SEPTEMBER 2007

Eastern Liand Mana@;ement
asses its 30t anniversary, |2*‘ p
inder, B ¥ Woore Sr., lo

eep the dreangralive

0 his son



| DON'T TAKE DAYS OFF. AND NE

= < .—.= = ﬁ When my season is on, every day is a long day. So | nesd'@ t mind working

» drive the International® CityStar.™ A truck that's up fora With the strongest, most durable frame in its class,
the CityStar can take a beating without taking a break. And its synchronized and extended servigentervals keep me on the road and my maintenance -
costs low. So my business keeps growing and | stay miles ahead.
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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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Our patented technology makes Pendulum® AquaCap™ herbicide easy to We Don’t Make The Turf.

handle, mix and clean up — with reduced staining potential and virtually no odor. We Make It Better.”
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.

R
T mnemt=e [].BASF

800-545-9525
The Chemical Company
Circle 103
Always read and follow label

directions.
Pendulum is a registered trademark and AquaCap, Better Turf and We Don’t Make The Turf, We Make It Better. are trademarks of BASF.
© 2007 BASF Corporation. All rights reserved. APN 07-14-002-0024
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WITH OVER 20 IMPLEMENTS
AND ACCESSORIES YOU CAN
WORK ALL YEAR LONG.

~ We apologize ~

The PowerVac™ Collection System

From clippings to wet leaves and debris, the powerful vacuum action of a PowerVac™ Collection
System picks up virtually anything, leaving a manicured finish. A trash-ingesting steel impeller
chops, propels and compacts debris for fewer stops while you mow. And when it’s full, our exclusive
PowerTilt™ collector empties at the flip of a switch for uninterrupted productivity. It's one more way
a Grasshopper True ZeroTurn™ mower keeps you working — and profitable — season after season.

A PowerVac™ collection system is available
for every Grasshopper model.

Call 620-345-8621 to find a dealer near you,

YOUR NEXT MOWER®
or visit www.grasshoppermower.com

© 2007 The Grasshopper Company
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Industry news and events
Read the latest news
‘ headlines before the print

issue comes out, and plan

LANDSCAPE MANAGEMENT CONTINUES ONLINE / September 2007 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.

~~~~~~~

Contactus

Finding the right Stay in touch via direct
phone numbers and e-mail

bUSIﬂESS model fOI’ y0U addresses for our editorial

Greg Wittstock, founder and CEO and advertising departments.
of Aquascape commands respect

because he (ll‘\'('l(\]\'ll a business ))Readers respond

model fine-tuned for his style and

BT e e What percentage of vour revenue comes
built a $60-million-plus water fea- from'commercial ety

ture supply company in just 10 years.

o
oS

»Specialissue
Check out Landscape Management's |
Podcast with Green Industy thought l

leaders. Visit landscapemanagement.net | NS 2T Want to weighin? Our survey question changes every month and we publish
and search Podcast. ‘ T (e the results here. Visit www.landscapemanagement.net to voice your opinion

| lescapes R R

»Overheard Newly arrived Hispanic workers were much less
likely to be low-wage earners in 2005 than in 1995, ... because
they were older, better educated and more likely to be
employed in construction than in agriculture.

— Rakesh Kochhar, Associate Director for Research, Pew Hispanic Center
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Let The Scoring Begin.

Rave reviews. Proven results. Steady profits.

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

“We finally have something we can depend “Talpirid had provided us with an additional “We did an analysis of cost and
revenue generating service while solving mole Talpirid is extremely profitable

on for mole control that is simple and easy
to use.”

to use making our job easier and our problems for our customers.”

vards better.” - Jeff Cooper, Lawn Connection, Inc. - Bill Johnson, All Green Corp.

- Ryan McGrady, Pro Green Inc.

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

KILLS MOLES
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JfMakmg You
‘More Profitable
by Design!

. i Design Projects Faster

O ‘Become More Professional
Yo Create More Accurate Estimates
®_AutoCAD® DWG Compatible

" The industry leader for
. lrrlgatlon and Landscape Design Software
B— " for more than a decade.

Visit us online at www.raincad.com for details today!

d P
Rain{ A
LAND{ Y ILLUSTRATOR ™

Email: sales@raincad.com

Phone: (281) 463-8804
Circle 106

Better Wiper Seal.
Better Nozzies.

Better Body Cap.
Better Switch Now.

Extra strong
body cap won't
leak or crack

Convenient
pull-ring flush cap

Co-molded wiper seal
eliminates leaks and

“flow-by”

Hunfer

The Irrigation Innovators

www.HunterIndustries.com
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Prond supporter of these green industry professional organizations:

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

www.anla.org

AN.{A

American Nurs
Landscape Association

American Society of Irrigation
Consultants

PO Box 426

Rochester, MA 02770
508/763-8140

www.asic.org

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

The Irrigation Association
Member 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

Professional Grounds Management Society
720 Light Street

Baltimore, MD 21230

410/752-3318

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

703/736-9666
www.landcarenetwork.org

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

Snow & Ice Management Association
2011 Peninsula Dr

Erie, PA 16506

814/835-3577

www.sima.org

Sports Turf Managers Association
805 New Hampshire, Ste. £

Lawrence, KS 66044

800/323-3875

www sportsturfmanager.com

sportsturf

Turf and Oramental Communicators Association
P.O. Box 156

New Prague, MN 56071

612/758-5811

TiTOCA

"Are you having a difficult time finding
minimum or low wage legal workers?
Let us help you get the low wage labor
force that you need, just as we have for
hundreds of other companies for ycars."

“Robert Kershaw
Attorney at Law

-Robert Kershaw
Reina & Kershaw, P (

Legal and low wage foreign workers
with H2B or H2A visas may he the
answer to your labor needs!
EARLY SIGN UP OFFER -

1-99 H2B Worker's Visas

$3.900."

THAT'S $3,500 IN FEES FOR ALL OF YOUR VISAS, NOT $3,500 PER VISAIl!
(Flat rate per application paid in advance, ot pay in instaliments of $1,600 down with 3 instaliments of $800)

*Does not include bus fare, USCIS (INS) fees, required newspaper ads, foreign processing & consulate
fees, nor loresgn recrusting fees. Give us the opportundy to beat any compelitor’s published price

Number of potential clients is limited! Call toll free for more information

1-800-764-9310

. -
Reina & Kershaw, P.C.
356 Bee Caves Road, Sulte 307, Austin, Texas 78746 (512) 383-0007 Fax (512) 383-0009
Licensed by the Texas Supreme Court
Not certified by the Texas Board Of Legal Specialization

www.workvisasusa.com
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Muich More
Profits!

Buy now and...

* Gut labor in at least half
* Double your production
* Increase profits
* Move up to 100

yards of mulch ™’

aday! ”

mulch
ul

€

The Machine for All Seasons

Make \

PROFITS Now... :

call 330-875-0769 iy
www.mulchmule.com
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At Walker Manufacturing this is how we think about what we do--we don’t make lawn mowers, we make

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

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

[SE—— \ | |
~NOWERS
5925 E. HARMONY ROAD, FORT COLLINS, CO 80528 * (970) 221-5614

WWW.WALKERMOWERS.COM Circle 112
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BUSINESS

THE NEXT GENERATION

BY RON HALL / Editor in Chief

he concept of the family business

is engrained in the American busi-
ness psyche. Most of us view it as

almost a sacred institution.

We have a picture in our minds
of the husband and wife taking
their meagre savings and starting

or buying a tiny enterprise, perhaps keeping the
cash they receive for their efforts in a cigar box, and
doing the books in the evening after they’ve tucked
the kids into their beds and the television has been
turned off.

OK, that’s admittedly a bit over the top. But, in
many instances, maybe just a bit.

Even after more than two decades reporting on
the landscape and lawn service industries, I'm still
delighted to hear the stories from successful owners
about how they started in the business “by mowing
yards” or, in the case of lawn care, “fertilizing lawns”
for ChemLawn or some other big company. A
common thread in almost all of these accounts is an
initial lack of capital and, more often than not, busi-
ness experience. But, to the person, these owners
soldiered on and learned, both from their mistakes

and from others.

Other dreams to follow

Many of these owners are now in their 40s, 50s and
some are even more experienced. Some tell me
they're looking to the day when they can do some-
thing else, follow other long-held dreams. They
realize — as we all do — the day will come when
they will decide to (or have to) move on. Many of

them have sons and daughters working in the family

'm still delighted to hear the stories of how
you started your family businesses

www.landscapemanagement.net / SEPTEMBER 2007 / LA

“Families? in the business

businesses. This makes for fascinating and challeng-
ing dynamics, a topic that our editorial staff finds has
decided to pursue with continuing coverage in this

and future issues.

The boss and the kids

Indeed, this month's cover article looks into how
the two generations — the “boss” and “the kids”

— view their respective roles in sustaining the
family business. Some of the things we reveal in the
article might surprise; others likely you're experi-
encing yourselves, regardless of whether you're “the
boss” or “the kids".

And while we’re on the topic of family busi-
nesses, especially those with fathers and sons
working hand-in-hand, the editorial staff extends a
sincere apology to Dickson DeMarche, FASLA, and
his son, Burton DeMarche, CLP, principals in The
LaurelRock Company, Wilton, CT.

A recent article within our pages featuring that
excellent company contained several serious factual
errors. We regret the errors as we, and the industry
in general, regard LaurelRock as

one the most respected and

creative landscape compa-
nies in New England and
the Northeast. We hold the

DeMarches, father and son, .|

Ze

in highest regard.
Contact Ron at 216/

706-3739 or e-mail at
rhall@questex.com

SCAPE-MANAGEMENT
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Some of the plans may not survive, but the trees will.

Avoid losing transplanted trees and costly callbacks with CoreTect” New CoreTect tablets contain the world’s #1 tree
and shrub insecticide plus fertilizer, so they protect and nourish. Used during planting or on established plants, CoreTect
provides extended insect control through its controlled release technology. Once inside, CoreTect's systemic action
makes plants stronger and more resistant to environmental stressors like heat, drought, and poor soil conditions. So you

n— —— - i T T T = = = e == — =

Bayer Environmental Science, a business division of Bayer CropScience LP. 2 TW. Alexander Drive, Research Triangle Park, NC 27709, CoreTect is a trademark of Bayer AG
Always read and follow label directions carefully. ®2007 Bayer CropScience LP



can guarantee your customers healthier trees and shrubs. And you will be
less likely to be called back for dead or poor quality plants. That’s good for
trees and your bottom line. CoreTect is Backed by Bayer and all the science
and technical support that come with it. Visit www.BackedbyBayer.com or
call 1-800-331-2867 to learn more.
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BUSINESS STAYING IN TOUCH

The most important principle of
customer relations is that you are
building a trust relationship.

Beware the trust busters

BY BRUCE WILSON

ost contractors would agree
that customers most often
become dissatisfied over
communication issues.

Yet, it remains a problem

for most companies. It is

evident in many of my
consulting assignments companies are very weak
when it comes to preparing their account managers
or other primary communicators on the best way to

successfully communicate with their customers.

Best practices
Identify the way to communicate with each indi-
vidual customer. Today, some prefer

regular e-mail for day-to-day

communication and less
frequent face-to-face
interaction. Others want
to see you. Know your
customer.
Treat your customer’s
time like it was your
own. Have a plan for every meeting. Make sure
the customer receives value. For a meeting have an
agenda in mind. How will you provide value to the
customer for meeting with you?
Return calls promptly; if you do not connect, do
not be content to leave a message. Follow up again
if the customer does not return your call

Communicate problems to the customer before

they call you. A simple call to let them know you
visited the property and noticed a problem and you
are taking care of it is better than having them call
you to find out what is wrong. That is being proac-
tive. If they call you it is reactive when you respond.
Do not avoid problems. They do not go away.

Address them early before they get bigger.

Avoid trust erosion
The most important principle of customer rela-
tions is that you are building a trust relationship.
When a customer hires your company he is doing
so because during the selling process you developed
organizational and personal trust. Little things start
to erode trust. Beware of the “Trust Busters”:
Making excuses
Failing to follow up with commitments
Not returning calls promptly
Over promising/under delivering
Inconsistent explanations of issues
Not being prepared for meetings or
walk-throughs
Owners and managers must train their first line
communicators with the communication skills and
information to help them to be effective at their
jobs. Many in the position have personality styles
that avoid confrontation. They will then avoid
tough customers. They need coaching and mentor-
ing as to how to deal with the difficult customer.
Left to their own devices they will fail.
— The author is a partner with entrepreneur
Tom Oyler in the Wilson-Ovyler Group, which offers
consulting services. Visit www.wilson-oyler.com
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DOoODGE

BUSINESSLINK® FROM DODGE,
THERE WHEN YOU NEED US.

It's the one resource business owners rely on. With extended hours, next bay priority service, free loaner vehicles and free
membership, you can forget about downtime. And best of all, BusinessLink® enrollment is free, no matter what you drive.
For more info, visit dodge.com/businesslink or call 877-2THELINK (877-284-3546).

.
2007, www.intellichoice.com™ Chrysler Financial is a business unit of DaimlerChrysler @ %
Financial Services. Dodge and BusinessLink are registered trademarks of DaimlerChrysler. — BUCKLE UP



In the Know

NEWS YOU CAN USE

Landscape & lawn care
spending hits new record

OUTH BURLINGTON, VT — A
market research study by the
National Gardening Associa-
tion (NGA) found that home-
owners spent a record $44.7 billion to
hire professional lawn and landscape
services in 2006. These services include
lawn care and landscape maintenance,
landscape installation and construction,
tree care services ;md l;md&n ape LlL‘\u:n
services.
The survey also found that 30% of all

households nationwide, or an estimated

34.5 million households, hire at least one

type of lawn and landscape service.

“Over the past five years we have
seen the number of households that hire
professional lawn and landscape services
increase from 22% of households, or
23.8 million households, in 2001 to 30%
of households, or 34.5 million house-
holds, in 2006,” says Bruce Butterfield,
research director at the NGA.

The Residential Lawn and Landscape
Services and the Value of Landscaping
survey was conducted in June 2007, for
NGA by Harris Interactive Inc., with a

16 LANDSCAPE MANAGEMENT / SEPTEMBER 2007 / www.landscapemanagement.net

representative sample of 2,663 house-
holds nationwide. Types of residential
lawn and landscape services hired:

» Lawn care and landscape maintenance
services were hired by 27.8 million
households.

» Landscape installation and construc-
tion services were hired by 6.9 million
households.

» Tree care services were hired by 11.5
million households.

» Landscape design services were hired
by 2.3 million households.

“The increased use of lawn and land-
scape services over the past five years re-
flects the fact that homeowners appreci-
ate the many benefits of a well-designed
and maintained home lawn and land-
scape but may not have the time or incli-
nation to do this work for themselves,”
said NGA President Mike Metallo.

The study also researched how
customers find services, what the most
important factors are in hiring acontrac-
tor, customer satisfaction, the benefits of
a well-done landscape, and how much a

well-designed and maintained land-

scape adds to home value.

el

Homeowners spent nearly $45
billion to hire professional lawn -
and landscape servicesiastyear. -

Toro acquires
Rain Master
BLOOMINGTON, MN. —

The Toro Co. acquired Rain
Master Irrigation Systems, a
manufacturer of irrigation
controllers based in Simi Val-
ley, CA. The purchase of Rain
Master will help strengthen
the company'’s position in the
central controller market and
enhance its established distri-
bution network.

Bobcat sold for
$4.9 billion
HAMILTON, BERMUDA —
Ingersoll-Rand Co. agreed

to sell its Bobcat, Utility
Equipment and Attachments
business units to Doosan
Infracore for $4.9 billion.
The businesses manufacture
and sell compact equip-
ment, general-purpose light
construction equipment and
attachments. In 2006 these
businesses collectively gener-
ated $2.6 billion in revenues.

VENTRAC earns
excellence in
exporting honor
ORRVILLE, OH — Venture
Products, manufacturer of
VENTRAC products, was hon-
ored by Ohio Governor Ted
Strickland with the 2007 Gov-
ernor’s Excellence in Exporting
Award. The awards program
recognizes companies that
demonstrate outstanding
performance in exporting or
heighten awareness of export-
ing as a vital component of
Ohio’s economy. During the
past three years, VENTRAC's
export sales have increased
yearly at a rate of 32%.
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Employee Report

Kemp, Bill Date Range: 10/15/2007 through 10/19/2007

Day Date Jobsite Start Stop Cost Code Hours Total

Mon 10/15 Brentwood 7:08 AV 12:05 PM Irrjgation 457
12.40PM B 322 PM ation 2
1016@‘{* 7 ati
8 7
We i 0od 71 g x& °
]

u 10/18 Crestview 717 AM 12:19 PM Planting

12:50 PM 3:46 PM Planting

10/18  Crestview 713 AM 1207 PM Planting
1244PM  339PM Planting 2:55 7:49 hours

Total 38:53 hours

Kemp, Bill

Find out why 400,000
construction workers:

THE JoBCLOCK® THE LANDSCAPER’S TIMECLOCKY

)

E
Call today: (888) 788-8463 www.jobclock.com XAKTIME

INNOVATION AT WORK


http://www.jobclock.com

In the Know

LEGALLY
Speaking

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

Are there special protections
for employees over 40?

Yes. The Age Discrimination in
A Employment Act protects indi-
viduals aged 40 or older and covers both
employees and job applicants. Its offenses
cover conduct in hiring, firing, promotion,
laying off, compensation, training, job
assignment and benefits.

During interviews, | often
make notes of my opinions.
Can those be used against me in court?
A You bet. Comments on note pads

about the "old man"” you just
interviewed, or the need for “new blood”
in a performance review, or “all the dead
wood” are all problematic.

We had a discrimination case
in which an employee testified
against us. What can we do about that?

Nothing. Everything should remain
A business as usual. If you try to
retaliate against an employee for making a
discrimination complaint or testifying in a
discrimination case, you open yourself up to
another lawsuit.

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.kenmorrislaw.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.
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Engledow explains its operations to
PLANET symposium participants

CARMEL, IN — A considerably smaller
number of guests toured their facili-
ties than the last time the Professional
Landcare Network (PLANET) had
a major event in Indianapolis — but
the group was just as appreciative.

The Engledow Group opened its
headquarters and
walked 34 guests
through its opera-
tions just prior to
the PLANET Spe-
cialty Symposium
in late August.
About five years
earlier, as part of
a Green Industry e
Conference, the Engledow Group
hosted more than 600 landscape and
lawn service company owners and man-
agers in a similar event. The memory of
that event had President Jim Engledow
shaking his head. He commented that
he still doesn't know how his team
pulled off that earlier facility tour, in
particular the logistics involved with
transporting sO many guests between
the company's several locations.

In addition to its headquarters, the
company maintains an 8-acre nurs-
ery, and maintenance and installation
branches on the south side of Indiana-
polis and another in Columbus, IN.
The building that serves as company
headquarters also houses its Interior,
Irrigation and Special Events divisions.
A former factory, Engledow moved into
the spacious, modern structure in 1994,

The Engledow Group is a unique
company in many ways. While it
started 75 years ago serving the resi-
dential market, it's only been recently

that it returned to that niche with its

high-end Estates busi-

ness, said the company
president. In addition
to maintenance and
installation, the com-
pany has irrigation, and robust interior
and events businesses, including holi-
day decorating

“We're proud of our facilities,” of-
fered Engledow, the third generation
of the family to head the company.
“We hope that you learned a few
things today.”

The group enthusiastically re-

sponded that it had.

President Jim Engledow
is the third generation
in his family to grow
the Indianapolis-

based landscape
company.
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In the Know

Green Industry & Eqmpment EXPO demo area sold out

LOUISVILLE, KY — By mid-August,

the 19-acre outdoor demonstration
area at the first-ever Green Industry &
Equipment EXPO (GIE+EXPO) had
already been completely reserved. The
three-day demonstration features more
than 170 exhibits, just steps away from
the 650 indoor exhibits. Free trams
sponsored by Cub Cadet will transport
visitors between the indoor exhibits and
the demo area.

GIE+EXPO 2007 will be held in
Louisville at the Kentucky Exposition
Center, October 25-27.

Show Director Warren Sellers said,
“There’s no better way to compare
products than to get your hands on the
controls and see what the equipment can
really do and how it feels. Dealers and
professional users will be the first in the
world to preview and use most of these
products.”

Other features of the upcoming show
include:

» PLANET’s Green Industry Confer-

Project EverGreen to showcase Wheelbarrows art display at GIE

NEW PRAGUE, MN — Project Ev-
erGreen has announced a new
challenge for the upcoming Green
Industry & Equipment Expo (G.1.E).
“This will be "the Year of the
Wheelbarrows’ at G.I.E.,” said Den

wheelbarrow

ence and PGMS’s School of Grounds

Management — a comprehensive lineup

of educational sessions for green industry

professionals;

» Two free concerts featuring chart-top-
ping entertainers Three Dog Night and
Diamond Rio;

» Performances from the STIHL Iron-
Jack Timber Team;

» Networking events;

\\/ﬂe

srtwork sponsored by project svergrean

G.LE. “Last year, some 27 Green
Industry manufacturers, distributors
and service providers accepted our | E :
Shovels challenge,” he said. “This «4?\ i
year we are looking for even wider -
participation. It's an opportunity to

Contractors can test equipment

on site at the Louisyille event.

» The Dealer Experience — A Guide to
Profitability;
» Giveaways, including $20,000 to-
ward the purchase of a new truck in the
Trucks of the Industry Giveaway.
Pre-registration for a three-day pass
to GIE+EXPO is $10 per person. The
tradeshow admission for those who
register onsite will be $50. To register
online, go to www.gie-expo.com.

F &

Gardner, executive director of Project EverGreen.
“Everyone who participates will be given a child-
size wheelbarrow, courtesy of John Deere, and
challenged to decorate it in a way that depicts
their company’s efforts to enhance green spaces at
home, work and play.”

Gardner said that the Wheelbarrows challenge
is designed to parallel Project EverGreen'’s Shovels
event, which gained major attention at the 2006

create unique art that conveys the positive
role the green industry plays in our envi-
ronment, lifestyles and economy.”

For more information contact Project
EverGreen at 877/758-4835 or www.
projectevergreen.com. To make the
display possible, participants are asked
to donate $1,000 toward the mission of
Project EverGreen.
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Almost 30
Green Industry
members par-
ticipated in last
year’s Shovel
challenge.
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EPA-initiated program will recognize and label
water-efficient products; certify irrigation system
designers, installers and auditors

BY BENJAMIN H. GRUMBLES

ou sold your client on the
design. They're in love with
the perennials, and you have
the perfect balance of patio
and lawn. The new irrigation heads are
placed discreetly among the ground
cover. Now, to test the sprinklers. What
if only a trickle of water comes out?
This scenario may not be as far-
fetched as it sounds. At least 36 states
will suffer some sort of water shortage,
according to the U.S. Government Ac-
countability Office, and recent climate
change reports predict droughts in more
unexpected places. Although the U.S.
population has doubled in the past 50
years, our demand for water, a finite
resource, has tripled. As populations
continue to grow, our thirst for water
will increase even more, stressing exist-
ing systems and causing water districts to
scramble for new sources.
Nationwide, landscape irrigation
is estimated to account for nearly one
third of all residential water use, totaling
more than 7 billion gallons per day in the
commercial and residential sectors. In
communities where water supplies are
in jeopardy, landscape irrigation is often
the first area targeted for restrictions.

Focus — residential irrigation

The U.S. Environmental Protection
Agency (EPA) is helping address the
future of our nation's water supply.
And the landscaping community can
play a big role in ensuring that supply is
sustained. Incorporating water-efficient

e

EPA

WaterSense

techniques in your projects can save
water and provide a beautiful, sustain-
able landscape for your clients. To aid
consumers and professionals riding this
wave of more efficient water use, EPA
launched WaterSense, a partnership and
labeling program that identifies high-
performance, water-efficient products.
Additionally, WaterSense is labeling
professional certification programs such
as those for irrigation system designers,
installers and auditors that meet EPA’s
specifications. Professionals who com-
plete these certifications may become
WaterSense partners.

Experts estimate that more than 50%
of residential irrigation water is lost due
to evaporation and runoff, or improper
watering, system design, installation
or maintenance. As a landscape pro-
fessional, you already understand the
damage that can result from improperly
placed, programmed and maintained
irrigation systems—under-watering,
over-watering, or worse yet, destroying
plants and eroding soil in a carefully con-
structed plot.

Putting efficiency to the test

The EPA WaterSense labels for irriga-
tion professional certification programs
that highlight water efficiency. Through
a public stakeholder process, EPA devel-
oped criteria for programs that certify
professional competency in irrigation

system design, installation/maintenance
and auditing. To qualify for the label,
programs must evaluate proficiency
through examinations and be subject to
independent oversight. Each certifica-
tion program tests for specific water-ef-
ficiency capabilities:

» Irrigation design professionals with
WaterSense certification can tailor ir-
rigation systems to the surrounding land-
scape and local climate conditions.

» Installation and maintenance profes-
sionals with certification can select the
appropriate equipment, site layout and
proper scheduling for optimal irrigation
system performance.

» Audits conducted by irrigation system
professionals with certification can iden-
tify systems that are distributing water
unequally or inefficiently and determine
how to improve performance.

This past February, EPA approved
two certification programs sponsored by
the Irrigation Association (IA)—Certi-
fied Irrigation Contractor and Certified
Irrigation Designer—to receive the Wa-
terSense label.

To make it easy for landscape profes-
sionals and consumers to identify more
water-efficient irrigation designers and
contractors, EPA is partnering with these
individuals upon successful completion
or renewal of a WaterSense labeled certi-
fication program. Irrigation professionals
who have recently completed a Water-
Sense labeled certification program are
invited to become WaterSense partners
and demonstrate that they are helping
to reduce the demand on our water sup-
plies. WaterSense irrigation partners
benefit from being listed on EPA's na-
tional Web site registry and receive tools
to help educate their customers on the

continued on page 24
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In the Know

continued from page 22
importance of using water efficiently on
their lawns and landscapes.

EPA publishes a list of WaterSense
irrigation partners on its Web site, www.
epa.gov/watersense, to help landscape
managers and customers find solutions

that make sense

not only for their
lawn or garden, but also for their wallets

and the environment.

Thinking outside the hose

What's next for the program? Water-
Sense recognizes that landscape irrigation
is only one part of saving water outdoors.
It is equally important to consider aspects
such as water-efficient landscape design,
water-efficient plant palettes and land-
scape professional certification programs.
In the future, EPA plans to evaluate
other professional landscaping certifica-
tions that impact outdoor water use.

WaterSense is also conducting re-
search and evaluating opportunities for
labeling several irrigation technologies
such as irrigation controllers and soil
moisture sensors. Advanced irriga-
tion controllers use local weather and
landscape conditions to tailor irrigation
schedules to actual conditions on the site
or historical weather data. Soil moisture
sensors operate only when irrigation is
needed. These technologies, give us the
pulvnli.ll to ;.:rc;lll)‘ reduce water waste
and inefficiency across the country.

EPA encourages the landscape in-
dustry to embrace the water-efficiency
movement and program. As pressure
grows to increase efficiency for land-
scape water use, WaterSense is working
to provide organizations and profession-
als with the tools to be more efficient
while still providing customers with
healthy, beautiful landscapes.

— The author is Assistant Administrator,
U.S. Environmental Protection Agency
O_f_ﬁ(‘t' of Water

People & companies

Dow AgroSciences units which will now report to J.

has formed an Urban Patrick Spainhour, chief executive

Pest Management officer of ServiceMaster.

business that combines

its pest management IronPlanet has named Gregory J.

unit with its turf, or- Owens chairman and chief executive

namental and techni- officer of the organization. Owens

cal products division. will also join the company’s Board of

For the new division, Directors

Dow named Mark E.

Neterer T&O national Brent Mecham, a Colorado water

accounts manager, conservation specialist and longtime

Mike Lees as a product irrigation instructor, has been named
technology specialist and Nikki Hall as  Irrigation Association industry
product communications manager. development director.

Syngenta Professional Products Pierre Pereira joined
named Robert Goglia as market Billy Goat Industries
manager for lawn care. Syngenta also as vice president of sales
named Dave Ravel golf market man- ) and marketing
ager, and Todd Loecke Midwest sales
manager and Diana Nesbit Northern
California territory manager.

Jeff Korhan, president of True
ServiceMaster’'s Group President Nature Inc. and owner of Treemen-
Katrina Helmkamp will leave the dous Landscape Co., has been named
company to pursue other interests. to the Chapter Leadership Council
Helmkamp had oversight responsibility  for the National Speakers Association
for the Terminix and TruGreen business  (NSA.)

BASF partners with Farmlinks

RESEARCH TRIANGLE PARK, NC — BASF Turf & Ornamentals has entered into a
marketing partnership with FarmLinks, based in Sylacauga, AL

As a new cornerstone partner, BASF will benefit from having a controlled,
showcase environment in which to research and test products, and the only re-
search facility of its kind in the industry. BASF will invite 400 turf professionals
each year to FarmLinks, which has already begun using BASF solutions.

“Reaching turf professionals in this intimate environment, physically demon-
strating best chemical practices and listening to the needs and concerns of these
customers is a tremendous business and relationship opportunity,” said Toni
Bucci, business manager for BASF Turf & Ornamentals. “In addition to showcas-
ing BASF product innovation, we're able to listen to feedback from participants
so we can better meet their current and emerging pest issues.”

“Through our ongoing research, we know that turf professionals are looking
for easy-to-use chemical solutions that offer better value, and there is an enor-
mous demand for information to help them select solutions to meet their turf
and ornamental challenges,” said Erle Fairly, president of FarmLinks. “We are
confident that this relationship with BASF will provide a tremendous value to us

and to the more than 1,200 professionals who visit our property each year.”
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200,000 SKID STEER LOADERS FOR 200,000 CUSTOMERS.

SATISFIED TEAM MATES.

o e o

A SUCCESS BUILT AROUND YOU.

ok

WHEN AT NEW HOLLAND WE DEVELOPED THE SKID STEER LOADER IN 1972, WE WERE CONFIDENT IT WAS A WINNING IDEA.
WE WERE RIGHT. 35 YEARS AND MORE THAN 200,000 SKID STEER LOADERS LATER, WE CONTINUE TO BE THE LEADER IN
CLASS. WE'VE SET PERFORMANCE STANDARDS THAT ARE UNMATCHED AND CONTINUE TO RAISE THE BAR ON ERGONOMICS.
IN OTHER WORDS, WE KEEP BUILDING THE NEW HOLLAND CONSTRUCTION SKID STEER LOADER AROUND YOU AND YOUR

EXPECTATIONS. LOCATE YOUR NEAREST DEALER ON WWW.NEWHOLLAND.COM

OVER 200,000 SATISFIED CUSTOMERS.

© 2007 CNH America LLC. All rights reserved. New Holland is a trademark of CNH America LLC.
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BY RON HALL / Editor in Chief

will serve

The "firsts" in every person's life are rarely forgotten — that first grade
school crush or that first car. If you're a landscape company owner, chances
are you remember that first truck you bought when you got into the business.

“It was kind of a yellow, a weird color,” recalls Bruce Moore Sr., president
and founder of Eastern Land Management (ELM), Stamford, CT. Moore
remembers that first truck, a 1976 Ford F250. The truck’s cost: $6,600. How
could he forget that? Like most people, he started his business with moun-
tains of ambition and hope, a little trepidation and even less cash.

Fast forward 30 years and Moore is running one of the most respected
landscape companies in the Northeast. He's active in his community and in
trade associations and by most accounts is considered the owner and operator
of a successful small business. He's also committed to being a good father to
his son and daughter. The daughter is a teacher, the son, Bruce Jr., an em-
ployee. And if the plan works out as it's being drawn up, he will some day be
the operator of ELM. P b

www.landscapemanagement.net / SEPTEMBER 2007 / LANDSCAPE MANAGEMENT
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BUSINESS NAVIGATING FAMILY TRANSITIONS

It won't be as easy as just turning over
the keys to the car to the teenage son,
the father realizes. Business is a lot more
complicated than that. Transitioning
from one generation to the next brings
up a host of complicated issues.

“He thinks a lot like I did when I was
his age,” muses Moore. “But there is a
different set of issues now. Now, we

never experience. In the
landscape business, that
beginning is often on the
production end of a com-
mercial mower, as was the
case with Moore, who started out mow-
ing residential lawns.

But Moore had a head start.

Soon after graduating from Bryant

HE'LL BE SWINGING A 300-POUND
MONKEY. WHEN | WAS HIS AGE | WAS ONLY
SWINGING A 50-POUND MONKEY.

have 40 full-time employees. He will
have the advantage of taking over an
existing business, which means he’ll be
swinging a 300-pound monkey. When
I was his age I was only swinging a 50-
pound monkey."

There are many things business own-
ers never forget, both the good and the
not so good. An owner always remem-

College in Rhode Island (now Bryant
University), he was hired and got valu-
able management training from Bartlett
Tree Expert Co., headquartered in his
hometown of Stamford. He followed
that with field and sales experience
managing Bartlett Tree's Columbus,
OH, office. Even so, he admits he had
no experience starting his own company,
which he did in 1976 when he and his

He credits a combination
of factors for the early sur-
vival and growth of his com-
pany he founded, including
a list of prospects shared by
an uncle who co-owned a pool construc-
tion company. That got him started, but
other factors quickly, and somewhat un-
expectedly, assumed greater importance.

“Soon after [ started the business there
was an exodus of corporate headquar-
ters from Manhattan to our city,” recalls
Moore. “Stamford had been a manufac-
turing town and there was a lot of prop-
erty available.” (Stamford is located in
the southwestern corner of the state.)

As he looked around he realized that
there were no companies targeting this
growing segment of the maintenance
market. It didn't take him long to shift
his efforts toward that market. Donning
a suit and tie, he knocked on the doors
of facility and property managers.

“They were kind of shocked to see
a landscape guy dressed like that,” says

bers the first days of his or her business,
something subsequent generations can

Family considerations an

2003 study conducted in part by Loyola
A University and Kennesaw State University on
American family businesses found that the

leadership of almost 40% of family-owned businesses will
change hands within the decade. More than 56% of CEOs will
retire within this time. Of the CEOs expected to retire or semi-
retire within this time, only 58% have chosen a successor. This
lack of a chosen successor will define the business’ survivorship.
In other words, will it live on and continue the legacy or not?

Why are transfers between relatives not occurring in fam-
ily-owned businesses? Often it's because no chosen succes-
sor has been identified or family acrimony exists. However,
another reason businesses do not survive from generation to

wife returned to Connecticut.

Moore. “For a couple of years we were
continued on page 50

generation is due to the associated transfer taxes.

You must plan to ensure the successful transfer of the own-
er's interest to relatives during his or her lifetime. Regular valu-
ations of the business in combination with tax-planning strate-
gies allow transfers to occur with minimal tax consequences.

In incremental amounts, a valuation also enables transfers to
occur with negligible estate tax implications.
— By Erin Hollis, AVA, SM&AA, CBC, MBA, Director of
Valuation Services, Accountancy Associates, LLC, a related
company of International Profit Associates and Integrated

Business Analysis (IPA-IBA). Visit www.ipa-iba.com
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Give your customers the instant satisfaction they desire.
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BUSINESS NAVIGATING FAMILY TRANSITIONS

Six keys to a successful

transition

he Baby Boomer owner of the family business views
the business differently than, say, the son or daugh-
ter that works in the business. The founder often
sees the business in a much more personal light.
Often, the business defines the owner/founder’s life. And
that's apart from providing for his or her continuing financial
welfare and eventual retirement.

For that reason — and many more practical ones — both
generations must understand that it’s going to take time —
years, in fact, to successfully transition the business from one
generation to the next. The transition must be orchestrated.
Almost always it's wise to seek the guidance of a professional
that's knowledgeable about the process.

Here are six strategies to make the process more efficient.

Change your role. Consider gradually withdrawing from

day-to-day operations and taking a bigger-picture role
with the company. That means, handing over increased
responsibilities to younger family members. Do they have the
knowledge (operational, administrative, financial), the experi-
ence and the management skills to meet these responsibilities?

Create clear-cut descriptions for family members in the

business. Resist the temptation to split the company
(and the responsibility for its success) into equal parts among
family members that are working in the business. Assess each
family member unemotionally — without regard to gender,
age and time with company. You're looking for is talent,
skills, abilities — the person with the management and lead-
ership skills to sustain the company’s success. You learn this
by giving people real responsibilities and real challenges long
before you plan on turning over the company.

Strategize and build a plan. Regular meetings with fam-

ily members to discuss and plan the company’s direction
are essential to a successful transition. Yes, we all know that
families are about love, acceptance and giving but these
meetings should be focused on accountability, performance
and attention to detail.

Outside management a better choice? Not every family

member working in a family business wants to assume
control of the business. Or is ready to run the business. Pro-
fessional non-family managers may be the key to a success-
ful transition.

Provide for your financial security. Most owners pour

much of their business revenues back into their com-
panies. Companies must
have working capital to
grow. Taking money back
out of the business can

N MORE ONLINE

get tricky for the owner as
Learn what parents helsh 5 fia bush
and children had to say e transitions the busi-
about family business ness to sons or daughters.

at the OFA Short course

This requires lots planning
prior to taking money from
the business. If you're the
owner, ask yourself, “How
much money am | going
to need?” Then, of course,
you'll have to determine how much the company can af-
ford to give. You'll need an extraction plan. Are you leaving
enough money in the company for the next generation to
buy back your portion of the company once it takes over?
Again, wise owners seek the assistance of a knowledgeable
and trustworthy financial advisor.

Time for a lengthy vacation? OK, the transition is com-

plete and the next generation is in charge. Sure, you'll be
around if they need some advice, but it's their business to run
now. If you've groomed it to succeed and you're comfortable
with the financial arrangements, maybe it's time for you and
your spouse to take a lengthy vacation, an extended absence,
away from the company. Sometimes this is the best way to let
the rest of the company (including the now-in-charge family
members) know that there's new leadership in place.

in a class conducted by
business consultants
Gary Hudson and
William McCurry.

—RH
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SUDDENLY YOUR WORKLOAD JUST GOT A LOT SMALLER.

INTRODUCING THE ENFORCER', THE NEWEST INNOVATION FROM CUB CADET COMMERCIAL

The new ENFORCER™ has just what the commercial operator is looking for — from the legendary
Command Cut System™ and its fabricated mower deck in 44", 48" and 54" sizes, to the foot pedal
height adjustment and high-back suspension seat. Features like Timken® tapered roller bearings, -
a heavy-duty pivoting front axle and fully welded steel frame mean it's built tough. All this, plus a c 0 M M E n c | n l
premium Kawasaki® engine and our 2-year limited commercial warranty,* means you should
demo one today! Sold exclusively at Independent Retailers. Stop in and ask about our fleet programs. YOU CAN'T GET ANY BETTER

www.cubcommercial.com  “See your local Independent Retailer for warranty information.
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Solutions that fit any ornamental pest problem.

-

When it comes to nasty ornamental pests and diseases, Bayer has the solution — products that will prevent

e

or control every sorry insect or fungus that you may come across, quickly and effectively. Therefore, keep-
ing your customer’s landscape healthy and lush and your business healthy and in the black. And all our

products are Backed by Bayer and all the support and science that come with it. For more information ask

your Bayer Field Sales Representative or visit us at BackedbyBayer.com.

MERIT TEMPO j MERT

REE INJECTION INSECTICIDE

allectus Armada COMPASS FORBID

BACKED
5/ by BAYER

Bayer E tal Science, a b

division of Bayer CropScience LP, 2 TW. Alexander Drive, Research Triangle Park, NC 27709. 1-800-331-2867. www.BackedbyBayer.com. Allectus, Armada,
Compass, Forbid, Merit and Tempo are registered trademarks of Bayer AG. Not all products are registered in all states. Always read and follow label directions carefully. ©2007 Bayer CropScience LP.
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continued from page 28

the only business in our market offer-
ing that kind of service.” Of course, that
couldn't last, but it lasted long enough
for ELM to gain a reputation for quality
work and a solid position in that market.

As the commercial business grew,
ELM hired additional employees and
broadened its range of services beyond
commercial maintenance, eventually
adding installation, construction, snow
management and holiday lighting. The
company has grown to 43 employees
and about $3 million in sales annually.

But there have been some serious
financial and operational bumps along
the way.

Moore looks back on his firm's golf
course construction experience in the
1990s as a good learning experience
— but certainly not a wise one, at least
not as it was implemented.

“We ended up doing a lot of work,”
he says. “Actually it took off quite well.
But we didn’t have the management or
the reporting systems in place. And we

lost focus on the maintenance business.”

Landscape &

to begin redefining his role in his land-
scape company. No, he stresses, he’s not
planning on retiring, not anytime soon
anyway. And he’s not planning on selling
the business, although he’s had offers.

The founder’s plan is to gradually
turn more of ELM's operation over to
son, Bruce Jr., 24, who began taking on
more responsibility in ELM soon after
earning a business degree from Curry
College in Boston. Business degree or
not, the younger Moore has been learn-
ing the business from the ground up,

first by running a maintenance crew and,

HE TELLS ME HE LOVES THIS BUSINESS
EVEN THOUGH | CAN TELL HE SOMETIMES
GETS FRUSTRATED JUST LIKE WE ALL DO.

That experience was one of several
that convinced him to pay more atten-
tion to systems and financials. He sought
help from consultant Frank Ross, Ross-
Payne & Associates Inc., Chicago, and
other knowledgeable Green Industry ex-
perts to get a better handle on his com-
pany’s financials and to refocus his busi-
ness. “That was one of the best things
I've ever done for the business,” he says.

Today, 30 years after starting ELM
and 56 years old he realizes it's time to

plan for a new phase of his life; it's time

most rvn'nll)’, as an account manager
overseeing five maintenance and two en-
hancement crews. With additional train-

ing and experience

concentrating on
sales and marketing — the elder Moore
is eyeing the day when his son is ready
to assume more responsibility in ELM's
business development.

“I urged him to look at other things,
but he tells me he loves this business
even though [ can tell he sometimes gets
frustrated just like we all do,” says the fa-

ther. “But I do appreciate that he's taken

Bruce Moore Sr.
has handed duties
to his son, but has

yet to turn over

the business__

Site Contractors

a lot off my plate in terms of dealing
with customers.”

To make the eventual transition rore
efficient and more likely to succeed, both
father and son have been participating
in “family business” gatherings at the
University of New Haven. Each menth
owners meet there as a group and discuss
common related to the business. The sons
and daughters of the owners, the heirs,
meet and network in a separate group.

Also, the father and son meet each
Friday morning for breakfast in a nearby
restaurant. “If there's anything going on
between the two of us, we can clear the
air,” says the company president. “I think
it's been a healthy mechanism to facili-
tate communication between us.

“It gets kind of fragile sometimes. The
biggest challenge is separating the busi-
ness and the family relationships. That
requires a high level of mutual trust.”

While the elder Moore says that he's
always around to lend a listening ear, he
tries not to offer too much unsolicited
advice or guidance as his son gains experi-
ence and, hopefully, knowledge and con-
fidence in running the family business.

“I want him to learn, and that means
sometimes making mistakes," says
Moore. “But I don’t want him to make
the same mistakes that [ have made;
that way we can both learn from the

mistakes.” Lm
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BUSINESS SMART FINANCING

BEWAR

the Credlit Card Monster "“

Strategies to wring value from your

credit cards without getting you

(or your business) in financial trouble

BY WILLIAM J. LYNOTT

redit cards offer land-
scapers a tempting
source of financing.
Some say they wouldn't
be around today if they
hadn’t maxed-out a few
credit cards. Still, credit cards present
serious risks for contractors in need of
operating funds. Some experts compare
credit cards to drugs: They offer short-
term pleasure in exchange for long-term
pain. Without doubt, once the Credit
Card Monster gets his hooks in you, it
can be painfully difficult — and some-
times impossible — to free yourself.
Millions of business owners are in
over their heads with credit card debt,
and many others are taking their first

steps down the road to financial oblivion.

Undeniably, credit is important in
our society. Without credit, many of
our small businesses would not exist.
Without credit, most Americans would
have no hope of ever owning their own
homes or automobiles. Without credit,
the quality of life for most people would

be far less attractive.

But credit as we know it today has its
dark side as well.

Credit cards carry special risks for
those who lack the self-discipline to use
credit wisely. A pocket full of credit
cards can sweep even business owners
up in the illusion that they have more
money than they actually have, and
that's where the trouble begins.

In 2006, the average outstanding
credit balance per household, with at
least one credit card, was in excess of
$8,000. That's more than triple the aver-
age balance in 1990. Even with a lower
balance, minimum monthly payments —
usually about 2% of the outstanding bal-
ance — will barely cover interest charges
and minimal new purchases. Thus, for
many, the debt will become a lifetime ob-
ligation. No wonder 1.8 million Ameri-
cans declared bankruptcy in 2006.

The credit card folks are so good at
what they do that they've managed to put
1.5 billion cards in circulation in America.
That's almost five cards for every man,
woman and child in the United States.

An average of 12% interest on that
typical balance of more than $8,000

comes to nearly $1,000 per year in in-

terest charges that won't buy a single
piece of power equipment or make one
payment for supplies or payroll. What's
worse, those figures are only averages.
Millions of Americans are mired even
deeper in a financial quagmire, with little
or no hope of ever getting out unless they
change their ways.

Still, credit cards in themselves are
not harmful. In fact, used skillfully they
can be an important financial plus for

the typical landscape professional.

Minimum payment trap
According to the Federal Reserve,
Americans are now carrying more than
$750 billion in revolving credit card debt.
That's not the amount being charged
every month; it’s the outstanding bal-
ances on which cardholders are paying in-
terest. Moreover, according to a report by
Cambridge Consumer Credit Index, 47%
of the people who paid less than the full
amount on their credit card bills recently,
made only the minimum payment due.
After a brief respite resulting from a
slow economy over the past few years,
credit card interest rates have begun to
climb skyward again. An interest rate
of 18% on that average balance would
come out to about $1,500 — about
$125 per month just to pay the interest.
What's worse, the above figures are
only averages. Millions of families and

continued on page 54
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“We forget that the life cycle
and the water cycle are one.” .. coustean

In hopes they won't forget, we developed an environmental curriculum to

help teachers and students better understand water’s vital role in nurturing and sustaining
ecosystems. Everything we do revolves around water, so we feel it is our responsibility to
not only develop irrigation products and technologies that manage this resource wisely,
but to also educate others about The Intelligent Use of Water.™ We want to do even more,
and with your help we can. To partner with us, visit www.rainbird.com/IUOW.
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continued from page 52

business owners have sunk far deeper
into the financial abyss, with little or

no hope of ever getting out unless they
drastically alter their lifestyles. Even
more frightening, it would seem that just
about anyone is a potential victim.

Kathy McNally, Ph.D., vice-president
of the National Foundation for Credit
Counseling says, “Credit card debt is an
equal opportunity problem. It crosses
over all income levels, ages, races, geo-

graphic areas and educational levels.”

Use credit wisely
Like credit in general, credit cards in
themselves are not harmful. In fact, used
skillfully they can be an important finan-
cial plus for a landscape contractor. Here
are seven steps to help you use credit
to your advantage while avoiding the
clutches of the Credit Card Monster:
» Keep no more than two credit cards.
The more credit cards you have in your
wallet or purse, the more difficult it will
be to keep an eye on your total debt.
» Use other people’s money to make your
routine monthly purchases. Whenever
possible, don’t charge more than you
can pay off in full when the bill comes
at the end of the month. When you pay
the full balance on your bill each month,
you are taking advantage of an interest-
free loan from the card issuer. That's a
huge financial advantage.

Remember: Every time you pay
off the full balance at the end of the

month, you have borrowed someone

else's money
at no interest
to make your
purchases.
Paying less than the
full balance on a monthly credit card bill
is the first step on the road to oppressive
interest charges and unmanageable debt.
It is far wiser to postpone the purchase
of a non-essential item than to extend an
invitation to the Credit Card Monster to
sneak into your life.
» Carry a reasonable amount of cash to
pay for small purchases. Financial coun-
selors know it's harder to make frivolous
purchases when we reach into our pock-
ets for cash. Credit cards makes it too
easy to lower our financial inhibitions.
Small purchases made regularly can
grow quickly to mammoth proportions.
» Know the costs of credit. Know about
annual fee, the exact interest rate you'll
pay and any charges for overdue pay-
ments or going over your credit limit.
» Shop around for the best deal.
Compare credit card offers for the deal
that's right for you. Take advantage of
such features as a low interest rate, no
annual fee, rebates, points or airline
miles bonuses.
» Check your credit report annually.
Contact one of the three major credit
reporting agencies each year to get a
free copy of your credit report. You can
order your free report at www.annual-
Keeping an eye on what other people

are saying about your credit standing is

The three major CREDIT BUREAUS

2 Experian | 3 Trans Union

1 Equifax
Web Site equifax.com
Order Credit Report 1-800/685-1111
Report Fraud 1-800/525-6285

experian.com transunion.com

1-888/397-3742 1-800/916-8800

1-888/397-3742 1-800/680-7289

NEED HELP
managing your credit?

The National Foundation for Credit

Counseling is the nation's oldest

and largest non-profit organization

providing education and counseling

services on budgeting and credit

with nearly 1,500 member agency i

locations across the United States ‘

and Puerto Rico. Many NFCC mem-

ber agencies use the Consumer ‘

Credit Counseling Service trade-

mark. To contact the NFCC member 1

office nearest you, call toll-free

from a touch-tone phone 1-800- 1

388-2227 or visit the NFCC Web site ‘
:
l

at: www.nfcc.org.

a good way to stay on top of your credit
behavior. It also allows you to make
certain that your record does not contain
any errors that could limit your ability to
get credit in the future.

» Focus on needs, not wants. You don't
have to buy everything you think you

can afford for your business or your per-

|
sonal needs. Spending to satisfy impulses ‘
or gain “status” is often the first step to-
ward unmanageable debt.

Do you really need a larger house or a

luxury car? Smart consumers live a little

below their means and bank the extra
money. This is one of the basic secrets to ‘
accumulating wealth.

Careful observance of these sugges-
tions for sensible credit card use will go
a long way toward keeping you firmly in
control of your own financial destiny. Lm

— The author is A freelance writer
specializing in business. Contact him at

lynott@verizon.net.
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BUSINESS DOING BUSINESS RIGHT

YOUNG

and on the fast track

Michigan student Brad Naebeck says

being his own boss is the only way to

go in the landscape business

BY ANITA C. STUEVER

rad Naebeck, six years
old, started mowing
his family’s 3-acre
lawn. He may not
have known then

what becoming an

entrepreneur meant,
but he knew that he wanted to be his
own boss.

“I wanted to have a source of income,
be my own boss, run my own schedule
and be responsible for my own mis-
takes,” he says. Now a student at Michi-
gan State University he’s on his way.

At age 12 the son of
Michael and JacLynne
Naebeck began operating
his own turf-care business.
In the spring of 2000,
with equipment borrowed
from his father (who also
provided transportation),
he started managing and servicing his
own properties. His first outside account
was a local cemetery.

He soon expanded his after-school,

weekend and summer business, Season
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to Season Landscape Solutions, to nine
accounts. During Michigan winters, the
teen offered snow plowing and firewood
cutting. By the time he was old enough to
drive, Naebeck had saved enough money
to purchase a 16-ft. trailer.

Unlike many of his classmates, the

new driver wasn't saving for a hot car.

Naebeck learned how

to sharpen and balance
mower blades on a Mag-
naMatic 8000 in his Saline
(M) High School.

He'd set his eyes on a 60-in. zero-turn
mower, which he purchased with a loan

cosigned with his father.

Getting recognized

The Saline FFA Chapter member was
named national winner of the Turf
Grass Management — Entrepreneurship
proficiency award program at the 79th
National FFA Convention in October
2006 in Indianapolis. John Deere, as

a special project of the National FFA
Foundation, sponsored
the award. Naebeck

continued on page 58
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continued from page 56

was awarded $1,250 in cash awards,
plaques and a 10-day travel seminar to
Costa Rica.

Earlier in 2006, Naebeck had been
named Michigan'’s state winner, as well
as runner-up to Michigan's FFA Star in
Agribusiness. He competed against state
winners chosen from the 52 state FFA
associations. He believes the variety of
services he offers and his investment in
his own equipment gave him the edge
over other candidates.

His inventory includes more than
$20,000 in commercial turf equipment,
including a 52-in.-cut Toro zero turn and
new Stihl trimmers and edgers. It didn’t
take him long to start thinking about
working more efficiently, as he continu-
ally improved his production and service
quality. He sought ways to boost acres
mowed per hour, lift his average hourly
profit and decrease days down because
of equipment breakdowns. All the while
he instituted systems to work more

safely and improve customer service.

Refining a business

Naebeck’s growth comes in large part
because of his attention to detail, such as
loading and unloading equipment, and
the mowing sequence to get the best re-
sults while using his time efficiently.

“Time is money,” Naebeck says. And
learning the fine points of customer rela-
tions has been on-the-job training, he
stresses. “A consistent, high-quality job
every time is a critical factor in profit-
ability,” he says.

To gain professional experience, learn
new techniques and keep busy while
building his own business, he has also
worked for large lawn-care contractors.
The experience has been valuable to his
business, but has confirmed his decision
to remain his own boss.

Naebeck hires his father when he

DOING BUSINESS RIGHT

Since this photo was taken

Naebeck, because of

growth, added a new Toro

needs reliable help. He

doesn’t want to “be

Stihl trimmers and edgers.

concerned with having
to redo work done by
inexperienced workers.” He relies on
third-party references, word-of-mouth
advertising and posting of business cards
as his major advertising methods.

Still a student, Naebeck professes
“over-advertising” would result in
more accounts than he could serve at a
professional level. He believes serving
customers well and maintaining personal
communication to gauge the level of
customer satisfaction is the key to keep-
ing accounts. Satisfied customers are his
best advertisement. Naebeck realizes
that staying in business means doing
business right.

“I'm constantly seeing other compa-

nies fizzle out,” he says.

Continuing to learn
Naebeck focused his high school
agriscience studies on the landscape and
turf management course offered by the
South and West Washtenaw Consor-
tium at Saline High School, Ann Arbor.
“Agriscience classes taught me the
technical aspects of the business — how
to make a lawn look beautiful, keep
it healthy, price it and identify grasses
and other plants,” Naebeck says. FFA
“showed me a lot of responsibility and
how to deal with people.”
His agriscience teacher and FFA adyvi-

sor, David Mellor, taught him “definitely

He also purchased all new

52-in. zero-turn mower.

not to give up, not to
listen to what other peo-
ple think, to go for what
I think is right.”

At the high school level, Mellor
teaches classes that prepare students for
immediate entry into the Green Indus-
try or college programs in golf course
management, commercial or sports turf
management, nursery operation or land-
scape design and construction. Students
learn how to set up their own turf or
landscape business, operate commercial
landscape power equipment, survey
land, design a landscape plan using tradi-
tional and computer-aided design meth-
ods, prepare a budget and bid proposal,
keep business records and construct a
landscape project. His students gain
skills in landscape plant identification,
pest management and plant care.

Mellor's students complete a Green
Industry internship called a Supervised
Agricultural Experience (SAE) program.
SAE provides real-world application of
concepts and principles learned in the
agriscience classroom. Students have
opportunities to explore careers, gain
professional experience, earn money and
develop managerial skills, while work-
ing toward their educational and career
goals. Working in combination, the three
components of agricultural education
— supervised agricultural experience,
classroom education and FFA — provide
students with an advantage in the job

market, in attaining scholarships and
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college enrollment, in starting their own
businesses and in developing a plan for
success in life

FFA is a national organization of
nearly 477,000 students preparing for
leadership and careers in the science,
business and technology of agriculture.
The number of members preparing for
careers in the growing Green Industry is
one reason the organization is no longer
called Future Farmers of America.

Naebeck, a 2006 graduate of Saline
High School, is majoring in the 2-year
Sports and Commercial Turfgrass Man-
agement program at Michigan State
University. This past spring he worked as
an intern on the University of Michigan
grounds crew. Within five to six years
he hﬂPL’.\ to have c\'p;mdcd his business
to a full-time venture with year-round
services.

Until then, he'll work as a supervisor
for a large landscape services company to
gain further experience. He can't shake

that entrepreneurial spirit.

‘Don’t get too big
too fast. Start at the
bottom and work
your way up.”

I plan to keep it going and get big
enough that I won't have to have
" says Naebeck.

When asked what advice he would

another job,

give young entrepreneurs, Naebeck said,
“Don't get too big too fast. Start at the
bottom and work your way up. You
won't have the right equipment, and
you'll have too much debt.”

Naebeck says he learned his book-
keeping skills through reading and study-
ing examples from industry publications.

He credits his father for teaching him

www.landscapemanagement.net / SEPTEMBER 2007 / LANDSCAPE MANAGEMENT

money-management skills and how to
maintain equipment. Naebeck not only
has a jumpstart on his career, he has
earned enough money and scholarships
through his part-time business to pay for

most of his two-year college education

That’s a considerable accomplishment
for a lad who began as a 6-year-old
mowing mom and dad’s lawn. Lm
— The author is a freelance writer who
lives and works in Battle Creek, MI.
Contact her at astuever@comcast.com.
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EXTEND YOUR BUSINESS

Mosquito control

» With people spending time outdoors and their
concerns over West Nile Virus growing, misting systems
may be a good way to make some extra money.

BY JANET AIRD

hen you're a

landscaper in

the mosquito

control busi-
ness, clouds really do have
silver linings.

“It used to be that when it
rained, we couldn’t get work.
Now when it rains, we get
work,” says Andy Vande Hey,
owner of Vande Hey Co,, a
landscape firm in Appleton,
WL

The company's services
range from design/build and
landscape maintenance to
exterior lighting and, for the
past six years, mosquito con-
trol. They work in most of the
state and part of Michigan.

More homeowners are
concerned about mosquitoes
because of West Nile Virus
and because they're spending
more time outdoors, Vande
Hey says. He has used various
mosquito control products
and sold them retail for years.
The breakthrough products
for him are based on py-
rethrins, a synthetic product
that’s similar to the insecticide

from chrysanthemum flowers.
Pyrethrins work, he says. “It’s
the same product as in flea and
tick shampoo for dogs. You
just mix it with water, spray
and the mosquitoes drop.”

He uses one pyrethrin-
based product for a one-time
spray, for example, when
customers are having a party.
He uses another in a mos-
quito control system, called
MistAway.

System installs

The misting system dramati-
cally reduces the number of
mosquitoes on a property,
Vande Hey says, and training
to install it is basic. Still, “you
can’t just go in and throw

QUICK FACTS..

Employees: close to 100
in the summer

Landscaping customers:
residential and
commercial

Mosquito control
customers: 100% resi-
dential, most from their
landscaping business

Advertising: very little

P -

these systems in.”

His outdoor lighting crew
does the installations because
they're familiar with cabling
and installing wires. Irrigation
installers could do it just as
easily, he says.

The system includes a
large drum that contains
water and the solution, a
pump, an agitator that mixes
the solution, and a timer.
Lines connect the drum to
stainless steel nozzles around
the perimeter of the property.
Homeowners set the timer
according to their need.

“When you install the
system properly, you don't
know it’s there,” Vande Hey
says. The installers start up
the system with water, so
they don't deal with any
chemicals. Once it's installed,
it's easy to maintain.

Although the company
already has a pesticide license,
they have to pay an addi-
tional $50 when maintenance
people spray, Vande Hey
says, even though pyrethrins
“aren't even close to some of
the things that are sprayed for
insect infestation.”
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Benefits

It’s a good retail business, he
says. When customers need
more solution, they buy it
from the Vande Hey garden
center and refill the drum
themselves.

But demand for the system
hasn't been as great as Vande
Hey anticipated. In the last
few years the dry weather has
kept the mosquito population
down. During mosquito sea-
son, from June to September
(usually), they install only a
handful of units each year.

“In the northern states it
would be difficult to recoup
costs if you had to buy all
the equipment you'd need,”
Vande Hey says. “It needs to
be an add on.”

In states that are getting a
lot of rain, like Texas, though,
he says, business is booming.

— The author is a freelance

writer living in Altadena, CA.
She can be reached at

: ird@earthlink.net
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One - Control of early-season adults
and surface-feeders

Two - Long-lasting systemic ’
control of all white grubs

called ALOFT™ that will knock out adults, surface-feeders and grubs better than ever before.

%Lﬁ;_ . e

@ Arysta LifeScience

Harmony In Growth
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Innovations

HOT NEW PRODUCTS

“«

All-weather

comfort
Kubota Tractor Corp. introduces
the RTV1100 with Premium
Grand Cab, engineered for
all-weather protection and
comfort with a factory-installed
cab, standard air conditioning,
heater and defroster. It features
a 3-cylinder, 24.8-hp Kubota
diesel engine with 50.3 ft./Ibs.
of torque. The heavy-duty
RTV1100 comes standard with
Variable Hydrostatic Transmis-
sion, power steering, 4-wheel
wet-disc brakes, hydraulic bed-
lift system and more than 1,100
Ibs. of cargo-load capacity in the
16 cu. ft. bed
For more information contact
Kubota Tractor Corp. at 888/4-
KUBOTA or www.kubota.com
/ circle no. 250

Articulating

trimmer
Tanaka introduced a new
articulating pole hedge
trimmer, the TPH-260PF. With
a 130 degree articulating angle,
this pole hedge trimmer is
designed for trimming tall
hedges as well as clearing tough
ground cover. Powered by
Tanaka’s 25 cc, 1.3- hp PureFire
engine, key features include a
23.01l. oz., see-through fuel
tank, padded “D"” handle, and
a solid steel drive shaft. The
TPH-260PF contains 22-in.
double-sided, dual reciprocating
blades. The TPH-260PF weighs
just 13.8 Ibs.
For more information contact
Tanaka America Inc. at

253/333-1200 or www.tanaka-

usa.com / circle no. 251

Specialty Herbicide

™Trademark of Dow AgroSciences LLC

Perfect

‘Gentlemen’
MetalCision’s new “Gentle-
men"” tree spade is designed
for use on compact tractors
from 23 hp to 30 hp. The tree
spade provides up to 28-in. of
ground-level circle diameter, 40
degree ground engagement, a
19-in. root-ball and can safely
transplant trees with 3-in. trunk
diameters. The “Gentlemen”
tree spade comes standard with
a universal front loader mount,
which allows the tractor’s loader
arms to apply constant down-
ward pressure, providing a clean
and precise root ball cut.
For more information contact
MetalCision Machining Inc. at
810/625-8896 or
metalcisionmachining.com/
circle no. 252

62 LANDSCAPE MANAGEMENT / SEPTEMBER 2007 / www.landscapemanagement.net

4 LockUp weed
problems
DowAgroSciences’ penoxsulam,
the new active targeted to
control a broad spectrum of
weeds in turfgrass, has been
accepted for review and reg-
istration under the U.S. EPA’s
Reduced Risk Pesticide Initiative,
marketed under the trade name
LockUp. LockUp can be used on
warm- and cool-season turf and
provides up to six weeks residual
control of certain susceptible
weed. It offers low use rates,
generally .02 to .06 Ibs.; and has
no compatibility problems when
mixed with other commonly
used herbicides.

For more information contact
Dow AgroSciences at 800/255-
3726 or www.dowagro.com/
circle no. 253
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IT S YOUR BUSINESS IT S YOUR REPUTATIDN
'THAT'S WHY IT SHOULD BE OUR ENGINES

When we say our engines are true commerclalxgrade you aaﬁ beneve m Bptked by .
innovative engineering, Kawasaki engines deliver the power, durabﬂﬂy mmmﬂm la‘ndscaping ,
businesses demand. Some of our engines utilize our v-valve mch’nology \Vbﬁ:hctéates ahemlsphemal
combustion chamber that sets the standard for performance and emissions demandod by thenommerc:al " :
user - that means less stress on the engine and more envuonmemlly friendly bperatmn So :(your

reputation rides on performance, choose the engine mth the power ’to perfom 3 x,\ e

Find your authorized Kawasaki dealer at Ww. kawpowrcom or \:311800433‘ 5640

Commercial Grade. Kawasaki Made‘

www.kawpowr.com
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 TECHNOLOGY

PROTECT YOUR GOODS

Data encryption technologies once
reserved for government agencies Cadn NOW
protect your data, too.

BY TYLER WHITAKER

hen it comes to data en-
cryption, | imagine myself
as the spy James Bond
protecting national security
secrets. Or I'm Tom Cruise

viewing top-secret “Mission

Impossible” briefings that
will self-destruct in five seconds. Cloak and dagger
dreams aside, using data encryption technologies
once reserved for elite government agencies is now

not only common but also good business practice.

Your data is valuable

Years ago, to keep company data safe, we installed
locks on the door to the computer room. A good
dead bolt lock has helped many systems administra-
tors sleep well at night. Then came computer net-
works and the Internet. Overnight, physical security
was not enough. Anyone with access to the network
could hack our computer systems and gain access to
sensitive company data.

Out of necessity, the computer security industry
was born and gave us everything from firewalls, to
anti-virus software, to intrusion detection systems.
These are all good solutions, but often times they
are not enough.

I know what you're thinking, “My business
doesn’t have any national security secrets to
protect.” While that may be true, don't underes-
timate the value your company data holds or the
damage that could be done through its misuse. The

Safeguarding your secrets

top three pieces of data worth protecting are 1)
company financial records, 2) employee payroll and
benefit records, and 3) customer sales information.

Keeping data secure

So what can I do to protect my business? It starts
with basic computer security involving firewalls,
strong passwords, anti-virus software, etc. But

on top of that, consider using data encryption to
protect the data itself. Data encryption is not new.
Caesar had his cipher for passing information to his
generals. Da Vinci wrote in a mirror image script to
protect his manuscripts from being read. Today, we
too have solutions to protect data from use when it
has fallen into the wrong hands.

Two vendors to look at are PGP (www.pgp.
com). PGP, which stands for Pretty Good Privacy
and the free open source solution from TrueCrypt
(www.truecrypt.org). While not as feature rich as
the PGP, you can't beat the price.

Be advised, there is a downside to data encryp-
tion, starting with complexity. These solutions are
getting easier to use, but it’s one more thing to
install and configure. The second downside is key
and password management. In this digital age, if
you lose the encryption key to your data, that data
is gone. Keeping a copy of your encryption key or
password is something you simply can’t take lightly.
But I think you'll agree; in spite of the downside, it’s
better to have your data protected.

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

or visit his blog at www.tylerwhitaker.com.
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Join the aeratlon revolution.

TURNAER 6

¢ NEW

Front-traction drive
for easier transport
and loading.

N

TURNAER TECHNOLOGY
OPTIONS
Turfco offers two TurnAer
Aerator options, the
TurnAer 6 and the more
compact TurnAer 4,
to help you maximize
productivity in any area.

£ usw‘
TURNAER CHARIOT
Transform your TurnAer 4
or 6 into a riding Aerator
in seconds.
» Maximize productivity

- No more walking )

- TurnAer technology continues
to make aerating easier and
faster than ever hefore.

Turfco's award winning, patented TurnAer aerators operate like a
| mid-size mower, making it quick and easy to maneuver around
landscapes. Now featuring front-traction drive, transporting
and loadmg takes virtually no effort. Revolutionary DiffDrive™
with dual-brake action lets you
turn with the tines in the ground.
And, with the addition of the
TurnAer Chariot, you can now ride
behind to greatly reduce operator
fatigue. Simply put, aeration no
longer has to be hard work.

TURNAER 4

Request a free video and 2007 catalog.

dlrect

Call Toll Free 800-679-8201
Visit us on the web at www.turfcodirect.com
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OUR ELITE TRAINING PROGRAM

IS HIGHLY SELECTIVE.
(Find the grub? OK, you’re in.)

Point is, you don't have to be a big deal customer
to get big help from Bayer. We train plenty of
little guys too. All you have to do is ask, and all

you need is a passion to grow your business.

Where do you start? Our Lawn Care Institute,

OUR HAPPINESS GUARANTEE

1000/0 : We don 't utop working until you're vatisfied-

with our products, our tratning, our everything.
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launched just last year, is a kind of Lawn Care U}

without the frat
parties. It's a

great chance to

soak up science

and business,

confer with

RYE ZOME? IS THAT LIKE

We'll help you impress customes
with your gradsp ({/' p/anl JeLen



5, build that marketing plan and get
faining at your location or ours. Closer to home,
ou can always lean on your Bayer
EXPERT
field Sales Rey WI EXPERT-ER.
‘ It comes with the package. After all, we don't call
I S ourselves industry leaders just to impress our
. | the
' mothers. When you need us, call your Bayer rep
q l .
or visit BackedbyBayer.com
o whe ir staff need
2\ BACKED
AT s | cess to the brilliance of
) R t thouaght le adt‘.’?:,
k- much do | of

Bayer

Bayer Environmental Science, a business division of Bayer CropScience LP,
2 T.W. Alexander Drive, Research Triangle Park, NC 27709,
www.BackedbyBayer.com. Always read and follow label directions carefully.

No s&\soO\ colovs:

Ereett 0

22007 Bayer CropScience LP.



Zero-turn
mowers

andscaping is intended to be

creative, so lawns take many

shapes. As a result, there is no

one-size-fits-all lawnmower

today. To increase mower
versatility, manufacturers are applying
zero turning radius technology to a
number of different mower designs.
Fast, ergonomic and easy to handle,
zero-turns improve productivity, which
leads to increased profitability.

Hal White, Wright Commercial
Products vice president of sales and mar-
keting, says zero-turn technology is now
available in standing, stand/sit and walk-
behinds, as well as traditional zero-turn
designs. Manufacturers have begun offer-
ing mid-mount models whose profiles are
lower than traditional zero-turn mowers.
White also notes that manufacturers are
adding models with smaller deck widths
for tight yards and hard to reach areas.

The Stander stand-on, zero-turn
mower is a popular model for small, hilly
properties. Some operators prvfcr the
option of sitting or standing, offered by
the Sentar zero-turn. Even so, the tradi-
tional riding zero-turn, available in doz-
ens of sizes and with a range of different
features, remains incredibly popular
with landscape professionals.

With so many styles of zero-turn
mower, White advises operators to es-
tablish a relationship with one or more
service dealers who will let them try
before they buy. A test drive is the best
way to get to know a mower's features.

White says that mowing contractors
should equip their trailers with the most
versatile mowers for the subtleties of
each lawn design on a route.

— Duane Pancoast, Public Relations
Counsel, The Pancoast Concern Ltd.,

Victor, NY

< Lastec

Lastec's 2861AGC is the first 61-in. com-
mercial articulating rotary mower. This
61-in.-wide mower features three fully
articulating 21-in. decks that can eliminate
turf damage and scalping caused by rigid
decks. All points of articulation on the three
21-in. decks come standard with urethane
bushings to eliminate wear points on the
decks and require no greasing as on other
decks. The mower features a modular baf-
fling system that allows the deck to be a true
rear or side discharging deck that can also
be set up to mulch.

For more information contact Lastec at
317/892-4444 or www.lastec.com /

circle no. 254

Wright

With cutting widths up to 61-in., Wright
Manufacturing’s Sentar zero-turning-radius
mower can cover a wide area with the agil-
ity of a standup as well as the power and
comfort of a sitdown. The padded seat with
mono spring suspension folds out of the
way, allowing for more room on trailers. Cut
height can be adjusted rapidly and easily
from the driver's seat or standing platform
Operator Balance Control (OBC) lets the
operator shift his weight instantly as terrain
changes. The 2-cylinder, 19-plus-hp engine
powers the Sentar up to 11 mph forward
and 5 mph in reverse. Fuel tank capacity is
10.7 gal

For more information contact Wright
Manufacturing at 301/360-9810 or
www.wrightmfg.com / circle no. 255

continued on page 70
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STABILITY? WE'RE ALL OVER IT.

Wright's latest example of engineering excellence, the

Mid-Mount Z is a compact, lightweight mower with the Lanovative belt Ariv

orrangements rake
Hoe cen i ‘,[ r‘xv:'é\«
lowier Fhon oFher
o mount Z .

stability of machines twice it's size. Innovative belt
drive arrangements put the hydro pumps, engines,
and seat lower than other mid-mount Z's, creating a
lower center of gravity and increased stability.

The Mid-Mount Z also runs faster and cooler than
the competition with larger hydro pumps. And at
300 Ibs less than the industry average, you can tear

T

up the hills without damaging the lawn.

Power, performance, and a little excitement.
" That's the Wright way to mow.

Y fo 300 /bs less owl
| 3Y shortesr Flam *he
/hc(mj /f/v Average. .

i

' Circle 125

=

@ i
commercial products

For more information, call
1.301.360.9810 or find our dealer
locator at www.wrightmfg.com.
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iquid Handling
Systems & Equipment

Large or Small Systems in
Manual or Automated
Pre-assembled Kits or Turn Key Installations

£ i "

gl A
[ ]

Mix-n-Fill
Chemical Pre-mix
Tank Systems

—_—

Eductor

@
€l CHEMICAL
CONTAINERS, INC.

800-346-7867 * P.0. Box 1307
Lake Wales, Florida 33859
sales @chemicalcontainers.com

GIE Expo Booth #5143
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Great Dane

Available with a 25-hp Kawasaki
engine or a 27-hp Kohler engine
and a 52- or 61-in. deck, the
Great Dane Brutus zero-turn
mower is a more powerful, more
comfortable riding lawnmower.
This machine comes complete with twin 12-cc hydraulic pumps, a
solid-shaft deck spindle and a cushioned full-suspension, high-back
operator seat with twin lever between-the-legs transmission controls
For more information contact Great Dane Mowers at 402/274-8600 or
www.greatdanemowers.com / circle no. 256

Ferris
Ferris's IS 500Z has individual pumps and
wheel motors for improved performance and
less downtime. Available in 44-in. cut-
ting width, a foot-operated deck lift
provides the operator with variable
cutting heights from 1.5-t0 4.5-
in. Powered by a 24-hp Briggs &
Stratton Extended Life Se-
ries engine, the mowing
deck is made from 10-
gauge steel, featuring
over-lap welded cor-
ners, double thick top
and double reinforced side skirts. Available
accessories include the FAST-Vac double bagger collection system,
stripe kit, hitch kit, mulch kit, arm-rests and flat-free tires
For more information contact Ferris Industries at 800/933-6175 or
www.ferrisindustries.com / circle no. 257

EverRide

The EverRide Warrior boasts a 66-in.
deck with a 27-hp Kohler engine. This
zero-turn rider is known for its wide
height of cut range, pivoting front
axle and EverFlow Tunnel Deck, which
features a 149-sq.-in. discharge open-
ing, overlapping blades and baffle-
free front design. With the large deck
size — more deck outside the tires

— and the Warrior's trimming ability
is now one of the best in the industry. The Warrior is also available
with a 54- or 60-in. deck and a 25-hp Kawasaki engine.

For more information contact EverRide at 402/274-8600 or
www.everridemowers.com / circle no. 258

continued on page 72
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Anteater (30,000 &c)

Magnifying glass (1977)

@

Frying pan (1847)

Garden hose (1984)

Within 72 hours, your fire
ant problems will be history.

Welcome to the Age of Advion’

DuPont™ Advion® fire ant bait provides total
colony control within 24 to 72 hours, making it
the fastest, most effective fire ant bait available
today. Indoxacarb—the active ingredient in
Advion®*—is a new class of chemistry with a
new mode of action, excellent environmental
and toxicological profiles, and a reduced-risk
rating from the EPA. Advion*—powered by the

MetaActive™ compound—quickly controls the

entire colony, including the queen. With just

one or two applications, you can achieve

full-year fire ant control quickly and efficiently.

Bring your fire ant control up to date
by calling 1-888-6DuPont (1-888-638-7668) or
by visiting us at proproducts.dupont.com

Advion.! Unbeatable

results

Blowtorch (1926)

Conventional fire ant formula (2005)

Advion"* fire ant bait (2007)

DuPont Professional Products

{ and foliow all kabe!
df trademarks of Dufont of it

v, and MotaActoar are trads

nacks of

The miracles of science~
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Cub Cadet Commercial

Cub Cadet Commercial has enhanced

The TANK series to include a 2-pedal deck
lift; one pedal to lift and lock, the other to
release and lower; a conveniently located
parking brake with effortless engagement;

a standard, fully adjustable suspension seat
with arm rests and a standard, foldable
ROPS. The gas and diesel premium engines
range from 23 hp to 37 hp. Additionally, the

BECAUSE ALL
LAWNS ARE NOT
TREATED EQUAL!

different sizes

* 8 to 40 gallons
of liquid

* 100 to 300Ibs.

of fertilizer

n® 877-482-2040 © soles@z-spray.com
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Command Cut System has improved dura-
bility, reduced maintenance and a cleaner
overall cut. The TANK includes Dual Smartet
high-pressure deck washing system; larger
rear rollers; and a twin pulley drive belt ten-
sioning idler.

For more information contact Cub Cadet at
877/835-7841 or www.cubcadetcommer-
cial.com / circle no. 259

Grasshopper

Grasshopper's compact FrontMount 600
Series mowers feature: unique in-line T-
Drive system with pumps-in-reservoir design
that transmits more engine power to the
mowing deck; commercial-grade 16- hp
Briggs & Stratton Vanguard, or 20-hp
Kohler Command Pro horizontal-crankshaft,
V-twin, gasoline engines; front-mounted
44-, 48- and 52-in. DuraMax decks raise
vertically for space-saving transport or
storage, and convenient underside access,;
PowerFold/Electric Height Adjustment avail-
able on 48- and 52-in. DuraMax decks; and
side discharge or convert to optional Down
Discharge mulching or PowerVac collection
with same DuraMax deck.

For more information contact Grasshopper
Co. at 620/345-8621 or www.grasshop-
permower.com / circle no. 260

Toro

Toro has equipped its 52- and 60-in. Z595-
D Z Master models with a 25-hp Kubota
liquid-cooled diesel engine able to power
through the toughest turf conditions that

typically strain

conventional gas mowers. With 12-gal. fuel
capacity and 11.2-mph ground speed, these
machines help operators stay in the field and
productive. The Z595-D is equipped with
Toro’s TURBO FORCE cutting deck, featur-
ing Toro's patented adjustable baffle, allow-
ing operators to fine-tune the performance
for maximum productivity

For more information contact The Toro Co. at
800/348-2424 or www.toro.com /

circle no. 261

Hustler Turf Equipment

The Hustler Mini Z 48/54 boasts lots of
horsepower, quality of cut and simple
maintenance. Features include: welded steel
decks; 20-in. drive tires, 13-in. caster tires;
Hydro-Gear ZT 2800 hydrostatic transmis-
sions for true zero-turning-radius; 10-gal.
fuel capacity with built-in sight line; Smooth-
Trak steering with automatic park brake sys-
tem; 48- or 54-in. side-discharge/mulching
decks, optional catchers and snow-removal
attachments; and optional certified,
foldable ROPS.

For more information
contact Hustler Turf
Equipment at 800/
395-4757 or www.
hustlerturf.com/
circle no. 262

continued on page 74
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“HIGH TURNOVEF

WE JUST DESCRIBED OUR DREAM JOB.

Vermeer ® compost turners feature the patented and exclusive elevating-face L v¢[m¢¢|‘
technology that lifts and tumbles the compost pile, introducing more oxygen »
into the compost and enhancing the decomposition rate. Matched with our

tub and horizontal grinders, Vermeer offers multiple options in composting.
When it comes to waste equipment, look to an
industry leader — Vermeer.

2all 1-888-VERMEER or visit Vermeer.com.
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BUGGED BY PESTS?

Get to the root of the problem!

\Weed out your turf care problems with

@ PROFESSIONAL IDENTIFICATION GUIDES

Quickly and easily identify
and diagnose pests, diseases
and weeds with Scotts®
Identification Guides.

Used by lawn care professionals
throughout the world, Scotts®
Identification Guides feature full
color photos and illustrations that
accompany comprehensive,
easy-to-read text.

Contact Scotts® today at
www.scottssti.com to order
these invaluable resources.

parts Of A Grass Plant

DISEASES INSECTS
|

L
%

*

Scotts Training Institute*
GUIDE 10 THY

THE SCOTTS COMPANY LLC
e 14111 Scottslawn Road

Marysville, Ohio 43041

Phone: B00-221-1760, ext. 800-7429
Fax: 937-645-2590
www.scottssti.com

ITEM 89927

ITEM #9929

o ——
VISA | e

© 2007 The Scotts Company LLC. World rights reserved.
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EWINE’S GOT IT.

AND YOU WANT IT: The MP Rotator.

Impress your clients by saving water, eliminating dry-spots and reducing run-off. Ewing is Your
Source for Conservation Solutions and offers expertise on the industry's cutting edge technology.
Call or stop by one of our 170+ convenient locations,

1.800.343.9464 | www.ewingl.com
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Husqvarna
Powerful but compact in size, Husqvarna’s
iZ5223T intermediate zero-turn mower
offers maneuverability and efficiency for
professional use. Powered by a 23-hp Van-
guard engine and featuring a 52-in. deck,
the iZ5223T offers ground speed up to 9.5
mph and a productivity rate of up to five
acres per hour. The Tunnel Ram deck allows
operators to work with increased speed and
precision in heavy cutting conditions. The
deck features fully baffled 10-gauge steel
with rolled front edge and 7-gauge steel
side skirts.

For more information contact Husqvarna at
800/HUSKY-62 or www.usa.husqvarna.
com / circle no. 263

Walker

Equipped with 13- to 31-hp engines, Walker
mowers give landscape professionals the
ability to maintain any small or large prop-
erty. Decks range in size from 36- to 74-in.,
and configurations vary between grass han-
dling, side discharge, and mulching. Various
attachments are also available; bringing any
year-round project down to size. A popular
component of the Walker is its ability to
handle grass, leaves, small twigs and other
debris through its patented grass-handling
system (GHS). This exclusive system offers

a powerful vacuum action, clog resistance,
and high capacity without the bulk of typical
grass catcher attachments.

For more information contact Walker at
800/279-8537 or www.walkermowers.
com / circle no. 264

continued on page 76
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TrimYour Labor Costs!

Leading landscape professionals rely on the easy-to-use, long-lasting formulation of Cutless* Granular Landscape
Growth Regulator to reduce the labor costs associated with maintaining landscaped shrubs, hedges and groundcovers.
Plants treated with Cutless Granular require less trimming and exhibit a more compact, uniform shape.

Use Cutless Granular today...You'll love the increased profits and your customers will love the fuller and more
attractive plants.

*
For more information about Cutless Granular Landscape c“tless Granular
Growth Regulator, visit our web site at www.sepro.com, or
call 1-800-419-7779. Landscape Growth Regulator

T
» K 5
~ o
Treated Jasmine~
Note the enhanced blooms
of the treated shrubs.
B Pty

Untreated Jasmine VB Y ",-Trea'ed‘Mencan Petunia [
PV Paf “="Untreated Mexican Petunia

Side-by-side D ..
proven results with_qmm |~
Cutless’ Granular.

Example below of reduced shoot growth and enhanced
bud development of the treated Jasmine on the left,
and untreated on the right.

Treated Plumbago
Untreated Plumbago

SePRO Corporation Carmel, IN 46032

“Trademark of SePRO Corporation. Always read and follow label directions.
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John Deere

The John Deere 737 and 757 Mid-Frame Z-
Trak mowers can handle small, tight spaces
as well as open fields. Their strength begins
with a single-piece tubular-steel frame
Operator comfort is assured when you add

up the low center of gravity, a standard
deluxe seat, right-hand console controls
and the foot-assisted dial height-of-cut
adjustment. Regular service is made easy
with a flip-up footrest, a tilt seat and remov-
able grille. The 23-hp 737 and the 25-hp
757 both feature a horizontal-shaft, air-
cooled Kawasaki engine. Both models can
accommodate either the 54- or 60-in. 7-Iron
Il mower deck

For more information contact John Deere at
800/537-8233 or www.johndeere.com/
circle no. 265

Yard Shark

Yard Shark commercial zero-turn mowers
feature a stable, low-center-of-gravity design
for good performance on slopes. The un-
obstructed, low-profile fenders allow close
trimming around bushes and low-hanging
branches. Designed for easy handling and

Muich More Profits!

Buy now and...

e Cut labor in at least half

* Double your production

* Increase profits

* Move up to 100 yards of
mulch a day!
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Call for Dealer 800.966.8442

Fall Leaf Clean-up Time!

Leaf Plow

« 55" wide galvanized
steel blade

* Pushes large piles of
leaves

ITCO

"‘ / Heavy-duty Attachments
for Commercial Mowers

o ircoinc.com
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maneuverability, Yard Sharks will also mow
up to 11 mph. Additional features include
a high-lift, long-throw Turbo deck, which is
welded 7-gauge steel. The deck is fortified
with a 1-in. reinforcement from the trim to
discharge side and triple-layered 7-gauge
steel at the chute. A deluxe suspension seat
is standard equipment. 51- and 60-in. mod-
els are available, with a choice of Honda or
Kawasaki engines

Contact Yard Shark Mowers at 800/447-1152
or www.yardsharkmowers.com/

circle no. 266

Simplicity
The new Simplicity ZT4000 zero turn
mower features 4-wheel independent
suspension, dual pumps and wheel mo-
tors, a 24-hp overhead valve engine and
a fabricated mower deck. The 4-wheel
independent suspension — rear-wheel IS
Independent Suspension and front shocks

— increases mowing productivity and oper-
ator comfort. The ZT4000 comes equipped
with a 24-hp Briggs & Stratton Extended
Life Series V-twin OHV engine. A three-
blade, 44-in. fabricated mower deck with
rollers and a series of front gauge wheels
assures a high quality of cut
For more information
contact Simplicity
Manufacturing at
262/377-5450 or

www.simplici-

tymfg.com/
circle no. 267

continued on page 78
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A WALL, IS A WALL...IS A WOW!

If your client wants more than an ordinary retaining wall, select VERSA-LOK. No other wall system
gives you the same combination of aesthetics, installation ease and performance. VERSA-LOK’s unique
construction gives you the freedom to create stairs, curves, corners, columns and freestanding walls
Units can be quickly modified on site—eliminating the need to order special pieces. And their
solid-unit characteristics provide unsurpassed durability. In addition, the Weathered™ texture and
Mosaic® random-pattern options will give your project a look that is sure to turn heads

For more information on how VERSA-LOK can bring personality and style to your retaining wall
project, call (800) 770-4525 or visit www.versa-lok.com

P

VERSA-LOK"

Retaining Wall Systems
Solid Solutions:”
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Snapper Pro

The 355Z Series zero-turn mowers from
Snapper feature a powerful 24-hp engine,
a rugged transmission, heavy-duty spindles,
a tubular steel frame and either a 44- or
50-in. deep-profile mower deck. A Briggs

& Stratton ELS (Extended Life Series) engine
delivers 24 hp and comes equipped with

an advanced debris management system,
chrome rings and valves, platinum plugs and
full pressure lubrication with a spin-on oil
filter. The 355Z touts forward speeds of 0-7
mph and twin lever steering.

For more information contact Snapper Pro
at 800/935-2967 or www.snapper.com /
circle no. 268

Bad Boy »
Bad Boy's 60-in. deck Lightning Z combines
power and strength with a high horse-
power-to-weight ratio, a 32-hp Big Block
Vanguard, the Swing-Away design and

the EZ-Ride system. The Swing-Away
design opens the entire operating system
up for easy maintenance and clean-up.
Virtually every serviceable component

is accessed in seconds. With Bad Boy's
independent front and rear rubber
compression shocks, you're able to
mow faster over uneven terrain
for longer periods.

Contact Bad Boy at 866/622-3269
or www.badboymowers.com /
circle no. 269

Dixie Chopper

The Dixie Chopper Propane LP 3000 is not
a conversion kit, but the first production
mower of its type-designed specifically for
propane. Available in both 60- and 72-in.
cuts, it features a specially designed 30-hp
Generac engine that offers all the power
and compression of a traditional gasoline-
powered mower: A 72-in. deck model
can still cut a football field in less than 10
minutes.

For more information contact Dixie Chopper
at 765/CHOPPER or www.dixiechopper.
com / circle no. 270

Gravely

Gravely's line of Extra Durability zero-turn
mowers (XDZs) is aimed at improving up-
time for landscape contractors. With an
overall 30% increase in durability, the XDZ
units are available in the 144, 148, 152 and
160 models of the Gravely 100 Series; and
the 252, 260 and 272 models of the Gravely
200 Series. The XDZs feature improvements
to the subsystems critical to commercial cut-
ters: ground drive, electrical, deck drive and
deck. The result is cooler hydraulic tempera-
tures that aid in longer pump and motor life,
longer belt life, increased durability to the
deck in high-wear conditions, and electrical
systems designed to eliminate corrosion and
downtime.

For more information contact Gravely at
800/472-8359 or www.gravely.com /
circle no. 271

Country Clipper

Available in 60- and 72-in. steel welded
deck cutting widths with a 37-hp Kawasaki
engine, Country Clipper’s BOSS SR-1205
offers a stand-up deck, for ease of main-
tenance and changing or sharpening of
blades. The BOSS SR 1205 is offered in
both the patented point-and-go joystick or
the traditional dual-lever steering. Mowing
speed reaches 11 mph.

For more information contact Country
Clipper at 800/344-8237 or
www.countryclipper.com / circle no. 272

Kubota
Kubota Tractor Corp.'s ZD-300 series of
zero-turn commercial mowers includes five
different models. The new models feature
energy-efficient Kubota diesel engines:
the 21-hp ZD321; the 26-hp ZD326; and
the ZD331 with 31 hp. These engines are
designed to produce higher torque to ag-
gressively take on heavy mowing jobs for
extended periods. They use as much as 30%
less fuel than gasoline engines; have fewer
emissions; and operate more quietly. Each
model features dual fuel tanks with 11.9-
gal. fuel capacity.
For more information contact Kubota
at 888/458-2682 or www.kubota.
com / circle no. 273

continued on page 80
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Having a
Custom Website is...

Ay 08 piw!

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: e
‘ . .
1.Eelect your ingredients

;’_])rganize what you want to say
Zbuild it with the pros’
é_éublish - dinner is served!

Why not visit www.easyaspieweb.com or call 888-504-6736 to request a free
whitepaper and learn more about what's cooking!

Sputnikuo

Putting you first in cyberspace!
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Bob-Cat

Bob-Cat Predator-Pro Series mowers are
high-output zero-turn commercial mowers
built tough with the features professionals
need. The Predator Pro Series comes with

a choice of 52-, 61- or 72-in. cutting decks
and multiple engine options that include

a 26-, 33-hp Generac V-Twin — or 26-hp,
37-hp Kawasaki engines. The mowers are
also equipped with a large 12-gal. fuel tank,
fully adjustable suspension seat, anti-scalp
rollers, DuraDeck molded rubber chute, and
extreme discharge system.

For more information contact Bob-Cat at
866/469-1CGC or www.bobcatturf.com/
circle no. 274

Scag
Scag now offers its Turf Tiger zero-turn
mower in a diesel model. The 25-hp, liquid-
cooled, 3-cylinder Kubota diesel engine
offers the commercial operator incredible
power and increased fuel ef-
ficiency. The 61-in. Velocity
Plus cutter deck high-velocity
discharge, plus a top quality
cut, even at faster ground
speeds. The double tube
steel main frame gives ¢
the mower strength .
and durability.

For more informa-
tion contact Scag
Power Equipment
at 920/387-0100 or
www.scag.com/
circle no. 275

Exmark

The Lazer Z series now features the Triton
high-capacity cutting platform. All compo-
nents of the Triton platform are designed to
work together for greater flexibility in a vari-
ety of conditions. The Triton series includes
the Lazer Z and the Lazer Z XS, with decks of
60, 66 and 72 in., as well as the Lazer Z HP,
with decks of 46, 50 and 56 in.

For more information contact Exmark at
402/223-6300 or www.exmark.com /
circle no. 276

Bush Hog

A new steel Two-Post Roll Over Protection
System (ROPS) as well as other accessories
have been added to Bush Hog's M2000
Commercial Series. It can be repositioned
without tools for convenience in moving on
and off enclosed trailers and for storage. A
more economically priced Rigid Two-Post
ROPS is also available for operators not need-
ing clearance in enclosed trailers or storage.
Other, easy-to-install Bush Hog accessories
include striping rollers and a hitch kit.

For more information contact Bush Hog at
334/874-2700 or www.bushhog.com /
circle no. 277

Encore
Encore’s popular X-Treme line is now
available in deck sizes of 48, 52 and 60 in.
Designed for power and versatility, the X-
Treme line features bigger tires, heavy-duty
pumps and wheel motors powered to mow
at 10 mph. They are available with 19-, 23-
and 25-hp, air-cooled Kawasaki engine
options for respective deck sizes, as
well as an economical Briggs & Strat-
ton in 20- or 25-hp versions.
For more information contact
Encore Power Equipment at
800/267-4255 or
www.encorequipment.
com / circle no. 278

Yazoo/Kees
The Yazoo/Kees ZMKH61252 Mid-Max
zero-turning rider’s full-floating cutting
deck is constructed of 10-gauge steel with
reinforced 7-gauge side skirts. Heavy-duty
blade spindles feature greaseable tapered
roller bearing construction for longer life

All Mid-Max mowers offer a low center of
gravity and wide wheel stance for increased
stability and smooth performance. The units
feature quick-lift cutting height adjustment
with standard foot assist, dual 5.6 gal.fuel
tanks and up to 10 mph ground speed.

For more information contact Yazoo/Kees at
877/368-TURF or www.yazookees.com /
circle no. 279

Bunton

With deck options as slim as 36 in., the Bun-
ton Rocket zero turn rider will slip through
narrow gates and let you mow in hard-to-
reach areas. Features include: Heavy-gauge
deck for durability; molded rubber discharge
chute that bounces back from hard knocks;
anti-scalp rollers on 52- and 48-in. models;
adjustable arm rests, panel mounted choke,
12V accessory outlet for MP3 player or cell-
phone; and quick Lift foot pedal to raise and
lower deck on the go.

Contact Bunton at 866/469-1CGC or
www.buntonturf.com / circle no. 280

Dixon

Dixon'’s Grizzly family of zero turning radius
(ZTR) mowers feature five models with
Kawasaki and Kohler engine options
ranging from 25 to 30 hp and cutting decks
measuring 52 to 72 in. The ZTRs can reach
top speeds of up to 10 mph and feature the
HFS three-blade cutting deck with 11-gauge
steel construction and 1/4-in. reinforced
front, side and spindle areas, plus heavy-
duty anti-scalp roller mounts. Deck height is
adjustable from 1.5-5.5in.

Contact Dixon at 800/264-6075 or
www.dixon-ztr.com / circle no. 281
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For starters, you'd be looking for a new job ‘

EverGreen

¢ Green Matters

visit www.projectevergreen.com

/

o — .
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Increase Your
Trimmer
Productivity...

TECHNOLOGY TRACK YOUR COSTS

82

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

Align arrow on
knob with
eyelet.

8

ALIGN
]

Step |

Feed trimmer
line through

eyelet. (&~
| —
o

Step 2

Re-load by turning

knob on head.
2

™

See the online demo at
www.shindaiwa.com
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Many companies know to the
penny how much money is
spent in Maintenance and
repairs. Can you?

Record it, file it

BY ALLEN SPENCE

hat machine must be
eating those things; I
swear [ bought six of
them yesterday.
Sound familiar?

Maybe you need to

come up with a way

to control the cost of items your crews
regularly use. What you're actually
spending on parts and supplies might
surprise you. Many companies can tell to
the penny how much money is spent in
maintenance and repairs for every piece
of equipment. Can you?

Do you keep records of every piece
of equipment you own? In a file you
need to place your purchase contract,
warranty paperwork, a copy of the
owner’s manual (in a location where
everyone can refer to it) and a mainte-

nance log.

The maintenance log can be as simple

as writing on the inside panel of the
folder. Some people use a small note-
book and others a commercially avail-
able receipt book. Use whichever one
works for you. The log should contain
the model, serial number and type or
code number of the piece of equipment
and the same numbers for the engine if

it is different than those of the equip-

ment. Also, list the part numbers for the
items you regularly use, such as spark
plugs, air filters and trimmer heads.

(Yes, some people are using computers
to do this, but what do they do when the
computer crashes?)

Record in the log the dates of service
and the activity performed each and
every time the equipment is repaired or
maintenance is performed. Don’t forget
to log and put in the same file all re-
ceipts for work performed either under
warranty or out of warranty. In addition
to maintenance tracking, it's also wise
to include parts purchased, fuel used,
mixing oils and other equipment-spe-
cific information.

You're creating a document that can
be used to track the costs of purchasing,
using and maintaining the equipment
This log helps you decide when to re-
place a piece of equipment, whether or
not the type or model is the correct one
for the job, and what type of service and
reliability the machine has. It may also
help you when or if you decide to resell
the equipment to someone. Many times
knowing a machine’s history can help in
the selling process.

— The author is turf equipment
management instructor at Hinds

Community College in Raymond, MS.

Contact him at haspence@hindscc.edu

LANDSCAPE MANAGEMENT / SEPTEMBER 2007 / www.landscapemanagement.net



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

The Show for Irrigation Pros

Smart Solutions

» Exhibition

» Education Courses
» Certification Exams
» Technical Sessions

» Business Seminars

» New Product Contest
» Networking Opportunities

See what's new, talk to pros from all over
the world, take home new skills, new ideas
and make valuable new contacts!

ZOOZ—J For more information...
Fax this form to +1.703.536.7019 today

or visit www.irrigation.org

igation Association” - 6540 Arlington Boulevard - Falls Church, VA 22042 USA - +1.703.536.7080 - +1.703.536.7019 fax

[] Send me information about attending the world’s biggest

irrigation show, including the education and certification IRRIGATION ._“

programs that will be offered. ASSOCIATION

[J Send me information about exhibiting. WWW.I I'I'ig ation.o rg
Please print legibly in dark ink

Name
Title
Company

Mailing address

City State

Zip/Postal Code Country (outside US)
Email

Telephone Fax
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MOWers

Bigger may be better, but really
big may not be very efficient

84

BY DANIEL G. JACOBS

Managing Editor

here is a certain inher-
ent appeal to mowers
with really big decks.
Watching the folks on
golf courses cut long

fairways in just a few

passes may make you
wonder what one of those machines
could do for your clients. Be careful
what you wish for.

Dan Foley, owner of South Walpole,
MA-based D. Foley Landscape and
CampusCare, which provides mowing
for commercial properties and private
schools, has used 100-in.-cut mowers
— the big boys — and learned that big-
ger isn't always better.

“The natural tendency is to go to the
biggest mower you can get,” Foley says.
“So we looked at the golf industry to see
what they were using. We looked at the
sports turf industry. We went up to an
11-ft., range-wing mower.”

But really big isn't always really good.
A couple of things come into play when
you buy such specialized equipment.
The first is capacity utilization. If you
buy a mower for one account, and it sits
for the rest of the week you're not using
the equipment efficiently. That leads to
several things which may not be so good
for your business, says Foley.

“You start looking for work to keep
that mower busy. That's not necessarily
a great strategy, because it might pull
you into something that really doesn't
match the kind of work you're looking
for,” says Foley, whose company should
gross $4.5 to $5 million this year. The
company, which sits a stone’s throw (or
perhaps a Tom Brady pass) from Gillette
Stadium, employs 38 during the peak
season and between 14 and 18 during
the winter.

Another problem that may arise with
under-utilized equipment is that you

may need special routing arrangements
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to move the mower to sites that cannot
fully cut the lawn, Foley says.

“The third issue is you start using it
in areas in which it's not really best. The
wings get picked up, and you're mowing
with the front deck, which is only a 70-
in. cut or so anyway."

And don’t forget transport. You may
need to purchase a specialized trailer
or truck just to move the big mower.

Ouch, that's going to add to expenses.

Big but not too big

Foley is taking his company through an
ongoing “lean” program. The goal is to
make the company more efficient. To
that end, Foley wanted to use mowers
80% of the time during the work week.
The question he asked was, “How small
do we have to go to still make that
work?" The company settled on 61-in.
and 72-in. riders.

“That’s kind of what we've hedged
back to the middle on,” says Foley.
“We've got some mowers that aren't
that much bigger than typical. We're
using them in a well organized way,
usually combined with other mowers on
the trailer.”

l"nl("\' does see two areas where the
biggest cutters make sense — specialized
sports turf mowing and where you have
a route that allows you to move it (daily)
and it’s really working at high capacity.

Neither of those were the case for
Foley so the company sold its 11-ft.

mower in 2006.

We tracked the hour meter,” he says.

“We tried to look at how many hours a
week that mower was working. When it
was working, we asked the operator to
give us feedback. We asked him, does he
always have the wings down, so he's re-
ally mowing at 11 feet, or was he
actually picking up and moving to mow
really at a 70 to 80-in. width anyway.

We decided not to add more big

mowers and instead add more in the
61-in. to 72-in. range, which are the tra-
ditional riders,” Foley says. “We looked
at lhl'lf .ll‘l]il_\' to ‘grass ¢ yC 1& We ltmkcd
at ground speed. We look at how easy it

was to adjust the cut height.”

The dealer relationship
There are other factors to consider if
you're considering putting down big
money to buy a large mower.

“If you simplify and you standard-

ize, then training gets easier, stocking

ZERO
PERCENT
FINANCING

A\ll Zero Turns

ZERO

TunnelRam™ deck provides premium cut quality

Increased productivity — up to 6.9 acres per hour

Low center of gravity for a smooth ride and greater stability

Advanced vibration isolation technology reduces operator fatigue

Backed by an industry-leading 5-year warranty

* Must 3 er at time of pur
purcha )
31, 2007. No finance ¢
d I as th
aid in full before 24-month term
Minim ance charge is $1
should see

Offer is a

3. Applies to
500 or more on a Husqvarna credit card before

HJHusqgvarna

To find the nearest Husqvarna
Total Source dealer,
visit www.usa. husqvarna.com

or call 1-800-HUSKY62

Circle 138
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parts gets easier, maintaining them gets
easier,” Foley says. “If you buy one big

1 1-foot mower and it breaks down, and
you've got it maximized on a schedule
of high utilization, you can't just throw a

61-inch mower into the fleet to

Foley once used this
John Deere mower with
a 128-in. cutting width.

replace that 11-foot cut. You better have
a dealer relationship that they'll have a
demo, a back up unit or a loaner. You
can buy a $40,000 mower, you work it
real hard and it has a problem. All

mechanical things have problems once

If it's good enough for the most prestigious
lawns in America, isn't it good enough for you?

water to its application

service network

ResCom and FloBoy variable

speed pumps are easy to install,
easy to use, and save water and
energy with flow rates up to 450

gpm and pressures up to 140 psi

Circle 139
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Flowtronex packaged pump systems are used on 78 of the top 100 golf
courses in the U.S.*, and are now available for your residential and
commercial landscape irrigation systems.

* Complete water management from the source of the

* Support from our FlowNet factory-certified 24/7 global

» Configurator Online Specification System that simplifies
pump station specifying, selection and estimating

Flowtronex water quality solutions can make your life easier and give you
complete control of water management by providing simple, packaged water
management solutions from start to finish.

Call 800-786-7480 or visit www.flowtronex.com to find out more.

* Golf Digest, May 2007

@ITT

Engineered for life

in awhile. You'd better have a real strong
back-up plan. We did."

Even if you do have a good relation-

ship with that dealer, you might be in
competition for that backup unit.

“The landscape market is not a big
market for these mowers, not these big
specialized mowers,"” Foley says. “If it
goes down and a golf course’s goes down,
sometimes a dealer might be more
motivated to send the loaner over to a
golf course because the course is buying a
couple every few years.

“When you buy a specialized mower,
make sure they have a plan when it needs
service or when it goes down. You can't
throw a bunch of small mowers at
replacing it.”

Foley learned that a good relationship
with the dealer is important for other
reasons, as well.

“We were always looking for the new,
cutting-edge evolution in equipment,”
he says. “Whether it was through our
personal desire or a manufacturer com-
ing out with something a little different,
we ended up with six different mower
brands and two servicing dealers. It
became difficult to manage.

“We have assessed minimizing the
number of different brands that we use
and partnering with that manufacturer.
We're at the size now that we have our
own fleet department or finding a dealer
that we can partner with.

Sometimes you can so focused on the
newest cutting-edge mower, whether it's
big or small, you end up with one or two
in your fleet, but you don't really have a
dealer relationship that's strong. It ends
up hurting the overall effectiveness of

that mower.” 1m
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MAKE A GOOD IMPRESSION.

DONTLEAVEONE.

s » 1 G - W . ] W T L 2 < .
Protect your income, and your reputation, from annoying turf repair. The Bobcat® A300 all-wheel steer
loader has four steerable axles that minimize damage to lawns. That means less ground repair work,

lower job costs, more profit, and a better bottom line.

A One Tough Animal.

6958-1

@Ingersollkand 1.866.823.7898 ext. 695 Www.bobcat.com/landscape
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LR L [e]Relch @ TOUGHEN UP YOUR TURF

Practical fall
fertility and weed
control strategies

to keep turfgrass

YOUR '|' U RF by s
 FORWINTER

urfgrass stressed from
poor cultural or pest
management practices
in the summer can
cause problems that will

linger into the follow-

ing growing season. Fall
is the optimum time for lawn care and
grounds professionals to make a success-
ful spring transition.

The first step to ensure healthy turf
growth in the spring is to take stock of
fertility rates and nutrient loads going

into the winter.

Stimulate cool-season grasses

High temperatures, heat stress and
drought cause cool-season turf to thin
during the summer. Turf professionals
should stimulate active growth of these
grasses with a complete fertilizer from
August through September, and pay
special attention in charging the nitrogen
rates. As evening temperatures begin to

'Gosa,long way in préparing A ; .
i (b A 5 el cool below 70 F, increase nitrogen rates

turfgrass fornext spring and summer. - .

A Al

from below 5% to greater than 16%.

continued on page 90
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WERE YOU

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

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

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

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

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

‘fgh\et\en Seke P

The search engine for the
green industry professional

www.green-seeker.com
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continued from page 88

g Fall is the optimum time for lawn
care and grounds professionals to make

a successful spring transition.

Deliver half the nitrogen source in a
slow-release form, such as sulfur-coated
or urea-based nitrogen. Fertilizers based

solely on ammonia nitrate nitrogen

will release too quickly, making them
unable to spread the turfgrass fertility
needs through the winter. If you experi-
ence lots of rain, periodic liquid fertili-
zation that includes an iron source may
be helpful.

Before purchasing fertilizers, check
the label to determine if both the source
of nitrogen (ammoniacal nitrogen, urea
or sulfur-coated urea) and percentage
(16%, 19%, 22%, 34%, etc.) satisfies the
cool-season turfgrass needs for the fall.

If you're reseeding thinned turfgrass
stands in late August through October,
consider delaying complete fertilization

until the new stand has grown-in and
you've mowed several times. This will
help avoid disease problems that can
occur while daytime temperatures are
still high.

In this situation, consider a liquid
foliar starter fertilizer lower in nitrogen
and higher in phosphorus and potassium
to encourage root growth.

Winterize warm-season turf

In areas where warm-season turfgrasses
go dormant or are susceptible to peri-
odic low winter temperatures, begin to
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slow the turfgrass growth and prepare
to ‘winterize’ in August. Reduce but do
not eliminate nitrogen rates. This helps
maintain but not push excessive new
top growth. A balanced fertilizer should
be in the range of 5-10-20 or 5-10-31
where phosphorus (i.e., 10) or the po-
tassium source (i.e., 20-31) are a ratio of
elements that promote strong roots for
the fall and winter months.

Mechanical & cultural controls

» Aerification: Core removal through
aerification promotes air circulation in
the soil's root zone. Aerification reduces
the amount of thatch while follow-up
verticutting removes the thatchy mate-
rial, providing an even surface. Try to
complete aerification by early August as
warm-season turf as growth slows and

it needs to recover before dormancy.
Weed growth may also follow due to the
increased light penetration to the soil.
Raising mowing heights will help reduce
weed-seed germination.

» Overseeding. In warm-season grasses,
a lawn care operator or sports turf man-
ager needs to determine if an active,
green-growing surface is desired through
the winter months. If so, overseeding
with a cool-season grass should take
place from August through October,
typically the best month to overseed in
most regions.

Overseeding in warm-season turf
can be more stressful and problem-
atic as the practice will affect both
fertilizer forms and the timing of a
pre-emergent herbicide application.
Carefully select the amount and type

of nitrogen levels in starter fertilizers


http://www.nysta.org

to avoid stimulating late-season growth
of the warm-season turfgrass.
For cool-season turf, fall seeding re-

establishes the turfgrass stand after it

has thinned during hot summer months.
When well timed, the reseeded stand
establishes good root growth and a dense
canopy prior to the onset of limiting,

cooler nighttime temperatures.

Chemical controls

If you've chosen not to overseed warm-
season turfgrass, it is recommended

to apply a pre-emergent herbicide to
prevent winter annual broadleaf weeds
and grasses including annual bluegrass,
also known as Poa annua. Although Poa
can germinate over several months, the
greatest flush has been documented in
early fall. In non-overseeded Bermuda-
grass, apply a pre-emergent from August
to October. Pre-emergent herbicides
such as the dinitoranilines (DNA), dithi-
opyr, or the pre-post product pronamide
should be applied two to four months
prior to, or two to four months after,

if overseeding. Always consult specific
product labels for herbicide restrictions,
rates and use sites.

Several post-emergent herbicides
are available for use on Bermudagrass
for control of Poa annua and include:
rimsulfuron, foramsulfuron, atrazine,
simazine and sulfentrazone.

When a dense stand of cool-season
grass is established in a timely manner
and appropriately fed, winter weed
control may not be necessary. As the
months progress, broadleaf weeds may
develop and are easily controlled with a
number of liquid post-emergent herbi-
cides. A ‘weed and feed’ post herbicide
plus fertilizer can be applied in the
spring if a granular product is favored.

Whether you're maintaining warm-
season or cool-season turfgrass, develop

a preventative plan. If you don’t have

healthy turfgrass during the active grow-
ing months, you'll have to deal with
replacing turf and even greater pest
pressures when spring arrives. Begin
with establishing fertility to promote a
healthy stand of turf and follow-up with

L

the appropriate cultural and chemi-
cal controls to keep healthy turfgrass
through the winter. um
— The author is Technical Specialist,
BASF Turf & Omamentals. Contact her
at kathie.kalmowi .com.
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Project Portfolio

OUTDOOR ROOMS / FORMAL GARDENS / POOL INTEGRATION
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The design

A formal, high-main-
tenance landscape
for a Southern
residence — one that
offers an exquisite
experience of sights

e b

and scents.

Pro]ect Requ"ements oo ‘Y ABOVE Great care was taken L0 desi
® Seamlessly integrating a variety : a7 i ' createalush, elegant and inviting Tandscape.
of smaller gardenscapes. : ' g 4

: : : ) | INSET Spilling espalier softens a fountain in
® Creating a formal setting that is e b a sea of fescue. Efficient irrigation and close
Sti“ usable for the residents (and . ’ quarter integrated pest management (IPM)
their pets). N - are keys to success for this account

® Working with others to ensure

the amount of pruning and other
demanding responsibilities would
be met.

Project Specifics

The goal was to create a “a study
in tension and release, where
tight-clipped formality meets
managed exuberance.”

ABOVE The hornbeam allée was pleached and pollarded at
the pool. The turf, less than eight feet from the water, con-
trasts nicely against white concrete decking.

LEFT This rose will drape across the arbor to drip petals on
the pool entry as the landscape evolves.
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OVE Bland Landscaping manages a small collection of hybrid teas
for cutting with Witherspoon Rose Culture.

Hugging the outer edge of the drive, magnolia, laurel and
tea olive screen the property line. The resulting cadence of elemental
repetition gives lush texture and 3-season fragrance.

OW Annual color dots the site, highlighting rich detail.

hybridized

tional 2-cycle engines for more torque and
less noise, hydrocarbons and

fuel consumption,

This project was a winner in PLANET's 37th annual
Environmental Improvement Awards program

For more information on the program, visit

www.landcarenetwork.org
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Trust became the cornerstone
that allows DeSantis Landscapes
to provide services to the same
estate for nearly three decades.

BY DANIEL G. JACOBS / Managing Editor
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oyalty is tenuous. Head-
lines are filled with
reports of companies
unexpectedly dismissing
employees by the hun-
dreds. And employees
are often quite willing to
jump to a competitor for a few dollars
more a week.
Customers are no exception. Just
because you've been taking care of a
property for several years doesn’t mean

you won't get a call from a client thank-

(Main photo and right) DeSantis installed
hundreds of flowers, built a number of
private areas and pathways on the 4-acre
property. (Before) Much of the property
went unlandscaped for years.

ing you for your services and letting you
know you're no longer needed. That's
why it's all-the-more special DeSantis
Landscapes has established a relation-
ship that's lasted more than 30 years.
The Salem, OR-based maintenance,
installation and irrigation company was
founded in 1974 by patriarch Tony De-
Santis, who is now retired.

Just a couple of years into operation
he started doing some work for a cou-
ple on their small quarter-acre prop-
erty. In 1978, the couple (who prefer
not to have their name mentioned in
this article) moved to 4-acre property
and suddenly had the means to really
explore landscaping opportunities.
That began a three-decade relationship
that has matured along with both
DeSantis and the landscape.

Building upon trust
DeSantis Landscape not only performs

maintenance on the property, the com-
pany has also installed and maintains
irrigation along with several seating areas
and beautiful private spots.

But it wasn't always so easy.

“We actually worked for them when
they lived up the street in a smaller
home,” Tony explains. “At the time the
property being maintained was pretty
small, maybe a quarter-acre landscape.”

leefet

Why Spray Nozzle
Selection is Critical
to Your Success

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

Herbicides, Fungicides, Herbicides, Fungicides,
Nozle Type and Insecticides D’s‘:géet Nozle Type and Insecticides Drs??(leet @ Very Fine
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After buying the property it took the
couple a few years to decide what to do
with it. They hadn’t worked with De-
Santis long enough to have developed a
strong level of trust.

“We were pretty young, pretty new

in the business. They were young, and

pretty recently wealthy,” says Tony.

“They were guarded about people try-

ing to take advantage of them. That put

strain on the relationship for two to three

years. Then they started to realize that

we wanted to be partners. We wanted to

be long-term service providers for them.”

And that's just what has happened.

‘It's pretty rare that you have a client
that trusts you implicitly,” Tony says.
“Of course, we do C\'(‘F}'lhillh‘, we can to
preserve that. It's well worth the time

and the effort, even though sometimes

A sloped property with creeks that tended
to overflow required irrigation and reten-
tion walls around the property. (Below) The
grounds are interspersed areas that allow
visitors to rest and enjoy the beauty.

you have to work through tough times

DeSantis Landscapes has done sev-
eral renovations and made numerous
improvements to the property over the
length of the relationship. It continues
with DeSantis Landscape crews on the
property four times a week, with Office
Manager Ken DeSantis talking to the

owners \\'(‘('l\'l_\ .

Projects grow in scope

The family that owns the estate cer-
tainly saw the value of the ongoing re-
lationship. As it blossomed, the variety

continued on page 99
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continued from page 96
and number of projects the company
provided grew right along with it.

“The basic property was a small
grassy area and some shrubs and some
mature trees,” Tony recalls. “There
are a number of those original mature
trees still on the site. We did everything
from major drainage work. There were
a number of springs on this property.
We've had to manage the drainage for
that and of course, installing irrigation
throughout for turf, trees, shrubs, some
drip systems for hanging baskets — major
all-around irrigation. There is lots of
lawn area.

“The rest of the property is a mix of
perennials, shrubs and trees and some
formal plantings in a few areas. But the
site is mostly a pretty natural setting,”
he adds. “We tried to maintain that with
fairly natural plantings that accent that
setting. There is a creek running through
that property. We've tried to blend the
landscape to fit a natural setting, which

the owners like too.”

Crews are on the property four days a week
tending the turf, flowers and to check the
numerous hardscapes on the grounds.

Some of the landscape the DeSantis
Company installed has been directed
more to family fun and relaxation, such
as an artificial putting green, a sports
court and, more recently, several other
structures — small pavilions, sitting areas
and a timber frame pavilion.

No landscape is without challenges
and this one has its share, including creeks
that flooded and washed out the path-
ways snaking through the grounds.

“We replaced a lot of that pathway
with stone,” Tony says. “Those are large
projects. Because there is also slope on
the property. We've been adding -
almost every year — some new stone
walls to create a more easily maintained
and more beautiful property.”

Two years ago, the company
revamped the irrigation system there.

“It's now a Hunter IMMS, which is a

centrally controlled irrigation system,”

says Dean DeSantis, president. “Here in
our office we can pull up a screen, and
change settings, turn off a zone or turn on
a zone. It also notifies us if there are any
breaks in any lines. We immediately can
identify the zone where the break is hap-

pening so we can shut it off quickly.”
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“It’s a high-tech system,” Dean adds
“One of the reasons they like it was
because it's environmentally friendly,
it makes irrigation more efficient and it
drastically cuts down on the number of
service calls to the \\'\tvnl."

In addition to the irrigation, DeSantis
installed lights around the property

“The landscape lighting is spectacu-
lar,” Dean says, “It's very dramatic light-
ing. We've had lighting reps come out
and use it in their marketing materials

Because of Ihx‘ S1ze Uf- lht' property,
l]](’!‘«“\ .11\\’.)} S \\‘(\Tl\ to l\\‘ Lll‘lh‘, Some-
times DeSantis make the suggestions,
other times the property owners do

“There was an area of lawn that was
too shady. It didn't do well. The owners
wanted a horseshoe pit,” Ken says. “We

pIC k(‘L{ \h.\l ln\ ation to get I'l\‘ Hf lhx' wet

DeSantis is cataloging the estate’s hundreds
of plants and trees, which are treated with-
out synthetic fertilizers.

soggy lawn and put something in there
that didn’t require sunlight. A horseshoe
pit turned into a very nice rockwork
sitting area, with walls and perennials
around it. Those types of projects tend
to pop up every year or so.”

One thing the company is doing is
cataloging all the plant materials. There
are hundreds of varieties of flora on the
grounds, and the task of tracking it all
was taken on by one of the company's
employees. She’s got four or five pages
of handwritten notes and is not even
halfway completed, Ken DeSantis says

‘Most of it is native or at least

S Tom now.UrltH_-Oct. 15th

acclimatised to the area,” he says. “One
of the most spectacular features of the
property is a cedar planted in the late

1800s. It's about 150 feet tall. It's next
to the house. It's gorgeous. The tree is
monitored to make sure no dangerous

branches are going to fall

or'while dealer'supply lasts:

I

—"“MW""‘"’

Professionals Choose

Call or visit Pro-Tech online to locate a dealer nearest you.
888 PUSH SNO or www.snopusher.com
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Sustainable landscape

The good will the owners of DeSantis
Landscapes have built with their clients
extends beyond the projects they do. It's
also seen in the materials and manner in
which the carry out the work

“A couple years ago when we first de-
cided we wanted to use the sustainable
approach, we approached the family
with our ideas and plans of taking their
property to a more sustainable level,’
Ken says

They were very excited about that.
They're a family that likes to recycle any-
way. It fit with the landscape. We started
doing it; it's been a great opportunity for
us to try things out and see the successes
that we've had.”

The property, health-wise, hasn't
looked better in many, many years. The
Ken adds.

DeSantis uses biodiesel fuel in its

homeowner has noticed that,”

diesel trucks and equipment. Workers
use four-cycle blowers. They allow for
lower emissions and a lower decibel level
than the two-stroke that is more com-
mon in the industry. Noise is a concern
for neighbors when the company's crews
are on site four days a week.

The company also switched to green
power in the office. Quieter machines
and a green office helped the company
earn Oregon's first commercial ecologi-

cal landscape business designation

“The property looked good to begin
with, and it looks better now,
“We stopped using synthetic fertilizers

and synthetic pesticides out there. We

pretty much went cold turkey out there

and started using the Organics, compost

" Ken says.

tea applications. We do three to four ap-
plications a year out there depending on
the location.

“We've seen a dramatic increase in
the health and the visual aesthetics of

the property.” Lm

g lighting

JONES OUTDOOR 'SERVICES

He found an illuminating way
to eliminate downtime.

With hands-on training, guidance and support from VISTA Professional

Outdoor Lighting, you can profitably expand your list of services

and also fill the void between irrigation and landscape projects.

VISTA experts will show you how to utilize the skills you already

possess to install outdoor lighting solutions at moneymaking margins.
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LIGHTING
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Fall heralds

new pertormers

BY CHRISTINE KELLEHER

all flowers provide a last
hurrah of color in the
landscape before winter.
And nothing can provide
more instant or long
lasting color throughout
this season than asters,
chrysanthemums and dendranthema.
Breeding efforts in these crops bring
added value for consumer and commer-

cial installations.

Aster Peter

Chrysanthemums reign as queen
of the fall, and Prophets series gar-
den mums, with breeding focused on
keeping quality and durability, set the
standard. Colors include the rich hues
of red, orange, bronze, yellow and gold
that mirror the changing autumn color
palette to pink, purple, coral, salmon
and white.

They're versatile and available in
range of sizes from 6 in. to gallon pots,
bushel baskets, hanging baskets and
many other decorative containers.

The popular Prophets and newer

The latest from
breeders give
landscapers new
flower varieties to

offer their clients.

European collection of Prophets garden
chrysanthemums provide a succession

of color that’s fresh all fall. Key breeding
objectives for the Prophets series focus on
plant habits that are full, round mounds
or sphere shapes loaded with flowers that
demonstrate improved keeping quality in
the landscape. Keeping quality includes
color and flower form retention, along

with tolerance to fall wind and rain.

From early to late fall

These plants are available in a broad
spectrum of natural-season flowering
times from early September through Oc-
tober. The garden mum season is even
extending into early August through
improved varieties that perform well in
grower summer-shaded programs.

New varieties to look for this fall are
Jolly Cheryl, a rich, red decorative; Cool
Cheryl, a white two-tone; and clear
yellow Sparkling Cheryl.

Offshoots of the two-tone lavender
decorative Cheryl, these new additions
complete the family, which also includes
two-tone dark lavender Regal Cheryl and
Spicy Cheryl, a two-tone orange. Plant
them together in the landscape for an
outstanding show of late-season color,
with flowering starting in early October.

European collection of Prophets
varieties feature fantastic sphere-shaped

continued on page 104
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Plant care and maintenance tips

The beauty of all these plants is that they have similar cultural needs and offer
showy, low maintenance color for the fall landscape.

» Earlier fall planting is better. Plant in the ground at least six weeks ahead of
the first hard freeze.

» Fertilize and water well after planting. Do NOT fertilize plants in bloom; use
only clear water.

» Plant into properly conditioned, well-drained soil. Keep the soil moist as fall ap-
proaches. September and even early October can be dry.

» Asters and dendranthema are hardy perennials. Garden mums are considered
to be tender perennials and, as such, need a little extra care. Temperature is not
the only factor in their overwintering success. If plants remain wet over winter,
the crowns will rot. Therefore, the planting area must be well drained. Con-
versely, if the area is too dry or windy, plants will dry out and die. Apply mulch
after the ground has frozen in the late fall and early winter. It is also helpful to
protect tender new growth from hard, late-season frosts by using a protective
cover and not cutting stems back until spring. — CK

continued from page 102

habits covered with hundreds of blooms.
New are Jacqueline and Theresa, flow-
ering in mid September, and Ashley,
which flowers in early October. Jacque-
line is a two-tone lavender decorative
that won't fade out to white with age.
Theresa features large 2-in. daisy blooms
that can develop as a unique two-tone
color, especially in the heat. Ashley is an

attention getting orange with a decora-

tive flower form.

The new dendranthema Igloo se-

ries from Blooms of Bressingham is a
breeding breakthrough for the genus.

snowpusherparts-com

The older dendranthema Sheffield va-

rieties pale by comparison. Rosy Igloo,

UALITY DISCOUNT PARTS.
ON THE MARKET.

YOUR HOME FOR HIGH
FOR ANY PUSHE

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

wear shoes, rubber & poly cutting edges, bolt kits,
chain & binder kits, cutting edge hold downs, etc.

New plants
GARDEN MUMS/
Alisha (lavender daisy, Sept. 28)

Ashley (orange decorative, Oct. 5)

Bonnie (red daisy, Sept. 13)

Cool Cheryl (white, two-tone decorative, Oct. 6}
Darlene (purple decorative, Sept. 18)
Jacqueline (two-tone, lavender decorative, Sept. 16}
Jillian (lavender decorative; Sept. 11)

Jolly Cheryl (red decorative, Oct. 8)

, Mary (yellow decorative, Sept. 25)
patented tree Staking systems -

’ J Phyllis (coral daisy, Sept. 10)
ghe professionnl’s “";’Ef' _ % a ' Sly Jenna (red decorative, Sept. 24)

3LOOM DATES

Purchase from us

exclusively on the internet.
Circle 149

Berkshire
arthwings

> - 1 Sparkling Cheryl (yellow decorative, Oct. 5)
Theresa (lavender daisy, Sept. 19)
Wilma (white decorative, Sept. 27)

C—

m

¥ -

Drive, then Pull
fo lock in place

traditional yooden stakes :

sre Eartlnvings
Which would your customers prefer?
s.com

ASTERS

Henry Il (dark purple, double, Sept. 23)

Circle 150
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Sunny Igloo and Warm Igloo are truly
hardy perennials, tested for USDA

Hardiness Zones 5 to 9. All feature iden-

tical domed habits with masses of uni-
formly flowering, duplex daisy blooms
beginning in mid-September the first
year and mid-August the second year.
Gardeners love the set-it-and-forget-it
landscape performance, with no pinching
need to maintain their wonderful shape.
Asters are generally known for their
very early fall color and blue color range,
a hue not found in chrysanthemums.
The new aster Royalty series now offers
later-flowering varieties with showy
double blooms. All varieties in the three-

color mix offer a more compact habit

Marie Il (pink, double, Sept. 21)
Peter Il (light blue, double, Sept. 23)

DENDRANTHEMA

Rosy Igloo (red duplex daisy)

Sunny Igloo (yellow duplex daisy)

Warm Igloo (orange-bronze duplex daisy)

Flower mid-Sept. 1st year; mid-Aug. 2nd year
Dates given are approximate for northern U.S.

Dendranthema
Igloo

www.landscapemanagement.net / SEPTEMBER 2007 / LANDSCAPE MANAGEMENT

and similar or faster natural-season flow-  Flowering in the South for all will be

ering than any other double-type Asters  seven to 10 days earlier. Lm
on the market. Henry III, a dark purple,
and Peter 111, a light blue, bloom Septem-
ber 23 in the North. Marie III features

pink flowers and blooms September 21.

— The author is marketing manager
and does public relations for Yoder
Brothers Inc. She can be reached at

KellehC@yoder.com.

ally designed for
landscape professionals,
PRO Landscape offers
Realistic Photo Imaging,
Easy-to-Use CAD and
Professional Proposals

EASY TO USE... PROFITABLE ...
AND Now WITH

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

drafix software, in

PRO
Landscape

The Standard in Oesign Software for Landicope Profersionaty

60-Day Money-Back Guarantee

"I 'sold twa jobs the first week | 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, Toligate Construction

www.prolandscape.com
800-231-8574 or prolandscape@drafix.com
BID BETTER

SELL BETTER | PLAN BETTER |
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Products

TOOLS OF THE TRADE

Aquascape AquaBasin
Aquascape’s all-new AquaBasin is made out
of black high-density polyethylene with a
double-wall construction
and an octagon
shape, allow-
ing for maxi-
mum strength
when installing
and back filling
into the ground. The
AquaBasin measures
45-in. front to back and left to right with a
depth of 14-in. and will hold 75 gallons of
water. There is a pre-cut hole in the bottom
for easy access while attaching the plumb-
ing and two 9-in. by 12-in. grated doors on
the top, one on each side that allows for
multiple pump locations along with easy ac-
cess to the pump.
For more information contact Aquascape
866/877-6637 or www.aquascapeinc.com
/ circle no. 285

Vinyl Tree Guards

A.M. Leonard’s Vinyl Tree Guards offer
economical and optimal protection of a
growing tree’s trunk. These guards are easy
and quick to install on any species, protect-
ing against mishaps with a trimmer, mower
or other equipment. The A.M. Leonard Vinyl
Tree Guards are white in color to reflect
summer sun and prevent sun scald, which

Nozzle protection
Miller-Leaman Inc.’s stainless steel
Thompson Filters prevent sprinkler
nozzles and micro-drip emitters from
clogging in various irrigation applica-
tions. The efficient filters feature a large conical screen element,

offering substantially more screen surface area versus traditional y-strainers and basket
strainers. The filters are available with a variety of screen mesh options, ranging from

large perforated hole-openings down to approximately 60 micron. As liquid enters ‘
the bottom of the filter housing and flows upward, heavier particulate is accelerated
downward into the large debris reservoir at the base of the filter. The particulate is
then flushed from the reservoir via the 1.5-in. flush port.

For more information contact Miller-Leaman Inc. at 800/881-0320 or
www.millerleaman.com / circle no. 289

reduces damage to the tree; punched with
holes for air and moisture circulation, fight-
ing mold and mildew growth; weather resis-
tant and durable for long-lasting protection
and an extended life of the tree.

For more information contact A.M. Leonard
at 800/543-8955 or www.amleo.com/
circle no. 286

Pequea C-Series dump trailers
Pequea's C-Series line of dump trailers
includes three models with a gross vehicle
weight rating (GVWR) ranging from 2,999
Ibs. to 14,000 Ibs. Designed for light-duty
hauling, the C500 doubles the carrying ca-
pacity of pickup trucks with a 5-ft. by 8-ft.
box. A two-way gate and rub-rail system
make security, transport and dumping
simple. The C1500, with a 6.17-ft. by 10-ft.
box and 10,000 Ibs. GVWAR, is an all-purpose
hauler. Split- and landscape-gate
options make the unit ideal for
transporting equipment, land-
scape and construction materials.
The commercial-grade C2500
stabilizes dumping on rough ter-
rain and handles uneven loads
with its scissor lift system.

For more information contact
Pequea 866/684-0393 or
www.pequea.com/

circle no. 287

Top tractor v

KIOTI's DK90 tractor features a 90-hp, 268-
cu.-in. turbo-charged Perkins diesel engine
and 16 synchro shuttle gears. The most
powerful tractor in KIOTI's lineup, the DK90
gives more power to the front end loader
and all the other implements, which attach
easily to a stabilized, telescopic three-point
hitch. The DK90 one lever joystick simplifies
loader control for the operator. In addition,
the rear differential lock, auto PTO switch,
wet disc brakes and on-demand, electric
control, four-wheel drive are all standard
features. The fully enclosed cab comes with
deluxe suspension seat, power steering and
tilt wheel to minimize operator fatigue while
digging, raking, tilling or mowing.

For more information contact KIOTI at
877/465-4684 or www.KIOTl.com/

circle no. 288
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Historic lighting
Sun Valley Lighting in-
troduces Shorewood, a
classically styled lantern de-
signed to enhance historic
restorations and new commercial projects.
Shorewood can be wall- or pole-mounted
and features an integral, self-contained bal-
last compartment with “quick disconnect”
capability. This allows the electrical module
to be unplugged and replaced in seconds
during routine servicing or maintenance.
The luminaire is UL-listed for damp or wet
locations and houses lamps up to 250 watts.
Shorewood features a rounded dome and
curved base with vintage detailing.

For more information contact Sun Valley
Lighting at 800/877-6537 or www.sunval-
leylighting.com / circle no. 290

Backpack blower

Husqvarna's new 150BT backpack blower,
the intermediate-sized option in the product
line-up, is powered by Husqvarna's low
maintenance X-TORQ engine, which delivers
increased power and
reduces fuel con-
sumption and
emissions. The
50-cc engine

produces an
air speed of 180
mph and an airflow of 494 cfm through the
tubes. The 150BT blower is equipped with
Husgvarna's LowVib anti-vibration system.
The 150BT features a rigid backpack frame
with thick padding, wide contoured shoul-
der straps for a comfortable fit, and a hip
belt to reduce stress on the back

For more information contact Husqvarna at
800/HUSKY-62 or www.usa. husgvarna
com / circle no. 291

Rodent Rocks
J.T. Eaton has become the exclusive distribu-
tor of the Rodent Rock bait stations. The

patented plastic stations are
designed to have the look and
texture of granite, slate or sand-
stone rocks, thus blend-

ing in with the
landscaping while pro-
tecting it from rats and
mice. The stations are
secured to the surface
by the PermaTite bait
stakes, made exclusively
for Rodent Rock stations,
by liquid adhesive or by a
15.5-in. cable stake. Each
station is capable of holding
more than 1 Ib. of bait.

For more information contact J.T. Eaton at
800/321-3421 or www jteaton.com /
circle no. 292

.
D

Tractor series

McCormick International USA has entered
the compact tractor market with the intro-
duction of the CT Series. The four tractor
models range from 28 to 47 hp with three
transmission options, including a 12+12 and
16+16 synchro-shuttle or 3- and 4-speed
hydrostatic transmission. The tractors are
powered by a fuel-efficient 4-cyclinder Mit-
subishi diesel engine. With up to 2,756 Ibs.
of lifting capacity and 8.2 gpm of hydraulic
flow, the CT Series can power a wide range
of attachments.

For more information contact McCormick
International USA at 866/327-6733 or
www.mccormick-intl.com / circle no. 293

Irrigation kit

Underhill introduces MicroEase, a new series
of pre-packaged micro-irrigation kits for
small area landscaping. First in the series,
the MicroEase Small Area Kit (ME-8SS-PK)
streamlines installation of low volume sys-
tems by including all components necessary
for irrigating planter boxes, hanging baskets
or containers. Underhill’s Small Area Kit
includes 25 6-in. spikes, each featuring an
8-stream pattern with adjustable flow and
radius. The flow adjusts up to 14 gph and ra-

._‘_05'

dius adjusts from 0 to 3 ft. The Small Area Kit
has a precipitation rate of 3.5-in. per hour.
For more information contact Underhill at
866/863-3744 or wwwww . underhill.us/

circle no. 294

Easy planting
Yard Yogs (an acronym for “Your Orna-
mental Growing System”) are planters
made with the woven high-grade lawn
fabric familiar to landscapers. The
fabric is sewn into a tubular shape
with polyester thread. The tubes
are sealed at both ends after
being filled with potting soil. The
nutritious soil means landscapers can
plant densely to create a floral mass of color.
The basic Yard Yog is 5.5 in. in diameter and
48 in. long. Landscapers simply arrange the
Yogs wherever they intend to grow plants;
wet them thoroughly; then cut slits in the
canvas and place seedlings in the slits.
For more information contact Yard Yogs at
800/578-7197 or www.yardyogs.com /
circle no. 295

California registration
DuPont Professional Products’ Provaunt
insecticide, featuring a new chemistry and
mode of action for controlling caterpillars
and other key turf and ornamental pests, is
now registered for use in California. Indoxa-
carb, the active ingredient in Provaunt, fea-
tures a unique mode of action that leverages
an insect’s own enzymes to convert to the
MetaActive compound. The active ingredi-
ent has been classified as reduced-risk by

. .. the EPA and there is no

W required buffer zone for
= . applications around

water.
For more informa-
tion contact DuPont
Professional
Products at
888/6-DUPONT or
www2.dupont.
com / circle no. 296

NSECTICIDE
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AERATION HAS NEVER
ZLUG))!  BEEN THIS EASY!

19 HP anusii 6ec Hydro Gear pumps;
9 mph ground speed; 80,000 sq/ft per hour

Muitiple attachments
Available

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

* 36"/46" tine heads

: : LITI RICH PRODUCTS, INC,
~spray.com ® 877-482-2040 e sales@z-spray.com

Circle 154

Cutting Sod Has Never

KisCurrer™ Sop Cutrer

W Four-wheel design, pneumatic
tires and rear-wheel drive make
this the most maneuverable,
easy-to-use sod cutter on
the market.

W Revolutionary lightweight
design—cuts as much as
heavy, 300 Ib. units.

W Lower vibration reduces
operator fatigue.

W Simple, easy-to-use depth
adjustment.

W Easiest sod cutter to transport.

m Optional 9-inch blade
available for curbing

W Lightweight and folding
handles result in easy lifting,
hauling and storage.

dlréct

Order Direct: 800-679-8201 or www.turfcodirect.com

Circle 161

Traditional Pond Kits
Are a Thing of the Past!

It'saseasyas1,2, 3!

oTEn
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STER

L ¥
Vo = 50

Call or visit our website
for a distributor near you!
866.877.6637 ext.1673 US

866.766.3426 Canada

www. aquascapemc com

Circle 153

< U.S.LAWNS

NO ONE KNOWS THE

ungmmmmm:e

y INDUSTRY LIXE WE DO.

+ Superior Financial » Protected Territories
Management * Ongoing Support

* Low Capital Investment « Corporate Purchasing Power

« Financial Assistance » Sales & Marketing Guidance

To fiad out more about us and (he epportunity U.S. Lawns can offer you, contact

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

Circle 155

108 LANDSCAPE MANAGEMENT / SEPTEMBER 2007 / www.landscapemanagement.net



http://www.z-spray.com
mailto:sales@z-spray.com
http://www.aquascapeinc.com
http://www.turfcodirect.com
mailto:info@uslawns.com
http://www.uslawns.com
http://www.landscapemanagement.net

ate All New Graphics

2007 Plus
Added Features

Invoicing A2

Routlng "_(.‘—, 0\ &
T&M m( = || )28, m
Contracts < ‘ - e’ =

Chemical Applicaﬂon lle%r% More
ViR

Getyour 80 4
FREE Trial o i us onthe web.

www.adkad.com/LM.htm

Circle 156

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

Tue JonCrock®

Tor Lampscarin's
Timtirocn

ww.landscapemanagement.net

Lvdirect!
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m‘::: 28 & ? R

.. . :11 G - ._.: :
You really don’t have to, but if you dxd you would becomioﬂed
knowing you've got the easiest towing, most dependable and.

7“ our Wm 6-Year Warranty is your protection.

cad toli-tree (800) 348-7553 or visit us on the web a2t WWW.Wellscargo.com

RIOCK
LOCK|

WALL SYSTEM

Looks Like Stone!

Assembles in Minutes!

Applications Features

* Residentiol * Light weight
 Municipal parks * Virtually

* Playgrounds indestructible

* Commercial * Straight and Curved walls

SMALLROCK
DESIGNS, LLC

860 434-3816
smollrockdesians.com

WELLS

All(r()

“m:onﬂlsroadbemnd you. Thousands of
is our proof. Over 50 years in the Eraﬂerm
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LM

ADVERTISING
INFORMATION:

Call Kelli Velasquez at
800-669-1668 x3767
or 216-706-3767,

Fax: 253-484-3080,
E-mail:
kharsany@questex.com

Large Landscape Installation &
Maintenance Business for sale.
Gross revenue $2.5M, located in Illinois.
Call for details (630) 848-1784
www.naperrealty.com

Well known, profitable tree service
in beautiful, booming Fort Lauderdale,
Florida in business for over 25 years.
Expand into the unlimited field of tree
care. Customer lists and complete
financial records. Owner available to help
with transition and sales. $398K.
Serious inquiries to
Tree Service, P.O. Box 24755
Fort Lauderdale, FL 33307

For Sale: 25 year old lawn
treatment company
1000 lawns in Pittsburgh suburbs
96% customer retention rate
Serious inquiries only:
Lawn Care, PO Box 16081,
Pittsburgh, PA 15242-0042

WANTED

HUGE REWARDS!
Owns A Seasonal Business

-Wants to earn big $$$
Fit the description? -, <5 <«
Call 1.800.687.9551
www.christmasdecornet # 7 7 % 7

landscapemanagement.net

| 1st 5 ~

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!

Work S \

VOIL

tomorrow.

Since 1990

Let us help you earn what you deserve!

If you don’t change anything “‘”‘“"‘!‘ applying Profits Unlimited
s R o And CDs R
today, nothing will be different \I “ i Strategies.
vauabie

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

Mike Rogers, Care Takers
Ground Maintenance

800-845-0499

www.Profitsareus.com

SELL A BUSINESS?
Profession: ll lhmmss
e Consultants can obtain p

compan
(-munds \1 aintenance, 1% s((nmml md Luulu lpc. [
Installation all over the U.S. and Canada

| 708-744-6715 * Fax 508-252-4447
[ E-mail pbemello1 @aol.com

“WWW,
~ landscape
- management
A -net

WANT TO BUY OR)|

T, W ——

?&Wq.;s

~ e -

Wanted to Purchase
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
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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

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
Irri; ' on:;echnicians
ect Managers
Purchasin, nts
Sales PeigsaAng:el
Spray Technicians (QAC, QAL)
Su, endents
upervisors
For more information, visit
www.gothiclandscape.com
or email: hr@gothiclandscape.com
Ph: 661-257-1266 x204
Fax: 661-257-7749

FLORASEARCH, INC.
In our third decade of performing
confidential key employee searches for
the landscape/horticulture industry and
allied trades worldwide.
Retained basis only
Candidate contact welcome,
confidential and always FREE
1740 Lake Markham Road
Sanford, FL 32771
407-320-8177 & Fax: 407-320-8083
E-mail: search@florasearch.com
www.florasearch.com

Natural High

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

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

» Branch Managers
» Account Managers
« Sales

/Sy

Branches in Los Angeles, / &‘{' %

Riverside, San Diego | ¢ !t $7))

and Ventura 3 \\\,://\
)_)‘\‘”"\«i

Counties. [
I/

email: humanresources@staygreen.com

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

BRICKMAN

Enhancing the American Landscape Since 1939

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

Nationwide career and internship
opportunities available in:

* Landscape Management
* Landscape Construction
* Irrigation

* Accounting

* Business Administration

Start growing your career at:
< S .

brickmangroup.com

Tnkpe

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

* Project Managers
® Superintendents
® foremen
® (rew Leaders
® Drivers
® Equipment Operators
* Revegetation Specialists
* Spray Technicians (QAL, QAC)
Please send your resume 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
ph. (949) 786-0405

U.S.LAWNS

r experience as an Account Manager
erations Mgr., Branch Manager or

Regional Manager to work for you,

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

SOFTWARE

TORI%0 ¢

SERPICO LANDSCAPING, INC.

+ Account Managers
+ Branch Managers

For Info. Call (510) 293-0341

Jjobs@serpicolandscaping.com

Wantac"

The #1 all-in-one software for lawn
care and landscaping contractors

Customer Management
Scheduling, Routing
Job Costing, Estimating
Inventory, Purchasing
Automatic Billing, Invoicing
AR/AP, Payroll, Accounting
Marketing, Mobile Computing

Download a free demo of the software that has

been setting the standard for two decades!

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

Va

Looking to hire someone?

Reach thousands of professionals in your industry by placing a classified ad!
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http://www.exaktime.com
http://www.quali-pro.com
http://www.flowtronex.com
http://www.grasshoppermower
http://www.mulchmule.com
http://www.irrigation.org
http://www.jrcoinc.com
http://www.mowpro.com
http://www.kawpowr.com
http://www.z-spray.com

Law Office Robert Kershaw
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SmallRock Designs / p109

/p9 Circle # 157
Circle # 108 860/434-3816
512/383-0007 www.smallrockdesigns.com
www.workvisausa.com | Software Republic / p8
New Holland North / p25 | Circle # 106
Circle # 114 281/463-8804
888/290-7377 www.raincad.com
www.newholland.com/na X
Spraying Systems / p95
NYSTA / p90 Circle # 144
Circle # 142 630/665-5000
800/873-8873 www.tegjet.com
et Target Specialty Prods /
Oregon Tall Fescue / p1, 23 p79A (reg)
Circle # 102, 113 Circle # 135
503/585-1157 562/802-2238
www.target-specialty.com

Pro-Tech Mfg. / p100, 104

Circle # 146, 149 Turfco Mfg Inc / p65, 108

888/787-4766 Circle # 1123, 161
www.snopusher.com 800/679-8201
www. turfco.com

Project Evergreen / p81

877/758-4835 U S Lawns / p108

www.projectevergreen.com Circle # 155

R.ain Bird Sales Inc / p53 mﬁgl;jggcom

Circle # 120

800/RAINBIRD Vermeer / p73

www.rainbird.com Circle # 128
888/VERMEER

Scotts Co. / p51, 74 Ww VErmeercom

Circle # 119, 132

800/492-8255 Versa-Lok / p77
www.scottsprohort.com Circle # 134
800/770-4525

Sepro / p29, 75
Circle # 115, 131

www.versa-lok.com

317/580-8282 | Vista Professional / p101
WWW.Sepro.com Circle # 147
800/766-VISTA

Shindaiwa Inc / p82
Circle # 136
www.shindaiwa.com

WWw. vistapro.com
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BUDGET & PLANNING
MADE EASY! Looking
for tips on planning your
budget or how to hire new
managers. Want to know about
SWOT analysis or the latest in
Design/Build sofware?
Check out our 2008 Business
Planner, coming to you
in October.

VISIT OUR WEB
SITE to access a
complete archive of
past issues. Search by
keyword or by specific issue.
You can also subscribe to
our LM Direct enewsletters
or dowload the latest
podcast.....Just got to:
www.landscapemanagement.net

Walker Mfg / p10 Wright Mfg / p69
Circle # 112 Circle # 125
800/279-8537 301/360-9810
www.walkermower.com www.wrightmfg.com

Wells Cargo / p109
Circle # 158
800/348-7553
www.wellscargo.com

@BPA

woRLowine
SUSINESS

AMERICAN

T STE—

8400 fax 978-750-4470; call for copying beyond that permitted by Sections 107 o 108 of
the US. Copynght Law, For those not regstered with the CCC, send penmission requests 10
Questexpermissions@reprintbuyer.com or phone 800-494-9051 ext. 100

Landscape Management does not verify any claims or other information appearing in any
of the advertisements contaned in the publication, and cannot take any responsiteiity for
any losses or other damages incurred by readers in reliance on such content. Landscape
Management welcomes unsolicited articles, manuscripts, photographs, ilustrations and
other maternials but cannot be heid responsible for their safekeeping or return. Questex
Media Group prowdes certain customer contact data (such as customers’ names, addresses,
phone numbers and e-mail addresses) to third parties who wish 10 promote relevant prod-
uets, services and other opportunities which may be of interest 1o you. if you do not want Questex Media Group to make
your contact information available 1o third parties for marketing purposes, simply call 866-344-1315 or 615-377-3322
(outside the US) between the hours of 8.30 am and 500 pm CT and a customer service representative will assist you in
remaving your name from Questex Media Group's bsts

13


http://www.nysta.org
http://www.snopusher.com
http://www.projectevergreen.com
http://www.rainbird.com
http://www.scottsprohort
http://www.sepro.com
http://www.shindaiwa.com
http://www.smallrockdesigns.com
http://www.raincad.com
http://www.teejet.com
http://www.turfco.com
http://www.uslawns.com
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Winners

SMALL/MID-SIZED COMPANIES TO WATCH

TLC Total Lawn Care

The proper can-do attitude makes this company a real winner.

BY MIKE SEUFFERT /
Associate Editor

hat makes a

winner stand
out from the
competition?

For Gerry Bower, presi-
dent of TLC Total Lawn
Care in Weslaco, TX, the
answer is total attitude.

For this Winners section,
here at Landscape Manage-
ment, we highlight small to
mid-sized companies that are
doing something special to
set them apart. With antici-
pated 2007 revenues of about
$600,000, Bower's company
might be the smallest Winner
yet. But that doesn’t stop him
from thinking big.

Several months ago, as
Landscape Management was
conducting its LM 100 survey
of the biggest companies in
the industry, Bower submit-
ted an entry that said, “When
I came across your survey, |
felt I should give you a heads
up. We're not there...yet.
But look for us. And though
we aren't the biggest, we are
one of the best.”

“We at TLC developed
a mission statement that we
live by — to exceed our cus-
tomers’ expectation in the
quality and professionalism
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of our service,” Bower contin-

ued. “We provide an excellent
working environment for

our employees and a positive
return on investment for all
shareholders. If we can live up
to this mission statement, we
will succeed. I look forward to
being interviewed when we
are on the top of your list.”

Getting started

A transplanted Canadian,
Bower came to Texas with a
background in the manufac-
turing industry. Seeing a need
for landscape maintenance
services, he began TLC on the
side in 2000 with a couple of
partners. Less than two years
later, he bought his partners
out. By 2003, he decided to
make TLC his full-time job.

A winning attitude.
Gerry Bower, president of
TLC Total Lawn Care strives
to exceed customers’
expectations.

Since then, Bower's grown
from four guys and one truck
doing $100,000 in busi-
ness to 11 employees doing
$600,000. About 60% of the
business is in maintenance,
35% in fertilizer application
and 5% in irrigation.

“Every day we're learning
and growing,” says Bower.
“We've made quality our
number one priority. If I look
back at our work in 2000, I
can't believe the garbage we
did. Now, we're getting com-
pliments from other guys in
the industry who say, ‘Your
lawns are looking better than
ours.’ For us, that's the ulti-

mate compliment.”

LANDSCAPE MANAGEMENT / SEPTEMBER 2007 / www.landscapemanagement.net

Planned growth

Bower says he's on his way
up thanks to membership

in the Professional Landcare
Network (PLANET), which
provides ideas on how to run
his business.

“PLANET has allowed me
to meet and get close to the
top people and companies in
the industry and find out ex-
actly what they are doing to
be so successful,” Bower says.
“I have not found a single
PLANET member who hesi-
tates to help us achieve better
practices.”

For now, Bower says his
goal with TLC isto add a
couple of guys and trucks.
Ultimately, Bower does want
to see TL.C on the LM 100,
but he knows that growth
must be planned. He will not
take every job that comes his
way for the sake of revenue.
He knows that to succeed he
must be profitable as well.

“I just want this company
to be huge - I want to always
have this feeling that the pos-
sibilities are endless, that we
can reach whatever goals we
set out,” Bower says. “I've
learned so much in just a few
short years, and | have the
confidence that you need to
go out and take chances and
succeed.” Lm




ZD300 Series * F Series

Kubota is the easy choice for lawn work of
any scale. Our new ZD300 Series zero-turn
mowers give you the durability and efficiency
of a powerful Kubota diesel engine; 21, 26, or
31 HP, plus a high-capacity HST transmission.
The PRO Commercial high-performance mower
deck with hands-free hydraulic lift, adjustable
front axle and tilt-up system for easy deck
servicing, make mowing and routine
maintenance a breeze.

The F Series front-mount mower, with a
5.5"-deep Hi Pro 3 mower deck and
Auto-Assist 4-WD, cuts more grass in less time.
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Financing available to qualified customers through Kubota Credit Corporation, U.S.A.
I(l J b o rq For product and dealer information, call 1-888-4-KUBOTA, ext. 403
: or go to www.kubotaZ40.com

EVERYTHING YOU VALUE

Circle 159



http://www.kubotaZ40.com
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