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Oregon Tall Fescue Commission

1193 Royvonne Ave. S./ Suite 11 / Salem, OR 97302 / 503-585-1157
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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.

rant, terrific turfgrass



Landscape

MANAGEMENT

JANUARY 2008 / ISSUE #1 / VOLUME 47

14 Business Benchmarking

The best-in-class benchmark
establishes a kind of gold standard
that is attainable for the majority of

J/ companies in the industry.
” BY KEVIN KEHOE

16 In the Know

International Irrigation Show; Problem Solver;
People & companies; Green Industry career

Web site; Selling your business; Global warming

24 What now?
Strategies to survive and perhaps even prosper
in spite of the delay or loss of H-2B workers
BY CHARLES SIMON

Business 34 Add-on Biz: Pet waste removal

OPERATIONS » MANAGEMENT » MARKETING Jacob D’Aniello of DoodyCalls sees pet waste

removal as a perfect and profitable add-on service

for landscape and lawn care professionals.

10 On the Record

Every economic downturn thins the herd

BY MICHAEL SEUFFERT

of the inefficient but benefits the strong.

BY RON HALL 36 Power up
with peer
networking
Follow the example
of “The Next Level
Network” and build

13 Best Practices

Awareness of social architecture leads to building
or healing a company’s interpersonal interactions.

B q i
BY BRUCE WILSON your own exclusive

group of non-competing

owner/advisors.

/ g BY CHRISTINE PAE

COVER ILLUSTRATION BY: CARRIE PARKHILL; PHOTO BY: RON HALL
" - www.landscapemanagement.net / JANUARY 2008 / LANDSCAPE MANAGEMENT 3
"AOAw




«Cont

Design/Build

PROJECTS » PROCESS » CONSTRUCTION

JANUARY Z

44

46

52

DA~ i
H e SO u r Ce S examine some of the software offered

PRODUCTS » EVENTS » FYI for sale to dealers and companies.

Project Portfolio

Keith LeBlanc Landscape Architecture created
an outdoor living environment to complement
this rehabbed lake house.

Landscape of the Month
GCS’ hard work allows the owners of
The Hovatter estate to relax in luxury.
BY DANIEL G. JACOBS

Rent for success

Whether it's to save money

Technology

. A RESEARCH » EQUIPMENT » CHEMICALS
or offer a new service, leasing

may be a better option
than buying.
BY BETH ANN SCIALABBA

54 Mower technology
Improvements to the latest crop of
lawnmowers ensure workers are more
productive and deliver a better cut.

BY MICHAEL SEUFFERT

64 Geta Grip

Getting stuck indoors allowed me to

BY ALLEN SPENCE

80
86

88

4

Products 66 InfoTech

Just remember that a little technology used in

Ad and Editorial Index the right way can make a big difference.
BY TYLER WHITAKER

Winners: TurfMaster

Greg Korzen has helped build up Little Rock, 68 LM Reports:

AR-based TurfMaster by believing in quality COmpact utillty tractors
over quantity.

BY MICHAEL SEUFFERT

78 How to read fertilizer labels

Your guide to choosing the right product and
saving money in buying fertilizer.
BY FRED HUME

LANDSCAPE MANAGEMENT / JANUARY 2008 / www.landscapemanagement.net



MAKE MONEY!

With our 39 universal attachments we can transform your skid steer into a money
ch
making machine. OUR ATTACHMENTS CONVERT YOUR SKID STEER POWER UNIT OremOSt Atta ment AUthOri
INTO THE MOST PROFITABLE, VERSITILE, AND ECONOMICAL PIECE OF EQUIPMENT SINCE 1948
YOU OWN. Our legacy has been built upon our reputation and heritage of offering
the finest attachments and providing the best customer service in the industry.

Skid Steer Attachments

FREE CATALOG
Call Now!
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1-866-428-8224 o @ n e

IMMEDIATE SHIPPING
FINANCING AVAILABLE!

MADE IN US.A

BUY FACTORY DIRECT

Order Today! Phones open 24 hours a day, 7 days a week...

Bl
QUICK ATTACH, P.O. BOX 128 « ALEXANDRIA, MN 56308 F.0.B. FACTORY R v, @

God Bless America
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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 / January 2008 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
2 . information. Don't miss the
RE'Y (0]]] reglonal trade shows ' e ia archives of special issues like

~ - the Business Planner, LM 100
and Outlook.

Landscape Management's Senior
Science Editor Karl Danneberger
explains why state and regional turf- v Contactus
grass \:nnibrcnws are ;sfill important zt:gr:g ;?Jt:rcvggrl::r'\rjimail
tools for contractors: The next time . : bkaes for our sditarss
you attend a state turfgrass confer- i and advertising departments.
ence, be reminded that your pres-

ence not only helps you to grow as a »Readers respond
professional but also contributes to
the wellbeing of the industry.

What do you think about global warming
and its impact on the landscape industry?

T
»Specialissue
If you're already an LMdirect! 15* Global warming :
subscriber, you know it's the best s a bunch of bunk
ways to get the latest information Gt
on the Green Industry. Visit 1 2 I geban
www.landscapemanagement.net to sign up for the
free e-newsletter that delivers news headlines, field reports, Want to weigh in? Ou survey question dhianges
3 ; every month and we publish the results here. Visit
Web-exclusive content and more direct to your inbox. www.landscapemanagement.net to voice your opinion

»Overheard “Do you want the Army Corps of Engineers
regl"ating your bil‘d bath? — Laura Flanagan, with DC Legislative & Regulatory Services Inc. commenting at the

International Irrigation Show on a proposed wording change to the Clean Water Restoration Act
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et The Scoring Begin.

Rave reviews. Proven results. Steady profits.

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

“We finally have something we can depend “Talpirid had provided us with an additional “We did an analysis of cost and

on for mole control that is simple and easy revenue generating service while solving mole Talpirid is extremely profitable

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

yards 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.

LABORATORIES

MADISON, WISCONSIN | www.talpirid.com
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Proud 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

ANQ({A

American Narsery &
Landrcape Avexiathon

American Society of Irrigation
Consultants

PO Box 426

Rochester, MA 02770
508/763-8140

WWW.asic.org

Independent Turf and Ornamental
Distributors Association

526 Brittany Drive

State College, PA 16803-1420

Voice; 814/238-1573 / Fax: 814/238-7051

The Irrigation Association
6540 Arlington Blvd,

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

Ohio Turfgrass Foundation
1100-H Brandywine Blvd.
PO Box 3388

Zanesville, OH 43702-3388
888/683-3445

The Outdoor Power Equipment Institute
341 South Patrick St.

Old Town Alexandria, VA 22314
703/549-7600

opei.mow.org

Professional Grounds Management Society
720 Light Street

Baltimore, MD 21230

410/752-3318

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

703/736-9666
www.landcarenetwork.org

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

Snow & Ice Management Association
2011 Peninsula Dr.
Erie, PA 16506
Toow b mamsement mvscisten 814/835-3577
WWW.sima.org

Sports Turf Managers Association

805 New Hampshire, Ste. £
m‘“l‘f Lawrence, KS 66044

WMANAGERS ASSOOATION 800/323-3875
www.sportsturfmanager.com

Turf and Omamental Communicators Association
P.0. Box 156

New Prague, MN 56071

612/758-5811
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800-345-3330 www.nufarm.com/usto

Value with a difference.

Turt & Speciaity

ProDeuce saves you both.

nabor toct o Nuform representotive or your local distributor today

800-345-3330 www.nufarm.com/usto

Value with a difference.

Turf & Speciaty
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PROFITING IN BAD TIMES

A year to thin the herd

Every economic downturn thins the herd
of the inefficient but benefits the strong.

BY RON HALL / Editor in Chief
f you weren't running a business in
1990- 1991 or 1979-1982 you may not
believe with what I'm about to tell you.
Read on anyway.

On a recent 9-day stretch I met with
dozens of landscape and lawn care busi-
ness owners. It was enlightening and, in

spite of the crowded flights, enjoyable. During the
5,000-mile hop-skip-and-jaunt to Chicago, Florida
(several stops) and Kansas City, | spoke to and

traded thoughts with several groups of contractors.

These conversations convinced me that this
season presents the toughest business environment
many of you have ever faced, especially if you
started your businesses within the past 10 to 15
years, a “boom” time for our industry.

Let’s face it, we've had one heck of a run. Our
industry has more than doubled in size, both the
number of contractors and revenues, since the mid
1990s. Many experienced owners, however, remem-
ber when times weren't so good

Are the good times over? For many of you, yes.
Some of you will fail. Others will survive the year
(barely), and will learn painful but valuable lessons.
Still others, swimming against the broader eco-
nomic current, will prosper.

My view of 2008 is colored by memories of
the 1990-1991 downturn, the severe recession in
the late 1970s and late-night conversations with
experienced owners. After a beer or two their “real”
concerns surface, not «ml)‘ about their own opera-
tions, but they fear many less inexperienced owners
are cruising on .lulopl]nt, convinced that ongoing

growth and profitability are inevitable.

LANDSCAPE MANAGEMENT / JANUARY 2008 / www.landscapemanagement.net

They're not many will discover.

Owners that have been counting upon Congress
to fix and expand the H-2B seasonal guest worker
program now realize this — with a vengeance.

Contractors tied to the coattails of regional
and national homebuilders woke up to this reality
earlier, months ago, in fact.

Just about every landscape maintenance contrac-
tor in markets where the design/build business has
slowed due to languishing new home construction
is expecting more intense competition from that
sector this season.

But, like the stock market where perhaps the san-
est advice is to “buy when blood is flowing and sell
when trumpets are blowing,” hard times offer smart,
tightly run companies even greater opportunity.

That's when great owners identify and deliver
more of their company’s most profitable services to
their most profitable customer segments.

That's when they get rid of the junk in their
businesses, the under-used equipment, the marginal
services and customers

That's when they shed “C” employees and pick
up “A” employees. Good talent will be available.

That's when they buy up struggling competitors,
often at bargain prices, and expand into surround-

ing markets and add services.

While every economic
downturn thins the herd of
inexperienced, inefficient and
under-capitalized companies,
it presents smart owners with
even greater opportunity.
Contact Ron at 216/706-3739 or
e-mail at rhall@questex.com
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BETTER TURF Attracts Attention
(For Your Lawns And Your Business).
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Always read and follow label directions.
Pendulum is a registered trademark and AquaCap and Better Turf are trademarks of BASF.
© 2007 BASF Corporation. All rights reserved.



FORGET WHAT YOU

Introducing the new 242-series, featuring a newly engineered 2-stroke
engine with an improved power-to-weight ratio and lower emissions.

We've redefined 2-stroke technology and equipped it on the new
242-series. The result is a powerful new line of tools including a trimmer,
edger, brushcutter, articulated hedge trimmer and multi-tool. Each one
designed to be relied on all day, no matter the job.

!? Discover how we've made the toughest tools on earth even
,/ tougher. Learn more at Shindaiwa.com or call 800.521.7733.
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BUSINESS BUILDING WINNING BEHAVIORS

Awareness of social architecture leads to building
or healing a company's interpersonal interactions.

Managing social architecture

BY BRUCE WILSON

ver many years of building and
observing businesses, | have gained
a great appreciation of the effect
of social architecture on the abil-
ity of a company to be successful.

It's a piece of the business puzzle

that makes or breaks businesses.
While you may argue the execution of things like
finance, sales and operations are critical to success,
and they are, you can undo the whole thing with
poor social architecture.

Leaders are So what is social architecture? It's, essentially,

constantly on

the lookout for

how companies behave. It's how the owner affects

the company through his or her habits, communica-

behaviors that tion skills, leadership abilities and other behavioral
demotivate tendencies. It encompasses things like accountabil-
their teams. ity, discipline, planning or the lack there of. It’s

passion, trust, commitment or the lack there

of. While there are many aspects to this, a single
breech, such as lack of organizational trust, can ren-
der a whole team of excellent people ineffective.

Many behaviors dictate social architecture,
such as an owner violating the chain of command
by going directly to people in the company. By
bypassing department leaders the owner renders
them ineffective. Another undesirable “sacred cow”
is the veteran employee who is no longer effective
but remains in a position that de-motivates others.
A leader’s lack of organization can create stresses
on the team that causes members to give up or not
take initiative. There are many examples.

Some companies have a social architecture,
which deals with problems by first assigning blame,
a blame culture. This causes people to hide prob-
lems and they become bigger problems

Awareness of social architecture and the effect
on the company leads to building or healing a
company's interpersonal interactions. It may be hard
to approach some of the behaviors that affect social
architecture, but they must be addressed. Behavior

must be managed and adapted to the desired
company culture.
Leaders must always be aware of social
architecture. They must be observant and look
for indicators of how organizational behavior is
either hurting or helping their companies, and then
discourage the harmful behavior and encourage
desired behavior.
— The author is a partner with entrepreneur
Tom Oyler in the Wilson-Oyler Group, which offers
consulting services. Visit www.wilson-oyler.com.
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COMPARE YOUR COMPANY

The best-in-class benchmark establishes a
kind of gold standard that is attainable for
the Majority of companies in the industry.

COLUMN
DEBUT!

P

Welcome to benchmarking

BY KEVIN KEHOE

best-in-class company is defined
as the benchmark — the top 5%
of all companies in an industry.
This new column will discuss
the performance and practices of

best-in-class companies — what

they do and how they do it.

We will define best-in-class performance in terms
of financial results for labor, overhead, equipment,
and profit and loss percentages.

We segment best-in-class companies into
Design/Build, Landscape Construction and
Maintenance. The table below highlights the P&L
benchmarks for these segments. It establishes a gold

standard attainable for most landscape firms.

Benchmarks are points of comparison. They:
(1) assess operating strengths and weaknesses (2)
budget and set objectives (3) establish the basis for
a business valuation.

Assess operating strengths and weaknesses to

identify sources of profit leakage: Conduct a
line-by-line comparison of your numbers with the
best-in-class numbers. Identify the variances to see
shortcomings. Use my chart of accounts (www,
kehoe.biz/greenresearch.htm), as a guideline

Budget and set objectives to close the leaks:

You must project a pro forma budget based

on the benchmark ratios and percentages, and find

ways to live within that revenue and cost budget.

This process forces hard decision making.
Establish a basis for business valuation to
maximize your return on investment: The value

of your business is based on profits

BEST-IN-CLASS COMPANIES and a multiple of these profits. In-

14

creasing profits and this multiple are

Design Build Maintenance Construction critical. You will always have greater
Revenue $9,237.736 36,078,608 $11,073,197 impact on the value of your busi-
Material 2,106,790 | 488,292 (87 3,647,486 ness by increasing the multiple. This
Labor 1,716,650 2,105,445 2,041,531 means you need to execute a few
Subs 1,225,443 388,554 1,275,848 critical strategies versus a long list of
= Total Direct 5,048,883 2,982,291 |49 6,964,865 [63%)] trivial tactics to drive up this multiple
Gross Profit 4,188,853 |4 3,096,317 4,108,332 (37 Use the benchmarks as a starting
— Indirect Cost 1,090,209 [12%] 1,078,653 1,158,929 (10" pnint to focus your team on doing
— G&A Cost 1,761,551 [199 1,026,908 1,574,757 [14% the things that matter. All the rest is
— Net Profit 1337,093 [14° 990,756 [16%] 1.374,646 [12%] noise and distraction.

The above figures represent the best-in-class companies responding to Landscape Management's 2007
Benchmarking Survey. These are the 2006 numbers by category of each individual gold standard company

— The Author is the owner-manager
of Kehoe & Co. Contact him at
kkehoe@earthlink.net.
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NEWS YOU CAN USE

Irrigation Association show

Contractors around the country face significant
water management and legislative issues.

BY DANIEL G. JACOBS

t's a question that
landscapers don't want
to ask. But if drought

persists in the Southeast Andrew
K. Smith

or spreads to other regions,
what will they do when wa-
tering limits become outright
bans and water is restricted
for anything other than
human consumption?

It's a question that wasn't asked too

loudly at the International Irrigation (1A)

Show in San Diego last month, but it
was asked. And it was answered.
“Bankruptcy is a pretty common
word in Georgia business right now,”
said Andrew K. Smith, external affairs
director for the Irrigation Association.
If other areas don't prepare they
could suffer similar difficulties.
“Water supply issues are appearing
in areas that have no significant history

of such events,” Smith says. “Unfortu-

yr
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Actors Ed Begley Jr. and wife Rachelle
Carson Begley sign photos. Right, the Hydro
Rain funny car was a big hit with attendees.

16 LANDSCAPE MANAGEMENT / JANUARY 2008 / www.landscapemanagement.net

B A e

nately, Georgia is
suffering extreme
circumstances
that others may
find themselves
in, and | hope we
can all learn from
their experience...
Water use planning
is a critical element
missing from many
state and regional
agendas. If we do not encourage and
participate in such planning as an indus-
try, we;re doomed to suffer significant
economic impact when stress on water
supplies worsens.
What it boils down to, says Smith,
is that organizations, even those in non-
drought areas need to conserve water
when they have it. Food, drinking and
sanitation will always come first. With-
out water, landscaping and irrigation in
particular, are “dead in the water.”
And that concern became the impe-
tus for IA's new vision, mission and
unifying statements. The statements
and the plan to implement them, pre-
pared in 2007, was presented to the

IA membership at the meeting.

continued on page 17
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Toro nabs Turf
Guard technology
BLOOMINGTON, MN — The
Toro Co. acquired Turf Guard
wireless monitoring technology
from JLH Labs. The Turf Guard
system measures soil mois-

ture, salinity and temperature
through buried wireless sensors
that transmit data to a web-
based interface for analysis. The
purchase of Turf Guard systems
strengthens the company’s irri-
gation offerings, and reinforces
a long-term strategy to invest in
technologies to help customers
manage water issues.

Novozymes
aquires Philom
Bios

SALEM, VA — Novozymes Bio-
logicals completed the acquisi-
tion of Canada-based Philom
Bios. The inoculants company
will become the cornerstone

of Novozymes' BioAgriculture
business. “This is a strategy we
have been developing since the
beginning of 2006 when we
planned our entry into the or-
ganic and sustainable agriculture
market,” said Novozymes Bio-
logicals’ President Ted Melnik.

Bayer’s Ronstar
label revised
RESEARCH TRIANGLE PARK, NC
— Ronstar herbicide now may
be used on residential land-
scapes for pre-emergent control
of annual broadleaf and annual
grassy weeds. The label revision
was recently approved by the
EPA, announced Bayer Environ-
mental Science. Ronstar is avail-
able as wettable powder, flow-
able or granular formulations,
and on numerous fertilizer plus
herbicide formulated products.
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Most organizations
have vision and mission
statements. The [A's en-
tries are straightforward:
The vision — “Be the
recognized authority on
irrigation,” and the mission
statement — “Promote ef-

ficient irrigation.” But it’s

e

the unifying statement that
separates the [A from other

organizations.

A unifying stand
The IA has more than 1,700 members
and comprises several groups each with

its own aims. They could not always

agree on goals for the organization. They

Hellerick@BrickmanGr

In this situation we need to take what we have and
make improvements without spending any money.
We need to remember we're in the “Beauty Busi-
ness.” Our job is to make the landscape look beau-
tiful. In this case, the straight lines of the field are
boring and convey an image of just another field.
By simply changing the mowing patterns and

lution IS obwvi
1p Senior
ach month |

p.com

settled, instead on a
unifying statement —
“Ensure water is avail-
able for irrigation for
future generations.”
From those three
ideas, the IA devel-
oped four initiatives,
each with its own
strategies for imple-
R T T .
mentation.

The first initiative focuses on re-
sources and the second iniatiative ex-
amines education and certification. The
third initiative looks at marketing and
communications, and the last initiative
involves government and public affairs.
All agreed these are necessary.

In other news from the meeting:

SENIOR HORTICULTURE SPECIALIST BRUCE HELLERICK TACKLES COMMON PROBLEMS

creating long curvaceous beds lines
we take an ordinary uncared-for field
and turn it into a work of art. It's still
the same field but we have introduced
visual movement, which creates a
more interesting landscape. This
mowing pattern change also projects
an image of a professionally managed
field for passers by. Doing this is cer-
tainly simple, easy and cheap to do.

Tim Malooly, president of Irrigation
by Design in Plymouth, MN, became
chairman of IA's ambassador program,
a product of the Contractors Common
Interest Group meetings, which he had
chaired since 2002.

Malooly’s goal is to get more people
involved in the organization as ambas-
sadors — representatives who serve as
liaisons between the association and its
members. “A trade association is not a
savior for the industry,” he says. “It's a
forum for the industry to help itself.”

Malooly has a few people in place,
but would like to add at least 160 more.
These ambassadors would disseminate
information from the board to members
in their regions and serve as conduits to

deliver concerns back to the board.
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In the Know

LEGALLY
Speaking

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

A recent local newspaper
voted my company as #1 in
the area. Can | reference the award
on my advertisements, business
cards and trucks?

A

newspaper to find out more about how

Yes, but | would recommend

that you first contact the

they did the evaluation. You should find
out the criteria they used, how large a
geographic area their survey covered,
whether the paper engaged an outside
professional survey firm to conduct the
evaluation, whether this was the first
time they had done this survey and will
this be a continuing annual evaluation.
| would recommend you find out these
background matters in order to be more
informed as to how to position this
reference to their evaluation and what
to say. It may be, for example, that the
newspaper will make suggestions or
provide information that might be useful
in your own advertisements referencing
this number #1 rating.

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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People & companies

" Ewing Irrigation Presi-
» dent Douglas W. York
B A was inaugurated as the

=2 B 2008 Irrigation Associa-
" tion president during
‘ N the International Irriga-
tion Show in San Diego.

Project EverGreen appointed Chris
Kujawa of Kujawa Enterprises
Inc. (KEl), to lead the organization
through 2008 as president of the
group’s board of directors. Project
EverGreen also expanded its Board of
Directors to include Katie Bromm of
Hines Horticulture, Nick Cashier
of Cub Cadet, Bill Nicholson of
Garick Corp. and Dale Siems of
Sherman Nursery

TruGreen chief financial officer
Steve Martin has been named senior
vice president and CFO for The Ser-
viceMaster Co. Martin is succeeding
vice chairman and CFO Ernie Mrozek
who is retiring early next year.

Borst Landscape

and Design welcomed

designer Terry McMa-

hon to its design team.

McMahon holds a B.S. in

Landscape Architecture
from Cook College.

Southland Landscape Corp.
promoted Brian Pottieger to vice
president of business development. It
also recently hired John Carter Jr. as
business development rep.

Green Industry associations create
national career Web site

ROSEVILLE, MN — T'wenty-seven asso-
ciations across the country united to de-
velop a national Green Industry careers
Web site, designed to spark interest in
the variety of positions that the industry
offers — from landscape design to horti-
cultural production.

Initiated by the Minnesota Nursery
& Landscape Association (MNLA) and
the Professional Landcare Network
(PLANET), the site is set to launch in
the summer of 2008. The founding
partners were joined by 25 state as-
sociations and two national association
sponsors, the American Society for
Horticultural Science (ASHS) and the
American Nursery & Landscape Asso-
ciation (ANLA).

“MNLA volunteered to take a lead-
ership role in this project because our
members have identified workforce
development as one of the primary

challenges the Green Industry faces in

the decades to come,” said Bob Fitch,
executive director of MNLA. “We need
to do a better job of selling our story

of the great opportunities there are to
enhance the environment and our coun-
try’s quality of life by choosing a career
in the Green Industry.”

High school students are the new
Web site's target market, but the site
will also contain residual information
for parents, teachers and guidance
counselors. Research, including focus
groups and surveys, is currently being
conducted to obtain a Web site name
that will resonate with these audiences.

“This site will serve as the access por-
tal to the many Green Industry career
resources and will enable a single plat-
form across all dimensions of the Green
Industry,” said Tanya Tolpegin, CEO,
PLANET, “We are proud to partner
with other associations across the coun-

try to make this Web site a reality.”
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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?
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Green Industry search engine on the Web. GreenSeeker zeros in on the products,
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GreenSeeker gives you a competitive edge — because when you find what you're
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Seek and you shall find.
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In the Know

Now is the time to consider selling your business

Landscape Management recently re-

These conditions will probably last an-

corded a podcast with industry expert  other three to four years.

and columnist Kevin Kehoe about
exiting and selling your business.
Here's part of what he had to say.

LM: Considering the current ec
conditions, is now a good t
about selling your la

they like the margins of the business.
Quite frankly, they like grounds main-
tenance companies the most because
it provides them with low-risk, pretty-
recurring revenue.

my clients if you're a good man-
you want to leverage your
and stay in the game and grow
ny and take some of your
the table, now's a great time
probably hasn’t been better

Worlds apart, but together on global warming

BY CURT HARLER

EW ORLEANS — In some
circles, global warming has
become more of a conserva-
tive/liberal litmus test or
social dividing point than an aspect
of scientific research. However, the
presidents of two nations facing widely
divergent climates agree that global
warming is a real problem and will have
huge impact on water used in all as-
pects of the Green Industry.
lajuddin Ahmed, president of Bang-
ladesh, and Olafur Grimsson, president
of Iceland, addressed the issue at the
gathering of the International Annual
Meetings of the American Society of
Agronomy, Crop Science Society of
America, and Soil Science Society of
America in New Orleans.
“Climate change is real,” Ahmed said,
noting that water stresses will be in-
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creased both for irrigation and for drink-
ing water. Ahmed is a former soil science
professor at Dhaka University and stud-
ied soils at the University of Wisconsin.

In a separate talk, Grimsson declared
the debate “more or less over.”

There was no question that
Grimsson, Ahmed and most of the au-
dience of soil scientists see the United
States as the bull in the global warming
china shop. Each of the presidents said
they face visible signs of climate change
in their own countries.

According to the 2007 Nobel Peace
Prize-winning Intergovernmental Panel
on Climate Change, the Arctic and
coastal areas in tropical Asia (including
Iceland and Bangladesh) are extremely
vulnerable to projected climate change
and its impacts. The debate about
climate change is about the future of
energy and how the preservation of land
and cultivation can help to prevent disas-

ter climate change, Grimsson noted.
“Iceland has shown how this can be
done by transforming its energy system
from being primarily dependent on coal
and oil to being the leading clean energy
country in the world,” he added.
Grimsson has promoted cooperation
among countries in the northern regions
of the world. “Today, in just my lifetime,
we have gone from a nation using 80%
coal and oil to almost no coal and little
oil,” he said. “(All) of our electricity is
hydro or geothermal. I don't accept the
argument that Iceland is a special case.”
Grimsson called on students, espe-
cially those in crop and soil sciences and
political science, to lead the change. “It is
your future,” he said.
Ahmed worries that 11.5% of his
nation could be under water by 2100
if warming continues unchecked. “The
whole south of Bangladesh will be
drowned,” he stated.
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BUSINESS  CRISIS PLANNING

BY CHARLES SIMON

SMART STRATEGIES TU SURVIVE AND PERHAPS EVEN PROSPER
IN SPITE OF THE DELAY ORTGS&Qf H-2B WORKERS

. THE SAVE SMALL BUSINESS ACT

Awess an

expansion to the H-2B seasonal guest worker program, :

one of its main features, look dun This is bad news for Delaney, du'ector of governmen:t relations for the Pro-

hundreds of landscape company owners. It means that fessional Landcare Network.

they will start this season with more jobs to do than with “The reality is that nothing has changed. The only

employees to do them. thing that has changed is that the second half cap

(33,000 H-2B visas) has been reached. That has put

ﬂ v more owners in pain mode,” he says.

continued on page 26
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WITH OVER 20 IMPLEMENTS
AND ACCESSORIES YOU CAN
WORK ALL YEAR LONG.
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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.

Visit www.grasshoppermower.com or YOUR NEXT MOWER®
call 620-345-8621 to find a dealer near you. 2007 The Grasshopper Company
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BUSINESS CRISIS PLANNING

continued from page 24

H-2B worker availability

To be clear, there are still H-2B work-
ers available in 2008. In fact, the U.S.
Citizenship and Immigration Services
(USCIS) announced Jan. 2 that it had
received a sufficient number of peti-
tions to reach the congressionally man-
dated cap (33,000) for second half of
Fiscal Year 2008.

According to the USCIS Web site
(www.uscis.gov) the agency will con-
tinue to process petitions filed to:

Extend the stay of a current H-2B
worker in the United States;

Change the terms of employment for
current H-2B workers and extend their
stay; or

Allow current H-2B workers to
change or add employers and extend
their stay.

Because of the failure of Congress
to renew the Save Small Businesses bill
none of the “returning” workers, those
not counted against the cap, will be
allowed to work in the United States.
This, in effect, means that there stands
to be approximately 55,000 fewer H-
2B workers in 2008. Last year there
were about 123,000 workers allowed in

on H-2B visas.

A §
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What it means to you
Understandibly many contractors are
not happy.

“The Congress of the United States
has failed to do their job in supporting a
very large segment of the small business
core of this country,” says Fred Haskett,
managing partner of U.S. Lawns, West
St. Louis, MO. “They're interested in
their jobs. They're not interested in my
people’s jobs or my vendor's jobs.”

Still, Haskett considers himself lucky.

“We just were told, a couple days
before Christmas, that our second two
visa applications had been processed
and had been approved, prior to the cap
being reached,” he says. Even though he
has H-2B workers coming, they’re not
expected until April, which presents sig-
nificant challenges.

“It’s going to be very disruptive in
the start up phase,” Haskett says. “De-
pending on when they get here, it could
significantly affect our first mowing
cycles. Our spring cleanups, mulchings,
things like that we generally do in Feb-
ruary and March into early April, are
going to be disrupted. We're going to
have to do them with temps, or we're
going to have to start earlier and they’'ll
run way late getting them done.” He

also expects his overtime
hlldg(‘t to double for the
first five months of the sea-
son. And even with those
challenges, Haskett still con-
siders himself fortunate.
“We're the lucky com-
pany. My agent told me
they got a little more
than half but not quite
two-thirds of their visas
through before the sec-
ond cap for the April
(arriving workers),” he
says. “Somewhere

between a third and a
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7 survival tips

1. Increase customer contact and
communicate more than ever, “Is
everything OK?"

Y

Make an emergency employee
list, perhaps friends who can pitch in

for a Saturday.

3. Create a picture book with photos
of properties and special attention
areas, which is very helpful when

instructing new employees.

1. Inform vendors and let them
know to call you before allowing

new guys to charge to your account

5. Train, train, train. Don't assume
anything. Go over each step until

the new workers understand.

6. Keep a disaster recovery kit - eve-
rything you need in a box in case t

new drivers have an accident

7. Improve your communication sys-

tems. Get a phone for every driver
—CS

half of my agent’s clients got nobody.
If you're one of those companies,

what now?

Living without H-2B workers

Don't procrastinate. Start planning now
if you're facing worker shortage. You
have a short window of opportunity to
work out your plan.

Start by assessing the potential dam-
age to your company. View the situation
realistically. For example, “I will lose two
of my best grass cutting crews. Or | will
lose three laborers on my pavers crew.”

In addition to putting the “Help
Wanted" sign in your window, consider
these suggestions:

Bulletproof your best customers, by
1 doing their work first and giving
them extra attention. If you haven't
been tracking each client for profitabil-
II)', .\h.lm(‘ on you. o over your kllL‘HlS
accounts to better identify the “keepers.”
Do this before spring erupts.

continued on page 28
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BUSINESS CRISIS PLANNING

continued from page 26

Focus on your most profitable serv-
ice lines. If you've been struggling
to make a particular service profitable,
consider dropping it or selling it. There’s

no reason to be “dabbling” in a particular
service if you're short staffed. If you feel
it still has potential, add it back into your
company at a future date.

Train like you've never trained

before. Knowledgeable and well-
managed crews perform significantly
better than poorly trained and/or poorly
supervised crews. As obvious as that
is many companies still fail to provide
employees even the most cursory un-
derstanding of what they’re to do and
neglect to set guidelines on how to do it
efficiently and safely.

Reduce your workload by drop-

ping unprofitable or troublesome
customers. Almost all companies have
at least a few marginal customers. They
include perpetually late payers, whin-
ers or they could be just outside of your
company'’s service area, making them
expensive to serve. You might have been
better off passing them off to another
service provider long ago anyway.

Do only the work that must

absolutely be done, but do it well.

Regardless of your circumstances, your

I :

word and reputation are still your most
valuable assets. Will some of your clients
let you postpone your most labor-inten-
sive projects until you can get out of the
hectic spring season? Are you confident
enough about getting these projects done
even then to offer a modest incentive to
reward their patience?

Crunch time means longer hours,

longer days. Remember when you
started your business and worked six 10-
hour days on a regular basis? (Perhaps
you still do.) Can you count on your
remaining employees or those you hope
to add to work six 10-hour days to make
up for your labor shortfall?
7 It might be time to consider

raising prices to cover the rising cost
of fuel and almost every other product or
material you use. Yes, raising prices is a
tough call. But overtime costs may force
your hand because you will have fewer
employees doing more production. Keep

in mind, few of the small owner/opera-

Call for Dealer 800.966.8442

Save Time & Labor
Increase Productivity
& Profits

Irco

Heavy-duty Attachments
for Commercial Mowers

www.jrcoinc.com
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tors in your market use H-2B workers, so
they’ll see your scaling back as an oppor-
tunity to pick up some of your business.
The same goes for larger established com-
panies that have their full compliment of
labor. Combat this by doing great work
and stressing value, value, value.

Mechanize for more efficiency.

This doesn't mean going out and
buying equipment that you may use oc-
casionally. It may not mean buying, at
all, but rather leasing or renting. Resist
impulse purchases. Unfortunately, there's
no piece of commercial equipment yet
that can mow a property, load itself onto
a truck and go on to mow the next prop-
erty. The same goes for stick trimming
and cleanup. But tasks like mulching and
most construction tasks can be done more
efficiently with the right equipment.

Unload your junk. How about unused

or rarely used equipment in your
maintenance yard? Is it just taking up
space? The same goes for unproductive or
unreliable employees? Are they just tak-
ing up space and, worse yet, costing you
money? It's tough shedding people when
you're already short-staffed? But it's worse
to carry dead weight or a troublemaker.

1 O Get the “help wanted” word out.

The slowdown in the construc-
tion trades means there is a growing sup-
ply of work-tested employees without
regular paychecks. How can you make
your job descriptions attractive to them?
Chances are you'll have to pay them
more than you used to paying.

continued on page 30
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continued from page 28

The ripple effect

Unfortunately, the labor shortage that
many companies expect will create a

big ripple in the entire industry — from

customers to product manufacturers

ERSAT

EQUIPMENT

Soils

“I talked to a mowing dealer who
said that 90 days ago he had $750,000
in advance orders for equipment,” Has-
kett says. “He said more than half of

that has been cancelled in the last two

continued on page 32
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Control
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Construction

Turf

Capitalize on the Potential.
From the products applied to the markets served,
Express Blower has the most versatile blower equipment available.

1-800-285-7227

expressblower.com

Express Blower™ is a trademark, and the Express Blower design logo
Is a registered trademark of Express Blower, Inc
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Items to include in your
emergency plan

WHAT IS THE PROBLEM? DEFINE THE
CRISIS AS PLAINLY AS POSSIBLE

X number of seasonal workers will
not show up

HOW WILL THIS CRISIS CHANGE

YOUR BUSINESS IN THE SPRING?
WHAT IS THE IMPACT?

» Will not be able to meet contracted
obligations

» Will not be able to accept new
business

» Will need to spend money to
find and train new workers

WHAT WILL YOU DO? DESIGN A SOLUTION
» Talk to your customers

» Protect the best customers, drop
the worst customers

» Use every way to find new workers
» Do only what absolutely must be
done
» Plan for six 10-hour days with
the crews you have

Raise your fees
» Let your congressmen hear your
disappointment

MAKE IT WORK
IMPLEMENT YOUR SOLUTION
» Set a timeline
» Be disciplined
» Training and safety are important
KEEP YOUR CURRENT WORKERS
GET ACCEPTANCE FROM EVERYONE
Define how long this problem will last.
» Explain that overtime will be
mandatory for a while.
» Ask for their help with extra respon-
sibilities for a while.
WATCH OUT FOR QUALITY AND SAFETY
MAINTAIN YOUR STANDARDS
Training is more important
than ever
Emphasize safety above all
Be on top of every job
Visit properties frequently to check the
work quality of your new employees.
)



@ pow AgroSciences @ @ @ %}»

Dimension 2£W

NURSERY DRNAMENTAL

OVER TIME, YOU'VE SEEN A NUMBER
OF GREAT THINGS GET EVEN BETTER.

Another one of these things is the family of Dimension® specialty herbicides from Dow AgroSciences.
Our new Dimension 2EW liquid formulation is an easier-to-use, low odor formulation that can now be
sprayed over the top of ornamentals. Plus, it offers everything you‘ve always counted on from past
sprayable formulations of Dimension and Dimension on fertilizer. You get broad-spectrum control of
crabgrass and other grassy and broadleaf weeds all season long. You also get postemergence control on
newly emerged crabgrass. And it never stains. With the service and support of Dow AgroSciences, you can
count on the family of Dimension specialty herbicides to be a great thing that just keeps getting better.

www.DimensionHerbicide.com “Trademark of Dow AgroSciences LLC State restrictions on the sale and use of Dimension specialty herbicide products apply
Consult the label before purchase or use for full details. Always read and follow label directions. ©2006 Dow AgroSciences LLC T38-337-001 (11/06) BR 010-60453 510-M2-432-06

PR OVEN S OLUTIONS



http://www.DimensionHerbicide.com

BUSINESS CRISIS PLANNING

continued from page 30

weeks. | had two trucks on advance
order. | have cancelled those. | had some
equipment, a trailer and all the associ-
ated equipment to go with that to set up
a new crew. I've cancelled that.

“I can’t conceivably utilize capital to
add equipment, when I don't know if I'll
have people to use the work. Our pur-
chasing budget has been zeroed out. We
will only buy on an emergency basis this
year. That's where the negative effect is
going to be on the economy.

“The effects are going to be felt be-
yond the landscape to many different
segments, including suppliers and estate
management. Things like this are really
hard to calculate at this point. It's going

to be the most challenging year I've had

What to tell
the bank

Keeping your banker and other
lenders informed of the situa-
tion can make cash flow easier in

TAKE YOUR OFFICE WITH YOU

CLIP2Go

GPS
Tracking

Bilingual
+ Directions +
of Crews*

Also with this amazing Software ...

Route sheets for the crews

Access to Customers, Jobs, Notes, History and Billing out in the field
Modify information in the field and sync back to office

Syncs with office via cable, Wi Fi or cell phone (with data plan)
Multi level password protection

Spanish and English built in

Call 800-635-8485 to learn how
to get started using CLIP2Go!
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ice, TomTom ¢

April and May. Explain that cir-
cumstances beyond your control
will use a good part of your cash
flow to resolve. Let your lenders
know now that you may be at
their door in the late spring ask-
ing to pay interest only on your

debt. Your banker would much
rather see you through this one
time, congress-caused crisis, than
have you default and fall into
bankruptcy later in the year.
—CS

B e
Start/Stop
Times for
each Job
in the business in probably 30 years.’
Many of you in the landscape services
industry have faced larger challenges and
have succeeded anyway. The approach-
ing shortage of workers is a crisis that
will test your creativity and resilience. By
building and implementing a plan now,
e vou can still have a strong 2008. Lm
- — The author is a certified landscape
professional and manages an East Coast

landscape operation. Contact him at

www.clip.com
cs@charlessimon.com
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Add-On Biz

EXTEND YOUR BUSINESS

Pet waste removal

DaodyCalls work-

ers visit clients'
propérties as ofter

as once a week

» Jacob D'Aniello of DoodyCalls sees pet waste removal as a perfect,
and profitable, add-on service for landscape and lawn care professionals.

BY MIKE SEUFFERT
Associate Editor
acob and Susan
D’Aniello have a sense
of humor about what
they do. And what they
do is doo-doo. The D’Aniello’s
run DoodyCalls, a full-service
pet waste removal franchise
based in Charlottesville, VA.
In a tribute to the classic
comedy CaddyShack, a video
hosted on the company's

BY THE NUMBERS...

Percentage of
American households
that have a pet.

$41 billion

Amount A

Americans

Number

of dogs in
the US. ¥

spend a year
on their pets

Web site (and on YouTube)
called “Scooping the Poop”
walks through a day in the
life of a DoodyCalls techni-
cian. The film’s climax comes
when the technician stops
for a break, grabs a chocolate
candy bar and takes a bite, to
the horror of a misinterpret-
ing onlooker.

But the service itself is no
joke. Since the D'Aniellos
started the company in 2000,
charging roughly $15 per
month to keep a yard clean,
DoodyCalls has expanded to
26 franchisees and will take
in more than $2 million in
revenue in 2007. If all goes
according to plan, they will
have 275 franchises by 2011.

“Between balancing

family, demanding work

schedules and increasingly
long commutes, people are
too busy to deal with the
mess themselves or simply
don't want to,” Jacob says.
“Pet waste removal service
eliminates one of the most
unpleasant and time consum-
ing aspects of dog ownership
by offering weekly, bi-weekly,
monthly, and one-time clean-
ings to ‘scoop the poop’ at
reasonable rates.
“DoodyCalls’ goal is to be

the number one franchise in

the business of ‘number two,”

he adds, not joking.

A natural fit

Jacob believes that pet waste
removal is a natural add-on
service that can be offered by
professional landscape and
lawn care contractors.

For one, landscapers target
the same busy, middle-to-up-
per class client who Jacob be-
lieves would use the service.

“Landscapers find dog
waste a nuisance and it creates
a mess on their equipment
and their clothing,” Jacob says.
“By adding on a DoodyCalls
franchise to their existing land-
scaping business, landscapers
are able to reduce waste from
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their client’s properties to
make their landscaping duties
more efficient and create
added profit by providing an
extra year-round service.”

For lawn care profes-
sionals, it's a natural selling
point because the dog waste
can create brown spots on
the lawn from excess uric
acid. Plus, it’s simple to add
the service because, let's be
honest, scooping poop isn't
exactly rocket science.

Besides residential yards,
DoodyCalls cleans and disin-
fects common areas for home-
owners associations and other
commercial accounts, such as
playgrounds, pool areas, paths,
or any place dogs ‘do their
thing’ to help keep communi-
ties sanitary and safe.

“Going the franchising
route makes sense because
of the support systems
already in place,” Jacob says.
“The support and marketing
materials that DoodyCalls
provides its franchisees allow
the professional landscaper
to focus upon the important
aspects of their work, up-sell
their existing clients and
effectively spend their time
mining new ones.”



The Toro® Dingo® compact utility loader

helps you do more work in less time.

With more than 35 attachments that can be changed in seconds, manual

labor and equipment costs aren’t the only things it saves. The light footprint of

[oro’s wheeled and tracked models minimizes damage to existing landscapes.

Call 1-800-DIG-TORO for a demonstration, or visit toro.com/dingo.
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SHARING TO GROW

ow do you react WE R
when landscaping

companies equal in U P WlTH
size and experience

say your uniforms
are in bad taste and

[
your shop is too
messy? Do you listen and take action.
Or take it as an insult?
It happened to Tom Fochtman, co-

owner of CoCal Landscape, based in
Denver. For him, the criticism was far

from offensive. “The nextday wehada - Eolow the example of “The Next Level

clean shop,” Fochtman says. “This year

we went with the best uniforms in our Network ~ and bU|Id your own Sma”

history.”

But Fochman'scritisweren'tjust—— group of non-competing owner/advisors

any contractors from the sidelines. They

are among five landscaping companies BY CHRISTINE PAE
involved in “The Next Level Network,” a .

peer-networking group that meets three
times a year to discuss everything from

snappier uniforms to obtaining legal

workers. In a unique way, “The Next
Level Network” allows the nation's
top landscape management com- .
pany owners to act as a board of
directors for each other and ex-
change ideas and feedback on
issues within the industry.

“It was the drive of the
idea,” says Fochtman, who
took the concept of peer net-
working and approached Bruce
Wilson, a business consultant,
to facilitate the group. Focht-
man also got in touch with Dave
Daniell, who at the time was co-owner
of Heads Up Landscape Contractors in
Albuquerque, who had been involved \
in peer groups before and was looking
to join a new one.

For one thing, they wanted to invite

contractors based on their business “ ST GRS SRS
model, ownership and geographical
continued on page 38
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There's something about being the first o introduce a new technology
— and still be at the innovative forefront after 50 years. The pioneer
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pesticides, fertilizers and micronutrients since 1958. Mauget continues
to advance the science of tree care, with new application alternatives
in development today.
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BUSINESS SHARING TO GROW

continued from page 36

territory. Namely, gather a band of con-
tractors from different markets whose
primary services included landscape
maintenance and construction. The
three invited a list of potential con-
tractors and soon enough, HighGrove
Partners in Austell, GA, Pine Ridge
Landscaping in Chantilly, VA, and Vila
& Son Landscaping, headquartered in
Miami, FL, joined. The owners first met
for a kickoff meeting in January 2004
to brainstorm bylaws and the mission
of the group and by the following May,
“The Next Level Network” held its first

official meeting.

What competition?
Geographic location, Fochtman knew,

was an important factor in who could be

involved in the peer group. Obviously
the contractors didn’t want to be com-
peting for business, the reason why one
is based in Colorado while the others do
business in other regions of the United
States. “We weren't worried about chas-

ing business because we operated in dif-

Each company gets about two hours
to cover a range of company issues while
the host company gets extra time.

And with these meetings comes seri-
ous homework. Every meeting requires

continued on page 40

CoCal Landscape

ferent markets,” Fochtman says.

Owner Tom Fochtman

And it wasn't because the owners uses industry peers to

wanted to be elitist that they ]\'t’pl the serve as an informal

group small. There's a limited amount board of Sirectors.

of time at their meetings, which take
Also, Wilson, the “

Network's” business facilitator, likes to

two days. Next Level
cap those involved in the group at six
companies.

“We feel that [with] more than six,
you couldn’t really give the companies
enough time in a 2-day period to cover

everything,” says Wilson.

Hunfer SALE
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BUSINESS SHARING TO GROW

continued from page 38

lots of preparation, the owners say
Wilson asks for financial benchmarking
information and topics for discussion
about six weeks prior to each meeting

At the meetings, strategy feedback and

best practices recommendations are
swapped. By the end of the each ses-
sion, owners commit to make positive
changes within their companies by the
next meeting. This aspect of preparing

for the meetings adds an important ac-

Thinking inside and
outside the box..

Most retail purchasing decisions are made within
the first seven seconds of viewing a product display.

Since (0]

is more memorable than words, our new

CrystalClear” packaging was designed with color in
mind. Now the same great CrystalClear

products are in new
color coded and
consumer friendly
packages that stand
out on the shelf.

800-331-9099

www.winstoncompany.com
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countability factor to those in the group
and is the core of “The Next Level Net-
work's” value and success.

“You don't want to get advice from
people you respect like this and four
months later, come back to say you didn't
do anything with the good ideas they
gave you,” Fochtman says. “That would
be embarrassing. If you have not followed
up in your commitments, it's not good
It's kind of like failing your father, be-
cause we respect each other so much

Collectively R the revenue of all five
contractors is valued at nearly $200
million, according to the company
owners in the group, and many of the
companies have at least 200 employees
That all groups are somewhat equal in
scale and experience is also a part of the
”h Next Lev k'l .\:('!\\Hrl\ g7 dt'\]'.lﬂ
This allows the companies to relate to
each other better than if a contractor
from significantly smaller revenues
came into the scene

“You just need to find somewhat a
lll\(‘-l\'in\l hll\lnn'\\ w ]\x'l'(‘ you can com-
municate at the same level,” Fochtman
says. “A $5 (million) or $3 million con-
tractor will struggle to advise a $20 mil-

lion contractor

Not a perfect fit for all

Joining a networking group may not pro-
duce winning results for all contractors
Not only does peer networking entail
serious commitment, it's pricey as well
There's the issue of hiring a facilitator
and paying for travel expenses. Both
should be taken into consideration. Also
participants must open all facets of their
business operations openly and honestly

at the meetings

All work and no play?
Fortunately, the peer group also rec-
ognizes that a couple of days’ worth

continued on page 42
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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
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BUSINESS SHARING TO GROW

continued from page 40

of hard work deserves a day of play.
The third and last day of the meeting is
dedicated to leisure and was originally
intended to break the ice between the

contractors who were just becoming

acquainted with each other. Two years
later, members of the peer group have
developed a sense of camaraderie out
of the extra day, which in the past fea-
tured deep-sea fishing, river rafting and

golf. “As we've been together for two

BEER.
STEAK.
A FINE CIGAR.

SOME THINGS YOU PLANTO BUY
OVER AND OVER AGAIN...

...SCHEDULING SOFTWARE ISN’'T ONE OF THEM.

Yet - 82% of QXpress users buy
and implement another leading
software program first, before
dropping it, to buy QXpress.

—5)

Replacing their original purchase
was not in their plans.

So, why do they switch?

Users switch to QXpress, after careful

research, to achieve the business
benefits their original purchase failed

to deliver

If you are in the market for software,
chances are that sooner or later your
solution will be QXpress. QXpress
synchronizes seamlessly with your
QuickBooks, provides accurate job
costing, and gives scheduling and
Itis
the only Green Industry software

invoicing you can depend on

product awarded Gold Developer
status by Intuit, makers of QuickBooks

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

Plan to make a long term decision.
Choose QXpress.

call 1.877.529.6659 or visit www.qgxpress.com for a web based demonstration

mas ancior regitered trad
#ment of Alocets software by intuit. and Alocet is soly
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SCHEDULING SOFTWARE

2 QXpress is & (agatered trademark of Alocet hcorparated
3 of Uil e, Sraplayed with permissicn  The use by Alocet of the Logo
nuitle for ty soNmare 8nd 1he suppoA Bnd maintenance of the toftware

years, we're more comfortable with each
other. It opens up conversation, breaks
down barriers,” says Wayne Shively, co-
owner of Pine Ridge Landscaping.
Contractors involved in “The
Next Level Network” recommend
other companies get involved in peer
networking groups, considering the
amount that gets accomplished after
the meetings. “Each meeting we take
something away to fine tune our com-
panies,” Shively says. “Anytime you can
get together with other companies that
aren't competing and share best prac-
tices and learn from each other, it's the

only going to help us improve.”

In networking, we trust

In addition to the exclusivity and com-
pany profile of the groups involved,
trust must also play a major role. Com-
panies involved in “The Next Level
Network" share confidential informa-
tion and those involved in the group
abide by the rules to keep information
within the group only

“If someone breached it, it would be
time for a serious conversation,” Daniell
says. ‘I have to trust. It's kind of like hav-
ing kids. You give them trust until they
give you reason not to trust them.”

With trust, effort, preparation and
zeal, contractors involved in “The Next
Level Network” have garnered meas-
urable improvement in their business
operation.

“We're getting thousands of dollars of
advice of some of the greatest minds in
the industry, in my opinion, counseling
us,” Fochtman says. “Where else could
we get advice like that?” vm

— The author is a freelance writer
from New York City who is now
finishing her Masters degree at
Northwestern University's Medill
School of Journalism. Contact her at

c-pae@northwestern.edu.
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Project Portfolio

DRAINAGE SYSTEMS / OUTDOOR KITCHEN AND SPA / RADIANT HEATING

the house renovations also 1 _—
taking place. | » Wi T

The design et e Wz T
. = —4 e <z
An outdoor living e nhonnns SRR : Q /
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natural environment. S {-.1 o) iy
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drainage systems. !_', By S il
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ABOVE All pavements
including driveway, entry
monolithic steps and ter-
race, include a radiant
heating system.

srgagal|\
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RIGHT The fountain/water
feature doubles as a spa.

Project Specifics
The lake house was rehabbed

as a retreat, with outdoor
surroundings to match.

RIGHT The pergola was created by Liberty Cedar, West
Kingston, RI, www.libertycedar.com.
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Project Principals

= Designed by Keith LeBlanc Landscape
Architecture, Boston, www kl-la.com
 Installed by Robert Marzilli, R.P. Marzilli &
Co., Medway, MA www.rpmarzilli.com

The staff of R.P. Marzilli & Co. includes
licensed landscape professionals, stone
masons, project managers and designers.
Services include masonry, horticulture, tree
irrigation, site lighting, fencing, and pool,
pond and waterfall installations,
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DI PE: VIR LANDSCAPE OF THE MONTH

ill Goddard
is willing to
spend extra
time to get the

job done right

—even if it's
measured in years.

“Typically our clients

would have homes all over
the world,” Goddard says.
“With the unrest and the has-
sle of traveling, they don't
want to travel anymore. | tell
them, ‘This is your home, not
mine." While they give me

a lot of leeway because we

The Hovatter estate

GCS' customers may live the jet set
life, but the company works hard
to ensure when clients are at home
they're able to relax in luxury.

BY DANIEL G. JACOBS

L

Managing Editor

W

. -

) —
- ——

" - W 4

home was being erected to ensure uniformity.

e d

want the creative, we work
with them.”

That also means spend-
ing time on very big projects.
Goddard, owner of GCS,
won't look at a project of less
than $1 million. He and his
12 employees only work on
two projects at a time and
typically spend two to four
years on site.

The Hovatter estate near
Sacramento encompasses
44 acres, and GCS has spent
nearly four years making
seven of those acres suitable
to host large charity events or
quiet evenings for two in the
backyard pool.

“In our projects, how it
looks at night is almost more
important than how it looks in
the day,” Goddard says. “A lot
of my clients work many hours

and they only see it at night.”

‘ Although the company didn't build the house,
GCS constructed the front and rear entries as the

LANDSCAPE MANAGEMENT /JANUARY 2008 / www.landscapemanagement.net

A

The project

When GCS began work on
the site it contained an old
vineyard, a walnut orchard
and a 3 1/2-acre man-made
trophy bass lake. The land-
scaping work began around
the time the house was being
built.

“We bring an office trailer
on site that has our manage-
ment design team,” Goddard
says. “We bring a portable
concrete batch plant. The
only thing we sub out is
electrical and pool plaster.
Otherwise we do everything
from underground grating,
hardscape, softscape — you
name it we do it.”

The company started by
pulling out the old vineyard
and putting in a new one,
exchanging tokay grapes for
cabernet sauvignon. That
also required the transfer of
some mature live and valley
oaks. GCS brought in a 96-in.
spade and worked for two

continued on page 48
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next best thing to real.

DESIGN IT. SELL IT.

Landscape design is all about vision,
- and knowing how to share that
vision with potential customers.
With PRO Landscape design software,
you can translate your creative ideas
into photorealistic images and
proposals in minutes, giving your
vision the polish and impact you
need to sell. With more than 15 years
on the market, PRO Landscape is the
most popular, professional landscape
: 2 ! design software available today -

. s and the next best thing to real.
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Because owners generally

work during the day and

because events are usually

later, the nightscaping of the

property is just as important.

So lighting was keys

continued from page 46

weeks to move those trees.
“We have our own spade

that will handle a 3 1/2-in.

caliper tree,” Goddard says.

“We moved hundreds of

trees there. We brought in

two dozen specimen oaks

that weighed as much as
22,000 pounds each. There
are hundreds of trees on the
property. At one time we
brought in 45-year-old olives
(trees) that we hand dug out
of an old grove. We brought

in two dozen.”

The new Monm%e@ welded steel ornamental fence system blends

advanced manufacturing and coating technology with innovative
ideas from fence professionals to satisfy all requirements for con-
siderably less than ornamental fences of the past. It is acclaimed as
“the greatest innovation ever introduced in the fence industry”!

Fusion-welded for durability
E-coated maintenance free finish
Backed by 20-Year Warranty

;gfﬁ"'

1555 N, Mingo Road  Tulsa, OK 74116
Phone 1-888-333-3422 Fax 1-877-926-3747

- age froce com meritarfonce com

il AMERISTAR®

Email: mkrg

GCS is finishing the final
two of five phases. This phase
includes the pool and barbe-

cue/arbor area.

Hardscape

The focus of the landscape
is 1,500-sq.-ft. pool with a
water slide, spa, fire pit, 13
springs, a fog machine, a
grotto that holds up to six
people and waterfall that
contains about 250 tons of
rock. The biggest rock is
about 20,000 pounds. Water
flows at a rate of 1,200 gal-
lons per minute.

“In the pool we've got
laminar flows — that column
of water that comes in that
doesn’t break,” Goddard says.
“We've got a sand beach on
the lake.”

When you spend as many
as four years on a site, no
detail gets missed. GCS put
misters on top of the arbor.
The granite around the barbe-
cue is four layers thick and has
unique detail. The interior of
the fireplace is four and a half
feet wide and has a spit that
can handle a 160-Ibs. pig.

“We do the fire brick in

two different colors and a
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unique pattern,” Goddard ex-
plains. “The perimeter walls
are all at seat height. They
can comfortably entertain
150 people around the barbe-
cue. In a charity event, they
could have 600 people on site
and not have a problem.”
This attention to detail
is possible because the com-
pany picks projects carefully.
When the inevitable change
in plans or unexpected prob-
lem arise, GCS can handle
the problem
“Because we bring our
design and management
staff on site and I'm on site
on every project on every
day, we work right through
C hd“('ﬂ‘_{('s, : (;ndddl’d \.l_\'s
“Anything that comes up
we instantly modify to get
through that. We stress that
to our clients. They don’t
have the traditional delays
with us because of the way

we do things.”

The patient contractor
Goddard's attention to detail
and his patience are virtues
he's shown throughout his
working life

continued on page 50



EASY INSTALLATION IS A LOK.

Who says there are no sure things in construction? Hardscapes built and designed with VERSA-LOK are a cinch to go up quickly
and easily. Our pinned in place design makes perfect installation and structural stability a sure thing. When you use VERSA-LOK,
once it's built, it's built to last. And last. And last. To create retaining walls, freestanding walls, columns, steps and more with
no need for special units, there's only one product to trust. Simple, reliable and beautiful. That's the VERSA-LOK promise.

To find out why contractors prefer VERSA-LOK, call (800) 770-4525 or visit www.versa-lok.com.

VERSlg.OI( :

Retaining Wall Systems
Solid Solutions

© 2008 Kiltie Corporation « Oakdale, MN



http://www.versa-lok.com
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Control emerald
ash borer...Easily

Apply Safari® insecticide
in combination with
Pentra-Bark

bark penetrating
surfactant

Spray apply to the basal
bark (tree trunk)

Apply to the
circumference of the
trunk from the ground
to 6-feet high

Pentra-Bark quickly
translocates Safari
into the tree’s

vascular system

Effective control.
Easily applied.
University tested
and proven.

www.questproducts.us
913-837-3089

Safari

‘

© 2008 Quest Products, Louisburg, KS
Safari is a registered trademark of
Valent. Photo by David Cappaert

MI State University
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DESIGN/BUILD

continued from page 48

He earned his California contracting
license nearly a quarter of a century ago
in anticipation of one day getting into the
business for himself. He spent 22 years in
sales and marketing, and was on the road
as much as 90% of the time during the
last 17 years in that position. He says he
got very tired of airports, hotels and suit-
cases. Seven years ago, he felt it was time
to use that contractor license.

When he started his career as a con-
tractor, Goddard made the decision to
focus exclusively on large projects, such
as the Hovatter estate. His clients’ prop-
erties are typically valued between $5
million and $25 million.

There is something to be said for hav-
ing clients who don't need to worry about
housing slumps or down economies.
There's also something to be said for de-
signing and providing landscape projects
that figure into the seven figures.

In seven years in business he's never
had to move beyond a 25-mile radius of
his Lodi, CA-based headquarters.

“Part of the reason I picked this niche

in the market is I viewed it as recession

can hold up to six people.

LANDSCAPE OF THE MONTH

resistant,” he says. His timing, it turns
out, has been faultless

“I've got the greatest crew in the
country,” Goddard says. “We don't hire
anybody in the trade. We train from the
bottom up. My guys came in with few
skills. We spend a lot of money to train
them in-house. We send them to confer-
ences to train, and we have suppliers and
manufacturers come in and train them

“l don’t want poor attitudes or poor
construction practices. Our clients pay
for us to do it the right way. We over-en
gineer and over-build everything we do
because that is what our clients demand
They want the highest quality.”

And that's what they get. Goddard
said his company was the highest deco-

rated water feature builder in the world

this year. Lm
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Nothing compares to a Pro-Tech

Backed with the highest level of Quality, Price,
and Availability, it's no wonder Pro-Tech is the
leader in industrial snow removal equipment.

Call or visit us on line to find out which Pro-Tech is right for you.
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Standard rubber edge IST Steel Trip Edge Switchblade Pull Back Fold Out
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Angle Super Duty Fork Lift V Plow

Professionals Choose

888 PUSH SNO or www.snopusher.com


http://www.snopusher.com

FOR SUCCESS

Whether it’s to save money or offer a

new service, leasing

option than buying.

or many landscapers, it's dif-
ficult to keep up with grow-
ing trends and customer
demands. Maybe they're
looking to move a tree or in-

stall an outdoor kitchen. You

could handle the job with
the right piece of equipment. It's just not
part of your arsenal. And you can’t jus-
tify a new purchase; you just don't have
enough projects to make it profitable.

With too few jobs to finance the
purchase, specialized equipment to keep
a business on the cutting edge, simply

can't be justified. But if you avoid the
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may be a better

BY BETH ANN SCIALABBA

job all together you're throwing money
to competitors because you don't have
the proper tools to fulfill customers’
needs. To avoid losing lucre, consider
renting equipment.

Think of it this way, renting is an-
other way of staying within your budget,
a particularly difficult task, especially
when you're responsible for hiring,
planning, selling, maintenance and the
myriad of never-ending responsibilities
owners face daily.

For a landscaper just starting out his
or her business, delving into the rental

option may be the way to go. Tom

Snow, a commer-

cial landscape equip-

ment salesperson at Valley AG & Turf in
Halifax, PA, has been in the landscape

equipment industry for 23 years.

Not just for newbies

“We're going to see more and more
startup landscapers renting equipment
as they expand their businesses,” Snow
says. They may not have the equity or
capital to invest in a piece of equipment
costing thousands of dollars.

Recognizing that “cash is king,” hav-
ing a more flexible flow of money to
work with, startup businesses are often
better served by investing in products,
marketing and other useful avenues.

But renting landscape equipment
isn't just for new business owners. Snow
says that renting is “a great way for land-
scapers to try out a new piece of equip-
ment they're thinking about purchasing
down the road.”

Many landscapers don't have the
equity or want to make the investment
on equipment they’re not certain will
make money for the business in the long
term. Renting is a way for owners to test
the permanence of a piece of equipment
they'd like to purchase, as well as using
the equipment for a specific job or a
one-time project. It can also help deter-
mine if the equipment satisfies custom-

ers’ expectations.


http://www.landscapemanagement.net

Weighing options, many business
owners have found renting is the better
alternative. It allows for flexibility within
a budget. In many instances, landscap-
ers have enjoyed the ability to eliminate
maintenance costs, save on interest pay-
ments, salvage storage space for other
equipment and products, and avoid
transportation costs.

“For someone who's just starting their
business, renting is definitely a financing
option they want to look into and con-
tinue until they're able to purchase or
finance a piece of equipment,” explains
Rocco Femano, a regional director for
Lawn Doctor Inc.

The option to rent equipment also
allows an opportunity for aspiring entre-
preneurs to invest in and startup their

landscape business.

Rentals allow flexbility

“Rental rates, of course, vary because
of the size of the equipment, but
common landscaping tools are avail-
able to rent for four hours up to several
years,” Snow says.

Femano agrees: “It's great for build-
ing a business — pulling up to service a
customer's lawn with several pieces of
equipment looks very professional in the
eyes of a consumer.”

As renting equipment gains popular-
ity within the Green Industry, the best
way to search for companies who rent
landscape equipment is on the Web, and
contacting your local business network
or another landscape professional. Lm

— The author is a freelance journalist
from Freehold, NJ. Contact her at
bethannscialabba@yahoo.com.

TOP REASONS |

Why rent landscape
equipment?

#1 Conducive to a tight
' budget, especially for
landscapers who are new
to the industry and building
their businesses

Large or rarely used equipment
“.. is easily accessible for short-term
projects

) Eliminates costs for business
..} ownersto repair and maintain
the equipment, transportation and
storage

/1 No uncertainties about having to

u

1" tack on interest to a purchase

I Best way to determine if equip-

. ment is right for your business and
satisfies the needs of the customers
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technolog'y
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@ here may not have been any product innovations as
dramatic as, say, a full-scale hover ride-on zero turn
BIODIESEL READY mower at this year's GIE+EXPO. But what the editors
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Rlternative fuel sources
With oil hovering around $100

a barrel, gas prices are hammer-
ing away at landscape profits.
Mower manufacturers saw this
coming and began offering more
diesel-powered models several years
ago. But even this hasn’t been enough to
keep fuel costs under control.

With that in mind, The Toro Co.
announced that all of its 2008 diesel-
powered commercial mowers will be
biodiesel-ready.

Biodiesel is an alternative fuel source
derived from biological sources that are
biodegradable and non-toxic. Emissions
from bio-fuels and biodiesel blends are
lower than petroleum-based diesel fuels
making them more environmentally
friendly. Toro’s 2008 models will be

of Landscape Management saw there were a lot of refine-

ments and improvements that will make this latest crop

of lawnmowers more productive, easier to service,

easier

to control, more comfortable and provide a better cut

than ever before. With that in mind, here are the five top

new mower trends that we see in the 2008 model year.

equipped to operate on biodiesel fuels
up to B20, which is a mixture of 20%
biodiesel and 80% petroleum diesel fuel.
Biodiesel-ready models will include
the 2008 Toro Z Master Z580-D Series
and Z590-D Series zero-turn riding mow-
ers. As part of this initiative, Toro also

created biodiesel upgrade kits for diesel-

powered Z Master mowers produced
prior to the 2008 model year.

Edrick Funk, marketing manager for
Toro's Landscape Contractor Equipment
line, explains that pure biodiesel has
about 5% to 8% less energy, but better
lubricity and more complete combustion
can make the energy output of a biodie-
sel engine only 2% less per volume when
compared to petroleum diesel.

“Landscape contractors who tested
biodiesel-powered Z Master zero-turn

mowers noticed little, if any, reduction
in mowing performance,” Funk says.
“With properly equipped mowers and
fuel that meets industry specifications
for B20 biodiesel, any equipment op-
erator can enjoy this cleaner-burning,
renewable fuel source.”

For those landscape professionals
who have “green-conscious” custom-
ers, Dixie Chopper and EnviroGard have
introduced propane-powered mowers
in recent years. With propane, there is
up to a 60% reduction in smog-forming
emissions and 80% reduction in toxic
emissions compared with diesel and gas-
oline fuel. Meanwhile, propane is on av-
erage 30% less expensive than gasoline
or diesel fuels. The savings are increased
with no spillage, theft, or contamination
concerns that occur with other fuels.

continued on page 56
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Exceeding Your
Expectations.

Since 1935, Finn has been committed to exceeding your expectations
and bringing the green industry Smarter Ways to Work. Like with
every Finn HydroSeeder®, you're equipped with the best in
controlling erosion, stabilizing slopes and establishing turf. All units
are designed to mix any type of materials, speed up the loading
process, mix thicker slurries without clogs and cover more area with
each tank load. All of this while keeping maintenance costs down and
protecting you from steep fines. Discover the difference for yourself.

HYDROSEEDERS CONSUMABLES STRAW BLOWERS BARK BLOWERS

300-4,000 gallon tank sizes to
accommodate any size job

Hydraulically-driven, mechanical
agitation is standard

Exclusive Finn-designed pump to
handle thicker mulch slurries

» Liquid recirculation lines are

incorporated into every machine

Versatile applications from yard
seeding to large-scale reclamation

iNN
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continued from page 54

More power, smaller package
With zero-turn mowers getting bigger
and tougher, it is taking a more power-
ful engine to get the job done. Kawasaki
is responding by adding the new FX
series of engines specifically for the com-

mercial market.

Two new big-power V-twin engines
are available for ZTR's up to 72-in.
deck width: the 34-hp FX921V and
the 37-hp FX1000V.

The FX Series engines are compact,
90° V-twins with a displacement of
999c¢c’s. They feature hemispherical

if only your

Mother-In-Law

was this easy to get rid of...

¢ [mmediate Algae Removal
* Helps Eliminate Green Water

* Works In Seconds
* High Volume Item

Algae-Off® Is An EPA Registered Algaecide

Kawasaki's FX
GIugne S6716S 15 combustion cham-
designed for
today’s more
powerful mowers.

bers and three
valves per cylinder,
with Kawasaki'’s
advanced, overhead v-valve technology
that provides low emissions, high power
and smooth operation.

The new engines provide greater
power while also providing cleaner emis-
sions and better fuel efficiency, meeting
current and future emissions standards.

Providing great power with a com-
pact design is Yanmar's new Yanmar
MiniMax Series Engine for lawn and
garden equipment. With the new cyl-
inder body design, the MiniMax is able
to achieve higher output despite the
compact size. Furthermore, the compact
size and universal base attachment de-
sign means that the MiniMax is an easy
replacement.

The 3TNM68, the first in the series to
be released, is a 0.784 liter three—cylinder

0"! i -EnOUgh S&id. Tier IV compliant engine with Yanmar's

proprietary indirect injection technology
to achieve low fuel consumption and

low emissions. This ultra compact and

high performance engine also employs

800-331-9099 Yanmar’s latest structural technology to

winstoncompany.com achieve low vibration, noise and size.

continued on page S8
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m; Toll Free 866.999.9506
= www.tygarmfg.com

WILD ON CURBING

"+ Great compllment to any proiect
* Low start-up costs, high profits

* Financing available
s info-see below

$3,500 /o

$2,500 /

How to Get Started

Request a Attend a Demo Day

; DVD & Catalog— on the 1st Monday
Toll Free 866.999.9506 or of each month.
www.tygarmfg.com Call today to reserve your spot!

Phone 770.345.6625 425 Wilbanks Drive
Fax 770.345.6637 Ball Ground, GA 30107 P


http://www.tygarmffg.com
http://www.tygarmffg.com

TECHNOLOGY EQUIPMENT TRENDS

od from page 56

Durability

Who says all zero-turn mowers
are alike — apart from their
color, that is?

Certainly not John Deere.

The new Z-Trak Pro 800
series offers mowing contractors four
new and unique features, helping make
mowing more efficient and more profit-
able, says Marketing Manager of Com-
mercial Products Gilbert Pena.

The new Z-Trak Pro 800 Series in-
cludes five models with a variety of deck
sizes. A new 31-hp Kawasaki engine
option delivers 14% larger displacement
and a 40% larger hydraulic pump, which
boosts mowing speed up to 12 mph.

The 7-Iron Pro deck, now in its 3rd
generation, features full-wrap reinforce-
ment and double-captured anti-scalp
wheels. That durability is enforced with

the I-beam constructed cast iron caster
arms, cast iron front caster forks and no-
flat front caster tires.

These mowers also feature a less
complex design for increased depend-
ability. The number of moving parts in
the hydraulic system have been cut by
two-thirds, and 50% of the electrical
switches are gone, too. By changing over
to a vertical shaft engine, Deere engi-
neers were able to remove 41 parts from
the mower deck and drive system.

Other new models that focused on
increased durability include:
> The Tank Recon from Cub Cadet Com-
mercial is designed for medium-to-large
businesses looking for the durability and
key features of The Tank at a competi-
tive value. The Recon features a pivot-
ing front axle, tapered roller bearing
spindles, a fully welded steel frame,

Walker's Super B offers a 27-hp
engine and 9 mph speed.

high-back suspension seat and dual five-
gallon fuel tanks. In addition, the series
offers a drive system with Kanzaki Pump
and White Wheel Motors for high per-
formance, handling and durability.

> Walker's Super B front-cut zero-turn
has the speed and price tag of a mid-
mount with the design of a front-cut. It
features Walker’s comfortable steering
configuration, high-quality cut and a
tilt-up deck and body. The 60-in. side-
discharge deck is 5 in. deep, uses mainte-
nance-free blade spindles with ball bear-
ings and a manual deck height adjuster.

L'I!ll(l‘l“(t’(l on page 6d
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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 Dg?géet Nozle Type and Insecticides Dgz?éet ® Vory Fins
Contact Systemic Contact Systemic
Turbo = DG @ Fine
TeeJet” TwinJet®
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To cut different types of grass in sun and P Pt _' i~

shadow, you have to change the deck height quickly
and easily — because in lawn maintenance, time is always money:

Now, Wright's Stander RH™ and Sentar® mowers feature rapid deck height adjust- i .

S
ment, controlled by a single lever. Combined with the speed and agility lawn maintenance “":"‘\
professionals have come to expect from Wright's riding mowers, Wright's lever-action height adjustment
can help you rise to any mowing challenge — and cut the competition down to size.

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

INDOOOR BOOTH #41 16 OUTDOOR BOOTH #7726 -D

THE WRIGHT WAY TO MOW.

rig ht
commercial products

For more information, call
1.301.360.9810 or find our dealer
locator at www.wrightmfg.com.
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Standing up
In 2006 Wright Manufacturing intro-

“We found our custom-
ers were even more pas-
duced its line of traditional mid-mount sionate about our original
zero-turn lawnmowers. While Wright Standers than we were,” says
Bill Wright, president and CEO of

Wright Manufacturing. “They knew

knew its line of Standers were popular
with its customers, the reaction to its

mid-mounts still came as a surprise. us for our Standers and they wanted to

SlopeSiVibwed:Safely:

RIS extraordinary.machinelsicapablerofmowing
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keep standing
with us.”

With that in mind,
Wright has launched

"y

Wright says the new Stander
stand-ons could ZK, which offers the
enter the pro-

vt adat productivity of a mid-
mount rider with the
benefits of Wright's traditional Stander.
Like a rider, the Stander ZK comes in
deck widths from 52 in. to 72 in., which
are larger than Wright's traditional
Stander. Decks are also deeper, wheels
are larger and fuel capacity is greater.
But the ZK also offer stand-on benefits,
such as low center of gravity for hillside
stability, shorter overall length for added
maneuverability, and the ability for

the operator to just step off the spring
suspended stand-on platform in case of
emergency or to pick up debris.

Also seeing growth in the stand-on
market, Toro is developing a new stand-
on mower due to be released in 2008 for
the 2009 model year. This mower will
cater to landscape contractors who seek
a compact, maneuverable stand-on ma-
chine that minimizes operator fatigue
through exceptional handling, enhanced
operator comfort, and ease of use.

According to Funk, stand-on mowers
are becoming more mainstream because
of the advantages they provide, such as
increased visibility and speed compared
to most mid-size walk-behinds and zero-
turn riders. The compact design often
permits more mowers to fit on a trailer.

“We really see this as an increasing
and growing market for landscape con-
tractors,” said Funk. “It's become main-
stream with contractors and homeown-
ers. And there’s a lot of opportunity for
innovation in this product line.”
continued on page 62
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Six new ways to grow

greener
thicker
weedless

grubless

bugless
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R b s 3-Way for St. Augustine

The Scotts Advantage® keeps on spreading with the additional micronutrients for better results in deficient
introduction of new combination fertilizers from Scotts® soils. Feed turf, trees and ornamentals the advanced
Landscaper PRO™" Each offers three to four months of nutrition of Scotts Landscaper PRO: four original
proven Poly-S® nutrition. Five save you time and labor granular turf and ornamental fertilizers, and now

by adding pest-control ingredients; one offers

six new combination products.

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

<D

& Landscaper PRO

2007 The Scotts Company LLC, Worldwide Rights Reserved
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A closer shave

Just like men’s razors have
gone from one blade to two-
blades to three to four to
vibrating — all in the pursuit
of the closest shave possible
— new mowers are constantly innovating
to give the best trim around edges, gar-
dens and fences. Check out the trimming
innovations on these new models:

> The Ventrac MR740 triplex reel mower

| attachment is designed to be the ulti-
mate trim and surround mower. With

a 74-in. cut width and variable-speed
hydraulics, the Ventrac MR740 includes
many features to ensure superior, low-
maintenance performance. When pow-
ered by the all-wheel-drive Ventrac 4200
tractor with 31-hp turbo diesel engine,
the MR740 can be operated continuously
on hills and slopes up to 30 degrees.

> Husqvarna introduces the Combi-Deck
with improved mulching capabil-

ity. Decks are constructed of 7-gauge
stamped steel and protected by an ad-
ditional side reinforcement bar. The
deep, optimized shape is designed to
maximize mulching capability while al-
lowing trim cutting on both sides of the
deck at all times.

> Lastec’s new 80 and 100 Series mow-

ers feature four or five 21-in. articulat-
ing decks that follow the shape of the
ground, delivering a precise cut. Both fea-
ture gas and diesel engine options up to
36 hp and have a side reach of over 20 in.
to reach under obstacles and trim closer.
> Yazoo/Kees introduced eight new mod-
els into its 2008 Max 2 and Mid-Max se-
ries line, all featuring molded rubber dis-
charge shields to allow closer trimming
without damage to the shield, trees

Dixon'’s Grizzly ZTR with a
molded rubber discharge shield

or fences. Cutting deck improvements
include a welded reinforcement strip on
the deck’s front edge for added durabil-
ity, thicker anti-scalp roller bolts to resist
bending and a new maintenance-free
double ball bearing deck idler arm.

> Dixon's Grizzly and Kodiak ZTR mowers
will include molded rubber discharge
shields and retractable seat belts for
2008. The discharge shield flexes to im-
pacts and allows closer trimming without
damage to the shield, trees or fences.
The retractable seat belts provide for
greater safety, comfort and convenience.

Since 1929, Espoma has been the pioneer

in natural gardening solutions. Our all natural
plant foods, Bio-tone Starter and Bio-tone
Starter Plus, are enhanced with a proprietary
set of beneficial microbes that work naturally
within the soil to help plants establish fast,
withstand environmental stress, and promote
deeper roots. They are environmentally
friendly and safe
and children.

The most trusted
name in natural
organics for over
75years

No- Calllbacks.
No-Replacements. No-Worries.
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The only line designed to build your bottom line.

When you have the equipment to handle every task imaginable, a funny thing happens. You get more work and
make more money. Not exactly rocket science, but one heck of a good business strategy for a landscaper
looking to grow. And, coincidentally, the reason we offer an unrivaled, complete product line. Walk-behind
mowers. THE TANK™ Spreaders and sprayers. We've got them all. Along with financing plans and service to c o M M E n c I A l #
get you started and keep you running. To demo our latest products, visit a Cub Cadet Commercial dealer . :
today. Or learn more at cubcadetcommercial.com or by calling 877-835-7841. WE MEAN BUSINESS.

ZERO-TURN RIDING MOWERS | APPLICATION EQUIPMENT | WIDE AREA WALK-BEHINDS | HANDHELD EQUIPMENT



Increase Your
Trimmer
Productivity...

TECHNOLOGY EQUIPMENT PLAYGROUND

Getting Stuck indoors

64

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

Align arrow on
knob with
eyelet.

ALIGN
—

Step |

Feed trimmer
line through

eyelet. |
r ‘

Step 2

Re-load by turning

knob on head.
>

o

See the online demo at
www.shindaiwa.com
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allowed me to examine some of
the software offered for sale to
dealers and companies.

Going to plan ‘B’

BY ALLEN SPENCE

20-acre playground. I
must have described
GIE+EXPO's outdoor
exhibit space that way
to my students at least

a dozen times in the

week leading up to
the Green Industry’s largest show of the
year. Anticipation. Licking my lips and
checking my blood pressure, I had it bad.

That event is my one chance to oper-
ate different types of equipment that
have never used, never been exposed to;
some of it  had never even heard of.

And, as many of you know, it rained,
continued raining and then rained some
more.

But all wasn't lost. I spent plenty of
time on the inside of the huge exhibit
hall looking at equipment and visiting
with representatives from many com-
panies. People were more than happy to
show me their new and exciting equip-
ment and what it could do.

I saw accessories for handheld equip-
ment | haven't had the opportunity to
examine before. Many of these were not
new prm]u\ ts, just new to me.

Getting stuck indoors also allowed
me to examine some of the software

programs offered for sale to dealers and

companies. Quite a few showed promise,
and I encourage you to research the
different types out there. I confess, I'm a
novice when it comes to doing any-
thing with a computer other than word
processing and cruising the Web. I would
have to hire someone to operate some of
these systems, or walk me through them.
This might negate any savings the soft-
ware provided, but that doesn't mean
they don't have value for those of you
with a little more computer savvy.
Four things at GIE+EXPO that
intend to explore further:
1. Speed-loading trimmer heads. Where
were these when I was learning how to
reload a spool?
2. Easy-start features on small engines
— an operator's dream or a technician’s
downfall?
3. The difference in 4-cycle engine
designs from manufacture to manu-
facture. I do have a favorite, but are we
saving the user money or just increasing
maintenance costs?
4. Look for articles about emissions stan-
dards and 4-cycle engines in the future.
Stay tuned; there’s a lot [ want to
share with you from the GIE+EXPO.
— The author is turf equipment
management instructor at Hinds
Community College in Raymond, MS

Contact him at haspence@hindscc.edu.
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.

Visual results in 24 hours and dead clover in as little as a week.
That's the kind of performance you can expect from a precision
product like SpeedZone.

University tests, field trials and turf managers have demonstrated
consistently fast control of tough weeds such as clover , plantain,
ground ivy and spurge. And dandelions are blown away!

Get your weed control program on the fast track with
SpeedZone® Broadleaf Herbicide for Turf.

Low odor Rain-fast in 3 hours PbLI /cordon
Excels in cool-weather Reseed in 2 weeks G conponation

An Employee-Owned Company
800-821-7925 * pbigordon.com

BUGordon. ©2006, PBIGordon Corporation




TECHNOLOGY

PROJECT MANAGEMENT

Make this the year that you achieve your goals.
Just remember that a little technology used in
the right way can make all of the difference.

BY TYLER WHITAKER

really don't believe in New Years
resolutions, unless it involves food, fun
and a warm beach somewhere in the
Pacific. I think the problem with resolu-
tions is that losing weight, growing

sales revenue and increasing net mar-

gins are fulltime jobs requiring constant
attention and effort. Unfortunately that sounds like
too much work. This month, | want to share with
you some technology ideas that may help take the
work out of your 2008 goals.

Let everyone know
Start by getting your goals out in the open where
everyone can see them. If you have an internal com-
pany Web site, post your goals front and center on
the home page. Consider posting them on your blog
too. And if you're really serious, add them to your
email signature. A public declaration of your goals
will solidify your commitment and gather support.
Next — get organized. Break your goals into
manageable chunks or milestones. And then break
up those milestones into tasks. Several great tech-
nology solutions out there can help you manage
your task lists. One of the simplest and most readily
available tools is Microsoft Outlook. You can setup
tasks with due dates and reminders. Simple online
tools Tadalist.com and Voo2do.com will also help
you manage your task list. Prioritizing your list can
be a pain. These tools should make that job a snap.
Sometimes your goals include a partner, team or

Tech for reaching 08 goals

your entire business. For larger projects consider us-
ing BaseCampHQ.com. It has the ability to manage
larger multi-person projects. You can assign tasks to
people, share documents, post notes on virtual white
boards, and chat online. Basecamp minimizes the
overhead of project management, leaving you with

more time to get things done.

More online aids

Once you've organized your goals into easy-to-
manage tasks, get to work. Use the tools above to
collaborate with your team and track your progress.
Also check out Twitter.com, an online communica-
tion tool that lets you both send and receive short
messages via the Web or your cell phone. It's great
for status updates between project team members
when they're in the field.

And then there’s Google Calendar that works like
any other calendaring program. But since it is Web
based you can share your calendars with others re-
gardless of their location or software preferences. By
allowing your team to edit and update your project’s
shared calendar, you can avoid a lot of busy work try-
ing to avoid scheduling conflicts. Keeping everyone
on schedule is a key to success.

Yogi Berra once said, “If you don’t know where
you're going, you'll end up someplace else.” Make
2008 the year that you achieve your goals. Just
remember that a little technology used in the right
way can make all of the difference.

— 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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Want to save thousands of dollars and hours of time?
Outgrown your paper log sheets?
then
TimeScupe™ is your time tracking solution!

» Track job, time, task and material data throughout the day
» Employees collect data with small hand held scanner
» Shows exact time of arrival / departure from customer sites P

» Replaces paper log sheets and time cards \
» Calculates travel time and on the job time

* Crew scanning capabilities

» Track work in progress vs. budgeted hours

*» Downloads with a click of the mouse

» Comprehensive reports for invoicing and payroll Job Name
» Integrates to accounting software || Il h""ll“““ ""
» Less time crunching numbers - more time for profit

sl Modeco Systems .. 4 dotied

Mid-Am Offices in Jackson, WI and Scottsdale, AZ New England Grows
Booth #723 Booth #1819

F)rars ra

Call Today! 366.677.8184

www.m cOSySiems.com
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Compact Utility

compact utility tractor
itself isn't anything really
special. It's the attach-
ments that make these
machines a useful and
versatile part of your fleet.

Typically ranging from 20 hp to
50 hp, a compact utility tractor
fits the need for large mowing
or small- to medium-sized de-
sign/build jobs that don't require
equipment, such as a skid steer.
Compact utility tractors below
40 hp are often equipped with
both a mid-mounted power
takeoff (PTO) and a standard
rear PTO to put the umph into
the attachments.

With the right attachments,
the tractor is most often used
for mowing grass, digging and
trenches, moving materials, clear-
ing snow and pulling trailers.

Common attachments include a
front-end loader, backhoe, box blade,
grader blade, yard rake, post hole
digger, rotary cutter, a mid- or rear-
mount mower, broadcast seeder, tiller
and trencher.

Compact utility tractors can range
from a basic model for $10,000 to up to
$30,000 for one with all the available
features and attachments. Important
considerations when purchasing at a
compact utility tractor include:

» s there a cost-savings of owning a
compact utility tractor and attachments

compared to other machines that per-
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ractors

O

I,

form similar functions? Be sure you need
a tractor, not just a specialized tool

» How much horsepower do you need?
Too much wastes gas, too little hurts
performance. Often the PTO hp is more
important than engine hp.

» If you are using a front-end loader
with the tractor, consider lift height,
reach, digging depth, lift capacity and
breakout force.

» Hydrostatic transmissions make the
operator’s life simpler, but add complex-

ity to maintenance

» 2-wheel or 4-wheel drive? Front
wheel drive offers superior pulling to
rear-wheel drive
P If you're going to be switching tools
frequently, find a machine with a quick-
attach system

The following are just a few of the
manufacturers offering compact utility
tractors to the landscape market. Bobcat
has also announced plans to offer a line

of compact utility tractors in 2008

ontinued on page 70
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From the Z-MAX at 50 gallons of liquid and
300 Ibs of fertilizer, to the Junior-36 with
18 gallons and 200 Ibs, no other company
offers you more choices.

® Hydraulic drive hopper
® Suspension foot plate

e All laser cut stainless
steel

® 4 GPM pump

® Zero-turn
maneuverability

® Enclosed boom system
® GPS

AERATIONIHAS | S|

) INC:
mt the new features at www.z-spray.com or call us @ 877-482-2040
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Cub Cadet/Yanmar

Cub Cadet Yanmar's Sc2400 Sub-Compact
Tractor is designed for those users wanting
more power and versatility than a garden
tractor, but who are not quite ready for a
bigger compact utility tractor. The Sc2400
features a “Shift-On-The-Go" transmission
that allows operators to change ranges
without stopping the tractor. Additionally,
the Sc2400 features sturdy grab handles
on both fenders as well as one above the
control panel, allowing users to easily and
safely enter and exit the operator’s station.
The Sc2400 is also equipped with integral
front-facing work lights, positioned just
beneath the tractor’s two 30-watt halogen
headlamps. The Sc2400 is powered by a 3-
cylinder liquid-cooled, 24-hp Yanmar diesel
engine.

Contact Cub Cadet/Yanmar at 877/CUB-5055
or www.cubcadetyanmar.com/

circle no. 250

Kioti

Kioti's DK45SE HST (hydrostatic transmis-
sion) tractor simplifies the operation of the
tractor and improves productivity. Kioti's
DK45SE HST has a lifting capacity of 2,493
Ibs. and is designed with a 3-point hitch for
easy mounting of attachments or imple-
ments. This enables the tractor to complete
a variety of tasks such as augering, trench-
ing, mowing, tilling, digging, plowing and
clearing brush. The DK45SE HST 4-cylinder
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tier Il diesel engine offers 45 gross hp at
2,600 rpm and a maximum travel speed
of 17.7 mph.

For more information contact
Kioti Tractor 877/465-4684 or
www.kioti.com / circle no. 251

Ventrac

The Ventrac 4200VXD series of compact
tractors enhances maneuverability and
stability by conforming to the contour of
the terrain. Operators can choose either

gas or diesel, liquid-cooled engines ranging
from 27-hp to a 31-hp TURBO Diesel. The
machine weighs in at less than 1,600 Ibs.
Ventrac offers more than 30 available at-
tachments designed with Ventrac's Minute
Mount System. The system allows you to
simply drive up and get attached to the
implement of your choice in about a minute
or less. Ventrac's patented S.D.L.A. control,
located next to the operator, allows for easy
control of speed, direction, lift and auxiliary
function all with one hand.

Contact Venture Products Inc. at 866/VEN-
TRAC or www.ventrac.com / circle no. 252

Husqvarna

Husqgvarna’s LS Series tractors offer
superior performance, ergonom-
ics, style and durability. All the units
with 46-in. or greater widths have welded,
reinforced cutting decks with Air Induc-
tion mowing technology that produces a

professional quality cut and is designed for
longevity. The decks are easy to maintain
with the built-in deck wash system, allow-
ing users to simply connect the garden hose
to wash the underside. For user comfort,
the LS series has a 15-in.-high back seat,
ergonomically arranged controls, and step-
through design. Four deck gauge wheels
prevent scalping of grass in uneven terrain
The LS series’ six models rangie from 18 hp
to 27 hp and decks from 42 in. to 54 in.
Contact Husqvarna at 800/HUSKY-62 or
www.usa.husqvarna.com / circle no. 253

Mahindra USA

Mahindra USA introduced two new mod-
els to its 25 series of tractors — the 5525
2WD and 6025 2WD models. The 25
series is a line of 2-wheel-drive tractors for
heavy-duty applications. These rugged and
economical utility tractors range from 35
hp. to 59 hp. The 5525 and 6025 models
are 4-cylinder tractors with 4-stroke, direct
injection, water-cooled diesel engines. The
new models offer lift capacity of 3,525 Ibs
Standard features on these models include
hydrostatic power steering, three piece ex-
tendable front axle, differential lock, swing-
ing drawbar, sliding seat with armrest, rear
work light, ergonomic controls and pedals
and foldable ROPS.

Contact Mahindra USA at 800/887-2286 or
www.mahindrausa.com/

circle no. 254

Compact Power Inc. (CPI)

The design of the Powerhouse TLB-325 trac-
tor loader backhoe from CPI ensures a rug-
ged, dependable backhoe with phenomenal
digging power and big machine features
Engineered with operators, owners and ser-
vicemen in mind, the new TLB-325 Tractor

continued on page 72
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Join the aeration revolution.

TURNAER 6

€ NEW D

Front-traction drive
for easier transport
and loading.

\

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.

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

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

- u:w?
TURNAER CHARIOT
Transform your TurnAer 4
or b into a riding Aerator
in seconds.
- Maximize productivity

« No more walking j

Request a free video and 2007 catalog.

Call Toll Free 800-679-8201
Visit us on the web at www.turfcodirect.com
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continued from page 70 Ditch Witch work on utility, telecommunications, and
The Ditch Witch RT55 tractor is a high- landscapef/irrigation projects
performance unit that successfully bridges Contact Ditch Witch at 800/654-6481 or
the gap between mid-size and compact ditchwitch.com / circle no. 256
equipment. It features an integrated front
cast weight that reduces counterweight continued on page 74

requirements and
helps provide supe-
rior balance when
running attachments. Its
quiet, 60-hp, 2004-compli-
ant Deutz engine produces
cleaner emissions and mini-
Loader Backhoe offers long life, exceptional mal noise. This enables the

performance and easy serviceability. Faster operator to work longer
cycle times, a roomy operator area and pre- hours in congested urban
cise, easy joystick controls put a passion for areas. The RT55 offers
power at your fingertips backhoe, reel carrier, tren-
Contact Compact Power Inc. at 800/476-9673  cher, vibratory plow, and
or www.cpiequipment.com/ a combination trencher/vi-
circle no. 255 bratory plow attachments.

It is designed primarily for

Purchase a NEW 2008 Mulch Mule
before March 31stand get ...

.. A R, P

No Payments
No Interest for
6 Months.
Order Today for
Spring Delivery.
330-607-9050

Green Industry Innovators
330-607-9050 * mulchmule.com
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continued from page 72

Snapper

Snapper’s new subcompact
garden tractor features a 27-
hp diesel engine and four wheel
drive. The Briggs & Stratton 27-hp
Vanguard diesel is a workhorse of an
engine that provides the power needed
to tackle most any task. A 3-cylinder, fuel-
injected engine, the Vanguard diesel offers
power and durable operation with higher Allmand
torque, better fuel economy and extended The 3,115-Ibs. Allmand TLB-220 heavy-duty

With a maximum load-
ing height of 90 in., the
1/3-cu.-yd. loader bucket is able to
dump loads where other compact trac-
tors cannot reach.

Contact Allmand at 800/562-1373 or
www. allmand.com / circle no. 258

maintenance intervals. A Tuff Torg K92 compact tractor loader backhoe features

transmission provides plenty of hydraulic a Robin EH65D air-cooled gasoline engine

capacity for powering the tractor and large generating 20.5 hp at 3,600 rpm. TLB-220

attachments like a front-end loader. The features 2,875 Ibs. digging force as well as

GT600 features a 54-in. deep-profile mower  an 8-ft.-4-in. digging depth. The backhoe’s

with anti-scalp rollers for a precision cut dual cylinder, 180-degree hydraulic cush-

without scalping. ioned swing allows precise work in tight

Contact Snapper at 888/SNAPPER or areas. The unit's loader has a lift capacity of

www.snapper.com / circle no. 257 1,700 Ibs. and 2,600-Ibs. breakout force. continued on page 76

et Yor Trailer in Order!

B LaN : 74l The ultimate in
trailer organization for
open and enclosed trailers

As designers and manufacturers of
an extensive line of hammered steel
trailer rack systems for both open
and enclosed trailer applications,
RACK’EM" is bringing order and
efficiency to work crews nationwide.

\ ALK : 'm

WWW.RACKEMMFG.COM

For more information about Rack'em Products, visit us at

m'rackemmfg"om Over 50 high qullt;l podsln"our r&l line.

or call us at 570-226-6093 1301 Purdytown Turnpike, PO Box C Hawley, Pa. 18428 fax: 570-226-6094
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Time is your most fleeting resource. You can spend it, you can lose it,
you can waste it, or with Hustler*Turf Equipment you can save it. Hustler
Mowers are the easiest to maintain, requiring no daily service. They are
the most durable machines in the industry which is why they come with
a lifetime warranty on the tractor frame and on the leading edge of the
deck. With a top speed of 15mph the Super Z™ will finish more jobs every
working day. But speed alone without a silky smooth ride would be

unbearable. Hustler’s SmoothTrak™ steering and optional flex features

deliver an indescribably smooth ride that simply has to be experienced.
We encourage you to schedule a demo at T

your local Hustler dealer soon. Of course

once you have driven a Hustler, It's just a

matter of time until you own a Hustler. o

To try a Hustler for yourself.call now: 1-800-395-4757 HustlER I I
i 8 ¢t l er T uUrftf.com u
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Terramite

Terramite's T7 compact tractor loader back-
hoe handles the toughest jobs without dig-
ging into your profit. The T7 is standard with

a 26-hp Kubota diesel engine, extended

reach arms for a dump height of 96 in., high

capacity front loader bucket for faster cycle
time, center mount steering, Super Terra
Grip front and rear tires for better traction
and maneuverability, dual front curl cylin-
ders and 180-degree swing.

Contact Terramite at 304/776-4231 or
www.terramite.com / circle no. 259

New Holland

New Holland's U80 tractor loader offers 75
hp, an operating weight 10,347 Ibs. and
85-cu.-yd. bucket capacity. New Holland
tractor loaders are designed to provide
outstanding visibility, giving the operator

= Average Net Profit Reported on 2006
Christmas Decor Franchise System Survey
(72% Random Participation)
Net Profit is After ALL Franchise Fees

*Source: 2005 Operating Cost Study, prepared by Profit
Planning Group for PLANET and ANLA

1-800-687-9331

a virtually unobstructed view of the entire
machine. These tractor loaders feature:
Best-in-class hitch performance with the
extra-durable three-point manual hitch;
electro-hydraulic differential lock with ac-
tivation switch in the loader control lever;
ground clearance of 11 in.; flat deck design
for impressive visibility; and durable 4-speed
conventional torque converter transmission.
Contact New Holland at 866/726-3396 or
www.newholland.com / circle no. 260

HUGE Off-Season Profits Using Christmas
Decor’s Proven Business Systems

s JEDERER Installation $2200

27 Total Hours (3 Person x 9 Hours)'
$81.50 per Manhour Rate

-
- . o
(N 3
E®§
% ﬂ'-" s.-.cbo.--..—"‘ """

www.christimasdecor.nel
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John Deere

John Deere’s 3000 TWENTY
Series offers four models ranging
from 30 hp to 44 gross hp with
Yanmar Tier ll-compliant diesel

Match, MotionMatch, SpeedMatch, the
new performance tracking system — an
automotive-style diagnostic control center

— provides operator convenience. The avail-

able iMatch 3-point hitch allows implement

Montana Tractors
Montana Tractors offers a wide range of
compact and utility tractors with models
ranging from 23 hp to 70 hp. Montana
tractors are available in compact
4-wheel-drive models and utility
models with a choice of 2-WD or
4-WD. The utility models offer
a choice of open station with
rollover protection system or
wrap-around, high-visibility Big Sky
Cab. Some models feature infinite speed
hydrostatic transmissions. Montana Trac-
tors offers an expanding line of implements
including front-end loaders; scrapers; pallet
forks; rotary cutters; finish mowers; rear

engines and turbocharged perfor-
mance. The eHydro transmission

switching in seconds without leaving the
tractor seat. These tractors come “loader

tillers; rear blades; yard rakes; box blades;
post hole diggers; augers; spreaders; discs;
dump trailers; wagons and backhoes
Contact Montana Tractors at 800/872-1910
or www.montanatractors.com /

circle no. 262

MTINZ s

MoouLar ESP&LX  Install Confidence: 5 0 04 & PC

provides infinite speed selection ready” with standard Dual SCV, loader joy-
stick and four wheel drive
Contact John Deere at 800/537-8233 or

www.johndeere.com / circle no. 261

and unmatched productivity with
no clutching or shifting required
Patented features such as Load-

CONTROLLERS Install Rain Bird.

= Custom DEFAULT PROGRAM 4”Pop-Up Turr RoTOR
e Up To 13 StAaTiONS
P HorSwap MobuLEs -,

EXTRAS IMPLEPROGRAMMING

’
W £SP STANDARD

ESP4MI (Indoor) 4-sta....$ 67-
ESP4M (Outdoor)4-sta..$ 80-
ESPSM3(3-sta.Module).$ 1950

S, WA/,

éa.

Buy the Box

]

wees [

LX MoouLar AvaiasLe Up To 32s7. T MTI
Your BEST SOURCE

ESPLXMI.8sT.InDR...$ 150.00 ESPLXSM4 4st.Mopur$ 31.00
ESPLXM.8s1.0utpr$ 162.00 ESPLXSMS8 8s1.MopuL$ 60.00 For p/mv)lﬁ/pg

800-600-TURF ‘. ==

Order By 1 p.m. M-F 7:30-5 SAT 8-1 70T PRiciNG
SHIPS SAME DAY Se Habla Espaniol Call Now & Save

www. SPRINKLERS 4 LESS .cow

www.landscapemanagement.net / JANUARY 2008 / LANDSCAPE MANAGEMENT 77


http://www.johndeere.com
http://www.montanatractors.com
http://www.SPRINKLERS4

TECHNOLOGY

REQUIRED

How to rea

fertilize

Your guide to
choosing the right
product and saving
money in buying
fertilizer

FRED HULME, PH.D

he most important rule
to follow is using any
chemical products is to
always “read the label.”
In many cases the label
is the law. Off-label
usage, particularly of
pcsti(idcs, is illcgul and could lead to
serious legal liabilities.

While fertilizer application practices
are far less regulated (at least right now),
the information on the outside of a bag
tells you a great deal about the results
you can expect.

Unfortunately, many landscapers
don't take time to scrutinize the label
and buy the wrong product or misuse
it. The information on the label isn't
just hype or a tangle of indecipherable
statistics; it can help you choose a better
fertilizer or improve the efficiency of
your current fertilizer.

Depending on its type and brand,
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there may be a variety of
information provided on
both the front and back
of a fertilizer bag. While
the law mandates that
some of this information be listed, many
companies provide tips and suggestions to

optimize your fertilizer program.

A look at the label
The Association of American Plant Food
Control Officers (AAPFCO) is a coali-
tion of state and federal officials who
work with fertilizer companies to regu-
late what information by law is required
to be on a fertilizer bag’s label and the
standard format for displaying this in-
formation. The AAPFCO is concerned
with ensuring companies meet the speci-
fied nutrient levels or support any other
claims made on the label. It requires
each bag of fertilizer to clearly display:
brand, grade (N-P205-K20 analysis
—e.g. 20-10-20), guaranteed analysis of
all essential nutrients, name and address
of the fertilizer company (registrant) and
directions for use.

The Guaranteed Analysis (G.A.)

allows you to judge different fertiliz-

This product and/or 118
of the following LS. patents
thare of: U5, Petent Nos: 5.7

5,466,274 Product of USA

manalacture is covered by ane of

nd counterparts
19,465, 5405426, 5,300,135

ers on an apples-to-apples basis. This
analysis clearly states what nutrients
are being claimed and from which form
they are derived. Other key elements
of a G.A. include:

P Nitrogen system: the percentage of
nitrate N, ammonical N and urea N

P Designation of water soluble or insol-
uble nutrient sources that tells you how
available nutrients might be

P Chelated or other micronutrient
sources.

P All of the nutrient raw material
components used to make the fertilizer
(listed in the “derived from” statement.)
» The percentage of ingredients guar-
anteed to be slow-release, which is only
required for coated or slow-release
fertilizer products. This gives you an
estimate on what portion of the product
will give you sustained feeding of turf
and landscapes. It’s the basis for any lon-
gevity claim on the label.

» A complete label is required even if

a product is sold as a custom-blended
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product. A custom-blend by definition
is a formulation made on request specifi-
cally for only one customer.

Other claims

Additionally, if fertilizer is combined
with pesticide, insecticide or herbi-

cide, the product is then considered a
pesticide, insecticide or herbicide, and
its label must contain all the required
information, precautions and warnings
listed on the active ingredients label. On
such products, the label is the law, and

it is essential that users read the label
thoroughly to ensure correct and safe ap-
plication. Fertilizer regulators may step
in when companies claim that a fertilizer
possesses non-nutritive benefits, such as
fighting disease, promoting health or act-
ing as a growth regulator. If these com-
panies cannot support these claims with
credible research, they may be forced to
retract their claims and may face fines.

Directions for use

The required information in the “direc-
tions for use” statement is subject to less
industry standardization. Some labels
include almost no information on prod-
uct usage, while others are quite com-
prehensive. Here are some of the useful
features you might find on the back of
fertilizer bags:

P Fertilizer selection for specific situa-
tions. Products may have plant-specific
names or purpose-driven names. There
are many theories about plant nutrition
and fertilizer selection. For most land-
scape situations it is best to test the soil
first to see what nutrients are lacking.
Then based on plant type, age of planting
and other factors the correct fertilizer
formulation and rate should be applied.
P Suggested rates for specific plant
types or situations. These suggestions
are starting points, and if coverage per
bag is stated on the label, it is tied back

to these rates. Fertilizer companies may
base these values on in-house research or
published data, but environmental fac-
tors — irrigation water quality, produc-
tion practices and plant needs — impact
the success of your fertilizer program.
Ultimately one should scrutinize rates
in terms of Ibs. of N (or other nutrients)
applied per 1,000 sq. ft. The applicator
can only determine the best rate for his
or her situation with well-designed tri-
als with controls in place. There may be
limited spreader information on the bag.
If you're unsure, call the company or do
some calibrations to make sure you're
applying the recommended rates.

P Mixing and application instructions.

If you're using a water-soluble fertilizer
supplement, there are comprehensive

act on the root zone when used repeat-
edly over time. High potential acidity
fertilizer tends to depress growing soil
pH over time, depending on the lime
applications, soil texture and structure,
irrigation water quality and plant type.
» Handling/storage/health and safety
instructions. Products should provide
guidance on storage and whether pro-
tective equipment or procedures are re-
quired. Some products may be labeled
as oxidizers, which may require special
shipping, handling and storage require-
ments. There should be a link on the
bag label about how to obtain MSDS
sheets and what to do if there is prod-
uct spill or what happens if product is
inadvertently ingested.

» Contact information. Look for infor-

The information on the label isn’t a bunch of
hype or a tangle of indecipherable statistics;
it can help you choose a better fertilizer or

improve the efficiency of your current fertilizer.

mixing instructions on the back of most
bags. There is a lot of confusion about
how to mix water-soluble fertilizers

to deliver the correct concentrations.
Concentrations are specific weight-to-
volume mixtures. Professionals applying
this type of product need to measure the
volume of their stock tanks and weigh
out the fertilizer when mixing up a fresh
batch or their results will be inconsistent.
Soluble salt (or EC) values are provided
according to target ppm N concentra-
tions to help users check their mixing
accuracy and injector efficiency.

P Other important values. Labels should
state the potential acidity/basicity. This
indicates how acidic or basic the raw
materials of a fertilizer are and are pre-
dictive values for how a fertilizer might

mation about customer service contacts,
technical support and the company’s
Web site to answer product questions
before you use it.

The information on fertilizer prod-
uct labels is there to help you select the
right fertilizer and get the best possible
results. As with any product label, the
mantra for fertilizer users should always
be, “Read the Label.” By reading and fol-
lowing a well-constructed fertilizer label
before using the product inside, you can
avoid many potential problems and se-
lect the best fertilizer for your particular
application. Lm

— The author is Director of Technical
Services, Scotts Professional
Horticulture Americas. Contact him at
fred. hulme@scotts.com.
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Products

TOOLS OF THE TRADE

New chemistry here
DuPont has submitted registration
applications to the U.S. Environ-
mental Protection Agency (EPA) for
DuPont Acelepryn insecticide, the
first insecticide in the new anthranilic
diamide class of chemistry. Acelepryn has
been developed to provide control of
white grubs and other key insect pests
for the golf and lawn markets. Acelepryn

Turf renovator
Cub Cadet Commercial's new line of turf application
equipment includes the TR20 Turf renovator. This
self-propelled unit serves as a seeder, slicer or ver-
ticutter and promotes germination by accurately
dropping metered seed into soil, allowing 40
high-carbon steel blades and two full-width
brushes to perform. With easy-to-use controls,
the TR20 Turf Renovator gives professionals
contains the new active ingredient DuPont good seed-to-soil contact at a maximum forward
Calteryx insecticide, and will offer turf speed of 2.5 mph and reverse speed of 1 mph.
professionals consistent performance, low Contact Cub Cadet Commercial at 877/835-7841 or
application rates plus an excellent toxico- www.cubcadetcommercial.com / circle no. 266
logical and environmental profile. DuPont
Acelepryn has been classified as a reduced

risk insecticide by the EPA Deere skids line and continue the 300 Series advantages

Contact DuPont Professional Products Two new additions to the John Deere Skid of superior stability, visibility and service-

at 888/6-DUPONT or www . proproducts steer family — the 313 and 315 — feature ability. These two models are compact and
/ circle no. 265 the same unified design as the rest of the maneuverable, yet powerful with rated

National Tree
Company has the
answers for
carefree landscaping,
offering a wide
selection of products
for both outdoor
and indoor display.
Call toll-free
800-280-TREE
for more information
on these and other
products in our line,

NATIONAL 7, , COMPANY. wiivnationaitree.com
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L=

yperating capacities of 1,300 and 1,500 lbs
Features like 10-by-16.5 in. tires for traction
and flotation, heavy-duty drive chains that
never need adjusting, and best-in-class vis-
bility provide safety while operating in tight
paces. These new models have standard
machine widths of 59 inches

Contact John Deere at 800/537-8233 or
| circle no. 267

De5|gn software
x Software PRO Landscape design suite

Jersion 14 includes many new features and

nhancements for landscape designers,
ontractors and architects. PRO Landscape
ffers design flexibility with realistic photo
3D photo r¢

AD and 3D CAD derinc

naging, ndering, easy-to-use

Version 14 of
PRO Landscape

P $n e now contains

L more than 6,000

of the industry’s

best quality im-

R ,
ss=ses  ages and includes
po—

e RealDWG from
oo :
ses-ire-at IR Autodesk, which
e 7 allows PRO Land-

scape users to Im-
port and export to
| from the latest AutoCAD formats with
2008. Version 14 also

coloring

even AutoCAl
s new hardscape tools, new
nhions

bilities

and enhanced 3D capa
Contact Drafix Software at 800/231-8574 or
/ circle no. 268

Protect transplanted trees

s CoreTect tat dare a new treat-

nt technology that combines the power

vith a fertiizer in con-
1sy-to-use tablets. Studies have

il and growth

ficantly increased when Core-
Tect tablets are used at planting
When plants are under stress,
photosynthesis,

water use and

espiration become inefficient

CoreTect systemically triggers enzymatic
pathways that produce antioxidants, result-
ing in better stress defense and more effi-
cient use of nutrients and water

Contact Bayer Environmental Science at
800/843-1702 or

/ circle no. 269

Vermeer mini-skid
The new Vermeer S400TX mini skid steer

features a 23

-hp gas engine, which pro-
duces 15% more horsepower than compet-
itive models. Two joysticks, which control
transport and boom/bucket motion, can be
operated while holding onto an integrated
hand-grip bar. Ground drive is controlled
by a single joystick, and provides a smooth
range of motion while operating the unit
The S400TX produces only 3

pressure and a hydraulic flow rate of 11.5

8 psi ground

gpm. The S400TX delivers a tipping capac-
ity of 1,430 pounds with a rated operating
capacity of 500 Ibs. and a maximum 69 in
lifting height

Contact Vermeer Manufacturing Co. at
888/VERMEER or /

circle no. 270

Diesel engine series
"MINIMAX" series

diesel engine for lawn and garden

Yanmar introduced the
3 equipment, small ag-
ricultural machines,
) utility vehicles and
compact genera-
TNM68

model is the first in

tors. The 3

True or False:

Answer:

Apply Agri-Fos’
systemic fungicide
in combination
with Pentra-Bark'
bark penetrating

surfactant

Spray apply to the
basal bark (tree trunk)

Apply from bud swell

to green tip

University tested

and proven

www.questproducts.us
913-837-3089

“ . -—lﬁ-

PENTRA-BARK’

AGRI-FOS'
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Products

this series released. This 784cc 3-cylinder
Tier-IV-compliant engine utilizes Yanmar’s
proprietary indirect injection technology to
achieve low fuel consumption and low emis-
sions levels. The engine block for this ultra
compact and high performance power plant
employs Yanmar's latest structural technol-
ogy to achieve low vibration, noise and size
Contact Yanmar America at 847/541-1900 or
inmar.com / circle no. 271

Zahn trenchers

The new Zahn series of trenchers from Ditch
Witch consists of three power units and
compatible front ends. One of these ma-
chines is the Zahn R300, which is designed
to be more powerful, more productive

and faster than any trencher in the 30-hp
class. The Zahn R300 power unit includes

a Kohler gas engine, operator’s console

and articulation joint that enables the front
end to perform like a dedicated unit. The
2-wheel-drive R300 powers two types of
front-end trenchers, while its 4-wheel-drive
InterChange counterpart accepts up to
seven types of front ends: trencher, plow,
dumper, tiller, backhoe, stump grinder, and
a tool carrier that can drive more than 40
quick-change attachments
Contact Ditch Witch at 800/654-6481 or

! / circle no. 272

Caterpillar skid steers

The new Caterpillar B2 Series of skid seer
loaders and multi terrain loaders feature an
improved operator station, an advanced hy-
draulic system and a wide range of standard
features and options designed to meet a

Berkshire
arthwings

patented tree staking Systems -
the professional’s choice

e
S

'S -

Drive, then Pull
to lock in place

traditional ywooden stakes

‘S Eartlnvings

Which would your customers prefer?
call (413) 229-7919 or visit www.BerkshireEarthwin

S.com

GREAT FOR

LANDSCAPING.

And everything else, too.

* Easy to operate
* Maneuverable

« Versatile

» Safety

* Savings

* Efficient

CONTACT: BIID GREENERT »
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variety of production and comfort require-
ments in the compact machines. High-per-
formance power trains provide high engine
horsepower and torque, allowing part-
throttle operation for lower sound levels and
fuel consumption. The eight machines in the
series have rated operating capacities rang-
ing from 1,400 Ibs. to 2,500 Ibs. Caterpillar
ToughGuard hoses are used for all lift, tilt
and auxiliary circuits. They are approximately
20 times more resistant to abrasion than
standard hoses and provide improved ma-
chine reliability
Contact Caterpillar at 888/0WN-A-CAT or

\ m / circle no. 273

T2 T-Bar controls

The Toro Company has introduced new T2
T-Bar controls on its line of floating-deck, hy
drostatic-drive, mid-size, walk-behind mow-
ers. The new controls incorporate a split
version of the classic T-Bar operation with
the addition of dual-reference bars for more
precise maneuvers, making Toro mowers
easier to operate and giving operators a leg
up on productivity. The T2 T-Bar Hydro uses
straightforward control logic — push to go
forward, pull back for reverse — that makes
the controls easy to understand and master
The decreased activation force reduces oper
ator fatigue, while the layout of the controls
allows the machine to be operated with one
hand when necessary

Contact Toro at
800/348-2424
or WWw
oro.com

professional

TORO

/ circle no. 274
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Build Your New Super Liquid Handling
Lawn Truck Now! Systems & Equipment
www.superlawntrucks.com =

e

Mix-n-Fill Chemical

# enclosed # debris dumper Pro-mix Tank Systoms

truck body #tool storage
# loading ramps system

& fuel transport $rolling
tanks billboard

@
. CHEMICAL
CONTAINERS, INC.
FREE Business Plan! 800-346-7867 * sales @chemicalcontainers.com
Call us toll-free: 866-923-0027 P.O. Box 1307  Lake Wales, Florida 33859

" THE FIRST.
i ifll'"

- 7 PR\
PAVE&
RESTRAINT

|~BOO-EDGINGS
W w.o\yc\a.r,;n

www.landscapemanagement.net / JANUARY 2008 / LANDSCAPE MANAGEMENT 83


http://www.superlawntrucks.com
mailto:sales@chemicalcontainers.com

LM

ADVERTISING : Payment must be received by the classified closing date Every month the & ]dsgiﬁed
INFORMATION: N

Call Kelli Velasquez at
800-669-1668 x3767

We accept Visa, MasterCard, and American Express Showcase offers an up-to-date

3167063767 Mail LM Box # replies to section of the products and
Egini6], Landscape Management Classifieds, LM Box # ' : y

Fax: 253-484-3080, 306 W. Michigan St., Suite 200 services you're looking for.

E-mail Duluth, MN 55802 2 3 J

kvelasquez@questex.com (please include LM Box # in address) Don’t miss an issue!

For Sale: Well respected,

25 year old lawn treatment company Taklng YOUI’ TO The Next LEV8|

with nearly untouchable 96 to 97

percent retention rate, season to scason. Over §vmhehc Golf Greens Voted,
1,000 subscribers. South and west suburbs of The #1 Prontable Sgrwce mea 0'2006 Reasons To Call Us:

2 * Huge Profit Center - Up To 60%

Pittsburgh. Contact:
Lawn Care
P.O. Box 16081

: . * Utilize Existing Equipment
Pittsburgh, PA 15242

* An Easy Add-On Service
* Up Sell Existing Products
* Greens Sell More Landscapes

Flemington, Hunterdon County
(Wealthiest US Suburban County), New Jersey

- Comprehensive Landscape Design/Build, \ . R 2T e
Maintenance, Irrigation Business with Garden ~ 3 i == ! - 8(}?'334'9005
Center/Nursery on 6 plus acres. h 3 - gy e ] b www.allprogreens.com

Walker County, Texas
70 miles north of Houston - Irrigation and

Landscaping Business, with Wholesale/Retail " vﬂReasons To Call:
Mulch & Stone Yard located directly on Inter- ‘ — = = :
state Highway near Big-Box Retail : "g “" b :usgoelupt:z;l“‘slo- [;:)(‘)"{I:g*ht
www.principiumgroup.com » e * Quick, Easy Install
(888) 895-3587 " * Use Existing Equipment
info@ principiumgroup.com S— - * Buy Factory Direct

* FREE Training

WANTED e s e oo

Taking Your To The Next Level

| gnusiney WANT TO BUY OR|
_g‘P J7~%  SELL A BUSINESS?
2 ) & E. Professional Hu\mus DR, W ——

Morger & Acquisiion Specisis  Consultants can obt

7
‘I”*Bﬁm? o
\s FIINT ST

\ FREE APPRAISAL of you

row or diversify thr

n, we k compa ible in Lawn Care,
Grounds Maintenance, Pest ( unlml uld l.mdvmpt

HUGE REWARDS! i T e
-Owns A Seasonal Business d Avenue, Rehoborh, MA

708-744-6715 * Fax 508-252-4447

Wants to earn b'g $$$ ‘ l‘»m;}il [)}?&lll&'ll()!“’ J(?!.&l)lll
Fit the description? - '
Call 1. 8(0687 9551 9 «
PRE 2005 Ford Econo-line Van 25
2004 Isuzu Diesel NPR Turbo 2005 ¥ord Econo-Sme. Van 259
. A i White, 43,000 miles, Like new
Lawn/Tree & Shrub Truck $11.000

500 Gallon Tank plus 100 Gallon Drop Tank
g 2712-792
46,000 miles, Like new Call 860-712-7926

' $26.000 or email jim@heritagelawns.com
er;!araag‘sneh col’ ” 860-712-7926 or -

jim@heritagelawns.com
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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
tion Technicians
ey o
rchas s
Seles Personnel
Spray Technicians (QAC, QAL)
S intendents
upervisors

Irri;

For more information, visit
www.gothiclandscape.com
or email: hr@gothiclandscape.com
Ph: 661-257-1266 x204
Fax: 661-257-7749

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 %

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

Land-Tech Enterprises Inc. is one of the
Delaware Valley’s largest multi-faceted
landscape firms. Serving commercial
clients throughout PA/NJ/DE.
Our continued growth presents exciting
career opportunities with unlimited
growth potential!

Career opportunities in management,
production, supervision and crew level
are available in the following work
disciplines:

» Landscape Management
« Landscape Construction
» Erosion Control
» Business Development-Estimating

Contact Human Resources at
215.491.1470 or fax resume to
215.491.1471
careers@landrechenterprises.com
www.landtechenterprises.com

SIIEIE

SERPICO LANDSCAPING, INC.

* Account Managers
* Branch Managers

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

US.LAWNS

1 Account Manager
Vianager or
work for you

Prjvm,) Manager to

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

US.LAWNS

Sposato Landscape
‘. Co., Inc,, established in
1992, offers full service
landscaping with
clients throughout the
Eastern Shore areas
of Delaware and
Maryland.
Our rapidly growing company is
offering career opportunities in
the following positions:
- Landscape Mgt. and Construction
Branch Managers
Account Managers
Crew Leaders
-Designers
-Irrigation Technicians

We offer a competitive salary with
benefits package including 401(k)
with company match.

For more information:

Web: www.sposatolandscape.com
Email: careers@sposatolandscape.com
Phone: 302-645-4773

Fax: 302-645-5109

MARKETING

GROW YOUR
COMPANY

PROMOTIONAL
PRINTING
View Hundreds of

Promotional Ideas, Layouts

& Exclusive Images Online

www.RNDsigns.com
800-328-4009

Posting Signs + Door Han

Brochures * Mailers * F

SOFTWARE
W. ™

Scheduling, Routing
&
Automatic Billing, Invoicing
Download a free demo of the software that has

care and Iandscap/nq contractors
Job Costing, Estimating
c ‘ .‘ AR/AP, Payroll, Accounting
been setting the standard for two decades!

ﬂ Customer Management
I
Inventory, Purchasing
~ Marketing, Mobile Computing
www.wintac.net 1-800-724-7899
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Alocet / p42
877/528-6659
www.alocet.com

Ameristar / p48
888/333-3422
www.montagefence.com

Arysta Corp / p43
800/358-7643
www.arystalifescience.com

Attachm.com / p83
218/692-5535
www.attachm.com

BASF Corp / p11
800/545-9525
www.betterturf.com

Bell Labs / p7
800/323-6628
www.talpirid.com
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Berkshire Products / p82
413/229-7919
www.berkshireproducts.com

Bobcat / cv2-1
866/823-7898 ext 842
www.bobcat.com/unleashed

Chemical Containers / p83
800/346-8485
www.chemicalcontainer.com

Christmas Decor / p76
800/687-9551
www.christmasdecor.net

Clip Sensible / p32
800/635-8485
www.clip.com
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www. cubcadetcommercial.com
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Dodge / p20-21A
800/4-A-DODGE
www.dodge.com/commercial

Dow Agro / p29, 31
800/255-3726
www.dowagro.com

Drafix / pa7
818/842-4955
www.drafix.com

Espoma / p62
www.espoma.com

Exaktime / p19
888/788-8463
www.exaktime.com

Express Blower / p30
800/285-7227
www.expressblower.com

Farmsaver / p27
www.quali-pro.com

Finn Corp / p55
800/543-7166
www.finncorp.com

Grasshopper / p25
620/345-8621
www.grasshoppermower.com

Green Industry Innovators
I p72

330/875-0769
www.mulchmule.com

Hunter Industries / p39
760/744-2540
www.hunterindustries.com

Hustler / p75
800/395-4757
www. hustlerturf.com

JRCO / p28
800/966-8442
www.jrcoinc.com

John Deere Construction / cv4
800/503-3373
www.JohnDeere.com/PipSqueak

Kioti Tractor / p33
877/GO-KIOTI
www.kioti.com
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L T Rich / p69
765/482-2040
WWW.Z-spray.com

Liquid Fence / p15
800/923-3623
www.liquidfence.com

Marrell Corp / p82
616/696-1372
www.amplirollusa.com

Marsan Turf / p38, 77
909/592-2041
www. marsanturf.com

Mauget / p37
800/873-3779
www.mauget.com

Modeco Systems / p67
262/677-8184
www.modecosystems.com

National Tree Co. / p80
800/280-TREE
www.nationaltree.com

Nufarm / p8, 9
800/345-3330
www.nufarm.com/usto

Oly Ola Edgings / p83
800/EDGINGS
www.olyola.com/

Oregon Tall Fescue / p2
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SMALL/MID-SIZED COMPANIES TO WATCH

TurfiMaster

Greg Korzen has helped build up
Little Rock, AR-based TurfMaster by
believing in quality over quantity.

BY MIKE SEUFFERT
Associate Editor

hen Greg Ko-

rzen started at

TurfMaster in

Little Rock,
AR, around 2000, one of the
suggestions he heard was that
he would earn respect from
his clients if he showed up to
the job dirty.

“So, I'm trying to get a
$25,000-$30,000 contract,
and I'm going to show up in
dirty clothes? No way,” Ko-
rzen says. “Typically, people
don’t think of landscapers
as professionals. They think
it's a job they can do. I try to
break the mold. It starts by
dressing to impress.”

When he came to Little
Rock, Korzen brought the
professional mentality he
learned from his family’s
nursery and landscape busi-
ness in northern Virginia,

where he previously ran

the company’s wholesale
nursery.

His employment with
TurfMaster was his first
employment outside of the
family business. That didn’t
last long.

Let's getiton

“With some companies,
there’s this low-key, laid-
back mentality, and | came
here with a go-getter atti-
tude — setting goals, saying,
‘Let’s do this, let's do that,’
says Korzen. “It's not having
a big-head, but big ideas.
And within six months,
Dave (Dave DeBlock, the
owner who Korzen is buying
out) gave me the opportu-
nity to be the vice president
of the company.”

Since 2000, the company
grew its revenue from about
$300,000 to $2.5 million in
2007. Three maintenance
crews expanded to 40 em-
ployees spread into four

» > Location: Little Rock, AR Founded in: 1992

Employees: 40 (16 ft, 23 pt) 2007 Revenue: $2.5 million
Revenue breakdown: Maintenance 40%, LDB 40%, Irrigation
5%, Lawn Care 15% E-mail: turfmasterinc@hotmail.com

The Dream Team
(Top row, from left) Scott
Moore - Landscape Supervi-
sor; Greg Korzen - President;
Danny Noble - Turf Manage-
ment Supervisor; (Front row,
from left) Michael Adams

— Irrigation Supervisor; Jason
Moore - Landscape Manage-
ment Supervisor.

full-service divisions during
peak season — landscape
management (maintenance),
design/build/installation,
irrigation, and turf & orna-
mental control.

“You've got to have the
foundation set, and number
one is the guys here,” Korzen
says. “Each of our officers
oversees a division. They get
things accomplished the way
they need to be accomplished.

“I'm really so proud and
lucky to work with such great
guys. When [ started, some of
them didn’t like to meet with
customers. Now they're the
first ones in line selling and
meeting with people.”
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Built by customers

Korzen says TurfMaster has

been able to grow without
advertising, even to the point
of eliminating Yellow Pages
ads. Its network of clients has
been built by word of mouth.

“We strive for quality.
With that comes a price,”
Korzen says. “We don't
just go out there and pick
up anything we can. I'll tell
potential customers up front
— whether it’s a $5,000 job
or $50,000 job — ‘If you're
just looking for price, you've
called the wrong people. I am
not going to harm our repu-
tation or the quality of our
work just to get work.’

“One thing I've learned,
and by reading Landscape
Management, is we that must
service our customers to
death. That's what we do,”
he says. “We don't want to be
labelled as a landscape com-
pany. We want to be known

as a service company.” Lm
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luarantee

against
2aKrounys.
1-800-Barmicade

A Barricade® guarantee. As the number one pre-emergent herbicide on the market,
Barricade is probably the most important application you'll make all year. If yo
apply Barmricade this spring, call or register online to guarantee against ¢
breakthroughs. Should you experience any callbacks after using Barricade as
we’ll foot the bill. It's that easy, because we're that sure

+

www.BarricadeGuarantee.com
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Nothing Runs Like A Deere”

PRODUCTIVITY UPTIME LOW DAILY OPERATING COSTS
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This little guy is big on attitude. The energetic John Deere 313 and 315 small-frame skid steers
may be compact and nimble. But there’s muscle behind this hustle. Operators dig the exceptional visibility
and best-in-class stability. Owners are impressed by the reliability and strong dealer support that come
with the John Deere name - at a price to match their modest size. So see your dealer or call 1-800-503-3373
to put these versatile little go-getters to work for you.

www.JohnDeere.com/PipSqueak
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Green is in, are you?
Savvy landscape companies can

profit from environmental trends.
BY KEVIN STOLTMAN

H-2B: Woe are we!

The cap has already been met, but
keep the pressure on.

BY CRAIG REGELBRUGGE

A punch of color can make a
positive first impression
There are plenty of plant choices
to help you make an impact.

BY JOHN R. HOLMES

" Networking now: from the back

The Kindest Cuts

9to me w_eb’ it's ?" about links Prune trees properly.
Coml_nnc f;lfc—to—tucc network- BY JANET AIRD i
ing with online social networks
for the best results. ;
BY MJ GILHOOLEY :‘ chqrding to Plan
Minimum color, maximum impact.
How can | control broadleaf LSRR
weeds? Stop grubs? =
Dr. Rao answers readers’ horticul- 10 Landscapers See Opportunity in the Sky
tural questions. Green roofs present opportunity, challenge
BY BAL RAO, PH.D. to landscape companies.

BY BRIAN ALBRIGHT
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Mixed container fertilization
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3-Way for St. Augustine

The Scotts Advantage® keeps on spreading with the additional micronutrients for better results in deficient
introduction of new combination fertilizers from Scotts® soils. Feed turf, trees and ornamentals the advanced
Landscaper PRO™" Each offers three to four months of nutrition of Scotts Landscaper PRO: four original
proven Poly-S® nutrition. Five save you time and labor granular turf and ornamental fertilizers, and now

by adding pest-control ingredients; one offers six new combination products.

Contact your Scotts Territory Manager or Distributor, call 1-800-492-8255 or visit www.scottsprohort.com.
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Green iS 1n, are you?
£

s we head into the new year,
it’s human nature to look

. Sawvy landscape
back on what we've accom- companies will
plished and look ahead to take advantage
what 2008 will bring. For of consumers’

increasing environ-

the land industry, despite the hous-
e landscape industry, despite the hous mental ewareness.

ing market bust, 2008 will bring a lot of
opportunities. One such opportunity is the
continuing trend of environmental awareness by U.S. consumers.

It’s hard to go a week without seeing a global warming or climate change
headline. Last year’s reports from the Intergovernmental Panel on Climate
Change on the science behind global warming led the charge. Al Gore and Ed
Begley, Jr. began popping up on television screens across the country, putting fa-
miliar faces on scientific data. The December 2007 climate change talks in Bali
kept the media’s attention focused on the environment — and that media atten-
tion is unlikely to wane this year or next. While other data may put some of the
global warming conclusions into question, the reality is that many consumers
think humans have a negative impact on the environment.

A December 2007 Forrester Research report shows 41% of U.S. adults
surveyed are concerned about the environment. What'’s more, the research firm
says 12% of U.S. consumers are already willing to pay more for environmentally
friendly products.

And if they're willing to pay more for “green” products, would they be willing
to choose an environmentally friendly landscape company over one that didn’t
market itself as environmentally conscience? Landscaping is the most obvious
direct link to the environment for homeowners. If they’re concerned about the
environment, wouldn’t they want their environmental efforts to start at home?
It all starts with education. From manufacturers to service providers, we need to
teach our customers that sound practices are the greenest solutions.

Add in the fact that landscape companies can make a real difference when
it comes to the environment, and you've got all the makings for a meaning-
ful trend toward environmentalism in the landscape industry. From high-tech
water-saving irrigation devices to rain gardens to green roofs, landscapers are in
a position to make America “greener.” Savvy companies will take advantage of
the trend, not only to gain a competitive advantage, but to continue to be good
stewards of the environment.

Regards,

2 A

Kevin Stoltman

Group Publisher
kstoltman@questex.com
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Whether just for this season - or every
season - palm trees transform any
landscape into a tropical paradise.

With over 30 varieties of palms,
and worldwide shipping,
Soaring Eagle can make

<y J‘y ';’"W your next project

-+ "
B your best project.

1-800-293-7256 - www.SoaringEagleNursery.com
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H-2B: Woe are we!

» COMMENTARY FROM ANLA

s you may have heard, the U.S. Citizen-

ship and Immigration Services (USCIS)

bureau announced on Jan. 3, that it

had received enough petitions to reach

he congressionally mandated H-2B

seasonal and temporary worker program cap for the
second half of fiscal year 2008, which begins April 1.
With the second half 2008 cap of 33,000 visas met, all
petitions for new H-2B workers received after Jan. 2
will be rejected.

The simple fact that the cap has been exceeded so
quickly, as our executive vice president Bob Dolibois
stated, “is an irrefutable affirmation of ANLA's efforts
to increase number of H-2B guest worker visas avail-
able to support the American economy and landscape
and nursery businesses.”

Practically, it means that tens of thousands of expe-
rienced seasonal landscape workers may not be able to
return to their jobs. It means that businesses may be
forced to downsize or close, affecting their American
workers, their tax contributions to local communities,
and the ripple economic effect that comes from their
purchase of local supplies and services.

Shying from Controversy

If Congress intended to design an approach to shrink-
ing the American economy, it is well on the way.
Frankly — no one wants to talk about this. If Con-
gress wanted to encourage illegal immigration, the
best way to do so is to force law-abiding workers who
have been coming through just about the only legal
channel to either lose their economic lifeline or cross
illegally and take their chances.

Why hasn’t Congress acted yet? There is broad
bipartisan support for the Save Our Small and Sea-
sonal Businesses Acts (H.R.1843 and S.988). Yet, as
program users are learning, guest worker programs
are controversial stuff. In the case of the H-2B cap
relief measure, organized labor has lined up as a
major stumbling block. Labor holds the view that
guest worker programs empower the employer too
much, and can suppress wages and undermine work-
ing conditions for Americans. We counter that few
Americans are looking for seasonal jobs, that seasonal

livescapes JANUARY/FEBRUARY 2008

foreign workers support full-time American jobs, and
that the program has wage and labor protections. But
this is not necessarily a debate where folks want to
know the truth. So the unions want to hold the meas-
ure hostage until they get wage and labor protections
concessions.

Other opposition comes from the Congressional
Hispanic Caucus, which is reluctant to allow any nar-
row immigration-related measures to move through
Congress alone. They are advocating for at least a
somewhat broader approach to immigration legisla-
tion. Labor and the Hispanic Caucus together have
had the power to hold Leadership back from moving
on the H-2B return worker measure.

Some in the H-2B user/provider community
are bewildered that H-2B — a small business issue
— is getting caught up in the immigration debate.
That's a rational view, but folks, our political system
doesn’t always operate in the realm of the rational. To
illustrate, NumbersUSA, one of the leading immigra-
tion restrictionist groups, has trained its guns on the
H-2B program as an assault on the American worker.
To think that the debate can be reframed and isolated
from immigration in time to do any good is to shovel
sand against a swift tide.

Keep the Pressure on

That isn't to say we give up. There is enormous and
growing pressure to pass the H-2B returning worker
exemption. We need to keep that pressure up, with
weekly calls and faxes and emails to Congress asking,
“have you gotten the job done yet? Here are the con-
sequences if you don't.”

With such pressure, it can happen, perhaps some-
time in February or March. Obviously, the later it
happens, the more chaotic the spring season. Sooner is
better. How might it happen? Legislative strategy and
packaging are ultimately going to be a Democratic
leadership call. If an opening is created, and if the fix
is clean enough (meaning, concessions to unions are
limited and won't cripple the program) we need to run
for it, run in a hard and unified fashion. We may only
get one chance.

—
Regelbrugge is vice president for government relations, American
Nursery & Landscape Association, www.anla.org.
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color commentary |8y JOHN R. HOLMES

A punch of color can make a
positive first impression

> COMMENTARY FROM OFA

olor design saturates every corner of

our lives — from the clothes we wear to |

the electronics we purchase to the items

that decorate our homes. While most

people don't stop to think about how ‘
much color impacts their lives, those of us in the green |
industry know that color sells, especially when it comes
to real estate. Whether you're preparing a home to go
on the market or installing seasonal color for a corpo-
rate client, color can benefit not only your bottom line
but your client’s as well.

Consider the following:

» Landscaping can add between 7% and 15% to a
home’s value.

» Homes with “excellent” landscaping can expect a
sale price about 7% higher than equivalent houses with
“good” landscaping and nearly12% higher than homes
with “average” landscaping.

» Landscaping can bring a recovery value of 100% to
200% at selling time.

> In one study, 99% of real estate appraisers said \
landscaping enhances the sales appeal of real estate. ‘

The reason landscaping has such an effect on proper-
ty value is that it’s often the first thing a person notices
about a building or house. A well-planned, beautiful
landscape implies that the home's interior is just as tidy,
stylish, and interesting as the yard outside. And while
green might be one of the hottest colors in modern
design, when it comes to landscaping, color is a crucial
part of making the most powerful first impression.

The Benefits of Color
According to a study conducted by the Color Market-
ing Group, a non-profit association that predicts and
tracks color trends, as much as 85% of a consumer’s
purchasing decision is based on color and packaging. If
you think of landscaping as packaging for a building,
then how can you use color to enhance that packaging
and ultimately the building’s value?

The Color Marketing Group has well-documented
cases detailing the benefits of color. In one case study,

General Motors replaced a standard gray automotive
paint color with a new hue-shifting color that allowed a
$995 premium and increased color penetration by 1.7%.
In another example, Procter & Gamble designed a new
container for Febreze Air Effects to mimic the light,
subtle, and airy fragrances of the product line, engaging
the customer and increasing customer purchase by an
undisclosed percentage.

Expand Your Color Palate

Regardless of what emotion you are trying to evoke or
the type of impression you are trying to create, there are
plenty of annual and perennial plants to accomplish the
job. The important thing is to keep your palate varied
and choose the right color both for your client and the
specific job.

While many people believe that color rules were
made to be broken, there are some generally accepted
color stories that can help you get started if you need
direction. For bold statements, hues such as reds, or-
anges, and yellows quickly grab attention. Pastel colors
fit better with a cottage look and nostalgic landscapes.
Contemporary or modern homes can sustain a wide

Homes with “excellent” landscaping ¢
expect a sale price about 7% higher
than those with “good” landscaping and
nearly 12% higher than homes with

average landscaping.

an

range of colors from bold, primary color schemes to
trendy colors such as brown and bright pink.

But really, the color scheme you use matters much
less than the fact that you've added color to your
project. Once you do, you'll quickly learn the power of
color to make great first impressions that increase prop-
erty value, create happy clients, and make your bottom
line a bit “greener.”

S——
Holmes, CAE, is executive director of OFA. For more information,
visit www.ofa.org.
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9 to the web, it’s all about links

n order to determine exactly what network-

ing means, let’s go to the good old Webster's
Dictionary and get on the same page: “Network-
ing — The exchange of information or services
among individuals, groups, or institutions.”

The meaning is still as broad as it was when my dic-
tionary was published in 1997. What's changed are the
staggering options for various platforms of information
exchange that weren't imaginable 10 years ago. Bottom
line: Networking is a vital tool for gathering informa-
tion, talking to the right people and achieving your
goals. It’s an essential for any successful business — but
boy, has the landscape changed.

Before you head out to the blogsphere or the local
golf courses, know your objectives. Are you trying to
drive more traffic to your website, engage numbers
on your blog, get a specific contract signed, increase
margins or gross revenue by a particular percent? Know
your end game.

Listen and Learn

Before fear and desperation creeps in, start listening.
Find out what customers want instead of trying to get
them to take what you need to sell. If you don’t add
value to your customers’ operations, you won't be suc-
cessful in the 21st century marketplace.

Don't let yourself get discouraged. If you can’t im-
mediately measure your results, keep investigating new
ways and places to make contacts and exchange ideas.
There are more networking opportunities today than
ever before.

Going 0ld School

Studies have shown that only about 5 to 10% of all new
jobs are posted in the classified ads or on the Internet.
The other positions are filled by word of mouth.

How clients or business contacts react on the golf
course can clue you in as to how they deal with business
situations. You can learn how they handle playing with
partners, how they talk to employees by how they talk
to a caddy, whether they compliment your good shots
or whether they’re so competitive that they don't notice
anything else, how angry they get or how happy they

get. It can even indicate how they would deal with
management — whether they try to make excuses for
how they're playing.

The Online Universe

Blogs and fresh website content are critical to effective
networking. It is essential that you constantly update
your site content because search engine algorithms will
rank your company, in part, on the sheer volume of
fresh content you are posting. Content is king! If you
can’t write it all, hire someone. The volume of fresh ma-
terial is very important if you care about where you sit
on that search engine results page.

Refreshing content on your blog or website, post-
ing on someone else’s blog or simply supplying industry
articles that will be linked somewhere is a powerful and
effective tool for networking. Your search engine ranking
is directly tied to the amount of authored links you have
on the web. Post new entries at least three times a month
to show that youre committed.

The following are a few keys to securing more
“link love” with your on-line content:

> Classify your specialty. Include a tagline on your
blog or web site’s banner so its subject can be quickly
recognized.

» Demonstrate that you're current on hot topics.
For example, relate a recent news item about your area
of expertise to a project you completed and link to
evidence of your work.

> Avoid too much personal information.

> Contribute to other blogs. Insert a link to your
blog to increase your traffic.

Networking is a 24/7 job. In today’s culture, you
are missing opportunity if you stay only on the golf
links, or only engage in an online viral campaign. The
optimal networking campaign means attending your
child’s Cub Scout pack meeting as much as engaging in
search engine optimization. Actual and virtual face time
is equally vital.

e

Gilhooley is president of Gilhooley Consulting, Inc., Cincinatti.
For more information, visit www.gilhooloeyconsulting.com,
call 800-347-9014 or e-mail info@gilhooleyconsulting.com.
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turf Q&A |8y BAL RAO, PH.D.

How can I control broadleaf
weeds? Stop grubs?

This year we had severe problem with lots
of grassy and broadleaf weeds. Particularly
in new customers’ properties, weed prob-
lems are number one. Our major problem is
nutsedge, crabgrass and a number of difficult to control
weeds like oxalis and speedwell. Can you recommend
products which will take care of all of these? — PA
This year many places in the Northeast experienced
severe crabgrass problems. To manage nutsedge, cra-
bgrass and most of the difficult weeds, such as oxalis
and speedwell, consider using an herbicide called
O-4. It contains quinclorac, sulfentrazone, 2,4-D
and dicamba. Reports indicate that this herbicide
can be applied in spring and fall to actively growing
broadleaf weeds as compared to summer months. Fall
applications provide good control of winter annuals
and perennials such as henbit, chickweed, clover and
ground ivy.

Reports indicate treatments done as late as in Sep-
tember can provide good control of nutsedge, crabgrass
and a number of difficult broadleaf weeds. Repeat treat-
ment as needed.

Always read and follow label directions.

A number of our customers’ properties have

severe grub problems. Another problem is lawns
damaged by skunk or raccoons in search of grubs. We
have used Merit in summer with good results. Our ques-
tion is what to expect from Merit treatment in the fall?
Would it be beneficial in controlling grubs then? If not,
we will use Dylox as a rescue treatment. How quickly can
we expect the grubs to die and hopefully minimize the
animal damage? — OH
There are many different species of white grubs that
can cause severe damage to turfgrass. In your area,
Japanese beetle, European chafers and Masked chafers
are probably the most common white grubs. Grubs
feed on turfgrass roots at the soil and thatch interface
and are difficult to manage. Although there are many

insecticides — such as Merit, Mach-2, Dylox and
Arena to name a few — that are labelled for grub con-
trol, we will limit the discussion to Merit and Dylox,
the ones you have mentioned.

Affected areas may appear to be under drought
stress due to heavy grub infestations. Affected turfgrass
can be pulled back like a carpet. Often grub infesta-
tions may not result in noticeable injury in lawns.
Problems become more noticeable when animals such
as raccoons, skunks, moles or opossums dig or pull the
turfgrass in search of food.

To develop a good management strategy, it is impor-
tant to identify the target grub species and understand
their biology. Refer to your extension publications to
learn about grubs. The majority of the grubs in your
area have a one-year lifecycle.

If you apply Merit insecticide in the fall, it may
not provide adequate control because you would be
dealing with late second- or third-instar grubs. These
grubs go down deeper in the soil for overwintering as
the temperature gets colder. The insecticide has to be
ingested for grub control. For better control with Merit
insecticide, the treatments should be applied between
mid-June and mid-August. This preventive application
is targeted against young larvae as they hatch from eggs
laid in late summer.

Since you are experiencing animal damage to your
clients’ turf and extensive grub infestation, your best
option is to provide a rescue treatment using insecti-
cides such as Dylox or Arena. Reports indicate that
Dylox insecticide can work as a rescue treatment.

The product needs to be ingested by the target grubs.
The performance may vary depending upon the grub
species and/or the formulations of Dylox being used.
Generally, if the product moves to the target grubs
and if they ingest 70 to 80% of it, control can be
achieved within two weeks. Post watering or rainfall
after treatment is beneficial for grub control.

Read and follow label directions for best results.

Rao is manager of Research and Technical Development for

ASK DR. RAD if you've got a question about tree, ornamental, or turf
care that you'd like answered by Dr. Rao in an upcoming issue of Livescapes,
send them to brao@davey.com.

The Davey Tree Expert Company, Kent, OH, and supervises
research conducted by The Davey Institute.
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rees are different than other

plants in a landscape, says

Tchukki Andersen, a certi-

fied staff arborist at Tree
Care Industry Association (TCIA),
which provides training and certifi-
cation for tree care workers.

“Trees are part of the landscape,
but we need to treat them differently
than the rest of the landscape,” she
says. “When things go wrong with
trees, they can go really wrong.”

Reasons to Prune
Removing a hazard is the first reason
to prune a tree. The health of the
tree and aesthetics are the others.
No matter what the reason, though,
make sure you have a permit if the
city you're working in requires one
and follow the regulations carefully.
Storms can cause trees to be-

-

BY JANET AIRD &%

come hazardous, but so can chang-
ing their environment, for example,
building a patio or a swimming
pool nearby. It's important to in-
spect trees regularly, and especially
after storms. Remove all branches
that could fall and cause injury or
property damage. Trim branches
that block sight lines on streets
and driveways. Branches that grow
into utility lines also pose a hazard,
but they should be removed by an
arborist who's trained to work near
electrical hazards.

Even the healthiest trees can be
damaged by a storm, disease or in-
sects, but trees that are well pruned
are more likely to withstand them.
Pruning for health begins when
saplings are still in the nursery. This
is the best time to establish a tree’s
structure, Andersen says.

’

PRUNE TREESPROPERLY,;

Structural Pruning

Many trees have co-dominant stems,
branches of approximately the same
size that are connected at a V-shape
and grow out of the same union in a
tree. They’re held together by bark,
not wood, so the joint is very weak.

“Trees need to be trained early
into a U-shape or subordinate V-
branches,” she says. “The U-shape
allows more space in the middle, and
the branches are attached by wood.”
You can also remove some branches
from one co-dominant stem to re-
duce its growth and allow the other
stem to become dominant.

Young, vigorous trees are better
able to handle limb removal than
older, slower-growing ones. Still, it’s
best to remove less than 30% of the
crown, she says. “The more foliage

continued on page 14
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you removc, the worse off fhe tree
will be.”

Most larger and older trees
need some crown thinning, usu-
ally to maintain their structure or
to rejuvenate them. Reduce foliage
by no more than about 15% to 20%
each growing season. The next year,
remove no more than another 15%
to 20%. Rejuvenating a tree can take
five to seven years, she says.

Remove branches that are dead,
diseased, insect-infested and broken,
and ones that cross or rub another
branch. Then selectively remove
smaller branches — up to 2 inches in

diameter — to increase light penetra-

tion and air movement through the

crown. Prune from the outside in, she

says, so you don't end up removing

the interior foliage and leaving foliage

HOW TO PRUNE

Prune at a node, the point where one
branch attaches to another. Make your
first cut just outside the branch bark
ridge, which forms in the branch crotch
and around part of the stem. Angle down
away from the stem to avoid injuring the
branch collar, the ‘shoulder’ or bulge at the
underside of the base of the branch. Cut as
closely as possible to the stem in the branch
axil, the angle where the branch joins the
stem, but outside the branch bark ridge.
This allows the wound to seal most quickly.
Pruning too closely to the stem (flush
cuts) may cause the stem tissues to decay.
Pruning too far from the stem leaves stubs,
which may cause the branch tissue to die,
suckers to sprout and
insect and disease
damage, all of which
may cause haz-
ards in the future.

Source: USDA Forest
Service website

case for “the tramcd eye of an arbor-
ist,” she says. In fact, Andersen adds,
“Whenever you need to get on a
ladder, it’s best to call an arborist.”

Pruning for aesthetics enhances
trees’ natural shapes and branch
structures, especially trees that do
little self-pruning.

“It all comes back to the tree
species,” she says. “Sometimes we
just need to leave trees alone and
let them be what they want to be.

If you're pruning mature trees once
or twice a year, or if power lines run
through the tree, the tree is probably
in the wrong place.”

When to Prune

When it comes to pruning specific
kinds of trees, all trees are differ-

ent and all sites are different. “A lot
depends on the health, size and spe-
cies of the tree, the time of year and
prior pruning,” Andersen says. The
only hard and fast rules are: Don't top
trees and don’t cut the roots.”

Some trees, like conifers, are
really good at pruning themselves,
she says. They shade their lower
branches, which then die and snap
off. If the dead branches become a
hazard, prune them off any time.

The best time to prune hard-
woods is when they’re dormant.
You can see their structure, and
the wounds close better in the next
growing season. This helps protect

them from diseases such as fireblight.

It’s also usually all right to prune
them in early summer, after the
spring rains have stopped and when
the flow of sap has slowed. But avoid
pruning trees at this time if they’re
susceptible to diseases, for example,
elms, and oaks in areas where oak
wilt exists.

Trees with showy flowers are also

RESOURCES
> Tree Care Industry Association (TCIA)
www.treecareindustry.org

> International Society of Arboriculture
(ISA): Scientific and educational organiza-
tion working to foster a better understand-
ing of trees and tree care.
www.isa-arbor.com.

> Arbor Talk: Educational and entertain-
ing radio program hosted by two certified
arborists live on Wednesdays at 10 a.m.
PST. Listen to any show in the archives
any time. www.arbortalk.com.

> TreeTV: TV shows archived from 2003.
http://treetv.com.

> USDA Forest Service, Northeastern
Region: How to Prune Trees
http://na.fs.fed.us/spfo/pubs/how-
tos/ht_prune/prun001.htm.

best pruned when they’re dormant.
Trees that flower in early spring can
be pruned right after they flower. To
increase the size and decrease the
number of flowers or fruit the next
year, prune after the buds have set.

Trees seal their wounds with sap,
gum and resins to protect themselves
from pathogens. It’s usually better to
allow trees to heal naturally than to
use pruning paint.

Pathogens spread easily on prun-
ing tools. When you're pruning a
tree you think might be infected,
sanitize your tools after cutting each
branch by immersing them in either
70% denatured alcohol or a solution
of one part liquid bleach and nine
parts water for one to two minutes.
Clean them with soap and water
after each use.

If you're interested in upgrading
your tree care skills, TCIA has many
courses, from pruning, insect prob-
lems, diseases, fertilizing and safety
to certification and accreditation.

“We recommend that landscap-
ers become certified arborists,” she
says. “It raises their level of profes-
sionalism and the level of confidence
property owners have in them.” &

Aird is a freelance writer based in California.
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Minimal Color, Maximum Impact

an architect, she had a very strong sense of
what she wanted for the property.

“She just didn’t have a strong back-
ground in landscape design, and she
didn’t know plants well,” explains
Hubner. “She had a big stack of ideas;
things that she'd seen that she liked, so

it was very easy for me to get a sense
of her taste and style. She was very
contemporary and used a lot of strong,
saturated colors in her house. From the
initial meeting when I asked her to show
me what she liked, I knew that if I used
those colors in the landscape she would
be happy with the plant choices.”

But having an artistic client wasn't all
easy. While an architect client can better

BY BRIDGET WHITE visualize concepts and might be open to
more cutting-edge designs, they also tend
fter working with one of her to have their own vision for the finished
projects through three owners product — and it likely doesn’t account
and as many landscape visions,  for the realities of living materials. As we
Kathy Hubner probably knows  all know, landscape design, unlike any

5 the site better than any of the owners. other art form, has to be realistic as well
Initially hired by the first owner/architect  as creative. However, through careful
during construction, Hubner created a plant selection, Hubner was able to trans-
landscape master plan that addressed late the owner’s vision into a workable

specific owner requirements and included  plant palate.

multiple implementation stages to keep

the budget low. But before the final stage ~ Strategic Placement

could be implemented, a new owner came ~ With a small budget and limited planting

in with a new vision. area on a lot dominated by a large home,

While the property is now on its third ~ each element of Hubner’s design had to

owner in less than 5 years (with rumors of  be carefully thought out for maximum
CHALLENGES AND LIMITATIONS a buy-back by a previous owner), Hubner’s  impact. Standard obstacles such as screen-

knowledge of the property, her ability to

adapt the landscape to the current owner’s

style, and her strategic use of color have 1 Punches of annuals in saturated
turned a single, small job into a constant colors were used throughout the
source of revenue. landscape as low-cost focal points.
An Educated Client 2 The property owner contracted
for a concrete-block retaining wall

With most projects, the hardest part of

the design is figuring out what the client flanking the front walkway.

really wants. That was not a problem with
this project. Since the original owner was

16 livescapes JANUARY/FEBRUARY 2008




ing unsightly views
caused by a too-close
neighbor were height-
ened by planting
spaces as small as 5 ft.
In this instance, giant
timber bamboo grew
completely vertical to
provide the necessary
screen within a few

years while taking up

very little space. Plus,
the bamboo quickly provided shade to
allow plants such as wandering jew, canna
lily and philodendron to thrive.

“So that was one solution,” says Hub-
ner, “add in a little more planting space,
and the result is incredible. It’s this lush
jungle look that just erased a whole bunch
of eyesores. Within the backyard, we used
fast-growing ornamental trees, taller palm
trees and large, box live oaks to get the
instant shade she wanted.”

The goal in the front yard was to trick
the eye into thinking there was more
annual color than there was. Hot pink
petunias were planted in front of white ar-
temisia and red yucca. Together, the small
planting of annuals and showy perennials
make a big color statement.

“That’s a design trick I use often,”
Hubner says. “People get busier and
busier. They still want the annual color but
don’t want the time it takes. So you build
a backdrop of perennial color and interest
and accentuate that with annual color. It
works every time ... even for the most
discerning of clients.”

White is freelance writer living in New Orleans

3 After construction, pink petunias 5 The final design relied heavily
and layered perennials were added on fast-growing foliage plants to
for maximum impact. create a tropical feel in the back-

ard play area.
4 By re-using existing plants and e e

containers, project cost was con- 6 Strategically mixing annual
trolled while the landscape offered color with perennials created a
continuity between old and new. low-maintenance landscape yet

still offered visual interest.
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Landscapers See Opportunity

BY BRIAN ALBRIGHT

andscape designers spend a

lot of time looking down—

understandable, since their

livelihoods are linked to the
soil. But Kurt Horvath, owner of In-
trinsic Landscaping in Glenview, IL,
has his head in the clouds these days.
Horvath is one of a growing number
of landscapers specializing in the
design and construction of green roofs,
those eco-friendly islands of greenery
that dot formerly drab roofscapes
around the world.

% S

GREEN ROOFS PRESENT OPPORTUNITY,
CHALLENGE TO LANDSCAPE COMPANIES

According to Green Roofs for
Healthy Cities (GRHC), the North
American industry association, green
roof installations in 2006 were up
more than 25%, representing more
than 3 million sq. ft. For intensive
green roofs, which incorporate
larger plants, the growth rate
was 110% during the same
period.

Horvath’s company, which
includes a nursery and two land-
scaping divisions, was contracted to
install its first green roof in 2000.
More than 100 installations later, he
has built a new business focused on
rooftop projects, as well as a subsid-
iary that manufactures and distrib-
utes green roof components.

“Those installations have been

T

INTRINSIC LANDSCAPING has installed
green roofs on schools (below), its corporate
headquarters (right) and the city's recycling
center. Chicago is a pioneer in green roofs,
largely because of the city government’s
support for green roofs.
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a mix of anything and everything,”
Horvath says. “If you can put it on a
roof, we're there.”

There is expected to be significant
opportunity in the green roof market
as more and more businesses and
homeowners look for ways to reduce
their impact on the environment, but
do your homework before leaping
into a project. Unlike traditional
installations, or even simple rooftop
gardens, green roofs require a wide
variety of expertise, ranging from
horticulture to structural engineering.

“There’s more to green roofs that
meets the eye,” says Steven Peck,
founder and president of Green
Roofs for Healthy Cities. “There are
a lot of ways to mess up a green roof.
It’s a living system. It’s very impor-
tant to follow the lessons we've al-
ready learned to make sure it doesn't
leak, that the plants survive, and that
you get the maximum benefit for
vour climate.”

Green Roof Benefits
Green roofs can range from smaller
plantings on residential homes to

the massive, 10.4-acre “living roof”
at Ford Motor Company’s historic
River Rouge Plant in Dearborn, M1.
Building owners in-

of ASLA's green roof from
a nearby building (above).
give the “south wave”
of ALSA's green roof a burst of color
at the beginning of spring.

stall the roofs for a variety of rea-
sons, ranging from concerns about
the environment to simply providing
usable green space for their employ-
ees or tenants.

There are also hard-dollar
benefits. It’s estimated that green
roofs can last up to twice as long as
conventional roofs by protecting the
roof membrane. Depending on the
size of the building and the climate,
these roofs can also help keep build-
ings cooler in the summer, and even
insulate against noise.

One of the most significant
benefits, though, is the reduction in
stormwater runoff. Depending on
the plants and depth of the growing
medium, these roofs can retain 70 to
90% of precipitation in the summer.
Green roofs can potentially reduce
flooding and sewer overflow, as well
as act as a natural filtration system.

In 2006, the American Society
of Landscape Architects installed
a green roof on its downtown
Washington, D.C., headquarters,
and closely monitored its effects on
temperature and stormwater runoff.
According to a report issued in
September 2007, the roof retained
nearly 75% of all precipitation, and
lowered the roof air temperature by
as much as 32° in the summer, com-
pared to a neighboring tarred roof.
Engineering analysis showed that

= "
N —————
L LT
Ll LU TSI t
LR T e - \
) S0 1

[ e e 3

the roof’s extra insulation lowered

energy usage in the winter by 10%.

Construction Tips

There are two basic types of green
roofs: extensive (which include shal-
lower soil depths and smaller plants),
and intensive (with larger plants and
deeper soil). While designs vary,
green roofs typically include a water-
proofing membrane and some sort
of lightweight growing material. As
an example, the green roof installed
at 1425 K Street in Washington,
D.C.,, includes a waterproof mem-
brane/root barrier, a 2-inch layer

of polystyrene insulation, a layer of
geo-textile filter fabric, and an inch-
thick drainage mat, topped off with
3 inches (33,000 lbs.) of engineered
soil held in place with a loosely-wo-
ven jute mat.

The roofs also have to be properly
contained on all sides, either using
the existing features of the roof or
specially designed barriers, a struc-
tural element sometimes overlooked
by inexperienced architects. “I don't
know how people can overlook con-
tainment, but sometimes they do,”
says Sarah Murphy, green roof pro-
gram coordinator with D.C. Green-
works, the Washington, D.C.-based
nonprofit that spearheaded the K
Street project and installed the city’s
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first green roof in 2001. “Sometimes
we're asked to come in and bid on a
green roof after most of the con-
struction and water proofing is done.
Often, there are design elements we
would have handled differently had
we been involved sooner. Since we're
designing after the fact, it’s not ideal
and often more expensive.”

A green roof is not a simple un-
dertaking, which is why the GRHC
has put such an emphasis on cross-
industry training and collaboration.
Landscape companies have to work
hand-in-hand with roofing special-
ists, architects and engineers to avoid
structural damage, leaks and poor
plant performance.

When Intrinsic Landscaping
(founded in the late 1960s by Hor-
vath’s father) was contacted about its
first green roof, Horvath spent a lot
of time researching the concept. “I
talked to all of the other trades, and

RESOURCES

> Green Roofs for Healthy Cities: Includes a
member directory, information on training and
accreditation programs, and updates on the group’s

annual conference. The sixth annual International Green-
ing Rooftops for Sustainable Communities Conference

will be held April 30 to May 2, 2008 at the Baltimore
Convention Center & Sheraton Inner Harbor Hotel.
www.greenroofs.org

> ASLA Green Roof Project
www.asla.org/land/050205/
greenroofcentral.html

> Emory Knoll Farms: This site also includes links
to green roof equipment suppliers, organizations and
other resources.

www.greenroofplants.com

> Greenroofs.com
Publishes an online directory of manufacturers and
suppliers, as well the Greenroof Projects Database.

> World Green Roof Infrastructure Network (WGRIN)

www.worldgreenroof.org
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tried to understand where we would
start and where we would finish,”
Horvath says. “It took a lot of time
to really understand how the cranes
work, what the limits are, and what
kind of water proofing membrane
we needed to use.”

Rooftop Plantings
The type of plants will vary by
climate, the slope of the roof, and
the expected maintenance program.
Many green roofs are designed so
that they don't require any irrigation,
so hardy plants are common.
Research conducted in Portland,
OR, by the Bureau of Environmen-
tal Services found that Sedums,
sempervivum and ice plants were
successful on green roofs because of
their tolerance of heat and cold, and
minimal irrigation requirements.
At the ASLA green roof (which
included some experimental plant-
ings), hardier Sedums (Sedum album,
Sedum reflexum, Sedum spurium and
Sedum sexangulare) did better than
others (Sedum lanceolatum and Sedum
stenopetalatum) on the extensive
portion of the roof. Flame Sumac,
Smooth Sumac, Trumpet Vine
and Pasture Rose thrived on the
intensive portion of the roof. Other
perennials that thrived included
Nodding Onion, Thread Leaved
Tick Seed, and Butterfly Milkweed.
Green roofs can also host
fairly large trees, depending on the
building’s design and the construc-
tion firm’s ability to actually move
the trees to a rooftop. “If the climate
can support a particular species of
tree, there's no technical reason why
you can't have all of those trees on
rooftops,” Peck says. “But you have

to know what it will weigh when

mature, how much water it needs,
wind uplift, knowledge of the root
system, and what kind of containers
you can use.”

Maintenance varies depending on
the type of roof and its uses. For roofs
that aren't visible from the street, and
not otherwise accessible, mainte-
nance could simply entail occasional
irrigation and pest management. “If
no one can see it, does it matter if it’s
weedy?” Horvath says. “That’s a mat-
ter of opinion.”

When necessary, low-grade or
organic fertilizers are recommended
since there is less soil present to ab-
sorb the chemicals. “We've seen some
scenarios where contractors treat the
roof just like grade landscapes, and
misuse chemicals,” Horvath says.
“You have to do the research and be
environmentally responsible.”

GRHC offers a training and ac-
creditation program to help members
of the landscaping industry better
understand how to install and main-
tain a green roof. The organization
has delivered its Green Roof Design
101 course to more than 3,000
industry professionals, and also offers
courses on design and implementa-
tion, waterproofing and drainage.

“We're pulling this knowledge
together,” says Peck. “Our industry is
so new that you really can't find the
information anywhere else.” &



http://www.greenroofs.org
http://www.asla.org/land/050205/
http://www.worldgreenroof.org
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Botanlcal Déve?opments
Completes North Rim Park

BEND, OR — Drake Design Group (DDG) and

Botanical Developments, both atfiliates of

Brooks Resources Corp., recently completed
the North Rim Park project. DDG designed
the park to match with the community’

architectural guidelines, which includes the
incorporation of native \Au‘\iw.q\n:;

The park features native plantings and rock
outcroppings, along with erosion control ele
ments to help stabilize the area.

“We specialize in working with the native

plants and creating projects that really fit with

the high desert environment,” says Project
Manager Ron Kidder. “North Rim is commit-
ted to preserving the natural landscape of the
area, and we feel that North Rim Park really
epitomizes this goal in many ways."

southwest

>

York Inducted as IA President

PHOENIX — Ewing Irrigation President Douglas
W. York was inaugurated as the 2008 Irriga-
tion Association (IA) president during the
International Irrigation Show in San Diego. As
president, York says he will concentrate on
education, active membership involvement,
and lobbying initiatives.
York's induction marks a
third generation of irrigation
industry advocacy, and sec-
ond generation of IA leader-
ship: His father, Ray, served
as |A president in 1986; and
his mother, Sue, served as IA
president in 1998.

4

AROUND THE INDUSTRY

> DROUGHT
FNGLA Addresses Droug

In light of reason drought conditions in the state, the staff of the Florida
Nursery, Growers and Landscape Association (FNGLA) has been meet-
ing with the executive directors and top officials of the South Florida

and Southwest Florida Water Management Districts to push for 60-day
exemption periods for all new landscapes, as well as funding for consumer
marketing to promote proper planting during dry periods.

According to FNGLA Executive Vice President Ben Bolusky, the associa-
tion has urged Florida Governor Charlie Crist to work with his colleagues,
state and federal agencies to conserve water in Lake Okeechobee as well as
Georgia's Lake Lanier (metro Atlanta is North Florida growers'
major market). For more information, visit www.fngla.org.

southeast

A
FNGLA
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INTERNET
U of | Debuts Hortanswers Site

URBANA, IL — A new website allows horticulturists to gain information
about plant pests, diseases, and performance in the USDA hardiness
zones 4, 5 and 6.

“Hortanswers,” online at www.urbanext.uiuc.edu/hortanswers, is
designed to provide basic information about disease and pest problems,
plus determine the right plant for the right place, says Greg Stack, U of
I Extension horticulture educator and one of the site’s designers. Origi-
nally conceived by former U of I Extension specialist Bruce Pallsrud, the
site was developed by Jane Scherer, U of I Extension urban program/
Web coordination specialist, along with Stack and fellow Extension hor-
ticulture educators James Schuster, Maurice Ogutu and Sharon Yiesla.

“Because of its complexity, it took several years to develop,” says
Stack. “The result is an extremely
valuable site.”


http://www.fngla.org
http://www.urbanext.uiuc.edu/hortanswers
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Double the Color

Calibrachoa cultivar MiniFamous Double Blue from is part of

a double flowering series that includes three colors on trailing 4-inch-tall plants. The
annual performs well in sunny baskets and containers. Circle #200 for more information.

Pink as a Daisy

Molimba Pink from fea-
tures mounds of single pink blooms. The
14- to 24-inch plants should be spaced
about a foot apart. They can bloom from
planting to the first hard frost and don't
require deadheading. The Marguerite
Daisies should receive full sun. They can
be planted in landscapes or containers.
Circle #198 for more information.

Double the Fun with
Fiesta Double Impatiens
Fiesta double impatiens from

display big, beautiful, fully
double blooms from installation until
the first frost. These well-branched
plants fill in fast for quick land-
scape color. Fiesta varieties

are “self-cleaning” and easy-
care: there's no need to remove
old blooms or pinch the plants back to
keep them lush and full.

Circle #199 for more information.

High Contrast
Like the original green-leaved Nonstop
Begonias, 's Nonstop Mocca
offers large, 10-cm. double flowers in
brilliant colors that stand out against the
deep bronze leaf. Six colors are in this
Begonia tuberhybrida series: Orange,
Deep Orange, Scarlet, White, Yellow and

its newest, Pink Shades (pictured). Watch Out for Avalanche
Circle #197 for more information. Using inter-species breeding, Avalanche
Petunia from i has a more

spreading habit, better recovery from

rain, and lasts longer in the garden.

They are recommended for containers,
baskets and beds. The Avalanche series
provides earlier blooming baskets and 9
pots, are uniform in habit across all 10

colors and produce a mounding plant

before they begin to trail. In beds they

will spread to 3 feet.

Circle #195 for more information.

An Award Winner

Asti White Osteosper-
mum recently won a 2008 AAS Award. As
the first Osteo from seed available in sepa-
rate colors, this plant is heat- and cold-toler-
ant. It blooms all season long and is versatile
for spring, summer and fall.
Circle #196 for more information.
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- Feeding
Con

BY FRED HULME, PH.D.

s everyday life becomes more hectic and com-
plicated, many consumers are retreating from
the time and worry associated with traditional
gardening in soil beds. This has led to an
explosion in container culture, especially promoting the
use of mixed containers that offer instant gratification,
variety, flexibility and aesthetic appeal. These items can
offer an ever-changing season-long display that can be
moved around the landscape area and have dramatic vi-
sual impact from day one. Unfortunately, many
¥ consumers overlook the extra care involved

45 / with proper watering and fertiliza-
L 1_‘ ;- 0 A tion of these containers.
3 7 \ Al .
ve ’ oy There are several basic

>
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types of fertilizers avail-
able for landscape use
including water soluble
fertilizer (WSF) and
controlled release fertil-
izer (CRF). WSF may be
in granular or powdered
form. These fertilizers dis-
solve in water and instantly
supply a veritable buffet of
nutrients. However, the
effect of each application
is not long-lived, and
WSF is best used when
constantly supplied with
each watering or at least
CONTAINER CULTURE
is growing in popularity
~.due to its convenience,

as frequently as possible. CRF’s
are generally coated to ensure

a consistent and predictable supply

of nutrients throughout the growing
season, and because of this, they offer a
high degree of plant safety. With CRF

MIXED CONTAINER
FERTILIZATION REQUIRES
SPECIAL CONSIDERATIONS

ained

the entire fertilizer dose for a crop is applied only once at

the beginning of crop production. This one application
continuously feeds plants over an extended period of time.

Soilless System Needs

Plants growing in soil beds have the moderating influ-
ence of mineral soil to help them thrive throughout the
growing season. Mineral soil will hold and supply many
nutrients, remain fairly stable throughout the season
and can hold significant moisture, allowing ornamental
plants to survive periods of drought. As consumer pref-
erence switches from garden beds to mixed containers,
the growing media generally used is “soilless,” comprised
of peat moss, composted bark or perlite, for example.
While these manufactured growing mixes are excellent
for quickly, efficiently and consistently raising ornamen-
tal crops in greenhouses and nurseries, they do not hold
nutrients or water for long periods very well, and can
almost be considered hydroponics systems.

In greenhouse production, plants may receive a con-
stant diet of a WSF that is fitted to the irrigation water
and provides all the essential nutrients. However, when
plants leave the protected environment of the nursery,
water and nutrients often take a back seat to other con-
siderations. Many garden centers can provide little care,
especially if plants remain there for long periods and con-
sumers may never feed these plants at all after purchasing
them. In many cases, frequent feeding with WSF at the
necessary concentrations is not a viable practice. Many
mixed container plant species are heavy feeders and vig-
orous growers. Inadequate fertilization will quickly lead
to nutrient deficiencies and a decline in appearance.

This presents an opportunity for landscapers. Con-
sumers are buying bigger and showier mixed containers
every year. Usually, these containers are quite expensive
to purchase, and their quality will quickly decline if they
are not fed properly.




Controlled Release Benefits
The use of CRFs can be an effective and economical
solution to this problem. CRFs are very easy to apply.
Fertilizer prills (or particles) can be blended into the
growing media at planting or can be top-dressed on the
growing media surface once the container is placed
in the landscape. The product begins to activate very
quickly, and within a week, the CRF will begin to
dose nutrients to the root-zone.

After applying a CRE, the consumer only
has to keep the container sufficiently
watered. For the small cost of the
fertilizer dose and the labor to initially
apply it, landscapers can esnure mixed contain-
ers have adequate nutrition to reach their full
potential throughout the growing season. CRFs
also help maintain better foliage color and bloom
production due to constant, uniform feeding.

Key considerations for CRF product selection and
use include:

> Nutrient content, including micronutrients.

> Homogenous nature of the product — is it blended
or are all particles the same?

> Stated longevity of the product — does it match
your growing season?

> Appropriateness of the rate for intended crops and
application.

> Other fertilizer sources — is a WSF also being used?

> Growing media make-up — tighter mixes should
have lower rates.

> Plant types.

Combination Programs
So what is the best fertilizer method for maintaining
mixed containers? Some researchers have reported that
using combination fertilizer programs (a low-to-me-
dium rate of CREF, along with supplemental applications
of lower concentrate WSF as needed) can round out a
potentially inefficient fertilizer program. Even if the cur-
rent program contains only WSEF, combination fertilizer
programs with both WSF and CRF can be beneficial
and certainly increase customization potential.

> For landscapes that contain many crops types, one
simple WSF program can be used on all plants; then
CRF can meet the additional needs of heavy feeders or
plants with special fertilizer requirements.

> WSF can be used to spoon-feed specific nutrients
(like iron) or acidify containers when needed.

> CRFs provide a base feed when one can’t use water
solubles

during cool, cloudy weather (no need to

irrigate), or when there is
no time to irrigate or mix up
fertilizer solutions.

> CRF will help maintain root-
zone nutrient levels during periods of
frequent and heavy rains.

> Since CRFs are coated, the use
of them in the garden can help minimize nutrient run-off
into the environment compared to liquid feeds only.

The Scotts Company recommends landscapers choose
a WSF program for mixed containers based on a complete
water test. The CRF component should provide a steady
and extended release of N-P-K, Mg and minor elements.
Match CRF longevity with growing temperatures and
desired delivery time. In most cases, a CRF with eight to
nine months of longevity will perform well in the land-
scape. Refer to the label for specifics.

Recommended rates:

> Use the low CRF rate for salt sensitive, tender species
such as fuchsia, begonia, fern and impatiens; bedding
plants; high water retentive media; minimal leaching.

> Use the medium CRF rate for more vigorous spe-
cies and heavy feeders such as trailing petunia, with low
water-retentive media (containing coarse bark) or in
situations with frequent leaching.

> WSF concentrations need to be lowered when used in
combination with CRF. Reduce your constant feed to 50
to 75 ppm for bedding plants and 100 to 150 ppm N for
flowering pot crops and baskets.

By following these suggestions and tips, you can
provide your clients with mixed containers that provide
consistent beauty to their landscapes throughout the
growing season. Remember, when using any fertilizer, it’s
best to study the product and consult with the manufac-
turer for optimum results. &’

Hume is director of Technical Services for The Scotts Company,
Marysville, OH
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PERENNIAL PLANTINGS will
help filter out any runoff hefore it
reaches the storm drain,

)

BY ROBERT SCHEYER

an curbside perennial

gardens improve water

quality? Environmental

and community groups,
and even City Hall, are adopting a
landscaping technique called “rain
gardens” to find out.

Rain gardens are curbside peren-
nial plantings that trap what the En-
vironmental Protection Agency calls
“non-point source” water pollution.
Non-point water pollution is runoff
from impermeable surfaces that col-
lect dirt, fertilizers, chemicals, oil and
bacteria. It is simply what accumu-
lates in the normal course of property
ownership among responsible people.
These same property owners are
organizing themselves to reduce this
source of pollution by having eco-
friendly rain gardens installed. It’s a
win-win proposition for communities
and landscapers.

An Idea is Planted

Rain Gardens were first conceived
in 1990 by Larry Coffman who was
heading up Maryland’s environmen-

CURBSIDE
PERENNIAL
GARDENS TRAP
POLLUTION

tal programs. He was investigating
cost effective, low maintenance
methods for improving water quality
in local watersheds. With the help of
his staff, they came up with the idea
of “bioretention,” or capturing storm
runoff in plant systems.

“I began to realize that we could
use the functions of the upland
ecosystem to treat storm water
runoff,” Coffman says. “One other
fact that influenced my thinking was
the studies we were getting back on
BMP (best management practices)
efficacy. They showed there were
major problems with cost, mainte-
nance and operations. So, I got the
idea of designing the green space in a
parking lot to treat the runoff.”

In 1997, in cooperation with the
University of Maryland, Coffman

WHEN EX

-
ING a_rain gardé

be sure to leave a lip of soil on the

downhill side of the newly dug swale.

and his staff began testing for the
most effective design.

“Since then, we have improved
the design and learned about the
whole new world of the complex
and wonderful plant/soil/microbe
ecosystem,” Coffman says, “and how
to use nature to protect nature and
make things prettier too.”

The term “bioretention gardens”
was a little clumsy, so Coffman
coined the term “rain gardens.”

Proper Placement
Coffman’s final design emphasizes
location, location, and location.

A rain garden must catch and
hold water runoff before it gets into
a storm drain. So, wherever storm
water runoff collects or flows is a
prospective site. Likely sites include
the bottom of a hill or ravine; or on
a slope through which water flows.

Other important considerations
are size and shape. A Rain Garden
should be about 20% the size of the
roof, patio, or pavement area draining
into it. In most cases, this will be be-
tween 100 and 300 sq. ft. The shape
should be both ascetically pleas-
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TILL N soil amendments
before planting.

Vernouse

ing and appropriate to catch water
runoff. Although, since site selection
is the key, even a small garden, when
properly placed, has an impact.

Installation Tips

Once the proper location, size, and
shape are determined, a concave de-
pression or “swale” is dug. This dif-
fers from a typical perennial garden.
A concave depression is necessary to
collect the runoff.

Some of the soil excavated from
the site is used to form a soil “lip.”
This is built up on the downside
sloping edge of the depression,
next to the place to be planted. The
resulting dig should leave a 6- to 12-
inch bowl-shaped depression in the
ground. This often means that some
dirt will need to be excavated and
hauled away. Soil amendments, such
as sand, compost, and peat moss, are
tilled into the bottom. Plants are dug
in and the area is mulched.

Costs vary according to the
property’s soil type, the size of the
landscaped area and the types of
plants chosen. Clay soils at the
bottom of a slope can add to the

cost significantly because they
need drain tiles to increase the rain
garden’s effectiveness.

Depending on the region, land-
scapers typically charge $10 to $12
per sq. ft. to install a rain garden.

Rain garden maintenance is
easier than a typical perennial bed
since no fertilization is required, and
the area collects needed water for
plant establishment. The property
owner may need to water it occa-
sionally and weed it.

Catching on
Environmental advocacy groups
have formed to promote rain gar-
dens. They come together through
websites, newsletters and town hall
meetings to raise awareness of rain
gardens’ benefits to a community’s
water quality and attractiveness.

The city of Lincoln, NE,
has begun funding rain gardens.
Lincoln’s Public Works and Utilities
Department has earmarked $70,000
in EPA grant money to install rain
gardens on homeowner’s properties.
Essentially, they are paying hom-
eowners to landscape their property.

3
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“The Nebraska Environmental
Protection Agency gives us grant
money every year to improve a
watershed’s water quality,” says
Amanda Meyer who oversees the
project for Lincoln’s Watershed
Management Division. “Communi-
ties have been installing these rain
gardens to prevent non-point source
water pollution with varying degrees
of success, so we decided it was
worth investing in.”

Meyer’s stresses that the impor-
tance of the program is to “reduce
water runoff into the local Holmes
Lake Watershed,” which carries the
majority of these non-point source
water pollutants.

EPA’s grant money will cover the
cost of about 20 gardens, which is
a far cry from the number needed
to make a measurable impact. So,
what is Meyer’s barometer for the
program’s success?

“We don't expect a significant
reduction in non-point pollution right
away,” Meyer says. “Basically, we hope
to promote community awareness
that this type of pollution can be
controlled using rain gardens.”

Raising awareness is good place to
start. Rain gardens can increase busi-
ness for landscape companies and
protect their local watersheds. @
——

Scheyer is manager of GardenScapes, a
landscaping company in Lincoln, NE.
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Repel Nuisance Wildlife

Armorex Goose Repellent’s dual modes
of action are based on smell and taste,
so persistent geese and other pest ani-
mals undeterred by the odor get a taste
of mildly irritating hot pepper extract.
This aversive conditioning assures that
they do not re-enter the area, often for
up to one month. The liquid concentrate
product is 100% biodegradable and has
a pleasant scent to people.

Circle #194 for more information.

Path and Flood in One
Outdoor Lighting
Perspectives (OLP)
introduces BB7 Flood,

a half-hood that directs
180° of light to a path on one side and
180° of flood lighting on the other. The
fixture is designed for special applica-
tions in which flood and path lighting
are needed in adjacent locations, such
as walls or outdoor features. The light
features copper and brass construction,
no-corrosion stainless steel sockets and
a 20-watt halogen bulb.

Circle #193 for more information.

Extend Insect Protection, Fertility
Bayer Environmental Science's
CoreTect tablets are now available for
use during tree and shrub installation or
on established plants. They are a new
treatment technology that combines
the power of Merit insecticide with a
fertilizer in convenient, easy-to-use 2.5-

Natural Fertilizer

As an alternative to traditional chemical
fertilizers, Organica Plant Growth Activa-
tor Plus uses 54 strains of naturally oc-
curring, beneficial soil bacteria, fungi and
actinomycetes — as well as humic acid,
kelp, B complex vitamins, biotin, folic acid
and natural sugars to help plants reach
their full genetic potential. It's available in
two forms: One is mixed directly with the
growing medium and the other, which
contains glucose, is mixed with water

| gram tablets. and applied as a sprench.
| Circle #192 for more information. Circle #191 for more information.
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FALL COLCOR

PW 'LIMELIGHT

PROVEN .
WINNERS Hydrangea paniculata

‘Limelight' pp#12,874,
cbr#2319
Hardiness: Zone 3
Size: 6-8' Tall by 6' Wide
Site: Full Sun to Part Shade
Maintenance: Minimal.
Attributes: Large, full soft green
flowers are held upright on strong
stems. A hardy, reliable bloomer,
‘Limelight’ is ideal for low mainten-

ance hedges and cutting gardens.
Thrives in full sun without wilting.

WAY HOT

SELECTION

DESIGN

Four Star Greenhouse Inc. (734) 654-6420 M| Prides Corner Farms, Inc. (860) 642-7535 CT

Greenleaf Nursery Co. (800) 777-5172 OK Quebec Multiplants (418)881-2477 QC
Bailey Nurseries, Inc. (651) 768-3375 MN Hopewell Nursery Inc. (856) 451-5552 NJ Robert Baker Nursery (860) 668-7371 CT
Byland Nurseries Ltd. (250) 769-4466 BC Imperial Nurseries Inc. (860) 653-4541 CT Sheridan Nurseries Ltd. (905) 873-0522 ON
Canadale Nurseries Ltd. (519) 631-1008 ON Leo Gentry Wholesale Nursery, Inc  (503) 658-5181 OR Spring Meadow Nsy, Inc (liners only) (800) 633-8859 MI
Carolina Nurseries, Inc. (800) 845-2065 SC Means Nursery, Inc. (B00) 962-3374 OR Studebaker Nurseries (937) 845-3816 OH
Clinton Nurseries Inc (860) 399-3000 CT Medford Nursery (B00) 443-3314 NJ The Conard - Pyle Company (610) 869-2426 PA
Clinton Nurseries of Florida (850) 539-5022 FL Mori Nurseries Ltd (905) 468-3217 ON Van Belle Nursery (604) 853-3415 BC
Cumberiand Nurseries (856) 451-2508 NJ Overdevest Nursery (856) 451-3179 NJ Willoway Nurseries, Inc (440) 934-4435 OH
Euro American Propagators (liners only) (888) 323-0730 CA Pepiniere Abbotsford (450) 379-5777 QC Wolke Nursery (217) 844-3661 IL
Fisher Farms, LLC (503) 985-7561 OR Pleasant View Gardens (800) 343-4784 NH Zelenka Nursery, LLC (616) 842-1367 MI

Find more information at ColorChoicePlants.com
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Tidal Wave
Hot Pink Hedge Petunia @

Ji-dimension petunia

-

Wave® Lavender Spreading Petunia () Fanfare® Orange Spreading Impatiens { @ The EasyScape™ program includes
The original spreading petunia for a The “grow-anywhere impatiens” is biodegradable pots to speed up planting and
sea of ground-hugging color. outstanding in sun and shade. clean-up time, and reduce plastic waste

Learn about Ball varieties and the EasyScape™ program and find a supplier at
www.BallLandscape.com or contact Jeff Gibson at 630 588-3468.

© 2007 Ball Horticultural Company. BHCO7106. ™ denotes a of and ® a reg of Ball Horticultural Company in the U.S
It may also be registered in other countries. WAVE and TIDAL WAVE are registered trademarks of and bred by Kirin Brewery Co., Ltd
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