
cide applicators. 

The proposal, an amendment to 
Florida HB 7075/SB 1388 authored by 
Rep. Ralph Poppell, was due to be heard 
by the House Agriculture and Environ-
mental Appropriations Committee this 
legislative session. Poppell withdrew the 
amendment when members of the Florida 
Pest Management Association, the Na-
tional Pest Management Association, the 
Professional Landcare Network 

(PLANET), the Certified Pest Control 
Operators Association, and the Certified 
Operators of SW Florida went into action. 

The grassroots lobbying effort de-
scribed as "phenomenal and far better 
than anything I've seen come out of 
Florida, ever," by Bob Rosenberg, senior 
vice president of the National Pest Man-
agement Association. 

"The members of each association 
made the difference; your voice was 
heard and turned the tide," said FPMA 
Government Affairs Group Chairman 
D.R. Sapp Jr. "Certainly our efforts helped 
the small company most of all. If this leg-
islation passed, small operators would 
have been hit hard." 

The amendment would have allowed 
Limited Landscape Certificate holders to 

Take your place among the ranks of the 
few, the proud, the LM 100. 

The July issue of Landscape Manage-
ment will list the largest landscape com-
panies by revenue, and also profile 10 
other "great" small or mid-sized firms. 

If you think you belong on the list or 
would like to be considered for a profile, 
fill out our online form by May 19 to 
submit your information. 

If you're not quite big enough to be 
among the 100 bigges, but your opera-
tion is unique and doing great work, 
send us your story in an e-mail too. 

The company profiles that we in-
clude in this issue are among the most 
anticipated articles in the industry. 

Enter today at www.landscapeman-
agement.net/enterlm100. 

take the L&O certification exam after 
only 30 lawn applications supervised by 
a lawn and ornamental licensee. 



Canada activism picks on lawn care 
BY RON HALL/Editor in Chief 
Reports in the Canadian press indicate 
that from 84 to 113 Canadian munici-
palities have passed bylaws that either 
ban or severely restrict the use of syn-
thetic pesticides for lawn care. Another 
dozen jurisdictions in Canada are debat-
ing similar measures. 

The consequences to the professional 
lawn care industry in Canada have been 
huge since June 28, 2001. That's when 
the country's Supreme Court dismissed 
an appeal by two lawn care companies 
challenging a lawn care pesticide ban by 
the small community of Hudson in Que-
bec That decision ended a 10-year legal 
battle between the city government and 
the professional lawn care industry. While 
Hudson, located about 30 miles west of 

Montreal, numbers just 5,000 people, its 
successful effort to ban lawn care chemi-
cals opened the floodgates for similar leg-
islation across the country. 

The consequences to 
the lawn care industry 
have been huge since 

June 28, 2001. 
Initially the anti-pesticide activity, 

most of it focused on commercial applica-
tion companies, was centered in Quebec 
Province. It's since intensified and spread 
to communities from coast to coast. 

The Canadian court ruling stands in 
contrast to a the U.S. Supreme Court 

finding about 15 years ago involving the 
community of Wauconda, IL. The US. 
court at that time reinforced the concept 
of pre-emption, meaning that the federal 
and state governments regulate and en-
force pesticide law. Even so the issue of 
local regulation remains worrisome to 
U.S. application companies, especially in 
New England and the US. Northeast. 

In Canada lawn care companies are 
scrambling to adjust their programs to fit 
the new reality in their communities, in 
many cases adopting so-called "natural" 
pest controls or becoming IPM certified 
through Landscape Ontario, the indus-
try's national trade association. 

From Toronto to small rural commu-
nities, rules concerning pesticide use for 
lawn care are changing in Canada. 

Your window of opportunity for 
controlling grubs just got bigger. 

ARENA ™ is the only preventive and curative grub control product proven 
to provide maximum application flexibility. 
Unlike other turf insecticides, ARENA " Insecticide with clothianidin lets you apply from early spring to 
early fall and still get unsurpassed white grub control. Plus, ARENA offers proven performance against 
sod webworms, chinch bugs and other damaging pests. To learn more, contact your turf products 
supplier, log on to www.arystalifescience.us/arena or call 1 -866-761 -9397 toll free. M 

Arena 
Always read and follow label directions. ARENA and the ARENA logo are trademarks of Arysta LifeScience North America Corporation. 
The Arysta LifeScience logo is a trademark of Arysta LifeScience Corporation. ©2005 Arysta LifeScience North America Corporation. ARN-043 Putting YOU In Control" 

Arysta LifeScience 

Harmony In Growth 

http://www.arystalifescience.us/arena


In the Know 

Sc companies People 
Malcolm Stack, founder of 
Bell Laboratories, Madison, 
Wl, died April 16 from cancer. 
Stack started Bell Laboratories 
in 1974 and won many 
awards from professional pest 
management associations. 

Becker Underwood 
of Ames, I A, ap-
pointed Kent Rotert 
as marketing manager 
for the landscape 
coatings division. 

ANLA immediate past 
president, Peter Orum, 
Midwest Groundcovers 
(IL) will receive the National 
Immigration Forum's Carvel 

Entrepreneur of the Year 
Award at their seventh annual 
Keepers of the American 
Dream Awards Dinner. 

Responsible Industry for a 
Sound Environment (RISE) 
hired Stacey Pine as the 
association's new grassroots 
manager. The association also 
expressed condolences to the 
family of former RISE member 
volunteer Mark Phipps, who 
died March 25 from cancer. 
Mark was with Nufarm 
Americas for seven years and 
was active on RISE'S programs 
and membership committee 
and at annual meetings. 

The Scotts 
Company 
Professional 
Business 
Group, based in 
Marysville, OH, 

welcomes Bernie Bross as 
marketing director for the 
Pro Hort Americas team. 

marketing. The company also 
added Don Franklin (right) 
to the company's Northern 
California sales force. 

Tanaka America, of Auburn, 
WA, promoted Ed Gervasio 
from territory sales manager 
(Northern California) to 
regional sales manager for 
California, Nevada, Utah, 
Arizona and Hawaii. 

Crawford Landscaping 
Group of Naples, FL, hired 
Phinney Masoner as its 
enhancement manager. 

DIG Corp., of Vista, CA, hired 
Ed Cristobal as a commercial 
sales representative for North-
ern California. 

An Olympic year for Student Career Days 
BY STEPHANIE RICCA / Managing Editor 
PROVO, UT — Student Career Days hit a 
landmark birthday this year, celebrating 
the big 3-0 at Brigham Young University 
March 22-26. 

More than 800 students from 50 col-
leges across the United States carried on 
the SCD legacy by competing in 26 dif-
ferent events in the industry's "landscape 
Olympics" sponsored by the Professional 
Landcare Network (PLANET). 

This year's event celebrated 30 years 
with style and celebration, as students 
gathered on Wed., March 22, for a land-
scaping service project at the Olympic 
Village in nearby Park City. The keynote 
events — the career fair and competitions 
— kicked off on Friday 

"This is your opportunity to get a gold 
medal, and it's not just about the compe-
tition," SCD Chairman Jim McCutcheon 
told the assembled crowd at the opening 
ceremonies on Friday, March 24. 

Friday's career fair included more than 
90 industry participants who scheduled 
interviews for openings in everything 
from maintenance to design. 

"The students here have the educa-
tional background we look for," said Bill 
Leidecker, president of Columbus, Ohio's 
Five Seasons Landscape Management. 
"I'm impressed every year with the stu-
dents. It's a breath of fresh air." 

On Saturday teams split up between 
several different venues for the indoor 
and outdoor competitive events. Wearing 
matching team t-shirts and cheering each 
other on, students climbed trees, laid 
pavers, navigated skid steers, gave sales 
pitches and identified plants. 

"Wow," said BYU professor, organizer 
and event host Phil Allen. "There's just so 
much energy here." 

Next year, students will descend on 
Michigan State University for the 31st 
Student Career Days March 29-April 1. 

Landscapemanage-
ment.net Visit the 
LM Web site for more 

SCD major photos of the 2006 
Student Career Days 

sponsors included events in Utah. 

Stihl (platinum); 
Ariens/Gravely/Stens (gold); Caterpillar, 
Husqvama, John Deere Worldwide/John 
Deere Landscapes, and The TruGreen 
Cos. (silver); Brickman, Pavestone, Out-
side Unlimited, and The Toro Co. 
(bronze). 

Top participating individuals and 
teams received awards at the closing cere-
mony, and companies donated thousands 
of dollars in scholarship money to partici-
pating students. 

Hunter Industries of San 
Marcos, CA, promoted Bran-
don Meadows (above, left) 
to vice president of sales and 
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Add-On Biz 
EXTEND YOUR BUSINESS 

Deer control 
• Solve your clients' deer woes 
with repellents and fences 
BY RON HALL/Editor in Chief 

Many property 
owners regard 
the white-tailed 
deer, lovable 

Bambi of Disney fame, as a 
giant landscape pest. They 
have good reasons. 

At the turn of the 20th 
century the U.S. deer popula-
tion numbered perhaps 
500,000 head. It has since 
grown to an estimated 15 mil-
lion. With their habitat shrink-
ing because of land develop-
ment, and each adult deer 
requiring 4-10 lbs. of forage 
daily, the cause of the problem 
is easy to see. Equally distress-
ing to property owners, the 
antler-rubbing behavior of 
males during the fall can dam-
age or destroy small saplings 
of ornamental trees. 

So what to do? Some land-
scape contractors see the deer 
problem as a challenge but 
also as profitable (and appreci-
ated) service opportunity. 

Depending on customer 
preferences and circum-
stances, contractors can em-
ploy one, sometimes several, 
strategies to protect clients' 
properties. This includes the 

placement of 8-ft. high "virtu-
ally invisible" fencing around 
landscaped properties, the pe-
riodic application of repellents 
and/or the establishment of 
plants that deer generally do 
not eat. The operative word 
here is "generally." 

Joe Gentle, of Joe Gentle 
Services LLC, Monroe, CT, 
uses Liquid Fence Deer and 
Rabbit Repellent, which he 
applies several times a season 
to landscape ornamentals at 
the properties he maintains in 
Fairfield County, CT, and 
Westchester County, NY. 

Protecting a 
landscape from 
deer damage 
may require 
several types 
of control. 

"I probably apply more of 
the product than is recom-
mended," says Gentle, whose 
deer deterrent service is part 
of the total maintenance con-
tract he has with customers. 

"In most cases I am trying to 
protect more than the 'aver-
age' yard and the deer pres-
sure is very very heavy." 

Gentle points out that the 
repellent product he uses is 
made of food-grade materials 
and doesn't require a pesti-
cide license to apply, although 
it does, like most repellents, 
have a strong odor. "We know 
when we can spray and when 
we can't spray. The property 
owners let us know," says 
Gentle, who often makes 
more than one application a 
month to the ornamentals on 
a property. "When perennials 
push out the new growth is 
unprotected," he says. 

Gentle and his techs use 4-
gallon backpack sprayers for 
most applications, but on big-
ger properties he breaks out 
the 200-gallon sprayer. 

But even with repeat visits 
and treatments, a small num-
ber of properties still sustain 

deer damage. "These are gen-
erally areas where deer have 
been moving on their paths in 
the middle of the woods for 
years and all of a sudden 
there's a brand-new pool and 
landscape with $40,000 worth 
of plantings there," says Gen-
tle. In these cases, he recom-
mends 8-ft. high fencing 
around the property. 

While he says he has "good 
results" with the repellent 
product (Liquid Fence) he 
uses, there are other repellents 
available to homeowners and 
contractors. There are several 
suppliers for deer fences (poly 
and electrified) as well as 
other more exotic products to 
keep deer from killing plants. 

A quick Google search 
turns up excellent deer repel-
lent advice from state exten-
sion services as well as dozens 
of products that a contractor 
can test to solve deer- land-
scape woes. LM 
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B U S I N E S S MAXIMIZE YOUR RETURN 

You've worked hard for years to 
build a valuable business. Don't you 
deserve something for your labors? 

Here's how to get it 



here are many reasons landscape 
contractors sell their companies. The 
owners of Brookwood Landscape, 
Inc. in San Diego had three of them. 

"My father wanted to retire, my 
brother wanted to move to Oregon 
and start a different business there 
and I wanted to stay on with the 

purchasing company," says Glenn Wilhite, 
who is now regional manager in the San 
Diego area for The Brickman Group, 
which bought the family's business. 

Ed Wandtke, of Wandtke and Associ-
ates in Westerville, OH, says that some 
sellers just get burned out, especially be-
cause of government regulations and 
competition with larger national firms. 
Others decide it's time to do something 
else. Few are in financial difficulties, he 
says. Wandtke is a CPA who's been doing 
business valuations and brokerage for 
small companies for almost 30 years. 

Some transfer ownership to their chil-
dren. Some sell to their employees. Oth-
ers sell to a company in a related industry 
like lawn care, irrigation, or tree and shrub 
care. Still others sell to a larger company, 
either a regional or family-owned one, 
like Brickman, or a corporation like Tru-
Green or Scotts. 

Landscape contractors and lawn care 
Dwners should 
ink hard be-
>re trying to 
ill their com-
)any on their 
own, Wandtke 
says. Business 
managers and 
brokers who 
specialize in 
the sale of 

small companies 
are experienced in all the 

aspects involved in a sale. Because they 
aren't personally involved they can be 
calm, cool and collected at what can be a 
difficult time. 

"It can be emotional at the exact time 
sellers have to be on top of everything," 
Wandtke says. "It's a traumatic event in 
the life of a business owner. It's like 
watching your first child get married." 

There are exceptions. Jon Ewing, who 
started his company, Landtrends, Inc., in 
San Diego, with one friend and a truck in 
1981, sold to Landcare USA in 1998 with 
only the help of a lawyer. 

It was even more complicated because 
Ewing and his brother, Tom, owned a 
nursery (Miramar Wholesale Nurseries) 
and rolled it into the deal. Another diffi-
culty was the length of time the negotia-
tions took — eight to nine months — be-
cause they were considering multiple 
offers. "Once we made the decision, 
though, things came together very well," 
Ewing says. 

They chose Landcare while it was 
merging with TruGreen. "It appeared to be 
a good financial move for myself and my 
family It was also an opportunity to give 
my employees an opportunity to advance 
in areas we wouldn't have been able to 
give them. Weighing everything out, I felt 
it could be win-win for everyone." 

Some business owners call a real estate 
broker to help with their sale, which is a 

Brookwood Landscape founders (from left) 

Glenn Wilhite, Keith Wilhite and Mark Wilhite 

worked with a team to sell their business in 

2000. As a result, the process went smoothly. 



mistake, claims Wandtke. "Real 
estate brokers are not business 
brokers. The value of the busi-
ness isn't in the real estate. It's 
in the customer base." 

The Wilhite family was ap-
proached by potential buyers 
as well as by KPMG, a 
merger/acquisition company. 
They decided to hire KPMG 
and a merger/acquisition attor-
ney, as well as the consultant 
who was already working with 
the company. 

KPMG found some "suit-
ors," including Brickman, 
which is one of the country's 
largest landscape design/build 
and horticultural services 
companies. 

"Brickman was the clear 
choice," Wilhite says. "They 
met all our needs: It's a good, 
family-run company, it al-
lowed us to have an exit plan 
out of our business and have 
the needs of the family met, 
and it gave employees who 
had been with us for a long 
time an opportunity to grow 
with the new company." 

The family sold in June of 
2000. "It went so smoothly, it 
almost made us nervous," Wil-
hite says. 

It went well for two rea-
sons, he says. First, they'd been 
having regular periodic check-
ups with their business man-
ager. "A lot of things you're 
doing as you go through this 
[sale] process, you should have 
been doing all along," he says. 
Second, they hired profession-
als to help with the sale. 

"Having a broker worked 
out well for us. KPMG knew 

what was going on in the in-
dustry. They did a lot of work 
and provided a lot of informa-
tion," he says. So did having 
an attorney who specialized 
in mergers and acquisitions. 
"He was wonderful," Wilhite 
says. "He was a very calming, 
quiet force." 

He's also happy with the 
results of the sale. "Right after, 
it feels like selling your child," 
Wilhite says. "But two or three 
months into it, it almost 
seemed like a godsend. It al-
lowed us to do everything we 
needed to do with the family 
and for our employees." 

Not much has changed for 
him, Wilhite says. The com-
pany became the West Coast 
headquarters for Brickman, 
and as regional manager he 
runs the business unit. Brick-
man changed the color of the 
trucks and the logo, and 
brought in its own adminis-
trative processes, but a lot of 
the business culture, the peo-
ple, the horticultural 
processes and the types of 
equipment are the same. 

Thinking of selling? 
To be happy with your sale, 
you first have to know what 
you want — or need — from 
it, Wandtke says. How much 
money will you need if you're 
planning to start a new busi-
ness? If you're planning to re-
tire? Will you have to pay for 
health insurance? Do you 
want to stay on as an em-
ployee? If so, what kind of 
compensation do you want? 

continued on page 38 

TIPS TO BOOST THE SELLING PRICE 
Start early. If you're pretty sure you're going to be sell-

ing in the foreseeable future start getting your business in 
selling condition, perhaps even two or three years before 
the planned sale. Stay on top of your financials, keep build-
ing your systems and the proficiency of your team. 

Year-end is best. The ideal time to sell is toward the end of 
the calendar year when a company has results from the en-
tire year, says Ed Wandtke, an experienced Green Industry 
broker. You have to start at least three or four months 
before that, to get the buyer to make a good offer. It can 
take as long as six months from the time there is an agree-
ment to sell. 

Hire a pro. If you think you'll need help seek out profes-
sional help such as a CPA or business broker. Other profes-
sionals who can help are lawyers, business appraisers/valua-
tion experts, tax experts, and bankers or other financiers, if 
you need third-party funding. Seek recommendations from 
others who have sold their company. 

— Disappoint the tax man. It isn't enough to sell for the best 
price, warns Wandtke. The highest price on a deal may not 
bring the largest amount of money that is kept by the 
seller because of tax issues. The way your company is struc-
tured affects its taxability. You can change the structure to 
give yourself a tax advantage, but it will take a few years. 
Also, be aware of state tax laws. In some states you have to 
pay sales tax on the sale of your assets. In others you pay 
on the transfer of stock. Many states have transfer taxes on 
real estate or other assets. 

Structure the payout Will it be in cash, assets, stock or some 
combination? Do you want it all at once or spread out over 
time? "It's better to get some cash today and some in later 
years," says Wandtke. "That's how we get extra money." 
This is an advantage of passing the company on to the next 
generation — you can get a long-term payout. 

— Employees as buyers. Selling to your em-
ployees can be a good tax strategy, he 
says. Company owners who set up an 
Employee Stock Ownership Plans (ESOP) 
essentially make tax-deductible contribu-
tions (in cash or stock) to buy company 
stock for employees. This gives you a 
good tax break when you sell. But 
they're definitely not for everyone. 
They're expensive to set up and private 
companies have to buy back shares of 
departing employees. To learn more 
visit the Web site of the National Center 
for Employee Ownership at www.nceo.or 

http://www.nceo.or
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BUSINESS MAXIMIZE 

continued from page 36 

If you're thinking about 
selling to your children or 
your employees: Are they ca-
pable of taking over when you 
leave? If your payout depends 
on future company profits, 
you may never get paid, says 
Tom Farley, a landscape busi-
ness consultant in New River, 
AZ. 

And then there are the 
considerations that have noth-

Jon Ewing (second from left) sold his company, Landtrends, to 

another company in 1998 that was in the process of merging with 

TruGreen. Shown with Ewing are, from left, Landtrends colleagues 

Larry Neuhoff, director of maintenance; Tom Smith, director of 

construction operations; and Tracy Johnston, estimator. 

Farley says that employees 
are important assets. Much of 
the value of a company is its 
performance, he says. Too 
often the owner is the only 
one who knows how the com-
pany is run. 

Farley recommends setting 
up policies and procedures 
and training programs so em-
ployees also know how the 
business is run. The company's 
performance becomes an at-
tribute of its systems and em-
ployees rather than disappear-
ing with the seller. 

A seller has decisions to 
make about the company's 
different assets. National com-
panies want your customer 
list and usually little else, says 
Wandtke. "They want to use 
their own trucks and their 
own business style." One 
seller might do best by selling 
the customer list and the 

other assets separately, if 
they're good quality. Another 
might do best by selling all 
the assets together. 

No matter how well your 
sale goes, though, be prepared 
for some mixed feelings. 

Ewing is pleased with the 
value he received for his busi-
ness, and the opportunity it's 
given him to get involved with 
other activities. He invests in 
real estate development and 
start-up companies. He 
bought an agricultural supply 
business with his brother. And 
he has more time to take part 
in volunteer activities in his 
community. 

"All in all, I'm certain it was 
the right move," he says. Then 
he pauses for a moment. "Still," 
he says, "it's hard to let go." LM 

— The author is a freelance 
writer specializing in the 

Green Industry. 

ing to do with money. Do you 
want the new company to 
share your business philoso-
phy? Do you want it to keep 
your employees? If you plan 
to stay on, do you think you 
could work for someone else? 

A crucial question to ask 
yourself says Ewing, who 
worked for TruGreen for a 
year after the sale of his com-
pany, is if you're really sure 
you want to get out of the 
business. "A person who loves 
what they do may want to 
consider the value of that," he 
says. "Just make sure it's some-
thing you want to do. It's hard 
to start over." 

Know your market value 

Once you've decided to sell, 
take a good look at where 
your company stands finan-
cially. But you should be doing 
this anyway whether or not 
you're thinking of selling. 

You will need records that 
clearly document your trans-
actions. Review financial 
statements from the past few 
years. Evaluate your com-
pany's assets — your cus-
tomer list, land, and trucks 

and other equipment, as well 
as your employees. Try to 
project the outlook for the in-
dustry, the economy and how 
your company will compete. 

Sellers have to be realistic 
about the value of their busi-
ness, Wandtke says. Most tend 
to overvalue it, often because 
other sellers sometimes exag-
gerate the amount they sold 
the business for. 

National companies can 
give sellers an inflated idea of 
their company's value, 
Wandtke says. When talks 
begin, they give general, opti-
mistic numbers, but before 
they finalize the sale, they eval-
uate the company in minute 
detail. Even when a company 
is strong, the selling price will 
drop if it's had a bad year. 

Plan your strategy 

Start planning your strategy at 
least a year, preferably more, 
before you want the sale to 
take place. 

The first part of your strat-
egy is to find ways to increase 
the value of your company. 
Once you know where it 
stands financially, identify areas 
you can improve. Do what 
you can to increase sales. Sell 
off equipment that doesn't 
contribute to the value of the 
company. Identify areas that 
might deter potential buyers, 
such as possible lawsuits or in-
surance problems, and fix 
them. Make sure contracts 
with suppliers and customers 
won't expire just as a new 
owner steps in. Cancel con-
tracts with problem customers. 
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E M P L O Y E R BENEFITS 

immigrant workl 

Labor 
INVESTMENTS 

This landscape contractor invests in his 
immigrant workforce and sees the payoff 

| THE SPRING OF 2000, 
B ^ k B George Hohman met 

I ^ B Miguel Bautista at a bus 
stop in Cleveland, OH. Hohman was 
driving a new minivan he bought just for 
the occasion. Bautista was one of four 
men who had traveled to the chilly city 
on the south shore of Lake Erie from 
Monterrey, Mexico. They left families and 
friends behind to do landscaping labor for 
$8 an hour. 

Hohman drove them to an apartment 
that he had rented for them on a street 
not far from his own home. Every morn-
ing that spring and summer he picked 
the four men up to work for his company. 
Every night he drove them back. 

"It was a pain that first year, 
but it helped us develop a great 
relationship," says Hohman, 
president and owner of Turfs-
cape, Inc., based in Twinsburg, 
OH. "Over time, we got to 
know each other and began to 
develop trust. Five years later, 
Miguel is not just a great worker, 
but I consider him a friend." 

The year 2000 was the first 
year Hohman used the H-2B pro-
gram. At that time, Turfscape em-

ployed about 18 people and was strug-
gling to grow because the company 
couldn't find enough American workers. 

Some workers lasted only a few days 
before quitting. Others never showed up 
at all. "It was so frustrating," Hohman says. 
"We had the sales, the ability to grow — 

BY MIKE SEUFFERT / Associate Editor 

just not the people to do it. We'd hire in a 
bunch of workers in the spring, go 
through all the training and a month later, 
we'd have one person to show for it." 

The H-2B program changed things for 
Hohman. This year, Turfscape will employ 
30 H-2B workers. Overall, the company 
has grown to 67 employees. American 
workers have advanced into management 
positions. Others have been hired for ad-
ministrative positions. 

"H-2B stabilized my business. I know 
what I have, what I need and what jobs I 
can do," Hohman says. "And in six years, 
I've had one guy miss one day of work 
out of the entire H-2B workforce." 

With the money he has earned 
each summer, Miguel Bautista, 
left, has been able to build one 
of the nicest — and best land-
scaped — homes in his village. 
He welcomed Turfscape's George 
Hohman to visit this winter. 



Many of the workers Turfscape 
hired had no background in 
landscaping but have made a 
living farming. 

South in the winter 
This past February, Hohman and his in-

terpreter Juan Mosquera journeyed to 

Bautista's hometown of Queretaro, Mex-

ico, located about five hours south of 

Mexico City. They went to visit Bautista 

and his family but also to find 12 new 

workers for the 2006 season. 

Hohman says he was eager to learn 

about his workers, see where and how 

they lived, and experience their culture 

first-hand. 

"I was made to feel so welcome, like I 

was a member of the family," he says. 

Bautista and another Turfscape em-

ployee, Sabino Montoya, recruited about 

potential 20 workers for Turfscape. 

Some drove five hours to hear Hoh-

man's presentation and interview. 

BREAKING THE 'FEAR FACTOR' 
If there was one thing Mary 
Wheeler of Wheeler Land-
scaping in Chagrin Falls, OH, 
could do over again for her 
company, she wouldn't wait 
so long before using the H-2B 
guest worker program. 

"How many years of con-
stant turnover did we go 
through before H-2B? How 
much time and resources did 
we waste?" says Mary, the 
human resources director for 
her husband John's company. 

"With the stability H-2B 
has brought us, we've been 
able to bring in interns, do 
more training and spend 
more time recruiting at col-
leges. The American workers 
we bring in are now of a 
higher quality and are able to 
advance to higher positions 

in the company," she added. 
To say that the Wheelers 

had some trouble recruiting is 
an understatement. In 1999, 
before using H-2B, the 
Wheelers hired 83 workers to 
fill 35 seasonal jobs. In 2000, 
it was 94 and in 2001 they to-
taled 77. Many of these em-
ployees lasted less than one 
month. Some never showed 
up at all. 

But in both 2002 and 2003, 
with about 18 H-2B workers 
in place, the Wheelers only 
hired 14 new employees. 

"We're really committed 
to the H-2B program," says 
John Wheeler. "It brings in a 
much higher quality worker. 
These people want to be 
here, are documented legally, 
pay taxes and do everything 

they are supposed to do. 
Some of the guys come back 
year after year, have learned 
English and have become 
crew leaders for us." 

There seems to be mutual 
respect between the Wheelers 
and the H-2B workers. Each 
year, Mary puts together a 
supply kit for the workers, 
filled with towels, sheets, bath 
supplies and other necessities. 
In the off-season, the com-
pany also continues to pay the 
rent on the apartments the H-
2B workers use, so they know 
they have a place to come 
back to next year. The com-
pany also offers all employees, 
American and Hispanic, med-
ical benefits. 

"I'm pleased that we're 
the kind of company that can 
do these things for our em-
ployees," Mary says. 

The H-2B employees have 
gone above and beyond their 
duties as well. After a hard 
day at work, many of the em-
ployees voluntarily signed up 
for English-as-a-second-lan-
guage classes at a local col-
lege. 

The Wheelers provide vans 
for transportation, and nearly 
two-thirds of the workers 
have attended the classes. 

"They realize that there is 
opportunity here for them, 
and to get ahead and run a 
crew, they better learn Eng-
lish," John says. 

"Speaking the same lan-
guage builds trust," Mary 
says. "It helps them function 
in their communities — just 
being able to go to the store 
and buy groceries — and 
breaks down the fear factor." 

— M.S. 

with so many workers coming through, 

and the Mexican consulate there over-

loaded, workers were arriving two to four 

weeks behind schedule. 

Once they arrive, Hohman makes sure 

they have a place to stay. H e now has two 

vans to get the men to work and wherever 

they need to go. A couple years ago he 

helped Bautista get his driver's license so he 

could handle the daily pick-ups. 

For new employees, Turfscape begins 

with an orientation and basic training, 

though much of the learning is done in 

continued on page 43 

"We were looking for peo-

ple w h o were hungry and 

seeking opportunity," Hohman 

says. "Some of these guys, you 

could just see the sadness in 

their eyes. O n e guy had a baby with 

health problems bu t couldn' t afford the 

medical care." 

Learning the process 
H o h m a n has learned a lot about the H-

2B process since that first year. It takes a 

lot of patience, and at least six to seven 

months of planning, he says. Though he 

did his own recruiting, he uses Mid-At-

lantic Solutions, Inc. to handle the pro-

cessing and paperwork involved. Not all 

workers make it through the administra-

tive process in Monterrey. And this year, 



BUSINESS EMPLOYER BENEFITS 

THE PROCESS: START EARLY 
The H-2B program permits U.S. employers to hire foreign 
workers to perform seasonal non-agricultural jobs if there 
are no qualified and willing U.S. workers willing to take them. 
Employers must pay the prevailing wages for the jobs. That 
information can be found at www.flcdatacenter.com. 

Here is the process: 

IThe employer should file 
for H-2B at least 60 days 

but not more than 120 days 
before the worker is needed. 
Earlier is better than later. 

2The prospective employer 
files a completed Form 

ETA 750 to the local State 
Workforce Agency (SWA). 

3The employer places an 
advertisement for the po-

sitions they want to fill in a 

newspaper for at least three 
consecutive days. 

4The employer prepares 
a recruitment report 

summarizing the effort. 
It contains names and ad-
dresses of applicants and 
reasons for not hiring the 
interviewees. 

5 After the certification ap-
plications are evaluated, 

they're sent to the U.S. De-

partment of Labor's National 
Processing Center (NPC). 

6The DOL NPC certifying 
officer will grant certifica-

tion if he/she finds that quali-
fied U.S. workers aren't avail-
able and that the employment 
will not adversely affect the 
wages of similar U.S. workers. 

7 The employer uses the 
certification to support 

his/her visa petition with the 
district director of the U.S. Citi-
zenship and Immigration Ser-
vices (USCIS). To obtain the 
H-2B visa, the employer uses 
the USCIS Form 1-1239, Peti-
tion for Nonimmigrant Work-
er The Labor Certification De-
termination and the Form 

1-129 are submitted to the 
USCIS along with filing fees. 

8Foreign work candidates 
must apply for visas at 

the U.S. Consulate. The em-
ployer must provide copies of 
the above forms to the local 
USCIS service center. 

The temporary labor certi-
fication process normally takes 
about two months. There are 
several fees attached to the 
process, including a $1,000 
"premium processing" fee. It's 
almost a must to get workers 
in a timely fashion. 

For more information, visit 
www.workforcesecurity. 
doleta.gov/foreign/h-2b.asp. 

— Ron Hall 
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^ The city of Queretaro is quite 

beautiful, Hohman says, but 

just outside the city, many of the 

homes are small and rundown. 

continued from page 41 

the field. The returning workers have 
been a huge benefit for the new workers, 
not just on the job, but in making their 
way in the country. 

"You can tell the guys who are in the 
country for the first time from a mile 
away. Their eyes are huge, taking it all in," 
Hohman says. "There's all this basic stuff 
that we take for granted that they don't 
know, like how to cash their checks." 

H-2B liaison 
The most helpful thing Hohman has 
done is bring in Mosquera, his interpreter, 
for weekly sessions with his Hispanic 
workers. Though many of them under-
stand English, they feel more comfort-
able talking with Mosquera. By dealing 
with issues before they become problems, 

Hohman keeps his 
entire workforce 
happy. 

"The biggest 
challenges we face are cultural," 
Hohman says. "We had to leam they're 
here to work. That first year, we let them 
work too much, paid too much over-
time. Now we find a happy medium of 
about 45 to 50 hours per week." 

Turfscape's crews are diverse, made up 
of a combination of American and His-
panic workers. 

"The American crew leaders who are 
the most successful are the ones who 
make an effort to communicate," 
Hohman says. "That's why I made my 
journey to Queretaro, to better under-
stand what my workers want, what they 
need, and vice versa. 

"There may be issues here and there, 
but it's a trade-off What you get in return 
is a hardworking, loyal workforce. If I 
couldn't bring back my workers, my 
friends, I don't know what I'd do. What I 
do know is that I couldn't run my business 
the way I do now." L M 

This article is the second in LMs series, "A Question 

of Labor," investigating all sides of the H-2B 

immigration issue. Look for upcoming articles 

on labor statistics, workers' viewpoints and the 

role of the American workforce. For complete 

archives.visitwww.landscapemanagement.net. 
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FRANCHISE OR INDEPENDENT? 

Green Industry franchisors say they 
. ^1 uild profitable 

nly if owners 
work hard 

BY SEAN GALLAGHER 

Franchising has been a part 
of the lawn service indus-
try almost since its begin-
ning a half century ago. 
Many entrepreneurs and 
would-be entrepreneurs 
still find it attractive. There 

are compelling reasons why. 
When starting an independent busi-

ness, you're investing completely in your-
self and hoping you'll either know what 
you're doing or figure it out along the way. 
With a franchise, however, you plug into 
existing proven systems. 

"Primarily, a franchise offers an upstart 
business the opportunity to take advan-
tage of a recognizable brand," says Scott 
Frith, CFE, vice president of marketing 
and franchise development for Lawn 
Doctor, Inc. "With that advantage at the 
outset, the business reaps the benefits of 
immediate credibility. Additionally, a fran-
chise allows someone new to the industry 
to benefit from time-tested support sys-

THE WHEEL 
terns that reduce the learning curve. Es-
sentially, a franchise mitigates risk and ac-
celerates growth in many cases." 

U.S. Lawns' Vice President Paul Wol-
bert agrees that operating a franchise 
opens the door to additional opportuni-
ties that wouldn't readily be available to 
most upstart businesses. 

"In starting a franchise your back-
ground and previous experience doesn't 
matter," Wolbert says. 'We can bring the 
technical side of the business." 

Of course, franchising doesn't guaran-
tee success. And it doesn't mean you won't 
work hard at building its success. When 
you acquire a franchise, you're not buying 
a job. 

"You have to market your business," 
Frith says. "There's no storefront to work 
with in our industry, so don't expect to 
put out a sign and see business start flow-
ing in. Actively pursuing customers is a 
must. However, one of the great advan-
tages that a Green Industry franchise has 

Bill Sheehan, equipment specialist for Lawn 
Doctor, Inc., explains the technical aspects of 
some of Lawn Doctor's equipment at the 
company's National Conference. 



over many other franchise opportunities is 
that it allows franchisees to profit from a 
recurring revenue stream." 

Don Dankowich, president of Weed 
Man, agrees and adds that the key to suc-
cess in any industry is people. 

"Ultimately, it still comes down to the 
people," Dankowich says. "It comes down 
to being good managers and a sense of 
having good skills in terms of finding the 
right people, training and motivating 
those people. You're only as good as the 
people around you." 

How it works 
In essence, franchising works like this: 
Once an interested party finds the fran-
chise opportunity that seems to be the 
perfect fit, exercising due diligence to in-
vestigate all opportunities available, 

there's an upfront cost that usually covers 
licensing fees, the rights to use the brand 
and the franchise support systems, as well 
as a period of training. 

All systems have unique models. For 
example, Lawn Doctor and US. Lawns 
operate as primary franchisors, awarding 
and supporting each franchise location 
from their respective corporate headquar-
ters. Weed Man, however, awards and 
support its franchise locations through 
sub franchisors who develop specific re-
gions of the country. That's not to say 
that the formerly mentioned models 
don't offer local support. Rather, most of 
the established systems will offer regional 
meetings, regular training opportunities 
and field visits from corporate staff, 
among other things, to support fran-
chisees locally. 

Consider all costs 
Some of the things to consider when in-
vestigating opportunities include initial 
costs, vehicle costs, equipment and mate-
rial costs, miscellaneous expenses related 
to the business, as well as personal and 
household expenses. But the tangible 
costs aren't all you should be thinking 
about when looking to open a business, 
franchise or not. 

"Look for something that you're going 
to enjoy doing, because this is going to be 
a lifestyle change if you're not necessarily 
from the industry," Wolbert says. "You 
have to understand what the business is 
about and spend some time with the 
business." 

Dankowich agrees that finding a per-
sonal fit is vital when evaluating any op-
portunity, franchise or not. 

A proven performer that's 

Tough On 
Disease, 

not your budget? 

You Better Believe It. 



BUSINESS FRANCHISE OR INDEPENDENT? 

"What do you enjoy in life?'" asks 
Dankowich. "You have to understand the 
plusses and minuses of each opportunity." 

Frith agrees and offers the following 
tips on what to look out for when consid-
ering different franchise opportunities. 

"A viable franchise opportunity must 
have an immediately recognizable brand," 
Frith says. "A good way to judge this is by 
how long the company's been in business 
— the longer, the better. An established 
base of dealers shows a strong support in-
frastructure in franchising. Satisfied fran-
chisees are a great indicator of a viable 
opportunity. If most dealers are happy, 
then they're obviously profitable. Contact 
several franchisees to gauge their experi-
ences before you make any decisions. 

"You must be confident in the ability 
of the corporate headquarters or sub-fran-

CONTROL OF BROWN PATCH 
ON TURF-TYPE TALL FESCUE 

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

Untreated — — 48.0 
Insignia 0.50 14 0.0 

20 WG 0.90 28 1.5 

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

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

Spray Volume (gal/1000 sq ft): 1.1 

Partial data shown. 

BetterSolutions. Better Results. BetterSolutions. Better Results. 

chisor to support your 
business. The headquar-
ters of any good fran-
chise company should 
offer plenty of valuable 
intellectual capital and talented people in 
the field to help guide you as you build 
your business. Franchising is about com-
munication. A relationship that doesn't 
seem like a good fit from the start won't 
be positive long-term," says Frith. 

Evaluate the culture of the company, 
too. Ask yourself, "What kind of people 
am I going to interact with in this organi-
zation? Are they the kind of people I can 
see myself working well with?" 

"A franchise system that demonstrates 
that it's reinvesting in itself is a good indi-
cator of long-term stability," adds Frith. "Is 
the company innovating and using the lat-

Dave Reist, facilitator for U.S. Lawns, conducts 
field training with franchisees Bryant and 
Edna Jernigan. 

est technology? If the company is reinvest-
ing in itself that means it's poised for fu-
ture growth." 

Build relationships 
Of course, if you're going to get involved I 

wj 
in a franchise system, you want to reap 
the greatest benefits from that involve-
ment. Consider the type of relationships 5 
you'd like to have with the franchisor and 2 
your fellow franchisees. 



"Get involved with other owners and 
keep involved with a positive relationship 
with the franchisor/' says Gene Robert-
son, owner of U.S. Lawns of Nashville and 
Nashville South. "Use all the tools they 
give you and network with the other 
owners. Learn and gain as much from the 
other owners as you can." 

Dave Mlotkiewicz, owner of seven 
Lawn Doctor franchises in New Jersey, 
boasts nearly two decades in franchising. 
The relationships that franchisees cultivate 
with their fellow dealers are equally im-
portant to their relationships with the 
franchisor, he believes. 

"Attend meetings and attend confer-
ences and stay involved with surrounding 
dealers," Mlotkiewicz advises. 

There are also franchise opportunities 
available for existing businesses inter-

NOT FOR EVERYBODY 
As with any relationship, there are 
those who are a good fit and those who 
aren't. Some of the Green Industry's 
most widely recognized franchisors can-
didly admit that franchising isn't right 
for everyone. 

"Lawn Doctor is selective about who 
we allow to represent our brand,"says 
Scott Frith. "Not all entrepreneurs are a 
good fit for a franchise." 

Paul Wolbert of U.S. Lawns agrees. If 
you're not interested in following the 
franchise system, "you're better off just 
hiring a consultant," he says. 

"Generally, people who want to do 
their own thing aren't a good fit for 
franchising," Frith says. "A franchisee 
has to see the value of the franchise re-
lationship, and they definitely can't be 
someone who's simply looking for a job. 
Operating a franchise is still running 
your own business. You're not just going 
to sit back and collect a paycheck. It 

takes significant sweat equity to be suc-
cessful. Also, the Green Industry doesn't 
typically lend itself to investor models. 
Most successful franchisees in our indus-
try are of the owner/operator variety." 

Adds Wolbert, "There's a roadmap 
to follow. If you can follow the proven 
business model you're going to get a 
comfort level and be successful." 

"A person who is so independent 
that they like to recreate the wheel, and 
can't follow something that's been cre-
ated by someone else isn't a good fit," 
says Don Dankowich of The Weed Man. 

But opening a franchise doesn't 
guarantee success either. It takes hard 
work, determination and plenty of 
sweat to run a successful business. 

"People that are a good fit for fran-
chising are self-motivated and hard-
working and don't mind wearing differ-
ent hats in running their own business," 
says Dave Mlotkiewicz, first vice chair-
man of the International Franchise Asso-
ciation Franchisee Forum. 
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ECHO blowers are powerful... ask any pro. Tough jobs 
are made easier with ECHO features like a powerful 
2-stroke engine, Pro-Fire electronic ignition and 
cruise control. ECHO is the only brand with every 
handheld and backpack blower engine certified to the 
highest useful life. 

Ask Any Pro! 

For a dealer nearest you: 
www.echo-usa.com 800.432.ECH0 
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Weed Man franchisees 
learn the customer service 
values taught by the Disney 
Institute at the Weed Man 
Annual Convention in 
Orlando, FL. 

ested in either converting to a fran-
chise operation or in complement-
ing their existing menu of services. 
For example, turning Joe's Lawn 
Care into Lawn Doctor of Any-
town or adding a Weed Man lawn 
care franchise to Jane's Pest Con-

trol. There are pros and cons to making these types of adapta-
tions to an existing business. 

"For a person that's well established, what you're really look-
ing at is different values from a grassroots opportunity," 
Dankowich says. "You already have some knowledge and experi-
ence of the Green Industry. You may be looking for the brand 
name recognition and the ability to pool dollars on a regional or 
national basis. A franchising system can bring a lower cost of 
buying products for your business." 

Although there are advantages for the independent business 
owner in employing a franchise system to transition or add to his 
or her operation, it's always challenging. 

"There will likely be different equipment required to main-
tain a differential advantage in the marketplace," says Frith. "Pro-
prietary software may be required. The vehicle layout may be 
different. Naturally, all these differences are in place to maxi-
mize efficiency for franchisees. The transition for someone set in 
his or her way of doing things can be difficult." 

Don't just evaluate what a franchise system or independ-
ent operation can offer you in and of itself. Rather, evaluate 
your own needs as an entrepreneur. Take a careful look at 
your strengths and weaknesses, and then move forward with 
the opportunity that seems to complement those strengths 
and improve upon those weaknesses in the most advanta-
geous way. lm 

—The author is the copywriter/research analyst for 
Lawn Doctor, Inc., Holmdel, N.J. Contact him at 

732/946-0029 or spatrickgallagher^comcast.net 

http://www.echo-usa.com
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FIELD B A S I C S 

Mow 
like a pr© 
Apply b a s i c b u s i n e s s e f f i c i e n c y tips to 
tbe field a n d you'l l reap tbe benefi ts 

BY STEPHANIE RICCA/ 
Managing Editor 

very seasoned 
landscape pro 
has a formula 
for achieving 
maximum 

mower productivity. It's a 
combination of having the 
right people doing the right 
jobs at the right time. Easy, 
right? We asked some com-
pany principles to share their 
wisdom. Turns out that a good 

formula for productive mow-
ing operations takes basic 
business considerations into 
mind: Pick the right people 
and establish good systems. 

People first 
"Having people that can make 
intelligent decisions, trou-
bleshoot and be trusted in the 
field is crucial to having an ef-
ficient operation," says Steve 
Rak II, vice president of South-
west Landscape Management 
in Columbia Station, OH. 

Good people are the first 
step, but training them with 
efficiency and productivity in 
mind is essential, says Wayne 
Volz, owner of Wayne's Lawn 
Service in Louisville, KY. "We 
often place too much empha-
sis on the ground speed of 
equipment versus overlap 
training," he says, referring to 
the amount of the cutting 

deck riding over pre-cut turf. 
"Excessive overlap can kill 
your profit margin if your em-
ployees have not been trained 
to understand overlap. The 
difference between a four-
inch overlap and a six-inch 
can be costing your company 
$ 100 per day or more in lost 
production." 

It's not only how your peo-
ple are doing their job, but also 
how many of them are doing it 
at one property. "Use one-man 
mowing crews when you have 
the ideal person," advises Bob 
Smart, president of Olmsted 

Falls, OH's Yard Smart. "This is 
the most efficient crew, fol-
lowed by a two-man crew." 

Systems work 
But mowing is more than just 
the person pushing the 
mower. Efficiency in the field 
profits from time spent estab-
lishing good systems back in 
the office, says Highland Out-
door chairman and founder 
Jason Cupp. His company re-
cendy switched all mowing 
crews to the same equipment 
brand based on some internal 
process checks. "We track the 
true direct cost versus rev-
enue daily by route and 
weekly by crew," he says. "This 
allows us to determine if the 
right equipment is on the 
truck, the right people are on 
the crew and the right route is 
being used." 

Smart echoes the idea of 
using common equipment for 
availability and efficiency. 
"Use 36- and 52-inch walk-
behinds instead of 48-inch 
walk-behinds," he says. "This 
keeps the blades common on 
both machines." LM 





H O T N E W P R O D U C T S 

ILow rider 
Wright Manufacturing's new 

mid-mount, zero-turn mower's 
engine is mounted nearly three 
inches lower than traditional 
mid-mounts, which lowers the 
mower's center of gravity im-
proving balance and safety. The 
hydro-drive pulley is mounted on 
the bottom of the engine drive 
shaft, which allows the hydro 
pumps to be mounted six inches 
lower than most mid-mounts. 
The rear wheel motors can be 
moved fore and aft through 
three settings, keeping the 
proper weight balance with col-
lection systems. Choose 21-, 23-
or 25- hp engines, with decks of 
48-, 52- or 61-in. deck width. 
Contact Wright at 301/360-9810 
or visit www.wrightmfg.com I 
circle no. 250 

2 Spreading 
protection 

Andersons Golf Products' new 
Compass G is the first granular 
strobilurin fungicide — no more 
need to wait for a spray applica-
tion. Compass G spreads to pro-
tect against brown patch, an-
thracnose, gray leaf spot, 
summer patch and more. With 
the proper setting and a profes-
sional grade spreader, the job can 
be done by any member of a 
grounds crew. 
For more information contact 
Andersons at 800/253-2639 or 
visit www.AndersonsGolf-
Products.com I 
circle no. 251 

3 It's a blow out 
Tanaka America introduced 

two new backpack blowers, the 
TBL-7800 and TBL-7800R. The 
TBL-7800 features a side-
mounted throttle and the TBL-
7800R is equipped with a tube-
mounted throttle. Both units are 
EPA Phase 2 and C.A.R.B. Tier II 
compliant. The blowers are pow-
ered by a 65 cc, 2-stroke engine 
and have an air volume output 
of 850 CFM. They are designed 
as everyday commercial-use 
blowers, but can handle the big-
ger jobs as well. Both models are 
covered by Tanaka's two-year 
commercial warranty. 
For more information contact 
Tanaka America at 253/333-1200 
or visit www.tanaka-usa.com 
I circle no. 252 

4 Mini Z 
Hustler Turf Equipment 

Mini Z 36 is a true, commercial-
duty small z-rider. Its commercial-
duty ZT 2800 transmissions fea-
ture the same rotating group as 
Hydro-Gear pump and motor 
combinations, as well as steel cut 
gears, relief valve, charge pump 
and spin-on oil filter. The 36- or 
42-in. welded-steel decks feature 
Hustler's FreeFlow XR-7 deck for a 
high quality cut. Other features: 
SmoothTrak steering with auto-
matic park brake system, lowest 
center of gravity in class, molded 
rubber discharge chute, remote 
air cleaner standard and 17- or 
19-hp Kawasaki Kai engines. 
For more information contact 
Hustler Turf at 800/395-4757 or 
visit www.hustlerturfequip-
mentcom I circle no. 253 
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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. 

($169 less per case than Hunter PGP *) 
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Rain Bird 5004 Plus Rotor 
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COMMERCIAL POWER 

Air Filters - Aren't they all the same? 

Landscape and mowing equipment works in 

harsh and dirty environments. Air used in the 

combustion process must be clean before it is 

mixed with fuel in the carburetor. For each gal-

lon of fuel that is burned, 10,000 gallons of air 

must enter the system. If the incoming air con-

tains dirt, the silica from the dirt acts like sand-

paper on the carburetor, valves, cylinder wall, 

piston and rings. This wear will eventually cause 

the engine to lose its seal, leading to power loss 

and eventual failure. 

Most commercial small engines use one of 

two types of air filters. Foam element filters and 

paper cartridge filters. Aftermarket parts manu-

facturers often copy OEM filters. While these fil-

ters may look the same, they typically use differ-

ent methods or materials resulting in unequal 

performance. 

For example, OEM air filters from Briggs & 

Stratton are manufactured using a specialized 

process that opens up the windows within the 

foam cell wall. This allows the air to pass 

through the filter media while holding back the 

dirt. Aftermarket air filters may use foam that has 

many of the windows closed, which would cause 

the engine to starve for air. A number of fit 

issues have been noted with non-original filters. 

Any of these issues can eventually lead to dirt 

bypassing the element and entering the engine. 

Non-original paper cartridge air filters also 

have shortcomings. The paper used in these fil-

ters often use coarser fibers, offering less 

strength. This can lead to dirt passing through 

the fibers, or a rupture of the paper filter itself. In 

addition to using higher-quality filter paper, most 

OEM paper cartridge filters also incorporate a 

wire screen behind the paper media for support. 

Many non-original filters often omit this screen, 

which could lead to a collapse of the media. 

Additionally, the urethane foam at the edges of 

the filter may not be thick and spongy enough to 

seal the element within the air filter housing. 

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

No matter what your 
preference in air Wrenches, 

remember they are best 
restricted to disassembly. 

Air power 
BY HARRY SMITH 

Irecently fielded a question 
from a student about air or 
pneumatic wrenches. He 
wanted to know the usual in-
formation: What air wrench 
or wrenches did I recom-
mend? Who had the best 

wrenches? What was better, a ratchet-
style or gun-style wrench? 

Questions about air wrenches always 
remind me of the technician I once hired 
whose toolbox contained a smattering of 
tools and four air wrenches from 3/8- to 
3/4-in. drive. I should have been warned 
by that anomaly. He continually stripped 
bolts and nuts. He refused to believe that 
air wrenches were suitable primarily as 
disassembly tools. He eventually turned 
me into an expert on thread repair and 
broken bolt extraction. I finally did talk 
him into retiring the 3/4-in. wrench to his 
home toolbox. He left my employ after a 
few months and interestingly went on to 
work for a fastener company. 

New design, materials 
Several new wrenches out there are 
worth a closer look. Ingersoll Rand has a 
reaction-less 3/8-in. ratchet-style wrench 
(IR 111) that is known as a "knuckle 
saver." If you ever had your fingers 

slammed in something sharp, rusty and 
immovable by the kick of the wrench on 
a frozen bolt then you can see the merit 
of this tool's design. I have yet to bust a 
knuckle using this air wrench. 

The newest pistol-style 3/8- and 1/2-
in. wrenches make excellent use of com-
posite materials. These wrenches are 
much lighter than their all-metal counter-
parts. The removal torque some of these 
wrenches can produce is astounding. The 
Chicago Pneumatic Turbo 7750 is a 1/2-
in. capacity tool capable of 800-ft.-lbs. of 
torque in a five-lb. wrench. This amount 
of torque in reverse is comparable to 
some much heavier and bulkier 3/4-in. 
wrenches. 

No matter what your preference in air 
wrenches, remember they're best re-
stricted to disassembly. You cannot consis-
tently control the amount of torque they 
produce when tightening without the ad-
dition of a torque extension bar (Torque 
Stick is a notable brand). Make certain 
you have enough cubic feet per minute of 
compressed air reaching the tool, always 
use impact sockets and install a lubricator 
device in the air line to ensure a long 
service life. Air wrenches are terrific tools 
if you know the rules. 
— The author is turf equipment professor at 

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

mailto:smith@lakecitycc.edu


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. 

1 34-36 HP are projected gross HP ratings for the 993cc vertical shaft engine models. 
Production engines available in July, 2006. 
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As a business owner you need to 
push people to be Smart about the 

amount of e-mail they send. 

Tame your e-mail Inbox 
BY TYLER WHITAKER 

Every business is built on effective 
communication with customers, 
vendors and employees. In today's 
online world e-mail is fast becom-
ing the method of choice. Unfortu-
nately e-mail's simple nature lends 
itself to overuse. Now is the time to 

take back your e-mail and your free time. 
A couple of years ago I was working alongside a 

talented co-worker. His leadership skills were second 
to none, but I noticed that his productivity had 
dipped and his tasks were falling behind schedule. 

When I asked how I could help, he quickly agreed 
to forward an e-mail to me containing several small 
tasks that I could tackle. He began to search his e-mail. 
After a few minutes of fruitless searching, I noticed 
that he had more than 7,500 messages in his inbox! If 
that wasn't enough, nearly half of them were unread. 
He was suffering from e-mail paralysis. 

Know when to delete 'em 
E-mail inboxes can become clogged with corporate 
memos, task assignments, useless replies and for-
wards, jokes, and worst of all — e-mail meetings. 
Navigating these dangers takes individual talent and 
discipline. 

First, let's talk about what not to do. One of the 
biggest problems in business e-mail is overuse of the 
cc and bcc lines. It's a fine line between letting others 
know what's going on and starting the firestorm of 
an e-mail meeting. This occurs when everyone feels 

the need to reply to the original message and then 
reply to the replies, until only someone with a com-
puter science degree can make sense of it all. A cou-
ple of basic rules of thumb are 1) never send an e-
mail when an actual meeting would solve the 
problem faster. And 2) avoid sending e-mails to more 
than two cc or bcc recipients. 

Being able to move through your e-mail quickly 
is another skill to master. Most e-mail programs have 
the ability to create folders. Move messages out of 
your inbox once you read them. One of the folders 
you should use the most is called "Deleted Items." 
Don't be afraid to delete early and delete often. 

Inspire e-mail smarts 
As a business owner you need to push people to be 
smart about the amount of e-mail they send. Employ-
ees often misunderstand that best use of e-mail is to 
get business objectives completed. Don't let them fall 
into using e-mail as a way to pass the buck. One of 
the most extreme examples to combat this is the 
CEO who instituted an "E-mail-Free Friday" policy. 
Without e-mail, his employees were forced to talk 
with customers and each other. 

Make plans now to join the "Empty Inbox Club" 
and discover the empowering emotion that comes 
from being the master of your inbox. Less stress, 
more time, and increased energy are just a few 
mouse clicks away. 

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

twhitaker@symbiot.biz. Visit his blogat 
www.tylerwhitaker.com 

mailto:twhitaker@symbiot.biz
http://www.tylerwhitaker.com
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Demand 
for sn w removal will gr0w 
Andrew Outcaltf 

new president of 
Meyer Products, 
says the industry 
innovates even 
when snow is 
scarce 
BY RON HALL/Editor in Chief 

ew us look at the 
snowplow as a 
high-tech tool. But 
new design and 

manufacturing 
processes indicate that 

high-tech is the name of 
the snowplow game, at least in the pro-
duction of snow removal equipment. 

Landscape Management interviewed 
Andrew "Andy" Outcalt, the new presi-
dent of the Louis Berkman Winter 
Products Co., which includes Meyer 
Products LLC and Swenson Spreader 
LLC The interview took place during a 
tour of the company's 265,000-sq.-ft. 
manufacturing facility in Cleveland in 
March. The day was sunny and unsea-
sonably warm, just like much of a mild 

and unusually snow-free '05-'06 winter 
in the Mideast. 

With or without snowy winters, 
Outcalt says demand for contracted 
and in-house snow removal will con-
tinue to grow. 

"People's expectations for getting 
roads open and parking lots cleared are 
greater than ever before," he says. "Re-
gardless if the snow is 1/2 inch, one 
inch, two inches or three inches, people 
are going to demand that it's plowed 
and salted." 

To meet that demand, end-users will 
need great equipment. 

"A snowplow is more sophisticated 
than just a moldboard and black iron," 
says Outcalt. "This industry is becoming 

more and more technology driven." 
How, we ask? 
He starts by describing the sophisti-

cated 3-D software used to simulate the 
performance of plow designs in differ-
ent snow conditions. Then, of course, 
there's the plant tour that includes stops 
at a state of the art Whitney Plasma-
Punch laser-bum table to cut steel pre-
cisely and a new robotic welding cell. 
His company, has invested more than 
$3.0 million in capital upgrades within 
the past few years. 

Outcalt was named president of The 
Louis Berkman Winter Products Co. 
(Meyer & Swenson Products LLC), on 
March 1, succeeding Robert Balogh, 
who retired after a 34-year-career with 



Meyer. Outcalt served as executive vice 
president for the company for three 
years. Before that he had been an execu-
tive with M I D Products, also based 
near Cleveland. 

History to present 
Meyer Products, which is believed to 
have about 30% of the U.S. snowplow 
market, has been a supplier to the snow 
and ice removal industry for 80 years. In 
fact, the company claims to have in-
vented the snowplow as a result of Ed-
ward B. Meyer attaching a wooden 
moldboard to the front of his Buick in 
1926 to clear his driveway. That success 
gave birth to the Meyer Auto Snow 
Plow Company, the precursor to the 

Snow removal 
contractors can 

count on increased 
demand for their 
services because 

society is less and 
less tolerant of 

snow-covered roads. 

present company in Cleveland. 
Outcalt is a "walk-around" manager. 

He's as comfortable on the shop floor 
talking with hourly workers as he is 
with management. He's no stranger to 
either the boardroom or the shop floor 
where the company continues in its 
multi-year program to update its manu-
facturing processes through Lean manu-
facturing techniques with an employee-
team "cell" approach. 

One of several beneficial results in 
the company's worker empowerment 
campaign was the implementation of a 
barcode system to allow for faster and 
more accurate inventory tracking. He 
says the company is now filling cus-
tomers' orders in half the time it previ-
ously took. 

"Our goal is to provide products 
with reliable overtime construction," 
says Outcalt. "A contractor might be out 
in a storm from 2 to 7 a.m. with 50 
properties to plow out. They can't af-
ford to be down." 

Industry predictions 
OK, so tell us about what you see for 
the snow and ice management industry 
in general, we ask? 

"We see it being a strong business al-

though there's no question it's seasonal 
and there are ups and downs," says Out-
calt. He says that snow removal contrac-
tors can count on increased demand for 
their services because society is less and 
less tolerant of snow-covered roads, 
parking lots and walkways. 

Better diagnostics 
For product trends, Outcalt says that 
contractors want plows and other snow 
management equipment with better di-
agnostics that make it easier to use. 

And finally the obvious question in 
this season of paltry snowfall in most of 
the country — How has the season 
been for his company? 

"There are two big factors that affect 
our business, snow and truck sales," says 
Outcalt. "The good news is that truck 
sales have been good; the bad news is 
there hasn't been much snow." 

Even so the new president of the 
snowplow company remains upbeat. 

"I love those weathermen who 
broadcast every snow, even three or 
four inches, like it's a catastrophe," says 
Outcalt, who admits that the first 
thing he does every day on arriving at 
work is to log onto the Internet for the 
latest weather reports, lm 



€€à CLIP helps Riverside Tree & Landscape organize the 
future, granting invaluable time to build A GREAT business!" 

Marty Yenawine, Manager Massachusetts Certified Landscape Professional Riverside Tree & Landscape Co., Inc. 

6th Annual Fishing Expedition 
In the Green Industry every minute matters. Effective, 
successful landscape companies work hard to make every 
minute count. 

In February 2000, with expert CLIP technical support the 
General Manager & I created two pattern customers tailored 
to our professional landscape maintenance, construction and 
snow removal operations. 

In January 2005, everything we need in our CLIP database 
allows us to actively manage & measure steady growth. 

CLIP is the backbone of our organization. 

With a fleet of 35 trucks & trailers, 40 employees providing 
full service design, construction & maintenance services 
throughout the year we serve a diverse, stable & growing 
base of commercial and residential clients - all tracked 
through CLIP. 

On a dedicated server, CLIP is a central point of reference 
for management with unlimited room for growth! Based on 
our unique business & production experience CLIP stores 
comprehensive services for each of our clients, allowing for 
exacting routing, efficient scheduling, excellent crew 
communications and prompt billing. 

With the power of the business at our fingertips client 
customer service has never been easier. We look forward to 

answering inbound service calls with complete customer 
information at a glance in CLIP. 

CLIP creates the opportunity to make valuable, proactive 
outbound sales calls to better serve & build our client base 
driving the business forward. Our focused efforts to add new 
clients in CLIP is rewarded by long term relationships that 
depend & trust that when they reach Riverside Tree & 
Landscape their questions are answered. 

Renewals are a snap in CLIP with job costing and rapid job 
review based actual crew performance. Right down to our 
Wednesday morning training meetings, we track time in 
CLIP dedicated to learning and advancing the highest quality 
landscape maintenance services available in our market. 

CLIP users are also an experienced professional community 
who apply themselves to integrated business development. 

The 16th Annual CLIP Conference in November 2005 is 
an unsurpassed industry event that has remained on our 
calendar for five consecutive years. The CLIP online forum 
is another opportunity for CLIP users to resolve issues and 
learn from one another. 

Make the MOST of your business - convert the valuable time 
you spend on your business to grow & profit with CLIP. 



blizzard can be 
a college stu-
dent's dream: 
Classes are 

canceled, giving 
a precious extra 

day or two to get that 
late assignment done. But for the cam-
pus facility maintenance staff, an unex-
pected snow event can be a nightmare. 

"Sidewalks and steps are particu-
larly taxing because our campus sits 
up on a hill. They must always be kept 
clean because we are a transient col-
lege," says Denny Baker, lead techni-
cian in the landscape and grounds de-
partment for 9,000-student Cincinnati 
State Technical & Community Col-
lege. Baker is responsible for year-
round upkeep of the 43-acre main 
campus, as well as its north and west 
campuses (totaling about 10 acres) 
and the west campus' 20-acre single-
runway airport complex. 

Baker has been with the university 
five years. His job evolved from a 
decade of teaching classes in turfgrass 
maintenance, horticulture and even 
cemetery management, which he still 
does many evenings. He was manager 
for a national landscaping and lawn 
care firm before that, so he knows 
what to look for in a good contractor 
relationship. 

"We perform about 98 percent of 
all the snow and ice control on the 
main campus," Baker says of his five-
man team, which is responsible for all 
three locations. "It's a team effort be-

sri- w on Campus 
Snow removal at colleges and 
universities can be a lucrative add-on 
BY HEATHER GOOCH 

tween us, the contractor and the inte-
rior maintenance staff. It makes the job 
so much easier." 

Communication counts 

John Molloy, president of Boston-based 
Molloy Landscaping Inc., notes that he 
makes it a priority to establish and 
maintain a good relationship with facil-
ity managers at campus accounts. 

"Our phone line in our office will 
speed-dial to my cell phone at night so 
I can always be reached in emergen-
cies," he offers as an example. Molloy 
also advises contractors thinking about 
getting into snow removal at their 
campus accounts to spell out responsi-

bilities from the start. 
"Find out what is expected: Are you 

going to be the 'heavy snow guys' to 
help out the on-site staff, or are they 
turning over all snow and ice responsi-
bility to you?" he says. "With the recent 
light snowfall years, some firms have 
even gone to charging a monthly snow-
readiness retainer fee for schools and 
other large accounts." 

Plan ahead 

Baker states that whenever he calls in 
his contractor, there is a pre-arranged 
plan in place. Everyone knows their re-
sponsibilities. "I do not have to stop and 

continued on page s8 

® * It's a team effort between 
us, the contractor and the 
interior maintenance staff. 
It makes the job easier." 

DENNY BAKER, TECHNICIAN 



North American Salt Company, 
manufacturer of: 

SafeStep 
I C E * A* W A Y 

GET FREEZGARD, AND STAY 
A STEP AHEAD OF THE REST. 
Make a better choice than calcium chloride. Choose 
FreezGard Mag Chloride Ice Melter. Extremely effective 
down to -25°F/-32°C, it's the smarter way to melt ice and 
snow on contact. Dare to compare: 

• Won't leave a slick, oily 
residue 

• Slower to refreeze - less 
applications needed 

Plus, FreezGard has that unique crystal shape for maximum 
penetration and scatter control. Take the steps to protect 
yourself, and all of the people who rely on you. 
Get FreezGard. 
Call 877.462.7258 or visit www.nasalt.com today! 

• Safer on vegetation 
• Gentler on concrete 
• Won't burn skin 

V M S 3 H E ! E £ 3 S 3 £ e v e r y s t e p 
H E T A K E S C O U L D C O S T Y O U 

http://www.nasalt.com


continued from page s6 
direct his people," Baker adds. "The 
working relationship is fantastic." 

Molloy suggests thinking about next 
winter as soon as the sun comes out. 
"We start gearing up for the season in 
April," he says, admitting that he is ear-
lier than his competition. "That's when 
we start designing our fliers and basi-
cally going over our game plan. By June, 
we start talking to our contacts because 
I want the sales wrapped up by Septem-
ber. Everything that comes in after that, 
unbudgeted, is gravy." 

Because it makes sense to contact 
existing clients first, he says, it may be 
something to mention at campus ac-
counts come contract time. 

"These days, universities are looking 

at having you fulfill the whole pack-
age, including snow removal," Molloy 
adds. "Don't be afraid to ask existing 
clients, because if you don't ask, you 
don't get." 

Particularly for campuses, trust is a 
big issue, as Baker can attest. Molloy 
jokes that facility maintenance depart-
ments seem to have their own "clique," 
wherein they tell one another the local 
companies they like to use — and the 
ones they don't. 

"You might be presenting to univer-
sity officials, but you need to gain the 
trust of the facility maintenance depart-
ment," he adds, lm 
— The author is a Northeast Ohio-based 

writer. Contact her at 330/723-3539 or 
heather@goochandgooch.com 

Get in gear 
John Molloy, president of Molloy Land-
scaping in Boston, advises lawn care op-
erators interested in offering snow re-
moval to first take stock of their 
existing equipment. This is particularly 
helpful when going after a large ac-
count like a college campus. 

"If you're at a university and doing 
their sports fields already, you probably 
already have the basic equipment for 
adding snow removal attachments," he 
notes. "Use that liquid tank you use for 
weed control in the summer for de-
icing in the winter. Look at the vehicles 
that you can put a plow attachment on. 
Can you put a heated cab on your 

M A N A G E S N O W AND ICE W I T H U L T I M A T E E F F I C I E N C Y 

The revolutionary breathrough in V-box spreaders! 
A 2-cubic-yard-capacity polyethylene hopper 
that'll even spread 100% pure road sand. All with 
iinger-tip control from the comfort of your cab. 

No wonder the excitement is spreading! 

NO ENGINES, NO PULLEYS, 
NO SPROCKETS, NO BELTS, f 

NO CHAINS! 
I-SAI IERS 
756-6555 

L E A D E R S III I C E C O N T R O L 

mailto:heather@goochandgooch.com


mowers, with windshield wipers? Try 
to maximize your equipment for 12 
months of the year." 

With the winding brick walkways 
common on many campuses, a broom 
attachment is particularly handy on 
compact vehicles because it can re-
move the snow that collects in the 
mortar. Molloy says he has also noticed 
a trend of using backpack blowers in 
the field, to scatter light snowfall. 

De-icing equipment is becoming 
more important, particularly for cam-
puses concerned with slip-and-fall lia-
bility. Molloy, who also owns a snow 
removal equipment supply company, 
Winter Management, says that de-
icing products like his company's 

brand, Ice Ban, are increasingly being 
asked for by name in campus bidding 
specification sheets. 

"Typically, the material will be 
owned by the university and stored on 
its property," he says. "They'll just 
grant you access to it. However, satel-
lite campuses and smaller accounts 
might expect you to provide some 
type of de-icing service. Again, get 
that spelled out up front." 

The most important component to 
preparing to offer snow services on 
campus is the human element, both 
from a liability standpoint and from 
sheer manpower. Let your insurance 
provider know that you're looking at 
adding this service. A typical university 

will have its own insurance, but will 
likely want to know the status of yours 
in the event of a slip-and-fall claim. 
And, Molloy adds, a lot of problems 
arise from not having enough people 
to do the job in time. While his firm 
uses his technicians for snow removal, 
thereby having full-timers all year 
round, it's up to the owner whether to 
subcontract or stay in-house. 

"I'm not a big believer in subcon-
tracting," he says, adding that he does 
keep one trusted subcontractor on 
hand. "But I know of other firms 
whose entire service is nothing but 
subcontractors. If that's what works 
for you, that's fine, too." 

— H.G. 

Municipal Trucks 
Tractors 

• Wheel Loaders 
• Skid Steers 

• Backhoes 
• Sidewalk Equipment 

MODELS AVAILABLE 
• 10-way power vee plows with tripping edges 
• 10-way Power side wing plows with tripping edges 
• Trip edge & trip mold board straight plows 
• Sidewalk vee plow with tripping edges 

* STANDARD SIZES 4' TO 21' 

/IEW ONLINE DEMO 

WWW.MACHINABILITY.COM 
QUALITY DOESN'T COST - IT PAYS! 

(905) 332 -8088 
Toll Free: 1 -877 -321 -2282 

http://WWW.MACHINABILITY.COM


• E L I M I N A T E 
w a s t e d t ruck 
h o u r s 

• E l iminate 
w a s t i n g de ic ing 
rock salt 

• E l iminate 
cost ly repa i rs 

• E l iminate 
o p e r a t o r 
di f f iculty 

Arctic's unique system of 
moldboards independently 
adjusts to the irregular 
contours of the pavement's 
surface, rising up to 2 inches to 
trip over obstacles. In addition, 
its specially engineered pivoting 

wing system glides over curbs 
and other obstructions. Never 
again fear on-ŝ te breakdowns 
and excessive time loss due to 
damaged plows. 
The plow's steel blade hugs the 
pavement surface and slices 

through compacted snow and 
ice so well it'll reduce your 
salt consumption by 50% and 
the need for additional labor 
by 75%, allowing you to plow 
more efficiently, faster and for 
more profit. 

% lì „ . 
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Please visit us at 
www.arcticsnowandice.com a 
and view a demonstration 
video on-line. 

http://www.arcticsnowandice.com
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Keep it clean A 
Toro's new line of equipment covers in-
cludes products for the company's single-
and two-stage snow throwers. Made from 
polyester fabric, the black covers are water-
proof and abrasion and tear resistant. They 
are designed to work equally well as 
overnight protectors for equipment stored 
outside as well as protection during off-sea-
son storage. Vents promote air movement 
around the equipment, and all covers are 
available with or without Toro branding. 
For more information contact The Toro Co. at 
800/348-2424 or visit www.tpro.com 

Who's the boss? T 
The BOSS Trip-Edge skid steer plow takes 
the surprises out of blade-jarring obstacles 

like ice, rocks and manhole covers. This 
plow has a built-in float feature to follow 
the contours of the plowed area, and uses 
adjustable trip springs for superior control. 
The reinforced moldboard, cast-iron blade 
shoes and heavy-duty push frame give extra 
muscle for the toughest jobs like deep, wet 
snow. This model features a built-in hy-
draulic crossover relief system and angle 
cylinders protected by a mechanical stop. 
For more information contact BOSS at 
800/286-4155 or visit 
www.bossplow.com 

It's a dragon 
The Snow Dragon SND 600 MiniPro Model 
is designed for use at strip malls, schools or 
restaurant parking lots and is the ideal con-
figuration for landscapes, the company 
says. Its capable of economically melting 60 
cu. yd. of snow per hour. It can be towed 
from site to site with the typical landscapes 
truck, and carry a skid loader along inside. 

Features include a built-in lighting sys-
tem, low maintenance, easy access 

side loading, heated and lighted operating 
enclosure, grating for trash separation sys-
tem and visual and audible alarm indication. 
For more information contact Snow Dragon 
at 216/531-1010 or visit 
www.snowdragonsales.com 

Compact thrower A 
Ventrac's new KX520 snow thrower is a 
newly designed unit to meet heavy-duty 
demands. It features a 26-in. high and vari-
able 48- to 52-in. width opening coupled 

with a 5 x 20-in. blower to move large 
amounts of snow in efficient time. The 

model comes standard with a hardened 
cutting edge, adjustable shoes, a 16-in. 
serrated auger and 180-degree hydraulic 
rotation of the discharge chute with an 

optional electric height adjuster. 
For more information contact Ventrac 

at 866/VENTRAC or visit 
www.ventrac.com 

continued on page si4 
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RESIDENTIAL • COMMERCIAL • MUNICIPAL > SNOW PLOWS AND SALT SPREADERS 

IT'S TRUE! All truck-mounted Sno-Way plows 

have a unique plow lighting system called EIS™ or 
Energy Interruption System.™ This patent pending 
system eliminates the two largest service parts in 
the industry - plow light harnesses and headlig 
relays/modules. Even better, the military spec 
electrical connectors on the plow lights and 
lighting harness virtually eliminate corrosion. 
Keeps out salt ...Keeps out moisture.... 
No relays....No modules. 
What more could you ask for in a system? 

How about more productivity out of your plow 
equipment? How about less downtime because you ^ 
won't have to replace a blown relay at 5 a.m.? How about 
more money in your pocket since you won't have to stock a N 

S250 replacement module or install it? You can have the so-called 
smartest, brightest lights in the industry, but they won't work without 
a light relay...unless you have Sno-Way EIS.™ 

FOR MORE INFORMATION CALL 262.673.7200. 

Stop sinking your profits back into your 
parts inventory! Sno-Way's EIS™ offers: 

• Zero Relays or Modules 
• Zero Connector Corrosion 
• Less Downtime 
• More Plowing Productivity 
• Less Plow Service = More Happy Customers 

If your looking for higher profit, less service 
and more satisfied customers, then look no 
further than Sno-Way. Otherwise, stick with 
the competition and keep taking out the trash. 

Sno-Way. NEW plows. NEW spreaders. 
NEW technology. NEW OPPORTUNITY. 

www.snoway.com C 2008 Sfio-Way M 

http://www.snoway.com
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Keep pushing • 
Bobcat Co.'s new snow pusher attachment 
is available in 94- and 120-in. widths for 
Bobcat skid steer loaders, compact track 
loaders, all-wheel steer loaders and Toolcat 
utility machines. The pusher features a free-
floating blade capable of floating up to 2.3 
in. vertically and tilting 12 degrees with a 
+/- 4.5-degree oscillation. The attachment is 
equipped with abrasion-resistant skid shoes 
and a rubber cutting edge. A read cutting 
edge support is also included. 
For more information visit Bobcat Co. at 

www, bobcat com 

Reversible • 
The Switchblade from Pro-Tech Manufac-
turing & Distribution is a reversible pusher 
with both a rubber cutting edge and a steel 
cutting edge. The rubber edge is designed 
for wet, heavy snow conditions with a lot of 
ground obstacles; the steel side is for hard-
packed snow conditions on job sites with 
no ground obstacles. 
For more information contact Pro-

Tech at 888/787-4766 or visit 

www.snopusher.com 

Out of the box • 
The Daniels box plow offers a steel trip 
edge the company says cleans hard packed 
snow and ice better than a rubber edge. 
Available in 10 sizes from 8 to 32 ft. wide, 
the box plow features back dragging, ad-
justable spring tension and grading. It offers 
cutting edges with 3/4-in. by 6-in. high car-
bon steel; standard bucket mount on 12-

32-ft. boxes; leveler rod standard on all 
boxes; quick disconnect ears available on 
all box plows; and standard two-pin plate 
for skid steers on 8- and 10-ft. boxes. 
For more information contact Daniels 

Plows at 847/426-1150 or visit 

www.danielsplows.com 

to Pass the salt • 
North American Salt 
presents Aspen Snow 
and Ice Melter. The 
magnesium/sodium 

blend melts below 
0 degrees F. It is 
formulated to reduce 
damage to metal, concrete and the 

environment. Available in 20- and 50-lb 
bags, the product does not contain 
dyed products or oily residue. It is 
colorless, odorless and water soluble. 
For more information contact North 

American Salt at 913/344-9100 or visit 

www.nasalt.com 

http://www.snopusher.com
http://www.danielsplows.com
http://www.nasalt.com


TIME TO SHOW SNOW 
WHO'S THE BOSS. 
We don't just talk a good game. We roll up our sleeves and work right alongside 
you, doing what it takes to make your job easier. That's how we end up with the 

fastest, most versatile, best-engineered products in the snowplow industry. 
Sure, everybody says that, but we'd like to prove it to you. Just visit an authorized 

r BOSS dealer near you. Or visit our Website, where you can request more information. 
r Our detailed brochures help you pick The BOSS just right for your job, and our 
product and comparison DVDs show you how The BOSS outperforms the competition-
day in, day out. Once you see The BOSS for yourself, we know you'll agree. 
THE BOSS IS DRIVEN TO BE THE BEST. 

B O S S P L O W . C O M 

8 0 0 - 2 8 6 - 4 1 5 5 
©2005 BOSS Products/Northern Star Industries, Inc. 



Professionals 
Demand Choices 

Pro-Tech provides a diverse product line for snow and ice 
professionals. Check out our website to see our entire 

line of products at www.snopusher.com 

http://www.snopusher.com


ADVOCATE for your industry 

VOICE your expectations 

REAFFIRM your patriotism 

GIVE back to America 

JULY 23-25, 2006 
Holiday Inn on the Hill 
Washington, D.C. 

REGISTER NOW! 
landcarenetwork.org 
(800) 395-2522 

PLANET members come together for this 
memorable annual event to work cooperatively 
on legislative issues and speak in one strong 
voice as they advocate for key industry needs. 
This year's Legislative Day on the Hill is your 
chance to join forces with your colleagues and 
assemble on Capitol Hill to connect directly with 
and influence members of the House and 
Senate. Afterward, at Renewal and Rembrance, 
reaffirm your sense of patriotism and pride by 
improving your country's most hallowed 
grounds. It's time to give back — register today. 

PLATINUM SPONSORS Husqvarna and Syngenta Professional Products 
CONGRESSIONAL BREAKFAST 
SPONSOR 

Federation of Employers & 
Workers of America 

Bayer Environmental Science, Dow AgroSciences, 
FMC Specialty Products, IMERYS, 

John Deere, and LESCO 
GOLD SPONSORS 

SILVER SPONSORS 
BASF Corporation, Nufarm Turf & Specialty, 

Project EveiGreen, The Scotts Co., 
and Vermeer Manufacturing 

BRONZE SPONSORS The Andersons, Inc., Helena Chemical Company, 
and PBI/Gordon Corporation 

KEYNOTE SPEAKER SPONSOR FMC Specialty Products 

RENEWAL & REMEMBRANCE LUNCH 
AND REFRESHMENT SPONSOR Bayer Environmental Science 

PLANET 
^ Professional Landcare N e t w o r k 

Formerly ALCA and PLCAA 



TECHNOLOGY W A R M - S E A S O N D I S E A S E C O N T R O L 

The b i g nasty 
Here's the low-down on large patch, spring 
dead spot and gray leaf spot and how to 
manage them on warm-season turfgrasses 

BY DR. S. BRUCE MARTIN, JR. 

variety of diseases challenge the health 
and survival of warm-season turfgrasses. 

But three big ones stand out because 
of their prevalence and the harm 

they cause to turfgrass used in 
home lawns, commercial proper-

ties and sports fields. Each dis-
ease becomes established and spreads under its 
own unique conditions. 

In fact, when investigating any suspected 
disease outbreak or epidemic, consider the 
classic disease triangle — a susceptible turfgrass 
host, a particular pathogen and an environ-
ment that favors that pathogen. The fourth 
factor that comes into play is often overlooked 
is time. The longer that susceptible turfgrass is 
exposed to a pathogen when environmental 
conditions favor that disease, the more harm 
it will cause the turfgrass. 

The primary warm-season grasses used in 
lawns and landscapes are St. Augustinegrass 
(usually in coastal, sub-tropical environ-
ments), centipedegrass, zoysiagrass and 
Bermudagrass. Each grass has unique condi-
tions for optimal growth. Consider shade tol-
erance, for example. St. Augustine is the most 
shade tolerant, followed by zoysia, then cen-

tipede and finally Bermudagrass. However, all 
of these grasses require adequate sunlight, 
usually six hours minimum. 

Other stress factors that weaken turfgrass 
include poor drainage, compacted soils, over-ir-
rigation (a big one!), foot or vehicular traffic, 
improper fertilization, improper mowing prac-
tices and thatch accumulation. Turf managers 
have to make themselves aware of all of the 
limitations of the sites they maintain and cor-
rect them if they can. 

Maintenance and irrigation 
Start by revisiting how you maintain the turf-
grass, including mowing, fertility and irrigation, 
especially irrigation. Also consider modifying 
the site to improve conditions for turfgrass. This 
might include taking out trees, selective prun-
ing, proper grading for drainage and installation 
of supplemental drainage. The better option, if 
given the opportunity of course, is to establish 
the species and variety of turfgrass best suited 
for the sites you'll be maintaining. 

Intelligent irrigation is vital to the health of 
the turfgrasses. In almost all cases it's best to 
supply the needs of the plant and no more. In 
the summer you may have to water often but 
in winter, when warm-season grasses are dor-

continued on page 60 



rHE TOUGHEST 
rooLS. 
rHE LARGEST 
»ELECTION. 

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 
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. 

ce an order: 1-800-847-7863 
3na.be l lota .com Circle 128 



continued from page 58 

mant or semi-dormant, little or no sup-
plemental irrigation may be needed. 
Conditions will dictate when to turn on 
the water. 

Many irrigation systems are pro-

grammed (especially by homeowners) to 
apply light, frequent amounts of water 
that may increase leaf wetness periods 
that promote fungal diseases. So except 
under high heat and drought stress, it's 
normally recommended that irrigation 

Request a web-based demonstration 

TM 

SCHEDULING S O F T W A R E 

How many times will you sit at your desk 
this summer repeating to yourself 

"there MUST be a BETTER way!!" 
before you finally get QXpress? 

There is a better way. It's QXpress . 
If you are manually creating invoices 
in Qu ickBooks , or if the scheduling 
software you use now isn't meeting 
your needs, get QXpress. It is simply 
a better way of turning scheduled 
services into QuickBooks invoices. 

Don't put off evaluating software until 
the off-season. Take us up on our offer 
for a free web-based demonstration with 
a QXpress representative. We'll show 
you how much QXpress will help your 
business - now, and long into the future. 

call 1.877.529.6659 or visit www.qxpress.com for a FREE demonstration 

I Powerful and Flsnbls Industry-spscific Fatturo* 

I QuickBooks Integration Eliminate* Double-Entry 

I BONUS Movie Tutoriel* Specific To Your lndu»try 

Get Started Today! 

Proud member of: 

gr PLANET 
^ Profotuonoi Umdcoro Network 

designed lor w 
QuickBooks 

QuickBooks i* a rapstared trademark and aervica mark of toturt etc in tha Unitad States and othar countries OXpre** is a regrttered trademark ol Atocet Inco'porated 
QuickBooks and the "Designed tor QuickBooks" Logo are trademarks and** regiatered trademark* of kituit he displayed with permission The use by Atocet of the Logo 
does not signify certification or endorsement ol Atocet* software by Mutt , and Atocet i* soley responsible tor tit software and the support and maintenance of tha softwar 
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occurs during the night, after normal 
dew production. Usually there's less 
wind at night so irrigation patterns are 
more exact. Also there's less evaporation 
of the irrigation during the evening. The 
worst time to irrigate is in the early 
morning near sunrise and at dusk, the 
few hours before normal dewfall and 
this few hours after normal dewfall. This 
might increase leaf wetness periods to 
greater than 12 hours, a recipe for dis-
ease development. 

DISEASE: LARGE PATCH 
• Pathogen: Rhizoctonia solani 
AG 2-2 'LP' 
• Grasses affected: All warm-season 

turfgrasses 
This disease is caused by Rhizoctonia 
solani AG 2-2 'LP'. Previously this disease 
was lumped into brown patch diseases 
that included those occurring in cool-sea-
son grasses. However this pathogen is 
unique and infects primarily warm-season 
grasses. Cool, wet conditions favor the oc-
currence of large patch, usually in early 
fall in transition zone environments (the 
Carolinas, Georgia, Tennessee, Alabama, 
Mississippi, Arkansas and again in the 
spring during and after green-up. In more 
southerly locations, the disease may occur 
during mid-winter when warm-season 
grasses may still be green but not growing 
due to cool temperatures. 

St. Augustinegrass is very susceptible, 
along with centipedegrass and zoysiagrass. 
In zoysia, the disease is sometimes re-

http://www.qxpress.com


ferred to as zoysia patch. Bermudagrass is 
sometimes affected, but almost always re-
covers quickly once temperatures favor 
Bermudagrass growth (night tempera-
tures consistently into the mid-60's). Al-
though not widely grown as a lawn or 
landscape turf, seashore paspalum also is 
quite susceptible to large patch. 

The fungus survives on stolons during 
the summer and grows into leaf sheaths 
when temperatures fall and moisture is 
available. The lower leaf sheaths are gir-
dled by the infections, and eventually 
very large patches of affected turf may be 
visible, with active infections occurring at 
the margin of the patches. The margins 
of the patches typically have a bronzed, 
wilted appearance and infected leaves are 
easily pulled from their attachment 
points to the stolons. 

Intelligent irrigation and drainage are 
the keys to limiting the severity of the dis-
ease. Providing adequate sunlight, manag-

fections can occur. Sometimes two or 
three applications may be needed, de-
pending on the fungicide used and 
whether conditions remain favorable for 
disease development. Several fungicides 
are labeled for large patch or for brown 

patch in warm-season grasses, and in-
clude azoxystrobin (Heritage), flutolanil 
(Prostar), triadimefon (Bayleton), my-
clobutanil (Eagle), thiophanate-methyl 
(Cleary 3336 and others), and polyoxin 
(Endorse). 

ing thatch, providing proper fertility and 
mowing at the correct height of cut help 
limit the disease also. 

Fungicides may be needed and are 
most effective when applied near the 
fall infection periods. If abundant mois-
ture is available and soil temperatures at 
about the 2-in. depth approach 70 F, in-

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

1-800-285-7227 
expressblower.com 

Express Blower™and Terraseeding™ are trademarks, and the Express 
Blower design logo is a registered trademark of Express Blower, Inc. 



DISEASE: SPRING DEAD SPOT 
• Pathogens: Ophiosphaerella korrae, 
O. herpotricha, O. narmari 
• Host: Bermudagrasses 
Spring dead spot (SDS) is the most devas-
tating disease of Bermudagrass in the so-
called transition zone. SDS is most severe 
in the northern part of the transition zone 
where Bermudagrass undergoes complete 
winter dormancy and is stressed by low 
temperatures. There are three potential 
causal agents (listed above). In Kansas and 
Oklahoma, O. herpotricha is a primary 
cause of SDS. In the Carolinas, recent re-
search at North Carolina State and Clem-
son University has shown O. korrae to be 
the predominant pathogen causing SDS. 

In any case, these fungi colonize roots, 
stolons, and rhizomes and cause a root rot 
that may extend into the stele of the roots. 

Temperature optima that 
promote these infections 
are only broadly known 
and have not provided a 
soil temperature target for 
deployment of fungicides. 
In fact, fungicide control of 
these diseases is difficult 
and results are erratic and often unsatisfac-
tory. Fungicides, when used, are typically 
applied once or twice in the fall of the year, 
usually targeted with the last application at 
least a month prior to the first 'hard' frost. 

The best control is an integrated ap-
proach of thatch management, aerifica-
tion and light fertilization as Bermuda-
grass approaches winter dormancy. Some 
research has shown some suppression by 
the use of ammonium sulfate or other 
fertilizers that promote an acid soil pH. 

Their use depends on soil tests to monitor 
pH. Fungicides may also be used in severe 
cases, and labeled materials include fena-
rimol (Rubigan, Patchwork), propicona-
zole (Banner, others), myclobutanil 
(Eagle), thiophanate-methyl (Cleary 
3336), and azoxystrobin (Heritage). 

Effectiveness differs among these ma-
terials, and frequently control by fungi-
cides alone is unsatisfactory. Another fac-
tor that may help with SDS is the use of 
more tolerant cultivars of Bermudagrass. 

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. 

Nozzle Type 
Herbicides, Fungicides, 

and Insecticides Droplet 
Size Nozzle Type 

Herbicides, Fungicides, 
and Insecticides Droplet 

Size Nozzle Type 
Contact Systemic 

Droplet 
Size Contact Systemic 

Droplet 
Size 

Turbo — — 
TeeJet • • 

Good Excellent 
O 

O • 
<B O 

DG M 
TwinJet ML 

O Excellent Good O C 
O • 

Turbo 
TeeJet 
Induction 1 — Excellent O 

Turbo i r i J | 
TwinJet u L J n 

Excellent Excellent 
C 

o • 
o o 

AIC 
TeeJet 

Good Excellent • 
<B O 

XP 
BoomJet 1 

— 
Very 
Good o 

• 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.) 

Teejet 
t J BY SPRAYIN SPRAYING SYSTEMS CO. 

www.teejet.com 
TeeJet: No better way to spray 
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Some of these may include new cultivars 
such as Riviera and Patriot, recendy re-
leased by Oklahoma State University. 
Check sources of information such as the 
National Turfgrass Evaluation Program 
(NTEP) for SDS tolerance ratings. Its 
website is www.ntep.org 

DISEASE: GRAY LEAF SPOT 
• Pathogen: Magnaporthe grisea 
• Host: St. Augustinegrass 
Gray leaf spot can be a devastating dis-
ease of St. Augustinegrass. Forms of the 
pathogen also attack tall fescue and 
perennial ryegrass among other plants. 
Forms of the fungus have recendy been 
confirmed to attack kikuyugrass in Cali-
fornia, another warm-season grass. 

In St. Augustinegrass, the disease is 
most severe in the heat and humidity of 
mid to late summer. Turf that's overfertil-
ized with nitrogen, is irrigated to promote 
a long leaf wetness period, is injured by 
dull mower blades or scalping is most sus-
ceptible. New stands of St. Augustinegrass 
established during summer's "dog days" 
are highly susceptible. 

In fact, sod producers and landscape 
professionals should be aware that the 
disease can kill St. Augustinegrass in the 
palettes. It's advisable to treat the sod 
with an effective fungicide before lifting 
and to treat it again after it's installed in 
the landscape. Sod laid in mid summer is 
always at risk. It's almost always better to 
wait until early fall to make the installa-
tion. But no matter when it's laid, turf 

managers should advise homeowners not 
to overwater newly laid sod. 

Apply no fertilizer, other than a low 
rate of a 'starter' tilled into the soil prior 
to laying sod, until the sod becomes es-
tablished. This may be a month after lay-
ing the sod. Nutrients such as calcium, 
phosphorous, potassium, magnesium and 
micronutrients should be applied based 
on soil test prior to sod installation. Some 
new research from the University of 
Florida has shown that silicon, if deficient 
in soil, will promote some suppression of 
gray leaf spot in St. Augustinegrass. 

Fungicides labeled for gray leaf spot 
include thiophanate-methyl (Cleary 
3336), a combination of myclobutanil 
and mancozeb (ManHandle), azoxys-
trobin (Heritage), a combination of tri-
floxystrobin and triadimefon (Armada), 

pyraclostrobin (Insignia), triadimefon 
(Bayleton), polyoxin (Endorse) and prop-
iconazole (Banner and others, suppres-
sion). Check labels to note if they can be 
used in the landscape. There has been re-
sistance in the pathogen population to 
some of these materials. Chlorothalonil 
can still be used by sod producers, and its 
use there should assist in the delay of re-
sistant forms of the fungus. 

There are other important diseases of 
warm-season grasses such as dollar spot, 
leaf spots and fairy ring. Proper turf man-
agement and proper diagnosis of prob-
lems as they occur are the first and fore-
most tools for disease management, no 
matter the turfgrass or the disease, lm 

— The author is professor, plant pathology 
Sd physiology, at Clemson University. 

Contact him at sbmrtn@demson.com 

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 
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TECHNOLOGY SLOPE CHALLENGES 

DO'S & DON'TS OF 

irrigating 
BY STEPHANIE RICCA / Managing Editor 

lope irrigation presents 
challenges particular to 
the environment. Too 
much water and runoff 

i drowns some areas while 
' leaving others too dry. Too 
little water renders the 

whole system ineffective. Not sure if 
you've done the calculations right? 
Keep these tips handy: 

slopes 
These tips help you navigate the ups 
and downs of challenging terrain 

DO remember the run to rise 
ratio: This measurement of 
the horizontal distance vs. the 
rise in elevation will help you 
measure dimensions on an irriga 
tion plan and calculate the actual distance 
of the slope (not just how big it looks on 
your flat plan). 

DO try to use low-angle or flat trajectory 
nozzles for zones at the top of the slope, 
advises Hunter Industries. These heads 
will reduce wind drift and have less throw 
radius, so they can be spaced closer to-
gether than a standard nozzle. If you use 
standard-trajectory nozzles at the top of 
the slope, tilt the heads down to the bot-
tom of the slope. 

DO choose a timer with sev-
eral start times. Rain Bird ad-
vises using one with at least 
four per program. Then de-
termine how long a station 

can be on before runoff starts. 
Divide the run time necessary to 

meet plant water requirements by this. 
Runoff will be reduced. 

DO consider inline emitter tubing, or 
drip line, for low-volume irrigation, espe-
cially on steep, man-made embankments. 
Install the tubing horizontally to the slope 
on the surface. Drip irrigation is a good 
choice for conditions like this, especially 
when slopes consist of poor-quality fill 
dirt, according to DIG Irrigation Products, 
since it reduces runoff, and water loss by 
evaporation and windy conditions. 

DON'T forget the check valve. 
These will eliminate water draining 
out of the lowest head after each 
irrigation. 

DON'T use nozzles that have pres-
sures that are too high or too low. 
You'll waste water and plants won't 
be at optimal health. Rain 
Bird advises using built-in 
pressure compensators to 
eliminate misting or wind 
drift common on a slope. 

DON'T ruin the visual impact of a 
planted slope with riser-mounted 
sprinklers. Pop-ups cut down on 
vandalism and injury, uvi 



If everyone had the same irrigation needs, 
we wouldn't offer so many solutions. 

Maxicom2 Site Control MDC 

Install Confidence.® Install Rain Bird® Central Control. 
To better manage time, conserve water and save money, more people trust Rain Bird Central Control. 
After all, we not only pioneered the technology, we continually evolve and develop new systems to 
efficiently meet unique irrigation challenges. Regardless of where your responsibility lies—a single site 
or multiple locations—confidently rely on one of our proven, user-friendly solutions. 

For more information about Rain Bird Central Control products, visit www.rainbird.com/landscape 
or call 800-458-3005. 

RAIN^BIRD 
Cirde 132 
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instrument panel provides quick reference to 
important indicators and service points. 
For more information contact New Holland at 
717/355-1371 or www.newhoHand.com I 

Vermeer • 
Vermeer Manufacturing Co.'s S600tx rubber 
track mini-skid steer features a spring-cush-
ioned platform and two single-joystick con-
trols with operator-handle grip that allows 
operators to keep their balance while operat-
ing any of the machine functions. A machine 
width of 35.75 in. allows the S600tx to ma-
neuver through gates and other confined 
areas. The 7- or 9-in. tracks provide enhanced 
stability and lower operating ground pressure. 
For more information contact Vermeer at 
888/VERMEER or www.vermeer.com I 
circle no. 254 

built to handle more than 50 universal com-
pact utility attachments. 
For more information contact Compact 
Power at 800/476-9673 or visit 
www.cpiequipment.com I 
circle no. 256 

Bobcat 
Bobcat's small-frame T140 compact track 
loader is 56 in. wide and 124 in. long with 
bucket, and it has a 1,400-lbs. rated operating 
capacity. The T140 has a turf-friendly lug track 
that distributes the operating weight of the 
6,424-lbs. loader over a larger area. Powered 
by a liquid-cooled 46 hp diesel engine, the 
T140 has 16.9 gpm of auxiliary hydraulic flow. 
For more information contact Bobcat at 
701/241-8700 or www.bobcat.com I 
circle no. 257 

New Holland 
The LS185.B and LS190.B skid steer loaders 
are rated at 2,500 and 2,800 lbs. operating 
capacity respectively. The LS185.B is rated at 
78 hp and the LS190.B, which replaces the 
LS190 as New Holland Construction's largest 
skid steer model, is rated at 81 hp. Spring-ap-
plied hydraulic released brakes give reliable 
parking, even on slopes. A digital overhead 

circle no. 255 

Compact Power 
Compact Power, Inc.'s Boxer Brute TRX is a 
track version of the Boxer Mini-Skid. With a 
compact footprint of 44-in. by 70-in., the 
Brute boasts an operating capacity of 900 
lbs. The 9-in. by 42-in. rubber tracks of the 
Brute TRX are designed for optimum traction 
and flotation with minimal compaction. It is continued on page 68 
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First to Start. Last to Quit. shindaiwa 



LM Reports 

continued from page 66 
McLaughlin 
The McLaughlin Horizontal Boring 
Attachment is attached to a mini skid 
steer loader using a "quick-attach" system 
and is powered by the hydraulics of your 
loader. This versatile attachment installs irriga-
tion pipes, sprinkler systems, CATV and utility 
lines under landscaped areas, lawns, drive-
ways, sidewalks and bushes without the 
costly surface damage and restoration. 
For more information contact McLaughlin at 
800/435-9340 or www.mightymole.com I 
circle no. 258 

Toro 
The Toro Co.'s new trench filler attachment 
allows operators to fill trenches in a single 
pass. Developed for use with the Dingo com-
pact utility loader, the trench filler is equipped 
with two sets of opposing augers that direct 
the spoils from the sides of the trench back 
into the hole. The attachment then levels off 
the work area as it continues to push material 
forward, quickly and effectively filling the 
trench. The Toro trench filler has a 48-in. 
working width plus a 14-in. auger diameter. 
For more information contact Toro at 
800/344-8676 or visit 
www.toro.com/dingo I circle no. 259 

ASV 
ASV's new rubber track loader, the SR-80, is 
built on a new ISR-4 undercarriage with 20-
in. rubber tracks, a multi-level suspension and 
four wheel carriages on each side that flex in-
dependently. The SR-80 has an overall width 
of 72 in., an all-new chassis and a 125-in. lift 
height for the bucket. The cab has an ad-

justable suspension seat, split lap bar with 
gauge package and an optional slide up door. 
For more information contact ASV at 218/327-
3434 or visit www.asvi.com I circle no. 260 

Power Trac 
PowerMac's PT-2425 and PT-425 both have 
articulated steering and low ground pressure 
to reduce turf damage. Both are 45-in. wide 
with 800-lb. lift capacity and 4-wheel hydro-
static drive. The 2425 is a bucket loader with 
removable rear backhoe. Bucket has lift 
height of 84 in. while backhoe has 8-ft., 4-in. 
reach and digs 6 ft. deep. 
For more information contact Power Trac at 
800/THE-YARD or www.power-trac.com I 
circle no. 261 

Gehl 
Gehl Co.'s line of E-Series Skid Loaders in-
cludes six new skid loaders, from the com-
pact Model 3640E with a rated operating 
load of 1,175 lbs. to the Model 6640E with a 
load of 2,900 lbs. Gehl offers a two-speed 
drive option with top speeds of more than 11 
mph on the 4640E and 4840E, and up to 
12.5 mph on the 5640E and the 6640E skid 
loaders. An extended wheelbase of more 
than 48 in. on the Model 6640E, and lower 
center of gravity, combined with the optional 
Hydraglide ride control system, deliver a 
smoother, more stable ride. 
For more information contact Gehl Co. at 
800/628-0491 or visit www.gehl.com I 
circle no. 262 

Ditch Witch 
The Ditch Witch SK650's 31.5-hp Kubota 
diesel engine and hydraulic system give it the 
muscle to do the jobs of much larger ma-
chines. Pilot-operated ground drive controls 
provide highly responsive steering with little 
or no vibration feedback. It is equipped with 
quick-disconnect fittings so attachments can 
be changed under pressure, without shutting 
off the machine. 
For more information contact Ditch Witch at 
800/654-6481 or visit www.ditchwitch.com I 
circle no. 263 

mx 

Finn Corp. 
Finn Corp.'s Eagle compact skid steer 
comes in three models: 204, with 20-hp 
Kohler Command Pro; 244D, with 23.5 hp 
Cat diesel; and 252 with 25-hp Kohler Com-
mand Pro. Its 3,000 psi parallel hydraulic sys-
tem provides full power simultaneously to 
all functions. 
For more information contact Finn Corp. at 
800/543-7166 or www.finncorp.com I 
circle no. 264 

Caterpillar 
The Caterpillar 268B Skid Steer Loader fea-
tures the high flow XPS hydraulic system, a 
load sensing, pressure-compensating system 
that delivers maximum power regardless of 
work tool speed or load. The 268B has a 
rated operating capacity of 2,700 lbs. and a 
maximum lift of 127 in. The Cat 3044C diesel 
engine has 3.3 liters displacement and pro-
duces 76 hp. 
For more information contact Caterpillar at 
309/675-5175 or www.cat.com I 
circle no. 265 

continued on page 70 
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S p r a y a b l e P R E E M E R G E N T B R O A D L E A F H e r b i c i d e 

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. AjsmSciences 

Saves on Labor Costs. 
Trademark of Dow AgroSciences LLC 

Always read and toWow label directions 
www dowaaro com/lurf 1-800-255 - 3726 

l)<rw AgnxScienws 

Gallery 
Specialty Herbicide 

I They say many J 
hands make light work. 

I What they don't say is 
• how much a bunch of 
• hands goes for 

these days. 
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Mustang 
Mustang Manufacturing Co.'s skid steer 
Model 2026 is designed for access to tight 
areas at 70.3 in. tall and 48.4 in. wide. It fea-
tures 1,050 lbs. operating load, 35 hp engine, 
hands-only steering and hydraulic controls 

and automatic brake and hydraulic lock sys-
tem. The Model 2041 features a 1,350 lbs. 
operating load, 46 hp engine, bucket break-
out force of 2,800 lbs. for extra power in 
tough digging conditions and Tilt-up ROPS 
for easy internal service access. 
For more information contact Mustang Manu-
facturing at 507/451-7112 or visit 
www.mustangmfg.com I circle no. 266 

Woods Equipment Co. 
Woods Equipment offers a wide variety of 
skid steer attachments, including the Model 
6500 and 7500 General Purpose, 3-Point 
Hitch Mounted Backhoes. These backhoes 
dig down to 78 and 90 in., respectively. Wide 
stance cast stabilizer arms with flip-over cast 
pad offer strength and stability. 
For more information contact Woods at 
866/TO-WOODS or 
www.woodsequipment.com I 
circle no. 267 

Hyundai 
R110-7 and R110D-7 models have an im-
proved Computer Aided Power Optimization 
system that allows greater productivity 
through superior controls. Different modes 
allow for high or standard power; heavy-duty, 
general or breaker work. The user mode 
memorizes an individual operator's preferred 
power settings. Both units offer 94 hp and a 
dig depth of 16 ft., 8 in. 
For more information contact Hyundai at 
800/HCE-USA1 or www.hceusa.com I 
circle no. 268 

continued on page 72 

U.S. LAWNS 
m ONE KNOWS H E 

U K WE P I . 

Planning to start a landscape 
maintenance company? Already in the 

landscape maintenance industry? Then 
let U.S. Lawns show you how to start or 
convert your business and grow with the 
leader in the commercial landscape 
maintenance industry. 

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

• Superior Financial 
Management 

• Low Capital Investment 
• Financial Assistance 
• Protected Territories 

Ongoing Support 
Corporate 
Purchasing Power 
Sales & Marketing 
Guidance 

tte opportunity l.t. Lawn 
cm iflr yo, entice 

US. LAWNS 

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

Circle 135 Circle 134 

http://www.mustangmfg.com
http://www.woodsequipment.com
http://www.hceusa.com
mailto:info@uslawns.com
http://www.uslawns.com


0 
\ I / 

- Poof! — 
/ I \ 

Put an End 
to Customer Callbacks. 

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 
quality leader in irrigation. Both you and your 
customers will be happy you did. Hunter 

The Irrigation Innovators 
www.HunterIndustries.com 

http://www.HunterIndustries.com
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Kanga 
A self-leveling bucket and smooth hand con-
trols make for easy operation of the Kanga 
G-724. It is a mini-skid with more than 550 
lbs. lift capacity. Powered by an electric-start, 

24-hp Honda GX670, it travels on tracks at a 
ground speed of 4.3 mph. The G-724 is 40 
in. wide and has a lift height of 94 in. 
For more information contact Kanga at 
866/875-2642 or www.kanga-loader.com I 
circle no. 269 

John Deere 
John Deere's new Worksite Pro Land Plane 
makes short work of ground that needs grad-
ing, leveling, ripping or sifting. The land plane 
is capable of many applications and is avail-
able in three widths to fit skid steers. The 
speed is not limited by hydraulics — the 
Worksite Pro land plane can grade as fast as 
the operator and skid steer are capable. 
For more information contact Deere at 
800/503-3373 or www.johndeere.com I 
circle no. 270 

Case IH 
Case Construction Equipment's 400 Series 
Skid Steers come in five radial- and three verti-
cal-lift models that range from 49- to 82-hp, 
with maximum rated operating loads from 
1,500 to 3,000 lbs. In addition to being Tier II 
certified, the new large-displacement, high-
torque, long-life Case Family III engines on the 
430,440,445,450 and 465 provide quiet 
and smooth operation. These same models 
feature a 95-amp alternator for reliable starts. 
For more information contact Case IH Con-
struction at 262/636-6011 or 
www.casece.com I circle no. 271 

Yanmar 
Yanmar offers two sizes of articulated wheel 
loaders — the .52 cu yd and the .65 cu yd. 
The wheel loaders offer two modes of control 
for multiple jobs. In fully automatic mode, the 
machine will accelerate smoothly and change 
gear speed automatically. In fixed speed 
mode, machine speed is fixed at low speed 
for powerful, smooth job operation in re-
stricted areas. The wheel loaders also feature 
an auto-leveler, which places the bucket level 
on the ground, automatically, with a single 
lever operation. The bucket moves swiftly 
back to the scooping position after dumping. 
For more information contact Yanmar at 
800/365-7260 or www.yanmar.com I 
circle no. 272 

EdgePro Ultra™ 
PVC landscape 
. Border System 

U.S. Patent Pending 

The sleek look of metal edging 
with the advantages of PVC! 

••EdgePro Ultra™ provides a high-end, 
finished look at a competitive price. 
••Anchoring options allow EdgePro 
Ultra™ to be installed in traditional 
planting beds or adjacent to sidewalks 
and patios. ••PVC is durable and wil l 
not rust, crack, rot, or deteriorate due to 
weather exposure. ••Connecting pieces 
of EdgePro Ultra™ is easy, with custom-
designed connectors that don't require 
unsightly overlapping or nesting of pieces. 

MANUFACTURED BY OIMEX LLC 

1B00.EDGEPR0 11.800.334.3776 C PiriEjc 
28305 St. Rt. 7, Marietta, OH 45750 

PH. 1 -800-334-3776 FAX: 1 -740-374-2700 www.edgepro.com 
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Komatsu 
Komatsu America Corp.'s SK1020-5 skid 
steer, a 7,525-ib. unit, comes standard with 
Komatsu's HydrauMind hydraulic system that 
allows simultaneous machine functions — 
such as loader-arm, bucket maneuvering — 
without sacrificing speed, engine power or 
performance. The SK1020-5 features a rated 
operating load of 2,000-lbs. and a tipping 
load of 4,000-lbs. 
For more information contact Komatsu 
at 866/513-5778 or visit 
www.komatsuamerica.com I circle no. 273 

Kubota 
Kubota Tractor Corp.'s new L39 
tractor/loader/backhoe has Category I, 3-
point hitch and independent PTO capabilities. 
Balancers provide lower noise and vibration 
levels and a spark arrestor muffler is standard. 
The L39's loader delivers 3,560 lbs. of break-
out force, 2,200 lbs. of lift capacity and 9-ft. 
6-in. lift height. The auto-leveling valve auto-
matically keeps the bucket or pallet fork hori-
zontal as the loader boom raises and lowers. 
For more information contact Kubota at 
888/4KUBOTA or www.kubota.com I 
circle no. 274 

JCB 
The new Robot 180T skid steer loader has an 
operating capacity of 1,800 lbs. It is powered 
by a tier ll-compliant, 60-hp turbo-charged en-
gine. Its track system uses a simple, reliable 3-
roller undercarriage design with a low number 
of moving parts. Unit features servo controls 
governing both the loader and the machine's 
transmission, plus an optional high flow pump 
with 30.4 gallons per minute at 2,973 psi. 
For more information contact JCB at 
800/PICK-JCB or www.jcb.com I 
circle no. 275 

Thomas Equipment 
The model T320 from Thomas offers more 
than 7,000 lbs. of breakout force with its 
87.4 hp Kubota turbo charged diesel. The 
T320 features a track design that utilizes large 
diameter front and rear open sprockets. This 

Circle 138 

Keep away those 'bad bugs' with 
Azatrol® EC Insecticide! The molecular 
complexity of the active ingredient, 
azadirachtin, prevents insect resistance 
and provides a very broad spectrum of 
insect control. 

Multiple Modes of Action: 
Insect Growth Regulation 

Reproduction Interference 

Anti-feedant 

Repellency 

Ovicidal Effects 

Certified Organic Botanical Low Odor 
Low Toxicity No Preharvest Intervals 

An Employee-Owned. Company 
800 .821 .7925 

azatrol.pbigordon.com 

http://www.komatsuamerica.com
http://www.kubota.com
http://www.jcb.com
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self-cleaning design provides increased track 
wrap, 180 degree around the drive sprockets, 
which eliminate track slippage or ratcheting 
and its associated wear. 
For more information contact Thomas 
Equipment at 866/238-6844 or visit 
thomasloaders.com I circle no. 276 

Volvo 
With an attachment for every job, Volvo B-Se-
ries Skid Steer Loaders will help you start and 
finish jobs of all sizes. There are five models to 

choose from, including the flexible 49.5 hp 
MC60B with a rated operating capacity of 
1,400 lbs. or the 57.2 hp MC70B with a ROC 
of 1,500 lbs. There are also three large chassis 
models: the MC80B with a 67.3 hp engine 
and a ROC of 1,850 lbs; the MC90B and its 
82.6 hp engine with 2,000-lbs. ROC; and the 
larger MC110B, which features an 82.6 hp 
engine and a ROC of 2,400 lbs. 
For more information contact Volvo at 
828/650-2000 or visit www.volvo.com I 
circle no. 277 

Ramrod 
The 905, 915, 950 and 1150 Ramrod 
Taskmasters handle the most demanding 
jobs. The 905 Taskmaster can be as narrow as 
32 in. to work in constrained areas and t 
915 can wide track to 44 in. There are 
more than 40 versatile, "quick on, quick 
off" attachments. From the low-step stand-
on platforms, operators get a clear, 360 de-

gree unobstructed view of their work area. 
For more information contact Ramrod at 
800/667-1581 or visit 
www.ramrodequip.com I circle no. 278 

nextcow 

Zorock^ 
Decorative 
Stone is an innovative 
new product, making residential 
and commercial properties more 
vivid everyday. If you are tired of 
the dull and boring look of 
natural stone, try new 
Zorock Decorative Stone. 

1 -866-4-ZOROCK 
www.ge t z o r o c k . c om 

IIRA PRO 
BUSINESS SOFTWARE -
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Lawn Care 
Scheduling 
Estimating 
Routing 
Contracts 
Invoicing 
Income Reports 
Accounts Receivable 
Chemical Application 
Reports 
Late Statements 
10,000 Customers 
Mailing Labels 
Your Logo on Bills 
Archive & Backup 
Time & Materials 
Track Expenses 

& Landscaping 
Taxes Collected Report 
Pesticide/Herbicide 
Tracking Reporting 
Expenses/Costs 

...plus much more! 

http://www.volvo.com
http://www.ramrodequip.com
http://www.getzorock.com
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Built to tackle highways. 
Sized to fit in driveways. 

From the experience of handling the biggest jobs comes compact equipment ready to tackle the 
toughest ones: a full line of Skid Steers, Mini Excavators, Multi Terrain Loaders and Work Tools 
from Caterpillar. Be part Of the legacy. See your Car Dealer or visit cat.com/legacy to learn more. 





Here are some of the underlying reasons to use MACH 2 . 
The obvious reason is grubs. MACH 2® specialty insecticide delivers proven, season-long control against 
white grubs-clear through the second instar-at a standard 2 pounds per acre a.i. rate. But that's 
not the only reason to use it. You can also count on MACH 2 to control cutworms, sod webworms and 
armyworms. MACH 2 does it all with a unique mode of action that's perfect in rotations. And if you need 
any more reasons, consider that there's no need for immediate irrigation with MACH 2, its performance is 
guaranteed1 and it comes in multiple formulations. Now that's a lot of underlying value from one insecticide 

Dow AgroSciences 

MACH 2 
Specialty Insecticide 

www.MACH-2.com 800-255-3726 
'Guarantee applies to professional use only. Other limitations and conditions apply. Guarantee payment is limited to the cost 
of MACH 2 component of the formulation used. For complete details, see www.dowagro.comAurf or your supplier. 
trademark of Dow AgroSciences LLC. State restrictions on the sale and use of MACH 2 apply. Consult the label before 
purchase or use for full details. Always read and follow label directions. T38-157-002 (12/05) BR 010-60383 510-M2-414-05 

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


University of Cincinnati 
Property at a glance 
Location: Cincinnati 
Grounds Supervisor: Mary Gratsch 
Category: Urban University Grounds 
Total budget: $1.4 million 
Year site built: 1819 
Acres of turf: 100 
Acres of display beds: 17 
Total paved area: 32 
Total man-hours/week: 1,600 

Maintenance challenges 
• Maintain 2:1 slopes of turf and 
ground cover 
• Ongoing construction that started 
in 1989 as part of the university's 
20-year master plan 
• Fourteen years of permanent 
budget cuts totaling more than 
$1 million 

Project checklist 
Completed in last two years: 
• Completed landscape renovations 
to the Steger Student Life Center, 
baseball stadium, Mainstreet West, 
Gettler Stadium (used for soccer and 
track), TUC renovation 

2005 Grand Award Winner for Urban Univ. Grounds 

m 
• 40 full-time staff, 12 licensed 
pesticide applicators 

Alot has happened since 1989. 
Communism fell. Personal 
computers, laptops, cell 
phones, DVDs and the Inter-

net have become commonplace. Boy 
bands have come and gone, and then 
come and gone again. 

All the while, the University of 
Cincinnati has been undergoing major 
changes too. The 473-acre campus lo-
cated in a city of more than 300,000 peo-
ple has been under constant renovation, 
as part of the campus's 20-year master 
plan. With just a few more years to go, 
the landscape has changed from that of 
an urban university to one with sprawling 
green spaces and a park-like atmosphere. 

Buildings have been demolished and 
parking lots eliminated, all to create a 
university that "places students at the 
center." And through it all, it's been up to 
the landscaping crews, led by manager of 
grounds Mary Gratsch, to keep the cam-
pus looking clean and inviting to stu-
dents and guests. 

"Once projects have finished up, it's 
our job to maintain them," says Diana 
O'Connor, director of auxiliary services. 
"They have created mounds and hill-

sides to give the campus 
texture and an interesting 
design. But it makes it diffi-
cult to maintain when you 
are mowing on 2:1 slopes. 

"We've tried to spruce up 
those sections of campus 
that have not gone under 
construction, taking out old 
timbers and replacing them 
with new plant material. 
We're trying to create a con-
sistent look throughout the 
campus." 

That "look" is natural. 
The campus flourishes with 
maples, oaks and daylilies. 
Open fields where students 
can relax or play sports are covered in or-
namental grasses. There are also many 
picnic and food court areas for students 
to enjoy that are landscaped with seat 
walls and water fountains, as well as 
trees, shrubs and ornamentals. 

"The transformation from the old 
campus to the way it looks now has 
been tremendous," O'Connor says. "You 
don't even feel like you are in a big city 
anymore." 

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: 

VGMS Landscape 4io/223-286i-website: 
f ' v m a n a g e m e n t * www.pgms.org 

http://www.pgms.org


The University of Cincin-
nati's decades-long effort to 
beautify and add "green" to 
its urban campus has be-
come one of its biggest sell-
ing points to potential stu-
dents, but it's also created 
additional responsibilities 
for its grounds crews. That's 
fine, says Grounds Manager 
Mary Gratsch. The results 
are worth it. 



BY RON HALL / Editor in Chief 

Georgia's Callaway Gardens remains the South's 
capital of blooms thanks to Callaway's team of 
horticultural managers, including Tim Banks 

Callaway Gardens is little 
more than an hour's drive 
southwest of Atlanta. 

Peaceful yes, but there's a 
lot going on at Callaway too. 

There is a huge spring 
plant fair, then a summer cir-
cus in residence, a colorful 
July 4th shindig, a Hot Air 
Balloon Festival on Labor Day 
and finally a Harvest Festival. 

But, who would guess that 
the world's premiere water 
skiing competition is held in 
this tiny community nestled 
in the foothills of the Ap-
palachian Mountains? Call-
away Gardens, located in Pine 
Mountain, pop. 1,000, will 
host, for the 47th consecutive 
year, the Masters Water Ski & 
Wakeboard Tournament. 

That event, held each 
continued on page 82 

Gardens, a man-made land-
scape in a unique natural set-
ting in west central Georgia. It 
is comprised of about 13,000 
acres of woods, scenic drives, 
bike trails, hiking trails, golf 
courses, lakes and beaches, re-
sort lodgings and, of course, 
gardens with every variety of 
woody and herbaceous orna-
mental imaginable. More than 
700,000 people visit annually. 

They come to see flowers. 
They expect to see flowers. 
And what they experience is 
the serenity of verdant, quiet 
rural Georgia, even though 

Tim Banks 

eople visit gardens 
to see color," says 
Georgian Tim 
Banks. "It's incred-
ible here right 
now, and we're in 

full mode. In fact, we're going 
to be in full maintenance 

mode until next January 
l \ when it'll slow down for 
m). about two months and 

give us a chance to 
f catch up on our equip-
ment maintenance and 

some of our other chores." 
Banks, 41, is manager of 

garden operations at Callaway 



ProScape fertilizers and fertilizer combi-

nation products aren't for everyone 

Fortunately, some of your competition still 

hasn't figured it out. They think low cost is the 

path to high profits, that value is the same as 

low price. That's why you're out closing a 

referral while they're across town scrambling to 

deal with a customer complaint! ProScape's 

innovative nutrient sources like MESAV give 

you more green, faster, and longer than the 

competition, with less surge growth. You can 

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

reduce nitrogen rates lowering spring disease 

pressure, go longer between applications, even 

save time and money associated with excess 

clippings. All while providing excellent quality 

results that your customers will rave about. 

ProScape is for serious turf care professionals. 

To learn more visit our web site 

www.LebanonTurf.com. Click on Promotions 

and enter coupon code LM2056. We'll send 

you a FREE 40 page Agronomy Manual just for 

taking a look! 

LebancnTurf 
1-800-233-0628 • www.LebanonTurf.com 
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sands of spectators. 
"We put out as much 

color as we can," says Banks, 
who designs some of the for-
mal gardens and displays at 
Callaway (He calls them 
"shows.") at least a year be-
fore they're planted. 

"We have our own green-
house production staff, and 
I've already designed the show 
for next year," says Banks. 
"That gives them a year to 
grow the material so that it 
will be in full bloom when we 
put it out for display." 

Banks has 17 "team mem-
bers". They maintain much of 
the Callaway property, sharing 
garden duties with other on-
site hort teams. There are 69 
people on Callaway's horticul-
tural staff. The resort's three 
golf courses have their own 
dedicated maintenance staffs. 

Banks' team mows about 
500 acres of turfgrass each 
week and installs four floral 
"shows" each season. Banks 
and his crews end the season 
by helping with the resort's 
biggest visitor draw, its winter 
holiday Fantasy in Lights. 
From the weekend preceding 

Thanksgiving to Dec. 31, the 
dark country Georgia night at 
Callaway Gardens sparkle 
with displays featuring more 
than eight million festive 
lights. 

"If we didn't mow we 
would still have full-time 
jobs taking care of all the gar-
dens and the grounds," says 
Banks, adding that he's proud 
of the skill and commitment 

T Once spring breaks out in rural 
Georgia, the horticultural crews 
at Callaway Gardens are hopping. 

continued from page 80 

Memorial Day Weekend, 
kicks off the summer season 
at the Gardens. Banks and his 
grounds crew, who have been 
going full blast ever since the 
relatively mild winter broke, 

nevertheless discovered an 
even higher gear as they man-
icured the grounds in prepa-
ration for the competition 
that features waterskiers and 
wakeboarders from around 
the world and attracts thou-

Ready For 
The Big League 

• A Four-Year residential warranty - all parts and labor! 
• A One-Year commercial warranty - all parts and labor! 
• Lifetime warranty on the tractor frame 
• Lifetime warranty on the leading edge of the deck 

800.395.4757 www.hustlerturf.com 

http://www.hustlerturf.com


< Tim Banks' crews mow every day to keep 
up with the 500 acres of turf at Callaway 
Gardens. Snapper Pro supplies all lawn and 
garden care equipment for the Gardens. 

of his team members. They know their 
jobs, he says. 

"Many of the people I work with have 
been here for many years," says Banks, who 
became a part of the Gardens "family" in 
1996. "One employee has worked here 42 
years and several have been here more 
than 20 years. We have a lot of good peo-
ple on our team and a lot of good leader-
ship too. I can depend upon these people, 
because sometimes it's hard for me to get 
around to all the areas every day." 

Callaway Gardens was conceived and 
created by Cason J. Callaway and his wife, 
Virginia Hand Callaway. The purpose is 
to provide a wholesome family environ-
ment where all may find beauty, relax-
ation, inspiration and a better understand-
ing of the living world. 

Callaway, a public, educational, horti-
cultural and charitable organization, is 
owned and operated by the non-profit 
Ida Cason Callaway Foundation. Its 
wholly owned subsidiary, Callaway Gar-
dens Resort, Inc, a regular business cor-
poration, operates the recreational, lodg-
ing and retail facilities at Callaway. 
After-tax proceeds go to the Foundation 
to support its efforts, LM 

More Software Tools 53/ 
Hardware: 
Check Reader - automatically reads your 
customer's checks for quick receivables. 
CLIP Connect - Use your Nextel or other 
phone for live, real-time route sheets. See 
what customer is being serviced. 
CLIP Trak - Instantly know where your 
trucks are, then have this data automatically 
download into CUPm GPS. 
Erouter - go paperless and send your 
crews out with Palms that have the day's 
work on them. 
Bill on website - your customers can view 
their bills on the web. 
Bar Code Scanner - print bar coded sheets 
for the crews and scan as they get to each 
property. 
Sof tware Links: 
Links with MapPoint - automatically route 
all your customers on the map. 
Links with Microsoft Word and Excel -
Make estimates and letters inside the 
customer's file. 
Link with Scanner - Save the signed 
contract right inside the customer file. 

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

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

.clip.com 
Call 8 0 0 - 6 3 5 - 8 4 8 5 for more information 
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Solutions Center 
R E A L A N S W E R S T O R E A L C H A L L E N G E S 

'Victory'for 

disease 
Knowledgeable field manager 
keeps the turfgrass at award-
winning park green and healthy 

control 
To help prevent 

heavily used turf 
from succumbing 
to summer patch 

and other diseases and to slow 
resistance problems, sports 
turf managers know they need 
a solid fungicide rotation pro-

gram. Jamie Mehringer, head 
groundskeeper at Indianapolis' 
Victory Field, has got it down. 

He is so proud of the dis-
ease prevention program he's 
developed that he believes his 
Kentucky bluegrass turf is the 
best in the minor leagues. 

Victory Field is home to the 
Indianapolis Indians, the Triple 
A farm team for Major League 
Baseball's Pittsburgh Pirates 
and also hosts the city's annual 
high school state baseball 
championships. It needs to look 
and play great almost every day 
from late spring to early fall. 

The problem: Heavy 
use and disease potential 
Turf managers throughout In-
dianapolis battle diseases such 
as summer patch, brown 
patch and dollar spot. The turf 
at Victory Field was no differ-
ent and would succumb to 
those same problems year 
after year. Diseases like these 
weaken hardy, healthy turf, 
which is not good for the 
players or the game. 

Mehringer needs to provide 
a playing surface that offers a 
firm footing as well as one that 
is ffee of seams and spots that 
can cause bad bounces in the 
course of the many baseball 
games played there. 

The solution: 
fungicide rotation 
"This field is too high profile 

of a facility not to spray 
preventively," Mehringer 

says about his disease 
continued on page 86 



»New Resource for Designers & Builders 

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 

• 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 

http://www.landscapedesign-build.com/subscribe_solutions


Solutions Center 

continued from page 84 

prevention program. "We have 
two acres of turf that have to 
look superb for every game. 

Mehringer had studied 
how to use turfgrass fungi-
cides while earning his degree 
in turfgrass science from Pur-
due University. He began by 
looking for products with low 
use rates and good track 
records. 

To prevent summer 
patch, Mehringer rotates my-
clobutanil (the active ingre-
dient in Dow AgroScience's 
Eagle 2 0 E W specialty fungi-
cide) with azoxystrobin 
(Heritage, Syngenta), propi-
conazole (Banner Maxx, Syn-

Jamie Mehringer keeps diseases 
at bay by rotating products. 

genta) and thiophanate 
methyl (Cleary 3336) . These 
are laid down in rotation at 
14-day intervals. 

For dollar spot prevention, 
he rotates chlorothalonil (Da-
conil, Syngenta) and vinclo-
zolin (Curalan, BASF) on 10-
to 14-day intervals. 

Mehringer typically sched-
ules spraying two days before 
any home game because once 
the spraying is finished, the 
fungicide should be watered 
in. Allowing a day between 
that process and a home 
game ensures plenty of time 

for the field to dry. 

'We need to have the play-
ing surface healthy," 
Mehringer says. "In our pro-
gram, we typically apply at 

the highest labeled rates at 
shortest intervals in June and 
August. Rotating fungicides 
has really made things happen 
for us. It's our home run." lm 

Guaranteed to be the BEST BLADES for all your cutting needs 
Family Owned and Operated 

"J-iiiJiJ-^JiTHjiJjjlJ OPEN 7 DAYS A WEEK 

HŒÏÏD I f fWE 

"NAME SAYS IT i 
www.qualitydiamondtcxjls.com 
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New QuickBooks 
Pro 2006 Training 
The QuickBooks Pro 2006 professional course 
from Makau Corp. will teach users how to ef-
ficiently set up their own accounts and man-
age their business. Also, learn inventory man-
agement, payroll, sales tax issues, task 
management, classifying transactions, bank 
statement reconciliation and more. Quick-
Books helps small- to medium-sized busi-
nesses manage accounting tasks, payroll and 
routine paperwork. QuickBooks allows users 
to customize QuickBooks forms, track infor-
mation with greater accuracy and share data 
with Windows and Excel users. Makau's 
three-level QuickBooks Pro 2006 training 
course is available on disk or online. 
For more information contact Makau Corp. at 
801/224-9449 or visit 
www.makaucorp.com I circle no. 285 

Cutting up the quarter-mile 
Husqvarna, sponsor of NASCAR and Joe 
Gibbs Racing, introduced a new NASCAR 
Tough chain saw for 2006. The saw features an 18-in. bar with the 
recognizable NASCAR logo imprinted in full color. In addition to the custom bar, 
the saw is packaged in a collector's-edition carton and includes a NASCAR authentication 
numbered hologram decal on the powerhead. The saw itself is a special edition Husq-
varna model 350 with a powerful 3.2 hp engine. It features Husqvarna's LowVib vibration 
dampening system that isolates the handles from the engine using high-grade steel 
springs. The saw also features Husqvarna's Smart Start system for easy starting and is 
equipped with a snap-off cover for easy access to the spark plug and air filter. 
For more information contact Husqvarna at 800/HUSKY62 or visit 
yvww.L i tiu: irr com I circle no. 284 

Fertilizer additive 
Advanced Microbial Solutions (AMS) intro-
duced NutriLife, a microbial-based fertilizer 
catalyst that has been developed specifically 

for blending with fertilizers. NutriLife, as a 
fertilizer additive, has been shown to en-
hance fertilizer efficiency. University tests and 

continued on page 90 

c n g i n e e r e a ror 
L a s t i n g Impress ions 

Our experts work closely with real-world 
contractors to create complete water 
gardening solutions—from falls and Koi care 
to water features and product training. Each 
component has been tested and competitively 
priced to deliver the results you and your 
clients desire. Increase customer satisfaction 
and profitability, or add tranquility to your 
own backyard—ask about WaterMark~ today. 

Call: 888-271-1368 
Go to: www.watermarksolutions.ws 
Circle 150 
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SpravHeads 
1804 b o d y $ 1 . 5 0 
1806 b o d y $ 4 . 5 0 
1812 b o d y $ 6 . 7 5 
5 t d . N o z z l e s . . . . $ . 90 
\ d j . N o z z l e s . . . . $ . 9 5 mamm 
D V V a l v e s ) 

1 0 0 - D V & D V - S S 1 1 . 7 5 
1 0 0 - D V - M B 1 2 . 5 0 

( l O O - D V F & D V F - S S . . . I 2 . 7 5 J 

Ask About Quantity Pricing 
Order By 1 p.m. 

SHIPS SAME DAY 

800-600-TURF] 
M-F 7:30-5 SAT 8-1 POT Call Now & Save SPRINKLERS 4 LESS COM WWW. 
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"Low odor is important, but 
Triplet Low Odor herbicide has been 
an even better investment than that" 

- Michael Kravitsky, Vice President of Grasshopper Lawns, Inc. 

Grasshopper Lawns, Inc. has been a family-owned business for more 
than 40 years and has built a reputation as a caring company who 
takes pride in their service and does not cut comers when it comes 
to either their customers or their employees. 

When brothers Michael and Shawn 
Kravitsky introduced Triplet Low Odor into 
their weed control program this past year, 
they had hoped this new, high quality herbicide would live up to its 
promise of better performance and increased applicator and 
customer satisfaction. Still, they were not prepared for the positive 
feedback and financial benefits they eventually realized. 

The low odor feature was what initially intrigued them and they were 
not disappointed. "Our crews first commented on the clearer color of 
the herbicide, but then we started to notice that there were far fewer 
complaints from applicators - their clothes didn't smell after using 
Triplet Low Odor and the mixing/storage area didn't have that usual 
lingering chemical odor," says Shawn. "While we did not feel it was 
entirely necessary to promote the low odor benefit to customers, the 
internal benefit to us was huge." 

Michael adds, "What's even better is that we found that the first two 
rounds of applications took care of most weed problems and we had 
significantly fewer weed calls - in fact, an average of 75 to 80% less 
complaints than the previous few years. The only thing different in 
our program has been the addition of Triplet Low Odor. The reduced 
callbacks actually save us quite a bit of money in the long run." 

While they both agree that they would continue to use Triplet Low 
Odor strictly on the merits of its low odor qualities, they are even 
more sold on it now that they understand the financial benefits of 
reduced complaints from slow or incomplete weed control. 

Find out what the Kravitskys already know, Triplet Low Odor is a 
smart investment in your business and weed control program. 

sTRIPLETiow Odor 

Please read and follow all label directions. 
Contact a Nufarm representative or your 
local distributor for more information: 

800-345-3330 
www.turf.us.nufarm.com 
® Triplet is a registered trademark of Nufarm Americas Inc. 

I \ 
Nufarm 
Turf & Specialty 

Home of Riverdale Brands 
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"...we had significantly fewer 
weed calls - in fact, an average 
of 75% to 80% less complaints 

than the previous few years. 

The only thing different in 
our program has been the 

addition of Triplet Low Odor." 

Michael and Shawn Kravitsky, Grasshopper Lawns, Inc. 

http://www.turf.us.nufarm.com
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continued from page 88 
field studies have demonstrated the effec-
tiveness of NutriLife in improving fertilizer 
performance, with significant growth re-
sponse on turf grass, corn, cotton, vegeta-
bles and many other crops. NutriLife is avail-
able in select fertilizer blends manufactured 
for the agricultural, professional turf and 
landscape industries, and can be ordered 
through selected distributors. 
For more information contact AMS at 
800/SuperBio or e-mail visit 
www.superbio.com I circle no. 286 

Keeps the pressure on 
Rain Bird Corp.'s 5000/5000 Plus Pressure 
Regulating Stem (PRS) Series Rotors, come 
with a built-in pressure regulating feature in 
the stem. The 3/4-in. rotor is designed with 
the PRS encased inside the rotor stem. Ideal 
for projects where high pressure or pressure 
fluctuations are common, the 5000/5000 

Plus PRS Se-
ries Rotor 
maintains 
optimal 
pressure at 
each head within 
the same irrigation zone. This 
technology ensures efficient and uni-
form water distribution and reduces misting 
to provide water and cost savings to the 
system owner. 
For more information contact Rain Bird at 
800/724-6247 or visit www.rainbird.com I 
circle no. 287 

Build it any way 
VERSA-LOK Retaining Wall Systems's 
Mosette, a new random-pattern freestanding 
wall system, offers a fresh array of design op-
tions. The Mosette system is designed to 
build freestanding walls up to 24 in. tall for 
use as borders along patios and walkways, or 

for perimeter seating around fire pits and 
courtyards. It also may be used as a light-
weight retaining wall up to 18 in. tall. Four 
unit sizes — small, medium, large and vertical 
— create a random appearance in straight 
and curved arrangements. To vary the ap-
pearance, Mosette units can be placed for-
ward, backward, right-side-up or upside 
down. Alternate tapered sides to create 
straight wall sections and orient tapered sides 
in the same direction to create curves. 
For more information contact VERSA-LOK at 
800/770-4525 or visit www.versa-lok.com I 
circle no. 288 

Irrigation solenoids 
DIG Corp.'s UNIMAX line of DC latching, nor-
mally closed solenoids includes the S305, op-

continued on page 92 

More Profitable by Design 

Irrigation and Landscape Design Software 
for All Green Industry Professionals 

Visit us onl ine today for details! 

www.raincad.com 

RainCAD 
S O F T W A R E R E P U B L I C . L L P 

Phone: (281) 463-6804 • Fax:(281)463-1404 • Email: Mles@raincad com • Web Site: www.raincad com 

P f ™ 1 i M s i n ^ i j o n i o n i ; 
Store, Pump, Meter & Dispense 
Your Products More Efficiently 

J Sma l l , medium, large 
mixing/storage 
sys tems 

^ P u m p and meter 
sys tems for drums, 
minibulk conta iners 

• Pre-mix tank sys tems 
for filling backpacks, 
jugs and tanks 

• S i zes in 50,110, 220 
Ga l lon 

• Featur ing Sotera® 400 
ser ies d iaphram pump 

& Mix and d ispense with 
the s a m e pump 

Gi CHEMICAL 
CONTAINERS, INC. 

Phone: 1 - 8 0 0 - 3 4 6 - 7 8 6 7 
Address: P.O. Box 1307 Lake Wales, Florida 3 3 8 5 9 
Email: sales@chemical containers.com 
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Engineered for 
Lasting Impressions 

Made by Little Giant® 
for better pond filtration. 
Little Giant's WaterMark~skimmers and biological 
waterfall filters are engineered to make it easier for water 
garden and Koi pond enthusiasts to maintain balanced ecosystems. 
WaterMark biological waterfall filters feature patent-pending BioVort" 
technology for less maintenance and superior filtration—unmatched by any 
other filter. WaterMark skimmers provide an ideal solution to improve surface 
cleaning on an existing or new pond. Choose Little Giant's WaterMark products for 
your next water garden installation or upgrade to achieve better results with less work. 

Cal l 888-271-1368 or visit www.watermarksolutions.ws for more information. 
Circle 155 
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continued from page 90 
erating at 8-12 volts DC, and the S310, oper-
ating at 6-9 volts DC. When used with one of 
DIG's four adapters, the UNIMAX can operate 
most manu-
facturers' 
valves using 
DC power. Its 
features in-
clude encap-
sulated 
plunger and 
spring for reliable operation. Wire runs up to 
200 feet with 14 AWG wire. 
For more information contact Dig Corp. at 
760/727-0914 or visit www.digcorp.com I 
circle no. 289 

Fence raisers 
Burchland Manufacturing's XT-Series Silt 
Fence Installers are designed to install 36- to 
48-in. erosion control fabric to a depth down 

to 20 in. Burchland XTs offer a 3-point hitch 
or quick-attach plate for mounting on trac-
tors or skidsteers, and feature a transport 
lock, compression centering springs, solid-

steel hinge with one-in. pin, drop-
down storage stands with pads, 
blade shear-bolt protection, replace-
able hardened-steel blade point, 
snag-free fabric chute, adjustable fab-
ric roll retaining plate and fork/hoist 
slots. Also available are an optional 
hardened-steel, spring-loaded coulter 

blade and top-link hydraulic cylinder. 
For more information contact Burchland 
Manufacturing at 641/498-2063 or visit 
www.burchlandmfg.com I circle no. 290 

Going hog wild 
FECON, Inc.'s Stump Hog SH340 reaches up 
and down slopes and other areas that cannot 
be reached by traditional equipment. The 
SH340 has 90 cutting tools with carbide tips 

patterned for maximum cutting action while 
protecting the wheel and each other from 
wear and foreign materials. The 33-in. by 4-
1/2 in. wide tip-to-tip cutting wheel uses 
SANDVIK DURA DiskTM II Stump Cutting Sys-
tem. The SH340 requires 40 gpm when pow-
ered by a 20 -on excavator and can accom-
modate up to 100 gpm when powered by 
FECON's self-contained Power Pack. It also 
features plumbing with built-in hydraulic 
motor protection for plug-and-go installation. 
For more information contact at 
800/528-3113 or visit www.fecon.com I 
circle no. 291 

Don't get hosed 
Parker Hose Products' new Catalog 4400 US 
is updated and redesigned with detailed in-
formation on more than 60 hoses and 400 
fitting styles, plus equipment and accessories. 

continued on page 94 

• 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. 

LE IT 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 Corpora t ion 1210 Activity Dr.. Vista. CA 92081-8510 
P 800-322-9146/760-727-0914 F: 760-727-0282 www.DIGcorp.com 

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

I overall tractor height and weight and 
may be ordered as a factory installed 
option or installed in the field with 
minimal labor. 
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C H A N G I N G H E I G H T S ? N O S W E A T . 

To cut different types of grass in 
sun and shadow, you have to change the deck 
height quickly and easily — because in lawn maintenance, 
time is always money. 

Now, Wright's Stander RH™ and Sentar* mowers feature rapid deck height adjustment, 
controlled by a single lever. Combined with the speed and agility lawn maintenance professionals have 
come to expect from Wright's riding mowers, Wright's lever-action height adjustment can help you rise to any 
mowing challenge — and cut the competition down to size. 

WITH THE WRIGHT STANDER'S NEW RAPID 
HEIGHT ADJUSTMENT, YOU CAN CHANGE 
DECK HEIGHTS WITHOUT BREAKING A SWEAT. 
THAT'S WHAT IT MEANS TO RIDE WRIGHT. 
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Power, performance, and a little excitement. That's the Wright way to mow. 

THE WRIGHT WAY TO MOW. 
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For more information, call 
1.301.360.9810 or find our dealer 
locator at www.wrightmfg.com. 
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WANTED 

The Troublesome Trio 
If you've seen this trio or other gangs 
of grassy weeds hanging out in your 
turf, act now 'cause they're up to 
no good! They've escaped your 
pre-emerge and are out to rob 
your good grass of valuable moisture 
and nutrients. 

It's time for the death sentence -
Trimec® Plus Post-Emergent Grass 
and Broadleaf Herbicide. For 
control of grassy weeds and yellow 
nutsedge, there's nothing else like it. 
It even packs a wallop and wipes 
out their broadleaf buddies like 
clover, oxalis and spurge. And the 
dandelions start curling as soon as 
the spray tank rolls into town! 

Trimec 
Plus 
protect your 

bluegrass, 

fescues, 

zoysiagrass, 

ryegrass and 

Bermudagrass 

turf from the 

bad guys. 

ALWAYS READ AND 
FOLLOW LABEL DIRECTIONS. 

C O R p O R S t j O T l 
An Employee-Owned Company 

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

Available in 
quarts, gallons 
and 2'A> gallons 
and for really 
BIG jobs, 
30 gallon drums 

O 2006, PBI/Gordon Corporation. Trimec is a registered trademark of PBI/Gordon Corporation. 00236 
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continued from page 92 
The four-color intro section covers important 
topics like the use of the word "STAMP" 
(Size, Temperature, Application, Media and 
Pressure) as an easy way to specify hoses. 
Helpful hose hints are sprinkled throughout, 
as are more photos, technical data and de-
tailed drawings. It also offers expanded infor-
mation on user-oriented subjects like 
crimpers, custom tube assemblies, down-
loadable CAD drawings, the Parker Hose 
Web site and more. 
For more information contact Parker Catalog 
Services at 800/C-PARKER or visit 
www.parkerhose.com I circle no. 292 

For harsh industrial and 
logistics applications 
DLoG Logistics Inc., a supplier of transporta-
tion and logistics hardware solutions, an-
nounces the availability of the Mobile Indus-
trial Terminal DLoG X 7. The features and 
rugged construction of DLoG's fanless X 7 
enable both mobile and stationary Windows 
CE applications ideal for use in logistics, indus-
try, transport, time recording and quality assur-
ance. The DLoG X 7 measures only 22 by 15 
by 8 cm and features a 7-in. brightness TFT 
display with touch screen. Backed with an 
Intel PXA270 processor with a clock rate up to 
520MHz, the low power consumption and 
highly integrated ARM architecture of the X 7 
allows for superior processor performance in a 
variety of harsh industrial and logistics applica-
tions. The DLoG X 7 makes data capture and 
communication fast and easy, reducing learn-
ing times for users to a minimum. 
For more information contact DLoG Logistics 
at 410/840-1982 or visit wwvy.dlog-logis: 
tics.com I circle no. 293 

http://www.parkerhose.com


IRRIGATION 
1NTH 

LEARN MORE ABOUT HOW 
SMART IRRIGATION MONTH CAN 

HELP YOUR BUSINESS AT: 
www.irrigation.org/SIM.htm 

GET YOUR CUSTOMERS INVOLVED IN 
SMART IRRIGATION MONTH 

Offer Smart Irrigation Month Specials! 

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

Share Efficient Irrigation Tips 

JULY-
SMART 
IRRIGATION 
MONTH 

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


Q: What's Neu at the 
Green Industry Hub? 

R: An online course:Tandscape 
Estimating, Competitive Biddi 
and Contracts" 

How do supply and demand in your market affect the prices you can ask for 
your landscape services? Do you understand the value of break-even analysis? 
What's the difference between penetration pricing (low-balling) and price skimming? 

Learn about these and other factors that play into your estimating picture at the Green Industry 
Hub, www.greenindustryhub.com. This online course gives you and your employees expert information 
on how to understand market forces and price accordingly for your services and products. Interactive exercises 
and a quiz cover key topics such as: 

• Supply & demand of services 
• Price skimming for premium services 
• Estimating process & resources 
• Competit ive b idding strategies 
• Understanding costs 
• Contract basics 

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

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

Customized programs can include your current materials and 
information. Find out more about this and large group discounts by calling 
Marika Skarl at 330/422-2028 x150 or email mskarl@schergroup.com. 

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

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

Green Industry Hub is brought to you by: 

and sponsored by: 

Bayer Environmental Science 
& 

JOHN DEERE 

http://www.greenindustryhub.com
http://www.greenindustryhub.com
mailto:mskarl@schergroup.com
mailto:kstoltman@questex.com


Who's telling your story? 

Your work results in more available oxygen and fewer allergens, noise reduction and 
lower cooling bills, thicker turf that filters pollutants and landscapes that increase 
property values. There are endless environmental, economic and lifestyle benefits that 
green spaces provide—yet consumers don't know about them. They don't understand 
the true value of your products and services. 
Join us in telling the whole story of what you do. Project EverGreen is an organization 
dedicated to educating the public about the value of green spaces and encouraging 
responsible practices. 

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

http://www.projectevergreen.com


A D V E R T I S E R I N D E X 

Adkad Tech I p43,74 
Circle # 120,140 
800/586-4683 
www.adkad.com 

Alocet I p60 
Circle # 129 
877/529-6659 
www.alocet.com 

Arysta Corp I p28-29 
Circle # 115 
866/761-9397 
www. arystalifescience. com 

B A S F Corp I p45-47 
Circle # 121 
800/545-9525 
www.turffacts.com 

Bayer Corp I p15 
Circle #113 
919/549-9525 
www.bayer.com 

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

Bio Safe Systems/ p43 
Circle #121 
888/273-3088 
www. biosafesystems. com 

Bobcat Co I p31 
Circle # 116 
701/241-8700 
www.bobcat.com 

Briggs and Stratton I p55 
Circle #127 
414/259-5333 
www. briggsandstratton. com 

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

Caterpillar Ine I p9,75 
Circle # 111,141 
309/675-1000 
www.cat.com 

Chemical Containers Ine / 
p90 
Circle # 154 
800/346-7867 
www. chemicalcontainers. com 

Clip Sensible I p83 
Circle # 145 
800/635-8485 
www.clip.com 

Corona Clipper I p59 
Circle #128 
951/737-6515 
www. coronaclipper. com 

Dig Corp I p92 
Circle #157 
800/322-9146 
www.digcorp.com 

Dimex Corp I p72 
Circle #137 
800/334-3776 
www. dimexcorp. com 

Dixie Chopper I cv3 
Circle # 102 
765/246-7737 
www. dixiechopper. com 

Dow Agroscience I 
p37,69,76-77 
800/255-3716 
www.dowagro.com 

Echo Inc I p48,70 
Circle #122,134 
800/673-1558 
www.echo-usa.com 

Everride / p51 
Circle # 124 
402/274-8600 
www.everride.com 

Exaktime I p27 
Circle # 114 
888/788-8463 
www.exaktime.com 

Express Blower Inc I p61 
440/285-7727 
www. expressblower. com 

F M C Specialty Prod / p(reg) 
53,85 
Circle #125,147 

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! 

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

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

02006 Forestry Suppliers. Inc. All rights reserved. 
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E D I T O R I A L I N D E X 

Company Page # 
AN LA 30 
BASF 86 
Bayer 26 
Becker Underwood 30 
Bell Laboratories 30 
The Brickman Group 35 
Brookwood Landscape 35 
Callaway Gardens 80 
Cleary Chemical 86 
Crawford Landscaping Group . . .30 
DIG Corp 30,64 
Dow AgroSciences 86 
Highland Outdoor 50 
Hunter Industries 30,64 
Hyland Lawn & Tree Care 26 
Joe Gentle Services 32 
Landscape Ontario 29 
Landtrends 35 
Liquid Fence Deer and Rabbit Rep.32 
Mid-Atlantic Solutions, Inc 41 
OPEI 26 

PLANET 26,30 
Project EverGreen 25 
Rain Bird 64 
RISE 30 
Scotts Co 30 
Snapper Pro 82 
Southwest Landscape Mgmt. . . .50 
Swingle Lawn, Tree & Landscape .26 
Syngenta Professional Products . .86 
Tanaka America 30 
Turfscape, Inc 40 
Univ. of Cincinnati 78 
Victory Field 84 
Wandtke and Associates 35 
Wayne's Lawn Service 50 
Wheeler Landscaping 41 
Yard Smart 50 

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

http://www.adkad.com
http://www.alocet.com
http://www.turffacts.com
http://www.bayer.com
http://www.talpirid.com
http://www.bobcat.com
http://www.casece.com
http://www.cat.com
http://www.clip.com
http://www.digcorp.com
http://www.dowagro.com
http://www.echo-usa.com
http://www.everride.com
http://www.exaktime.com
http://www.forestry-suppliers.com


800/32 MFMC 
www.talstar-one.com 

Farmsaver I cv3 
Circle #102 
800/979-8994 
www.farmsaver.com 

Ford Motor Co / pi0-11 
www.ford.com 

Forestry Suppliers Inc p8,70 
Circle #110,135 
800/647-5368 
www. forestry-suppliers, com 

Garden Market Expo I p83 
Circle # 146 
800/748-6214 
www.gardenmarketexpo. com 

Holland Equip I p8 
Circle #109 
800/457-8310 
www.aerway.com 

Hunter Ind I p71 
Circle #136 
760/744-5240 
www. hunterindustries. com 

Hustler Turf Equip I p82 
800/395-4757 
www. hustlerturfequipment. com 

Irrigation Assoc I p95 
703/536-7080 
www.irrigation.org 

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

Kut-Kwick I p6 
Circle # 107 
800/248-5945 
www.kutkwick.com 

L T Rich/p6,101 
Circle # 106,161 
765/482-2040 
www.z-spray.com 

Lebanon Turf Prods I p12,81 
Circle # 112,143 
800/233-0628 
www.lebturf.com 

Liquid Fence I p63 
Circle #131 
800/923-3623 
www. liquid fence, com 

Little Giant Pump I p88,91 
Circle # 150,155 
800/809-1393 
www.lgpc.com 

Magna Matic Corp I p101 
Circle # 162 
920/564-2366 
www. magna-matic. com 

Marsan Turf & Irrig I p42,88 
Circle # 119,151 
909/592-2041 
www. marsanturf. com 

M T D Products Inc I p39 
Circle #118 
330/225-2600 
www.mtdproducts. com 

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

Nufarm Turf & Specialty I p89 
Circle #152 
630/455-2000 
www. turf. us. nufarm. com 

Oregon Cutting I p7 
Circle # 108 
503/653-8881 
www. oregonchain. com 

Oregon Fine Fescue I p87 
Circle # 149 
503/585-1157 

P B I Gordon Corp I p49,73,94 
Circle # 123,138,159 
800/821-7925 
www.pbigordon.com 

Planet Symposium I p57 
703/736-9666 
www. landcarenetwork. org 

Quality Diamond Tools / p86 
Circle # 148 
800/328-0163 

Rain Bird / pi7-24 (reg)53,65 
Circle # 126,132 
800/RAINBIRD 
www.rainbird.com 

Scotts Co I p(reg)93 
Circle #158 
888/270-3714 
www.scotts.com 

Sepro Corp I p33 
Circle # 117 
317/580-8282 
www.sepro.com 

Shindaiwa Inc/ p67 
Circle #133 
www. shindaiwa. com 

Software Republic I p90 
Circle # 153 
281/463-8804 
www.raincad.com 

Southeast Greenhouse Conf 
I p(reg)40a-40b 
877/927-2775 
www.sgcts.org 

Spraying Systems Inc p62 
Circle #130 
630/665-5000 
www.teejet.com 

Toro Co I p(reg)76-77 
www.toro.com 

U S Lawns / p100 
Circle #160 
407/246-1630 
www.uslawns.com 

Walker Mfg I p92 
Circle # 156 
800/279-8537 
www. walkermower. com 

Zorock I p74 
Circle # 139 
866/496-7625 
www.zorock.com 

Z E R O - T U R N STAND-ON SPRAY SYSTEMS 
• Hydraulic hopper drive system • All stainless steel construction 

ID-ON ZERO-TURN TURF RENOVATOR 
Additional attachments available 

4}S2.2040 for more information 

Patents Pending 

TAKE BACK YOUR TIME! 

Only Magna-Zyiitic provides 
sharpeners wth Rf AL 
performance (1 blade in 60 
sec), and maintain^erfect 
ahgles effortles!!^j ake part 
Vi a 30 day trial now. Call 
ffy- a free catalog^ 

MAG-9000 Lawn Mower 
Blade Sharpener 

shop online! 

1-800-328-1110 
1 H E • 

Circle 162 
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WHICH TRIMMERS 
WERE YOU 

SEARCHING FOR? 

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

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

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

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

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

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

www.green-seeker.com 

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


ADVERTISING 
INFORMATION: 

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

B U S I N E S S FOR SALE 

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

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! 

B U S I N E S S O P P O R T U N I T I E S (CONT 'D ) 

200 Acre S o d F a rm 
90 miles E of Chicago. 50x170 bldg with 
offices. 2-40x80 bldgs w/shops-2 homes. 
Sand Sod inventory/ Machinery. Serving 
major athletic fields 269.695.5505| 

Full service commercial landscape maintenance 
located in Central Indiana since 1986. Asking: 
$450 ,000 Gross: $734 ,000 Cash Flow $177 ,000 . 
Contact Steve Pierce Sunbelt Indiana Business 
Resources Phone: 3 1 7 - 5 7 3 - 2 1 0 0 

S o u t h e a s t T e x a s - 1 7 y e a r o l d I r r i g a t i o n / 
L a n d s c a p e M a i n t e n a n c e C o . a v e r a g e $ 4 0 0 K 
gross sales. G a r d e n Cente r @ great locat ion 
next door to H o m e Depot on major interstate. 
V e r y loya l c u s t o m e r b a s e . G r o w t h a n d 
expansion is there for the taking. High growth 
area. Asking $ 4 7 5 , 0 0 0 for business/accounts / 
equip. Asking $1.2 million for business and real 
es ta te . Ser ious inquir ies only. Ca l l C a r o l i n e 
© 9 3 6 - 2 9 1 - 3 2 3 9 or cawalker@cox-intemet.com 

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

v .usine* . WANT TO BUY OR 
/ p j A SELL A BUSINESS? 

& f i ^ y^» \ Professional Business 
Marcar t Acq»*«, spada«« Consultants can obtain purchase 

offers from numerous qualified 
potential buyers without disclosing your identity. There 

is no cost for this as Consultant's fee is paid by the 
buyer. This is a FREE APPRAISAL of your business. 

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

Grounds Maintenance, Pest Control and Landscape 
Installation all over the U.S. and Canada. 

182 Homestead Avenue, Rehoboth, MA 02769 

708-744-6715 • Fax 508-252-4447 
E-mail pbcmello 1 @aol.com 

FOR SALE 

better 
866-290-7295 

Factory Direct 

Quick 36 

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

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

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

—Mike Rogers, Caretaker Grounds Maintenance® 

PROFITS UNLIMITED 
Since 1979 

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

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

FOR SALE 

kbKUBOTA.com 

DELIVERY ON 
K'jboFo PARTS 

Order parts at kbKUB0TA.com or Call 
1-877-4KUBOTA 
This website "kbKUBOTAcom" is operated 

by Keller Bros. Tractor Company, an authorized dealer 
of Kubota Tractor Corporation since 1972. 

K u b o f o 

I TURBO TURF I 
HYDRO SEEDING SYSTEMS 

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

1.ROO.R22-3d37 vwuw.tiirhntiirf.rnm 

For info on placing an ad, contact Brian Olesinski 

bolesinski@questex.com 
T h e great cutting, compact , e a s y -
turning, reliable 36" hydro mower 

Proudly made in the USA 
Starting at $ 1 8 9 5 

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

mailto:bolesinski@questex.com
mailto:cawalker@cox-intemet.com
http://www.profitsareus.com
mailto:bolesinski@questex.com
http://www.quick36.com


FOR SALE 

New Chem Tip7' 
Two Piece Showerhead 

316 Stainless Steel Nozzle 

Refrigerator Magnets .49 Each! T I P I 
A M u k Mntmum 500 • Col fot Mcing I 

1 Lightweight 
• Precisely machined 
• Knurled on the outside to prevent heads from slipping 
while cleaning/changing screens or tightening 
•Virtually maintenance free 
• Will not corrode, crack, split or break under normal use 
• Prevents off target mishaps 
•Will last many years 
•Comes with 2 chemical 
resistant 0 rings and I 
screen specify GPM 

• Reduces inventory costs 
• Limited lifetime warranty 
Turn your JD-9Tree & Shrub or ChemLawn Spray 
Gun into a lawn spray gun with this new product 

Jtagmô 
SPRAY &TREE SERVICE 

206-244-1717 

TURF IRRIGATION 

SAVE ON FUEL 
LET US DELIVER 

SPRINKLER SUPPLIES 
Check out our new Web Store 

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

And Goulds pumps 
MasterCard and VISA accepted 

Free shipping on orders $500.00 and up 

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

BUY ONLINE 
"""SAVE 
35% 

K off 
list RAIN. 
pnce 

• V o l u m e D i s coun t 
• En ter P r o m o Code: F R E E S H I P 
P H O N E : 8 7 7 -4 7 4 - T U R F ( 8 8 7 3 ) 
W W W . T I P I R R I G A T I O N . C O M 

HELP WANTED 

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

BUILD YOUR CAREER WITH A LEADING 
LANDSCAPE CONSTRUCTION AND MAINTENANCE COMPANY 

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

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

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

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

hr@jensencorp.com as a Word attachment, fax it to 408-255-4981, or mail it to our headquarters 
at 10950 N Blaney Ave, Cupertino, CA 95014. For more information visit us on the web at 

www.jensencorp.com 

http://www.sprinklersupplies.net
mailto:hr@jensencorp.com
http://www.jensencorp.com


HELP WANTED (CONT'D) 

Landscaping Company 
in Northern Virginia 

seeks an organized and detailed individual to 
sell landscape maintenance. The individual 

must have 2 years experience in the 
Landscaping industry. Horticultural knowledge 
and landscape construction background a plus. 

Job will include and not limited to: 
-Ensure a high level of 

accuracy in preparing bids 
-Perform accurate material take offs 

-Ability to read and understand blueprints 
-Working within company labor 
budgets and production rates to 

bid and sell profitable work. 
-Other duties and special 

projects as assigned. 
Benefits: 

Health Insurance 
Vacation Pay 
Holiday Pay 

40 Í K 

Base salary plus commission 
Qualified individuals please fax resume to 

703-948-1079 or email to: 
Karenhu@perfectlandscapes.com 

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. Wc offer an excellent 
salary, bonus and benefits package. 

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

Account Managers 
CAD Designers 

Estimators 
Purchasing Agents 

Irrigation Technicians 
Project Managers 
Sales Personnel 

Foremen 
Spray Technicians (QAC, QAL) 

Superintendents 
Supervisors 

For more information, visit 
www.gothiclandscape.coni 

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

HR Director at 
Ph: 661-257-1266x204 

Fax: 661-257-7749 

U.S. LAWNS 
NO ONE KNOWS THE 

\ _ MDUSTRY UKE WE BO. 

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

Regional Manager to work for you. 

tax ti 47/241-1123 

ULS. LAWNS 

BRICKMAN 
Enhancing the American l.andscapc Since 1939 

Brickman is looking for leaders 
who are interested in growing their 
careers with a growing company. 

Nationwide career and internship 
opportunities available in: 

• Landscape Management 
• Landscape Construction 
• Irrigation 
• Accounting 
• Business Administration 

Start growing your career at: 
brickmangroup. com 

TruGreen LandCare 
TruGreen LandCare has immediate 

openings due to our recent growth in 
business. We are looking for the 

following positions: 

Account Manager - Seatac, H A - U6089 AM 
Sales Manager - Fair-view, OR - #6099 SM 

Sales Manager - Lakewood, HA - #6323 SM 
We offer a competitive salary and an 
excellent benefits package, including 

401(k) and company stock purchase plan. 

To learn more about joining our team, please 
e-mail your resume with job number to 

sallen.trugreen@comcast.net 

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

Use c lor 
to attract 

future 
customers! 

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 

SOFTWARE 

MOWERMETER 
Equipment 

Tracking Software 
Designed for the 

Green Industry 
• Scheduling 
• Tracking 
• Costing 
• Parts Inventory 

Free Demo 800-635-8485 
WWW.MOWERMETER.COM 

TM 

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

Paying, Accounting, Payroll, Marketing and more 

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

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

landscape 
illustrator 

2 0 0 ^ 

design-estimation software 
w w w . L s i s o f t . c o m 

Visit us today 
on the web! 

www.landscapemanagement.net 

Here are three words that 
will help keep your 

ad in your prospective 
customers plans: 

FREQUENCY 
FREQUENCY 
FREQUENCY 

mailto:Karenhu@perfectlandscapes.com
http://www.gothiclandscape.coni
mailto:hr@gothiclandscape.com
mailto:sallen.trugreen@comcast.net
mailto:hortsearch@aol.com
http://www.florapersonnel.com
http://WWW.MOWERMETER.COM
http://www.wintac.net
http://www.Lsisoft.com
http://www.landscapemanagement.net


JOBS AMERICANS DON'T WANT? 
Regardless of race, education and political affiliation, most 
people surveyed in a recent poll think immigrants take jobs 
Americans don't want, not the other way around. 

Take 
unwanted 

jobs 

Take 
jobs from 
Americans Both 

Don't 
Know 

National total 65% 24% 5% 6% 
White 65% 25% 5% 5% 
Black 54% 33% 7% 6% 
Hispanic 81% 9% 4% 6% 
College graduate 78% 13% 4% 5% 
Some college 66% 23% 5% 6% 
H.S. or less 59% 30% 6% 5% 
Republicans 69% 23% 5% 3% 
Democrats 62% 27% 4% 7% 
Independents 66% 24% 6% 4% 

LAWN & GARDEN 
SALES FALLING 
In 2002 sales for all types 
of lawn and garden prod-
ucts - green goods, including 
plants or trees, shrubs, seeds, 
and bulbs; hard goods lines such as 
outdoor power equipment and tools; 
bagged goods like fertilizer and soils; and lawn and gar-
den packaged goods - totaled $39.6 billion. Last year sales 
for these same lawn and garden product categories totaled 
$36.8 billion. That's a decrease of 7%. 

SOURCE: NATIONAL GARDENING ASSOCIATION 

LANDSCAPE CREW TRAINING TIME 
The average annual hours of formal training received by 
each employee show that most clock in less than 8 hours. 

SOURCE: PEW HISPANIC RESEARCH CENTER SURVEY RELEASED 3/30/06 Frequency Percent 
Less than 8 hours 162 37.2% 
8 - 20 hours 161 36.9% 
21-40 hours 71 16.3% 
More than 40 hours 42 9.6% 
Total 436 100.0% 

SOURCE: 2005 LANDSCAPE MANAGEMENT BENCHMARKING SURVEY 

\L INJURIES UP 
? construction industry recorded 1,224 fatal work injuries, the most of any industry sector in 2004, 
an increase of 8% over the number reported in 2003. The increase was led by a jump in fatalities 
among specialty trade contractors from 629 in 2003 to 752 in 2004. The fatality rate for this sector 
/vas 11.9 per 100,000 workers. By comparison the fatality rate for mining was 28.3 per 100,000 
on the opposite end of the scale, for educational and health services it was 0.8 per 100,000. 

SOURCE: U.S. DEPT. OF LABOR BUREAU OF LABOR STATISTICS 

wiÊmtmmmm 
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Use as directed for 
Reliabus performii. 

Highly effective Propiconazole 14.3 from Quali-Pro provides the same systemic disease control, long-lasting 
residual, tank-mix stability and excellent coverage you're used to — without the high costs you've 

come to expect. Propiconazole, in its convenient micro-emulsion formula, delivers high 
value performance at low use rates. Get the broad spectrum fungicide 

that puts you in control of both diseases and costs — 
Propiconazole 14.3 fungicide from Quali-Pro. 

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

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

Earn Double Points when you purchase Quali-Pro Propiconazole. Learn more at www.propointsonline.com. 
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"Light Weights' 
Don't let their size fool you. these compacts 
pack a big. productive punch The combination 
of a versatile compact excavator, best-in-class skid 
steer, track loader and small wheel loader opens 
a whole new class of business opportunities. With 
the flexibility of Worksite Pro™ attachments you can 
always mix it up no matter what the job. And their 
size makes it easy to transport them from fight to 
fight. See your dealer or call 1-800-503-3373 to put 
John Deere in your corner today. 


