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“Green” turfgrasses are not something newly developed to
save our planet. Environmentally friendly and ecologically
sound fine and tall fescues have been underfoot all along,
More and more conscientious homeowners, landscape

contractors, parks managers and golf course superinten-
dents are seeding and sodding their turf areas with Chew-
ings and creeping red fine fescue for extremely low mainte-
nance, shade tolerant lawns with low fertilization and water
requirements. Or they've selected deep-rooted, drought-
and wear-tolerant tall fescue fore home lawns, athletic fields
and parks where a great deal of activity takes place and
maintenance are could be an issue.

Planting fine and tall fescues is such a simple step that
even the most “What can I do about the environment?”
citizens can have a hand in saving our planet. The benefits
are plenteous and obvious. A naturally green turf sward
with greatly reduced nitrogen and maintenance require-
ment is refreshing to look at, play on, and performs like an
air conditioner - reducing the global warming that’s being
discussed so much. Healthy turf also collects airborne
dust while stabilizing our soil, converts carbon dioxide
into oxygen, reduces stress in humans, provides padding
for kids” elbows and knees, plus makes a statement that
we're all doing our part to help.

R e A

Origin: Oregon on your analysis tag is assurance of highest quality fine and tall fuan seed inside the bag

Oregon Fine Fescue Commission
www.oregonfinefescue.org

Oregon Tall Fescue Commission
www.oregontallfescue.org
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42 The bright lights of Louisville
Whether you're a veteran of
GIE+EXPO or a first-timer,
you'll discover Louisville is
in the midst of a renaissance.
BY MIKE SEUFFERT

50 Lawn Care Pro

John Cundiff, co-owner,
Weed Man, Kansas City
BY JAMES E. GUYETTE

52 Best Practices

Some of our normal routines are not
necessary during every visit.
BY BRUCE WILSON

54 Business Benchmarking

Marketing and sales are not the same thing

Business Murkoting creates leads; sales closes opportunities

BY KEVIN KEHOE
OPERATIONS » MANAGEMENT » MARKETING

56 Working Smarter

10 On the Record Don't just accept the first right answer. Dig
Why do we have such a difficult time deeper into the cause of the waste and fix it
matching water's price with its true value? BY JIM PALUCH

BY RON HALL

58 Jacobs' Journal
12 In the Know In this politically correct world, intent

Walker Manufacturing’s reunion; Legally doesn’t seem to matter.

Speaking; synthetic turf controversy; BY DANIEL G. JACOBS
Problem Solver; immigration raid;

taking better landscape photos

96 Whit's World

LM Landscape Makeover will document how

22 Partners in color Green Industry professionals are coming
Discounts, timely delivery and better selections together to help families in need.
unite landscapers, breeders and growers. BY MARTY WHITFORD

BY DANIEL G. JACOBS

COVER PHOTO COURTESY: GOLDSMITH SEEDS

www.landscapemanagement.net / SEPTEMBER 2008 / LANDSCAPE MANAGEMENT 3



SEPTEMBER{

KCont

Design/Build

PROJECTS » PROCESS » CONSTRUCTION

60 Award Winning Landscapes

A journey to Italy inspires a homeowner and
challenges his landscaper to bring a little of
Old Tuscany to the Old West.

BY DANIEL G. JACOBS

68 Project Portfolio

Creating a tropical resort-like oasis in which
to relax and entertain

Technology

RESEARCH » EQUIPMENT » CHEMICALS

70 Cool-season turf

disease control
Practical strategies

for preventing and
controlling common
diseases of Kentucky
bluegrass, perennial
ryegrass and

turf-type tall fescue

BY HENRY WILKINSON, PH.D

78 InfoTech

Corporate video blogging is the latest
method to grab the attention of both
employees and customers.

BY TYLER WHITAKER

80 LM Reports:

Walk-behind mowers

Resources

PRODUCTS » CLASSIFIEDS » FYI

90 Products
93 Classifieds
95 Ad & Editiorial Index

SPECIAL REPORT: WATER WISE

Drought and government
regulations force
contractors to think more
carefully about how they
deal with limited water
supplies. BY RONHALL
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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 O]‘ mOSt Atta ment Authonty
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.

N o 0% Bl ’
W t"“:’"f.x‘ =3 s, g Sy C—— - ™
VEL S .. N QUICK ATTACH

ATTACHMENTS, INC

FREE CATALOG
Call Now!

1-866-428-8224

IMMEDIATE SHIPPING
FINANCING AVAILABLE!

MADE IN US.A

BUY FACTORY DIRECT

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

QUICK ATTACH, PO. BOX 128 « ALEXANDRIA, MN 56308  F.O.B.FACTORY | "™ ‘& .
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The color of money

Jeff Gibson of Ball Horticulture MCs
a demonstration of how Easyscape's
Ellepots allow contractors to plant
flowers in nearly half the time. The
demonstration was part of the Illinois
Landscape Contractors Association's
Summer Field Day, held Aug. 6 at
the Gardens at Ball.

w“ .
»Specialissue
In addition to our annual business planner,
where nd the expert insight into how
0 run your business better, the October
ssue features our second Hispanic Success

and the final installment of our

three-part Water Wise series

»Readersrespond

2> ONLINERESOURCES

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.

t

=3 LMSearch

2105

_ . A ¥
landscapemanagement,
net/search

Contactus
Stay in touch via direct

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

Which actor is the best Batman?

28* Adam West

24 Christian Bale

5% Val Kilmer

4" George Clooney

month and we publish the results

»0Overheard

“Even if you are on the right
track you will still get
run over if you just sit there.”

Will Rogers
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Let The Scoring Begin.

Rave reviews. Proven results. Steady profits.

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

“We finally have something we can depend “Talpirid had provided us with an additional
on for mole control that is simple and easy revenue generating service while solving mole

to use making our job easier and our problems for our customers.”
yards better.” - Jeff Cooper, Lawn Connection, Inc.
- Ryan McGrady, Pro Green Inc.

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

@I-I N MADISON, WISCONSIN | www.talpirid.com

“We did an analysis of cost and

Talpirid is extremely profitable
o use.”
- Bill Johnson, All Green Corp.

TALPIRID

KILLS MOLES




Build Your New Super Landscape
Lawn Truck Now!
ww.superl_gwn rucks.com

MANAGEMENT

VISIT US ON THE WORLD WIDE WEB AT. www.landscapemanagement.net

Editor-in-Chief MARTY WHITFORD / 216/706-3766 / mwhitiord@questax com
Editor-at-Large RON HALL / 216/706-3739 / thal\@questex.com

Managing Editor DANIEL G. JACOBS / 216/706-3754 / diacobs@questex. com
Associate Editor MIKE SEUFFERT / 216/706-3764 | mseuffent@questex com
Senior Science Editor  KARL DANNEBERGER, PH.D. / danneberger. | @osu.edy

Art Director CARRIE PARKHILL / 216/706-3780 / cparkhili@questex.com

Reader advisory panel

DEBBY COLE Greater Texas Landscapes / Austin, TX
WAYNE VOLZ Wayne's Lawn Service, Inc. / Louisille K
JOHN GACHINA Gachina Landscape Management / Menlo Park, CA

# enclosed # debris dumper BILL HOOPES Grass Roots Training / Delaware, OH
ROB SANTO Garrick-Santo Landscape / Maiden, MA
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TODD GRAUS Green Turf Lawnscapes / Worland, WY
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Call us toll-free: 866-923-0027
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Cleveland Headquarters 600 Superior Ave. £, Ste. 1100, Cleveland, OH 44114

Associate Publisher PATRICK ROBERTS / 216/706-3736 fax 216/706-3712
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By E-Z Trench , REPRINTS landscap gement@reprintbuyer.com / 800/290-5460 x100
843.756.6444 ] ‘ : A 5 ILENE SCHWARTZ  Circulation List Rental / 216/371-1667
- CUSTOMER Subscriber/Customer Service
Im.eztrench.com : SERVICES landscap gement@halldata.com / 847/763-9534

PAUL SEMPLE International Licensing 714/513-8614 fax 714/513-8845

psemple@@questex.com
For current single copy, back issues, or CD-Rom,
call 847/763-9594

QUESTEX
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TOM CARIDI Executive Vice President & Chief Financial Officer
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Honda GX160 ANTONY D'AVINO Executive Vice President
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Prond supporter of these greea industry professional erganmizations:

ANQL{.A

Ameiican Nursery i

Lambacape

P ] i T

PGMS

7 PLANET

e
~PROJECT -
EverGreen

Becenn Grees Watiere

SIMA_

SpartsTurf

FiTOCA

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

526 Brittany Drive

State College, PA 168031420

Vaice: 814/238-1573 / Fax: 814/238-7051
www.itoda.org

The Irrigation Association
6540 Arlington Bivd,

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

an Association of Floriculture Professionals
2130 Stella Court

Columbus, OH 43215

614/487-1117

www.ofa.org

The Outdoor Power Equipment Institute
341 South Patrick St

Old Town Alexandria, VA 22314
703/549-7600

opel.mow.org

Professional Grounds Management Society
720 Light Street

Baltimore, MD 21230
410/752-3318
WWW.DQmMs.org

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

703/736-9666
www.landcarenetwork.arg

Project EverGreen

PO Box 156

New Prague, MN 56071
877/758-4835
Www.projectevergreen.com

Industry for a Sound Environment

Responsible

1156 15th St. NW, Suite 400
Washington, DC 20005
202/872-3860

wivw pestfacts.org

Snow & Ice Management Association
7670 N. Port Washington Road, Suite 105
Milwaukee, W1 53217

414/375-1940

www.sima.org

Sports Turf Managers Association
805 New Hampshire, Ste. E
Lawrence, KS 66044

800/323-3875
www.sportsturfmanager.com

Turf and Omamental Communicators
Association

P.0. Box 156

New Prague, MN 56071
612/758-5811
www.tota.otg

Liquid Handling
Systems & Equipment

Fill Systems
Mixing & Dispensing Kits

Components or Complete Systems

MCTS
Systems

Multi Chemical
Transfer Systems

Manual or
auto transfer

Mix-n-Fill
System

Chemical Pre-Mix
Tank Systems

110 or 12 velt units

(-]
i -

A,

Temporary
Protective Foam
Blanket for Plants

Residential & Commercial
Application Units

%
€] CHEMICAL
CONTAINERS, INC.

800-346-7867 » P.O. Box 1307
Lake Wales, Florida 33859

sales @chemicalcontainers.com

GIE+EXPO Booth #5143
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WATER WISE

Water’s price vs. worth

What other Natural resource do we extract
from our environment and have such a difficult
time matching its price with its true value?

LANDSCAPE MANAGEMENT / SEPTEMBER 2008 / www.landscapemanagement.net

BY RON HALL / Editor-at-Large
enjamin Franklin is quoted as say-

the worth of water.”
But are we beginning to get a
truer appreciation of the worth

of water now that some of our

proverbial wells are drying up?

In researching this month'’s articles focusing
on landscape irrigation I found myself grappling
with just this question. In a society that generally
equates value with price, how do we gain a real-
market appreciation for our fresh water?

Curiously, part of the problem with our fresh
water resources is the perception that they’ll always
be available. That, with few exceptions, they'll be
affordable, if not free for the taking. We stick our
straws in our rivers, lakes and aquifers and suck
out what we want and use it as we wish with little
regard to the true value of these resources.

What about that water bill that arrives in our
mailboxes every month? What are we paying for if
not water? I decided to find out, starting with my
water bill.

An employee at a local water department
explains that my most recent monthly water bill of
$50.15 reflects a core charge of $27.90 for sewer
and $22.50 for water that my household used
— approximately 300 cu. ft. (2,250 gallons). If we
used more we would pay $4.35 for each additional
100 cu. ft. (748 gallons). This amounts to less than a
nickel a gallon.

Doing some quick calculations, I determine

that buying 100 gallons of water in gallon jugs at

ing, “When the well's dry, we know

my local supermarket (OK, the jug says “spring
water”) at $1 a gallon would cost $100. Assuming
I pay “airport” prices of $2.50 per 16-ounce plastic
bottle for that same 100 gallons, I would be fork-
ing over $2,000. Ouch.

What, then, is the true cost of potable fresh wa-
ter, whether we buy it in 16-ounce plastic bottles or
we irrigate our lawns and landscapes with it ? Obvi-
ously the price varies so dramatically that it's foolish
to try to link what we pay for it with its value to us.

Unlike the price of any other valuable commod-
ity, such as a barrel of crude oil that’s established
daily and recognized worldwide, fresh water’s price
seems to be barely factored into its worth.

What most of us are paying for when we turn
on our showers or start up our sprinklers are the
energy costs of extracting the water from its source,
and treating and delivering the water. We're paying
for the maintenance and repair of water lines and
infrastructure, and the salaries and benefits of the
water plant employees.

What other natural resource do we extract from
our environment and have such a difficult time
matching its price with its true value? This, despite
water being so incredibly essential to our

existence as well as our livelihoods?

It's our hope that the infor-
mation we provide in our ongo-
ing coverage of irrigation offers
a deeper understanding of our
role in using our fresh water
resources wisely.

Contact Ron via e-mail at
rhall@questex.com


mailto:rhall@questex.com

Kawasaki

Engines

KAWASAKI. HIGH PERFORMANCE
RUNS IN THE FAMILY.

KAWASAKI ENGINES. Known for innovative design and leading technology, Kawasaki engines have a heritage of
high performance. From world-class motorcycles to commercial-grade engines for true landscape professionals, the
Kawasaki name says it all. So now when you think about power, think Kawasaki. Find your authorized Kawasaki dealer
at www.kawpower.com or call 800-433-5640. COMMERCIAL GRADE. KAWASAKI MADE.
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In the Know

NEWS YOU CAN USE

Walker Mfg. reunion
draws thousands

T. COLLINS, CO — When

Bob Walker speaks about the

Walker family he might be

talking about his remarkable
immediate family. Or he might be
referring to the “family” of employees,
customers, suppliers, distributors,
dealers and other associates that have
made Walker Manufacturing’s mowers
recognized worldwide.

On the first two days of August, both
families joined in a giant celebration on
the grassy 40-acre site of the company
headquarters for the second-ever Walker
Family Reunion.

But this was no ordinary celebra-
tion. Originally planned to mark the
manufacture of the company’s 100,000
mower, it also became the celebration of
the all-too-brief life of a talented young
family member.

Just one week before the reunion,
Daniel Max Walker, the 22-year-old son
of Dean and Suzanne Walker, died un-
expectedly in his sleep of an aortic aneu-
rism. Dean, Bob's brother, is the head of

the company’s design and development.
[t was obvious that the immediate family
members felt the loss deeply and drew
upon their strong Christian faith and
the support of the thousands of visiting
guests and friends to carry on

And carry on they did, in a spirit of
thankfulness and grace

In an understandably emotional
welcoming address, Bob Walker, with
his immediate family seated behind him
on the huge stage that dominated the
grounds, dedicated the reunion as a cel-
ebration of his nephew’s life. A remark-
able young man, Dan had graduated just
months before from Olivet Nazarene
College, Bourbonnais, IL, where he had
earned a degree in mechanical engineer-
ing and had captained he football team.
(Country music star Pam Tillis, who per-
formed at the reunion, graciously dedi-
cated her performance to Dan, as well.)

In addressing the more than 3,000
people enjoying the family’s hospitality,
Walker praised the company's 170 em-
ployees who, collectively, average seven

-

years' tenure with
the company. He said
the company uses

only full-time, year-
round employees. “We
feel it's better to manage inventory rather
than to manage people's lives,” he said.

Walker said the company maintains
a conservative fiscal approach to busi-
ness and reinvests profits in capital
improvements, including state-of-the-
art manufacturing equipment and ad-
ditional floor space.

Walker emphasized the company will
remain independent and family-owned.
He said management is developing a suc-
cession plan so the transition to the next
generation of Walkers will be smooth.

“As long as we're a family in the man-
ufacturing business, we intend to keep
manufacturing here,” he said.

“We're a company that acknowledges
God's help in reaching this point in our
journey,” he told the huge crowd gath-
ered in rows of folding chairs in front of
the stage under the blue Colorado sky.




Flexible, long-lasting control.

You can count on Prodiamine 65 WDG to stop
dozens of grassy and broadleaf weeds in turf
and landscape ornamentals all season long.
Learn more at quali-pro.com.

Know the Sign. Greater Than Or Equal To.

Quali-Pro products feature formulation quality Professional Turf & Ornamental Products
second to none for performance results equal to

e £2008 FarmSaver.com, LLC. Quali-Pro is a registered trademark of
the competitive brands they replace. FarmSaver.com. Always read and follow label directions.

For more about the industry’s most comprehensive portfolio, stop by Booth 680 at the 2008 GIE+EXPO.




In the Know

LEGALLY
Speaking

BY KENNETH D. MORRIS,

A competitor is claiming |

falsified information about my
experience on an advertisement. How
can | substantiate the claims | use in
my advertisements?
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Crews on the move? ASK ABOUT POCKETC‘- OCK‘

View a FREE demo: www.exaktime. comldemos

o
EXAKTIME

INNOVATION AT

14

i (888) 788-8463
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Does the competitor specify what

A

may be false or misleading? If it relates to

it is about your advertisement that
work or projects you have performed, you
¢an anticipate such claims and
lish extra credibility by having

try to estab
testimonials
from previous customers posted on your
Web site. Testimonials from third parties

are an excellent way to establish your own
credentials when they are provided by cus
tomers who have actually used your services
and who are willing to provide statements
without compensation
It the competitor is claiming there are
factual inaccuracies in your ad — such
as how long you have been in business,
the size of your business or the types of

0

services you perform, for
example — you might
consider a letter to the
competitor providing
further information. It is
for a com

one thing peti

tor to write directly to
you claiming your advertisement is false,
but if the competitor publishes (in the legal
sense) his opinion of your ad or tells third
parties your advertisement is false, then
you may have a claim for slander, libel or
disparagement

The competitor's claims may raise ques
tions with current or future customers, and
your business may be seriously harmed if
such claims are false and continue un
checked. Your reputation may be damaged
In that case, you need to consider whether

0 retain an attorney to represent you

Kenneth D. Morris, a Philadelphia-based attor-
ney with more than 30 years corporate and law
hirm experience, ofters information on industry
legal issues in each issue of LM. Contact him via

wu '“"I\'l’)l”l!lrﬂ\[4“1' com

Note: The above should not be interpreted as
offering legal advice in any jurisdiction where such
practice is not authorized. Engage competent cotonsel

familiar with your jurisdiction when legal issues arise
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MULCH

DISCHARGE

@

It's just that easy, with the Mulch-On-Demand™ deck. You've never seen

a deck do this beiore — go from side-gischarging to muiching iNd back again
v = e | 1y . s . At AR A mardl A ACKT ~ 1 R
by simply pulling a lever, Only our patented Mulch-On-Demand (MOD) deck has

visit vour local John Deere dealer

iron PRO MOD deck Nothing Runs Like a Deere™ JOHN DEERE
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In the Know

CPSC courts controversy with athletic t

This summer, the U.S. Consumer Prod-
uct Safety Commission (CPSC) released
a report of its findings regarding its in-
vestigation into athletic turf and its link

e e g
safety of synthetic turf. The industry
maintains that athletic fields using syn-

thetic turf get more frequent use because
wet weather and drainage problems are

to lead. The agency concluded that the

risk of exposure to lead was minimal.
The industry heaved a sigh of relief

— and continued touting the benefits and

not as large of an issue. They also dramati-

cally reduce maintenance and water costs.
But U.S. Rep. Rosa DeLauro (D-CT)
and Connecticut Attorney General Ri-
chard Blumenthal severely criticized the
study. Both maintain the study, which
used just 14 samples, is inadequate and
too flawed in its execution to proclaim
that synthetic turf is “safe for all ages.”
“There is a clear and present danger
that municipal and state decision mak-
ers, as well as parents and citizens, will
rely on this unconscionably deficient re-
port,” Blumenthal said. "It is replete with

QXpress v8.0 (NEW!)

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

unsound scientific methodology and
conclusions, and unreliable findings.

“The CPSC review of artificial turf

lists and work orders. When services are complete enter
job cost information and post them to QuickBooks as
invoices! No double entry. NG wasted time.

safety focused entirely on the issue of

lead contamination from artificial blades
of grass,” he continued, pointing to the
study’s lack of scrutiny of the use of
crumb rubber in many of these fields. At
press time, Blumenthal was directing the

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.

-

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.

J SCHEDULING SOFTWARE

™

Connecticut Department of Environ-
mental Protection (DEP) to start its own
synthetic turf study.

The Synthetic Turf Council (STC),
which represents the industry, responded
by announcing its own voluntary lead re-
duction standards. Rick Doyle, president
of STC, cited several recent studies sup-
porting the CPSC's conclusions.

“Our industry has worked hard to
remove lead from more than 90% of pig-
ments used to color synthetic turf. Now,
the STC plans to reduce lead levels in the
remaining 10% of all colored fibers that
still require lead chromate to meet the
consumer’s demand for long-term color-
fastness,” he adds. For more information,

visit www.syntheticturfcouncil.org.

LANDSCAPE MANAGEMENT / SEPTEMBER 2008 / www.landscapemanagement.net


http://www.syntheticturfcouncil.org
http://www.qxpress.com

S ,\ﬁ‘\

—

N

c ‘
-~ N

o
!

PROGRESSIVE |/
“3 j' . ..l.
Z :. g

Never make fun of a man |
with access to a “grinder” |
or a “chipper.” y’

ASTTRE T Y e P Y T

Whether you're traveling to a job site or picking up supplies, you need an insurance
company who understands your business. At Progressive Commercial Auto Insurance,
we offer customized policies that save you money, because you only pay for what

you need. And our policies are all offered at competitive rates with low down Pﬂ”g#[.rf/l/[

payment options. Now that’s Progressive. COMMERCIAL

1-888-274-2190 / PROGRESSIVECOMMERCIAL.COM / LOCAL INDEPENDENT AGENT

United Financial Casualty Company and its affiliates, Mayfield Village, Ohio. Not available in all states. 08A00201.T (03/08)




PROBLEMSOlver

SENIOR HORTICULTURE SPECIALIST BRUCE HELLERICK TACKLES COMMON PROBLEMS

The cause

nve, Brickman Group Senior Horticulture

st H. Bruce Helleri

Rapidly disappearing flower is most likely the result of one or possibly two insects
— the flower bud worm and/or the cutworm. This problem, which seems tc have
gotten worse in the past three year, occurs mid-late to late in the season and
seems to strike like lightning. The flower budworm is a bit sneakier as it cuts a
hole in flower buds and eats the flower before it open, leaving a green bud on the
plant. The cutworm feeds primarily on the flower petals. In either case,
careful monitoring of the plants and flowers for signs of chewing S
and or frass (bug poo) on the foliage are good indicators ‘
you have a problem.

Control measures you use to control caterpillars should be effective with this pest as well. Make
sure to get thorough coverage and always read the label and follow all listed instructions.

Arizona sheriff raids business

Local news outlets report search warrants were served late last month at
both business locations of Artistic Land Management. The offices are in
Mesa and Gilbert, AZ.

According to the Arizona Republic, approximately 29 individuals were
arrested: "Of the arrested, 20 were suspected of identity theft for using
false Social Security numbers and other documents, and the other nine
were detained for possible immigration violations, Sheriff Joe Arpaio said.”

But the East Valley Tribune recently completed a special investigation
to see whether the Maricopa County Sheriff's Office is going too far in
its zeal for arresting illegal immigrants — to the detriment of lengthened
response time to official emergencies. In a five-part series titled “Reason-
able Doubt,” the paper examined the overtime costs and a “dropping
arrest rate” being experienced by the department. Visit www.eastvalley-
tribune.com/page/reasonable doubt to view the series.

Artistic Management employee Luis Juarez told the Republic that

‘workers were handcuffed with plastic zip-ties while deputies checked
for documents. Those who could prove they were in the country legally

were released, while others were put on buses and taken away, he said."

Improving your
landscape photography

Take landscape photos like a pro. Listen to a
podcast by Jennifer Wu, who specializes in
photographing landscapes, at Zphotogra-
phyquestions.com. You will learn:

The biggest mistake people make when
venturing into landscape photography.

The one accessory you simply cannot live
without when shooting landscapes.

How to create compelling landscape compo-
sitions, and avoid a “flat,” boring look.

The best ways to create depth perception in
photographs — and why it’s so important for
creating stunning photographs.

The podcast is available for free online at
7photographyquestions.com. Visit Wu's Web
site at www.jenniferwu.com to see her work.
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New lower price will make your head spin.

Introducing Rain Bird" Rotary Nozzles - high performance at a low price.
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“Just like Rain Bird's dependable
MPR Nozzle, their new Rotary
Nozzle has the consistent
performance of a fixed arc.
And it only costs about half
as much as you'd expect.”

—Jason Nichols
Jason Nichols Sprinklers

SR.25 $0).50
List List
Rain Bird’s y Hunter’s

Rotary Nozzle MP Rotator
(MP 2000)

Low precipitation rate reduces run-off and erosion.

Larger radius than conventional spray nozzles means fewer
heads to install.

3-year warranty — best in the industry.

Water-efficient technology delivers superior close-in watering
and incredibly even coverage.

Head to your local distributor today or visit www.rainbird.com
to find out more about this impressive and affordable alternative
to conventional spray nozzles.


http://www.rainbird.com

PROVEN S OLUTIONS




Until it's proven,

e » all the claims mean nothing.
A
, b o 4 X
- e The same goes for lawn care products.
You need solutions that are proven to work.
I e - Products that have been researched and
“‘" " tested to stand up to even your toughest

weed, insect and disease problems. Others
can claim it, Dow AgroSciences can prove it.
Our comprehensive portfolio includes the
leading solutions you know and trust, like
Dimension®, Gallery" and Snapshot”
specialty herbicides, as well as MACH 2*
specialty insecticide. And our Turf &
Ornamental Specialists are a proven
resource for the service and support you
need. But don't just take our word for it,

see the proof at www.DowProveslt.com.

www.DowProvesit.com 800-255-3726


http://www.DowProveslt.com
http://www.DowProveslt.com

BUSINESS BENEFITS OF GROWTH

PARTNE

Discounts, timely delivery and better select

BY DANIEL G. JACOBS IT WOULDN'T BE SURPRISING if landscape contractors felt a
MANAGING EDITOR little like the pretty girl before the school dance.

The professional landscape market is one of the fastest-
growing segments of the color market. That fact has not gone
unnoticed by breeders and growers, who are courting potential

Green Industry partners like never before.

In the past few years, breeders and growers have

increased their focus on professional landscap-
ers, providing a barrage of marketing materials,
information and events designed to increase
awareness of their offerings. Big box retailers
average 2% to 3% annual growth in ornamen-
tals while the landscape segment offers 8% to
12% annual color growth, says Ball Horticul-
ture’s Jeff Gibson. Landscapers get new flowers
and promises of discounts, just-in-time delivery and

e increased varieties, plant versatility and availability. It's
/( little wonder that landscapers’ dance cards are filling up fast

with potential color partners.

Luring landscapers

As the object of desire, landscapers are in a unique position to
take advantage of new opportunities. It might be an invitation to

visit a seed propagator’s trial site to learn about the latest variety.
.\ “It’s all about being on the cutting edge,” says Bruce Hel-
; lerick, senior horticultural specialist for the Brickman Group.
§ Becoming more educated on new color varieties gives land-
scapers upfront knowledge of innovative plants that are more
disease- and insect-resistant, drought tolerant and/or require
less pruning. It also exposes landscapers to a palette of new

PHOTO BY: MARTY WHITFORD

> >
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BUSINESS

continued from page 22
shades and shapes to improve their land-
scape designs and bottom lines.

Having knowledge of the latest
colors is key but having access to the
new plants precisely where and when
you need them is equally attractive.
Many growers now are willing to de-
liver product directly to landscapers’
job sites on the days they need them.
Jack Barnwell's close relationship with
Proven Winners helps him customize
orders to fill his needs.

“l can get hundreds of hanging bas-
kets and large amounts of material, spe-
cifically grown for me,” says the owner
of Barnwell Landscape and Garden Serv-
ices, Mackinac Island, MI. “I can design
all my own hanging baskets and planters
and really customize what [ want for
these different jobs — and have it all
grown specific to each job. "

A healthy relation-

ship with growers

and breeders creates other opportunities.
Landscapers whose long-term contracts
with clients enable them to place orders
that match a grower’s schedule can
expect more variety, healthier plants
grown to their specification and, per-
haps, discounts of 10% or more on their

advance purchases.

Growers, breeders benefit too

Oddly enough, considering how closely
tied their businesses are, professional
landscapers and the growers and breeders

understand very little about one another.

Jack Barivell designs
color for many hotels
on Mackinac fsland.

“People are surprised when you
explain to them how big the landscape
industry really is,” says Polly Bailey-Rule,
CLP, landscape account manager for
Four Star Greenhouse, one of the three
entities comprising the Proven Winners

brand. "Most people's perception is the

industry is made up of two guys in
a pickup truck. It’s the same on the
landscape side, looking at the green-
house end of things.
"Partnering in colors is going

to open all our eyes to just how

big we are and how much more we can

do together by understanding what the
other guys are doing and why they're
doing it," Bailey-Rule notes.

One goal, says Gibson, landscape busi-
ness manager for Ball, is to get the two
sides to come to a meeting of the minds.

“If we can help both parties better
understand the (other’s) issues, in the
long run, we're going to help improve
their businesses, and ours in the proc-
ess,” Gibson says. “We have a vast array
of plant material for use. The palette

could be considerably expanded

The challenge, Gibson adds, is edu-
cating landscapers that a plethora of
new color options exist and it's well
worth their efforts to look into them
and into partnering closer with grow-
ers and breeders. Like the contractors
they're trying to reach, there is another
driver pushing growers to increase their
contact with contractors. Consumers are
spending less on color, and growers face
increasing competition for those dollars
from big box retailers.

“The garden centers are having a
tough time of it,"” Hellerick notes, “The
industry went, ‘Aha, there’s this whole
group of landscape people out there who
buy thousands, if not hundreds of thou-
sands of flats of flowers a year. We've
not even tapped into that.”™

Breeders face their own challenges.

“The seed industry is shrinking,"” says
Jessica DeGraaf, product support special-
ist for Benary. “We're fighting for some-
body else's piece of the pie. When you
start looking at a lot of the growers we're
selling to, they're realizing the contractor
market is huge and the potential is huge.”

For those reasons, breeders and
greenhouse owners are working together
to educate contractors about everything
from the new varieties to how to de-
velop their own color offerings.

“We're focusing on helping our land-
scape companies become successful using
higher-quality varieties that might get

continued on page 26
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BUSINESS BENEFITS OF GROWTH

continued from page 24

passed by for the off-the-shelf, standard
same old thing," says Steve Zylstra, owner
of Zylstra Greenhouses, Kalamazoo, ML.

And it's been a learning experience
for all involved.

“It’s a tough market to nail down,”
says Jonathan Bardzik, director of mar-
keting for the American Nursery & Land-
scape Association (ANLA). “These folks
are all different sizes. They have different
structures. It's unclear on how to get to
those (contractors) to promote new in-
troductions, which is pretty much what
(breeders and growers) are trying to do.”

A blossoming model

Traditionally, breeders sell to the thou-
sands of growers around the country.
While that number is daunting, it is
nothing compared with the tens of thou-
sands of landscape contractor compa-
nies, Deciding how to reach them poses
a host of new challenges.

Not surprisingly, breeders and grow-
ers are targeting the biggest players first.
They're using the methods you might
expect — catalogs, direct-mail market-
ing, newsletters and Web sites — but
they're also reaching out in new ways.

Goldsmith Seeds has chosen the di-
rect approach, bringing growers and key

customers to its Landscape Week, which
is filled with educational sessions, a
review of new and future releases,
and recreational activities includ-
ing some golf and a little fine
dining. The most-recent event
included seminars on designing
beds, colorscaping under drought
conditions, the symbolism of color,
and insects and disease problems. One
of the most valuable presentations is the
viewing of future color.

“We had a presentation on new varie-
ties," says Dean Bemis, account manager
for Gilroy, CA-based Goldsmith. “Every
year we have anywhere from 10 to 50
new introductions.”

About 30 landscape contractors
and growers attend the annual event
(launched in 2007) to absorb informa-
tion and return to their operations filled
with ideas on improving sales and service
through new colors.

“I (presented) a report for our account
managers to show them some of the new
things that are coming down the pike,
some of the things just released to give
them some ideas on color combinations,”
says Linda Homn, director of marketing
for Total Environment Inc., Edmond,
OK. “It was really beneficial for me to go
see the trials. It gives you a much broader

> %
Contractors take a look at
plants'duting afFour StaF el

Gréenholfse Landscapé

% Dayin August

| __People are surprised
oW blg the

scope of what's out there to use.”

Four Star hired Bailey-Rule to fill a
newly created position that would target
the landscape contractor segment.

“I'm doing an incredible amount of
marketing, building relationships be-
tween Four Star/myself and the landscape
industry,” she says. “We have joined local
landscape associations, are participating
in the trade shows and will be hosting the
Michigan Nursery and Landscape Associ-
ation's field day next summer. We've also
had a Landscape Day in our gardens.”

Four Star isn't just bringing growers
and contractors together. In some cases,
the firm is reaching out to the contrac-
tors directly. Bailey-Rule is working with
Barmwell Landscape and Garden Serv-
ices on Mackinac Island in Michigan to
supply plants.

“This is the first time that Four Star
will be selling directly to the profession-
als putting the plants into the ground,”
Bailey-Rule says. “Their needs are differ-
ent than growing liners and selling them

continued on page 28
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continued from page 26
to wholesale growers.”

For Barnwell, the new approach
holds huge benefits.

“Being able to communicate with my
growers, and to customize size and plant
developments before they come up here
is ideal, so | can make sure certain gar-
dens are peaking and looking exactly the
way | want them to, when [ want them
to,” says Barnwell, who is responsible for
many of the properties at the summer
resort community.

Benary also is working with grow-
ers to help them reach the professional
landscaper market.

“We do a large sampling program —
that was new this year," says DeGraaf.
“We focus on two or three key items,
and we make sure all of our key growers
are sending it to their landscape contrac-
tor customers.”

With some 30 trial sites around the
U.S., the company hopes to invite con-
tractors around the country to see what's
new and available in their markets. The
company also plans to have a Benary
sales representative talk directly with
interested landscapers.

Why it works

No matter how well wined and dined
they are, landscapers aren’t going to take
a week out of their busy schedules if
there is no benefit. Having the opportu-
nity to talk with non-competing peers is
another color partnering incentive.

“A lot of folks talked about different
problems that they had in the field,”
says Total Environment’s Horn. “Oth-
ers shared how they solved them. It was
beneficial. I never felt threatened from
someone stealing our ideas.”

Goldsmith has 30 acres of color
growing at its Gilroy, CA, facility. Part
of itis'used to present row-by-row com-
parisons of Goldsmith varieties next to

competitors.

“I call it, “The
good, the bad and
the ugly." Bemis
teases. “Sometimes
we look great; sometimes just OK, and
sometimes we just don't measure up.
The real competition for business is not
in the relationships we have with our
competitors and our customers — it's
in the varieties. If the varieties are good,
they will sell, and they'll be successful.”

Goldsmith has conducted two Land-
scape Weeks, the most recent in July.

It has committed to at least three more
through 2011,

“That way, we hope to have in our
basket of landscape market contacts
around 150 to 250 individuals and com-
panies we can call on a first-name basis,”
Bemis says. “We depend on one thing
over everything else: In our industry,
it's a relationship business. If you have a
good relationship with the management
of large landscape companies, when you
have something good, they're more than
happy to give (a new variety) a try.”

Mutual benefit
For these programs to work long-term,
there must be mutual benefit. Breeders
and growers hope to expand their busi-
nesses; landscapers get access to new
varieties and discounts on advance pur-
chases. But it goes beyond the money.
“We realized these people learn more
from one another than they will from
us,” he continues. “If we provide a great
forum for that exchange of ideas, they'll
go back and say great things about the
week — as well as remember our varie-
ties and what they’ll do and won't do.”
Developing better relationships also
can improve other areas of the business.
Now, when contractors place orders,
the plants often are delivered to their
companies’ yards, where they might sit

Crew members from Acres Group install
some color from Ball Horticulture.

for several days. With growing color re-
lationships, that is beginning to change.

“More large commercial growers are
organizing the plant material accord-
ing to how the landscaper would like it
delivered to each jobsite,” Ball's Gibson
says. “The amount of time from the
greenhouse grower’s door to the profes-
sional landscaper's jobsite might be a
matter of hours."

The takeaway

While breeders and growers are focusing
their attention on the larger players, that
doesn't mean smaller contractors can't
get in on the action.

“Visit every one of your garden cent-
ers within 20 miles to see what's new,”
Hellerick offers. “And if there is some-
thing new that you've never seen, buy
a couple plants and install them. Find
a client who likes to be on the cutting
edge, and trial them there."

Small or large, contractors can expect
to hear more from breeders and growers.

“Our future is dependent on making
sure landscape professionals are knowl-
edgeable about our products and see and
harvest the blossoming opportunities in
the color market," Gibson concludes.
“That's why we are chasing after this seg-
ment — together.” Lm
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WORD FROM OUR PARTNER

Committed to a better future

FOR MORE THAN 75 YEARS,

Rain Bird has focused on devel-
oping products, services and
technologies that irrigate the
world's crops, landscapes and
green spaces in the most effec-
tive and efficient manner possible.
But applying precise amounts

of water with little waste is no

Our 5000 PRS Rotors, for ex-
ample, offer up to a 45% water
savings when compared with
other brands of rotors. These ro-
tors combine pressure-regulating
technologies and the patented
Rain Curtain nozzles to produce
larger droplets that reduce
airborne evaporation. These in-

longer enough. Each of us must By Dave Johnson dependently measured results
use water responsibly. That's why 0000 of comorate Marketng @M€ from a product performance
Rain Bird continues to commit Rain Bird Corporation certification program overseen by

resources to partnerships and edu-
cational initiatives that help each of us better
understand The Intelligent Use of Water™,

For the people at Rain Bird, The Intelligent
Use of Water is not just a slogan—it's a phi-
losophy that permeates every dimension of our
company. Our collaboration with Landscape
Management to bring you this Water Wise
series is a prime example of how we partner
with like-minded organizations and government
agencies to encourage responsible water use.

We strive to educate diverse audiences
about smart water use through white papers
and summits related to global water issues.
We've also designed elassroom curricula to
help teachers and students better understand

water's role both economically and ecologically.

Our philosophy

Rain Bird's deep-rooted commitment to innova-

tive products and technologies is at the very
core of The Intelligent Use of Water philoso-
phy. We pioneer new technologies and craft
the critical components for truly state-of-the-art
systems - giving each customer a fully inte-
grated irrigation solution.

the Australian Smart Approved
WaterMark board. | encourage you to visit
www.smartapprovedwatermark.com, and learn
about this program that’s considered by many
as benchmark for our industry.

Innovative technology
Our Rotary Nozzles use a lower flow rate to
provide efficient water distribution and reduce
wasteful run-off. Rain Bird's entire family of con-
trollers is specifically designed to help users
easily program customized watering schedules,
while our drip products can be integrated into
any irrigation system to deliver water directly at
plant root zones where it's needed most.
Water is our world’s most precious re-
source. We all need to use it wisely. However,
no single individual, company or agency
can do it alone. As you spend time with the
Landscape Management Waterwise series,
consider how The Intelligent Use of Water can
be applied to your everyday life—at home, at
work and within your own community.

RN I BIRD.
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A growing ‘Sense’ ¥

The U.s. EPA'S WaterSense he flow of innovation from irrigation suppliers will change the
partnering program Oﬁers face of landscape irrigation. As these technologies are developed,
tested, brought to market and — this is the essential piece to the
the Green |ndUStry d path puzzle — accepted and implemented in an intelligent way on
to more eﬁICIent |rr|gatlon landscapes, they promise significantly more efficient water use
X It's no exaggeration to suggest that this is essential to the long-
products and services.

term vitality of the Green Industry.

In light of the incredible pressure being put on our nation's freshwater re-
LRI TR R Y sources by population growth and continuing urban development, it's safe to
say these technologies are arriving none too soon, Agencies in practically every

corner of the U.S. are straining to meet increasing demands for treated potable

water. This is especially true during periods of peak water use. Not coinciden-

tally, this is generally when landscape water use is greatest
The U.S. Environmental Protection Agency (EPA) says that residential land-
scape irrigation accounts for between 30% and 70% of potable water use during

these periods. This varies, of course, depending upon climatic conditions
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But because the EPA (and local water purveyors) are con-

vinced that as much as half of this water is wasted, agencies
and other rule-makers look first to the Green Industry for re-
lief when public water supplies are tight. It's difficult to argue
with their reasoning: When supplies are threatened, because of
drought or system malfunction, they're faced with the unenvi-
able but easy choice of providing water for drinking and sanita-
tion over using water for turfgrass and ornamentals.

It starts with calls for voluntary conservation by the public
and industry. If this fails to achieve the desired savings, manda-
tory landscape irrigation restrictions are implemented. Outside

watering may be banned altogether as a last resort.

Predictably, this has damaging — and often disastrous —
consequences for living landscapes and for businesses involved
with growing, selling, installing and maintaining turfgrass and
ornamentals.

But the Green Industry has learned that playing the blame
game only worsens these situations.

Encouragingly, government agencies, water purveyors, ir-
rigation manufacturers, retailers and the many segments of the
Green Industry are coming together. Sensing the seriousness of

the water situation, they're beginning to cooperate and make

SWAT'S ROLE IN IRRIGATION EFFICIENCY

mart Water Application Technolo-

gies (SWAT) is an effort you may

not recognize, but you should.
SWAT is a national partnership created to
promote landscape water use efficiency
through the application of state-of-the-
art imgation technologies. It operates
under the umbrella of the Irrigation As-
sociation (1A), and focuses its efforts on
product categories targeting both the
residential and commercial markets.

It is made up of water purveyors,
irrigation product manufacturers and irri-
gation and landscaping professionals, all
of them working to identify and quantify
technologies that make landscape irriga-
tion more efficient.

Brian Vinchesi, CID, is the chairman
of SWAT, a position he has held since its
formation in 2002. He is also president of
Irrigation Consulting Inc., Pepperell, MA,
and a former president of the |A.

Vinchesi explains that SWAT was
initially formed at the request of water
purveyors to evaluate the attributes and
efficiencies of the various climate-based
(“smart”) irmigation controllers that

began appearing on the market about 10

years ago. It has since started the process
of developing testing protocols to inves-
tigate the performance of soil moisture
sensors and rain sensors.

To date, the initiative has looked

LANDSCAPE MANAGEMENT / SEPTEMBER

at 14 controllers and recently finished
drafting the seventh protocol for this
testing, which is undergoing review for
comments. SWAT is measuring two con-
troller performance attributes: irrigation
adequacy and irrigation excess. In other
words, they're quantifying how well each
controller meets the watering require-
ments of landscapes, and how much
excess water is applied, if any.

After the review is complete, the
revised protocol is expected to go to the
U.S. Environmental Protection Agency's
WaterSense program.

“SWAT protocols are anticipated to
be the basis for WaterSense outdoor ir-
rigation product labeling specifications, ”
explains Vinchesi. “Climate-based con-
trollers are expected to be the first irriga-
tion products that are labeled.”

SWAT is also developing testing pro-
tocols for soil moisture sensors and rain
sensors in its efforts to identify products

that offer water-saving efficiencies. These

“SWAT protocols are

anticipated to be the basis for

investigations are not as far along as
the work on controllers.
Vinchesi says SWAT selects product

categories based on:
» their ability to improve the efficiency of
an irrigation system;
» their availability in the residential and
commercial markets;
» their adaptability with new or existing
sprinkler or drip irrigation systems; and
» their ability to improve the water ef-
ficiency of a system without negatively
impacting a customer’s landscape.

“Another big part of SWAT is to try to
get these products into the market,” adds
Vinchesi. “You can develop the best prod-
ucts in the world, but if nobody buys them,
they're not going to save us any water."”

To learn more about SWAT, visit
www.irrigation.org/SWAT/Andustry.

WaterSense outdoor irrigation product

labeling specifications.”

— Brian Vinchesi
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consensus-based decisions regarding intelligent water use. This
is happening at the regional, state and national levels.

Let's take a look at what's happening at the national level,
where a relatively new initiative from the U.S. EPA is gaining
momentum. It promises to have a profound effect upon land-
scape irrigation and, by association, the entire Green Industry.

Making ‘Sense’
In 2003, a group of stakeholders came to the EPA to dis-

cuss starting a water efficiency program. In June 2006, that
program became a reality with the launch of WaterSense, a
partnership program sponsored by the EPA. The goal of the
program is to increase the adoption of water-efficient products
and services by consumers and organizations. This program
seeks to increase water efficiency both indoors and outdoors.

WaterSense is employing three strategies as it focuses on
landscape irrigation, says EPA official Stephanie Tanner, who
spoke at the recent Toro WaterSmart Symposium “Success
without Excess I11":

1. improving efficiency of irrigation;

2. increasing the public’s awareness of
water-efficient products; and

3. increasing and promoting water-efficient
landscape design practices.

“Current activities center on labeling certification programs
for irrigation professionals (in partnership with the Irrigation
Association), partnering with certified irrigation professionals
to advance water-efficient irrigation, and developing technical
specifications for irrigation products such as controllers and
soil moisture sensors,” Tanner explains.

Tanner, who manages the development of water effi-
ciency and performance specifications under WaterSense,
says the program’s current focus is on labeling certification
programs for professionals that emphasize
water-efficient techniques and technologies.

So far, five programs have earned the
WaterSense label, four of them in partner-
ship with the Irrigation Association (IA):
[rrigation Designer, Irrigation Contractor,
Landscape Irrigation Auditor and Golf Irriga-
tion Auditor. The fifth program is the North
Coast Water Conservation Group's Quali-
fied Water Efficient Landscaper. At press
time, there were more than 500 WaterSense
partners, according to the WaterSense Web
site, www.epa.gov/watersense.

Irrigation professionals who meet the
program’s criteria can use the WaterSense

70% of Earth covered by water

97.5% is salt water
2.5% s fresh water

ONE INCH OF WATER PER WEEK

One inch of water a week is generally recommended for
maintaining a viable landscape including turfgrass, trees
and flowers. But what is one inch of water? The follow-
ing conversions make this clear:

One inch of water (applied or rainfall)

On 1,000 sq. ft. =

On1acre =27

On 1sg.mile=17

partner logo on outreach material and use a variety of program
templates and brochures in conjunction with their marketing.
These aids will help them differentiate themselves from their
competition, says the EPA.

Also, landscape and irrigation professionals should be aware
that green building programs have begun specifying Water-
Sense irrigation partners. They include the U.S. Green Build-
ing Council’s new construction rating system and the National
Home Builder's draft National Green Building Standard.

WaterSense is also working with many industries, focusing
again on the irrigation industry, to develop criteria for water-
efficient, high-performance products.

For products to be considered for program
labeling, Tanner says they must:

» be about 20% more efficient than
conventional products;

» be able to realize water savings

on a national level;

» be appropriate for use everywhere,
even if it's not in common practice; and
» provide measurable water savings.

“We don't label individual products, but
develop criteria for product categories,”
says Tanner, adding that the EPA looks to
industry to identify, develop protocols and
evaluate the attributes of products within

particular categories.

www.landscapemanagement.net / SEPTEMBER 2008 / LANDSCAPE MANAGEMENT 33


http://www.epa.gov/watersense

“Third-party certification is required for WaterSense prod-
ucts,” she adds. “We will be working with these (irrigation)
manufacturers more directly to help them integrate into the
certification process.”

The WaterSense program, now in just its third year, has
made big strides in labeling indoor water-saving products such
as high-efficiency toilets and faucets. As it continues to investi-
gate other indoor plumbing categories, it has ramped up its ef-
forts to identify and label irrigation products, as well.

“It takes time to get an industry to agree on how the products
should be tested and for manufacturers to agree that the tests it

comes up with are fair," Tanner says.

awareness w
slightly smaller in size than

the U.S.'s contiguous 48

Approved

WaterMark

states, Australia is the driest
inhabited continent on the
planet and one of the
most urbanized

Because of this, and because

extended droughts regularly threaten ofte

water "»UD;)HQ‘S to 1ts major cities, conser measures; and
vationisa nuge issue on the continent

In most respects, Australia has been

— jointly developed the Smart Ap
proved WaterMark water-saving
labeling program. in 2005, t
program, commonly referred to
as WaterMark, was written into
the National Water Initiative,
the country's policy for water, In
2006, it received a grant from the
federal government to increase its
ith the public
WaterMark drives
outdoor water conser
vation by
» promoting products
ana services
that help conserve water;
» helping consumers understand

-complex water conservation

P championing innovative solutions for

sustainable water use around the home

Making sense of water measurements in the real world

28.317 liters
764.5 liters
1,000 liters

One cu. foot =

€ One cu. yard =
(,‘

The good news, given the seriousness of the nation’s fresh

7.48 gallons
202 gallons

One cu.meter=  264.2 gallons

water issues, is that the process is under way and the irrigation
industry, including the Irrigation Association, is a full partner

in its success. Lm

AUSTRALIA'S ‘'SMART’ CONSERVATION EFFORT

Water Services Association of Australia

aimed U.S, EPA WaterSense program
For example, WaterMark focuses

strictly on outdoor water savings, but

the range of products it accredits is
broader to include categories such as
car washes and pool covers as well as
gardening and irrigation

In the short time since its inception,
WaterMark has gained broad-based
support from water utilities, govern
ment departments, retailers and from
service providers

After gaining acceptance and par-
ticipation from industry and retailersin
2007 it was finally confident that it had
enough accredited products in the com
mercial pipeline to make a concerted
effort to educate the pubic about its
mission and the importance of the
WaterMark logo. Public awareness has
grown thanks to widespread coverage

in TV, radio and print media

proactive in achieving conservation,
as evidenced by decreasing per capita
demand for urban domestic water over
this past decade. Most of this has come
from indoor water use savings

In recent years, conservation efforts
have focused on outdoor water use,
as well. Recognizing this, in 2004 tour
associations the Australian Water
Association, Irrigation Australia, Nurs

ery & Garden Industry Australia and

WaterMark accredits products and
services that have been tested and
deemed to conserve water by panels
of independent technical experts. The
t

ing is rigorous, and products and

services are compared against sets of es-

tablished criteria. Products and services
passing muster geta license to use the

WaterMark logo for

tWO years

The two-year provision is not the

only difference from the similarly

Ultimately, the goal of WaterMark
(and its sister program aimed at indoor
water conservation, Water Efficiency

Labeling and Standards or WELS) is to

cate the pubic that water conserva-
tion is a sustainability issue, and it's not
just about crisis management.

To learn more about Smart Water
Mark, or to see the categories and prod-
ucts that have gained its accreditation,

visit www.smartwatermark.org
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lowly emerging from its
worst drought ever —a
calamity still gripping
the southwest corner of
the state — the Green
Industry in and around
Raleigh, NC, is adjusting to a world of
tightly managed municipal water,

This is a relatively new phenomenon
for the East, especially North Carolina.

“The restrictions right now are
manageable,” says Kurt Bland, general
manager of Bland Landscaping Co., a
32-year-old, $10-million-plus company
headquartered in nearby Apex. Home-
owners can now water either two or
three times weekly, depending upon the
community, he says.

He and others in the Green Industry
believe restrictions on the use of mu-
nicipally supplied water for landscape
irrigation are likely to become the norm
and not the exception in their part of
the state. This is something the industry
is adjusting to. Just seven months ago,
local officials threatened most irriga-
tion with municipally supplied potable
water would be banned. But local lakes,
the region's primary supply of domestic
water, refilled after a wetter-than-nor-
mal spring.

“In February, we were being told
that we will not have irrigation systems
operating on potable water in 2008," says
Bland. "All of a sudden it was raining and
people were saying, ‘We want flowers."”

But the negative effects of the
drought (coupled with a stalled housing
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hallenge of
managed water

Green Industry contractors in North Carolina are
adjusting their businesses to meet what they see as
ongoing restrictions on outdoor watering.

market) are still being felt. The state’s
Green Industry is far from returning to
“business as usual.”

In terms of landscape irrigation, it's

not likely that will happen anytime soon.

Apart from the water restrictions
that local and regional authorities im-
posed, which are likely to become year-
round, Gov. Mike Easley this summer
signed a bill giving the state the power
to order water restrictions. The law al-
lows the state to order local or regional
water providers to ratchet up to a more
severe level of restrictions. Also, the bill
requires local authorities to file drought
conservation plans with the state. The
Department of Environment and Natu-
ral Resources could reject plans that it
believes wouldn’t save enough water.

Bland says his family-run business
lost “tens of thousands of dollars” in
installations this past fall thanks to
overly strict irrigation restrictions and
“shattered customer confidence.” Even
so, it kept some of that business going
by trucking reclaimed water to clients’
landscapes. Some communities offered

reclaimed water free as long as landscap-
ers took a two-hour educational course
and had their trucks examined and
properly marked. But hauling reclaimed
water was an expensive proposition.
Fuel and labor costs added up quickly,
says Bland.

“I'd rather take a hit on the bottom
line than not have a top line,” he says.

“With the drought last year, our
installations and the irrigation business
slowed dramatically," adds Chris Lam-
bert, sales manager of Carolina Outdoor
Care, Raleigh. “We had a significant
amount of revenue we had to replace.
We've had to change.”

Lambert beefed up

the company’s main-

tenance division to
generate revenue.
“Fortunately, we
also had some
good relationships
in the commercial

Chris Lambert



A MODEL FOR CONSERVATION
IN THE EAST? _.

The City of Cary is a perennial selection by
national magazines as one of the most
livable cities in the United Sates. With
Raleigh, the state capital, nearby and
surrounded by Duke University, North Carolina State University and the University
of North Carolina, Cary is ideally located for growth.

The entire region experienced incredible development in the past decade,
with Cary in the forefront — thanks, in part to the presence of The Research
Triangle Park, the region’s economic driver. The RTP is an enclave of high-tech
research and development with more than 150 operations employing 39,000
people on 7,000 acres (most of it pine woods) just off I-40.

Cary also leads the region’s population growth and development. Its popula-
tion grew by 43,000 in 1990 and now exceeds more than 114,000. Planners
expect it to double again within the next 20 years.

Development and concerns over meeting future needs, as much as the region’s
periodic droughts, drive the city's aggressive water conservation efforts. Cary's pal-
ette of regulations governing the use of city-supplied water for landscape irrigation
is more representative of those in place in cities in the arid U.S. Southwaest rather
than in the usually verdant East. After all, Cary and surrounding communities aver-
age 44 inches of precpitation annually. And even during last year's devastating
drought, that part of North Carolina received 36 inches of precipitation. Compare
that to the 12 inches of rain that Los Angeles averages annually.

Here are the measures directed at landscape irrigation that Cary has instituted
10 conserve water:

» A tiered water rate. The more municipally supplied water that you use, the
more you pay. For homeowners, the cost goes from a minimum charge of $3.28
per 1,000 gal. to a maximum of $10.83 per 1,000 gal.

» A “turf buy back” program offering homeowners a one-time incentive of
$500 to replace their fescue lawns with warm-season turfgrasses that the city
says are more water-efficient

» Readily available reclaimed water for landscape irrigation, either in bulk or
through approximately 20 miles of pipeline across several different sections of
the city. Cary was the first city in the state in 2001 to pump treated wastewater
to homes and businesses for landscape irrigation.

» Separate meters required for indoor and outdoor water use.

» Water and sewer “development fees” for new construction to offset the infra-
structure costs of serving new development. The development fee for a new 2,500
sq. ft. home is $5,281; for a new 150,000-sq.-ft. office building, it's $130,230

» Aggressive ongoing public education focusing on outdoor water conservation.

Landscape professionals say that Cary is far from the easiest city in the region
in which to do business. But they also admit the city has been the most progres-
sive in terms of educating its residents to water conservation.
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market. That's helped us to cover our

overhead and keep moving,” he adds.

When the region'’s installation busi-
ness dried up, Carolina Outdoor Care
lost two irrigation technicians. Lambert
now takes on more of that part of the
business. This season, bulk of his irriga-
tion business has been servicing and re-
pairing systems that sat idle through the
drought, he says.

Erich Kolb and a partner founded
Triangle Green Scene in 1993 and has
guided it through several droughts.

“A little bit of drought and hot sunny

RN

CATCHING RAIN

hen John Feagans and Ryan

Jones started White Oak Land-

scaping and Irrigation, Clayton,
NC, 10 years ago, they never dreamed

they would be installing rainwater har-
vesting systems. This season they were
— more than a few

Rapid urban development in and
around Raleigh, the state capital, is now
straining the region’s ability to meet its po-
table water demands. Everyone’s eyes are
now open to the region’s water challenges
as a result of the drought of 2007 that
prompted severe watering restrictions.
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weather is good because everybody starts
thinking about putting in an irrigation
system. But this drought was bad,” says
Kolb. “My phone quit ringing for new
irrigation systems.” Although not as dra-
matic, calls for other services such as fall
aerations and overseeding also declined.
“We looked for alternative services
rather than plant and irrigation sales. We
marketed more hardscaping. We looked
harder at our maintenance,” he adds.
Kolb says he feels the recent drought
marks a turning point for the region

in terms of residents’ heightened per-

“I think you will

see people wanting better-
designed irrigation
systems.”

ception of water
conservation and of
the importance of efficient
landscape irrigation.

“I'm confident we'll see a lot more

installations again. People have busy life-
styles and they want their homes to have

all the features, and they expect to have
irrigation,” he says. “But I think you'll
see people wanting better-designed sys-
tems. They're getting more concerned
about water and how they're using it.

I think contractors are going to have to

become more professional.

— Erich Kolb

e

“The drought has made everybody
in this business think and readjust,”
adds Kolb. "And that’s just what we're
doing too.” Lm

“Once the irrigation started getting
shut down we had a meeting in the com-

pany to talk about ways we could serve
our customers and generate income
for the company,” says Feagans. “We
researched rainwater harvesting and de-
termined it was something that we could
do. Within three weeks we went from
getting the idea to having five people
sitting in a classroom learning all we
could about installing these systems.”
Company management spent weeks
researching the Internet for suppliers
and vendors, Then it got as much formal
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training as it could before it began offer-
ing a service new to the region

“We worked through what we were
going to do with rainwater harvesting
in the office a hundred times before we
ever went out on a site,” says Feagans.

The results so far have been modest
but encouraging

“It's not enough to support the
whole company,” he says. “But | think
it's starting to take off.”

Feagans says that customers gener-
ally want rainwater harvesting systems
for their trees, shrubs and landscape
beds more than for their turfgrass. They
like being off public water systems, and
the availability of a free source of water
when they want it for whatever reason

“The systems usually don‘t provide
enough capacity to keep the grass happy
but they can keep the expensive land-
scape plants alive during a drought,” he
says. “We can always reseeed and re-es-
tablish the grass once the rain starts.”

White Oak Landscaping & Irrigation
installs a variety of systems, It depends
upon the size and layout of the custom-
ers' property, the amount of capacity they
want and, of course, their budget

“People don't like being told they
can’t use their water at all,” says Feagans.
“If they have a 3,000-sq.-ft. roof area, we
can give them 1,500 to 2,000 gallons of

water every time we get an inch of rain.”

The smallest system they offer pro-
vides 500 gallons of water capacity.
"That's about as small as you're going
to go,” he says. “l can’t imaging doing
the plumping and installing a cistern
and pump for anything smaller than
that.” As a point of reference, the cost
of a 2,500-gallon system for a customer
runs in the $6,000-$7,000 range, “a big
pill to swallow,” he admits. But, like
him, many property owners are begin-
ning to realize that the availability of
public potable water for landscape ir-
rigation is going to get more restrictive
— and expensive.

“People are going to start paying a
premium for irrigation water,” says Fea
gans. “This region is going to continue
growing and developing, and water is
going to get more precious here.”

Feagans describes the past several
years as "challenging” for his company,
but he's confident it will grow again as
the economy improvdes,

“We're certified irrigation designers
and installers and we’ve gone to the
trouble of learning our trade,” he says,
adding that the region’s water chal-
lenges will ultimately provide a competi-
tive advantage for contractors that can
work with communities and their water
purveyors in conserving water
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“aid water policy

NCSU researchers are taking the mystery out of
landscape irrigation with a multi-year study.

lants don't waste water; people do. That's one of the mantras of
irrigation designers and installers.

It's not that homeowners and property managers intentionally
waste water, especially if it costs them money. It’s just that few
of them are aware about how much, when and where, when it

comes to landscape irrigation. Some irrigate on the premise that
if a little water is good, more water is great.

Their understanding of automatic systems is generally not much better. It's
often best described as “set it and forget it.”

A small team of North Carolina State University professors is in the middle
of a three-year study to take the mystery out of watering turfgrass for property
owners. They've set up a research project to quantify how much water is needed
to keep turfgrass healthy and attractive. They're also evaluating what types of ir-
rigation management systems work best for their region.

“It's a two-fold study,” says Dr. Grady Miller, professor and extension special-
ist. “We're testing technology, but we also have the turfgrass telling us what to
expect. For example, just because one technology might put out less water, if
the grass looks bad, that technology will not be acceptable to a homeowner.

“We want a technology that doles out the water as the plant needs it and is
efficient in doing that — while still maintaining acceptable turf quality."

The NSCU team's findings to this point suggest that keeping turfgrass
healthy and attractive doesn't require as much water as most property owners
seem to think. Irrigating two days a week works fine, even during the mid-
South'’s hot summers.

“There is no reason to water every day,” says Dr. Garry Grabow, assistant
professor of biological and agricultural engineering,

Grabow, Miller, Dr. Rod Huffman, also a professor of biological and agri-
cultural engineering, and crop sciences professor Dr. Dan Bowman installed
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5,000 sq. ft. of turf-type tall fescue sod at the university's Lake
Wheeler Turfgrass Field Laboratory in the fall of 2006. They
divided the turfgrass into 40 experimental plots and began wa-
tering it with 160 sprinkler heads controlled by an automatic
irrigation system.

Some plots are watered daily; others are watered once or
twice a week. All the watering is done between 12:30 a.m. and
6 a.m. daily.

All of the irrigation systems have rain shut-off switches — a

The project at the NCSU Lake Wheeler Turfgrass Field Lab seeks
practical information concerning turfgrass irrigation. 1 Dr. Bir Thapa
with soil-water moisture probe. 2 Back side of controller box with
atmometer (left) and weather station (right). 3 Dr. Grabow at the
controls of the “on-demand” system that NCSU is evaluating.

4 Grad student Arjun Vasanth installs a soil-water sensor.

valuable and inexpensive system feature that more than pays
for itself in water savings, the researchers say.

“We're comparing the irrigation technologies against the
standard type of operation," says Grabow. “We'll also com-
pare how much water they use and what we think the turf
required. We'll also compare the turf quality.”

So far, the researchers have been most impressed with the
results obtained by using soil moisture sensing. It has delivered  doesn't deliver an acceptable quality of turfgrass, says Grabow.
the best combination of turf quality and water savings to date. The NCSU research project has attracted the attention of
The soil moisture sensors, placed five inches below grade in officials from several communities in and around the region.
the plots, activate irrigation when soil moisture drops below “We are working closely with several municipalities,” says
a pre-set level. Once the soil moisture increases to the desired Grabow. “We want to make sure they make policy that is sci-
level, the system turns off. entific and is based on sound science.”
“It did not apply the least amount of water,” Grabow ad- He adds that, based upon what the researchers ultimately
mits, “But it applied what I would consider the right amount  find out, local water providers may want to consider incen-

of water to provide good quality turf.” tives for property owners to purchase technologies that offer

The researchers are also evaluating
satellite-controlled irrigation control,
which uses weather data to determine
evapotranspiration to provide a measure
of when to water. It, too, has shown
promise, and the researchers are tweak-
ing the system to see if they can get just
the right amount of irrigation to main-
tain turf quality in their region of the
country.

As team members evaluate various
irrigation systems and measure irriga-
tion frequencies and water use, they're
also rating the condition of the turfgrass.
They're rating it visually on a scale of 1 to
9, and measuring its canopy temperature
as it relates to each irrigation program.

Regardless of the potential water
savings, property owners are not going

to embrace any irrigation system if it

the best combination of water savings
and acceptable turfgrass.

"Some of these technologies may be
able to almost take the untrained home-
owner out of the irrigation equation,
regardless of whether they have restric-

tions,” explains Miller, “Perhaps it's a
sensor that will override the controller
and keep the irrigation from coming on
when the soil moisture is adequate, but
wait until the next available cycle, which
might be a day or two later.

“We see a lot of people who have an
irrigation system installed but when the
installer leaves that might be the last
time they worry about it until there’s a
problem,” he adds.

The Center for Turfgrass Environ-
ment Research and Education at NCSU

is funding the research effort. Lm
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“When the well’s dry,
we know the worth of water” _c..icoinfrnin

In life it’s all about priorities, and ours is to design and develop irrigation solutions
that reinforce our commitment to The Intelligent Use of Water,™ like our nozzles that
reduce water use by up to 30%. Everything we do revolves around water, so we feel it is

our responsibility to extend our commitment beyond products and technologies to include
educational and training programs that encourage others to conserve, We want to do even
more, and with your help we can. To partner with us, visit www.rainbird.com/IUOW.

ThelntelligentUseofWater."‘ —[ LEADERSHIP - EDUCATION - PARTNERSHIPS . PRODUCTS ]

Ran I BIRD
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FREE CONCERTS
AT FOURTH STREET LIVE!

THURSDAY, OCTOBER 23 | 8:00PM FRIDAY, OCTOBER 24 | 8:30PM MORE FUN INPUI '
| : Dealer Club perks ™ |

Lunch with your peers

Ferris Industries’ 5K Run with the Winn

Dealer Experience.

1\ . See www.DealerExperienceOnline.com.
- - $20,000 Trucks of the Industry Giveaway

38 SPECIAL in concert LONESTAR in concert Kohler's free brat fry

With Special Guests, With Special Guest, STIHL's Lumberjack Challenge

The Briggs Bluesbusters, Candy Coburn, 7PM _—5 =
65:30PM = Presented By: 0'4!!28\.‘.
Presented By: BRIGGS&STRATTON Q\@" REGISTER NOW!

: WWW.GIE-EXPO.COM
[FEAVELY) @Stens (800) 558-8767

th Street Live! Restaurants — Hard Rock Cafe | Lucky Strike | Maker's Mark Bourbon House | Red Star Tavern | Sully’s Restaurant Saloon | T.G.1. Friday's | The Pub
Go to www.4thstlive.com to make dinner reservations.
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A new-products showcase featuring exhibitors' latest innovations.

How to use your
time wisely at GIE+EXPO:

Step 1: Tour New Products Live to plan your booth visits.

Step 2: Visit the 650 exhibits to talk one-on-one about the newest products
that will provide efficiency and greater profitability for your company.

Step 3: Walk outside to see the products in action in the 19-acre demonstration area.

GIE+EXPO is your one-stop marketplace.
* See exhibitor list at www.gie-expo.com
* Workshops and education
* 3 days of outdoor demonstrations

* Exclusive BAM access to the showfloor each day

* Giveaways and special pricing

* Exhibitor-sponsored events
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Whether you're a veteran or a first-timer to the annual GIE+EXPO, Oct.
23-25, you'll discover that Louisville is in the midst of a renaissance.

Build some extra time into your trip to really enjoy this vibrant city on
the Ohio River. It has a lot to offer in addition to the GIE+EXPQ’s vast
array of outdoor power equipment and its many educational and net-

working opportunities Start with Fourth Street Live! the city's mecca for

shopping, nightlife, restaurants, dancing and even bowling. Still, if you

think you've “Been there, done that,”

Louisville Slugger Museum. It’s

hard not to notice the six-story-tall
baseball bat in Louisville’s famous "Mu-
seum Row" in the West Main District of
downtown. If you haven't
been there, take the tour
and find out exactly how
a tree falling in the forest
gets into the hands of
your favorite Major

Leaguers. If you have

seen the tour, you still

check out these attractions.

might want to check out “Play Ball, Mr.
President,” a limited-time exhibition just
in time for the upcoming presidential
election that celebrates the rousing and
historic connection between our national
pastime and the Oval Office. The ex-
hibit closes Nov. 9. sluggermuseum.com
Churchill Downs. Host of the most
famous two minutes in sports,
Churchill Downs kicks off the horserac-
ing season with The Kentucky Derby.

But even though that’s held the first Sat-

urday in May,
you can still get
an up-close look

at all the action

through the Barn
and Backside Tour at Churchill Downs.
Get there early, as museum tour guides
take up to 12 guests on a one-hour tour
of Churchill Downs' barn and stable
areas. As an added bonus, if you are still
in town, the fall racing season kicks off
on Sunday, Oct. 26. derbymuseum.org

Speed Museum. Not an homage to

NASCAR, the Speed Museum is
home to a permanent collection of more
than 12,000 pieces on display that span
6,000 years of history. Pieces range from
ancient Egyptian artifacts to contempo-
rary art. Running through the end of the
year is the exhibit “Life, Liberty and the
Pursuit of Happiness: American Art
from the Yale University Art Gallery.”
speedmuseum.org

continued on page 44
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d heavy
spring rains. We're so confident Barricade will remain in the soil ready to control
crabgrass that we guarantee against breakthroughs. See detalls and sign up at
www.BarricadeGuarantee.com. Contact your distributor and order now for the
best value of the season.

1-866-SYNGENTA e BarricadeGuarantee.com

©2008 Syngenta, Syngenta Professional Products, Greenshoro, NC 27419, Important: Always read and follow
label instructions before buying or using this product. Barricade” and the Syngenta logo are trademarks
of a Syngenta Group Company



http://www.BarricadeGuarantee.com

BUSINESS ENJOY THE SHOW

continued from page 42
Muhammad Ali Center /
Frazier International

History Museum. These are

two cultural landmarks not to be missed. The Ali

Center heralds the life and ideals of world-famous

boxer Muhammad Ali, a Louisville native. The

center, located in the West Main Street museum
district, has interactive exhibits, galleries and pub-
lic educational programs. The Frazier Museum
takes visitors on an unforgettable journey through

1,000 years of history — with interactive displays,

multimedia presentations and costumed inter-

preters. alicenter.org and fraziermuseum.org

H Kentucky Museum of Art and Craft. Nearby
Valhalla Golf Club is hosting the Ryder

Cup golf tournament this month, and the city is

celebrating with 18 Art Holes at the Kentucky

Museum of Art and Craft through Oct, 31. Art-

continued on page 46

Top 5 places to dine

Again, any of the restaurants along Fourth Street Live! are perfect for en-
tertaining yourself, clients and friends, and for networking. But you'll find
plenty more unique Louisville dining options around town

1. Blue Dog Calt and Bakersy. This artesian bakery, with its $50,000
Spanish wood-fired oven, set a new standard for quality bread in Louis-
ville. Perfect for breakfast or lunch, the bistro-style restaurant has an Euro-
pean feel to it, particularly in quality. 502/899-9800

2. Aualos. Located in the heart of the eclectic Highlands district, Avalon
offers American cuisine with a creative twist, award-winning wines, warm
and attentive customer service and an atmosphere that will energize
anyone's night out. Open for lunch or dinner, indoors or out on the patio
avalonfresh.com

3. tym'a Paradise C’A{tl Unigue and quirky, Lynn’s Paradise Cafe offers
“down home" cooking, wacky decor and genuine Southern hospitality
The fun and family-friendly atmosphere, the World of Swirl gift shop, and
its central “Louisville-Highlands" location have made the cafe a popular
destination. lynnsparadisecafe.com

WINTER s

PLAN FOR IT NOW.

PRO-TESH'S ANNUAL PRE-SEASON SNO PUSHER SALE.
NOW THROUGH SEP. 30 OR WiHLE SUPPLIES LAST.

Call or visit Pro-Tech online to locate a dealer nearest you. PROTECH

MANUFACTURING & DISTRIBUTION

© 2008, Pro-Tech, Inc. Al rights reserved 888 PUSH SNO or www.snopusher.com
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WALKERTE=MOWERS

5925 E. Harmony Road e Fort Collins, CO 80528 « 970.221.5614 « www.walkermowers.com
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BUSINESS ENJOY THE SHOW §. Sevicle: A Latin Restawrasd. Seviche restaurant has only been open
for two years, but in that short time, chef/owner Anthony Lamas has been
honored with accolades, including “Best New Restaurant” and "Best
Restaurant in Louisville.” The house specialty is its namesake (also spelled
cerviche), a South American dish consisting of raw seafood marinated in a
mixture of spices and citrus juices that "cook” it. A sister restaurant, Sevi-
che: A Latin Bistro, opened in 2007. sevicherestaurant.com

S. Lillyy's Bistro. Admired both locally and nationwide, Lilly's food con-
tinues to be innovating and inspiring, celebrating the freshness of regional
produce. The food is styled from Chef Kathy Cary’s own Kentucky herit-
age and the foods of the American South. lillyslapeche.com

continued from page 44

ists, architects, engineers, Boy
Scouts and more are creating 18 fully functioning
and unusual putt-putt courses open to the public
for entertainment. mellwoodartcenter,.com
Louisville Zoo. The zoo is always a fun stop,

and if you bring your family to town, you

won't want to miss the World’s Largest Hallow- Plus, while you're in Louisville, you can't miss the chance to have a
een Party running Oct. 23-26. The party is a not- drink at the Seelbach Hotel, enjoy the famous “hot browns” at the Brown
too-scary Halloween event for everyone. It fea- Hotel, sip a mint julep and make your way across Kentucky's Bourbon
tures larger-than-life costumed characters, Trail, Plus, there’s plenty more to explore and

fanciful storybook scenes and trick-or-treating for find. The fine folks at the Louisville Visitors

the 11-and-under set. louisvillezoo.org Bureau are ready to help you make this

Six Flags Kentucky Kingdom. year’s GIE+EXPO your best trip ever. Visit ———
www.gotolouisville.com.

And don't forget, GIE+EXPO has lined v
up its usual array of fantastic entertainment, |
including live concerts on Fourth Street Live!
from 38 Special and Lonestar this year. Visit
www.gie+expo for details. ¥

Speaking of Halloween, Six
Flags (thund right outside the con-
vention center and expo area) hosts
Fright Fest throughout October.

Come for the rides in the day; stay at

continued on page 48
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You'll always remember your first 2 WIRE

especially when it's

',u e b
X » Use standard irrigation wire

2WIRE is hot, smart and easy! And » No grounding along
we'll introduce you for FREE! On your first b
2WIRE job, we'll give you the $315 ICC g
48-Station Decoder Module FREE! :

» Expand existing
multi-wire systems

Guaranteed AFFORDABLE and easy. Supply and S without trenching
time is limited...Call today! (Specify promo code-L M08) ( back to the controller

» Very affordable - even

on smaller jobs!
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Ask your Arysta LifeScience
distributor about the
ALOFT® Unsurpassed
Performance Guarantee

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

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

ers, including armyworms, cutworms and sod webworms. To learn more about |
h of ALOFT, call 1-800- 761 -9397 or visit www. arysmnfesclence us/aloft.

@ Arysta LifeScience
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BUSINESS ENJOY THE SHOW

continued from page 46 another hot attraction. Glass-
night for the ghosts and goblins, as the works is the only facility of its
park is transformed into a haunted kind in the country, bringing
house. sixflags.com/kentuckykingdom together an array of glass art-

Glassworks. Located next door to ists and galleries in one loca-

the Louisville Slugger Museum is  tion. Visitors will experience a rich

The next best thing
to real.

DESIGN IT. SELL IT.

Landscape design is all about vis
and knowing how to share that
vision with potential customers
With PRO Landscape design
software, you can trans

creative ideas into photorealistic
Images and ;)H];)(":.Jt\ In Mminutes,
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

» Realistic photo  « 3D photo
imaging rendering
« Easy-to-use CAD 3D CAD rendering

+ Customer Night & holiday
proposals lighting

60-Day Money-Back
BETTER | BID BETTER Guarantee

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

portrayal of the
magic, mystery
and beauty of
glass. Tour the
flameworking, ar-
chitectural glass and glassblowing stu-
dios, and learn about the extensive vari-
ety of artistic glass-working techniques
through the demonstrating artists. Try
your hand at ¢creating your own work of
glass art with advice from the resident
artists. Saturday, Oct. 25, Glassworks
will host The Great Pumpkin Blow
from 10 a.m. to 5 p.m.
louisvilleglassworks.com

Belle of Louisville. The steamer

Belle of Louis-
ville, a national historic

landmark, and the river- o

boat Spirit of Jefferson :

serve as the western an-
chor of the city's award-
winning Waterfront Park
in downtown Louisville.
On Saturday, Oct. 25, The Belle of Lou-
isville hosts its last Oktoberfest cruise of
the season. The three-hour cruise in-
cludes a delicious German-style buffet
and special entertainment.
belleoflouisville.org

Hidden Hill Nursery. Here's a spe-

cial tenth attraction just for the
landscape crowd, Hidden Hill Nursery
& Sculpture Garden is a unique mini-
arboretum, sculpture gallery and unu-
sual plant nursery in southern Indiana,
about 8 miles from Louisville. Founded
by longtime Louisville newspaper col-
umnist Bob Hill, Hidden Hill offers
whimsy, fun, puns, an outdoor model
train, great benches and fountains, ex-
otic trees and shrubs and lots of solitude
in a rural setting. If you can find it, ad-
mittance is free. Here's a hint to finding
it: Visit www.hiddenhillnursery.com. If
traveling with a group, call ahead at
812/280-0347. vm
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Husqgvarna

More power for you.
Less impacton
the environment.

Husqvarna® X-TORQ®, our patented
engine technology, is the result of
years of extensive research. X-TORQ
engines are designed to produce
maximum power, even at lower
rpm. All X-TORQ products fulfill
the most stringent environmental
regulations, with up to 20% less fuel
consumption and up to 60% less
emissions. “Master The Great
Outdoors"” with Husqvarna and
our unique engine technology!

To learn more about X-TORQ,
visit husqvarna.com

Model 180BT

X-TORG
EXCLUSIVE TECHNOLOGY

Husqvarna.com ©2008 Husqvarna



LM'S OPERATOR OF THE MONTH

»

Co-owner, Weed Man, Kansas City svavese cuverte

on Cundiff, co-owner with his

wife, Vicky, of Weed Man Kansas

City, hit the ground running

at age 16 with his first Green
Industry position — serving under the
legendary George Toma on the Kansas
City Royals and Chiefs ground crew.

“George taught us a lot of lessons,”
Cundiff says. Most importantly, Toma
instilled in his young charges the notion
of “what it took to be the best." This
entailed “that you had to do your job and
then some; success came to those who
persevere and pay attention to detail.”

Cundiff has scored with those
concepts over the years through active
participation in industry organizations.

“1 may be prejudiced, but I believe
association involvement is the best
thing you can do to grow as a profes-
sional in your industry," he says. “The
networking amongst your peers is
worth every penny you invest. You will
learn valuable lessons as well as develop
long-lasting relationships.”

You were selected as a PLANET “Trail-
blazer” to assist other up-and-coming
Green Industry participants. How has this
worked out for you and your students,
and what lessons have you gained from
the experience? The Trailblazer program
is one of the best values PLANET offers.

[t gives an opportunity to network with

other professionals on a one-to-one basis,

Interestingly, I learn as much from the

people I work with as they learn from
me. We continue to visit from time to
time. Networking within PLANET is the
biggest asset it has to offer.

What led you to start your own business?
I had worked for a couple of other lawn
companies in the area after the stadium.
I always wanted to be an entrepreneur.

How do you motivate your employees to
provide the necessary customer service?
Every company has a culture, either
positive or negative. As leaders, it is

our job to provide a positive company
culture. This, in turn, transcends to
professionals on the front line to carry
that culture into the field and provide
positive experiences for customers.

What has been the impact of the slowing
economy on your customer base? How
have you been able to retain your clients?
The lawn care sector traditionally has-
fared well through slow periods in the
economy. As long as customers continue
to feel the value of our service, there is a
place for us,

What is the impact of higher fuel prices on
your business? Obviously, gasoline prices
have caused a major concern in the
industry. I think as professional business
people, we have to look at all avenues to

reduce waste and be more efficient.

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.

= Founded: 1987

= Number of outlets: 1

= Employees: 20

= Education/certifications: Bachelor's of
science degree in marketing, Master
Lawn and Landscape Professional (MLLP)
= Industry involvement: Served as
president of the Mid America Green
industry Council (MAGIC), and was also
president of the Professional Lawn Care
Association of America (PLCAA). He
currently is on the Professional Landcare
Network Governance Committee in ad-
dition to being a PLANET “Trailblazer.”
= Business outlook: ”Be positive and
never stop trying to improve.”

= Personal highlights/hobbies: Personal
highlight was serving on the PLCAA
Board of Directors; hobbies include golf
and other sports.

= Family: Married to Vicky, who co-
owns the business, for 24 years; twin
boys Brandon and Cameron Cundiff

= Web site: www.weedmanusa.com

What are the biggest challenges going
forward for the Green Industry? We need
to keep promoting our industry to recruit
quality people. Gas and fertilizer prices,
and the economy as a whole, are sizeable
challenges we will face well into the
future. Legislative issues continue to be
an area of concern. We also need to keep
promoting the value we bring to home-
owners on a daily basis. We are a great
industry and have a great story to tell.
— The author is a Cleveland-based
freelance writer. Contact him at
Jimguyette2004@yahoo.com.
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You've got enough to worry about. But with Insignia® fungicide on
your team, you can be sure of one thing: effective control of patch
diseases (brown, summer and take-all), fairy ring, pythium root rot,
pythium blight (volutum), bipolaris, gray leaf spot, snow mold and
more. You'll even suppress dollar spot. So put a better strobie to
work for you: Insignia. You'll be glad you did, month after month.

betterturf.com | 800-545-9525

Always read and follow label directions,
Insignia s a registered trademark of BASF. © 2008 BASF Corporation. Al rights reserved,

BASF

The Chemical Company
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BUSINESS QUALITY WORK

Some of our NOrmal routines
are NOT necessary every visit.

Labor’s quality side key

BY BRUCE WILSON

igh quality and high profit
margins go hand in hand if you
properly manage your crews

on job sites. The biggest key is
prioritizing work around the key

quality drivers,

Our maintenance crews be-
come creatures of habits. They get into routines, and
are very good at doing the same things
each week on their weekly visits.

This can be good and
bad. Quality probably
will be good if they have
everything in the way of
job requirements in their
routines and have enough
time to complete them.
But unfortunately, things do
come up that upset routines:
A piece of equipment might
malfunction. A crew member
might not show up. The property
might suffer vandalism, vehicle damage or
malfunctioning irrigation.

Most of our crews do not adjust well to these
disruptions, and sometimes entire jobs are im-
pacted. Some struggle for weeks trying to get back

“on routine.” In the meantime, quality suffers,
However, if your managers are on top of their
jobs, and trained to expect the expected, they can

jump in and fix a lot in a hurry. The key is to repriori-

tize all tasks, focusing on those that best strengthen

each client’s perception of high quality.

Examine and redefine routines

Some of our normal routines are not necessary
every visit. The challenge is training your crew
leaders to recognize this, and make the right
decisions as to which tasks remain essential and
which ones can be delayed a until the next visit.

Crew leaders often end up being lead workers,
operating large mowers and not seeing the
whole jobs and prioritizing the work
when they arrive at the job sites.

Field managers must have
effective feedback systems
from their crew leaders,
letting them know when they

did not complete the field

work or when something

unexpected triggered a delay.
Also, field managers must
visit their jobs as frequently as
practical — with their crews present.
They should walk the jobs with their
crew leaders and coach them on how to set
these quality-driven labor priorities.

While time-consuming, these processes are
essential to training crews on better managing and
monitoring labor. To ignore the quality side of the
labor issue is a huge gamble.

— 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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CLOSING TIPS

Marketing and sales are NOt the same thing.
Marketing creates leads;
sales closes opportunities.

o

Sales growth drives success

BY KEVIN KEHOE

Imost every business hurdle can
be pole vaulted with increased
sales volume. Revenues drive up
leverage ratios faster than any cost
reduction. Each leverage ratio* has

revenues in d\C numerator.

Increase revenues in rela-
tion to labor, overhead and equipment costs
(the denominator), and the ratios rise quickly.
Most companies do not have robust
enough marketing and sales functions. They
invest more in operations/production func-
tions than they do in marketing and sales. By
the way, marketing and sales are not the same thing.
Marketing creates leads; sales closes opportunities.
Many customers are lazy and ignorant — lazy
in the sense that they don’t want to work hard to
make a purchase, and ignorant in that they often
are uneducated about what they are buying. With
this in mind, your integrated marketing-and-sales
strategy must:

Maximize positive touches. Frequent contact and
message simplicity minimizes the customer's work
to find and understand you.

Differentiate by selling a “program.” Solution-
based programs maximize customer education and
risk awareness,

Communicate related services to existing clients.
Regular news increases referrals and makes it easy
for customers to remember you first when their
needs expand.

*NOTE: Revisit the
leverage ratio def-
initions in the July
and August Issues
of this column.

The3Ps

Sales strategy focuses on the 3 Ps: price, pipeline

and process, The reality is that customers do not

care about your costs. They care about what they
pay. Keeping this in mind:

Price competitively in every market segment.
Deploy a pricing model that enables you to
maximize closing rates and profit
at the same time. It makes no sense
competing in a segment where you
are consistently the highest-price
vendor. It is a waste of time and
money.

Manage your sales pipeline
ruthlessly. Too much sales time is
misapplied in low-value activities. If there are 50
sales hours per week for a full-time person, manage
every one of them.

Professionalize the sales process. Selling is not
about throwing a number at a customer and defend-
ing it. Selling is a process of making a friend, and
educating a lazy and ignorant buyer. Knowing how to
do this is part science, part art — and very trainable.

Do not get fixated on selling at a pre-determined
gross margin percentage. This creates enormous
price inflexibility. Instead, focus on selling enough
gross profit dollars. After all, dollars pay expenses,
not percentages.

In a down economy, your best investment is in
sales and marketing. Nothing solves a profit prob-
lem like more sales.

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

Contact him at kkehoe@earthlink.net.
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“ Dow AgroSciences

ELm_gpsion' 2EW

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

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

vww. DimansionHerbicide.com “Trademark of Dow AgroSciences LLC State restrictions on the sale and use of Dimansion spacialty herbicide products spply
Consult the label belore purchase or use Tor full details. Always rend and follow label dirgctions. 2006 Dow AgroSciances LLC T38-337.001 (11/06] BR 01060458 510-M2-432.06

P ROVEN S OLUTIONS



http://www.OimensionHerbicide.com

BUSINESS

EXAMINING ROUTINES

Don't just accept the first right answer.
Dig deeper into the rOOt cause
of the waste and fiX it.

Arxe you processing lean?

56

MONTHLY
CHALLENGE

As a team, define
what it is that your
customer is willing
to pay for—and
identify some of the
unnecessary waste
that keeps you from
delivering it.

BY JIM PALUCH

ost problems and waste in
companies occur when pro-
cesses are not clearly defined
and communicated in ways
that allow people to work
smarter. Be hard on your

processes and soft on your
people. Most employees want to do good jobs and
will help their companies improve if they are just

given opportunities, respect and recognition.

Value versus waste

To begin to understand lean, an understanding of
value and waste must be realized first. Value
is whatever the customer is willing to pay for,
while waste is everything else.

You might be saying, "I can’t deliver the

value without all of the other stuff.” That is half

correct — and that is why some of the other

stuff is called necessary waste. But a working

smarter company will find ways of identifying

and eliminating the unnecessary waste.

What is the customer willing to pay for
(value)? All the customer wants is a beautiful-
looking landscape and lawn with no problems.
What is everything else (waste)? Loading trucks,

cleaning equipment, sharpening blades, transporta-
tion, edging beds, dumping debris, hiring and training
employees, creating contracts, running copies, etc.
Everything listed here is a process. In future columns,

[ will address process mapping, but for now, just

know each of these things are processes necessary to
delivering the value. And within each process, there
is waste that needs to be identified and eliminated.

Hard on processes

In a lean culture, being hard on the process has sev-

eral key points. The first is using lean tools to dissect

and analyze each process to the point where waste

is identified and actions are taken to eliminate it
Don'’t just accept the first “right” answer. Dig

deeper into the root cause of the waste and fix it.
Never be complacent. Instead, commit to con-

tinually improve each process over and over again.

Soft on people

| recently toured the Toyota plant in Georgetown,
KY, and was amazed with the culture. They give
recognition for everything from perfect attendance
to great solutions. They respect every opinion and
give employees the opportunity to stop the assem-
bly line any time if they think there are better ways
of doing things.

What have the employees given in retumn? They
produce a car every 55 seconds, up to 2,000 a day. They
have thousands of employees with perfect attendance
each year, and more than 100 employees who have not
missed a day since the plant opened more than two
decades ago. Are you beginning to process lean yet?

— The author is president of JP Horizons Inc., and has
partered with Ariens and hundreds of other companies
to develop the Working Smarter Training Challenge.

To learn how you can benefit from being involved in the
program, visit www.jphorizons.com and explore.
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COMMON SENSE

Arxe you easily offended?

In this politically correct world, intent
doesn’t Seem to matter

BY DANIEL G. JACOBS / Managing Editor

have to confess to being a little confused.
[ don’t know if my opening sen-

tence to this month's cover story is

inappropriate. It's certainly not meant

to offend. The goal was to be engag-

ing, entertaining and to draw you in to

the story and make you want to read
further. | realize that the vast majority of our read-
ers are male so there is less of a chance of angering
someone than if the article appeared in, say, O, the
Oprah Winfrey magazine.

But that's not really the point, If it's offensive, it
shouldn't appear anywhere. And herein lies my con-
fusion. Is what is funny to someone and offensive to
another truly offensive? Does the problem lie with
the intent or the inference?

Living in Northeast Ohio, I'm a fan of the Cleve-
land Indians. Every season, a few people stand with
their signs protesting the name and Chief Wahoo,
the long-lasting caricature that for decades has ap-
peared on all types of merchandise. The name, the
story goes, was meant to honor Louis Sockalexis, a
Native American from the Penobscot tribe and one
of the team's legendary players. So if the intent was
to honor, where's the slight?

In this politically correct (a phrase I've come to
despise) world, intention doesn't seem to matter. If
someone is offended, the offense must be rectified.
While he's not been officially banned, the image of
Chief Wahoo shows up on fewer items than it once
did. Only decades of tradition and the anger of tens
of thousands of fans keeps the team name alive.

Recently, a Kentucky man and long-shot guberna-

torial candidate, Otis “Bullman” Hensley was arrested
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after making a joke in a local grocery store. A woman
with two young daughters was outraged when he of-
fered “to trade her a fattening hog for those girls.” He
meant it as both a compliment and a joke (the phrase
is a generation’s old Appalachian jest). She called the

police. Was it in poor taste and boorish — yes. Was it

inappropriate — perhaps. Was it criminal? No

Our company's employee handbook has an
entire section on harassment (as do most compa-
nies these days). It specifies inappropriate behavior
— verbal, non-verbal and physical. I'd like to think
that reasonable adults can work together, joke
together, have fun and know not to cross “that line.”
We often tease each other about a “Page 5" violation
— named for the spot in the handbook outlining
the harassment rules and policies.

If I make a joke that causes a problem, | might
get named in the lawsuit, but no one’s going to
collect millions from me. That's coming from the
company. That is the key nightmare managers face
and the reason for employee handbooks, lawyers
and sensitivity training.

My point? Truly offensive behavior and harass-
ment don’t belong in the work place. But when
does boorish become insensitive and insensitive
become illegal? I'm not sure, but I do know you'd

better have detailed employee

policies and procedures in place
to cover your a... Make that
protect your business.

Contact Dan at
216/706-3754 or e-mail at
djacobs@questex.com
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AWARD-WINNING LANDSCAPES

housands of people

A journey to Italy
inspires a homeowner
and challenges his
landscaper to bring

a little of Old Tuscany
to the Old West.

BY DANIEL G. JACOBS
Managing Editor

visit Europe every year

and return home with

souvenirs and photos

of their travels. For one

Nevada resident, though,

that wasn't enough: He
wanted to bring home the look and feel
of the Italian countryside.

With photographs in hand and a clear
vision, the homeowner approached Dan
Bishop, chief operations officer of D&K
Landscape, Las Vegas, and expressed his
desire for a landscape that reminded him
of his recent journey.

Bishop, along with Pete Battisti, D&K's

i design development manager, worked

Law restricts the amount
of turfgrass for use in a
landscape. This project

uses none at all.

with the owner and the homebuilder to
create a plan that would make any Italian
feel like he was looking at the mother-
land. Perched on a hill, the corner lot in
Henderson, NV, transformed from an arid
turfless plot into a Tuscan villa complete
with grapevines and a stone archway —
resembling an actual surviving remnant
from an allied World War Il bombing run.
“A lot of homeowners don't have
any ideas,” Bishop says. “They kind of
know what they want, but they don't
know how to interpret it. We were lucky
enough to start with a good base, have
a good client with some great ideas. We
got to take our paintbrush over them.”
D&K's brush strokes filled the can-
vas with a number of points of interest.
Grapevines hang in the atrium

continued on page 62
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continued from page 60

next to the fountains. There is a breeze-
way, with (Lady) Banks rose climbing
to a second-story casita. Leave that area
and you pass the pool “and there’s this

amazing built-in barbecue that leads to

Take the first step toward becoming
a Professional Lighti

Work has slowed down. You're looking to
generate revenue between irrigation and
landscaping jobs. Add outdoor lighting to
your list of services. You already have many
of the skills, and we’ll provide everything else

you'll need to be profitably successful.

VISTA

PROFESSIONAL

OUTDOOR
LIGHTING

ng Special

Call 800-766-VISTA or
visit www.vistapro.com.

that stone arch- The arch resem-
way," says Bishop, bles a building
who expects D&K bombed in WWII.
to record revenue A fountain is the
of $9.5 million atrium'’s focus.

this year.

The archway was one of the most
difficult challenges. The company only
had the homeowner’s photos to go on
Bishop turned to a stonemason the com-
pany uses to create the structure.

“We ended up incorporating that into
the back vard,” Bishop says. “It is identi-
cal to the actual structure that was over-
seas. It turned out really well."

Through the archway, a visitor travels
over a bridge that spans a dry riverbed
complete with pieces of pottery. A lit-
tle further on is another seating area
Continue through the north side of the
property, where D&K installed pavers
that trace a meandering walkway past a
wall fountain. A different style of pavers
was used to create the driveway.

The company created a number
of focal points around the home. And

continued on page 64
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DESIGN/BUILD AWARD-WINNING LANDSCAPES

continued from page 62

because the homebuilding and landscaping coincided, Bishop
and Battisti were able to work with the homebuilder to en-
sure that everything meshed.

“You could pull up a chair and sit in one of six different
places on this property and feel like you're in a (different)
tranquil environment,” Bishop says. “You don't feel like you're
in Las Vegas when you're on this property. It seems like some-
thing out of the Mediterranean.”

Tiered plantings
Early on in the project, D&K installed a double boulder retain-
ing wall to work within the property’s massive slope.

“We carved a bottom row of boulders and then tiered it
off and put another row in," Bishop explains. “In that row, we
made some nice planting beds. We have the rosemary creeping
over the boulders. It layered the front yard. It was the founda-
tion for what we were able to do. Once we designed that boul-
der wall, the ideas were coming at us.”

D&K did much of the hardscaping and all of the softscap-

|<800-EDGINGS

om

WA Y o\yo\d

Stone work on the outdoor
kitchen and pavers marking
pathways through the prop-
erty complement the color
and style of the materials
used to build the home.

ing, using some 15 different
species of trees and plants.
In many of the plantings,
D&K was able to use au-
thentic Italian materials, including cypresses, olive trees and
crepe myrtles. Other times, D&K was forced to substitute na-
tive vegetation.

“We were able to use a significant amount of hardy plant
material that does well in this valley,” says Battisti. “We were able
to make that connection while giving the property an authentic
look. That was my biggest challenge — to correspond plant
material that does well to promote the longevity of this project.
Another big challenge was giving the appropriate aesthetic, to
really convince the client of the type of plant material we use in
this valley. We did a successful job in the way the lot was set up.”

Among the native plantings D&K used are Japanese box-
woods for hedging, Russian sage as accents on the hillside,
mock orange, Indian hawthorn, star jasmine, lantanas, heavenly
bamboo, rosemary, red fountain grass, Vitex and chaise trees.

Because the company was able to create a site without turf
(laws in the state limit turf), the project eamed recognition at
the 2008 Southern Nevada Water Authority Landscape Awards.
The Nevada Chapter of American Society of Landscape Archi-
tects honored the landscape with the Award of Excellence.

It's not about the awards for Bishop and Battisti, though they
use the project to show potential clients how beautiful turfless
landscaping can be. For Battisti, who is studying for his Landscape
Architecture licensing test, it's about working with a vision and
creating something that will continue to delight for a long time.

continued on page 66
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DESIGN/BUILD

The pool with an infinity edge is
surrounded by the many varieties of
plants used in the landscape. Stones
used in the retaining walls match
those in the steps and home.
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continued from page 64

“Landscape really is a living thing,” Battisti says. “The beginning has
to have a vision to be a successful project. It doesn't stop there; it has to
trickle all the way to the end. Because that landscape is a living thing,
you have to be flexible to change with the landscape as it gets older so

the quality of the project really doesn't go south.” tm

GET YOUR OWN MULE WITH NO PAYMENTS UNTIL JULY 2009!*

Interest Rate will be 7.49%

$250.1% Documesitation Fee

mmm;ummrwmm

becoming available, new avenues need to be explored,

red, and

the Mulch|

Green Industry Innovators 7727 Paris Avenue, Louisville, OH 44641 « wwwMulchMule com * PH:330-607-9050
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Project Portfolio

WATER FEATURES / OUTDOOR LIVING / MATURE VEGETATION

The design

The Miami
homeowner wanted
a tropical resort-like
oasis in which to
relax and entertain.

Project Requirements

= Budget range: $400,000 to
$450,000

® Provide a peaceful environment

® Integrate existing vegetation
with new plantings

Project Speciﬁcs ABOVE The spa features a vanishing edge spilling
over a natural stone face.
® Lagoon-style pool
& Outdoor kitchen RIGﬂT Selected'plant material includgd a combination of
_ native and exotic species. INSET The site provided a blank
® Raised spa slate with little more than some mature vegetation.
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ABOVE The grid patio not only
offers a classic look, it's a good way
to reduce runoff.

LEFT Font Designs implemented
a solution that included a beach-
entry, lagoon-style pool.

BELOW LEFT While a cascading
water feature is a highlight of the
pool, the firm also designed a raised
spa that connected to an outdoor
kitchen structure that was built on
the site.

mm@mmumﬁ ’
resorts and hotels, the company is known for
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fRde LloiNelch gy MAINTAINING TURF QUALITY

Practical strategies for preventing and controlling
common diseases of Kentucky bluegrass, perennial
ryegrass and turf-type tall fescue ey wenry wikmson, o

he nights are finally
cooler and the grass is
growing again. It's time
to refresh your plant pa-
thology knowledge. You
don’t want to get umghl
by a tough disease — or
an even tougher customer unhappy
about a diseased lawn.

The key to good turf management
(not to mention retaining lawn care
customers) is to sustain a consistent
quality. This means having a manage-
ment program that discourages prob-

lems like disease.

History as your guide

Perennial patch diseases include take-
all patch, summer patch, necrotic ring
spot and zoysia patch. If you had these
diseases last year, you will very likely
have them this year as well. All of these
diseases start their yearly development
when the soil temperature (at 1-in. soil
depth) is about 65°F to 70°F and the
soil is moist (irrigation or rain). This

is right about now for most readers.
However, this is not when you or your

customer will see the disease:

» Take-all patch starts about May, and

you will it in June,

» Summer patch starts in May, but

you may not see it until July, August or

September.

» Necrotic ring spot starts in May, but

you will see it in September.

» Zoysia patch starts in November and

becomes visible in April and May.
Lethal leaf diseases include Pythium

Gray leaf spot begomes a
problem-when the weather
is hot and humid,

COOL-SEASON

turf disease control

blight and gray leaf spot (GLS). If you
had either of these diseases last year, you
know that they can kill turf. Will they
occur this year? That is mainly depen-
dent on the prevailing weather condi-
tions and health of your turf in July,
August and September.

Pythium will attack turf that is rich
in nitrogen, when the weather is very
humid, calm and hot. Until those condi-
tions develop, you can relax — but keep
your eye on the weather.

GLS is mainly a problem on ryegrass.
If you have ryegrass, you can relax until
the weather in late August and Septem-
ber becomes very hot and humid. Be vigi-
lant: GLS is fast and furious once it starts.

continued on page 73
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continwed from page 70

Non-lethal issues

Non-lethal leaf blights include leaf
blight, dollar spot and brown patch.
Rarely a season goes by that these foliar
blights don't develop. Their individual
severity will change each year, depend-
ing on the weather and conditions of
your turf. However, these diseases don't
develop in the crown or roots, and thus
are not going to kill your turf. They do
cause the turf to be ugly, and they must
be managed — but you can do a good
job with them.

Leaf blight is most common in
damp, dense turf and is most noticeable
in April through June and September
through October. Dollar spot does best
in warm, humid conditions and in turf-
grass with nitrogen levels. You can find
it anytime from May to October. Brown
patch is a disease the blossoms in hot,
humid weather and is most prevalent in
July and August.

Fairy rings are often more unsightly
than damaging. There are hundreds of
different types of fungi that cause them.
Most of them live in the thatch produced
by turf, or they grow from buried organic
debris (tree roots and wood). They're
perennial, and once you have one they
will continue to grow each year. It is dif-
ficult to manage them. The fungi that
cause them are tough, and they live in the

soil. Fungicides only slow them down for

1_*6'

Fairy rings (upper left) are often more
unsightly than damaging. Dollar spot can
occur anytime from May to October.

a while. The best advice: Explain to your
customer that they are natural and will
not kill the lawn. You can do the follow-
ing, but full success is not guaranteed.

To combat fairy rings, consider ap-
plying a 1/2-in.-thick layer of natural soil
over to them and aerify affected areas, If
the ring goes dry, apply a wetting agent
to increase water infiltration,

For most readers, you can expect to
deal with only four or five of the above
diseases.

It's unlikely for you to have to deal
with take-all patch, as it only affects
bentgrass. GLS only affects ryegrass, and
leaf blights are generally short-term and
only develop under prolonged cool/wet
conditions in the spring.

Know what diseases you are likely
to have to deal with, well before they
show up.

continued on page 75
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TECHNOLOGY MAINTAINING TURF QUALITY

continued from page 73
Watch the weather
If you are a turf or landscape manager,
it's hard to overemphasize the impor-
tance of developing a clear picture of the
weather conditions. The growth of turf
is directly affected by heat and moisture,
and to a lesser extent by fertilization.
The most important of these three fac-
tors is heat (measured as temperature).
Likewise, the most important factor
in determining whether a disease will de-
velop in a turf is heat, so measure it!
To get the best “picture” of the turf’s
thermal condition:

» Measure it yourself. Don't rely on TV

or Web weather conditions.

» Measure the temperature | in.

below the soil surface or at the base

of the leaves.

» Measure the temperature at about 11
a.m. One hour either way is acceptable, too,
» Consult the “Temperature” chart with
this article to see which diseases might

become a problem.

Know your turfgrass

If vou want to sustain your career with
the best accounts, then you need to
understand how turf grows during any
given year

The degree of growth and the exact

CHART 1: Temperatures when pathogens START attacking turf

Disease name

Activation
temperature (°F)

Infection site
(Where to measure)

Anthracnose 46-61
Brown patch 80-95
Dollar spot 61-77
Fairy rings 61-87
Gray leaf spot 85-90
Gray snow mold 32-55
Leaf blights 61-77
Necrotic ring spot 45-61
Nigrospora blight 61-77
Pink snow mold 55-68
Powdery mildew 61-77
Pythium foliar blight 86-100
Red thread 61-77
Rusts 61-95
Smut 50-75
Summer patch 68-70
Take-all patch 55-60
Yellow patch 46-61
Yellow ring 61-77
Yellow tuft 46-61

base of leaves
base of leaves
leaves

thatch layer
lower leaves
lower leaves
leaves

roots

leaves

lower leaves
leaves

leaves

leaves

leaves

leaves

roots

roots

crowns & lower leaves

thatch

crowns & leaves

Superior
sedge

Trust Dismiss® turf herbicide
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vellow and purple nutsedge
and'green kyllinga. Dismiss
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providing long-lasting centrol,

For mare information visit
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TECHNOLOGY MAINTAINING TURF QUALITY

length of the growth periods vary from
year to year and from location to loca-
tion; but, in general, this is how Kentucky
bluegrass (KBG) grows. This chart tells
you, the turf manager, when the grass will
grow out of a disease and when it will not.

For example, in July and August, a
lawn with summer patch is going to re-
cover very slowly because the roots and
leaves are also growing very slowly. Add-
ing more water, fertilizer or fungicide at
this time is a waste of money, and is bad
for the environment. The time to push
turf for control of summer patch is April
through June.

Have a strategy

Don't wait until disease is developing
in your customer’s lawn. Predict it, and
mark it down on your calendar.

Identify on your office calendar when

each of the four or five main diseases you
battle are likely to develop. If they do
show up, mark that on the calendar, too.

Once you know which diseases are
likely to develop in your area, plan a
control strategy:

Does your business provide:

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

U.S. Lawns

4407 Vineland Road + Suite D-15 » Orlando, FL 32811
Toil Free: 1-800-USLAWNS - Phone: (407) 246-1630

Fax: (407) 246-1623 + Email: info@uslawns.com
Website: www.uslawns.com

LOOK FOR

US AT-THE
GIE+EXPO

id Value, along with a

make U. S. Lawns a “cut above® the res!

Brown patch (left) is most preva-
lent in July and August. Summer
patch (above) is best controlled
April through June.

A preventative chemical program is
your best option for controlling take-all
patch, summer patch, necrotic ring spot
and zoysia patch. These are the killer,
soil-borne diseases. Each of them starts
to develop on the roots in the spring.
(You cannot see this.) If you had one of
these diseases last year, don’t hesitate to
start a preventative program.

Good cultural practices will go a
long way in controlling Pythium blight,
leaf blight, dollar spot and brown patch.
Here are some suggestions:

» Apply only about 1/2-Ib. of fertilizer
every two to three weeks.

» In the case of slow-release products, use
no more than 1 Ib, every three weeks.

P Use a balanced fertilizer, or at least
one that has N and K in it.

» Avoid fertilization if the average daily
temperature is above 90°F or the night
temperature is above 80°F, and the hu-
midity is above 90%.

» Mow the grass frequently to maintain
your normal height of cut.

» Aerify in the spring.

As you continue to fine tune your
disease management program don’t
hesitate to talk to your friendly turf pa-
thologist. Lm

— The author is a professor of plant
pathology at the University of lllinois,
Urbana-Champaign, IL. Contact him at
hwilkins@uiuc.edu.
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Turn while you aerate with
TurnAer" technology.
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allowing you to turn while you aerate. The patented DiffDrive™
system enables you to turn while the tines are in the ground.

A new front-traction drive makes loading and transporting easier
and faster than ever. And the TurnAer™ Chariot allows
you to ride while you aerate. It all adds up to less
strain and fatigue and an unsurpassed level of

profit-building productivity.
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HIGH-TECH/HIGH-TOUCH

Corporate VIdeo blogging Is the latest
method to grab the attention
of both employees and customers.

Candid camera handy

78

BY TYLER WHITAKER

re you tried of boring company
meetings? Are corporate e-mails
going unread? Efficient com-
munication is the backbone of
successful, growing organizations.
But when traditional forms start
to break down, consider using
video to communicate with your employees and
customers. What better way to get your point across
than an up-close-and-personal video from you?

We live in the YouTube generation. Watching
video on your computer is fast becoming a daily
activity. Your employees are watching everything
from Olympics reruns to fountains of Diet Coke
powered by Mentos. Let's face it: Video makes even
the most mundane events fun and captivating. So
why not insert your corporate messages, announce-
ments and training into this constant video stream?

Corporate video blogging is the latest method to
grab the attention of both employees and custom-
ers. The good news is that producing videos is easier
than ever. For most internal office videos, all you
need is a webcam like the Live! Cam Optia AF from
Creative or the QuickCam Pro 9000 from Logitech.
With a webcam, you can send thank-you and follow-
up videos to your top sales prospects.

Creating simple office video memos and an-
nouncements is also easy using either the free
Windows Movie Maker or iMovie on the Mac. For
more advanced internal corporate announcements
and memos, these simple software packages guide

you through each step of the process, from shooting
and editing the video, to adding titles and credits.
For a more professional look and the ability to
shoot video away from your desktop, you will want
to upgrade to a digital video camera. They sky is
the limit when considering video cameras, but you
might consider something like Sony's Handycam
HDR-SR 12. With 120 GB of storage and a 3.2-in.
touch screen, this camera will be perfect for shooting
your next training session or job site. The higher the
onboard memory, measured in gigabytes (GB), and
video resolution, measured in megapixels, the better,

Spreading the word

Once you have finished editing the video, the

next step is to distribute it to your employees and
customers. The first rule to video distribution is: Do
not send it as an e-mail attachment. Video is large.
Sending it in e-mail just results in lengthy down-
loads and serious disruptions in e-mail productivity.

There areé a number of sites like YouTube.com,
Vimeo.com and Seesmic.com where you can upload
your videos. The key is linking your corporate videos
via your Web site, intranets and e-mail.

One of the best uses for video is for employee
training, orientation and frequently asked questions.
Using video in your business has never been easier.
All you need is a camera, a computer and a free ac-
count with an online video sharing website, to cap-
ture improved productivity and communication.

— The author is a freelance technologist focusing in

business automation. Contact him at 801/592-2810

or visit his blog ar www.tylerwhitaker.com.
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Oct. 30 - Nov. 4

Anaheim, California

www. |rr|gat|0nshow.org
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The 2008 Irrigation Show is your one-stop shop for:

* 200,000+ square feet of irrigation solutions
* Qver 350 exhibitors from the United States and abroad
* Five days of targeted education and technical training

Find smart solutions for agriculture, turf/landscape and golf applications:

* |rrigation equipment, systems, services and accessories
» Hands-on exploration at the interactive Solutions Center
* Innovations at the New Product Contest

Learn strategies and skills to improve your bottom line:

* |rrigation case studies and best practices
» Water management issues and trends
* (et certified and earn CEUs

Connect with manufacturers, dealers, distributors, wholesalers,
contractors, designers, consultants and growers.

“With all of
the industry
represented
under one
roof ... it’s

an easy way
for us to find
out about

new products.”

2007 Irrigation Show Attendee

it ‘i\
Tel: 703.536.7080
irrigationshow@irrigation.org

©2008. Irrigation Association. All rights reserved

Request a brochure at www.irrigationshow.org
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YOUR G

AERATION HAS
NEVER BEEN
THIS EASY!

* 19 HP Kawasaki
® 16cc Hydro Gear pumps
* 9 mph ground speed
* 80,000 sq/ft per hour

* 20 gal. spray system
* Dethatch Rake
« Slit Seeder
* 120 Ibs hopper
* 36"/46" tine heads

E TO PRODUCT RESEARCH

ehind

Wright Manufacturing

Wright's Velke gear driven walk-behind has
an adjustable axle, five-speed transmission
and superior Warner Mag-
Stop clutch. An integrated
latch system allows Wright's
patented Velke sulky to be
easily deployed and stowed.
With the Velke system, you
can back in and out of tight places and
make turns quickly. This mower has pistol
grip control, is offered with a 15- and 17-hp
engine, a 5.2-gal. fuel tank and a choice of
32-, 36- or 48-in. mower deck. Adjustable
spring tension on the drive pulleys assures
maximum power get to the drive wheels
Contact Wright at 301/360-9810 or
www.wrightmfg.com

Walker

The Walker by Walker is a compact, mid-size,
walk-behind mower. The 15-hp Kawasaki
engine with full-pressure lubrication delivers
the power needed to run all Walker side-
discharge and mulching decks up to 56 in

— the same full-floating decks that are run
on the Walker Rider also mount on the walk-
behind, including the deck tilt-up function
Like the Walker Rider, a castering tail wheel
on the tractor allows the deck to move inde-
pendently with flexible deck suspension and
spring counter-weighting. A simple forward
speed control system and easy-to-use steer-
ing controls eliminate thumb locks. Two
HydroGear integrated, zero-turn transaxles

allow maneuvering into tight areas, trimming

close and finishing jobs in one pass
Contact Walker Mowers at 800/279-8537 or
www.walkermowers.com

Bob-Cat

The rugged Bob-Cat hydraulic-drive,
walk-behind mower offers exceptional
control and productivity with the speed
and power to cut up 6 mph with any of its
three deck configurations. Fixed and float
side discharge decks come in 36-, 48- or
54-in. sizes. Easy-to-use SoftGrip fingertip
controls require minimal pressure, and its
dual hydraulic pumps with wheel motors
allow independent power to each wheel for
superior control and maneuverability. The
Bob-Cat Hydro is available with a 15-or 17-
hp Kawasaki V-Twin air-cooled gas engine
(electric start is also available on the 17-hp
model). Optional grass catchers, mulching
kits and stripping kits are also available.
Contact Bob-Cat at 866/469-1CGC or
www.bobcatturf.com

Honda
Completely re-engineered are Honda’s HRC
Commercial Series mowers: the self-propelled,
hydrostatic drive HRC2 16HXA and push-type
HRC216PDA. The HRC Series feature Honda's
exdusive MicroCut twin-blade muiching tech-
nology, a dome-shaped deck design that facili-
tates bagging and mulching while delivering
finer clipping particles; new hydrostatic cruise-
control transmission for increased durability
and top speed; handlebars adjustable for
height; and a front bumper.
Contact Honda Power
Equipment at
770/497-6400 or
www.honda
powerequipment.com

continued on page 83
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The Chemical Company

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



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.

t . Never. And that’
S A - 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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continued from page 80

Hustler

Hustler TnmStar Hydro WalkBehinds finish
jobs fast, leaving lawns beautifully mani-
cured. The TrimStar's full-floating decks leave
uniform, perfectly cut, striped and flawlessly
finished grass. The mowers also can cut
hours off time-consuming mowing jobs with
their patented H-Bar Plus steering systems.
With H-Bar, the mower glides over the grass,
tightly controlled without effort, steered

and slowed without strain, as cruise control
holds the TrimStar Hydro at the user’s chosen
speed. Accessories include a deck-mounted
catcher, mulch kits and Roll-On striping sulky.
Contact Hustler Turf Equipment at 800/
395-4757 or www.hustlerturf.com

Better Outdoor Products

Better Qutdoor Products introduces a 32-in

hydro walk-behind to its line of Quick mow-

ers. The Quickie 32 is compact, lightweight
and easy to maneuver through gates and
tight spots. It features a deep tunnel deck,
reinforcing deck strut rods, hydrostatic
drive, greaseable spindles, comfortable
hand controls and is available with Briggs or
Kawasaki twin-cylinder engines. Better
Qutdoor Products provides a 1-year
commercial warranty. The mower measures
40.5-in. by 66-in. by 36-in

Contact Better Outdoor Products at
866/290-7295 or www.betteroutdoor-
products.com

John Deere

Equipped with 48- and 54-in. mower decks
and powerful engines, the John Deere
commercial walk-behind mowers offer the
heavy-duty features to withstand tough
commercial applications. The 7H Series pro-
vides infinitely variable mowing speeds and
an immediate positive reverse for various
mowing conditions. The foundation of the
commercial hydrostatic walk-behind mow-
ers is the John Deere 7-lron Il deck. Deere
also offers a two-year, bumper-to-bumper
commercial mowing warranty.

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

Toro

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

Contact Toro at 800/348-2424 or
www.toro.com/professional

THE BIG
BRUSHOFF!

Long-lasting Bobcat wafers

help get your sweeping jobs
done right the first time — and
give you more hours between
wafer changes. They're great
for sweeping asphalt, snow,
gravel, mill grind, clay, mud

and other debris.

* Various sizes and styles

« Available in polypropylene
or wire

» Flat or convoluted

For peak performance use
Genuine Bobcat Parts

& Bohcat
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Exmark

Exmark’s Turf Tracer full-featured hydro
mower features an exclusive Enhanced
Control System (ECS), The handles

are placed in the natural position of the
operator's hands, arms and back, resulting
in greater comfort and productivity over the

Who woul

TurfGro Fertilizers are formulated for each region
and developed specifically for their turf,
soil and weather; which means that no matter

where you are, there'’s a blend for you.

Plus, these formulations are designed to minimize
the impact of raw materials pricing, making it a

quality product at a value price.

So we ask again...

Who wouldn’t want grass that looks this good?

available BBBTURFGRO

exclusively at
9

course of a typical workday. The topside and
inward position of the handles protects the
hands from hitting obstacles and creating in-
jury. As an added touch, the handles and drive
levers are cushioned to reduce fatigue from
mower vibrations. Available in a 52- or 60-in
deck, the mower features 18-in. rear tires that
enhance stability — plus a neutral-lock system
that disengages and locks with ease

Contact Exmark 402/223-6300 or
www.exmark.com

Ferris

Ferris's ComfortControl DD walk-behind
series mowers are built super-tough, with a
low, wide stance for traction and stability
The new “Comfort Control” design gives
this mower smooth, user-friendly operation
The Cruise Control Bar with independent
steering override allows the operator a
titude of handling options. These mo

are also equipped with electronic sensor-grip
operator presence system which senses y
hands on the handlebars. Available in 48-,
52~ and 61-in. cutting widths, the Comfort-
Control Series features 19- or 25-hp
Kawasaki V-Twin engines and a rugged
5-gal.fuel tank with extra-large filler neck
Contact Ferris Industries at 800/933-6175 or
www. ferrisindustries.com

Great Dane

Great Dane’s Scamper Hydro walk-behind
commercial lawn mower has patented drive
levers that allow for easy, one-hand trim-

continued on page 86
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You don’t need more people...

o Green Roof Installation

o Erosion Control

o Terraseeding™/Turf Installation
o Safety Surfaces

o Aggregates

o Playground Installation

o Mulch Application

- - +ﬁ L A = ' &

Visit us at booth 7206.

Fnpress Flower

...you need more machine.

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
designed to increase your productivity without increasing your labor costs. Able
to deliver everything from organic material fo aggregates, the Express Blower™

offers the versatility to expand your business in new and profitable ways

Get more machine...with Express Blower™.
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continued from page 84

ming. Available with a 15- or 17-hp engine
and 36- or 48-in. deck, the short overall
length of this mower easily maneuvers
between trees and makes for easy loading
on trailers. The Scamper Hydro features
dual 10-cc hydraulic pumps and motors; an
extra-wide wheel stance for hillside stability;
a single-action throttle control lever; pat-
ented drive levers for one-hand trimming;
and excellent left-side timming ability.
Contact Great Dane at 402/274-8600 or
www.greatdanemowers.com

Scag

The Scag Pro-V features a control system
that is field proven to deliver heightened
levels of productivity and operator comfort
Operator hand fatique is virtually eliminated,
as no squeezing is required to maneuver the
mower. The Pro-V is available with a 36-, 48-

or 52-in. cutter deck, and a 16-hp to 23-hp
engine. The Pro-V boasts a floating deck,
convenient hand-lever deck lift and easy-
to-use cutting height adjustment, Other
features include a strong hydraulic drive
system, dependable Ogura PTO clutch and
greaseable cast-iron spindles with tapered
roller bearings

Contact Scag at 920/387-0100 or
www.scag.com

Snapper Pro
Snapper Pro presents the all-new Snapper
Pro SW20. This versatile walk-behind's
features include a reliable dual hydrostatic
drive system; speed up to 6 mph; 5.5-
gal. fuel capacity; adjustable cut height
from 1.5in. t0 4.5 in. with quick adjust
levers; and flexible rubber discharge chute
Set your speed with the cruise control bar
Change direction quickly from left to right
with the hand controls. Pull the handles up
completely for reverse. The self-contained
dual hydro transmission is individually fan
cooled and filtered. Dual hydro fluid reser-
voirs protect each hydrosystem from cross-
contamination.
Contact Snapper Pro at 800/935-2967 or
WWW.Snapperpro.com

continued on page 88

The Easy-Lift Harness

The Easy-Lift Harness is designed

to make trimming and pruning

easy by reducing stress and fatigue

on the operator. It can lift up to

100% of the implements weight.
This is the most advanced lifting
harness on the market!

The Easy-Lift can be used with a

power hedger, power pole-pruner,

line trimmer, or stick edger.

Makes the Highest Reach Safe and Easy!

Check it out at www.easyliftharness.com
or call 866-231-0778 for more info

EASY-LIFT.

*Dealer inquiries welcome

Tas Industries

P.O. Box 1686

Venice, FL 34284

Phone: 1-866-231-0778
1-941-485-0262

Email: info@easyliftharness.com
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If you're involved in
the green industry,
get involved in...

7> PLANET

Professional Landcare Network
The Association for the Green Industry

Visit PLANET Central at the
GIE+EXPO, Booth #4116
and find out more.

We’'ll give you our Safety Program for Green
Industry Companies CD (a $100 value) just for visiting.

Visit PLANET Central at Booth #4116 and
\ bring along this coupon good for one
nrs | FREE safety CD. Valid only during the
\ 2008 GIE+EXPO, October 23-25, 2008.

yy of our Membership
re abc JLY the
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continued from page 86 Seven-gauge steel skirts are reinforced with
solid steel plates for extra strength and pro-

Cub Cadet tection. Deck sizes range from 32 to 52 in.

Tougher than the bolted design found on The mowers are powered by Kawasaki

many mowers, Cub Cadet Commercial walk-  V-Twin engines with 13 to 19 hp.

behind mowers feature fully welded, one- Contact Cub Cadet Commercial at 877/835-

piece engine platforms and mowing decks. 7841 or www.cubcadetcommercial.com

Dixon

The Dixon WalkAbout series mowers

— available in belt drive manual gear selec-
tion or full hydrostatic models — come with
a choice of 36- or 48-in. commercial-grade
cutting decks and pistol style control sys-
tems. The mowers feature five-speed peer-
less manual transmission, with a shift lever
conveniently located by operator's knee. The
Walkabout mowers are powered by a 15- or
18-hp Kohler Command Pro engine
Contact Dixon at 800/264-6075 or
www.dixon-ztr.com

Husqvarna
Husgvarna’s Hydro Floating Deck Series, the
largest of its walk-behind mowers, features

Your best fleet management tool || oo vetioasoermoerec

tions in the lawn to prevent deck contact.

In any ]0b you need to use the rlght tool Premium hydraulic pumps and the advanced
. . . : ETS control system round out this high-per-

That includes managing your work vehicles. formance package.

Three reasons why CarChip Fleet Pro is the best tool to manage your fleet: Contact Husquama at S00/HUSKY-62 or

www.usa.husqvarna.com

1 Easy-to-Afford:
For less than $200 per vehicle and no monthly fees, you can Ariens
monitor driving and engine performance. Ariens’ maneuverable Wide Area Walk with
its 34-in. mowing path easily tackles the tall
2 Easy-to-Use: stuff in tight or open spaces. Its innovative
Downloads vehicle data to your PC at any time you specify and Variable On-The-Fly drive system enables the
which best fits your needs. operator to zip in and out, back and forth
without stopping the machine. A 14-gauge
3 Easy-to-Install: stamped steel deck, an efficient cutting
In seconds, CarChip Fleet Pro records vehicle information via the OBDII system and an ergonomic, motorcycle-type
port. GPS, wireless and software accessories are easily installed too. handle with companion controls ensure

reliable cutting for years.
Contact Ariens Co. at 920/756-2141 or
www.ariens.com

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

. Go to www.carchip.com/fleet

. A ishvpew
@C h I or call us at 800-678-3669 to Research more industry products at:
get answers for your workfleet. '

‘, 2
DavISEL"  wwsos m

landscapemanagement.net/search

88 LANDSCAPE MANAGEMENT / SEPTEMBER 2008 / www.landscapemanagement.net


http://www.cubcadetcommercial.com
http://www.carchip.com/fleet
http://www.dixon-ztr.com
http://www.usa.husqvarna.com
http://www.ariens.com

¥

EverGreen |

Green Matters

tribute, visit www.projectevergreen.com all 877-758-4835

: 3
e e e B g s o 2l e ety e Mgt &2



http://www.projectevergreen.com

Products

TOOLS OF THE TRADE

Isuzu 2009 N-Series

Isuzu Commercial Truck of America’s 2009
N-Series lineup of low cab-forward trucks
offer new features to increase driver pro-
ductivity and fuel economy and reduce
emissions. A new optional Limited Slip
Differential distributes torque evenly to the
wheels. All N-Series diesel models incor-
porate a Data Recording Module that can
provide a Vehicle Health Report showing

the condition of the engine, transmission,
emissions and brakes, plus fuel economy
and driver operating habits.

Contact Isuzu at 866/441-9638 or

WWW.IsUZucv.com

Sugar-based insecticide

Natural Forces SorbiShield 90 is a new
sugar-based insecticide that uses sorbitol
octanoate as its active ingredient. Its broad-
spectrum label includes mites, aphids,
mealy bugs and other soft-bodied insects.
SorbiShield 90 works by penetrating and
burning holes in the outer covering of target
pests. Without their protective outer cover-
ings, hundreds of susceptible pests dry out
and quickly die.

Contact Natural Forces at 866/853-9558 or

www. naturalforcestic.com

Berkshire
arthwings

patented tree staking Systems --
hie professional’s choice

wiiaat=

traditional soooden stake.

v -—

Drive, then Puil
fo lock in place

Lartinvings

Which would your customers prefer?

call (413) 229-7919 or visit www.BerkshireEarthwings.com

Fall Leaf Clean-up Attachments

Jrco

Heavy-duty Attachments
for Commercial Mowers

i1l

1 TN

Leaf Plow

\
' \\\\\\\

Call for Dealer 800.966.8442 a6 in the USA

Blower Buggy

o/ wjrcoinc.com 2

Grasshopper PowerVac
Grasshopper's PowerVac Collection System
moves a high volume of air to pick up grass
clippings and leaves to pine straw and other
debris. Designed to be compatible with

all Grasshopper mowers, each system is
equipped with a trash-ingesting steel impel-
ler that chops, propels and compacts debris
for fewer stops while you mow for uninter-
rupted productivity. The deck-driven Power-
Vac is simple to install and operate, and
removes quickly and easily for side-discharge
or mulching applications. The units are rear-
mounted to retain ZeroTurn maneuverability
and provide maximurm operator visibility.
Contact Grasshopper at 620/345-8621 or

grasshoppermower.com

Updated Mustang loaders
Mustang Mfg. Co. has upgraded its
compact track loader models MTL16,
MTL20 and MTL25 to become models
MTL316, MTL320 and MTL325, which now
meet Tier lll engine emissions regulations
Horsepower has been increased and now
ranges from 66 to 92 hp. A new standard
foot throttle in all models allows operators
to be efficient with fuel. Other features
include an improved control handle design
and push-button “float” function
Contact Mustang Manufacturing at
507/451-7112 or www.mustanamfg.com
KIOTI adds cabs
KIOTI Tractor's DK40 and DK45 hydrostatic
transmission tractors now are available with
cabs. Features on these new 41- and 45-hp
continued on page 92
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THE NEW TORO

GR ND
STAND

LIVES UP TOITS NAME

It’s a mower designed to get noticed ... by you and your customers. Youll notice the

exceptional handling, comfort and ease of use. Theyll notice its compact size and the
impressive after-cut appearance delivered by Toro’s TURBO FORCE™ cutting deck. Either way,
you'll both see a quality job done faster. The era of a premium performing stand-on mower

hasarrived. Visit toro.com/nameit to learn more and sign up fora GrandStand ™ demonstration.

’IORO Countonit.
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Lightweight blower

The Solo Model 440 Power Air Blower’s anti-vibration system reduces vibrations at the
handle by 80% for enhanced user comfort during operation. Weighing in at 9 Ibs., the
blower is lightweight and operates with low levels of noise, emissions and fuel consump-
tion. The blower is powered by a 29-cc two-cycle engine, features electronic ignition,
and is fitted with fingertip controls and comfortable handles for easy directional control
The Solo Model 440 is available through Forestry Suppliers.

Contact Forestry Suppliers at 800/360-7788 or at \www forestry suppliers.com

GREAT FOR
LANDSCAPING. ...

And everything else, too.

* Savings
« Efficiont

( ~ e D N

CONTACT: BUD GREENERT » 6166961372 »

AMPLIROLLUSA.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.

* Hydraulic drive hopper
® Suspension foot plate
® All laser cut stainless steel

® Enclosed boom system

® GPS wireless
speedometer

® Zero-turn
maneuverability

® 4 GPM pump

LL;E, E]H@Gﬂ '

|
(h«i out ull ﬂie new features ot www.z-sproy. tom!tuﬂ 877-482 2040 ]

continued from page 90

cab models include high-visibility glass, front
and rear wipers, front and rear working
lights and exterior and interior rear-view
mirrors for increased safety

Contact KIOTI at 877/465-4684 or

Versatile sub-compact tractor
Kubota Tractor Corp.'s BX2660 sub-
compact tractor is an all-purpose work
machine that can tackle mowing, landscap-
ing and hauling jobs with a 25.5-hp, three-
cylinder Kubota diesel engine and four-
wheel drive. Built for durability and usability,
the tractor weighs in at 1,289 Ibs. and is

a modest 95.5 in. long with a category |
three-point hitch included

Contact Kubota Tractor Corporation at
888/4-KUBOTA or w

No drill tree-injection
ArborSystems' no-drill Quick-Connect
Direct-Inject QC Tree Treatment System is
an easy, fast, and tree-friendly way to treat
almost any tree in five minutes or less. This

trunk-injection application process does not
require drilling, and there is no waiting for
chemical uptake or guarding of capsules. No
pumps or power are needed

Contact ArborSystems at 800/698-4641 or

Find mo

8 B/ arch

landscapemanagement.net/search
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ADVERTISING Payment must be received by the dassified dosing date.  Evigry month the Classified
INFORMATION: )

Call Kelli Velasquez at We accept Visa, MasterCard, and American Bxpress.  Showcase offers an up-to-date
800-669-1668 x3767

section of the products and

306 W services you're looking for.
Duluth,

(please include Lwﬁ Box # in address)

Don’t miss an issue!

Design-Build Company = M .

with over 300 maintenance accounts /j‘l I‘Js & .'()l;b
Profit Centers - 60%+
Revenue Streams

*Two Customer Bases

* A Simple, Easy Add-On Service

* Up Sell Current Products/Services

* Buy Factory Direct - Wholesale

Key employees will stay. Gross sales over
$1,000.000, Located in booming Hilton
Head-Bluffton, SC area. With or without |
acre commercial property. Serious qualified

* Two
= * Two

responses only
Please respond to
blufflands@yahoo.com

Get Rich Every
Christuas/

Christmas Decor
Franchises Experience:

Average 27% NET

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

LANDSCAPES & JOBS

Profit Centers - 60%+
* Two Revenue Streams

* Two Customer Bases

i* A Simple, Easy Add-On Service

' % * Up Sell Current Products/Services
,ﬁ Buy Factory Direct - Wholesale

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

* Two

PROFITS with:

i Exclusive Products
@b Improved anh l"llm

i@ Proven N klhﬂ!bv,.- :

i Reduc

Call Today!! e
B00-687-9551 "™ - =

WWW. chrisluuhur.ul

WANT TO BUY OR|

DY
/F ,"“’a, SELL A BUSINESS?
g ) ¥ rofessi i
£ -~ B Professional Business

Marpor & Acguivson Speciien  Consultants ¢

FREE APPRAISAL ol .

1o ! n Lawn Care,
( nmml\ Maintenance, l\'\l ( un(rnl md Landscape
Installation ver the US. and Ca

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

— THE

COMPANY

CORPORATION

INCORFORATING WHAT'S RIGHT FOR YOU
f you're in the lawn care business
eat it like one Protect your personal

%59!3 now. \ \corporate or form an LLC

roporatior

Visit www.incorporate.com
or call 800-616-0216

GREEN ROOFS/NATIVES &
CONSERVATION
Large selection of Plugs, Perennials, Grasses,
Natives & Conservation

C.

l\IIRIRl/l

" Turbo Tecmagnes, e~

CHIEF MOUNTAIN FARMS
ph 443-350-3894 fax 410-658-7331
www.chiefmountainfarms.com

1-800- -3437
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« Any Padlocks = Any Key
* Any Quantity « Low Prices
Unconditionally Guaranteed
Quick-Shipped!

Plus equipment keys for
landscaping equipment

ORDER ONLINE!

LockMasters USA ¢ 1-800-461-0620

www.lockmastersusa.com
Sales@lockmastersusa.com ¢ Fax 850-914-9754

HELP WANTED

24K

SERPICO LANDSCAPING, INC.

i

+ Account Managers
* Branch Managers

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

US.LAWNS

NO ONE KNOWS THE
LANDSCAPE MAINTENANCE
-~ 1
g INDUSTRY LIKE WE DO.

Use your expenence as an Account Manager

Operations Mar., Branch Mana

E-mail resume lo hréustawns. net o
fax to 407/246-1623.

US.LAWNS

All Landscape
Management classifieds
are posted online.

landscapemanagement.net

porate Campus, Kent, Ohio

We offer proven landscape managers challenging careers
and the unique opportunity to become an employee owner.
Visit www.davey.com/cgmjobs
toleam more.

Email: info@davey.com WEY E

Commercial Grounds Management

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

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

Reach thousands of professionals in
your industry by placing a classified ad.

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

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

For more information:

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

Fax: 302-645-5109

MARKETING

GROW YOUR
COMPANY

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

www.RNDsigns.com
800-328-4009
Posting Signs + Door Hang|
Brochures *+ Mailers + P

eYS

SOFTWARE

W-. I ™

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

4B

Scheduling, Routing

CRM, Service History

Job Costing, Estimating

Ve Inventory, Purchasing

[ —— Automatic Billing, Invoicing

== i AR/AP, Payroll, Accounting

Marketing, Vehicle Management

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

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

94 LANDSCAPE MANAGEMENT / SEPTEMBER 2008 / www.landscapemanagement.net


http://www.lockmastersusa.com
mailto:Sales@lockmastersusa.com
mailto:jobs@serpicolandscaping.com
http://www.davey.com/cgmjobs
mailto:info@davey.com
http://www.florasearch.com
http://www.sposatolandscape.com
mailto:careers@sposatolandscape.com
http://www.RNDsigns.com
http://www.wintac.net

ADVERTISER INDEX

BASE COMPiiviinianimnmosishdiges p27, 51, 81
Bayer Environmental ... Cover Tip, cv2-1
Bell Lalratories ... i p7

Viore LIVI

LANDSCAPE MANAGEMENT RESOURCES

VISIT OUR WEB SITE
1o access a complete
archive of past issues,

Search by keyword or

by specific issue. You can also:

% subscribe to enewsletters

> dowload the latest podcast

2 visit LM's new bookstore

> access Web exclusive content

For all this and more, go to:
www.landscapemanagement.net

www.landscapemanagement.net / SEPTEMBER 2008 / LANDSCAPE MANAGEMENT

GIE Expo

LT Rich
MIRTRILCOUR. .. vivivisivivsmnmsermomppmmpssorsrsmssnesideds p92

Gk T G e e B pb4
Oregon Tall Fescue.............cc..cociiniiviiceninns p2
REHGORION. . ooooonsSrsirsns st b o3

EDITORIAL INDEX

Ball Horticulture Co. ..., 22
Barnwell Landscape & Garden Services .24
Benary... 24

Bland Landscaping Co. ... 35
Brickman Group ... 18, 22

Carolina Outdoor Care ............................ 35

LANDSCAPE MANAGEMENT (55N OB54-1754)  publihed monihiy (17 msues por yesr) by Questes Modke Grocp, Inc, 300 W Machwgan SU Sote 700, Duiat
S5802. Subscription rates: one yeor, $49 two years $89 o the Linkted States & Possesuons, §74 for oo yewr, 11
s $150 for one year, $225 for 1o yewes. For amrmad delvery, nciuoe an adduonal §75

Caracts aret Mz, $15 a Other counties. Bach isues, f avadable §16 n the US. 520

Wit harniog Periodicals postage paid 41 Dututh MN SS806 and addbons mal
ruriber: B840 033 278 RTO00

PO Box 1268, Skokoe, L S0076-8268 Caradun GS T

Copyright 2008 Questex Media Group, Inc. AN ngres reserved Mo part of 1ms

ikt by DHOXXDDY. HCORENG, 1t EorT

M), Slectronie of mechancsl,

LawBCape Mansgwmwnt 50es 1ot venty any (arm oF other SHOMIAoN ONMING M ANy ¢
AN, B0 CANNO! take wy responubiity for sty kosses of Othey damages inCueted by rea
Marsgoment welomes umolicand ance meacnpts, photographih, duntrations and otfer matersn it cannot be Seld responatle
for thes safebeeping or retum. Questex Medd Group provdes Gentan
phone mumters and e-mad asdrerses) 10 Thind puries who wish 10 oMol (sevant DIOGUC, WTves and Other OpPOMUNtE which
Mgy be of steredt 10 you I you 80 N0t want Questies Meda Groop 0 make your comtact mformation swalable 1o third partes for nar.

Koting pumpos
axust g e

un

Wi pour e from Queten Media Grougr's Sty

| TygarMfg.........cccooooocin ;

| Walker Mfg............c........

mply O 847, 763-9594 Detwenn the hours of 830 am and 500 pm CT and & nltomer yerncs fepresentaive will

Progressive Insurance..............cccoocoovinnnns pl7
Project EVErgreen.....................cccooovvvvnnnns

Quick Attach ... i
T L R —— p19, 29-40, 82
Super Lawn Trucks ... s p8
Syngenta
Target Specialty Products ... p79A
Tas Industries

RO e osnonsinsonsinsoisas
Vista Professional ...

R O N revrrerere st Ty TR e p74

Access our valued advertisers at

landscapemanagement.net/search

Irrigation Consulting Inc................... 32
g e e 56
OO B 0 L s b 54

Indices are provided as an additional service. The publisher
does not assume any liability for errors or omissions,

% for two pedrs m Cany

e aberrtisaeTits COntarad m the Dot

@ BPA

weRiLawin
ety

% i AeRance 0n Such content. Landhcape

QANOMer CONLAC data (nath @ QUROMmen’ name, addresue,

AMERICAN

R —

95


http://www.landscapemanagement.net

BUSINESS

LM LANDSCAPE MAKEOVER

High-tech/high-touch launch

96

BY MARTY WHITFORD / Editor-in-Chief

ife’s landscape, chock-full of peaks
and valleys, is best traversed together.
That's why we're launching LM
Landscape Makeover, a video podcast
program where we can join forces
to show the world our community’s
commitment to giving back.
Debuting next summer, LM Landscape Makeover
podcasts will document how landscape, design-build,
irrigation and lawn care professionals are coming
together to help families in need. The inaugural
episode of LM Landscape Makeover will feature our
“Green Industry Givers” partaking in a comprehensive
home-and-yard renovation already in the planning
stages (search for HUGE Heart Home Makeover on
www.Cleveland.com for details). We hope to tag team

on a few LM Landscape Makeover projects each year.

The 1st Family

Over the past two decades, Adam Gaspar helped
nearly a dozen families renovate their homes free of
charge. Gaspar doesn't regret for a moment his lifetime
spent putting others first, but the Clevelander is a little
worried for his close-knit clan these days.

A few days after last Thanksgiving, a doctor
informed the now-42-year-old father of six, ages 11 to
21, that he has a terminal brain tumor. The doctor gave
Gaspar six to 12 months to live — and that was with
brain surgery, chemotherapy and radiation treatments.

“I always enjoyed helping others work on their
homes and yards. It just never crossed my mind that
I wouldn't have the time to work on our property,”

Gaspar says.

LM Landscape Makeover will document i
how Green Industry professionals are coming @_\
together to help families in need.
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I'm a little biased about the Gaspars being worthy
of our first LM Landscape Makeover. (Gaspar's been
my friend since the first grade). But you don't have
to just take my word for it. ABC's Extreme Makeover:
Home Edition (EMHE) selected the Gaspars as one of
just 25 finalists from more than 4,000 Ohio applicants.
On April 21, EMHE filmed the family for three hours.

The EMHE visit was a ray of sunshine in an
otherwise gloomy week. A few days before the visit,
18-year-old Monika Gaspar was diagnosed with
multiple sclerosis (MS). Two days after the camera
crew left, an oncologist informed her dad — just five
months into his battle — the tumor had spread to the
pons area of the brain stem, which regulates breathing,
and he gave my buddy one to four weeks to live.

That was April 23, and I'm happy to report that
with a lot of prayers and heroic battling, The Big Guy
(6 ft., 8 in.) continues to prove his doctor wrong.

In July, EMHE selected another worthy Ohio
family. We're now seeking commitments of money,
materials and labor to make over the Gaspars' home,
turf and landscape. Please email me for details.

“It would really mean the world to me if we could
lift this huge burden — the disrepair of our home and
yard — off Ann's shoulders,” Gaspar says of his wife.
“She’ll have enough to handle
with five of our six children

still in school.”

Contact Marty at

216/706-3766 or e-mail at

mwhitford@questex.com
=
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SHAKE WELL BEFORE USING

NET CONTENTS: 20 FL. OZ

) - 420 oz. Bottle Treats 1 Acre.

ImidiPRO® imidicloprid liquid insecticide gives you a break from those aggravating little bags.
Our bottles make your life easier: what could be simpler?

ImidiPRO® costs less than the name brand and it’s backed by PBlI/Gordon - a name you trust.

Save time, save money and save the headache of clogged sprayers and product that won't mix.
Break away from bags and grab a bottle!

G PLI /cordon
corporation

An Employee-Owned Company

_— 800-821-7925

= ‘ 60 oz. Bottle Treats 3 Acres.
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PRODUCTIVITY UPTIME LOW DAILY OPERATING COSTS

Nothing Runs Like A Deere’ ‘
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As compacts go, it's a freak of nature. with its standard swing boom., reduced tail swing,
backfill blade. and rubber tracks the new 60D Excavator works in tight spots like our other compacts.
But this true 6-metric-ton machine boasts big-machine features, too. such as a standard cab, pattern

changer. more than 7,000 pounds of lift capacity, and over 13 feet of digging depth. See your dealer or call
1-800-503-3373, because you shouldn't have to choose between big and small.

www.JohnDeere.com/JumboShrimp
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