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A payload of up to 7,230 Ibs. Ford Clean Diesel Technology™ that churns out 350 hp and 650 Ib.-ft.
of torque.” The bold, new look of the '08 Super Duty.
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The tough tolerant terr1f1c turfgrass

Oregon Tall Fescue Commission

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

preferred by today S homeowners'
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T R

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.
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Getting up close

A recent Field Day, sponsored

by Turt Merchants Inc., allowed

attendees to inspect different

species and varieties firsthand.

Read about this year's crop at
www.landscapemanagement.net.

Who is the greatest
guitar player of all time?

'Specialissue - 22* 88.king
We may be stuck dead center in the middle of summer, 14* Jimi Hendrix
but it won't be that long before the snow starts flying 8% Eddie Van Halen

again. It will soon be time to start planning for the

7* JimmyPage 2%
1* Slash

winter season. Look for Landscape Management's
Snow & Ice Guide next month

Les Paul

»»ONLINERESOURCES

Industrynews

Read the latest news before
the print issue comes out

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 and pest control.

Archives
Browse the archives for
business articles and subject-
specific technical articles.
Don’t miss the archives

of special issues like the
Business Planner, LM 100 and
Outlook
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Contactags - Lo
Stay in touch via direct

phone numbers and e-mail
addresses for our editorial
and advertising departments

Want to weigh in? Our survey question changes every month and we publish the results

here. Visit www.landscapemanagement.net to voice your opinion.

»Qverheard

A common mistake that people make when trying
to design something completely foolproof

is to underestimate the ingenuity of complete fool

Douglas Adams, author of
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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 remOSt Attachment Autho ty
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.
o ‘f“

ATTACHMENTS. INC

FREE CATALOG
Call Now!

1-866-428-8224

IMMEDIATE SHIPPING
FINANCING AVAILABLE!

MADE IN U.S.A

BUY FACTORY DIRECT

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

God Bless America

QUICK ATTACH, P.O. BOX 128 » ALEXANDRIA, MN 56308 F.0.B. FACTORY L ‘-’* a=
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Four less reasons to think about global warming.
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DURA BLUE - THERMAL BLUE SOLAR GREEN

Each variety in the Heat Tolerant Bluegrass Series has  improve the look and health of any turf, so they are

been specifically bred to tolerate heat and humidity a great addition to any landscape. To please the most
well beyond traditional bluegrass regions. These demanding customers, create lawns with a luxurious
bluegrasses all provide a beautiful appearance and texture and less to worry about. Insist that the Scotts
show excellent brown patch and shade tolerance, Heat Tolerant Bluegrass Series is part of the blends or
yet each has characteristics all their own. They mixtures you buy.

Professional Seed

To learn how Scotts Heat Tolerant Bluegrass performs in your area,
call your Scotts Landmark Seed distributor, 1-800-268-2379, or visit www.scottsproseed.com.


http://www.scottsproseed.com

Proud supporter of these greem industry professional organizations:

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

www.anla.org

American Society of Irrigation
Consultants

PO Box 426

Rochester, MA 02770
508/763-8140

WWW.asic.org

Independent Turf and Or tal
Distributors Association

526 Brittany Drive

State College, PA 16803-1420

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

The Irrigation Association
Member 6540 Arlington Blvd
Falls Church, VA 22042
e e 703/573-3551

. : www.irrigation.org
Seize the day.
Start your work day with the right tools from Forestry Suppliers. With more than
9,000 items to choose from, it's no wonder we're the number one supplier to
landscape, grounds maintenance and parks & recreation pros around the world.

an Association of Floriculture Professionals
2130 Stella Court

Columbus, OH 43215

614/487-1117

www.ofa.org

T Call Today for your FREE Catalog!
1-800-360-7788 Ohio Turfgrass Foundation
/ 1100-H Brandywine Blvd
PO Box 3388

Zanesville, OH 43702-3388
888/683-3445

<l ey

©2008 Fermatry Sepphery. s AB righits reserved

The Outdoor Power Equipment Institute
341 South Patrick St.

Old Town Alexandria, VA 22314
703/549-7600

opei.mow.org

Build Your New Super
Lawn Truck Now!
www.superlawntrucks.com

L

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

Project EverGreen
PO Box 156
New Prague, MN 56071

~PROJECT -

EverGreen 877/758-4835
Secoue Groen Matiery WWW.projectevergreen.com
Responsible Industry for a Sound Environment
9 1156 15th St. NW, Suite 400

— —— " . Washington, DC 20005
# enclosed # debris dumper RISE el

thCk body www.pestiacis.org

| X # tool storage Snow & Ice Management Association
+* tem 7670 N. Port Washington Road, Suite 105

Oadlng ramps Sys 9 SIMA Milwaukee, W1 53217
# fuel transport #rolling e m—— 414/375-1940

Www.sima.org

billboard

Sports Turf Managers Association
805 New Hampshire, Ste. E

ortslurf s e

www.sportsturimanager.com
Turf and Ornamental Communicators

g Association
FREE Business Plan! ‘ P.0. Box 156
Call us toll-free: 866-923-0027 t’ TO CA New Prague, MN 56071

612/758-5811
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TURFGRASS UNDER ATTACK

Knowledge gap threatens us

The public, by and large, knows little about
turfgrass selection and proper care in terms
of mowing, irrigation and chemical use.

LANDSCAPE MANAGEMENT / JULY 2008 / www.landscapemanagement.net

BY RON HALL / Editor-at-Large

ity poor turfgrass, the most
misunderstood — and too often
denigrated — landscape plant in
the United States.

We walk on it. We play on it.

We admire it. And most of us earn

our livelihoods taking care of it.

Perhaps you've noticed that a growing number of
our friends, neighbors and customers are question-
ing whether its benefits outweigh its environmental
costs. That's not something we want to see grow.

The fact is, the U. S. public — while apprecia-
tive of lawns, parks and sports fields — knows little
about turfgrass and what it takes to properly main-
tain it. Most homeowners don’t know bluegrass
from ryegrass, and too often over-water and over-
apply product. The implications of this knowledge
black hole for our industry and our environment
are enormous.

In 2004, researcher Cristina Milesi calculated
there are about 40 million acres of “lawns” in the
United States. She used census data, satellite images
and aerial photographs to come up with the figure,
which amounts to about 2% of U.S. land surface in
the 48 contiguous states.

The report she authored, published in the jour-
nal Environmental Management in 2005, focused
on the impact of turfgrass on our environment. It
discussed what she considered to be the good and
the not-so-good effects of so much turfgrass.

On the positive side, she reported that turfgrass,
apart from its aesthetic benefits, is an incredible “sink”

for carbon dioxide. It accounts for 5% of the carbon

dioxide absorbed by all plants, removing enormous
quantities of greenhouse gases from the atmosphere.
Most of us also recognize that turfgrass combats soil
erosion, recycles rainwater and recharges aquifers,
cools our urban environments and captures dust.
That's just the short list of its attributes.

Milesi's report wasn't as flattering in addressing
our water use on lawns (238 gallons of water per
person per day, it claimed) and the environmental
effects resulting from the runoff of lawn chemicals
into streams, ponds and lakes.

Tack on the 800 million gallons of gasoline she
estimated are required to mow turfgrass in the
United States each year, including the emissions
released into the atmosphere, and the report is far
from being a glowing endorsement of our industry's
most ubiquitous and important plant material.

This ambitious report makes more than a few
broad assumptions that most knowledgeable people
within the turfgrass industry would dispute.

What it says more than anything else, though,
is that there’s a huge need to educate the public
about turfgrass, and especially on “best practices” in
its establishment and care.

If we don’t do a better job of this, there's no

doubt in my mind we're going to

find turfgrass to be a smaller and
smaller part of our lives — both
professionally and within

our soc it'(\ The loss to our
industry and our environment
would be staggering.

Contact Ron via e-mail a

rhall@questex.com
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NO DETAIL IS TOO SMALL

its the little things that differentiate
high-profit companies from their
less-profitable counterparts.

Building a profit culture

12

BY BRUCE WILSON

have been observing companies closely
during the last six years, and I've
become keenly aware that high-profit

companies not only price their work

other little things to differentiate them-

selves from less-profitable companies.

In most markets, there is not a big difference in
what top-tier companies charge. They draw from
the same labor pool and pay about the same. They
use similar equipment, so it would seem that they
would make the same money. Not true at all.

There are little things in the culture of the
more profitable companies that help them
maximize profhits:

They have an instinct for margin aggression.

That is, they instinctively look for ways to pick up a
dollar here and a dollar there. They see opportunity
and they act. This happens at many levels.

They attend meetings. At the meetings, they pick
people’s brains looking for little things other com-
panies do that, if incorporated into their operations,
would help them save labor or other costs. Then,
they implement and follow up to make sure they
keep doing it. Many companies pick up great ideas,
but never get them implemented.

They manage costs closely and are disciplined in
their spending. They make sure expenditures are
justified. If they buy something to save labor, they
quantify it and make sure it's worth the investment.

They stamp out waste. They hold people account-

right and are efficient, they also do many

able for not wasting. They do not over-order. You
do not see dead plants in their yards.

Their facilities are organized for efficiency.

These facilities are usually clean, with everything
in its place.

They are meticulous planners and schedulers.

This is a major factor in profitability and eliminat-
ing waste.

They share the appropriate numbers with the
people who influence them. They also incentivize
their people to hit targets.

They build annual plans and budgets. More impor-
tantly, they stick to them throughout the year.

They stress efficiency. Ownership walks the talk
and takes a leading role.

They have excellent communication channels.

This also goes hand-in-hand with effective chain-
of-command discipline.

Many companies do some of these things, but
do not do them all consistently. The profitable com-
panies build a strong discipline and accountability
about these things, and there are consequences for
not doing them.

At these organizations, employees are trained to
use their time wisely and not waste other people’s
time. They have fun, work hard and enjoy being
successful. There is a strong sense of purpose in
these successful companies, created by leadership
that keeps people focused on the right things.

They do not tolerate non-team players.

— 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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Introducing XCU.
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The One Fertilizer That Packs
A Lot More “N” in Every Bag.

New XCU, with a higher Nitrogen concentration (43%) than any
= other sulfur-coated urea, lets you do more with less, so you can:

7\< « Cover up to 3 more acres per ton
« Reduce your storage and handling
Blending Economics « Get lush, healthy turfgrass
With Agronomics™
Ask your distributor for a fertilizer blend with new XCU, or call
800.422.4248 for an Agrium Advanced Technologies representative
near you.

2008 Agrium Advanced Technologies. XCU™ and the Agrium Advanced T
Technologies wis i a rademark of Agriu

logo are trademarks of Agrium Advanced

Agrium
Advanced
Technologies®

Smarter Ways To Grow
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THE TIME IS RIPE

Your story must start with EBITDA
and be backed UP by management,
revenue and service mix.

Timing is everything

BY KEVIN KEHOE

aving been involved in both
buying and selling a business,
I can say with certainty that a
seller will always get the best
price in a “seller’'s market.” We

are in one now. The time is right

if you are a seller. But you must
have your financial house in order — and be emo-

tionally prepared for the process and the change of
life a sale brings.

In past articles, | outlined three key ratios that
will drive your earnings before interest, taxes, de-
preciation and amortization (EBITDA) to industry
benchmark levels. These ratios demonstrate your
financial house is in order, and they are great bar-
gaining chips when you negotiate your multiple.

Believe me, the multiple is very negotiable. In
fact, multiples have ranged from two to 10 times
EBITDA in the last 18 months.

What makes your multiple so variable and
negotiable? The No. 1 answer is the number of po-
tential buyers interested in your business. The true
value of any business is what a buyer will pay for it.
Multiples heat up and rise, and cool off and fall in a
manner not unlike home values.

The No. 2 driver of the multiple is the manage-
ment team. No. 3 is revenue size. No. 4 is a revenue
mix of at least 60% maintenance to 40% con-
struction. My point is that you need a strong and
coherent story to negotiate a better multiple. That

story must start with EBITDA and be backed up by

management, revenue and mix. A better story low-
ers the risk for the buyer. Lower risk equals higher

multiple. Make no mistake: When negotiating price,
the buyer is trying to push as much risk back to you

by lowering the price. [ would. Wouldn't you?

Fold or hold?

You should sell when the timing is right, your finan-
cial house is in order and you are emotionally ready.
Get a professional to work it through with you. Do
not convince yourself you can negotiate effectively

on your own behalf and get the highest multiple.

A good buyer is a smart buyer. He (or she) will
know more about the process than you. He has
done deals many times, and you will most likely
only do this once. In addition, you are much more
emotionally invested than he is. This always works
against you. The buyer is not going to do you any
favors; he is — as he should be — looking out for
his own best interest.

Negotiating a deal requires knowledge and a
dispassionate approach because so many things can
change throughout the process. Timing is indeed
everything, but you also want a “good” buyer. A
good buyer may not always give you the highest
price, but he will give you the best overall deal. In
the end, it is not the price that matters, but how
much you walk away with.

Please check out www.kehoe.biz for more
info on this topic. You can also complete the 2008
Benchmark survey at the Web site.

— The author is the owner-manager of Kehoe & Co.

Contact him at kkehoe@earthlink.net.
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KEEP OUT OF REACH OF Con DIREN
WARNING/AVISO

The Chemical Company

Always read and follow label directions.
Drive is a registered trademark of BASF. © 2008 BASF Corporation. All rights reserved.



NEWS YOU CAN USE

Mowing lawns quilt-

LEXANDRIA, VA — Healthy

turfgrass can

capture up to four times

more carbon from the air
than is produced by the engine of
today's lawnmowers, according to a
new study from the Outdoor Power
Equipment Institute (OPEI).

Research from Dr. Ranajit Sahu, an in-
dependent environmental and energy ex-
pert and University instructor, shows that
responsibly managed lawns sequester,
or store, significant amounts of carbon
— more than offsetting the environmen-
tal impact of mowing. The findings are
based on several peer-reviewed, scientific
studies where carbon sequestration had
been measured in managed and unman-
aged turfgrass. The report is available at

“We were unsure about the study’s
outcome, but existing data shows that
a net carbon benefit exists from well-

managed turfgrass, such as the typical

American lawn,” said Sahu,
who reviewed existing data
to determine the carbon se-
questered by turfgrass, such
as household lawns, golf
courses and sports fields, as
well as wild grassland sys-
tems. “When you take care
of your lawn and promote a healthy root
system, your lawn acts as a carbon sink,
pulling and storing away carbon.”

The report, titled “Technical As-
sessment of the Carbon Sequestration
Potential of Managed Turfgrass in the
United States,” assesses the carbon ben-
efit of well-managed turfgrasses that
are cut regularly and at the appropriate
height, fed with nutrients, such as grass
clippings, watered in a responsible way,
and not disturbed at the root zone.

“It turns out that you can reduce your
carbon footprint right in your own back
yard," said Kris Kiser, vice president of

public affairs for OPEL “Mowing grass

Ontario imposes pesticide ban

TORONTO — Ontario joined Quebec
in banning the sale and cosmetic use
of pesticides. More than 80 ingredients
and 300 pesticide products will be
prohibited once the ban is fully imple-
mented next spring, which supporters
say will give Ontario the toughest rules
in North America. But critics say the
move will actually weaken existing
anti-pesticide rules across the province.
The province will only allow pesti-
cides to be used in farming, forestry or
for health and safety reasons, such as
controlling mosquitoes that can carry

diseases like the West Nile virus. Un-
like Quebec, Ontario municipalities
are forbidden from enacting tougher
anti-pesticide rules. Plus, the new pro-
vincial regulations overrule tougher
municipal pesticide bans that have
already been passed.

However, the province is also able
to regulate what pesticides are sold,
something municipalities don't have
the power to do. The province is still
considering banning the popular her-
bicide 2,4-D, which has been deemed
safe by Health Canada.
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MANAGED TURFGRASS REDUCES

YOUR CARBON FOOTPRINT

CARBON 4X

and pruning shrubs and trees keeps plants

in a growing state. This, in turn, ensures
they are actively pulling carbon dioxide
— a greenhouse gas — from the air”
“Your lawn, if managed properly, can
be essentially a decent foot soldier in our
quest to reduce our carbon footprint,”
added Sahu. “The key is to actively man-
age your lawn to improve its carbon
intake, and not letting it ‘go to seed’ and

into a ‘dormant state.”

Searching simplified
Landscape Management is pleased to
announce its simplified vertical search
engine: LMSearch. Instead of surfing
the Web or navigating from site to site,
we can help you zero in on what you
need — and fast.
When you're
looking for indus-
try suppliers and
industry products,
LMSearch lets you scour hundreds of
leading suppliers in our industry, ei-
ther by company name or among 25
different product categories including
mowers, herbicides, aeration equip-
ment or trucks. Whether you're plan-
ning and budgeting for the coming
year or simply need to product shop
and compare, visit LMSearch: www.
landscapemanagement.net/search.

e

it -l


http://www.opei.org/carbonreport

THE ARMY KNIFE OF TURF HERBICIDES

Turf Herbh:}‘

for Grassy & Broadleal Weeds

[ PATENTED SYNERGISM REQUIRES LESS ACTIVE lNBR‘tDIE,NTS]

CRABGRASS * YELLOW NUTSEDGE * BROADLEAF WEEDS * TURF TOLERANCE * SPEED

‘ BN/ Pbi /cordon
f\ : | G corporation
Sh

%‘ \ f% An Emplovee-Owned Company
’\\ A * N 800-821-7925 + pbigordon.com/q4

X

eqistered trademark of PBIV/Gordon Cor



L l SOLUTIONS FOR A GROWING INDUSTRY

MANAGEMENT

BUSINESS
PLANNER

2009

his October, Landscape
Management presents you with
its one-of-a-kind issue designed
to make the budgeting and planning
process pain-free. You'll be relieved when
you read the relevant editorial including
coverage on surviving in a bad economy,
P&L do’s and don’ts, employee stock
ownership plans, estimating and bidding
strategies, how to be a better manager
and more.

For advertising inquiries, please call

your sales manager or Publisher Kevin
Stoltman at 216-706-3740. Not only

is this issue the most valuable ad buy

of the year, the Landscape Management
Business Planner receives bonus
distribution at Green Industry &
Equipment Expo in October.
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MESSHEPHERD COM

GAS PUMPS ROB
VULNERABLE CONTRACTORS
AND THEIR CUSTOMERS

BY MARTY WHITFORD / EDITOR-IN-CHIEF

It wasn’t the best of times, but it sure wasn't
the worst of times, either. It was summer 2006.
The U.S. dollar was weakening, but still 25% stronger
than today compared to the euro. The thought of equally

exchanging U.S. and Canadian quarters
| |

in a poker game was still preposterous.
Sales of existing and new homes were beginning to dip,
but that was expected following five consecutive years of
unprecedented growth, and home sale prices were still
holding strong. Grocery store bills were still manageable:
A dozen eggs cost 50% less than today, a gallon of whole

milk 67 cents less. » »
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FUELING CONCERN

fessionals — regular unleaded gas cost
$2.60 per gallon ($1.50/gal. less than
today) and diesel was a bargain at $2.91/
gal. ($1.80/gal. less than today).

“For years, | dreamed of starting a
landscape design/build company,” says
Keith Oetjen. “I waited until June

| wasn'’t the first and | won't
be the last small landscape

| company to fall victim to
these head-turning gas prices.

Keith Oetjen, lead designer/ |
project manager, Berghoff Design Group

That’s right, every one of these shrubs is artificial!
National Tree Company offers a large variety of finely crafted,
maintenance-free shrubs and topiaries that create an
appealing display indoors or out. Call toll-free 800-280-TREE
for more information on these and other products in our line.

No onepredicmd all

“The perfect storm wiped out our
company, Manning Design LLC in
Mesa, AZ," Oetjen says. “June 2006
marked the beginning of a two-year free

fall in home sales. The gas

pumps finished us off

two years later. We

were OK with $2
to $3 per gal., but
not $4/gal.”

unreal!
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s May, Oetjen met with his former
employer, Jeff Berghoff, president
and CEO of Berghoff Design Group in
Scottsdale, AZ. After a few weeks of
discussions, Oetjen rejoined the
$15.5 million-a-year landscape design/
build company as a lead designer/project
manager. Berghoff Design assumed one
of the defunct company's truck leases
and purchased some of its equipment,
but Oetjen’s still paying dearly for his
pursuit of the American Dream.

“I'm still paying about $5,000 per
month for some office equipment and
one of the five trucks I couldn’t sell, as
well as for our office and yard leases,”
Oetjen says. “But I can finally sleep at
night, knowing all of the burden doesn't

continued on page 24

Compliment landscaping
green with beautiful
granite - a wide range
of benches, table sets,
fountains and gazebos
are also available

Shrubbery
that is just

NATIONAL <72, , COMPANY

Cranford, NJ 07016
www.nationaltree.com
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OCTOBER 22-25, 2008

THE LOUISVILLE MARRIOTT DOWNTOWN
AND KENTUCKY EXPO CENTER

LOUISVILLE, KENTUCKY

GREEN INDUSTRY CONFERENCE
GO FOR THE GREEN

For the second year in a row, PLANET will partner with the Outdoor Power Equipment
Industry (OPEIl) and the Professional Grounds Management Society (PGMS) to bring
you unparalleled educational value and countless ways to connect with industry peers!

gl. for the Education ... EI. for the Demonstrations ...

Over 70 educational sessions on Finance/
Business, Sales/Marketing, Human
Resources, Leadership, Customer Service,
Design/Build/Installation, Landscape
Management, Lawn Care, Safety, and
Industry Recruiting.

In one mega try-before-you-buy
demonstration area — as large as 20
football fields — test new products right on
the spot!

GO

for the EXPO ...

The largest green industry showcase, the
GIE+EXPO features over 500 exhibits,
of outdoor power equipment, lawn

and garden products, outdoor leisure
items, light construction and landscape
equipment.

a. for the Networking ...

Through the nightly receptions, Breakfast
with Champions, awards banquet and
more, make connections, develop
relationships, and learn from peers and
industry innvators.

REGISTER NOW: GreenlIndustryConference.org * (800) 395-2522

Early-bird deadline: September 5, 2008

Attending educational sessions at GIC qualifies you for 2 education points for PLANET certification renewal

PLATINUM SPONSOR

omm and
Conaumer £ auipment o Saive Srose

© cial Jomn Desre and
Workaite Products Sunbelt Pasts

John Deare

Landac apes wEsco

## PLANET

The association of members who create and maintain the QUALITY OF LIFE in communities across America.
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Employee Time Card A Mousteln View
Displays the total time worked by sach employee LANDSCAPE
Bill Kemp
Time card for: Monday, August 11, 2008 - Friday, August 15, 2008
Jobsite Name  Cost Code Mon Tues Wed Thu Fri Total
Brentwood Job  Irrigation 7:38 735 753 23.06
Crestview Job  Placing Sod 758 749 1547
7:38 735 753 758 749 3853
7, Regular Hours
L£2¢{ / /a 4,% Overtime Hours | - |
Bill Kemp Double Time Hours | -0-
-~ -
-
M,." Serviee \" e JobClo ¢
Cozers of conf adesT ACkS attencance o
at eve ob o 4
Crews onthe Move?
ad o 0

00,000 O o 0

about g
et ok

THE JoBCLOCK: THE LANDSCAPER’S TIMECLOCK:

RUGGED + EASY-TO-USE + ACCURATE + OPERATES 24/7 + ATTACHES ANYWHERE
Call today: (888) 788-8463 + www.jobclock.com

It's been equally hard on our employees
because their pay hasn't kept pace
with our soaring gas and food prices.

— Tom Fochtman, co-owner/
vice president, CoCal Landscape

turn,” Qeﬁeuadds."l wasn't the first
and [ won’t be the last small landscape
company to fall victim to these head-
turning gas prices. These are turbulent
- times, and small businesses are particu-
larly vulnerable.”

Surviving the stranglehold of today’s
overbearing one-armed bandits (aka gas
pumps) requires more than flexible, real-
istic budgeting and across-the-board cost
controls. For 85% of landscape profession-
als, it mandates enacting fuel surcharges

and/or raising rates

despite customers
also falling victim to the gas bandits and
suffering daily reductions in discretionary

income and purchasing power.

The big squeeze
Berghoff Design is one of the so-called
fortunate ones. It buys fuel in bulk from
a distributor half a mile from its yard,
saving 50 to 60 cents/gal. Oetjen's com-
- pany didn't have such an option. Even
so, Berghoff Design is spending about
$6,000 more per month than last year to
fuel its 65 vehicles and equipment.
“Fuel has always been a high-impact
line item on the cost side of the ledger,
but today's gas prices are putting the big
squeeze on landscape companies and
our customers — and it will get worse
before it gets better,” adds Sherm Fields,
president of Wauconda, IL-based Acres
Group ($45.9 million in 2007 revenue,

275 company vehicles).

d 0a
Denver-based CoCal Landscape
($32.23 million in 2007 revenue)
spent $1.015 million on fuel last year
— $255,000 more than in 2006 — but
this year's gas price hike makes last year's
EXAKTIME

look like a molehill, says Tom Fochtman,

co-owner/vice president.

continued on page 26
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MAKE YOUR MARK.

Adopt a Blue Thumb in a Green Industry.

Share your water-efficiency success story:
Email us at showusyourink@ewing1.com.



mailto:showusyourink@ewing1.com
http://www.ewing1.com

FUELING CONCERN

are adding
fuel surcharges

soaring gas foodﬁias, e to their invoices

adds. "To curb the negatives, in late June ¢
we moved to four 10-hour days in our

11% are raising their prices.

15% are opting not to charge
customers more during this
economic downturn

BIGGER HAS NEVER BEEN

BE I I ER its new contracts, adding a flat-rate fuel

surcharge once a gas price trigger was
reached. Fields won't disclose the sur-
charge or trigger price, but says it was hit
in January and doesn't recoup half of the
company's added fuel costs.

“You have to be really smart to stay
in business today,” Fields says. “Times
like these require good planning and
employee buy-in — our people have to
act as if they are paying for the fuel to
operate our vehicles and equipment. But
these times also require that we better
understand and sell our full value, which
includes passing along sizable surcharges
and cost increases to customers.”

American Civil Contractors, based
in Littleton, CO, did likewise, but Vice
President Todd Williams says some cus-
tomers won't pay it.

“Compounding matters, we budgeted
fuel costs at $3 to $3.50/gal. this year,”

Williams says. “We're paying $4/gal. now

and are told $5/gal. might be just down
the road, so we're going to look a little
Put the TITAN to work stupid at year’s end.”
for you and see why bigger

Some companies’ crystal balls are
has become much better.

a little more clear. In 2002, about five
years before most, Orlando-based Carol
King Landscape Maintenance added a
clause to its maintenance contracts al-

continued on page 28
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What These WaterSense® Partners Can Help You Save

Mark Brotton - Robert Dobson « Robert Turner - Kelley Nace « Justin Schmidt «
Steve Flury - Michael Temple - Michael Hanley « Timothy Losee « Steve Jonas «
Frank Soukup Jr. - Robert Healey - Timothy Pogue - Jeffrey Bowman « Douglas
Matthews « Will Katerberg - Charles Dennis Quinn « James Blaukovitch - Brice
Holasek « Mitchel Walker « Ivy Munion « Gary Supp « Paul Schultz « John
Bunderson « Michael Clark « Nicolas Khoury - Lester Giese - Robert Evans - Harry
Halleck - Michelle Peterson - Matthew Bruns - George Jameson - Michael Todd
« Barry Swanson - Gerry Gitzel « William Lipscomb - John Feagans - Patrick
Brown « Ed Price « Karl Sellery - Richard Tabloff - J. Randall Merriott « Jeremy
Hunt - Alan Hansen - Stephen Lukasik « Daniel Ebstein « Kirt Clark « Ryan
Jones « Dan Newcomer - Jason Eckberg « Mike Grundvig « Steven
Johnston « Kurt Richardson « Joseph Fortier - Thomas Helgesen « John
Steuble « Royce Wingert - Jason Holasek - Scott Sadler - Stephen
Maffei » Carlos Almodovar «+ Diana Medina « Ronnie Davis « JC
Wheaton « John McQueeney + Donald Schmidt « Joel Hanke «
Frederick Follett - Christopher Cannella - Michael Kennedy « Bret
Ramsey - Will Leonard « James Sheshene « Jim Hines « James
Heald - James Shea - Stephen Dobossy « Tom Clary « Joshua
Miller - Cory Emery « Chris Keating - Steven Krieger « Chris
Miller - Mike Guetig - Andy Slack - Robert Latham - Mark
Burgess « Patrick Crais « Joe Twardzik « Greg Morris «
Jackie Robbins « Scott Schumacher « George Schultz
* Michael Oliver « Declan Sullivan « Scott Knowles «
Matthew O'Neal « James Held « Brian Gilbert
+ James Barrett » Kurt Munding « Douglas
Gardner - David Capesius « Marshall McClurg «
Justin Waters « Paul Madsen « Charles Cigard

» Ronald Bousquet « Michael Lauritsen
Nathan Smith « Theodore Williams - Larry
Carter « Craig Otto « Christopher Roesink «
Mike Geyer - Geoffrey Graber - James
Austin « Michael Neel « John Eggleston
Lori Palmaquist « Joe Ferdig « Paul Sylvestro

+ Amanda Griffin « David Johnson « Robert
Berghauer - Brian Perwak - Shayne
Crumpler » Kenneth McPeek - Daniel Biggs
« Bruce Olson « Paul Dickey « Donald Ackley
« Rick Fink - Jose Makk - Eric Santos - James
Lutz « Shawn Cole « Robert Scott « Curtis Feucht
« Ronald Soukup « Peter Romaine « Paul Whalen «
Zane Stoneman « Jim Trog « Phil Sheppard « Jeff
Weisburg « Michael Astram - Adam Wendt - Thomas
Edwards - Brent Mecham - Brett Pearce - Lawrence
Magnelli « Chadwick Rowley « Thomas Reynolds « David Stoller «
Kevin McRae « Patrick Greenwell - William Conley « Bob Krupske « Joseph

Ciarlo « Dan Navin « Edward Vitulli « William Kabaker - Mark Ballenger + Michael
Reeder « Michael Novak « George Keeney « Tom Barrett « John Sink « Roy Nau «
Josh Doucette - H. Mitchell Phillips « AJ Otto « James Tomlinson « Brad Comer «
John Castanoli - Donald McDonald - John Miragliotta « Terry Little - Randy Bodine
« Calvin Bright - Joseph Nassar - Fabio Acosta - Michael Krones « Paul McMahon «
Robert Brothers « Jeffrey Pico « Veronica Krenzel « Thomas Morgan « James
Hackworth - Dana Hird - Donn Mann - Ramesh Kumar « Yale Hooper - Valerie Silva
« Justin Carver « Andrew Bolt + Cielo Sichi « Thomas Wyatt « Michael Arat « Paige
Gimbal « Kevin Rinschler - Ted Suko « Bob Costa « Kevin Rudat - Kevin Carlson « Jon
Kirk - Joseph Nelson « Reynaldo Chinea - Mark Taratoot - Charles Milstead - Tom
Swett « Chris Kurklin « Peter Costales « Franklin Gaudi + Gary Grieman - Nick
Strehle - Richard Clelan - Paul Marshall » Kurt Thompson « Ronald Horton » Derrick
Dawson « Matthew Shreves - Steve Petersen « Daniel Currin « Scott Wicklund «
Victor Samson « Craig Borglum - Stephen Kennedy » Chuck Monico « John
Heffernan « Patrick Hamamoto « Steven Linnenberger + David Bender « Ellsworth
Musselman « J. Felice Hall « Lorne Haveruk - Timothy Malooly « Brian Vinchesi «

Larry Keesen - Ram Dhan Khalsa « Jay Robbins » Jerold Budnick - Glenn Bowlin «
Carlton Dowse « Thomas Tracey « Paul Downey « Paul Baker « Scott Whaley « Erik
Vaisey - Kenneth Merboth « R. Andrew Buss « Jimmy Haines « Dennis McKenna «
Garry Comer - Steve Groshelle - Ward Slaton - Saeed Soltani « Stacy Gardner
» Mark Pribramsky « Gerald Bushree « Sean Mullarkey « Steven Augerot « Forest
Vickery « Chris Le Conte - Ronald Stuart - Rene Ramirez - Joseph DiBlasi - Michael
Ransom » Dave Sheldon - Mark Derhak « Jack Motter - Brad Smith « Dwight
Marchant « Thomas Shannon « Howard Kucera « Martin Thomas « Jeff Sutter
« Jon-sen Oen « Ross Cauffman « Scott Gescheider - Dean Goodenough «
Mark Smith - Todd Coward - Mark Corbett - Craig Borland - Ed Klaas - John
Marquez « J. Gregory DeBruhl - Thomas Eden « Brad Petschek « Allan
Schildknecht - Andrew Smith - Warren Gorowitz - Laurence Budd - Paul
Catanzano « Paul Bassett - Ted Moriarty - Don Blackwell - Dan Benner
« Michael Kukol « Suwan Chontong « Greg Meyer « Chuck Cloutier « C
David Townsend « Kevin Johnson « Scott Lindner « Mathew Kuha -
Steven Schmidlapp - Stephen Bridgewater « Tracy McDermott «
Philip Brecht - James McEntire - Gene Barnes « Keith Ainsworth
« Richard DeFronzo « Kirk Assink - David Williams - James Rolfe
« Ethan Petro - Edward Rinderspacher « James Gorton -«
David Simone - Michael Gausman « John Clemens « Judith
Benson « Jan Leggett « Walter Skic - Rick Heidvogel «
Debbie Anderson « Maxi Senderowitsch « Cody Porter
« Peter Zavras « Steven King » Russel Prophit «
Richard Bradley - Jeffrey Bauer - Andy Veatch

« Marc Kovach - Jason Chapman - David Rykbost
« Stephen Niehoff « Dirk Dewitt - Gaetano
Virone « Todd Cradit «+ Kurt Hoge « Brian
Larson » Loren Mclrvin « Kevin McCaleb -
Christopher Gargiulo » Christopher Hoy «
Danny Kruse - Bruce Birdsong - Steve Hall

- P. Jeff Knopp + Wayne Whitmill « Kurt
Bland « John Marmorato « Brad Dunham «
Brent Rothwell « John Newlin « Michael
Kuhn « Daniel Ransom - James Davis
Michael Skinner « Julie Zigler « David
Underwood « Kenneth Futrell Mark
Swafford « Richard Meyer « Jeremy Mansell «
Gregg Rogers - Christopher Pine « David Snell +
Keith Schweiger « Ziad Khallouf « Daniel
Veltema « Matthew Breen « Bruce Comak «
Martin Schrero « Charlotte Harms - Frank
Koll -« Stephen Nagle - Robin Phillips - Ken
Gray « Scott Mumma « Tom Jordan « Kevin
O'Brien « Proctor DuCharm « Michael Hornung « Michael Eaise «
Scott Kolowitz « Stuart Eyring - Marshall Goree « Bert Cottrell « Kenny
Shiflett « Gary Amos « Jon Todd Hudgins - Jeffrey Stamper » Barry Linton
» Russell Stout « Dennis Elmers - Mitchell Langley »+ Thomas Noonan + Kent
Kinsey - Richard Barsic - William Lind - Mark Dalley - Brian Walker - Kalen Jones «
Kent Sondgerath « James Brown « Rick Pate - Jason Walker « Roger Berg « Paul
Simon « Sandra Tirrell « Mark Etherton « Aaron Budimlija « Jean Singleton -
Steven Montenegro « Stephen Evans « Robert Wade « Phillip Smith « Brandon
Steene « Renee Finney « Philip Robisch « Jason Fuss « James Cooper « Paul Wood
« Bryan Sanderson - Rob Kurtz « Alan Essex « Samuel Foust « Paul Basing « Walter
Mugavin - Wesley Vance » John Feigal - Adam Van Dyke - Todd Polderman
« Chris Robertson « Raymond Cole - Robert Leo - Duane Faloni - Mark Oliver «
John Gary - Gordon Kunkle « Chad Brown « Richard Gasparino « Jason Downing
«» Michael Mills « Michael Vogt - Robert Avina « Marsha Carson - Scott Blayney »
Michael Fulton - Todd Mohler « Joseph Libby « Bryan Condray « Brent Stevenson
« Thomas Carroll « John Sullivan » James Moyer « Donald Franklin « Connie
Brown - George McCarthy - Larry Garrett - Sean Nolte « Peter Westlake
Lee Scheer Deborah Bollinger « Jon Busalacchi - Brian Kipf

Is More Than a Drop in the Bucket

Maintaining a beautiful landscape doesn’t have to mean wasting water. To design, install, maintain,
or audit your irrigation system for optimal water efficiency, hire an irrigation contractor who has
partnered with WaterSense, a program sponsored by the U.S. Environmental Protection Agency

to protect the future of our nation’s water supply. Sk £

Visit www.epa.gov/watersense to find a WaterSense partner in your area. WaterSense


http://www.epa.gov/watersense
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SIPHONING MARGINS

National averages: retail fuel prices

6/27/08 6/27/07 $ Hike
Regular Unleaded | $4.07/gal. | $2.98/gal. | $1.09
| s476/0al. | $2.91/gal. } $1.85

% Hike
37%
Diesel 64%

— AAA'S DAILY FUEL GAUGE REPORT

g —

Your best fleet management tool

In any job you need to use the right tool.
That includes managing your work vehicles.
Three reasons why CarChip Fleet Pro is the best tool to manage your fleet:

1 Easy-to-Afford:
For less than $200 per vehicle and no monthly fees, you can
monitor driving and engine performance.

2 Easy-to-Use:
Downloads vehicle data to your PC at any time you specify and
which best fits your needs.

3 Easy-to-Install:
In seconds, CarChip Fleet Pro records vehicle information via the OBDII
port. GPS, wireless and software accessories are easily installed too.

Like any good tool, CarChip Fleet Pro helps you do the job right.

e . Gotowww.carchip.com/fleet
@&Ch' or call us at 800-678-3669 to
get answers for your workfleet.

bavisL.)

LM0807
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dent and chief operating officer of
$8.3 million-a-year company. “These gas
pumps have their far-reaching tentacles
in almost everything now.”

Pricing matters

Fuel costs diverted 4.3% of BIO Land-
scape and Maintenance's 2007 revenue,
and the Houston company expects fuel
expenditures to take away 5.2% of sales
this year.

“This year, our fuel bill will be
$1.2 million — more than double what it
was in 2005,” notes BIO President Robert
Taylor. “It was impossible to have budg-
eted high enough to accommodate these
fuel prices. We're increasing rates merci-
lessly in every year of our maintenance
contracts and adding a surcharge option
so we don't lose too much ground.”

Although 74% of those responding to a
recent Landscape Management online sur-
vey say they are enacting fuel surcharges,
some aren't heading down that road.

Sposato Landscape Co. in Milton,
DE, is raising rates on a case-by-case
basis as opportunities arise and contracts
expire. Tony Sposato, president of the
$10.5-million-a-year company, doesn't
believe fuel surcharges will stick. Even
if they do, he says they likely will hinder
customer relations more than general
price increases will.

“Last year, fuel costs were just less
than 1.7% of revenues. This year we
budgeted 1.85%, but they’ll be about
2.2%," says Chris Davitt, president of
Laytonsville, MD-based Ruppert Nurs-
eries ($55 million in 2007 revenue).
“Luckily, we had the opportunity to
reprice most of our jobs that were up for

continued on page 30
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Regular

lead free

Premium

lead free

Always read and follow label directions.

Insignia is a registered trademark and Trinity is
OQOOGBASFCorpo tion. All rights reserved

a trademark of BASF.

Self Serve Gasoline

BASF

The Chemical Company
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markatweren‘tenough contractofs are suffering sigmﬁcant price increases on
fertilizer and PVC tubing used for irrigation, while also absorbing substantial sur-
charges and price hikes on everything transported to and from their yards.
Business consultant Bruce Wilson, a partner with the Wilson-Oyler Group,
says petroleum is used to manufacture fertilizer and PVC piping, which explains
why costs on many of these products have risen 20% to 40% in the
past six months. Wilson says deliveries of plant materials other sup-

30000gal 1tmllusethisyearAJune

plies often have 5% or greater fuel surcharges.
12 fuel delivery for two 10,000-gal. “We're paying $200 more per dumpster collection than
tanks averaged $4.04/gal. two years ago, and a load of trees from the Midwest now

costs $800 (30%) more,” adds Tom Fochtman, co-
owner and vice president of Denver-based CoCal
Landscape. “I signed a check yesterday on a load of

rock that had a 16.5% fuel surcharge.”

“Tell me about it,” says Dennis Sutton, president and

chief operating officer of Memphis, TN-based

TruGreen’s $1.1 billion-a-year Lawn Care division. “Fertilizer costs

are up 36%. We'll spend $20 million more on fertilizer this year

than we did last year.”

“As a matter of integrity, we
won't charge a surcharge on exist-
ing contracts, but we are increas-
ing pricing on all new business 3%
to 5%,” he says.

“On top of these record-high gas
prices, we're down 1.2% in revenues year
to date and we projected 10% growth,”
Shotzbarger adds. “As a result, we've
had periodic layoffs and decreased work — MW

continued on page 33

They may look like me.
They may act like me.

But they are not me.

|lam PGP.

Huntfer

www.hunterindustries.com
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| You don’t need more people...

o Green Roof Installation

o Erosion Control -
Enpress Jlower
o Terraseeding/Turf Installation

o Safety Surfaces .

...you need more machine.
o Aggregates

Want to dramatically increase your revenues without increasing your staff?
. Want to do bigger jobs, faster — and take on more jobs? The Express Blower is
. Playground Installation designed to increase your productivity without increasing your labor costs. Able
g to deliver everything from organic material to aggregates. the Express Blower
o Mulch Appllcation offers the versatility to expand your business in new and profitable ways.

Get more machine...with Express Blower.




The new grub killer we’ve developed
should create quite a buzz.

Learn more at proproducts.dupont.com/acelepryn

DuPont Professional Products

The miracles of science*




GREEN INDUSTRY CONFERENCE

EARLY-BIRD DEADLINE SEPTEMBER 5, 2008
Look for the full brochure with complete session descriptions in August.

PLATINUM SPONSOR

¥ @PLANET

Professional Landcare Network



PLANET presents
the Green Industry Conference (GIC)
in conjunction with GIE+EXPO

The GIC event is geared to all land care professionals regardless of size or specialty. The educational
sessions target your needs, answer your questions, and address your challenges. Learn creative ways to
expand your revenue stream, and revive your passion for the green industry by networking with top industry
leaders, seasoned experts, and others just like you. Find out about the industry’s cutting-edge technologies,
our biggest hurdles for the future, and how to protect yourself and your company from common pitfalls.

THREE EASY WAYS TO REGISTER:

ONLINE:

GreenlndustryConference.org

FAX:
(703) 736-9668

MAIL: - _ -
PLANET, 950 Herndon Parkway, Suite 450, Herndon, VA 20170

QUESTIONS?
Call (800) 395-2522

REGISTER BY AUGUST lsﬂlA
YOU COULD WIN FI.IG :
TO ANYWHERE IN THE C/

AMERICAN AIRLINES FLIES!

Visit GreenindustryCon: :
for details. '

SPONSORED BY THE ARIENS COMP; ,q
AMERICAN AIRLINES AND AM y

*Blackout dates and certain re,;&r,w!
I tP '_T',.f" »il

B .e_& 'f L

7o PLANET
’ Professional Landcare Network
PLANET is the visionary inter-
national association unifying
all stakeholders in the green
industry. Its inclusive member-
ship comprises thousands of
companies that design/build
or manage landscape projects,
or provide interior plantscap-
ing or lawn care services for
their clients. Producers and
retailers of products and ser-
vices for the industry are also
active members in PLANET.
State and allied associa-

tions, educational institutions,
students, and others actively
involved in the green indus-
try complete the network of
PLANET membership.

MEDIA SPONSOR

Landscape

MANAGEMENT

For full session information, visit GreenindustryConference.org




GO FOR THE GREEN WHO SHOULD ATTEND?

Who should attend?

* Business Owners * Operations Managers * Account Managers
* Sales & Marketing Managers * Customer Service Managers
* Project Supervisors * Crew Leaders & Members ¢ Designers

GIC Offers ... NEW THIS YEAR! GIC presents a new certification track! Increase
your marketability in a competitive marketplace through professional
* A network of land care profes- certification. Take advantage of this one-stop learning opportunity!
sional leaders sharing best
practices. NEW THIS YEAR! Ask the Experts: Come by and ask some of the

' . . ; . . o)
« Educational sessions by experts industry’s most seasoned minds your most challenging questions

in the field of design/build/ NEW THIS YEAR! Exhibit Hall Learning Center: Watch live
installation, landscape man- demonstrations on the show floor — an interactive opportunity to
agement, and lawn care. observe how-to applications and experience valuable training.

* Successful strategies and

fresh approaches to business FREE CONCERTS!

obstacles.

* Relevant tools and job aids
to share with your clients and

colleagues. 38 SPECIAL

GIC is held in conjunction with
an expanded GIE+EXPO, an
international trade show that
attracts 20,000 attendees and
features a 20-acre outdoor dem-
onstration area, and more than
500 indoor exhibits. The indoor
exhibits are open throughout the LONESTAR
conference, and many companies
will supplement their indoor
booths with three days of demos.

Admission is included with
your GIC registration.

GIC KEYNOTE
Thursday, October 23, 5:00 p.m., Louisville Marriott Downtown

Former Super Bowl-winning Head Coach of the Baltimore Ravens (1999-2007)
Brian Billick scored a remarkable feat: guiding the Baltimore Ravens — then a
recent expansion team — to victory at Super Bowl XXXV in only his second year

as head coach. In 2006, he led the Ravens to their best regular season (13-3) in
franchise history. The team’s remarkable transformation under Billick has earned
him a reputation for being an expert motivator and strategist, qualities he imparts to
audiences to put them on the path towards success.

For updated conference information, visit GreenIndustryConference.org



SCHEDULE-AT-A-GLANCE

GO FOR THE GREEN

SCHEDULE-AT-A-GLANCE

WEDNESDAY, OCTOBER 22

9:00 a.m.—Noon

9:00 a.m.-1:00 p.m.
1:00 p.m.—4:00 p.m.
1:30 p.m.—4:30 p.m.
5:00 p.m.-6:00 p.m.
7:00 p.m.-8:00 p.m.

8:00 p.m.-10:00 p.m.

7:00 a.m.-8:30 a.m.

9:00 a.m.-5:00 p.m.

9:30 a.m.-11:00 a.m.

2:00 p.m.-3:30 p.m.
5:00 p.m.-6:30 p.m.

6:30 p.m.-7:30 p.m.

8:00 p.m.-10:00 p.m.

7:00 a.m.-8:30 a.m.

9:00 a.m.=5:00 p.m.

9:30 a.m.-11:00 a.m.

1:00 p.m.-2:30 p.m.
2:45 p.m.-4:15 p.m.
6:00 p.m.-7:00 p.m.
6:00 p.m.-8:30 p.m.

8:30 p.m.-10:00 p.m.

Concurrent Workshops

PLANET PAC Golf Outing

Concurrent Workshops

Tour sponsored by J. Thomas

First Timer's/Conference Orientation
Welcome Reception sponsored by Cub
Cadet Commercial

Auction

THURSDAY, OCTOBER 23

Breakfast With Champions sponsored by
Weed Man USA

GIE+EXPO

Concurrent Sessions

Concurrent Sessions

PLANET Keynote Session with Brian Billick,
Former Super Bowl-winning coach
Specialty Group Receptions

Concert on 4th Street — 38 Special

FRIDAY, OCTOBER 24

Breakfast With Champions sponsored by
Dow AgroSciences LLC & Mulch Mule by
Green Industry Innovators

GIE+EXPO

Concurrent Sessions

Concurrent Sessions

Concurrent Sessions

Faculty Forum sponsored by John Deere
Student/Employer Roundtable Recruiting
Session

Concert on 4th Street — LONESTAR

SATURDAY, OCTOBER 25

7:00 a.m.-8:30 a.m.

9:00 a.m.-3:00 p.m.

9:30 a.m.-10:30 a.m.
10:45 a.m.-11:45 p.m.

1:00 p.m.-2:00 p.m.
2:00 p.m.=5:00 p.m.
1:30 p.m.=5:30 p.m.
6:30 p.m.-7:30 p.m.

7:30 p.m.=10:30 p.m.

Breakfast With Champions sponsored by
Caterpillar

GIE+EXPO

Concurrent Sessions

Concurrent Sessions

Reports to Leadership

PLANET Board of Directors Meeting
Certification Exam

Awards Reception sponsored by Husqvarna
Awards Banquet

For full session information, visit GreenIndustryConference.org



GO FOR THE GREEN =1 EVENTS

TOPIC-SPECIFIC ROUNDTABLE DISCUSSIONS: Breakfast With Champions. This fun and highly
energetic PLANET tradition features over 80 different roundtables facilitated by experts in the field. Come pre-
pared to learn and share knowledge, methods, and procedures with your peers. We have created an ideal
forum for green industry professionals to learn, exchange ideas, and have some fun! Register early — this
is an immensely popular event and will sell out! Registration for this event will provide break-
fast on Thursday, Friday, and Saturday!

event seonsoneo oY “Yaed Mian: @ Dow Arosciences (@Hl2. CATERPILLAR'

WELCOME RECEPTION & LIVE AUCTION: Get in on the bidding competition for hot products to
benefit the PLANET Academic Excellence Foundation and PLANET legislative activities. You'll have a blast with
veteran auctioneer and PLANET member Harry Collins while you bid on items such as trips, sports memora-

bilia, and a large variety of hot products. Don’t miss the excitement! Doors open Wednesday, October 22 at
7:00 p.m.

RECEPTION SPONSORED BY llll(l;lll

WE MEAN BUSINESS.

AWARDS RECEPTION & BANQUET: Join your peers at this event in recognition of those who have
worked tirelessly to raise industry standards. This exciting banquet will honor all award recipients of the

past year, from the prestigious Environmental Improvement Award and Safety Recognition to the Lifetime
Leadership Award. Mingle with innovators and those who give back to the green industry through hard work
and dedication to improvement. Don’t miss this evening filled with good food and good people who posi-
tively contribute to the green industry.

RECEPTION SPONSORED BY @Husqvarna

For updated conference information, visit GreenindustryConference.org



TRAVEL INFORMATION = - GO FOR THE GREEN

HOTEL INFORMATION

PLANET headquarters hotel
Louisville Marriott Downtown
280 West Jefferson Street
Louisville, KY 40402

Reservations: Call the Louisville Housing Bureau at (800) 743-3100 or visit LandcareNetwork.org.
The Housing Bureau’s hours are Monday-Friday from 9 a.m. to 5 p.m. and Saturday from noon to

4 p.m. Eastern time. Please use the PLANET special, member-only access code when making reserva-
tions. Currently the PLANET room blocks at the headquarter and overflow hotels are sold out on most
nights. This can change daily. Please book the closest available hotel to the Marriott offered by the
Housing Bureau and then check back periodically if your dates have opened up at your preferred hotel.

RENTAL CAR INFORMATION

Rental car discounts are available with PLANET membership:

Hertz — Save $5 a day up to $25 off your meeting rental. Make your reservations on line at
www.hertz.com or call (800) 654-2210, using your CDP#4880 and Promotional Code#118580.

National — ID #5282865 www.nationalcar.com
Alamo - ID #706768 www.alamo.com

For full session information, visit GreenindustryConference.org
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2008 Registration Form

PLANET GREEN INDUSTRY CONFERENCE

# PLANET

Professional Landcare Network

October 22-25, 2008 * The Louisville Marriott Downtown and Kentucky Expo Center

n REGISTRANT INFORMATION
For EACH registrant from the same company, please copy this form and fill out
separately for each person. Please send the forms together with payment.

EJ 1icKeTED OPTIONAL EVENTS

These are optional activities during the conference with additional fees.
(Please check all oppropriate boxes.)

YOUR NAME: EARLY BIRD (BY 9/5) REGULAR (AFTER 9/5)
(as it should oppeor on badge) MEMBER NONMEMBER MEMBER NONMEMBER
TITLE: WEDNESDAY, OCTOBER 22, 2008
' Morning Workshops s80|1$120| 5100|5140
COMPANY: (9 a.m.-noon)
ADDRESS: Please check the morning workshop you wish to attend
(check one workshop only)
CITy: STATE: ZIP: [J Workshop A — Marino [0 Workshop C - Laflamme
E-MAIL: [J Workshop B — Sessions [ Workshop D - Scott
PHONE: ( ) Afternoon Workshop [] $80|1S120))S100|( 15140
(1 p.m.—4 p.m.)
. { ) [J Workshop E — Avera
SPECIAL NEEDS: Please indicate any special needs Tour | T $50 | 0 s9olE ] $60| 18100

[J THIS IS MY FIRST GREEN INDUSTRY CONFERENCE
[ PLEASE SEND CERTIFICATION INFORMATION

ﬂ CONFERENCE AND GIE+EXPO REGISTRATION FEE

Fees include your entire conference participation, welcome reception, all educational
sessions, and GIE+EXPO admission with the exception of ticketed events (see #3)
Please check appropriate box.

EARLY BIRD (BY 9/5) REGULAR (AFTER 9/5)

PLANET MEMBER CONFERENCE FEE

1 person [J $265 each (] $315 each
2 people (same company) (] $255 each [J $305 each
3 people (same company) 1 $245 each [J $295 each
4 people (same company) 1 $235 each ] $285 each
5 or more people (same company) $225 each $275 each
STUDENT/FACULTY

Member [l FREE O FREE
Nonmember $70 ] $100
NONMEMBER CONFERENCE FEE ] $465 O $515
PLANET MEMBER DAILY FEE O $135 [ $165
NONMEMBER DAILY FEE 1 $250 J $300
Indicate which day you will attend:

[J Thursday ] Friday ] Saturday
SUBTOTAL REGISTRATION FEES S S
CANCELLATION POLICY
We understond that events lly occur that p it you from ding the
conference or an event for which you may have clready registered. If you find that you
are unable fo attend, you moy:

* Send a substitute. Substitutions may be made ot any time, even on-site. Please

mmwmbhmumbhmﬂm-mmmw

* Request a refund. We will gladly issue o refund provided cancellati

on or before October 3, 2008. Conullo'mwillmmroiﬂ)prmnghe
After October 3, no refunds will be given.

3 EASY WAYS TO REGISTER
ONLINE: GreenindustryConference.org

FAX: (703) 736-9668

MAIL: Mail registration form with payment to: Professional Landcare Network
950 Herndon Parkway, Suite 450 * Herndon, VA 20170

QUESTIONS: Call (800) 395-2522 or e-mail events@landcarenetwork.org

PAC Golf Outing — pleose see information in brochure or contact
Tom Delaney at tomdelaney@landcarenetwork.org

THURSDAY, OCTOBER 23, 2008

Breakfast With Champions 1 $90 | 1$150)C1S100 | %8175
(All Three Days)

SATURDAY, OCTOBER 25, 2008

Awards Banquet $65 | [ $85 I 18115
SUBTOTAL TICKETED EVENTS | S S

n JOIN PLANET OR RENEW YOUR MEMBERSHIP NOW!
Receive the many benefits of membership, including GIC registration ot the
discounted member rote. For dues information, call (800) 395-2522 or go to
LandcareNetwork.org

I SUBTOTAL PLANET MEMBERSHIP DUES S

El payment

Subtotal REGISTRATION FEES (#2) S
Subtotal TICKETED OPTIONAL EVENTS (#3) S
Subtotal PLANET MEMBERSHIP DUES (#4) S
TOTAL S
Enclosed is my check for $ made payable to PLANET.

(Please submit payment in U.S. dollars drawn on a U.S. bonk.)

Please charge my [ VISA [ MASTERCARD [ AMEX [ DISCOVER
Card#:
CWV Security Code*: EXP. DATE:

*Last 3 digits on bock of ¢ md or 4 digits ¢

C.C. Billing Address

on front of AMEX

SIGNATURE:

PLANET ACADEMIC EXCELLENCE FOUNDATION
[] Please accept my voluntary tax deductible contribution to
the PLANET Academic Excellence Foundation (PLANET AEF)
in the amount of $25, or other amount of $
(make check payable to PLANET AEF)

| HEARD ABOUT GIC THROUGH
[J COLLEAGUE RECOMMENDATION

PLACE OF EMPLOYMENT  [J BROCHURE [ MAGAZINE AD [ PLANET E-MAIL [ | AM A REPEAT ATTENDE@



mailto:tomdelaney@landcarenetwork.org
mailto:events@landcarenetwork.org

LOUISVILLE, KENTUCKY

Louisville is home to

the legendary Kentucky
Derby, the Muhammad Ali
Center, Waterfront Park, a

wonderful zoo, and beauti-
ful and historic neighbor-
hoods. The city is one of only nine in the United States with OO CREDAS

a professional full-time orchestra, opera, ballet, children’s Page 6: top and bottom left, courtesy of Greater

Louisville Convention & Visitors Bureou; fop ond
theatre, dinner theatre, and Broadway series. With an enter- bottom right, courlesy of Don Dry.
" o Sbys Above, left 1o right: f Ja Moses;
tainment offering for nearly every taste, it is easy to see why aoiianyok B T
- = = z Visitors Bureou; courtesy of Dan Dry.
going to GIC can be more than just a successful business trip.

PLATINUM SPONSOR: GOLD SPONSOR: SILVER SPONSOR:
P s —osrae John Deere Credit ) . [}
onsumer Equipment BAYEF I'(l\('l V1 ' ¢ al § ¢ C
e === W EIING
Workaite Products Sunbelt Parts
JOHN DEERE
imtws

GREEN INDUSTRY CONFERENCE + OCTOBER 22-25, 2008
7o PLANET

950 Herndon Parkway, Suite 450
Herndon, VA 20170

LandcareNetwork.org
(800) 395-2522

The association of members who create and maintain the QUALITY OF LIFE in communities across America.




FUELING CONCERN

says the $24 millaon-a- company expects
igher fuel bill this year.
did surcharges two years ago, but went away from that
, quickly,” Dirksen says. “Now we take care of matters
bybuﬂdmg it into our costs. It's a more-comfortable sale than
surcharges, and our customers won't expect money back if
you-know-what freezes over and gas prices ever drop.”

Equal opportunity offender

Dennis Sutton, president and CEO of Memphis, TN-based
TruGreen's $1.1 billion LawnCare division, says the gas ban-
dits are pocket-picking the big guys just as often, if not more.

“We have the third-largest fleet in America, behind only
FedEx and UPS,” Sutton says. “With 8,000 trucks on the road,
our fuel costs will rise $9 million this year alone — or prob-
ably more than $12 million if you include TruGreen's $400
million LandCare division.”

Bruce Wilson, a partner with the Wilson-Oyler Group, says
some landscape companies are bidding 10% less this year, even
though their fuel costs are up
30% to 50% (depending on lo-
cation and fuel-type mix). Some

2-PART SERIES

In August, we'll conclud .
i g ‘ see rate reductions as the only
One-armed bandits” editorial ) ; ;
way to win and keep business in
series by exploring other self 5
defense stra

profession
vive gas pumps’ stranglehold some in our industry don’t know

where or how hard these fuel

such tough times.
“My biggest concern is that

cost inicreases are hitting them, and they're not passing them on
to their customers,” American Civil Contractors’ Williams says.

Williams isn't alone. “We're seeing some national compa-
nies coming in and bidding 20% to 30% less to gain and keep
a foothold in our market,” concurs Joe Gonzalez, president/
owner of Venice, FL.-based ArtisTree Landscape Maintenance
& Design. “Meanwhile, fuel costs are robbing us of 1.2% more
of our revenue than they did last year.

“Whether one goes the surcharge route, the price increase
route, both routes or none, we as an industry have to be very
careful not to prey on each other — no matter how tough it
gets. We're taking a beating at the pumps. If we turn on each
othernow, it will set us — that is those of us that survive

— back decades.” um

LANDSCAPE CURBING

Has Your Growth Stalled?

BEFQRE

m?"‘i

www.eztygar.com
m Toll Free

WILD ON CURBING 1-800-EZ-TYGAR

www.landscapemanagement.net / JULY 2008 / LANDSCAPE MANAGEMENT 33
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Lawn Care Pro

LM'S OPERATOR OF THE MONTH

President, Robertson Lawn Care

ack Robertson’s marketing savvy
and personal drive help keep his
business going strong.
Robertson earned a spot in lawn
care lore when he was among the first
in the Green Industry to offer giveaway
promotional items emblazoned with
the company logo. He remains an avid
promoter of his company, always looking
for unique ways to advertise.

Robertson Lawn Care (Springfield
IL) has achieved continuous annual
growth since he purchased the enterprise
from a relative in 1977. On a Sunday in
March 2006, the company’s office build-
ing was destroyed by a tornado. By noon
on Wednesday, he was back servicing
lawns — thanks to cell phones, a friend
who donated temporary office space and
Robertson’s indomitable, can-do spirit.

You were one of the first lawn care
operators (LCOs) to introduce handout
products. How effective have they been
at attracting new customers or keeping
your name in front of the community?
We got the idea from (the people at)
Royals Stadium. (Now the Ewing M.
Kauffman Stadium; premium beverages
were served in plastic cups sporting the
baseball team’s logo.) At the end of the
game, fans took them home. We thought
if it works for them, it will work for us.
We handed out thousands of them.

It's a cumulative effect of everything
that we do. We also advertise on radio,

1ck Robertson »

BY JAMES E. GUYETTE

TV, newspapers and bus stop benches.
It’s another tool in the tool box to keep
the branding in front of the customer.

You've said that you have a 90% cus-
tomer retention rate. What are some

of the key strategies for keeping your
clientele? Don’t promise any more than
you can deliver; that starts the relation-
ship off on an even keel. Do what you
promise and don’t make the customer
wait. We can't always solve the problem
today, but we can do something about it
— even if we just go out there and look,
and talk to them.

How do you retain your employees?

We give them the freedom that they
pretty much control their own destiny.
They always have the flexibility to do
what they need to do (for family events
such as children's soccer games, etc.).
Work’s important, but it's also important
that they can do what's important and
needed for their families.

You've said that your late father was your
most important mentor. What are some of
the things he taught you? He sold hear-
ing aids for 40 years. | went to the bank
with my father to buy the (lawn care)
business from my brother-in-law.

I had sold a few accounts one day and
[ came home early. He said, “Things are
going well, huh? That means you have
to go out and sell more.” He told me to

If you know of a top-notch lawn care professional who gives of him or herself to the community and

the industry and is worthy of recognition, e-mail us at djacobs@questex.com, and tell us why.

34 LANDSCAPE MANAGEMENT / JULY 2008 / www.landscapemanagement.net
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= Founded: 1977

= Employees: 12

= Education/certifications: Bachelor
degree in agronomy from Westerr |
Illinois University. :
= Industry involvement: Served on |

Professional Lawn Care A ssociatio )
America (PLCAA) board of directo ‘
for six years. )
= Business outlook: Consecutive N
increases in sales over each of the31
years in business; includes the fo yai
= Family: Wife Debbie and childre =
Andy and Samantha all work in the" "
business, conducting manageme X
oriented tasks.

= Web site: www.robertsonlawncare,
com "

keep at it, particularly when things are
going well; that’s when you should keep
going forward with it.

What are some of the biggest challenges
facing the industry going forward? The
first and foremost challenge is the high
price of everything. Regulation can be a
challenge for us, but overall the industry
is going forward. We need new products
that are as safe as they possibly can be:
Also, your potential workforce is
dwindling. It appears there are less
people today who are interested in
getting their hands dirty working in the
great outdoors. Lm
—The author is a Cleveland-based
freelance writer: Contact him at
jimguyette2004@yahoo.com.
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BASF

The Chemical Company

Alwaysread ndfoll w label direction:
anquuaCap a trademark of BASF.
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BUSINESS

TAKE A BREAK EVERYONE

Time out (of the

BY DANIEL G. JACOBS / Managing Editor

everal years ago, my mother-in-law
passed away unexpectedly. She
didn’t have a lot of money, but that
never stopped her from squeezing
every last ounce of joy out of the

time she had. That realization hit

home during the days of mourning
following her funeral

We were visited not only by her many friends, but
also people from the many organizations to which
she belonged. She developed deep, lasting bonds
with nearly everyone she met. We marveled at her
ability to maintain these relationships when — to be
shamefully honest — it always seemed like she was
involving herself only with our lives and our children.

To honor her memory and her spirit, my wife and
[ purchased the “Broadway” theater season series, (a
favorite of hers) and we've continued to every year
since. (Feel free to make jokes about my manhood. I
can take it.)

Her untimely passing taught us something else,
too: Life is too precious to spend most of it behind a
desk. Work is important, and without it we couldn’t
afford to spend time away. But I've met too many
business owners who won't take vacations.

No matter how busy or important you think you
are, you need to spend time with your family, time
away from your enterprise. If you've created a situ-
ation where leaving your business for a week would
spell disaster, then to be brutally blunt, you're a bad

manager, a poor delegator and self-delusional.

It’s nice to feel important and needed. My family

recently returned from a nearly three-week visit to

You can't give your all without Iosing your
edge, suffering diminished skills and
becoming less effective.

LANDSCAPE MANAGEMENT / JULY 2008 / www.landscapemanagement.net

office)

Israel. A small part of me hoped for just a little di-
saster awaiting my return to work. I longed to hear
someone say, “Thank goodness you're back. The
place nearly fell apart while you were gone.” That
didn’t happen, of course, and although I'd like to
think everyone was a little more challenged by my
absence, the magazine still went on without me.
You need time away from the office for your
mental health — and I'm sure the mental health
of your employees wouldn't suffer after a week
without the boss. You simply can't give your all
to your business without losing your edge, suffer-
ing diminished skills and becoming a less-effective

owner and manager.

Biggest loser update
A few months back, I wrote about a contest
between Editor-in-Chief Marty Whitford and me
We're vying to see who can lose the most weight
h_\' lh(' end of llh‘ year. To \l.ll(', I've lost 1.15%. Not
where I'd like to be, but headed in the right direc-
tion. And Marty’s made the competition an easy
one so far. He's actually added 2.9%.

Thanks to those of you who have

offered their support and

words of encouragement.
Now, if you'll excuse me,
Marty and I have to hit
the gym.

Contact Dan at
216/706-3754 or
e-mail
djacobs@

questex.com



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.
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DESIGN/BUILD
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uests were brought to
the home in rented
limousines, where they
were ):R\‘lml h)‘ show-
girls who ushered them

along a red carpet to

the party. No, it wasn't
the Academy Awards. The Glastonbury,
CT, homeowner was celebrating his 50th
birthday and was throwing a blast befit-
ting his first half-century. And he wanted
a landscape to match the lavishness he
felt the occasion deserved.

Flash back a couple of months to
when Mark Babineau, owner and presi-
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AWARD-WINNING LANDSCAPES

enormous amount of
hedule to ensure the

for his 50th birthday.

dent of B&B Landscaping & Design, and
Rob Harrison, sales manager, provided
their bid for the project.

“We presented the quote to the cli-
ent, he said ‘no."” Babineau explains. “We
went back with a revised number to get
the job done a week later. He still said
‘no’ and still put it out to bid. About a
month later, he called and said, ‘I need
you to do the job because I think that
you're the only group that can deliver
the product on time.”

The problem: More than a month
had passed since the original bid; the

deadline for the project — Oct. 1, the

2008 / www.landscapemanagement.net

" BY DANIEL G. JACOBS / |
Managing Editor

date of the party — was only eight weeks

away. It would be a tight fit for the com-
pany, which expects to end the year with
around $6 million in revenue.

“This was a fast-paced job with a
tight deadline,” Harrison says. “There was
no room for error or time for mistakes
Everybody worked very well together

— under pressure — completing the

work on time, creating a showpiece.”
The project included a two-story
mahogany deck, a half-scale replica of
the pool at the Delano Hotel in Miami
Beach, FL. (work done by Aqua Pool &

continued on page 40
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DESIGN/BUILD

continued from page 38

Patio), an outdoor kitchen complete
with pop-up plasma screen TV, numer-
ous plants and trees and even repainting
the house.

The kitchen included a 58-in. Viking

JONES OUTDOOR SERVICES

He found an illuminating way
to eliminate downtime.

With hands-on training, guidance and support from VISTA Professional
Outdoor Lighting, you can profitably expand your list of services
and also fill the void between irrigation and landscape projects.
VISTA experts will show you how to utilize the skills you already

possess to install outdoor lighting solutions at moneymaking margins.

VISTA

"\ PROFESSIONAL
A\ OUTDOOR
//\\ LIGHTING

800-766-VISTA o1

t www.vistapro.com tod
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grill, three under- B&B installed
counter refrigera- trees and plants,
tors, an ice maker, including 250
garbage disposal chrysanthemums
and running water for the party.

“At the start
of the project, we had 15 masons and
\I\lllt'\l l.ll\&‘l'\'l\ on site,” Harrison says

T'he last two weeks, we had 30 of our
best team members on-site to complete
the hardscaping, outdoor kitchen area,
landscaping, lighting, a batting cage and
sod restoration. In the eight-week dead-
line there were 20 to 30 other contrac-
tors on site completing (other projects)

B&B installed 250 chrysanthemums to
beautify the place for the party. The com-
pany is still responsible for maintaining all
plant materials and the irrigation system

“There were some large tree spect-
mens placed at the back side of the pool
area,” Harrison says. “There were a lot of
small plantings on the entire property
area. We did the front landscape as an
add-on with two weeks to go.”

B&B used 140 tons of natural stone
for the veneer of the walls surrounding
the property. Crews installed 2,700 sq. ft
of pathways, paving surfaces and counter
tops using bluestone and granite. Each
stone was custom cut to it

Darlene Dumaine, APLD, lead de-
signer at B&B Landscaping, designed
everything from pool location and deck
layout, to the walls, kitchen area, walking
surfaces and landscaping

“Believe it or not, there were not
a lot of glitches,” Harrison says. “The
neighbors were good. Everyone parked

uruln.‘:(m[ on _{v.(g 4.
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Save Water. Educate Your
Customers. Install Water
Efficient Products.
Increase Sales.
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Build your business with Smart Irrigation Month. It's smart
for the environment, your community and your business.
For free articles and water-saving tips for your customers,
low-cost promotional items, logo artwork and much more, visit:

www.irrigation.org/SIM.htm

JULY

SMART

IRRIGATION
MONTH—


http://www.irrigation.org/SIM.htm

COME LISTEN AND LEARN! 3

Our educational program is sure to please

* J. Schwanke be a trend thriller, color spiller, cash register filler

 Anne Obarski “theater” techniques fo set you apart from the competition
* Dan Heims maximize the power of worldly perennials from 21 nations

* John Stanley go green / attract the 35-year-old customer

* Annie Joseph attract and cater to the eco-friendly customer

* Gisele Schoniger support customers interested in organic gardening

e Carol Miller make sustainability a success for your business

SCHEDULE AND DETAILS AVAILABLE ONLINE

SEPTEMBER 10 - 11, 2008
Mandalay Bay Convention Center
Las Vegas, Nevada

WED.SEPT.10 10:00 AM - 5:00 PM
THU.SEPT.11 10:00 AM - 3:00 PM

free registration NOW OPEN ONLINE

WWW.GARDENMARKETEXPO.COM

800.748.6214 X16

continued from page 40
on one side of the road. It

couldn’t have gone much

smoother for the deadline

and weather working in

Bluestone with granite comprise

our favor

the dance floor (inset). A pop-up
plasma TV in the outdoor kitchen.

The initial bid for

what was originally just

a backyard project was
$160,000, Harrison says, but like many jobs, the homeowner
kept adding things along the way. The final bill for B&B's work
was $500,000. Add another $250,000 for the pool and the cost
of the party itself, and the homeowner probably spent around
$1 million for his 50th birthday — much of which he wouldn’t
see the next day. At least he'll have the pool, kitchen and beau-

tiful landscape to remember it by. Lm

The new Montage® welded steel ornamental fence system blends
advanced manufacturing and coating technology with innovative
ideas from fence professionals to satisfy all requirements for con-
siderably less than ornamental fences of the past. It is acclaimed as
“the greatest innovation ever introduced in the fence industry™!
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Fusion-welded for durability
E-coated maintenance free finish
Backed by 20-Year Warranty

li':,:!il AMERISTAR® rion i itiss i vamosms

metags frace ¢ Fmaid mkigs amerivtarfence.com
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Zero In on the Right Industry Supplier.

www.landscapemanagement.net/search

Landscape Management's new vertical search engine helps you target
suppliers, companies, information, events and more.

It’s private. It's free. It's industry-specific. Most importantly—it gives you results.

E Check it outv& Bookmark it today!


http://www.landscapemanagement.net/search

Project Portfolio

STRUCTURE RELOCATION / TRAFFIC FLOW / DRAINAGE

The design .
A large shoreline N N
residence takes a
step back, so to
speak, to expose
more green space.

Project Requirements

= Budget range: $100,000
to $500,000

w Compensate for septic
system change

u Colorful, yet private
environment

ABOVE As a result of these design changes and atten-
Project Speciﬁcs tion to detail, the clients enjoy added privacy, a colorful

raised planting bed, and drainage that is more readily
= Move the home back 12 ft. directed away from the house.
m Create loop driveway for

: RIGHT Careful coordination of the tank and field loca-
better traffic flow

tion within the loop ensured seamless integration into
® Improve upon runoff system the landscape — and improved vehicular circulation.
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Placing a 5,000-sq.-ft.-plus
home on less than 1 sloping acre,
with a 50-ft., no-build lakeside set-
back and aggregate, 50-ft. side set-
backs, presented a great challenge.

Roof and surface runoff are
allowed to infiltrate invisibly into
strategically located drywells and
natively vegetated, level spreaders.

This project was a Distinction Award winner in
PLANET's 38th annual Environmental Improvement
Awards program. For more information on the
program, visit www.landcarenetwork.org
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he red imported fire
ant (RIFA) entered the
U.S. through the port of
Mobile, AL, sometime
during the late 1920s to

early 1930s. Since then,

RIFA has spread across
the South and is now found from the
Carolinas to California. It is estimated
RIFA currently inhabit more than 300
million acres in the U.S. today — a
landmass nearly twice the size of Texas
What may be a more alarming sta-
tistic, though, is that since RIFA's intro-
duction into the U.S,, about 80 human
deaths have been attributed to the pest
These cases all occurred outdoors, but
more recently there have been reports of
increased indoor RIFA-related incidents.
Of concern to lawn and turf profes-
sionals is the possibility of being held li-
able in these cases, because they may pro-
vide some level of fire ant control services.
Mounded nests are commonly built in
lawns and garden areas surrounding struc-
tures — both residential and commercial
As such, it is likely that some may look to
the lawn and turf professional for fire ant

management services.
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Red imported fire ants are an increasingly
serious problem — and potential business

liability — in several states.

More ants = more bites

The medical community has recently
begun collecting data on fire ant-related
injuries to humans. It has been reported
in the Southeast that fire ants sting an
estimated 14 million people each year.

A survey in Texas reported that
about 79% of Texans have been stung
by fire ants.

In South Carolina, a survey of
more than 1,200 healthcare profes-
sionals estimated that more than
33,000 people seek medical attention
for fire ant stings, and 660 of these
people are treated for anaphylaxis. This
severe reaction, although relatively
rare, is usually the cause of death in

fatal RIFA incidents.

Fire ants present a serious hazard
Fire ant stings are dangerous because of
the venom injected into the victim that

causes pain, swelling and other local

2008 / www.landscapemanagement.net

BY PAUL J. BELLO

eftects, Plll\ the pt\x\il‘l(' severity of the
individual’s allergic reaction. Susceptible
victims may suffer anaphylactic shock.
Death can occur in sensitive individuals,
including the very young or vldvrly

LM'’s sister magazine, Pest Manage
ment Professional, reported that in 1998
approximately 660,000 people were
stung in South Carolina. About 33,000
of these individuals required medical
attention, with 27 patients hospitalized.

Sources report that from about 5
million to 14 million Americans are
stung each year, and that anaphylaxis
may occur in from 0.6% to 6.0% of in-
dividuals who are stung.

The number of the serious fire ant
cases are relatively few, but the historical
record indicates that the incidence of
these cases may be growing and worthy

of the industry’s full attention

continued on page 48
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WWW.WILSON-OYLER.COM

Developing World Class Account Managers &

Enhancing the Total Customer Experience

Seminar Focus
* Improving Production
« Efficient Equipment Utilization
* Renewals
* Developing & Retaining Passionate, Top-Tier
Employees
* Developing & Retaining Loyal Customers
* Developing Top of Class Account Managers

* Discussions & Illustrations Identifying
“The Shops’” Role in:

- Production Management

- Interaction with the Wilson-Oyler Team

Columbus August 28
Boston September 18
Louisville October 22
San Francisco November 20
Charlotte December 11

Seminar Leaders

During each session Bruce Wilson
and Tom Opyler will teach their

proven methods and systems and

provide the attendees the required

educational content to develop '
Series Sponsor Media Sponsor

BHusqvarna Landscape

world-class account managers.

Visit www.wilson-oyler.com to register.

Questions? Call 866.517.2272 or email info@wilson-oyler.com.


http://WWW.WILSON-OYLER.COM
http://www.wilson-oyler.com
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Grow your
business using
Rain Bird®
Rotors...

...then celebrate
your success with
a Royal Caribbean®
cruise for two.

Get on board to go
aboard by filling out a
Registration Voucher now at
www.rainbird.com/shiftgears.

RAINIBIRD

TECHNOLOGY INSECT CONTROL

continued from page 46 settlements. Of concern is that these cases
Protect your customers,
protect your business

Because of the nature of their work and

may spread to include lawn and turf man-
agement professionals as well.

Lawn and turf professionals may be
expertise, lawn and turf management able to protect their business interests by
professionals may be the first to detect » Eliminating fire ants from their general
RIFA activity at an account. The pest service contracts;
management industry has recently seen » Using a separate contract for fire ant
an increase in the number of RIFA-re- service; and
lated cases, and some of these cases have » Upgrading their fire ant service protocol.

resulted in multimillion-dollar awards and continued on page 50

Identifying RIFA Editor's Note: Gelo
Although the red imported
fire ant (Solenopsis in-
victa), or RIFA, is common
in 12 Southern states, it is new
to California and has recently been | 3 q
found infesting numerous residential and - — -
commercial areas in Orange, Los Angeles, Riverside, San Bernardino, and to a lesser
extent, San Diego counties. The spread of these ants has largely been a result of the
movement of infested soil to uninfested areas.

RIFA workers vary in size (1/16- to 1/5-in. long) and are dark reddish brown. Un-
like the southern fire ant (S. xyloni) and harvester ant (Pogonomyrmex californicus),
RIFA can quickly produce many nests and colonize a yard.

While there are several characteristics that distinguish RIFA from other ant spe-
cies, one way to recognize this pest is to observe its aggressive behavior when its
nest or food source is disturbed, or from its painful bite and sting.

In areas that are not disturbed, RIFA typically make dome-shaped mounds that
are about 18 in. across and about 8- to 12-in. tall. They resemble large gopher
mounds or look like crumbly earth with small holes; these mounds readily dis-
tinguish RIFA colonies from other ant colonies. Nests of the native southern fire
ant, for instance, are usually irregular and consist of scattered soil with multiple
obscure entrances.

Unlike the other ant species mentioned, RIFA tend to build nests in open, sunlit,
grassy areas that are typically irrigated. They will readily run up any object that
touches their mound, whereas the other species are much less aggressive. Because
RIFA often build their nests in turfgrass areas, frequently the mounds have been
mowed and are nearly flat, appearing as soft, loose dirt that obscures the grass and
looks like a bald spot in the turf.

In some instances, RIFA do not build mounds, but nest in places such as rotten
logs, walls of buildings, or under sidewalks.

Source: www.ipm.ucdavis.edu/PMG/PESTNOTES/Ipn7487.html|
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SHIFT GEARS:

To drive your bottom line.

With Rain Bird® 5000 Series Rotors, it's about greenbacks, not callbacks.

“Ever since | started using « Greener grass with Rain Curtain™ nozzle technology.
Rain Bird'’s 5000 rotors, | «More greenbacks in your pocket.

never get callbacks from my - Faster installs with no special tools needed.
- No callbacks from customers about brown spots.

customers. Never. And that’s
. . - Value-priced and backed by a five-year warranty.

money in the bank.”
—Bryan Harris, For additional product details, consult with your

Harris & Company Rain Bird salesperson, or visit www.rainbird.com/shiftgears.
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TECHNOLOGY INSECT CONTROL

continued from page 48
One of the most important reasons
for having a separate fire ant service

contract is so the contractor can include

cooperation points from the customer.
While fire ants may be eliminated from
the general pest service contract, con-

tractors also need to include a disclaimer

special language to support the fire ant that clearly communicates the contract

service protocol and require certain key does not include fire ant service.

LET'S MEET ON YOUR TURF!

-
Casting of the undéiground nest tunnels

of afire ant mound casted by Dr. David
Williamsof USDA, Gaigesyille, FL

Recommendations today

“Recommendations for Prevention and
Management of Fire Ant Infestation of
Health Care Facilities” (J. Goddard et. al)
was published in the Southern Medical
Journal in 2002. The report provides infor-
mation and recommendations for physi-
cians, healthcare facility managers and pest
management professionals. Because RIFA
mounds may be found in the landscape,
several of these recommendations are ap-
plicable to lawn and turf professionals as
well. In fact, it is possible that these pub-
lished recommendations will be cited by a
claimant in the event of future litigation.
Some of the published recommenda-
tions for healthcare facilities include:

ARE YOU “TURF " ENOUGH?
NOT IF YOU DON'T KNOW TURFEX.

Introducing TurfEx — The only
company offering a complete line

of commercial-quality equipment

to meet your most demanding turf
care needs. Spreaders, sprayers,
sweepers and accessories — all
your tough turf tools from one source.

Turr ./

THE COMMERCIAL TURF CHOICE

Let's take this outside.
Contact TurfEx today!

1.866.5TURFEX = 586.756.6555 : :
» Negotiate a contract with pest control

service, providing monthly inspections of
grounds and interior of facility, treatment
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These recommended procedures In addition to offering an awareness the account or conduct a suitable treat-
serve to bolster the overall RIFA man- program, lawn and turf professionals
agement program and, by having them should be on the lookout for the pres-

included in the contract, help to ensure  ence of fire ant mounds when conduct-

ment as appropriate for that account. Lm
— The author is an independent
consultant. He can be reached at

pbelloconsulting@earthlink.net
or 770/500-0460.

the necessary cooperation from the ing their services of the exterior grounds.
customer. If any are discovered, they may inform

In addition, it may pay in the long run

to be proactive when it comes to RIFA.

“While there is no legal duty to do so, Request a web-based demonstration!

QXpress

QXpress v8.0 (NEW!)

the adoption of a fire ant awareness pro-
gram may be one of the more wise things
a company can do,” says Cliff Slaten,
founding partner of Montgomery, AL-
based firm Slaten & O’Connor, which
specializes in representing the pest

management industry. “Having made an
effort to inform the customer about the
hazard of fire ants will help strengthen
the professional’s position in the event of

a claim. Plus, it will help customers have
a better understanding of the fire ant
hazard so they can make a better

informed purchase decision.”

he standard tomorrow?

as required, and emergency service within
24 hours when requested.

> Weekly inspection of grounds and facility
by facility personnel.

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

QX Mobile v2.0

QX Mobile is the most advanced PDA software available
for Windows Mobile Pocket PCs. Take QXpress with you
in the field to track start times, stop times, materials used,
look up customer information, and sync wirelessly with the

office. New in v2.0 is the ability to customize your own
data entry screen, and print templates designed in QXpress.

» If ants are found within 25 ft. of the
building, notify pest control service and re-
~ quire perimeter treatment within 24 hours,
with one-week follow-up.

-

QX Mapping
Every extra hour your crews spend
behind the wheel, is an extra hour they
are not generating revenue. Using
Microsoft MapPoint, QX Mapping greatly
reduces wasted drive time by optimizing
routes and printing driving directions.

¢ » If ants are found indoors, notify pest con-

 trol service and require response within 24

~ hours, documentation of extermination of
ants in rooms and inspection of facility for
active ant nests. Also require daily inspection

- by the pest control service for one week.

| Interested readers can get a copy of this
| publication by visiting www.medscape.

pr'ess”
SCHEDULING SOFTWARE
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TECHNOLOGY

MAKING BUSINESS SIMPLER

Consider using the latest and greatest
mobile phone technology as a strategic
competitive differentiator.

New handheld technology

52

BY TYLER WHITAKER

ave you ever won a big contract
while in your car? Or solved a “deal
killer” problem from the airport?
Being able to communicate with
your team anywhere is no longer a

luxury, and staying up on the latest

mobile tools can give you a strategic
advantage over your competitors.

iPhone 3G
The big news in the mobile industry this month is
the July 11 availability of Apple’s new iPhone 3G cell
phone. This phone combines several new features to
rival the functionality of your laptop. The first and fore-
most is support for high-speed 3G data networks. With
three to four times the download speed, your Web
browsing and e-mail just became a whole lot faster.
Another big feature of the iPhone is the inclusion
of GPS and a number of new location-based services.
Need to find the closest hardware store? No problem.
For me, the best part about cell phone-based GPS is
the ability to track employees out in the field.
Loopt.com has announced support for the iPhone.
This free service allows you to share your location,
status and photos with your fellow employees and be
alerted if they are nearby. With Apple also introduc-
ing support for Microsoft Exchange, Word, Excel and
PowerPoint, the company is making a strong case of
business users to adopt the iPhone. And at a new price
tag of $199, the iPhone is affordable for sales reps, field

service teams, and remote or home office workers.

Qik.com
One of the most exciting technology developments
in the cell phone market is the ability to stream video
right from your phone. Qik.com is a service that
enables you broadcast video from your cell phone
directly to the Internet. The software downloads to
your phone and configures it to send the video in real
time to Qik.com for anyone to view. You can even
embed those videos into your own Web site.

What I find most intriguing about Qik.com
is its speed and ease of use. Imagine field service
reps showing you the problems in real time with
a streaming video. No longer do you need to send
a supervisor out to determine the right solution.
Anyone involved in a project can view the video in
real time and chat online with other viewers.

Another use is to document worksite conditions
and work completed. Shooting a quick and easy
video, which is then automatically stored online, can
save you time and headaches if legal or billing
conflicts arise later in the project. These videos can
also show potential clients your company’s creative
ideas, attention to detail and quality workmanship.
Qik.com has also announced support for the iPhone.

As your business grows, consider using the latest
and greatest mobile phone technology as a strategic
competitive differentiator. Knowing where your
employees are and what challenges they are facing
in real time can mean the difference between good
and excellent customer service.

— 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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Actually GoestHome With You.

WWW.GIESEAEU.CUNV
(8UU) 35862570/
(8124) 94353200

Register early

With more than 20,000 participants
from across the U.S. and around the
world, the time to book your hotel
and register is NOW!

«Green Industry Conference. See www.greenindustryconference.org.

*PGMS School of Grounds Management. See www.PGMS.org.
«Green Industry Expo™ Workshops. See www.gie-expo.com.
*Networking opportunities with your peers

*New Products Live! showcase

*STIHL Lumberjack Challenge

*Two evenings of free concerts at 4th Street Live!

*Complete array of industry suppliers.
See floorplan at www.gie-expo.com/attendee.html.

#$20,000 Trucks of the Industry Giveaway
*Three-day pass for only $10
*Kohler’s free brat fry in the demo area
Make connections, order products and learn

profit-boosting strategies that will become
the best souvenirs ever!

3 days of demonstrations, 80
business-building seminars, New
Products Live!, STIHL Lumberjack
Challenge, many chances to win
products, show specials!

THURSDAY,
OCTOBER 23 | 8:00PM

38 SPECIAL

With Special Guests,
The Briggs Bluesbusters,
6:30PM

BN
Presented By: [sricesasmarron
e

FRIDAY,
OCTOBER 24 | 8:30PM

LONESTAR

With Special Guest,
Candy Coburn, 7PM

Presented By: @

CRRVEER OStens


http://WWW.GIE-EXPO.COM
http://www.greenindustryconference.org
http://www.PGMS.org
http://www.gie-expo.com
http://www.gie-expo.com/attendee.html
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TURF HERBICIDE

Superior sedge. control
in days.
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How to take control to the next level.

For the highest standards in complete contol for your lawns, contact your local
FMC sales representative or your autherized ¥MC Distributor or Sales Agent
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LIM Reports

YOUR G TO PRODUCT RESEARCH

Aerators &
dethatchers

LT Rich

LT Rich’s Z-Plug is the first and only stand-
on, zero-turn aerator. Its revolutionary de-

sign addresses the slow and labor-intensive

job of aeration. With ground speeds up

to 8 mph, the Z-Plug can cover more than

100,000 sq. ft. per hour. The full floating
tine head can maneuver around trees
and beds while engaged. A 2,000-Ib
hydraulic lift picks the tine head up

in 2.5 seconds. With several different

attachments available, the Z-Plug be-

comes a very versatile machine

Contact LT Rich at 877/482-2040 or

WWW.z-spray.com

Turfco

With its TurnAer 4 and 6 aerators, Turfco Di-
rect has succeeded in making aeration easy
for landscape crews. TurnAer Aerators turn
while you aerate, eliminating up to 90% of
the lifting required with traditional aerators
And, with the TurnAer Chariot attachment,
you can ride behind — further improving
productivity and minimizing operator fa-
tigue. Additional TurnAer features include
Front Traction drive, which increases trac-
tion and control during transport and load-
ing; compact design with DiffDrive system,
which turns with the tines in the ground for
easy maneuverability; and a 30% increase
in productivity when compared to tradi-
tional walk-behind aerators. The TurnAer 4
and 6 offer aeration width of 17 and 24.5
in. respectively

Contact Turfco at 800/679-8201 or
www.turfcodirect.com

Control fire
ants with

complete
confidencEE
-

Protect your customers from
the threat of dangerous fire ant
invaders with Talstar® brand
insecticides, Get fast knockdown
and long-lasting residual
protection with Talstat PL
granular or Talstan EZ granular,
In‘fact,' Talstar'is so:effectiye,
you'll'see ¢ontrol i just 1

24 hours

For more information visit
www.fracprosolutions,com.

Talstar. Trusted Because
It Works.

INSECTICIDES


http://www.turfcodirect.com
http://www.z-spray.com
http://www.fmcprosolutions.com

LM Reports

Toro

Th

ditions to the aeration line of equipment
for large-scale applications: the ProCore

e Toro Co. introduces two new ad-

864 and the ProCore 1298. The 864 has
eight coring heads and is 64-in. wide, and
the 1298 has 12 coring heads and is 98-

In. wide. Both are
tractor-mount, PTO-driven

units and are designed for large-area ap-
plications. The precision-balanced coring
head drive eliminates hopping, rocking and

56

The next best thing
to real. |

81D BETTER

800-231-8574 or prolandscape@drafix.com

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
ima()(:s 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 design
software available today - and
the next best thing to real

« 3D photo
rendering
« 3D CAD rendering

« Night & holiday
lighting

« Realistic photo
imaging
+ Easy-to-use CAD

+ Customer
proposals

60-Day Money-Back
Guarantee

www.prolandscape.com
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unnecessary vibration. This exclusive tech-
nology makes the ProCore 864 and 1298
the smoothest running large-area aerators
on the market

Contact Toro at 800/803-8676 or
www.toro.com

JRCO

JRCO Tine Rake Dethatcher gives you a
quick spring green-up by removing embed-
ded thatch, leaves and combing up matted
turfgrass while mowing. Flexible tines allow
zero-turning while raking. It is available

in 36-, 46- and 60-in. widths and quickly
attaches to the JRCO universal mount bar
with clevis pins

Contact JRCO at 800/966-8442 or
WWwWWw.jrcoinc.com

SISIS

The SISIS Aer-Aid System forces air directly
into the root zone, creating thousands of fis-
sures to deliver the benefits of reduced com-
paction and healthier growth faster than
conventional aerators. The Aer-Aid moves
air uniformly throughout the root zone

for complete aerification of the entire area
— not just where the tines have penetrated
The cam trigger mechanism ensures that the
air is always expelled at the bottom of the
tine penetration, enabling treatment to be
targeted precisely and consistently. Depth is
infinitely variable to a maximum of 5 in
Contact SISIS at 864/843-5972 or

WWW.Sisis.com

First Products

First Products has completely redesigned its
Aera-Vator, making it available with a new
seed box and three interchangeable rotor
shaft options. The new Universal Aera-Vator


http://www.toro.com
http://www.jrcoinc.com
http://www.sisis.com

comes with the standard Aera-Vator shaft,

a multi-tine shaft or a new slicer shaft. The
Universal Aera-Vator uses a vibrating action
to fracture the soil for increased seed germi-
nation without destroying existing turf. The
harder and drier the soil, the better the Aera-
Vator works. The unit softens the soil around
and between the holes, creating more of an
opening for root growth and absorption of
water, air, nutrients and chemicals. It is avail-
able in 40-, 60- and 80-in. widths

Contact First Products at 800/363-8780 or
www. 1stproducts.com

Husqvarna
Husqvarna's AR25 A
oriers an aerating
width of 25.5-in.,
and features a 4.0-
hp Honda engine
with two detachable
36-Ib. weights. The
patented freewheel
design and a seven-tine cutting deck allow
operators to work without losing speed on
tight corners, while minimizing turf dam-
age. The rear-wheel controls can adjust
depth up to 3-in. with coring spoons or op-
tional spike and slicing blade reels that are
capable of aerating a wide range of grass
and soil conditions

Contact Husqvarna at 800/HUSKY62 or
www.usa.husqvarna.com

SourceOne

The SourceOne TurfSavr is a spreader that
will overseed or fertilize, plus slice and de-
thatch to renovate a 22-in. wide path in a
single pass. Powered by a Honda OHV or
Briggs & Stratton Vanguard engine, there is
plenty of power to slice or dethatch deeply
in all types of soil and turf conditions. Slic-
ng blades’ spacing of 1.6-in. increases seed
penetration and germination. Self-propelled,
with oversized 13-in. by 5-in. pneumatic rear

tires and ergonomic handle and weight-bal-

anced design, TurfSavr reduces fatigue and

increases productivity. Remove the seed
hopper, and a dethatching flail reel can be
quickly installed to allow use as a dethatcher
Contact SourceOne at 888/418-9065 or
www.plugr.com

John Deere

The John Deere Aercore 800 walk-behind
aerator delivers high productivity without
sacrificing hole quality, durability or ease of
service. With a heavy-duty frame, tine rams
and adjustable operating speeds, this durable
aerator increases productivity while providing
the flexibility needed on the job. The Flexi-Link
coring system increases productivity by keep-
ing the tines perpendicular to the turf. The
Aercore 800 features four aerating speeds; a
four-cycle overhead valve, Kohler Command
18-hp engine with electric solenoid start;
31.5-in. coring width; and a dual-element air
filter for years of reliable service

Contact John Deere at 800/537-8233 or
www.deere.com

Redexim Charterhouse
Redexim Charterhouse offers new heavy-
duty models of its popular Verti-Quake
rotary decompactors: the new Verti-Quake
2516 and 3822. The Verti-Quake is a rotary
aerator that de-compacts the soil using a
set of rotating steel blades. As these blades
cut cleanly through the soil, they create a
wave action that shatters compacted areas
and opens up the subsoil. The Verti-Quake
3822 can work at depths up to 15-in. with
little or no surface disruption

Contact Redexim Charterhouse at
800/597-5664 or www.redexim.com

Research more industry product
N

LNVCL
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Superior
sedge

Trust Dismiss® turf herbicide
for fast, reliable results on
yellow and purple nutsedge
and green kyllinga. Dismiss
works on contact for fast
visible results:above ground.
Dismiss is'also:translocated
to nutsedge tubers, preventing
new sedge.growth and
providing long-lasting control.

For more information visit
www.fmcprosolutions.com.

Dismiss. Results Without
the Wait.

TURF HERBICIDE
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TOOLS OF THE TRADE

Pr

Legacy growth regulator .

SePRO Corp.’s Legacy Turf Growth Regulator Skid-mounted

received federal registration for use on both spot sprayers
cool- and warm-season TurfEx introduces its line of
turfgrasses. Legacy re- skid-mounted spot sprayers.
duces stem elongation Designed to mount into the bed of any utility vehicle or pickup, the new spot sprayers
and leaf blade length, re- are ideal for weed spraying, turf maintenance, tree and flower watering, and pest con-
sulting in a more compact trol applications. Two TurfEx spot sprayers are currently available with a 50-gal. tank and
and dense growth habit a 100-gal. tank. Both units feature fully corrosion-resistant polyethylene tank construc-
that reduces grass clip- tion, 50-ft. hoses on 100-ft. capacity manual-rewind hose reels, and long spray wands
pings, mowing frequency with trigger actuation. The pumps move liquid at a rate of 5 gal. per minute at 40 psi.
and improves turf quality Contact TrynEx International at 800/725-8377 or e-mail info@trynexfactory.com

and health. Legacy results
in enhanced turf color,

density and quality, less initial bronzing, Know your sunshine and compared to a color chart, giving users
longer length of PGR activity, reduced turf SunStick is a single-use light meter that an accurate reading of their light conditions
rebound effect and the discouragement of helps gardeners measure their outdoor light It's easy, accurate and versatile, working in
the encroachment of Poa annua. conditions. SunStick resembles a red daisy, all areas of a lawn or garden

Contact SePRO at 800/419-7779 or and — like a real flower — reacts to sun- Contact Plumstone LLC at 616/443-6600 or
NWW,.Sepro.co light. After a day in the garden, it is removed  cynthia@gosunstick.com

You'll always remember your first 2 WIRE

especially when it’s

I R I I . i * Use standard irrigation wire

2WIRE is hot, smart and easy! And No grounding along
we'll introduce you for FREE! On your first L (S
2WIRE job, we'll give you the $315 ICC g T
48-Station Decoder Module FREE!

Expand existing
multi-wire systems

Guaranteed AFFORDABLE and easy. Supply and ! J without trenching
time is limited...Call tOdW! (Specify promo code-LMO8) / back to the controller

’ ' " 856-863-3744 Very affordable - even
. on smaller jobs!
www.underhill.us
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V-Series compact
wheel loaders

Yanmar's new V-Series compact wheel
loaders are built around quiet, fuel-efficient
Yanmar diesel engines. The V3-6 and V4-6
loader models offer a reduced overall height
to make them compatible with enclosed car-
rier loading and unloading operations. This
lower profile also improves the machine’s
center of gravity, promoting greater stability
in the process. The 3-cylinder, water-cooled
diesel generates 30.3 hp and can propel the
V3-6 up to 11.8 mph. The V4-6 works at
40.4-hp. Lifting capacity for both loaders is
rated at 5,760 Ibs. for the V3-6 and 7,451
Ibs. for the V4-6.

Contact Yanmar Construction at
770/877-7570 or www.yanmar.com

Measure accurately
The only electronic measuring wheel with
a steel frame, the Keson Steel Professional
Digital Measuring Wheel combines
durability, accuracy and
ease of use. Magnetic
sensors ensure reliable
input, and measure-
ments are shown
‘ on a user-friendly
’ backlit LCD
o Other features
| include auto
shut-off, add
wheel radius
for wall-to-wall measuring,
75-in. steel tubing frame, a built-in kick-
stand and a folding handle
Contact Forestry Suppllers at 800/360-7788
or www.for \s“;\rl,u)

— U.S.LAWNS

< 0 ONE KNOWS THE LANDSCAPE
*_ MAINTENANCE INDUSTRY LIXE WE DO.

tenance company?

» Superior Financial Management * Ongoing Support

» Low Capital Investment
» Financial Assistance
* Protected Territories

- Corporate Purchasing Power
- Sales & Marketing Guidance

To find out more about us and the opportunity U.S. Lawns can offer you, contact: -

U.S. Lawns e -
4407 Vineland Road + Suite D-15 + Orlando, FL 32811 o —,:-E(
Toll Free: 1-800-USLAWNS - Phone: (407) 246-1630 5
Fax: (407) 246-1623 + Email: info@uslawns.com B

Website: www.uslawns.com U.S.LAWNS

The Turf Professional’s Free
On-line Source for Weed ID and
IPM Control Recommendations

* Weed ID Photos ¢ Regional Alerts
* Control Options * Turf School Links

TEST YOUR WEED 1Q!
WEEKLY CONTEST-

Correct ID
CanWinThis

With Disappearing Ink

An Industry Service From
- | PO I/ GoRrdon
el 19 Jovthoicy

J CORPDI 20N

An Employee-Owned Company
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Products

Aloft receives
California registration
Arysta LifeScience North Amer-
ica’s Aloft insecticide is now registered for
use in California. Aloft provides both quick
knockdown on multiple life stages of early-
season adults and surface-feeding pests,

and systemic activ-
ity for season-long
residual control of

all white grubs. The product comes in both
granular and advanced SC liquid polymeric
formulations. Aloft controls all major insect
pests in just one treatment, with significantly

« Easy Handling with hydrostatic drive system (no gear changing)

« Zero Turn Radius manueverability (works around landscaping)

« Internal Vacuum System (vacuums clippings, leaves, lawn debris)

 Easy Servicing with tilt-up body and deck

 Proven Reliability in the field (over 90,000 Walker Mowers made)

WALKERTZ=NOWERS
www.walkermowers.com
5925 E. Harmony Road, Fort Collins, CO « 970.221.5614
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greater application flexibility, any time from
April to early September
Contact Arysta LifeScience at 919/678-4948

« or www.arystalifescience.com

Bri-Mar’s dump trailers

Bri-Mar dump trailers can eliminate the need
for a roll-off container or mason dump and
thus further eliminate the need for the high
cost of fuel, added insurance and the need
for a CDL. All models feature bright LED
lights, radial tires, Valspar powdercoat fin-
ishes, BullDog jacks and tie-down rails. The

DT714LPHD is 14 ft. long and 7 ft. wide and
has a 10-gauge steel floor and 12-gauge
steel sides. The GVWR is 14,000 Ibs. and fea-
tures an empty weight of 4,480 Ibs

Contact Bri-Mar at 717/263-6116 or

www.bri-mar.com

SourceOne EZ Haulr

EZ Haulr allows transport of virtually any
walk-behind outdoor power equipment on
any vehicle. EZ Haulr will safely transport
equipment with wheel spacing up to 35-in
in width and up to 46-in. front to back. EZ
Haulr carries auxiliary equipment on small
service vehicles or the rear of multi-machine
flatbeds. Key features include: three-piece
construction for easy hitch installation; self-
storing, 6.5-in. wide no-slip ramps; perma-
nent front wheel stops; multiple safety pin
locks and a durable powdercoated finish
Contact SourceOne at 888/418-9065 or

www. sourceonex.com

Find more tools of the trade at

LN =0

landscapemanagement.net/search
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ADVERTISING
INFORMATION:

Call Kelli Velasquez at
800-669-1668 x3767

or 216-706-3767,

Fax: 253-484-3080
t-mall

kvelasquez@questex.com

WANTED

HUGE REWARDS!

Owns A Seasonal Business

Wants to earn big $$$

Fit the description?
Call 1.800.687.9551 ~

www.christmasdecor.net ‘

P e
{PCN

( nu\uli ants (

FREE APPRAISAL of your business

lmm (.m ‘

Grounds \1 aintenance, l‘n\\ Control and Landsca ape |
Installation all over S. and Canad

708-744-6715 » Fax 508-252-4447 |
E- m.ul pb(mnllol(f .ml com

WANT TO BUY OR|
SELL A BUSINESS?

l’rnh ssional Buslm ss |

COMPANY

CORPORATION

RIGHT FOR YOU

] -.:v’»f': care business
DIQU

eat it your personal
assets now LLC

Y Wil

Visit www.incorporate.com

or call 800-616-0216

Payment must be received by the cl

We accept Visa, MasterCard, and American Express
Mail LM Box # replies to
Landscape Managem
306 W. Mi
Duluth,
(please include L

o

MN 558

. * Two
* Two
& Two

Every month the Classified
Showcase offers an up-to-date
section of the products and
services you're looking for.

Don’t miss an issue!

Profit Centers - 60%+
Revenue Streams
Customer Bases

* A Simple, Easy Add-On Service
* Up Sell Current Products/Services
* Buy Factory Direct - Wholesale

1-800-334-9005
www.allprogreens.com/training

LANDSCAPES AND JOBS

{-

R

3 N
SELL

— =
"U‘ .
SIS

.\\./ .4-.4-—-.-4‘

GROW/ONLINE

www.landscapemanagement.net / JULY

Profit Centers - 60%+
* Two Revenue Streams

* Two Customer Bases

* A Simple, Easy Add-On Service

* Up Sell Current Products/Services
* Buy Factory Direct - Wholesale

* Two

1-800-334-9005
www.allprogreens.com/training

LANDSCAPES AND JOBS

PADLOCKS

» Any Padlocks « Any Key

»

. Qaarm,\ » Low Prices ’
'~\,*"vL7‘/.r‘/0r';a,ri/; Guaranteed ( \

Quick-Shipped!

Plus equipment keys for

| Gamiacn |
andscaping equipment

-
ORDER ONLINE! ' |/ :’

LockMasters USA ¢ 1-800-461-0620
www.lockmastersusa.com

n « Fax

GREEN ROOFS/NATIVES &
CONSERVATION

Large selection of Plugs, Perennials, Grasses,
Natives & Conservation
CHIEF MOUNTAIN FARMS
ph 443-350-3894 fax 410-658-7331
www.chiefmountainfarms.com
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" HELP WANTED

Sposato Landscape
g‘. 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

s BB )

SERPICO LANDSCAPING, INC.

+ Account Managers
* Branch Managers

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

US.LAWNS

NO ONE KNOWS THE
: LANDSCAPE MAINTENANCE
-~ N
- g OUSTRY LIKE WE DO.

Use your experience as an Account Manager

Operations Mgr., Branch Manager or
Regional Manager to work for you.

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

US.LAWNS

BRICKMAN

Enhancing the American Landscape Since 1939

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

Nationwide career and internship
opportunities available in:

* Landscape Management

* Landscape Construction

* Irrigation

* Accounting

* Business Administration

Start growing your career at:

brickmangroup.com

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

\w“

b
enhance «

your ad with color

Reach thousands of
professionals in your
industry by placing

a classified ad in

Landscape

MANAGEMENT

62 LANDSCAPE MANAGEMENT /JULY 2008 / www.landscapemanagement.net

MARKETING

GROW YOUR
COMPANY

WITH
PROMOTIONAL
PRINTING
View Hundreds of
Promotional Ideas, Layouts
& Exclusive Images Online

www.RNDsigns.com
800-328-4009
Posting Signs + Door Han
Brochures * Mailers + M

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

- Scheduling, Routing

[f CRM, Service History

_— Job Costing, Estimating

Inventory, Purchasing

Automatic Billing, Invoicing

AR/AP, Payroll, Accounting

Marketing, Vehicle Management

Check out the amazing software that landscaping
contractors everywhere are talking about!

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

landscapemanagement.net l
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Berkshire
arthwings

patented tree staking systems --
the professional’s choice

traditional wooden stakes
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Which would your customers prefer?
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Drive, then Pull
fo lock in place
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BUSINESS  SELL & DELIVER VALUE

|
BY MARTY WHITFORD / Editor-in-Chief

Sitting in a row beat with his buddy, a man points to a

yacht and says, “I've bid against that guy a thousand

times, and I always come out on top.

obert Taylor, president of Hou-
ston-based BIO Landscape and
Maintenance, shared the above
tale of twisted perspective with
me while we were discussing the
impact of record-high gas prices
and how companies should and

t try to offset them. Underselling yourself
dustry is an absolute “should not” if you
veather today’s turbulent storms.

But business consultant Bruce Wilson says many
companies in our industry are doing just that with
their knee-jerk reactions to mounting competi-
tive pressures. Despite absorbing fuel charges that,
on average, are 33% to 50% higher than last year
— as well as a host of other surcharges and price
increases on everything from ornamentals and ag-

gregate to waste management services to fertilizer

and PVC tubing for irrigation — Wilson says, “many

landscape management companies actually are bid-
ding 5% to 10% less on projects this year."

All of us need to remember that not only is it
OK to make money, but a healthy profit is good
for us, our employees, the industry, and yes, even
our customers. If our businesses fail to consistently
earn healthy profits, we will lose the resources we

need to attract, train, equip and retain “A” players. If

When we're “competing” on price alone
(or even foremost), we're not really competing.
We're just beating ourselves.
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Don’t buy business — earn it

we undersell ourselves, our people and companies
will fail to reach their full potentials. If we don't net
what we're worth, we’ll be worth less and less to
our customers.

Sure, competition is fierce and price is, and al-
ways will be, a major factor in purchasing decisions.
But price isn't everything,

Previously having been self-employed for five
years, I've been there. I know all about sometimes
feeling a grave need to compete on price — to buy
business at almost any cost. But the bottom line
is that when we're “competing” on price alone (or
even foremost), we're not really competing. We're
just beating ourselves.

Instead, if we listen a lot more closely to each
customer’s specific needs and hand tailor the devel-
opment and delivery of our products and services
to meet those, we will build monumental value
into our business relationships. And if we build that
value, they will come — and they will pay more,
most without hesitation.

Not only must we do a better job adding value
into our bids, contracts and business relationships,
but we also must raise prices

— even and especially in this

down economy. Do we want
to ride out this storm in row
boats or yachts?
Contact Marty at
216/706-3766 or
e-mail at
mwhitford@
questex.com



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

rIOR()- Countonit.

labor and equipment costs aren’t the only things it saves. The light footprint of
Toro’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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Cozies up tight to keep you happy. The new 85D Excavator craves close relationships. But
walls, foundations. fences, and trees are the objects of its affection. This 8.5-metric-ton machine has a
shortened tail that rotates freely next to obstructions and a swing boom that digs tight and parallel to
walls. It lifts over 4,000 pounds and can be outfitted with rubber tracks for quiet strolls over concrete,
asphalt, brick, and stone. See your dealer or call 1-800-503-3373 to get close with a new 85D Excavator.

www.JohnDeere.com/Cuddler
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'‘BIG™ Begonias
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" ACTUAL Flower Size

Bigger is Better... f'- :

Who said bigger isn't better? The new Begonia ‘BIG™ series . Alrases
offers big flowers, big habit, and big garden performance.

‘BIG'™ begonias flower and spread early, providing a vigorous habit
throughout the summer. ‘BIG™ is extremely versatile and can be planted from
full sun to full shade locations.

: Benary.

www.Benary.com Passion for Breeding
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Palms Make Every Landscape s
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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

P a”ﬂ w’";kﬁ your next project

SN b e your best project.

1-800-293-7256 - www.SoaringEagleNursery.com
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perspective |EDITOR'S WORD

How do your clients’
gardens grow?

re you curious as to what your
green thumb clients and poten-

D

tial clients.an: growing? What mv::;:?:m

gardeners in your USDA network and

growing zone are planting? interact with your
What pest, weed and disease problems are colleagues.

they having? What do they think about the
latest cultivars on the market? You could inter-
view them, send surveys and make calls ... or you could check out myfolia.com.

Reach Out

MyFolia is a social network — like Facebook or MySpace — designed for
gardeners. It won't replace good market research, but it’s certainly an interesting
piece of the puzzle. MyFolia users can create a profile on the site, add gardens
and keep a journal of their gardening progress. It can be used to track plantings
and tasks, and keep a wish list of plants users would like to grow but haven't yet.

All of this could be done offline, so what'’s the big deal? MyFolia allows users
to share all or part of their information with one another. They can post ques-
tions to the community, create their own interest groups and upload photos of
their plants. The culmination of this information forms a centralized gardening
database that continues to grow. The site can group users by the USDA Growing
Zone they're in, the type of garden they grow or the plants they are growing. This
makes it easy to see what is popular among gardeners in various growing zones.

Anyone can join, so you could have instant access to MyFolia members. Ask
them questions that will help you market and install plants, start a group of your
own or become a recognized expert on the site by answering other members’
questions. Though still in public beta testing mode, the site presents a number
of opportunities for landscapers.

While you're online, check out Blotanical (www.blotanical.com) and You Grow Girl
(www.yougrowgir.com), which, along with MyFolia, are award-winning interactive gar-
den sites. Blotanical is a directory of gardening blogs and You Grow Girl is an online
community targeted toward “a new style of gardener” with a contemporary approach.

The Internet has proven to be a great resource of information for years, of course.
But as community-based “Web 2.0” technologies filter into the green industry, the
Web becomes another avenue to interact with clients, potential clients and partners.

Regards,

6 Jamie Gooch
Managing Editor
joooch@questex.com
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COME LISTEN AND LEARN!

Garden Market Expo’s educational program is sure to please
SCHEDULE AND DETAILS AVAILABLE ONLINE.

* J. Schwanke be a trend thriller, color spiller, cash register filler

* Anne Obarski use “theater” techniques to set you apart from the competition

* Dan Heims maximize the power of worldly perennials from 21 nations

* John Stanley go green / attract the 35-year-old customer

* Annie Joseph attract and cater to the eco-friendly customer

* Gisele Schoniger support customers interested in organic gardening

* Carol Miller make sustainability a success for your business

GARDEN MARKET EXPO

TRADE SHOW OF THE GARDEN AND LANDSCAPE INDUSTRY

SEPTEMBER 10- 11, 2008

Mandalay Bay Convention Center, Las Vegas, Nevada
new hours WED.SEPT.10  10:00 AM - 5:00 PM

e ] *
' THU.SEPT.11 10:00 AM — 3:00 PM
GardeniMarket (A%
N E X PO

free registration NOW OPEN ONLINE Can

www.gardenmarketexpo.com/800.748.6214 x16
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industry insights | 8y JONATHAN BARDZIK

Get your business

to measure up

» COMMENTARY FROM ANLA

ow do you get your staff to take better

care of your tools and equipment? You

either talk to them about the replacement

value (“You forget one more shovel on

the job site and it’s coming out of your
paycheck!”), or you offer an incentive for achieving a
measurable goal (“If we go 30 days without scheduling
any repairs on the mower, you get a $50 bonus.”).

Look at it another way: What we measure, we value.
Our industry seems to suffer from a lack of measure-
ment. How often do your customers tell you that plants
are too expensive, or that they really don’t want to pay
for good soil prep? After all, if the tree dies, it’s your
problem. And, how often does a general contractor
come back to you and say that the budget has been cut
because they ran out of money putting up the building?

Measuring Value

Our industry has long bemoaned the difficulty of
increasing the perceived value of our products and serv-
ices. One solution is to skip perception and go straight
to measurement. ANLA is partnering with two current
efforts to do just that.

The first effort is the Sustainable Sites Initiative (SSI)
being spearheaded by the Lady Bird Johnson Wildflower
Center. The goal of this project is to define stringent
standards that allow site developers to pursue a voluntary
certification for their landscape, just as builders can obtain
the LEED sustainable certification for buildings. In fact,
the end goal is to roll the SSI standards into the LEED
certification. When that happens, developers, municipali-
ties and builders supporting the “green building” concept
will receive credit for including full-scale landscaping in
their plans and projects — from the very beginning of
the project. In those instances where green buildings are
mandated or receive special tax treatment, our industry’s
products and services will benefit exponentially.

The Worth of Planted Live Goods
The second project ANLA is partnering with will di-
rectly monetize the value of the landscape. That’s right,

6 livescapes JULY/AUGUST 2008

you will be able to place a third
party-venﬁed vahse on plants

Oyerth t five
and our m % 3

with Horticultural Asset Manage-
ment (HMI) to develop a national
database of plant value, creating the ability to give a
dollar value to plants and project the increase in value
over time. We have now accomplished this goal.

Here’s why it matters. Several insurance companies
have begun offering custom-written insurance coverage.
This coverage will reimburse a landowner for the full ‘
dollar loss of plant material due to acute weather, fire
and other named perils.

These policies are already being actively sold to
“high-end” estate owners and is becoming available to
other landowners such as golf courses and arboreta. The
Golf Course Owners Association is developing an in-
surance program for its members based on this coverage.

ANLA has also endorsed this program, Live Asset
Insurance, for insuring nursery and greenhouse crop
production against acute weather events and other per-
ils. It is currently offered in 18 Southern states, with the
remaining states coming online by December 2009.

With this program, the value of plants, over time, can
be measured. And, regardless of whether your custom-
ers buy insurance for their landscape (which they can
— Live Asset Insurance is available to homeowners and
commercial properties), its value can now be measured
and begin to gain the status of other home upgrades like
their kitchen and bathroom, or a work of art.

Soon, the landscape will be on equal footing with
the building or home. And that is a very good thing for
your business and our industry.

Bardzik is ANLA's director of marketing and industry relations.
For more information, visit www.anla.com.
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color commentary | By JOHN R. HOLMES, CAE

Green industry partnering =
great industry success

* COMMENTARY FROM OFA

ou have heard me (and others) use the term

“green industry.” Why do we choose such

a broad term instead of the standards like

floriculture, horticulture or landscaping?

Perhaps when you learn that the Amer-

ican Nursery and Landscape Association (ANLA) is
holding its annual meeting in conjunction with the OFA
Short Course this month, the concept will make a little
more sense. Both organizations share a commitment to
retail and landscape consumer plant sales. The co-located
meetings are a conscious effort to inspire greater success
for the entire industry — a combined green industry
attitude instead of separate nursery, greenhouse, garden
center and landscaping communities.

A Holistic View

For many years now, the lines between the “disciplines”
of our industry have been blurring. Remember when
nursery growers only produced trees, garden centers
only sold plants and landscapers only offered planting
services? Who can say that anymore?

Herences anda )|

vork loaeiher to increase the

proverbialipie |

Thanks to specialized techniques and inputs, as
well as increased motivation from shrinking margins,
industry professionals have added products and services
their parents never considered. Greenhouse growers are
now producing woody plants indoors; garden centers
are starting landscaping divisions; and nursery grow-
ers have branched out into cut flowers, perennials and
anything else that will make a profit.

The key that solidified the green-industry concept for
me was seeing “cross-pollination” among traditionally sepa-
rate lines. When greenhouse and nursery businesses started
to realize they actually share a common goal — increasing

8 livescapes JULY/AUGUST 2008

consumer plant sales — my concept of the industry started
to blur. Maybe the best example from my own back yard is
when greenhouse growers started investing in better plant
tags to increase garden center sales. Convincing custom-
ers to buy plants may seem like a retailer’s job, but growers
realized the more plants sold at the garden center, the more
plants they could grow and ship. It’s a classic win-win.
With this kind of convergence becoming more com-
monplace, many of us have started to view all our segments
as a factor in a united green industry — a holistic view that
focuses less on our differences and more on how we can
work together to increase the proverbial pie for everyone.

Joining Forces

Both OFA and ANLA have members whose busi-
ness activities include landscape design/build, garden
retailing, and growing under glass, in containers and

in the field. In addition to supporting a more cohesive
industry, holding the conferences together just made
sense. “Both of our memberships are selling products
through the same supply chain to the same consumers,”
said Bobby Barnitz, OFA’s president, “which makes this
a natural partnership.”

Because the two conferences overlap, event opportuni-
ties are expanded for both memberships. All attendees will
be able to participate in co-sponsored educational sessions,
shop at the all-industry trade show, and network with key
business leaders from across multiple disciplines.

“OFA has long supported ANLA’s government advo-
cacy efforts, which address issues like labor and immigration
reform that affect both our memberships,” added Dwight
Hughes, ANLA president. “We welcome this opportunity
to work together and expose our leadership to the impres-
sive education and trade show OFA puts on each year.”

The 2008 OFA Short Course, held July 12-15 in
Columbus, OH, will attract approximately 10,000 visi-
tors from around the world. Green industry leaders will
take advantage of more than 130 educational sessions,
experience the 1,500-booth trade show, and experiment
with a new way to define their industry.

Holmes is executive director of OFA. For more information,
visit www.ofa.org.
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- P2W LIMELIGHT

PROVEN -
B winNeErs: 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.

A

e WAY HOT

SELECTION

| AwARD WINNER DESIGN

Imperial Nurseries Inc. (860) 653-4541 CT Sheridan Nurseries Ltd. (905) 873-0522 ON
Bailey Nurseries, Inc. (651) 768-3375 MN Leo Gentry Wholesale Nursery, Inc  (503) 658-5181 OR Spring Meadow Nsy, Inc (liners only) (800) 633-8859 MI
Byland Nurseries Ltd. (250) 769-4466 BC Means Nursery, Inc. (800) 962-3374 OR Studebaker Nurseries (937) 845-3816 OH
Canadale Nurseries Ltd. (519) 631-1008 ON Medford Nursery (800) 443-3314 NJ The Conard - Pyle Company (610) 869-2426 PA
Carolina Nurseries, Inc. (800) 845-2065 SC Mori Nurseries Ltd. (905) 468-3217 ON Van Belle Nursery (604) 853-3415 BC
Clinton Nurseries Inc. (800) 435-4769 CT Overdevest Nursery (856) 451-3179 NJ Van Essen Nursery (541) 258-3626 OR
Clinton Nurseries of Florida (800) 654-5220 FL Pepiniere Abbotsford (450) 379-5777 QC Willoway Nurseries, Inc (866) 934-4435 OH
Euro American Propagators (liners only) (888) 323-0730 CA Pleasant View Gardens (800) 343-4784 NH Wolke Nursery (217) B44-3661 IL
Four Star Greenhouse Inc (734) 654-8420 MI Prides Corner Farms, Inc (860) 642-7535 CT Zelenka Nursery, LLC (800) 253-3743 MI
Greenleaf Nursery Co (800) 777-5172 OK Quebec Multiplants (418) 881-2477 QC Zelenka West (503) 357-4666 OR

Robert Baker Nursery (860) 668-7371 CT

Find more information at ColorChoicePlants.com
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marketing matters |8y MJ GILHOOLEY ’

Take 8 steps toward building
better brand loyalty

early six out of 10 new businesses

fail before the fifth year. The odds of
achieving long-term success are already
stacked against you before you can even
say, “Open for business.” Why do some
succeed and others fail> How do the survivors identify,
attract and keep good customers?

The key to success is marketing strategies that get
new customers in your door and keep them coming
back. The following marketing mandates will help your
business not only survive, but thrive.

V¥« ldentify your customers. Who are your most valu-

able customers? Understanding your products
and services is important, but understanding what your
customers value and why are equally important. Don't
assume you already know. Ask them.

© Don’t wait for your customers to tell you what they're
/. looking for — ask them. Imagine that you're sit-
ting with your five most significant customers. What
questions would you ask them? Compile a list of key
questions to help you define your customers and their
needs. Ask them individually or through surveys or
focus groups.

. Who's your competition? Identify several companies
«) that also prove similar products or services. Dis-

cover their benefits to current and potential customers

livescapes JULY/AUGUST 2008

and compare your message, value proposition and target
audience. Now ask yourself, “What sets me apart?”

Build professional partnerships. Seck out businesses

that target similar companies, but not ones that
directly compete against you. Look to build partnerships
with companies whose strengths and weaknesses com-
plement and balance yours. A strong marketing alliance
reduces risk, shares costs and improves time to market.

Is your perception realistic? Discover how your cus-

tomers and prospects really perceive you. Branding
is the impression you present to every customer — and
it involves more than a nice logo and catchy tagline. Be
sure to include your message in everything you do. Ask
your customers, “What’s the first thought that comes to
your mind when you think of our company?”

Prepare a strong elevator pitch. Next time you find

yourself in a room with key prospects, help whet
their appetites with a succinct, well-thought-out
description of your business and goals.

Align marketing programs to meet sales goals. Sales

and marketing have to work together to support
growth. Develop a marketing program based on how
many sales leads you need to generate and how long
that process will take. Be proactive in planning your
marketing strategy to generate critical, bottom-line
sales results.

Harness your passion as a strategy. Even the most

successful companies have their share of ups and
downs. How will you use your passion to get through
the rough patches? List 10 reasons why you feel pas-
sionately about your business. Post the list where you'll
see it every day to remind yourself why you're going to
work. These 10 reasons will keep you motivated on the
good days as well as the bad ones!

Gilhooley, MA, is president of Gilhooley Consulting Inc.,
Loveland, OH. For more information, visit www.gilhooleyconsulting.
com or e-mail her at mjg@gilhooleyconsulting.com.
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- Check out our Web site -
+ for our availability list _
PinelslandGrowers.com

11660 Stringfellow Rd., Bokeelia, FL 33922
877-282-7701/239-282-0394 Phone
239-282-0639 Fax / info@PinelslandGrowers.com
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turf Q&A |8y BAL RAO, PH.D.

How do I identify winter
disease damage?

Some of the lawns | manage get a disease in the

winter, which | suspect is snow mold. How do | identify

and control the disease? — PA
While there are many winter diseases, gray snow mold
(typhula blight) and pink snow mold (fusarium patch) are
particularly common throughout the U.S. They can occur
side-by-side in the same lawn. Management may be similar;
however, there may be different fungicidal options. There-
fore, it is useful to distinguish the two snow molds.

Gray snow mold caused by the Typhula ishikariensis (con-
tains tiny black sclerotia) and 7. incarnata (small red sclerotia)
pathogens typically damage turfgrass blades only. It survives
in thatch as sclerotia during the summer months. In late fall
sclerotia produces mycelium, which in turn produces spores,
thus spreading the mold. Mycelium and/or sclerotia infect
turfgrass when snow accumulates on unfrozen grounds and
grass, and serves as a good food for the fungal agents.

Pink snow mold caused by Microdochium nivale may ini-
tially look white, and at maturity produces a pinkish-colored
mycelium. Unlike gray snow mold, it does not produce sclero-
tia for survival. Rather, the mycelium becomes dormant during
unfavorable periods. Cool, wet weather promotes rapid spread,
typically occurring from fall to spring. Dry, warm weather
causes the fungus to revert to its dormant stage. Pink snow
mold can infect turfgrass blades, tillers, and crowns — result-
ing in distinctive patches that may require overseeding.

Affected lawns generally recover in the spring. Cultural
management options include mowing at 1.5 inch or less into
late fall until the turf stops growing. Avoid snow compac-
tion, as this helps the mold fungi to establish and remain
active. Another important cultural management procedure
is soon after the snow melts in the spring, rake matted grass.
This encourages new growth development. Because thatch
can increase the potential for many diseases including snow
molds, consider de-thatching, particularly if diseases persist.

Generally speaking, fungicide applications are not needed
unless there is a history of extensive snow mold. Otherwise,
the cultural practices discussed above should be sufficient.

S ———————

Rao is manager of research and technical development for The Davey
Tree Expert Company, Kent, OH, and supervises research conducted by
The Davey Institute.

ASK DR. RAO |If you've got a question about tree, orna-
mental, or turf care that you'd like answered by Dr. Rao in an
upcoming Issue of Livescapes, send them to brao@davey.com.

A GREAT
LANDSCAPE
SOLUTIONL

" v 4
AN EASY-CARE PLANT
Landscapers across the U.S. have found
tremendous success in using Flower Carpet® in
landscape installations including airports, golf
courses, public gardens, estates, and more!

Easy-Care * Disease resistant
Masses of blooms * Glossy Green Foliage
Extensive bloom time * Hardiness Zones 5-10

Now available in 8 colors * Full to part sun

www.flowercarpet.com

Anthony Tesselaar USA, Inc.
Lawndale, CA 90260 » 310-349-0714
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Michigan Completes Survey
for Hemlock Woolly Adelgid

The Michigan Department of
Agriculture (MDA) concluded its
intensive survey to detect Hem-
lock Woolly Adelgid (HWA), an
exotic and invasive forest pest in
the northern Lower Peninsula.
MDA inspected more than 20,000
hemlock trees growing on 4,300
acres in the Petoskey area looking
for signs of HWA.

“Despite regulatory and inspection
efforts, the sheer volume of plants and
plant products commercially shipped
into our state inevitably results in the
movement of plant pests,” says Don
Koivisto, MDA director. “Strong early
detection programs and aggressive
responses are required to ensure the
viability of Michigan’s forest and
agricultural ecosystems.”

The survey was part of a joint
effort by MDA, the Michigan
Department of Natural Resources,
and Michigan State University, after
HWA was confirmed at five loca-
tions in Harbor Springs in 2006 and
2007. Removal and destruction of
infested hemlock, multiple insecti-
cide treatments of adjacent trees, and
additional detection efforts preceded
the surveys completed this month.
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YOUTH OUTREACH

Art of Green
Spaces Winners
Announced

W' hy do green spaces
00 matter? Patricia Boh,

v
|

' ¥ Nicholas Hobbs and Evie Nyerges

answered that question through poetry, painting

and mixed-media artwork, and won their age categories

in Project EverGreen’s inaugural Art of Green Spaces Competi-

tion. Project EverGreen partnered with the Boys & Girls Clubs of the

Western Reserve and the Western Reserve

Academy to bring attention to how

important green spaces — specifically, lawns, landscapes, gardens, parks and sports

fields — are to Akron, Ohio’s environment, economy and quality of life.

Project EverGreen, a national non-profit public service organization, presented

each winner with $100 and an award commemorating his or her achievement.
Project EverGreen designated Akron as its first Evergreen Zone

EDUCATION

MSU Graduation Ceremony Held in

China for Turfgrass Students

EAST LANSING, MI — For 24 Michigan State
University students who participated
in a U.S.-China collaborative turfgrass
management program, commence-
ment was all about location: Beijing. The
Chinese students were the first graduates
in an MSU college-level commencement
ceremony at an international location.
The ceremony at the Beijing Forestry
University Library Auditorium included the
conferral of degrees by Jeffrey Armstrong,
dean of the College of Agriculture and

city in 2008 and has

developed a number

of projects to inform

consumers about the

. benefits of managed

~ green spaces.

. From left, Nicholas Hobbs
and Evie Nyerges with

Project EverGreen's
Jacquie Mazziotta.

Natural Resources.
The students are part
of the American-Sino
Turfgrass Educa-

tion Program in the
College of Agriculture
and Natural Resources.



Exc eptional Performance

Supertunia® Vista Silverberry offers the same great
landscape performance of the other Proven Winners® Vista
varieties, offering height never seen before in a Petunia.
The blooms of this plant are silvery white in the heat and
blush pink in cooler temperatures. Supertunia Vistas are
heat and humidity tolerant and will reach a height of 16-20"
and will spread to 18-24", Does best in full sun to part shade.

ColorBlaze™ Royal Glissade™ is one of six Coleus
varieties chosen for Proven Winners® new ColorBlaze™
Collection based on vibrant color and exceptional perfor-
mance in all regions. This plant has light green leaves with
dusty rose flecks, and will reach a height of 24-30" and will
spread to 12-16" It is a late flowering variety that will hold its
form throughout the season. Great in containers or in the
landscape. Full sun to part shade.

Fiber Optic Grass is one of five distinctive plants
chosen for the Proven Winners® Graceful™ Grasses
Collection based on color, texture and performance. This
plant offers a mounded habit, with a height of 8-12" and a
10-12" spread. It is a bright green grass with small flowers at
the end of each stem. It does great in water as a marginal
plant or in moist conditions. Full sun to part shade.

Lo & Behold™ Blue Chip is the first miniature butterfly
bush! Blue Chip is just 24-30" tall, and blooms all sumnmer
and into fall—without deadheading! Fragrant Blue Chip

is an adaptable, deer resistant plant with plenty of retail
appeal. It's great in landscapes, too. Available exclusively
from Proven Winners® ColorChoice® Gold Key growers.

For more information on these and other award-winning, PW
innovative landscaping plants from Proven Winners, call

877-895-8138 or visit www.provenwinners.com. PROVEN
WINNERS
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Southern Innovation Balances
Client Needs and Regulations
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BY BRIDGET WHITE

ueled by a nearly year-round

growing season and a long tradi-

tion of gardening, the South is
becoming one of the hottest ar-

eas to find landscaping trends, with young

designers like Julie Liles leading the way.
Despite being plagued by a severe
multi-year drought, the Southeast has
seen the spread of multimillion-dollar
homes continue to increase — along
with correspondingly large landscapes.
Through innovative products, a bal-
anced use of color and a distinct design
aesthetic, Liles has found a way to tap
into this high-end market and continue

to grow her business in a down economy.

YO DT

A Balancing Act

The Witek residence was a challenge from

the very beginning of the project, as the
husband favored formal elements and the
wife leaned toward an English country
look. Aside from the logistics of accom-
modating a full request list (a pool long
enough to swim laps, an entertainment
area including an outdoor kitchen, a child-
and dog-friendly design, and a specified
color palette), Liles had to find a way to
balance very different customer requests.
“We started out with the front being a
little bit more formal and the back being
more informal, with perennial beds and
roses and things like that,” explains Liles.
“What I ended up doing was marrying
those two together more by using common



elements such as low hedges or the cool
color palette that you find in both styles.

“I actually use a lot of the formal
mixed with the informal,” Liles adds.
“For example, using an evergreen with a
defined shape as a backdrop and mixes of
seasonal color in the forefront.”

By using a balanced plant palette that
blends formal with informal, green with
color, Liles avoids what she calls the
“Disney World effect” — so much activity
that the eye is overwhelmed. Liles consist-
ently uses evergreens in at least half of her
designs, adding punches of color to draw
the eye to a focal point and where it will
have the most impact to justify the added
maintenance.

The Dirty Details

Clients don't like to have to worry about the
details of their landscape: how things work,
the complexity of fitting disparate requests
into a cohesive design, or even the ever-
increasing local ordinances governing land-
scaping. But these dirty details of everyday
life are a major consideration for those on
the other side of the shovel, so to speak.

In the Southeast, where water has been
a precious commodity for the past few
years, new ordinances concerning water
usage and environmentally friendly prac-
tices are being passed with increasing reg-
ularity. In Liles’ own area of Raleigh, NC,
a focus has been placed on controlling the

1 Despite a drought, high-end construc-
tion continues throughout the Southeast for
those who can navigate water restrictions.

2 With strict local restrictions on the
impervious surfaces allowed, Liles created
stepping-stone paths whenever possible.

3 The pool shape was dictated by the
clients’ request for a large pool balanced
by sewer and irrigation line layouts.

4 Liles added secluded seating areas
and minor focal points at strategic places
throughout the design.
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amount of impervious materials included
in new construction and landscapes. The
effort is meant to control runoff. Liles says
that in most cases, she can fairly easily
comply with the laws using careful plan-
ning and alternative materials.

“Either you have to go to the home-
owner and say ‘This is the magic number
we have to stay at or under,’ or we have
to use a material that will allow the water
to seep through,” she explains. “Most
often we use what is called ‘pervious
pavers’ that have holes in them, or maybe
a design that incorporates a little notch
in each paver so that when they are all
laid together, there are actually holes
throughout the entire system.”

Another alternative that is rapidly be-
coming popular with high-end landscapes
is a free-rain system. Using a series of
pipes and catch basins, runoft is collected
from all impervious surfaces, including
the roof, and funneled to an underground
storage tank. This “gray water” can then
be used for applications such as irriga-
tion — not only beating the requirements
limiting impervious materials, but also
allowing practically unlimited irrigation
during drought-induced water restrictions.

While Liles’ role in the free-rain
system is only that of an intermediary,
she believes her knowledge of innovative
products cement client relationships and
lead to the referrals that have become the
lifeblood of her business.

Bridget White is a freelance writer based in
New Orleans. Her specialties include horticultural

writing, marketing and communications. She can
be reached at white bridget@belisouth.net.

5 By joining the outdoor kitchen and
pool area, Liles was able to create

a dynamic entertainment area with
double impact in a smaller space.

6 Color is nurtured throughout the
growing season with the help of a
“free rain” system that collects and
stores runoff for irrigation.
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7 White lounge chairs around the pool added a blank background
for the landscape instead of fighting against it.

8 Liles’ biggest challenge on this project was combining the
disparate tastes of the homeowners. Her final design incorporated
elements of both formal and English Country to satisfy both clients.

9 By using color at focal points such as doors and garden rooms,
Liles controls what she calls the “Disney World Effect” of over-
whelming the eye.
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A LOOK

‘Ahead

i § ith the wild-weathered
A / A spring behind us, it’s
S F 3 ¥ é .
%/ W\ / time tolook to the fu-

v ¥ ture. While this year’s

spring rush is still fresh in your mind,

ask yourself what you can do next year

to make your customers happy and

increase profits. One of the best ways
to do that is to keep up with plant

trends and identify ways to

incorporate them into your
customers’ landscapes.

Yes, it’s only July and
selecting your plant palette
for 2009 is a little far off,

but with the weather
changing so quickly these
days and the demand for beautiful
landscapes coming in earlier and ear-
lier; being prepared is a must.
This summer you can go out and get

a good idea of what types of landscapes

BY CATHERINE EVANS

people developed for their homes this
year. You can learn what can be im-
proved and what you can do to spice it
up for next year. This is the time to be
planning out all of the amazing designs
your clients are going to be looking for
so that you can give them that garden-
ing magazine look they always wanted.
Livescapes talked to industry
experts to get their thoughts were on
the subject. Covering the spectrum
from trees to ornamentals to annuals,
our experts tapped into their knowl-
edge of trends at home, abroad and
from outside the industry to put you
ahead of the game ... and you might
be surprised by how much overlap
you'll see across different categories.
—
Catherine Evans is a Chicago-based freelance
horticultural writer. She can be reached at

cateevans@yahoo.com.

— \\L“ e
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> BIG, BOLD FLOWERS: The dainty
little flowers that make gardens look like
a Monet painting have been replaced
with larger flower sizes for color and
greater visual impact. Think: Gazania,
osteospermum, arctotis, geraniums,
New Guinea impatiens and hibiscus.

> BRIGHT, VIBRANT COLORS:

The days of muted pastels have also
moved on, following a trend in the fash-
ion industry toward hot colors. Think:
Geraniums, New Guinea impatiens,
hibiscus, gazania, vinca (upright, not
vine), lantana, verbena, osteospermum
(the new colors are really making an
impact), petunia, nemesia, etc.

> ARCHITECTURAL PLANTS,

POTS AND ACCESSORIES:

A strong emphasis will be placed on
the use of high-end containers and
combination planters. Think: cacti,
succulents, anigozanthos, orchids,
bromeliads (not only in outside set-
tings, but also in the home), banana,
cana and other tropical, large-leaf type
plants (alocacia, calocacia, etc.).

> FOLIAGE: Some of the most popular
foliage plants are mentioned above,
but also think: coleus, ipomea and
alternathera.

> VERTICAL GARDENING: Use of > 2
space is critical in the small gardens ™ =  4&
typical of many homes these days. Use
window boxes and high-end, tall potst
to move plants up to more visible levels’
and bring additional impact in the gar-

den. Lots of trailing things to help here
like ivy geraniums and more.

> OUTDOOR ROOMS: The garden is
becoming even more of an extension of
the house to be used, decorated and
incorporated into everyday life.

— Trends compiled by Jack Williams,
International Product Manager, Ecke Ranch.
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LIKE MANY segments of the flori-
culture industry, the rate of growth of
perennial sales has declined somewhat
over the past couple of years. How-
ever, this decline is significantly less
than other market categories. With the
longevity and added value of perenni-
als, there is certainly continued interest
to supply flowering perennials.

Succulents and cacti con-
tinue to peak the interest of

~consumers. Another area of oppor-
tunity is the production of perennials
for green roofs, which offer aesthetic,
environmental and financial benefits.
Perennials with low water require-
ments and drought tolerance will also
continue to be in high demand.

High quality, blooming plants
combined with mass displays of color
and accents of garden furniture and
hard goods will focus customers on
backyard lifestyles and are keys to suc-
cessful perennial marketing programs.

Be creative with presentation, displays
and mixed containers [for your clients].
Perennials are forever!

— Trends compiled by Paul Pilon
horticultural consultant and owner
Perennial Solutions Consulting
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TREES SHRUBS

ONE THING we have worked with for
quite a while — and it's continuing to
grow — is gardening for wildlife. Not
just birds, bees and butterflies but
bats and frogs — developing a habitat
for all those guys.

One of the other important things
is drought tolerance: plants that will
handle arid as well as seaside condi-
tions. And certainly many locations
throughout the United States require
fire-tolerant plantings (see related
article on page 24).

Fragrance is still a huge deal in
woody ornamentals where we want
the impact of [a pleasant smell] to
come through [in the garden].

Edibles that people can incor-
porate into their regular garden are
important because so many of these
plants have a multi-season uses,
which is part of what con-
sumers want in a garden.
Blueberries have great fall
color and make a great
back drop for other
plants in the summer,
and of course you get
berries in the spring.
Citrus can not only
work in warmer areas
but in containers where
they can be moved in and

out. So edibles of any kind for woody
ornamentals are nice to include; they
really round out a garden because
they offer so much more.

Sculptured/structural-type plants
inside or outside of containers help to
define the landscape as an outdoor
room. And we are seeing more of this
sort of thing where plants are consid-
ered art and compliment the outdoor
room phenomenon. A structural
component can be used in a smaller
garden or a very large garden whether
it's a patio or a condo entry way.

Dwarf plants work well because
of their ease of maintenance and
plant habit. Put a dwarf plant where
it is going to make an impact at the

door or define an area or a walkway.
Dwarf conifers often get overlooked
because they do not flower, but when
they turn a new color in the spring
they have that soft texture. Plus the
coloring is very electric with the blues,
greens, yellows and oranges of
the different conifers, and that

can add to the spring color
while it forms a really great

plant background.
— Trends compiled by Ruth

Estrada, New Plants Coach,
Monrovia Growers. 4
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BY JANET AIRD

HOW TO HELP PROTECT YOUR CLIENTS’
PROPERTIES FROM WILDFIRES.

andscapers can play a vital
role in protecting their
clients’ homes from wild-
fires. When you design and
maintain a fire-safe landscape — or

firescape — you interrupt the paths
that wildfires would take and limit

the amount of fuel available to them.

You also give firefighters space to
fight the fires.

Most homeowners don’t want
a completely fireproof landscape,
though, says Owen Dell, a Santa Bar-
bara, CA-based landscape architect
who has been firescaping for 20 years.

“The ideal fire-safe landscape is
concrete,” Dell says. “Once you leave
that ideal, you start adding fuel.”
The key to a beautiful and fire-re-
sistant landscape is balance, he says.
“Put in plants that are as reluctant
to burn as possible and keep the
property clean.”

Kinds of Fire

Wildfires spread in predictable
ways. Crown fires leap from treetop
to treetop and can move through
an area in about 30 seconds, says
Michele Steinberg, Firewise Com-
munities support manager for the
National Fire Protection Associa-

tion. Their flames can ignite any
flammable material in their path
— including homes. If the flames
are close enough, structures can
ignite from the heat alone.

Burning embers called firebrands
break away from crown fires and are
also very dangerous, says Douglas

Kent, a landscape architect who has
been firescaping since 1995.

“Firebrands are the things to
defend against,” Kent says. “They
can blow a mile ahead of the fire.”
When they land on a flammable
roof, they can grow until they erupt
into flames.

Ground fires burn through
grasses and groundcovers. Although
they travel more slowly than crown
fires and firebrands, they spread eas-
ily and can climb up trees.

This diagram sho%&khmned trees in the four firescaping zones.
> Y
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Design

Firescaping consists of up to four
zones of defensible space around a
home. They're progressively less fire-
resistant as they radiate out.

Placing the right plants in the
right places is critical to firescape de-
sign. If they aren't in the right place,
they won't do well and you'll end up
with dead, lammable material, Dell
says. Choose plants that suit your
climate and the location in which
you plant them. Put them in groups
with the same requirements for light,
soil type and water.

Although the plantings in each
zone are different, the principles are
the same. To stop ground fires from
spreading, group plants in small
beds or “islands.” Separate them
with wide paths of noncombustible
materials such as stepping stones,
compacted soil, gravel or decom-
posed granite.

Group plants of similar heights

together to avoid “laddering,” which

This is an example of Zone
One firescaping in Arizona.

P PN
include low-growing, wellirrigated
_plants, a wide path and a low wall
to reduce slope near the house.

allows fires to leap from groundcovers
to shrubs up to the crowns of trees.
Because larger vegetation produces
larger flames, space taller plants
farther apart than shorter ones.

Plant trees so their canopies will
be 10 ft. apart at maturity, and away
from power lines. Some experts rec-
ommend pruning trees to 10 to 20
ft. above the ground to avoid ladder-
ing, but this harms the trees, Kent
says: “The lower branches cause the
trunk to gain in girth. When you
‘limb up,’ all the plant’s energy goes
up, and it’s easy for the tree to topple
in the wind.” Instead, keep all flam-
mable material, including vegetation,
away from the tree.

In the Zones

Firescaping is designed in zones to
provide fires with less fuel as they
approach homes.

Zone One is within 30 ft. of
the home. “If a home has a 30-
ft.clearance, it has a 70% chance of
survival,” Kent says.

Vegetation in this zone should
be able to withstand firebrands and
heat as high as 1,100°F. Most of the
vegetation, says Steinberg, “should be
small plants that will wilt with fire, not
burn.” Use plants that have big, glossy,
fleshy, waxy leaves, such as succulents,
calla lilies, privets and camellias, or a
high salt content, like saltbush.

Don't plant any vegetation under
eaves, where flames and heat can
collect, Steinberg adds, or near vents,
where heat can radiate into the
house. Experts usually recommend
planting only small trees in Zone
One and keeping the crowns at least
10 to 15 ft. from rooflines, but both
Dell and Kent disagree.

“Trees have inherent qualities we

JULY/AUGUST 2008 livescapes
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ing shrubs and wide paths

says, notmg that they create beneficial
microclimates, reduce the need for
summer cooling and add beauty to
the property. They also may protect a
home by intercepting firebrands.

It’s crucial to keep trees in this
zone well-irrigated and cleared of
dead vegetation., however. Also,
don’t plant grasses or plants with

fine leaves and hairs, low moisture

and the tendency to accumulate

dead leaves and stems. Other plants,
such as pines, conifers and chaparral
contain volatile oils. “They literally

add fuel to the fire,” Dell says.

Irrigate to keep plants moist, but
don’t overwater, which ultimately
adds to the fuel load. Drip irrigation
is best where plants are widely spaced.
Kent recommends using soaker hoses
on trees and shrubs, and overhead
irrigation on groundcovers. Keep
flammable materials such as propane
tanks and firewood out of this zone.

Zone Two is between 30 and

at least 50 ft. from the home. On

FIRESCAPING RESOURCES
> Owen Dell, County Landscape and Design
www.owendell.com

> Douglas Kent and Associates
www.anfractus.com

> Firescaping: Creating Fire-resistant Landscapes,

Gardens and Properties in California’s Diverse
Environments, Douglas Kent, Wilderness Press
www.wildernesspress.com

> Firewise Plant Lists (by state)
www.firewise.org/usa/fw_plantlists.htm
> Firesafe Council
www.firesafecouncil.org/education/
firesafegardens.cfm

> East Bay Municipal Utility District
www.ebmud.com/conserving_

&_recycling/conservation_publications/
firescape_booklet.pdf

livescapes JULY/AUGUST 2008

slopes, add 10 ft. to this zone for
every 10-degree change in slope.

This “greenbelt” should be rela-
tively open, to stop a ground fire and
allow accessibility in case of fire. Plant
mostly drought-tolerant groundcov-
ers and succulents, and some shrubs
and trees in widely spaced groups. Use
wide paths and drip irrigation.

Zone Three lies between 50 and
at least 100 ft. from the home.

This zone slows fires and stops
grasses and seeds from spreading into
Zone Two. Use larger native trees
and shrubs here. Keep them widely
spaced, thinned out and interspersed
with lower plantings. Don't irrigate
plants once they’re established.

Zone Four, which is more than
100 ft. from the home, meets wild-
lands. Use native vegetation that has
been thinned to reduce the severity
of fires. Do not irrigate.

Slopes

Slopes significantly affect the size
of wildfires’ flames, Kent says. “For
every 10% increase in the slope, the
flame length doubles. Groundcovers
produce a 4-ft. flame on flat ground,
an 8-ft. flame on a 10% slope and
up to a 20-ft. flame on a 30% slope.
This can get into any tree. Flame
lengths can be 50 ft. on a hill.”

If the property is on a slope, build
retaining walls to reduce its steep-
ness, he says. Plant groundcovers to
stop erosion. When the slope is far
enough from structures, native plants
are especially useful, both for slope

stability and wildlife habitat. Drip
irrigation is usually best because it
causes less runoff and erosion.

Structures and Hardscape

If you're building structures such as
sheds, fences, walls, patios, trel-
lises and gazebos, use construction
methods and materials that resist
combustion, including concrete,
stone, brick, steel and tile. Design
driveways wide enough to provide
easy access for fire engines.

Maintenance

Maintenance is critical in firescap-
ing. Keep the property clear of all
flammable material, including de-
bris, invasive plants and weak, dead
and diseased plants and branches.
Thin overgrown vegetation. Mow
grasses to about 3 inches high.
Cover wood piles.

Keep plants healthy. “The health
of the plant is paramount,” Kent
says. “Plants that are water-stressed,
pest-infested or too old are more
likely to catch fire.”

Prune dry material from woody
perennials and shrubs. Prune trees
to reduce twiggy growth, maintain
the separation between tree canopies
and keep branches from overhang-
ing the roof. Do not top trees, which
causes excessive, weak growth and
adds to the fuel load.

“Nothing will make a property
fireproof,” Dell says. “Everything will
burn. But there’s a lot of evidence
that firescaping really works.” #
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BY KEN KRIZNER

he state of Colorado annually receives an aver-

age of 14 to 15 inches of natural precipitation,

and most of that is in the form of snow in the

spring. Such a small amount of precipitation
forces landscape contractors to be as efficient as possible
when it comes to irrigation.

The need for efficiency is why the overwhelming ma-

jority of irrigation projects in Colorado are drip irrigation.

“Colorado has some unique challenges,” says Matt
Edmundson, vice president of marketing and finance, and
co-owner of Arbor Valley Nursery in Brighton, CO. “There
is some form of drip irrigation in 95% of the irrigation jobs
where there is any tree or shrub planting included.”

While drip irrigation’s market acceptance began in
areas where water conservation has been a major issue,
such as Southern California and the Southwest U.S.,
more recently the market has grown, says James Podein,
marketing manager of the Landscape Drip Division
for Azusa, CA-based Rain Bird Corp. The Southeast,
Northeast and Northwest regions of the country are

currently showing the strongest growth in drip irrigation.

“In these regions, the knowledge and expertise with
drip irrigation is behind but it is growing,” Podein says.
“Some contractors understand that drip irrigation is a
growing trend and are becoming more knowledgeable.”

He adds that drip is becoming an accepted form of

THE POPULARITY OF DRIP
IRRIGATION GROWS IN COLOR |
AND ORNAMENTALS USES.

irrigation in such applications as plant and flower beds,
bushes and ground cover.

Installation and Maintenance

Drip irrigation is a system where the water runs through
pipes or tubes to a small device, called an emitter, which
dispenses water onto the soil surface at a low rate. The
water is almost immediately absorbed into the soil.

Because water sits 1 to 2 inches below the soil surface
there isn’t as much evaporation while it soaks in, compared
with an overhead sprinkler system. In overhead systems, a
percentage of that water vaporizes while it is airborne and
additional droplets are blown away by the wind.

Once the water is in the soil, capillary action will
move it sideways so it will wet an area usually about 24
to 36 inches in diameter around the emitter.

Drip irrigation is a more targeted system, applying
water in proximity to the plant’s root zone.

While a good sprinkler system is about 75% to 85%
efficient, a correctly installed drip system typically exceeds
a 90% efficiency rate, meaning there is a 5% to 15% sav-

28
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ings in water usage, says Jess Stryker of Ventura, CA, who

has written a tutorial on drip irrigation (irrigationtutorial.com).

Like any irrigation system, landscape contractors
can take a drip system, install it incorrectly and it will
perform poorly.

“Some people think you can just throw it together
and have a great system operating efficiently,” says Ed
Martin, associate director of programs and irrigation
specialist at the University of Arizona. “If the emitter
isn't just right, it could put out too much or too little
water. The margin for error is much less.”

In a drip irrigation system, tubing distributes water
from the source to various parts of the landscape. The
drippers are small emitters installed on the tubing, and
they deliver water to each plant.

Tubing is laid out across the yard to connect a
landscape. One length of tubing, known as a circuit, can
serve many plants.

One common mistake in installing a drip irrigation
system is placing emitters too close together, Stryker says.

They should be kept at least 12 inches apart in sandy soil
and between 18 and 24 inches apart in clay soil.

On larger plants, multiple emitters are recommended.
A large tree, for example, might need up to six emitters
spaced 24 inches apart around the drip line.

Components of a drip irrigation system are small
— the tubing, for example, can be one-quarter inch in
diameter — meaning they could break easily.

It is also easy to install a drip irrigation system and
forget about it, which could be a problem. As plants
grow, the amount of water applied needs to be adjusted
to ensure they are getting the proper amount. And as the
seasons change, the amount of water applied must also

be altered so plants aren’t get-
ting as much in the winter as
they do in the summer.

It’s also important to
know the type of water going
through the system. Since drip
irrigation is a low-pressure
system, silt can settle in the
tubes and impede its efficiency.

Water high in calcium or bicar- THE SMALL tubes and emit-
bonates can also clog the tubes. ters of a drip irrigation system
can clog and break, but the
extra maintenance of a drip
system is offset by up to a
15% savings in water usage.

“Small tubes are by far the
biggest maintenance headache
of a drip system,” Stryker says.
“It is a good idea to flush out
the tubes once a year.”

Benefits to the Environment

High-value plants that are prone to breed fungus if they
receive too much water would benefit from a drip irriga-
tion system, Arbor Valley’s Edmundson says.

There is also the advantage of being able to inject fer-
tilizer into a drip irrigation system and deliver it directly
to the plant’s roots zone.

“You're putting the fertilizer right where you need it in-
stead of spreading it over an entire area,” Martin says. “You
can reduce the amount of fertilizer in the environment.”

Each plant, tree or shrub has unique requirements,
and the ability to create a high-value landscape that is
a mix of different items, each having different water
requirements, is an important part of the business.

Drip irrigation can meet varying watering requirements
because multiple tubes can be hooked to different valves.

“You can give each plant the exact amount of water
each needs,” Stryker says.

With a growing focus on water conservation, drip
is becoming a popular method of irrigation. With the
correct design and installation, a drip system can provide
significant water savings when it is used in the right ap-
plications. There are also savings in energy costs, as well,
since a drip irrigation system is low pressure. Drip systems
use 12 to 15 Ibs. per square inch of pressure, compared
with 30 to 40 Ibs. per square inch for a sprinkler system.

Edmundson says water conservation will continue to
grow as an issue nationwide. At the same time, con-
tractors will still have high-value landscape projects to
produce and maintain.

“People are going to have to look at the most efficient way
possible to maintain their landscape investment,” he points
out. “Drip irrigation is definitely a solid investment.” &’
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HHHH ornamentals

(Greener than

MOSS IS BECOMING A LOW-MAINTENANCE,

ECO-FRIENDLY TREND IN LANDSCAPE DESIGN.

BY HEATHER PITTINGER,
CONTRIBUTOR

ave you ever taken a
blender to an installation?
Perhaps the appliance is
put to good use (with some
margarita mix) after the job is finished,
but chances are you don'’t have it on
your standard equipment checklist.

More’s the pity, because an ap-
plication slurry literally mixed in a
blender can yield a gorgeous swath
of moss on rocks, outdoor furniture,
sculptures or just about anywhere
else you slather it.

“The slurry gives decent results,
but the transplant method for moss
yields even better retention rates,”
says Heidi Masucci, operations

Al, left, and Dave Benner
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manager for Moss Acres. “Using our
water-retention gel, Hortasorb, also
helps the transplant take hold and
keeps it in place.”

Moss Acres is a direct result of
actions taken by now-retired horti-
cultural professor Dave Benner. As
a child, Benner was given hedge-
trimming duty, a task he detested
and swore he would never do as an
adult. Benner made good on his
no-yard-work vow years later when
he purchased 2.5 wooded acres in
New Hope, PA, part of the Pocono
Mountain region, in the early 1960s.
He decided to replace his grass with
moss to simplify things.

“He read up on the research avail-
able at the time, and decided the best
approach was to lower the pH level
in the firm, compacted soil,” explains
Masucci. “He cleared the grass and
put down a layer of sulfur.”

The first year bombed. But Ben-
ner didn’t give up. His patience was
rewarded in year two, with an even,
“green sheen” of moss present across
his property.

Over the next 30 years, Ben-

ner perfected the no-mainte-

nance process: In the fall, he

puts netting down to catch

leaves that settled onto
the moss. He rolls up the
leave-filled netting into
compost, which fertilizes
the moss the following
season.

His family grew up and left
home, but son Al saw the business
potential beyond the decreased yard
work. About 10 years ago, Al con-
vinced his father to start Moss Acres
as a moss supplier and product dis-
tributor. Dave is currently chairman
and Al is president of the privately
owned company, which is headquar-
tered in northeastern Pennsylvania.

In addition, the elder Benner

GET TO KNOW MOSS

Four popular moss species include:

1. Fern Moss (Thuidium): Because of

its low-profile growth habit, fern moss
makes an excellent alternative ground:
cover for shaded areas or pathways
where it is difficult to grow grass. Its
neatly tailored, medium-green look car
accentuate other, smaller woodland
shade gardening plants and ferns tl
grass would obscure. It also of-
fers a high transplant rate.

2. Rock Cap Moss
(Dicranumy): Like fern
moss, rock cap moss
can be used to add color
and interest to the tops of
rocks, boulders or walls, or
as a complement to water garden
ponds. It often is used to cover large
areas of exposed soil in shady areas,
offering easy transplant and a dense,
medium- to dark-green texture.




Moss is particularly popular

se garden design.
"

. Hair Cap Moss (Polytrichum). Sport-

g a brilliant pine green, hair cap
noss has soil-anchoring structures
hat closely resemble and function like
oots, prefers medium shade to partial
sun, and likes sandy soil.

3 FISR, 4. Cushion Moss
SR\,  (Leucobryum):. Both
hair cap and cushion
moss provide
exceptional contrast
in color, texture and
growth habit. They are
popular for use in rock,
water and Zen garden design, or
1 conjunction with flatter-growing fern
noss. Cushion moss prefers sandy
0il. It likes shade, but can tolerate
vartial sun. Like its name implies,
ushion moss grows into a rounded
shape — and offers a light green color
ith a silvery-white sheen.

Source: Moss Acres

offers personal tours of his large
“woodland garden” at the New Hope
location. Limited to 16 people per
tour, and only available during the
month of May (peak wildflower
season for his area), it’s become a
local attraction Asitor center is

in the works, along with Japanese
and water gardens to showcase Moss
Acres’ products.

“It really hits a nerve with every-
body, especially because it’s an envi-
ronmentally responsible approach,”
says Masucci, who notes the absence
of mowers, fertilizers and herbicides
makes it a very appealing option
for green-minded consumers. “It’s
so much easier to do, and a lot of
people are getting into it. We're tak-
ing orders every day.”

While moss thrives best in deep
shade and humid areas, it takes vir-
tually extra no watering or mulch
— yet another eco-friendly benefit.
It’s also making an appearance on
structures, as part of “living walls” or

Placing netting over themoss 2
catches leaves' {or composting:

“living roofs,” Masucci says. “T

are different tecl

concept is the same,” she adds. “In
Japan, moss is really catching on
and designers here in the States are
starting to incorporate it in their
Japanese Zen gardens.”

Moss Acres has supplied moss for
installations ranging from standard
homes and businesses to even cem-
eteries and large-scale projects. The
company recently supplied the moss
for an installation at the New York
Times' Manhattan headquarters, as a
backdrop to its auditorium.

“Moss offers that tranquil, back-
to-nature feeling,” Masucci con-
cludes. “I think it will continue to
gain in popularity.” &
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Posh spice
OVE ' new Oso Easy Paprika
is a low-mounded rose with loads of
spicy, reddish-orange single blooms
accentuated with a bright yellow
eye. The glossy green foliage
emerges with attractive hints of
red in the new growth. Starting
out as a beautiful paprika and
fading to coral with a golden sun
in the center, it shines from summer
to frost. Only reaching about 12 to 24
inches and hardy to Zone 5, it thrives in
both mixed borders and containers and does not
need sprayed like other roses. For more information,
visit www.provenwinners.com.

Demure gold

! ' new box honeysuckle, Lonicera
edmee gold Briloni, adds a touch of gold
to any shade garden. Edmee Gold'’s
multiple layers of golden branches host
tiny, delicate leaves. The adaptable

shrub can be used as tall ground cover
under large trees, and can even add

to a winter garden with its architectural
silhouette. It thrives in well-drained,
organically rich soil with protection from =
afternoon sun. For more information, visit '
www.plantsthatwork.com.

Tropical punch

's new series, Pentas lanceolata Starla Pentas, is available in
deep rose, blush, pink, white and red — with new lavender and
Appleblossom available in 2009. While it loves warm, humid climates,
Starla's strong vigor makes it versatile all across the regions. It handles the
stress of cool Northern nights and hot Southern days with ease. The large,
long-lasting tropical flowers are held above the foliage, and can attract but-
terflies and hummingbirds. The pentas reaches 14 to 18 inches tall and 16
to 20 inches wide. For more information, visit www.goldsmithseeds.com.

BlGger is better
It isn’t begonias as usual when it comes
to 's new BIG Begonias. From
traditional shade to full sun, BIG Bego-
nias provide a show of color. Contrasting
with the glossy leaves are the BIG's large
2- to 3-inch flowers. In addition, rather
than setting seed, the low-maintenance
plants discard their old flowers — giving
them a fresh, clean look. Planted after
the spring's last frost, they will flower
continuously until frosts arrive in the fall.
For more information, visit www.benary.com.
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Big
blooms!

*Cora Violet” with
*Antigua Yellow’
Marigolds

Years of intens
resistance to aerial Phyt ‘
e !" j wij 3y rugel Deep Lavender
continues to bloom and resist stret : ot P |
Best of all, *Cora” performs all seasor

G *Utility Patent: Europe: #0740504

SEEDS United States: #5,491.285 and #6,166.306;
800-549-0158 * mgo]dsmlﬁmeeds .com Mexico and Japan: Patent Pending.

~ : ek 2 May not be used for hreeding purposes.
To order Goldsmith varieties, call your favorite grower or supplier.

i


http://www.goldsmithseeds.com

what'snew

Pretty and practical

' Origanum vulgare Aure-
um is a drought-tolerant, golden mar-
joram species that boasts pink/purple
blooms in summer months. Its leaves
can be used as a cooking ingredient,
a medicinal herb, a butterfly attractant
or a deer repellent. It's often used
for pathway plantings to create an
oregano scent when walked on or
to show off golden foliage near other
perennials. For more information, visit
www.stepables.com.
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Smooth and spirited

's new alum root, Heuchera Southern Comfort, offers creamy-white flowers
that erupt in late summer. Its huge leaves change from cinnamon-peach to burnished
copper to amber as the season progresses, offering year-round color. The lush, mound-
ing plant thrives in moist, well-drained soil in Zones 4-9. It's been bred to perform well in
Southern humidity, as well as in the Midwest, Northeast and Northwest. Its finish time to
4 inches is four to six weeks. For more information, visit www.terranovanurseries.com.

he 2008/09 season,

is redefining its Dianthus caryo-
S pot carnations by improving
ral of its SuperTrouper varieties and
adding new bi-colors to the program. It's
gintroducing its Purple, Velvet Red, Sun
Yellow and Lilac on Purple SuperTrouper
varieties, and is adding to the line the
bi-colors Red on Pink, Black on Cherry,
Silver Pink, and Velvet on White. These
fragrant, evergreen perennials are frost-
hardy, thriving in full sun or partial shade
and in well-drained soil. For more
information, visit www.firstclassplants.com.

Cool-season color
The cool color season is right around the corner, and
offers an array of sizes and varieties — from big
Matrix and XXL pansies, to the medium-sized Panola
series, all the way to the petite petal power of Sorbet
violas. Matrix, a large-flowered fall pansy, features
strong plants with big blooms in clear colors, plus
novelties like Matrix Morpheus (pictured). For more
information, visit www.ballhort.com.


http://www.stepables.com
http://www.terranovanurseries.com
http://www.firstclassplants.com
http://www.ballhort.com

INNOVATION AT WORK £

Prevent overwatering

With a patented Precision nozzle and
valve, 's new CoolPro profes-
sional nozzle kit creates a water pattern
that applies 4 to 6 gallons per minute
within a 25-ft. radius. This cooling mist
helps prevent wilting, yet does not
interfere with the speed of play. The er-
gonomically designed handle valve pro-
vides an easy grip and adjustable on/off
control. Zinc and aircraft aluminum are
incorporated into the solid metal design
for greater durability.

For more information, visit www.underhill.us.

o

Eco-friendly
L Organics is a new line of pre-
mium soil mixes and organic fertilizers.
Each contains a proprietary formula
of 12 different strains of mycorrhizae,
which create filaments or threads that
are actually extensions of the root sys-
tems — enlarging the surface-absorbing
area of the roots
by as much as
100 times. In ad-
dition, the pack-
aging for the soil
mixes are made
from 10 percent
post-consumer
recycled plastic,
and the fertilizer
packaging is fully
compostable.
For more information,
visit www.monrovia.
com.

VFD pumps

's newest variable frequency drive (VFD) commercial pump stations,
the D-Series, feature a backlit, tricolor, monochrome touch screen for ease of use. Rain
Bird's central control software results in a completely integrated system that com-
municates in real time for efficiency and flexibility. And like all Rain Bird pump stations,
the D-Series features powdercoating on all pipes and manifolds — ensuring corrosion
protection for a longer service life. For more information, visit www.rainbird.com.

» hewproducts

Low-flow irrigation
's patented Surface Flow
technology is suited for turf irrigation
where runoff or overspray is an issue.
The system takes advantage of the
wicking action inherent in straw, thatch,
stolons, sponges and other porous
materials, and is based on the idea that
a single point of watering at the
surface of the soil spreads out
across the connected porous
material and distributes water
evenly. The end result is a reduc-
tion in water usage of up to 50
percent, with no water runoff.
The system can be installed new
or retrofitted into existing systems
and designs.
For more information, visit
www.jardiniercorp.com.

Fertiboost gains distributor
has partnered with

to be the exclusive distrib-
utor of LIS Fertiboost fertilizer injectors in
the10 states Horizon serves. Fertiboost
systems are engineered individually to
meet customers' specific requirements
and needs, ensuring complete compat-
ibility and consistent performance. Ho-
rizon acts as the single point of contact
for the contractor in the installation and
servicing of the system, including the
quote, start-up and continued service.
For more information, visit www.horizononline.com.
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Multi-tasking pruner

T

introduces the Genus
pruner multi-tool,
featuring stainless

Ergonomic tools
A new series is being added to the
existing Groundbreak-

steel bypass ers line by

pruners on ' 0ld World style

an anod- : The green, A new line of decorative, wide-body
ized alumi- vinyl Soft-Grip on each tool's Tuscany Vases from

num body. hickory handle is designed to increase is comprised of four

It also boasts
an industry first:
an ergonomic,

comfort and provide firmer control while
further reducing handle vibration. The
Soft-Grip series is available on V & B's

large sizes, each available in a choice
of five earthy colors: terra cotta, granite,
millstone, sandstone and blackstone.

rotating and

locking handle that stores a full set of
professional tools. Just push the button,
flip the handle around and you'll find

a knife, Phillips screwdriver, sprinkler-
head adjustment tool/flat screwdriver,
bottle opener and saw. The tool includes
a diamond-coated file that doubles

as an open-end wrench to adjust the
pruner nut when necessary. Genus also
features replaceable cutting blades and
spring, a heavy-duty nylon sheath and a
25-year warranty.

For more information, visit
www.leatherman.com.

16-inch mini-tiller, mini-pick
and mini-axe, as well as its
26-inch Handy Mattocks tiller,
pick and axe models,

For more information, visit
www.vbmfg.com.

Ranging in height from 14 to 42 inches,
the vases have the look of heavy
ceramic but are made from lightweight-
yet-durable polyethylene. The vases
can accommodate small trees, bushes,
floral and a wide variety of other plant-
ings; when filled, they can also serve as
security bollards in parking lots and on
sidewalks.

For more information, visit
www.backyardpoolproducts.com.
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KING TUT® Cyperus papyrus — a Proven Selections® variety
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Tuscan Sun Heliopsis DOLCE* Créme Brilée , DOLCE* Peach Melba™ ,and
DOLCE® MOCHA MINT* Heuchera hybrids

Proven Winners plants are spectacular in the landscape where their vibrant blooms, distinctive
foliage, and superior performance mean spreading mounds of color all season long.

The vigor and versatility of Supertunia, Dolce, Tuscan Sun, and other Proven Winners

landscape beauties have earned these varieties the praise of garden writers and plant

professionals across the country. For instance, in just one year Supertunia Vista won dozens

of awards, including: Best New Variety, Ohio State; Outstanding Rating, Boerner Botanical PROVEN
Garden; Leader of the Pack, North Carolina State; and Outstanding Rating, Disney. WINNERS

For more information on these and other award-winning, innovative landscaping plants
from Proven Winners, call 877-895-8138 or visit www.provenwinners.com.


http://www.provenwinners.com

Low
Maintenance

Voted #1 for heat

performance
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