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BUILT FOR THE LONG HAUL 
INTRODUCING THE ALL-NEW DODGE RAM 4500 AND 5500 CHASSIS CABS. Inside these new trucks sits the 6.7L 
Cummins'* Turbo Diesel, an engine that's earned a reputation for durability and reliability. It puts out 610 Ib-ft 
of torque, and it's rugged enough to be backed by a 5-year/100,000-mile Diesel Engine Limited Warranty* 
Paired with an available, commercial-grade AISIN 6-speed automatic transmission. Put that together with the 
commercial-grade service you'll get from your BusinessZ./n/c dealer and you've got some powerful reasons to 
own this truck. For more information, go to dodge.com/chassis_cab or call 800-4ADQDGE. 

*5-yearAt00,000-mile Diesel Engine Limited Warranty, The Cummins Turbo Diesel Engine is protected by a separate Diesel Engine Limited Warranty, 
covering the engine for 5 years or 100,000 miles, Whichever comes first. See your dealer for complete details. Properly secure all cargo. 



GRAB LIFE 
DODGE 

Cummins is a registered trademark of Cummins, Inc. 
Chrysler Financial is a business unit of DaimlerChrysler Financial Services Americas LLC. BUSINESS BUCKLE UP 



BETTER TURF Attracts Attention 
(For Your Lawns And Your Business). 

m-

-

Our patented technology makes Pendulum® AquaCap™ herbicide easy to 
handle, mix and clean up — with reduced staining potential and virtually no odor. 
But it's the proven control of the 21 most common unwanted grasses and 25 
most troublesome broadleaf weeds that will get your customers' lawns (and your 
business) the attention they deserve. 

I iu l lum | betterturf.com | 800-545-9525 
AquaCap" 

• - B A S F 
The Chemical Company 

Always read and follow label directions. 
P e n d u l u m is a r e g i s t e r e d t r a d e m a r k a n d A q u a C a p a n d B e t t e r Turf a r e t r a d e m a r k s of B A S F . 
© 2 0 0 7 B A S F C o r p o r a t i o n . All rights r e s e r v e d . A P N 0 7 - 1 4 - 0 0 2 - 0 0 2 4 Circle 101 
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24 Tap into irrigation 
When regions measure drought in years, it's 
time for contractors to boost irrigation expertise. 
BY JIM BORNEMAN 

32 Partnering with irrigation 
consultants 
As irrigation technology gains more importance, 
landscape contractors will need to form 
relationships with water experts. 
BY LUKE FRANK 

In the Know 
GIE+EXPO; Legally Speaking; 
Stihl grows U.S. presence; 
Rain Bird sponsors film fest; 
Save Our Small Business Act 
update; Problem Solver; 
Organic lawn care at the National Mall 

10 On the Record 
A drought kills agricultural crops, lawns, 
gardens, urban trees and forests. Its long-term 
casualties include development that adds to a 
region's economic growth. 
BY RON HALL 

12 Best Practices 
Successful companies are 
passionate about their 
business model. They live, 
breathe and think it all 
year long. 
BY BRUCE WILSON 

Technology 
RESEARCH • EQUIPMENT • CHEMICALS 

36 Innovations 
Grillo's Dumper 201; Wright Manufacturing's 
Stander ZK; Green Industry Innovators new 
line of Mulch Mules; Pequea's Champion 
CX-851 chipper 

38 InfoTech 
If creating and starring in your company's 
next commercial is a little daunting, you might 
consider starting your own corporate podcast. 
BY TYLER WHITAKER 
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inners: Clean Cut Lawns 
eking into the business didn't stop this 
dscaper from becoming a success. 
DANIEL G. JACOBS 

Get A Grip 
Think about it. When the warranty 
is voided, shouldn't that tell you something? 
BY ALLEN SPENCE 
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Homestead Gardens provided Maryland parks 
with subsurface irrigation systems that conserve 
water and eliminate runoff. 
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OREGON 
G R O W N 

The tough, tolerant, terrific turfgrass 
preferred by today's homeowners! 

Today's improved turf-type tall fescues are naturally 
darker and finer-leafed with enhanced disease 
resistance bred into each seed. Landscape managers 
find tall fescues now have less vertical leaf growth 
for fewer mowings and less clipping removal, and 
many newer cultivars contain endophyte for insect 
resistance. 

Don't forget that low maintenance tall fescues have 
always been drought, wear, shade, and cold tolerant. 

To ensure quality and integrity in the seed you 
buy, make sure it says Origin: Oregon on the seed 
package analysis tag. 

Oregon Tall Fescue Commission 
1193 Royvonne Ave. S. / Suite 11 / Salem, OR 97302 / 503-585-1157 
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A look back at GIE+EXPO 2007 
Gerald Heuke shared his sales and 
marketing secrets as Louisville, KY-
based Action Landscape opened its 
doors to four busloads of participants 
at PLANET'S design/build facility 
tour at GIE+EXPO. Find out what 
he had to say, plus check out all of 
our other coverage of the Green 
Industry's biggest show right now at 
LandscapeManagement.net. 

»Special issue 
The 2008 Business Planner 
is chock full of the most useful 
business information available 
to those in the Green Industry. 
If you missed the October 
issue look for it online. 

»Readers respond 
How is the slowing residential 
housing market affecting your 
business? 4 0 % ^ 

We have seen ' We have seen 
significantly less interest 

^ v . in our sen/ices 

»ONUNERESOURCES 
Industry news and events 
Read the latest news 
headlines before the print 
issue comes out, and plan 
your travel with our complete 
events schedule. 

E-newsletters 
Sign up to receive 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. 

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

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

has 
been some 

softness in sales 
to homeowners 

9 
38 % 

% 
No effect 

that w e can 
determine 

We have 
begun to shift more 
toward commercial 

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

»Overheard 
"I'm a lobbyist; I could talk 

to dead people. 
»»» / — Kris Kiser, Outdoor Power Equipment Institute, vice president for public affairs 

«Onlinenow 



Six new ways to grow 

greener 

thicker 

weedless 

grubless 

bugless 

healthier 
turf 

The Scotts Advantage® keeps on spreading with the additional micronutrients for better results in deficient 
introduction of new combination fertilizers from Scotts® soils. Feed turf, trees and ornamentals the advanced 
Landscaper PRO" Each offers three to four months of 
proven Poly-S® nutrition. Five save you time and labor 
by adding pest-control ingredients; one offers 

nutrition of Scotts Landscaper PRO: four original 
granular turf and ornamental fertilizers, and now 
six new combination products. 

Contact your Scotts Territory Manager or Distributor, call 1-800-492-8255 or visit www.scottsprohort.com. 

ft Landscaper PRO 

32-0-10 
+ 2% Iron &? 1% Magnesium 

+ Pre-Emergent Weed Control 
30-3-4 

28-3-3 
+ Post-Emergent Weed Control 

2 2 - 0 - 8 
+ Grub Control 

\ 24-0-8 
+ Insect Control 

26-2-9 
3-Way for St. Augustine 

http://www.scottsprohort.com


Business Software to help you manage and grow your business 

Integrated Customer and Prospect Database 

Customized Proposal, Work Orders, and Invoices 

Support for Fuel Surcharges by Zip and Service Code 

Comprehensive Operational Management Reports 

Visual Mapping of Customers and Prospects 

Automated Routing With Driving Directions 

Barcode Processing of Billings and Payments 
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f Liquid Handling 
Systems & Equipment 

CHEMICAL 
CONTAINERS, INC. 

800-346-7867 • sales@chemicalcontainers.com 
P.O. Box 1307 • Lake Wales, Florida 33859 ^ 
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F m d s n p p o r t e r of these g r e e n i n d m t r y p r o f e s s i o n a l o r g a n i z a t i o n s : 

A N L A 
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I a n d * ape Amocuikni 

m 

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

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

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

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

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

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

Purchase a NEW 2008 Mulch Mule 
before Dec. 1st. and get... 
a FREE 
Debris/Leaf Vacuum 
PLUS NO Payments & NO Interesttill May 1st 2008 

O f f e r g o o d t h r u D e c . 1st 2 0 0 7 

WEE Vacuun Valued at $5,999 00 is good through Dec 1st 07 
NO Payments & NO Interest trH May 1 st 2008 is w i r approved fnanbnQ 
through Hirtington Commercial Finance bank, some restrictions apply, cad 
for more details 

Green Industry Innovators 330-875-0769 mulchmule.com 
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PGMS 
Professional Grounds Management Society 
720 Light Street 
Baltimore, MD 21230 
410/752-3318 

PLANET 
The Professional Landcare Network 
950 Herndon Parkway, Suite 450 
Herndon, VA 20170 
703/736-9666 
www.landcarenetwork.org 

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

SIMA 
a w * tc* m n w i i i m l H w 

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

SportsTurf 
iVANAGEPS ASSOCIATION 

Sports Turf Managers Association 
805 New Hampshire, Ste. E 
Lawrence, KS 66044 
800/323-3875 
www.sportsturfmanager.com 

fiTOCA 
Turf and Ornamental Communicators Association 
P.O. Box 156 
New Prague, MN 56071 
612/758-5811 Can toll-free (800) 348"7553 or visit us on the web at W W W . WellSCHTCJO .COII1 
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You really don' t h a v e to, but if you did, you w o u l d b e comforted 
k n o w i n g you 've got t h e easies t towing, most d e p e n d a b l e a n d 
longes t - las t ing trailer on t h e r o a d behind you. T h o u s a n d s of 
trailers on the job is our proof. Over 5 0 y e a r s in the trailer business 
a n d our c o m p r e h e n s i v e 6 - Y e a r W a r r a n t y is your protect ion. 
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BUSINESS GETTING UP TO SPEED 

The drought's bitter lesson 
BY RON HALL/Editor in Chief 

Fifteen years ago my wife, Vicky, 
and I spent several sun-filled 
late-summer days with friends at 
Lake Lanier in north Georgia. It's 
a beautiful inland lake with homes 
and cottages, many with turf and 
ornamentals, on water's edge. The 

lake bends into countless, small, quiet, wooded 
coves whose shorelines are softened by vistas of 
pine and live oak. 

This is a wonderfully green place to relax and 
recreate for land-locked Atlantans living less than an 
hour drive to the south. It's also their main source 
of fresh water 

As I write this, Lanier is morphing into a giant 
mud puddle. It has become the poster child of a 
devastating drought that has settled over much of 
the Southeast. The drought is at its most vicious 
in north Georgia where a severe multi-county 
watering ban was announced early in October. 
Water your turfgrass or flower garden and face the 
prospect of a stiff fine. 

Neighboring states also suffer from inadequate 
precipitation. Officials there, too, are have taken 
unprecedented measures to protect and conserve 
water. These include bans or irrigation restrictions. 

A stealthy destroyer 
The nature of a drought is that it sneaks up to do its 
destruction — day by day, week by week or, in the 
case of the Southeast, month by month. A drought 
kills slowly, but it kills nonetheless. It numbers 

among its victims agricultural crops, lawns and 
gardens, urban trees and forests and, in some cases, 
livestock. Its long-term victims include develop-
ment that adds to a region's economic growth. 

In October, about 30 landscapers whose busi-
nesses have been affected by the disaster gathered 
at the Georgia State Capitol. They prayed for rain. 

The lack of precipitation and the resulting irriga-
tion bans have claimed more than 13,000 jobs and 
cost them $1.2 billion in lost revenues, they said. 
Their revenues have decreased 25% or more. 

Now we know 
The rain will return and the drought will end, even-
tually. But the need to conserve water, particularly 
in regions experiencing rapid development, such as 
our Sunbelt states, will intensify 

We in the Green Industry are challenged to 
become more knowledgeable about plants and 
practices that make best use of water. The same 
goes for today's cutting-edge irrigation technology. 
It's available; let's use it. 

Beyond that, we must become more 
knowledgeable and participate in 
the water-use decision making 
process. 

Actually, we won't have a 
choice. Our colleagues in the 
arid Southwest learned this 
years ago. 

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

Drought is a killer. Its long-term victims 
include development that adds to a 

region's economic growth. 

L»jTi « in 
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involves 

a whole bunch of 

This KIOTI is the best 

"I was in need of one piece of equipment 
that would handle the challenge of multi-
ple applications - material moving, tree 
planting, mowing and more. My new KIOTI is 
well built and helps me handle all these chores." 
Next time you're looking for a multi-tasking landscape tractor, stop by your 
local KIOTI dealer. KIOTI is now celebrating over 20 years in North America! 

1-877-GO-KIOTI • www.KIOTI.com nth a/xeacf ojf thepac/Z 
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I've ever owned. " 
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BUSINESS STAYING ON TRACK 

Successful companies are passionate 
about their business model. They live, 

breathe and think it all year long. 

Define your business model 
BY BRUCE WILSON 

Most highly successful com-
panies become successful 
as they better define their 
business model. They define 
it in a way that is clear to all 
stakeholders. All actions and 
strategies revolve around 

the business model. These successful companies 
align financial architecture, operational architecture, 
market positioning and social architecture around 
this business model and execute. 

The business model defines key drivers in the 
company strategy such as ideal customers, ideal size 
jobs and geographic areas of operation. Operation-
ally the business model helps managers define the 
way to operate and better understand how that 
matches up with those customers, jobs and areas of 
operation. The company's finances are disciplined 
to support these business drivers, as does the social 
architecture of the company. 

All systems are built to support the business 
model. This is contrary to the way some companies 
build. Many managers go to industry meetings and 
pick up random ideas that address their company's 
issues and adopt them. You hear this often in crew 
size discussions, for example the ideal crew size. 
A successful company explains how 5- and 6-man 
crews are better because they need less equipment, 
fewer foremen, because of crewmember ratios that 
lead to lower average hourly wage and so forth. So 
now the company adopts the large crew concept 

but only has a few job sites large enough for a large 
crew to work efficiently. 

A company that understands and executes its 
business model matches the operational prac-
tices such as crew size to job size. In this model it 
targets large job sites. Its financial strategy involves 
budgeting for large equipment, and within its social 
architecture it develops and trains foremen that can 
manage 4- and 5-man crews. 

Discipline matters 

To stay true to its model, this company disciplines 
itself to turn down small jobs. It disciplines itself to 
turn down work outside a tightly defined geo-
graphical area. This company, following the plan its 
model dictates, defines the right customers for its 
particular model, the minimum or maximum job 
size, the scope of work to be done and so forth. 

Generally speaking, successful companies are 
passionate about their business model. They live, 
breathe and think it all year long. It drives planning 
and business improvement. Successful compa-
nies also are aware of its 
strengths and weaknesses 
during economic cycles 
and know how to adjust. 
— The author is a part-

ner with entrepreneur 
Tom Oyler in the 

Wilson-Oyler Group, 
which offers consulting 

services. Visit www. 
wilson-oyler.com. 

Best Practices 



syngenta 

Noticeably beautiful lawns. 

They're what referrals are made of. Keep weeds out and customers happy with Barricade® 
the longest-lasting pre-emergence herbicide for crabgrass and more than 30 other weeds. 

It lets you work on your own schedule. Apply it in the fall, early or mid spring 
and select the desired rate to give you the length of protection needed. You 
also get a choice of quality formulations, from wettable granule, flowable, 
or on-fertilizer in a variety of sizes to fit your needs. 

Syngenta is here to help you in your pursuit of perfection—thicker, healthier, 
hardier lawns. A lawn can never be too eye-catching. 
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In the Know 
N E W S Y O U C A N USE 

GIE+EXPO highlights 
LOUISVILLE, KY — T h e first combined 

Green Industry and Equ ipmen t E X P O 

( G I E + E X P O ) was undoubted ly t he 

biggest Green Industry showcase ever, 

as more than 21 ,000 participants de-

scended upon Louisville for th ree days 

of education, equ ipmen t and entertain-

m e n t Oc t . 25-27. Rain pu t a d a m p e r on 

Rip Tompkins demonstrates rope climbing 
at Husqvarna's booth. PLANET'S Breakfast 
of Champions was packed, as usual. Toro 
unveiled this prototype stand-on mower. 

Rain didn't deter attendees from riding 
Wright's Stander. Kawasaki's Greg Knott 
discusses the new FX and FS series engines. 

the 20-acre ou tdoor demonstra t ion area, 

which was closed at various times, bu t 

t he enthusiasm on the show floor and at 

t he educat ion seminars never subsided. 

Here ' s a f ew pictures to give you a 

taste of t he proceedings. C o m p l e t e 

coverage is available online at 

www.landscapemanaqement.net 

Brickman 
buys Buzzuto 
Landscaping 
GAITHERSBURG, MD —The 
Brickman Group signed an 
agreement to purchase Boz-
zuto Landscaping. With loca-
tions in Maryland, Virginia 
and North Carolina, Bozzuto 
Landscaping's 250 team mem-
bers will continue to serve the 
greater Washington/Baltimore 
metropolitan region. Company 
founder and president Tom 
Davis will join Brickman's Mid-
Atlantic team in continuing to 
operate the business under the 
Brickman Group. The sale is set 
to close December 31, 2007. 

Bobcat book 
captures 50-year 
History 
WEST FARGO, ND — To mark 
its 50th Anniversary, Bob-
cat has introduced "Bobcat: 
Fifty Years of Opportunity 
—1958-2008." Published by 
Motorbooks International and 
authored by Marty Padgett, 
the tome features 11 chapters 
and 264 pages. A bookstore 
version with five chapters and 
216 pages is also available. The 
special edition is only available 
through Bobcat channels. 

Weathermatic 
buys Ecologic 
DALLAS — Mike Mason, presi-
dent of Weathermatic, reports 
the acquisition of Ecologic, 
developer of the RainBrain 
line of rain and rain/freeze 
sensors. Ecologic founder 
Dave Klever will oversee the 
transition and the move of Ec-
ologies manufacturing opera-
tions into the Weathermatic 
production facility. 
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Total hours: Irrigation 

Total hours: Placing Sod Hours Bill Owen 
worked last week 

Total hours to date: 
Crestview 

WEEKLY TIMECARD 

1 0 0 A C C U R A T E 

5 O w e n , Bil l 

Employee Report 

Date Range 1 2 / 1 0 / 2 0 0 7 t h r o u g h 1 2 / 1 4 / 2 0 0 7 

D a y D a t e J o b s i t e Start S t o p C o s t C o d e H o u r s Tota l 

Mon 12/10 Brentwood 7:08 AM 12:05 PM Irrigation 4:57 
12:41 PM 3:22 PM Irrigation 2:41 7 38 hours 

Tue 12/11 Brentwood 7:12 AM 1207 PM Irrigation 4:55 
12:43 PM 3:23 PM Irrigation 2:40 7:35 hours 

Wed 12/12 Brentwood 7:12 AM 12:02 PM Irrigation 4:50 
12:46 PM 3:49 PM Irrigation 3:03 7:53 hours 

Thu 12/13 Crestview 7:17 AM 12:19 PM Placing Sod 5:02 
12:50 PM 3:46 PM Placing Sod 2:56 7:58 hours 

Fri 12/14 Crestview 7:13 AM 12:07 PM Placing Sod 4:54 
12:44 PM 3:39 PM Placing Sod 2:55 7:49 hours 

Signature 
Total 38:53 hours 

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

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

G U E S S W O R K 

Circ le 1 1 8 

Find out why more than 
500,000 workers clocked in today 
with The JobClock System! 

I A ' i i ; V I Y / i i m 2 ; n y j 1 ; i ' i i n i m a ; V I W K I m i l H m y i 1 M M 

EHzHHuMl 

372:16 
238:49 38:53 

611:05 

E X A K T I M E 
I N N O V A T I O N A T W O R K 

http://www.jobclock.com


In the Know 

BY KENNETH D. MORRIS, ESQ. L.L.C. 

^ V As an Association member, I 

V ^ / recently attended a meeting 

where several members appeared 

to be talking about some sort of 

pricing scheme aimed at driving a 

particular company out of business. 

I was concerned about alienating 

them if I said anything opposing 

their idea. What should I have done? 

A I Any discussion of the pricing of 

- / A . ! products at Association meetings, 

whether official or ad hoc, is illegal under 

antitrust law. Once you sensed that some 

illegal activity was being concocted, you 

should have immediately left the room. 

By staying in the room you became part 

of an illegal conspiracy to violate the 

antitrust laws by restraining competi-

tion and engaging in this group activity. 

Your departure should have been loud 

and visible to all present so that it will 

be remembered in the future should any 

federal or state regulatory body find out 

about the meeting and begin an action 

to prosecute those who were present and 

participated in the conspiracy. If you can 

spill water or coffee conspicuously during 

your departure, so much the better! 

Kenneth D. Morris, a Philadelphia-based 
attorney with more than 30 years corporate 
and law firm experience, offers information 
on industry legal issues in each issue of LM. 
Contact him via www.kenmomslaw.com. 

Note: The above should not be interpreted as 
offering legal advice in any jurisdiction where 
such practice is not authorized. Engage com-
petent counsel familiar with your jurisdiction 
when legal issues arise. 

Stihl grows U.S. presence with 
new Virginia Beach plant 

VIRGINIA BEACH, V A — Here's one for 
you: A major, foreign-based, private 
company built and staffed a new manu-
facturing plant in the United States. 
Handheld outdoor power equipment 
manufacturer Stihl, Inc. dedicated 
a new guide bar plant in this city of 
435 ,000 people on Oct. 10. 

Ramping up manufacturing and 
refusing to outsource production is not 
the only major trend this manufacturer, 
which recorded worldwide sales of $2.6 
billion last year, is bucking. It's not at all 
bashful to advertise that it doesn't distrib-
ute or sell its products through big-box 
stores or mass merchandisers. Instead it 
sells them through designated Stihl serv-
icing dealers. Stihl is also the only chain 
saw maker that manufacturers its own 
engines, saw chains and guide bars. 

"We are in-sourcing," said Peter 
K. Mueller, executive vice presi-
dent of operations. "We are bring-
ing as much as possible in house as 
long as we can make it efficiently." 
He pointed out that his com-
pany has invested 
$ 160 million in 
its Virginia Beach 
facilities in 
the last three 
years alone, 
the guide bar 
plant being 
the latest 

major investment. 
With the addition of the guide bar 

plant, the company's U.S. presence here 
now numbers eight buildings on three 
parcels of land that total more than 83 
acres. Stihl employs more than 1,840 
people, making it the largest manufac-
turer in Virginia Beach. 

Mueller said one of the factors lead-
ing to the new 66,000-sq.-ft. guide bar 
plant being built in Virginia Beach — in 
addition to cost savings and efficiency 
of being within the huge U.S. market — 
was the availability of skilled workers. 

"The quality is being built by the 
people working here," he said. "The 
people that are running that facility 
(the guide bar plant) are highly skilled; 
they're highly sophisticated." 

Hans Peter Stihl cited his 

company's commitment 

to quality and innovation 

as contributing to the 

success of its products 

worldwide. 

LEGALLY 
Speaking 

http://www.kenmomslaw.com


# i i am 

THOUSANDS 
OF HOURS IN 
THE DIRT — 
STILL READY 
FOR WORK. 

You've got better things to do than replacing 
your tools every month. Corona long-handle 
tools and wheelbarrows are engineered to 
withstand all the brutality that comes with 
your job. Corona puts more than 80 years 
of experience into every tool, crafting each 
efficient design out of quality materials. 
When you need shovels, striking tools and 
wheelbarrows that can take on the toughest 
jobs without bending, breaking or wearing 
you out, you need Corona. 

Circle 110 

To find the Corona dealer nearest to you, call 1-800-847-7863 
or send an e-mail to sales@corona.bellota.com • www.coronaclipper.com 

C O R O N V 
[ P R O F E S S I O N A L 

mailto:sales@corona.bellota.com
http://www.coronaclipper.com


In the Know 

Rain Bird film competition spotlights water 
BY JANET AIRD 

Of all the ways to spread the word about 
the importance of conserving water, a 
film competition must be one of the 
most creative. 

"We were inspired by 
YouTube," said David Johnson, 
corporate marketing director 
for Rain Bird, referring to the 
Web site where viewers can 
post videos they've made. Rain 
Bird co-sponsored the event with 
the Los Angeles County Arboretum and 
Botanic Garden in Arcadia, CA. 

More than 50 films were submitted 
to the company's "Intelligent Use of 
Water" film competition, coming from 
eight countries and in five languages. 

The six semi-finalists ranged from 
"Poop at the Zoo," a look at the state-of-
the-art public toilets at the Bronx Zoo, 
to the inspired "Adventures of I (heart) 
H 2 0 Man," a water-saving superhero. 

Many were collaborations between 
landscapers and filmmakers, and "some 
filmmakers have very strong opinions,." 
Johnson said. 

The last category includes Sergio 

WATERING 
wisely 

Cannella, an independent filmmaker 
from Palermo, Italy, which faces both 
summer droughts and infrastructure 
problems with leaking water pipes. The 
six judges gave him the Jury Award for 

his gem of a film, "Carpa Diem." It 
begins with a little girl watch-
ing happily as her fish (a carp) 

swims in its aquarium 
and then in alarm as 
the water drains out 

while her brother wastes water in 
the bathroom. In less than 2 minutes, 
Cannella sums up his philosophy of how 
small efforts by everyone can help con-
serve water. 

"It's possible to make a short film so 
meaningful when you are aware and sen-
sitive to the environment," Cannella said. 

Shalini Kantayya, of Brooklyn, NY, 
is another filmmaker who is passion-
ate about the use of water. Her 
film, "A Drop of Life," won the 
Audience Award. It showed 
the harm that can be done 
when pre-paid water meters 
are installed, in this case, in 
a poverty-stricken village in 

India that used to receive its water free 
from a communal well. 

Rain Bird has posted the films on 
its Web site (www.iuowfilm.com), 
and it may take them on the road. The 
company wants them to be accessible 
to "anyone who's interested in saving 
water," Johnson said. 

The company is especially trying to 
reach professionals in the landscaping 
industry, he said. They're hoping more 
landscapers will use water-saving irriga-
tion systems as a selling tool. 

From left to right: David Johnson, corporate 
marketing director, Rain Bird; Sergio Can-
nella, winner of the Jury Award for "Carpa 
Diem," Shalini Kantayya, winner of the Audi-

ence Award for "A Drop of Life," and Mark 
Wourms, CEO of the L.A. County 
Arboretum and Botanic Garden. 

Save Our Small Business Act moves closer to one-year reprieve 
WASHINGTON, D.C. — Senator Barbara A. Mikulski's (D-MD) 
announced Oct. 15, she added language to the fiscal year 2008 
spending bill to extend a critical provision of her Save Our 
Small and Seasonal Businesses Act that expired on September 
30 and protects small and seasonal businesses from cuts to 
their workforce. 

The bill passed the Senate by a vote of 75-19 and now 
moves into a conference committee where members from the 
Senate and House will decide if the provision makes it into the 
final bill, which ultimately must be signed by the President. 

"I told small businesses they could count on me to keep 
fighting, and I meant it," said Mikulski. "Without these sea-

sonal workers, many businesses would not survive, be forced 
to limit services, lay off permanent U.S. workers or, worse yet, 
close their doors." 

The Save Our Small and Seasonal Businesses Act, signed 
into law by President Bush in May 2005, exempted return-
ing seasonal workers from counting against the national cap 
of 66,000 guest workers, but was not made permanent in 
the 2005 bill, and has to be extended each year until Senator 
Mikulski's proposal to make it permanent is passed. 

The provision is, once again, a one-year extension to allow 
companies to continue to get the seasonal workers they de-
pend on. It will expire on September 30, 2008. 

http://www.iuowfilm.com
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Dynamo" gives you unsurpassed pre-emerge and early 
post-emerge crabgrass control, with no staining. 

It's a potent addition to your arsenal. Because new Dynamo pre-emergent herbicide controls 
crabgrass all the way to the first-tiller stage—giving you the widest window of application 

P 0 5 5 ' ^- Beyond that, Dynamo is non-staining and prevents summer 
^ ^ r j ' • I V ^ annuals like spurge and oxalis. So this season, unleash the extended 

I power of Dynamo...because season-long crabgrass control is no longer one-dimensional. 

Contact a Nufarm representative or your local distributor for more information. 
800-345-3330 www.turf.us.nufarm.com 
™ Dynamo is a trademark of Nufarm Americas Inc. Always reod a n d follow complete label instructions. 

Value with a difference. 

http://www.turf.us.nufarm.com


PROBLEM solver SENIOR HORTICULTURE SPECIALIST BRUCE HELLERICK TACKLES COMMON PROBLEMS 

Problem Summer annuals 
have been removed from the 
containers. Our client, who 
manages an up scale resort, 
wants a Thanksgiving instal-
lation that is "traditional yet 
dramatic". What would you 
recommend? 

The cause 
Customers don't really 
know what they want. 
The terms traditional, 
dramatic, colorful and 
"like Disney World" 
are commonly used 
by clients. When you 
hear these terms com-
ing from your client's 
mouth, ask lots of ques-
tions to find out what 
they are really asking 
for. Ask if they have 
seen examples installed 
nearby or pictures. Ask 
what specific colors 
they like. 

Every day you see horticultural problems. Sometimes the solution is obvi-
ous, but others are much more difficult to solve. Brickman Group Senior 
Horticulture Specialist H. Bruce Hellerick tackles these issues each month 
in Problem Solver. He can be reached at Hellerick@BrickmanGroup.com 

It All Comes Down to This... 

he PGP® Keeps More Grass Green 
Than Any Other Rotor 

Don't settle for second best when you can have the sprinkler by which everything else is measured. With 
exceptional design, impressive performance, and superior water distribution from precision-engineered 
nozzles, PGP is simply unequaled for reliability, durability, or versatility. It's also unequaled in value. No wonder 
PGP remains the professional's choice. 

H u n t e r 
Visit us at: www.Hunterlndustries.com The Irrigation Innovators 

Circle 112 

T 

Solut ion 

In most cases you are safe doing 
a display that is very traditional. 

Most containers need height 
to make displays more dramatic. 
The general ratio is that the tallest 
accent piece should be two-thirds the 
size of the pot. In this case we reused a 
purple fountain from the summer pro-
gram and placed it in the center. In the 
center, scattered amongst the blades of 
the purple fountain grass we inserted 
dried stems of miniature cattails and 
woody branches that had been coated 
with gold glitter. 

We planted four mums, two yellow 
and two orange over sized mums to 
completely fill the pots. (Note: if you have multiple containers in a row make sure 
the color placement is the same for all the containers as the design repetition makes 
a bolder statement in the landscape). In the gaps between the plants we inserted 
some Spanish moss and large pinecones to create a finished appearance. 

Always instruct employees to water the installed container immediately after 
planting. This will assure the plants last as long as possible and also so that as the 
soil settles if the soil settles you can make any needed adjustments in the container. 

AFTER 

BEFORE 

mailto:Hellerick@BrickmanGroup.com
http://www.Hunterlndustries.com


Organic lawn care program tried at National Mall 
WASHINGTON, D.C. — SafeLawns.org 
is undertaking what it is describing as the 
highest profile organic lawn makeover in 
America. 

Representatives of SafeLawns.org re-
cently completed a 2-week project that 
involved plowing a section of existing 
lawn at the National Mall in Washing-
ton, D.C. The group then added com-
post, other natural soil amendments and 
fertilizers before reseeding the area. The 
representatives will return to the site 
frequently in the next two years to con-
tinue an organic maintenance program 
on the area that measures more than 
four acres. 

The National Park Service and the 
Environmental Protection Agency, 
which both partnered in the project, 
will now evaluate each of the three 
plots; one maintained conventionally by 
the National Park Service, a second that 
has received standard organic treatment 
and a third that has had a complete or-
ganic makeover. 

"This is a pilot project to demonstrate 
whether environmentally friendly soil 
treatments such as compost tea can 
improve the viability of the soil enough 
to make grass more viable under the ex-
treme compaction conditions of the Na-
tional Mall," according to the National 
Park Service website at http://www.nps. 
gov/nama/ parkmgmt/upload/SafeL-
awns.pdf. The three-block comparison is 
between the U.S. Capitol Building and 
the Washington Monument, starting at 
3rd Street and extending to 7th Street. 

"This is exactly the kind of high vis-
ibility project we had in mind when we 
conceived our organization in February 
of 2006," said Paul Tukey, founder of 
SafeLawns.org and author of the best-
selling book, The Organic Lawn Care 
Manual. "If we can grow resilient grass 

on the National Mall, where 27 million 
people trample the lawn each year, then 
we will have demonstrated that we can 
grow grass anywhere." 

EASY TO USE ... PROFITABLE ... 

AND N o w WITH 

3D 

Specifically designed for 
landscape professionals, 
PRO Landscape offers 
Realistic Photo Imaging, 
Easy-to-Use CAD and 
Professional Proposals -
all to improve your bottom line. 
With more than 15 years on the 
market, it's the most popular 
professional landscape design 
software available today. It's 
simple, it's profitable - and now 
with 3D, it's power you've never 
had before. 

NEW 3D 

f5 PRO J13 
P Landscape 

Easy-to-Use CAD Customer 
Proposals 

drafix software in 

PRO Landscape 
TbtUandardlnDnignSoftwanfofLmnduapt^rofntionahl U 

www.pro landscape .com 
800-231-8574 or pro landscape@draf ix .com 

60-Day Money-Back Guarantee 

"I sold two jobs the first week I owned 
the program. I'm hooked!" 
Dustin Leite, Maple Leaf Farms & Nursery 

"I've lost track how many times 
PRO Landscape has paid for itself." 
Brett Seltz, Tollgate Construction 

S E L L B E T T E R 

Circle 113 

P L A N B E T T E R B I D B E T T E R 

http://www.nps
http://www.prolandscape.com
mailto:prolandscape@drafix.com


In the Know 
People A companies 

C r a i g R u p -
p e r t has been 
named 2007 
Easter Seals 
Philanthropist 
of the Year 

for his work in contributing 
and raising money for the 
organization's new intergen-
erational center. 

The S c o t t s C o m p a n y added 
two new territory manag-
ers: C a m e r o n S m i t h for 
California, Hawaii, Nevada 
and Utah; and K i m M o o r e 
for Colorado, Iowa, Illinois, 
Kansas, Minnesota, Missouri, 
Nebraska, North Dakota and 
South Dakota. 

A new learning center in a 
Hispanic neighborhood in 
Chicago is named after 
C a r l o s C a n t u , the late 
S e r v i c e M a s t e r executive 
known for his participation 
in Memphis civic life. The 
$7.7 million center, which 
will offer everything from 
early childhood education to 
university courses taught by 
professors from Chicago col-
leges, reflects Cantu's belief 
in the value of education. 

H a l c o L i g h t i n g T e c h n o l o -
g i e s appointed E r n e s t L. 
J o h n s o n to the newly 
created position of product 
manager. 

V e r m e e r M a n u f a c t u r i n g 
C o . has announced that two 
members of the Vermeer 
family's third generation 
have joined the company. 
J a s o n A n d r i n g a , son of 
co-CEO M a r y V e r m e e r - A n -
d r i n g a joined the company 
as an environmental solu-
tions segment manager and 
A l l i s o n V a n W y n g a r d e n , 
daughter of co-CEO B o b 
V e r m e e r joined the com-
pany in 2007 as an industrial 
distribution manager. 

S u n l a w n Inc. added B e t h 
L o w r y (above, left) and Carl 
F. M e l c h i o r as national 
sales representatives. 

A n d r e w Bell, Ph.D. joined 
the C h i c a g o B o t a n i c 
G a r d e n as the new curator 
of woody plants. 

A r y s t a L i f e S c i e n c e has 
named B i l l L i l e s as a key 
account manager and 
S t e v e n D a l S a s s o as 
T&O business manager. 
The company also added 
G a r y W a t s c h k e and S a m 
W i n e i n g e r as regional 
turf and ornamental sales 
representatives. 

EDUCATION: THE ULTIMATE R.0.1. 
Invest in your company's most precious resource: its people. 
Educated employees Engaged employees Enhancing the job satisfaction of your workforce reduces turnover and 
increases the professionalism and productivity displayed on each job site, minimizing call backs to save time, labor, and 
money We're committed to serving as the leading Green Industry Education Provider, and ultimate source of product 
knowledge for landscape and irrigation professionals Tdke advantage of Ewing's quality educational sessions to improve 
your staff morale and your bottom line Visit www.EwingEducationServices.com to find seminars near you. 

your source ^ 
conservation 

solutions EiiiinB 
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WWW.RNDSIGNS.COM 
800-328-4009 
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RNDSIGNS 
Marketing, Design & Print 

PROMOTE 
YOUR 

COMPANY 

V I E W H U N D R E D S 
OF PROMOTIONAL 

IDEAS ONLINE! 

Printing • Signs . Marketing . Design 

http://www.EwingEducationServices.com
http://WWW.RNDSIGNS.COM


Kt Walker Manufacturing this is how we think about what we do—we don't make lawn mowers, we make 
kautiful places. That thought has inspired us for nearly 30 years on our quest to design and build the best 
possible 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 if 
iou are not using Walker and would like a little help in making your own beautiful places. 

i m ^ m m * * 
i L1 i n ; 

5925 E. H A R M O N Y R O A D . F O R T C O L L I N S . C O 8 0 5 2 8 (970) 2 2 1 - 5 6 1 4 
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Water is a problem, or to be more 
accurate the lack of water is a problem. 
Drought in the West is not big news. Much of the Southwest is a 
desert, after all. But, Georgia? The "green" Southeast? Georgia officials 
last month reported that Lake Lanier, a reservoir serving some 3 mil-
lion Georgia homes had only 81 days of water left. 

The news isn't better in much of Alabama and the Carolinas. New 
water restrictions or outright bans appear weekly. And there's noth-
ing to suggest this will change soon. The question then becomes, not 
should you begin offering irrigation services at some level, but how do 
you do it well? That typically beings by finding the right people? 

Expanding your service offerings to include irrigation system repair 
and maintenance is one of the best ways to grow your bottom line. Not 
only does it help expand revenue streams, it can deepen your relationship 

TAP into 
IRRIGATION 

WATERING wisely 

BY JIM BORNEMAN 

with existing customers. It demonstrates 
that your business is in tune with one of 
the most pressing trends facing the Green 
Industry — water availability and cost. 

There is a common misconception 
among many traditional landscape main-
tenance providers that irrigation system 
renovation or repair is not profitable. But, 
savvy contractors realize that they can make irrigation renovation and re-
pair work within their organizations. Most follow these simple strategies: 
• Target renovation/maintenance. Total system installation, especially 
if the bulk of your yearly sales come from more traditional landscape 
installation and maintenance services, may not be as profitable as your 
other services. Focus instead on identifying irrigation problems and 
solutions within your existing customer base. That's where the higher 
margins are hidden. You will be surprised to find out how much work 
can be secured from this previously untapped market. 

continued on page 26 

When regions measure drought 
in years, it's time for contractors 
to boost irrigation expertise 



HOW TO REVEAL THE REAL PROS 
Everybody is looking for the "ideal" 
irrigation technician. But finding that 
rare breed can be tough. Sometimes it 
comes down to asking the right ques-
tions — and, of course, getting the 
right responses. 

Successful owners and managers 
start by finding people with the right 
attitude, that positive, alert, can-do 
personality. In many cases, job knowl-
edge and technical ability is given less 
weight because the feeling is that it 
can be learned on the job or through 
additional training. But, technical abil-
ity is important for an irrigation tech, 
so don't skimp on the technical ques-
tions as you interview. 

Begin with questions related to 
electrical control components and low 
voltage wiring problems. Broaden your 
questions to address entire systems, the 
issues one might face when retrofitting 
a system or solving a specific problems 
(e.g. over-watering). This will provide 
an accurate picture of the applicant's 
knowledge of irrigation. Next you need 
to find out how the prospect works 
with customers and on job sites. 

Your question: How would you use 
a checklist during a bidding process? 

What you want to hear: If a project 
has substantial electrical problems, it 
may be difficult to manage, and land-
scape quality will be hard to maintain. 
On existing projects, these electrical 
problems may represent significant 
opportunities for renovation. 

You may want to include the fol-
lowing items on the checklist: 
• Ask if the candidate is certified and 
by whom? Also ask about other types 
of training or continuing education 
programs they may be enrolled in. 
• Discuss how the candidate has 
solved situations with irate customers. 

• Give the candidate a complex prob-
lem to determine his/her math skills. 
Consider giving the candidate several 
problems using a PVC pipe sizing chart 
and a given length of pipe. Have the 
prospect determine flow in gallons-per-
minute and calculate the pressure loss 
at the given flow rate. 
• Discuss scenarios where he/she has 
been in leadership situations. 
• Ask how he/she would analyze op-
portunities to suggest retrofit, repair 
or other maintenance functions to a 
customer (e.g. if a customer's site has 
"mixed zones" of sprinklers and ro-
tors, it may affect applicable product 
rebates from municipal water districts). 
• Discuss his/her management style, 
and how he/she likes to be managed. 
• Determine the candidate's depth of 
knowledge of agronomics by asking 
about the watering needs of specific 
types of grass, shrubs and trees. 
• Have him/her describe a typical work-
day at their current employer. Does 
he/she describe a day that's planned, 
or does he/she just "go through the 
motions?" The candidate may have 
aptitude, but you need to determine if 
he/she is willing to do the job. 

Once you have completed the 
interviews, ask yourself which of the 
candidates has the experience best 
suited for your business. For example, 
if you want your irrigation technician 
to help cold-call and market the new 
services, and this person has strong 
technical skills but low interpersonal 
skills, you may want to pass. 

Hire carefully and thoughtfully. 
Spending extra time to find just the 
right person — in technical ability and 
attitude — makes the difference in the 
success of your irrigation business. 

— JB 



continued from page 24 
• Make it a separate profit/loss center. 
"Set up irrigation as a separate profit 
and loss center, which makes it easier 
to track the health of that business ele-
ment," says Andy Smith, state and affili-
ate relations director for the Irrigation 
Association (IA). Profits or losses result-
ing from irrigation won't be masked by 

revenue from traditional landscaping. 
Smith says an acquisition or merger is 
another good way to get into the irriga-
tion business. 
• Employ competent, certified irrigation 
pros. Jerry Grossi, owner of Spartan 
Irrigation in East Lansing, MI, knows 
the value of hiring qualified irrigation 
personnel at his 30-year-old company. 
"Though we started from scratch, we 
made sure to hire 'irrigation people' with 
knowledge to run the business. I am not 
interested in hiring someone who does 
not have experience," he says. 
• Experience matters. If you look at the 
market right now, there's a significant 
level of consumer frustration about the 
quality of workmanship. This is partly 
because there is little regulation.. .and 
there's a lot of inexperienced people 

doing the work," says IA's Smith. 
"I'm interested in hiring someone 

with specific skill sets," adds Grossi. 
"Attitude is very important, but we re-
ally look for aptitude and demonstrated 
mechanical skills. Also, they must be 

continued on page 28 

MoWn*? compares to a Pro-Tech 
Backed with the highest level of Quality. 
Value, and Availability, it's no wonder 
Pro-Tech is the leader in industrial 
snow removal equipment. 

Call or visit us on line to find out which 
Pro-Tech is right for you. 

888 PUSH SNO or 
www.snopusher.com 
Professionals Choose 

protecw 
MANUFACTURING & DISTRIBUTION 
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Turf Tracker 
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of granular capacity 
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continued from page 26 

personable, work well with custom-
ers and fit in well with my manage-
ment style." 

Smith echoes Grossi, noting 
that candidates must have the apti-
tude and the problem-solving skills to 
make a profitable impact on a business. 
"Having specific problem-solving skills, 
such as hydraulic system analysis, is vital. 
Irrigation is a 'hard science' that involves 
many engineering principles. Landscaping 
is creative and is a 'soft science.' Just be-
cause a candidate is good at one does not 
necessarily mean he's good at both." 

But not everyone, even the most 
likely candidates, may be good for your 
particular organization. Consider doing 
some type of test or exercise to deter-

the For more 
importance of water 

management see 
WATER WOES, 

pg-30 

mine if the candidate 
will be a good fit for your 

company. Grossi says he has used the 
Wonderlic test for several years to help 
him analyze the best candidates for jobs 
at Arborlawn. The Wonderlic, long used 
by the National Football League to gauge 
interpersonal and leadership qualities of 
rookie players, is a 12-minute, 50-ques-
tion exam to assess the aptitude for learn-
ing on the job, adaptation to an organiza-
tion and other problem-solving skills. 

M | i » | J I I 111 I ' l J I I 
Purchase a NEW 2008 Mulch Mule 
before Dec. 1st. and get... 

BILLY 
GOAT a FREE 

Debris/Leaf Vacuum PLUS 
NO Payments & NO Interest! 
May 1st2008 Offer good thru Dec.1st2007 
FREE Vacuum Valued at $5,999 00 is good ttrough Dec. 1st 07 
NO Payments & NO Interest till May 1st 2006 is with aw ved financing through Hurtngrcn Commercial hnance bark. •.; 

Green Industry Innovators 
330-875-0769 mulchmule.com 
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Hiring seasoned irrigation technicians 
brings an aura of professionalism, secu- ! 
rity and trust and to an organization that 
speak volumes to customers. Those earn-
ing certification through the Irrigation 
Association, irrigation system manufac- I 
turers or distributors add an additional 
level of professionalism to a company's 
staff. While certification is not required 
in many states, irrigation professionals 
who go through the process gain a level 
of knowledge and sensitivity to current 
trends (e.g. water scarcity issues and as- j 
sociated homeowner rebate programs) 
that will increase customer confidence 
in your services. 

Having seasoned irrigational profes- I 
sionals on staff just makes good business j 
sense. Because they generally posses 
a "big picture view" of how irrigation 
relates to the overall health of the 
landscape — such as agronomic and 
overall maintenance issues — urge them 
to identify issues before they become 
problems, provide additional up-sell 
opportunities and improve the overall 
customer experience. 

The technician that will make a posi-
tive difference in your business will be able 
to evaluate problems faster, understand 
your billing process and equipment inven- | 
tory issues, continually build their knowl- I 
edge of new products and trends and, in 
the best workers, are entrepreneurial. If 
they have the ability to train other em-
ployees, including your maintenance per- j 
sonnel, you have a real winner, lm 

— The author is vice president of 
educational services for Ewing Irrigation. 
Contact him atjborneman@ewingl.com. 1 
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Public perceptions are difficult to work 
with. Erroneous public perceptions are 
not only difficult; they are dangerous, es-
pecially when they become the founda-
tion for bad public policy. Yet, that could 
be exactly what is happening in Georgia 
with the state's recent watering ban in 
61 North Georgia counties. The watering 
ban communicates to the public, legisla-
tors and policy makers that landscaping 
is "non-essential." This perception could 
not be further from the truth. 

The urbanization and suburbaniza-

water use. About one-half of the land 
cleared or disturbed for development 
is covered by impervious surfaces such 
as roads, roofs, and parking lots and is 
a significant contributor to the current 
"water crisis." Landscape, also known as 
urban agriculture, has become the best 
method for addressing these problems. 

Landscapes are critical to water man-
agement and storage in an urban envi-
ronment. Lawns, ground covers, vegeta-
tion and even hardscapes are crucial to 
managing ground water and assist in 
retention, filtration and purification of 
a watershed. Vegetative systems also 
increase the urban forest, remove C02 
from the air, reduce the urban heat ef-
fect, improve air quality, reduce stream 
pollution, provide critical wildlife habi-
tats and provide a more aesthetically 
pleasing and sustainable environment. 
All of this is essential to maintaining 
good environmental health and a good 
quality of life. 

A properly installed landscape is also 
important because vegetative landscap-
ing is required at any land-disturbing 
activity. Inadequate landscape and plant 
health can create additional irrigation 
and storm water costs for the public as 
well as flooding, pollution and erosion 
for surrounding properties. Fall and 
winter temperatures provide the opti-
mum growing season for much of this 
vegetation, permitting several months 
of vigorous root growth, in turn requir-
ing much less water in times of drought 
and allowing years of healthy growth. 

Another perception problem with 
water is that few people understand 

There are 61 counties in North 
Georgia facing watering bans. 

their own water use. Residential water 
use represents roughly 50% to 65% of 
all water use. Indoor water use is typi-
cally 80 percent of all residential water 
use-washing dishes, clothes, humans, 
and pets or meeting basic plumbing 
needs. On an annualized basis, out-
door water use only accounts for ap-
proximately 20 percent of all residential 
water use. An outdoor watering ban 
does nothing to limit most residential 
water use and waste - which happens 
inside the home. So no one should ex-
pect an outdoor watering ban to have 
much of an impact on the current water 
crisis. An outdoor watering ban only ad-
dresses the most visible element of the 
water use, not the crisis itself. 

The watering perception problem 
also creates a huge economic problem 
for one of Georgia's largest and most 
vibrant industries. Urban agriculture in 
Georgia represents more than $8 billion 
in sales with 7,000 companies and more 
than 80,000 employees. The industry 
includes retail garden centers, floricul-
turists, turf grass and sod growers, the 
nursery and horticulture industry, land-
scape architects, landscape installation 
and maintenance, green wholesalers, 
florists and golf courses and their re-
lated businesses. It is the second largest 
agriculture industry in Georgia, just 
behind poultry and larger than all food 
and fiber production in the state. 

— The author is Vice President of the 
Georgia Urban Agriculture Council. Con-

tact her at www.maltalandscape.com/ 
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OVER TIME, YOU'VE SEEN A NUMBER 
OF GREAT THINGS GET EVEN BETTER. 

Another one of these things is the family of Dimension® specialty herbicides from Dow AgroSciences. 
Our new Dimension 2EW liquid formulation is an easier-to-use, low odor formulation that can now be 
sprayed over the top of ornamentals. Plus, it offers everything you've always counted on from past 
sprayable formulations of Dimension and Dimension on fertilizer. You get broad-spectrum control of 

crabgrass and other grassy and broadleaf weeds all season long. You also get postemergence control on 
newly emerged crabgrass. And it never stains. With the service and support of Dow AgroSciences, you 

can count on the family of Dimension specialty herbicides to be a great thing that just keeps getting better. 

www.DimensionHerbicide.com 'Trademark of Dow AgroSciences LLC State restrictions on the sale and use of Dimension specialty herbicide products apply. 
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Partnering with 
IRRIGATION 

CONSULTANTS 
As irrigation technology gains 
more importance, landscape 
contractors will need to form 
relationships with water experts 

BY LUKE FRANK 

Try to define 
the relation-
ship between 
landscape 
contractors and 
irrigation con-

sultants and you'll realize it's 
very much like family. Some 
get along great; some manage 
to tolerate each other and 
there are those who prefer 
not to interact. But those at 
the top of their game do hold 
professional respect for their 
counterparts. 

We spoke with Dan Ben-
ner, an irrigation consultant 
in the Southeast where recent 
severe drought combined 
with hungry urbanization 
have really smacked the 
industry with a one-two 
punch; and Ivy Munion, a 
consultant in California who 

has witnessed a more gradual 
reaction over the years to 
these same influences, but 
with no less urgency. Each 
has a unique perspective, but 
with a common denominator 
- when consultants and con-
tractors work together, good 
things happen. 

"In most instances, we're 
professional allies," explains 
Benner, president of Hydro 
Environmental Inc., in Ma-
rietta, GA. "When we work 
together, we get a feel for 
how reliant we are on one 
another to make a project 
successful and profitable. 
There's no room or time 
for animosity." 

Munion, principal 
with The I.S.C. Group 
Inc., in Livermore, CA, 
agrees. "Open com-
munication is the key 
between consultants and 

installation and maintenance 
contractors," she insists. "We 
need face-to-face contact 
with one another. They know 
their site's opportunities and 
limitations, and we can pro-
vide direction, tools and con-
tacts to address these factors." 

A dream team 
A reputable contractor and 
irrigation consultant can 
make for a solid team effort. 
In addition to a consultant's 
technical expertise in water 
resources and delivery, irriga-
tion consultants can become 
a valuable liaison to the client. 

"We want to protect good 

landscape contractors from 
other low-balling contrac-
tors," Benner says. "Inde-
pendent irrigation consult-
ants become advocates for 
all parties to get to the finish 
line with the best product 
for the client." 

Oftentimes a consultant 
becomes this critical liaison 
between contractor and 
owner out of sheer necessity. 
"Owners can have unrealistic 
ideas of what tasks or services 
a contractor should perform 
or be held accountable for," 
he explains. "A third party 
helps, and we can become 
the go-betweens who explain 
each party's roles; help to 
justify upgrades with water-
use reports and water and 
soil quality inputs; and justify 
expenditures through system 
performance analyses and 
quantified water budgets." 

continued on page 35 
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2008 TURF 
EARLY ORDER PROGRAM • - B A S F 

The Chemical Company 

The BASF Early Order Program provides significant savings to Turf Professionals and an advantage on current pricing 
prior to scheduled price increases which will be effective on December 15th, 2007. Turf Professionals should complete 
this form and provide it to their agent to execute the order. Note: Agent Sales Representative - Keep this original 
form for your records and make a copy for the end user. 

PRODUCTS: 
The following products are eligible for the 2008 Early Order Program (EOP): 

Insignia 
F U N G I C I D E 

• Controls key turf diseases 
for up to 28 days. 

• Delivers better control of 
the top 5 diseases. 

• Is rainfast within one hour. 
• Suppresses dollar spot. 

• Controls a broad spectrum 
of diseases including 
anthracnose, brown patch, 
take-all patch, summer 
patch and dollar spot. 

• Can be used whenever you 
need it, even during summer 
stress periods. 

Emerald 
F U N G I C I D E 

• Controls dollar spot for 14 
to 28 days with a single 
application. 

• Delivers better dollar 
spot control in bentgrass 
and other dollar-spot 
susceptible turfgrasses 
than other fungicides. 

• Gives superintendents 
a true resistance-
management tool. 

• Economically controls 
dollar spot and eight other 
diseases including brown 
patch, leaf spot, red thread 
and melting out. 

• Is safe to use on all cool-
and warm-season grasses 
at any stage of growth. 

• Lowers labor and materials 
costs through effective 
control and long residual. 

• Virtually no odor. 
• Reduced staining potential. 
• Increased ease and 

flexibility of handling, 
mixing and cleanup. 

• Improved storage stability 
and environmental profile. 

• Now in a new 15 gal. drum. 

DATES: 
October 1, 2007 to December 14, 2007. In order to qualify for the BASF Turf EOP, products must be purchased 
and delivered between the program dates. 

DETAILS OF OFFER: 
The Turf Professional must purchase a minimum of $4,000 dollars of eligible BASF products to qualify through one 
authorized BASF agent. 

TERMS: 
All orders invoiced between October 1, 2007 and December 14, 2007 will receive June 13, 2008 terms. 

The Turf Professional will receive an incentive on the total invoiced dollar volume of qualified products purchased 
from an authorized BASF T&O agent. All incentives will be issued to the qualifying agent who processed the 
order. The incentive will appear as a credit on the Turf Professional's account 
with their agent. 

QUALIFYING INFORMATION: 
• Incentive will be based upon reported sales from the 

BASF T&O agent. 
• This program applies only to end-user Turf 

Professionals (Golf, L&L, Sports Turf and Sod Farms). 
• The Turf Professional incentive is not cumulative. 
• Cumulative sales for one customer will qualify if ordered between program dates and from one authorized agent. 
• Orders for multiple courses that are owned or managed by one payer can be combined and rewarded at the highest 

level of qualifying incentive. Orders must be submitted through the normal reporting process. Notification of combined 
qualification needs to be supplied to BASF no later than January 31, 2008. 

I N V O I C E D D O L L A R S INCENTIVE 

$ 4 , 0 0 0 - $ 9 , 9 9 9 3 % 
S 1 0 , 0 0 0 - $14 ,999 4 % 
$ 1 5 , 0 0 0 - $19 ,999 5 % 
S 2 0 , 0 0 0 + 7 % 

BASF reserves the right to cancel or modify this program at any time. 

^Trinity 
FUNGICIDE m 

CuralanEG pehid 



PROGRAM 
ORDER FORM betterturf.com 

800-545-9525 

P r o d u c t Pr ice P a c k a g e 
S ize 

Order 
Quant i ty 

Total Dol lar 
P u r c h a s e s 

% Incent ive 
E a r n e d 

$ Incent ive 
Earned 

INSIGNIA* 
Fungicide $1,044/case 3 x 2.4 lb. cases $ 

• 
INSIGNIA* 
Fungicide $1,392/case 4 x 2.4 lb. cases $ $ 

INSIGNIA* 
Fungicide $3,024/case 3 x 7.2 lb. cases $ $ 

T R I N I T Y M 

Fungicide $1,475/case 2 x 2.5 gal. cases $ $ 

E M E R A L D * 
Fungicide $1,323/case 10 x .49 lb. cases $ $ 

CURALAN® 
Fungicide $957/unit 12x2.7 lb. 

(33 lb. keg) 
kegs $ $ 

PENDULUM® 
A Q U A C A P " 

Herbicide 
$693.75/unit 15 gal. drum drums $ $ 

TOTAL $ % s • 
Note: California users are subject to applicable mill taxes. 

I N V O I C E D D O L L A R S INCENTIVE 

•-BASF 
The Chemical Company 

S 4 , 0 0 0 - $ 9 , 9 9 9 3 % 

$ 1 0 , 0 0 0 - $ 1 4 , 9 9 9 4 % 

$ 1 5 , 0 0 0 - $ 1 9 , 9 9 9 5 % 

$ 2 0 , 0 0 0 + 7 % 

(Please provide the following information to your agent sales representative) 

A G E N T 

Contact Name 

Title 

Agent 

Street / P.O. Box 

City / State 

Phone 

E-mail 

T U R F P R O F E S S I O N A L 

Contact Name 

Title 

Business Name 

Street / P.O. Box 

City/State 

Phone 

E-mail 

Always read and follow label directions. 
Curalan. Emerald. Insignia and Pendulum are registered trademarks and AquaCap and Trinity are trademarks of BASF. 
©2007 BASF Corporation. All rights reserved 

PO# (If needed) 
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No mixed loyalties 

"Ultimately a consultant's loy-
alty is to the owner, but our 
roles in project permitting and 
documentation, and construc-
tion supervision, mean that if 
the contractor has a great idea 
or a legitimate concern, we 
need to effectively communi-
cate that to the client." 

Another component 
of communication that 
Munion emphasizes is leav-
ing the contractor with 
important contact informa-
tion. "We've been putting 
manufacturer and distribu-

and installation contractor, 
and installation contractor 
and landscape manager." 

Got water? 

Increasingly, irrigation con-
sultants are being hired to 
develop new water sources. 
"We're pretty versed in 
comprehensive water-use 
reports," Benner points 
out. "Basically, we employ 
seasonal rainfall and eva-
potranspiration inputs into a 
pretty comprehensive report 
to determine the worst-case-
need scenario and then locate 
sources of water that can 

We get a feel for 
how reliant we are 
on one another. 

— Dan Benner, president, 
Hydro Environmental Inc. 

tor contact information on 
the plans themselves, so 
the contractor has direct 
access to the folks with the 
most knowledge about their 
specific products," she says. 
"One of the biggest down-
falls in system installation 
and maintenance is a lack of 
technical information. 

"Irrigation equipment is 
changing rapidly. There's a 
disconnect between people 
incorporating new products 
into their designs and the 
people who end up using 
them. There needs to be bet-
ter communication and train-
ing between manufacturer 
and consultant, consultant 

serve the site for each par-
ticular time of year. 

"Right now in the South-
east, we have a total water 
ban," he continues. "And we 
have to plan for such contin-
gencies. We have to plan for 
watering restrictions from 
the start. Irrigation consult-
ants have been developing 
alternative water supplies for 
decades. A good water-use 
report will show what the 
site demands will be at instal-
lation, and in the near and 
distant future. 

From those water-use 
reports, consultants can de-
velop cost-efficiency reports, 
which helps to justify capital 

development up front. "If we 
demonstrate through our cal-
culations that an alternative 
water supply project can pay 
for itself in three years, most 
property owners will go for 
it," Benner explains. "We also 
can factor in the expense of 
a landscape investment that 
could go dry in the future. 
We can help to sell it." 

For example, property 
owners might want to drill a 
well. It can be expensive, but 
when considering installing a 
$300,000 landscape, $20,000 
for a well might not look so 
bad. Moreover, many cities 
are way behind in develop-
ing infrastructure for treated 
wastewater resources. Ir-
rigation consultants can help 
with the needed permitting, 
acquisition, delivery and stor-
age of treated wastewater. 

Accountability 

Over the past decade, water-
use accountability has spread 
its tentacles across the coun-
try. Larger projects require 
extensive evaluation and jus-
tification for water resources, 
and efficient irrigation system 
performance must match a 
formula of climate, weather, 
exposure, soil, plant and 
water parameters. 

"When an irrigation con-

sultant conducts the field 
work, crunches the calcula-
tions and matches a system 
to the site, we are essentially 
entering a contract with the 
client that very specifically 
quantifies resource needs 
and forecasts consumption," 
Munion says. "Business deci-
sions are made on such data, 
and if our numbers don't 
hold, we're accountable." 

Contractors should know 
that consultants are always 
watching their sites. More 
and more they're coming out 
to perform inspections and 
sign-off on installations. 

"Independent irrigation 
consultants don't design 
irrigation systems to sell 
product; we design systems 
for long-term irrigation per-
formance," Benner concludes. 
"Consequendy, our systems 
generally involve more 
product to assure long-term 
efficiency and durability. We 
detail the system so that op-
eration, care and service will 
be minimal to the end user. 
That benefits the supplier 
and the contractor, and a 
good contractor wants a qual-
ity system to work with. " lm 

— The author is a freelance 
writer who knows the irrigation 

industry. Contact him at 
lukefrank@comcast. net. 

Ivy Munion works 
with contractors to 
ensure clients receive 
the best solution. . 



1Dumper 201 

The Dumper 201 from 
Grillo hauls the heavy loads with 
ease in uneven terrain taking 
the stress off of the arms, back, 
shoulders and legs. The Dumper 
201 is powered by a 6-hp Briggs 
& Stratton Commercial engine 
or 5.5-hp Honda GCV engine; 5-
speed transmission with reverse; 
large, wide 16-in. Ag-type pneu-
matic tires with anti-puncture 
sealant and the Quick Dump 
Latch for easy front dumping. 
The 4.6-cu.-ft. bucket lets you 
haul up to 440 lbs. on flat terrain 
and up to 330 lbs. on slopes. The 
Dumper 201 has 360-degree 
pivoting rear wheels for easy ma-
neuvering in tight areas. 
Contact Grillo at 503/675-9800 
or grillo-eurosystems.com I 
circle no. 250 

2 Wider Stander 

Wright Manufacturing's 
Stander ZK combines the ben-
efits of a mid-mount zero-turn 
mower with the traditional 
Wright Stander. The ZK features 
wider deck widths of 52 in. to 
72 in. The ZK is powered by 
engines up to 37 hp. Decks are 
deeper; wheels are larger; and 
fuel capacity is greater. The ZK 
offers low center of gravity for 
hillside stability and shorter over-
all length for added maneuver-
ability. The ZK is also equipped 
with Wright's Rapid Height 
Adjustment, which lets the op-
erator quickly raise or lower the 
cutting height without getting 
off the mower. 
Contact Wright Manufacturing 
at 301/360-9810 or visit www. 
wrightmfg.com I circle no. 251 

3 New Mule 

Green Industry Innovators 
launched six new models of the 
Mulch Mule. The redesigned 
Mulch Mule saves time and 
labor in transporting and dis-
tributing landscape materials 
including mulch, top soil, com-
post, peat, loam, sand and now 
also stone and rock. The 
redesigned model features 
direct drive hydraulic motors 
operating all functions. A rust-
free aluminum frame with high-
density composite floor and side 
walls makes it lighter in weight, 
yet increases overall load capac-
ity by 1,200 lbs. The walking 
floor speed has been increased 
to unload in 45 seconds. 
Contact Green Industry Innova-
tors at 330/875-0769 or www. 
mulchmule.com I circle no. 252 

4 Compact chipper 

Pequea's Champion 
CX-851 chipper clears fallen 
branches and other wood debris 
quickly by shredding them into 
chips for mulching or quick dis-
posal. The compact chipper's 19-
in. feed roller operates with trac-
tor hydraulics and uses a control 
valve to regulate the roller speed 
for more efficient chipping. The 
CX-851 's hydraulic feed system 
has a 22-in. feed height and 
36-in. by 36-in. hopper opening 
that eats up branches without 
difficulty. The compact chipper's 
8-in. top discharge chute rotates 
360 degrees, and its adjustable 
deflector directs wood chips into 
a compost pile or onto a truck. 
Contact Pequea at 866/684-0393 
or www.pequea.com I circle 
no. 253 
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HOT NEW PRODUCTS 
Innovations 
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IT'S Y O U R B U S I N E S S . IT'S Y O U R R E P U T A T I O N . 
THAT'S WHY IT S H O U L D BE OUR E N G I N E S . 

When we say our engines are true commercial-grade, you can believe it. Backed by 
innovative engineering, Kawasaki engines deliver the power, durability and reliability landscaping 

businesses demand. Some of our engines utilize our v-valve technology which creates a hemispherical 
combustion chamber that sets the standard for performance and emissions demanded by the commercial 

user - that means less stress on the engine and more environmentally friendly operation. So if your 
reputation rides on performance, choose the engine with the power to perform. 

Find your authorized Kawasaki dealer at www.kawpowr.com, or call 800-433-5640. 

C o m m e r c i a l G r a d e . K a w a s a k i M a d e . 

Kawasaki 
Engines 

T H E C R I T I C A L COMPONENT 

Engines 
Circle 124 

http://www.kawpowr.com


TECHNOLOGY NEW MARKETING IDEAS 

If C rea t ing and starring in your company's 
next commercial is a little daunting, you might 
consider starting your own Corporate podcast. 

Now starring on YouTube. 
BY TYLER WHITAKER 

Lately I've noticed three very dif-
ferent, but related things about 
my life. I love my digital video re-
corder (DVR). I don't listen to the 
radio much. And I have no idea if I 
have a current copy of the Yellow 
Pages. Now, don't get me wrong. I 

haven't gone and buried my head in the sand. And 
the effect of these seemingly unrelated items is that 
my consumption of traditional advertising is way, 
way down. Companies wanting to sell me their 
products and services really need to get creative. 

So, why do I love my DVR? Because when I 
watch TV, I can watch whatever I want, whenever 
I want. But what originally sold me on the technol-
ogy was the ability to fly past commercials. When it 
comes to radio, my commute just isn't long enough 
for radio ads to get much playtime — not to men-
tion the commercial-free satellite radio options now 
available. And the Yellow Pages have been replaced 
by a Google toolbar in my Web browser and my 
radio by podcasts (short audio programs) that I've 
downloaded from the Web. 

I have noticed, however, that I am spending 
more time reading the ads on the industry Web 
sites and in the blogs that I frequent. I also receive 
a number of trade magazines and email newsletters 
where the vertical focused advertising is directed 
toward things I'm interested in. So what should 
your company do to reach my demographic? The 
answer is simple: Be where your customers are. 

One of the more entertaining examples of using 
technology in this respect comes from BlendTec 
(www.blendtec.com). Instead of running TV ads, 
BlendTec is using YouTube (www.youtube.com) to 
distribute videos of their blenders mixing up every-
thing from golf balls to iPods. These viral videos have 
taken this company's product to new consumers. 

Now, if creating and starring in your company's 
next commercial is a little daunting, you might con-
sider starting your own corporate podcast. It could be 
a weekly discussion about the benefits of your prod-
ucts and services. Or you might talk about other local 
or industry related topics that would be of interest 
to your customers. The key is to provide valuable 
information in a short and entertaining format. 

Once you have your content in place, the next 
step is to get your potential customers to find it. 
Start by finding out what Web sites they frequent. 
You need to find the industry and local Web sites 
that sell advertising or will do a review of your 
video or podcast. Don't forget blogs. The more 
focused on your desired customer the better. Get-
ting links and articles from these Web sites will help 
your search engine rankings, which in turn will help 
more potential customers to find you. 

To be clear, continue to use traditional advertis-
ing methods. My counsel here is to broaden your 
horizons and try to add some of these new technol-
ogies to your marketing plan. Most of the time the 
cost is minimal and the reward could be huge. 

— The author is a freelance technologist focusing in 
business automation. Contact him at 801/592-2810 

or visit his blog at www.tylerwhitaker.com 

r r r i n E B T i 
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Zip It Up! 

G p b i / G D R c J o n 

c o n p o n a t i o n 
An Employee-Owned Company 

800-821-7925 pbigordon. com/transfilm 
Transfilm® is a registered trademark of PBI/Gordon Corp. 
ALWAYS READ AND FOLLOW LABEL DIRECTIONS 00478 
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Zip up your plants for maximum winter protection. 
TransFilm Anti-transpirant coats plant tissue to 
minimize moisture loss from winter desiccation 
and provides protection from salt damage. Tank 
mix with repellents and protect woody ornamentals 
from rabbit and deer damage. This winter, zip it up! 

• Anti-transpirant and sticker 
• Uniform emulsion 

• Resists peeling and cracking 

• Extends repellent activity 



LM Reports 
YOUR GIMDE TO PRODUCT RESEARCH 

trend that began more than 20 
M ^ L years ago continues to fuel 

m » one of the fastest growing 
^ B B B ^ k segments in outdoor power 

E V equipment. 
According to reports from Power 

Product Marketing, a market research 
and consulting firm that closely follows 
trends in the utility vehicle industry, 
this segment more than doubled from 
2001 when 100,000 utility vehicles 
were sold, to 230,000 units shipped for 
the 2006 model season. 

Dave Crocker, Power Products 
Marketing senior partner, says the ever-
increasing versatility of these machines, 
along with the expansion of the overall 
buyers' market, has increased demand 
for these nifty transporters. 

"Five years ago, 60% of utility vehi-
cles were sold to commercial businesses 
and government entities for commer-
cial-grade work," says Crocker. "Today, 
only 30% of the units sold are used for 
commercial-grade work and approxi-
mately 70% of vehicles are sold to in-

dividual consumers for outdoor chores 
and recreational purposes." 

Kevin Lund, John Deere utility vehi-
cle group product marketing manager, 
says a majority of customers are looking 
for a utility vehicle that provides excep-
tional crossover performance. 

"People want to work hard and play 
hard with their vehicles," explains Lund. 
"They want comfort, power, stability, 
acceleration, and the ability to do work 
and the capability to operate in all types 
of terrain." 

When shopping for a crossover util-
ity vehicle, Lund says to consider the 
following: 
• Versatility: Make a list of how you'll 
plan to use your vehicle and make sure 
that the unit has the power, performance, 
attachments and accessories you'll need. 
• Comfort: An independent rear sus-
pension provides a smooth ride, and 
creature comforts, such as A/C and cab 
enclosures further enhance the driving 
experience. 
• Speed: If work requires you to keep 
a leash on your speed, consider a speed 
limiter kit that allows you full power 
and acceleration while locking out top 
speeds to around 20 mph. Also test the 
vehicle for creepability performance to 
make sure that it doesn't jump or lurch 
when operated at very low speeds. 
• True 4WD: The operator can select 1-, 
2-, 3-, or 4-wheel-drive operation, to 
optimize for turf friendliness or for rug-
ged terrain. 
• Suspension: A utility vehicle with an 
optimized suspension provides stability, 
and better handling when loaded to 
full capacity. 

Lund adds that your local equipment 
dealer can help you through the deci-
sion-making process. 

— Liz Suter-Vati Leer, Senior Public 
Relations Account Executive, Osborn &c 

Barr Communications 

continued on page 42 
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Bullseye o n craLgrass, sedgfes and broadleaf weecb 

Finally, you can target three m a j o r lawn problems in one r o u n d . New E c h e l o n herbic ide 

f r o m F M C del ivers u n m a t c h e d preemergen t con t ro l of crabgrass, sedges and broadleaf 

weeds. 1 hat's right, we said p reemergent sedge and broadleaf con t ro l with your crabgrass 

herbicide. S o m e call it g round-b reak ing . N o a rgumen t here. 

Hclielon. hxpect Alore. 

J*avs read and follow label directions F M C and Echelon are trademarks of F M C Corporation 
52007 F M C Corporation All rights reserved FSP-060601 10/07NK 

FMC 
F M C P r o f e s s i o n a l S o l u t i o n s 

1-800-321-1FMC • fmcprosolutions.com 
Echelon 

H E R B I C I D E 
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AM/FM/CD player and speakers 
in hard cab. Kubota also offers its 
hydraulic tool system on the utility ve-
hicle, which allows the operator to oper-
ate one of nine different available hydrau-
lic power tools off of the back of the RTV. 
Contact Kubota Tractor Corp. at 888/4-KUBOTA 
or www.kubota.com I circle no. 255 

continued from page 40 

Cub Cadet 4x4 
Cub Cadet's 4x4 Utility Vehicles are rugged 
and hard working on the job and smooth 
and fun-loving off-road. They come with a 
choice of 20-hp Kohler V-Twin or Cat die-
sel engines. A 4-wheel, fully independent 
double A-arm suspension and a wide stance 
offers increased stability on rough terrain. 
The tight curb-to-curb turning diameter and 
rear anti-sway bar provide superb cornering 
at faster speeds. High back bucket seats pro-
vide operator comfort and reduce stress. It 
also features 14.4 cu. ft. cargo box volume. 
Contact Cub Cadet Commercial at 330/225-
2600 or www.cubcadetcommercial.com 
/circleno. 254 

Kubota 
Kubota's RTV900 utility vehicle is designed 
for heavy-duty use with its liquid-cooled, 
three-cycle Kubota diesel engine, hydrostatic 
transmission and 1,600-lbs. payload. New 
for 2007, the RTV900 features a deluxe hard 
cab with factory pre-hung doors, thermo-
formed roof and door panels, sound-proof-
ing lowers noise level to 84 dBA, standard, 

Bobcat 
Bobcat Co.'s 2300 4x4 utility vehicle can 
mow, sweep, and move materials with its 
RapidLink attachment system. The remov-
able attachment arm can lift loads up to 500 
pounds as high as two feet with five specially 
designed attachments, including a bucket, 
mower, pallet fork, snow blade and whisker 
push broom. Users operate and change 
attachments from their seat with joystick 
control. The 20-hp vehicle includes Bobcat's 
IntelliTrak drive system for maximum traction 
while traversing hills or traveling soft terrain. 
The 4x4 reaches up to 25 mph. 
Contact Bobcat at 866/823-7898 or 
www.bobcat.com I circle no. 256 

ASV 
The ASV Scout SC-50 is the only rubber-
tracked utility vehicle on the market. With 
2.5 psi under the tracks, the Scout has 
less impact on the ground than a person 
on foot. The undercarriage features the 
same Posi-Track technology used in ASV's 
earthmoving equipment. The combination 
of suspension, all-rubber track, 10 rubber 
wheels that disperse weight across a 15-in. 
wide track and a uniquely designed sprocket 
with roller system provide the machine with 

a smooth, quiet and efficient operation. The 
Scout offers travel speed up to 11.5 mph 
and 30 gallon fuel capacity. 
Contact ASV at 218/327-3434 or www.asvi. 
com I circle no. 257 

Columbia ParCar 
The Scout S10G is tough enough for ex-
pansive job sites and rugged terrain yet 
gentle on groomed turf. Aggressive tread 
tires allow for "go anywhere" scouting. An 
optional heavy-duty front rack increases the 
rated capacity to 1,000 lbs. It also features a 
gasoline engine and rear tubular steel bum-
per with integrated receiver hitch. 
Contact Columbia at 800/222-4653 or 
www.parcar.com I circle no. 258 

Bush Hog • 
Bush Hog utility vehicles deliver a smoother 
ride — 49% smoother than a leading com-
petitor — to make short work of long days 
and rough terrain. Double CV joints at each 
wheel stand up to punishment with longer 
wheel travel to reduce vibration. More torque 
reaches the ground because wheels stay on 
the ground, more torque is transmitted to the 
wheels, rear wheels grip better in turns. Bush 
Hog's Trail hand Series totes rectangular hay 
bales in cargo bed Handles oversized loads 
on optional flatbed. Vehicle payload capacity 
reaches 1,500 lbs. and can tow 1,500 Ibs.-
plus. Four-wheel drive available. 
Contact Bush Hog at 334/874-2700 or 
www.bushhog.com I circle no. 259 

continued on page 44 
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Shorter visits and liigfher profits. 

It s our a im to please. 

The secret to a great performance is in the follow through. H i t crahgrass, sedges and 

hroadleaf weeds wi tk Echel on herbicide in the lirst round, and you'll use fewer chemicals 

and spend less t ime on your next scheduled treatment. Plus, there are two formulat ions 

of Echelon for your convenience, Echelon sprayable and Echelon on fertilizer. It's just 

one way to score more profits. 

Echelon. Expect More. 

fMC 
FMC Professional Solutions 

[1-800-321-1 FMC • fmcprosolutions.com 
Echelon 

H E R B I C I D E 
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taays read and follow label directions FMC and Echelon are trademarks of FMC Corporation 
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low-maintenance, hands-free automatic 
transmission and simple controls promises 
safety and maximum ease of use. 
Contact TimberWolf at 800/340-4386 or 
www.powerwolf.com I circle 261 

tow up to 1,200 lbs. with an optional tow-
ing hitch. Braking power is provided by four 
hydraulically operated, self-adjusting drum 
brakes sealed for protection. 23-in. tires pro-
vide maximum traction over all surfaces. 
Contact Kawasaki at 800/661-7433 or 
www.kawasaki.com I circle no. 264 

e-ride 
e-ride Industries' exv2 is a two-passenger 
neighborhood electric vehicle with optional 
removable windows, rear enclosure, tool 
boxes and removable tail gate. The environ-
mentally friendly, reliable and virtually main-
tenance-free utility vehicle has a range of 
about 60 miles, zero emissions and simplified 
maintenance procedures. The evx2 is street 
legal on roads with speed limits up to 35 
mph. At a cost of about 1.5 cents per mile, 
the evx2 can be used in a variety of settings, 

including campgrounds, park areas, golf 
courses, sports fields and neighborhoods. 
For more information contact e-ride at 
800/950-4351 or www.e-ride.com I 
circle no. 265 

Jacobsen 
The Cushman Turf-Truckster features: 2,850-
Ibs. payload; steel or poly dumping beds 
available; choice of transmissions — auto-
matic 3-speed transmission available; dash-
mounted shifter for automatic, 4-speed, or 

continued on page 46 
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Club Car a 
Club Car's Carryall 295 4x4 series commercial 
utility vehicles are equipped with powerful 
engines, on-demand all-wheel-drive capabil-
ity and a host of industry-exclusive features. 
The Carryall series boasts a fully-automatic 
hydraulic-powered quick-change attachment 
system and features Club Car's IntelliTrak 
true-all-wheel-drive system. By continually 
sensing driving conditions, it automatically 
engages and disengages all-wheel-drive 
without requiring the driver to stop, shift 
gears, push buttons or lock differentials. 
Contact Club Car at 800/258-2227 or 
www.clubcar.com I circle no. 260 

Land Pride 
Land Pride's 10 Series Treker takes traction 
capabilities to another level. An auto-lock 
rear differential senses wheel slippage, in-
stantly locking the differential for traction 
capability. The rear differentials also have 
built-in overrunning clutches to minimize 
turf damage. Four-wheel independent 

suspension offers a smooth ride, and the 
cargo box design has a ribbed bottom and 
removable sides for flatbed capability. It also 
features a 20-hp V-twin air-cooled Honda 
engine and comes in 2- or 4-wheel drive. 
Contact Land Pride at 888/987-7433 or 
www.landpride.com I circle no. 262 

TimberWolf 
Timberwolf Corp.'s PowerWolf is a utility ve-
hicle designed for ease of use and versatility 
in gardens, stables, barns, garages-anywhere 
you need to go. Engineered as a "work-
horse" vehicle, the PowerWolf offers a load 
capacity of up to 1,200 lbs. and a short 9 ft. 
turning radius. The Power Wolf's safe, stable 
and vision-friendly design features the only 
electric front dump on the market today. The 
traditional steering wheel combined with 

Steiner 
The versatile Steiner UtiliMax is a utility ve-
hicle and tractor combined. It has more than 
25 Quick-Hitch attachments. A liquid-cooled 
34-hp turbo diesel engine provides plenty 
of power. Comfort features include a tilt 
steering wheel, easy on/off access, and user-
friendly controls. 
Contact Steiner at 888/922-TURF or www. 
steinerturf.com I circle no. 263 

Kawasaki 
The Mule 3010 Trans 4x4 allows the driver 
to transform it from a 4-passenger 4x4 to 
a 2-passenger 4x4 with an extended cargo 
bed. It has a cargo capacity of 400 lbs. in 
4-passenger mode, and 800 lbs. with the 
cargo bed extended forward. It can also 

http://www.powerwolf.com
http://www.kawasaki.com
http://www.e-ride.com
http://www.clubcar.com
http://www.landpride.com


Customer satisfaction is your target, and ours. 

Score higf witl i Echelon. 

At the end of the day, customers want results. I hat's our specialty. By controlling 

preemergent crahgrass, sedges and hroadleaf weeds, new Echelon herbicide delivers 

customer satisfaction. Plus, it leaves you with shorter, easier and more efficient 

follow-up visits. I hat's a win-win in our hook. So get in the game with Echelon. 

Echelon. Expect More. 

tae.s read and follow label directions FMC and Echelon are trademarks of FMC Corporation 
17 FMC Corporation Ail rights reserved FSP-064401 10/07NK 

FMC Professional Solutions 
^•800 321-1 FMC • fmcprosolutions.com 

Echelon 
H E R B I C I D E 
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Stratton Daihatsu engine. The heavy-duty 
Workman provides more operator comfort, 
easily accessible controls, more value and a 
cutting edge design. The reliable utility ve-
hicles provide durability, up to 2,725-lb. ca-
pacity and a rugged, long bed design. Ther 
is also a variety of Workman attachments. 
Contact Toro at 952/888-8801 or 
www.toro.com I circle no. 267 

LM Reports 

continued from page 44 
5-speed manual transmission. Gas engines 
for the Turf-Truckster are available in 32-hp 
EFI; 26.1-hp Diesel engine. With the hydrau-
lic drive system, auxiliary hydraulics come 
standard, with an optional high-output 
system. A heavy-duty PTO is available, along 
with many other options to choose from. 
Contact Jacobsen Golf & Turf at 
704/504-6600 or www.jacobsencorp.com 
I circle no. 266 

Toro 
The mid-duty Workman utility vehicle of-
fers extraordinary stability, traction and ride 
in your choice of gas and electric powered 
models. The mid-duty Workman features a 
16-hp Briggs & Stratton engine and up to 
1,650 lbs. total capacity. The new e2065 
Workman offers electric power for a quiet 
ride. Toro also offers heavy-duty Workman 
models, which feature a 26.5-hp Briggs & 

John Deere 
John Deere's new Gator XUV 4x4 utility ve-
hicle will be available at dealerships in March 
in electronic fuel injection gas and diesel ver-
sions. The Gator XUV features a True 4WD 
system with an on-demand locking front dif-
ferential for superior terrain capability. The 
Gator XUV features 11 -in. ground clearance 
and a new Advanced Suspension System 
that provides customers with a comfortable 
ride, even when tackling the most rugged 
terrain. Maximum cargo capacity is 900 lbs. 
for the cargo box, 1,300 lbs. total payload. It 
reaches a top speed of 30 mph. 
Contact John Deere at 800/537-8233 or 
www.JohnDeere.com I circle no. 268 

Husqvarna 
Husqvarna's HUV4421 GXP utility vehicle's 
"severe off-road" package upgrades the 
standard HUV4421 utility vehicle with 25-in. 

mud tires, a heavy duty brush guard, power 
tilt bed, nerf bars, differential guards with a 
skid plate belly pan and a sealed CVT for ex-
tremely difficult trail conditions. The power 
tilt bed carries 800 lbs. for quick dumping 
of mulch, firewood and other heavy cargo. 
Other features include all-wheel drive trac-
tion system, standard ROPS system: 4-wheel 
hydraulic disc brake system and corrosion 
resistant aircraft grade aluminum frame. 
Contact Husqvarna at 800/HUSKY-62 or 
www.usa.husqvarna.com I circle no. 269 

Polaris 
Whether you want to work or play, the 
2008 Polaris Ranger line up has something 
for everyone. With the ability to carry six 
people at a time and 1,750 lbs. of total pay-
load, the Ranger Crew is ideal for farming, 
ranching and hunting. With a 700 Twin EFI 
Polaris engine, the Polaris features exclusive 
Independent Rear Suspension, 44 mph top 
speed, True All Wheel Drive and dual under-
seat storage. For 2008, all Ranger models 
will feature Dual Bore Piston Brakes with 
30% more braking force, dashmounted 
parking brake and headlights 40% brighter. 
All EFI models' dash-mounted parking brake 
also includes shift interlock which prevents 
driving with the parking brake engaged. 
Contact Polaris at 800/765-2747 or 
www.polarisindustries.com I 
circle no. 270 

E-Z-GO 
With a 16-hp, 480cc, V-twin engine plus on-
demand locking rear differential, the EZ-GO 
ST-480 is ready to tackle those big tasks. It 
features a top speed of 17 mph, 800-lbs. 
payload capacity, 500-lbs. maximum bed 
load and flexible dent resistant cowl. 
Contact E-Z-GO at 800/241-5855 or 
www.ezgo.com I circle no. 271 

• Available in four 
different sizes 

• 8 to 40 gallons 
of liquid 

• 100 to 300lbs. 
of fertilizer 

L.TJIRICH P R O D U C T S , I N C . 
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BECAUSE ALL 
LAWNS ARE NOT 
TREATED EQUAL! 
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Utility vehicles aren't just for supplies and transportation anymore. The Bobcat® 2300 features the joystick 
controlled RapidLink™ mounting system - so you can keep it busy all day long and accomplish more from 
the driver's seat. A quick attachment change is all it takes to mow, move snow, sweep and carry materials. 

One Tough Animal 

1 866 823 .7898 ext . 732 WWW.bobcat.com/4x4 Ingersoll Rand 
Compact chicle Technologies 

IT JUST GOT 

Ci rc le 1 3 3 m 

http://WWW.bobcat.com/4x4


Increase Your 
Trimmer 
Productivity... 

and the NEW 
SPEED-FEED® 375 

• Re-load in 30 Seconds 
• Patented Bump-feed 
• Tough & Durable 
• Adapter Kits Available 

See the online demo at 
www.shindaiwa.com 
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TECHNOLOGY LONGER EQUIPMENT LIFE 

Think about it. When the 
warranty is voided, shouldn't 

that tell you something? 

Trimmer savers 
BY ALLEN SPENCE 

Your trusted hand held 
equipment repair 
dealer (you do trust 
him don't you?) just 
informed you that 
your piece of equip-
ment is junk. 

"I can't do anything with it. It's worn 
out" is the technician's statement. In 
disbelief you ask, "that trimmer is only 
six months old. Why didn't I get more 
service out of it?" 

Ever happen to you? Well, you're not 
alone. As a technician, I've heard other 
professional landscapers utter similar 
words many times. Below are a few 
pointers to help prevent you from hav-
ing to ever hear those words again. 

Let's start by saying that proper use 
and maintenance are both critical to 
equipment longevity. As a small engine 
and equipment repair instructor and 
equipment technician I've seen firsthand 
how a lack of maintenance and improper 
usage contribute to premature equip-
ment failure. 

Three big "no, no's" 
Three types of improper usage come to 
mind instandy: 
1. Incorrect size trimmer line 

2. No lower guard 
3. Using the trimmer to mow 

Using the correct size trimmer string 
is critical to the proper use and life of 
the trimmer. Too large a diameter string 
places additional load on the engine, and 
operating without a guard allows you to 
run the string at a longer than specified 
length. Trust me I have heard the argu-
ments. "I can trim longer before I have to 
service the head when I run the larger di-
ameter line."The other one is: "If I don't 
run a guard I can use longer lengths and 
cover more surface area." Both are cor-
rect statements. However, either of these 
conditions voids your warranty. Think 
about it, when the warranty is voided, 
shouldn't that tell you something? 

Most people use trimmers to mow 
steep inclines. Recent emissions laws 
have made purchasing a mower that can 
handle steep difficult. There is not a lot 
we can do about that except buy a trim-
mer that can handle the job. Yes, they do 
cost more, but you still have a warranty 
and a piece of equipment usable for 
more than spare parts. 

In these situations, improper usage 
amounts to a lack of maintenance. 

— The author is a turf equipment 
management instructor at Hinds 

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

shindaiwa 

Feed tr immer 
line through 
eyelet. ^ ^ 

Align arrow on 
knob with 
eyelet. 

Re-load by turning 
knob on head. 

Step 3 

Step 2 

Step I 

...with the 
SPEED-FEED 4 5 0 
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4 ABUNDANCE OF WORK BENEATH THE SURFACE IS THE FOUNDATION FOR TRUE GROWTH 

st as plants won't thrive without a strong root system below them, your business needs support behind it 
sustain long-term success and growth. Hortica has spent the last 120 years as a green industry advocate, 
:>viding business insurance and employee benefits for many horticultural industries. Now, businesses that 
nerate up to 100% of their revenue from landscape operations qualify for industry-specific insurance 
:>grams from Hortica. We will work with you to identify your needs and risks before designing a 
mprehensive, yet affordable insurance and employee benefits plan. 

hortica learn more, visit www.hortica-insurance.com 
call us directly at 800.851.7740. 
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INSURANCE & EMPLOYEE BENEFITS 
To guide and provide 

http://www.hortica-insurance.com


WATERING 
wisely level BY GREG EHMS 

Homestead Gardens 
provided Maryland 
parks with subsurface 
irrigation systems 
that conserve water 
and eliminate runoff 

s co-owner of Homestead 
Gardens, Davidsonville, 

K M MD, Brian Riddle's work-
load includes capital 

^ ^ ^ ^ ^ ^ ^ ^ expansion projects, 
J V land development and 
overseeing the company's information 
technology infrastructure — just for 
starters. This versatility and his 10 years 
of irrigation experience came to task 
when he took on his first subsurface irri-
gation installation. The project involved 
two Anne Arundel County parks, nine 
playing fields — and nearly 500,000 ft. 
of subsurface dripperline tubing. 

Homestead Gardens is one of the 
largest enclosed garden centers in the 
Baltimore/Washington D.C. metropoli-
tan area. In addition to a full-line garden 
store and a nursery with a wide selection 
of annuals, perennials, trees and shrubs, 
the company has a respected landscape 
design/build division. And — possibly 
unique in the entire Green Industry — it 
also maintains a small herd of llamas as a 
visitor attraction. 

Why subsurface? 
Homestead Gardens got involved with 
the irrigation project when Anne Arun-

TECHNOLOGY WATERLUf r^ i N DERG raUND • 

WATERING AT THE 
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del county leaders decided that subsur-
face irrigation would conserve water and 
eliminate the runoff of silt and other 
contaminants into neighboring Chesa-
peake Bay. With multipurpose fields that 
receive heavy, ground-compacting use, 
they also needed a system that wouldn't 
interfere with core aeration. 

Thanks to the mild 2007 winter, Rid-
dle completed the Davidsonville Park 
playing fields, each measuring about 
380 ft. x 220 ft., in about four weeks. 
Workmen installed tubing six inches 
deep in rows 18 in. apart. Their biggest 
challenge was working through all the 
material that wasn't supposed to be in 
soil since the area in which they worked 
had been a reclaimed sand and gravel 
pit, says Riddle. 

At Tickneck Park, another site where 
they worked, the soil composition was 
better, but Homestead Gardens' work-
men had to wrap up the day's work each 

day before football practice started. 
On this project, crews completed 

work in "stations" which meant opening 
a header supply trench, installing and 
connecting tubing, backfilling the header 
supply trench, tamping and relaying the 

sod each day. Crews completed three 
stations a day and left virtually no im-
pact. "If you didn't know something was 
going on, you wouldn't have seen any 
trace that we'd been there," says Riddle. 

For safety reasons, Riddle avoided 

B E E R . 
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S O M E T H I N G S Y O U P L A N T O B U Y 
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If you are in the market for software, 
chances are that sooner or later your 
solution will be QXpress. QXpress 
synchronizes seamlessly with your 
QuickBooks, provides accurate job 
costing, and gives scheduling and 
invoicing you can depend on. It is 
the only Green Industry software 
product awarded Gold Developer 
status by Intuit, makers of QuickBooks. 

Replac ing their or iginal purchase 
w a s not in t h e i r p l a n s . 

So, why do they switch? 

Take advantage of a personal web 
based demonstration with us. Tell us 
your goals, and we'll show you how 
QXpress will help you meet them. 

Plan to make a long term decision. 
Choose QXpress. 
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leaving barrier fences, exposed tubes, 
ground stakes or open holes. "When you 
pull tubes in," says Riddle, "tubes will stick 
out of the ground. We didn't want anyone 
getting hurt, so we pulled the tubes back 
under the ground and stake them down. 
When we got to the opposite end, we cut 
the tubes and plowed them under." 

Crews also removed their equipment 
from the fields every day. While this 
required an extra 20-mile haul, keeping 
students safe was essential. 

How it's done 
Crews installed Netafim tubing and used 
the Vermeer LM42 lawn plow with a 
multi plow blade attachment. "Had it 
not been for the LM 42,1 don't think 
that I would have had any interest in 
taking on a project like that because of 

the challenges of other installation meth-
ods," explains Riddle. 

The lawn plow pulls up to three ir-
rigation lines simultaneously at a prede-
termined depth and spacing determined 
by soil conditions. The plow blade 
attachment uses high-frequency vibra-
tion to cut through the ground and close 
up the channel around the dripperline. 
Three reels hold up to 1,000 ft. of tubing 
that spins through a feed shoot and is 
dispersed in the ground. A packer wheel 
recovers the trench after placing the 
product in the ground. 

Riddle saved time with the lawn 
plow. From Day One, crews put down 
up to 2.5 times more tubing than ex-
pected. Plus, this is the only installation 
method that provides uniformity of 
depth. Because tubes stay at a consistent 

depth, tubing isn't damaged during core 
aeration, or other field maintenance. 

Increasing environmental concerns 
will create new market demands. But 
business owners like Brian Riddle have 
proven those needs can be met effi-
ciently and cost-effectively, lm 

— The author is with Two Rivers 
Marketing, Des Moines, IA. Contact 

him at grege@2rm.com. 
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With fields that 
receive heavy use, 
Homestead Garens 
needed a system that 
wouldn't interfere 
with core aeration 
maintenance. 
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INTRODUCING ALOFT 
THE ONE-TWO PUNCH 

T M 

One - Bifenthrin provides quick 
knockdown of early-season adults 
and surface-feeders 

Knock out bugs with new ALOFT™ Insecticide. Nothing provides better, faster or 
longer control of white grubs, early-season adults (like annual bluegrass weevil, black turfgrass 
ataenius, billbugs and chinch bugs) and surface-feeders, including armyworms, cutworms and 

sod webworms. To learn more about the one-two punch of ALOFT, call 1 -800-761 -9397 
or visit www.arystalifescience.us/aloft. 

PERFORMANCE POWERED BY 

CLOTHIANIDIN Aloft 
Insecticide 

Always read and follow label directions. ALOFT, the ALOFT logo and "The One-Two Punch" slogan are trademarks of Arysta LifeScience North America Corporation 
The Arysta LifeScience logo is a registered trademark of Arysta LifeScience Corporation © 2007 Arysta LifeScience North America Corporation. AL0-031 

Arysta LifeScience 

Harmony In Growth 

Two - Clothianidin provides 
long-lasting systemic control of 
all white grubs 

http://www.arystalifescience.us/aloft


Project Portfolio 
^ CURB APPEAL / YARD AMENITIES / WATER FEATURE 

The design 
Minimize finished 
lawn areas and 
incorporate a large 
rear terrace into the 
natural surroundings. 

Project Requirements 
• Incorporate the property's 
steep ravine. 

• Protect and preserve the trees. 

• Develop vehicular and 
pedestrian routing that was 
both functional and appealing. 

Project Specifics 
The clients desired an outdoor 
environment to both entertain 
and relax. 

ABOVE A key view from the home to the terrace leads 
to the water feature. Using the same materials as the 
home and remaining proportionate to the large ter-
race, the water feature was designed to produce sound 
throughout the area. It was also designed to have mini-
mal surface area to reduce the amount of leaf litter. 

LEFT The recessed spa, seat wall and pergola outside 
the master bedroom and bath create a more personal, 
private area. 



RIGHT Back-terrace 
amenities were to 
include a spa, barbe-
cue, water feature, 
planters, and an art 
piece (pictured) the 
client had already 
procured. 

ABOVE Introduced to the project at 
an early stage, but after the home 
design was finalized, the firm was 
charged with the task of siting the 
home on the heavily wooded prop-
erty. The drive passes in front of the 
home with a drop-off landing to the 
front walk. 

Project Principal 
• Jeff Hershberger, David J. Frank 
Landscape Contracting, Germantown, Wl, 
www.davidjfrank.com 

• Sen/ices include commercial and resi-
dential landscape design build, contracting 
and management. It also offers renovation 
sen/ices, water management interiorscape 
and holiday decorating, and architecture 
and CAD/design graphics sen/ices. Sen/ices 
include commercial and residential land-
scape design build, contracting and man-
agement. It also offers renovation sen/ices, 
water management interiorscape and 
holiday decorating, and architecture and 
CAD/design graphics sen/ices. 

This project was a winner in PLANET'S 37th annual 
Environmental Improvement Awards program. 
For more information on the program, visit 
www.landcarenetwork.org. 

Walk landings reflect 
the home's architectural 
features. 

http://www.davidjfrank.com
http://www.landcarenetwork.org


LANDSCAPE OF THE MONTH 

The stunning water feature 
created by Waterfall Creations 
delights visitors at The Arbor 
Terrace in Fallbrook, CA 

BY JANET AIRD 

The Arbor Terrace water feature in 
Fallbrook, CA, is a popular location 
for special events such as weddings, 
anniversaries and civic events. 

Bob Jorgensen started building 
waterfalls in his backyard as 
a child. These days, he's the 
owner of Waterfall Creations 
Inc., Fallbrook, CA, and the 
winner of the California Land-
scape Contractors Associa-

tion's (CLCA) 2006 Trophy Awards first place 
award for water features. 

"I grew up with a love of waterfalls," Jorgensen 
says. "I loved watching water going over rocks." 

The Arbor Terrace project offers a stream 
almost 200 ft. long, multiple waterfalls and a 
large lagoon. The highlight is the triple waterfall, 
which consists of a center waterfall 18 ft. high, 
and smaller ones on either side, one measuring 16 
ft. high, and the other, 12 ft. high. It flows into 
the lagoon, which is 20 ft. by 30 feet. 

The Arbor Terrace Pavilion and gardens are 
on part of a large property called the Grand 
Tradition Estate, in Fallbrook, owned by the Mc-
Dougal family. Both are venues for special events 
such as birthday and anniversary parties, proms 
and chamber of commerce events and especially 
weddings, says Scott McDougal, the general man-
ager. They've held between 50 and 60 weddings 
this year. The Arbor Terrace is a new addition 
to the business, for clients who are looking for a 
more casual setting than the Grand Tradition. 

Jorgensen spent more than 20 years in the 
swimming pool industry, doing construction 
and service for swimming pools and spas. In 
2000, he founded Waterscape Creations, which 
specializes in water features. This project took 
about three and a half months to complete. 

continued on page 58 
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FIND WHAT YOU'RE 

REALLY 
LOOKING FOR. 

Make sure you find the "Fencing" you REALLY wanted! 

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

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

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

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

green©seeker 
\ The search engine for the 

% green industry professional. 

www.green-seeker.com 

SEARCH 

Fencing | 
go 

http://www.green-seeker.com
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continued from page 56 
Centella Jorgensen, who is Bob's wife 

and works in the company's office, says, 
"Bob really wanted to do the project. He 
knew it would be challenging and good 
for our portfolio and business. We're 

very proud of it. It's the largest one 
we've ever done." 

Nature is their guide 
Jorgensen's designs are inspired by na-
ture. The couple often goes to the Sier-

ras to see how nature has put rocks in 
places, Centella says. 

Jorgensen also uses his life-long ex-
perience observing water flowing over 
rocks. When he finds certain rocks, he 
says, "You can see in your mind how 
water will fall over them and how they 
will look." 

For years, McDougal had envisioned 
a water feature on the property. He'd 
done some excavating, Jorgensen says, 
and he had a general idea of where the 
water would start and where it would go 
down the waterfall to the stream. 

Jorgensen designed the entire stream 
onsite — waterfalls, subwaterfalls, la-
goon, pools and all. "Building what we 
build isn't something you can sketch 
out," he says. 

The work itself 
Jorgensen's crew of eight men did some 
additional excavation and put down 
Styrofoam sheathing, then covered the 
sheathing with a 45 mil EPDM rubber 
liner with a 20-year warranty. "It can last 
40 to 50 years if it's properly installed," 
Jorgensen says. They put down rebar 
and footings under the larger waterfalls. 

Then came the placing of the boul-
ders, starting with the ones that were in 
the most prominent positions, and filling 
in with the less important ones. Some 
were up to eight feet high and weighed 
between five and a half and six tons. 
They moved them until he was satisfied 
with the way they looked. 

"Just changing five or 10 key boul-
ders changes the whole way it looks," 
Jorgensen says. "Place boulders the way 
they'd look in nature." 

They covered the liner with vari-
ous sizes of rocks, from large ones to 
small river cobblestones and even some 
gravel. It's all cemented in, he says, and 
the cement is colored to match the ad-

cow tin ued on page 60 

EdgePro Ultra 
PVCLandscape 
. Bordersvstem 

TM 

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

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

MANUFACTURED BY DIMEX LLC 

1.800.EDGEPR0 11 .800 .334 .3776 D i r i E x 
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M e s a W a l l S y s t e m s - L o v e t h e i r l o o k - a n d a w h o l e l o t m o r e 

Mesa Systems create beautiful wall installations. But their beauty and versatility go beyond their 
surface face! 

After all, Mesa Systems are the only single-source, fully integrated segmental retaining wall systems. 
They're designed for easy installation - with no specialized equipment or labor. And thanks to their 
block-to-geogrid positive mechanical connection, core fill is rarely needed. 

That means lower costs and higher productivity without sacrificing structural 
reliability. Isn't that a beautiful thought? 

For Distributor Opportunities Call 888-827-9962 

Seeing is believing! For more information on the Mesa Systems' 
variety of styles, colors and textures, call 888-827-9962 or 
visit www.tensarcorp.com/m2 today. 

A tensar, Company THE CONNECTION YOU CAN COUNT ON" 
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continued from page 58 
jacent rocks. 

The boulders in this 
project are an example of the 
benefits of planning ahead. 
Years before work began, the 
owners noticed that a devel-
oper was hauling truckloads 
of boulders from a nearby 
construction site. They asked 
him if he'd like to drop them 
off on their property instead 
of hauling them away, which 
he did. 

A matter of engineering 
Jorgensen learned water-en-
gineering techniques such as 
pump hydraulics and piping 
during the years he installed 

swimming pools and spas. 
"There was a lot of engineer-
ing on this project," he says. 

The whole system is 
integrated and shares the 
same water. They used differ-
ent-sized piping in different 
areas, from three inches to 
six inches diameter. There 
are two 7V2-hp pumps, each 
of which pumps 600 gpm, 
for a total of 1,200 gpm. The 
pumps are in a cement vault 
below ground level and can 
be lifted out for maintenance. 

Both pumps connect to 
every waterfall, and every 
waterfall has its own plumb-
ing. This allows the owners to 
control the amount of water 

MONTAGE 
by g§ AMERISTAR* 

. M O N T A G E F E N C E . COM 

The new Montage® welded steel ornamental fence system blends 
advanced manufacturing and coating technology with Innovative 
ideas from fence professionals to satisfy all requirements for con-
siderably less than ornamental fences of the past. It is acclaimed as 
"the greatest innovation ever introduced in the fence industry"! 

Fusion-welded for durabil ity 
E -coated maintenance free f inish 

Backed by 20-Year Warranty 

li":"il AMER1STAR" 1555 N. Mingo Road Tulsa. O K 74116 Phone I-888-333-3422 Fax 1-918-835-08W 
www. moatagrfrofr.com I mail: mktc m amrrHlarfracr.com 

that goes over each waterfall, 
by using water from one or 
both pipes, and by using 
valves on each waterfall to 
adjust the amount of water 
from each pipe. 

At one point, the water 
flows horizontally into a large 
drainpipe that feeds into 
the stream. Jorgensen used 
his engineering know-how 
to keep the drainpipe from 
backing up, then he set rocks 
to make it look like an under-
ground stream. 

Centella says, "We feel 
this is a craft." 

Bob and Centella Jorgensen 
go to rivers in the Sierras 
for inspiration in designing 
streams, ponds and falls. 

Just add water 
The owners added ornamen-
tal koi and landscape plants, 
including lilies. Plants should 
cover about half the pond's 
surface once they've matured, 
Jorgensen says. 

"Any pond without plants 
won't be a good ecosystem," 
he says. They help shade the 
water, stabilize the water 

continued on page 62 



Having a 
Custom Website is... 

H j O M M f)W ( 
Anyway you slice it, you know you need a website and we've made it simple for you. 

Sputnik is offering subscribers to Landscape Management an affordable, professional website package 
to cook up a successful web presence for your company. 

With our simple 4-step process, you'll work with professional designers to bake up a unique website for 
your company, all at a fraction of the cost of using a traditional firm. You can even be up on the web in 
as fast as a week! 

Here's our recipe: 

select your ingredients 

organize what you want to say 

J b u i l d it with the pros' 

p u b l i s h - dinner is served! 

Why not visit w w w . e a s y a s p i e w e b . c o m or call 8 8 8 - 5 0 4 - 6 7 3 6 to request a free 
whitepaper and learn more about what's cooking! 

Sputn ik LTD 

http://www.easyaspieweb.com


More Solutions. 
Greater Quality. 

This is the largest project Waterfall Crea-
tions Inc. had attempted at the time, and 
it came out spectacularly, says the client. 

Whether your project calls for Valley View Landscape Edging, Diamond-Lok 
Paver/Brick Edging or Venus® planters and trash receptacles - no company 
delivers more guaranteed quality than Valley View. Don't settle for less! 

% V a f f e v V i e i v ® -
a a a f Industries ^planei 

www.valleyviewind.com • ph 800-323-9369 
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continued from page 60 
from temperature fluctuations and give 
fish a place to hide from predators, such 
as herons. They're essential for filtering 
water and removing toxins. 

In addition to pond plants, other 
water-lovers were at key points in the 
streams, the flowing water, he says, such 
as corners and various nooks and cran-
nies. This is partly for appearance and 
partly for the same reasons they should 
be in ponds. A lot of the same plants can 
be used for both ponds and streams, al-
though some are better for places where 
water is more still. 

The project has worked out beauti-
fully, McDougal says. "People love it. 
It's been really good for booking wed-
dings.' LIVI 

— The author is a freelance writer who 
lives and works in Altadena, CA. Contact 

her at janet.aird@earthlink.net. 

http://www.valleyviewind.com
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SHOW HIGHLIGHTS INCLUDE: 
500+ Booth Trade Show GCSAA and Pre-Conference Workshops 
Discounted Registration Fees for Members of Related Green Industry Associations • New Education Tracks: Organic Lawn/Landscapes, Golf Course Maintenance 
Special Discounts for Groups and Online Registrations 
Ohio Department of Agriculture and Surrounding States Pesticide Applicator 
R e - C e r t i f i c a t i o n Credits 
GCSAA and STMA Credits 

on a Budget, Golf Course Owners/GMs, Athletic Fields on a Budget and Sessions 
in Spanish 
Plus, all the Popular, Customary Tracks for Golf Courses, Athletic Fields, Lawn 
& Grounds, Sod Production, Irrigation, Mechanics and More! 

Circle 145 

WHY GAMBLE WITH YOUR FUTURE... 
WHEN OTF IS YOUR BEST BET? 

fcJlTltl 
W^.'1'M 

2007 Ohio Turfgrass Conference & Show 
December 3 - 6,2007 (Conference) • December 4 - 6,2007 (Trade Show) 

Greater Columbus Convention Center • Columbus, Ohio 

www.OhioTurfgrass.org 

Sponsored by: Ohio Turfgrass Foundation, The Ohio State University, 
The Ohio State University Extension, Ohio Agricultural Research and Development Center 
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Where would you be without green? 

For starters, you'd be looking for a new job. Luckily, Project EverGreen is dedicated 
to showing the rest of the world why what you do is so important. We understand that 
green makes spaces more beautiful, reduces energy costs and lowers noise and pollution. 
And with your support, Project EverGreen can help your industry grow. 

To learn more and to contribute, visit www.projectevergreen.com or call 877-758-4835. 
EverGreen 

Because Green Matters* 

http://www.projectevergreen.com


DESIGN/BUILD p TREND TO WATCH 

JO gazebo 
Gazebos are springing up in 

yards and within gardens 
across the country. They 
come in all shapes and sizes 

to satisfy the desires of homeowners 
and business owners seeking beautiful, 
relaxing landscapes. And it doesn't hurt 
a contractor's desire of building a profit-
able company either. 

The primary target market for the ga-
zebo industry include consumers looking 
to shelter pools and spas, and prospects 
wishing to maintain a personal area to 
enjoy their landscapes without having 
to keep a fly swatter and a can of Raid 
within arms reach. Gazebos are also 
used for keeping a dry area so clients can 
enjoy their outdoor spaces year round. 

Homeowners look 
to bring indoor 
worlds to their 
landscapes 
BY BETH ANN SCIALABBA 

Design your gazebo line 
Some contractors find it extremely re-
warding to put their ideas and layout de-
signs down on paper and setting them in 
front of current or potential customers. 
Whether you do it yourself or contract 
the design out to others, gazebos can im-
prove a bottom line. 

"You can do anything when designing 
gazebos," said Doug Damewood, owner 
of Gazebo One in Corona, CA. "Cre-
ating a focal point in your customers' 
backyards is the best part of owning your 
own gazebo business." 

According to Damewood, gazebo 
designs go from a basic wood or concrete 
motif to heated, enclosed havens for 
people to enjoy the work and investment 
they've put into their landscapes. Dame-
wood started his contracting business 
in 1986 and has grown his company to 
25 locations in Southern California. His 
company installs an average of two to 
four gazebos each week. 

Building a gazebo isn't as simple as 
turning a blueprint into a project. An 
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vital part of owning and operat-
ing a gazebo business is meeting 
customer expectations. It's often 
difficult for clients to envision the 
finished project. It's your job to not 
only prepare a design, but also aid 
them in choosing a location where 
a gazebo would look best. This in-
cludes helping them choose a roof 
that's similar to the color and texture 
of the roof on their home. Show your 
customer your designs, and modify them 
as needed to meet their expectations. 

To Damewood, the key word when 
it comes to owning a gazebo business is 
"understanding." 

"You'll achieve the best results 
when you take time to make sure the 
customer understands everything about 
your business, while you take time to 
understand what your customer needs," 
Damewood said. 

Market to market 
Finding the right customers is essential 
in starting up and building any business, 
and there's no better way to find your 
consumers than through marketing. 

Matt Pomeroy, owner and operator 
of River Mill Decks in Powell, OH, will 
soon be celebrating his 25th anniversary 
in the gazebo building business. 

"As a business owner, I've tried every 
avenue of marketing," Pomeroy said. 
"Advertising in the Yellow Pages and 
search engine optimization are among 
the best areas of building my business." 

To expand your customer base, 
especially if you're starting up your busi-
ness, put some effort into marketing. 
Distribute flyers around local neighbor-
hoods and create direct mail letters and 
postcards. These build consumer interest 
to the beauty gazebos can bring to their 
yards. Meet potential customers through 
home and garden shows, and show them 
how you can beautify their landscapes. 

Starting your 
gazebo business 

Designing and installing 
gazebos presents a welcome -
creative challenge for many * 
contractors. 

After you start gaining some cus-
tomers, start a referral program. Provide 
discounts to new customers who were 
recommended by your previous clients 
and additional incentives to customers 
for referring their neighbors, friends 
and family. If you're already a business 
owner, contact your existing customers 
to spark their interest in gazebos. 

Get involved locally 
Join your local business network associa-
tion to meet business owners like your-
self, and share best practices. "Becoming 
part of the Better Business Bureau was 
one of the greatest things I could have 
done for my business," Pomeroy said. 
"When you have a good record, people 
feel better about hiring you." 

According to Pomeroy, his customers 
appreciate the personal feel of his busi-
ness. Pomeroy is the one to make the 
sales, as well as install the gazebos. 

In essence, sales and installations of 
gazebos is an extremely viable and lucra-
tive avenue for starting or expanding 
your business. The demand for custom-
built gazebos continues to grow and 
houses the potential for hefty profits. 

If you're already a landscaper or just 
someone who wants to startup a side 

1. Affiliate your business with con-
tractors you trust to provide you 
with the proper materials and tools 
to build and install your customers' 
gazebos. 
2. If you're new to owning your 
own business, get a tax identifica-
tion number, setup a financial 
account, become insured, and check 
your area's licensing, zoning and 
building code requirements. 
3. Hire high-quality employees and 
sub-contractors to build your busi-
ness's name and brand. 
4. Create a good, trustworthy 
name for your business by building 
personal relationships with your 
customers. 
5. Keep in mind that a gazebo has 
the potential of becoming the focal 
point of your customers' landscapes, 
and you can add to the investment 
and beauty of their homes. 

business, you may come to appreci-
ate working from the comfort of your 
own home or office, and enjoying the 
outdoors, while you create an outdoor 
paradise for others, lm 

— The author is a freelance journalist 
from Freehold, NJ Contact her at 

bethannscialabba@yahoo.com. 

THINGS Y( 
NEED TO KNOW 

mailto:bethannscialabba@yahoo.com


T O O L S OF THE T R A D E 

Winter protection 
Salt Buster effectively stops the harm caused 
by road salt used in winter and minimizes 
damage already visible. Developed by Global 
Environmental Technologies MicroSolutions, 
Salt Buster protects lawns and plants by 
tying up the salts and removing them from 
soil solution. By preventing salt ions from 
reaching the fragile root system of grass, salt 
is rendered harmless until it is flushed away 
by watering or rainfall. 
Contact GET Microsolutions at 877/446-4276 
or www.6ETmicrosolutions.com I 
circle no. 272 

® DylOK 
New Dylox formulation 
Bayer Dylox insecticide received federal 
registration for a new liquid soluble (SL) 
formulation. Dylox 420 SL insecticide offers 
curative control of third instar early spring 
and late season grubs. The new formula-
tion of Dylox, with the active ingredient 
trichlorfon, provides a user-friendly method 
for fast knockdown and control of grubs 
and surface feeders. Applied at a rate of 4.6 
to 6.9 fl. oz. per 1,000 sq. ft., Dylox 420 SL 
insecticide works by contact and ingestion. 
Contact activity provides quick knockdown, 
while ingestive activity ensures complete 
pest control. 
Contact Bayer Environmental Science at 
800/331-2867 or www.BackedbyBay 
com I circle no. 273 

CrystalCLear face-lift 
Winston Co. has redesigned the CrystalClear 
treatment line to stand out on the shelf. The 
new CrystalClear packaging features actual 
customer's ponds, brilliant labeling and sleek 
black bottling that stand out in an ocean of 
white packaging at retail. 
Contact Winston Co. at 800/331-9099 or 
www.winstoncompany.com I circle no. 274 

Efficient grout placement 
The Groutzilla Placement System is a power-take-off (PTO) driven unit, which makes 
placing grout in blocks, walls, forms and foundations, easy and efficient; delivering 
optimal control, minimal clean-up and high productivity. Handling 20 cu. ft. of mate-
rial, the Groutzilla System performs the work of larger grout pumps at a fraction of 
the cost. The self-wiping Talet auger system efficiently discharges all the material. 
This allows for optimal discharge flow control, minimal wasted material and easy 
clean-up. The auger, with reinforced, composite polymer flighting, prevents binding 
due to various aggregate sizes. 
Contact Stone Construction Equipment at 800/888-9926 or nww.i >ne e q u i p . c o m I 

circle no. 275 

Fertilizer combos 
The Scotts Company's new Landscaper PRO 
line now includes six innovative combination 
fertilizers that incorporate pest-control in-
gredients, herbicides or vital micronutrients 
with Scotts proven Poly-S controlled release 
technology for balanced nutrition. In addi-
tion to the new combination fertilizers, the 
Landscaper PRO product line also includes 
four granular premium fertilizers and two 
durable spreaders. 
Contact Scotts at 800/492-8255 or 
www.scottsprohort.com I circle no. 276 

Vee Plow 
Henke Manufacturing's popular folding vee 
snowplow is now available for mid- and 
heavy-duty trucks. The Henke FVX-12 fold-
ing vee snowplow can adjust to scoop, 
discharge right or left, vee to bust snow 
drifts, and perform all normal plowing 
operations. The FVX-12 is designed to be 
used anywhere you need to carry the snow: 
bridges, overpasses, bus stops, intersections, 

driveways and more. The FVX-12 is 41 -in. 
tall with a 147-in. long moldboard and com-
pression trip safety trip device. Vee mode 
width is 125.5 in., angled it's 121 -in. wide, 
and scoop mode is 116-in. wide. 
Contact Henke Manufacturing at 888/682-9010 
or ww.henkemfg.com I circle no. 277 

Kobelco excavator 
The new SK260LC Acera 
excavator from Kobelco 
Construction Machin-
ery America Co. fea-
tures intelligent tech-
nology that provides 
precision control for 
fine grading and level-
ing applications. The 
SK260LC delivers more 

Mark 8 hydraulic 

horsepower, improved 
hydraulic flow and an 
impressive combination 
of bucket force, swing 
torque and drawbar pull forces. Powered by 
a 181-hp, Tier III certified turbocharged fuel-
injected engine, the SK260LC has an operat-
ing weight of 57,300 lbs, digs to 23 ft. and 
reaches up to 33 ft. 3 in. at ground line. 
Contact Kobelco at 866/726-3396 or w w w 
kobelcoamerica.com I circle no. 278 

http://www.6ETmicrosolutions.com
http://www.BackedbyBay
http://www.winstoncompany.com
http://www.scottsprohort.com
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M a k i n g You 
More Profitable 
by Des ign! 

• Design Projects Faster 

• Become More Professional 

• Create More Accurate Estimates 

• .AutoCAD® D W G Compatible 

T h e i n d u s t r y l e a d e r f o r 

J I r r i g a t i o n a n d L a n d s c a p e D e s i g n S o f t w a r e 

f o r m o r e t h a n a decade. 

Visit us online at W W W . r a i n c a d . c o m for details today! 

f S B / l S y / J 
S o f t w a r e R e p u b l i c 

LflNDl ILLUSTRATOR ™ 

Email: sales@raincad.com Phone: (281)463-8804 

Circle 147 

U.S. LAWNS 
NO ONE KNOWS THE 
.a LML) SCAPE MMfJENANCE 

MDtiSIRY LIKE ME DO. 

i nn ing to start a landscape maintenance company? 
Already in the landscape maintenance industry? 
Then let U.S. Lawns show you bow to start or 
convert your business and grow with the leader 
in the commercial landscape maintenance Industry. 

Our tour ideals Trust Quality Service Value 
"No Job is Tm Big or Toe Small'' phHosopby, make». S. Lawns a "cut ahove «•» res 

• Superior Financial • Protected Territories 
Management . Ongoing Support 

• Low Capital Investment . Corporate Purchasing Power 
• Financial Assistance . Sales & Marketing Guidance 

ft I M M l mire about b a J tto opportaoity I .S. l a w n caa Bfter y M , caatact: 

U . S . L a w n s 
4 4 0 7 Vineland Road • Suite D - 1 5 
Orlando. F L 3 2 8 1 1 'To l l Free: 1 - 8 0 0 - U S L A W N S 
Phone: (407) 2 4 6 - 1 6 3 0 • Fax: (407) 2 4 6 - 1 6 2 3 
Email: info@uslawns.com • Website: www.uslawns.com U S . L A W N S 

TRAKBITES 

£ L.T. RICH P R O D U C T S , I N C . 

www.z-spray.com • 877-482-2040 • sales@z-spray.com 
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Multiple attachments 
Available 

• 20 gal. spray system 

• Dethatch Rake 

• 120 lbs hopper 

• 3 6 7 4 6 " tine heads 

19 HP Kawask i ; 16cc Hydro Gear pumps; 
9 mph ground speed; 8 0 , 0 0 0 s q / f t per hour 

AERATION HAS NEVER 
REEN THIS EASY! 

w 
B B B g i 

http://WWW.raincad.com
mailto:sales@raincad.com
mailto:info@uslawns.com
http://www.uslawns.com
http://www.z-spray.com
mailto:sales@z-spray.com


ADVERTISING 
INFORMATION: 
Call Kelli Velasquez at 
800-669-1668 x3767 
or 216-706-3767, 
Fax: 253-484-3080, 
E-mail: 
kvelasquez@questex.com 

BUSINESS FOR SALE 

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) 

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! 
BUS INESS OPPORTUNITIES 

For Sale: Well respected, 
25 year old lawn treatment company 

with nearly untouchable 96 to 97 

percent retention rate, season to season. Over 

1,000 subscribers. South and west suburbs of 

Pittsburgh. Contact: 

Lawn Care 
P.O. Box 16081 

Pittsburgh, PA 15242 

Southern California Landscape 
Maintenance Company 

Based in South Bay area for 20 years. 

S500k+ gross revenue. Turn-key operation 

with high-end clientele. $160,000. 

Call 562-425-4444 for more information. 

SUBURBAN C H I C A G O 
Established landscaping co., 41 years, 

includes name, phone #, and new equipment. 

Email for info., 
jbansley@hallmark-johnson.com 

Northern Michigan landscape co. 
resort area must sacrifice. All accounts, truck, 

trailer and equipment, includes everything. 

$39,000 

231-487-1960 
See equipment on 

www.fsbomichigan.com 

NORTHERN MICHIGAN 
LANDSCAPE & SUPPLY COMPANY 
Located across the street from the biggest ski 

and golf resort in the Midwest. Close to Lake 

Michigan, high end seasonal clients. 3 acre 

supply and garden center, 3 bedroom home, 

one bedroom apartment, garage and retail 

building, crews to perform complete range of 

services, new equipment, stock and inventory. 

Must sacrifice because of health. 

$699,000 

231-549-2081 
www.boynelandscape.com 

Taking Your PROFITS To The Next Level 
Synthetic Golf Greens Voted, 
"The #1 Protitable Service Idea Ot 2006" Reasons To Call Us: 

* Huge Profit Center - Up To 60% 
* Advanced Online Training 
* Utilize Existing Equipment 
* An Easy Add-On Service 
4 Up Sell Existing Products 
* Greens Sell More Landscapes 

FREE VIDEO 
800-334-9005 

www.allprogreens.com 

INCREASE YOUR PROFITS 
L e t us h e l p y o u e a r n what y o u d e s e r v e ! 

WorliSMJll&EVt 
NotJOl(Rg>E(R! 

If you don't change anything 
today, nothing will be different 

tomorrow. 

EASY to use & 
GUARANTEED! 

Manuals 
And CDs 
Available 

"Simply put, our net profit 
went from 7.66% to 33.3% after 

applying Profits Unlimited 
Strategies." 

Mike Rogers, Care Takers 
Ground Maintenance 

Since 1990 PROFITS UNLIMITED 800-845-0499 
www.Profitsareus.com 

a - u W A N T TO BUY OR 
/ p ' \ S E L L A BUSINESS? 

I ^ \ Professional Business 
M ^ a Acquisition Sptcuiists Consultants am 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, we 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 

WANTED 

HUGE REWARDS! 
-Owns A Seasonal Business 
• W a n t s to earn big $ $ $ 

Fit the description? I 
Call 1.800.687.9551 
www.christmasdecor.net 

Use col r to get the Attention your Ad deserves! I 

mailto:kvelasquez@questex.com
mailto:jbansley@hallmark-johnson.com
http://www.fsbomichigan.com
http://www.boynelandscape.com
http://www.allprogreens.com
http://www.Profitsareus.com
http://www.christmasdecor.net


L M WSvm 
HELP WANTED 

& associates, Inc. 

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 ana irrigation projects. 
Our continued growth presents excellent career 
opportunities with unlimited potential for 
advancement. We are currently seeking people for 
the following positions: 

• Project Managers 
• Superintendents 
• Foremen 
• Crew Leaders 
• Drivers 
• Equipment Operators 
• Revegetation Specialists 
• Spray Technicians (QAL, QAC) 

Please send your resume to the attention of 
Mr. Kevin P. Kirchner @ ocstaff@nakae.com 

or fax to (949) 786-2585 
Nakae & Associates, Inc. 

11159 Jeffrey Road, Irvine, CA 92602 lettrey l 
ph. (9-49) 786-0405 

i i i l S M f t 

If you are a proven manager 
with a passion for landscape 
management, join the proud 
employee-owners of Davey. 

Rewarding career opportunities 
are available with our growing 
commercial division 

DAVEY 
Commercial Grounds Management 

Visit: www.davey.com 
E-mail: mark.noark@davey.com 
Fax: 330-673-0702 EOE 

Irrigation Technician/Groundskeeper 
position for high school graduate 

or equivalent with irrigation (installation 

and maintenance) experience and general 

knowledge of groundskeeping/landscaping. 

Employer will provide support to 

obtain commercial drivers license and 

pesticide applicators certificate within one 

year o f employment. 

Salary range S15.96-S25.89 per hour. 

Howard County Public School System 
Attn: Grounds Services Department 

10920 Route 108, Building E 
Ellicott City, MD 21042 

410-313-6983 

Sposato Landscape 
Co., Inc., established in 
1992, offers full service 
landscaping with 
clients throughout the 
Eastern Shore areas 
of Delaware and 
Maryland. 

Our rapidly growing company is 
offering career opportunities in 
the following positions: 

• Landscape Mgt. and Construction 
Branch Managers 
Account Managers 
Crew Leaders 

• Designers 
•Irrigation Technicians 

We offer a competitive salary with 
benefits package including 401 (k) 
with company match. 
For more information: 
Web: www.sposatolandscape.com 
Email: careers@sposatolandscape.com 
Phone: 302-645-4773 
Fax: 302-645-5109 

US. LAWNS 
NO ONE KNOWS THE 

LANDSCAPE MAINTENANCE 
INDUSTRY LIKE WE DO. 

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

Regional Manager to work tor you. 

E-mail resume to hr3us1awns.net or 
fax to 407/246-1623. 

US. L A W N S 

F L O R A S E A R C H , I N C . 

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: search (aflorasearch.com 

www.florasearch.com 

I Looking to hire? 
Reach thousands of 
professionals in your industry by 

| placing a classified ad. 

GOTHIC LANDSCAPE, INC. / 
GOTHIC GROUNDS 

MANAGEMENT, INC. 
Since 1984. we have been creating long-term 

relationships with clients through outstanding 

personalized service and problem solving. We 

are one of the largest landscape contractors in 

the southwestern US operating in the greater 

Los Angeles, San Diego, Phoenix and Las 

Vegas markets. The Company specializes in 

landscape construction and maintenance for 

residential master-planned community 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 Managers 
Estimators 
Foremen 

Irrigation Technicians 
Project Managers 
Purchasing Agents 

Sales Personnel 
Spray Technicians (QAC, QAL) 

Superintendents 
Supervisors 

For more information, visit 

www.gothiclandscape.com 
or email: hr@gothiclandscape.com 

Ph: 661-257-1266 x204 

Fax: 661-257-7749 

Grounds Supervisor, Grounds & 
Gardens, The J . Paul Getty Trust 
Requisition: 2694 

Reporting to the Manager of Grounds and 
Gardens, the Supervisor is responsible for the 
condition of the Getty landscape and 
landscape assets within an assigned site 
including arboriculture, irrigation and pest 
control. Responsibilities include: oversee 
assigned Grounds personnel, including time 
keeping, MAXIMO documentation, and 
quality management; Horticulture care of 
assigned site and execution of approved 
landscape related projects and procedures; 
Administer and document safety meetings 
and training; ensure all safety equipment and 
tools are inspected and conditioned as well as 
maintain tool inventory. Qualifications:The 
qualified candidate must maintain up to date 
knowledge of trade standards and information. 
AA or BS in Horticulture is preferred with a 
minimum of 3 years institutional supervisory 
experience. Excellent communication and 
PC skills. 
Please email cover letter and resume to 
jobs@getty.edu indicating "Grounds 
Supervisor" in subject line, or send to: 
The J. Paul Getty Trust 
Attn: Human Resources/KS 
1200 Getty Center Drive, Suite 400 
Los Angeles, CA 90049 
EOE 

The J. Paul Getty Trust 

mailto:ocstaff@nakae.com
http://www.davey.com
mailto:mark.noark@davey.com
http://www.sposatolandscape.com
mailto:careers@sposatolandscape.com
http://www.florasearch.com
http://www.gothiclandscape.com
mailto:hr@gothiclandscape.com
mailto:jobs@getty.edu


HELP WANTED CONT'D PURCHASING COMPANIES 

Lawn & Ornamental 
Spray & Irrigation Technicians 

wanted for Orlando, Kissimmee and Lake 
Buena Vista areas. Experience and valid 

Florida drivers license a must. Competitive 
wages & benefits. 

WES , Inc. 
1-888-44weber 

S ERP ICO LANDSCAPING, INC. 
A successful 17-year-old business in the 
SF day Area has dynamic opportunities 
for experienced landscape maintenance 

professionals to join us as: 
• A c c o u n t M a n a g e r s 
• B r a n c h M a n a g e r s 

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

W 1 Landscape 
M A N A G E M E N T ! 

C o n t a c t K e l l i V e l a s q u e z 
8 0 0 - 6 6 9 - 1 6 6 8 x 3 7 6 7 

k v e l a s q u e z @ q u e s t e x . c o m 

W a n t e d to P u r c h a s e 
Large southwest Landscape Maintenance 

Company is interested in purchasing 
smaller companies ($750K - $3 mil 

annual revenue) located in southwestern 
states. Interested in companies whose 
primary clients are developers, HOA's 

and commercial properties. 
Send confidential reply to: 

SWIandscapemaint@aol.com 

SOFTWARE 

U / v ^ v t ^ 
The #1 all-in-one software for lawn 
care and landscaping contractors 

T S i 
Customer Management 

Scheduling, Routing 
Job Costing, Estimating 

Inventory, Purchasing 
automatic Billing, Invoicing 
^R/AP, Payroll, Accounting 
rketing, Mobile Computing 
jemo of the software that has 
i standard for two decades! 
net 1-800-724-7899 

Download a 
been settii 

www. win 

A 
i 

Ma 
free ( 
ig the 
tac. 

Customer Management 
Scheduling, Routing 

Job Costing, Estimating 
Inventory, Purchasing 

automatic Billing, Invoicing 
^R/AP, Payroll, Accounting 
rketing, Mobile Computing 
jemo of the software that has 
i standard for two decades! 
net 1-800-724-7899 

FOR? WHICH MOWER WERE YOU SEARCHING 

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? 

Visit Landscape Management's 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! 

The search engine for the 
green industry professional. 

www.green-seeker.com 

LM 

V I S I T U S 

ONLINE 

I h M i ^ I u s f l i r a i i i j 

SEARCH | 

Mowers | 

green seeker 

mailto:jobs@serpicolandscaping.com
mailto:kvelasquez@questex.com
mailto:SWIandscapemaint@aol.com
http://www.green-seeker.com
http://www.green-seeker.com
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SMALL/MID-SIZED COMPANIES TO WATCH 

Clean-Cut Lawns 
Backing into the business didn't stop this landscaper from becoming a success 
BY DANIEL G.JACOBS/ 
Managing Editor 

M 
any landscap-
e s learn the 
business slowly, 
working for 

someone else before they ven-
ture out on their own. When 
they break away a whole new 
education begins learning the 
financial side of the business. 
Not John Nation. 

"From the time I was in 
high school, I'd decided I was 
going to study accounting 
with the goal of owning my 
own business," says Nation, 
owner of Clean Cut Lawns. 
As he was finishing up his 
accounting degree, that's 
when he was first approached 
about becoming a partner in 
his landscape company. 

Know your niche 
His approach seems to be 
working. Nation's Gilbert, 
AZ-based company serves 
primarily homeowner asso-
ciations. 

"With an HOA you're 
dealing with a board of direc-
tors," he says. "They've got a 

set budget and money com-
ing in on a regular basis from 
a whole bunch of homeown-
ers. Of course, they're con-
scientious about how they 
spend that money, but they 
also recognize there's a need 
for regular improvements. 
Those things are built into 
their budgets. As long as we 
don't have a slow down in 
HOA fees being paid, we 
have a pretty secure future." 

Nation's work ethic, he 
says, gives the company a leg 
up on competitors. 

Nation has structured his 
operation so he can keep his 

• • Employees: 40 2007 Revenue: $2.1 million Location: 
Gilbert, AZ Principals: Johi Nation, owner; Gary McCunn, 
general manager W e b siteiwvwv.cleancutlawns.com 

Business first. 
John Nation's accounting 
background gives him solid 
footing as a landscaper. 

40 full-time employees pretty 
busy year around. 

"With the renovation 
process that we've adopted 
with our plant pruning, it's 
really balanced out the work-
load. In the winter, when 
most companies are slowing 
down, we're doing a lot of 
plant renovation" Nation 
says. "In the summer, when 
most landscapes are killing 
themselves trying to keep up, 
we're not." 

Do one thing well 
"I have a specialized crew 
philosophy," Nation says. 

Some of his crews mow 
grass and do weekly mainte-
nance. Others come in once a 
month and prune plants. And 

still another group takes care 
of irrigation repairs. 

That approach has helped 
his company develop an 
enviable reputation with the 
HO As in the area. 

"We try to stay on top of 
issues," Nation says. "When 
customers contact us with 
their concerns or if we see 
concerns, we're contacting 
them right away. 

"The other thing is fair 
pricing and not trying to 
gouge people. We believe 
in the philosophy that eve-
rything needs to stand on its 
own. If we charge you a fair 
price for maintenance, we 
can charge a fair price for ir-
rigation repair and not pad 
numbers there." 

An eye to the future 
Unlike other areas of Arizona 
and the Southwest, the Phoe-
nix area has yet to see the 
watering restrictions imposed 
on so many other communi-
ties. But when the time does 
come, he'll be ready. Both he 
and General Manager Gary 
McCunn have become certi-
fied water auditors. 

It's all about serving cus-
tomers and being ready to 
service their needs — even 
before they know what their 
needs are. LM 



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

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

Day and Night. Month after Month. S r m n c h n t * 
• Trademark of Dow AgroSciences LLC W I • | J O • • W C 
Always read and follow label directions . t i 
www dowagro.com/turf 1 800-255 3726 Specialty Herbicide 

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

L the average worker. 



J O H N D E E R E 
PRODUCTIVITY I UPTIME I LOW DAILY OPERATING COSTS Nothing Runs L ike A Deere 

This little guy is big on attitude. The energetic John Deere 313 and 315 small-frame skid steers 

may be compact and nimble. But there's muscle behind this hustle. Operators dig the exceptional visibility 

and best-in-class stability. Owners are impressed by the reliability and strong dealer support that come 

with the John Deere name - at a price to match their modest size. So see your dealer or call 1 -800-503-3373 

to put these versatile little go-getters to work for you. 

www.JohnDeere.com/PipSqueak 
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