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BEST. BEST. BEST. 
3 STRAIGHT YEARS, CAB AND DRIVER'S "BEST PICKUP." 
As the saying goes, it doesn't get any better than 
this. Chevy - Silverado has won CAR AND DRIVER'S 
"Best Pickup" award for three straight years. In fact, 
Chevy is the only brand of pickup to ever w in the 
tit le. Period. So what does it take to be the best? 

TOUGH TECHNOLOGY. 
Silverado technology is tough technology, 

designed to bring you a more dependable, longer-
lasting truck. That's why Silverado was the f irst 
full-size pickup ever built w i th a hydroformed steel 
front frame* — an innovation that makes our f rame 
exceptionally tough, strong and durable. 

And now, specific Si lverado models are 
available w i th OUADRASTEER four-wheel steering/ 
making Si lverado wi th OUADRASTEER the most 
maneuverable full-size pickup you can get." At 
highway speeds, the front and rear wheels turn in 
the same direct ion for added stabi l i ty when passing 
or changing lanes whi le trai lering. 

LEGENDARY POWER. 
The broad and powerful lineup of engines available 

in a Silverado is something CAR AND DRIVER always 
applauds, and who are we to argue? Silverado has six 
legendary Vortec- gas engines to choose from. The Vortec 
8100 Big Block V8" cranks out a full 340 horses while 
the mighty Duramax - Diesel1 generates 300 horses and 
520 Ib.-ft. of torque to handle the biggest jobs. 

BROAD RANGE OF MODELS. 
Silverado isn't just one truck. It's a whole lineup of 

trucks that are precision-engineered and built to our 
high quality standards. Whether your Silverado is 
light-duty, heavy-duty, long box, short box, regular cab, 
extended cab, crew cab, two-wheel drive or 4x4, it can 
help you get the job done, and get it done right. 

As CAR AND DRIVER'S Best Pickup for 2001, 2002 
and 2003 , we didn't just set the benchmark. We built 
the bench. Silverado. The Truck. From Chevy. The most 
dependable, longest-lasting trucks on the road.'" 

SILVERADO LIKE A ROCK 
877-THE TRUCK or chevy.com/s l lverado 'Excludes other GM vehicles. tAvailable only on specially equipped 1500 Ext. Cab Short Box 

and 1500HD models. Call or go online for details. "Based on turning diameter. Excludes other GM vehicles. t+Available only on 2500HD and 
3500 models. Dependability based on longevity: 1981-July 2001 full-line light-duty truck company registrations. Excludes other GM 

divisions. QUADRASTEER is a trademark of Delphi Corporation, c 2003 GM Corp. Buckle up, America! 
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OTHER PREEMERGENTS TALK A LOT ABOUT CRABGRASS. 

W I T H PENDULUM, IT NEVER COMES UP. 

BASF 
PROFESSIONAL Pendulum herbicide consistently controls 
TURF ^^^ 

' ^ F l k crabgrass better than other preemergent 
herbicides.* What more can we say? 
How about Pendulum controls costs better, 

too, to offer you far greater value. It also controls a broader 
spectrum of weeds than any other preemergent—more than 
4 0 grassy and broadleaf weeds, such as oxalis and spurge, 
in all. Plus, Pendulum comes in granular and liquid 
formulations, and BASF pendimethalin is available on fertilizer 
from Scotts and Helena, for maximum application flexibility. 

With Pendulum, there's just so much more to talk about than 
crabgrass. To leam more about why everyone's talking about 
Pendulum, call 1 - 8 0 0 - 5 4 5 - 9 5 2 5 or visit www.turffocts.com. 
Always read and follow label directions. 

W E D O N ' T M A K E T H E T U R F . W E M A K E IT B E T T E R . 

http://www.turffocts.com
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system per formance 
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You'll be surprised at what's being 
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Owner's Head" and more. 
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THE OFFICIAL PUBLICATION OF 

American Society of Irrigation Consultants 
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Redesigned f rom the ground up, the new 
Gravely Pro Walks feature the fo l lowing: 

• New Pro G with adjustable single-tube handlebar and ergonomic 
ground-drive controls. 

• 5.4" deep Air-Flo Deck—an innovative cutting chamber with a 
super wide discharge tunnel. 

• Zero-maintenance Gravely XL spindles. 
• Tool-free deck height adjustment. 
• 7-mph top speed. 

From the 32" Gravely Pro G gear drive walk-behind to our top-of-the line 52" 
Pro H hydro walk, there's a Gravely walk-behind for every mowing need. To 
find your nearest Gravely dealer, call 1-800-472-8359 or visit www.gravely.com. 

PgMS 
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WE KEEP YOU CUTTING™ 

800.GRAVELY AN ARIENS COMPANY 

C i r c l e 1 0 5 

www.gravely .com 
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Responsible Industry for a Sound Environment 
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Sports Turf Managers Association 
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Turf and Ornamental Communicators Association 
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Gravely Walks 
Work Harder 
So You Don't 

Have To. 
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BY J A S O N S T A H L / M A N A G I N G E D I T O R 

So this is southern hospitality 

Baiting a line was one of 
many things Perschel insisted 
on doing for me on my visit. 

rf you ever get down to Jacksonville, FL, 
look up Mark Perschel of Perschel Brothers 
Lawn Service. 

I promise that you won't just get valu-
able business advice from the man, whose 
company grosses about $800,000 a year 
doing mostly residential landscape mainte-

nance. Anyone who visits Mark will get the red carpet 
treatment because that's just how he operates. 

He greeted me like a long-lost friend when I visited 
him in January. Then, he refused my offer of lunch 
and offered me some of his wife's wonderful egg salad. 

After lunch, he suggested we go fishing, 
which was fine with me. With Mark, it was plea-
sure first, business second. And everything that 
was his was mine. He lent me a coat (because I 
hadn't expected a deep-freeze in Florida), a rod, 
sunglasses, whatever I needed. He and his son, 
Mark Jr., packed up the car and we were off. 

Perschel pointed out several of his commer-
cial accounts as we drove through town. He 
talked about how proud he was to keep 30% of 
his earnings as net profit. Also, that he was com-
fortable with his company's current size. The 
way he said it, I knew he meant it. 

We must have drove 40 minutes before we reached 
the dunelands. Mark thought we might have better 
luck there, but as the sun set lower and the tempera-
tures dropped, I had my doubts. After another hour or 
so, the only thing we'd caught was a cold. I suspected 
that Mark had known all along we wouldn't catch any-
thing, but took me out anyway because I was his guest. 

I offered to take he and his family out to dinner on 
the drive home, but once again Mark refused. Instead, he 
pulled into a grocery store to buy supper for the night. 

After dinner, we finished off the evening with a 
card game called "Phase 10" and some cookie dough 
ice cream. Mark Jr. was off at church for the night, 
playing games with friends. The Perschels are involved 
heavily with their church. The Bible is what he and his 
family live by, and Mark had been doing what the 
Bible says all day — treating others as he would like to 
be treated, giving but not asking for anything in return. 

Now, giving and not asking for anything in return 
might be a recipe for disaster for business owners. But 
I think they might do well to 
copy Mark's faith, hard 
work, and passion for life 
and business. 

Contact Jason at 440/891-2623 
or e-mail at jstahl® 
advanstar.com 

Nothing fancy 
Before heading to the marina, we stopped at company 
headquarters. It was exactly how I'd envisioned it — 
nothing fancy. I could see more clearly why Mark's net 
profits were so high. 

At the marina, Mark insisted on baiting the lines. 
And when my line got snagged on some rocks, Mark 
handed me his rod while he cut the line. After one un-
eventful hour, we decided to head somewhere else. 
"Water's probably too cold," Mark said. 

Anyone who visits Mark will get the red Carpet 
treatment because that's just how he operates. 



B Y ED L A F L A M M E / G U E S T C O L U M N I S T 

All of the successful business people that I know 

read and consider it e s s e n t i a l to their 

ongoing self-education. 

What, you never read a book?! 

When I began my landscaping 
career, I attended a number of 
networking opportunities. On 
one such occasion, I sat next to 
a man at dinner who owned 
12 stores and helped found a 
local bank. 

I asked what his favorite business book was, and he 
proudly told me he didn't finish high school and had 
never read a book. I was shocked. 

Why am I telling you this? As time 
passed, I learned that he was forced 
to close one store after another. I sus-
pect it was a result of his lack of 
knowledge, management and busi-
ness skills. Eventually, he sold all his 
remaining stores to a competitor. 

Increase your knowledge 
All of us must strive to increase our 
knowledge throughout our lives, espe-
cially in the professions we've cho-
sen. All of the successful business 
people that I know read and consider 
reading essential to their ongoing 
self-education. Think about it: How 
can we create a "learning organization" if we, 
the leaders of the organization, aren't learning? 

Not having time to read is no excuse; get audio books 
on tape. I subscribe to Audio-Tech Business Book Sum-
maries (www.audiotech.com) They e-mail me the en-
tire summary each month, so I have a hard copy or can 
keep them in my "outlook folder." I listen to the books 
driving to clients' offices, airports, or just doing 

errands. They're available on CD, too. The cost for one 
year is $ 145, and that gives me two books a month. 

Whether you read them or listen to them, books 
increase your knowledge of business topics such as 
ethics, customer service, quality control, and negotiat-
ing and sales. 

Improve your life 
The information within books can improve not only 
businesses but lives as well. The best example of this is 

the Bible. Millions of people have been, 
are now and will be affected by that book. 

In the business realm, two of my fa-
vorite books are Dale Carnegie's classic, 
"How to Win Friends and Influence Peo-

ple," and Dr. Steven Covey's "The 7 Habits 
of Highly Successful People." They should 
be required reading for all business owners. 

But there are dozens of other fine busi-
ness books as well. E-mail me at the 
address below and I'll e-mail you a list 
of favorite books I've gathered from 
some of the best landscape and lawn 
care business owners in the country. 

Make it a goal to read one book a 
month. Don't allow yourself to get too busy 

to read, listen and learn. To grow and to continue 
growing, we all need a steady diet of new concepts and 
ideas. As a business owner or manager, set the exam-
ple, because if you're going to lead — you better read. 

— The author built and operated the largest landscape 
company in Connecticut before selling it in 1999. 

He now operates Grass Roots Consulting, Inc. He can be 
reached at ed@grassrootsconsulting.com 

http://www.audiotech.com
mailto:ed@grassrootsconsulting.com


Mini Track Loader 

Toolcat™ Utility Work Machine 

All-Wheel Steer Loaders 

Compact Track Loaders 

VersaHandler™ TTCs 

One Tough animal 
Call toll-free 
1-866-823-7898 ext. 0 1 8 5 
or visit our website 
www.bobca t . com/0185 
for a FREE Video Catalog 
and 2003 Buyer's Guide. 

An ( I f f ) Ingersollfland business 

http://www.bobcat.com/0185


Jackhammers. Bulldozers. Impat ient foremen. There's enough commotion on the job site without your truck 

adding to it. So our engineers designed the GMC Sierra to provide some peace and quiet. This impressive 

pickup offers a choice of incredibly powerful yet surprisingly quiet engines. Like the optional DURAMAX™ 6600 

Turbo Diesel V8 that delivers 300 hp @ 3 0 0 0 rpm and 520 Ib-f t torque @ 1800 rpm. It offers exceptionally 

smooth, quiet operation, thanks to an innovative deep-skirt block design and common rail fuel injection that 

helps control noise, vibration, and harshness. Even the avai lable Allison* transmission is engineered for smooth 

shif t ing and equally quiet operation. The newly redesigned GMC Sierra. You should hear what you're missing. 

For detai ls, visit gmc.com or call 1 - 8 0 0 - G M C - 8 7 8 2 . 

1 BOO • GMC • 8 7 8 2 ® WWW GHC.COM WE ARE PROFESSIONAL GRADE: 





N E W S Y O U C A N USE 

Deere pursues 
lawsuit with Toro 
W A S H I N G T O N — D e e r e & Co. can 
pursue its lawsui t aga inst rival 
T o r o Co. over a p a t e n t f o r a m a -
ch ine t h a t aera tes soil o n g o l f 
courses a n d o t h e r p lay ing f ields, a 
U.S. appea ls cour t said. 

D e e r e accused T o r o o f using its 
p a t e n t f o r a w h e e l e d m a c h i n e t h a t 
m a k e s order ly holes in t h e soil. T h e 
U.S. C o u r t o f A p p e a l s f o r t h e Fed-
era l Circuit said a f e d e r a l j u d g e in 
Peoria, IL, i m p r o p e r l y d e f i n e d t h e 
s w i n g i n g m o t i o n covered by t h e 
p a t e n t in a n ear l ier ru l ing in f a v o r 
o f T o r o . 

Textron changes 
n a m e to Jacobsen 
A T L A N T A — T e x t r o n Gol f , T u r f & 
Specialty Products recent ly a n -
n o u n c e d t h a t it has c h a n g e d its 
n a m e t o Jacobsen, a T e x t r o n c o m -
pany . T h e n e w n a m e b e t t e r re-
f lects t h e posi t ion o f t h e c o m p a n y 
as a l e a d i n g suppl ier o f qua l i t y t u r f 
care e q u i p m e n t a n d services 
w o r l d w i d e . 

LawnCareSuccess . 
com expands 
PITTSBURGH — LawnCareSuccess. 
com, a W e b site t h a t o f fe rs h e l p f u l 
i n f o r m a t i o n t o landscape a n d 
l a w n care business o w n e r s , ac-
q u i r e d L a w n S i t e . c o m a n d 
P lowSi te .com, t w o p o p u l a r indus-
t ry specific f o r u m W e b sites. Bo th 
sites h a v e g r o w n t o be t w o o f t h e 
largest c o m m u n i t y f o r u m s in t h e 
industry w i t h over 15 ,000 
m e m b e r s . 

Home Depot targets Texas 
Arlington first of five landscape store locations in rollout 
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ARLINGTON, TX — Giant home improve-
ment retailer The Home Depot is wooing 
Texas landscapes with new Home Depot 
Landscape Supply stores. 

The company is opening several con-
cept stores this winter and spring, begin-
ning in Arlington. There will also be land-
scape stores in Piano, Grapevine, 
Lewisville and Dallas. Each store will have 
approximately 50 associates. The company 
launched three pilot stores in the Adanta 
area last summer. 

"The vitality and sophistication of the 
Dallas-Fort Worth market is what first 
brought Home Depot to Texas in 1984," 
says Todd Williams, President, Home 
Depot Landscape Supply. "It would be 

hard to find a better place to showcase 
our new landscaping business. Texans 
take great pride in their homes and their 
property. We can offer them the next 
generation in landscaping products, sup-
plies and service." 

Each store stocks a wide selection of 
products ranging from live goods to chemi-
cals and tools to landscaping materials. Each 
has a heated/cooled space of about 12,000 
square feet, complete with a tool rental de-
partment, in front of a covered greenhouse. 
Each site also features a five- to seven-acre 
fenced-in "Pro-Yard." 

The stores are set up with separate en-
trances for the professional landscaper and 
the do-it-yourself enthusiast. The pro-side 

of the store features job-lot 
quantities with bulk items 
stacked nearby. The other side 
of the store resembles a green-
house, complete with exotic 
plants and flowers. 

"We will have certified 
nursery experts at every store, 
along with a full line of top-
quality live goods, including 
trees, shrubs and plants," said 
Williams. "Tool rental centers 
and complete irrigation sys-
tems will also be available at 
each store." 

STM becomes ValleyCrest 
O A K T O N , V A — S T M Landscape Services is n o w ValleyCrest Landscape Ma in tenance . 
Val leyCrest Companies, h e a d q u a r t e r e d in Calabasas, CA, acquired S T M in 2000. 

Gary G. Blosser f o u n d e d STM, t h e n k n o w n as S h e n a n d o a h Tur f M a n a g e m e n t , 
in 1977. It has off ices in R ichmond, O a k t o n a n d N e w p o r t News, V A , a n d Gaithers-
burg , M D . Val leyCrest Companies , based in Calabasas, CA, has m o r e t h a n 7 , 5 0 0 e m -
ployees in near ly 9 0 locations across t h e U n i t e d States. 



Turf pros bend lawmakers' ears on pesticide regulation 
B Y R O N H A L L 

ALBANY, NY — Landscape and lawn care 
company owners and other turfgrass profes-
sionals presented their case to state lawmak-
ers here this past February. The New York 
State Turfgrass Association (NYSTA) spon-
sored the event, Turfgrass Advocacy 2003. 

alarmism, should be the basis for environ-
mental legislation and regulation," said the 
NYSTA's policy statement. "The supposed 
reason for the current pesticide reporting 

bill was to provide data that could be used 
to identify links between pesticide expo-
sure and disease occurrences. No credible 
links have been identified." 

State officials in New York have been 
under increasing pressure from activist 
groups to severely restrict pesticide use for 
home lawns, public areas, golf courses and 
other professionally maintained landscapes. 

The turfgrass professionals: 
• Requested that legislators resist ef-

forts to allow localities to regulate pesti-
cides. NYSTA members pointed out that 
professional applicators accurately identify 
pests before making applications, apply 
products safely and responsibly, select the 
correct products to use and keep strict 
records of pesticides used. 

• Recommended that legislators allocate 
$350,000 for continued funding of the 
Community IPM Program. During the last 
five years, the program has helped residents 
find low-risk ways to manage lawn grubs, 
turf diseases and pests that pose health risks. 

• Supported a $1.3 million appropria-
tion for the creation of a New York Farm 
Viability Institute. They also sought con-
tinued support and funding for regional co-
operative specialists that provide essential 
services to farmers/horticulturists. 

"Sound science, not simplified 

tm-mmi 

Seeding wi th Soil. * « 
Sensational Results. 
The revolutionary and patented seeding 
system on the Express Blower " is unlike 
anything you have ever experienced. 
Seed a lawn, a slope, a berm, a rooftop 
terrace, or even a riverbank - all in one easy, 
calibrated process. Call us today and ask 
how an Express Blower truck can increase 
the profitability of your business. 

TerraseedingM 

Erosion Control 
Athletic Fields 

Eapress Blouier 
800-285-7227 

www. expressblower. com Express Blower™and Terraseeding™are trademarks, and the Express 
Blower design logo is a registered trademark of Express Blower. Inc. 
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industry almanac 
PLCAA to ARAS: let's develop a closer relationship 
B Y R O N H A L L 

TAMPA, FL—The Professional 
Lawn Care Association 
(PLCAA) seeks closer ties with 
its Allied Regional Associations 
(ARAs), particularly in moni-
toring and responding to state 
and regional legislative/regula-
tory issues. 

Tom Delaney, PLCAA's 
legislative point man, sent 
questionnaires to state and re-
gional lawn care groups loosely 
allied to the national group. 
Delaney says that he wants to 
find out who within these 
groups is monitoring legislative 
activity affecting professional 
landscape/lawn applicators. 
Delaney says the industry 
needs to track the issues more 
closely, particularly at the state 
level where most regulation is 
taking place. 

A sharper focus 
PLCAA has sharpened its 
focus on legislative matters 
since hiring Gary Clayton as 
its Executive Vice President 

(the fourth in the association's 
24-year history) and reassign-
ing Delaney to be its legislative 
watchdog. Also, Norman 
Goldenberg of ServiceMaster, 
also knowledgeable about leg-
islative and regulatory matters, 
has rejoined as a director on 
the PLCAA board. 

On Feb. 4, Delaney and 
John Buechner, Chairman of 
PLCAA's Government Affairs 
Committee, joined 50 other 
industry members (mostly 
lawn care operators and golf 
course superintendents) in Al-
bany, NY, to lobby legislators 
there for reasonable pesticide 
laws for applicators. New York 
State is a hotbed of anti-pesti-
cide activism. 

Buechner, with Lawn Doc-
tor, Inc., says that lawn care 
legislation in New York is a po-
litical issue, not a science issue. 
He says that a state lawmaker 
admitted to him that applica-
tors have science on their side 
but that he (the assemblyman) 
"also understands who puts 
him in office" — his anti-pesti-

cide constituents. 
The best weapon the indus-

try possesses to discourage re-
strictive and poorly conceived 
legislative may not be science; 
it's states' budgets. Delaney 
says that although legislators 

may be eager to pass laws to re-
strict chemical lawn care, they 
can't afford to administer or 
enforce them. Pointing this out 
can be the best defense against 
passing the regulations in the 
first place, he says. 

Bayer site more than promotion 
Bayer Environmental Science's redesigned W e b site 
(www.BayerProCentral.com) is a consolidation of the Bayer/ 
Aventis pest management professional and Aventis/Chipco 
sites. The site goes beyond the promotion of Bayer products 
and programs by offering the Business Resource Center, 
where a guest will f ind objective help with such industry con-
cerns as employee management, environmental and safety 
issues, sales and marketing, and legal issues. Visitors can cus-

. — tomize their experi-
e 

• * " ence further by cre-
I I ating a personal 

profile, giving 
... i , i * them the opportu-

j Z Z Z Ï Z 1 T J Z — nity to subscribe to 
"The Insider/' a 

^ free industry 
newsletter. 

syngenta 

Get online, 
then get onboard. 

Get online w i t h a FREE GreenCasf membership, 
and get onboard a Caribbean cruise for two. 
GreenCast is the one resource you need for spring planning. 
• Instant access to soil conditions and pest tracking. 
• Industry news and weather information. 
• Expert commentary from contributors like Dr. Karl Danneberger. 
Log on today for a chance to w i n a cruise for t w o . See site for details. 
www.greencastonline.com/onboard/ 
Or call 1-800-395-8873 ext. 100 for more information. / * r o / » n * 
©MOayqOTi ProduceGiwnU)(TO.NC27J19 CmnCâ M̂ Sf̂ bgonWrngtiol tif̂ ruQn̂ Cav̂ , %JM S " €> 
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When King invented 
America's original, patented, 
filled connector, we created 
a new name for quality... 

SAFETY PRODUCTS 

Today, we created a 
new name for innovation... 

And now, we Ye creating a new name 
You'll never forget! • 



Montreal moves toward pesticide ban 
B Y R O N H A L L 

MONTREAL, QUEBEC — The 
city of Montreal (which now 
includes its former suburbs) is 
considering a bylaw severely re-
stricting lawn care. The bylaw, 
basically a ban on pesticides, 
could go into effect yet this 
spring if Montreal Mayor Ger-
ald Tremblay has his way. 

"This will definitely make it 
more difficult to service prop-
erties there," says Chris 
Lemcke of Weed Man, the 
giant Canada-based lawn care 
franchisor. Lemcke says that 
his firm is now offering an "or-
ganic" program to serve clients 
in the city and its boroughs. So 
far, renewal rates within the 

city have been acceptable, he 
tells Landscape Management. 

The bylaws would allow the 
use of pesticides only in certain 
situations, including heavy in-
festations on clients' properties. 
For instance, pesticides could 
still be used: 

• in swimming pools and 
decorative ponds, 

• to manage golf courses, 
bowling greens and on prop-
erty used for agricultural or 
horticultural purposes, 

• at the Insectarium, 
Biodome and Botanical Garden, 

• within five meters of food 
storage depots to control vermin, 

• to control spiders and 
ants in doorways and around 
the base of buildings, and 

• to control infestations. 
Lemcke says that lawn care 

companies would only be al-
lowed to use pesticides for se-
vere infestations of destructive 
insects or when weeds overrun 
a property. They would have 
to get approval from an inspec-
tor before making the emer-
gency application. 

The proposed bylaw would 
also forbid homeowners from 
using pesticides on their proper-
ties but not forbid them from 
being sold in retail establish-
ments. Fines for disobeying the 
bylaws would be up to $4,000 
(Canadian dollars) for companies 
and $2,000 for homeowners. 

"I don't know of an instance 
where a homeowner has ever 

been charged for applying a 
pesticide, even when they're 
not supposed to," adds Lemcke. 

Several of the communities 
contained within the greater 
Montreal area have banned all 
uses of pesticides. Those mea-
sures will remain in effect even if 
Montreal's bylaws are approved. 

Meanwhile, the commu-
nity of Calendon, just north 
of Toronto, will have a hear-
ing March 24 to consider pes-
ticide regulations. Calendon is 
in Ontario Province. Lemcke 
says that the professional 
lawn care industry in Canada 
is devoting tremendous en-
ergy and time to defending it-
self against the claims of ac-
tivist organizations. 

People 6c companies 
Profile 
Products LLC 
named John 
A.Schoch 
President 

^ ; and Chief 
Executive Officer. 

John Deere Landscapes ap-
pointed Brian Day, formerly 
of Century Rain Aid and 
Bamboo Pipeline, as its 
Southwest Regional Vice 
President. 

The Scotts Company's 
Board of Directors ap-
pointed James Hagedorn 
Chairman of the Board. 

Hagedorn is also President 
and Chief Executive Officer 
of Scotts. 

Echof Inc. hired Steve 
Herbst as Product Manager 
for trimmers, power blowers 
and shredders. 

Peterson 
Pacific Corp. 
hired Larry 
Cummings as 
its new General 
Manager. 

Husqvarna inducted several 
sales leaders into its Presi-
dent's Club for achieving 

¿President's Club 
inductees 

overall excellence in five key 
categories. They are: Harry 
Combs, Billings, MT, Jeff 
Lees, Candia, NH, Paul 
Mancuso, Pittsford, NY, Pat 
Quillen, Riverton, UT, Mike 
Thrower, Greenville, AL, Jim 
Tsorvas, Gibsonia, PA, and 
Eric Weber, Lawrence, KS. In 
addition, Mancuso was 
named Salesman of the Year. 

North American Green 
hired Lynne Knauff as 
Marketing Manager. 

Cebeco International 
Seeds named Bob Maycock 
as its "Man of the Year." 

BASF Corp. named Stephen 
Briggs Director, Specialty 
Products Department. 



Introducing 

D R Y C i N N 
WATERPROOF CONNECTORS 

from King Innovation 

Innovation has always had a first name...King. 
We invented and patented the "One Step"®, easy-twist, filled connector and proudly 

make them in the U.S.A. Our new brand name reinforces that same quality connection. 
"DryConn" will be the waterproof connector everyone will ask for by name. Wherever moisture exists: 

landscaping, irrigation or direct bury, DryConn™ Waterproof Connectors are the perfect solution. 

Landscaping Irrigation Direct Bury 

Get your FREE Sample Today! Call 1-866-DRY-CONN (1-866-379-2666) 
You'll love the ease, simplicity and reliability of DryConn™ Waterproof Connectors... 

America's original patented filled connectors! 

I N N O V A T I O N m c—» 
3801 Lloyd King Drive • St. Charles, Missouri 63304 • 636.519.5400 • www.kinginnovation.com 

http://www.kinginnovation.com


industry almanac 
Motivational ideas spring from ALCA Executive Forum 
B Y R O N H A L L 

SANIBEL ISLAND, FL — You 

don't need cash to incentivize 
employees to work more pro-
ductively or safer — but it helps. 

Check out these ideas that 
landscape company owners and 
managers shared at the Associ-
ated Landscape Contractors of 
America (ALCA) Executive 
Forum here Feb. 13-16. 

Cagwin & Dorward chosen as 
Bradshaw's Pick of The Week 
Cagwin & Dorward Landscape Contractors of Novato, CA 
was recently chosen as Broadcast News Channel's "Pick of 
the W e e k " hosted by prominent NFL personality Terry Brad-
shaw. The Pick of t h e W e e k is a series of broadcast televi-
sion segments tha t air on MSNBC. 

The series highlights companies tha t represent the back-
bone of America's economy, are based on unique business 
models and reflect t h e best of corporate America. Cagwin & 
Dorward's spot aired nationally on MSNBC on Feb. 17. 

Dollar bills, snapshots 
Michael Byrne, CLP, ELM 
Landscape & Golf, Danvers, 
MA, occassionally shows up on 
a job site with cool soft drinks 
and a handful of $1 bills. As he 
passes out the drinks to crew 
members, he hands the stack of 
bills to the foreman on the site. 
Byrne then walks the site with 
employees. If he sees evidence 
of sloppy work, unsafe condi-
tions, etc., he can ask for dol-
lars back. Byrne says that the 
exercise keeps crews on their 
feet. They hate to 
give back the money 
once they have it in 
their possession. 

Brian Daly, Provi-
dence Lawn & Land-
scape, Catharpin, 
VA, uses photos of 
his crews in action 
and the landscapes 
they service. In fact, 
all of his supervisors have both 
digital and disposable cameras 
in their trucks. The resulting 
photos (sometimes blown up to 
poster size) point out both good 
work and work that need im-
provement. He shares some of 

these images with workers 
when they meet for their Fridau 
training sessions. 

"We use it in more of a pos-
itive direction," says Daly. "We 
use it more for team building 
than anything else." 

Prizes and relaxation 
Michael Bellantoni, CLT, 
Michael Bellantoni, Inc., White 
Plains, NY, offers incentives 

such as free dinners, 
sometimes a cash 
payment and, in one 
case, an automotive 
tool set, when he gets 
exceptionally positive 
customer feedback 
from a particular ac-
count. "The em-
ployee has to do 
something beyond 

their normal job," says Bellatoni. 
Terry Anderson, The Brick-

man Group, LTD, Chicago of-
fice, says that if his operation 
meets its goals, it provides em-
ployees with a two-day retreat 
at a lake resort away from the 

Mike Bellantoni's 
crew eats for free. 

city. The first day is devoted to 
motivating and energizing the 
employees; the second day is 
for recreation. 

"It's amazing how much our 
people look forward to that, 
but to do it they realize the 
company has to do well," says 
Anderson. 

Jeff Joutras, The Bruce 
Company of Wisconsin, Inc., 
Racine, WI, suggests a regular 
"Employee of the Month." His 
company honors exceptional 
employees by putting their 

photographs and writeups in 
the company newsletter. An-
other good incentive is provid-
ing a free day of paid vacation. 
"Nobody in this business gets 
enough leisure time," says 
Joutras. 

When the landscapes con-
cluded their discussion, how-
ever, it was generally agreed 
that cash is still probably the 
most powerful workplace in-
centive. But it must be tied to 
meeting company sales and 
profit goals, they agreed. 



Our fertilizer 
comes with 
a built-in 

insurance policy. 

UHS Signature Brand Fertil izers wi th Prospect Plus 
not only provide qual i ty nutr ients, they also work to: 

• Build greater shoot mass Help tu r f establish or wi thstand 
environmental stresses 
Develop a more fibrous, extensive 
root system 
Enhance early plant growth and vigor 

• Increase uptake of soi l nutr ients 
and moisture 

• Increase photosynthesis 

UHS Signature Brand Fertilizers with Prospect' Plus have been impregnated with a proprietary nutrient solution that has 
shown a remarkable ability to improve vigor, quality and stress tolerance in turf, trees and ornamentals. The patented additive in 
Prospect" Plus has been tested extensively on many crops, including turf, in laboratory, greenhouse and field studies in the U.S. 
and several other countries. 

Those studies have consistently shown a Ef fec t o f Fer t i l i zer w i t h Prospect Plus on 
positive effect on early plant growth and Creeping Bentgrass Dens i ty 

, , . . . . i i. _i Ohio Turfgrass Foundation Research and Educational Center - 2000 
development and with mature plants under * 0/o T u r f 

stress. Sod farms results show that turf can be Treatment Rate Density 
harvested earlier due to increased root mass and 
quicker establishment from seed or sprigs. 
Mature turf has greater root mass with a noted 
"tighter" visual appearance and less 
susceptibility to stress. 

The same benefits can be found in Prospect® 
a liquid micronutrient for foliar application or for 
use in fertigation systems. 

Check 60.00 
Fertilizer (46-0-0) 0.014 lb. N/1000 sq. ft. 72.00 
Fertilizer (46-0-0) + Prospect Plus 0.014 lb. N/1000 sq. ft. + 48 oz./acre 77.00 

Seeded on August 4, 2000 with G-2 creeping bentgrass at a rate of 2 lbs. per 1000 sq. ft. 
Density measurements were based on % cover taken visually on 10/4 (8 weeks after treatment) 

Study Results: "... a significant increase in creeping bentgrass establishment two months 
after seeding with the application of fertilizer and Prospect Plus compared to the untreated 
control." A 22% improvement over check and more than a 12% increase over fertilizer 
alone! 

For more information, contact your local UHS representative 

www.uhsonline.com 
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United 
Horticultural Supply 

http://www.uhsonline.com


I V e don't want no 
stinking weeds! 

We hear you-
We've got a solution for all your problems. 

: R B I C I O E 

CHASER 
H E R B I C I D E 

CHASER 2 
A M I N E H E R B I C I D E 

KLEENUP PRO 
C R A S S A N D W E E D K I L L E R 

CHASER ULTRA is three way combination of MCPA, Clopyralid and 2,4-DP, 
which is aimed at providing effective control in both cool and warm 
seasons. It is an excellent choice for broadleaf weed control and has 
demonstrated exceptional control on white clover; dandelion and plantain. 

CHASER is the original ester formulation of 2,4-D and triclopyr that controls 
most broadleaf weeds, including hard-to-kill weeds that other comparable 
chemistires do not control. It has shown excellent turf safety and mixes well 
with most pesticides and fertilizers. 

CHASER 2 has all the power of Chaser with the safety of a warm weather 
amine formulation. It can be used on ornamental turf such as lawns, gplf 
courses (fairways, aprons, tees and roughs), parks, highways, cemeteries 
and similar non-crop areas; and sod farms. 

KLEENUP PRO is the easy-to-use and proven 41% glyphosate solution for 
keeping landscaped areas clear of weeds and unwanted grasses and for 
spot controlling weeds in hard to reach places. The long-lasting systemic 
control prevents regrowth and has virtually no residual activity. 

For more information, contact your local UHS representative C j" I" f"1 

www.uhsonline.com Ho^iiSSlipiy 
Circle No. 111 
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JD Landscapes readies big Detroit-area store 
ROMEO, M l — John Deere fertilizer and other Green 
Landscapes is opening of a 
major new 12-acre facility in 
Romeo, MI, approximately 40 
miles north of Detroit. The 
branch is scheduled to open yet 
this spring. 

John Deere Landscapes, 
with 250 locations across the 
United States and Canada, pri-
marily serves landscape and ir-
rigation contractors, landscape 
designers and architects. The 
new Romeo facility will feature 
landscape and irrigation sup-
plies, nursery stock, landscape 
lighting and water gardening 
equipment, in addition to seed, 

Industry products. 
"The Romeo branch is 

strategically situated to serve 
the expanding population of 
greater Macomb County," says 
David P. Weming, President of 
John Deere Landscapes. "Land-
scape construction and renova-
tion are among the fastest-
growing segments of the home 
building and home improve-
ment industries." 

"This new location will 
provide greater convenience 
for landscape and irrigation 
professionals, a wider range of 
premium products and ex-

panded selections of top qual-
ity nursery stock," Werning 
points out. 

(L-R): Dave Werning, Richard 
Commyn, John Jenkins, 
Mark Nattinger. 

Professional members of the 
American Society of Irrigation 
Consultants have passed 
an extensive peer review and 
qualification process. 

Working with an ASIC member gives 
you the confidence that a highly-
qualified irrigation consultant is on 
the job, helping to protect your 
interests and your investment. 

Contact ASIC to find a consultant near you. 

American Society of 
Irrigation Consultants 
221 NORTH LASALLE ST 
CHICAGO. IL 60601 
312.372.7090 
FAX: 312.372.6160 
WWW.ASIC.ORG 

http://WWW.ASIC.ORG


statistics 
I N D U S T R Y T R E N D S BY THE N U M B E R S 

1 ANNUAL HOUSING STARTS (1993-2002) 

Y e a r 
S i n g l e -
f a m i l y 

M u l t i -
f a m i l y T o t a l 

2002 1,358,900 346 ,900 1,705,800 

2001 1,273,300 329 ,400 1,602,700 

2000 1,230,900 337 ,800 1,568,700 

1999 1,302,500 338 ,700 1,568,700 

1998 1,271,400 345 ,600 1,617,000 

1997 1,133,600 340 ,400 1,474,000 

1996 1,161,000 315 ,900 1,476,900 

1995 1,076,300 277 ,900 1,354,200 

1994 1,198,400 258 ,600 1,457,000 

1993 1 ,125,600 162,100 1,287,700 

SOURCE: U.S. CENSUS BUREAU 

•Model year Sept. 1, 2001 thru Aug. 31, 2002 

SOURCE: OUTDOOR POWER EQUIPMENT INSTITUTE 

HOUSING A N D INTEREST RATE FORECAST 
2000 2 0 0 1 2 0 0 2 2 0 0 3 2 0 0 4 

Tota l starts 1 ,573,000 1,603,000 1,709,000 1,650,000 1,635,000 

Single- family 1 ,232,000 1,273,000 1,364,000 1,318,000 1,293,000 

Mu l t i f ami ly 341 ,000 330 ,000 345 ,000 332 ,000 342,000 

N e w single- family h o m e sales 880 ,000 908 ,000 981 ,000 948,000 930,000 

Existing h o m e sales 5 ,159,000 5 ,291,000 5 ,605,000 5,468,000 5,377,000 

\ I n t e r e s t r a t e s ( F r e d d i e M a c c o m m i t m e n t ) 

/ Fixed rate ^ x \ 8 . 1 % 7 . 0 % 6 . 6 % 6 . 3 % 6.9% 

ARMS 7 . 0 % 5 .8% 4 . 6 % 4 . 3 % 5.8% 

Prime rate 9 . 2 % 6 . 9 % 4 . 7 % 4 . 5 % 6.2% 

Annual data are averages of seasonally adjusted quarterly data and may not match annual data published elsewhere. 

SOURCE: NAHB'S HOME BUILDERS FORECAST PERIODICAL 

GASOLINE-POWERED HANDHELD UNITS 
SHIPPED IN 2002* 

Tr immer /brushcut ters 5 ,097,294 

Chain saws 2 ,427,166 

Handhe ld b lowers 1,568,535 

Backpack b lowers 300,785 

Hedge t r immers 342 ,099 

Cut o f f saws 114,724 



BLUEGRASS BETTER THAN MIDNIGHT? 
Low growing, less fertilizer, drought resistant and disease resistant 

Mildew Resistant Salt Resistant Rust Resistant Dark C o l o r 

N O R T H STAR Yes Yes Yes Yes 

Yes N o Yes Yes 

BRILLIANT Yes N o Yes Yes 

Midnight and Look-alikes N o N o N o Yes 

Turf-Seed's Premium Kentucky Bluegrass 
Midn igh t has been o u r t o p sell ing var ie ty f o r o v e r 20 years w i t h many compan ies a t t e m p t i n g t o dup l ica te it. 
A t Turf-Seed, w e c o n c e n t r a t e o n t he d e v e l o p m e n t o f d i f fe ren t var ie t ies t ha t c o m p l e m e n t M idn igh t such as 
N o r t h Star, Moon l i gh t and Br i l l iant . 

St rengthen y o u r t u r f b lends w i t h var ie t ies t ha t o f fe r m i l d e w resistance, salt t o l e rance , rus t resistance and are 
adapted t o l o w m o w i n g heights. N o r t h Star, M o o n l i g h t and Br i l l iant shou ld be y o u r f i r s t cho ice w h e n l ook ing 
f o r a suitable c o m p a n i o n w i t h Midn ight . 
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N o w y o u ' v e g o t O p t i o n s ™ . Y o u r c u s t o m p l a n 
fo r r e p l a c i n g Dursban® a n d Diazinon®. 

H a v e government restrictions left you feel ing, wel l , 
restricted? Options from Bayer Environmental Science 
gives you the freedom of seven replacements — all proven 
in countless trials and in years of u s e — t o deliver consistent 
results that alleviate the risk of callbacks. Let our experts 
customize an Options program for you. Because in the 
quest for lush, green turf, less is not more. 

OP/iions 
Del taWETff l 

Quick k n o c k d o w n , b r o a d - s p e c t r u m con t ro l and g o o d 
residual — all at an economica l pr ice. That 's what makes 
DeltaGard the world's most popular pyrethroid. Controls 
more than 50 turf and ornamental pests, including ants, 
chinch bugs, mole cr ickets and fire ants, at a low use rate. 

MERIT 
The #1 prevent ive /cura t ive t rea tment for g rubs de l ivers 
outstanding broad-spectrum control of turf and ornamental 
insects at extremely low use rates. Active ingredient provides 
strong residual activity and superior biological performance. 

DYLOX 
Gain quick contro l over whi te grubs, mole cr ickets, sod 
webworms , cu tworms and more. Dylox penet ra tes up to 
1/2- inch thatch to contro l g rubs wi th in 24 hours. 

Sevizi 
Over 35 years strong, Sevin controls more than 130 pests, 
including bi l lbugs, armyworms, cutworms, sod webworms, 
June beet les, ch inch bugs and whi te grubs. Good knock-
down and excel lent residual control . 

TEMPO 
The perfect OP replacement — s a f e , convenient and eco-
nomical . Tempo features a low-rate act ive ingredient that 
mixes easily with water and/or fertilizer and binds to soil 
molecules for up to four weeks of control — giving you the 
most broad-spectrum bang for your buck. 

chpco 

t Ö P c h o i c e 
Up to 52 weeks of fire ant control and prevention with just a 
single, low-dose broadcast application. With its outstanding 
granular formula, nothing streamlines traditional two-step 
programs like TopChoice. 

f m e s t a r 
Easy- to-use fire ant control for hard- to-reach areas. 
Featuring the powerful active ingredient fipronil, FireStar 
delivers a unique, low-dose, granular bait to landscape beds, 
sign bases and trees to control fire ants for 12 to 16 weeks. 
Works great with TopChoice and can be used in areas adja-
cent to water. 

Dirsten is a regstered trademark of DCM Agr oSaerces 
Deanor s 8 regEtered trademark of Syngenta 

©2003 Bayer AG 
95 Oestrv; Rtfge Road. Mentale NJ 07645 
201 3079700 
wwwBayerProCentralcom 

ch ipco * 
Always read and Wow label drectcns careMy 



Strategies to boost revenues 
and still deliver your high 
level off service by enlisting 
the help off other firms 

B Y D O N D A L E 

Dntracting 

Human beings by nature want 
to have as much control over 
as many aspects of their lives 
as possible. This holds true in 
the landscaping profession as 
well, where contractors find 
it extremely difficult to give 

up part of a hard-earned contract to a subcon-
tractor. But thinking about the numerous poten-
tial benefits of subcontracting, including finishing 
a job more quickly, may make letting go easier. 

"I think it's a great way to grow your busi-
ness," says Kurt Kluznik, President of Yardmas-
ter, Inc. of Painesville, OH. 

Expand your opportunities 
Yardmaster has partnered with subcontractors to 
venture into new areas of landscape 
design/build without all of the normal ex-
penses of expansion. By hiring competent subs 
in areas such as carpentry, concrete work and 
outdoor water features, the company has not 
only expanded its clientele but learned valu-
able new skills. 

His firm has since hired employees skilled in 
those areas — some trained by subcontracted 
tradesmen working with company crews — so he 
now hires subs less frequently. 

When doing pools, fencing, excavation and 



Yardmaster's 
projects are often 
completed with 
help from subs. 

jobs requiring a crane, Kluznik isn't reluctant to 
hire subs. "We don't have the ability to do that 
kind of work," he says. 

In addition, though his company grows to 
about 250 employees in the summer, 
he often contracts subs to do some 
"core work" as well as to expand his 
geographic reach. For example, he 
has a Sears maintenance account, and 
he has been able to expand that into 
other cities by subbing it out. 

"They get one bill without having 
to deal with different vendors," 
Kluznik says of Sears. He compares it 
to hiring a consultant, and says it 
helps him avoid the gearing up and 
gearing down necessary to expand 
the company for new jobs and laying 
people off afterward. "You pay a pre-
mium for something like that," 
Kluznik remarks. 

Kluznik says he makes less profit 
on subcontracted work, but also 
doesn't have the overhead that would 
be required to do it in-house. 

He estimates that from year to year, about 
20% of his work is subbed out, though some of 
that is for snow removal. He can't afford enough 
trucks to do all the snow work in the winter. 

Keeping it under control 
Mike Wheat, owner of Wheat's Lawn & Custom 
Landscape, Inc., Vienna, VA, only lets out about 
10% of his work to subs, and is reluctant to do 

that because of fears of being unable 
to control quality. His company is not 
strong on electrical or concrete foun-
dation work, however. 

"We find it's more cost-effective to 
subcontract that out," says Wheat, 
who has 110 employees and focuses 
on residential work. Quality control is 
important in the custom home busi-
ness, and Wheat makes sure the sub is 
doing it right. That means sending a 
field manager to the job to make sure 
everything from proper parking to the 
cleanup afterward is done to com-
pany standards. 

Yardmaster insures quality control 
in various ways, but the primary one 
is to create long-term relationships 
with good subcontractors. "Hire good 
ones (using ALCA members has 

proven helpful) and build a history of trust," 
Kluznik says. 

Communication is another huge necessity. 
"The communication between the sub, our crew 
and the client is crucial," Kluznik points out, be-

Kurt Kluznik (top) and 
Mike Wheat both see 
the need for subs. 



cause the subcontractor may be on the job 
with or without a Yardmaster crew. In 
these instances, quality control is built upon 
a foundation of proper planning and day-
to-day coordination. Every Yardmaster pro-
ject manager, designer and supervisor com-
municates directly and often with subs. 

Even so, Kluznik notes, don't be over-
bearing with subs. Treat them the same as 
you would your own crews, and they'll re-
spect you for it. That respect will be re-
flected in their work. Still, he makes sure 
they are aware of company standards and 
on-the-job etiquette. 

"The biggest thing is that satisfaction is 
tied to payment," Kluznik emphasizes. 
That will be written in the contract for the 
sub. Wheat agrees. 

"Pay the sub on time," Wheat says. In 
fact, his policy is to pay the sub even be-
fore his company is paid. That keeps them 
happy. That's vital to establishing a mutu-
ally profitable relationship, but no less so 
than making sure that work orders are clear 
and understandable. That keeps subs fo-
cused on their responsibilities. 

It's all in the contract 
Contracts are the primary means of keeping 
a subcontractor in line. "Everything is con-
tracted," Wheat emphasizes. He doesn't 
want any hidden surprises, and uses contracts 
written by an attorney. 

Joe Soccodato, owner of JVS Landscap-
ing, Inc. of Westwood, NJ, is a big believer 
in contracts. He not only signs a contract 
with the sub (though he usually has the sub 
write it in order to save his small company 
time), he also has a detailed clause in the 
client contract dealing with subs. 

"We like to let our clients know we 
will be here for them," even if a sub is 
doing the work, Soccodato says. Thus a 
clause in his weekly lawn maintenance 
service contract with the client lets the 
client know that a subcontractor will be 

doing the work and it will be billed "as 
subcontractor charge." 

Soccodato says it's important for a 
client to find no surprises and total clarity 
in the contract, especially when using 
subs. He uses the same care in locating 
subcontractors. 

"I really screen people who will be 
walking on our clients' property," he says. 
How does he sort out the ones he will use 
long-term? "Attrition," he says. There's no 
deficit worse than a non-performing sub. 
Sometimes he will stroke the client by 
adding extra time onto any warranty that 
the sub has, assuring him that any prob-
lems will be taken care of. 

JVS Landscaping tries "to give clients 
many reasons to buy from us," Soccodato 
says, and he will use subcontractors for any 
job his 10-man staff can't handle. This en-
ables him to take most any job, using subs 
to do all the work his crew can't. The pri-
mary work he subs out is irrigation, repairs 
and "any work over 10 feet in height." 

Soccodato insists on making a profit on 
any work the sub does, however. He will 
write in a minimum profit of 15%. 

Live and die by margins 
Perhaps because they're a larger company, 
American Civil Constructors, which does 
about $70 million in landscape billing annu-
ally, is less reluctant to sub out specialty 
work. Even so, they do recognize the risks, 
says regional manager Todd Williams of 
Littleton, CO. 

"Larger companies live and die by mar-
gins," Williams says, adding that subs cost 
more to the client and make it more diffi-
cult to successfully bid a job. Then, there 
are risks associated with performance, acci-
dents and liability. 

Williams says those risks are lessened 
when the subcontractor is bonded, prop-
erly insured and carries workman's com-
pensation. If the sub doesn't, then any cat-

Supervision of subs astrophe could fall on 
ensures the quality the shoulders of the 
projects, like this general contractor, 
one by Wheats. Subs are such an 

integral part of ACC's 
business that the decision to use them is 
made early in the bidding and decision-
making process, Williams says. Problems on 
the job can be avoided by involving subs in 
pre-construction meetings, with the client 
also in attendance. 

Two other layers of oversight are empha-
sized once the job begins. First, the project 
superintendent carries on a "daily, multiple 
times per day working relationship with the 
sub." The project manager who administers 
and coordinates the job will also visit the job 
once a week. 

"We have a weekly meeting between our 
project manager, the subs, the owner's rep-
resentative and the architect," Williams says. 

Whether a company is large or small, it 
can use subcontractors to great advantage. 
The above contractors agree that their busi-
nesses wouldn't be as large, well-rounded 
and successful if they couldn't call on subs 
to help them out. 

— The author is a freelance writer based 
in Hollywood, CA. He can be reached at 

donnied@ix.netcom.com. 

mailto:donnied@ix.netcom.com


How do we know we are 
hitting the mark? 

WE ASK. 

who purchased an Exmark would 
recommend our brand to a friend or peer.* 

A NICE STATISTIC, 
BUT N O T G O O D 

E N O U G H . 

Know this, Exmark is at work 

right now evolving its products 

and support services—and 

will continue to do so until 

that statistic reads 100%. 

From our perspective, 

anything less is unacceptable. 

* Results based on overall surveys returned 
by Exmark customers in the year 2001. 

w w w . 9 x m a r k . c o m 
Circle No. 113 

BEST-SELLING B R A N D OF M O W I N G E Q U I P M E N T FOR THE L A N D S C A P E P R O F E S S I O N A L 

http://www.9xmark.com


property 
managers 

Editors' note: This is the first article in a two- properties that often require a multitude of 
part series. Next month we focus on what year-round services. And, when these ser-
property managers expect from you. vices are performed satisfactorily, property 

managers often take you along with them 
uilding long-term rela- when they move to new organizations, 
tionships with property But like any business relationship, find-
management firms is one ing that special "glue" to hold the relation-
of the most lucrative ship together can be difficult and time con-
moves a landscape com- suming. Landscape Management talked 
pany can make. It means with landscape professionals whose corn-
maintaining multiple panies have discovered that magic elixir. 

Communication is key 
"You have to communicate with the prop-
erty manager and explain what you're 
doing," says Chris Halgas, President of 
Proscape Landscaping, Cinnaminson, NJ. 
"When you have a new relationship with a 
property manager, you have to really feel 
them out. Write down every aspect of the 
property, including the dates of when 
you're going to be there. Be open and 
clear about everything." 

When Halgas talks about communicat-
ing, he means at every level. 

"Your planning has to be a well-lubri-
cated machine," Halgas says. "You've got 
to communicate with your foreman. He 
has to understand what the property man-
ager wants." 

Halgas knows firsthand about the often 
fragile relationship between property man-
ager and contractor. When it comes down 
to a lack of knowledge about landscaping, 
frustrations can run high. 

"We lost a property this year because a 
manager didn't like the height of our 
blades," Halgas says. "We raised the blades 

continued on page 30 

Savvy landscape 

professionals 

reveal how to 

bui ld ( and retain) 

this va luab le book 

off business 

B Y D A V I D W A L K E R , J R . 

Not only did they discover it, they used it 
to assemble and maintain successful rela-
tionships with many of our country's top 
property management companies. 



Rain Bird's JTV valve provides these competitive advantages: 
• Threaded bonnet design—no-tools access is easy and convenient. 
• Proven reliability—operating range and specifications equal to those of the industry-

leading Rain Bird DV valve. 
• Value and versatility—competitively priced and available in both female threaded and 

slip-by-slip configurations. 
For more details about Rain Bird's new JTV valve, visit www.rainbird.com. For a personal 
demonstration, see your Rain Bird Distributor. Install Confidence. Install Rain Bird. 

Install Confidence:- Install Rain Bird JTV Valves. 

RAIN^BIRD 
Circle No. 114 

http://www.rainbird.com


Property management deal killers 
continued from page 28 
because we were in a drought and we 
didn't want to stress the turf. A lot of these 
property managers aren't very educated in 
landscape and they don't understand what 
we're doing. They want their grass a per-
fect crew cut. Sometimes the temperature 
and weather don't allow for that. 

"If you're not on top of your property 
manager and they don't see you driving to 
the property and checking up on it," he 
adds, "they'll have somebody else in there in 
a heartbeat. Screw up one week to the next 
and you're going to see other landscapes 
bidding the property six months later." 

Gotta be professional 
Professionalism might even be more im-
portant than communication in the early 
going. It gets your foot in the door, and 
projects the type of image that you want, 
but also must maintain throughout the 
length of the contract. 

"Property managers like a company 
that shows up and conducts itself like a 
professionally from the beginning," says 
Vince Cottrell, Proscape's Sales Supervi-
sor/Marketing. "A lot of guys out there 
with pickup trucks don't know what 
they're doing." 

He says his company projects the 
image of a quality operation through its 
professionally produced full-color 
brochures, its Web site, the signage and 
cleanliness of its trucks and, especially, the 
appearance of its employees. 

"When a customer sees us walk in the 
door, they see people that they would like 
taking care of their property," says Cottrell. 
"Our guys are all in uniform when they go 
on the job. We make sure our guys are all 
in the same shirts. We also make sure 
there's always an English-speaking person 
on the job." 

The secret to keeping property man-
agers is really no secret at all, he adds. In 

W h a t does it take to destroy a prof-
itable contractor-property management 
relationship? Here are some deal killers: 

• Putting a property manager in the 
position of being uninformed, al low-
ing him or her to be caught unawares 
of a particular property management 
issue. "It makes t h e m look like they 
aren't doing their job," says Jack Long. 

Hitting a property manager wi th 
high, unexpected monthly charges. 
Property managers would rather break 
payments down to eight or 12 equal 
payments. They don't want to hear that 
mulch is going to cost them $10,000 
payable within 30 days, says Long. They 
don't want to hear, W e ' r e going to fer-
tilize the property and it's going to an 
additional $5,000 this month.'" 

• Talking about business or soliciting 

fact, it's simple — do the job the way you 
say you're going to do it, and do it when 
it's supposed to be done. 

"You can get anybody with a pickup 
truck and a couple of guys to just show up 
every day, cut your grass and do a couple 
of things for you," he says. 

Even so, getting repeat business from 
property managers can be difficult, espe-
cially considering how competitively 
priced the industry has become. In the 
end, you have to rely on your company's 
history and ability to perform services effi-
ciently and satisfactorily. 

Through the back door 
"You can go out and get all kinds of rotgut 
stuff all day, but the higher end, class-A 
type account, it's all based on relation-
ships," says Debby Cole, President, Greater 
Texas Landscapes, Austin, TX. 

in a social situation, a big no-no. Prop-
erty managers avoid vendors like the 
plague in situations like that. Other 
deal killers include dropping in with-
out an appointment, not producing a 
proposal on t ime and not responding 
immediately w h e n they call, says Chris 
Haigas. 

• Not producing the service that was 
contracted or not gett ing it done on 
t ime. "What ticks off a property owner 
is w h e n they go out to a job site and 
expect something and it's not done. 
That's why fol low-up and communica-
t ion are so very important," says 
Debby Cole. 

• Not being the property manager's 
third eye, and not protecting the assets 
under their care, adds Thomas Oyler. 

— DW 

And you can ruin any chance of creat-
ing a solid relationship with property man-
agers by approaching them the wrong way. 
Cole says that in her company's particular 
market, property management companies 
aren't receptive to sales pitches, whether 
they come by phone or by personal visit. 

"You build relationships by joining asso-
ciations, working with property managers 
on committees, never socializing with 
them, and never talking business," Cole 
says. "The minute you talk about business, 
you get the cold shoulder. Here in Austin, 
you don't even get through the front door." 

These picky customers aren't apart-
ment complexes or residences, Cole points 
out. She's talking about property manage-
ment and real estate companies, who seem 
to desire less in-your-face business dealings. 

"They want to be kept informed of new 
continued on page 32 



Eight straight months of hand-wooding 
around tho clock can take its toll on 

L the average worker. 

V , 

G r a n u l a r G R A S S A N D B R O A D L E A F P R E E M E R G E N T H e r b i c i d e 

It w o n ' t do your b o t t o m l ine any good , e i ther . Research shows that hand-weeding can knock your profits for a loop in no time. Maybe that's why 

so many nursery operators and landscapers are choosing the superior control of Snapshot* specialty herbicide. Snapshot can be used over-the-top of more 

than 413 field-grown and 235 container-grown ornamentals, for control of 111 broadleaf weeds and annual grasses - for up to eight months.That's more 

than any other preemergence product on the market. Plus, it's gentle on ornamentals. This year, knock out weeds and grasses - instead of your workers -

with the proven performance of Snapshot. AgnxSciences 

Day a n d Nigh t . M o n t h a f t e r M o n t h . Q n a r i Q h n t 
•Trademark of Dow AgroSaences LLC w l I Q I J O l I U I 
Always read and follow label directions ^ ^ ^ ^ 
www dowagro.com/turf 1-800-255-3726 Specialty Herbicide 



The Nation 's Most l>ynamic 
lut netscape Management Company 

If y o u ' r e l o o k i n g t o i n c r e a s e 
t h e s i z e o f y o u r l a w n 
m a i n t e n a n c e s e r v i c e , s h o o t 
f o r t h e s t a r s a n d l o o k a t a 
U . S . L a w n s f r a n c h i s e . 
U . S . L a w n s h a s b e c o m e a 
s h i n i n g e x a m p l e o f w h a t a 
p r o f e s s i o n a l l a n d s c a p e 
m a i n t e n a n c e s e r v i c e s h o u l d 
b e . W i t h t h e g u i d a n c e o f 
U . S . L a w n s p r o f e s s i o n a l s , 
w e ' l l s h o w y o u , s t e p - b y - s t e p , 
h o w t o : 

• Grow Your Business 
• Maximize Efficiency 
• Cut Costs 
• Get the Job Done Right, 

the First Time 

For m o r e i n f o r m a t i o n 
o n b e c o m i n g a U.S. L a w n s 

f r a n c h i s e e , cal l us a t 

1-800-US LAWNS. 
O v e r 100 f r a n c h i s e d l o c a t i o n s 

o p e r a t i n g in 24 s ta tes . 

www.usLiiWfis.com 

continued from page 30 

information and changes in issues within 
industries, but they want to receive this in-
formation by newsletters, e-mails, memos 
and faxes," Cole says. "That's about as 
sales-oriented as you can get. No pitch. 
Zero. None. You're waiting in the wings 
until they call you." 

Cole's company belongs to several real 
estate, facility management and Green In-
dustry-related associations, including the 
Austin Association of Facilities & Mainte-
nance Engineers and the Real Estate Coun-
cil of Austin. 

Patience is a virtue 
Cole cautions that relationships with prop-
erty managers don't happen overnight. Be 
patient and wait for the right moment for 
things to happen. They will, she promises. 

"It takes three to five years to develop a 
relationship," Cole says. "Companies will 
come in that may have a presence in town 
because a client has brought them in to 
service a property. Or they may just decide 

to open up a branch and go to some of the 
bigger companies and say let us bid. When 
it comes to the mammoth bidding time in 
the second or third quarter of the year, 
they'll be allowed to bid on things. But 
does it mean they'll get anywhere? No. It's 
not just bidding projects; it's actually get-
ting work. So you have to bide your time 
and put in your dues." 

Cole emphasizes that a landscaper 
spends more time than money in building 
relationships. "Stay involved. It's not 
enough to just sponsor things," she ex-
plains. "It's actually being there, having 
your face in front of everybody. 

"We spent $148 this year on advertising 
the whole year, and I can't even imagine 
what that was for," Cole adds. "We don't 
need to spend more on advertising. We've 
been mixing and mingling for 20 years. To 
me, it's not even sales anymore. 

"They're (clients) not close personal 
friends but we've become good profes-
sional acquaintances. Creating a conscious 

continued on page 34 
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continued from page 32 

effort of understanding, communication, 
and trust and insisting on it builds trust-
based relationships with property man-
agers. You both win." 

Trust is your rock 
Don't try to be all things to all property 
managers, advises Tom Oyler of the Wil-
son-Oyler Group, Maitland, FL. 

Oyler, who built and 
sold several successful land-
scape companies during the 
1980s and 1990s, says that 
property management rela-
tionships are built on trust, 
of which there are: 

• communication trust 
• competency trust 
• organizational trust 

"Communication trust is a real biggie 
for me," Oyler says. "When I was in the 
business, I ran large numbers of crews, and 
property managers would call with a crisis 
of some sort. You'd get out there and find 
the crisis wasn't as big as you thought, so 
you'd feel a little jilted. This person really 
called me for a non-event. I'd have to do a 
service recovery call on something I could 
have gotten done next week." 

Oyler learned his lesson, and from that 
point on trained his employees on being 
up-front with property managers. "The so-
cial architecture for our organization de-
fines how you communicate internally and 
externally, how you resolve disputes, how 
you integrate new employees and how you 
integrate new customers," Oyler says. 

Parties on both sides of the relationship 
are always going to use half-truths to try to 
motivate a behavior, Oyler says, so it's best 
to be up-front about those, too. 

"To build that long-term trust relation-
ship, I've had to go to customers and say, 
'You know what, I'm not feeling really 
good about this, because I don't think 

you've exactly told me the truth, the 
whole truth, and therefore I had to do 
this.' Or conversely, 'My guys didn't tell 
you the whole truth. They told you they 
were going to be out there Thursday and 
they knew they weren't going to be out 
there until Friday and we should have told 
you that,' " he says. Create a conscious ef-
fort of understanding communication trust 
and insisting on it, he says, because you're 
not going to have a lasting relationship 
with someone you don't really trust. 

"That competency trust is critical, 
also," says Oyler. "If that property man-
ager doesn't trust your competency, it's 
not going to be a sustainable relationship. 
And you've got to trust their competency 
as well. If they're terrible property man-
agers, you might get some business out of 
them, but they aren't going to be a sus-
tainable customer." 

Ultimately, all lasting 

business relationships 

are built upon trust. 

Oyler describes a third kind of trust: or-
ganizational. "While you may be a trusting 
person, if you're working for a company 
that's not a good organization, and your 
employees and key people aren't trusting, 
that organizational trust will break down 
and you won't be able to create long-term 
sustainable relationships. 

"What we try to do in our platform is 
focus on the social architecture of the busi-
ness," he says. "We try to build long-term, 
sustainable relationships." 

Be crazy on customer service 
"Management companies need you to an-
ticipate their needs," says Jack Long, Presi-
dent of Central Coast Landscape & Main-
tenance, Inc., Capitola, CA. "Also, 

customer service is key. 
Continuously 
remind employees that the 
customer is number one. 
And everybody they meet 
on these properties — for 
instance, 185 different 

property owners on one condominium 
project — is important. Never take any-
thing for granted. Everything eventually 
finds it way back to the management com-
pany, and when everybody on the prop-
erty is happy, then the management com-
pany is happy." 

Long's firm takes a proactive approach 
to property management — handling prob-
lems before they become a problem. 
When the management company calls to 
bring something to his attention, his em-
ployees are already working on it. 

Central Coast takes care of about 79 
properties throughout Santa Cruz County. 
It sticks close to its core competency, qual-
ity landscape maintenance. "We haven't 
branched out to parking lot sweeping and 
some of these other things like a lot of 
companies have," says Long. "For awhile, 
there seemed to be some evidence that 
people wanted to go that direction with 
one-stop shopping. What we've seen over 
the years is that sometimes homeowners 
start to feel like maybe there is a conflict of 
interest." 

Beyond that, Long makes himself and 
his key people available to key clients, in-
cluding homeowners' associations. In 
fact, he encourages them to have a land-
scape committee, because you can't deal 
with every homeowner on the property. 
Be proactive with that landscape commit-
tee. "That way, he says, "the landscape 
committee is taking information back to 
the association and keeping the associa-
tion informed." 

— The author is a freelance writer 
who lives in Cleveland. 

Tom Oyler 

Jack Long 



MEDIUM DUTY TRUCK. HEAVY DUTY ATTITUDE 



STRONG, SILENT TYPE. 
Sometimes actions speak louder than words. That's why the all-new GMC TopKick offers a choice of powerful diesel engines, 

including the Cat® 3126E, the DURAMAX™ 6600, and the DURAMAX 7800. You can also choose the Vortec™ 8100MD V8 

gasoline, the only gas engine available on class 6 and 7 medium duty trucks.* Together they deliver an impressive range of 

GVWRs from 16,000 to 61 ,000 lbs.+ And they match up with a full complement of Allison,® ZF,™ TTC® or Eaton® Fuller® 

transmissions. Amazingly, with its improved cab mountings and body sealing, the GMC TopKick remains incredibly 

quiet — whether you're idling or hauling. Once you experience the all-new GMC TopKick, you won't be able to keep quiet about it. 

* Excludes other GM vehicles. 
1 When properly equipped; includes weight of vehicle, passengers, cargo, and body equipment. 
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SEE WHAT YOU'RE MISSING. 
Take a look at the all-new professional grade GMC TopKick. Engineered with a dramatically sloped hood and larger windshield, 

it gives your drivers an impressive view of what lies ahead, like people and equipment. In fact, the GMC TopKick provides a 

forward field of vision as near as 13 feet from the front bumper. That's twice as close as its nearest competitor.* Smartly 

designed with larger fold-in mirrors providing 126 square inches of surface area (including a 6" x 7" convex section), the new 

GMC TopKick offers a remarkable view all around. Add to that the tightest turning diameter within class 4 , * and your drivers 

can safely maneuver around things like loading docks and garbage dumpsters. Not to mention the competition. 

Based on comparison of 2003 GMC TopKick C4500/C5500 to 2003 Ford F-450/F-550. Excludes other GM vehicles. 

INFORMATION, VISIT US AT GMC.COM OR CALL 1 - 8 0 0 -



WIDE LOAD, MEET TIGHT TURN. 
You never know what the road has in store for you. That's why the professionals at GMC engineered the all-new GMC TopKick 

with the tightest turning diameter within class 4 . * With a setback axle and a wheel cut of up to 54 degrees, it helps give your 

drivers an edge on things like unexpected road work and poorly parked cars. Our engineers also designed the GMC TopKick with 

significantly reduced engine noise, vibration, and road harshness. That, along with a choice of powerful engines, makes the new 

GMC TopKick 100% professional grade. The road will always have its obstacles. But with the all-new GMC TopKick, your drivers 

will be equipped to meet them head on. 

Based on comparison of 2003 GMC TopKick C4500/C5500 to 2003 Ford F-450/F-550. Excludes other GM vehicles. 
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INTRODUCING THE ALL-NEW G NIC® TOPKICK." 
ENGINEERED BEYOND EXPECTATIONS. 

Every day, you're challenged to do more — better, faster. Now there's a truck that can more than 

keep up. The all-new GMC TopKick. Engineered to perform beyond the call of medium duty. If you're 

in need of a truck that is heavy on attitude and backed by superior engineering, the GMC TopKick will 

surely exceed your expectations. 

The all-new GMC TopKick offers the kind of best-in-class features and engineering innovations only 

a company with more than 100 years of truck experience could deliver. Like a choice of diesel and 

gas powertrains, as well as an impressive range of GVWRs — from 16,000 to 61 ,000 lbs* Equally 

important, the GMC TopKick surrounds your drivers in a quiet, highly functional environment so they 

can focus on what the road has in store. And they'll be well equipped to handle any situation with 

increased visibility and maneuverability. Clearly, this incredibly powerful truck has what it takes to 

get the job done. On time. On budget. 

The all-new GMC TopKick. It's what happens when professional engineering is driven by heavy 

duty attitude. 

B M C . I T D P I ^ I C I ^ 

* When properly equipped; includes weight of vehicle, passengers, cargo, and body equipment. 



THE ALL-NEW GMC TOPKICK. 
THE RIGHT TRUCK FOR YOU. 
Professional grade engineering is the 

foundation on which every GMC truck is 

built. And the all-new GMC TopKick 

continues that tradition by delivering 

what you want and need in a medium 

duty truck: strength, reliability, durability, 

and versatility. With frames ranging 

from 50,000-110,000 psi, there is a 

GMC TopKick for every use. And with its 

straight frame from front to rear with 

no protrusions, the GMC TopKick makes 

upfitting easy. So no matter what the job 

calls for, you can call on the GMC TopKick. 

Discover how the GMC TopKick can fit your 

business needs now and in the future. 

Fast. easy, and safe 
deliveries are a real 
advantage in the real 
world, where tight alleys 
and cramped loading 
docks are often the norm. 
Added maneuverability 
minimizes hazards and 
increases efficiency. 

GMC TOPKICK C4500 
Regular Cab—36.8' 

-Nearest Competitor*—52' 

A couple of degrees 
might not seem like 
much, but every driver 
knows—especially 
when backing up— 
that those degrees can 
be the difference between 
hitting or missing that 
badly placed dumpster. 

For the inevitable tight squeezes, 
both driver and passenger sides 
feature cowl-mounted mirrors (for 
less vibration) that fold inward 90 
degrees in either direction to be 
flush with the body of the truck. 

* Based on comparison of 2003 GMC TopKick C4500/C5500 60" CA 
to 2003 Ford F-450/F-550 60' CA. Excludes other GM vehicles. 

A driver can't avoid what can't be seen. The 
TopKick's dramatically sloped hood helps increase 
forward visibility—and margins of safety. 

F-450/F-550: 26' GMC TopKick C4500/C5500:13' 

WE ARE P R O F E S S I O N A L GRADE. 
GMC • 8 7 8 2 ® ««».GMC.COM 

Vehicles throughout this brochure shown with optional equipment. See dealer for details. 
) 2002 GM Corp. All rights reserved. Buckle Up. America! GM. GMC. and the GMC logo are registered trademarks of General Motors Corporation. 
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why and how 
A blend off budget money, materials, 
manpower and expertise leads to 
outsourcing success 

B Y M I L T O N L . " D U S T Y " H A L L M A N , C G M 
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Aworld-class winemaker, 
a champion NASCAR 
owner and an award-
winning grounds man-
ager wouldn't seem to 
have much in common. 
Each works in a different 

universe, faces different challenges and 
measures success by different standards. 
However, each of these professionals must 
find the proper "blend" of components to 
be successful. 

For the vintner, it's the proper mixture 
of grapes, weather conditions, soils and 
aging. For the NASCAR owner, it's the 
right combination of driver, pit crew, manu-
facturer and mechanical ingenuity. For the 
grounds manager, it's a blend of budget 
money, materials, manpower and expertise. 

Successful grounds managers have 
knowledgeable, dedicated personnel, but 
each individual crew has unique 
strengths and weaknesses. Key to 

grounds management success is the abil-
ity to research, realize and anticipate the 
areas in which individual operations may 
need additional materials, manpower and 
expertise. The next step is to budget for 
those items effectively. 

Enhance your effectiveness 
Outsourcing can enhance the effectiveness 
of your grounds operation by providing the 
product or service needed while still allow-
ing your staff to focus on day-to-day tasks. 
Most progressive grounds managers — 
even some who shunned it before — now 
embrace outsourcing. They see that their 
success is tied to how well they can blend 
the talents of their staff with the materials, 
manpower and expertise of outside ven-
dors and contractors. 

Any manager who has ever had an ele-
vator in need of repair, a vandalized an-
nual bed in need of immediate replace-
ment, or a dumpster of debris to be 

10 commonly 
outsourced 
services 
The projects, services and products 
that you outsource will vary by the 
size and type of your site, the capabili-
ties of your crew, and the size of your 
budget. Some of the services most 
commonly outsourced by grounds 
managers include: 

1. Athletic f ield construction 
and/or renovation 

2. Hardscape installation 

3. Large-scale irrigation installation 

4. Tree work/arbor care 

5. Turf and ornamental pesticide 
and fertil ization 

6. Aquatic pond management 

7. Pool maintenance 

8. Fleet maintenance 

9. Bed installation/mulching 

10. Tree and woody ornamental 
installation 



hauled away understands the reasons be-
hind outsourcing. 

Outside contractors, suppliers and ven-
dors can provide grounds managers with 

the technical expertise, raw materials and 
critical services that are needed on a situa-
tional basis. This allows managers to focus 
on landscape management. 

• Fertilization is outsourced at Sylvan Abbey 
Memorial Park. Here, a good working relation-
ship is established with the contractor. 

• The in-house crew blows the fertilizer off the 
bronze memorial markers at Sylvan Abbey as 
the contractor continues to spread fertilizer. 

"Large, one-time projects usually fall 
under capital expenses' and are out-
sourced through a bidding process. This al-
lows the day-to-day operations to remain 
on course," says George Van Haasteren, 
Director of Grounds for the Dwight-En-
glewood School, Englewood, NJ. "Out-
sourcing large projects also eliminates the 
need for purchasing or renting expensive 
equipment, which can require mainte-
nance and repair work as well." 

Adds Van Haasteren, "Storage is an-
other consideration if specialized equip-
ment is purchased. Also, insurance costs 
have to be factored-in. Outsourcing allows 
the grounds manager to essentially assign 
these concerns to his or her vendor, sup-
plier or contractor." 

T e c h n i c a l t r o u b l e 
Large capital projects aren't the only rea-
son to outsource. Technical expertise (re-
member that elevator?), staff, site size and 
capabilities (do you have an in-house nurs-
ery to supply those needed annuals or will 
you have to call a local grower?), and spe-
cialized equipment and/or services (is that 
dumpster full already?) are valid reasons. 
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The thing practically crawls up walls. 
This may very wel l be the most ver-
satile tractor line on the globe. To be 
versatile, you've got to do two things 
first: be agile and be userfriendly. 
Lots of o ld guard tractors are so big 
and clunky that they're hard to 
maneuver. Yes, they're durable, but 
difficult. Options can cost you. 

Carraro tractors offer a unique 
array of ergonomic and operational 
functions built in, and are engineered 
for simplicity, comfort and increased 
return on investment. 

A patented system called "Actio' 
in all Carraro tractors lets the chassis 
articulate to all terrain types and each 
wheel independently grips the ground 
for superior balance and stability. 
The center of gravity is so low that it 

virtually hugs the turf. Each wheel 
being the same size means you get 
equal ground pressure on all 4 wheels, 
all the t ime. 

Other neat features include a 
completely reversible seat and control 
system that changes direction in sec-
onds, loads of attachments that mount 
front, back and even on top, as well as 
powerful, yet fuel m in im iz ing engines 
that help keep operations costs down. 

Recently, Carraro was honored in 
the "Best of Specialized" category in 
the international Tractor of the Year 
competit ion. So you know quali ty and 
engineer ing are high priorities at 
Carraro as wel l as value pricing. 

Call us for our free v ideo and 
more details. 

For example, Duke University out-
sources preventive maintenance on its ve-
hicles, which run on compressed natural 
gas, says Assistant Director of Grounds 
Joseph Jackson. Fleet warranty issues de-
mand that a mechanic certified in natural 
gas engine maintenance service the vehi-
cles. Outsourcing was the answer. 

Also, Duke's Grounds Department is 
responsible for the landscape maintenance 
of 40 off-campus properties, including a 
marine laboratory more than 150 miles 
from the main campus. These properties, 
because of costly logistical reasons, are 
good candidates for outsourcing. 

"We outsource very large hazard tree 
removal," says Ellen Newell, Grounds 
Director at Utah State University. "We do 
this because we don't have the right equip-
ment or the number of really skilled ar-
borists to do it. We also outsource specialty 
spraying of trees. We don't have the equip-
ment needed to spray really tall trees and it 
doesn't make sense to buy and maintain it 
for use once a year." 

Count less reasons 
The reasons behind outsourcing are as 
varied as the many types of sites found in 
our industry. 

For example, at Sylvan Abbey Memor-
ial Park, Clearwater, FL, turf fertilization 
and weed control is outsourced. An 
arrangement is also made with a local nurs-



ery to contract grow all of the large woody 
ornamentals for special projects. 

The most unusual services outsourced at 
Sylvan Abbey are the maintenance of the 
elevator in the largest mausoleum and the 
services of a talented woodcarver who 
sculpts lightning-struck trees into works of 
art (bears, eagles, owls, dolphins and tur-
des). The artist creates the sculptures, but 
the grounds crew seals and maintains them. 
Again, it's all about finding the right blend 
of outsourcing and in-house capabilities. 

Develop a network 
To create this blend, you have to develop a 
network of professionals that can help you. 
Build a relationship with your county's 
agricultural extension agent, as well as with 
several of your local nurserymen. They 
know the professionals in their industry, 
and should be the first people you contact 
when assuming a new job in a new locale. 

Your next step is networking through 
your local branch of the Professional 
Ground Management Society 
(www.pgms.org), your local nurserymen's 
association or other Green Industry trade 
associations. 

Ask your local colleagues who they use 
for materials and services. Ask them about 
specific projects that you may have noticed 
taking place on their sites. Find out who 
they trust with their site's appearance. 
Seek out, join and become active in these 
local trade groups because they can be in-
valuable in providing you with the contacts 
you'll need in order to succeed. 

Clear, concise, comprehensive 
Once you've established a core group of 
professionals you can count on for special-
ized expertise, you'll need a contract. It 
should include the exact specifications of 
any materials and/or work to be performed 
as well as targeted start/finish dates for spe-
cific projects. This legal document is the 

w S H M 

Artistic projects call for outside expertise. Here, 
a chainsaw artist sculpts a heron from the 
remains of a tree hit by lightning. 

basis for the agreement between you and 
your vendor/contractor. 

"We have a formal inspection on a 
monthly basis with the chosen contractor 
on each site or project to determine if the 
standards are being met," says Duke Uni-
versity's Joseph Jackson. "If problems arise, 
we have an escape clause in our contracts 
whereby we can quickly sever relationships 
if need be. 

"One important thing that I've learned 
is that for outsourcing to work effectively, 
you must have a contractual agreement in 
place that is clear, concise and as compre-
hensive as possible." 

If you and your contractor have agreed 
upon the detailed specifications and the 
scope of work of the contract, then you 
can budget for the work. In the case of 
capital improvement projects, these num-
bers can be "factored-in" to your capital 
budget for the coming year. 

If the project isn't a capital item, out-
sourcing still remains attractive because the 

Donald Bottger 

Do a cost-vs.-
benefit analysis 

Outsourcing needs 
to be looked at 
wi th a cost-versus-
benefit analysis, 
says Donald Bottger 
of the San Diego 
Convention Center. 
The analysis needs 

to include the fol lowing criteria: 

• Does your team have the appro-
priate skills to accomplish the task? 
• Does the team have the required 
equipment? 
• Can your team be pulled off its 
normal tasks wi thout a measurable 
effect on your site? 
• Are proper procedures and specifi-
cations in place to ensure quality 
control wi th contracted work? 

"Usually, the main factor in out-
sourcing tends to be fiscal, relating 
to whether the work can be out-
sourced and completed competently 
at an acceptable cost," says Bottger. 

costs of the project are now fixed and can 
be budgeted as needed. These costs can 
then be included in your annual budget as 
line items in the areas of "Independent 
Contract Labor" or "Additional Labor 
Costs" or even "Landscape — fertilizer." 
Thus, outsourcing is budget-friendly. Just 
remember, like the world-class winemaker, 
it's all about finding the blend that's right 
for you and your site, LM 

— The author is the head of the Sylvan 
Abbey Memorial Park grounds department, 

and President of PGMS. He can be 
reached at 727/796-1992 ext. 232 

or dhallman@stei.com. 

http://www.pgms.org
mailto:dhallman@stei.com


WW h e n you s p e c i f y a n d use The A n d e r s o n s 
P r o f e s s i o n a l Tur f™ p r o d u c t s , you c a n r e s t easy . 

You s e e , f o r n e a r l y 4 0 y e a r s w e ' v e b e e n 
p e r f e c t i n g t h e a r t a n d s c i e n c e of p r o d u c i n g 
tu r f c a r e p r o d u c t s t h a t d e l i v e r c o n s i s t e n t , top 
qual i ty resul ts you c a n c o u n t on f r o m a p p l i c a t i o n 
to a p p l i c a t i o n . Our fu l l s p e c t r u m of p r o v e n 
p r o f e s s i o n a l p r o d u c t s - f r o m f e r t i l i z e r s to 
c o n t r o l p r o d u c t s a n d c o m b i n a t i o n f o r m u l a s -
w a s d e v e l o p e d to he lp you m e e t e v e r y t u r f 
c a r e c h a l l e n g e a n d e x c e e d e v e r y c u s t o m e r 
e x p e c t a t i o n . And isn' t K e e p i n g c u s t o m e r s h a p p y 
t h e Key to your p r o s p e r i t y ? W e Know it is to o u r s 

T h a t ' s w h y w e ' r e p r e p a r e d to he lp you a n d y o u r 
bus iness e v e r y w a y w e c a n . F r o m d e v e l o p i n g 
new, m o r e e f f e c t i v e p r o d u c t s to b a c K i n g you up 
w i t h s t r o n g t e c h n i c a l s u p p o r t , w e ' r e d e d i c a t e d to 
you. W i t h o v e r 6 0 p r o d u c t s in The A n d e r s o n s 
P r o f e s s i o n a l Turf l i neup , w e ' r e c o n f i d e n t we've 
got more solutions than you've got 
problems. And you c a n be c o n f i d e n t in e v e r y 
o n e of t h e m . 

J y f Products Professional 
Turf Products products 

f±y i j i d pgr a f r e e select ion guide and more informat ion 
about The Andersons comple te line of Professional Turf products 
call toll f ree , 1 - 8 0 0 - 2 2 5 - 2 6 3 9 . 

0 2 0 0 2 . The Andersons, Inc. TM Andersons Professional Turf is a trademark of The Andersons, Inc. 
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A TOTAL LINE OF SUPERIOR LANDSCAPER EQUIPMENT — 

B A M MOWERS 
Available with a 27 or 34 HP 
TURBO diesel engine, in 61" 
or 72" cutting widths. 

GEAR & HYDRO 
DRIVE W A L K S 
Available with a 13 to 18 HP 
Kawasaki or Kohler engine, 
in 32" to 52" cutting widths 

SMALL, INTERMEDIATE 
& LARGE Z T H MOWERS 
Available with Kawasaki or 
Kohler engines from 18 to 27 HP, 
in 42", 48", 52", 61" and 72" 
cutting widths. 

AERATORS 
Available with a 3.5 or 4 HP B&S 
or Honda engine, in 19", 25.5" 
or 36" aerating widths, and a 
variable aerating depth up to 3". 

SOD CUTTER 
Available with a 5.5 HP 
Honda engine, in an 18" 
cutting width, and a variable 
cutting depth up to 2.5". 

DETHATCHERS j 
Multi-function bagger, 
seeder and dethatchers, 
available with a 5.5 HP 
B&S or Honda engine. 



HEDGE & POLE TRIMMERS 
Seven models available in blade 
lengths of 21.5", 24", 28.5", 30" 
and 39" with reaches up to 13' 
and articulating, adjustable 
cutting blades. 

H A N D - H E L D A N D 
BACKPACK BLOWERS 
Available in four models with air 
velocities from 128 to 190 mph, with 
cylinder displacement cu. in. ranging 
from 1.5 (25.4) to 3.6 (59.2). 

C H A I N SAWS 
17 models with HP ranging 
from 2.1 to 8.4, bar lengths 
from 12" to 72", and truly 
superior Husqvarna features 
and engineering. 

TRIMMERS A N D EDGERS 
Seven pro models with powerful 1.2 
to 1.5 HP engines. Select models 
feature E-Tech® high-torque engines. 

I N G . P E R F O R M A N C E 

Husqvarna leads the way as the 
Total Source Solution for outdoor 
power equipment. To see for 
yourself, locate the Husqvarna 
servicing retailer nearest you by 
calling l-800-HUSKY 62 or visit 
www.husqvarna.com 
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athletic turf 
G R U B C O N T R O L S U C C E S S 

Wrialev's 

nion 

B Y J I M B R U N O 

xperiencing 
the look of 
awe on a 
young child's 
face as he or 
she lays eyes 
on a Major 

League grass ballfield is enough 
to melt any adult's heart. For 

Roger Baird, veteran head 
groundskeeper at "the friendly 
confines" of Wrigley Field, home 
to the Chicago Cubs baseball 
team, it's also what keeps him 
loving his job, even after 21 
years on the grounds crew. 

Keeping the field looking 
good, though, is only half the 
battle. Creating a high degree 

of satisfaction for fans and 
ballplayers alike requires special 
efforts because historic Wrigley 
Field is not your typical profes-
sional ballpark. Unlike many 
newer fields that use an 
amended sand base, this is a na-
tive-soil field requiring special 
care in watering and drainage. 

That's why Baird and his 

crew of six dedicated 
groundskeepers are so particu-
lar about how they care for the 
field, even to the point of re-
sodding the field in October 
2002. Because the field is used 
exclusively for 81 home base-
ball games a year they're able 
to go five to seven years with-
out regrassing. 

Baird is especially conscien-
tious about field management 
to ensure that the 2.5-acre play-
ing surface remains healthy, 
provides firm footing and is free 
of seams that can cause bad 
bounces in the course of a ball-
game. He attends annual semi-
nars provided by the Sports 
Turf Management Association 
and accesses research provided 
on its Web site. He also con-
sults with James Fizzell, an 
agronomist with James Fizzell 
and Associates 

Make it bluegrass 
Of course, a pristine ballfield 
starts with great turf. Baird 
choose turf from Evergreen Sod 
Farm, a 1,300-acre operation in 
Peotone, IL, about 40 miles 
south of Chicago. Over the past 
15 years, Evergreen Sod has 
provided turf for Comiskey 
Park (Chicago White Sox), 
Lambeau Field (Green Bay 
Packers), Tiger Stadium (De-
troit Tigers), Miller Park (Mil-
waukee Brewers) and Soldier 
Field (Chicago Bears). 

To produce top-quality turf, 
the company uses a blend of 
five different elite bluegrasses 
— Absolute, Blue Moon, 

continued on page 50 

baseba l l ' s most cherished 
fields a fresh look 



The smartest way to outwit a weed? One application of easy-to-use 

Barricade® each spring. Its season-long control of crabgrass is unparalleled. 

Plus it also controls spurge, knotweed, purslane, and 28 more weeds. 

Making your job a little easier means w e get to know problem weeds like 

crabgrass inside and out. Perfecting a full ensemble of products to protect 

your turf, that's what we're here for. Call 1-800-395-8873 to contact your 

local Syngenta sales representative and learn more about Barricade. 

Before you can beat crabgrass 

you have to think like crabgrass. 

X Barricade 
Herbicide 

www.syngentapro fess iona lproduc ts .com 

Important: AKvays read and follow label instructions before buying or using the product ©2003 Syngenta Syngenta Professional Products, Greensboro, NC 27419 Barricade* and the Syngenta logo are trademarks of a Syngenta Group Company. 
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continued from page 48 

Odyssey, Liberator and Mid-
night— 20% of each variety. 
"They have a darker green color 
and are very hardy," says Baird. 

The turf for the Wrigley 
Field project was started in 
April 2001. "We probably 
spend more labor per acre 
(compared to the average farm) 
tilling the soil and making sure 
it's level so that the sod is as 
perfect as possible," explains 
Evergreen company president 
Roger Hupe. 

Grubs come to bat 
Evergreen can't afford anything 
that might compromise its prod-
uct, including an outbreak of 
grubs in the spring of 2002. 

"We have heavy soil in our 
area," says Evergreen's produc-
tion manager Bruce Wolf. "His-
torically, there hasn't been 
major grub problems." But a 
string of warm winters con-
tributed to the spring '02 grub 
outbreak, he believes. 

Wolf consulted with Scott 
Jacobs, his rep from United 
Horticultural Supply, about 
the grubs. Jacobs recom-
mended MACH 2 specialty in-
secticide because it works as a 
preventative and while grubs 
are still small. 

The folks at Evergreen par-
ticularly liked the fact that the 
formulation fit in well with 
their goals to use chemical 
treatments sparingly. (MACH 
2 mimics the action of a nat-
ural insect hormone that in-
duces molting. After ingesting 
the product, the grub begins a 

Wrigley Field 
• A T A G L A N C E 

Year built: 1914 

First Cubs game: 1916 

Ivy planted: 1937 by Bill 
Veeck 

First night game: 
Aug. 8, 1988 

Head groundskeeper: 
Roger Baird 

Grounds crew: Six full-
t i m e 

Field: Kentucky bluegrass 
blend over native soil 

Last Cubs World Series 
Championship: 1908 

premature molt and stops feed-
ing on the grass roots.) 

Wolf treated the Wrigley 
Field turf in May, at the first 
sign of grubs. "We wanted to 
stop them immediately," he 
emphasizes. He reports that 
the product worked "extremely 
well," so they applied it again 
in early August for the fall sea-
son, and we'll use it again this 
year if the grubs reappear." 

In Chicago, Baird also con-
ducted his own grub inspec-
tions as the old turf was being 
ripped up and noticed only one 
grub. "In most cases, home-
owners who see squirrels, rac-
coons or skunks know they 
have grubs," he says. "We don't 
have that indicator, so we have 
to check by lifting and visually 
inspecting the sod." 

Baird plans to continue the 
same treatment program that 

protected his turf as it was 
being grown in. 

In October 2002, after 
nearly two years of planning, 
the Wrigley Field grounds crew 
completed the sod changeover 
during a tightly controlled 
nine-day schedule. They laid 
the sod so it could take hold 
before winter set in. 

When the baseball season 
ended, they sprayed Round-Up. 
After stripping out the old turf, 
they softened the soil with core 
cultivation, added four new 
quick-disconnect sprinkler heads 
and carefully releveled the field 
with a golf course bunker rake. 

I f s all in the prep 
Prior to laying 540 rolls of sod, 
they put down a 23-10-16 ni-
trogen-blend fertilizer in a 30-
ft. swath. This approach of tar-
geted application was used to 
minimize disruption and track-
ing of the fertilizer by trucks 
and heavy equipment when 
driving over bare soil. Once the 
sod was in place, it was rolled 
and watered, then rolled again a 
few days later. "The field will be 
rolled one final time after the 
spring thaw to make sure it's 
level," Baird adds. 

Once the sod started to take 
root, Baird's crew treated the 
field once again in the fall with 

a slow-release top-dressing fer-
tilizer to stimulate root growth. 
After the final mowing of the 
season, the entire field — espe-
cially the right field comer that 
stays in shadows much of the 
winter — was treated and 
monitored for snow mold. 

Roger Baird likes the con-
trol he gets from doing his own 
resodding. He constantly 
checked the contouring of the 
subsurface to make sure the 
heavy equipment didn't disrupt 
it. And he liked having control 
over how tightly the seams be-
tween the rolls of sod were laid 
down, because his clientele 
(the ballplayers) can't afford in-
juries or bad bounces caused by 
an uneven playing surface. 

Of course, not every facility 
has the luxury of its own dedi-
cated staff that can handle such 
a resodding effort. 

Is all the painstaking effort 
of resodding and maintaining 
your own field worth the 
worry? It is to Roger Baird on 
game day. "I like to look at the 
kids as they are coming into 
Wrigley Field, just to see their 
reactions," he says with a 
friendly smile, LM 

— The author is a freelance 
writer who lives in Yardley, PA. 

He can be contacted at 
jnba@voicenet.com 

mailto:jnba@voicenet.com


Presenting the new Snapper Z. 
Powerful, dependable, durable, with 
impressive features at every turn, the 
Snapper Z puts you in total control. 
This mid-mount commercial rider is equipped 
with a rugged, 7-gauge welded steel deck and solid 
steel deck stabil izer bars. You can power up wi th 
either the 19-HP or 21-HP Kawasaki V-Twin OHV 

engines and offer a great cut with 4 8 " or 
52" mowers. You'll tackle any size mowing 

challenge quickly and comfortably. As easy 
as it handles each new job, you'll find the Z 

jus t as easy to maintain. So make your own mark 
on the landscape 
w i th t he new _ 
Snapper Zero Turn. L E O E N D A R V Q U A L , T Y 

www.snapper . com 
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Introducing Quicksilver.™ Fast control of broadleaf weeds. 

Introducing the most advanced chemistry in herbicides— 
QuickSilver, for extremely fast control of post-emergent 
broadleaf weeds, including tough-to-control weeds such as 
clover and thistle. But even though QuickSilver is tough on 
broadleafs, it is soft on sensitive turf varieties, such as 
Bermuda and St. Augustine Grasses. Which makes 
QuickSilver the smart alternative to clopyralid. 

Just add a few drops to your tank mixture and you'll see plant 
response within 24-48 hours. That's because QuickSilver 
blocks chlorophyll synthesis causing the release of peroxides 
that result in rapid plant cell degradation. And because of its 
excellent range of effectiveness across wide temperature 
ranges, it's suitable for many regions across the U.S. 

•FMC 
© 2003 FMC Corporation. The FMC logo is a registered trademark of FMC Corporation. 
QuickSilver is a trademark of FMC Corporation. Always read and follow label directions. 

Circle No. 128 

What's more, QuickSilver is applied in extremely low 
quantities—just 0.55 to 2.1 oz/acre. That's lower than 
other herbicides on the market. 

That means less herbicide released into the environment. 
Less herbicide to store. And less visits to customer sites. 

For more information, contact our Customer Satisfaction 
Center at 1-800-321-1 FMC, or visit: www.fmc-apgspec.com 

The only things smarter than our products 
are the people that use them. 

^QuickSilver 

http://www.fmc-apgspec.com


Tired off p laying 
the low-b id game? 
Here's how to build 
your company's 
name and reputation 
in your marketplace 

B Y M . J . G I L H O O L E Y 
A N D C H R I S R I C E 

Here's how to build 
your company's 
name and reputation 
in your marketplace 

B Y M . J . G I L H O O L E Y 
A N D C H R I S R I C E 

positive song song 

any landscaping 

companies are 

being forced to bid 

so low on projects 

that they're virtu-

ally working for 

free. Price cutting 

often has a ripple effect, with too many com-

panies low-balling themselves out of busi-

ness. What can you do when players in your 

market are making cuts in costs and/or bids, 

and any potential new margin is being erased 

by still further rounds of price cutting? 

There is a solution, 

and the high-profit lawn 

service and landscape com-

panies know what it is. 

Sustainable margin ad-

vantage is no longer just a 

function of cost, but of 

the price premiums 

gained through knowing 

and selling your unique 

"song" or brand strength. 

The best thing your com-

pany can do is build a 

brand-based competitive 

advantage that is sustainable over time. 

Brand strength (or brand "equity" as 

some prefer to call it) is the added value 

given to a company by its brand name. Your 

brand is as much about perceptions of your 

company as the actual product you pro-

duce. It's also your company's most valu-

able asset. 

Think of your brand in terms of every 

prospect or customer interaction that cre-

ates an impression of your company. It's 

the personality and soul of your company, 

as perceived by the customer. It's what 

makes you unique. Your brand should 

communicate the difference between you 

and your competitors. 

Your current customers are a great 

source for discovering and defining your 

brand. What is the number one reason 

your customers select your services? If you 

don't know — find out. Use customer re-

search to build upon your brand strength. 

Find out what your customers perceive as 

the differentiating quality of your products 

or services. Determine exactly what they 

experience as "the value" in choosing your 

particular company. 

Blow your horn 
Once you have a clear fix on your brand 

identity, it's time to shout it from the 

rooftops. Eventually, you'll want to infuse 

your market with your brand identity 

through a strategically sound marketing 

plan that takes into account all aspects of 

upcoming opportunities such as: 

• publicity and public relations (news cov-

erage, community involvement), 

• marketing materials (promotions, direct 

mail, brochures, newsletters), 



• print, broadcast and online ads, and 
• trade shows. 

Though all of these opportunities 
should be used to promote your brand, 
we'll focus on the first item in the list for 
the purposes of this article. 

PR's awesome power 
High media visibility will position your com-
pany as a leader in your industry and your 
community while strengthening your brand 
recognition and increasing your profits. 

Let's say you've just placed a company 
news item in a local paper with a circula-
tion of 100,000 readers. If just 1% of them 
read your article, 1,000 potential cus-
tomers have been exposed to your brand 
identity. If only 1% of those 1,000 end up 
purchasing your service or product after 
reading the article, you'll have 10 new 
clients. Multiply your average "client value" 
by 10 to see how much just one press re-
lease could be worth to your company. 

And consider this: a 3-column by 12-in. 
ad in an average metro newspaper will cost 
approximately $1,500 to run one time. But 
with a free editorial placement, you can 
save the $1,500 while gaining credibility 
that money just can't buy. 

Get off your duff 
Once you actually begin the PR process, 
you'll soon be inspired by the return on 
your investment. The following suggestions 
can help you get your company, and your 
brand, into the news and into the view of 
the public eye. 
• Build your media list. Compile a list of all 
your local media oudets. These should in-
clude broadcast television, cable and radio 
stations, metro newspapers and business 
magazines, and community newspapers. 
Call each of the media oudets on your list, 
and ask which reporters cover such topics 
as business, new products and services, 
landscaping or gardening. Then, compile a 

spreadsheet of contact names, tides, mail-
ing addresses, phone and fax numbers, and 
e-mail addresses (be sure to get the correct 
spelling for each contact name). 

Next, ask your current customers what 

local newspapers or magazines they read, 
what news programs they watch and what 
radio programs they listen to. This will 
help you to get an idea of which media 
oudets to target (if your current clients 

When you need a ride in a busy city, it's a welcome sight. But when 
you need satisfied customers, there's nothing worse than seeing yellow. 
Why not choose our preemergence herbicide instead? Dimension* specialty 
herbicide won't stain people, pets or equipment. But it will deliver long-
1 I broadleaf weeds, lasting prevention of crabgrass, Poa annua and several 

m&^tmmmêÙLm 



pay attention to specific media outlets, 
you can reach others like them through 
those same outlets). 
• Write a news release or feature story for 
your target publications. One of the easiest 

ways to generate positive press about your 
company (and your brand) is to submit a 
news release or feature story to your print 
media outlets. Remember that your local 
reporters are always looking for new ma-

terial; they appreciate and need interest-
ing story ideas. 

Feature stories are obviously longer 
pieces, and are best suited for magazines. 
It's always a good idea to find out if an edi-
tor will be interested in publishing your 
story before investing your time in writing 
one. By obtaining editorial calendars from 
your target publications, you can deter-
mine which issue's content will work best 
with your story (and the editor will be 

How to write a 
news release 
News releases are usually 400 words or 
less, and are used to pitch a reporter or 
editor on a story idea about your com-
pany or brand (your contact may ex-
pand on your release and wri te a full 
story on their own, or they may use 
your exact wording). Some basic news 
release topics to consider include: 

• Awards your company or an 
employee may have w o n 
• N e w hires wi thin your company 
I N e w services of fered by your 
company 
• Innovative or t imely projects 
your company may be work ing on 

If you aren't sure how to go about 
wri t ing a release or feature, you can 
download samples of some of the 
pieces Focal Point has wr i t ten at the 
fol lowing W e b site: http://www. 
plantsatwork.org/news.htm. You'll 
f ind news release samples under 
"Press Releases," 
and feature story 
samples 
under "Trade 
Publications." 

LANDSCAPE MANAGEMENT 

http://www
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sure to appreciate that you 've done your 

homework) . 

Spread the message 
With feature stories, you can position your-

self as an industry expert with informative 

articles on topics such as lawn care, efficient 

ways to renovate a landscape, or incorporat-

ing water features into a property. 

You can also call an editor and ask if 

there are any topics within your field of ex-

pertise that they 'd like you to write about. 

Though the story probably won ' t be about 

your company specifically, you'll still gain 

valuable media exposure for your company 

and your brand (be sure to include a brief 

"bio" about yourself, and include a sen-

continued on page 61 

10 image-building ideas 
Get involved in your c o m m u n i t y . 

Join your local C h a m b e r of 
Commerce . 

Join local chapters o f your t a r g e t 
t r a d e associations. D o n ' t f o r g e t real-
tors, builders a n d proper ty managers. 

Sponsor a local y o u t h 
sports t e a m . 

Part icipate in local 
"Career Days." 

Take a d v a n t a g e 
o f speaking oppor -
tuni t ies a t t h e 
learning institu-
t ions in your 
c o m m u n i t y . • 

N e t w o r k i n g o n t h e local f r o n t is 
a n excel lent w a y t o d r u m up w o r d - o f -
m o u t h advert ising for your company 
a n d your brand. 

Consider cross-promotions a n d 
related- industry tie-ins. 

O r g a n i z e high-visibility, h igh- inter-
est p romot ions w i t h o ther local ven-
dors w h o share your t a r g e t market . 

W h e n proper ly publicized, an 
impressive jo in t g iveaway package 
(such as a f r e e landscape renovat ion) 
is an easy w a y t o g e n e r a t e a local 
" b u z z " a b o u t your company. 

Participate in or sponsor a 
c o m m u n i t y project. 

Now you have access to the C D C C 
industry's best research - I I f E E 

I TurfGrass Trends' 
award-winning content is organized 
by category in a completely 
searchable article database 

I Get your hands on the latest 
scientific solutions for the green 
industry in a snap 

B R O U G H T TO Y O U BY: 

Baver ÍR Andersons • V ^ R ^ / G O L F P R O D U C T S 

J A C O B S E N 
GEEED 

Precision cut. Legendary performance. 

Golfdom 
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Why do 
over 90% 
of landscape 

\ * professionals 
\ rik reach for the 

penetrating power 
of Roundup PRO ? 



They value its reputation 
built on trust and 
PROformance / 
technology. / 



Cut back callbacks with the 
proven power of Roundup PRO! 
You can't af ford herbicides that let you 

down. That's why you get to the root 

of your weed problems 

wi th Roundup PRO herbicide, 

the herbicide trusted and used 

by 9 out of 10 landscape 

professionals like you. 

Only Roundup PRO has 

the patented power of 

PROformance technology. Its 

proven performance goes right 

to the root to deliver powerful 

results the first t ime. . .wi th no 

regrowth. So you get fewer 

callbacks. Plus it comes w i th a one-hour 

rainfast warranty. No wonder it's the most 

trusted choice of landscape managers since 

its introduction in 1996. 

Trust Roundup PRO. Talk to your dealer 

today, call I-8OO-ROUNDUP or visit 

www.monsanto.com/ito. 

http://www.monsanto.com/ito




continued from page 56 
tence or two about the products or services 
your company offers). Remember to sup-
plement your story with photos, diagrams 
or other visual aids. These will make for a 
more interesting read while strengthening 
your story's impact. 

Don't forget to follow up by calling your 
media contacts a few days after you send 
them your release or feature story. Let each 
contact know you want to make sure they 
got your piece, and that you'll be happy to 
answer any questions they may have. 

Beyond print media 
In addition to printed publications, local 
television and radio shows provide a great 
opportunity to spread the word about your 

company and your brand. Use your cus-
tomer survey to determine which shows 
your target audience watches or listens to, 
then contact and pitch the producers. Your 
pitch should include a succinct and effective 
description of what your company does, 
and what your "hook" for a particular show 
segment or topic will be. For example, you 
could offer to host a question and answer 
show about landscaping or gardening. 

Measure and maximize the results. To 
capitalize on the success of your PR efforts, 
be sure to quantify the value of your expo-
sures. Ask any inquiries or leads where 
they heard about your company or brand. 
If they mention one of your PR sources, 
make a note of it. Over time, you'll be able 
to see which avenues of your PR campaign 

are yielding the best results. These avenues 
should then become the main focus of 
your PR endeavors. 

As you track your exposures, you can 
build a "clip library" as well. Reprints of your 
published articles or audio/video copies of 
your television/radio exposures make great 
sales tools (these can be posted on your Web 
site or distributed by your sales staff to cur-
rent and potential customers). 

— Mary Jane Gilhooley is the Director of 
Public Relations for Focal Point Communica-

tions, and Chris Rice is the Content Man-
ager. Focal Point is a full-service marketing, 
advertising and public relations firm serving 

the Green Industry. For more information 
call 800/347-9014, or write 

m j @ g r o w p r o . c o m 

PLCAA Salutes... * * * * * * * * * * * * * * * * * * * * * 
Green Industry Community Service Volunteers 

"Getting up to push a spreader 
around a cemetery becomes an 
honor, not a chore. And we get 

a chance to make the lawn 
care industry shine in a way 

that you couldn 't in any other 
way. It isn't about regulatory 

issues anymore, it's about how 
much value a piece of lawn 
can bring to the meaning of 

life for everybody." 
-Phil Fogarty, Coordinator of PLCAA's 
Renewal and Remembrance Program 

at Arlington National Cemetery 

Each year lawn and landscape 
compan ies and industry 
suppl iers f r o m across the 

count ry ded icate thei r t ime, 
expert ise and equ ipmen t to 

beaut i fy A r l i ng ton Nat iona l Cemetery in 
Wash ing ton , D.C. The Professional Lawn 
Care Associat ion of Amer ica salutes 
these vo lunteers and sponsors for the i r 
c o m m i t m e n t to h o n o r i n g the m e n and 
w o m e n w h o fough t for our country. 
For a list of past vo lun teer companies, 
contact PLCAA at 8 0 0 - 4 5 8 - 3 4 6 6 or by 
e-mai l at plcaa@plcaa.org. 

PLCAAs 
"Renewal 8 Remembrance" Project 

at Arlington National Cemetery 
8 Old Congressional Cemetery 

in con junc t ion w i th 
Legislative Day on the Hill 

July 14-15, 2 0 0 3 Wash ing ton , D.C. 

' R E N E W A L & R E M E M B R A N C E " 
S P O N S O R S 

Co-Sponsors 
BASF 
Bayer 
Dow AgroSciences 
FMC 
RISE 
Syngenta 

Contributors 
Lesco, Inc. 
The Andersons 
IMERYS 
Riverdale Chemical 
The Scotts Company 

Legislative Day on the Hill 

PLCAA 
PROFESSIONAL 

LAWN CARE 
ASSOCIATION 
OF AMERICA 

******* Volunteers needed for 'Renewal & Remembrance 2003'' 
...call PLCAA today at 800-458-3466 or e-mail us at plcaa@plcaa.org! 

mailto:mj@growpro.com
mailto:plcaa@plcaa.org
mailto:plcaa@plcaa.org


Check out this list 

off m a n y off the 

newer varieties 

ava i lab le i n 2003 

keeps innovating 
B Y R O N H A L L / 
E D I T O R - I N - C H I E F & 
C I N D Y G R A H L 

rowers and marketers of 
turf seed are predicting a 
modest rebound in prices 
and keeping their fingers 
crossed for a jump in de-
mand. For the first spring 
in about three years 

there likely will be tight supplies — per-
haps even shortages — of some of the 
most popular varieties of perennial ryegrass, 
sources in Oregon's Willamette Valley say. 

While this is good news for growers and 
marketers of turf seed, landscapers, lawn 
care service providers and grounds man-
agers are advised to check with their sup-
pliers early to secure the seed that they will 
need for the 2003 season. 

Growers, reacting to over-supply, have 
cut back ryegrass production acreage the 
past two seasons, some planting other 
crops, such as wheat, instead. Also, there is 
expected to be significantly less rye seed 
entering the U.S. market from overseas. 

While it is too early to predict the size 
and quality of the 2003 crop, unusually dry 

conditions lasting late into the fall of 2003 
had Oregon growers concerned since most 
of their production fields aren't irrigated. 

It's also too early in the season to gauge 
demand from the landscape, lawn care and 
grounds segments of the Green Industry. 
Scattered areas of drought in the Midwest 
and a severe drought in much of the 

Northeast suggest a need for increased 
seed purchases. 

Even as the seed industry (like the rest 
of us) works its way through the worst eco-
nomic slowdown since the early 1990s, it 
has continued to innovate and bring new 
varieties to the market. 

Check out these newer varieties: 

m&xJ 

Dr. Donald Floyd heads the turf breeding 
program for Pickseed West, Tangent, OR. 

m » 



www.dlfusa.com 
Keystone perennial ryegrass, dark green, 

strong in Pennsylvania trials, disease resistance 
Esquire perennial ryegrass, early and thick 

growth, dark green, tolerates wear 
Blue Knight Kentucky bluegrass, 

dark, self-repairing, fine leaves,disease 
resistance 

Ampac Seed Company 
Tangent, OR 
541/928-1651 
www.ampacseed.com 

Amazing perennial ryegrass, dark green, 
excellent disease resistance to gray leaf spot, 
stem rust brown patch, melting out 

Stonehenge hard fescue performs well in 
full sun or full shade, excellent heat and 
drought tolerance. 

Barenbrug USA 
Tangent OR 
541/926-5801 
www.barusa.com 

Labarinth rhizomatous tall fescue, self-
repairing qualities, high endophytes 

Bariris and Baritone Kentucky bluegrasses, 
fast establishment, low maintenance, strong 
wear tolerance. 

Pinnacle II ryegrass, exceptional leaf texture, 
color, disease resistance 

Burlingham Seeds 
Rickreall, OR 
800/221-7333 
www.burlinghamseeds.com 

Tempest tall fescue, shorter growing, en-
hanced green color, a broad adaptation 

Daytona tall fescue, vigorous intermediate 
growing, strong summer density 

Icon ryegrass, improved traffic tolerance, 
deep green, good spring density 

DLFJenks 
Albany, OR 
888/902-5377 

"With the OLP Green 
Thumb Program, 

my work now shines 
night and day" 

m 

One call does it all. 
• Referral fees...we do the work, you count 
the money. 
• You'll benefit from larger and more 
impressive jobs because we add the night-
time dimension to your landscaping project. 

lerates 

• Excellent service - we'll respond to your 
service call within 24 hours-on all systems. 
• OLP's warranty is the best in the business. 
And the best part is you will gain these 
advantages without raising your labor cost' 
We'll handle everything, even the electrical. 

We're a national company committed to 
maintaining an excellent reputation is the 
best in outaoor Üghting...design, installation 
and service. 

www.outdoorlights.com or call 
Toll Free 1 - 8 7 7 - 8 9 8 - 8 8 0 8 . 
1122 Industrial Drive, Suite B 
Matthews, NC 28105 

T H E L E A D E R I N O U T D O O R L I G H T I N G S O L U T I O N S 
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Grower discovers more Ky 
bluegrass potential 
Turfgrass b r e e d i n g is so n e w ( c o m p a r e d t o 
f i e l d crops, a n y w a y ) t h a t consumers a re still 
t es t ing t h e a d a p t a b i l i t y a n d suitabi l i ty o f 
e v e n w e l l - k n o w n species a n d cultivars. 

For e x a m p l e , w h e n Fred W . Pitt i l lo saw 
h o w w e l l K e n t u c k y bluegrass test plots re-
covered f r o m last s u m m e r ' s severe d r o u g h t 
in N o r t h Caro l ina h e p l a n t e d 150 acres o f 
bluegrass a t his T u r f M o u n t a i n Sod f a r m in 
Hendersonvi l le . It is t h e first Ken tucky b lue -
grass he h a d p l a n t e d o n his 9 0 0 - acre f a r m . 

" T h e grass o f t h e f u t u r e f o r this a rea is 
Ken tucky bluegrass," he t o l d a b o u t 100 
landscape a n d g r o u n d s professionals a t t h e 
M o u n t a i n Empi re Landscape Professional Associat ion in Kingsport , TN , this w i n t e r . 

Pitt i l lo p l a n t e d a b l e n d o f K e n t u c k y bluegrass cultivars, w h i c h is typical in cool-season 
sod p r o d u c t i o n . T h e gene t i c s t rengths in o n e cult ivar mask t h e shor tcomings o f a n o t h e r . 

" T h e d i f fe rences in bluegrass var iet ies a re as w i d e as this r o o m , " Pitt i l lo said, a d d i n g 
t h a t he b e c a m e a bel iever in t h e ut i l i ty o f Kentucky bluegrass in t h e m i d - S o u t h a f t e r w a l k -
ing t h e t u r f plots a t Pure Seed Testing's Rolesville, NC, faci l i ty in m i d s u m m e r . T h a t a rea suf-
f e r e d a severe e a r l y - s u m m e r d r o u g h t in '02 a n d Research Di rector Dr. M e l o d e e Fraser w a s 
f o r c e d t o t u r n o f f t h e w a t e r a t most o f t h e f a r m in June. N o ra in a n d n o i r r igat ion caused 
t h e t u r f plots t o g o in to d o r m a n c y , b u t t h e Kentucky bluegrass recovered nicely once mois-
t u r e r e t u r n e d , impressing Pitillo. 

"People aren ' t sure it (Kentucky bluegrass) can m a k e it t h r o u g h t h e s u m m e r here ," said 
Fraser, " b u t it can." Even so, she said landscapes a n d h o m e o w n e r s have a be t te r chance o f es-
tabl ishing Kentucky bluegrass in her reg ion o f t h e mid-At lant ic by sodding because it takes t h e 
bluegrass seed longer t o b e c o m e established than , say, tal l fescue, t h e areas p r e d o m i n a n t tur f . 

Dr. Melodee Fraser of Pure-Seed Testing develops 
grass varieties that do well in the Southeast. 

Georgia Seed 
Development Com. 
Athens, GA 
404/542-5640 
www.seaislel .com 
www.tifsport.com 

Seaislel seashore paspalum, 
developed by Dr. R.R. Duncan, 
thrives on salt water and/or recy-
cled or effluent water 

TifSport bermudagrass devel-
oped by Dr. Wayne Hanna, dark 
green, superior density, traffic 
tolerance, cold tolerance 

Jacklin Seeds, a Division 
of JR Simplot 
Post Falls, ID 
800/688-7333 
www.jacklin.com 

Tsunami Kentucky bluegrass, 
peak performance and color during 
the high-use summer months 

Nu*Dest iny Kentucky blue-
grass, high scores in the Midwest 
with dose-cut tolerance, dark 
green, density, fine leaf blades 

Johnston Seed Company 
Enid, OK 73701 
580/233-5800 
www.johnstonseed.com 

Yukon turf-type bermudagrass, 
seeded, excellent cold hardiness 

Riviera bermudagrass, seeded, 
also from the Oklahoma State 
University turf team, excellent 
NTEP scores 

» Bowie buffalograss, finer leaf 
texture, performs well in dry 
conditions 

Lebanon Seaboard Corp. 
Lebanon, PA 
800/233-0628 
www.lebturf.com 

Charismatic perennial rye-
grass, low growth habit fine 

leaves, excellent disease 
resistance, dark green, 
improved drought heat 

tolerance 

LESCO, Inc. 
Strongsville, OH 
888/730-0234 
www.lesco.com 

Sunstar and Sundance II 
bermudgrasses, quick establish-
ment, improved quality, good cold 
tolerance, dark green 

Greenvil le perennial ryegrass, 
dark green, fine leaf texture, traffic 
tolerance 

Harbour intermediate ryegrass, 
quick germination, improved density 

Patten Seed Co. 
Lakeland, GA 
800/634-1672 

Zenith zoysiagrass adapted 
for transition zone, low input 
requirement 

Showcase Kentucky bluegrass, 
compact growth habit strong 
shade performer 

Providence. SR 9554 turf-type 
seeded bermuda, multipurpose 
variety 

Pennington Seed Inc. 
Madison, GA 
800/285-7333 
www.penningtonseed.com 

Princess-77 seeded hybrid 
bermuda, dark green, fine leaf 
texture 

http://www.seaislel
http://www.tifsport.com
http://www.jacklin.com
http://www.johnstonseed.com
http://www.lebturf.com
http://www.lesco.com
http://www.penningtonseed.com


Pickseed West 
Tangent OR 
541/926-8886 
www.pickseedwest.com 

Mercury Kentucky bluegrass, 
joint release from Rutgers, dark 
green hybrid, exceptional uniformity 

Moon Shadow lower-growing 
elite Kentucky bluegrass, great sum-
mer performance and persistence 

Transist 2200 "transitional 
ryegrass," excellent "nurse" 
grass for lawns 

The Scotts Co./Landmark 
Marysville, OH 
937/644-7270 
www.scottsco.com 

Inspire, Splendid and Gallery 
perennial ryegrasses, speedy 
establishment, dark green, dense 
& low growing 

HB 129 hybrid Kentucky blue-
grass, excellent quality under low 
maintenance 

Seed Research of Oregon 
Corvallis, OR 
800/253-5766 
www.sroseed.com 

SR 8600, turf-type tall fescue, 
dwarf, dark-green, adapted to all 
areas that tall fescue is grown for turf 

Showcase Kentucky bluegrass, 
compact growth, strong shade 
performer 

Providence. SR 9554 turf-type 
seeded bermuda, multipurpose, 
good stolon length for rapid cover, 
fill-in 

Turf Merchants 
Tangent, OR 
800/421-1735 
www.turfmerchants.com 

Transcontinental bermuda-

grass, developed by Pure Seed 
Testing in North Carolina, better 
cold tolerance 

Bedazzled Kentucky bluegrass, 
hybrid, improved color, texture 
and disease resistance 

Manhat tan 4 perennial rye-
grass, performs well in heat and 
droughty conditions, improved 
disease resistance 

2nd Mil lennium tall fescue, 
deeper color, better resistance to 
brown patch and conditions of 
heat and drought 

Turf-Seed Inc. 
Hubbard, OR 
800/247-6910 
www.turfseed.com 

Salinas perennial ryegrass, im-
proved salt tolerance, excellent 
turf quality 

Tomahawk RT turf-type tall 
fescue, Roundup-tolerant 

Brilliant, Unique and Moon-
light, drought-resistant Kentucky 
bluegrasses; Moonlight and North 
Star tolerate salt 

TurfOne 
Tangent, OR 
800/258-4657 
www.turfone.com 

Mach 1 perennial ryegrass, 
quick recuperation from traffic and 
summer stress, gray leaf spot re-
sistance 

Transeze transitional ryegrass, 
excellent cool-season nurse crop 
for lawns, commercial grounds, etc. 

— Cindy Grahl is a writer who 
frequently covers the Green 

Industry. She lives in Cleveland. 

s s a 
Q In todays economy; ™ 

^ ^ it's especially important to conserve... 
to save water, to cut down on labor and ultimately 
to save money That's what LittleValve is all about. 

Even without filter screens, LittleValve makes every 
sprinkler head an adjustable\ pressure-compensating unit 
that lets you get the exact amount of water you want 
right where you need it You can't help but save labor 
and water when maintaining sprinklers. And when 
heading up newjobs, LittleValve saves lots of water 
which means less mud at the jobsite and less labor costs 
because one person does the job that used to take two. 

Less time spent on the job, means real money 
in your pocket, and happier customers. 

irrigation aggravation FORKER! 
CALL Us FOR FREE SAMPLES 

SEE FOR YOURSELF! 

H I 

D I S T R I B U T O R F O R 

L ITTLEVALVE^ 
P R O D U C T S 

OK CALL US AT 
VALVETTE SYSTEMS 
(866| 200-8590 

© & TM 2002 VALVETTE SYSTEMjj 

Circle 123 fi 

For m o r e i n f o r m a t i o n g o t o 
w w w . v a l v e t t e s y s t e m s . c o m 

http://www.pickseedwest.com
http://www.scottsco.com
http://www.sroseed.com
http://www.turfmerchants.com
http://www.turfseed.com
http://www.turfone.com
http://www.valvettesystems.com




A D V E R T O R I A L 

Botanical garden turf gets 
quality cuts from Ferris 

One o f t h e most b e a u t i f u l b o t a n i -
cal gardens in t h e w o r l d , t h e Mis-
souri Botanical G a r d e n includes 

Japanese, Chinese, English, G e r m a n a n d 
V ic tor ian gardens, as w e l l as a t ropica l 
rain forest . Recently, this N a t i o n a l Historic 
L a n d m a r k w a s also recogn ized f o r its 33 
acres o f f ine ly m a n i c u r e d l awn . 

" T h e turfgrass real ly acts as a f r a m e -
w o r k fo r d r a w i n g y o u in to t h e o r n a m e n -
ta l displays w e have he re , " says Scott 
Stell ing, t u r f m a n a g e r fo r t h e Missouri 
Botanical G a r d e n . 

Stel l ing a n d his c r e w o f t h r e e — Pat 
Daniel , M a t t Schmit t a n d T o d d Simms — 
establ ished a n d m a i n t a i n this b e a u t i f u l 
l awn, prov id ing every phase o f t u r f care. 

" O u r b iggest c h a l l e n g e is s imply 
w o r k i n g a r o u n d t h e t h o u s a n d s o f p e o p l e 
w h o t o u r t h e G a r d e n every d a y , " Ste l l ing 
says. T h a t m e a n s k e e p i n g t o a t i g h t 
schedule a n d using e f f i c i e n t e q u i p m e n t 
a n d tools. 

W h e n it comes t o cu t t ing t h e grass, it 
means using m o w e r s f r o m Ferris Indus-
tries. Stel l ing a n d his c r e w use t w o Ferris IS 
3000Z m i d - m o u n t z e r o - t u r n riders f e a t u r -
ing "IS" I n d e p e n d e n t Suspension ( 2 3 - h p 

a n d 2 5 - h p units w i t h 61- in . m o w i n g 
decks); a n d t w o 2 3 - h p Ferris dua l -d r ive 
H y d r o W a l k c o m m e r c i a l w a l k - b e h i n d s (48-
in. a n d 52- in. decks). 

" T h e i n d e p e n d e n t suspension o n t h e 
IS 3000Zs assures t h e m o w e r deck w i l l f o l -
l o w t h e m o v e m e n t o f t h e w h e e l s a n d t h e 
f l o w o f t h e t e r r a i n t o assure a super ior 
q u a l i t y o f cu t , " Ste l l ing c o m m e n t s . " I f 
t h e deck is b o u n c i n g u p a n d d o w n , t h e 
grass w i l l b e cut t h a t w a y a n d w i l l l ook 
r o u g h a n d u n e v e n . " 

" T h e H y d r o W a l k s g ive us t h e t r a c t i o n 
w e n e e d f o r m o w i n g steep slopes in t h e 
g a r d e n , " Stel l ing says. "Be ing ab le t o con-
t ro l each dr ive w h e e l a n d t u r n a r o u n d 
easily o n t h e hillsides is crucial f o r n o t on ly 
a g r e a t cut, b u t f o r safer o p e r a t i o n , also." 

T h e e n h a n c e d m a n e u v e r a b i l i t y o f d u a l 
hydrostat ic drives a l lows m o w i n g u n d e r 
a n d a r o u n d t rees a n d o t h e r o r n a m e n t a l s . 

Stel l ing a n d his t e a m p e r f o r m r o u t i n e 
m a i n t e n a n c e o n t h e Ferris e q u i p m e n t . 
But t h e y rely o n t h e i r dea le r , Scott's 
P o w e r E q u i p m e n t , Inc., O l ive t te , M O , a 
Ferris P l a t i n u m Dealer , f o r a n y service 
w o r k . Scott's w o r k has b e e n t i m e l y a n d 
f lawless, Stel l ing adds. 

BUYING THE BEST 
COMMERCIAL MOWER. 
Investing in a new commercial 
mower for your business is an 
important step; and it's a decision 
that takes some thought. If you're 
thinking about a zero-turn rider, 
there are a number of features 
you should look for: 

• T h e la tes t t e c h n o l o g y . Today's 

most advanced zero-tums feature 
independent suspension (either 2 
or 4-wheel) for increased comfort, 
speed, traction, stability and a more 
consistent cut. 

• R u g g e d d e c k c o n s t r u c t i o n . 

Choose a hand-welded deck with 
overlap-welded comers, a double 
top deck and reinforced side skirts 
to make sure it stands up to years of 
tough, commercial mowing abuse. 

• Serviceability. A simpler design 
means fewer parts and easier access 
to the engine compartment and 
hydraulics for routine maintenance 
and service. You should also look for 
2-year warranties on parts and labor. 

• I m p o r t a n t fea tures . A low center of 

gravity; foot-operated deck lift; 360-
degree pivoting, anti-scalp rollers; 
twin A-section hydro drive belts; 
and radius-cut, 1/4" thick hardened 
steel blades... they're all important 
to your comfort and productivity. 

To make your choice of a new 
mower even easier, be sure to 
see the new 2003 line of Ferris 
mid-mount, zero-turn riders at 
www.ferrisindustries.com. Ferris 
is the innovation leader in com-
mercial mower design. Don't make 
a decision to buy a new mower 
for your business without visiting 
your nearest Ferris dealer. 

S p o n s o r e d b y Ferr is Indust r ies 
The Commercial Mower Specialist™ 

http://www.ferrisindustries.com


athletic turf 
T E C H N O L O G Y 

When . • synthetic makes sense 

Too m a n y events, too few 
fields: Clark University picks a 
new " in f i l led" sports surface 

B Y P A T R I C K M A G U I R E Athletics are a 
major part 
of campus 
life at Clark 
University, 
Worcester, 
MA. Over 

65% of students participate in 
the school's intercollegiate and 
intramural athletic programs. 

They're entided to safe, qual-
ity, playable athletic fields. 

E v e r y b o d y p l a y s 
With the exception of Softball, 
all of Clark's outdoor athletic ac-
tivity takes place at Granger 
Field. Soccer, lacrosse, field 
hockey, baseball and tennis all 
call Granger home. The two 

fields there host intercollegiate 
games and practices as well as 
intramurals, summer camps and 
community events. 

Despite the remarkable ef-
forts of Facilities Director Paul 
Bottis's staff, the turf had be-
come badly compacted. This 
caused drainage and weed 
problems, and resulted in poor 
playing conditions. And Clark's 
location made it impossible to 
expand its real estate for ath-
letic programs and activity. 

S a m e f i e l d s , m o r e p l a y 
Working with Athletic Direc-
tor Linda Moulton, Geller 
Sport, a qualified sports and 
recreation design firm based in 
Boston, reorganized the site by 
reorienting the fields to create 
larger playing surfaces. It also 
proposed a new synthetic play-
ing surface for the multi-pur-
pose baseball and field hockey 
field to give the school greater 
flexibility and take stress off of 
the new turfgrass soccer and 
lacrosse field. 

Clark accepted the recom-
mendation for a new infilled 
synthetic turf system consist-

ing of a carpet of slit film 
polyethylene fibers needle 
punched into a polyurethane 
backing. The carpet is top-
dressed, or "infilled," with lay-
ers of round silica sand and re-
cycled rubber granules, which 
provides a firm, fast and stable 
playing surface. A resilient un-
derpad provides for added 
player safety. The system has 
many of the benefits of nat-
ural grass without the draw-
backs and cost of conven-
tional nylon turf. 

Fie lds f o r a l l seasons 
Infilled turf does not require 
fertilizers, water, mowing or 
other cultural turf management 
practices like aerification, top-
dressing and thatch removal. 

Infilled turf is consistent and 
playable in all types of weather. 
With a specially designed un-
derdrain system, an infilled turf 
field can handle 12 to 20 inches 
of rain per hour. Ball bounce 
and reaction is natural and 
more predictable 

The initial capital cost of in-
filled turf is approximately 50% 
greater than a well-built natural 
grass field, but the reduced 
maintenance costs will help the 
field pay for itself in six to seven 
years. Most infilled turf compa-
nies warranty their product for 
eight years and expect a lifes-
pan of 12 to 15 years. 

— The author is President of 
Geller Sport, Inc., Boston, MA. 

He can be reached at 
pmaguire@gel lersport .com 

New multi-purpose 
field hosts two sports. 

mailto:pmaguire@gellersport.com


With all due respect to our bean-counting friends, Shindaiwa builds 
trimmers with one purpose in mind: to cut the toughest grass and weeds. 
Cut corners? We leave that to everybody else. 

Sure, we could skimp on materials and sell our trimmers for less. But 
that's not how a Shindaiwa gets to be, well , a Shindaiwa. 

For example, our cylinders are plated with chrome, not soft nickel like 
some of our competitors. We use a solid steel main shaft instead of a 
flexible cable. And when we say our carburetor is all position, we mean 
all position. Better yet, all this engineering comes with the best power-to 

weight ratio in its class. 
It all adds up to power, dura 

bility and performance you can 
take to the bank. To find out more, 
contact your nearest Shindaiwa 
dealer, visit www.shindaiwa.com or 
call us at 8 0 0 - 5 2 1 7 7 3 3 . 

o BUY A SHINDAIWA 
COMMERCIAL-GRADE 

a N : 
GRASS TRIMMER OR ìyì BRUSH CUTTER BEFORE 

^ MARCH 31ST AND GET A 
SP210 SPRAYER FREE! 

A $40 value. See your participating dealer for details. 

Circle No. 137 

One piece Interlocked Full One piece 
electronic throttle anti vibration solid steel 
ignition control system main shaft 

True all Large diameter Aircraft grade Heavy duty 
position centrifugal aluminum gearcase with 
carburetor clutch outer tube helical gears 

/ A shindaiwa 
FIRST TO START. LAST TO QUIT. 

http://www.shindaiwa.com


L M PRESENTS award-winning landscape management 

Property at a glance 
Location: N e w a r k , O H 

Staf f : Longaberger Landscaping 
D e p a r t m e n t 

Category: Industrial or Of f ice Park 

Tota l b u d g e t : $200 ,512 

Y e a r site built: 1998 

Acres o f tur f : 9 

Acres o f w o o d y ornamenta ls : 3 

Acres o f display beds: .08 

Tota l p a v e d area: 147,305 sq. f t . 

To ta l m a n - h o u r s / w e e k : 1,760 

Maintenance challenges 
• C o m p a c t e d soils a n d d r a i n a g e 

• Pond a lgae 

• M o w i n g a long a busy state h i g h w a y 

• App ly ing chemicals in congested 

Project checklist 
C o m p l e t e d in last t w o years: 

• I r r igat ion we l l 

• Sodding d u e t o street/uti l i ty 
construct ion 

On the job 
• 11 fu l l - t ime staff , 5 seasonal e m p l o y -
ees, 1 licensed pesticide appl icator 

The Longaberger 
Company 
2002 PGMS G r a n d A w a r d W i n n e r for 

Indust r ia l or Office Park 

It must be interesting working around 
a large basket every day. But Jason 
Jordan is probably used to it by now. 
In 10 years, he's worked his way from 
laborer to head of the Longaberger 
Landscaping Department. The 
Longaberger Company is known for 
its handcrafted baskets, so it's no won-
der Jordan and his crews are 
operating in the shadow of an 
office building which is a 160 
times scale replica of the com- W \ . 
pany's Medium Market Basket. I k I 

Even though he graduated ^ ^ . 
from The Ohio State Univer-
sity Newark with a business de- p F v J 
gree, Jordan says he's more of a ** 
"hands-on guy" than a "num-
bers guy." The certified nursery techni-
cian aims to lead by example, "treat the 
company's money as if it's my own, and 
not waste a second in the day." 

There really isn't a second to waste. 
In winter, Jordan and his crews are busy 

G A Ï U R , - , . 

m 
' W H G & F V f m g g f 

(Left) Jason Jordan heads the 
staff. Above, some daylilies 
are deadheaded. 

^ ^ putting up Christmas lights 
and clearing snow from over 

147,000 sq. ft. of paved area. Nine acres 
of bluegrass is mowed 40 to 45 times per 
year, and five fertilizer applications, inte-
grated pest management and a compre-
hensive irrigation system keep it green 
spring through fall. 

VQWS ' 
Landscape 
M A N A G E M E N T ! 

7 2 0 Light St. < 

S Editors' note: Landscape Management is t h e exclusive sponsor 

of t h e Green Star Professional Grounds M a n a g e m e n t A w a r d s 
for outs tand ing m a n a g e m e n t o f residential, commercial 

| f | a n d inst i tut ional landscapes. T h e 2003 winners wil l be 
H * C l | J v n a m e d a t t h e a n n u a l m e e t i n g o f t h e Professional 
E N T JL 

Grounds M a n a g e m e n t Society in November . For m o r e in-
f o r m a t i o n o n t h e 2 0 0 2 Awards, contact PGMS at: 

Bal t imore, M D 2 1 2 3 0 • Phone: 410 /223 -2861 . Web-si te: w w w . p q m s . o r g 

http://www.pqms.org


The retention pond 
(right) provides irrigation 

water when needed. 
Below, tree rings and 

plant beds contain 
"black satin" mulch. 

Tulips (left) and over 400 annabelle 
(above) around the corporate office 
offer dramatic spring color to the 
Longaberger grounds. 



Green Star Professional Grounds 
Management Awards 2003 

We' re search ing for the country 's 

b e s t - m a i n t a i n e d landscapes — 

31st A n n u a l Green Star Profess ional 

G r o u n d s M a n a g e m e n t Awards 

You're invited to 
enter the Green 
Star Professional 
Grounds Manage-
ment Awards, co-

sponsored by Landscape Man-
agement magazine and the 
Professional Grounds Manage-
ment Society. 

This annual program recog-
nizes excellence in landscape 
management and complements 
other national programs for 
landscape design and construc-
tion. Grand and Honor Awards 
are offered in 13 categories of 
private, public, commercial and 
industrial landscapes. To qualify, 
a landscape must be at least four 
years old and under continuous 
maintenance for at least two 
years. See page 73 for details. 

The awards will be presented 
during the Professional Grounds 
Management Society Annual 
Meeting, Nov. 5-8 in St. Louis, 
MO. Several winners will be 
featured in Landscape Manage-
ment and PGMS Forum. 

Entry Categories 
1. Small Site (budget under 

$80,000) 
2 . Residential Landscape 

3 . Public 
Works Sites (includes 

parkways & intersections) 
4 . Shopping Area 
5 . Hospital or Institution 
6 . Government Building or 

Complex 
7 . Cemetery or Memorial 

Park 
8 . Industrial or Office Park 
9 . Park, Recreation Area or 

Athletic Field OR — multiple sites 
under same management 

10 . School or University 
Grounds OR Urban Universities 

11. Condominium, Apartment 
Complex or Planned Community 

12 . Hotel, Mote l or Resort 
13 . Amusement/Theme Park. 

Judging 
A distinguished panel of judges 
selected by PGMS and Landscape 
Management determines the 
winners. 

This program aims to: 
• Bring national recognition 

to grounds care. 
• Recognize individual ef-

forts leading to high landscape 
maintenance standards. 

• Challenge landscapers to 
achieve a level of excellence. 

Eligibility 
An entrant must be profession-
ally engaged in, and responsible 
for, the maintenance of grounds 
described in ENTRY CATEGORIES. 
Projects for which an entry was 
submitted in a design or con-

struction award competit ion are 
eligible in the Green Star pro-
gram, even if the project w o n an 
award, because maintenance is 
the criterion upon which an 
entry is judged. 

Grand A w a r d winning pro-
jects cannot re-enter this pro-
gram for t w o years (2002 Grand 
Award winning projects are inel-
igible until 2005). 

Any landscape for which the 
entrant has the main responsibil-
ity for maintenance and beauti-
fication may be entered. The 
size of the landscape operating 
budget is not a criterion for 
judging. Rather, the judges will 
consider the quality, challenge 
and performance in mainte-
nance of the grounds for a pe-
riod of at least t w o years. 

How to enter 
All entries must include: 

1. Fifteen (15) color 3 5 m m 
slides — ten (10) showing the 
beauty of the total landscape 
project and five (5) showing the 
crew at work. DO NOT USE 
'POSED' SHOTS. Put a descriptive 
caption on each slide. 

2 . Ten (10) 5- by 7-in. color 
prints — five (5) showing the 
beauty of the landscape and five 
(5) showing crew members 
working in areas that are diffi-
cult to maintain. DO NOT USE 
'POSED' SHOTS. Label each wi th 
a descriptive caption. 

Note: Put your best scenes on 

the slides, which are critical to 
judging and awards display. 

3 . One recent photograph of 
yourself, as the person in charge, 
working in the landscape. 

4 . INDIVIDUALLY LABEL all 
slides and photographs with the 
name of the entrant and the site. 
DO NOT USE TAPE to mount — 
put in plastic or metal mounts. 

5 . Include a brief description 
of the site. 

6 . All entries must contain 
a COVER LETTER releasing the 
material for publication at the 
discretion of Landscape Man-
agement magazine. All entries 
become the property of the 
sponsors and may be published 
in Landscape Management mag-
azine or used for other purposes 
the magazine deems appropri-
ate. NO MATERIALS WILL BE 
RETURNED. 

7 . Enclose a check for the 
ENTRY FEE: $150 for members of 
PGMS or $225 for nonmembers. 
To qualify, all elements of the 
entry must be COMPLETE in one 
mailing envelope, including 
entry fee. 

Deadline 
The deadline for entries is Aug. 
1, 2003. All entries must be sub-
mitted to the Green Star Profes-
sional Grounds Management 
Awards, do Professional 
Grounds Management Society, 
720 Light St., Baltimore, M D 
21230. 



Green Star Professional Grounds Management Awards 2003 
Official Entry Form and Fact Sheet 

Please PRINT CLEARLY or type the information requested below. 
Check for accuracy. This information will be used for publicity pur-
poses and awards. 
Each entry must include this completed form and entry fee: 

* PGMS members — $ 1 5 0 
* Combination PGMS membership and entry fee — $275 
* Non-members — $225 

Make checks payable to the Professional Grounds Management 
Society. 

SEND COMPLETE ENTRY AND FEE TO: 
Professional Grounds Management Awards 
do Professional Grounds Management Society 
720 Light St. 
Baltimore, M D 21230 
Call 410/752-3318 wi th any questions. 

NUMBER OF EMPLOYEES: 
Full t ime (year round): _ 
Other (please specify): 

Seasonal: _ 

Licensed pesticide applicators: 
Total man-hours per week: _ 

ANNUAL EXPENDITURES: 
Total budget for this site: (Including salaries). 
Equipment: 
Chemicals and fertilizers: 
Seed and plant material: 

SPECIAL MAINTENANCE CHALLENGES: 
1. 
2. 

3. 

NAME OF SITE: 
State: . Entry Category #:_ 
Name of company or agency owning this landscape: 

Address: 
City: State:. -Zip: 

SIGNATURE OF THE COMPANY OR AGENCY OFFICIAL 
CONSENTING TO THIS ENTRY A N D A RELEASE FOR PUBLICITY: 

Signature: 
Title: 

W H O IS RESPONSIBLE FOR MAINTAINING THIS LANDSCAPE? 
• ln-house staff • Outside contractor 
Name: 
Address: 
City: State: . - Z i p : . 
Telephone ( 

(IMPORTANT) Year site was built: 
Years I have maintained this site:. 
Total acres maintained: 
Acres of turf: 
Acres of woody ornamentals: _ 
Acres (or sq. ft.) of display beds: 
Total paved area: 

SPECIAL PROJECTS COMPLETED IN THE LAST 2 YEARS: 
1. 
2. 
3. 

If selected a winner , I request the name on the a w a r d to be 
(check one or both): 

• Name of entrant (name which will appear on plaque): 
(please print) 

• Name of organization or agency: 
(please print) 

IMPORTANT: Please provide the name of the person w h o will accept 
the award at the banquet: 

(please print) 

I certify that all information provided on this form and in the accom-
panying entry is accurate to the best of my knowledge. I understand 
that no materials will be returned and that all material may be used 
for publication in Landscape Management magazine or for other 
purposes deemed appropriate. 

Signature of entrant 
Date 

ENTRIES MUST BE RECEIVED BY AUGUST 1, 2003 



S P R I N G W E E D C O N T R O L 

Maximize 
pre-emergence 

success 
Squeeze the most out 
off you r weed controls 
by t rack ing their 
p e r f o r m a n c e f r o m 
season to season 

B Y D R . R O C H G A U S S O I N 

our choice for pre-emergence 
weed control depends on fac-
tors such as efficacy, cost, 
availability and application 
equipment. You should also 
select a pre-emergence herbi-
cide for its performance based 

on the environmental effects of the previous sea-
son, particularly weather conditions. Also, it's 
vital to understand proper application and how 
this will benefit you throughout the season. 

Kil l t h e m as t h e y g e r m i n a t e 
The application of a pre-emergence herbicide is 
the most desirable method of weed control for 
several reasons. First, homeowners or sports 
spectators will never see weeds emerge. Also, a 
pre-emergence treatment keeps weeds from be-
coming established and robbing the turf of water 
and nutrients. 

During drought conditions, using pre-emer-
gence products becomes even more relevant. 
Procedures for applying pre-emergence herbi-
cides are fairly simple and are explicitly de-
scribed on the pesticide label. Always check the 
label for recommended rates, sensitive turf 
species and other considerations, which may 
alter herbicide performance. You must under-
stand how pre-emergence herbicides work to 
apply them for maximum success. 

When a pre-emergence herbicide is applied to 
the turf and properly watered in, the chemical 
moves down through the turf where it comes in 

continued on page 76 



ABSOLUTELY HAMMERS MITES. 

Pampers Everything Else. 

No miticide performs as well as Floramite against key 
mite pests in all life stages. It pounds tough pests like 
two-spotted and spruce spider mites with hard-hitting 
contact action. Then, it gives long residual control, up 
to 28 days, to get those late hatches. 

Floramite features a unique mode of action and 
highly selective activity so its easy on predacious mites 
and beneficial insects. And its low toxicity means it s 
easy to work with and safe for the environment. 

If you want to drop the hammer on mites, while 
you pamper everything else, get the economical, 
user-friendly control of Floramite. 

H l f i f a M w w w . c r o m p t o n c o r p . c o m 
C # # rn,mfJHJm rn Floramite is a registered trademark of a 

subsidiary of Crompton Corp. 
Uniroyal Chemical ©2003 crompton corp. 

Always read and follow label directions. 



S P R I N G W E E D C O N T R O L 

continued from page 74 

contact with the soil. The herbicide is tightly 
bound to the soil particles in the upper soil sur-
face where the weed seeds germinate. As they 
germinate, they contact the herbicide-treated soil 
and the chemical inhibits the growth of the 
shoots or roots, eventually killing the susceptible 
weed. The success of the application depends on 
applying the chemical prior to germination. Also, 
conditions must favor weed seed germination. 

The soil herbicide concentration is the criti-
cal factor in the amount and length of control 
possible from pre-emergence herbicides. Once 
the herbicide has been applied, a variety of 
processes take place that eventually reduce the 
herbicide concentration. When herbicide con-
centrations drop below a critical level, you must 
reapply the herbicide above the threshold level 
to maintain control. 

This is why some pre-emergence herbicides 
require a second application. Information about 
residual activity can be found on the label, which 
will also indicate how soon after application re-
seeding can occur. 

For example, depending on application rate, 

some products such as Team have relatively 
short post-application reseeding restrictions, (6-8 
weeks), others (i.e., Pendulum, Dimension) are 
intermediate (9-12 weeks), and Barricade (16 
weeks) has the longest post-application restric-
tions for reseeding. 

A p p l y w a t e r s o o n 
Depending on product and formulation, irriga-
tion or rainfall after application may be neces-
sary. For some products, if the herbicide isn't wa-
tered within 72 hours, the chemical is exposed to 
light, which can increase degradation. The longer 
the delay in applying water, the greater the po-
tential loss of herbicide. 

Drought conditions can affect residual activ-
ity. An interesting observation in 2002 was seen 
in irrigated vs. non-irrigated turf areas in eastern 
Nebraska. In September, soil chemical analyses 
of five pre-emergence-treated areas from the pre-
vious spring indicated that non-irrigated areas 
had substantially higher levels of the applied her-
bicide than irrigated areas. In two instances, the 
herbicide levels were high enough to slow estab-

continued on page 80 

SELECTED HERBICIDES A N D THEIR EFFICACY IN NEBRASKA TESTING 

C o m m o n n a m e 

Benef in 

Bensulide 

Siduronc 

Oxad iazon 

Oryzal in 

Pendimetha l in 

Di th iopyr 

Arsenicals 

Fenoxaprop 

Quinclorac 

Trade name a 

Balan 

Betasan 

Tupersan 

Ronstar 

Surf lan 

numerous 

Dimension 

numerous 

Acclaim 

Drive 

Act iv i ty 

Pre 

Pre 

Pre 

Pre 

Pre 

Pre 

Pre/Post 

Post 

Post 

Post 

A n n u a l grass control" 
Crabgrass Qoosegras? Foxtail annua 

G-E 

G-E 

G-E 

UK 

UK 

UK 

UK 

UK 

UK 

Annua l broadleaf control 
Oxalis Spurge Henbi t Ch içkweed 

UK 

UK 

UK 

UK 

UK 

UK 

UK 

UK 

UK 

UK 

G 

UK 

UK 

UK 

UK 

UK 

UK 

UK 

UK 

UK 

UK 

UK 

UK 

UK 

UK 

aTrade names are mentioned to provide specific information. Mention of a product does not constitute a guarantee 
or warranty by the Nebraska Agricultural Experiment Station or Landscape Management magazine or an endorsement. 

bE=Excellent, G=Good, F=Fair, P=Poor, UK=Unknown or not tested in University of Nebraska trials 
cOnly pre-emergence herbicide registered for newly seeded cool-season turf 



S U P P L E M E N T T O L A N D S C A P E M A N A G E M E N T 

Identification 

Characteristics 

Controls 

Management 
Strategies for 



The shortest distance between broadleaf and grassy weed control. 
Drive 75 DF herbicide effectively raises the bar for postemergent weed control. A single, convenient 

application of Drive quickly eliminates a broad spectrum of both broadleaf and grassy weeds—from crabgrass 

and foxtail to clover and dandelion—in a wide variety of turf species. Then Drive keeps weeds under control 

for 30 to 45 days—in some cases for more than 3 months. Drive also offers exceptional seeding and 

overseeding flexibility—allowing you to seed many varieties of turf immediately before or after application. 

To learn more about how Drive 75 DF can help you in your drive for turf protection, visit 

www.turffacts.com. Always read and follow label directions. 

BASF 
PROFESSIONAL 

We don't make the turfL 
We make it better. BASF 

http://www.turffacts.com


BASF Professional Products is 
pleased t o prov ide you w i t h this 
new gu ide designed t o help tu r f 

professionals bet ter manage p rob lem 
weeds. Our goal is t o give you and your 
c rew an easy-to-use too l tha t a l lows you 
to quickly ident i fy and con t ro l u n w a n t e d 
vegetat ion. For more deta i led i n fo rma t i on , 
visit www.turffacts.com, con tac t your local 
BASF representat ive (see our map on pages 
10-11), or call 8 0 0 - 5 4 5 - 9 5 2 5 . 

Kyle Miller 
Technical Specialist 
Millerkj@basf. com 

K n o w T h e s e K e y C h e m i c a l s 

• Pendimethalin = Pendulum"0 preemergent herbicide (preemergent) 
• Quindorac = Drive® 75 DF herbicide (postemergent) 
• Imazaquin = Image® 70 DG herbicide (postemergent) 
• Imazapyr = Sahara® DG herbicide (nonselective bareground) 
• Imazapic = Plateau® DG herbicide (postemergent) 
• Bentazon = Basagran® T/O herbicide (postemergent) 

P r o d u c t D e s c r i p t i o n s 
Pendulum® preemergent herbicide—ensures crabgrass never comes up, 
and so much more. Pendulum is the proven performer for preventing more than 4 0 
troublesome grassy and broadleaf weeds. It combines unbeatable performance with 
unmatched value to earn top grades for user satisfaction. 

Drive®75 DF herbicide—closes the distance between broadleaf and grassy 
weed control. No other postemergent herbicide controls a broader combination of 
broadleaf and grassy weeds or offers such remarkable overseeding flexibility. 

Image" 70 DG herbicide—kills "uncontrollable" weeds that can kill your 
image, such as purple nutsedge, green kyllinga, dollarweed, wild onion and many 
more in warm-season turfgrasses. Image 70 DG comes in a dispersible granule 
formulation for ultimate performance and convenience. 

Sahara® DG herbicide—turns your jungle into desert with dependable 
bareground weed control. Sahara controls more than 150 weeds, as well as most 
common turfgrasses, with a single application. It offers effective preemergent and 
postemergent control and a wide application window to meet your schedule. 

Plateau® DG herbicide—for use in commercial turfgrass management, 
provides convenient, effective preemergent and postemergent weed control in fine 
turf. In addition, Plateau can also be used to control vertical growth and provide 
seedhead suppression in labeled turfgrass species. 

B a s a g r a n ® T / O h e r b i c i d e — o f f e r s reliable,cost-effective postemergent control 
of tough broadleaf weeds, yellow nutsedge, annual sedges and more. For use 
in cool- and warm-season turfgrass and ornamentals, and along roadsides. 

• For complete product information and specific application recommendations, 
check out www.turffacts.com, and always read and follow label directions. 

BASF 
PROFESSIONAL G R A S S Y W E E D S 

Annual Bluegrass W2 
Barnyardgrass W2 
Broomsedge W2 
Cheatgrass W3 
Dallisgrass W3 
Downy Brome W3 
Fall Panicum W4 
Foxtail W4 
Foxtail Barley W4 
Goosegrass W5 
Green Foxtail W5 
Johnsongrass W5 
Kikuyugrass W6 
Large Crabgrass W6 
Nimblewill W6 
Quackgrass W7 
Sandbur W7 
Smooth Crabgrass W7 
Southern Crabgrass W8 
Torpedograss W8 
Wild Oat W8 
Witchgrass W9 

S E D G E S 
Annual Sedge W12 
Globe Sedge W12 
Green Kyllinga W12 
Purple Nutsedge W13 
Yellow Nutsedge W13 

B R O A D L E A F W E E D S 
Beggarweed W14 
Black Medic W14 
Broadleaf Plantain W14 
Buckhorn Plantain W15 
Carpetweed W15 
Common Chickweed W15 
Cudweed W16 
Dandelion W16 
Dollarweed W16 
English Daisy W17 
Henbit W17 
Hop Clover W17 
Knotweed W18 
Lawn Burweed W18 
Morning Glory W18 
Oxalis W19 
Purslane W19 
Speedwell W19 
Spurge W20 
White Clover W20 
Wild Onion, Wild Garlic W20 

http://www.turffacts.com
http://www.turffacts.com


A N N U A L BLUEGRASS 
(Poa annua, poa) 
Poa annua 

Self-seeding winter annual or biennial. 
Short, narrow leaf blades wi th parallel edges, 
Germinates late summer to early fall. 
Shallow-rooted. 
Will die under heat or moisture stress. 
RECOMMENDED PRODUCTS: 

Pendulum (preemergent) 
Sahara (nonselective bareground) 

boat-shaped tip. 

B A R N Y A R D G R A S S 
(billiondollar grass, watergrass, wi ld millet) 
Echinochloa crusgalli 

Very wide-bladed, semi-prostrate summer annual. 
Stems branched at nodes, frequently bent upright. 
Seeds are coarse wi th short burs. 
Seedhead a terminal panicle, wi th multiple short, perpendicular 
branches, 4-16 inches long. 
Panicles green to purple. 
Reaches 5 feet tall. 
One of few grass weeds in which ligules are absent. 
Leaves hairless, but sheaths often tinted deep red at base. 
RECOMMENDED PRODUCTS: 
Plateau (postemergent) 
Sahara (nonselective bareground) 
Pendulum (preemergent) 



C H E A T G R A S S 
(chess, cheat, bromegrass, rye bromegrass) 
Bromus secalinus 

Narrow-leafed, mostly erect. 
Winter annual has about 100 species. 
Underside of leaf is typically hairy. 
Seedhead is open wi th multiple semi-erect branches, each 
wi th 1-4 seed clusters. 
Seeds look like wheat or rye. 
R E C O M M E N D E D PRODUCTS: 
Sahara (nonselective bareground) 

D A L L I S G R A S S 
(paspalum) 
Paspalum dilatatum 

Perennial warm-season plant. 
Erect, wide-bladed annual wi th stiff stems. 
Seeds are flat on one side, rounded on the other. 
Seedhead is open wi th multiple branches carrying many single, 
drooping seeds. 
Plant often browns in summer as seed matures. 
Collar area has sparse, short hairs. 
Originally f rom South America. 
R E C O M M E N D E D PRODUCTS: 
Plateau (postemergent) 
Sahara (nonselective bareground) 

D O W N Y B R O M E 
(drooping bromegrass) 
Bromus tectorum 

Erect, narrow-bladed winter annual. 
Leaves have dense, soft hairs on both surfaces. 

y ^ ^ ^ ^ ^ Seedhead is open wi th drooping branches. 
Seed clusters are tufted. 

/ V 
Seed looks like wheat or rye. 

7 / R E C O M M E N D E D PRODUCTS: 
/ Sahara (nonselective bareground) 

Plateau (postemergent) 



FALL P A N I C U M 
(smooth witchgrass, witchgrass) 
Panicum capillare 

Wide-bladed summer annual. 
Leaves may be hairy on upper surface, but glossy beneath and sharply 
pointed. 
Seeds borne on panicles. Seedhead branched at nodes and bent 
upright. 
Stems branched at nodes and bent upright. 
One of 160 identified species of Panicum in the U.S. 
R E C O M M E N D E D PRODUCTS: 

Pendulum (preemergent) 
Plateau (postemergent) 
Sahara (nonselective bareground) 

F O X T A I L 
Setaria spp. 
spp. 
Seedhead looks just like a fox's tail. 
Leaves o f ten slightly twisted in an open spiral. 
Erect, wide-bladed summer annual, leaves o f ten reaching 
12 inches long. 
Upper leaf surface has long hairs in collar area. 
Stems to 3 feet high, o f ten appearing reddish toward the base. 
Distinguishable f rom green foxtai l wh ich has no hairs on the leaf 
blades or at the leaf bases. 
R E C O M M E N D E D PRODUCTS: 
Drive (postemergent) 
Pendulum (preemergent) 
Plateau (postemergent) 
Sahara (nonselective bareground) 

F O X T A I L BARLEY 
(squirreltail barley) 
Hordeum jubatum, H. murinum, H. pusillum 

Leaf blades are coarse, often wi th sparse, stiff hairs. 
Seedhead is a single, tufted spike. 
Seed has 2-3 inch long hair at pointed end. 
Barbed beards stick to clothes. 
Grows 1-2 feet tall. 
R E C O M M E N D E D PRODUCTS: 
Sahara (nonselective bareground) 



G O O S E G R A S S 
(silver crabgrass, crowfoot grass) 
Eleusine indica 

Narrow-leafed, dense, prostrate summer annual. 
Leaf is darker green than most annual monocots. 
Likes richer soils. 
Seeds are marked wi th diagonal grooves. 
Collar area has sparse, long hairs. 
Seedhead has 2-13 branches, white to silver in color. 
RECOMMENDED PRODUCTS: 
Pendulum (preemergent) 
Sahara (nonselective bareground) 

J O H N S O N G R A S S 
Sorghum halepense 

Very wide-bladed, aggressively spreading perennial. 
Collar area has short hairs on upper surface near ligule. 
Spread by multiple, quarter-inch thick rhizomes. 
May resemble corn f rom a distance. 
Grows 2-5 feet. 
Named for William Johnson who brought it to the USA from the 
Mediterranean in the 1840s. 
RECOMMENDED PRODUCTS: 

Pendulum (preemergent) 
Plateau (postemergent) 
Sahara (nonselective bareground) 



K I K U Y U G R A S S 
Pennisetum clandestinum 

Prostrate growth habit, creeps wi th both stolons and rhizomes. 
Flat leaf blades, light green leaves. 
Seedhead has 2-4 spikelets in upper sheath. 
Spreads by producing a network of thick, fleshy stems (stolons). 
Often confused wi th St. Augustinegrass. 
Native to Africa, especially problematic in California. 
Able to maintain its steady growth rate at lower temperatures. 
RECOMMENDED PRODUCTS: 
Drive (postemergent) 

LARGE C R A B G R A S S 
(hairy fingergrass, cropgrass) 
Digitaria sanguinalis 

Wide-bladed, prostrate summer annual. 
Leaves hairy on both surfaces wi th prominent midrib. 
Grows 1-3 feet tall. 
Seedhead open wi th 4-6 slender branches. 
Older nodes typically branched and rooted where contacting soil. 
RECOMMENDED PRODUCTS: 

Drive (postemergent) 
Pendulum (preemergent) 
Plateau (postemergent) 
Sahara (nonselective bareground) 

N I M B L E W I L L 
M uh Ieri berg ia schreberi 

Short-leafed, stemmy spreading perennial herb. 
Leaves are short. 
Spreads by slender stolons. 
Turns of f-white during winter. 
Collar area has long hairs at leaf edges. 
Seedhead has single, slender spike. 
Common east of the Rockies. 



Q U A C K G R A S S 
(quack) 
Agropyron repens 

Erect, narrow-leafed, aggressive perennial. 
Leaf is rough on upper surface. 
Grows 1-2 feet tall. 
Seedhead is a single, slender spike, resembling a slender wheat. 
Develops multiple rhizomes from base of plant. 
Collar area has daw-like fleshy appendages (auricles) that clasp stem. 
Hairs may appear on upper leaf surface but none on lower surface. 
Stems often bend out and up f rom the base of the plant. 
Auricles clasp stem, distinguishing it f rom most other grass weeds. 
Problem weed since 1837. 
R E C O M M E N D E D PRODUCTS: 
Sahara (nonselective bareground) 

S A N D B U R 
(sandspur, field sandbur) 
Cenchrus tribuloides on the coast 
C. incertus in sandy areas of Southeast 
C. longispinus inland 

Prostrate growth habit, growing only a few inches high. 
Narrow-leafed summer annual. 
Prefers sandy soils. 
Yellow seedhead has 6-20 large, sharply burred seeds. 
Causes painful injury to unprotected feet or ankles. 
R E C O M M E N D E D PRODUCTS: 
Image (postemergent) 
Plateau (postemergent) 
Sahara (nonselective bareground) 

S M O O T H C R A B G R A S S 
(fingergrass) 
Digitaria ischaemum 

Narrow-leafed, prostrate summer annual. 
Leaves not hairy (except sparsely haired in collar area). 
Stems branch at nodes, but do not root. 
Seedhead has 2-6 slender, upright branches. 
R E C O M M E N D E D PRODUCTS: 

Drive (postemergent) 
Pendulum (preemergent) 
Plateau (postemergent) 
Sahara (nonselective bareground) 



S O U T H E R N C R A B G R A S S 
(summergrass) 
Digitaria ciliaris 

Wide-bladed, prostrate summer annual. 
Leaves often hairy on upper surface. 
Stems will root at the node. 
Collar area has sparse, long hairs. 
Seedhead has 2-9 slender branches. 
RECOMMENDED PRODUCTS: 
Drive (postemergent) 
Pendulum (preemergent) 
Plateau (postemergent) 
Sahara (nonselective bareground) 

T O R P E D O G R A S S 
Panicum repens 

Aquatic, perennial grass wi th tiny leaves (1/16-1/4 inch wide). 
Leaves have hairs on top and often roll inward. 
Stems are 1-3 feet tall, stiff. 
Grows from underground rhizomes wi th hard, pointed tips. 
Found across the Gulf states. 
RECOMMENDED PRODUCTS: 
Drive (postemergent) 
Sahara (nonselective bareground) 

W I L D O A T 
(wild oats) 
Avena fatua 

Erect, stiff-stemmed, wide-bladed annual. 
Generally 2-3 feet tall, can grow to 6 feet. 
Inconspicuous yellow flower. 
Plant browns in summer as seed matures. 
Collar area has sparse, short hairs. 
Seedhead is open. Multiple branches carry many single 
drooping seeds. 
RECOMMENDED PRODUCTS: 
Plateau (postemergent) 
Sahara (nonselective bareground) 



W I T C H G R A S S 
(witch grass, old witchgrass, old witch grass, tumble grass) 
Panicum capillare 

Erect, wide-bladed summer annual. 
Leaves quite hairy on both surfaces. 
May reach 32 inches in height. 
Fibrous root system. 
Emerging seedhead looks like a spraying fountain. 
Mature seedhead is very large and quite open wi th slender branches 
carrying single seeds. 
Slender, brushy panicles. 
R E C O M M E N D E D PRODUCTS: 

Pendulum (preemergent) 
Sahara (nonselective bareground) 

W o r d o f A d v i c e 
When applying these or any other herbicides, always 
follow label directions. Consult your state's 
turfgrass or agronomy guide for the latest local 
recommendations on rates or times of applications, 
or for special local considerations. 

U s e f u l C o n v e r s i o n s 

1 gallon/acre = 2.93 oz./1,000 sq. ft. 

1 acre = 43,560 sq.ft. 

100 gal./acre = 2.3 gal./1,000 sq. ft. = 1 qt./100 sq. ft. 

1 liter = 1,000 milliliters (ml) = 1.058 qts. 

100Ibs./acre = 2.3 lbs./1,000sq.ft. 

1 lb. = 453.6 grams = 16 oz. 

1 oz. = 28.35 grams 

1 tablespoon = 3 teaspoons = 15 grams 

1 teaspoon = 5 grams 

1 mile per hour = 88 linear feet per minute 

Always read and fol low label directions. 

Pendulum, Plateau and Sahara are registered trademarks of 
BASF. Basagran and Drive are registered trademarks of BASF 
AG. Image is a registered t rademark of Central Garden and 
Pet Co. © 2 0 0 3 BASF Corporation. All rights reserved. 

H a n d y C o n t a c t s 

• http://www.turffacts.com/turf/home.asp 

• http://plants.usda.gov/ 

• http://www.ppws. vt. edu/weedindex.htm 

• http://www.golfdom.com 

• http://www.landscapemanagement.net 

• http://www.turfgrasstrends.com 

• http://www.agry.purdue.edu/turf/index.html 

• http://www. weeds, cas.psu. edu/ 

• http://cufan. clemson. edu/pestmgmtguide/ 

• http://texaserc. tamu.edu/catalog/index.html 

http://www.turffacts.com/turf/home.asp
http://plants.usda.gov/
http://www.ppws
http://www.golfdom.com
http://www.landscapemanagement.net
http://www.turfgrasstrends.com
http://www.agry.purdue.edu/turf/index.html
http://www
http://cufan
http://texaserc


BASF 
PROFESSIONAL 
TURF 

LET THE BASF PROFESSIONAL 

O 

A n t h o n y Engelsgaard 

Sales Specialist 
559-733-9822 

engelsa@basf-corp.com 

Michael C o x 

Sr. Sales Specialist 
559-625-9106 

coxm@basf-corp.com 

Steve Larson 

Sr. Sales Specialist 
281-492-1495 

larsons@basf-corp.com 

Mike Murphy 

Sr. Sales Specialist 
402-305-5950 

murphymr@basf-corp.com 

David Oberle 

Sr. Sales Specialist 
651-681-8050 

oberled@basf-corp.com 

Chad LeBlanc 

Sr. Sales Specialist 
901-372-7259 

leblandc@basf-corp.com 
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TURF TEAM HELP YOU MAKE IT BETTER. 

Bob York 

Sales Specialist 
413-283-9675 

yorkr@basf-corp.com 

Gerald Husemann 

Sr. Sales Specialist 
937-335-9505 

husemag@basf-corp.com 

Ted Huhn 

Sr. Sales Specialist 
410-398-8244 

huhnt@basf-corp.com 

McGee Poole 

Sales Specialist 
859-219-3120 

poolew@basf-corp.com 
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A N N U A L S E D G E 
Carex compressus 

Leafy shoots are triangular in cross section. 
Leaves 3-ranked, dark green, linear-lanceolate. 
Seeds 3-angled, dark brown, shiny. 
Red, fibrous roots. 
Seedhead is unique. 
Lighter green foliage. 
R E C O M M E N D E D PRODUCTS: 

Basagran (postemergent) 
Image (postemergent) 
Plateau (postemergent) 

GLOBE SEDGE 
Carex perglobosa 

Native perennial. 
Leafy shoots are triangular in cross section. 
Leaf blades flat, smooth, bright green. 
Densely tuf ted stems. 
Seedhead branches at top of stem. 
R E C O M M E N D E D PRODUCTS: 

Image (postemergent) 
Plateau (postemergent) 

G R E E N K Y L L I N G A 
(perennial kyllinga) 
Kyllinga brevifolia 

Perennial sedge from rhizomes forms dense infestations. 
Three distinctive leaves below the seedhead. 
Leaves lack hairs, ligules or auricles, have distinct ridge along 
midvein. 
Rhizomes are red to purple. 
Young plants look like nutsedge, but green kyllinga lacks tubers. 
More difficult to control than either yellow or purple nutsedge. 
R E C O M M E N D E D PRODUCTS: 
Image (postemergent) 
Plateau (postemergent) 
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PURPLE N U T S E D G E 
(purple nutgrass) 
Cyperus rotundus 

Leaves V-shaped, tapering to sharp point. 
Stems are triangular (can be felt when rolled between fingers). 
Seedhead is open wi th purple seeds. 
Problem across southern states into Arizona and California. 
Spreads by rhizomes wi th underground tubers. 
Likes better soils. 
Purple nutsedge is deep-green colored; yellow nutsedge is 
light-green to yellow-green. 
Taste tubers: If very bitter, it is purple nutsedge; if sweet, it is 
yellow nutsedge. 
R E C O M M E N D E D PRODUCTS: 
Image (postemergent) 
Plateau (postemergent) 

Y E L L O W N U T S E D G E 
(yellow nutgrass, chufa, cocograss) 
Cyperus esculentus 

Very fast growing, erect perennial herb. 
Spreads by rhizomes wi th underground tubers. 
Leaves V-shaped, wi th prominent midrib, tapering to sharp point. 
Stems are triangular (can be felt when rolled between fingers). 
Seedhead is semi-open wi th yellow seeds. 
Problem across northern states, into Arkansas, North Carolina. 
Likes better soils. 
Yellow nutsedge leaf tips have long, tapered point; purple nutsedge 
leaf tips are bluntly pointed. 
Yellow nutsedge forms tubers at the tips of the rhizomes; purple 
nutsedge tubers formed in chains on rhizomes. 
R E C O M M E N D E D PRODUCTS: 

Basagran (postemergent) 
Image (postemergent) 
Plateau (postemergent) 



B E G G A R W E E D 
(Florida beggarweed, beggartick) 
Desmodium tortuosum 

Summer annual grows 3-9 feet. 
Leaves, stems covered wi th short, stiff hairs that stick to clothes. 
Alternate, 3-4 inch leaves wi th 3 elliptic to oblong leaflets in upper 
leaves, often only 1 leaflet in the lower area. 
RECOMMENDED PRODUCTS: 

Plateau (postemergent) 

BLACK M E D I C 
Medicago lupulina 

Low-trailing summer annual wi th yellow flowers. 
4-angled, hairy stems radiate from the taproot. 
Compound leaves are alternate. 
Wedge- to oval-shaped leaflets wi th toothed margins. 
Small projecting tip at the leaflet apex, toothed margins 
distinguish black medic f rom hop clover. 
RECOMMENDED PRODUCTS: 
Image (postemergent) 

B R O A D L E A F P L A N T A I N 
Plantago major 

Leaves are smooth or slightly hairy, oval to elliptic. 
Leaf surface waxy, veins parallel to the margins. 
Margins untoothed and sometimes wavy. 
Flowering stems are 5-15 inches long, clustered wi th small 
flowers that have whitish petals and bracts. 
Red or purple coloration at the base of the petioles. 
Seed capsules egg-shaped, open by splitting around the middle. 
RECOMMENDED PRODUCTS: 
Basagran (postemergent) 
Plateau (postemergent) 
Sahara (nonselective bareground) 



B U C K H O R N P L A N T A I N 
Plantago lanceolata 

All leaves form a basal rosette. 
Leaves are linear to lanceolate wi th veins running the length 
of the leaf. 
Can be sparsely hairy or hairless. 
Flower is unbranched, leafless spike 4 inches long. 
Contains many inconspicuous flowers. 
R E C O M M E N D E D PRODUCTS: 

Basagran (postemergent) 
Plateau (postemergent) 
Sahara (nonselective bareground) 

C O M M O N C H I C K W E E D 
(starwort, winterweed) 
Stellaria media 

Low-growing winter annual. 
Prefers shaded, moist locations. 
Opposite, small leaves carried on tender stems. 
Stems can root at leaf nodes. 
Small, compound flower composed of 5 pairs of 2 pale-purple petals. 
Plants die back wi th summer heat, but will survive year-round at 
cool sites. 
R E C O M M E N D E D PRODUCTS: 

Basagran (postemergent) 
Image (postemergent) 
Pendulum (preemergent) 
Sahara (nonselective bareground) 



C U D W E E D 
(Purple cudweed) 
Gnaphalium purpureum 

Low-growing summer or winter annual or biennial. 
Forms rosette of grayish-green woolly foliage. 
Rosette leaves 4 inches long, 3/4 inch wide. 
Elongating stems from rosette do not branch. 
Small, tannish-white flowers have light brown, pink or purple bracts. 
R E C O M M E N D E D PRODUCTS: 
Image (postemergent) 
Pendulum (preemergent) 

D A N D E L I O N 
Taraxacum officinale 

Large, rosette-type perennial herb found nationwide. 
Long, narrow, deeply notched leaves grow from plant base. 
Points of leaf nodes point backward toward base of plant. 
Has large, slightly mounded yellow flowers on hollow stems. 
Mature seedhead is round puffball wi th seeds that are easily 
scattered. 
Milky juice said to have medicinal value. 
R E C O M M E N D E D PRODUCTS: 
Basagran (postemergent) 
Drive (postemergent) 
Pendulum (preemergent) 
Sahara (nonselective bareground) 

D O L L A R W E E D 
(pennywort, water pennywort) 
Hydrocotyle umbellata 

Roundish leaves are scalloped and shallowly lobed but notched at 
the base. 
Creeping habit. 
Runners often found in leaf axils. 
R E C O M M E N D E D PRODUCTS: 
Drive (postemergent) 
Image (postemergent) 



E N G L I S H D A I S Y 
Bellis perenne 

Low-growing perennial can grow to 6 inches if not mowed. 
Oval leaves form around basal rosette. 
Flower heads measure an inch across and are borne on stiff stalks. 
R E C O M M E N D E D PRODUCTS: 

Drive (postemergent) 

HENBIT 
(dead nettle) 
Lamium amplexicaule 

Mostly erect winter annual or biennial. 
4-angled stems like other mints. 
Leaves are heart-shaped to oval, heavily veined with soft hairs on top. 
Growth is opposite on square stems. 
Single pale-purple flowers are trumpet-shaped, project f rom 
ends of stems. 
A spring problem nationwide, dying wi th heat. 
R E C O M M E N D E D PRODUCTS: 

Image (postemergent) 
Pendulum (preemergent) 

HOP CLOVER 
(Lesser trefoil, least hop-clover, suckling clover, shamrock) 
Trifolium campestre 

Germinates early in spring, dies in heat of summer. 
Prostrate growth habit, favors thin turf. 
Bears numerous little yellow flowers resembling stobiles of a hop. 
Leaves are shiny green in groups of 3. 
Spreads f rom branches at base, forms patch 6-18 inches wide. 
Sometimes confused wi th yellow-flowered oxalis, but latter is 
purplish wi th sour taste. 
R E C O M M E N D E D PRODUCTS: 

Drive (postemergent) 
Pendulum (preemergent) 
Sahara (nonselective bareground) 



K N O T W E E D 
(doorweed, birdgrass, knotgrass, wireweed) 
Polygonum arenastrum 

Perennial, stays prostrate to ground, but may get to 4-8 inches. 
Typical near paths or other packed soil. 
Collar area has short hairs at leaf edges and near ligule. 
Small (1/4-inch wide by 1-inch long), blue-green, oval leaves make 
dense mats. 
Seedhead has two slender, upright branches. 
RECOMMENDED PRODUCTS: 
Pendulum (preemergent) 

L A W N B U R W E E D 
Soliva pterosperma 

Winter annual. 
Reproduces by seed. 
Opposite leaves (member of the Aster family). 
Leaves are sparsely hairy, twice divided into narrow segments 
or lobes. 
Flowers small and inconspicuous. 
Fruits have sharp spines. 
RECOMMENDED PRODUCTS: 
Image (postemergent) 
Pendulum (preemergent) 
Basagran (postemergent) 

M O R N I N G G L O R Y 
(bindweed, wandering jew) 
Ipomoea purpurea 

Heart-shaped leaves alternate, entire or wi th indented sides, 
4 inches long, 3.5 inches wide, and on long petioles. 
May or may not have hairs. 
Large, tuber-like root. 
White flowers, 2-3 inches long, wi th lavender to purple center. 
RECOMMENDED PRODUCTS: 
Basagran (postemergent) 
Drive (postemergent) 
Plateau (postemergent) 
Sahara (nonselective bareground) 



O X A L I S 
(wood sorrel, wood shamrock, sourgrass) 
Oxalis corniculata 

Erect, stoloniferous perennial. 
May mimic a summer annual in cooler climates. 
Stems green to pink, weak, branched at base, vary f rom smooth to 
pubescent. 
Typically more prostrate than erect. 
Spreads by aboveground stolons. 
Trifoliate, reddish-purple leaves have pleasant, acidy taste. 
R E C O M M E N D E D PRODUCTS: 
Basagran (postemergent) 
Pendulum (preemergent) 
Plateau (postemergent) 

P U R S L A N E 
(common purslane, pursley) 
Portulaca oleracea 

Prostrate, succulent summer annual found nationwide. 
Thick, fleshy purple-to-brown stems can take root when broken. 
Small, yellow flowers appear in leaf clusters at end of stems. 
Inch-long, wedge-shaped leaves are rounded at the tip. 
R E C O M M E N D E D PRODUCTS: 
Basagran (postemergent) 
Pendulum (preemergent) 
Sahara (nonselective bareground) 

SPEEDWELL 
(persian speedwell, veronica, corn speedwell) 
Veronica persica 

Winter annual. 
Small, light-blue and white flowers wi th darker blue lines and pale 
blue to white center. 
Leaves oval to round wi th round teeth and hairy. 
Lower leaves arranged oppositely on petioles; upper leaves on erect 
f lowering stems are alternate, do not occur on petioles. 
Differs f rom ground ivy, which lacks hairy leaves; f rom henbit and 
purple deadnettle, which have opposite leaves on f lowering stem. 
R E C O M M E N D E D PRODUCTS: 
Drive (postemergent) 
Pendulum (preemergent) 
Sahara (nonselective bareground) 



SPURGE 
(prostrate spurge) 
Euphorbia spp. 

Prostrate, fleshy, summer annual herb. 
Forms dense mats that may reach 16 inch diameter. 
Stems branch out f rom central point, dense hairy, and pink 
to red in color. 
Stems do not root at nodes, emit milky sap when broken. 
Egg-shaped leaves usually lack hairs. 
Leaves opposite, oblong, up to 1/4 inch long; margins very finely 
toothed (often indistinguishable) near leaf apex. 
Upper leaf surface has purple-to-brown blotch along center vein. 
Milky juice f rom hairy stems can irritate skin. 
Tiny flowers lack both sepals and petals. 
R E C O M M E N D E D PRODUCTS: 

Pendulum (preemergent) 
Plateau (postemergent) 

W H I T E CLOVER 
Trifolium repens 

Perennial wi th trifoliate leaves, stems that root at the nodes, 
white flowers. 
Low-growing, prostrate. 
Leaflets wi th white or light-green V-marking near base. 
Slightly toothed leaf margin. 
Usually wi thout hairs but not always. 
4-16 inches in height. 
Stems root at nodes. 
R E C O M M E N D E D PRODUCTS: 

Drive (postemergent) 
Pendulum (preemergent) 
Sahara (nonselective bareground) 

W I L D O N I O N / W I L D G A R L I C 
(Wild garlic, Canada garlic, crow garlic) 
Allium vineale, A. canadense, A. stellatum 

Members of lily family, identified by underground bulb. 
Has typical onion or garlic smell. 
Wild garlic leaves are not hollow (field garlic are hollow). 
Grows 12-30 inches tall. 
Flowers range from white to pink to violet. 
R E C O M M E N D E D PRODUCTS: 

Basagran (postemergent) 
Image (postemergent) 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS 



O T H E R PREEMERGENTS TALK A LOT ABOUT CRABGRASS. 

W I T H PENDULUM, IT NEVER COMES UP 

BASF pendimethalin on fertilizer. Visit www.turffocts.com 
for a list of approved fertilizer formulators. With P e n d u l u m , 
there's just so much more to talk about than crabgrass. 

To learn more about why everyone's talking about 
P e n d u l u m , call 1 -800-545-9525 or visit www.turffocts.com 
Always read and follow label directions. 

PROFESSIONAL P e n d u l u m herbic ide consistently controls 
^ ^ ^ crabgrass better than other preemergent 
^ herbicides.* What more can we say? How 

about P e n d u l u m controls costs better, too, 
to offer you far greater value. It also controls a broader 
spectrum of weeds than any other preemergent—more 
than 40 grassy and broadleaf weeds, such as oxalis and 
spurge. Plus, P e n d u l u m offers you maximum application 
flexibility. It comes in both granular and liquid 
formulations, and as P e n d u l u m A q u a C a p — a n 
encapsulated, water-based formulation. You can even get 

W E DON'T MAKE T H E TURF . W E MAKE IT B E T T E R 

http://www.turffocts.com
http://www.turffocts.com


Drive Pendulum Plateau® Sahara Basamid 

PROFESSIONAL When choosing a professional partner, you should demand a commitment to success equal 
WRF 

to your own—the kind of commitment you get from BASF. While other companies were 
bailing out on the turf industry to chase profits in pharmaceuticals, BASF was actually 
divesting its pharmaceutical holdings to free up resources to serve you better. That means 

billions in R&D to add innovative new products to our already top-performing portfolio. It means 
unsurpassed customer service and a long-term commitment to the future of the turf industry. Most of all, 
it means working side by side with you to make it better. 

We don't make the turf. We make it better. 



The latest landscape industry 
news is at your fingertips— 

Week in Review 
From Landscape Management Magazine 

I S F O R Y O U ! 
Landscape Management's editorial team 
sifts through the week's hottest news—so 
you don't have to. Tap into a reliable source 
of news and hands-on information with links 
to more resources. 
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Here's what you get in your e-mail box 
every week: 
• Bus ines s and the Economy: coverage of economic shifts that affect the 

landscape industry; mergers and acquisitions; financial news. 

• Bus ines s Management : tips on running a more profitable business; resources 
you can tap into for immediate information. 

• N e w Products: new product announcements and updates on products to 
enhance your landscape business. 

• Industry Announcements : the latest company and personnel announcements. 

• Events: up-to-date calendar of conferences, seminars and other events in the 
landscape industry. 

Start getting e-mail you canft wait to open. m a n a g e m e n t ^ 

Log onto www.LandscapeManagement.net today! +ACVANSTAR LANDSC APE GROUP 

http://www.LandscapeManagement.net


GET B 
™ ^GRASSHOPPER 

With the "Power of One," 

a quality cut is only the beginning 

^ jr. 

rr 

f 
Tony Monaco Landscaping 
Middle*own,;New York 

Just one Grasshopper. That's all it 
takes to replace a truckload of 
single-purpose equipment. You 
can depend on the industry's 
most versatile True ZeroTurn™ 
FrontMount™ power unit to 
perform a variety of profitable 
services for your business. 

At the heart of every 
Grasshopper is the Ultimate 
Operator Station, complete wi th 
ComfortRide™. Grasshopper's 
deep DuraMax™ deck 
consistently provides the highest 
quality cut - whether in 
mulching, collection or side 
discharge mode. The power unit's 
maneuverability, speed and 
handling finesse wi l l save you 
t ime and money on other 
grounds maintenance tasks, 
allowing you to finish faster, wi th 
better results than ever before. 

A single Grasshopper power unit 
allows you to escape from high 
equipment overhead and 
scheduling nightmares, reaching 
levels of year-round profitabil ity 
you've only dreamed of. 

Grasshopper is "First t o Finish ... Bui l t t o Last." 
So call your Grasshopper dealer today for more information, and discover the Power of One. 



AERA-vator 
Aera t ion 

BedShaper 
PowerVac™ Col lect ion System, 
Sunshade Canopy and D e t h a t c h e r 

The "Power of One" $ 
One Grasshopper... 

year-round profitability. 
Wi th Grasshopper, 

a single FrontMount™ power unit can offer 

mult iple opportunit ies for income, w i th a complete 

range of aeration, spraying, landscaping, leaf and debris 

cleanup and snow removal implements. Switching decks 

and attachments is easy, thanks to our patented 

QuikConverter™ Implement System, so you can handle 

mult iple tasks w i th l i t t le downt ime or effort. Putt ing a 

Grasshopper to work for year-round profits has been 

key to the success of many businesses for 

nearly 35 years. 

Rotary Broom 
Dozer Blade 

Turbine Blower 
lielded Sprayer 

Snowthrower 

^ ^ ^ PowerVac™ 
Col lect ion System Remote Vac1 

OUR NEXT MOWER... and more 

To locate a dealer near you, visit our Web site at: 
www.grasshoppermower.com/LM 

http://www.grasshoppermower.com/LM


S P R I N G W E E D C O N T R O L 

Microencapsulated 
product enters marketplace 
BASF recently in t roduced a n e w Pendu lum formula t ion , Pendu lum 
AquaCap , wh ich uses a p a t e n t e d technology. AquaCap's microencap-
sulation surrounds p e n d i m e t h a l i n w i t h an ul t ra- th in capsule t h a t is 
suspended in t h e A q u a C a p solution but invisible t o t h e n a k e d eye. 
BASF says t h e n e w f o r m u l a t i o n offers t h e f o l l o w i n g benefits: 

• W a t e r - b a s e d f o r m u l a t i o n 
• V i r tual ly no o d o r 
• Reduced staining potent ia l 
• Increased ease a n d f lexibi l i ty o f handl ing, mix ing a n d c leanup 
• I m p r o v e d storage stability 
• I m p r o v e d e n v i r o n m e n t a l prof i le 

continued from page 76 

lishment in the reseeded areas. The application 
of pre-emergence herbicides on non-irrigated 
areas may possibly require a change in "normal" 
application procedures. In non-irrigated areas, a 
turf manager might consider the use of lower use 
rates, shorter residual products and/or not apply-
ing a second application if the drought would 
persist into the summer months. 

Another example of weather effects includes 
the occurrence of an unusually dry and hot 
spring, which could delay weed seed germina-
tion. If mid- to late-summer rain occurs, a flush 
of grass weed seed germination may be seen after 
the herbicide has degraded below control levels. 
Be aware of the weather and understand what ef-
fect it can have on pre-emergence performance. 
It can help you time reapplications or an unsea-
sonably late application. 

W a t c h t h e t e m p e r a t u r e 
Some weeds are more easily controlled if the 
pre-emergence is applied at the appropriate soil 
temperature. For example, crabgrass is best con-
trolled when soil temperatures are sustained 
above 50° F, while goosegrass and foxtail require 
60° F or greater for germination. 

In 2002, much of the United States suffered 
from lack of rain. Some areas will continue to be 
dry in 2003. Be ready to modify herbicide strate-
gies to optimize successful weed control. 

Drought-stressed turf normally loses density 

and is less competitive against opportunistic 
weeds. In subsequent years (such as this spring), 
the turf could have more weeds because of the 
increased weed seed production from the previ-
ous year. Once again, pre-emergence products 
are the logical choice. 

Also, decreased turf density may cause the 
soil temperature to rise faster this spring, and 
you may need to apply pre-emergence products 
earlier. Greater weed pressure may also require 
higher use rates, split applications or post-emer-
gence applications. 

With the predictions for the upcoming sea-
son, does one pre-emergence product have a 
benefit over another? Base your choice of what 
pre-emergence herbicide to use on sound, unbi-
ased data. Many universities conduct research on 
herbicide efficacy. This is a reliable source of 
side-by-side product comparisons. Check the re-
search of the nearest university that provides this. 
Base your decision on: 

1 consistent performance from year to year; for 
example, in testing over the last 10 years in 

Nebraska, Pendulum, Dimension and Barricade 
have given consistent and reliable performance, and 

2 performance under weather and/or manage-

ment conditions anticipated at your location. 
Also, consult with distributors, manufacturers 
and local turf managers. 

When pre-emergence applications are less 
than desired, an application of a post-emergence 
herbicide may be necessary. Selective post-emer-
gence products that target the same species as 
most pre-emergence products include the arseni-
cals, such as MSMA, Acclaim Extra (fenoxa-
prop-ethyl) and Drive (quinclorac). Drive is a rel-
atively new addition to post-emergence products. 

Use this data in the table accompanying this 
article or, more appropriately, data from at or 
near your location as a generalized guide for 
product choices. Consult and follow the product 
label for additional important information. 

— The author is a professor of agronomy and 
horticulture and Extension Turfgrass Specialist 

at the University of Nebraska. He can be 
contacted at rgaussoin@unl.edu. 

mailto:rgaussoin@unl.edu


irr ion 
This step-by-step 

p r o g r a m wi l l get 

clients' systems u p 

a n d ready to water 

B Y K A T H E R I N E W O O D F O R D Preseason maintenance for 
irrigation systems ensures 
a smooth operating sea-
son for the client. How-
ever, because the proce-
dures are relatively 
simple and vary little 

from site to site, it's easy to overlook a 
problem in a customer's system. 

Review these preseason maintenance pro-
cedures before the crew does the first job. 

G e t on schedule 
Connecting contractors' and clients' sched-
ules is always a challenge, making it a 
struggle to schedule an entire neighbor-
hood in one block of time. Take the extra 
time to create an efficient schedule to in-
crease the number of startups per day, sav-
ing gasoline and time. But even the best 

S t a r t u p basics 
"We have a class on spring startup proce-
dures to make sure everyone understands 
what needs to be done," adds Barringer. 
"Our maintenance crews perform spring 
startups. If there is a major repair required, 
they report it and we send a repair crew." 

Spring startup training programs are par-
ticularly effective for businesses that hire 

plans run into scheduling snags. 
"We put a notice in the monthly bills, 

and we also have everyone's e-mail ad-
dress," says John Barringer, partner, Bar-
ringer & Barringer Inc., Charlotte, NC. 
Some startups are part of maintenance 
contracts, but even with these clients we 
still get firm appointments before going to 
their house." 

Jim Pope, president of Pope Landscape 
& Irrigation, Gamer, NC, sends clients post 
cards for winterizations and startups. 
"Then we send a letter to our clients 
with a stamped return post card 
so they can let us know what 
they want done. We then 
call and schedule an ap-
pointment," he says. 

One option to solve 
the scheduling prob-
lem is to encourage 
the client to install 
the controller outside 
the garage in a 
weatherproof cabinet. 
Another is to install a 
remote control and 
transmitter for remote 
access to the controller. 

j ^ m 
www.landscapemanagement.net / M A R C H 2 0 0 3 71ANDSCÂPE MANAGEMENT. 
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For leak-free connections 
H u r r y i n g , par t icu lar ly w h e n g l u i n g PVC p ipe , c a n result in b e i n g ca l led back t o 

repa i r a leak in t h e p ipe . A n o t h e r m i s t a k e is t o a p p l y t o o l i t t le so lvent c e m e n t , 

w h i c h consists o f volat i les t h a t e v a p o r a t e d u r i n g cur ing . If n o t a p p l i e d quickly , 

t h e c e m e n t w i l l d r y b e f o r e t h e c o n n e c t i o n s a r e secure a n d t h e c o n n e c t i o n w i l l leak . 

F o l l o w th is p l a n t o m a k e sure y o u r j o i n t s stay g l u e d a n d l e a k - f r e e : 

• S ta r t w i t h c l e a n c o n n e c t i o n s , w i t h t h e p i p e s q u a r e cut . R e m o v e d i r t , oi l 

a n d shav ings w i t h a c l e a n r a g a n d p i p e c l e a n e r . 

• P r i m e b o t h t h e p i p e a n d f i t t i n g socke t t o b e j o i n e d . 

• I m m e d i a t e l y a p p l y a c o a t o f c e m e n t t o t h e p i p e e n d . 

• A p p l y a l i g h t c o a t o f c e m e n t t o t h e f i t t i n g socket . 

• A d d a s e c o n d c o a t o f c e m e n t t o t h e p i p e . 

• Push t h e pa r ts t o g e t h e r , r o t a t i n g o n e - e i g h t h t o o n e - q u a r t e r t u r n . H o l d 

f o r 3 0 seconds. W h e n t h e w e a t h e r is cold, h o l d t h e c o n n e c t i o n l o n g e r . 

L e a k y j o i n t s w i l l s h o w shiny spots. A p r o p e r l y m a d e j o i n t w i l l a l w a y s b e d u l l 

in co lor a n d h a v e a sa t in - l i ke t e x t u r e . R e m o v i n g t h e s h i n e s h o w s t h a t ac t i ve 

so lvents h a v e a t t a c k e d t h e j o i n t , a l l o w i n g c h e m i c a l f u s i o n t o t a k e p lace. 

—KW 

seasonal workers. The following are proce-
dures you can use to build your plan: 1 Inventory e q u i p m e n t a n d parts t h e 

night before service or before the 
truck leaves the shop. Replace anything 
used the previous day. Even if you've had a 
delay and are behind schedule, don't rush. 
Making sure you have everything you need 
will prevent a return trip to the shop. 

2Once on site, tu rn t h e w a t e r on gradu-

al ly a t t h e m a i n w a t e r source. Tu rn ing 

the water on full blast causes immediate 
pressure or water hammer, which can 
damage a main line or master valve, as well 
as result in the loosening or blowing off of 
fittings and connections. 3Begin cycling th rough each zone of the 

system. Watch for cracks in the pipe 

T f a t é Me «ut. t&e 
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cUtcAcà cucci (<uv ltm& tiee+i. *7&e fanventtAle «ut u 

utilised * tufdr* cwUA Mind. ¿44? <u ¿tippi*? 
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faHventillie 
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Kcde tAe ¿¿bucce! NeH- Foot Assist Deck Ufi Distributors: 

Offered with the following attachments: 

<3V OiBfe 

New England States 
PA-NJ-DE 
VA-WV-MD-NC 
TX-OK-
NY 
KS-MO- S.IL 
GA-SC-AL-FL 
TN 
IA-NE 

Beta Power Products 
Canns Bilco 
UTECO 
Kretchmar 
Stiefvater Distributor 
AES 
Southeast Equipment 
Southern Lawn 
Scott-Hourigan Co. 

Distributor inquiries welcome for open areas. 

508-393-1924 
800-811-0285 
888-368-8326 
580-395-2606 
315-853-5581 
800-843-3546 
800-241-4384 
877-204-6873 
402-362-7711 

Rich Mfg., Inc. • P.O. Box 145 • Thorntown, Indiana 46071 
www.convertiblemower.com • 765-436-2744 
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and leaks in all the valve boxes. Occasion-
ally, water becomes trapped in the pipe 
and freezes, causing pipes to burst. 4Check each sprinkler head's connec-

tion and spray direction. Look for 
clogged nozzles, broken or worn sprinklers 
and sprinklers in need of adjustment. Pay 
particular attention to high traffic areas and 
the outer edge of the system. Sometimes 
vehicles run over sprinklers along a drive-
way or passersby bump them. 

5Note if additional sprinkler heads or 
new zones are required because of 

plant material growth or additional 
flowerbeds. If this is the case, have a designer 
contact the homeowner to set up an ap-
pointment to go over the additional needs. 

"When there's no head-to-head cover-
age or bushes have grown and the sprin-
klers need to be changed out, we suggest 
an irrigation audit. It would cost extra, but 
it's very thorough," says Barringer. 

6Check the controller's settings — the 
clock for the correct time, the 

amount of time each zone is set to run, and 
start and stop times. Newer controllers 
have nonvolatile memory and don't require 
a battery. If the controller requires an alka-
line battery, replace it during the startup. 

To avoid overlooking a problem in the 
spring, put a note of any potential trouble 
in the client's file after fall winterization. 
At the same time, jot down any client 
comments about changes they might make 
or a concern they voiced. 

Some contractors build a standard 
checklist to document each step. At the end 
of each day, they put it in the client's file. 

Other contractors keep detailed notes 
on each system and require that the crews 
review each file before going to the site. 
Some also provide their crews with de-
tailed drawings of each site so that zones 
and heads are easily located. 

The initial setting for the output of 
water per zone is sufficient for the spring 

season. However, the run times will need 
adjusting as the weather gets hotter and 
drier. Savvy contractors offer ongoing 
maintenance contracts. 

— The author is a freelance writer in 
Moneta, VA who specializes in the 

Green Industry. She can be contacted at 
Kwoodford@katherinesbylines.com 
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solutions center 
MULTI-TASKING TO M A I N T A I N COSTS 

B Y R O N H A L L / 
E D I T O R - I N - C H I E F Tunica County hugs the 

east bank of the Missis-
sippi River about 20 
miles south of Memphis, 
TN, and is the South's 
version of Adantic City 
and Las Vegas. 

This region of Mississippi is awash in 
casinos, a remarkable change from just 10 
years ago when it was a rural backwash 
with just 9,000 people. Today, Tunica sees 
10 million visitors annually, and more than 
16,000 people are employed there, includ-
ing Scott Brewer and his landscape crew. 
Brewer is the branch manager for Ameri-
can Civil Constructors (ACC), one of the 
country's largest landscape companies. 
Brewer's branch maintains almost all of the 
casino properties in Tunica. 

These are unique properties, each 
containing a channel cut to the Mississippi 
River, which flows several miles to the 
west. Mississippi law dictates that the casi-
nos be located on the waters of the Missis-
sippi, and technically they are. They're 
situated upon huge floating platforms. 

THe problem: many tasks 
"We do almost everything on the proper-
ties that lead up to and surround the build-
ings with the exception of electrical work," 
says Brewer. 

His short list of responsibilities includes 
mowing, fertilizing the turfgrass, maintain-
ing the irrigation, pruning ornamentals, 
and planting and mulching the beds. Then, 
of course, there are snow/ice management 
and various cleanup chores. 

Brewer can count on the support of his 
Colorado-based parent company, which 
has about 1,500 employees working out of 
16 locations across the United States. 
ACC divides its projects into two divi-

sions, Heavy Civil and Light Civil. Heavy 
Civil undertakes big construction projects 
like bridges and roads. Landscape con-
struction and maintenance are included in 
Light Civil. 

Even with the backing of an organiza-
tion of this size, Brewer must be creative to 
provide the high level of service the casinos 
demand and still make his numbers. This 
includes his choice of equipment. 

THe solution: versatile units 
Several years ago, because of the incredible 
variety of maintenance chores that his 

casino propert ies 

wi th versatile 

e q u i p m e n t 

branch offers, he chose to equip his staff 
with front-mount Grasshopper riding 
mowers that can accept a variety of attach-
ments. "They give us a lot of versatility," 
Brewer says of his crew's six units (three 
with 60-in. decks, three with 72-in. decks). 

"The thing we like most about these 
mowers is their versatility. The PTO shaft in 
front gives us the opportunity to do a lot of 

A m e r i c a n Civi l 

Constructors 

p e r f o r m s the m a n y 

tasks at Tunica 's 



Vitals 
C o m p a n y : Amer ican Civil 
Constructors 

E x e c u t i v e V i c e P r e s i d e n t : 
Chris Graeber 

2 0 0 2 g r o s s r e v e n u e : $70 mi l l ion 

E m p l o y e e s : 1,500 

Services: Heavy construction, 
landscape maintenance/construct ion 

C u s t o m e r m i x : 100% commercial 

jobs with a single unit." Brewer singled out 
the sweeper, debris vacuum and blower at-
tachments as great time- and labor-saving 
tools, particularly the blower in light of the 
many miles of edging that his crews perform 
each week during the growing season. 

"Because of these attachments, we 
don't have to have so many different pieces 
of equipment to do everything we need to 
d o h e adds. 

The biggest challenge in taking care of 
these properties, says Brewer, is that 
they're never closed. There is no off-season 
in the casino business. 

"Casinos are open 24 hours a day, every 
day, even holidays. You're always on call," 
says Brewer. "They know they can call me 
at 10 p.m. and say, 'Hey Scott, we've got 
an irrigation problem, or 'Someone has run 
over a tree and we need it removed imme-

diately,' and we'll get it done by morning." 
What's next for ACC in Tunica, a mar-

ket that it entered two years ago after buy-
ing Louisiana-based Jack's Nursery, Inc.? 

Landscape construction, says Brewer. 
ACC's plan was to gain the upper hand in 
landscape maintenance first, and then bring 
on construction. The plan is right on track, 
and ACC will expand its presence there, 
explains Brewer, LM 

"Your First Choice In 
High-Performance Sweepers!" 

IMPORTANT FEATURES OF THIS SWEEPER ARE: 
• Low cost of operation, rapid trash pick-up with few moving parts. 
• Low noise, water cooled aux. engine 
• Stainless steel hopper for a long life and 

corrosion resistance. 
• High speed curb blower to clean < 4 9 1 

curb lines without leaving truck. 
• E a s y d r i v i n g a n d o p e r a t i o n , " ^ 

maneuverab le , and e a s y to 
get in and out of truck. ^ P ^ 

LOW C!fl»rance Vm 

NEW TUNDRA SWEEPER 
3 YARD VACUUM PARKING LOT SWEEPER 

T h e Model 1 6 0 0 is a three cubic yard recirculating v a c u u m 
sweeper des igned to s w e e p trash such as cans, glass bottles, 
food containers, baby diapers, rocks, sand, and broken glass. 

Call Today For Demonstration 800-345'1246 

MASCO SWEEPERS 
120 STOCKTON AVE., SAN JOSE, CA 95126 

(800) 345-1246 • (408) 275-1246 • FAX (408) 297-3431 • Web Page: www.mascosweepers.com 
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L M R E P O R T S 

The costs.of 
mowing 

B Y C U R T H A R L E R 

hat does it 
cost a typi-

cal residen-
tial landscape 

professional to 
mow a lawn? 

Here are some 

guidelines from Texas A&M. 
They take into account the dif-
ferent kinds of mowers used 
and the typical size of a lawn in 
both a residential setting and at 
a commercial site. 

Your local labor costs will 
vary. However, the general ra-
tios should be the same. 

M O W I N G COST Residential lawn (8,000 sq. ft.) 

Mowing Operating Time 
interval* (hrs) 

21-in. per mowing 0.8 

Labor Equipment Overhead 
cost2 cost3 cost4 

Total 
cost5 

6.00 2.40 2.00 10.40 

push per week 0.8 6.00 2.40 2.00 10.40 

mower per month 3.5 26.25 10.50 8.75 45.50 

per year 25.6 192.00 76.80 64.00 332.80 

M O W I N G COST Commercial lawn (60,000 sq. ft.) 

Mowing Operating 
interval1 

Time 
(hrs) 

Labor 
cost2 

Equipment 
cost3 

Overhead Total 
cost4 cost5 

36-in. per mowing 2.2 16.50 11.00 3.30 30.80 

walk per week 2.2 16.50 11.00 3.30 30.80 

behind per month 9.0 67.50 45.00 13.50 126.00 
per year 80 600.00 400.00 120.00 1120.00 

1 Centipedegrass lawn mowed weekly from mid-march thru October with grass clippings removed 
2 Labor costs include wages, benefits, and adjustments for travel and setup time ($7.50/hr.) 
3 Equipment costs include operating costs, repair and maintenance, and depreciation (S3.00/hr.) 
4 Overhead costs indude supervisor costs, administrative costs, support costs such as vehicle and 

trailer expenses, and other fixed costs ($2.50/hr.) 
5 Additional costs would include edging, sweeping, etc. 

Compare the cost 
of mowing a 8,000 sq. ft. resi-
dential lawn to a 60,000 sq. ft. 
commercial lawn (refer to the 
charts below left): 

B O B - C A T 
4 1 4 / 6 3 7 - 6 7 1 1 
RACINE, W l 
w w w . r a n s o m e s . c o m 
• Hydro line features dual-gear 
pumps and wheel motors 
• 15-, 17- or 21-hp Kawasaki V-
Twin OHV gas engine 
• 36 - to 61-in. fully floating 
side-discharge decks 
or 36- and 48-in. fixed decks 
Circle #266 

E X M A R K 
4 0 2 / 2 2 3 - 4 0 1 0 
BEATRICE, NB 
w w w . e x m a r k . c o m 
• Full-floating 36- and 48-in. 
TriVantage deck options 
• 15-hp Kawasaki V-Twin 
engine 
• "Noflat" semi-pneumatic 
front caster tires minimize 
downtime 
Circle #267 

Exmark's Metro HP walk-behind has 
a 15-hp Kawasaki V-Twin engine. 

B U N T O N 
7 0 4 / 5 0 4 - 6 6 0 0 
CHARLOTTE, NC 
• New Z-Control handles 
available on Hydro and Gear-
Drive Pro models 
• Fixed 36- to 61-in. decks 
available 
• Choose 15-, 17- or 21-hp 
Kawasaki V-Twin OHV gas 
engine 
Circle #268 

CUB C A D E T 
8 7 7 / 8 3 5 - 7 8 4 1 
CLEVELAND, O H 
w w w . c u b c o m m e r c i a l . c o m 
• G1436 is gear-driven, wide-
area walk-behind 
• 14-hp Kawasaki OHV engine 
• 36-in. cutting deck 
• 5-speed Peerless transmission 
with greasable nine-spline shaft 
Circle #269 

http://www.ransomes.com
http://www.exmark.com
http://www.cubcommercial.com


ENCORE 
8 0 0 / 2 2 8 - 4 2 5 5 
BEATRICE, NB 
w w w . e n c o r e e q u i p m e n t c o m 
• Steerable sulky keeps operator 
comfortable longer 
• Adjusts to terrain independent 
of mower 
• Large pneumatic tires, stable 
spring suspension for comfort 
• Flange bushings at all pivot pts. 
Circle #270 

JOHN DEERE 
8 0 0 / 5 3 7 - 8 2 3 3 
RESEARCH TRIANGLE 
PARK, NC 
w w w . d e e r e . c o m 

• HD-Series mowers control 
speed, tracking and parking 
brake with one lever 
• 14-hp HD45 and 17-hp HD75 
have OHV Kawasaki engine 
• Choose 36-, 48- or 54-in. 
mowing deck 
Circle #271 

FERRIS I N D U S T R I E S 
8 0 0 / 9 3 3 - 6 1 7 5 
MUNNSVILLE, NY 
www. fer r is indust r ies .com 
• Brand new HydroCut walk-
behind has 32-in. cut 
• 13-hp Kawasaki V-Twin 
engine 
• Four-gal. fuel tank 

• 0-5.5 mph 
forward/reverse 
ground speeds 
Circle #272 

K U B O T A 
8 8 8 / 4 K U B O T A 
TORRANCE, CA 
w w w . k u b o t a . c o m 
• New G-series offers diesel, gas 
and rear-discharge models 
• 9.3 mph forward, 6.3 mph 
reverse speed 
• 48-, 54- and 60-in. side-
discharge mowers available 
Circle #273 

LESCO 
8 0 0 / 3 2 1 - 5 3 2 5 
CLEVELAND, O H 
w w w . l e s c o . c o m 
• Commercial-Plus mowers 
backed by two-year warranty 
• 32-, 36-, 48- and 52-in. gear-
driven models 
• Kawasaki engines in 13 ,15 
or 17 hp 
• Five-gal. fuel tank 
Circle #274 

N o w i s t h e time, 
•*s5795 t o s a v e ! 

0, 

Z-TWO ZERO-TURN UNIT 
2nd generation Z-Two—faster, stronger and 
more manuverable than ever 
• independent pump and wheel 

motors for true zero turning 
• powered by 

Kawasaki 

Ask about our 
SPECIAL 
FINANCING 
TERMS! 
' w i t h approved credit and applicable taxes. 

IE SCO is a registered trad«mart and CommercialPtus is a trademark of LESCO Technology* LLC. 
Hannav s a registered trademark of Hannay Reels Kawasaki is a registered trademark of 
Kawasaki Motors Co USA 

TANK SPRAYER PACKAGE 
Top performance for 
professionals! 
• rugged 200-gal poly tank 
• triple-jet agitation 
• includes quality Hannay" 

hose reel 

HYDRO WALK-BEHIND 
MOWER 
Sets the standard for the industry! 
• dependable Kawasaki" engine 
• efficient 48" cutting width 
• better lift and discharge of 

cuttings 
801 
LESCO 

www.lesco.com 
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L M R E P O R T S 

N A T I O N A L M O W E R 
8 8 8 / 9 0 7 - 3 4 6 3 
ST. PAUL, M N 
w w w . n a t i o n a l m o w e r . c o m 
• 22-in. infield rotary striping 
mower 
• Self-propelled rear roller drive 
• B&S overhead valve Intek 
engine 
• Cutting heights from 0.5 to 2.5 in. 
Circle #275 

J A C O B S E N 
8 6 6 - 5 2 2 - 6 2 7 3 
CHARLOTTE, NC 
w w w . j a c o b s e n . c o m 
• Hydrostatic professional 

Jacobsen's hydrostatic walk-
behind has Z-control loop handles. 

walk-behind mower 
• New Z-control loop handles 
with positive zero-turn control 
• Choice of 15-, 17- or 21-hp 
Kawasaki Twin gas engines 
• Fixed or floating anti-scalp 
decks up to 61 in. 
Circle #276 

S W I S H E R 
8 0 0 / 2 2 2 - 8 1 8 3 
WARRENSBURG, M O 
w w w . s w i s h e r i n c . c o m 

• 42-in. Finish Touch walk-
behind works fast 
• 36- and 50-in. to be available 
in 2003 
• 8.5-hp Briggs & Stratton 
engine 
• Four-speed transmission with 
reverse 
• Storage friendly — takes up 
less space than a rider 
Circle #277 

H O W A R D PRICE TURF 
E Q U I P M E N T 
6 3 6 / 5 3 2 - 7 0 0 0 
CHESTERFIELD, M O 
• Full line of walk-behinds has 
gear and hydrostatic drive 

• 36-in. model features 14-hp 
engine 
• 60-in. model powered by 20-
hp engine 
• All feature Kawasaki power 
Circle #278 

W A L K E R M F G . 
9 7 0 / 2 2 1 - 5 6 1 4 
FORT COLLINS, CO 
• The Walker by Walker is a 
compact, mid-size mower 
• 15-hp Kawasaki engine has 
full-pressure lubrication 
• Handles side-discharge and 
mulching decks up to 56 in. 
Circle #279 

im«, Find it. Be found., 

- e o n ¡ S r g : ' 

5 5 L 

WE SPECIALIZE IN CROWING J 

GreenIndustryYellowPages.com connects 
customers looking to buy with businesses that are 
growing it, selling it, planting it, or supplying it to 

the green industry! 

C o n t a c t o n e of our Sa les Reps t o d a y ! 

w w w . g i y p . c o m / s e r v i n g Y o u . h t m 
or 

Call us at 8 8 8 . 9 9 9 . 5 1 3 3 

S e r v i n g You 

www.GreenlndustryYellowPages.coms 
Find it. Be founds 

http://www.nationalmower.com
http://www.jacobsen.com
http://www.swisherinc.com
http://www.giyp.com/servingYou.htm
http://www.GreenlndustryYellowPages.coms


Husqvarna's 
WH4817 walk-
behind 

•s 

H U S Q V A R N A 
8 0 0 / 4 8 7 - 5 9 6 2 
CHARLOTTE, NC 
w w w . h u s q v a r n a . c o m 
• Gear or hydro models 
• Deck sizes from 32- to 48-in. 
• Kohler or Kawasaki engines 
• Welded, 10-gauge steel decks 
• 5.3-gal. fuel tank 
• Pistol grip controls 
• Easy Touch operator control system 
Circle #280 

w w w . t o r o . c o m 
• Get zero-turn performance from mid-size 
mowers 
• Tru Trak Sulky has independent foot 

platform arms to adjust to terrain 
• Caster wheels "Trak" in-line with unit's 
drive tires, eliminating double wheel lines 
Circle #283 

S C A G 
9 2 0 / 3 8 7 - 0 1 0 0 
MAYVILLE, W l 
w w w . s c a g . c o m 
• SW model is belt-drive walk-behind mower 
• Five-speed Peerless transmission 
• Nine spline coupler shaft for dependability 
• Ground speeds from 2 to 6 mph 
• Cutter decks from 32 to 52 in. 
Circle #281 

SNAPPER 
8 8 8 / S N A P P E R 
M C D O N O U G H , G A 
w w w . s n a p p e r . c o m 

• Pro-Hydro commercial walk-behinds made 
of seven-gauge steel 
• 36-, 48-, 52- and 61-in. widths 
• 14- or 17-hp Kawasaki OHV, or 15- and 23-
hp Kohler 
Circle #282 

THE T O R O C O M P A N Y 
612/888-8801 
BLOOMINGTON, M N 
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800/269-6520 • Fax 541/689-0804 • www.petersonpacific.com 

If you're in the business of 
recyc l ing , you need to know 
about Pe te r son Pacif ic. 
We make the m a c h i n e s that 
make your job possible. W o o d 
w a s t e , C&D, l a n d c l ea r ing , 
a s p h a l t roof ing. . . we build 
hor i zonta l g r i n d e r s that 
can take it. And our B l o w e r 
Trucks make quick work of 
d e l i v e r y a n d app l i ca t ion of 
your end product. 

L Peterson 
fn foifir r, Pocrfk Corp 

mi 
A BT 4 0 

Pneumatic Delivery System 
f I 

» 

HC 1410 
Track Mounted Recycler 

H C 2 4 0 0 - B 
Asphalt Roofing Recycler 

W h e n you want the best 
there's really only one choice. 

B i Peterson Pacific Corp. 

http://www.husqvarna.com
http://www.toro.com
http://www.scag.com
http://www.snapper.com
http://www.petersonpacific.com


products 
• T E C H C E N T E R 

Spring cleaning 
Polaris Professional Series power brooms (for 
use with UTVs) are ideal for cleaning up sand, 
gravel, leaves, even snow. They feature a 10-hp 
Briggs and Stratton Intek engine with electric 
start. The commercial grade poly broom is five 
ft. wide and 2 4 in. in diameter. Other features 
include an electric actuator lift mechanism, cab-
mounted remote control and four-ply tires. 
For more information contact Polaris at 800/ 
330-9407 or www.polar is industr ies.com I 
circle no. 250 

No infection here 
Griffin LLC's Vital 4L is a systemic liquid fungi-
cide that controls pythium, phytophthora and 
downy mildew pathogens in turf and orna-
mentals. Being a liquid, pH-neutral formulation, 

Boost your power 
Echo's PB-460LN Quiet 1 backpack blower features 
Echo's Power Boost engine, providing 44cc of 
commercial power and delivering improved com-

bustion efficiency. Using sound attenuation 
technology, it operates at 65 dB(A) at wide-

open throttle. A 64 fl. oz. see-through fuel 
tank ensures longer, uninterrupted run times. 

A flexible, side-mounted hip throttle with 
cruise control offers ease of operation. 

For more information contact Echo at 800/237-
1854 or www.echo-usa .con I circle no. 251 

it has excellent mixing flexibility. And it's rapidly 
absorbed and translocated throughout the en-
tire plant through the xylem and phloem, 

WALK - BEHIND DISTRIBUTORS 
NAME PHONE STATES 

G.O. Distributors, Inc. 800-525-8148 ME, VT, NH 
Pro Industries, Inc. 866-233-7427 MA, CT, RI, Upstate NY, NC, SC, VA (ex Wash DC) TX, MS, 

FL, GA, MS, LA, AR, 0K,AZ, NM 
A & D Distributors 800-794-4647 TN, AL 
CADCo Distributing 800-942-2326 NYC/LI, NJ, MD, Northern VA (incl Wash, DC), PA (ex 

Pittsburgh), DE 
Keen Edge Co.-Central 800-589-4145 Wl, IL (ex Chicago) IA, NE, M0, KS, ND, SD, MN 
Keen Edge Company-West 800-929-1948 OR, WA, CA, NV 
Mainline of America 800-837-2097 OH, IN, KY, Ml, WV, Chicago, Pittsburgh 
Coates Landscape Supply 208-656-0600 MT, ID, UT, Western WY 
Secrist Distributing 800-834-0572 CO, EastWY 

Circle 133 

which means disease infection is reduced be-
cause the level of phytoalexins in the plant's 
tissue are elevated. 
For more information contact Griffin at 
800/237-1854 or www.griffinllccom I 
circle no. 252 

Sweep it away 

The PTO-driven rotary brooms available for all 
Front-Mount Grasshopper True Zero Turn 
power units handle dirt, debris, slush and up to 
eight in. of snow. Also, sweep sidewalks and 
parking lots. Fixed angle 48- and 60-in. models 
are available, as well as a 60-in. bidirectional 
model which uses a hydraulic lift. A QuikCon-
verter implement system lets you remove decks 
and add attachments in minutes. 
For more information contact Grasshopper at 
620/345-8621 or w w w . g r a s s h o p p e r 
m o w e r . c o m I circle no. 253 

continued on page 92 
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continued from page 90 
Visualize it 
3D Nature LLC's new landscape visualization 
technology, Visual Nature Studio 2, extends the 
realism features of VNS 1 and W C S with new 
capabilities and workf low improvements for 
GIS professionals. VNS 2 enables users to drape 
large numbers of high resolution images, 
merge DEMS of different resolutions seamlessly, 
improve realism with Transparent Water and 
Volumetric Atmospheres, and expedite anima-
tion rendering with an included Network 
Render Controller. 
For more information contact 3D Nature at 
303/659-4028 or w w w . 3 d n a t u r e . c o m I 
circle no. 254 

Make your move 
Husqvarna's 326Sx Clean Sweep has the power 

, to move materials too heavy for a blower 
and can be used on turf, concrete and 

other surfaces. It features the environ-
mentally friendly E-TECH II engine as 

> versatile, flexible fins that reduce 
the likelihood of damage to 

surfaces being cleaned. A 
soft handle is designed to 

provide opt imum comfort. 
For more information contact Husqvarna 

at 800/237-1854 or w w w . h u s q v a r n a . c o m I 
circle no. 255 

A walk in the park 
Wright Mfg.'s new Velke M o w e r can be oper-
ated as a walk-behind for tight spaces, or it can 
be paired with Wright's Velke Pro-1 or X-2 
sulkies. Control handles are easy to use and self 
neutralizing. It's offered with a 36 - and 48-in. 

STRONGER, QUIETER, BETTER 
Don ' t be foo led by the light weight and 
comfor tab le design. W h e n you choose a 
Lit t le Wonder® Electric Hedge Tr immer, 
you're plugged in to a l i fet ime of rugged, 
dependable, on- the- job per formance. 

O u r d o u b l e r e c i p r o c a t i n g b l a d e s glide 
back and f o r t h fo r flawless, fatigue-free 
t r imming. Even tough- to -cu t shrubs and 
hedges up t o l / 2 " th ick are no prob lem fo r 
a Lit t le W o n d e r Electric Hedge Tr immer. 

• Blades stop in less than second if 
e i ther swi tch is released 

* / Doub le reciprocat ing blades 

• Reinforced gears 

* / C o r d re tent ion system 

%/ Removable maintenance covers 

• Available in 19", 24", and 
30" models 

UTTLE WONDER® 
Professionals Demand Little Wonder. Shouldn't You?• 

C a l l T o l l F r e e : 1 - 8 7 7 - 5 9 6 - 6 3 3 7 
1028 S t r e e t R o a d • S o u t h a m p t o n , PA 18966 U S A 

w w w . l i t t l e w o n d e r . c o m 
©2003 Little Wonder Div. of Schiller Pfeiffer. Inc. 

Circle 125 

Remove with authority 
STIHLs PowerSweep K W 8 5 attachment 
transforms FS 83R and FS 85R grass trim-
mers into gas-powered sweepers. Remove 
debris on w e t and dry ground services, or 
clean off caked dirt on sidewalks and road-
ways. The belts and fins are made of 
Dupont Alcryn to minimize damage to grass 
or sod. Also, a protective rubber strip con-
nected to the gearbox ensures that the 
drive tube doesn't wear down during use. 
For more information contact STIHL at 
800/467-8445 or .vww.st ih lusa .com I 
circle no. 256 

wide deck, and deck height is adjustable from 
1.75 to 4 .5 in. Power is provided by choice of 
15-hp recoil, 17-hp recoil or 17-hp recoil/elec-
tric start. Fuel tank capacity is 6 .4 gal. 
For more information contact Wright at 
301/360-9810 or w w w . w r i g h t m f g . c o m I 
circle no. 257 

Get connected 
CUP Software's 
new CLIP Con-
nect service 
offers real-time 
information ex-
change between 
the office and 
the job site. 
Using a Web-
enabled cellular 
phone, field 
personnel can 

update the CUP Connect W e b portal with 
particular job information, such as start and 
finish times. Once entered, this information is 
immediately available to office personnel with 
Internet access. 
For more information contact CLIP at 800/635-
8485 or w w w . c l i p . c o m I circle no. 258 

continued on page 95 
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Handle the pressure 
Pressure-Pro introduces an electric-powered, 
cold water pressure washer that makes mini-
mal noise outside and gives off no gas fumes. 
The series is available in pressures from 1,200 
to 4,000 psi at 2 to 3.5 gpm. Other features in-
clude a high pressure hose with quick connect 
and three color-coded spray nozzles. 
For more information contact Pressure-Pro at 
772/461-4486/circle no. 259 

Bye bye birdie 
Bird-B-Gone, Inc. introduces Goose-B-Gone, a 
repellent that makes grass areas impalatable to 
geese and ducks. Apply Goose-B-Gone by 
spraying it directly on to grass areas such as 
golf courses, parks, fields or anywhere that 
geese or ducks are causing a problem. Goose-
B-Gone contains a biodegradable, food-grade 
repellent called methyl anthranilate which is 
safe to use. One gallon of Goose-B-Gone 

covers one acre. Cost is $85/gal. 
For more information contact Bird-B-Gone at 
800/392-6915 or w w w . b i r d b g o n e . c o m I 
circle no. 260 

Clean sweep 
The new Z-Broom from ETEC easily mounts to 
most mid-mount zero-turn mowers to give you 
a powerful broom that moves snow, dirt and 
other debris. It also handles dethatching and turf 
cleanup. Both 4- and 5-ft. models use a com-
mercial grade 24-in. diameter brush which can 
be angled to either side. The broom is self-pow-
ered and has a unique mounting system that 
allows one person to install or remove it in two 
minutes without tools. A 4- and 5-ft. blade that 
interchange with the broom are also available. 
For more information contact ETEC at 800/434-
5309 or www.e tecbrooms.com I circle no. 261 

Feed me manganese 
A manganese tree spike from Lutz Corp. is 
designed to help grow maples, river birches, 
and other manganese deficient trees and 
shrubs. Each spike contains 1 6 % elemental 
sulfur which lowers the pH in the feeding area, 
creating an environment that assists the plants' 
uptake of the manganese and iron. 
For more information contact Lutz at 800/203-
7740 or w w w . l u t z c o r p . c o m I circle no. 262 

Chipper for rent 
National rental chain HSS RentX has a gas-
powered Green Mac towable chipper for rent 

that shreds trunks and limbs up to 9 in. in 
diameter and handles palm fronds with ease. 
It also features a hydrostatic feed, 360-degree 
rotating discharge chute and 18-gal. fuel tank. 
Rent by the 1/2-day, week or month. 
For more information contact HSS RentX at 
877/711 -7368 or w w w . h s s r e n t x . c o m I 
circle no. 263 

Get hitched 
Valley Industries' new under-bed gooseneck 
hitch, which uses a custom mounting bracket 
attached under the bed, allows for full use of 
the truck bed when not towing. Rated at 6 ,250 
lbs. trailer tongue weight and 25 ,000 lbs. gross 
trailer weight, the hitch's trailer ball removes in 
seconds, requiring no tools to restore the bed 
to normal, cargo-carrying use. 
For more information contact Valley Industries 
at 800/344-3112 or w w w . v a l j e y 
industrie s.com I circle no. 264 

Groom your bed 
Turf Teq's self-propelled Sidewinder 1300 
edger/trencher has variable-angle cut and re-
versible drive. Other features include a 13-hp 
Honda engine, hydrostatic drive, and bed-
grooming disc blade to manicure existing 
beds with minimal disturbance to mulch. 
For more information contact Turf Teq at 
866/503-8873 or w w w . t u r f t e q . c o m I 
circle no. 265 

L o o k at 
www.selecticd.com 

Simply, the bestn 

retaining wall ^ J g 
system. | 

Innovative Concrete Design 
800 /394 -4066 

Look at the proportion which works 
well at any scale of installation. 
Look at the natural stone, hand-
wrought, random pattern. L O O k at 
the split texture. Look at the ease of 
installation. Look at the economic 
savings over tumbled units. LOOk at 
the design flexibility. The L O O k of 
StoneWall SELECT is so unique it is a 
Trademark. You'll See if you LOOk. 

Circle 127 
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Public Service Announcement from Advanstar Communications 

This year 7 m i l l i o n p o u n d s 
of plastic ag chemical containers will 
be r e c y c l e d into new products... 

Over 10 years, enough to cross 
the continental U.S. 6 times. 

Together we can keep single trip HDPE containers 
from being burned, dumped, or landfilled. Thanks 
to the ACRC and its partners in state and local 
government, thousands of growers and applicators 
drop off their rinsed containers at collection sites, 
free-of-charge. To find out more, call toll free at 
1-877-952-2272, or visit online, www.acrecycle.org 

The following companies pay for the recycling programs 

ACRC MEMBERS 

Agriliance LLC 
AMVAC Corp. 
Aventis CropScience NA 
BASF Corp. 
Bayer Corp. 
Becker Underwood Inc. 
Cerexagri Inc. 
Certis USA LLC 
Cheminova Inc. 

Dow Agrosciences LLC 
DuPont Crop Protection 
FMC Corp. 
Gowan Co. 
Griffin LLC 
Gustafson LLC 
Helena Chemical Co. 
ISK Americas Inc. 
Makhteshim-Agan NA Inc. 
Monsanto Co. Crop 
Protection 

Nufarm 
PBI-Gordon Corp. 
SePRO Corp. 
Syngenta Crop Protection 
Tenkoz Inc. 
United Agri Products Inc. 
Uniroyal Chemical Co. 
United Phosphorus Inc. 
Valent USA Corp. 
West Central Inc. 
Wilbur Ellis Co. 

A F F I L I A T E S 

Cousins-Curric Ltd. 
Hedwin Corp. 
Lee Container Corp. 
Murray Equipment Inc. 
Pretium Packaging 
Rieke Corp. 

Ag Container 
Recycling Council 

of the ACRC. 

http://www.acrecycle.org


events 
WHAT, WHEN & WHERE 

March 
1 8 - 2 0 N e w England 
Regional Turfgrass 
Conference & Show I 
Providence, Rl; 401/848-0004 

2 7 Southeastern North 
Carolina Turfgrass 
Conference I Wilmington, NC; 
888/695-1333 

April 
6 - 8 Equipment & Engine 
Training Council Conference I 
Appleton, Wl; 920/733-8000 

8 Eastern Parks & 
Recreation/Sports Turf Field 
Day I Greenville, NC; 888/695-
1333; www.nc tur fg rass .o rg 

1 0 - 1 2 Large Parks: N e w 
Perspectives I Cambridge, MA; 
Sponsored by the Harvard Design 
School; 617/495-0647 

2 4 Manag ing Low-Budget 
Sports Fields I Davis, CA; 
800/752-0881; w w w . e x t e n -
sion.ucdavis.edu/agriculture 

2 6 - 2 8 TOCA Annual 
M e e t i n g I Charleston, SC; 
952/758-6340 

2 7 - 3 0 North American 
Snow Conference I Quebec, 
Canada; 816/472-6100 

May 
2 - 6 Western Chapter Int ' l 
Society of Arbor icul ture 
Conference & Trade Show I 
Las Vegas, NV; 530/892-1118; 
w w w . w c i s a . n e t 

3 - 6 ASIC Annual Conference I 
Asheville, NC; Sponsored by the 
American Society of Irrigation 
Consultants; 312/372-7090 

1 5 - 1 7 LICH Annual 
Convention and Trade Show I 
Honolulu, HI; Sponsored by the 
Landscape Industry Council of 
Hawaii; 808/956-2150 

2 1 NC Turf & Landscape 
Field Day I Raleigh, NC; 
888/695-1333 

June 
1 7 Cornell University Field 
Day I Ithaca, NY; Sponsored by 
the New York State Turfgrass 
Association; 800/873-8873 

O w n e r s ^ ' 
Husqvarna is ^ J L 
inviting you to 
the Winston Cup Race in 
Charlotte, NC May 17,2003. 
Be the first 25 owners in 
the region to register your 
leaders! 

JP Horizons 
i \ ( O R P O R M I D 

^

Or Call Now! Toll Free: 

877-JPH-JAMS 

ALGA PRESENTS 
LEADERSHIP 

J A I V I 
I * I I 

Sponsored by (A) Husqvarna 

Leadership Jams are ovt-of~the-ordinary events guaranteed to create 
tomorrow's leaden today. In these two-day retreats, managers, foremen 
and supervisors are given tools that help them become energized, motivated 
leaders as they experience the unique learning techniques of JP Horizons and 
the proven industry expertise of Jim Much. 

Participants are focused on fundamental business issues and leave with 
personal business Contribution Plans and Goals to propel their companies 
to success. The seminars set the stage for a yearlong leadership Advancement 
Program that keeps getting better every month. 

JP Horizons' mission is to make sure your leaders succeed! ty popular demand 
AICA win present this program in $ regional areas this winter! 

i m y of y o u r Team.' 

For Managers, Foremen and Supervisors 

*S69 Per Person 
PUJS 

153 discount for AUA 
members and participating 
state association members! 

Jacksonville, FL 
January 27 & 2d 

San Francisco, CA 
February 10 £ 11 

Pallas, TX 
February 2 8 * 
March 1 

Indianapolis, IN 
March 3 * 4 

Providence, Rl 
March 7 & 8 

w, 
"Leadership Jams and the LAPS program 
ignited my company and the leaders that I 
sent will benefit forever!" 

John Gachina 
Gachina Landscape Management 

http://www.ncturfgrass.org
http://www.wcisa.net


LEIT Light Energized Irrigation Technology 
From coast to coast, installed by cities, municipalities, 
transit authorities and environmental agencies, DIG LEIT 
features the only ambient light powered irrigation controller 
capable of operating in a low light environment without 
direct sunlight. The LEIT harnesses the energy of ambient 
light to power the unit day or night in any weather 
condition, any place in the world. LEIT delivers the latest in 
controller technology without the hassle with electric 
power, resulting in a better performance in a user-friendly 
irrigation controller. 
• Available in four to twenty-eight stations 
• Built to the highest quality 

control standards (ISO 9002) 
• Controller function and 

operation are 100% tested 
• Four programs wi th three 

start times per program 
• Bilingual software in English 

and Spanish 
• Status report, custom 

grouping and more 

For more information or a catalog: 
1 - 8 0 0 - 3 2 2 - 9 1 4 6 
www.digcorp.com 

jTA DIG 
IRRIGATION PROOUC 
1210 Activity Drive • Vista. CA 92083 . USA 
Phone 7 6 0 - 7 2 7 0 9 1 4 • Fax 7 6 0 - 7 2 7 - 0 2 8 2 

Circle No. 141 

Frustrated? 
This Video Will Solve Your 

Training Problems! 

Introducing the 
first o f its kind 
Training Video 
for Spanish or English Speaking Employees 
on how to correctly and safely operate 
commercial lawn care equipment. 

Our 30 minute video will prepare new 
recruits for their first day on the job. 

To Order Visit: www.TrainWithVideos.com 
or Call 1-800-559-0119 

All Online Order Receive Free Gift of 
"40 Most Used Landscaping Terms in Spanish' 

THE WALKER BY WALKER 

Walker Manufacturing introduces theWalker by Walker— 
a compact , mid-size, walk-behind m o w e r . The 1 5 -hp 
Kawasak i engine runs all Walker side-discharge and 
mulching decks up to 5 6 inches, including the deck tilt-
up function. Proven Walker engineering such as a simple, 
unique forward speed control and easy steering, flexible 
deck suspension (using a castering tail wheel), a manually-
tensioned PTO clutch, eff icient use of we ight , compact 
overal l d imensions, and sturdy const ruct ion are all 
incorporated into theWalker . 

WALKER 
5 9 2 5 E. Harmony Road • Fort Collins, CO 8 0 5 2 8 

( 9 7 0 ) 2 2 1 - 5 6 1 4 • w w w . w a l k e r m o w e r s . c o m 

Circle No. 140 

Save Time on the Job 
With Hunter Modular Controllers 

Only Hunter has it - the 
industry's most complete 
line of modular controllers 
for all residential and 
commercial applications. 
Now you can customize 
the irrigation at any site 
with expandable zone 
modules, independent 
scheduling and easy 
dial programming. 

Hunter ICC 
Ideal for parks, sports fields; 

handles 8 to 48 zones 

Hunter Pro-C 
For res/ commercial jobs; 
expands from 3 to 15 stations 

Hunter 
The Irrigation Innovators 

Call for a f ree cata log: 8 0 0 - 7 3 3 - 2 8 2 3 • w w w . H u n t e r l n d u s t r i e s . c o m 

Circle No. 148 

L A N D S C A P E M A N A G E M E N T March, 2003 9 9 

http://www.digcorp.com
http://www.TrainWithVideos.com
http://www.walkermowers.com
http://www.Hunterlndustries.com


MAXISLIT 
• Deep slicer with 63in working 

width at 7in or 9in depth. 
• Optional floating rear roller. 
• Minimal surface disturbance. 
• Fast work rate. 

S I S I S 
S I S I S I N C 

PO Box 537, Sandy Springs, SC 29677 
Tel: 864 843 5972 Fax: 864 843 5974 

e-mail: idc@sisis .com 
www.sisis.com 

Circle No. 144 

Circle No. 142 

This Is The Year! 
SELL IT! 

The Standard Design Software 
For Landscape Professionals 

Landscape 
What Are You Waiting For? 
(800) 231-8574 
www.prolandscape.com 

Circle No. 143 

Landscape Management 

Call for a dealer near you: 

866-848-1815 

Win more bids with photorealistic presentations 
for your customers. Up-sell with impressive night 
lighting views and hardscapes. 

most comprehensive 
CAD tools in the 
industry! 

the drawing board 
with the easiest and 

With products like 
this 14-gallon sprayer, 
Forestry Suppliers, Inc., 
is the one-stop source 
for golf superintendents, 
landscape managers, 
and other outdoor turf 
professionals. 
On our web site or in our 
650+page free catalog, 
you 'll find pruners, 
shovels, work gloves, 
insect repellents... just 
about anything you need 
to be more productive 
and more profitable! 
Log on to www.forestry-
suppliers.com or call 
the number below to get 
your free catalog today! 

If you need it 
out there, 
it's in here. 
When your job is the outdoors, your work is 
only as good as the tools you use. That's why 
Forestry Suppliers, Inc., features more than 9,000 
top-quality products geared especially to outdoor 
professionals. Every product we sell comes with 
the best technical support and customer service 
in the business, and each is backed by a 100% 
Satisfaction Guarantee! 
Check us out for yourself. Give us a call or log on 
to www.forestry-suppliers.com to get your own 
copy of our latest 650 + page catalog today. 

ww Forestry Suppliers, Inc. 
• www.fonstry-suppli9rs.com 

Sales 800-647-5368 
C a t a l o g R e q u e s t : 8 0 0 3 6 0 - 7 7 8 8 

C200S ForMBV SunAwv Ine Al n^ai r«Mrv«l 

mailto:idc@sisis.com
http://www.sisis.com
http://www.prolandscape.com
http://www.forestry-suppliers.com
http://www.fonstry-suppli9rs.com


METRO-NORTH COMMUTER RAILROAD ADVERTISEMENT 
OPERATING FUNDED 

NOTICE is hereby given that METRO-NORTH COMMUTER 
RAILROAD will receive bids/proposals for the following Services 
and/or Products below, on which date they will be received at the 
indicated time at the Railroad's offices at 347 Madison Avenue, 
New York, New York 10017. Copies of the Solicitation 
Documents may be obtained from the designated contract offi-
cer at the aforementioned address. Fax bids are not accepted. 

IFB/RFP/RFQ. NO.: 201160 
DESCRIPTION: Metro-North Railroad's "Adopt-A-Station" Program 
(Landscape Maintenance) 
MTA/Metro-North Railroad is soliciting the services of a contrac-
t o r s ) to provide landscaping maintenance and incidental litter 
removal on Metro-North Railroad owned properties adjacent to 
stations, including parking lots, accessible from public access 
ways. The contract term is for a total of five (5) years with Metro-
North Railroad reserving the contract option to renew for an 
additional five (5) years. 
DUE DATE/TIME: 4/9/03, 5:00 p.m. (Close of Business) 
CONTACT PERSON: Nina Laney (212) 340-3182 (p), (212) 340-
4034 (f), laney@mnr.org 

1. EQUAL EMPLOYMENT OPPORTUNITY: Contractors will be 
required to comply with all applicable Equal Employment 
Opportunity laws and regulations. 2. INELIGIBLE BIDDERS: 
All Contractors will be required to certify that they are not on the 
U.S. General Services Administration's List of Parties Excluded 
from Federal Procurement or NonProcurement Programs. 3. 
MINORITY/WOMAN/DISADVANTAGED BUSINESS ENTER-
PRISES: Metro-North Commuter Railroad hereby notifies all 
proposers that it will affirmatively insure that in regard to any 
contract entered into pursuant to this advert isement, 
Minority/Woman/Disadvantaged Business Enterprises will be 
afforded full opportunity to submit Proposals in response to this 
invitation and will not be discriminated against on the grounds of 
race, color, sex or national origin in consideration for an award. 

T H E HOME ( P A G E ) 

OF G O L F . 

w w w . g o l f c o u r s e l . c o m 

P R E S E N T E D BY T H E 

A M E R I C A N S O C I E T Y ^ 

O F G O L F C O U R S E A R C H I T E C T S 

mailto:laney@mnr.org
http://www.golfcoursel


Landscape 
M A N A G E M E N T ! 
Every month the Classified Showcase offers an 
up-to-date section of the products and services 
you're looking for. Don't miss an issue! 

A D V E R T I S I N G I N F O R M A T I O N : 
Call Laura Cieker at 800-225-4569 x2670 or 
440-891-2670, Fax: 440-826-2865, 
E-mail: lcieker@advanstar.com 
• For ad schedules under $250, payment must 

be received by the classified closing date. 
• W e accept VISA, MASTERCARD, and 

AMERICAN EXPRESS over the phone. 

Mail LM Box # replies to: Landscape 
Management (LM Box # ), 131 W. First 
St., Duluth, MN 55802-2065. 
Fax replies to: 218-723-9683 (please include 
box number & magazine title on cover page). 
E-mail replies to: blindbox@advanstar.com 
(please include box # and magazine title 
on subject line). 

Bilingual Training Business Opportunities 

Bilingual lawn & landscape 
Training Products 

Translation Training Audio Tapes 
(Spanish to English) 

Professional Training Guides 
(English & Spanish) 

For more information & to order 
Visit us today @ 

www.lnfoExchangeonline.com 

Business For Sale 
S O U T H F L N U R S E R Y B U S I N E S S 

Full Service Landscape Company 
Deluxe Residence plus Office Bldg 

with 15 Acre Nursery 
Prime South FL Real Estate 

$1300,000 
More info call Roger YVozniak, Broker fbba 

561-626-12(H) 
rogerw@awardbb.com • www.awardbb.com 

L A N D S C A P E 
C O N S T R U C T I O N C O M P A N Y 

Well Established 
20-year Landscape C o m p a n y 
Boston, Massachuset t s Area. 

Annual volume $3.5 million PLUS! 
Company breakdown: 
• 70% Construction 
• 20% Maintenance 
• 10% Snow Operations 

Well-managed and organized operation 
with a meticulous fleet. Will sell with or 
without the real estate, which has all the 

necessary provisions for repairs and parking. 
The 2003 backlog to date is over $1.5 million 

Contact GLOBAL BUSINESS EXCHANGE 
Mr. John Doyle: 1-781-380-4100 

Fax: 1-781-380-1420 

L A N D S C A P E C O M P A N Y 
D e s i g n / C o n s t r u c t i o n 

Get a head start! Established 46 year 
design/construction landscape company in affluent 

Chicago west suburbs. Gross sales exceed 
$700,000 (9 month operation). Well-managed 

organized company built on excellent reputation. 
"Hands-on" approach, good ongoing client base. 

Property with office sale or lease. Inquiries: 
John Stob 

Tel:630-941 -3679 
E-mail:john(a stobconsulting.com 

L A W N P R O F E S S I O N A L S . . . 

Improve Your 
Opportunities for Success! 

— B I D D I N G S T R A T E G I E S A N D M O R E — 
Take advantage of our experience! The information 
contained in these manuals has taken our lawn service 
from 9 to nearly 700 accounts. Receive special pric-
ing when you order four or more manuals: 
• Bidding & Contracts $47.95 
• Marketing & Advertising $39.95 
• 20 Letters For Success $29.95 
• Contracts & Goals $39.95 
• De-Icing & Snow Removal $39.95 
• Estimating Guide: 

Residential & Commercial $34.95 
• Selling & Referrals $44.95 
• Telephone Techniques 

(Not a Telemarketing Manual) $24.95 

Profits Unlimited 
" Y o u r K e y t o S u c c e s s " 

800-845-0499 
www.profitsareus.com 

m ~ s® 

J J J J J J J U J J Y 

The Best in Synthetic Golf Facilities 

We will TRAIN YOU to be SUCCESSFUL 
in the Backyard Putting Green Business 

Call t h e Put t ing Green Pros 
Toll Free 8 7 7 - 8 8 1 - 8 4 7 7 

w w w . t h e p u t t i n g g r e e n c o m p a n y . c o m 

Back-Yard Putting Greens 
Synthetic putting greens are the fastest growing 
segment of the $20 Billion a year golf industry 

Reasons to call us: 
* Huge Profit ( enter * FREE VIDEO 
* C a r n NO Inxentory 
* K\cdlent Add-On Service 
* Residential & Commercial 
* I tilize Existing Equipment 
* Buy Manufacturer Direct 

* Manx Extras 

800-334-9005 
www.allDro2reens.com 

To place an ad, call Laura Cieker: 
800-225-4569 ext. 2670 or 440-891 -2670 

mailto:lcieker@advanstar.com
mailto:blindbox@advanstar.com
http://www.lnfoExchangeonline.com
mailto:rogerw@awardbb.com
http://www.awardbb.com
http://www.profitsareus.com
http://www.theputtinggreencompany.com
http://www.allDro2reens.com


Business Opp's (Cont'd) 

F R E E A P P R A I S A L • N o B R O K E R F E E S 

SELLING YOUR BUSINESS? 
Professional Business Consultants 
can obtain offers from Qualified Buyers 

without disclosing your identity. 
Consultant's Fees are paid by the buyer. 

CALL: 708-744-6715 
Fax: 630-910-8100 

Landscape Lighting Franchises 
Great business model for success in the 

rapidly growing landscape lighting business. 
Franchisor has run a successful operation in 
the Washington D.C. area for 7 years now. 

• Great margins 
• Lifetime warranty on products 
• Comprehensive training 

Call Lighthouse Landscape Lighting to learn 
more about this excellent business opportunity! 

1-888-531-5483 
www.lightsbyiighthouse.com 

CONKLIN PRODUCTS 
OPPORTUNITY! 

Use/market, new technology liquid 
slow-release fertilizer and micro-nutrients. 

Buy Direct from Manufacturer 
FREE Catalog: 1-800-832-9635 
Email: kmfrankefahutchtel.net 

www. frankemarketin g .com 

Attention:Landscape Professionals 
Own an exclusive dealership. Established 

pet containment & wireless detection products. 
603-352-3333 Made in USA by Miltronics Mfg. 

H e a l t h y P o n d s ™ N e e d s Q u a l i f i e d D e a l e r s 
Healthy Ponds is an all-new, all-natural water 
management program that improves water clarity and 
kills mosquito larvae without harmful chemicals. 
Heal thy Ponds conta ins a p a t e n t e d f loat ing 
dispenser that continuously releases beneficial 
bacteria into the water. It's the most effective way to 
maintain ponds, lakes, and water features naturally. 
For information on Healthy Ponds and dealership 
opportuni t ies, Ca l l 3 1 4 - 7 2 5 - 2 3 4 0 or E - m a i l 
cjlevendoski@msn.com 3/03 

For Sale 

Backyard Putting Greens 
NO DEALERSHIP FEES! 

• Huge profits 
• No inventory to carry 

• Low competition 
• Commercial and residential markets 

• Easy installation process 
Be part of the $21 billion golf industry 
• Capitalize on existing client base 

Pro Golf Greens 
Call today.. . 704-844-9278 
www.ProGolfGreens.com 

For Sale (Cont'd) 

BARK BLOWERS FOR SALE 
1 999 FINN 816(16 YARD UNIT) BARK BLOWER, APPROXIMATELY I 167 HOURS ON THE BARK BLOWER UNIT, 
FINN SERIAL NUMBER I08764. UNIT MOUNTED ON A 1999 STERLING 8501 CHASSIS, CHASSIS SERIAL NUMBER 2F2HRJBA982986, 
21,000 REAR AND 12,000 FRONT, 80 GALLON DRIVERS SIDE FUEL TANK, 261" WHEEL BASE CHASSIS, 23,289 MILES, CAT 3126 230 
WINDOWS, DOOR LOCKS AND HEATED MIRRORS. 
STOCK NO. IS • PRICE FOR BLOWER & TRUCK: $62.SOO • PRICE FOR BLOWER UNIT ONLY: $42.500 

2001 FINN 91 6 ( 16 YARD UNIT) BARK BLOWER, APPROXIMATELY 457 HOURS ON THE BARK BLOWER UNIT, 
FINN SERIAL NUMBER SSA-299. UNIT IS MOUNTED ON A 1994 FORD CFSOOO CAB OVER CHASSIS WITH 187,461 MILES. 2i,cxx) REAR 
AND 12,000 FRONT, CUMMINS 8.3L 210 HP, 5 SPEED TRANSMISSION, DRIVERS SIDE FUEL TANK, 295-75R 22.5 TIRES. 
STOCK NO. 25 • PRICE FOR BLOWER & TRUCK: $75,000 • PRICE FOR BLOWER UNIT ONLY: $62.000 

2001 FINN 916(16 YARD UNIT) BARK BLOWER, APPROXIMATELY 644 HOURS ON THE BARK BLOWER UNIT, 
FINN SERIAL NUMBER SSA-298. UNIT IS MOUNTED ON A 1995 CFSOOO CAB OVER CHASSIS WITH 90,826 MILES. 21,000 REAR 
AND 12.000 FRONT, CUMMINS 8.3L 210 HP, 5 SPEED TRANSMISSION, DRIVERS SIDE FUEL TANK, 295/75R 22.5 TIRES. 
STOCK No. 26 • PRICE FOR BLOWER & TRUCK: $77,000 • PRICE FOR BLOWER UNIT ONLY: $62.000 

T R I S T A T E M U L C H A N D S O I L • 2 O I . 6 6 6 . 5 5 0 0 

Know your 
soil pH in 
seconds! 

1 Big. easy 
to-read dial. 

Kelway 
HB-2 
Professional 

LowcosT" % soil acidity 
• Portable - J r & m o i s t u r e 
• Built for long-

lasting use! A IGSIGT 
Tells you when to lime. 
N o w . r e a d y o u r s o i l p H i n s e c o n d s w i t h K E L W A Y 
H B 2 a c i d i t y t e s t e r L e a r n o n - t h e - j o b w h e t h e r t o a d d 
l i m e a n d h o w m u c h N o b a t t e r i e s N o r e a g e n t s N o 
c h e m i c a l s J u s t i n s e r t K E L W A Y s o i l t e s t e r i n m o i s t 
s o i l P r o f e s s i o n a l l y d e s i g n e d f o r g r o w e r s . K E L W A Y 
t e s t e r g i v e s d i r e c t a c i d i t y a n d m o i s t u r e r e a d i n g s 
C o n t a c t y o u r l o c a l d i s t r i b u t o r o r w r i t e f o r F R E E 
i n f o r m a t i v e l i t e r a t u r e t o d a y 

Kel Instruments Co., Inc., Dept. N 
P.O. Box 54, Wyckoff, NJ 07481 

W . 1 Ü . C H A P P S Í 
Mesh Debris Mower Bags - Equipment Coven 

Leg/Arm Chopps • Chemical Protection 
The Grass Handler (Sliding Mulch Plate) 
OVER 500 PRODUCTS - MADE IN U.SJL 

« ( H ) - 8 1 ( S - 2 4 2 7 
WWW.WKCHAPP8.COM 

MOWER 
REPLACEMENT PARTS 
FREE 2(X) Page Catalog-Save $$$ 

Mower Blades 
Air & Oil Filters 
Trimmer Line 

M O W M O R E S U P P L I E S 
1 8 0 0 8 6 6 9 6 6 7 

w w w . m o w m o r e . c o m 
Order FREE Catalog LM03 

Belts M O W M O R E S U P P L I E S 
1 8 0 0 8 6 6 9 6 6 7 

w w w . m o w m o r e . c o m 
Order FREE Catalog LM03 

Plugs 
Over 20,000 

Blades in Stock 

I TURBO TURF 
HYDRO SEEDING SYSTEMS 

TURBO TECHNOLOGIES, INC 
1500 FIRST AVE., B£AVER FALLS, PA 15010 

1-800-822-3437 vmw.turboturf.com 

3 0 ' X 4 0 ' X 1 0 ' 

$4,489 
I We Ship Anywhere In The USA! 10,000 Sizes. Bolt-Together All Steel 
I Buildings & Homes. Call Today For A Price Quote And Brochure. 

H E R I T A G E B U I L D I N G S Y S T E M S ® 
8 0 0 . 6 4 3 . 5 5 5 5 

h e r i t a g e b u i l d i n g s . c o m 

DEALER LIQUIDATION-SAVE $$$$ 
New C&S Turf Tracker Jr's-Only $4,695 

New Turf Tracker-Only $9,995 
Spread & Spray 4,000 FT2/Minute, Hydrostatic 

Zero-Turn, Stainless Steel Frame & Tank 
FREE VIDEO 
1.800.530.0238 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, 
shrubs, plants A more 1/8" scale 

Stamp sizes from 1/4" to 1 3/4" 
$93 • $6 75 s/h VISA, MasterCard, or 
MOs shipped next day. Checks delay 
shipment 3 weeks CA add 7.75%Tax. 
AMERICAN STAMP CO 

Prices abject t o c S i e 1 2 2 9 0 M L J y l 3 - w , l , o n - C A 9 5 6 9 3 

«¡«nfofe. 916- M7-7102 «fa Toll Free (877) 687-7102 

2001 C&S TURF TRACKER 
Zero Turn Ride-on Sprayer /Spreader 

Spreads & sprays over 4,000 sq. ft. per minute. 
Designed for residential and commercial. 

87 hours on unit. 
Price New $13,495 - Selling for $9,950 

Call: 513-697-9090 
sschloss(a cinci.rr.com 

PHYSAN 20 
ALGAE AND ODOR CONTROL 

FOUNTAINS, STATUARY, 
BIRDBATHS AND WALKWAYS. 

Cost effective and biodegradable. 
Ordering and Dealer information: Maril Products 

320 West 6m Street, Tustin, CA 92780 
800-546-7711 www.physan.com 

http://www.lightsbyiighthouse.com
mailto:cjlevendoski@msn.com
http://www.ProGolfGreens.com
http://WWW.WKCHAPP8.COM
http://www.mowmore.com
http://www.mowmore.com
http://www.physan.com


Help Wanted 

Join 
t h e W O R K F O R C E 

O F N A T U R E ! 

ValleyCrest Companies 
has managerial and field 

opportunities in 
branch operations, 

account management, 
project management, 

sales, field supervision, 
horticulture and more, 

across all levels. 

Founded in 1949, 
ValleyCrest Companies is a 
leading nationwide provider 
of landscape development 
and maintenance services. 
Come work with the best. 

Bilingual a plus. 

Please send your resume 
to the attention of 

Ms. Castillo at 
opportunities@valleycrest.com 

or fax to 818-225-2334 

ô 
ValleyCrest 
C O M P A N I E S 

www.valleycrest.com 

5 l C e m C a r e 

Œ M C A R E INC. has 

OPERATIONS MANAGERS 
positions available Nationwide! 

Looking for responsible, self-starter, hands-on, 
dedicated Operations Managers to manage 

landscape contracts to ensure quality assurance 
and to work with general superintendent to 

ensure production goals are being met 
• Three Years Supervisor Experience 

in the Green Industry 
• College Degree Preferred In Agriculture, 

Horticulture or Related Discipline 
• Licensed Irrigator Status 

• Chemical Applications License 
• Certified Arborist or Horticulturist Preferred 
We offer an excellent benefit package including: 
medical, dental, vision, 401(k), company vehicle 

PLUS a bonus program based on production goals. 
Paid training salary of $39,000. 

After completion of training program, 
salary range of low to mid forties. 

GreenSearch 
Providing professional executive search, human 
resource consulting and specialized employment 
solutions to Green Industry companies and allied 
horticultural trades throughout the United States. 

www. green search, com 
E-mail: info@greensearch.com 

Toll fret: 1 .888.375.7787 
Local Phone: 770 .392.1771 Fax: 770 .392 .1772 
1117 Perimeter Center W„ Suite 500 E., Atlanta, GA 30338 

American Civil Constructors is changing 
the face of the landscape industry... 

...and we want you to join us! 

We offer a wide range of benefits 
including medical, dental, 401 (k), 
125 cafeteria plan and education. 

Visit us at www.acconstructors.com 
or call 303.795.2582 

J Mñ 
ivil 
onstructors 

An Equal 
Opportunity 
Employer 

THE BRICKMAN GROUP, LTD. 
Careers in landscape management 

available in: 
California - Colorado 

Connecticut - Delaware 
Florida - Georgia 
Illinois - Indiana 

Maryland - Massachusetts 
Minnesota - Missouri 

New Jersey - New York 
North Carolina - Ohio 

Pennsylvania - South Carolina 
Tennessee - Texas 

Virginia - Wisconsin 
Fax: 301-987-1565 

E-mail: jobs@brickmangroup.com 
www.brickmangroup.com 

Vista Professional Outdoor Lighting 
District Sales Managers 

Southeast U.S. to Florida Panhandle 
Mid-Atlant ic-New England to Virginia 

Join the nation's fastest-growing landscape lighting 
manufacturer. Highly-motivated individuals to 

develop new sales territories and call on existing 
accounts in key markets. Qualified individuals will 
implement sales and marketing programs and will 

handle technical and field support for Vista's 
expanding line of low voltage and line voltage 

products. Liaison with landscape architects, 
designers, landscape contractors and distributor 
personnel. Qualified individuals will have 5 to 7 
years of experience in industry sales. Excellent 

compensation and benefits package. Send resume to: 
Chuck Hoover, Senior Vice President 
Vista Professional Outdoor Lighting 

1625 Surveyor Ave., Simi Valley, CA 93063 
or Fax: 805-527-6830 

H + 

V » * 
Labor Consultants 
I N T E R N A T I O N A L 

(LO) 

Foreign Labor 
Specialists (H2B) 

LCI has the expertise to create a workforce 
that will fulfill whatever your labor 
need is: H2B, H2A, Seasonal, Peakload, 
Permanent etc. LCI has met the workforce 
needs of many landscaping companies in 
the U.S. with workers from countries 
throughout the world. LCI has vast 
experience in bringing over workers from 
many countries as well as Mexico. LCI has 
the labor experience you can rely on! 

Contact LCI for more information: 
Our foundation is creative labor solutions. 

E-mail: info@labord.com 
Call 208-777-2654 

Visit our Website: www.labord.com 

CONSTRUCTION 
DIVISION MANAGER 

Responsible for sales, marketing and operations. 
Experienced in strategic planning, financial analysis, 

budgets, P&L management and leading a 
$15 million dollar division. 

Fax resume to Kathy at 440-357-1624 
or E-mail kathyfg yardmaster.tv 

(3) BRANCH MANAGERS-IMMEDIATE! 
Rapidly expanding vegetation Management Company 
now entering its 13th year, seeking 3 Managers 
for Long Island/Westchester/Rockland counties. 
Must be Sales/Estimating & Customer Service 
oriented. Able to work unsupervised for periods 
at a time; self-starter. Accountable for profit/loss. 
• Excellent communication skills 
• Organized-Responsible 
• Personable-A rticu late-Energetic 
• Able to wear many hats 
College Degreed or 7 years prior work experience 
within green industry or other service sector a 
must. Must possess DEC (Cat3 A) pesticide 
applicator license or be readily able to pass written 
exam shortly after hire. Plant identification 
knowledge a plus, as is the desire to succeed. 

M FIELD TECHNICIANS-IMMEDIATE! 
Licensed full-time applicator position. Requires 
category (DEC3 A) pesticide applicator license or 
technician status and clean drivers license, 3 years 
prior chemical lawn care, tree spray or landscape 
service experience necessary. Plant identification 
skills. 
EXCELLENT SALARIES; specify job 
applied for. RESUMES: Fax: 63M21-3008, 
Email: PIRELEIF88(a aol.com 

E-mail resumes to: 
greynolds99@earthl ink.net 

or Call: 8 3 2 - 4 3 5 - 2 5 5 5 

mailto:opportunities@valleycrest.com
http://www.valleycrest.com
mailto:info@greensearch.com
http://www.acconstructors.com
mailto:jobs@brickmangroup.com
http://www.brickmangroup.com
mailto:info@labord.com
http://www.labord.com
mailto:greynolds99@earthlink.net
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YARDMASTER, INC. 
• Designer 

Expanding Design/Build Company 
seeking talented professional with extensive 

landscape knowledge and excellent 
presentation graphics. 

• Estimator 
• Design Sales Person 

• Sales Manager 
Join our growing team of professionals and become 
a cornerstone in the leading landscape architectural 

and contracting company in northeast Ohio. 
Fax resume to Kathy at 440-357-1624 

or E-mail kathvfgvardmaster.tv 

Immediate Management Opportunities 
Quality Care, the Nature Care Company 

is a 24-year-old lawn and landscape maintenance 
company in the Iowa City/Cedar Rapids, IA 

area with 120 employees. We are seeking 
candidates for management positions in our 

Horticultural Services Division. 
Responsibilities include supervision of 

10 to 40 people, sales, customer service, and 
administrative work. Quality Care provides lawn, 

tree and shrub care, and snow removal for 
commercial and large-scale residential properties. 
We enjoy a very low rate of turnover due to our 

supportive, fun and successful work environment. 
Qualified applicants must have superior 

leadership and interpersonal communication 
skills. Customer service background is a must; 
green industry experience preferred. Generous 
compensation with opportunities for growth in 

this rapidly expanding location. For confidential 
consideration send or fax resume to: 

Geoff Wilming 
PO Box 5613, Coral ville, IA 52241 

Fax: 319-358-5845 
E-mail: info@quality-care.com 

MANAGEMENT 
Chicago & Suburbs, NW Indiana, SE Wisconsin 
Regional, growth-oriented Service Company seeks 
individuals with strong interpersonal and customer 
service skills. The position requires experience in 
management of supervisors, field personnel and 
office staff. A college degree is preferred. 

We offer an excellent incentive and benefit package 
including: Matching 401 (k), health, life, dental, 
vision, company vehicle and paid vacations. 

For immediate consideration, fax or email resume, 
salary history and cover letter to: 

Human Resources 
Email: hr@anderpest.com 

Fax: 630-834-9298 
EOE - Drug Free 

ACCOUNT MANAGER 
Experienced Account Manager Wanted 

Responsible for quality control, 
direction of work crews and Up-Sales. 

Full time/Year round with benefits. 
Salary commensurate with experience. 

Fax resume to Wingren Landscape, 
Romeo ville, IL. 630-759-8155. Attention: JB 

Help Wanted (Cont'd) 

I LOVE NEW YORK! 
Come join one of the finest and largest family 

operated Full Service Landscape Companies in 
prestigious Westchester County. 

Michael Bellantoni Inc. is a 40-year-old company 
experiencing strong growth, creating a need for: 

• Division Managers 
• Project Managers 
• Forepersons 

Responsible for day-to-day Operations, Estimating, 
Supervision of field personnel. Qualified applicants 

must have proven leadership abilities and two years' 
horticultural experience. Incentive pay-

Holiday/Vacation pay - Health/Simple IRA 
Fax or send resume: 

Michael Bellantoni Inc. 
121 Lafayette Ave., White Plains, NY 10603 

Fax: 914-948-6473 

Industry Leader in Mycorrhizal Fungi 
and Bacterial Technology 

Seeks a Qualified Sales Individual 
Immediate openings in the AZ, CO and 

NV territories. Candidate should reside in 
AZ or NV and have a degree in a green industry 

related field with several years outside selling 
experience. Selling experience through distribution 

to the Arbor, Golf and Horticulture markets 
helpful. Travel is required. Candidate should 

also possess excellent verbal and written 
communication skills, be self-motivated, 

personable, and well organized. 
Please fax resumes with cover letter to: 

412-826-5445 

See page 101 of this issue 
for an additional career opportunity! 

TURFGOLD SOFTWARE 
Do you want to have 

MORE CONTROL OVER YOUR BUSINESS, 
INCREASE SALES 

AND MAKE MORE MONEY? 
We'll show you how with software designed 

specifically for lawn and landscape companies. 
Call Tree Management Systems, Inc. 

at 1-800-933-1955 
or visit our website at www.turftree.com 

for a free demo presentation. 

FLORAPERSONNEL, INC. 
In our second 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: hortsearch@aol.com 

www.florapersonnel .com 

N A I L D O W N Y O U R W O R K F O R C E for 2003! 
Reliable Workers: More Profits. Legal Workers: 
Less Worry . Ski l led W o r k e r s f rom M e x i c o . 
ALL D o c u m e n t a t i o n . V isas. T r a n s p o r t a t i o n . 
Guaranteed, Affordable, Fast-Friendly Service. Call 
Now for Information. Free Employer Booklet . 
David Donaldson, U S A M E X - 501-724-8844, 
David@USAMEX.org, www.USAMEX.ORG and 
www.MexicanWorkers.com 4/03 

P R O D U C T I O N M A N A G E R - An e x c e p t i o n a l 
opportunity for a self-starting, ambit ious hard 
worker with a prominent lawn and t ree care 
company. This leadership position is ideal for 
individuals who enjoy directing the activities of 
others. The Production Manager plays a key role in 
maintaining company and professional standards. 
The ideal candidate must be a leader with a positive 
attitude who is customer service-minded and a 
good communicator. You will enjoy a comprehen-
sive compensation and benefit package including 
outstanding earning potential , major medical 
insurance, bonuses, and programs that recognize 
your achievements. Ca l l or send resume to: 
Bill Gundlach, Spring-Green Lawn & Tree Care, 
3108 Austin Blvd., Cicero, IL 60804, 708-863-6255, 
E-mail gun010@ix.netcom.com 3/03 

2003 
landscape illustrator 

landscape design and estimation software 
www.Lsisoft.com 

check us out online @ 
www.landscapemanagement.net 

Software 

Download a free demo of 
the software everyone is 

talking about! 
www.wintac.net 

Or call 24 hours for a free demo CD: 

1 - 8 0 0 - 7 2 4 - 7 8 9 9 ext.2 

The #1 best-selling 
all-in-one software for 

specialty trades 
• Unlimited Customers & Locations 
• Automatic Scheduling, Routing 
• Automatic Invoicing, Job Costing 
• Service History & Profit Tracking 
• Labor and Productivity Tracking 
• Material & Chemicals Tracking 
• Letter Writer w/auto Mail-Merge: 

Send Sales and Service Notices 

°ropos 
Orders, Statements, Purchase 
Orders, Reports, Labels. Even # 
design vour own forms in Word 

• Full Accounting: G/L, A/R, A/P, 
Payroll, Checking, Inventory, 
Financial Reports and Graphs 

• Built-in links to Quick Books®, 
Peachtree® MS Office®, Street 
Mapping, Emailing, and more! 

mailto:info@quality-care.com
mailto:hr@anderpest.com
http://www.turftree.com
mailto:hortsearch@aol.com
http://www.florapersonnel.com
mailto:David@USAMEX.org
http://www.USAMEX.ORG
http://www.MexicanWorkers.com
mailto:gun010@ix.netcom.com
http://www.Lsisoft.com
http://www.landscapemanagement.net
http://www.wintac.net
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• • GUIDELINES TO HELP AN INDUSTRY GROW 

Find the right one to help you compete 
B Y B R U C E W I L S O N 

Oi 
utsourcing or subcon-

| trading may be a good 
business decision in the 

day-to-day running of a land-
scape business. But there's a 
hitch. Many property managers 
prefer dealing with fewer sup-
pliers when hiring services. 
They see this as a great conve-
nience to themselves. 

As a basic landscape mainte-
nance company, you may find 
yourself at a disadvantage to 
your multi-service competitor 
unless you can also be that one-
stop shopping answer. That 
may not be practicable, how-
ever. The process of starting 
new service lines such as tree 
care, chemical application or ir-
rigation can be a big distraction 
as well as a drain on profits. 

Most customers probably 
don't care if you actually per-

form these additional 
services yourself; they 
just want you to make 
them happen. And, 
depending upon your 
marketplace, you may 
be able to make as 
much marking up a 
subcontractor as you would 
doing the task yourself. And 
with less risk. 

The key factor in making 
this work for your firm is find-
ing the right subcontractor. 

What about outsourcing? 
We're in a business that relies 
on our customers outsourcing 
their maintenance rather than 
doing it themselves, yet we fail 
to look for the same opportuni-
ties to make our own opera-
tions more streamlined. 

In our consulting business, 
we see many companies per-
forming tasks in their business 
that are a huge distraction to 

Bruce Wilson 

Subcontractor check list 
i * Is t h e sub responsive? Is t h e sub's price compet i -

Does t h e sub provide t h e 
level o f qual i ty t h a t our opera -
t i o n requires? 

t ive even w i t h our m a r k u p ? 

As a bonus, is t h e sub ab le 
t o lead us into some jobs via 
his contacts? 

them and could be 
outsourced for less 
money. Some out-
sourcing opportunities: 

Payroll. Payroll can 
be outsourced to a 
payroll company or to 
an employee leasing 

company. For small companies 
in this industry, employee 
leasing is one of the most cost 
efficient ways to handle pay-
roll. It also saves you a lot on 
workers' compensation insur-
ance and allows you to offer 
benefits you couldn't afford 
otherwise. 

Fleet maintenance. There 
are many mobile services avail-
able today that service your ve-
hicles, do brake work, tire 
maintenance and related tasks. 
Having your own mechanic is a 
big commitment. Outsourcing 
is the right solution when 
you're too small for a full-time 
mechanic or have too much 
work for one mechanic but not 
enough for two. 

Spray technicians. Many 
companies struggle to keep good 
spray technicians. And what do 
they do in the winter? A good 
lawn care subcontractor may be 

the most cost effective way to 
do this work. Many companies 
hate the thought of it, but it 
makes good business sense. 

A good company doesn't 
lock itself into one way of 
doing business. Take advantage 
of all the options available to 
help you compete and serve 
your customer better. 

Sound off 
Have a subcontract ing or 
outsourcing story t o share 
w i t h our readers? Contact 
M a n a g i n g Editor Jason 
Stahl at jstahl@advanstar . 
com. W e ' l l consider it for 
a f u t u r e issue of LM. 

T o c o m m e n t o n this 
month 's "Best M a n a g e -
m e n t " co lumn by Bruce 
Wilson, contact h im at 
bwilson@wilson-oyler. 
com. Bruce spent 30 years 
w i t h Envi ronmenta l Care, 
Inc., be fore par tner ing 
w i t h Thomas L. Oyler t o 
f o r m t h e Wi lson-Oyler 
Group, wh ich offers con-
sult ing services ( w w w . 
wilson-oyler.com). 
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0% FINANCING" 
F O R 3 6 M O N T H S 

Take a demo ride on the all new Kubota ZD Pro. 
This professional zero turn mower is designed to 
handle the toughest turf with ease. 
We also made it easy to own with a limited time 0% 

financing offer. For all the details or to arrange 
a demo, see your local Kubota dealer or visit 

www.kubotaZDPro.com today. 

ZD PRO 
21HP/28HP 
Low maintenance Kubota diesel engine 
New 7-gauge steel fabricated deck 
60" and 72" cutting width 
5.5" deck depth 
Tilt up deck for easy maintenance 
Converts to dedicated mulcher 
Swivel anti-scalp rollers 

#Financing available at participating dealers through Kubota Credit Corporation on approved credit. *0% APR for 36 months on new ZD Zero Turn Mowers. 
Some exceptions apply. Minimum down payment 10%. Offer ends March 31. 2003. 

E V E R Y T H I N G Y O U V A L U E 
CONTACT YOUR LOCAL DEALER FOR A DEMONSTRATION. 

FOR MORE INFORMATION OR TO LOCATE YOUR NEAREST DEALER, CALL 1-W-4-KUB0TA. EXT. 403 OR WRITE TO 
KUBOTA TRACTOR CORPORATION. 3401 DEL AMO BLVD.. DEPT. LM. TORRANCE. CA 90503. FINANCING AVAILABLE THROUGH KUBOTA CREDIT CORPORATION. 

www.kubolaZDPro.com . , 

http://www.kubotaZDPro.com
http://www.kubolaZDPro.com


We've revolutionized aeration with the TurnAer 26. 

adjustable handle 

se it 
less back strain 

30% more produttive 

Filially, the aerator you've always wanted. 
Our new TurnAer 26 is effortless to use-in fact, it operates like a mid-size mower. 

The TurnAer's revolutionary DiffDrive1" with dual brake action lets you turn with the tines 

in the ground...no lifting, turning or strain on your workers' backs. And its handles are 

adjustable for workers of all heights. All these things make it 30% more productive than 

conventional aerators. Increase your profits and make your crew happy with the TurnAer 2 6 -

from Turfco Direct, the Direct answer to your renovation needs. 

The TurnAer 26's DiffDrive" allows you to turn with 
the tines in the ground - no lifting or turning. 

Request a video or catalog: 1.800.679.8201 
Order Direct: 1.800.679.8201 

Visit our website: www.turfco.com 
Circle No. 103 

http://www.turfco.com

