We'll sniff out more green for your business.

The smell of success is right under your nose when you go with
ProSource One. Every product and service you need to grow your
corner of the world to its greenest potential is available from us. We
see things differently — so that you see better business.

PROSOURCE

Welcome to a Greener World
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TOOLS OF THE TRADE

Productivity tools

alm devices, cell phones,
radio phones are sophis-
ticated business manage-
ment tools that can add
more profits to a bottom
line. A fully-integrated
system will allow people,

phones and other wireless devices to com-
municate with servers at office headquar-
ters. Routing, scheduling and billing can all
be done in real time.

So what's next? Here’s what the manu-
facturers had to say:

INTERGIS

STEVEN BROWN, SR., PRESIDENT
Product: Visual Control Room software
for landscaping industry

Best features: “It can reduce manual dis-
patch and scheduling time by 75% or more
while reducing miles driven. It can increase
productivity, control costs and enhance
customer service.” Accessible over the In-
ternet, it also is compatible with Microsoft
Windows 95/NT.

tra EpGER

by LITTLE WONDER °

Xtra powerful + Xtra fast + Xtra performance = Xtra $$$ Profits

City

THE XTRA EDGER

Attn: Kathy Attn: Kathy
COMES WITH A 15-DAY B:553 L0028 1028 Street Road
RISK-FREE TRIAL! kel Solfthampleq: EA

Name
Address

Easily cuts through hard soil!
Gets the job done quickly

and fatigue-free! Outstanding,
precise edging results! Puts
more money in your pocket.

YES, I'd like to learn more about
the revolutionary Little Wonder Xtra
Edger, and the 15-day risk-free trial!

State

FAX 215-357-1071

Zip
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Key trends: “Routing and scheduling
equipment and field equipment are both
more affordable now. A landscaper can
choose to integrate pagers with our system,
or choose wireless network devices that let
you print out invoices at the job site.”

Uniqueness: “All routing/scheduling tasks
are linked them together with customer
accounting functions.”

On the horizon: “The price of field com-
munication products will continue to

drop.”

SANGOMA
DAVID MANDELSTAM, PRESIDENT
Product: WANPIPE S-Series WAN cards

Best Features: “Users can add a wide area
network (WAN) router to any existing
server. Our ‘no-box’ Sangoma router card
fits directly into a server. WANPIPE cards
work on a number of operating systems,
including Windows NT and Windows
2000.”

Design trends: “The products will get eas-
ier to use and the prices will come down.”

Uniqueness: An all-in-the-box routing solu-
tion that eliminates the need for an expen-
sive, stand-alone router and all of its associ-
ated cables, connectors and power supplies.

On the horizon: “The cost of high-speed
T1 access is coming down very fast.”

SERVICE COMMUNICATION SOFTWARE
KIMBERLY DEERING, SALES REP.
Product: Service Pro software

Best features: “A service industry manage-



ment system built by an owner with 25
years experience in the lawn and landscape
business.”

Design trends: “Handhelds and mapping
are key trends.”

Uniqueness: “It is so customizable. It
works for just about any service company.”

On the horizon: “ We have two handhelds
coming out. A small inexpensive one that
fits on a key chain, and a more expensive
handheld which will capture more data.
QOur new Visual Route mapping program
shows all of a crew’s stops for a day.”

VANGUARD COMPUTER SYSTEMS
STEVE SLOAN, MARKETING DIRECTOR
Product: Camelot software system

Best features: “This system offers auto-
matic scheduling and routing, which allows
contractors to track jobs and re-route or
reschedule quickly. It handles ongoing ser-
vice accounts and produces analysis/pro-
duction reports for all employees.” It is
compatible with Microsoft Word and the
Quickbooks family of software.

Uniqueness: “It does not require extensive
knowledge of computers.”

VERTEX STANDARD

SCOTT HENDERSON, PRESIDENT
Product:VX Portable series of high perfor-
mance radios

Best features: These lightweight radios
have a one-piece, die-cast aluminum chas-
sis with a weather-sealed mike connector,
noise-canceling microphone and 700 mW
audio output.

Key trends: “Landscapers want small,
rugged, light-weight portable radios.”

On the horizon: “Having a vehicle (or unit)
location built into the radio, whether it is a
portable radio or a mobile (one that is hard
wired into a vehicle). The trend for more
radio at a lower price will continue.”

For the location of your nearest dealer call:
Rich Mfg., Inc. ® (765) 436-2744
richmfg@frontiernet.net

Byl By bm &
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TOOLS OF THE TRADE

FLEETBOSS GLOBAL POSI-
TIONING SOLUTIONS, INC.
STEVE URQUHART, PUBLIC
RELATIONS DIRECTOR
Product: “The Boss" (FMS-
2500/FMS-3500) fleet man-

agement system

Best features: “Stores GPS
satellite data 24/7, recording

and verifying the vehicle's lo-

cations, stops, and service
equipment usage as well as
driver habits The automatic
vehicle location (AVL) fea-

ture lets a fleet manager find

any vehicle within seconds
from the office computer.
With the automatic download
feature, all stored data is auto-
matically sent to the “home
office” computer via 900 MHz
radio signal.

Key trends: “This system con-
trols fleet vehicle costs by iden-
tifying speeding, engine idle,
actual job costing, on-time ser-
vice and GPS-precise verifica-
tion. Companies can enforce
policies on speeding and off-

hours vehicle usage, limiting a

company’s liability exposure
and potentially lowering insur-
ance rates.”

Uniqueness: “This is the only sys-
tem that combines comprehen-
sive GPS location data and auto-
matic vehicle location (AVL)
capabilities in one package.”

On the horizon: “Insurance
companies are looking closely
at GPS technology for fleet
management and vehicle track-
ing. They see reduced loss
rates, decreases in speeding and
at-fault accidents.”

TEMPORARY / SEASONAL

LABOR VISAS

-‘ !’\_.\‘b %

$3MS

SIGN UP BEFORE FALL 2001 FOR
APPROVAL BY SPRING 2002*

Call now for information packet and a quote.

CSfoley Enterprises

Toll Free (888) 623 7285

*Duration of permits is based on eligibility and subject to governmental processing delays

Austin (512) 282 3237
ofaz (512) 282 0958
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NEXTEL COMMUNICATIONS

LINDA JENNINGS, DIRECTOR OF
CORPORATE COMMUNICATIONS,
MIDWEST REGION

Product(s): Variety of Motorola manufac-
tured phones designed for business use.

Best features: “Technology — Nextel uses
iDEN (integrated Digital Enhanced Net-
work) technology developed by Motorola.
It is a completely digital wireless system
that combines digital cellular, Nextel Di-
rect Connect, Text/Numeric Messaging,
and Wireless Web Services in a single
phone. In particular, Nextel Direct Con-
nect” is extremely popular for the con-
struction trades where out of office com-
munication is necessary.

Key trends: “Data capable phones allow
Nextel customers to access the Web."

Uniqueness: “Preferred business tool for
businesses that need to communicate
throughout the day and night. Hundreds of
customers use our phones to do the work
that they needed several products for in

the past. (No more phone, pager and radio
to do business, Nextel can do it all and

offer wireless web access, too.)

On the horizon: “Nextel continues to look
for ways to ‘Get Business Done.” We just
recently introduced the first Java -powered
phone in North America which offers nu-
merous applications specifically for the
business customer, including construction
calculators, expense pads, voice activation,
speakerphone, etc. There'll be more appli-
cations to come.” Lm

- Innovations

Focusing on the newest technology, agronomy, and
management techniques, Sports Turf Innovations will give
attendees an opportunity to participate in industry
discussions, listen to industry leaders, and view, first-
hand, some of the newest, cost-efficient, and time-saving
techniques for turf managers and superintendents.

special Feature! @
REMODELING UNIVERSITY

The American Society of Golf Course Architects will feature
“Remodeling University.” This “Short Course to a Better Course”
is designed to educate golf course decision makers about the
basics of golf course remodeling. Remodeling University is
sponsored in part by The Toro Company.

For Attendance/Conference/
Exhibition Information Contact:
John McGeary « 203-840-5522

To Exhibit Contact:
Jack Ross « 203-840-5421

September 24-26, 2001
Las Vegas Hilton, Las Vegas, NV

www.sportsturfinnovations.com

1-888-319-1313
> @ N &
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PIZZAZZ was Top of the Chart, Why buy the last century’s top

orhad No Statistical Difference from the Top Variety ::tzztte:r;:ryegf);zz E:‘Ng::i l:zre"ﬁﬁ;:;) P
In each of these Trials from The Most Recent NTEP!

Best Variety for HOome Lawns

Best Variety for Athletic Fields

Best Variety for Mean Turfgrass Quality
Best Resistanceto Gray Leaf Spot

Best Variety Grown Under Traffic Stress
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TURF MERCHANTS INC.

33390 Tangent Loop
Tangent, OR 97389
Phone (541) 926-8649
Fax (541) 926-4435
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Compare 800-421-1735
Finest Leaf Texture PIZZAZZ www.turfmerchants.com
with HOME LAWN
i : Z 6.
Best Genetic Color Previous iy o —
Top Rated BRIGHTSTARIl 56
: e GENETIC COLOR
Best Winter Color Varieties Y 3 RADIANT - 4
{ - PIZZAZZ 7.2
Y LEAF PALMER Il 6.3
Best Spring Density GRAY LEAF SPOT PAMERII 63
PIZZAZZ 5.7 LINN 4.0
BRIGHTSTAR Il 4.3 LSD 0.2
PALMER Il 3.7
LINN
HIGHER L0 oanronioiee

TRAFFICSTRESS
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ROBERTS-627 5.5
WINTER COLOR PIZZAZZ 5.
ABT-994724 80 PALMER III 4.
PIZZAZZ 7.7 SECRETARIAT 4.
3
0

PALMER Il 6.7 LINN
SECRETARIAT 65 LSD
LINN 4.2

LSD 0.7

Because of it's Top Ten NTEP ranking,
PIZZAZZ Qualifies for the"Higher Ground”
Performance tag!

For complete trial data go to www.ntep.org

Perfecting Turfgrass Performance*
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OPERATIONS

The power of
restoration

Try this practical plan for getting your customers’ lawns

healthy again

BY JOHN C. FECH

hen turf dies, it's
, your job to do

something about

it. You can offer

diagnostic services,

restoration ser-

vices, or both. The
good news is that the process can be prof-
itable, both short-term and long-term. If you
tum the lawn around, you make your client
happy and eam the right to market addi-
tional services.

In order to do a job you can be proud
of, understand the scope and extent of the
turt restoration process, In most cases, it's
not simply a change of species or replace-
ment of grass plants that have died. The
old adages of “garbage in, garbage out” and
“you get what you pay for” apply here in
terms of making a significant effort to im-

prove a lawn's growing conditions.

Don’t decline to diagnose
Diagnosis is the most important considera-
tion here. Ironically, it's the one most turf
managers skip. Why? Because it takes time
and expertise. You may have to call a techni-
cal representative from one of your suppli-
ers, or a university agronomist/horticulturist.
If the turf failed once, and you don't

know why, it's likely to fail again. If your

What's the problem? Dogs? Traffic? Neglect? Diagnose the problem before offering a solution.

client pays you for restoration, and the new

turf succumbs to the same ailment as be-
fore, you'll probably be looking for a new
client, So make it cost effective and con-
sider time for diagnosis in addition to your
costs for materials, labor, insurance, equip-
ment and fuel when bidding for the job.

Start the diagnosis by obtaining a map
of the site. If the client can't provide one,
check with the city or county planning de-
partment. Use the map to inventory and
analyze the site.

A turfgrass stand may decline for many

reasons, Resist the temptation to jump to an

www.landscapemanagement.net / JULY

early conclusion about the cause, As you
walk the property, consider these factors:
B shade
¥ thatch thickness
¥ soil type
W infiltration rate
adverse environmental conditions
! insects
! diseases
= compaction
¥ mistakes that you or another lawn ser-
vices may have made
W the client's lifestyle.
If the client throws parties every week-
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OPERATIONS

end, compaction is likely to be a
problem. Spilled drinks, salt
from ice cream freezers and
other party items can also cause
problems. Pets can cause urine
injury, traffic injury and com-
paction. Note these conditions
on the property map with
phrases like “heavy shade;” “lots
of knotweed and bare soil here;"
or "severe slope and powdery
mildew galore.” A thick thatch
layer is responsible for many turf
failures, so use a pocket knife or
bulb planter to check it.

Finish the diagnosis with a
soil sample, which can offer
you lots of information about
the site (see sidebar).

Make a workable plan

Once the problem has been
identified, you can start the turf
restoration process. If there are
too many trees on the property
competing for water and nutri-
ents, ask the client to remove
one or more of them, or re-
place a sun-loving grass such as

bermuda or Kentucky blue-

Table 1.

grass with centipede, St. Au-
gustine or one of the fescues. If
the soil test indicates that the
organic matter content is 45%,
incorporate compost or Cana-
dian peat moss to increase the
soil's tilth.

In some cases, there is noth-
ing wrong with the soil or sod.
Rather, the site is the limiting
factor. The landscape design
may have narrow strips of turf
that channel lots of traffic into
a small area, or there may not
be enough sidewalks, paths or
walkways on the property to
handle the volume of foot-
prints it gets, If so, ask a certi-
fied landscape designer to sug-
gest some simple modifications.

Prep the site

Because of the decline, there
will probably be many weeds
and undesirable grasses in the
lawn. Eliminate them by apply-
ing a nonselective herbicide
such as Roundup, Finale or Re-
ward. If the lawn is only
thinned, or if only a few areas

are affected, lessen the compe-
tition between the existing
grasses and the seed to be in-
stalled by scalping the turf —
mow it at about one-half the
recommended height of cut.
This will open the turf canopy
and stress the existing plants
somewhat, creating a more fa-
vorable establishment environ-
ment. Consider using a plant

growth regulator (Embark Lite,

Primo) to provide extra sup-
pression of the existing grasses.
After scalping, cultivate.
The key concept in re-grassing
is to create a suitable seedbed.

LOW TO HIGH RANGES OF SEEDING /ESTABLISHMENT RATES

Grass type

Kentucky bluegrass
Perennial ryegrass
Fine fescue

Tall fescue

Bermudagrass
Zoysiagrass

1.5 to 3.0 Ibs/1,000 sq. ft.
2 to 4 1bs./1,000 sq. ft.

2 to 4 Ibs./1,000 sq. ft.

9 to 10 Ibs./1,000 sq. ft.

SOURCE: JOHN FECH, UNIVERSITY OF NEBRASKA

1 bushel of springs/1,000 sq. ft.or 2-in. plugs on 6-in. spacings
2-in. plugs on 6-in. spacings in rows 6 in. apart
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Match the type and extent of
the cultivation with the sever-
ity of the decline. Power-raking
is appropriate for severely in-
jured turf, while slit seeding or
aerating/overseeding is best for
thinned lawns.

In all cases, seed-to-soil con-

tact is essential.

Check reseeding rates
Calculate the areas to be re-
seeded and adjust the seeding
rate/establishment rate (see
Table 1) according to the
severity of the decline and
thickness of the existing stand.
Worn out sites will need more
seed or plugs.

Choose disease resistant
seed/sod/plugs whenever possi-
ble. One of the best control
methods for summer patch,
leaf spot and dollar spot is the
use of genetically resistant cul-
tivars. Contact your local coop-
erative extension office for de-
tailed lists of resistant grasses
for your area, or the National
Turfgrass Evaluation Program
(NTEP), which provides exten-



sive information on turfgrass

cultivars (www.ntep.org).

Follow-up care
In most situations, follow-up
care may be out of your hands
once the seed, plugs or sod is
installed. In residential settings,
the baton is passed to home-
owners. Increase their chance
for success by instructing them
to water frequently and lightly
for the first few weeks. Home-
owners should gradually reduce
the frequency and increase the
duration of the watering to cre-
ate a healthy root system.
Consider using a “door
hanger” to remind homeowners

about their responsibility in this

Sometimes the best option is to

start all over with new turfgrass.

venture. This kind of printed lit-
erature projects a professional
image of your company and in-
creases the likelihood that the
customer will be satisfied.

If you're responsible for fol-
low-up care in a commercial or
residential landscape, you can
control the follow-up care.

Apply starter fertilizer two
to three weeks after the initial

seeding to encourage rapid es-

tablishment of new seedlings. If

applied at seeding time, the
starter fertilizer will encourage
growth of the existing grasses,
which may become vigorous
enough to shade out the new

seedlings and reduce your reno-
vation’s success.

Young crabgrass plants
compete with the desirable
grasses in the establishment
phase. Consider the use of pre-
and post-emergence herbicides
such as Tupersan and Drive to
control them. At the present,
cost is a major limitation to
their use. John Kaiser, owner of
Legendary Lawns in Omaha,
NE, makes this treatment an
option for his clients. “We let
them know what their cost
would be with and without the
chemicals,” he says. “Most cus-
tomers opt to leave them out
of the bid, even if it means
pulling crabgrass by hand.”

Mowing can give some level
of weed control. Start mowing
as soon as the grass plants reach
the recommended height, or
sooner if a large number of
broadleaf weeds germinate
along with the desirable

grasses.

Ongoing maintenance
Try to avoid making the same
management or pest control
mistakes that caused the initial
turf decline by scheduling regu-
lar aeration and vertical mow-
ing procedures for your clients.
This will reduce problems with
compaction and thatch. If im-
proper mowing and watering
techniques were the culprit,
teach the property owner rou-
tine maintenance practices for
the lawn. Remind the client
that good lawn care is a part-
nership. You can avoid many
future problems by making it
clear which duties are yours
and which are the responsibil-
ity of the client. Lm

— John Fech is with the

University of Nebraska.

with no smell, no spikes, no strings, no noise & no dogs running around!

Flighr(bmml"' puts geese in their place! FlightControl
works 7 days a week, 24 hours a day. FlightControl is odor-
less, weatherproof, harmless to humans, vegetation, wildlife.

Get real goose control now!
T
FucHrC .

THE KEY TO GEESE MANAGEMENT

Call us: 800-468-6324 or visit: www.flightcontrol.com

Environmental Biocontrol, Intl. a division of DCV, Inc

Circle 130

Call for your free video today!
800-438-5823

Box 1197
Arden, NC 28704
www.lawnvac.com
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Business on the Web

. 95
Web Marketing .ﬁﬂmme

APPLIED Over 300 Pages
by Joe Tracy L Soft Cover

L Written by internet specialist
and leading author, Joe Tracy

[ LN —

eb Marketing @ § . : —_—

Applied, Web S {\ >‘f<‘:~': _
Marketing Strategies for the ‘ e . | Rﬁad ]'ms B(mkl
New Millennium, is the must- ° e \ >< :
have book for Webmasters,
Web marketers, Web =
developers...or anyone mvolved
in the marketing or promotion of
a Website. Every chapter is filled ¢
with powerful ideas to help you
drive traffic to your site. Excellent for
any industry, business or profession.

eb Marketing Applied:

* Teaches you how to properly market your Website, * Provides you with FREE access to a password secure
step-by-step, to achieve maximum results in a short area online where you can gain more valuable
period of time. techniques and share ideas with other Webmasters.

* Shows you how to master hundreds of Web * Reveals strategic offline marketing techniques to
marketing strategies, secrets, techniques, and drive traffic to your Website.
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