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YOU DO THE MATH.

Get big-machine durabilty and low maintenance costs with our new 445CT and 450CT Compact Track Loaders.
Featuring proven Case undercarriage technologies, these mini-brutes deliver long component life, a comfortable ride

and rigid-mount simplicity. Permanently sealed rollers and idlers assure reliable performance. Tapered track frames stay
cleaner. Triple-flange rollers minimize wear and prevent de-tracking. From the heavy-duty chassis to the long-lasting radial
piston-drive motor, these compacts give you a whole lot of loader. Contact the professional partners at your local dealer
for a demo, purchase or rental options, and details on financing and service plans. See www.caseoffers.com for the latest
special offers and promotions from Case.

©2006 CNH America LLC. Case is a registered trademark of CNH America LLC. All rights reserved. Circle 101 www.casece.com
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[f everyone had the same irrigation needs,
we wouldn't offer so many solutions.
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Maxicom? 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.

Ranv I BIRD
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out into field maintenance and services.
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Investing in technology wisely will lead to
simplified operations, reduced staff and a

better bottom line.
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Cat” Multi Terrain Loaders feature
asuspended 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 tum a profit depends in
part on worksite conditions. Cat Multi
Terain 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.

For more information and a free gift go to www.catproductinfo.com/ucd

Caterpillar. The difference counts.™ BATEHPlllAW

ellow,” as well as corporate and product identity used herein, are trademarks of Caterpillar and may not be used without permission
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22 ONLINE RESOURCES
Industry news and events

Read the latest news
headlines before the print

L Mdmgem
issue comes out, and plan

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

E-newsletters
Sign up to receive LMdirect!
delivered to your inbox. Or
link to our affiliated sites for
news and e-newsletters on
golf course management,
landscape design/build,
athletic turf maintenance
and pest control.

Archilvey'~ - = di/'i WS,
Browse the two current

DIATE RELEASE issues from our home page
ME

FOR IM 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.

o
New, improved

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

Get published!

A marketing pro offers landscape

»Readersrespond

professionals his Top 10 tips for As you reflect on how youwantto  35* Setting — and making — revenue goals
getting a company press release G a';d i ey bus:e“ MEXt 24 Finally hiring some good peaple
PO E s ear, what's your top business
noticed by the media. o i 23* Getting systems into place
k goal in 20077 Here's what our - :
online visitors said: 8" Developing managers.
= 6™ Updating equipment
» overheard =3 4"  Updating technology
-
S u rro u n d I n g Want to weigh in? Our survey question changes every month and we publish the results here.
Visit www fdnu")’(di‘t’n’s?/‘rdf]t’m(”'f et o voice your opinion.

yourself with talented
people is like beautiful »Spedalissue

people, I'ke hSten'ng to Landscape Management ‘s December 2006 issue,
Beethoven “Outlook 2007," will reside online after publication so

readers can use it as a forward-looking reference tool
Dan Ariens, CEO of The Ariens Company for business and technical topics throughout the year.
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TRUCKS

BUSES

ENGINES

PARTS / SERVICE
FINANCE / LEASING

" INTERNATIONAL" CF SERIES.
NIPS DOWNTIME IN THE BUD;

. 3 .
l\ I
'
.
TR
Meet the hard-working truck built with the small business owner in mind - the International™ CF.

It's got all the street smarts, maneuverability and payload capacity you demand. And it's here to
help your business grow. Visit your International dealer to learn how.

v A NAVISTAR COMPANY
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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.

ZOROCK

1-866-4-ZOROCK
www.getzorock.com
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(AERATION HAS NEVER
BEEN THIS EASY!

19 HP Kuu‘u—l'ski; Tbcc H.y:lroi(i’eur ;-ps;
9 mph ground speed; 80,000 sq/ft per hour

Multiple attachments
Available

* 20 gal. spray system
* Dethatch Rake
* 120 Ibs hopper

* 36"/46" tine heads

) L-1-n R’CH PRODUCTS, INC
W.z-spray.com ® 877-482-2040 e soles@z-spray.com
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THEREIS NO

Don't let your Bobcat® equipment sit idle in the winter. Make sure you're maximizing your investment
year-round. Use the family of Bobcat snow removal attachments to keep busy with diverse snow
removal jobs — from paths to parking lots, and everything in between.

i One Tough Animal

Bl rally
ol il

AR ngersoi rand Circle 111 1866.823.7898 ext. 739 Www.bobcat.com/snow

Compact Vehicle Technologies
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FAST ACTING Bait For Control
Of Outdoor Rodent Pests

NEW

v Voles =555
v Pocket Gophers

v Ground Squirrels

Bell WORLD LEADER IN RODENT CONTROL TECHNOLOGY
~ Madison, W1 53704 US.A. | www.belllobs.com

Available from your Bell Distributor
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More Profitable by Design
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Irrigation and Landscape Design Software
for All Green Industry Professionals
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Visit us online today for details!

www.raincad.com

| Pl S

SOFTWARE REPUBLIC.

Phone: (281) 4638804 + Fax (281) 463-1404 - Emait sales@raincad.com « Web Sita: www.raincad.com
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Proud supporter of these green industry professional orgamizations:

anfa

American Nursery &
Landscape Association

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
s Distributors Association
526 Brittany Drive
State College, PA 16803-1420
canae Voice: 814/238-1573 / Fax: 814/238-7051

The Irrigation Association
6540 Arlington Blvd

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

Member

The irridanon Ansocation

Ohio Turfgrass Foundation

1100-H Brandywine Blvd

PO Box 3388

e Zanesville, OH 43702-3388
- 888/683-3445

The Outdoor Power Equipment Institute
341 South Patrick St

Old Town Alexandria, VA 22314
703/549-7600

opei.mow.org

Professional Grounds Manag t Society
7?0 Light Street

Baltimare, MD 21230

410/752-3318

The Professional Landcare Network
950 Herndon Parkway, Suite 450

- e
PLANET  tendon, va 20170
; ; 703/736-9666
www.landcarenetwork.org

Responsible Industry for a Sound Environment
9 1156 15th St. NW, Suite 400
Y Washington, DC 20005
RISE 202/872-3860

www.pestfacts.org

Snow & Ice Management Association
2011 Peninsula Dr.
Erie, PA 16506
814/835-3577
VWW.5ima.org

SIMA

e & ica masspement miaciaton

Sports Turf Managers Association
805 New Hampshire, Ste. £
spuml“rf Lawrence, KS 66044
™ RS ASSOCATON 800/323-3875
www.sportsturfmanager.com

Turf and Omamental Communicators Assodiation
P.0. Box 156

New Prague, MN 56071

612/758-5811

TiTOCA
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Sarricace® and
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B
eferrals are made ds out and ¢ vy with Barrica HES
%
t-lasting pre-emergence herbicide for crabgrass and more than 30 other weeds g';‘i’

It lets you work ur own schedule. Apply it in the fall, early or mid spring §

and select the desired rate to give 1 the length of pr )n needed. You

also get a choice of quality formulations, from wettable granule, flowable,

or on-fertilizer in a variety of sizes to fit your nee
Syngenta is here to help you in your pursuit of perfection—thicker, healthier, 3

Y Y A
hardier lawns. A lawn can never be too eye-catching b <
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THE TOUGHEST
TOOLS.

THE LARGEST
SELECTION.

ITIA

L |

rofessionals have relied on Corona t
I re th ) 1 t ¢
to pertform under the toughest working

J conditions. No matter what you need t
‘M o get the job done, there's a Corona t«
~ engineered to help you work more efficient

and more comfortably. From pruners and

loppers forged out of premium steel, to rakes

and more, Corona use:

materials and adds a lifet

nfidence. Buy Corona

COROMNA |

PROFESS

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

A FIRST-TIMER'S THOUGHTS

BY MIKE SEUFFERT / Associate Editor

he Ferris Industries’ 2006 Run
With the Winners 5K race held in
Louisville, KY, at this year's OPEI
EXPO was cold. Brrrr.

Really, whose idea was it to wake
up at 6:30 a.m. and go out and run
3.1 miles before the sun was even up?

But now that some time has passed, and I can tie
my shoes again without wincing, I'm glad I did it. For
one reason, the race raised money for charity, the
Louisville-based WHAS Crusade for Children. For
another it was part of the whole EXPO experience.

Though I've been with Landscape Management
since August 2005, I had to miss EXPO last year be-
cause of a scheduling conflict, and always felt like I
missed out.So finally being able to experience EXPO
for myself, I was certainly not disappointed.

The reason is that at EXPO, no one holds back.
No one puts on airs, or pretends that this industry is
something it's not. The best example of this comes
from Bad Boy. The mower manufacturer scored big
points among attendees by bringing in Brett “The Big
Schwag” Wagner from Discovery Channel’s Monster
Garage. Wagner and Bad Boy “transformed a stock
Bad Boy mower into a flame-throwing hot-rod, com-
plete with stereo system and DVD player.”

As other vendors showed off their new equip-
ment, including mowers, which thankfully did not
shoot out flames, what I kept hearing was faster,
stronger and bigger.

As for bigger, Jeff Laskowski, CEO of Lastec,
talked about bringing articulating deck 80- to 100-in.

mowers to the commercial landscaper. The Articula-

At OPEI Expo the @quipment emphasis was
on speed, power and efficiencies

www.landscapemanagement.net / NOVEMBER paUil3

EXPO knows its audience

tor's multiple decks allow the mower to follow the
contour of the ground, giving a more even cut with-
out scalping and turf damage. “There’s no reason the
mowers in this industry can’t do what the mowers in
the golf industry already do,” Laskowski said.

There were other innovations as well, and you'll
learn about them in our December issue.

When we weren't walking the floor or trying out
new products, we did manage to sneak in a few edu-
cational sessions.

Wayne Volz of Profits Unlimited told his audi-
ence to sell their company’s services based on the
value they provide, not just price. “If you based
everything on price, your customers will leave you as
soon as someone cheaper comes along,” Volz said.

And aside from the education I got, I was also
entertained. OK, I'm not a big country music fan,
but big crowds enjoyed the Marshall Tucker Band
and Aaron Tippin. Thanks Briggs & Stratton and
Ariens. Stihl's IronJack Timber Team thrilled the
crowd with the “Olympics of the Forest” competi-
tion. And Kohler kept everyone happy with free
Wisconsin brats at its outdoor booth. You just can't
beat free.

One thing you hear about

in business all the time is
“Know Your Audience.”
That's exactly why
EXPO works so well, and
why I'm so glad I made it
this year.

Contact Mike at 216/
706-3764 or e-mail at
mseuffert@questex.com
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PLAN FOR CHANGE

Understanding why change is hard
to make stick is the key to managing it.

BY BRUCE WILSON

ost companies go through
periods of change, or at
least try to implement
changes into their organiza-
tions. This month's feature

story is on “lean” manage-

ment (See the cover article
beginning on page 28). If you choose to embrace
lean and implement it into your company culture,
it will most likely require change.

I am sure that you have attempted to implement
new things into your company only to find that,
after a few months, it is back to the old way. Other
times, the change might only have occurred in some
parts of your company. Understanding why change
is hard to make stick is the key to managing it.

People are uncomfortable with change. They
are used to doing things the way they do them. It's
comfortable for them. Things that have been done
a certain way for a long time become habits and
old habits are hard to break. Sometimes newer
employees embrace change, while more tenured

employees resist.

Consistency counts

If a company doesn’t have a culture of high account-
ability, change is unlikely to succeed because the em-
ployees know they do not have to implement it. It is
almost as though change is an option — and as soon
as one or two people get away with not changing, the

whole group follows suit.

Managing — for a change

In my opinion, there are two essential pieces to
implementing change:

The change, whatever it is, must be well
thought out. Management must buy in, and have a
plan for getting employees to buy in. This is best ac-
complished with a good, systematic communication
and training program set up around the change.

There must be a strong follow-up plan.
Management should reinforce the change, holding
people accountable for staying on track with its im-
plementation. This is really difficult in our business,
of course, because crews load up in the morning
and leave the yard to go work on worksites
throughout a city. They are not on a factory floor,
which has limited variability and is under the
scrutiny of managers all day. Therefore, your man-
agement team has to be out on jobs watching what
the crews are doing and holding them accountable
for their actions.

For most companies, on-site management falls by
the wayside, and managers mostly end up in firefight-
ing mode. On-site supervision by management, even
in well-managed companies, is often spotty at best

In light of that, it is wise not to try to implement
too many changes at one time. Then again, there is
an argument to be made where significant change is
required: Do it all at once and get the pain over
with all at once. If you do your homework pre- and
post-implementation, the process will go more
smoothly.

— The author is a partner with entrepreneur
Tom Ovler in the Wilson-Ovler Group, which offers
consulting services. Visit www.wilson-oyler.com.
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Spell doom for insects above and below ground with one application.

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

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

BACKED

Bayer Environmental Science, a business group of Bayer CropScience | 2 TW. Alexander Drive, Research Triangle Park, NC 27709 | Allectus and Backed by Bayer are trademarks of Bayer.
Always read and follow labe! directions carefully. | ©£2005 Bayer CropScience

Circle 116




BUSINESS

TEAM REASSESSMENT TIME

Now is the time to let your Staff know
how you feel about their work.

Time to pump up ‘keepers’

16

BY BILL HOOPES

fter a long, tiring season full of
challenges and hard work, we all
need to think of the players on our
teams. Sure, you appreciate your
good performers that show up

each day, use your training and

meet expectations. You're grateful
for every helpful, meaningful customer communica-
tion at the door, on the landscape or via a hand-writ-
ten note. And we all love those who consistently hit
goals. But gratitude and appreciation will not amount
to much unless you communicate those positive

feelings in a meaningful way to your people.

Motivate the good ones
Whether your job is training or managing, you can
make a difference.

Now is the time to let your staff know how you
feel about their work. After the Thanksgiving holi-
day, workers in our business (depending on geogra-
phy) begin to assess the year. They wonder: “Was it
worth it?"“Should I stick around after I get my year-
end bonus?” “Will we even get bonuses this year?”

If people feel appreciated and feel that you con-
sider them to be contributors to overall company re-
sults, they will be more motivated to stay on and be-
come smarter, more productive veterans next season.

Try the following to maximize positive motiva-
tion now:

Have a private, one-on-one discussion with each
individual on your team. Review their contribution,

and explain how and why they're important to your
team. Give examples of positive performance that
made a difference. When you make people feel im-
portant, their self-image and self-confidence grows.
Do this in private, maybe over lunch or a beer.

Look for ways to help people grow. All of us are
motivated when we feel more knowledgeable and
useful. Now is the time to determine which people
you can grow with next year. Who has the skill to
grow? Which people have demonstrated that they
want to learn more, take on greater responsibility?
The next step is to provide more training. Cross-train
them with other team members. Allow them to at-
tend educational seminars and events. Pick topics
you know will help. Follow up to ensure the learning

was taken seriously.

Not making the cut

As you embrace your winners, this is also the time to
get rid of those who are either unwilling to meet
your expectations or are negative players. Don't carry
them into the new year.

If you have provided appropriate job skill train-
ing, followed up with coaching on the job, and al-
lowed a fair amount of time for the person improve,
your obligation is now to your team.

Hoping and praying for an attitude turnaround is
a lot like buying a lottery ticket and actually expect-
ing to win. Get the “losers” off your team now.

— The author is founder of Grass Roots
Training in Delaware, OH. Contact him
at hoopes@columbus.r.com or visit

www.grassroots-training.com.
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THE FOUNDATION OF ANY JOB
STARTS WITH DODGE.

The all-new '07 Dodge Ram 3500 Heavy Duty Chassis Cab’s strength doesn’t just come from its powerful
choice of engines. The steel strength of its rear frame is best-in-class* with 50,000 psi steel. It's got flat,
clean, industry-standard, 34" frame rail spacing with a one-piece rear C-channel design that’s preferred
by upfitters. Plus, the wiring harness is neatly hidden inside the frame rail. This is a truck that’s strong
from head to toe. For more info, visit dodge.com/chassiscab or call 800-4ADODGE. :
*Based on Dodge Ram 3500 Heavy Duty Chassis Cab vs. Ford and GM one-ton pickup-based Chassis Cab models.
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In the Know

NEWS YOU CAN USE

All go for 2007's merged
GIE/OPEI Expo

OUISVILLE, KY — Perfect

weather — sunshine, mid-

70s — greeted exhibitors

and attendees in Louisville,
KY, the first week of October at this
year’s International Lawn, Garden &
Power Equipment Expo (EXPO).
The weather figures heavily into the
Expo success because of
the popularity of the
20-acre outside demon-
stration area, the event’s
most popular feature.

In promoting next
year's merged EXPO,
Fred J. Whyte, president
of Stihl Inc., and chair-
man of the OPEI, pointed to the mild
and historically dry October weather in
Louisville. The OPEI is the Outdoor
Power Equipment Institute, the longtime
sponsor (23 years) of the large Louisville-
based Expo. He also noted the combined
shows will add about 40% more space,
compared with this year's EXPO.

Next year the Green Industry Expo
merges with the larger equipment event.
It will be known as the Green Industry &
Equipment Expo. The dates will be Thurs-
day through Sat-
urday, Oct. 25-27,
2007. The show.
will remain in

Louisville at least
through 2010. A
policy advisory
board made up
of representa-
tives of the Pro-

fessional Land-
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James McNew, OPEI vp of
technical and marketing, pro-
vides details of next year’s
Green Industry & Equipment
Expo set for Oct. 25-27.

care Network (PLANET), the Professional
Grounds Management Society (PGMS)
and OPEI will steer the plans for the
event. The key elements of both trade
shows will be maintained.

The 20-acre outside demonstration
area, a unique feature of EXPO, will con-
tinue, providing attendees with try-be-
fore-you-buy opportunities each day of
the show. PLANET and PGMS will con-
tinue their lawn care, interior plantscap-
ing, landscape management and
design/build/installation educational ses-
sions, as well as a wide range of green in-
dustry tracks presented by seasoned in-
dustry leaders. OPEI will continue to
offer dealer education.

This year’s Expo saw increased booth
sales about 3% over the 2005 show. At-
tendee registrations at 17,950 dealers, re-
tailers, distributors, lawn & landscape pros,
general contractors and municipal buyers

was comparable with 2005 attendance.

EXPO news bits

BY STEPHANIE RICCA

Here are some of the trends that
we at Landscape Management
noticed while walking the
floor at the International
Lawn, Garden and Power
Equipment Expo (EXPO):

» Manufacturers are diversifying:

All the major iron manufactur-
ers showed a big variety of
models, especially in the mower
category. It's not hard to find
walk-behinds, stand-ons and
ride-ons in every size class. Keep
an eye out for our November
issue, where we’ll take a look at
some of these new products.

» Fuel efficiency and quiet operation
are trends sweeping the nation:

Sure, California’s on all manufactur-
ers’ minds when it comes to emis-
sions and noise standards, but most
players are meeting market de-
mands with more efficient models
of large equipment and handhelds.

» Homeowners wanna be like the pros:
More manufacturers had expanded
“prosumer” offerings, especially in
the zero-turn category. Get ready
for your clients to start asking you
what you drive so they can get one
for their vacation homes.

» Manufacturers want to be there for
you: Full service is the order of the
day. Many companies are partner-
ing with training programs (like
Ariens/Gravely/Stens with JP Hori-
zons) or streamlining their opera-
tions to make buying and servicing
equipment easier, Husqvarna, to
name one.
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Introducing PocketClock!
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In the Know

Power equipment sales

could decline

BACKPACK n l
BLOWERS\ |
P g

ALEXANDRIA, VA — Sales of new
power equipment may slow in
2007, though forecasts point to a
stronger 2008, according to the lat-
est forecast from the Outdoor
Power Equipment Institute’s
(OPEI) industry outlook.

Rising energy costs, slower
home sales and a generally slug-
gish economy are the reasons
given for the projected slow-
down.

According to the study: “The
U.S. economy is slowing and real growth
is expected to remain positive, although
slow, through 2007. Even though gasoline
prices crested a few months ago, the im-
plicit tax placed on consumption, and es-
pecially discretionary spending, will linger
throughout the year and into 2007.
Housing indicators have peaked and are
expected to slide over the next three
years. Annual growth in real disposable
income is projected to be around 3% over
the coming two years.”

Some equipment categories have al-
ready shown signs of a slowdown. Since the
2004 model year (September-August),
commercial intermediate walker shipments
have contracted by 29%. After tremendous

COMMERCIAL RIDERS 48

TRIMMERS
HAND-HELD BLOWERS

in 2007

INTERMEDIATE WALKERS

growth spurts occurring off and on over the
past seven years for commercial riders,
model year 2005 and 2006 shipments have
shown some leveling off with 2005 slightly
positive. And 2006 only grew 1.0%. Aftera
projected 3.5% decrease in 2007, 2008
commercial rider shipments will recover to
207,628 units, predicted the forecast.

Hand-held blower shipments are ex-
pected to remain above two million units
through 2008 in spite of some corrections
in 2006 and 2007. The drop off for ship-
ments of backpack blowers will hold off
until 2007. Trimmer shipment volume
was above six million units for the past
three years, but is expected to fall below
that over the next three years.
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Michael Martin of M&M Lawn-
care won a Toro Dingo TX 413

compact utility loader as part of

a recent Toro promotion. “I've
never won anything of any
value before,” said Martin, who
began his company in 1998.

IA names ‘06
Partner of Year
FALLS CHURCH, VA — The
Center for Irrigation Technol-
ogy has been named Irriga-
tion Association 2006 Partner
of the Year for its support of
irrigation education, certifica-
tion and standards. The Cen-
ter for Irrigation Technology,
an independent research and
testing facility at California
State University, Fresno, devel-
oped testing protocols and
conducts product tests for the
Smart Water Application
Technologies program.

WGIF sponsors
expert Web site
GREENFIELD, WI — The Wis-
consin Green Industry Federa-
tion (WGIF) joined with horti-
culturist and gardening
expert Melinda Myers in pro-
moting the Green industry
and its professionals to the
general public. WGIF will
serve as the primary sponsor
of Myers’ website,
www.melindamyers.com.
Myers hosts “Great Lakes Gar-
dener,” seen on PBS stations
throughout the country.

JIR receives
research award
ANN ARBOR, MI — The Michi-
gan Chapter of the American
Society of Landscape Archi-
tects (ASLA) presented JIR
with a Communication and
Research Honor Award for its
Sustainable Urban Design
Strategies Booklet. The book-
let represents months of re-
search on the part of the de-
sign team to implement
opportunities of sustainable
urban stormwater strategies.
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It's a good time
to be a landscape
architect - survey

MINNEAPOLIS — A new survey from The
American Society of Landscape Architects
(ASLA) shows that landscape architects’
average salaries rose by 20% since 2004.

Average total compensation for land-
scape architects in 2006 is $89,700, up
from $74,600 in the 2004 survey, accord-
ing to the 2006 ASLA National Salary
Survey and Business Indicators Survey.

The survey also reveals that there are
not enough landscape architects to meet
the demand for services, which is ex-
pected to continue to grow in the next
decade. While 62% of respondents indi-
cated there was a good supply of land-
scape architecture graduates, 38%
thought there were too few landscape ar-
chitecture graduates. No respondent
thought that there was a surplus of new
graduates in the field. Almost half of the
respondents (47%) expect to hire land-
scape architects in the coming 12 months.

Respondents also reported a 10% in-
crease in billable hours between 2005
and 2006.

“Both surveys confirm what we've
been hearing from our members: that it's
a very good time to be a landscape archi-
tect,” said Nancy C. Somerville, executive
vice president/CEO of ASLA. “With only
30,000 landscape architects in the U.S.
and the sustained growth in demand for
landscape architecture services, there is
significant opportunity for young people
considering entering the profession. The
traditional market sectors—residential,
parks and recreation, planning, commer-
cial—have all remained extremely strong
while less conventional fields such as
stormwater management, green roofs, and
security design have grown significantly.”
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With version 7.0, the best scheduling software for QuickBooks users just got better!
From integration with Nextel GPS-enabled phones, to enhanced contact management
and job costing features, to a new and improved interface - QXpress version 7.0 is miles
ahead of all other Green Industry software solutions.

Contact us today to schedule a free web-based demonstration of QXpress version 7.0.

call 1.877.529.6659 or visit for a FREE demonstration

Proud member of:

& PLANET «=:8)
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In the Know

Investment firm acquires majority interest in ValleyCrest

CALABASAS, CA — ValleyCrest Compa-
nies, headquartered in Calabasas, CA, an-
nounced that MSD Capital, L.P., the pri-
vate investment firm of Michael S. Dell,
has obtained a majority ownership inter-
est in the company. Financial terms of the
transaction were not disclosed.

In conjunction with the transaction,
members of the ValleyCrest management
team, including Burton S. Sperber, Valley-
Crest Founder and CEO, Richard A. Sper-
ber, president, and Stuart Sperber, CEO of
Valley Crest Tree Company, have retained
significant equity ownership in the com-
pany and will continue to lead the business.

Burton Sperber said: “Over our 57-year

history, ValleyCrest has always made deci-
sions that we feel best benefit the people
most important to us — our employees and
our customers — and this new partnership
is no different. MSD Capital shares our
values and long-term perspective of the
$50 billion landscape industry, and we
welcome them to the ValleyCrest family.”
Eric J. Rosen, head of Private Equity at
MSD Capital, said: “ValleyCrest, with an-
nual revenues in excess of $800 million, is
an extraordinary business, which has a
unique service offering, a premier brand
within the landscape services industry and
a compelling growth strategy. MSD is ex-

cited to join the ValleyCrest family, consis-

tent with our strategy of partnering with
outstanding owners and managers and pro-
viding them with the support to grow and
realize their companies’ full potential.”
Richard Sperber said: “This partner-
ship with MSD Capital reinforces our
most important priorities — providing the
highest quality services, ensuring our cus-
tomers are completely satisfied, and
building the best workforce in the indus-
try. We will continue to invest in the ca-
pabilities required to meet all of our cus-
tomers’ landscape needs, including
landscape architecture, design-build, in-
stallation, maintenance, tree care, and tree

growing and moving."”

People & companies

Donald

Botkin has

joined Bayer

Environmen-

tal Science as

a senior field
sales representative in Ohio
and Michigan.

The Professional Landcare
Network (PLANET) Board of
Directors selected Tanya
Tolpegin to serve as chief
executive officer of the or-
ganization. Since she joined
PLANET in 2004 as chief
operating officer, member-
ship has grown from approxi-
mately 3,580 to 4,400 mem-
ber companies.

The F.A. Bartlett Tree Ex-
pert Co. announced that
Fred Fisher has accepted the

role of Safety and Training
Coordinator for the com-
pany’s Midwest Division.
Fisher will be located in the
company’s Lake Barrington,
IL, office

Ingersoll Rand appointed
Daniel Sandonato to vice

president, global marketing
road development.

-
-

for the Mountain Region.

Aquascape
Designs added
Lisa Sweet to
its sales team,
as territory
sales manager

Ewing Irrigation appointed
Brian Dixon as the manager
of its new facility opening in
Redding, CA. It is the com-

pany’s 54th California office
Ewing also appointed Tom

Shannon Water Conserva-

tion Advisor for the Eastern
United States

Ruppert Nurseries hired
Patrick Hill (above, left) as
Information Technology
manager and Tim Berres
(above, right) as Safety and
Loss Prevention manager.

The Florida Turfgrass
Association (FTGA)
awarded Erica Santella with
the prestigious Wreath of
Grass Award during the asso-
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ciation’s 54th Annual Meet
ing. Santella is the regional
technical manager for Tru-
Green Chemlawn’s 16
Florida branches. The Wreath
of Grass is the FTGA's highest
honor and pays tribute to in
dividuals who have provided

outstanding service not only

to the turf industry but also

to the betterment of the
FTGA

Tony Brugger has been
named regional manager
and operating officer of The
Care of Trees lllinois region




Project Evergreen reaches Iraq

NEW PRAGUE, MN — As a show of ap-
preciation for the GreenCare for Troops

public service initiative, a soldier recently
hung the Project EverGreen banner from
one of Saddam Hussein’s abandoned
palaces. The soldier, who prefers to re-
main anonymous, wanted to bring atten-
tion to GreenCare for Troops and its mis-
sion to connect local lawn and landscape
firms with military families who need
help while their family members are
serving our country overseas in the
armed forces.

“Our hats off to everyone in the
Green Industry who is volunteering to
help these families,” said Den Gardner,
executive director of Project EverGreen.
“Every family receiving service through
GreenCare for Troops is so thankful for
your efforts. We have more than 1,900
families enrolled so far, and if you haven't
already volunteered, we could sure use
your help as there are still areas where
we have not been able to find a match
for families.”

According to Gardner, the GreenCare
for Troops program is available at no
charge. Participating contractors will re-
ceive a kit with information on how to get
the most out of this service provided to

our armed forces families. Its centerpiece
is a special “Mission Kit,” complete with
marketing and promotional materials as

launching the program in local markets.
For more details about the GreenCare

well as a business blueprint for efficiently

visit

QXpress v7.0

As a QuickBooks user, you should use QXpress. Getting
started couldn’t be easier, since QXpress instantly integrates
with your existing customer list. Simply schedule new
services for your QuickBooks customers, and print route
lists and work orders. When services are complete enter
job cost information and post them to QuickBooks as
invoices! No double entry. No wasted time.

for Troops program call 877/758-9135 or

QX Mobile v2.0

QX Mobile is the most advanced PDA software available
for Windows Mobile Pocket PCs. Take QXpress with you
in the field to track start times, stop times, materials used,
look up customer information, and sync wirelessly with the
office. New in v2.0 is the ability to customize your own
data entry screen, and print templates designed in QXpress.

Proud member of:

« PLANET

call 1.877.529.6659 or visit

QX Forms

QX Forms are industry-specific templates, available in a
both plain paper and pre-printed format. And by using
the powerful, built-in QXpress “Template Designer” you
can easily customize QX Forms to suit your needs. Give
your company a professional look, by using QXpress to
print estimates, work orders, invoices and renewal letters!
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Add-On Biz

EXTEND YOUR BUSINESS

Athletic fields

» Score points for your business by
branching out into field maintenance
and Services. ey jaer ao

ob Andrews' oppor-

tunity to expand his

Carmel, IN, lawn care

application company,
The Greenskeeper, came out
of left field. One of his resi-
dential customers became the
superintendent of a local
school district and asked him
to revive its athletic fields.

He bought larger applica-
tion equipment and self-pro-
pelled tractors, and trained his
employees how to operate
them, but kept using the
same products and distribu-
tors. Since then, his company
has expanded to golf courses,
sod farms and large commer-
cial sites.

“I've been in residential
lawn care for 26 years. Getting
involved in other aspects of
turf care has put a lot of fun
back into it,” Andrews says.

It also has helped his com-
pany grow. Athletic fields gen-
erate more income, Andrews
says, partly because larger
equipment can cover more
ground more quickly. And it's
increased the number of his
customers. The company has
picked up business around the

fields it works in, and many of
Andrews’ customers in trade
organizations have spread the
word to other members about
the quality of his work.

One of the challenges An-
drews has found is dealing
with the amount of wear and
tear on athletic field turf.

“These fields are very high
maintenance,” he says.
“They're used by youth
groups and marching bands —
all sorts of people besides the
teams. And in season, they
have to look their very best all
the time.”

Andrews applies
fertilizers intensively
and frequently. He
also does core aera-
tion at least once a
year and overseeds
once a year.

It's the same at
major league stadiums, says
Murray Cook, a consultant for
the Baseball Commissioner’s
Office and president of Sports
Turf Services, a division of the
Brickman Group.

“You are pushing grass to
its limits,” Cook says.

A big difference with

www.sportsturf-
manager.org

Visit the National
Sports Turf Managers
Association
(STMA) site for
more information.

Doing a repovation on a

sports field may be a stretch

for most contractors.

schools and parks, though, is
the use of pesticides. Compa-
nies have to use as few as pos-
sible, Andrews says, so they
have to get the most out of
each application. And since
most schools have restrictions
on when chemicals can be ap-
plied, the company usually ap-
plies them on weekends.
Another difference is their
budgets. The pros can afford
to install fields that
Cook compares to

INFO putting greens — and
replace them a cou-
ple of times a year.
Residential and com-
mercial customers

pay whatever it takes

to keep their lawns
beautiful. But schools and
parks have severe budget
constraints.

“Lawn care companies
have to do more work {on
school and park fields} for less
money,” Andrews says. He
helps customers figure out
how to get the most they can
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Brickman tackles jobs worldwide,
like this infield work in Havana.

with the budget they have.
And because many people
have opinions on what has to
be done, he's very careful to
talk only to the person who
signs the purchase order.

“The challenges make you
better at what you're doing,”
Andrews says. “If you don't
know what you're doing, you
probably ought to stay away
from this”

Cook agrees. “It’s a different
market. Do your homework.”

— The author is a freelance
writer in Altadena, CA.
Contact her at

janet.ai li
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BUSINESS THE COMPETITIVE EDGE

THE EMPOWERING
ALLOWS T e sty EF F E C T OF

dressed as samurai brandishing swords and

running through a forest. They are battling
the 3-headed hydra of waste — unpro- I*"“
ductive effort, unsatisfactory customer
service and unrealized human potential.
Now imagine yourself showing a video
of the samurai, their voices dubbed in
Godzilla-movie style, to the rest of your
team, including laborers. Do you think this

might be an effective fun way to introduce the : Why great th | ngS

concept of “lean” into your company?

The management at HighGrove Partners, with ' happen When y0U
operations in Atlanta and Charlotte, thinks so. Now .

DA e enlighten your team

19 months after starting its journey HighGrove
CEO and video zen master Jim McCutcheon says, 3 to the Concept Of
in spite of “many ups and downs” and a false start 8 -
or two, the company is committed to lean. continuous

He describes lean as a disciplined, company- |m provement

BY RON HALL
Editor in Chief
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wide effort to remove the non-value-added
waste (time & effort) from processes and sys-
tems. It involves buy-in and participation by
everyone in the organization. It’s not a strategy
to shed workers, a common misconception of
the lean philosophy. But, successfully impli-
mented, it will dramatically reduce overtime.

Processes for people

“Lean is hard on processes and soft on people,”
says McCutcheon. “We made a commitment
not to layoff employees. You have to have buy
in from your employees.”

Other well-known landscape companies re-
portedly on the lean path include RAR in Balti-
more; Chapel Valley, Woodbine, MD; Bland
Landscaping, Apex, NC; and Lied’s, Sussex, WI.

While it's premature to predict a lean
groundswell within the landscape service indus-
try, perceptive owners are realizing that to pros-
per (perhaps even survive) they must boost ef-
ficiencies as they deliver more value to clients.

Outdoor power equipment manufacturer
Ariens Company is the most vocal proponent
of lean in landscaping. It has completed 160
kaizens (See Kaizen sidebar) to eliminate waste
and improve efficiencies, boost customer satis-
faction and improve its bottom line perform-

ance. Dan Ariens, president of the company
based in Brillion, W1, says the lean effort floun-
dered when he first implemented it in 1999,
and the company started over in 2000. Since
then the results have been dramatic. The suc-

WORKING
SMARTER a
CHALLENGE

cesses have only increased his company's com-
mitment to the strategy.

“After seven years it’s really rocking and rolling
and a lot of fun,” Ariens told a group of about 90
landscape owners and managers in Appleton, WI,
recently. The group was attending the JP Hori-
zons “ Working Smarter Training Challenge”,
which Ariens hosted and The Weedman co-spon-
sored. (See Working Smarter sidebar.)

Ariens management, after convincing itself
of the value of lean in manufacturing, began
sharing its expertise to a small group of pro-
gressive landscape service companies, including
HighGrove Partners.

Measurable wins

Robert Bradford, an Ariens vice president, re-
counted several landscape lean successes in
meeting with the Training Challenge partici-
pants. In one, a Maryland company decreased
the size of maintenance crews from six to four
employees and increased productivity by 40%,
he said. At a separate event, landscape workers
figured out how to install spreaders on trucks in
less than two hours instead of the 15 hours it
previously took for the job. Time saved on break-
downs was equally startling.

“The more you know about lean, the more
waste you see,” said Bradford. And once you
identify waste, you can eliminate it.

“You're never lean enough,” says Paul Leao,
Ariens director of lean operations. “You're al-

www.landscapemanagement.net / NOVEMBER 2006 / LANDSCAPE MANAGEMENT 29


http://www.jphorizons.com

BUSINESS THE COMPETITIVE EDGE

ways going after the waste that's in the process.
You need to constantly go in and drive it out.”

Catherine Renzi, owner of Yellow Springs
Farm Native Plant Nursery, Chester Springs,
PA, says the road to lean is difficult at times.

“We learned quickly that you need to take
both failures and successes in stride,” she says.

For Renzi, embracing the core concept of
lean — waste reduction — has propelled her
company to new levels of unique customer
service and expert advice.

“Our lean landscaping approach has been
formative in creating the identity we enjoy as a
center for learning and shared values emphasiz-
ing organic methods, improving biodiversity and

KEYS TO WINNING

First things first.

mbrace change.

environmental stewardship,” says Renzi. “While
it is sometimes slow and costly, our most valu-
able lessons come from mistakes we make.”

While the trend of embracing lean has come
relatively slow to most service industries, suc-
cess stories will soon be the norm rather than
the exception, says Rebecca Morgan, a lean
consultant and president of Cleveland, OH-
based Fulcrum Consulting Works Inc.

“People need to remember that the entire
concept of having a lean enterprise is all about
eliminating waste. But this is something that
takes time and understanding to accomplish,”
says Morgan. “There is waste regardless of

continued on page 32

discipline. Best is the evil enemy
of better.
Build interpersonal
int ;i
Get expert help.
Smarter not harder.
Change the people or
change the people.



More Software Tools

Hardware:

&

CLIP Connect - Use your
Nextel or other phone for
live, real-time route sheets.
See what customer is
being serviced.

Check Reader -
automatically reads
your customer’s
checks for quick
receivables.

CLIP Trak -
Instantly
know where
your trucks
are, then have
this data automatically
download into CLIP via GPS.

Bill on website - your customers
can view their bills on the web.

Erouter - go paperless
and send your crews out
with Palms that have the
day’s work on them.

Bar Code Scanner - print bar coded
sheets for the crews and scan as
they get to each property.

Software 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 p_— p
Translation - T—"’-‘i‘;:'::' ‘
Route Sheets | -
notes printin s
Spanishand [
Portuguese. ‘ o

Links with Microsoft Outlook -
Send email to customers from
within the CLIP program.

Links with QuickBooks Pro -
Send all billing data directly to
QuickBooks.

Call 800-635-8485

for more information

CLIP Software:

* Bill from CLIP or QuickBooks.

* Up to 15 ways to schedule jobs.
» Store photos in customer record.
* Contact Management System.

* Do billing in minutes not hours.
* Employee Tracking.

* Chemical Tracking.

* Landscape/construction
estimating and tracking.

What does all this mean for
you? You can spend less time in
the office doing paperwork and
more time running the company.

CLIP has been around for over
20 years. There is a reason why
2 BILLION dollars are run
through CLIP each year.


http://www.clip.com

whether a business operates in the manu-

ozenTHE FLAMETHAT - LTI/ Q]
IGNITES, SUSTAINS LEAN lffllﬂwnﬂly e g i e

According to Morgan, a prime example

KA/ZEN A 0y USE occurs when a landscaping firm undertakes

OUB[ 3 You VEy Is ] a comprehensive multifaceted home or busi-
UR p PROF; IS ness landscaping project.
[ /”CH “Wasted time is quite common here. You
ol AF[ D RECAY want to make sure that all of the prep work is

complete before the next crew steps in. This
means having all the surface treatments taken
place so that the irrigation crew can come in to
complete its work without having to stop and
wait for another process,” she says.

Embrace the concept of mistake proofing, es-
pecially those employing seasonal workers, she
advises. “As long as you hire people they will
make mistakes. However you want to make sure
that the mistakes do not become defects. A lot of
mistakes happen because of poor communica-
tion. This means designing processes so that it is
almost impossible to make a major mistake.”

Whole-hearted support
The biggest challenge in starting a lean strategy is

getting complete buy-in from upper manage-
ment. And that means change, which is frighten-
ing to some managers, especially when it means

empowering all employees in decision making,
one of the comerstones of lean.

“When any level of a business neglects to em-
brace of the changes contemplated, lean imple-
mentation fails,” says Morgan. “Embracing change
management is such a vital component of lean
success. While lean demands top down support,
the initiative itself is from employees up.”

Also crucial, the businesses owner must in-
still a shared vision, understand that lean is truly
a journey rather than a one time exercise, dedi-
cate resources to training events and always
communicate before, during and after changes.
“Taking this type of stance from the onset also
reinforces the importance management places
on team member input,” says Morgan. tm

— Peter Fretty, a freelance writer who lives and

works in White Hall, MI, contributed to this

article. Contact him at peterfretty@msn.com

agement.net



mailto:peterfretty@msn.com
http://www.landscapemanagement.net

FINANCE FINESSE

Be the

BANKII

Don’t let your

bank get greedy

at your expenseé

hile your bank may not
be downright “sneaky,”
don’t confuse it with
your kindly old uncle,
either. Like you, your
bank is in business to make money, and it
will take as big a slice of your pie as the
law (and you) will allow.

New fees and service charges, confus-
ing account options and wildly varying in-
terest rates on savings accounts and CDs
are just a few of the techniques banks are
using to improve their bottom lines these
days — at your expense.

How bad is it? One former bank ex-
ecutive estimates that you will likely
overpay your bank through service
8harges, mortgages, credit cards, business

loans and checking and savings fees by
thousands of dollars in your lifetime.
That is, unless you learn how to beat the
banks at their own game. Here's how to
even out the playing field:

Never put a dime in a passhbook

savings account. With the interest
rates commercial banks pay these days,
savings accounts are guaranteed to lose
money when inflation is factored in.

If you keep any of your operating funds
in a bank savings account, close it out at
once and put the money in an account
that will pay you a higher rate of interest.

You won't have to look far. The ac-
count you need, a money market ac-
count, is available right at your own bank.
It will pay you significantly more interest

BOSS

than your savings account and still allow
you to withdraw your money on demand.

The improvement in interest may not
be as dramatic as you might get from
some other investment vehicles. How-
ever, as interest rates move up again —
and they have already begun to climb —
so will the interest income appearing on
your bottom line.

Consider certificates of deposit

(CDs) as a place to stash your extra
business or personal cash. In today’s un-
certain economy, the best investment ac-
counts available through most commer-
cial banks are CDs. Typically, CDs are
available for periods of 90 days up to five
years. As a rule, the longer you are willing
to leave your money in a CD, the higher
rate of interest it will return.

One popular way to gain maximum
advantage investing in CDs is to break up
your total kitty into several equal parts
and invest them in CDs with staggered
maturity dates. This technique will allow
you to take advantage of the highest avail-
able interest rates, while ensuring that a
maturing CD and its penalty-free cash are
never very far away as interest rates head
back up again.

") Don’t allow yourself to think that your
J bank will give you the best available
rate when you allow a CD to roll over au-
tomatically. It almost surely won't. That's
why you should always call or visit the
bank to review all current interest rates
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Whether you are paying interest or
receiving interest, never be satisfied
with the first offer. Shop around

before you sign. Bank deregulation has
produced a competitive environment
with wildly differing interest rates and
bank charges. If you can find a better
deal than your present bank is offering,
take it. There is no reason for you to
stick with a bank that isn’t competitive.

for CDs, including any promotional rates
that might be available. Banks often run
promotions offering interest rates higher
than their regular rates. You can be dead
certain that an automatic renewal won't
get that rate unless you ask.

Your bank will probably do a depend-
able job of sending you a reminder when
each CD approaches its maturity date.
The notice will dutifully explain that you
don’t have to do anything at maturity if
you don’t want to. If the bank doesn't
hear from you, they'll just roll it over.
That is, they'll renew it for the same pe-
riod as the original and pay you their cur-
rent interest rate.

This sounds fair enough, so millions of
busy business owners like you are taking
that easy road. The banks love people like
that — those who are making a mistake
that you can easily avoid.

5 Keep a lid on bank charges. According

to the FDIC, banks collected an as-
tonishing $38 billion in 2004 in service
fees from such things as assessing bad
check charges. Estimates for 2005 call for
more than $40 billion.

Some banks make you pay big penal-
ties for small errors. Let's say you acciden-
tally overdraw your business checking ac-
count. You have $500 in the account, and
you write three checks in one day. The
first is for $10, the second for $20 and the
third for $520. Some banks process such

checks in order of size. In such a case, the
$520 check would be processed first.
That would mean all three checks, not
just one, would bounce. Then you'd be hit
with three separate bad check charges.
Besides an overdrawn account, you'd be
out as much as $105 in painful overdraft
charges (some banks are now charging
$35 for each overdrawn check).

Keep the least amount of money pos-

sible in your checking account. Most
banks pay little or no interest on business
checking accounts, so your job is to keep
that balance to a minimum while making
certain that you never overdraw it or
incur minimum balance fees.

Here's a little technique that will
allow you to safely and conveniently
come out the winner: Ask your bank to
link your new money market to your
checking account so that you may trans-
fer money between them by telephone or
online. From that point on, never make a
direct deposit into your checking account.
Make all deposits into the money market
account, where they will immediately
begin drawing interest. Transfer money to
the checking account only as needed to
cover the checks you write. This is one of
the easiest ways to maximize your operat-
ing funds. But don't expect to hear about
it from your bank.

Get a divorce from those ATMs.
Remember when automatic teller

machines (ATMs) came on the scene? Y
didn’t take to those gadgets at first, and
your bank was not happy about that.
all, if they could persuade you to use th
instead of doing business with a live tell
they stood to save a lot of payroll.

So, the banks embarked on extensive
marketing campaigns designed to per-
suade you to help them lighten their pay
roll load. Of course, they didn't put it
quite that way. Instead, the ads trumpet
how convenient and time-saving it wo
be for you to use an ATM instead of both
ering to visit a live cashier. What's more,
this new service would be entirely free.

You (and millions of others) took the
bait. In time, ATMs became almost as fa
miliar as stop signs. Once the public be-
came hooked on ATMs, the predictable
happened: Some anonymous bank ex:
tive had a brainstorm.

“Let’s levy a charge on customers’ ac-
counts whenever they use an ATM own
by a bank other than our own,” he said.
Once that word got around, nearly every
bank in town jumped on the bandwagon,
At last count, nearly 90 percent of banks
are assessing ATM surcharges. Fees now
average from $1 to $2 per transaction.

This outrageous situation presents
other opportunity to keep the bank’s
hands out of your pockets. If you're pay
ing anything at all for the use of ATMs,
stop using them. Cut up your ATM car
and resume that old-fashioned practice
of stepping inside the bank to transact
your business.

Is this an unthinkable step backward?
With your busy schedule, would it be a
frightful inconvenience for you to do
without ATMs? If you think so, you
should disabuse yourself of that silly no-
tion at once.

Dumping your ATM card can be a
marvelously liberating experience, requi
ing nothing more than a slight change in

continued on page
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Better Wiper Seal.
Better Nozzles.
Better Body Cap.

Why are professionals making the switch to Pro-Spray® in record
numbers? Because Pro-Spray has been designed to be better than
the leading brand in all aspects. The wiper seal is

grit-resistant (which helps put a stop to stick-ups) and

prevents flow-by leakage (which allows the

head to be used under lower pressure).
Extra strong

The body cap is built strong to resist 4
¢ body cap won't

stress cracking in high pressures and extreme  leak or crack

temperatures. And, the superior engineering of
Pro-Spray fixed-pattern nozzles features precise

Convenient edges, optimum droplet size, and the industry’s

pull-ring flush cap i )
easiest, as well as most aesthetically pleasing,

color-coding I.D. system. Visit your Hunter
Co-molded
wiper seal
eliminates leaks
and “flow-by”

distributor to make a change to Pro-Spray

and make a change for the better.

Hunferr

The Irrigation Innovators

www.HunterIndustries.com

Circle 123
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continued from page 36

your timing. Once you arrange your
schedule to visit your bank only during
banking hours, you've won the battle.
With the extended banking hours offered
by most banks these days, the whole
process is a non-event. In fact, you're
likely to find that the line waiting to use
the ATM machine is often longer than
the line inside the bank.

However, if you're so hopelessly ad-
dicted to ATMs that you turn numb at
the thought of going cold turkey, there
is still hope for you. Check out
www.atmsurcharges.com, which pro-

vides locations of no-charge ATMs all
over the country.

The bottom line: Don't allow yourself
to be charged for withdrawing your own

money from your bank.

Consider firing your bank. Chances

are that you and your business have
been a victim of merger mania at least
once. That’s when you wake up one day
to find out that the bank you've been
doing business with is no longer around.

It's been merged with a strange new bank

that promptly laid claim to your accounts.

Will this new bank, which is larger
than the gross national product of some
countries, treat you better? Will it exer-
cise economies of scale in order to bring
you better services? Forget it. Experience
has clearly shown that some of the huge
megabanks resulting from merger mania
are raising inefficiency and customer
alienation to undreamed-of heights. And
with new laws blurring the line between
banks and other types of financial institu-

tions, such as insurance companies and

stock brokerages, the financial behemoths
can only grow even larger.

Fortunately, solving this frustrating
problem is relatively easy. Just search out
the smallest FDIC member bank in your
neighborhood and give it your business
You'll receive more personal attention
from a small neighborhood bank than
you'll ever get from a financial goliath, all
with exactly the same insurance protec-
tion you receive from the largest banks

Even at a small bank, you should follow
the principles outlined here. But you'll be
doing it in a friendlier atmosphere. Fewer
banking frustrations will leave you better
prepared to enjoy your stroll down the
path to financial security. Lm

— The author specializes in writing about
financial issues. Contact him at

215-886-3646 or lynott@verizon.net.

Professionals Demand Solutions

Pro-Tech is here to provide you with the solutions necessary to fulfill your
snow and ice removal applications. Check out our website to
see our entire line of products at

888 PUSH SNO
(888.787.4766)

Circle 124
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Innovations

HOT NEW PRODUCTS

1 Quick change
Gravely’s Rapid XZ outfront
mowver is designed for rapid in-
stallation and removal of mower
decks and attachments. The
Gravely Rapid XZ is available with
a 25-, 27- or 30-hp air-cooled
engine, 7.5-gallon fuel capacity,
13 mph forward/6 mph reverse
ground speed, 24-in. big-terrain
tires and the X-Factor Deck for
superior quality of cut. This
“next-generation” outfront
mower provides increased visibil-
ity and maneuverability. A unique
weight transfer system automati-
cally adjusts the amount of
weight transferred to the drive
tires for superior stability and
climbing ability.

For more information contact
Ariens at 920/756-2141 or
www.gravely.com

/ circle no. 250

Everybo:iﬁy’s
gone surfin’
The new Surfer from Great Dane
is quicker and more efficient than
a walk-behind — and smaller and
less expensive than a rider. Avail-
able with a 19-hp engine and 52-
in. fixed deck, this compact
stand-on allows you to climb
curbs, make quick turns and trim
around trees, poles or any obsta-
cle in your path. Features include
easy-to-operate 2-lever controls,
stand-on platform for true zero-
turn maneuverability and in-
creased visibility, aluminum hydro-
stat reservoir for improved heat
dissipation, and compact design
for increased productivity.

For more information contact
Auburn Consolidated Industries
at 402/274-8600 or
www.greatdanemowers.com
/ circle no. 251

Tight fit

Toro's new Z300 Series sub-
compact riders are small enough
to fit through standard 36- and
42-in. gates, yet large and fast
enough to deliver significant
productivity gains over a walk-
behind. The Z Master models
Z334 and Z340 mowers (with
34-in. and 40-in. cutting decks,
respectively) are powered by a
19-hp Kawasaki V-twin engine,
allowing the mowvers to reach 8
mph forward ground speed and
5 mph in reverse. Other features
include a 1-in. to 4 1/2-in. ad-
justable cutting height, side dis-

charge or mulching capability, ef-

ficient 7.7-gallon fuel capacity,
and semi-pneumatic, flat-free
caster tires.

For more information contact
The Toro Co. at 800/348-2424 or
www.toro.com / circle no. 252
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New drive system

Grasshoppers new Model
620T features the excdlusive Tan-
dem T2 drive transmission —
co-developed by Grasshopper and
the Parker-Hannifin Corp. — with
a unique pumps-in-reservoir design
for direct power delivery to drive
wheels in a space-saving package
with reduced vibration. The mower
features a Kohler Command Pro
20-hp fuel-efficient, horizontal-
crankshaft, pressure lube, OHV en-
gine equipped with large-capacity
oil and fuel filters, engine oil cooler,
high-performance spark plugs and
large-capacity cyclonic dual air
deaner. The Model 620T is com-
patible with 44-, 48- and 52-in.
DuraMax FoldUp decks.
For more information contact
Grasshopper at 620/345-8621 or
www.grasshoppermower.com
/ circle no. 253
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TECHNOLOGY  BELT UP

COMMERCIAL POWER

The real scoop on fuels

With high fuel prices, there has been a lot of
news time devoted to alternative fuels, especial-
ly those including ethanol. Ethanol is an alcohol
made from fermented plant material such as
corn, which burns very clean

Unfortunately, alcohols like ethanol can
absorb water from other materials, or simply
from humid air. This can cause significant engine
performance and/or starting issues, in addition
to perpetuating the corrosion of engine compo-
nents. The alcohol can also have a solvent
effect, causing damage to some metal alloys,
diaphragms, o-rings and seals.

Briggs & Stratton recommends not using
gasoline containing more than 10% ethanol in
gas-powered engines. Fuel with higher concen-
trations of ethanol can cause engine damage
and can void the engine warranty.

In addition, problems can arise when sea-
sonal fuel blends are used in the wrong season.
For example, running a summer-blended fuel in
a snowblower in sub-freezing conditions may
not allow the engine to start, even though fuel
may be dripping from the carburetor. Since the
summer-blended fuel was produced to vaporize
at a very warm temperature, the cold air tem-
perature is not sufficient to vaporize the fuel
and allow the engine to start

Conversely, if winter-blended fuel is used dur
ing a warm summer application, a different prob-
lem takes place — the fuel will boil at low temper-
atures. This creates bubbles in the fuel lines and
carburetor that can stop the flow of fuel, causing
the engine to die. This is called vapor lock

The best solution is to consume stored fuel
within 30-60 days. That way, you ensure fuel is
fresh and seasonally correct, giving you easier
starts and improved performance. The best way
to consume a container of older stored fuel is to
mix it with a filled tank of gasoline in a frequent-
ly driven vehicle. It will easily mix and be burned

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

Belts are cheap, efficient
and frequently still the
best design solution.

They drive the world

BY HARRY SMITH

he lowly power trans-
mission belt: It seems
crude and low-tech, but
if you look closely, it's
just about everywhere.

There are v-belts, flat

belts, hexagonal belts,
toothed belts, cogged belts and even belts
that do the impossible and run in oil. For
all their hard work, though, belts are fre-
quently touted as a liability. You may
even hear a salesperson say proudly,
“There are no belts in the drive system.”
Or, “We have eliminated the belts from
the blade drive.”

Are they that problematic — no.

John Deere offers The Fundamentals of
Service, an excellent series of instructional
books. One of the books in this series is
Belts and Chains. Quoting from this
book, “Power efficiency is 94% to 98%
after break-in." You obviously cannot fault
belts for efficiency. This is at least 10% to
15% better than hydraulic drive system

efficiencies.

Belts like a clean machine

So what about other accusations leveled
at these frictional drives? Most “prob-
lems” boil down to a lack of preventive

maintenance.

For example, most belts hate grease
and oil. Belts can slip and overheat if they
become greasy. Some belts will even dete-
riorate if oil- or grease-soaked.

Belts require periodic maintenance
and inspection. We have all been guilty of
hanging out at the Zero Maintenance
Club. Ignoring maintenance requirements
and waiting for something to break is
false economy.

Belts must be inspected and main-
tained. A total failure of a belt drive sys-
tem will never equal the cost of a failed
hydraulic system. This difference in cost
over other power transmission systems is
the primary attraction of belt drives.

Folks, belts do drive everything every-
where. They're cheap, they're efficient
and frequently, for certain applications,
they're still the best design solution. Just
remember the rules: Keep belt systems
adjusted and clean. If a belt slips, find
out \\'h_\'.

Also, don't just coat a slipping belt
with belt dressing. Belt dressing is not a
solution, and no reputable belt manu-
facturer will recommend it. Belts are
transmitting more power around the
world than any other system. They do
the job.

— The author is turf equipment professor at
Lake City Community College, Lake City,
FL. Contact him at smith@lakecitycc.edu.
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TECHNOLOGY

BOOST YOUR EFFICIENCIES

Investing in technology Wisely will lead to
simplified operations, reduced staff
and a better bottom line.

BY TYLER WHITAKER

usiness owners are locked into a
never-ending quest to get that next
little boost in profitability. It's a
noble quest that takes both cost-
cutting and smart investment. One
thing to look at is optimizing the

overall value gained from your
technology budget. After all, investing in technology
wisely will lead to simplified operations, reduced
staff and a better bottom line.

1. Laser, yes — inkjet, no. In recent years, inkjet
printer prices have dropped through the floor. They
even come free when you buy a new PC.

Don’t be fooled by their low up-front cost. It's a
marketing ploy to get you hooked on pricey replace-
ment ink cartridges. A better strategy is to sell those
“free” printers and buy a midrange laser printer in-
stead. One good laser printer in your office will have
lower maintenance costs and IT staff requirements
then if everyone has their own free inkjet model.

Steer clear of any printer where the cost of the
ink or toner exceeds the price of the printer.

2. Monitor size does matter. Is office productivity
directly related to monitor size? It's strange, but true.
Anymore, everything from Web pages to popular
software packages is being designed for higher screen
resolutions. The result is a lot of time spent scrolling
and switching between applications.

The solution to all this extra scrolling is to up-
grade to 19-inch or larger monitors. They can com-

fortably display more information on the screen at

S5 great tech budget savers

once because of their ability to run at resolutions of
1600x1200 or higher.

3. Ongoing PC maintenance. Dust causes PCs to
fail. It gets sucked into PCs by the cooling fans and
then collects on everything. It's a major cause of both
fan failure and overheating CPUs. A can of com-
pressed air will do wonders to clean things out. A
damp cloth can make a keyboard and mouse look
like new. Just remember to unplug the unit before
you begin.

4. Anti-Virus and PC firewalls. There is still no end
in sight to the growing problem of spyware, viruses
and worms.

Every PC in your office must have a PC firewall
installed with up-to-date anti-virus protection that
does real-time web and e-mail protection. Most
packages can be set up to automatically download
the latest virus database on daily.

Think of these steps as insurance against unpro-
ductive downtime.

5. PC security. Password-protect your PCs to safe-
guard your proprietary company data. Just as you
protect who has access to your computers, you
should also control who has access to make software
changes.

Consider locking down your PCs so that un-
approved software cannot be installed without the
help of your technology staff. Even employees with
good intentions can waste valuable productive time
on superfluous software.

— The author is a freelance technologist focusing in

business automation. Contact him at 801/592-2810

or visit his blog at www.tylerwhitaker.com.
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At Walker Manufacturing this is how we think about what we do--we don’t make lawn mowers, we make
eautiful places. That thought has inspired us for nearly 30 years on our quest to design and build the best
wssible machine to make a beautiful place. And the Walker is made for landscape contractors who have

he same thought--we don’t “mow grass”, we make beautiful places. Ask to see a Walker demonstration

lyou are not using Walker and would like a little help in making your own beautiful places.

WALKER =NOWERS

5 . HARMONY ROAD, FORT COLLINS, CO 80528 * (970) 221-5614
WWW. WALKERMOWERS.COM Circle 126
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Solutions Center

REAL ANSWERS TO REAL CHALLENGES

Be our guest

This Florida company tripled business

in three years by focusing on high-end

hotels and resorts

hinking like a guest and not a

service provider is the key to

high-end resort work,” says James

Boynton, president and owner of
Tampa-based SCAPES Environmental
Group, Inc., a full-service landscape man-
agement, pest control, irrigation and reno-
vation company.

Boynton should know; his ability to
think like a hospitality manager has
landed him many large resort and vaca-
tion community accounts in three Florida
cities in just three years.

When he was working on his busi-
ness plan in 2003, Boynton decided to
focus on what he did best — landscape
management of high-end resorts, home-
owners associations and vacation com-
munities. Focusing on this niche has
paid off. He launched SCAPES with just
six employees and a couple of accounts,
and now runs a 7-figure, multi-branch
operation with 53 employees. But the
challenges are great, even for someone
with Boynton's almost-20 years of
experience.

“Resort work is extremely demanding
and it’s certainly not for everyone,” says
Boynton. “But | enjoy the uniqueness and
challenges of each job. Plus, I enjoy edu-
cating and motivating staff to exceed our

customer expectations.”

BY LEIGH GANGEMI

Hospitality pays

SCAPES' high-profile accounts include
Tampa's Grand Hyatt Resort, the Planta-
tion Palms resort community, the Bayport
Plaza office park and the Coconut Point
Ownership Resort & Spa in Bonita Springs.

Boynton has worked to understand the

psychology of hospitality management. A

“

particularly helpful mentor was the former
general manager of the Hyatt Regency
Grand Cypress Resort and Spa in Orlanda
Boynton often accompanied him as he
“walked the property,” learning to look at
the grounds as a general manager and
guest, not a lawn care operator.

“He was a photographer, and he
taught me to look at properties from that
perspective,” explains Boynton. “He had
me ask myself, ‘Where would guests want
to pose for pictures?,” ‘How can I make
this vista more appealing?’ and ‘How can
we hide that service area?”” In addition,
he learned how vacationers and conven-

continued on page 48

SCAPES employees try to disappear
before hotel staffers begin to set up for
the day’s events.
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PrnScape

JIMENSION®/GONFRONT®

i spring it never seems like time is on our
.th. until now. Apply ProScape” 19-0-6
‘)lmcn\ion /Confront™ right from the bag to
':ontrnl a wide variety of broadleaf and grassy
Jeeds in a single labor saving pass. Forget
out mixing, spraying and worrying about
deather conditions. Dimension provides

acellent crabgrass control including early

Tnrn yonr J/»/‘é’zd//{é’/‘
Lh 517 A f[/he’ /hdé’/t/hé’./

tAnnouncing ProScape Confront Dimension for Spring 2007!

gost control for an extended window of appli-
ation!  Confront 3 obliterates broadleaf
Seeds, and MESA™ gives you brilliant deep
ong lasting green without excess growth or
fippings. Service more customers, later into
fhe season, using less labor and with total con-
Jidence. Its like turning your spreader into a
ime machine! Your phone will be ringing
pith referrals instead of call-backs! Visit your
}Chdﬂ( on Turf Dealer, or call -800233-0628 to
h\d out more. For a FREE copy of our weed
:

ID booklet visit wwwLebanonTurf.com/pro-

motions and enter coupon code

»LebanonTurf"

1800 233-0628  wwwlebanonlurfcom
| trademark of Dow AgroSciences LLS
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continued from page 46 tions to managers to improve the overall
tioneers behave — what they like to see, guest experience as well as hotel opera-
hear and smell, where they congregate tions. “For example, if the hotel wanted to
and, most importantly, what bothers them.  build an outdoor coffee stand, we would
Boynton and his team make sugges- work on how to landscape the area to

With an operating = "
capacity of up to 900 N
pounds and over 50 attach- »+ '«

ments in its corner, The Boxer -

BRUTE is built to overcome tough Y
challenges like carrying heavy block, e
trees, stone and hay bales or plowing wet \»,Eﬂ-:‘\‘
snow. Available in either track or wheel version. And

you can order a special package including trailer, attach-
ments and The Boxer BRUTE, ready to roll. Contact your
local promoter or view it live at:

WWW.BOXERPAYPERVIEW.COM 1-800-476-9673
'NO CHARGE FOR VIEWING

BIG POWER IN SMALL PLACES

Circle 128

lure guests to that spot,” explains Boyn-
ton. “By becoming more than just a main-
tenance company, we became indispensa-
ble to the client.”

Customizing each program to each site
is also important. “You must be ready to
mold and adjust your service philosophies
for individual properties,” adds Boynton.
“You simply cannot boilerplate a ‘mow-
and-go’ program on a high-end property.”

But customization also means being
flexible enough to adjust to each site’s
daily schedule. At some jobs that re-
quire SCAPES employees on-site every
day, employees will “pull a daily” for
each property. Dailies are hotel/resort
reports that detail guest occupancy, the
type and timing of events, what groups
are on-site and more. For crews like
Boynton's, this information is vital to
providing efficient service

“You have to know, for example, that
at 7:30 a.m. you must finish mowing an
area because by 8:30 a.m., guests start
arriving at the pool,” he explains. “Or if a

special event is planned for Friday, it

Resort work:
Tips for success

Want to add a resort client to your
roster? James Boynton, president and
owner of Tampa-based SCAPES Envi-
ronmental Group, Inc. offers the fol-
lowing tips:

» Tour as many resort properties
as possible.

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



must look perfect on Thursday.”

In addition, Boynton spends a lot of
time training employees on their attitude
and appearance. “You are always being
watched; it's almost like being on stage,”
says Boynton. “My employees know it can
come down to the littlest things: how
they look, how they walk, eye contact, a

smile, those things.”

The problem: Chinch bugs
Though Boynton claims 80% of all ac-
count problems are because of customer
service issues, technical expertise is also
important. That's why he is always search-
ing for solutions to old problems.

Recently, Boynton and his team won
two new accounts because they solved
long-term chinch bug problems. In
Florida, chinch bugs are one of the most
damaging and pervasive pests, creating
large brown or yellow patches on turf
during peak feeding times. And with four
to six generations per year, most lawn care
experts agree they can be difficult and ex-

pensive to control.

» Think like a guest, not a lawn care
operator.

» Customize each program to fit a
property’s long-term goals.

» When pitching a new account,
know the property and its challenges
better than the manager.

» Search out new solutions to old
problems; the answers you find will
lead to new clients.

» When starting a new account, seek
out a relationship with the site’s gen-
eral manager.

» Make contacts by joining local
hotel/motel, industry and tourist
associations. —LG.

James Boynton built a business on what
he does best — creating and managing
high-end grounds management programs
for accounts like the Grand Hyatt Tampa Bay,
seen in the background.

“We were seeing resistance to the
products we were using, and therefore a
build-up of chinch populations,” says

Boynton. “We needed to break the resist-

ance cycle, but in a cost-effective way."

FOOTWORK

The Boxer 500 series, track-driven mini-skids
offer superb maneuverability and are available in
gas or diesel units. Its unique, adjustable track
widening system makes it the only machine on
the market that retracts to get through gates,
then opens back up for working stability.

When working on established
lawns, Boxer's low ground
contact pressure enables
trenching, augering and
other aggressive applica-
tions with minimal dam-
age and optimum traction.
Boxer is available with
over 50 different attach-
ments for job flexibility.
See all the features at
www.boxerpayperview.com.

WWWEBOXERPAVPERVIEWCON  1:800476:0673
BOXER sl

BIG POWER IN SMALL PLACES
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The solution: Contact and
systemic insecticide

At an industry event, Boynton learned of
a new insecticide, Allectus, a formulation
of pyrethroid and chloronicotinyl
chemistries designed to work both on
contact and systemically.

Boynton set up trials for Allectus in-
secticide impregnated on fertilizer on four
properties, using the labeled rate on two
to two-and-a-half acres. He quickly saw
results. “Previously, I was only seeing
about 20% to 25% control,” says Boynton.
“Now, we probably see about 90% to
95% control.”

Boynton plans to incorporate a yearly
rotation of Allectus among his usual ap-
plications of other chemicals. “If I apply
the product in April or May, I'll control

the grubs and see about 7
control on the chinch bugs.”

Taking a chance on the new product
ultimately meant more clients for
SCAPES, as well as greater operational
efficiency: “Repeatedly sending a spray
technician to treat these problems isn't
cost-effective. Labor is much more
expensive than the material itself”

For Boynton, business success —

whether managing a 500-acre resort or a

to 12 weeks of

Boynton,right, discusses placement with
Operations Manager Bill Conrad during a

property inspection.

two-acre home lawn — comes down to
operational efficiencies.

On vacation, he tries to forget about
lawn care for a few days by sinking his
toes in some island sand. But it's not easy
for a guest expert to just be a guest.
“When I'm on vacation, I'm always
watching the guests and checking out the
grounds,” he says. “You never know where
an idea will come from.” Lm

— The author is a Philadelphia-based

writer who knows the Green Industry

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

Working with an ASIC member
gives you the confidence that

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

Contact ASIC to find a
consultant near you.

¢ M ixed-use developments with heavily traveled public spaces would be

wise to engage an ASIC Professional Member. They make the critical

difference in developing sustainable and innovative water management solutions.

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

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

nations second largest train station.”

ANDY SCOTT
Executive Director ® Union Station Assistance Corporation

PO Box 426
Rochester, MA 02770
508-763-8140
Fax: 508-763-8102
www.ASIC.org

50 LANDSCAPE MANAGEMENT / NOVEMBER 2006 / www.landscapemanagement.net


http://www.ASIC.org

/

No unpleasant odor

\

\
Everyone wants weed-killing power but no one
wants a lingering odor that makes being near
treated turf an unpleasant experience.

|

Your nose and eyes will notice the real difference
when you open a jug of Triplet® Low Odor - less
odor and a much clearer liquid. The reason is the
addition of 2,4-D TIPA, a highly refined ingredient
available only from Nufarm.

. Infact, odor studies have shown that the

- formulation is preferred 30% more than Trimec®

. Classic. Imagine, turf and chemical storage areas
. thatdon’t stink!

2TRIPLET Low Odor

800.345.3330 * us.turf.nufarm.com

™ Mallet is a registered trademark of Nuform Americas Inc
Always read and follow complete label insiructions

“I hardly noticed”

“l sure did!”

Outstanding performance

The best thing about Triplet® Low Odor is its
performance. This unique formulation of 2,4-D,
Mecoprop-p and Dicamba delivers the proven triple-
whammy you need to control dandelion, clover,
henbit, plantains and other broadleaf invaders.

An improved proprietary surfactant package
enhances penetration and uptake into the
plant for quicker results.

pH buffering makes more active available to ensure
complete weed kill and long-lasting control.

The optical chemistry provides the advantage
of using half the traditional active to achieve
the same level of control, meaning less
pesticide impact on the environment.

Turf & Specialty



This may
come back ...

... but this
will not

Escalade 2 is the advanced herbicide that delivers quick visual response, devastates
weeds and reduces callbacks - so now you can crush more weeds and create more
beautiful lawns without reducing profits. Everyone’s happy but the weeds!

Escalade ?‘s combination of Fluroxypyr, Dicamba and 2,4-D controls more than 100 broadleaf
weeds, including dandelion, plantain, oxalis, chickweed and many other hard to control species
like clover. In fact, you'll have unsurpassed control of clover, a particularly troublesome weed.

Escalade 2 also has“actimized” features that ensure the best performance:

N P Animproved proprietary surfactant package that enhances penetration and uptake
into the plant for quicker results

» pH buffering that makes more active available, ensuring complete weed kill and long-
lasting control

P Optical chemistry which uses half the traditional active to achieve the same level of
control, meaning less pesticide impact on the environment

ESCALADE# ]

>
Contact a Nufarm representative or your local distributor for more information: N"farm
800-345-3330 ® www.turf.us.nufarm.com Turf & Specialty

™ Escalade is a trademark of Nufarm Americas Inc. Always read and follow complete label instructions. Home of Riverdale Brands
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LIVl Reports

YOUR G E TO PRODUCT RESEARCH

icles

Volvo has a range of seven tracked excava-
tor models with digging depths ranging
from 6.75 to 12.5 ft. and weights from
3,164 to 11,130 Ibs. The mid-
range EC-25 has a 27.2-hp en-
gine and 6152-pound operating
weight. Standard features include a
control pattern change lever to con-
vert from excavator-style to backhoe-
style controls. Drop-down counterweight
and fully opening engine cover provide ease
of daily checks and maintenance.
For more information contact Volvo at
828/650-2000 or www2.volvo.com /
circle no. 256 A

Mustang 4 ability to slip in and out of tight areas and
Mustang Manufacturing’s new Model has the power to work quickly and produc-
5003ZT excavator has a zero-tail-swing de- tively. Impressive traction and breakout forces
sign, where the backside of the operator’s make the T140 ideal for digging and grading
cab does not extend over the width of the jobs, especially in muddy or soft soil condi-

undercarriage when turning the cab to either  tions and terrain. It has a 1,400-Ib. rated op-
side. The Yanmar Tier Il diesel engine with 47  erating capacity.

hp is side-mounted separating the engine For more information contact Bobcat at
from the cab, offering lower temperature 866/823-7898 or www.bobcat.com / Kanga
and noise in the cab. Adjustable headrests circle no. 255 With compact power to handle the toughest

of jobs, whether moving soil or mulch across
the work site, trenching for an irrigation sys-
tem or installing a fence. The 16-hp Honda,
electric start Kanga Kid has more than 10 at-
tachments, all with a quick attach mount

and armrests, along with a redesigned
dashboard that puts all the controls in
easier reach, are also featured.

For more information call 507/451-7112
or www.mustangmfg.com /

circle no. 254 plate. Unit weighs less than 1,000 Ibs. and is
32 in. wide. Complete system trailer can be
Bobcat pulled behind a standard vehicle. Ride-on op-

erator platform and fingertip controls mini-
mize training.

For more information call Kanga at 800/476-
9673 or www.kangaequipment.com /
circle no. 257

Bobcat's T140 compact track loader
measures 55-in.-wide (without bucket)
and weighs just 6,660 Ibs. It combines
the traction and flotation of a dedicated
rubber-tracked undercarriage with the
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John Deere

With many best-in-class features, the John
Deere CT 322 and CT 332 set a new bench-
mark for compact track loaders in stability,
visibility, serviceability, smoothness of
ride, flotation and tractive efforts.
These models offer massive break-
out forces with reinforced booms,
thicker upper links, larger cooling capacity,
and larger fuel tanks. Both models feature a

two-speed transmission, hydraulic Quik-Tatch,

a self-leveling bucket, high-flow hydraulics
and a comfortable HVAC system. The stabil-
ity, traction and flotation of these machines
enhance their versatility, especially in adverse
working conditions.

For more information contact John Deere at
800/503-3373 or www.johndeere.com /
circle no. 258

Vermeer

The Vermeer S600TX comes with a spring-
cushioned platform positioned within the
framework of the machine, reducing the
need to walk through work site debris, mud,
and uneven terrain. Two engine options are

available to power the new compact skid-
steer, including a 25-hp Kohler Command Pro
gas engine or a 25-hp Kubota D905 diesel.
Positioned 14.5 in. high, the platform allows
greater visibility of the attachment and bucket
edge. Strategically placed operator station
console cushions provide added comfort and
help reduce operator fatigue.

For more information contact Vermeer at
888/VERMEER or www.vermeer.com /

circle no. 259

ASV

ASV's SR-80 rubber track loader 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 inde-
pendently. 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.
The company also launched a smaller model,
the SR-70 (not shown), with 15-in. tracks on
a 66-in. machine. This model is built on the
same chassis and cab as the SR-80. They can
travel at max 7 and 12.5 mph

For more information contact ASV at 218/327-
3434 or www.asvi.com / circle no. 260

New Holland

The LS185.B and LS190.B skid steer loaders
are rated at 2,500 and 2,800 Ibs. operating
capacity respectively. The LS185.8B is rated at
78 hp and the LS190.B, which replaces the
L5190 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

instrument panel provides quick reference to
important indicators and service points

For more information contact New Holland at
717/355-1371 or www.newholland.com /
circle no. 261

Thomas Equipment

The model T320 from Thomas offers more
than 7,000 Ibs. 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
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 Equip-
ment at 866/238-6844 or
thomasloaders.com / circle no. 262

Takeuchi

The Takeuchi TL140 rubber track loader is a
third-generation loader that combines the
power of the TL150 with the versatility of the
TL130. Powered by a fuel-efficient, 81-hp
Isuzu diesel, it features a 2-speed travel sys-

tem, operating at high (6.4 mph) and low
(4.5 mph) speeds. A hydrostatic drive system
is directly coupled with planetary final drives
for durable, efficient power. Unit has an oper-
ating weight of 9,590 Ibs., tipping load of
5,952 Ibs. and bucket breakout force of
7,403 Ibs. With 18-in. wide rubber tracks and
an undercarriage that provides floatation ca-
pabilities, it operates easily on soft ground.
For more information contact Takeuchi at
770/831-0661 or www.takeuchi-usa.com /
circle no. 263

continued on page 56
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Use as directed for
Sproutus preventicus.

UALF-PRO

QUAL-PRO

x4 PRO 65 WDG
» / .

B ~ — ——————— - ——

Stop weeds and start saving now.

Get full service control from Quali-Pro. From container stock to landscape and turf, Quali-Pro offers
a powerful line-up of pre-emergent herbicides to help you clean out weeds and grasses —
and clean up like never before! You get the control you demand, the results you
expect and some very nice dividends when you go with the quality

and value of pre-emergent herbicides from Quali-Pro.

ALl

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. Always read and follow label directions,

Experience the ProPoints Difference - More Points, Faster Rewards. Register today at www.propointsonline.com.
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continued from page 54
Compact Power
Compact Power, Inc.'s
track-driven Boxer
526DX diesel unit is the
only mini-skid that offers
an integrated track sys-
tem that retracts from a
fully extended 43.5 in. to
a width of 35in. and is
controlled by a joystick

lever on the control
panel, the company says. The variable track
design makes it simple for the operator to
maneuver the 526DX through tight areas,
such as gates and sidewalks with ease, then
extend back to full width for increased stabil-
ity. The 526DX handles more than 50 univer-
sal compact utility attachments

For more information contact Compact Power
at 800/476-9673 or visit www.boxerequip-
ment.com / circle no. 264

Gehl

Gehl provides three models of its compact
track loaders: the CTL60, CTL70, and CTL80
Each model bursts with power, yet is engi-
neered for total comfort and control. The
CTL60 feautres high-powered, 4-cylinder,
liquid-cooled and emission-certified diesel
engines, which deliver up to 97 hp for excep-
tional performance. Models CTL70 and CTL80
are turbo-charged. Other features include
two-speed drive system utilizes high-torque,
radial-piston motors with planetary final
drives, to match the application and speed of
operations; SAHR (spring-applied, hydraulic re-
lease) multi-disc wet brakes respond quickly,
to hold the loader on any grade; exceptional
hydraulic power, for dependable digging, and
hydraulic self-leveling lift action, to keep loads
balanced whenever lift arm is raised

For more information contact Gehl at
262/334-9461 or www.gehl.com /

circle no. 265

Ramrod
The 905, 915, 950 and 1150 Ramrod
Taskmasters handle the most demanding

jobs. The 905 Taskmaster can be as narrow as

n. to work in constrained areas and the

32
915 can wide track to 44 in. There are more

than 40 versatile, “quick on, quick oft” at-

tachments. From the low-step stand-on plat-
forms, operators get a clear, 360 degree un-
obstructed view of their work area

For more information contact Ramrod at
800/667-1581 or www.ramrodequip.com /
circle no. 266

continued on page 58

CONSERVIGATION — COST-EFFECTIVE INSTALLATION, WATER CONSERVATION

VERMEER and 1ON are of Vermest

Company in e US. andior ofher countries.

NETAFIM USA & » rademan of Netaden Iimgston e
© 2006 Vermeer Marutacturing Company. All Righes Reserved

Circle 130

\ NETAFIM

Installing Netafim™ USA Dripperline
with Vermeer Is as Easy as 1,2, 3.

N

For more information, call 1-888-VERMEER

Netafim USA 1-888-638-2346, or contact your local dealer.

Vermeer
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Huge Advantage

Introducing Scotts’ Landscaper® PRO™

Now you can buy reliable, extended-release fertilizers that deliver balanced nutrition for
up to four months. Scotts® Landscaper® PRO™ includes the fertilizer technology that made
Scotts® a world-leader and a household name, plus pest solutions and professional-grade
spreaders that save time and labor. Combine products that excel in turf and landscapes

with the Scotts name your customers already respect—now that’s a huge advantage.

= % & Landscaper' PRO

32-3-10 16-25-10 STEP® MAX™ 14-14-14
Turf Fertilizer Starter® brand Micronutrients Outdoor
Fertilizer package Ornamentals

-

Contact your Scotts Distributor, call 1-800-492-8255 or visit www.scottsprohort.com to learn more about Scotts® Landscaper® PRO.

©2006
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continued from page 56
Toro

The Toro Dingo TX
420 compact util-
ity loader is ideal

for applications
such as tree plant-
ing, material haul-
ing and handling,
preparing seedbeds,
pond building, construct-
ing decks and fences, demolishing
structures, and installing irrigation systems
Powered by a 20-hp Kohler air-cooled engine,
it offers 35 quick-change attachments: auger,
trencher, vibratory plow, hydraulic breaker,
backhoe, leveler, tiller, cultivator, hydraulic
blade, power box rake, adjustable forks, tree
forks, two-stage snow thrower, rotary broom
and buckets.

For more information contact Toro at 800/344-
8676 or www.toro.com / circle no. 267

Caterpillar

Caterpillar's compact radius models of the
mini hydraulic excavators make it possible to
work in close areas. They are designed to fit
through gates, between retaining or pri-
vacy walls, or through established
landscaping. In addition
to maneuverng in
tight spaces, it is en-
gineered to in-

ductively in tight
quarters. They feature a 360-degree

house swing, and the upper structure re-

mains near the width of the tracks

For more information contact your

Caterpillar dealer or go to www.cat.com /

circle no. 268

Ditch Witch

The Ditch Witch HT25 is a compact, light-util-

ity trencher designed to meet a wide range of

crease work pro-

jobsite needs including the replacement of
existing service lines, installation of new serv-
ice lines, small utilities, footings, and for water
sprinkler systems. It is 80 in. tall from the
ground to the height of the cab and the
transport width is 35.5 in. The unit is pow-
ered with a Kubota diesel engine. Attach-
ments are available

For more information contact Ditch Witch at
800/654-6481 or www.ditchwitch.com /
circle no. 269

IHI

The 12 mini excavators from IHI are offer dig-
ging depths of 5 ft.2 in. to 14 ft.1 in. and
bucket forces of 2,160 Ibs. to 14,730 Ibs
Even with such compact designs, the IHI mini

continued on page 60
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Your

2 Small, medium, large
mixing/storage
systems

JPump and meter
systems for drums,

SouidManacements
~ Store, Pump, Meter & Dispense
Products More Efficiently

minibulk containers R

R

Pre-mix tank systems
for filling backpacks,
jugs and tanks

> Sizes in 50, 110, 220
Gallon

> Featuring Sotera® 400
series diaphram pump

» Mix and dispense with
the same pump

'ﬂ CHEMICAL
CONTAINERS, INC.

Phone:  1-800-346-7867
Address:
Email:

P.0. Box 1307 Lake Wales, Florida 33859
sales@chemical containers.com

turning-radius
rCom
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+ Lifetime warranty or
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HUSTLER | |
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continued from page 58

excavator line offers versatility with three
styles of excavators and component depend-
ability, reports the firm. The entire compact
equipment line includes tail excavators, zero
turn and zero tail swing excavators, crawler
carriers, and all-terrain carrier dumpers.

For more information contact IHI excavators
at 800/538-1447 or www.ihicompactexca-
vator.com / circle no. 270

FECON

FECON, Inc.'s FTX130-FM Track Car-
rier forestry mulcher, with 130 hp, of-
fers almost 50% more horsepower
than any other compact mulcher.
Equipped with the BH85FM mulching
attachment the FTX130-FM weighs
15,100 Ibs. Other features include a
severe- duty hydraulic cooler, revers-
ing fan, travel speed up to 4.5 mph
and 69 gpm hydraulic flow at 6,000 psi. It
can be used for land clearing, vegetation
management and more

For more information contact FECON at
800/528-3113 or www.fecon.com /

charged engine. Its track system uses a sim-
ple, reliable 3-roller undercarriage design
with a low number of moving parts. The
new design allows easier cleaning and im-
proved protection of hydraulic components.

circle no. 271 Unit features servo controls governing both
JCB plus an optional high flow pump with 30.4

The new Robot 180T skid steer loader joins
two other tracked models in the JCB line. It
has an operatihg capacity of 1,800 Ibs. It is

powered by a tier ll-compliant, 60-hp turbo-

gallons per minute at 2,973 psi

For more information contact JCB at
800/PICK-JCB or www.jch.com /
circle no. 272

your SOUICC 4,

cdnservation

solutions

)
GG

Irrigation ¢ Golf ¢ Industrial

the loader and the machine’s transmission, '

BECAUSE ALL
LAWNS ARE NOT
TREATED EQUAL!

* Available in four
different sizes
* 8 to 40 gallons
of liquid
* 100 to 300Ibs.
of fertilizer

Your premier wholesale distributor stocking all major manufacturers’ irrigation and landscape
equipment. We're committed to providing the best customer service in the industry. Stop by
your local branch today, where our trained and friendly people are ready to serve
800.343.9464 | www.ewingl.com
Circle 134 Circle 133
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- Landscaping
* New Education Tracks including

Sponsored by: Ohio Turfgrass Foundation, The Ohio State University, The Ohio State University
Extension, Ohio Agricultural Research and Development Center.

3
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2006 OHIO TURFGRASS CONFERENCE & SHOW

December 5-7, 2006 * Greater Columbus Convention Center ® Columbus, Ohio
Phone: 888-683-3445 e Fax: (740) 452-2552 ¢ E-mail: info@OhioTurfgrass.org ® www.OhioTurfgrass.org
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Our company,
our products, and
our reputation are

all built on one

principle.

Quality.
It’s what we're
made of.

For your nearest
Shindaiwa Dealer, call 800.521.7733
or check our dealer locator at

www.shindaiwa.com

 BIG PUWER‘ :
IBIGISATINGST

Save
UpTo
on the tried-and-true

power of Shindaiwa

hlowers-.-
(1

EB85 IORT

EB2510 245 cc,
Up to 180 mpH

328 CEM*
320 CFN

EB34I0? cc

‘w‘_

blower nozzie

Offer Valid
Through December 31, 2006

Present this coupon to your
partlapatlng Shindaiwa Dealer
for instant savings!

TECHNOLOGY

Before you put your equipment /-
away for the season, ..
there are some things you can do
to extend its work life.

I
WINTER PREP

A final check on
summeyr tools

BY ALLEN SPENCE

for the winter?
Yes, | said winter.

The winter off-season

summer equipment

ready for next spring.

So before you put your trimmers, edgers,

blowers and other equipment away for

the season, there are some things you can

do to extend their work life — and pre-

vent future headaches.

Engine

» Install a new plug.

» Change or clean the air filter.

» Fill the fuel tank with a fuel mix that
has had a stabilizer added. (Actually,
you should be doing the fuel stabilizer
thing year-round).

» Check and replace loose or missing
mounting bolts, nuts and shields.

» Clean around the air intake area and

the cooling fins.

Drive train
» Lube and clean the gearbox.

» Check the condition of the clutch and

re your trimmers ready

is the time to get your

drum, the driveshaft splines for excessive
wear or twist.

» Check the drive cable for fraying along
its length.

» Check the input and output bearings
for excessive movement. You need to re-
place the part if it is the least bit suspect.
» On a hedge trimmer, you also need to
check the condition of the cutting blade,
making sure there are no nicks or missing
pieces. Check the bolts and nuts that hold
the blade assembly together. Once again,
if any defects are noted, replace the af-
fected part(s).

Cutting head

» Install new string in the head, making
sure you use the correct size.

» Look at the overall condition of the
attachment itself. Check for excessive
movement, making sure the attachment
threads are in good condition.

» Ensure that the guard isn't broken,
cracked or even missing, and that the line

cutter is acceptable.

— The author is turf equipment manage-
ment instructor at Hinds Community
College in Raymond, MS. Contact him at
haspence@hindscc.edu.
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Backpack Blower

B2510 & EB3410

Handheld Blowers

POWER AND PRODUCTIVITY

Increase your productivity with the tried-and-true power

of Shindaiwa blowers featuring exclusive C4 Technology® TECHNOLOGY
C4 engines combine the best qualities of 2-stroke and

4-stroke to deliver increased power, improved fuel economy

and reduced engine noise and emissions.

Save $30 or $50 on selected handheld and backpack
blower models (EB2510, EB3410, EB8510). See your
Shindaiwa dealer today for more power, increased
productivity and instant savings. Offer ends 12/31/2006.

www.shindaiwa.com

Circle 135
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CAMPUS
crajismadn

hat's it like to

The director of grounds of Swarthmore College,
home to a world-renowned arboretum, discusses
the challenges of campus life, and what he looks
for when hiring help ey stacev ries

manage what Gar-
den Design maga-
zine calls “the most

beautiful campus

in America"? For
Jeff Jabco, director of grounds at Swarth-
more College in southeastern Pennsylva-
nia, it's like maintaining a museum of orna-
Jeff Jabco, director of grounds,
inspects the College’s new
green roof, which holds
and redistributes

Hoyt Scott (Class of 1895), the arbore-

tum features fragrance, teaching and tex-

mentals, trees and turf while 2,000

students and faculty live, work, dine, study

and lounge in the middle of your exhibits. ture gardens; historic conifer, magnolia and

It takes dedication, innovative design and
help from more than 100 volunteers, but
the results are breathtaking,

cherry tree collections; and the campus’
famous swamp white oak-lined entrance
allée. In addition, Jabco and his 15-person

storm water.

team maintain the 62-year-old Scott Out-
door Amphitheatre, an 8-tier event space
featuring a tulip poplar “ceiling,” evergreen
and rhododendron “walls,” and fescue and
stone seating for 2,000.

continued on page 66

Swarthmore’s campus is home to one
of the U.S’s best liberal arts colleges as
well as the Scott Arboretum, a collection
of 4,000 varieties of omamentals, shrubs,
vines, trees and turf. Begun in 1929 thanks
to the generosity and vision of Arthur




From Practical Application to Business Management,

Grow your Image, Knowledge, and Business
through PLANET Certification.

In a world that demands professionalism, PLANET
certification is essential for anyone in the green industry.

When customers see a “PLANET Certified” patch
on your uniform or logo on your truck, it fells them that you
have been certified at the highest level of professionalism.

Certification by PLANET offers numerous benefits for you and your company:

* An enhanced image of professionalism that creates a competitive edge

* The potential for higher income through career development
* Instant credibility — PLANET certification is proof that you possess knowledge, technical
skills, and @ commitment to quality
* A marketing edge fo set your company apart from competitors
Take action today by visiting landcarenetwork.org to order study materials and get other
details. Invest in yourself and reap the benefits of PLANET certification!

Don’t miss this opportunity in your area fo get PLANET Certified!

December 7, 2006 Columbus, OH Ohio Turfgrass Conference & Show 2007

January 8, 2007 Overland Park, KS Western Nursery & Landscape Association

January 18, 2007 Chicago, IL Mid-America Horticultural Trade Show

January 18, 2007 Boise, ID Idaho Horticulture Exposition

January 19, 2007 Pittsburgh, PA Pennsylvania Landscape & Nursery Association
Written Exam Session

January 20, 2007 Ft. Lauderdale. FL Tropical Plant Industry Exposition

January 22, 2007 Denver, CO Pro Green Expo

January 22, 2007 Columbus, OH Ohio Nursery Landscape Associafion “CENTS”

February 8, 2007 Boston, MA New England Grows

February 8, 2007 State College, PA Pennsylvania Landscape & Nursery Association

’ PLANET Visit: landcarenetwork.org. Or call: (800) 395-2522
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Pennsylvania native Jabco is responsi-
ble for all outdoor space, which includes
the 300-acre main campus and arbore-
tum, 20 acres of athletic fields, and the
adjacent 50-acre Crum Woods and Crum
Creek. After earning undergraduate and
graduate degrees in horticulture, plant
pathology and landscape design from
Pennsylvania State University and North
Carolina State University, he started his
career at the local extension office, where
he began consulting with Swarthmore
staff. In 1990, he became the college's
new director of grounds and coordinator
of horticulture for the Scott Arboretum.

The post requires a lot of energy and
dedication, in part because the grounds
never close. The arboretum is open to the
public from dawn to dusk, every day of
the year. Plus, at colleges like Swarthmore
— highly competitive for the nation’s
smartest high-school students — the land-
scape can make the difference in student
recruitment and retention. A recent
Chronicle of Higher Education report
even found groundskeepers more impor-
tant than vice presidents in college recruit-
ing efforts. Jabco understands the pressure.
“First impressions are everything,” he says.

Turf 101

Campus life and the arboretum must exist
in harmony, even though Jabco's team and
students don't always see eye to eye. “Of
everything we have here, our biggest chal-
lenge is keeping the turf alive,” says Jabco.
“Students usually take the shortest route
from A to B, not necessarily the paths. We
end up with a lot of muddy trails.”

To keep the turf healthy, Jabco “re-
trains” students to avoid sensitive turf with
cleverly placed ropes, bushes and benches.
The college has also tried widening foot-
paths. But the turf still takes a beating,
which can lead to disease (usually summer
patch) and weeds (mostly annual blue-

Commencement and other events are held in
the 8-tier Scott Amphitheatre, built in 1941.
(Above, right) Student traffic poses the
biggest challenge to keeping the turf healthy.

grass, goosegrass and crabgrass). To help,
Jabco's teams aerate the entire main cam-
pus twice each spring and fall.

The campus turf was originally Ken-
tucky bluegrass and perennial ryegrass but
is slowly being transitioned to heartier
turf-type tall fescues. Ultimately, fescue
will do a better job withstanding traffic
though it takes time to toughen up —
typically a year.

The team also spends nearly that long
preparing soil for new gardens or turf. “If
we build up the soil, the fescue is stronger
and ornamentals will withstand pests bet-
ter,” Jabco explains. If time permits before
planting, the site is amended with the col-
lege’s own compost plus any nutrients or
amendments dictated from a soil test. Be-
cause the main campus's turf isn't irri-
gated (only the athletic fields), grub dam-
age is not a problem.

As one would guess, most of Jabco's
pest problems involve ornamentals. Over
his 15-year career, he's seen Dutch elm,
apple scab, hemlock woolly adelgid,
scales, mites, sawflies, anthracnose, fire
blight, root rots, deer buck rub and dog-
wood blight. His team opts for ornamen-
tal soaps and oils, and, only when war-
ranted, chemical control.

Despite having some many rare and

historic specimens, Jabco and his team are

AT A GLANCE:

Swarthmore College
& Scott Arboretum

» Full-time grounds staff of 15

» 100 part-time volunteers

» 300-acre main campus, 20 acres of
athletic fields, 50-acre Crum Woods
» Home to 4,000 varieties of orna-
mentals, shrubs, vines, trees and turf
» Features fragrance, teaching and
texture gardens; conifer, magnolia
and cherry tree collections; a swamp
white oak-lined entrance allée;
8-tier Scott Outdoor Amphitheatre
» Recently installed a green roof
and biostream areas as part of a
Leadership in Energy and Environ-
mental Design (LEED) focus

» Outsources turf renovation, mow-
ing and tree work; most snow re-
moval and aeration done by staff

surprisingly low-key about pest control.
“The mission of the arboretum is to repli-
cate nature and educate the public so we
don't worry too much if a plant has holes
in its leaves,” says Jabco. “We need to see

how certain varieties behave naturally.”

Helping hands

Also in line with their mission to educate,
Swarthmore's grounds teams work with
more than 100 volunteers, who help with
everything from weeding and mulching
to invasive exotic plant removal — as well
as staffing for events and in the Scott Ar-
boretum office. Volunteers are chosen for

continued on page 68
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Project EverGreen-200/ Report to Stakeholders

Join Us in Telling Millions of Americans about the Benefits of Green Spaces

EverGreen

By Den Gardner

It’s critical for our industry to educate
Americans about the value of your company
and the benefits you provide.

As the green industry equivalent of the
“Got Milk?" campaign, Project EverGreen's
very existence is based on a mission to
raise awareness among consumers. The
message is simple: the promotion of the
environmental, economic and lifestyle
benefits of green spaces.

Project EverGreen was founded two
years ago by an alliance of large and small

companies, associations, contractors and
others who provide services and products for
green spaces and the people who work

in them. Our purpose is to promote the
significance of those who preserve and
enhance green spaces at home, work and

play and to bring an alternative voice from
those criticizing these areas. By doing so,
we support the thousands of American
landscapers, lawn care operators, sod
producers, arborists, nursery and greenhouse
growers, golf course superintendents, sports
turf managers, irrigation contractors,
professional grounds managers and others.

But we don’t lobby or represent any
one segment or product category. Project
EverGreen encompasses all the people,
products and services used for green spaces
and the benefits of maintaining them.

Project EverGreen Tells
the Green Industry Story

Midway through 2006, we had already
touched more than 115 million Americans
through exposure in the news media.

We have told your story in hundreds
of newspapers and radio stations, from
the weekly paper in the Parkersville,
W. Va. Sentinel to New York Newsday.
Here is a small sampling of the
national media that have covered
Project EverGreen nationwide:

» New York Newsday

* The Tennessean

* The Cincinnati Enquirer

* The Daily Oklahoman

* The Denver Post

*» The Minneapolis Star Tribune
* Detroit News

ALL RIGHT AMERICA:
Show Us Your Green Spaces
In 2006, Project EverGreen went in search
of the best photos of well-maintained green
spaces with a contest awarding publication
in our Because Green Matters Calendar.
The photography contest was inspired
by our Because Green Matters Award, which
recognized the University of Akron (Ohio)
and Southern Land Company (Tennessee)
for their efforts to develop green spaces.

Your Support is Crucial

As a non-profit organization, Project
EverGreen relies on contributions to relay
our message to consumers and your help
is needed! Volunteer, contribute and get
involved! Sign up online at
www.projectevergreen.com.

Or call toll-free at 1-877-758-4835.

Partnering with
Like-Minded People

We've created partnerships with
organizations such as Habitat for
Humanity and America in Bloom that
give us a solid story to tell consumers,
while simultaneously working directly
with the public.

(Editor’s Note: Den Gardner serves as executive
director of Project EverGreen and helped found its
current mission and strategies just two years ago.)

Do the Right Thing

Our highest profile campaign to date is GreenCare for Troops.
This public service initiative provides free lawn care for families
of armed forces personnel serving in the Middle East.

How does that help the green industry? GreenCare for Troops’
slogan is “Serving You While You Serve Us.” It puts a face on the
green industry, and identifies us as people who care, by matching

affected families with local lawn and landscape contractors who

have volunteered their services. Are you a volunteer yet?

Project EverGreen enlisted former Marine Gunnery
Sergeant, R. Lee “Gunny” Ermey, as its spokesperson.
Well-known for his roles on screen and TV, Gunny supports the
program because, “The lawn and landscape industry recognizes
the financial and emotional sacrifices being made by our men
and women serving overseas.”

Word about GreenCare for Troops spread like wildfire through the international
military community by our media relations. We give daily interviews about the
program, and connect the media with local contractors and families for a truly
personal perspective. A soldier in Iraq even asked that we send a Project EverGreen
banner to him. It is now displayed in Saddam Hussein's former palace.

GREENCARE |
FOR TROOPS
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annual assignments that require six hours
a month (though most give more time).
Each volunteer must first attend five day-
long training sessions.

“We started the program in 1987 and
now have volunteers working beside us
up to three days a week,” says Sue Stark,
gardener and volunteer coordinator. “We
simply couldn’t do it without them.”

The arboretum recruits its volunteers
via announcements in local papers and
word of mouth. Most of the volunteers
are local retirees or ex-college employees
but the staff is also trying to recruit work-
ing folks with weekend and evening
hours. Stark’s recommendation to others
who wish to start a volunteer program:
consider hosting an “open house” to ex-

plain the program and build up a critical

mass of prnspc(li\'c volunteers.

In addition to volunteers, Jabco em-
plo)\ two or three contracted lawn care
crews for mowing, pest control on orna-
mentals or renovating turf. He requires
that crews be flexible enough to handle
the needs of a campus open 24-
hours a day, seven days a week.

“On campus, things are always
changing and we have much
shorter windows of time to get
work done,” he explains. Mowing
around dorms is prohibited before 9
a.m. and classroom areas must be
avoided during the day — leaving very
little time for routine maintenance.

“I need my crews to be in constant
communication and ready to change direc-
tions quickly,” he says. “I'm also looking for

the best quality I can afford because I have

A hired crew works
on ornamental
beds on a beautiful

WWW swanhmore edu or
www.scottarboretum.org

'(See

sidebar for more informa-

so much at stake.”
tion on winning institutional accounts).

Looking ahead

The constant challenge of keeping it all
looking spectacular while meeting the
needs of his “customers"— students, fac-
ulty, alumni and the administration — is

what keeps Jabco and his team motivated.

POWER
HUNGRY?

[0 Kubota 86 hp, 4 cylinder,
turbo, liquid cooled, Tier Il
diesel engine.

Live hydraulic-feed system
with try-again feature.

16.5" dia. single-feedroller.

Find a dealer near you! Call us at 800.247.7335
or log onto www.BearCatProducts.com

Circle 139
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4 reversible, heat-
treated chipper steel blades.

46" x 2"
disc - 987 Ib.

20" x 14" In-feed opening.

solid steel

Our company,
our products, and

our reputation are
all built on one
principle.

Quality.

It’s what we're
made of.

For your nearest
Shindaiwa Dealer,
call 800.521.7733
or check our dealer
locator at

www.shindaiwa.com

on the tried-and-true

power of Shindaiwa
/4 blowers...

EB8510RT

EB2510

EB3410

Offer Valid
Through December 31, 2006 |

Present this coupon to your
participating Shindaiwa Dealer l
for instant savings! I

e e o — —— — — — —
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How to win the college account

To win an account like Swarthmore College, home to a world-class 300-acre
arboretum, can be a great resume booster for a lawn care company. Jeff Jabco,
director of grounds since 1990, tells us what he looks for when hiring crews:

» Communication and flexibility. “Things change so fast on campus due to all the
events, | need someone who is easily accessible and can change directions quickly.”
» Quality at a fair price. “I look for the best balance between quality and affordability.”
» Be a conduit to the outside world. “I appreciate it when a contracted crew offers
ways to reduce costs or techniques | might not be aware of. “

» Get experience. “I look for businesses with experience in a college setting. If you
don’t have any, try gaining some retirement community accounts or anywhere
there are people living on the grounds 24 hours a day.”

One day they are providing clippings to a
biology class studying plant extracts and
the next preparing the vice president’s
lawn for a 500-person event. “Every day is
different,” says Jabco, describing what he
likes best about his post. “And I still get
outside most of the day.”

He also enjoys Swarthmore’s emphasis
on landscape design, especially Leadership

in Energy and Environmental Design

(LEED) projects. On a new dormitory, he
recently installed a “green roof,” which
uses rooftop grasses and sedums to collect
and redistribute storm water. He also over-
saw the construction of several biostream
areas, where rock- and grass-filled drainage
beds collect and “recharge” storm water.
“Though Swarthmore is on a hill, we can
have problems with flooding,” he explains.

Unique to Swarthmore is a giant un-

derground cistern that holds excess water.
Located underneath a main courtyard,
the 23,000-gallon cistern collects runoff
that is later used to irrigate gardens. “The
cistern is really helpful in times of
drought,” says Jabco.

In the future, Jabco and his team will
continue to expand the arboretum and
add more eco-friendly innovations. One
project is the implementation of a com-
puter mapping systems that allows staff
and visitors to pinpoint every last one of
the arboretum's 4,000 specimens. This
precision, coupled with the beauty and
scope of the historic arboretum, means
Swarthmore will continue to set new
landscape standards into the future. 1m

—The author is a freelance writer based
in Philadelphia. Contact her at
him n

RNDSIGNS

Marketing, Design & Print

PROMOTE

YOUR
COMPANY

Printing « Signs « Marketing « Design

VIEW HUNDREDS

OF PROMOTIONAL
IDEAS ONLINE!

WWW.RNDSIGNS.COM
800-328-4009
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New Algae, Moss,

& Mold Control

For Lush, Velvety Lawns

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

* Environmentally Responsible

® Results within 48 Hours of Application
* Contains No Heavy Metals

* Easy-to-use Shaker Container

TERRACYTE.

Broad Spectrum Algaecide/Fungicide

For more information, 1.888.273.3088 (toll-free).
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Products

TOOLS OF THE TRADE

For healthy turfgrass

Genesis Calcium for turf from A.T. Sales Asso-

ciates offers turfgrass managers a simple and
effective method for delivering calcium to
plants and soil. Calcium regulates the trans-
port of other nutrients into the plant and lack
of available calcium contributes to or is di-
rectly responsible for: increased soil com-
paction, salt build up, thatch accumulation,
excessive weed growth, fungus, algae, mold
and dead spots or thin areas on turfgrass.
Genesis uses the electrical value of calcium to
deliver exponential results with minimal in-
puts. Application rates range from 45 to 90
grams per acre. Genesis is a wettable powder
and comes in 1-Ib. packages.

For more information contact A.T. Sales
Associates at 888/442-2322 or
www.genesiscalcium.com / circle no. 273

Professional hogs
Bush Hog's new Commercial
and Professional Series mowers
give commercial operators a
competitive edge. The
Commercial's frames are
built of strong structural
steel, decks are
fabricated

and rein-
forced for
extra strength,
and the durable cast iron spindles

are easy to grease from the top. Rugged Hi
LIFT Bush Hog blades deliver 18,500 fpm
blade tip speed. The Professional Series fea-
tures a pivoting front axle that reduces scalp-
ing and deck wear and keeps all four wheels
on the ground in undulating terrain or when
climbing curbs. Change from pivoting to
fixed axle is quick and requires no tools. All
Professional Series decks are built of the same
7-gauge material as Bush Hog heavy duty
mowers, and 2,900 psi relief valves protect
the hydraulic system against shock loads and
extend system life.

For more information contact Bush Hog at
334/874-2700 or www.bushhog.com/
circle no. 274

Versatile combination cabinets
Lista International Corp.'s modular Combina-
tion Cabinets serve as an ideal solution for
storing, securing and moving items of varied
size and shape. These cabinets feature full-
width top drawers, which can store unusually long items safely and securely.

The cabinets can be configured with a variety of drawer sizes, either full or shadow
depth, and feature an optional shelf or roll-out tray for storage of bulky items. The
cabinets are available with a choice of bases including mobile, fork truck, pallet truck,
frame and Lista’s new wet clean base. Optional tops allow the housing top to serve as a
functional worksurface. The cabinet drawers feature a 440 Ib. load capacity each and
are available in seven different full sidewall heights for maximum cubic storage capacity.

For more information contact Lista International at 800/722-3020 or

www.listaintl.com / cirde no. 275

Do the “Twist’

Rain Bird's Jar-Top Anti-Siphon line of prod-
ucts is designed with a threaded bonnet that

provides homeowners with immediate access

to the valve's basket filter for fast and easy
cleaning and maintenance. In addition to

Jar-Top Anti-Siphon valves comes
equipped with a “reverse flow” feature,
which means that if the valve becomes
accidentally damaged it will shut itself
off, keeping both the flooding and
water bill to a minimum. Available in
both 3/4- and 1-in. sizes.
For more information contact Rain Bird at

800/RAINBIRD or www.rainbird.com /
circle no. 276

Green Roof in a day

GreenGrid's new DIY Green roofing system
for homes and smaller facilities comes with
five plant pallets selected for their hardiness

the easy access “twist-off” top, each of the .

and low maintenance requirements. The DIY
Kit includes plant and growth media, a root
barrier material, and 2-ft.- by- 2-ft.- by - 4-in.
deep lightweight plastic modules, which
make the roof easy to install. The entire
green roof can be installed in less than a
day — then the benefits begin like reduced
energy costs, extended roof life, sound insu-
lation and more.

For more information contact GreenGrid at
Greengridroofs@westonsolutions.com or
www.greengridroofs.com / circle no. 277

Avocet Aquatic Herbicide
Avocet Aquatic Herbicide is the newest addi-
tion to the growing line of aquatic products
from Phoenix Environmental Care LLC. Avo-
cet is formulated with 53.8% glyphosate as
the active ingredient to ensure post-emergent
control of a variety of aquatic and non-crop
site weeds. A systemic, broad-spectrum
herbicide, Avocet will control cattail, grassy
weeds like torpedo grass, woody plants like
trees and brush, many floating plants and
other aquatic weeds. Avocet has no water-
ing, swimming or fishing restrictions follow-
ing applications. The product may be applied
aerially, by boat, backpack or most conven-
tional application methods.

For more information contact Phoenix
Environmental Care at 229/245-8845 or
www.phoenixenvcare.com / circle no. 278
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A real cut-up
Tanaka America's ECV-5601 mid-size
chain saw is ideal for farm and firewood use
and is the largest in the Tanaka line. The ECV-
5601 features a 50-cc, 3.6-hp, 2-stroke en-
gine; 6-point anti-vibration system; decom-
pression system for easy starting; and a 1-year
professional / rental warranty. Tanaka's other
chain saws include one other mid-size saw,
the ECV-4501, and three smaller limbing
models. The TCS-3401 and ECS-3301 are
both top handle saws in the 32-34-cc range
and the ECS-3351 is the rear handle version
of the ECS-3301. All Tanaka saws are EPA
and C.A.R.B. compliant

For more information contact Tanaka America
at 253/333-1200 or www.tanaka-usa.com/
circle no. 279

Ball keeps growing
Ball Horticultural Co. offers landscape profes-

sionals an array of new landscape-loving
plants that will transform the average garden
into a sensational landscape. Mystic Spires
Blue salvia is naturally compact, well
branched and very free-flowering. The sturdy,
dark green-leafed plants grow to a height of
18 to 24 in. and are covered with true blue
flowers all season. Rio purslane is a low,
spreading plant that thrives through summer
heat. The well branched, free flowering and
vigorous varieties in this series grow to a
height of 2 to 4 in. and is available in orange,

apricot, yellow, white, scarlet and rose. Blazin’
Rose iresine and its multi-color leaves grows
to a height of 18 to 30 in. and performs well
in both the sun and the shade

For more information contact Ball at
800/879-BALL or www.BallLandscape.com
| circle no. 280

Swiftly swap attachments

The optional Hydraulic X-Change mounting
system for Bobcat compact excavators features
hydraulically activated attachment retention
pins that retract to remove the attachment and
extend to secure the attachment, thus saving
the operator time and labor. Bobcat represen-

tatives say the ease of the new feature will im-
prove operator efficiency and machine utiliza-
tion by encouraging operators to use the
proper-sized excavator bucket and the best at-
tachment for the job. Several attachments can
be used with Bobcat compact excavators, in-
cluding the trenching bucket, grading bucket,
breaker, auger and compactor.

For more information contact Bobcat Co.

at 866/823-7898 or www.bobcat.com/
circle no. 281

continued on page 75
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MANAGE your BUSINESS
the SMART WAY ...

“~CLIP Software

* Schedules customer’s jobs
* Routes crews in best order
* Tracks employees
* Finds your profitable customers, ™~
¢ Can bill from QuickBooks®

Why do 10,000+ companies run 2 Billion
$$$ through CLIP every year?

Because it WORKS!

www.clip.com ¢ 800-635-8485

Circle 150
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WERE YOU

Trimmers

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@%seekeh

The search engine for the
green industry professional

www.green-seeker.com


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

continued from page 71

Extended-release
fertilizer

For use on all areas of turf,
32-3-10 Scotts Landscaper
PRO Turf Fertilizer is specially
formulated with Scotts Poly-S
extended-release fertilizer for
uniform growth and provides
extended feeding that lasts
up to three months. A 50-Ib
bag covers up to 31,000 sq. ft
For more information contact The Scotts Co.
at 800/492-8255 or visit
www.scottsprohort.com / circle no. 282

Walk along

Husgvarna recently introduced the W21 Walk

Series, a line of walk behind mowers

equipped with commercial grade engines
C With three height adjustment settings, as well
as heavy duty commercial grade cables and
controls, the mowers’ handle offers durability
with comfortable ergonomic control. The
open design of the handle also al-
lows for the high capacity fabric
bag to be easily removed and
installed. The strength and
rigidity of the mowers’ 21-
in. cast aluminum deck
design and 9-in
wheels provide

premium

cutting performance. The
added crankshaft support and deck mounted
engine bar protect against possible impacts
For more information contact Husqvarna at
513/381-8855 or www
/ circle no. 283

usa.husqvarna.com

Diesel Dingo

Compared to other Dingo models, Toro's TX
525 Wide Track diesel compact utility loader
offers extra torque, longer engine life, and in-

creased hydraulic flow for en-
hanced performance of ground-
engaging attachments. The
model is compatible with Toro's
35-plus compact utility loader
attachments — making it well
suited for applications such as
installing irrigation systems,
preparing seedbeds, material
hauling and handling, construct-
ing decks and fences, tree
planting, demolishing structures and pond
building. Weighing 2,127 Ibs. with a standard
bucket, the TX 525 Wide Track has a rated
operating capacity of 553 Ibs

For more information contact Toro at 800/Dig-
Toro or visit www.toro.com / circle no. 284

Easy weeding

The new Turf-Tec WeedAway not only re-
moves the weed, but also twists off the entire
root system to prevent re-growth. The Turf-
Tec WeedAway Tool is designed for the
rugged maintenance of everyday use has re-
placeable heavy duty spikes to insure many
years of service. The Turf-Tec WeedAway tool
is made of heavy duty gauge steel and also
contains a spring loaded ejection rod to re-
move the weed from the spikes after pop-
ping the weed out of the ground. The tool is
tall enough to be used while standing up so
the entire weeding process can be done with-
out bending over.

For more information contact Turf-Tec Interna-
tional at 800/258-7477 or www.turf
tec.com / circle no. 285

Stay sharp
Foley United's new
460 Automated
Rotary Blade Grinder
features an enclosure
system for dust and
noise control. Two
grinding heads, automated infeed cy-
cles, and a built in blade balancing system
makes the process safer and more produc-
tive. The 460 will minimize multiple issues
that are associated with dull rotary blades
More stress on hydraulics, added strain on
your engine, and increased fuel consumption
is typical when blades aren’t sharpened

regularly.

For more information contact Foley United
at 800/225-9810 or visit
www.foleyunited.com / circle no. 286

Clear the way

FECON's Bull Hog BH85-PTO Heavy Duty
Mulcher has 36 double carbide tipped cutting
teeth, a cutting width of 70 in. and weighs
2,900 Ibs. It is designed for clearing lots,
brush and yard waste piles, park trails, wildlife
habitat and firebreaks. Like other proven Bull
Hog Mulchers, the BH85-PTO features an av-
erage tool life of 300-500 hours, a patented
rotor design for unmatched cutting efficiency
and a dependable belt drive system for more
uptime. Options include custom or universal
mounts and rake teeth for the push bar.

For more information contact FECON at
800/528-3113 or www.fecon.com/

circle no. 287

YOUR HOME FOR HIGH
FOR ANY PUSH

snowpusherparts-com

ON THE MARKET.

BIG DISCOUNTS ON AFTER-MARKET
PARTS THAT FIT ALL BRANDS!

wear shoes, rubber & poly cutting edges, bolt Kits,
chain & binder kits, cutting edge hol

DISCOUNT PARTS.

downs, etc.

Purchase from us

exclusively on the internet.
Circle 144
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ECHO
BEAR CAT

The broadest selection of chippers and
chipper/shredders in the industry.

Chippers
Chipper/Shredders
Vacuums

Stump Grinder
Wheeled Trimmer
Mowers

Also on our website:
Owner's Manuals
Parts Manuals
Troubleshooting
Dealer Locator
Warranty Registration
Product Specs

Circle 145

Battery Operated
Irrigation Controllers

R600 Series with Remote Control

* Wireless Remote Operates

Any Number of Field Controllers
* Range: 150’ fine of sight
* 1,2, 4 Stations
* Waterproof

500 Series

* 1, 4,6 Stations

Available with.

* |n-line Valves

* Manual Valve
Actuators

* DC Solenoids

DIG Corporation +« 121

Circle # 147

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

e smain o 1-800-457-831

Advanced Aeration Systems

www.aery

With exclusive field reports, breaking news headlines,
companies and people on the move, discussion forums and
online-only content, you don’t want to miss an issue!

LAMELCAPY MARALE MINT | 98 Wb $o8 AN AT (OATRAC YR L (AR PR § AR AR

Tos Lampscaren's
Tiseciors
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ADVERTISING
INFORMATION:

Call Brian Olesinski at
800-669-1668 x3757

or 216-706-3757,

Fax: 216-706-3712, E-mail:
bolesinski@questex.com

BUSINESS FOR SALE

Profitable residential landscape
Design/Build and maintenance
company for sale in
Columbus, Ohio.

Expand your existing company or make yours
more profitable and efficient with our proven
18 years in the Residential Design build field.
This is a very well known, well managed, and
highly organized turn key operation.
2005 Gross sales $800,000.00 +,
YTD= $600,000.00 +. This is an excellent
opportunity to expand your existing business or
get into one of the fastest growing business in
the country. Business includes a growing turn
key operation, all key employees, equipment,
advertising, etc.

Call 614-848-6500

» Payment must be received by the classified closing
date

» We accept VISA, MASTERCARD, and AMERICAN
EXPRESS.

» 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)

BUSINESS OPPORTUNITIES

Every month the Classified Showcase
offers an up-to-date section of the
products and services you're looking for.
Don't miss an issue!

$

CALL: 800-845-0499

$

PROFIT $ PROFIT $ PROFIT

The answer is NOT more jobs & more equipment! Profits Unlimited
is the real deal. Our manuals & CDs will help you earn more CASH &
PROFIT for you,

o www.profitsareus.com

“Simply put, our net profit went from 7.66% to 33.3% affer applying Profits Unlimited
strategies”” Mike Rogers Care Tokers Ground Maintenance

If you don’t change anything today,
nothmg will be any different tomorrow!

$

GUARANTEED!

$

FOR SALE $239,000
Gardening Service, Denver, CO
Residential maintenance w/mgt.
Fantastic reputation, turnkey opp.

$100k profit and growing!!

jjohnston@baltd.com
303-758-4600

* FUN OUTDOOR BUSINESS *
Opportunity to own a well-established business
with unlimited growth. Aerification of golf
greens/athletic fields. Makes $150/yr. in profits!
TX. #61612JH
International Business Exchange
512-310-2966
Fax: 512-310-8113

Taking Your

Synthetic Golf Greens Voted,

“The #1 Profitable Servuce ldea Ot 2006

To The Next Level

Reasons To Call Us:
* 2= * Huge Profit Center - Up To 60%
"8 * Advanced Online Training
* Utilize Existing Equipment
* An Easy Add-On Service
& * Up Sell Existing Products
* Greens Sell More Landscapes

800-334-9005

your ad with color

Quality Synthetic Grass Surfaces

hJJJ‘

GRASS ;)‘U‘,; “J/

Bu:ldmg Successful Relationships
Since 1998
Call us today 877-881-8477
\\’\\’w.thcputtinggrccncom pany.com
WWW.X-grass.com

Use color to get the attention your ad deserves!

www.allprogreens.com

A WANT TO BUY OR
{v’ o~%  SELL A BUSINESS?
‘ Professional Business
Merper & Acguisition speciaiis. 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, | 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 pbemellol @aol.com
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For a FREE hydro seeding info pack & video call:

TURBO TECHNOLOGIES, INC.
1500 FIRST AVE., BEAVER FALLS, PA 15010
1.800.822.3437

www. turboturf.com

HELP WANTED

@ DUKE’S

Landscape Management, Inc.

We are an award-winning full-
service landscape management
firm committed to high quality
products, on time delivery, and
superior customer service. Due to
our continued growth and success
we currently have the following
career opportunities available:

* BRANCH MANAGER
* PRODUCTION MANAGER
* CREW LEADERS - INSTALLATION &
MAINTENANCE

We offer an excellent salary,

benefits package, and great work
environment!

Duke's Landscape Management
50 Rt. 46 W, Hackettstown, NJ 07840
908.850.6600 / fax 908.850.5516
email: tanya@dukesim.com

ations Mgr., Branch Manager or
1al Manager to work for you

E-mail resume to hr@ustawns.net or
fax o 407/246-1623.

US.LAWNS

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
arc 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 develop-
ers, home builders, and industrial commercial
developers. We offer an excellent salary,
bonus and benefits package. Outstanding
career opportunities exist in each of our fast
growing branches for:
Account Manager
Estimator
Foreman
Irrigation Technician
Project Manager
Purchasing Agent
Sales Personnel
Spray Technician (QAC, QAL)
Superintendent
supervisor

For more information, visit
www.gothiclandscape.com
or email: hr@gothiclandscape.com
Ph: 661-257-1266
Fax: 661-257-7749

Don’t stress
about finding
new customers.

Place a classified ad with
Landscape Management
Magazine

www.landscape
management.net

Tnkpe

Nakae & Associates, Inc. is one of southern
California’s leading Native Habitat Revegetation
and Restoration Contractors. Since 1984, we have
been creating and maintaining both native habitats
and commercial landscape una irrigation projects.
Our confinued growth presents excellent career
opportunities with unlimited potential for
advancement. We are currently seeking people for
the following positions:

* Project Managers

® Superintendents

® Foremen

® (rew Leaders

® Drivers

® Equipment Operators

* Revegetation Specialists

® Spray Technicians (QAL, QAC)

Please send your resume fo the atfention of
Mr. Kevin P. Kirchner @ ocstaff@nakae.com
or fax fo (949) 786-2585.
Nakae & Associates, Inc.

11159 Jeffrey Road, Irvine, CA 92602
ph. (949) 786-0405

TruGreen LandCare
TruGreen LandCare has immediate openings
due to our recent growth in business. We are

looking for the following positions:

Account Manager — Tacoma, WA — #6323 AM
Account Manager — Fairview, OR — #6099 AM

Sales Manager — Fairview, OR — #6099 SM
We offer a competitive salary, excellent
benefits package, including 401(k) and

company stock purchase plan and
opportunities for advancement.

To learn more about joining our team,
please e-mail your resume with job number to
sallen.trugreen@comcast.net
or call Shellie today at 503-744-0549!
EOE AA /M/F/D/V

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

’

www.landscapemanagement.fiet
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Natural High

Are you enlivened by landscaping? Empowered
by excelling? Motivated by managing! Tuned in
to teamwork? Turn your energy into a successful
long-term career at one of Southern CA's
premier firms and help us reach new heights.

We are looking for the following positions in
our Landscape Maintenance, Plant Health Care
and Tree Care Departments:

+ Branch Managers
« Account Managers
+ Sales

Branches in Los Angeles, /
Riverside, San Diego
and Ventura
Counties.

, email: humanresources@staygreen.com

Fax: 877-317-8437 Website: www.staygreen.com

—TRUGREEN LandCare —

Seeking Highly Qualified Landscape Professionals
VA*MD*DC#DE*PA®NJ*NY*CT+*MA*NH
We're Expandlng Operations in 2006!

LANDSCAPE MANAGEMENT
SALES
SOUTHEAST WISCONSIN
The Bruce Company of Wisconsin has a full-
time, salaried career position available in our
Racine office. If you enjoy meeting people,
have excellent communication and
interpersonal skills, are organized and can work
independently, then we would like to talk to
you! Prior experience in sales and building
long-term customer relationships is required
along with some computer knowledge,
landscape background or a related education.
Our benefit package includes a vehicle,
health and life insurance, vacation and
holidays along with a 401k program.
Salary is commensurate with experience.
The Bruce Company is an EEO/AA employer.
Please mail or fax your resume to:
The Bruce Company
Attn: Mike Michalski
4950 Memco Lane
Racine, WI 53404
Fax: 262-639-7471

HOV

HELP WANTED (CONT'D)

DAVEY 7.
Commercial Grounds Management
Rewarding career opportunities

are available with our growing
commercial division.

If you are a proven manager
with a passion for landscape
management, come join the

2,600 employee-owners of Davey.

Visit www.davey.com
E-mail: george.gaumer@davey.com
Fax: 330-673-0702

BRICKMAN

Enhancing the American Landscape Since 1939

Brickman is looking for leaders
who are interested in growing their
careers with a growing company.

Nationwide career and internship
opportunities available in:

* Landscape Management

* Landscape Construction

« Irrigation

* Accounting

* Business Administration

Start growing your career at:

brickmangroup.com

IIIx

SERPICO LANDSCAPING, INC.

* Account Managers j
+ Branch Managers

For Info. Call (510) 293-0341
Jjobs@serpicolandscaping.com

T SorwaRe
MOWERM ETER

Equipment
Tracking Software
Designed for the .
'g’('irej:n Industry

@ Scheduling

@ Tracking

@ Costing (1
® Parts Inventory

Free Demo 800- 635 8485
WWW.MOWERMETER.COM

Trlal

w (e

Looking to hire
someone?

,,,,,

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

Paying, Accounting, Payroll, Marketing and more

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

www.wintac.net 1-800-724-7899
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ESOUR CES WHAT, WHEN & WHERE

5-7 New Jersey Turfgrass

December

€ € Conference & Show / Atlantic

3-6 American Society of City, NJ, Sponsored by New Jersey

Consulting Arborists Annual Turfgrass Association, 215/757-

Conference / Silverado Resort, NITA www.njturfgrass.org

Napa, CA. Sponsored by ASCA,

301/947-0483 www.asca- 24 .Georgia igrats

Institute and Trade Show /

onsultants.org Duluth, GA, Sponsored by: Georgia

47 Turfgrass Short Course / Turfgrass Association, 706/335-

Blacksburg, VA, Sponsored by 6817 www.turfgrass.org

Virginia TurfgrassCouncil, 757/464-

1004 www.vaturf.org FOLGA Anwnal iy and

Breakfast / Columbus, OH,

47 Golf Short Course / Sponsored by Ohio Lawn Care

Virginia TurfgrassCoundil, 757/464-  Www.ohiolawncare.org

1 X rf.

(9 el 11-13 Texas Turfgrass

5-8 Ohio Turfgrass Conference ~ Conference & Expo / Austin, TX,

and Show / Columbus, OH, Sponsored by Texas Turfgrass

Sponsored by Ohio Turfgrass Association, 800/830-8873

Foundation, The Ohio State Univer-  WWw.texasturf.com

sity, OSU Extension, Ohio Agricul- I

tural Research & Development ':l:f'sr:::ll’la o t/

Center, Ohio Lawn Care Associ- 9 A e

ation, Ohio Sports Turf Managers Lahsing, M, Shoescrsd -
; gan State University Extension,

Association, Ohio Sod Producers
Association, 888/683-3445

517/355-0271, x 147 www.
michiganturfgrass.org

www.ohioturfgrass.org

5-7 Rocky Mountain Regional January

Turfgrass Association Annual

Conference and Trade Show / 4-5 Mid-States Horticultural

Denver, CO, Sponsored by Rocky Expo / SLouisville, KY, Sponsored

Mountain Regional Turfgrass by: Kentucky Nursery & Landscape

Association, 303/770-2220 Association (KNLA), the Tennessee

www.rmrta.org Nursery & Landscape Association
(TNLA) and the Southern Nursery
Association (SNA), 770/953-3311
www.sna.org/midstates
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Winners

SMALL/MID-SIZED COMPANIES TO WATCH

The Weidner Group

When experience and passion meet, great things happen

BY RON HALL / Editor in Chief

t took a few years in busi-
ness before Jim Weidner
and his team got down to
doing what they really
loved to do — design, build
and create. But once they did,
great things started happening.

“Design/build is what we
love,” says Weidner, president
of The Weidner Group, North
Ridgeville, OH. “This is our
passion, and when you're pas-
sionate about something it
will rise to the top and be-
come your strength.”

This past spring, The Weid-
ner Group, which is headquar-
tered about a 30-minute drive
southwest of Cleveland, led
the state, earning seven Land-
scape Ohio! Awards for its in-
novative residential landscape
projects. The Ohio Landscape
Association sponsors the an-
nual competition.

Working with clients

While awards are nice, Weid-
ner stresses that the biggest
goal of his team is to provide
clients — mostly residential —
with “outdoor living spaces”

that perfectly fit their lifestyles.
The key to this, he explains, is
taking the time to get to know
the client. Everyone has a dif-

ferent idea about their perfect
outdoor room. What Weid-
ner’s team has to understand is
how the space will be used.
The team discusses everything,
from how clients entertain to
what furniture will need to fit
the space. Then they discuss
the best way to fit everything
into budget. Weidner says he
continually studies the latest
products and trends to bring
clients the most creative, beau-
tiful and functional space.

» & Online: www.theweidnergroup.com Location: North
Ridgeville, OH Owner & President: Jim Weidner Founded: 1987
Employees: 15 Projected’06 revenues: $1.6 million

Winning and grinning.
The Weidner Group (l. to r.):
Sarah Schatz, Matt Williams,
Jim Weidner, Chris Meltzer

Next, Weidner takes this
information to his architect.
Weidner says that he and
landscape architect Chris
Meltzer, whom he credits with
designing many of the award-
winning plans, work well
together. “We both have an eye
for design and space. We work
as a team well, and blend our
ideas together to create one
great design. Our clients enjoy
working with both of us and
are grateful for the two differ-
ent perspectives.”

Finding the focus

Weidner says the decision sev-
eral years ago to focus his
company'’s efforts re-energized
him and his team.
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“The decisions to move to a
design/build-only company
was a 3-year discussion. We
talked to our entire team and
worked through it together. |
have many people that have
been with me from the begin-
ning, and this would undoubt-
edly affect everyone,” he says.
“The decision to ‘walk away’
from 40% of our business
was a bit of a risk, and |
wanted everyone involved in

the discussions.”

Snow must go

Collectively, the group’s
decisions were for the best.
“The discussion led to the re-
moval of mowing and snow-
plowing,” Weidner says.
“Everyone’s quality of life was
affected by the 2 a.m. snow
plow call or spending Christ-
mas Eve in a plow truck. The
first year of our reinvented
company, despite losing a large
portion of revenue, the com-
pany still grew 8%. In reality
we increased design/ build
48% to maintain the previous
year'’s revenue.”

“We've discovered that
when you're passionate about
something, really passionate,
everything you do, every busi-
ness decision you make, is
going to slide you toward your

goal.” Lm


http://www.theweidnergroup.com

Emulsion
Remains
Uniform

Can you really see a difference in anti-transpirants? The photo above shows that Transfilm
(left) remains emulsified while leading competitive products have separated 48 hours after
mixing. Separation can cause spray tank problems as well as uneven coverage. Transfilm’s
stable emulsion provides even coverage that resists cracking and peeling. For complete test
details, see our web site at www.pbigordon.com.

L] - |

Uniform Emulsion... TRANSFILM

ANTI-TRANSPIRANT

Uniform Coverage... R —
Umform Protection

Winter desiccation can be costly to the

landscape causing loss of trees and

turf. Protect your client’s investment

from drying winter winds with the

dependable coverage of Transfilm®

Anpti-transpirant.gAn application The Best O‘,/erc.oat
of Transfilm® this fall, prior to You'll Buy This Winter.
transplanting, will prevent moisture

loss during the critical period when pbl/m

the root system cannot compensate for
water lost by transpiration. And a late fall application will provide conponabon

turf and ornamentals winter protection from dry, cold winter winds. An Employee-Owned Company

Use the best overcoat available — Transfilm® Anti-transpirant. 1 _800_821 _7925
Always read and follow label directions. www.pbigordon.com

WILT-PRUF is a trademark of Wilt-Pruf, Inc. VAPOR GUARD is a trademark of Miller Chemical and Fertilizer Company. TRANSFILM is a trademark of PBI/Gordon Corporation
D 2004, PBI/GORDON CORPORATION 9-2004/12062
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From out of nowhere comes a compact track loader that won't settle
for second place. The new John Deere CT322 and CT332 really shine with best-in-class
stability. breakout. tractive effort, and travel speed. Plus, they run on a smooth-riding
easy-to-clean undercarriage that's more durable and significantly less expensive to operate
and maintain. To learn more about the many ways these new CTLs redefine productivity,
uptime, and low daily operating costs, see your John Deere dealer. Or call 1-800-503-3373.

www.JohnDeere.com/6350
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