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A golf course isn't the only place for well-managed, disease-free grass. Now there's Armada™, a 
fungicide that protects both your customers' turf and your profit margin — at around half the price 
of leading fungicides. Developed exclusively for lawn care professionals, Armada combines the power 

W W Bayer Environmental Science Bayer Environmental Science, a business group of Bayer CropScience 12 T.W. Alexander Drive, Research Triangle Park, NC 27709 



Unless your typical customer has an 18-hole yard. 

of a systemic and contact fungicide for persistent control of brown patch, leaf 
spot, red thread and 11 other turf diseases. At a price that won't put a hole in 
your wallet. To learn more, call 1-800-331-2867 or go to BayerProCentral.com. 

Armada 
B A C K E D 
by B A V E R . 



JOHN DEERE 
Nothing Runs Like A Deere 

"Space Commander" 
When it comes to navigating tight spaces, some compact 
loaders can be pretty clueless. But not the 244J. Its unique stereo 
steering turns 20 percent tighter, yet articulates less, keeping 
the center of gravity in-line for superior full-turn tipping load 
capacity. Delivers unmatched breakout, reach, stability, and speed 
range, too. When you add it all up. choosing the right compact 
loader is a real no-brainer. Stop in and see the new 244J today. 

www.deere.com/6174 
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S t a n d a r d s w i l l b e s u r p a s s e d 

g e n e r a t i o n -

DECLARATION OF I N N O V A T I O N 
Ferris - the innovation leader - introduces four new models 
for 2005. Standards will be surpassed. Ferris will bring you the 
latest in suspension technology and the most complete line of 
commercial mowers in the industry. 

Learn more about our new mowers for 2005. 
Call 1-800-933-6175 or logon to www.Ferrislndustries.com 

http://www.Ferrislndustries.com
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Bastiaan "Bart" M. Drees is a professor, Regent's Fellow, 
and extension entomologist with Texas Cooperative Extension, 

- r * ' * the Texas A&M University system. Dr. Drees has developed and 
' m C presented educational programs to promote the adoption of 

integrated pest management (IPM) in agricultural production 
systems and urban environments since 1980. From 1997-2003, he coordinated 
and directed the Texas Imported Fire Ant Research and Management Project. 
In addition to conducting applied fire ant research, he develops and conducts 
educational programs for landscape design and maintenance IPM. 

Tom Penning tells us about SWAT (Smart Water Application 
Technology) and how moisture sensors fit into it and their 
importance to landscape irrigation. His report is on page 50. 
Tom's irrigation experience includes both distribution and 
manufacturing in the agricultural and landscape markets. He 
is president of the Irrometer Company, Riverside, CA. 

Judy Guido travels the United States helping Green Industry 
contractors become better business people, especially in the 
areas of sales and marketing. A popular speaker at industry 
conferences, Guido tells you how to analyze the competition's 
strengths and weaknesses so that you can compete profitably. 

Turn to page 22 to find out what competitors don't want you to know. 
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Advanstar Marketing Services. Customized to meet your 
specific needs, reprints are highly effective when you 
use them to: 
• Develop direct-mail campaigns 
• Provide product/service literature 
• Create trade show distribution materials 
• Present information at conferences and seminars 

Extend your coverage to your website. Custom 
reprint packages include an E-Print of the same 

article to post on your website. 
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Watcha Gonna Do? 
\ 

As the old organophosphates fade from 
the scene the new kids on the block are 
ready to fill the gap. Most, however, lack 
broad spectrum control. Many, with single 
modes of action, pose the threat of 

developing resistance. 

ultiple Modes of Act 
Insect Growth Regulation 
Anti-feedant 

Azatrol® EC Insecticide has many modes of 
activity which prevent the build-up of resistance. 

And the many modes of activity also provide a 
very broad spectrum of control. 

Azatrol can also broaden the spectrum of other 
insecticides, making it a perfect IPM companion 
product. 

i ^ i ^ - z i ^ i - r o i i ^ i . 
An Employee-Owned Company 

800.821.7925 azatrol.pbigordon.com 
A*atrok8> is a registered trademark of PBI/Gordon Corporation; €>2004 PBI/Gordon Corporation 

IMew Expanded Labeling! 
Certified Organic Botanical No Preharvest Intervals 

Low Odor Low Toxicity 
Circle 106 



Prond s n p p o r t e r of t h e s e g r e e n i n d n i t r y p r o f e s s i o n a l o r g a n i z a t i o n s : 

BECOME A PART 
OF SOMETHING 

BIGGER. 
Want a way to build equity in your business and become part of a team of 

true professionals? Consider a Weed Man franchise. You'll get unrivaled 

support from a company with 35 years of proven industry experience, 

not to mention a tangible way to maximize your growth. 

Call 888.321.9333 for more information or for a free consultation. 

Circle 107 

1927 Newcastle Street • PO Box 984 • Brunswick, GA 31521-0984 
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K u t - K w i c k C o r p o r a t i o n 
Heavy Duty Commercial Slope Mowers 

ANTLA 
Amrncan N»r»rrv t* 

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

Independent Turf and Ornamental 
Distributors Association 
526 Brittany Drive 
State College, PA 16803-1420 
Voice: 814/238-1573 / Fax: 814/238-7051 

The Irrigation Association 
6540 Arlington Blvd. 
Falls Church, VA 22042 
703/573-3551 
www.irrigation.org 

THE O F F I C I A L P U B L I C A T I O N OF 
Amer ican Society of Irrigation Consultants 
P0 Box 426 • Rochester, MA 02770 
Voice: 508/763-8140 I Fax: 508/763-8102 
www.asic.org 

PgMS 
PLANET 

RISE 

SportsTurf 
• MANAGERS ASSOCIATION 

UTOCA 

VOICE OF TREE CARE 

Ohio Turfgrass Foundation 
1100-H Brandywine Blvd., 
PO Box 3388 
Zanesville, OH 43702-3388 
888/683-3445 

The Outdoor Power Equipment Institute 
341 South Patrick St. 
Old Town Alexandria, VA 22314 
703/549-7600 
opei.mow.org 

Professional Grounds Management Society 
720 Light Street 
Baltimore, MD 21230 
410/752-3318 

The Professional Landcare Network 
950 Herndon Parkway, Suite 450 
Herndon.VA 20170 
703/736-9666 
www.landcarenetwork.org 

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

Sports Turf Managers Association 
805 New Hampshire, Ste. E 
Lawrence, KS 66044 
800/323-3875 
www.sportsturfmanager.com 

Turf and Ornamental Communicators Association 
P.O. Box 156 
New Prague, MN 56071 
612/758-5811 

Tree Care Industry Association 
3 Perimeter Road, Unit 1 
Manchester, NH 03103 
603/314-5380 
www.treecareindustry.org 
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OREGON 
G R O W N 

The tough, tolerant, terrific turfgrass 
preferred by today's homeowners! 

Today's improved turf-type tall fescues are naturally 
darker and finer-leafed with enhanced disease 
resistance bred into each seed. Landscape managers 
find tall fescues now have less vertical leaf growth 
for fewer mowings and less clipping removal, and 
many newer cultivars contain endophyte for insect 
resistance. 

Don't forget that low maintenance tall fescues have 
always been drought, wear, shade, and cold tolerant. 

To ensure quality and integrity in the seed you 
buy, make sure it says Origin: Oregon on the seed 
package analysis tag. ^ ^ 

Oregon Tall Fescue Commission J f v ^ k 
1193 Royvonne Ave. S. / Suite 11 / Salem, OR 97302 / 503-585-1157 fil 



MECHD 
THE NEW SRM-261T FEATURING 50% MORETORQUE. Ask Any Pro/™ 

1-800-432-ECHC) 
©2005 ECHO, Inc. w w w . e c h o - u s a . c o m 
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B U S I N E S S FROM THE BOSS 

OK geese, we give up 
BY RON HALL / Editor-in-Chief 

The geese have won. They strut 
about our property as haughty as 
Spanish grandees. When they ac-
knowledge us at all, they do it with 
a mixture of suspicion and disdain. 

Bitterly we realize that they're 
invincible, unconquerable, forever. 

They're Branta canadensis; we're mere humans, mor-
tals. If anyone is leaving, they know it isn't them. 

Sometime in the next couple of months we're 
leaving our beautiful 7-acre property in a pleasant 
Cleveland suburb for new offices. We've been produc-

ing Landscape Management from this attractive loca-
tion for the past 23 years. A rolling landscape of 

primly cut turfgrass surrounds our building. 
Nice. A person could get used to a place like 

this. We have. By next fall we'll be in new digs. 
Sure, new is exciting. But it's natural to start 

thinking about all the things you're going to miss 
— like the great work environment that our 2-

man grounds/maintenance team provides us. The 
dynamic duo of Tom Sprague and Kevin Icke is on 

our site just about every day mowing, aerating and 
keeping the place a showcase. 
The battle is engaged 
Most of all (I confess this with some guilt) I'm going to 
miss Tom's batdes with the geese. Few people are as 
stubborn as Tom has been in attempting to rid our 
grounds of huge, messy squatters. Years into the battle, 
he's still fighting the good fight. And still losing. 

Tom was younger and, he would admit, more naive 
when he began his campaign about 20 years ago by 
rounding up the geese and, with the necessary permits, 
trucking them to a lake 50 or 60 miles to the east. 

Tom was y o u n g e r and perhaps 
more naive when he began his campaign. 

When the last 
article on goose 
control is written, 
this Canada goose 
will still be honking. 
You can bet on it. 

They were back almost before the truck returned. 
(Were they the same ones? How can you tell?) 

Tom, as patient as he is stubborn, doesn't give up so 
easily. If your first strategy doesn't succeed, try another. 

How about plastic but realistic-looking swans posi-
tioned in our ponds? (Geese are supposed to fear swans 
And they do ... until they figure out they're fakes) 

"Dead goose" decoys scattered on our grounds? 
Yeah, Tom tried that too. ("See guys, this will happen to 
you if you land.") 

Special goose deterrent materials sprayed on the 
turfgrass? (Yes, it worked for a while, but was too expen-
sive to continue on our grounds budget.) 

Tom's latest and probably his final strategy here 
again focuses on our ponds. He has encircled our two 
ponds with a 12-inch-high chicken wire fence. Then he 
stretched strings back and forth just above the water 
surface. Not only doesn't he want the geese to walk 
into the pond, he doesn't want them flying in either. 

They get the message. No more geese in the ponds. 
But they haven't gone away either. There they are, 

tromping about in the grass beside the pond. And 
there's a dozen or more fuzzy young ones too. 

This summer we'll be in new quarters and Tom's 
battles with the geese will be over. 
I hope that honking we hear as j gMi^^ 
we leave isn't laughter. 

Contact Ron at 440/ 
891-2636 or e-mail 
rhall@questex.com. 

mailto:rhall@questex.com


B U S I N E S S BATTLING THE BIG BOYS 

company leaders should try to create a • • 
VISIOI1 of what the market will look like two 

or three years in the future. 

Fight price wars with strategy 
BY BRUCE WILSON 

One of the most common topics dis-
cussed in meetings with contractors 
is the aggressive pricing of large na-
tional companies in building their 
market share. 

Competing contractors often 
claim this has had a negative effect 

on pricing. They ask me, "what can be done about it?" I 
tell them to start by recognizing that these companies 
aren't going into a market pricing work to lose money. 
As far as I know they are profitable companies. 
The ostrich syndrome 
Even so, some companies react with resentment of the 
larger companies. Somehow they feel that the activity 
will stop and the market will return to normal. It's un-
likely this will happen. The companies that feel this 
way are resisting change. 

Other companies react to the presence of a national 
or big regional player by trying to adapt to the change. 
They may price their work lower to compete and 
not lose business to the big boys, who 
have developed a strategy to grow 
their businesses in what they real-
ize is a changing, consolidating 
marketplace. 

The best practices in-
volved in dealing with 
competition revolve 
around good strategy 
driven by customers. Most 
companies' leader are too 

wrapped up in day-to-day fire fighting to develop strat-
egy to position their company for ongoing success. 
Merely reacting to low pricing is not a strategy. 

Keep looking ahead 
Company leaders should try to create a vision of what 
the market will look like two or three years in the fu-
ture. Who will be the best customers? What will the 
competition likely be doing? What will customers 
want? If larger companies are going after certain cus-
tomers, those customers might not be the ones for you. 
Just because you had a value proposition that worked 
for a particular customer before, it doesn't mean that 
you do today. 

You do not want to just keep up with competition 
and the market; instead think of "leap frog" ideas to 
jump ahead of the competition. It may mean finding a 
new ideal customer or changing the way you serve ex-
isting customers. 

As you work your way through this busy season and 
planning for next year, set aside quality time to build a 
strategy that gets you out of the mode of reacting to 

other companies in your market. Focus on a strat-
egy that fits your company to customers 

of the future. 
— Bruce Wilson is a partner 
with entrepreneur Tom Oyler 

in the Wilson-Oyler Group, 
which offers consulting 
services. He is also the 
director of the Symbiot 

Landscape Network. Visit 
www.wilson-oyler.com. 

http://www.wilson-oyler.com


IT'S ABOUT giving you A LEG TO STAND ON 
In a highly competitive industry, even the strongest, most independent business can use some help. At Bayer, solving your problems and upgrading 
the solutions is a big reason why we come to work in the morning. Right now our turf and ornamental division has more than 40 new product 
innovations in various stages of development. Products that will all come with our 100% guarantee of 
satisfaction. There are also creative business support and training programs like Accolades and Bayer Academy B A C K E D 
that can help revitalize and grow your business. To learn more, call 1-800-331-286? or visit BayerProCentral.com. V i z by B A Y E R . 
Bayer Environmental Science, a business group of Bayer CropScience I 2 T.W. Alexander Drive. Research Triangle Park, NC 27709 I Backed by Bayer and Accolades are trademarks of Bayer. 
Always read and follow label directions carefully. I ©2005 Bayer CropScience 

(•Jj) Bayer Environmental Science 
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In the Know 
NEWS YOU CAN USE 

ASIC toured two 
sites where hvac con-
densate is collected 
in tanks likes these 
and used to irrigate 
the surrounding turf. 

move the hvac condensate 
(and, in some cases water from 
hvac system's chill towers) into 
three 5,000-gallon metal tanks 
behind the building. The water 
is then pumped from the tanks 
to irrigate the turf and other 
landscape plants. 

Fail/safe measures 

BY RON HALL / Editor-in-Chief 

Some of the irrigation 
water you will use for 
your landscapes may 

come from what might seem 
an unlikely source — the con-
densate from heating, ventila-
tion and air conditioning (hvac) 
systems. Properties in San An-
tonio, TX, are already collecting 
and reusing this water. They're 
significantly lowering the 
amount of potable water used 
in maintaining their landscapes. 

Landscape Management 
magazine, in the company of 
more than 50 members of the 
American Society of Irrigation 
Consultants (ASIC), visited 
two San Antonio properties ir-
rigated with these systems on 
May 17. While both systems 
are new, initial water savings 

Sensors regulate the amount 
of water within the tanks, 
keeping the level from drop-
ping too low or from overflow-
ing, explained Clark. The key 
to the system is designing the 
right size tanks for the prop-
erty and landscape. 

When there isn't enough 
condensate to irrigate the land-
scape, potable water is used, 
added Alex Garza, the irriga-
tion expert who assisted on the 
project. 

He said the landscape re-
quires the most irrigation (per-
haps 60% of the year's total) in 
July. Because of the heat and 
humidity, this also coincides 
with the peak supply of hvac 
condensate. 

"Even if we have to use a lit-
tle potable water, we're perfectly 
happy with taking advantage of 
the condensate," added Garza. 
He said a similar water recovery 
system is being constructed for 
a 50-acre site in Dallas. It will 

have been encouraging enough 
to spawn similar systems, ASIC 
members learned. 

The second (and more in-
teresting) of the two ASIC 
stops was at the San Antonio 
Development Services Center, 
located several miles from 
downtown. The property con-
sists of new brick building with 

adjacent parking lot. It is land-
scaped with small areas of turf 
and drought-resistant ornamen-
tals and grasses and other 
water-conserving plants line the 
property near the street. 

"We wanted this to be a 
showcase," said Landscape Ar-
chitect Larry Clark. In the 
process he had to incorporate 

"a lot of things to make 
it green." 

One of them is the 
condensate collection 
system for irrigation. 
The system is relatively 
simple, consisting of a 
low-volume pump to 

Landscape Architect 
Larry Clark, microphone, 
and irrigation expert 
Alex Garza, say the water 
savings are significant. 

contain three 30,000-gallon 
tanks to collect the condensate 
and the water from the system's 
cooling towers. 

If you live in regions of the 
Sunbelt looking to reduce 
potable water use in landscape 
irrigation, don't be surprised to 
see or to be asked to maintain 
similar systems soon. 



THE JOBCLOCK? THE LANPSCAPER'S TIMECLOCK: 
RUGGED - POWERFUL - ACCURATE - OPERATES 24/7 - ATTACHES ANYWHERE 

Call today: (888) 788-8463 www.jobclock.com 
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In the Know 

Happy ending for H-2B 
WASHINGTON, DC — Companies hit by 
this year's early H-2B cap have the chance 
now to apply for additional much-needed 
seasonal employees. 

The US Citizenship and Immigration 
Service (USCIS) is accepting applications 
for H-2B workers seeking 
employment dates as early 
as immediately. The USCIS 
defines returning workers 
for both the remainder of 
2005 and 2006, and esti-
mates an additional 35,000 
new people will be allowed 
to enter the country and 
work this year based on the 
number of return workers 
already here. 

"We are very pleased to 
see USCIS work so expedi-
tiously to ensure timely implementation 
of legislation that is so critical to the 
survival of landscape firms in today's 
marketplace," said John Meredith, director 
of legislative relations for The American 

An additional 
35,000 people 
will be allowed 

to enter the 
country and 

work this year. 

Nursery & Landscape Association 
(AN LA). 

Since January, when the H-2B cap 
for the year was reached in just a few 
days, both ANLA and the Professional 
Landcare Network (PLANET) have 

collaborated with a 
broad-based "H-2B Coali-
tion" in lobbying Congress 
to get this relaxation of 
the H-2B cap 
enacted into law. 

In early May, President 
Bush passed an appropria-
tions bill including an 
amendment easing the 
cap on the number of H-
2B visas granted in a year. 
This year, the cap was 
reached in January. 

For additional Landscape Management 
H-2B coverage and a link to download the 
complete USCIS guidelines, visit 
www.landscapemanagement.net and 
click on the H-2B link on the home page. 
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It's PGMS 
award time 
BALTIMORE — Start sprucing up now in 
preparation for this year's 33 rd annual 
Grounds Management Awards spon-
sored by the Profes-
sional Grounds Man-
agement Society 
(PGMS) and Land-
scape Management. The 
program salutes 
grounds superintend-
ents responsible for maintaining a well-
manicured landscape year round. This 
year the application process is simpli-
fied, since participants can submit digi-

tal photography instead of slides and 
photo prints. 

Fifteen entry categories run the range 
from small site to urban university 
grounds, including everything in be-
tween from zoos to cemeteries to ath-
letic fields. PGMS and Landscape Man-

agement present two 
classes of awards, 
Grand and Honor 
awards, in conjunction 
with GIE 2005 in Or-
lando this November. 

Deadline for entry 
is August 5. For complete entry 
information contact PGMS at 800/ 
609-PGMS or visit 
www.pgms.org/greenstarawards.htm 

MHMI 
Star 
Awards 

Syngenta a n d 
LESCO part 
c o m p a n y 
GREENSBORO, NC 
AND CLEVELAND — Syngenta 
Professional Products and LESCO 
will end their business relationship. 
After an as-yet-unspecified transi-
tion period, LESCO no longer will 
distribute the Syngenta product 
line. Both companies cite business 
differences as the reason for the 
split. 

Say 'Hola' to 
Spanish Ferris site 
MUNNSVILLE, NY — Ferris Indus-
tries launched a Spanish version of 
its Web site to communicate more 
effectively with all customers. 
Spanish product literature and 
showroom materials also are avail-
able at dealerships. 

Court rules in 
FMC's favor 
PHILADELPHIA — A US District 
Court issued a preliminary injunc-
tion in May against Control Solu-
tions Inc., Pasadena, TX, in a dis-
pute with FMC Corp. FMC filed suit 
in April, alleging that Control Solu-
tions' Bifen l/T label infringed on 
FMC's TalstarOne muti-insecticide 
label copyright. The court ordered 
Control Solutions to stop manufac-
turing the label and making the 
product available. 

B r i c k m a n e x p a n d s 
into Michigan 
GAITHERSBURG, MD —The Brick-
man Group acquired Troy, Ml-
based Lakewood Landscaping, a 
$12 million commercial mainte-
nance business with four branch of-
fices in Michigan. Bob McGinness, 
former general manager of Lake-
wood Landscaping, heads up the 
new region. 

http://www.landscapemanagement.net
http://www.pgms.org/greenstarawards.htm
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In the Know 
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A w O p i v C X V O l f t i p a l A f t l w a the Upper Midwest and Bill 
Affinito serves New England. 

Phoenix 
Environmental 
Care LLC named 
Craig Smith, 
formerly of Griffin 
LLC, as aquatic 

business manager. 

Debra Holder joined The 
Brickman Group as director 
of industry relations. She 
recently retired as CEO of the 
Associated Landscape Con-
tractors of America (ALCA). 

Nemetschek North 
America promoted Sean 
Flaherty to CEO. He succeeds 
company founder Richard 

Diehl, who retired after 20 
years with the company. 

Prokoz named Mohamed 
Rachadi to its management 
team as marketing manager. 

Eastern Land Manage-
ment has a new leadership 
lineup: Victor Palacios, land-
scape maintenance; 
Jonathan Trottier, special 
projects/snow management-
Scott Pena, turf & ornamen-
tals; Bruce Moore Jr., water 
management; and Carole 
Caldwell, office manager. 

The Tree Care Industry As-

sociation elected Tim 
Harris, president of Buckley 
Tree Service, as chairman of 
its board of directors. 

James Doyle 
was named 
president-
Engine 
Business for 
the Kohler Co. 

Aqua Control Inc. named 
Warren Thoma & Associates 
its new Midwestern represen-
tative. 

PBI/Gordon Corp. hired two 
new territory sales represen-

Arborwell, a California pro-
fessional tree management 
and plant health care service 
provider, added Andy 
LaVelle to its executive team. 

Peterson ap-
pointed Garth 
Cook the new 
area sales 
manager for 
the North 

America Central Region. 

Syngenta Professional 
Products hired Jason 
Whitediffe as turf and orna-
mental sales representative 
for Georgia and Alabama. 

BRILLIANT 
That's One Way to Describe 
Our Fountain Glo™ System. 
With the Fountain Glo" underwater lighting system, 
Otterbine Aerating Fountains keep captivating onlookers 
even at night. Add colored lenses and light sequencers 
to any Otterbine Aerator or Fountain, and you've got 
the perfect mood enhancer. Plus, a Fountain Glo 
lighting system adds value and security to any property. 
For over 50 years, Otterbine has been improving water 
quality and creating striking displays. We also offer world-
wide distribution and service, 24-hour design turnaround 
and a complete line of pond and lake management 
products including: 
• Aerating Fountains 

Industrial Surface and Sub Surface Aerators 
Fractional Aerators (1/4HP & 1/2HP) 

• Giant and Instant Fountains 
Fountain Glo Underwater Lighting 

For a pond and lake management 
CD-ROM, free site evaluation or 
Otterbine product information, 
call 1-800-AER8TER, 
610-965-6018 or visit 

www.otterbine.com. 
Product leasing available. 
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Get more done in a day. Bobcat® equipment offers the possibilities and the profits. 
Only Bobcat offers all the machines and attachments you need for turf installation. Start with faster soil preparation 
and finish by applying turf quicker than by hand. The faster you get it installed, the sooner you can get on to the next job. 
Bobcat also offers attachments for land clearing, hardscaping, irrigation installation and many other landscaping tasks. 
By adding the right attachments you can expand your services and grow your business. 

2 

W Bobcat 
www.bobcat.com/0498 
Toll-free for all-new CD-ROM and Buyer's Guide 

1-866-823-7898 ext. 0498 
One Tough Animal 

Bobcat Company West Fargo, NO 58078 Cirde 117 (Iff* IngersoNflMd b 

http://www.bobcat.com/0498


In the Know 

DC is the place 
to be in July 
WASHINGTON, DC — This summer, take 
some time out to make your voice heard 
on Capitol Hill. Both the Professional 
Landcare Network (PLANET) and the 
American Nursery & Landscape Associa-
tion (ANLA) kick off legislative events 
here on Sun., July 17. Both organizations 
meet up for a joint issues briefing on Mon., 
July 18, to learn more about small business, 
H-2B, turfgrass and pesticide issues and leg-
islation, then again for a Congressional re-
ception Tuesday night with US House and 
Senate members. 

The signature event of PLANET's Leg-
islative Day on the Hill is always the Re-
newal & Remembrance at Arlington Na-
tional Cemetery and Congressional 
Cemetery, held this year on Monday morn-

ing. Tuesday is reserved for meetings on the 
Hill with your state's lawmakers. On July 
14-17, prior to Legislative Day, PLANET 
holds its Summer Leadership Meeting. 

ANLA's One Green Industry confer-
ence also includes Capitol Hill visits and a 
packed Tuesday and Wednesday schedule 
of government officials and industry ex-
perts addressing Green Industry issues. 

Both organizations urge participants to 
book Capitol Hill appointments early. 
PLANET has scheduling directions online 
at www.landcarenetwork.org, ANLA will 
book appointments for registrants. Register 
online at www.anla.org. Complete sched-
ules and hotel information are available on 
each organization's Web site. 

SCHEDULE HIGHLIGHTS 
•PLANET 2005 
Legislative Day On the Hill 
SUNDAY, JULY 17 
6 - 7 p.m.: Welcome and mentoring reception 

MONDAY, JULY 18 
7 a.m. - 1 p.m.: Renewal & Remembrance 
at Arlington National Cemetery and 
Congressional Cemetery 
2:30 - 6 p.m.: Joint welcome session 
and issues briefings 
6:30 p.m.: PLANET reception and dinner 

TUESDAY, JULY 19 
9 a.m. - 5 p.m.: Capitol Hill appointments 
5:30 p.m.: Joint Congressional reception 

•ANLA One Green Industry 
legislative conference 
SUNDAY, JULY 17 
5:30 p.m.: Horticultural Research Institute recep-
tion and ANLA membership dinner and awards 
evening at River Farm. Requires separate ticket. 

MONDAY, JULY 18 
9-11 a.m.: Green Industry new ideas session. 
Requires separate ticket. 
2:30 - 6 p.m.: Joint welcome session and 
issues briefings 

TUESDAY, JULY 19 
Morning: Issues updates with representatives 
from 0SHA, USDA and the Congressional 
Management Foundation 
12-5 p.m.: US House of Representatives 
appointments 
5:30 p.m.: Joint Congressional reception 

WEDNESDAY, JULY 20 
7:30 a.m.: Breakfast with Sen. Judd Gregg (R-NH) 
9-11 a.m.: Issues updates on pesticides 
and invasive plants 
11:15 a.m.: Lunch with guest speaker Republican 
political strategist Mary Matalin 
1 - 4 p.m.: US Senate appointments 
4:30 p.m.: Wrap-up reception 

Listings in bold are joint events 

PA's Turfgrass 
Research Report 
avai lable 
STATE COLLEGE, PA — The Penn-
sylvania Turfgrass Council (PTC) has 
created a Resource Center as part 
of a redesign of the PTC Web site. 
Penn State's "2004 Turfgrass Re-
search Report" now is available on-
line at www.paturf.org. The an-
nual report includes results of 
PTC-supported research on fungi-
cide, herbicide and fertilizer evalu-
ations, topdressing and athletic 
field studies. 

Franchise fee 
r e d u c e d for vets 
BURNSVILLE, MN — Jet-Black 
joined VetFran, a federal program 
that offers armed forces veterans a 
25% discount off the standard Jet-
Black franchise fee. The asphalt 
maintenance company has more 
than 100 locations across the 
United States. 

Aqua Engineering 
g r o w s 
FT. COLLINS, CO — Aqua Engineer-
ing, Inc., based here, acquired the 
irrigation consulting firm of Terry J. 
Little, ASLA, ASIC, Dallas, TX. Since 
1975 Aqua Engineering has spe-
cialized in providing irrigation en-
gineering and master plans as well 
as pump and water feature me-
chanical design. 

Davis Equipment 
acquires Sun Turf 
JOHNSTON, IA — Davis Equipment 
Corp. acquired the assets of Sun 
Turf, Inc., St. Paul, MN, a regional 
supplier of professional grounds 
care equipment. The new com-
pany, Davis Sun Turf, serves cus-
tomers in the North Central US. 
The company represents brands in-
cluding Jacobsen Power Equip-
ment, Husqvarna, The Andersons, 
Jacklin Seed, Smithco and others. 

http://www.landcarenetwork.org
http://www.anla.org
http://www.paturf.org


29.5cc, Strato-Charged™ Engine 
No Catalytic Converter 
Pure 2-Stroke Technology 
No Valve Maintenance Required 
Free Flow™ System 

Light, WeighsJust 11.2 lbs. 
2.5" Large Diameter Clutch 

Pro Grade PT104 Plus Trimmer Head 
Solid Steel Drive Shaft 

Durable 4-Bearing Gear Case 
300 Emissions Durability Hours 
2 Year Commercial Warranty 
Fixed Line Head Ready 
"W" Handle Model Available 

Are You Ready to Unleash the Beast? 

BCZ3000S 
PRO GRADE BRUSHCUTTER / TRIMMER 

FOR HEAVY DUTY APPLICATIONS 
r v o m a i s u z . e n o a n n m e r i c a , i n c . 
4344 Shackleford Road, Norcross, GA 30093 

Phone: 800-291-8251 Fax: 770-381-5150 www.redmax.com 

http://www.redmax.com


BUSINESS CLIMB TO THE TOP 

FOIIOW mis compeiiiive analysis 
and you're on your way to becoming 
a top player in your market 
BY JUDITH M. GUIDO 

Competition is everywhere and 
it's relentless. It raises its ugly 
little head whether you're 
working the low or high end 
of your market. 

But, Mr. or Ms. Green In-
dustry Business Owner, what do you really 
know about your competition? Sure you're 
aware of competitors' names and some of 
the services they offer, but what else? Do 
you recognize the competitive issues that 

give your market its unique person- y 
ality? Do you understand how these 
issues affect your company? Have you 
developed and are you working a plan 
to give your company competitive ad-
vantages in your marketplace? 

Even though there might be more of 
it than you'd like, competition isn't bad. 
It drives us to continually improve every 
aspect of our businesses, products and 
services. And, you guessed it — 



OUTSMART THE COMPETITION 

competit ion is only going to grow. 
Consider that the United States has at 

least 68,000 registered Green Industry 
service companies. Because of the low 
barriers of entry to landscape contracting 
(usually all that is needed is a business li-
cense) it's generally believed there are at 
least another 30% that aren't registered. 
Some industry veterans feel even that 
might be conservative. 

With so many companies offering serv-
ices for hire, how do you begin to under-
stand the depth of the competition? 

Start at the most basic level; realize that 
a competitor is any organization that offers 
the same, similar or substitutable products 
or services in the geographic business area 
where you do business. Indeed, you proba-
bly have different competitors for the dif-
ferent products and services you deliver. 
For example, if you're a full-service com-
pany that provides tree services, that seg-
ment of your business may compete di-
rectly with tree care specialists who only 
perform those jobs. The same holds true of 
lawn care, lighting, design, irrigation serv-
ices or holiday decorating. 

Here are the 10 things you must do to 
get a handle on your competition. Your ul-
timate goal is to get them to begin copying 
and chasing you as the market leader. Not 
the other way around. 

1Analyze your competitors. Start with 
ones that compete most directly 
against your services or products, but 

don't neglect the others. Can you match or 
exceed their resources or capacity to serve 
the market? Be realistic If they can provide 
a specialty product or service that you can't, 
investigate why and whether it would be 
advantageous to add this product or service. 
How about your main competitors' pricing? 

2 Examine the the most competitive 
operations in your market. If your 
company is not in this category, how 

Building a better selling position in your market requires an understanding 
of two concepts that can be of immense value to you — business intelli-
gence and competitor intelligence. 

Business intelligence is the information you collect and use that gives you a 
competitive edge. For instance, your research may tell you that a certain (and 
perhaps profitable) segment of your market would pay a premium to receive 
organic lawn care. This research could come from client surveys/interviews or a 
more general market study. 

Networking within related but separate industries and/or service organiza-
tions is another excellent way to build your business intelligence. The more busi-
ness contacts you make, whether they're in the Green Industry or not, the more 
you will learn. For example, you may learn from a particular developer that he or 
she is planning a huge housing project, allowing you to build a relationship and 
deliver a proposal before competitors even learn about it. You can't collect too 
much data about your market. Your level of your organization's business intelli-
gence will grow as you dig ever deeper into your market and what makes it tick. 

Competitor intelligence, on the other hand, is more specific. This is data you 
collect on a particular competitor or group of competitors. Some common but 
vital types of information include competitors' pricing, terms and length of their 
contracts, any special services they offer, warranty and callback policies. Competi-
tor intelligence (CI) is a key link between your marketing and sales efforts. Again, 
it would be impossible to collect too much information on key competitors. 

But how do you go about increasing your competitor intelligence? 
In a phrase, learn as much as you can about your chief competitors. Examine 

their marketing pieces. Determine their unit prices. Investigate (as much as you 
can, anyway) their safety records, their training practices, any special skills their 
employees possess and their financial situations. You will surprise yourself about 
the amount of information that you can learn about your competition. 

The Internet is an excellent tool to increase your competitive intelligence. It 
can be your gateway to public records, for example, informing you of lawsuits 
brought by vendors or bids offered by competitors to public contracts. Many 
counties and towns will post the information online and provide pricing, time-
lines, key personnel, vendors and some financial data on the company. Entire 
contracts are often posted. 

But, in almost all cases, it's your team's daily interaction with clients and 
prospects that provides the best feedback in building your CI. 

As your team members develop these relationships, clients and prospects 
often discuss freely what the competition is saying about their service, products, 
personnel, direction, problems and pricing. Take this information back to the of-
fice and share it with key sales, management and operational team members. 

Finally, if you miss out on a job, it's a great opportunity to gather CI, since 
customers often feel badly that they didn't give you the job. Take advantage of 
this opportunity to ask why the competition won the contract. How did you 
compare with the competition? 

Competitive intelligence isn't merely a strategic exercise. It yields rich, timely 
and tactical information critical to your sales and marketing efforts. It's a potent 
tool to open more profitable business relationships. 

— JG 



do you respond? A common tactic is to 
copy strategies used by the market leaders, 
but that doesn't provide a competitive ad-
vantage. It doesn't separate the "me-too" 
from the market leader in customers' eyes. 
It brings no added value to the market. 

3 Determine if and how competitors 
add value that customers are willing 
to pay for. Can the value be defined 

in terms of quality of service? Rapid service 
delivery? Customer convenience? Choice 
of payment plans or extended credit terms? 
More comprehensive service offerings? A 
broader network of contacts? 

4 Identify the specific customer groups 
that your competitors target. Likely 

you're chasing the same customer 

base. Obviously, you all want long-term 
customers with ongoing profit potential, 
and you'll battle long and hard for these. In 
your competitive industry you'll have to 
make tough decisions about matching or 
exceeding competitors' claims or offers to 
land or keep them. And how you will iden-
tify and target other potential client groups. 

5 Determine competitors' pricing and 
their financial stability. This requires 
homework but it's worth the effort. 

This knowledge allows you to make rea-
sonable assumptions about their cash 
flow situations and their purchasing, serv-
ice, routing or mark up advantages. Dis-
counts for pre-pays can be a big deal in 
some markets. Do they bill on a straight-
line month or by work completed? 

6 Build your knowledge of their service 
provider/supplier relationships. Is 

your competition better positioned 
with suppliers? This could include re-
ceiving co-marketing dollars, getting ex-
tended terms, receiving on-site material 
deliveries and acquiring customers from 
supplier referrals. 

7 Try to project competitors' future 
moves. It just makes good business 
sense to track those services and cus-

tomers your competition will be targeting 
next season, or even several years from 
now. Keep in mind that competitors may 
increase their market presence by buying 
other companies. Or they may become the 
target of a bigger firm that sees your mar-
ket as a great opportunity. 

VERMEER 
Leading Versatility in Landscape 
The Vermeer• compact equipment 
line is built rugged to meet the 
customers' need for reliable work 
site productivity. Labor savings 
ideas, versatile solutions, and 
local dealer support are just 
the beginning of the Vermeer 
commitment to the landscape 
market. To us, it's simple. We've 
been doing it for more than five 
decades. Call 1-888-VERMEER 
or visit www.vermeer.com. 

Vermeer 

VERMEER and VERMEER LOGO are repstered trademarks o»V 
O 2005 Vermeer Manufacturing Company. AH Rights Reserved 

if Manufac tu r ing Company in the U.S arxt'or 
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8 Determine how much better than 
the competition you must be to win 
customers. Develop a position in the 

market that customers perceive as signifi-
cantly superior to competitors. It could 
focus, for example, on a pricing advantage 
(usually resulting from efficiencies), re-
sponsiveness, product/service quality or 
some other area that the most profitable 
customers in your market perceive to be 
valuable. (It would be unlikely — make 
that almost impossible — to hold a mar-
ket-leading position in all of the above.) In 
other words, you can't afford to have your 
services viewed as commodities. Train 
your personnel to recite your main value 
statements then practice them every day. 

9 Keep your radar alert for new 
companies, service offerings, trends 
or shifts in your market. Do you have 

a process in place to gauge the market's re-
ceptiveness to these new providers or serv-
ices? Markets change, and market leaders 
realize they must adapt and change as well. 

10 
PARKING LOT 

SWEEPING 
FREE information on 

starting sweeping 
• Use your own truck 
• Profit potential 
• Hov 

800-345-1246 
www.mascosweepers.com 
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your market. Unless you're 
convinced that your company is the un-
questioned best choice, you still have work 
to do, maybe lots of work, before your com-
pany is the market player you want it to be. 

In fact, even if you're the king of your 
market and your competitors are copying 
what you do, never get complacent. The 
competition never rests, LM 

— The author is principal of Guido & 
Associates, a learning organization that 

helps green companies grow their people and 
profits. Contact her at 818/800-0135, 

judy@guidoassoc.com or 
www.guidoassoc.com. 

Finally, put yourself in your 
customers' place. Ask yourself, 
and be brutally honest, if and why 

ElllinB 
Irrigation * Golf * Industrial 

Your premier wholesale distributor stocking all major manufacturers' irrigation and landscape 
equipment. We're committed to providing the best customer service in the industry. Stop by 
your local branch today, where our trained and friendly people are ready to serve. 

800.343.9464 | www.ewingl.com 
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14 common-sense tips for 

MOWER 
SAFETY 
Lawnmowers are a key com-

ponent of the landscaping 
industry. Unfortunately, they 
are also a main source of ac-
cidents and injuries. While 
many of these are minor ac-
cidents that involve bums or 

bruises, the more severe ones can result in 
the loss of a limb or even a life. Common 
causes for these accidents include driving 
too fast, mowing on uneven ground, using a 
mower that has not been mechanically 
maintained, and pushing a mower beyond 
safe limits. Fortunately, most hazards can be 
avoided by taking common-sense precau-
tions. Remember that it is the employer's 
responsibility to ensure that employees are 
safe on the job. 

Take precautions to ensure the safety of 
your employees before starting the job: 

IMake sure that your workers have 
the correct equipment for the job at 

hand. If an area is too sloped, or the 
ground is too uneven to operate the 
mower safely, use a weed eater or push 
mower instead. 

Pull this out and 
pass it on to avoid 
costly safety errors 

BY SHANNON DECAMP 

2 Understand the throwing capabilities 
of the equipment, and make sure 

that the area is clear of anything that the 
mower might fling. 

3Do NOT permit removal of any 
equipment shields and guards that 

are installed on the equipment. 

4 Determine that the mower is in 
sound mechanical condition on an 

ongoing basis. 

5 Wear the proper clothing and protec-
tive equipment. This includes heavy-

duty shoes, long pants and sleeves, safety 
glasses with impact-resistant lenses and 
hearing protection. Avoid loose clothing 
and jewelry that could get caught in the 
machinery. 

6 Always fill the tank BEFORE starting 
the job, outside, in an open area, 

away from cigarettes or other heat sources. 
NEVER refuel a hot motor. 

7 Do not mow under conditions when 
traction or stability is questionable. 

8 Understand how the mower operates 
and hang on to all safety manuals. 

9 Prepare the machine before use. Take 
available measures to increase stabil-

ity, steering and traction. Make sure that 
the mower is in neutral before starting it. 

After taking pre-work precautions, follow 
these additional common-sense guidelines 
for safety while mowing: 

WNEVER take passengers on 
mowing equipment, and always 

look behind the mower before backing up. nRemember how to mow safely on 
sloped or uneven ground. With a 

riding mower, mow up and down the slope. 
With a walk-behind mower, mow across the 
face of the slope. Mow slowly enough to be 
able to see and react to hazards in the path. 
NEVER try to stabilize a riding mower by 
putting your foot on the ground. 

NEVER make adjustments to 
any mechanism of the equip-

ment while the mower is running. 
Practice safe dismounting. Disen-
gage the PTO, engage the brake, 

and stop the engine and all parts before 
getting off the mower. Employees should 
be trained on precautions to take when dis-
mounting the mower. 

MDisengage the PTO to stop the 
mower blade whenever you drive 

between mowing jobs, cross a road, path or 
sidewalk, or when the mower is not in use. 

By properly maintaining your equip-
ment, by following all required OSHA stan-
dards, and by ensuring that your employees 
use these common sense safety guidelines, 
you will reduce your risk of injury substan-
tially. Have a safe summer of mowing! LM 
— The author is client services manager with 
TechneTrain. Contact her at 800/852-8314. 

The company offers a Nursery and Land-
scape Federal OSHA Compliance Manual. 



More power, productivity and profits. 
Right before these very eyes. 

» Don't blink. Or you might miss the most 

powerful and productive zero-turn mower 

out there. With a 33-hp gas engine, fast 12cc 

Hydro-Gear pumps and up to a 72-inch 

deck, the Predator-Pro offers higher ground 

speed for increased productivity and profits. 

©2005 Jacobsen, A Textron Company. All rights reserved. 
Hydro-Gear' is a registered trademark of Hydro-Gear, Inc. 
BOB-CAT' is a registered trademark of Ransomes, Inc. 
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» Powerful, rugged and productive, nothing 

has the look of pure power like a 

BOB-CAT*. Visit your dealer or 

bobcatturf.com/predatorpro 

and experience one today. 

The look of pure power. 



Innovations 
HOT N E W PRODUCTS 

IMove it right 

For tricky elevations when a 
laser just won't cut it, Caterpillar's 
new AccuGrade GPS grade con-
trol system is designed to help op-
erators move material correctly the 
first time. The factory-installed sys-
tem is integrated into tractor con-
trols, allowing the user to use GPS 
for complex designs, then switch 
to laser for flat, consistent slopes. 
AccuGrade uses a dual combined 
receiver and antenna system, 
which collects positioning data 
from satellites and an off-board 
GPS base station. The AccuGrade 
calculates the position of the blade 
relative to the design plan with 
centimeter-level accuracy. The op-
erator sees the results on an in-cab 
display in several formats. 
For more information contact 
Caterpillar at 309/675-1000 or visit 
www.CatAccuQrade.com I 
circle no. 250 

2 Split personality 

It's a rake, it's a broom — it's 
Quickie Manufacturing Corp.'s 2-
in-1 landscaper's push broom, a 
heavy-duty push broom with an 
aluminum rake on the opposite 
side of the head. Designed for 
spreading, sweeping or raking 
mulch, leaves and debris, the 
broom has an 18-in. solid hard-
wood block with stiff poly fibers 
on one side and a rust-proof alu-
minum rake on the other 
mounted with four connectors. 
The landscaper's push broom has 
a 60-in. hardwood handle and is 
the ideal dual tool for flower beds, 
driveways, walkways, patios and 
landscape stones, according to the 
company. 
For more information contact 
Quickie Manufacturing Corp. at 
800/257-5751 or visit 
www.quickie.com I 
circle no. 251 

3 Need a trim? 

Cutting large areas of grass is 
usually a two-person or two-trip 
job, involving one pass with the 
riding mower and another with 
the trimmer. 4M's new string trim-
mer attachment is designed to 
make mowing a one-trip job. The 
trimmer attaches to the body of 
almost any brand of riding mower. 
The operator uses a foot pedal to 
activate the trimmer and extend or 
retract it for a close cut around ob-
stacles. Feed more line as needed 
and tilt the head to any angle, all 
from the seat of the mower. The 
4M string trimmer attachment is 
available in three models: one hy-
draulic version that delivers 3 hp 
and 8,500 rpm, and two elec-
tronic versions. 
For more information contact 4M 
at 866/623-8264 or visit 
www.4mtrimmers.com I 
circle no. 252 

4 Spray it 
don't say it 

The new low-profile Toro Work-
man 200 gallon (757 liter) sprayer 
provides precise applications of 
herbicides, fungicides, pesticides 
or fertilizers. With the easy Toro 
on/off system, your Workman 
3000 or 4000 series utility vehicle 
is quickly transformed into a highly 
productive sprayer. The heavy duty 
Toro Workman converts in min-
utes, so you can tow, haul and 
spray in any given hour. An op-
tional high-flow hydraulics kit is 
available for additional power to 
run the sprayer and all other at-
tachments. The sprayer joins the 
line of Workman attachments in-
cluding the Topdresser 1800, de-
bris blower, Vicon spreader, Rahn 
infield groomer, vertical lift and 
others. 
For more information contact The 
Toro Co. at 800/348-2424 or visit 
www.toro.com I circle no. 253 

http://www.CatAccuQrade.com
http://www.quickie.com
http://www.4mtrimmers.com
http://www.toro.com


Brown Patch Program Can Boost 
Your Bottom Line 
Identify New Revenue Opportunities and Increase Your 
Service Offering With Heritage® Fungicide 
Looking for new ways to increase your service offering and positively impact 
your bottom line? Incorporating a brown patch control program with Heritage 
fungicide from Syngenta Professional Products can do just that. A Heritage 
brown patch program offers you an opportunity to capitalize on an existing 
problem that few of your customers recognize, while increasing your service 
fees—boosting your bottom line. 

With the active ingredient azoxystrobin, Heritage is a fungicide with a novel mode 
of action that consistently provides exceptional disease control and improves 
overall turf quality. Heritage controls a broad spectrum of diseases, including 
brown patch, and also offers: 

• Curative activity against certain diseases, after infection occurs 
• Long-lasting, broad-spectrum preventative disease management 
• Control of the six toughest turf diseases 

Additional Syngenta resources available to you when implementing a Heritage 
brown patch program include pest outlooks and the 30-year disease mapping 
features on GreenCast* (www.greencastonline.com). Utilize GreenCast to 
help you sell the Heritage brown patch program by determining when brown patch 
is most prevalent in your area and when to make Heritage applications. 

For more information about how to increase your service offering—and bottom 
line—with a brown patch control program that incorporates Heritage fungicide, 
contact your local Syngenta representative at 1-866-SYNGENTA (796-4368). 

r 

Paid, Advertisement 

How to Spot Brown Patch 
The symptoms of brown patch can 
vary depending on the grass cultivar, 
soil, climactic and atmospheric 

conditions, as 
well as intensity 
of the turfgrass 
management. 
Brown patch 
typically causes 

rings or patches of blighted turfgrass 
that measure 5 inches to more than 
10 feet in diameter. It also causes leaf 
spots and "smoke rings"—thin, 
brown borders around the diseased 
patches that appear most frequently 
in the early morning. After the leaves 
die in the blighted area, new leaves 
can emerge from the surviving 
crowns. On wide-bladed species, leaf 
lesions develop with tan centers and 
dark brown to black margins. 

Brown patch favors high humidity 
as well as temperatures of over 
85 degrees Fahrenheit during the 
day and over 60 degrees Fahrenheit 
at night. Brown patch can be quite 
active at cool temperatures on warm-
season grasses in the spring and fall. 
It also occurs in areas that experience 
more than 10 hours a day of foliar 
wetness for several consecutive days. 
Brown patch 
infestation is 
more severe 
when the turf 
is cut to a 
height less 
than the optimum for the turfgrass 
being grown. 

FREE CD 
Heritage product demonstrations, 
disease management tips, labels, disease 
identification guide...It's your own reference 
library, all on one CD. Order yours today at 
www.heritage-fungicide.com 

syngenta 

©2005 Syngenta. Syngenta Professional Products, Greensboro, NC 27419. GreenCast*, Heritage*, and the Syngenta logo are trademarks of a Syngenta Group Company. 

Circle 122 

http://www.greencastonline.com
http://www.heritage-fungicide.com


COMMERCIAL POWER 

To make valve adjustments, either on a 
gasoline or OHV-type diesel engines, 
follow these simple steps: 

1. Always make adjustments on a cold engine. 

2. On gasoline engine, remove valve cover, gasket 
and spark plug. On diesel engine, remove valve cover 
and gasket. Disconnect electrical connection from fuel 
shut-off solenoid on the fuel injection pump. 

3. Position piston at Top Dead Center (TDC) compres-
sion. If engine is buried in a piece of equipment and 
marks aren't visible, rotate flywheel by hand in the 
normal operating direction and watch for exhaust 
valve to close and intake valve to open on one cylin-
der. When both valves are simultaneously moving, 
mark a straight line joining engine crankcase and fly-
wheel or a crankshaft pulley. Rotate crankshaft one 
full revolution until marks realign. (If your engine has 
a compression release mechanism, continue to rotate 
flywheel until piston has dropped down 1/4 in. past 
TDC on power stroke. Insert a Phillips screwdriver in 
sparkplug hole on a gasoline engine to measure pis-
ton moving down.) 

4. Consult engine manual to determine correct valve 
clearance specification. 

5. Insert feeler gauge, with proper clearance spec, be-
tween rocker arm and valve stem. Adjust tightening 
mechanism on rocker arm. After tightening mecha-
nism to proper torque, recheck clearance. Perform 
adjustment on the other valve. 

6. With multiple cylinders, rotate crankshaft slowly 
until another set of valves close and open. Make an-
other line like before, but mark it differently to avoid 
confusion. Rotate crankshaft one full revolution again 
and adjust for compression release if needed. Set the 
valve clearance and follow same procedure for addi-
tional cylinders. 

7. Check or replace valve cover gasket for proper 
sealing. Install valve cover and torque the retainers to 
the proper setting. Reinstall spark plug and wire or re-
connect fuel shut off solenoid. 

By Mark Nelson, 
Product Service Trainer, 
Briggs & Stratton Commercial Power 

I once saw a s u p e r v i s o r load a 
rake, a bag of seed and a bag of 

fertilizer into his personal 
pickup truck at the end of the day. 

Drip, drip — you lose 
BY HARRY SMITH 

ou have a leak. It's cash 
flowing out of your 
company... in small 
drips. What's causing 
these leaks? Let's look 
at three possibilities: 
1. Shrinkage (a.k.a., 

theft) 2. Waste 3. Inefficiency. 
Let's start with your hand tools — your 

pruners, rakes, shovels and other small hand 
tools, and your expendables like trimmer 
line. What is it? Theft? Waste? Or is it plain 
old sloppiness and inefficiency? 

Or maybe it's all three. It's very possible 
you have three problems instead of one. 

Theft is always a problem. I once saw a 
supervisor load a rake, a bag of seed and a 
bag of fertilizer into his personal pickup 
truck at the end of the day. This was done 
in full view of the crew. 

All the lectures, ethics training and ad-
monitions about not stealing from the 
company can't touch the unspoken state-
ment this supervisor made. Behavior that's 
modeled gets copied. This also holds true 
for the quiet, tacit acceptance of theft by 
supervisory personnel. You must fix this 
problem. It will only grow and your losses 
will increase as time goes on. 

Waste is another matter, especially of 
fuel, oil, trimmer line and other expend-
ables. If you do not control this inventory 

to some extent and convince your employ-
ees of the value of these items then they 
will be wasted. 

Compare different crews' uses of ex-
pendables; it might surprise you. Build in-
centives into conservation of expendables. 
These expendables are recognized as valu-
able in and of themselves. Employees also 
view them as a source of potential reward 
if they are conserved. 

Finally, sloppy inventory control in the 
shop and on the service trucks will produce 
a heavy flow of losses. 

You cannot control all losses because it 
costs too much. A $900 a month employee 
dedicated to preventing $90 worth of 
monthly losses doesn't make sense, but 
consider other ways to control inventory. 

If each tool has a dedicated storage spot 
on the truck and in the shop then inven-
tory is quick and painless. Just look. Is there 
an open hole? Aha! There is a hole where 
the rake belongs. Where is that rake? If all 
the trucks are set up the same way with an 
eyeball inventory system then the perennial 
problem of leaving tools on the job site is 
greatly relieved. 

Take care of these small leaks. If they're 
allowed to continue they will become a 
flood, a flood of money leaving your 
operation. 

— The author is turf equipment professor at 
Lake City Community College, Lake City, 

FL. Contact him at smithh@lakecitycc.edu 

mailto:smithh@lakecitycc.edu


www.commercialpower.com 

One BIG BLOCK Party 
That'll Satisfy Your 
Hunger For Power. 

Air Cooled BIG BLOCKS Liquid-Cooled BIG BLOCKS 
ranging from ranging from 

25 HP to 35 HP 25 HP to 35 HP 

New Vanguard" V-Twin BIG BLOCKS have greater cubic inch 
displacements capable of delivering more robust power. 
Technical talk for in-your-face power that never blinks. 
Never backs down. 

Manufactured through a joint venture with Daihatsu, a 
member of the Toyota Group, these powerhouse BIG BLOCKS 
run cooler, run cleaner-just flat out run with a relentless 
energy that allows you to get a lot more done in a lot less time. 

High-performance, lower maintenance, and boasting a list of 
advanced features that runs as deep as their growl, Vanguard 
Air- and Liquid-Cooled BIG BLOCKS are application-engineered 
to devour all the day-to-day you can dish out and then some. 

It's no secret you have a hunger for power. It's a fact we 
lean that way, too. So togetheri lets get this BIG BLOCK 

party started J R U S T T H E P O W E R ™ 

Your Power Solution 

Commercial Driven Team | Customer Focused | World-Class Products | Application Expertise | Comprehensive Service & Support 

http://www.commercialpower.com


T E C H N O L O G Y S Y S T E M I Z E FOR P R O F I T 

we think technology can automate 
everything we do, but we fail to recognize the 

benefits of streamlining our workflows. 

W h y offices n e e d systems 

BY TYLER WHITAKER 

Landscaping is labor intensive. Metrics 
like production rates and job density 
determine each job's profitability. 
Likewise, the efficiency of our office 
operations has impact on our bottom 
line. Would you agree that if we can 
improve the workflow in our office 

we can also increase our profitability? 
Business Process Engineering, a concept familiar in 

manufacturing, defines each step of the process from 
raw materials to the sold finished goods. Why is a "com-
puter guy" interested in this process? The answer: Au-
tomating a simple process costs less then automating a 
cumbersome or broken process. 

Systems for offices too 
Let's recognize that our office people and systems are 
really a series of assembly lines that produces sales or-
ders, invoices and hopefully bank deposits. Customer 
information in the form of a contract or work order 
comes in one end and route sheets and work tickets 
come out the other. Once the work is completed we 
feed these completed route sheets and work tickets 
into the assembly line that produces customer invoices. 
We then process our customer payments into bank de-
posits. Producing these "products" efficiently puts 
money in our pockets. That's why we must identify the 
fastest and easiest way to complete these processes. 

Step back and take a fresh look at what's going on. 
Be objective and look at the whole picture without be-
coming mired in the details. Consider what's best for 
the company independent of the people involved. 

When we try to find a place for specific individuals, we 
open ourselves up to inefficiencies. 

Smooth the flow 
Look for bottlenecks where key people are doing too 
much process resulting in longer processing times. Can 
you have these more expensive people work on the 
hardest or most detailed parts of the business and move 
the more mundane work to your least cost resources? 

Look for steps of the process that can be reordered 
or run in parallel. Can you eliminate steps? 

Once you rework the process, you're ready to iden-
tify the steps to automate with the help of technology. 
Put steps with high transaction volumes or long repeti-
tive actions at the top of the list — data entry of work 
tickets, sales orders, etc. 

Include other team members 
Can you deploy handheld units to your crew leaders 
and account mangers to remove several hours a day of 
data entry? Other top priority areas include remedial 
tasks such as validating, reconciling and reporting. 

Too often we think technology can automate every-
thing we do, but we fail to recognize the benefits of 
streamlining our workflows first. Define the optimal 
workflow, then you will be able to leverage technology 
to automate the work. 

If we do this we will improve and speed our office 
processes, resulting in a more robust bottom line. The 
concept of Business Process Engineering is as valid in 
the service industry as it is in manufacturing. 
— Tyler Whitaker is chief technology officer for the Symbiot 

Business Group. Contact him at 801/733-6900 or 
twhitaker@symbiot.biz 

mailto:twhitaker@symbiot.biz


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 won't do your bottom line any good, either. 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. # A^SCIO*** 

Day and Night. Month after Month. S l t f M S h o t * 
•Trademark of Dow AgroSaences LLC W I V • 'Trademark of Dow AgroSctences LLC 
Always read and follow label directions 
www.dowagro.com/turf 1 800-255-3726 Specialty Hcrfaicidc 

http://www.dowagro.com/turf


Learning Center 
www.greenindustryhub.com t^J? 

What's new in June at the Green Industry Hub: 
Excelling as a First-Time Manager/Supervisor 

Encourage your employees to sign up 
today at the Green Industry Hub: 
www.areenindustryhub.com. Try it as a 

free subscriber, or join as a Premium 
subscriber to this online community focused 
on education, information sharing and 
industry professionalism. Both free and 
Premium subscribers have access to real, 
online courses in the Green Industry University, 
as well as several other networking, 
management and personal growth tools: 

Green Industry University - Free subscribers 
can access five courses on management and 
employee development. Premium subscribers 
can access even more: 

15 easy-to-use online business skills courses 
in sales, marketing and management. Plus, 
10 more on the way soon! 

23 important HR-related courses on hiring, 
retention, performance evaluation, substance 
abuse and OSHA compliance. 

Access to all Green Industry-specific courses, 
including the newest addition —Turf 
Chemicals. Other available Green Industry-spe-

www.greenindustryhuh.com 

cific courses include: Landscape Plans & Scales, 
First Aid & Safety and Plants & Planting. 

Course of the Month - All subscribers 
can try out this month's new course for 30 days. 

Skills Assessment - Have your employees or 
prospects take a skills assessment and check 
their strengths and weaknesses. 

Share & Compare - Share your operating 
data anonymously and get back useful indus-
try best practices info to guide your firm. 

Compete & Win Game - You and your 
employees can learn while you compete on 
these interactive games. Industry sponsors 
provide serious prizes for national winners. 

Resource Center - Green Industry discussion 
forums, events calendar, news feeds and more 
are here. 

Job Center - List your job openings and 
check out other industry professionals' 
resumes at this new Green Industry job center. 

Green Industry Hub is brought to you by: LdlldSCdPG & ^ PLANET 
M A N A G E M E N T l ^ w J Profess onal londcce Net*, -k 

powered by: niaStef. COIH and sponsored by: (BJER) Bayer Environmental Science 

http://www.greenindustryhub.com
http://www.areenindustryhub.com
http://www.greenindustryhuh.com


Green Industry 
courses online now: 
• First Aid & Safety 
• Plants & Plantings 
• Landscape Plans & Scales 
• Turf Chemicals 

Also new: 

• How to Prepare a 
Business Plan 

This month's Compete & Win 
Game prizes provided by: 

Check it out for yourself and your 
employees! For a free or Premium 
subscription to the Hub, visit 
www. greenindustryhub. com or 
call toll-free 877/745-2745. 
Premium subscriptions are priced 
to make employee education 
thorough and affordable. 
Customized education and 
company adaptations are 
available, as are large group 
discounts by calling Michelle Oddo 
at 800/745-7219 x147 or e-mail 
moddo@schergroup. com. 

To sponsor a Green Industry 
course, contact Kevin 5toltman at 
800/225-4569 x2772 or e-mail 
kstoltman@questex. com. 

Excelling as a First-Tin 

Want to develop your prom-
ising people? Give them a 
good start on understand-

ing their new roles as managers or 
supervisors by signing them up as 
Premium subscribers on the Hub, and 
having them take a course just for 
them: Excelling as a First-Time 
Manager/Supervisor. 

In this course, your developing 
employees will be able to understand 
these key concepts: 

• Understand their role and key 
responsibilities as a manager 
• Identify strategies to motivate 
their staff 
• Delegate effectively for improved 
work performance 
• Demonstrate communication 
techniques for handling difficult 
behavior 
• Practice effective leadership skills. 
One of the more surprising concepts 

they will learn is how important it is to 
delegate, and how people perceive 
those who do not delegate: "Not dele-

? Manager/Supervisor 
gating work to others is a sign of con-
trol, power and authority." 

As an owner/manager, how can 
you benefit from having this type of 
resource? Just this one course alone can 
change an employee's perception of 
himself and help him step into the new 
and sometimes frightening role of a 
manager. Imagine how these employees 
might thrive with access to several other 
courses on equally critical management 
topics available on the Hub, including: 

• Successful Project Management 
• Planning & Conducting Effective 
Meetings 
• Conducting Performance 
Evaluations 
• Selection Interviews for Employers 
• Substance Abuse for Managers. 
These are just a few of the key 

management courses that can benefit 
your new managers and your organiza-
tion directly - available for Premium 
subscribers at extremely affordable 
monthly rates, PLANET member rates, 
and team discount rates. 



6Y JESSICA SHAR 

< Bern Bonifant treats this horse 
boarding and training farm 
located in Luckett, VA. 

This lawn care operator keeps 
Northern Virginia green naturally 

Northern Vir-
ginia, home 
to a host of 
government 
officials be-
cause of its 
proximity to 

Washington, DC, is also home 
to a population of homeowners 
interested in maintaining their 
lawns naturally. Enter Bern 
Bonifant. Bonifant, a former 
employee of the US Census 
Bureau, is now the vice presi-
dent of Natural Lawns in Fair-
fax, VA, the original "natural" 
lawn care company in the area. 

Why natural? Bonifant's an-
swer is simple: "Because we 
handle these products all day, 
every day." Simple answer, but 

not always a simple way to run 
a lawn care busines. 

To begin, all of Bonifant's 
programs have been designed 
to protect the water table and 
the Chesapeake Bay estuary in 
which his customers live. The 
goal of each program is to en-
hance and protect the sur-
rounding environment while 
also lowering the overall use of 
pesticides. This is achieved by 
incorporating as many "natural" 
products as possible into its 
program. 

"We soon found that there is 
a real demand for that kind of 
service in this area," Bonifant 
says. "We always do what we 
can to accommodate our cus-
tomers and many of them are 

interested in low use of pesti-
cides, while still maintaining the 
appearance of their lawns. As 
you may imagine, that isn't al-
ways such an easy thing to do. 

"Basically, we want to have 
as low an impact on the envi-
ronment as possible," says Boni-
fant. "We use low rate granular 
controls in the spring and fall, 
and as a result, most weeds will 
not germinate and grow. Thus, 
over time, spraying for weeds 
and the amount of weed con-
trol used is reduced." 

Crabgrass capital 
Unfortunately for Bonifant, 
Natural Lawns also happens to 
be located in the center of what 
the University of Maryland likes 
to refer to as the 'crabgrass belt.' 

Crabgrass, one of the most 
prevalent grassy weeds, thrives 
in full sunlight and high tem-
peratures. A summer annual, 

crabgrass has a life span of less 
than one season, but in that 
time drops many seeds, which 
will germinate and grow the 
following year. 

"A lot of people who live in 
Northern Virginia are originally 
from cooler climates with dif-
ferent growing seasons, so they 
see grass they're not used to 
and think something is wrong," 
Bonifant says. "It's not long be-
fore we get a call to come 
check it out. 

Tough to defeat 
"We know if a client has crab-
grass one year, they're almost 
definitely going to have it the 
next, which is why our basic 
program includes six treat-
ments per year," he says. "We 
start with lime in late winter 
and early spring, a crabgrass 
pre-emergent and two light fer-
tilizer treatments in spring. 
Summer is primarily spent 
monitoring the yard and treat-
ing any issues that may occur. 
Then in the fall we spread two 
heavy applications of fertilizer." 

Because Natural Lawns likes 
to apply the least amount of 
chemicals possible, most of the 
products Bonifant uses contain 
low levels of active ingredient. 
When it comes to treating 
grasses, like crabgrass, a post-
emergent herbicide is a reason-
able solution. It only needs to 
be applied as needed, not 
broadcast like a pre-emergent. 

continued on page 38 



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 its 

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. 

www.cromptoncorp.com/crop 
% 0 M % 9 m m W E j W m W Always read and foDow labd directions 

••• Floramite and the Crompton logo are 
Crop Protection re^stered trademarks of a subsidiary of 

Crompton Corporation. 
©2005 Crompton Corporation CCP-10005 
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continued from page 36 

"Because of where we're lo-
cated, it's unsuitable for us to 
use a rather mild pre-emergent 
such as com glutamate, which 
contains very high levels of nat-
ural nitrogen, because the rates 
would have to be so extraordi-
narily high," says Bonifant. "For 
this reason we've started using 
Acclaim Extra from Bayer En-
vironmental Science. It works 
great, and we only need to 
apply small amounts of it as a 
post-emergent treatment, so we 
are able to stay true to our en-
vironmental philosophy." 

Acclaim Extra, with its 
water-based formula, controls 
annual and perennial grasses in 
turf A systematic herbicide that 
works in a single treatment, it is 

a post-
emergence 
herbicide 
that con-
trols crab-
grass and 
goosegrass 
in a wide 

range of growth stages, from 
spikes to 5-tillers. 

Winds of change 
As most lawn care operators 
know, the lawn care business 
changes as frequently as the sea-
sons. New grasses, insects and 
diseases constantly keep lawn 
care professionals on their toes. 
Bonifant's area is no exception. 

"We've had to modify our 
standard program recently due 
to the introduction of an inva-
sive weed called Japanese silt-
grass or Japanese siltgrass (Mi-
crvstegium lAmineum)," he says. 
"This grass is extremely invasive 

Bern Bonifant 

and prefers low light. It crowds 
out other grasses and is attrib-
uted to exterminating about 
half a dozen small critters." 

Luckily, the solution was a 
familiar one. "The only product 
we have found that really takes 
care of it is Acclaim Extra," 
Bonifant says. "Although we've 
been using Acclaim since its in-
troduction to the market 18 
years ago for crabgrass, we've 
found it's really the best thing 
for this new grass, and we use it 
one or more times a year in our 
standard program," he says. 

Adding shrub care 
Aside from the ability to con-
trol these tough Northern Vir-
ginia grasses, Bonifant knows 
that his customers are looking 
for reliable people who have a 
record of low use of pesticides 
when it comes to maintaining 
their landscape. This is one of 
the reasons his company 

started offering shrub care to 
its customers. 

"By adding a shrub program 
to our list of services, we have 
the ability to really solidify a cus-
tomer," says Bonifant. "We also 
like to offer our customers cul-
tural practices that they can do 
on their own to help maintain 
their lawns in between our visits, 
like making sure they remove 
leaves as soon as they fall." 

In fact, Bonifant gives all of 
his customers a checklist at each 
visit where he can indicate what 
they need to work on before his 
next visit. Such items as "need 
mowing," "grass cut too short," 
"dog droppings" or "double cut" 
appear in what Bonifant likes to 
refer to as his "report card." 

"I don't know what my cus-
tomers do in their spare time, 
but I like to imagine them hav-
ing a couple of beers on their 
patio and comparing report 
cards," Bonifant chuckles. 

As far as growing his busi-
ness, Bonifant's philosophy 
never wavers. "We always try to 
use products that are specifi-
cally low-dose," says Bonifant. 
"From surveys we've seen of 
what goes out on lawns 
throughout the country, we fig-
ure we're putting down about 
five to seven percent of the 
chemical products that the av-
erage lawn care company uses. 
That's what our customers 
want, and that's how we aim to 
grow the business." 

Despite the challenges his 
geographic location sets forth, 
Bonifant continues to increase 
his customer base by never wa-
vering from a philosophy that 
has brought him to where he is 
today, naturally, LM 

— The author is an account 
executive with Tierney 

Communications Contact 
her at 215/790-4412 or 

jsharp@tierneyagency.com. 

mailto:jsharp@tierneyagency.com


jB3U9tuv 'dn appng djoo QOOZO d j o 0 W9 9M) |0 HJeiuapej) e s; A a b i j o S|9pow 00S£ pue QH0092 uo aiqeneAv.. uoissilusubjj uosihv aiqeneAB iw/v\| sapjgaA wg jamo sapnpx^. 



T E C H N O L O G Y p MANAGEMENT UPDATE 

New directions in imported 

fire ant control 
The threat remains: imported 

fire ants, including the red 
imported fire ant, Solenopsis 
invicta; the black imported 
fire ant, S. richteri; and their 
hybrid, are firmly estab-
lished in the southeastern 

United States and Caribbean islands. More 
recent incursions of S. invicta have been de-
tected in New Mexico, California, Australia, 
Taiwan, China and elsewhere. Landscapes 
in areas near infested lands should be on the 
lookout as fire ants continue to spread to 
new areas through natural mating flights or 
transport by man via high-risk articles like 
sod, nursery stock and soil-moving equip-
ment. If you detect these species, notify 
your regulatory agencies immediately. 

Costs of damage 
In the landscape, fire ant damage results in 
great costs. In Texas alone, this cost is esti-
mated at $1.2 billion annually. Ants build 
tall mud nests or mounds that are un-
sighdy and that can dull mower blades 
when struck. Colonies and foraging worker 
ants move into electrical utilities causing 
inconvenient and costly equipment fail-
ures. Cost of control attempts range up to 
hundreds of dollars per acre and account 
for about half the economic impact in 
urban areas. New products and treatment 
methods are being developed and intro-
duced to improve control of these pest 
ants (see sidebars). 

The biggest threat from fire ants is their 

ability to bite and sting. Their venom can 
cause serious medical problems for people 
or pets. Thus, anyone managing a landscape 
potentially becomes entangled in lawsuits 
after maintenance personnel or visitors are 
stung. Around nursing homes, multiple 
stinging incidents of bed-ridden patients in-
variably result in close examination of treat-
ment records of commercial operators con-
tracted to provide services in and outside 

these facilities. Settlements can exceed mil-
lions of dollars. This threat alone can eco-
nomically justify effective control programs. 

Evolving management 
Management practices for imported fire 
ants have been established for some time. 
However, products and application meth-
ods continue to change and evolve. Avail-

continued on page 42 

THey bite, sting a n d damage 
your equipment . New treatment 
methods a n d products can keep 
these pests f r o m spreading 

BY BASTIAAN "BART" M. DREES 



Warm- Weather 

Spurge, knotweed and clover are no match for the 
power of new Surged Broadleaf Herbicide For Turf. 
Energized with sulfentrazone, Surge has the power 
and speed to knock out tough broadleaf weeds 
fast. And it even suppresses yellow nutsedge! 
Visual results in 48 hours - now that has a 
powerful effect on call-backs. 

Your customers will be pleased with the speed and 
performance. You'll be pleased with the economy 
of Surge's water-based amine formulation! 

Put the power of Surge to work 
for your business this year! 
f Energized with Sulfentrazone 

f Warm Weather Weed Control 

f Reduces Call-Backs 

f Rain-Fast in Just 6 Hours 

f Designed for Residential 
and Commercial Turf 

f Low Odor 
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continued from page 40 

able products and other selected integrated 

pest management (IPM) tactics can be 

used to develop cost-effective, environ-

mentally sound programs designed to 

achieve the goals set by clientele or land-

scape managers. 

Although spot eradication programs 

have recently been initiated in California 

and Australia, most programs focus on sup-

pressing populations to achievable levels 

and maintaining control. In the southeast-

e m U.S., where eradication is not an op-

tion, re-invasion from adjacent untreated 

areas results in only temporary suppression. 

Maintaining control requires periodic re-

application of insecticides. T h e advantage 

of treating larger landscape areas, such as 

entire communities, neighborhoods or 

parks, is that re-invasion is minimized from 

surrounding areas, thereby improving con-

trol and reducing cost. 

Efforts to achieve biological control 

continued on page 45 

ADVANCES IN BAIT TECHNOLOGY 
1 Initial, "rescue treatment," or 

"curative" control: This occurs when 
a sports event or concert is planned 
within the next few days or weeks. 

• A new bait formulation containing 
indoxacarb, called Advion, can eliminate 
fire ant activity in 3 to 7 days when 
broadcast applied. In contrast hydram-
ethylnon baits (AmdroPro, Probait and 
others) work within days to a week when 
used as a mound treatment, but require 3 
to 6 weeks to achieve maximum control 
when broadcast applied. Other relatively 
fast-acting bait products contain spinosad 
or fipronil, but results from broadcast ap-
plication have been less consistent. 

• Most conventional ant bait prod-
ucts cost about $ 10 to $ 15 per pound 
and are applied at 1 to 1.5 IbsVacre. 

2 Maintenance treatment programs: 

In projects conducted in Texas, inter-
est in participation wanes once control 
has been achieved and the ants are 
"gone." Plan annual, semi-annual or 
quarterly scheduled treatments in ad-
vance, or re-apply based on re-appear-
ance of ant mounds or foraging ants on 
food lures like hot dogs or potato chips. 

• Bait products decompose in the en-
vironment within days or weeks, so that 
residual control from fast-acting prod-
ucts is dependent on re-invasion pres-
sure and size of the treated area. 

• Many bait-formulated products, 

such as those containing insect growth 
regulator (IGR) ingredients (fenoxycarb or 
Award, methoprene or Extinguish, and 
pyriproxyfen or Distance) or products that 
work similar to them (abamectin or As-
cend), reduce mound numbers slowly 
over about 2 to 6 months with a spring 
versus fall broadcast-applied treatment, 
respectively. Ants present at time of treat-
ment contain the ingredient and main-
tain suppression of colonies by feeding it 
to other colony members, thereby pre-
venting development of more worker 
ants that results in long-term residual 
suppression. These are best suited to a 
maintenance program because suppres-
sion is maintained for months. 

3 "Hopper blends": This practice 
began with users mixing fast-acting 

baits such as hydramethylnon with long-
lasting IGR products and applying them 
at half rate of each product, thereby not 
increasing cost. It is now supported by 
manufacturers as directed on labels for 
both AmdroPro and Extinguish. 

• The bait product Extinguish Plus of-
fers the best of both rescue and mainte-
nance treatments in a single product. 
Containing a blend of hydramethylnon 
and methoprene, this product performs 
faster than an IGR product applied 
alone. Any surviving ants are suppressed 
with the IGR component. 

4 Application methods: In large land-
scapes, these bait products must be 

applied using proper equipment. Most 
are conventional bait formulations and 
are applied at 1 to 1.2 lbs product per 
acre. Handheld spreaders or "belly 
bumpers" are useful for small areas. Ve-
hicle-mounted equipment is limited. 

Only vehicle-mounted applicators like 
the GT-77 model Herd Seeder is de-
signed to make applications accurately. 

Recent modifications that incorporate 
a side shoot and leaf blower allow for 
faster treatment to one or the other side 
of the vehicle for large-scale applications. 

Some manufacturers are beginning to 
formulate products on different carriers 
or in concentrations requiring more vol-
ume of product than conventional baits 
applied. Some of these formulations are 
attractive to a broader spectrum of pest 
ants. In addition, some products are 
being formulated with fertilizer. 
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ADVANCES IN CONTACT INSECTICIDES 
USED FOR SURFACE APPLICATIONS 
1Conventional and new treatment 

options: With the disappearance of 
diazinon and chlorpyrifos (Dursban) and 
other ingredients from use in urban 
landscapes, choices for ingredients have 
changed: 

• Pyrethroid surface treatments with 
liquid or granular products containing 
ingredients including bifenthrin, 
cyfluthrin, cypermethrin, deltamethrin, 
es-fenvalerate, lambda-cyhalothrin and 
permethrin are fast acting and eliminate 
surface ant activity. However, generally 
they do not eliminate entire colonies ini-
tially unless applied so that all ants are 
contacted with the ingredient, like by 

drenching mounds or if treatment is fol-
lowed by a soil-saturating rain event. 
However, effects of treatment can last 
for months and re-invasion is prevented 
as ants entering treated areas are killed. 

• Granular fipronil products such as 
TopChoice have proven to be effective 
for season-long control. Colony elimina-
tion occurs slowly, over 4 or so weeks 
after the application has been watered 
in. However, colonies, even below the 
treated surface appear to be eliminated, 
presumably as foraging worker ants 
working treated soil become contami-
nated and bring back the slow-acting, 
non-repellent toxicant to affect other 

colony members. Cost of treatment is 
greater than for other materials, but 
could be justified because of the level 
and duration of control achieved. How-
ever, as with other insecticides there are 
restrictions for use near water. 

2 Application technology: Conventional 
equipment for application of liquid 

or granular pesticides can be used to 
apply contact insecticides. Most granular 
applications require irrigation following 
treatment as directed. 

LESCO has developed a riding 
spreader to help apply granular products 
that may be useful for treating moder-
ately sized areas like golf courses. 

Some contact insecticides are or will 
be available formulated with fertilizer. 

Why Incur Expensive Ground 
Restoration Costs? 

specify AlturnaMATS9 

Ground Protection Mots 
During construction, it's normal 
to damage lawns and other land-
scaping. No longer. Contractors 
are using AlturnaMATS...the 
original ground protection mats. 
Simply lay them down and drive 
equipment to the site and work 
on an AlturnaMATS platform. 
Guess what... no damage or 
expensive restoration costs. 
And they eliminate plywood. 
• Leaves turf smooth, 

even in soft conditions 
• Tough 1/2" thick polyethylene 

with heavy cleat design 
• Last for years of hard use 
• 4'x8\ 3'x8', 2'x8\ 2'x6', 

2'x4' sizes 
• Field tested in record 

Never get stuck AGAIN! cold and heat 
Call for the name of your nearby dealer . . 

888-544-6287 814-827-8884 

Ash for AlturnaMATS by Name! 

Create an instant roadway 

P.O. Box 344 •Titusville, PA 16354 
sales@altumamats.com • www.alturnamats.com 
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continued from page 42 
and integrate biological and chemical con-
trol are ongoing. Several species of para-
sitic flies (including Pseudacteon tricuspis 
and P curvatis, of the fly or Diptera fam-
ily Phoridae called "phorid flies") and the 
fire ant disease, Thelohania, have been re-
leased and established throughout the 
Southeast. However, these agents will not 
likely provide the near-absolute elimina-
tion of fire ants required in some commer-
cial landscapes. 

Research efforts to establish biological 
control need continued support in hopes of 
offering relief from fire ants in agricultural 
and wildlife areas where chemical control 
options are not feasible or cost effective. In 
landscapes, success will possibly reduce the 
frequency of chemical treatments needed 
to maintain control. 

Chemical approaches 
Cost and labor required varies gready, de-
pending on the product and approach cho-
sen. Selection of products may also be in-
fluenced by regulations such as the IPM in 
Schools regulations in Texas and some 
other states, or product availability in areas 

like California where the ants are a new oc- lowed by individual mound treatments 
currence. The chemical approaches most 
commonly recognized are: 

1) The "two-step method," which relies 
on one to three applications of a broadcast-
applied fire ant bait product annually, fol-

used only to eliminate nuisance ant 
mounds. 

2) Individual ant mound treatments 
only, using products that are formulated as 

continued on page 48 
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Game over, grubs. MACH 2® specialty insecticide is the proven season-long force against grubs, cutworms, sod 
webworms and armyworms. And it costs up to 10% less per acre than the other leading brand. Plus, it comes with 
a hassle-free performance guarantee. Combine that with a standard 2-lb. a.i. per acre rate for all grub species and 
a wide application window - clear through the second instar and without the need for immediate irrigation - and 
you have one powerfully cost-effective insecticide. So now it's easier than ever to say hasta la vista to grubs, baby. 
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of the formulation used. For complete details see www.dowagro.com/turf or your supplier. 
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continued from page 45 

baits, dusts, liquids or granules that must be 
watered in after application, an approach 
most suitable where there are just a few 
(less than 20) fire ant mounds per acre and 
where there is a concern about preserving 
native or competitor ant species. 

3) The "ant elimination method" uses a 
surface application of a liquid or granular 
contact insecticide to provide a long-lasting 
period of residual control, killing ants that 
walk on the treated surface for weeks to 
months following treatment, with or with-
out a prior broadcast bait application. 

In theory, a fourth approach is to do 
nothing and take advantage of the good 
things fire ants do in the landscape such as 
till the soil and prey on other arthropods like 
ticks, chiggers, caterpillars, flea larvae, chinch 
bugs, cockroach egg cases and other pests. 

However, the best IPM program for a 
larger landscape likely uses a mix of the ap-
proaches described above based on the level 
of control needed in different areas. Making 
a map of the grounds and discussing control 
needs and budgets with clientele is a good 

Fire ants do not 
have problems 

moving in or out 
of any structure. 

beginning to developing a program ap-
proach. For example, in a golf course, maxi-
mum control is required where the proba-
bility of people contacting ants is greatest, 
requiring the "ant elimination method," 

whereas other areas can benefit from the 
80% to 90% suppression offered by the 
two-step method. This targeted approach 
can reduce cost and insecticide use. 

Individual ant mound treatments are 
likely to be of limited use in large commer-
cial landscapes because they are cosdy, 
labor intensive and generally use a lot of in-
secticide. Landscapes are encouraged to 
constandy try newer products to see how 
they perform as possible new additions to 
their programs. 

In and around structures and electrical 
utilities, maximum control is desired, not 
only of fire ants, but of other pest ants and 
insects. Coordinate landscape IPM activities 
in these areas with those providing indoor 
pest control, because fire ants do not have 
problems moving in or out of any structure. 
Specialty products like outdoor and indoor 
barrier treatments and bait stations can be 
helpful in these areas. Address any "ant 
highways" into structures provided by over-
hanging vegetation or electrical lines. 

Find more information on the search-
able site, http://fireant.tamu.edu For an 
up-to-date listing of available fire ant con-
trol products and prices, see 
www.aces.edu/pubs/docs/A/ANR-0175-A/ 
for a fact sheet by Dr. K. Flanders of Al-
abama Cooperative Extension, LM 

— The author is a professor and extension 
entomologist at Texas A^M University. 

Contact him at 979/845-7026 or 
b-drees@tamu.edu 
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TECHNOLOGY IRRIGATION UPGRADE 

WHY sensors 
MAKE sense 

Measuring soil 

moisture allows 

contractors to 

boost their 

irrigation services 

. . . and reputation 

BY TOM PENNING 

The newest buzzword in the 
landscape irrigation mar-
ketplace these days is the 
advent of "SWAT." This is 
the effort underway by a 
group of urban water dis-
tricts from across the coun-

try and The Irrigation Association. SWAT 
stands for Smart Water Application Tech-
nology, and its objective is to achieve water 
conservation in urban areas by using exist-
ing and new product technology in land-
scape irrigation systems. 

The SWAT Task Force is developing the 
methods by which these technologies will 
be tested, in order for users to evaluate 
the pros and cons of the various SWAT | 
products to be offered by the industry. I 
Such efforts will help assure users that 
the products meet certain standards of 
functionality. It may come to pass that 
such products will be eligible for cash re- I 
bates from the water districts, similar to 
the rebates from gas and electric utilities for 

purchasing energy efficient home appliances 
The initial two approaches to SWAT 

technology deal with scheduling using either 
1) ET controllers/time clocks, or 
2) Soil moisture sensor controls 
The term "ET' refers to evapo-transpira-

tion, which is a measure of the water re-
quirement of a landscaped area. It uses a 
mathematical equation to produce a model 
of ET, and uses this calculated model to au-
tomatically adjust the irrigation events pro-
duced by the controller/time clock. Some 
of these ET controllers also use soil mois-
ture sensors as an added precaution. 

How they work 
Soil moisture sensor controls use sensors 
placed in the soil of the landscaped area to 
measure the soil moisture status. Function-
ing somewhat like a thermostat does for a 
home heating or air conditioning system, 
sensors interface with the controller/time 

continued on page 52 
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TECHNOLOGY IRRIGATION UPGRADE 

continued from page 50 

clock (usually any standard 24 VAC type), 
and either permit or prevent programmed 
irrigation cycles based on the actual need 
for water. 

Because they automatically and contin-
uously sense the soil moisture status, they 
effectively adjust the controller/time clock 
for any changes in the weather, including 
rainfall events. These systems, like the ther-
mostat in your home, can be adjusted for 
varying levels of desired soil moisture (wet-
ter or dryer), depending on the plant mate-
rial, soil type, and other individual site con-
ditions or micro-climates. Such 
adjustability is important, since there can 
be major differences from site to site in 
terms of these variables. 

Sensor history 
One of the first soil moisture sensor control 
systems was introduced 
in the 1960s by the Ir-
rometer Company of 
Riverside, CA. Since the 
1920s, manually read soil 
moisture sensors have 
been used in agriculture. 
Eight decades of research 
and commercial use have 
proven the value of this 
approach to scheduling 
irrigation to meet the 
need for water. 

The bottom line is that when irrigation 
is applied at the proper time (when to irri-
gate), and in the proper amount (how 
much to apply), the result is healthy plant 
material and turf, better use of fertilizer and 
chemicals, and fewer pests and diseases. 

In addition, the many studies on mois-
ture sensors done over the years have 
shown that this technology usually results in 
substantial savings in water use, with aver-
age savings of 24% below the theoretical re-
quirement (DeOreo, W.B., P. Lander, R.J. 
Quails, J. Scott. 1997. Project Report: Evalu-
ation of Reliability and Cost Effectiveness of 

Moisture sensor 
use pays for itself 

by reducing water 
use and lowering 

labor costs. 

Soil Moisture Sensors in 
Extended Field Use. City 
of Boulder, Office of 
Water Conservation, Boul-
der, CO. December 1997). 

Whafs in it for you? 
Soil moisture sensor control systems 
present opportunities for landscape 
contractors. In some areas, the building per-
mit process is eased if efficient water man-
agement is used. In others, the landscaper 
can use soil moisture control systems as an 
upgrade for competitive advantage based on 
providing the most modem, environmen-
tally friendly technology — basically, offering 
something that the competition isn't. 

In the case of landscape maintenance 
contractors, the use of soil moisture sensor 
control systems can become the basis for 
offering water management services to 

their clientele. 
Most soil moisture 

sensor control systems 
will work with any stan-
dard controller/time 
clock (24 VAC), and can 
be retrofitted to existing 
systems and controllers. 
The beauty of these sys-
tems is that once they're 
installed and fine tuned, 
the contractor need not 
spend any time repro-

gramming the controller/time clocks for 
seasonal changes. This means that the water 
management service requires little labor 
while producing significant water savings. 

In most typical residential settings, the 
simplest approach is to use one sensor loca-
tion sited in the turfgrass area (the biggest 
water user). The turf area becomes the con-
trol point, which means the shrubs, ground 
cover and trees (much lower water users) 
get watered every time the turf is watered. 
To compensate for this, the valves that irri-
gate the lower water using plant materials 
are programmed for much less operating 

Soil moisture controls 
use sensors placed in 
the soil to measure the 
soil moisture status. 

time (less than 
50% of that al-
lowed for the turf). 
This is the method-
ology employed in 

the study done by Aquacraft, Inc. for the 
City of Boulder, CO, referenced earlier. 

If you want greater control, like the abil-
ity to control the turf valves separately 
from the shrub and ground cover valves, 
you can have two sensor locations — one 
for each "hydrozone" or group of valves 
with similar water requirements. An exam-
ple of the cost involved comes from the Ir-
rometer Company for the use of their Wa-
termark Electronic Module (WEM) 
System, where the contractor cost for the 
sensors and the electronic interface to the 
controller is about $200. Installation labor 
will add some additional cost, but total cost 
is often recovered quickly by the water and 
labor savings realized. 

Soil moisture sensor control systems have 
been around for a long time and have a 
proven track record. Besides the many im-
provements making the products more reli-
able, low in maintenance and high in user 
friendliness, many manufacturers offer effec-
tive design guides (including CAD detail 
drawings), irrigation scheduling software and 
water management record keeping and re-
porting systems. All of these can provide for 
the highest level of professional presentations 
by the landscape contractor community, LM 

— The author is president of lrrometer 
Co., Inc., Riverside, CA. Contact him at 

tomp@irrometer.com. 

mailto:tomp@irrometer.com
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Solutions Center 
T E C H N O L O G Y REAL ANSWERS TO REAL CHALLENGES 

After several years of 
mowing lawns as a 
youth in Mequon, 
WI, Brian Deppisch 

realized that with just a few 
more clients he could make a 
pretty good living in the land-
scaping business. In 1993 he 
founded Deppisch Mainte-
nance. He committed himself 
to providing exceptional serv-
ice. His plan was to compete 
against bigger firms by pleasing 
customers. 

Tlie problem: 
lack of reliable help 

As Deppisch grew his company 
he found it tough to find em-
ployees willing to work as hard 
as he did to please clients. Dep-
pisch purchased landscape 
equipment to reduce his de-
pendence on labor. But it had 
to deliver quality results, too. 

THe solution: 
multi-tasking mowers 

Deppisch decided upon mow-
ing equipment that would ac-
cept a range of attachments. 
He purchased two Grasshop-
per Model 722D2 mowers. 
He's never regretted opting 
for labor-saving equipment 
over labor. Most of the help he 
now uses is seasonal and part 
time, making it easier to 
match jobs with particular 
person's abilities and strong 
points, he says. 

For maximum productiv-
ity, he's equipped each of his 
Grasshopper units with a 
Power Vac collection system. 
He also bought a turbine 
blower and a bed shaper. Ei-
ther implement can quickly 
and easily trade places with 
the mower's 61-inch cutting 
deck. He also bought a de-

thatcher that can be mounted 
in front of the mowing unit. 

"Almost a fanatic." That's 
how Deppisch explains himself 
when it comes to leaving a per-
fectly manicured cut. 

"With our customer base 
40% commercial and 60% resi-
dential, we provide almost 
every landscaping service ex-
cept tree trimming," he says. 
"Our customers are flattered 
when visitors compliment the 
appearance of their home or 
business and enthusiastically 
share our name with friends. 
This generates 'word of mouth' 
advertising that has generated 
the majority of our new busi-
ness growth." 

Cutting perfectly sculpted 
flowerbeds with the bed 
shaper implement is another 
way Deppisch Maintenance 
delivers quality service. The 

bed shaper adds another es-
thetically pleasing nuance to 
the company's delivery of a 
manicured appearance, and the 
deep cut around a garden de-
livers the practical benefit of 
preventing grass roots from en-
tering into the garden mulch. 

He says he's especially 
pleased with the utility of the 
turbine blower. "Given that my 
biggest challenge is finding 
workers who are as committed 
to quality service as I am, the 
turbine blower helps me solve 
that problem by cutting the 
number of employees I need," 
he explains. 

"There is no question that 
investing a little more up-front 
in a high-quality grounds main-
tenance system with the versa-
tility of interchangeable imple-
ments has significantly added to 
our bottom line," Deppisch 
says. "In this business, it's all 
about dependability." 

To maximize his mowers' 
dependability and worry-free 
operation, Deppisch follows 
factory-recommended mainte-
nance schedules and also 
trades in one of his two mow-
ers for a new model every year. 
"Trading for a new mower 
each year not only guarantees 
that I receive the highest 
trade-in value," he says, "but it 
has the added benefit of giving 
us the very latest upgrades and 
new features that come every 
year. Those improvements in-
evitably make the work easier 
and more profitable, LM 

— Contact the author at 
tornadol 1@cox.net. 

mailto:1@cox.net


Utility vehicles 

• Decide whether it will be a people 
mover, tool cart or material mover 

• Size the unit to the job 

• Look for a versatile unit - one that 
handles attachments or tool boxes 

• Removable tops make hauling 
chips or clippings easier 

• Larger units have dumping beds 

• Hilly locales require more hp 

Kawasaki A 
The Kawasaki Mule 610 is a 4x4 utility vehicle 
that can fit into the bed of a full-size pickup. 
Has 400-lb. bed capacity, 1,100-lb. towing with 
optional hitch. With a 401 -cc single-cylinder 
engine, continuously variable transmission, 
dual-mode differential and sealed brakes, it can 
go up to 25 mph. Has independent front and 
swing-frame rear suspension. 
For more information contact Kawasaki at 
800/538-1447 or www.kawasaki.com I 
circle no. 254 

Agri-Fab, Inc. 
New Cat-1, 3-point hitch, 52-in. disc cultivator 
is ideal for breaking up dirt clods and tilling soil 
for seedbed preparation and chemical incorpo-
ration. The 45-0356 features twelve 11-in. 
disks, a weight tray and disc angle adjustment 
from 0 to 20 degrees. The company also fea-
tures its 45-0359 Grader Blade/Box Scraper for 
light landscaping, driveway maintenance or 
snow removal. It has four scarifier teeth and a 

BY CURT HARLER 

weight tray capable of handling 160 lbs. The 
company's 45-0353 3-point trailer is required 
for both products. 
For more information contact Agri-Fab at 
217/728-8388 or www.agri-fab.com I 
circle no. 255 

Arbortech 
The new Arbortech Landscape Tree Vehicle 
(LTV) is built for landscapes and tree trimmers 
alike. Side compartment storage and a front 
compartment with through-shelf offers secure 
storage of tools while the dumping feature, 
with a removable chip cap, meets the needs of 
tree trimmers. Unit features lock bolt construc-
tion to provide unbeatable strength, eliminate 
rust-causing welding and grinding, and pro-
mote a corrosion-free, long-lasting product. 
For more information contact Arbortech at 
330/264-4266 or www.arbortech.cc I 
circle no. 256 

Polaris 
The Polaris Ranger has a 1,500-lb. payload 
and 1,500-lb. towing capacity. Its top road 
speed is 40 mph. It offers on-demand, true 
all-wheel drive. Ranger is available either as a 
6x6, 4x4 or 2x4 model. The 6x6 claims to be 
the largest capacity and highest traction utility 
vehicle ever built. Pallet-sized cargo box has 
multiple tie-down points and mounting holes 
that accept a variety of accessories. Available 
with a cab. 
For more information contact Polaris at 
8OO/POLARIS or www.polarisindustries.com 
I circle no. 257 

Northern Tool & Equipment 
Utility vehicle covers offer rugged, all-weather 
protection for units often left outside. Fits ma-
chines including the Deere Gator, Polaris 

http://www.kawasaki.com
http://www.agri-fab.com
http://www.arbortech.cc
http://www.polarisindustries.com


Garden Market 
" = E X P O 

Discover new worlds 
in outdoor living™ 

Las Vegas 
Sept. 21 - 2 2 , 2005 

www.gardenmarketexpo.com 
(800) 748-6214 x 16 

* FORMERLY KNOWN AS WESTERN EXPO. 

LM Reports 

Ranger, Kawasaki Mule and others. Elastic cord 
along entire bottom gives snug fit. Available for 
units with or without roll bars. 
For more information contact Northern 
Tool & Equipment at 800/556-7885 or 
www.landpride.com I circle no. 258 

IHI 
The IC-30-2 Crawler Carrier has a maximum 
payload of 5,511 lbs. Its bed holds 1.6 cubic 
yards, heaped. Available from Compact Excava-
tor Sales, it runs on tracks so ground pressure is 
just 7.7 psi, fully loaded. Unit runs at 6.8 mph, 
powered by a 46-hp Kubota diesel and has a 2-
speed manual hydrostatic transmission. 
For more information contact IHI at 800/538-
1447 or www.ihicompactexcavator.com I 
circle no. 259 

Bobcat r 
IntelliTrak drive system on the 4x4 Bobcat 
2200 makes it the only vehicle in its class 
equipped with automatic locking differentials 
that engage immediately when a wheel loses 
traction. It is available with either a 20-hp 
Honda gas or 20-hp Kubota diesel engine. All-
terrain tires are standard, with mud tires also 
available on both models. Vehicle has a 1,200-
Ib. vehicle load capacity and comes standard 
with an 800-lb. cargo box capacity with 33-in. 
loading height. 1,100-lb. cargo box and elec-
tric box dump are available as options. 
For more information contact Bobcat at 
888/922-TURF or www.bobcat.com I 
circle no. 260 

ToroA 
The Toro Mid-Duty Workman 2100 has up to 
1,650 lbs. total capacity. Powered by a 16-hp 
Briggs & Stratton engine, it sits on the exclusive 
Active In-Frame Suspension. The redesigned 
Heavy Duty model's rugged, long bed design 
has up to 2,725 lbs. of capacity. Both models 
provide good operator comfort, easily accessible 
controls, more value and a cutting edge design. 
For more information contact Toro at 800/344-
8676 or www.toro.com I circle no. 261 

Koyker 
The Raptor 1000M and 4000M both feature 
16-hp, 4-cycle B&S gas engines. The 4000 has 
shift-on-the-go 4WD. Each offers 14.6 cubic 
ft. capacity and 1,000-lb. payload. The 1000 
has fully independent, transverse leaf spring 
suspension while the 4000 has McPherson-
type struts. 
For more information contact Koyker at 
800/456-1107 or www.koykermfg.com I 
circle no. 262 

John Deere 
Four new models include the Gator TS, Gator 
TX, Gator TX Turf and Gator TH 6x4. The 
Gator TX Turf, with its quiet foot pedal opera-
tion, turf-friendly tires and increased comfort, 
meets the needs of turf care pros. It is 

http://www.gardenmarketexpo.com
http://www.landpride.com
http://www.ihicompactexcavator.com
http://www.bobcat.com
http://www.toro.com
http://www.koykermfg.com


equipped with a new 13-hp, 401-
cc Kawasaki FJ400 engine, all-
wheel suspension and all-wheel 
hydraulic disc brakes. Pedal-start 
design allows for the convenient 
start/stop use typical of turf care 
usage. All-wheel suspension, 3-

in.-longer wheelbase, 44-in.-long 
cargo box with a 600-lb. capacity 
and an overall 1,000-lb. 
payload/towing capacity. 
For more information contact John 
Deere at 800/537-8233 or 
www.deere.corn I circle no. 263 

Treker Series units are available in 
narrow or wide stance. They have 
capacity for two full-sized passen-
gers with a total 950 lbs. (NT 
model) or 1,300 lbs. payload (ST 
model) in the dumping box. Pow-
ered by a 20-hp Honda engine. 
Smaller 4200ATR has 13-hp en-
gine and limited cargo space. 
For more information contact 
Land Pride at 888/987-7433 
or www.landpride.com I 
circle no. 264 

Swisher L 
UTV Universal Mounting System 
allows users to change quickly be-

tween various 
Swisher accessories. 

Works like the ATV system. Re-
quires a 2x2 front receiver on the 
UTV, a Universal Receiver Mount 
Kit, and any of Swisher's acces-
sories. Universal Mount System 
and accessories are available sepa-
rately. Kit includes a winch mount, 
receiver step and accessory attach-
ment mount. 62-in. super duty 
plow blade available. Accessories 
can be attached and detached in 
seconds, by pulling a single pin. 
For more information contact 
Swisher at 800/222-8183 or 
www.swisherinc.com I 
circle no. 265 

It's all about people 
Buying a utility vehicle is a lot like buying a tractor. Size is 
important and at times, more is better. 

"Really, it depends on the user's business," says Tim Koch, 
manager for the Toro utility vehicle business. "But I'd err on 
the high end." 

Buyers who expect to need 500 lbs. of hauling capacity 
probably will need at least that. If they expect to use a cou-
ple of attachments, they'll probably end up using more. 

"The big difference between a utility vehicle and a trac-
tor is that a utility vehicle is made to transport humans, 
too," Koch says. 

In the Northeast, if the unit is large enough, it is easy to 
add a rotary snow broom to remove snow. Almost all utili-
ties can handle sprayers and materials spreading. 

Landscapers typically trailer equipment. Most utility vehi-
cles are made for trailering with tie-downs, hitches and 
other safety equipment. 

Koch says that most manufacturers' utility vehicles are 
built on a heavy duty chassis, with solid hydraulics on the 
larger ones. "Even if you're handling a ton of dirt or stone, a 
utility vehicle is as tough as a tractor." 

But the tractor is specifically built for work, not hauling 
people. "If you are looking at a blend of jobs, a utility vehicle 
is the better choice," he says. 

Lely USA, Inc. 
Industrial Broadcast Spreaders 

1-888-245-4684 

MM 

Circle 134 
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Univ. of Nevada, Las Vegas 
2004 PGMS Grand Award Winner for Urban University Grounds 

Property at a glance 
Location: Las Vegas 
Grounds Supervisor: Robert Lynn, 
facilities supervisor 
Category: Urban University Grounds 
Total budget: $1,500,000 
Year site built: 1957 
Acres of turf: 74 
Acres of woody ornamentals: 14 
Acres of display beds: 4 
Total paved area: 150 acres 
Total man-hours/week: 2,000+ 

Maintenance challenges 
• Hot climate 
• Water and irrigation 
• Landlocked location 

Project checklist 
Completed in last two years: 
• Participated in city-mandated 
conversion to desert landscaping 
• Completed numerous landscape 
renovations 
• Added landscaping to new buildings 

• •1 

• 49 full-time staff, one seasonal 
worker, 20 licensed pesticide 
applicators 

Las Vegas — the city that never 
sleeps. Glittering casinos and giant 
hotels may dominate a big part of 
the skyline here, but the campus of 

the University of Nevada, Las Vegas, is a 
showcase for thriving desert landscaping. 

Las Vegas is located at Nevada's south-
em tip, in a desert valley surrounded by 
mountains bordering California's Mojave 
Desert. With daytime high temperatures 
exceeding 100 degrees from mid-May to 
mid-September followed by sub-freezing 
morning lows lasting for a few days most 
winters, growing conditions give Facility 
Supervisor Robert Lynn and his team a 
consistent challenge. 

Rainfall averages about four inches an-
nually, and the water used to irrigate land-
scapes is alkaline, with high levels of soluble 
salts. To combat nearly year-round drought 
conditions, the state requires cities and 
public institutions, including UNLV, to 
have drought response plans in place. 

Lynn and his team have risen to the 
challenge, converting more turf to 
xeriscapes every year. In a climate like this 
turf reduction is a constant goal to save 
both precious water and irrigation dollars. 

University enrollment exceeds 27,000 

students, and the landscape team of 49 full-
time, year-round employees maintains turf, 
ornamentals, display beds, athletic fields 
and an artificial turf football practice field. 

The 337-acre campus is an established 
arboretum, and the university grounds are 
often referred to as the "Emerald in the 
Desert." A two-acre xeric garden, created in 
1988, contains more than 70 species of 
plants from arid regions around the world, 
including red yuccas and desert birds of 
paradise. The arboretum campus and xeric 
garden attract tours, gardening clubs and 
special events year-round. 

Editors' note: Landscape Management is the exclusive sponsor of the Green Star Profes-
sional Grounds Management Awards for outstanding management of residential, com-
mercial and institutional landscapes. The 2005 winners will be named at the annual 
meeting of the Professional Grounds Management Society in November. For more 
information on the 2004 awards, contact PGMS at: 720 Light St. • Baltimore, MD 21230 

)>GM$ Landscape 
V Y ^ ^ M A N A G E M E N T ! 

• Phone: 410/223-2861. Web site: 
www.pgms.org 

http://www.pgms.org




It's a balmy summer-
like May afternoon 
and memories of 
the recent nasty 
Chicagoland winter 
are fading fast. Chris 
Paisley, CLT, is mid-

way through another hefty 
workday, prepping the commu-
nity pool for the summer be-
fore returning to his office to 
work through his crew's pay-
roll. He's got lots more to do 
before the day is done, but life 
is good. 

"I love the challenge. Every 
day is different," says Paisley, 29, 

Chris Paisley, above, 
turned a neglected 
athletic field into a source 
of community pride. 

Chris Paisley relies upon professional 
advice, materials to turn an intensively 
used youth sports field into an 
award-winning gem BYGREGMCCONNELL 

supervisor at River Trails Park in 
Mt. Prospect, IL. "It's fun." 

It's a position he's held the 
past five years, and like most 
successful fixed-site grounds su-
pervisors, he's becoming a mas-
ter juggler. He credits his previ-
ous experiences as an intern at 
Lake Bracken Golf Course, and 

especially with Mariani Land-
scape in Lake Bluff, IL, with 
preparing him for the often-
hectic world of parks supervi-
sion. It's a big responsibility for 
Paisley, who holds an associate's 
degree in horticulture from Illi-
nois Central College. 

continued on page 62 



DEAL WITH CLOVER LIKE NEVER BEFORE. 
Make clover and other hard-to-control weeds fold with Spotlight™ specialty herbicide. 

It works fast on established turf and does a consistent job every time. Tank-mix 

Spotlight for an even wider spectrum of control. It works well with all primary broadleaf 

herbicides and its liquid formulation is easy to mix. Or get Spotlight in the powerful 

formulations of new Escalade and Escalade Low Odor herbicides from Nufarm. 

(ft/fa Dow AgroSciences 

Spotlight 
Specialty Herbicide 

www.dowagro.com/turt 1-800-255-3726 ™'Trademark of Dow AgroSciences LLC Always read and follow label directions. 

http://www.dowagro.com/turt


continued from page 60 
He's in charge of maintain-

ing several hundred acres in-
cluding five schools, eight parks 
and even a swimming pool. But 
it's been his work on 2.8 acres 
of busy turfgrass that's earned 
him special recognition from 
his peers. The Illinois Sports 
Turf Manager's Association 
honored Paisley and his staff 
with its "Field and Facility of 
the Year" award. 

"My background was in hor-
ticulture but I didn't know I 
would really get into sports turf 
as much as I did," he says. 

When he began his park su-
pervisory career five years ago 
he inherited a host of mainte-

nance and management respon-
sibilities — buildings, grounds, 
you name it — but one popular 
2.8-acre site within the park in 
particular needed lots of help. 

The combination soccer 
pitch and a softball outfield sus-
tained incredibly heavy use for 
almost nine months of the year. 
The field hosts 270 scheduled 
games of soccer, softball and 
football, plus four months of 
sports camps annually. 

"It kind of sounds odd, but it 
(the athletic field) didn't re-
ceive any special attention," 
Paisley notes. "It was cut with a 
wide-area mower and had a 
low fertility level." 

continued on page 64 

What is M E S A ? 
MESA is an acronym for Meth Ex Sulfate of Ammonia, a 
relatively new source of nitrogen patented by LebanonTurf. 
This slow-release nitrogen provides a controlled, steady 
feeding over eight to10 weeks. In contrast, quick-release 
nitrogen can be used up or leached away in as little as a 
few days. Heavy rains or frequent irrigation can move the 
soluble nitrogen beyond the root zone or wash it away, says 
Ray Buckwalter, agronomist and marketing manager at 
LebanonTurf. 

Sulfur-coated urea (SCU) is better than straight soluble 
products, but it's subject to catastrophic release. 

"The way MESA works is that it's actually broken down 
in the soil by microbes," Buckwalter says. "When there's 
good soil moisture and temperatures, the microbes are 
more active and they break the nitrogen down and release 
it in a form that can be used by the plant. Conversely, 
when it's too hot, too dry or too cold, you don't get as 
much release. The nitrogen is still there, but it's not in a 
form that's water soluble so it can't be leached and washed 
into the environment." 

Science City at Union Station • Kansas City, Missouri 

((11 ST ixed-nse developments with heavily traveled public spaces would be 
1 VI wise to engage an ASIC Professional Member. They make the critical 

difference in developing sustainable and innovative water management solutions. 
I don t know who else could design an environmentally friendly bio-swales 
drainage network for a LOOO-car parking lot like the one we designedfor the 
nations second largest train station. " 

ANDY SCOn 
Executive Director • Union Station Assistance Corporation 

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. 

P0 Box 426 
Rochester, MA 02770 

508-763-8140 
Fax: 508-763-8102 

www.ASIC.org 

Smart-Water-Solution 

http://www.ASIC.org


• • • a v m i p w m v ^ WANTED 
D E A D - I V O T A L I V E 

G r u f f G o o s e g r a s s 

The Troublesome Trio 
If you've seen this trio or other 

gangs of grassy weeds hanging 

out in your turf, act now 'cause 

they're up to no good! They've 

escaped your pre-emerge and 

are out to rob your good grass 

of valuable moisture and 

nutrients. 

It's time for the death sentence -

Trimec® Plus Post-Emergent 

Grass and 
Available in quarts, 

Broadleaf gallons and 2 1/2 gallons 
Herbicide ~ an(* *or BIG jobs, 

30 gallon drums. 

For control 

of grassy weeds and yellow 

nutsedge, there's nothing else 

like it. It even packs a wallop 

Trimec is a registered trademark of PBI/Gordon Corporation. 
0 2003. PBI/Gordon Corporation. 

and wipes out their broadleaf 

buddies like clover, oxalis and 

spurge. And the dandelions start 

curling as soon as the spray tank 

rolls into town! 

Oxalis 

Trimec 
Plus * 
protect your 

bluegrass, 

fescues, 

zoysiagrass, 

ryegrass and 

turf from the 

bad guys. 

ALWAYS READ AND 
FOLLOW LABEL DIRECTIONS. 

B p b l / s a w d D H 

c o R p c j f t s r i f c j n 
An Employee-Owned Company 

1 - 8 0 0 - 8 2 1 - 7 9 2 5 
trimecplus.pbigordon.com 

5-2004/11851 
urcie IJO 



continued from page 62 

Initially, Paisley followed 
suit, but he wasn't satisfied 
with the results. "The recovery 
period wasn't fast enough and I 
wanted the residents to have a 
better product," he says. "I 
wanted people to be able to 
look at the field, see what they 
were getting for their tax dol-
lars and be proud of it," he says. 

Within a year of taking over 
care of the field he began mak-
ing changes. 

First he addressed the cul-
tural practices by regularly aer-
ating the turf using an Aerway 
with 8-in. shatter tines and 
pulling cores once a year with a 

rented John Deere 1500 unit 
with 3/8-in. hollow tines. The 
irrigation upgrade included di-
viding the field into five zones 
and installing a Toro system 
with 2001 series heads. Feeling 
he needed a better cut on the 
fields, he switched the 
large rotary mower to a 
John Deere reel 
mower. But perhaps 
the biggest improve-
ment to the field's ap-
pearance and playabil-
ity resulted from a 
strong working rela-
tionship with Kelly 
Schroeder at 

continued on page 66 

Note the excellent condition 
of the turf in the soccer 
goalmouths. Paisley's award-
winning field is used for both 
Softball and youth soccer. 

Ariens 
ST8526 LE 
Deluxe 
Sno-Thro 
# Tecumseh 8.5 HP Snow King" engine 
$ 26" clearing width 
# Heavy duty axle bushings 
# 26" high back housing with new 16" serrated augers 
# Variable-speed Disc-O-Matic drive ensures 

smooth shifting 
# Six forward and two reverse speeds 

For your neares t Ariens dealer 
call 1-800-678-5443 or 
vis i t www.ariens.com 

Smarter By The Yard™ 

Circle 137 

Healthy Growth. 
Strap the Field King on, and you'll see where it got it's name. 
Thanks to its comfortable, molded lumbar support and soft, 
cushioned shoulder straps, it can be used for hours of stress-free 
operation. Plus it features a left- or right-handed pump handte, 
palm activated trigger with lock and grip, an in-line poly filter to 
protect the trigger and nozzle from clogs, and much more. 

When your job is the outdoors, your work is only as good as the 
tools you use. That's why Forestry Suppliers 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.forestrv-
suooliers.com to get a free cow of our latest catalog todav! 

Inc. 
www. forestry-suppliers, com 
Sales 800-647-5368 
Catalog Request: 800-360-7788 

tore, Inc. Al rights reserved. 

http://www.ariens.com


Paisley's 
program 
March 
• Spring cleanup to remove all debris 
• Drag field to stand up grass 
• Apply 0-0-50 fertilizer to achieve 1 lb. 
K/1,000 sq.ft. 

April 
• Aerify to depth of 6 in. with shatter tines 
• Fertilize with Andersons 16-25-12 Poly S 
starter fertilizer to achieve 1/2 lb. P11,000 sq. ft. 
• Stripe soccer field and paint logo 
• Monitor daily soil temperatures 
• Cut field at 1 1/4-in., one or two times weekly 
• Take cores for soil test 

M a y 
• Fertilize with 25-2-5 (50% MESA) by 
LebanonTurf to achieve 1.25-lb. N/1,000 sq. ft. 
• Mow field at 1.25 in. three times per week 

June 
• Inspect daily for insect/disease problems 
• Aerify to depth of 6-in. with shatter tines 
• Spot-spray weeds as needed 
• Apply Mach 2 preventive grub control 

Ju ly 
• Fertilize with 25-2-5 (50% MESA) to achieve 
1.251b. N/1,000 sq.ft. 
• Inspect daily for pest problems 
• Aerify to depth of 6 in. with shatter tines 
• Raise mowing height to 1.5 in. 
• Mow 3-4 times a week 

A u g u s t 
• Aerify to depth of 6 in. with shatter tines 
• Inspect daily for pest problems 
• Mow 3-4 times per week as needed 

S e p t e m b e r 
• Core aerify with 3/4-in. hollow tines, chop 
cores, drag field 
• Fertilize with Andersons 16-25-12 Poly S starter 
fertilizer to achieve 1 lb. P/1,000 sq. ft. 
• Spike seed with Serene Kentucky bluegrass, 
3 IbsV 1,000 sq.ft. 
• Lower height of cut to 1.25 in. 
• Mow 2-3 times per week as needed 

October 
• Apply 0-0-50 fertilizer to achieve 1 lb. K/1,000 sq. ft 

N o v e m b e r 
• Winterize irrigation system 

Innovation. Partnership. Profit. 
"The decision for Heaviland Enterprises to become a 
Founding Partner of the Symbiot Landscape Network was 
an easy one. As a smaller regional company, we needed the 
leverage to compete against the national firms for 
commercial maintenance contracts. By partnering with 
other premier landscape companies throughout the 
country, this has given us opportunities we never would 
have realized. The P3 partnerships give us incredible 
purchasing power by offering a full range of products and 
services. Monthly webcasts, the Online Estimator and Sales 
Partner Retreats are other great programs we take 
advantage of. The chance to network and exchange 
industry BMP's with my SLN peers is the icing on the cake!" 

Tom Heaviland, Heaviland Enterprises 

Heaviland Enterprises is a twenty year old commercial landscape 
management company providing service in San Diego County with 
85 employees servicing over 200 commercial sites. Members of 
PLANET and CLCA, Heaviland Enterprises was the winner of a 
BBB Torch Award for Marketplace Ethics. Find out how Symbiot 
helps Tom Heaviland grow his business, and how a partnership 
in the Symbiot Landscape Network can grow yours. 

Become a Partner 
Today! 

www.symbiot.biz 
866.223.9049 
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continued from page 64 

Chicago-area distributor Arthur Clesen, Inc. 
Paisley partnered with Schroeder to im-

prove the fertility program for the field. Vis-
iting the site, she suggested that he try 
LebanonTurf ProScape fertilizer with MESA 

nitrogen (see sidebar on pg. 62). She admit-
ted it might cost a little more but it could 
save in the long run by reducing the number 
of applications, thus reducing labor expenses 
and equipment use and wear. Paisley got the 
go-ahead to make the switch to the slow-re-
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Budget sheet for '04 
0 Fertilizer and pesticides . . $700 
0 Seed $200 
0 Irrigation repairs $100 
0 Athletic paint $300 
0 Labor $3,100 

(one full-time worker at 166.5 hours, 
one part-time worker at 18.5 hours) 

0 Machine rentals $400 

TOTAL $4,800 

Note: Numbers represent the maintenance of the 
Softball outfield in addition to the soccer field, total 
area of turf maintained is 2.8 acres. 

lease 25-2-5 product, and the results were so 
convincing that the park district quickly real-
ized the savings and has authorized him to 
expand the program to other fields. 

The turfgrass improved dramatically, he 
reports. Even the goalmouths, which are 
perennial problem wear areas, began hold-
ing up better. Even more pleasing to him, 
the changes he made in the field mainte-
nance program resulted in even more sav-
ings because he did not need as much re-
pair and over-seeding. 

Paisley says the budget for the 2.8-acre 
sports field is $4,800 annually, $3,100 of 
that total going toward the 185 labor hours 
required to maintain it. The next-largest 
expense is $700 for fertilizer and control 
products, a relatively small price to pay for 
quality turfgrass, he believes. 

"I didn't start by having in mind a field 
that I could submit for an award," Paisley 
says. "My main goal was just to provide a 
safe athletic surface that the community 
could be proud of." 

Paisley advises people considering up-
grading their management programs by 
using higher-grade materials, especially 
fertilizers, to go for it. Start by finding a 
knowledgeable expert and considering their 
recommendations. 

"If you don't have a specialist that you 
work with, certainly try to find one and 
build a good relationship with them," Pais-
ley advises, lm 

— The author is a freelance writer based in 
Palatine, IL. Contact him at 847/934-5572 

or gjmc90@yahoo.com 

All-Terrain 
Survivability 

Biotechnology that's right for your 
specific transplant environment. 

• H ~ • Increase transplant survival 
I ^ ^ J M ^ ^ i ^ • Improve plant health 

• Save on replacement costs 

Our name says it all 
(800) 342-6173 
www.novozymes.com/roots 

Read and follow all label directions. DryRoots. M-Roots and Transplant 1 -Step™ are trademarks of Novozymes Biologicals, Inc. 
The Novozymes logo is a registered trademark of Novozymes A/S. ©2005 Novozymes Biologicals, Inc. novozymes1 

dryRoots< 

formula 
M-ROOTS* TRANSPLANT 

1-STEP™ 
NORMAL CONSTRUCTION, HEAT & DROUGHT 

PLANTING STRESSED SOIL CONDITIONS 

http://www.landscapemanagement.net
mailto:gjmc90@yahoo.com
http://www.novozymes.com/roots


Walk around. Ask questions. Shake hands. Dig in and learn. There's nothing like taking the 
latest commercial equipment through its paces at the Outdoor Demo Area - over 20 acres of turf-n-dirt 
just right outside the Kentucky Exposition Center. 

There's no greater industry event than the International Lawn, Garden & Power Equipment Exposition. 
And this year, you'll find all exhibitors under one roof in the new Exhibit Building and Conference Center. 

• Visit the only industry show with three days of demos 
• Check out the New Products & Innovations Showcase 
• Network with manufacturers and their technicians 
• Meet new vendors and swap success stories with your peers 
• Attend educational seminars for lawn and landscape pros 
• Enjoy Saturday's Free EXPOFest starring Charlie Daniels 
• Dine at the new 4th Street Live entertainment district 
• Visit Caesar's Riverboat Casino and more 

It's all right here in Louisville - just a day's drive away from more 
than half of the U.S. 

Go to the show that helps you grow. EXPO 2005. 

October 14 -1 B. 2DD5 
SEE CHARLIE DANIELS FREE! 

EXPO 
The International Lawn. Borden 
C Power Equipment Exposition 

B 0 0 5 
P O W E R . K N O W L E D G E . G R O W T H . 

REGISTER TODAY 
ONLINE AT 

expo.mow.org 
or call 

812-949-9200 



Products 
TOOLS OF THE TRADE 

The Intimidator 
Bandit's high capacity drum style Model 1890 
hand-fed chipper is more compact and lighter 
in weight. This makes it easier to maneuver, es-
pecially in tight areas, the company says. The 
machine measures 15 ft., 3 in. long. This new 
frame is positioned under the infeed hopper for 
more support with tanks set on the frame in-

stead of on the fender. The chipper features 
an infeed opening of 20 in. by 18.5 in. 
For more information contact Bandit 
Industries at 800/952-0178 or visit 
www.banditchippers.com I circle no. 266 

Good connection • 
The WeatherProof line of wire connectors 
by Ideal Industries safely connects electrical 
wiring where moisture, humidity, dirt or 
corrosion is a problem. These easy to apply, 
twist-on connectors are pre-filled with a non-
hardening, silicone-based sealant to safeguard 
conductors from damaging corrosion, mois-
ture or fungus. UL listed to 486D for use in 
damp/wet locations, WeatherProof connectors 
provide wiring solutions for decorative patio or 
deck lighting, outdoor power outlets, marine 
shore power and dock lighting, outdoor sig-
nage, industrial hose-down areas and other 

applications requiring 
a tough, weather-
proof connector. 

For more information 
contact Ideal Industries at 
800/435-0705 or visit 
www.idealindustries.com 
I circle no. 267 

Line it up 
Newstripe's new ProLine Field Marking System 
keeps athletic fields permanently marked year 
after year. Drive the rugged nylon locators into 
the ground at key field positions, attach the 
supplied string line to the locators, and the field 
is ready to stripe. Leave the locators in place for 
remarking every year without remeasuring. The 
system's one-piece design eliminates the need 
for additional pegs or plugs, and no open holes 

continued on page 70 

MTI RAIN^BIRD 
SALE 

5004 4" Pop-up 
Complete Turf Rotor 

Top-Adjusts with 
Just A ScrewDriver 
Call NOW for FREE Sample 

H 

BEST BUY 
For A 
Turf Rotor ea. 

Buy The Box 

Call Us For ALL 5004s 

'V'J/II'I 
w/min. order 

Order By 1 p.m. 
SHIPS SAME DAY 

800-600-TURF 
CALL US AND SA VE! 7:30 am - 5 pm PDT 

SPRINKLERS4LESS.COM www. 

Controllers, Drip Emitters, 
Filters, Microsprinklers 
Your Preferred Irrigation Provider 

Series TOP 12-outlet PC drip emitters: 
Retrofit 1/2" riser, below or above grade with our 
self-cleaning 0.5,1,2 or 3 GPH for a wide range 
of applications. 
Series 500 battery operated controllers: No 
wiring, waterproof solution to a power problem 
using our one, four or six station controllers. 
Series 4000 & X LEIT Ambient Powered 
controller: Four to 28 station water 
management. Controls your irrigation system in 
any region, under any weather conditions, day 
or night using ambient light as the energy 
source. 
DIG CORPORATION • 1210 ACTIVITY DR. • VISTA, CA 92081-8510 

760-727-0914 • 1-800-322-9146 • FAX 760-727-0282 • www.digcorp.com 
Circle 141 Circle 142 
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Write an action plan for your people at the 
PLANET Specialty Symposium 

Employee Development: Maximizing the Return on Your Investment 

Successful companies attract, develop, 
and retain great employees. They -

Recruit carefully 
Train continually 
Mentor daily 
Reward excellent work 
Promote outstanding workers 
Retain quality employees for the future 

Plat inum Sponsor Media Sponsor 

Landscape 
M A N A G E M E N T ! 

f i ^ A ^ i a j l i s t e n s 

Register today at landcarenetwork.org 
or call (800) 395-2522 

Led by J i m Paluch and Bob Coulter from J P 
Horizons, Inc., a company that is known for its 
green industry expertise in "people solutions," 
this two-day workshop will help you build or refine 
all aspects of your employee development - from 
recruiting to training to coaching. Whether you 
are the owner of a small company or a manager or 
supervisor of a medium to large company, you will 
learn the tools that attract, develop, and retain 
great employees. 

Westin O'Hare Airport Hotel 
Chicago, Illinois 

August 12-14, 2 0 0 5 

PLANET 
Professional Landcare Network 



Your top customers want their 
lawn to be the envy of the 

neighborhood. Heritage® fungicide 
works longer, providing up to 28-day 

protection against brown patch 
and most major turf diseases. 

r 
F U N G I C I D E 

wvwv.syngentaprofessionalproducts.com 

Important: Always read and follow label instructions before buying 
or using this product. ©2005 Syngenta. Syngenta Professional 

Products, Greensboro, NC 27419 Heritage? Primo MAXX*, and the 
Syngenta logo are trademarks of a Syngenta Group Company. 

Products 

continued from page 68 
will catch cleats or fill with debris. Packaged in 
kits of 6,12, 25 and 50 locators, the system 
comes with a starting tool and 600 ft. of cord. 
For more information contact Newstripe at 
800/624-6706 or visit www.newstripe.com I 
circle no. 268 

Controls dollar spot others 
Kestrel fungicide is the latest addition to the ex-
panding product line from Phoenix Environ-
mental Care LLC. Kestrel is used to control dol-
lar spot and a broad variety of other diseases in 
turf and ornamentals. The company says 
Kestrel has a systemic mode of action. The 
micro encapsulated concentrate can be used as 
a stand-alone product or in a tank mix with 
Phoenix's other product, Pegasus, or a wide va-
riety of other fungicides and insecticides. 
Kestrel offers up to 28-day disease control, is 

virtually odor free and can be used at low rates. 
For more information contact Phoenix 
Environmental Care at 229/245-8845 or visit 
www.phoenixenvcare.com / circle no. 269 

• Avoid cutting the wires 
Pro-Tech Equipment's TechTracker wire and 
valve locator, Model Pro600, features an extra-
long wand (27 in.), external speaker or head-
set, 50/60 HZ AC noise rejection/cancellation, 
and common D battery power. The Pro600 
TechTracker provides a powerful and accurate 
fault and tracing capability. 
For more information contact Pro-Tech 
Equipment at 480/926-8324 or visit 
www.pro-techequipment.corn I circle no. 270 
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Your work results in more available oxygen and fewer allergens, noise reduction and 
lower cooling bills, thicker turf that filters pollutants and landscapes that increase 
property values. There are endless environmental, economic and lifestyle benefits that 
green spaces provide—yet consumers don't know about them. They don't understand 
the true value of your products and services. 

Join us in telling the whole story of what you do. Project EverGreen is an organization 
dedicated to educating the public about the value of green spaces and encouraging 
responsible practices. 

EverGreen 
Because Green Matters-

To make a contribution or find out more, call 877-758-4835 or visit www.projectevergreen.com. 

http://www.projectevergreen.com


S P O N S O R E D A N D E N D O R S E D B Y : 

P f i M S r ? p l a n e t U ^ ^ Professional Londcore Network 

(800) 609-7467 
www.pgms.org 

(800) 395-2522 
www.landcarenetwork.org 

ATTENTION: 
EXHIBITORS & 
ATTENDEES 
Make plans to attend or to 
display your products today! 
The Green Industry Expo (GIE) combines a national trade show 
and outdoor Product Field Day into the green industry's premier 
buying, selling and learning event for every aspect of design, 
build and maintenance of outdoor and indoor green space, turf 
and plant care. 

• Dedicated to the needs of landscape contractors 
and grounds professionals 

• 350 manufacturers on-hand with new product lines 
• Network with more than 6,000 professionals from 

all across the nation 
• Two optional green industry conferences with 

more than 60 educational sessions 

PRODUCT FIELD DAY • THURS, NOV 3RD • 10:30AM-4PM • DEMOS • HANDS-ON COMPARISONS • ALL-YOU-CAN-EAT BUFFET 

Yes! Send me 
a brochure. 
• I want to attend. 
• I want to display products. 

Just clip and send to: 
Green Industry Expo 
1000 Johnson Ferry Rd., NE 
Suite B-255 

Marietta, GA 30068-2112 

Or Fax to: (770) 579-3835 

COMPANY INFORMATION (Please print) 

Contact Name / Title 

Company Name 

Address 

City /State /Zip 

Telephone / Fax 

GREEN INDUSTRY EXPO 
Email Address 

• Please allow GIE and its Exhibitors would like to contact me for future shows and product info. [ [ ]No thanks. 

FOR ADDTIONAL INFORMATION, VISIT US AT WWW.GIEONLINE.COM, EMAIL US AT INFO@GIEONLINE.COM OR CALL TOLL FREE (888) 303-3685. 

http://www.pgms.org
http://www.landcarenetwork.org
http://WWW.GIEONLINE.COM
mailto:INFO@GIEONLINE.COM
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June 
21 Cornell Field Day / Ithaca, NY; 
Sponsored by Cornell University; 
607/255-1792; www.hort.cor-
nell.edu/instruction/short/c 
ornellturf.htm 

22 UMass Turf Research Field 
Day / South Deerfield, MA; 
Sponsored by UMass Extension; 
www.umassturf.org/educa-
tion/annual events/field-
day, htm I 

23-25 Super Floral Show I 
Houston, TX; Sponsored by Super 
Floral Show; 617/728-0300; 
www.superfloralshow.com 

27 PACE Turfgrass Research 
Seminar I San Diego, CA; 
Sponsored by PACE Turfgrass 
Research Institute; 619/482-8820; 
www.paceturf.org 

July 
14-17 PLANET 2005 Summer 
Leadership Meeting I 
Washington, DC; Sponsored 
by Professional Landcare Network; 
800/395-2522; 
www.landcarenetwork.org 

16-18 ANLA Legislative 
Conference and Annual 
Meeting / Washington, DC; 
Sponsored by American Nursery & 
Landscape Association; 202/789-
2900; www.anla.org 

17-19 PLANET Legislative Day 
on the Hill and Renewal & 
Remembrance at Arlington 
National Cemetery / Washington, 
DC; Sponsored by Professional 
Landcare Network; 800/395-2522; 
www.landcarenetwork.org 

19-22 OPA Summer Conference 
I Brampton, Ontario, Canada; 
Sponsored by Ontario Parks 
Association; 866/560-7783; 
www.opassoc.on.ca 

26-28 Penn Allied Nursery Trade 
Show (PANTS) / Fort Washington, 
PA; Sponsored by Pennsylvania 
Landscape and Nursery Association; 
717/238-1673; 
www.pantshow.com 

27-30 CLCA Summer Family 
Extravaganza / Squaw Creek, CA; 
Sponsored by California Landscape 
Contractors Association; 927/830-
2780; www.clca.org 

August 
3-4 INLA Road Show I 
Des Moines, IA; Sponsored by 
Iowa Nursery & Landscape 
Association; 816/233-1481; 
www.iowanla.org 

4 Rutgers Golf and Fine 
Turf Research Field Day / 
North Brunswick, NJ; Sponsored by 
New Jersey Turfgrass Association; 
215/775-NJTA; www.njturf-
grass.org/fieldday.html 

6-10 ISA Annual Conference 
and Trade Show / Nashville, TN; 
Sponsored by International Society 
of Arboriculture; 888/472-8733; 
www.isa-arbor.com 

10 Turf Field Day and Demo 
Day / Raleigh, NC; Sponsored 
by Turfgrass Council of North 
Carolina; 910/ 695-1333; 
www.ncturfgrass.org 

11-13 SNA 2005/Atlanta, GA; 
Sponsored by Southern Nursery 
Association; 770/953-3311; 
www.sna.org 
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Move rocks with 
a company that 

moves mountains. 

Whether you're moving flagstone or trees, you can do it all with the experience of Caterpillar. With Multi Terrain 
Loaders featuring the lightest footprints in the industry and a full line of work tools, Cat1 compact equipment handles 
all the specific needs of landscapers. Be part Of the legacy. See your Cat Dealer or visit cat.com/legacy to learn more. 

CATERPILLAR 
^ 2 0 0 5 Caterpillar All rights reserved. 
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BLUE ELLOW 
The Smartest Way to Make Green" 

Rake Roll Rain 

www.blueyellowpro.com 

Circle 146 

ZOROCK 
1 - 8 6 6 - 4 - Z O R O C K 
www.getzorock.com 

Zorock 
Decorative 
Stone is an innovative 
new product, making residential 
and commercial properties more 
vivid everyday. If you are tired of 
the dull and boring look of 
natural stone, try new 
Zorock Decorative Stone. 

TAKE BACK YOUR TIME! 

Circle 148 
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shop online! 

1-800-328-1110 ••"••n.-m.tlc.com 
a r a c j • 

The Walker Hi-Dump* offers another 
grass handling option for Walker 
Mower Models MD and MT with 9.5 
bushel catchers. Raising the catcher 
box up 67 inches (170 cm) and 
dumping into a truck or trailer is easily 
completed in a 20-second cycle. 
Powered by a 12-volt electric/hydraulic 
system (operating two hydraulic 
cylinders), the lifting and dumping 
functions work independently and are 
controlled by two toggle switches from 
the operator seat. Adds only 3 inches 
(7.5 cm) and 150 pounds (56 kg) to the 
overall tractor height and weight and 
may be ordered as a factory installed 
option or installed in the field with 
minimal labor. 

^MMItair ]̂ |ftiirtBrortnnfti)g (Qrniqptffgf • 
Circle 147 

Only Magna-Matic provides 
sharpeners with ftfAL 
performance (1 blade in 60 
sec), and maintairrperfect 
angl es effortlessly. Take part 

a 30 day trial now. Call 
/ a free catalog.1* 
V V * 

MAG-9000 Lawn Mower 
Blade Sharpener 

BLUEYELLOW™ Engineered Turf System is your all-in-one 
turf establishment solution. With precisely calibrated and 

uniformly distributed blends of premium seed and fertilizer, 
contained within a cellulose substrate, BLUEYELLOW delivers 

unparalleled uniformity, natural weed suppression, and 
faster turf establishment. BLUEYELLOW can be customized 

to meet your seed and fertilizer requirements, and it 
biodegrades completely, leaving nothing to remove. 

Your seed, your fertilizer, your reputation. 

Engineered Turf System 

http://www.blueyellowpro.com
http://www.getzorock.com


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! 

BUSINESS FOR SALE 

ADVERTISING 
INFORMATION: 
Call Brian Olesinski at 
800-225-4569x2694 
or 440-891-2694, 
Fax: 440-826-2865, E-mail: 
bolesinski@questex.com 

• If an individual insertion is under $2 50 it must be 
prepaid, unless it is part of a contract that is S 1,000 
or greater. 
• We accept VISA, MASTERCARD, and AMERICAN 
EXPRESS over the phone. 
• Mail LM Box # replies to: Landscape Management 
Classifieds, LM Box # 
131 W. First St., Duluth, MN 55802-2065. (please include 
LM Box # in address). 

BUSINESS OPPORTUNITIES 

BUSINESS FOR SALE: 

31] ARTHUR BERRY & COMPANY 
208-336-8000 or visit www.arthurberry.com 

200 Acre Sod Farm 
90 miles E of Chicago. 50x170 bldg with 
offices. 2-40x80 bldgs w/shops-2 homes. 
Sand Sod inventory/ Machinery. Serving 
major athletic fields 269.695 • 55051 

LANDSCAPE 
CONSTRUCTION COMPANY 

Well Establ ished 
20-year Landscape C o m p a n y 
Boston, Massachuset ts Area . 

Annual volume S3.5-S4.0 million! 
Company breakdown: 
• 75% Construction 
• 10% Maintenance 
• 15% Snow Operations 

Highly recognized, well-managed and organized 
operation with a meticulous fleet of over 50 

pieces of equipment. Will sell with or without 
the real estate, which has all the necessary 

provisions for repairs and parking. 
NASH & COMPANY 

Contact Mr. Kurt Lawson: 1-508-428-1201 
Fax: 1-508-428-9586 

Established 25 years. Successful floral and garden 
business. Newer building, inventory, equipment, 
fixtures, 33,750 sq.ft. Corner lot. Outside income 
from Sturgis Motorcycle Rally. Experienced staff. 
Growing Black Hills community. Turnkey 
$1,800,000. 1-800-550-6801. Morris Hallock, 
Century 21, American Real Estate, Sturgis, SD 
57785. 6/05 

LAWN PROFESSIONALS — TAKE NOTICE 
Are you earning what you deserve? 

Manuals Available Templates on CD's 
Sen/ice Agreements & More $34.95 
Sen/ice Agreements 29.95 
Snow & Ice Removal Forms 34.95 
Sample Flyers & Marketing Info 29.95 
Employee Policy & Procedures 24.95 
Bid Specification & Cover Letter 24.95 

Take advantage of our 24 years experience 
and improve your opportunities for success. 

PROFITS UNLIMITED Since 1979 
Call 800-845-0499 • www.profitsareus.com 

Bidding & Contracts $47.95 
Marketing & Advertising 39.95 
Estimating Guide 34.95 
Contracts & Goals 39.95 
De-icing & Snow Removal 39.95 
Selling & Referrals 44.95 
20 Letters for Success 29.95 
Telephone Techniques 24.95 

v „ WANT TO BUY OR 
/ | j SELL A BUSINESS? 

& i l i S ^ * \ Professional Business 
i AcquMkm sp*cj4M. Consultants can obtain purchase 

offers from numerous qualified 
potential buyers without disclosing your identity. There 

is no cost for this as Consultant's fee is paid by the 
buyer. This is a FREE APPRAISAL of your business. 

If you are looking to grow or diversify through 
acquisition, I have companies available in Lawn Care, 

Grounds Maintenance, Pest Control and Lam 
Installation all over the U.S. and Cana< 

182 Homestead Avenue, Rehoboth, MA 02769 

708-744-6715 • Fax 508-252-4447 
E-mail pbcmello 1 ffiaol.com 

luality Synthetic Grass Surfaces 

jmjjjuuy 

ces] 

Building Successful Relationships 
Since 1998 

Call us today 877-881-8477 
www.theputtinggreencompany.com 

www.x-grass.com 

Cheek out the Classifieds ONLINE at 
www.landscapemanagement.net 
For Advertising rates and schedules, call 

Brian Olesinski at 800-225-4569, ext. 2694 
E-mail: bolesinski@questex.com 

^ ^ o k i n g 

for a job? 
Great, We'll start 

you at CEO. 

Tired of struggling in the 
landscape industry? We'll give 

you a promotion. Call us 
today and learn how to start 

your very own franchise. 

r ^ 
' V . • V ' 

TfieU.S, Law/is fnihclitee 
.Call 1-800-US-LAWN8 dr. 

, Visit wwvviUslawris.ppQTi^, 

Attention: Landscape Professionals 
Add Freedom Fence and Driveway Alert to your 
Existing services and watch your bottom line soar! 

Made in USA 800-828-9089 

UsEGoljptfifll 
EnhanceiYour/Ad!! 

umr 

mailto:bolesinski@questex.com
http://www.arthurberry.com
http://www.profitsareus.com
http://www.theputtinggreencompany.com
http://www.x-grass.com
http://www.landscapemanagement.net
mailto:bolesinski@questex.com


F O R S A L E 

C O N V E R T Y O U R T R U C K 
I N T O A 4 , 0 0 0 L B . T R U C K ! 

^ ^ J ^ V E R S A L ^ 
D U M P KIT * 

Truck retains 
original appearance 

$901 Fits full size Chevrolet, 
Dodge, & Ford models 

Installs easily on most trucks. 

Kit comes complete with 12V hydraulic 
pump & reservoir, hydraulic hose, dash-
mounted toggle switch, electric wiring, 
mounting hardware, 4000 lb. scissor 
lift, cylinder, and easy-to-read instructions. 

^ Since 1976 
ORDER ONLINE: 

w w w . p i e r c e s a l e s . c o m 
I f J f c 1-800-658-6301 
US Hwy 287 S. • Henrietta. TX 76365.-* 

(940) 536-5643^ Fax (940) 538-4382 j r Mil ii^^jM^^Mi i II i : 

TURBO TECHNOLOGIES, INC 
1500 FIRST AVE., BEAVER FALLS, PA 15010 

1-800-822-3437 vmw.turboturf.com 

BRING POWER WHERE 
YOU NEED IT! 

P O R T A B L E C A P S T A N W I N C H 
RELIABLE: Honda 2.5 HP engine 

' V ^ B LIGHTWEIGHT-FAST 
) ; K EASY TO USE-SAFE 
A J - ^ F T , CONSTANT PULLING POWER 
V UNLIMITED ROPE LENGTH 
U P ; A A A , I 5 YEAR WARRANTY 

5 0 0 0 I b i g t 
1 - 8 8 8 - 3 8 8 - P U L L | portaMewhcticom 

Know your 
soil pH in 
seconds! 

Kelway 
HB-2 
P r o f e s s i o n a l 
s o i l a c i d i t y 
& m o i s t u r e 
t e s t e r 

• Big, easy 
to-read dial. \ 1 

• Low cost. x 

• Portable 
• Built for long-

lasting use1 

Tells you when to lime. 
Now. read your soil pH in seconds with KELWAY 
HB-2 acidity tester Learn on-the-job whether to add 
lime and how much No batteries No reagents No 
chemicals Just insert KELWAY soil tester in moist 
soil Professionally designed tor growers. KELWAY 
tester gives direct acidity and moisture readings 
Contact your local distributor or write for FREE 
informative literature today 

Kel Instruments Co., Inc., Dept. N 
P.O. Box 54, Wyckoff, NJ 0 7 4 8 1 

www.kelinstruments.com 

LANDSCAPE TOOL 

ORGANIZATION 
A System So Good Your Friends will Be Jealous! 

HOOKS snap in so 
they won't bounce 
out and can be 
rearranged quickly, 
without tools. 

ADJUSTABLE 
hooks, racks and 
shelving for tools 
and equipment. 

Performance Trailers, Inc. 
1 -800 -768 -7708 

Call for our accessories 
catalog with many more 
unique items! 

L a n d s c a p e r R a c k s . c o m 

COVERiTi 
All Weather Shelters 

Instant Garages 
Sand/Salt Bins 

Workshops 
All Weather Shelters 

Equipment Storage 
A U T H O R I Z E D 

D E A L E R 

S h e l t e r s o f N e w E n g l a n d I n c . 
251 W. Hollis St. • Nashua, NH 03060 
800-663-2701 • 603-886-2701 
www.sheltersofnewengland.com 

P H Y S A N 2 0 . 
ALGAE AND ODOR CONTROL 

FOUNTAINS, STATUARY, 
BIRDBATHS AND WALKWAYS. 

Cost effective and biodegradable. 
Ordering and Dealer information: Maril Products 

320 West 6" Street, Tustin, CA 92780 
800-546-7711 www.physan.com 

NDSCAPE DESIGN KIT 3 
rubber stamp symbols of trees, 

shrubs, plants & more. 1/8" scale. 
Stamp sizes from 1/4" to 1 3/4". 

I $97 + $6.75 s/h. CA add 7.75% tax 
(Checks delay shipment 3 weeks ) 

f VISA, MasterCard, or Money Orders 
jl 916̂ 87.7102 sh ,PP«d n e x t day FREE BROCHURE 

I TOLL FREE 877-687-7102 AMERICAN STAMP CO. 
| www.americanstampco.com 12290 Rising Road LM4, Wilton. CA 95693 | 

3 5 ' x 4 5 ' x I O N 
$ 5 , 9 9 5 N 

| (UBC 97 Ok 12* Lm. MSmm. toy* Vmd) 
on't be misled by building* p r i c e d to the 

grong code. Call Heritage for the QIGHT PDICE. 

HERITAGE BUILDING S Y S T E M S . 
8()o.(>4 . S S 5 S 

w w w . h e r i t a g e b u i l d i n g s , c o m 

i H O N D A T A N K S 
s 2 1 . 9 9 & up 

3 SlZ^S original HONDA parts 
Ful Line of H O N D A Parts & Aftermartet items mc. 

Throttles. Shrouds. Carburetors. Gaskets & Seals 

1-800-351-7283 
www.replacementpumps.com 

O 

Put the Dynamics of Classifieds to Work for You! 

http://www.piercesales.com
http://www.kelinstruments.com
http://www.sheltersofnewengland.com
http://www.physan.com
http://www.americanstampco.com
http://www.replacementpumps.com


H E L P W A N T E D 

0 
GROUNDS CONTROL 

Grounds Control, Inc. is looking for career-
minded, green industry professionals for 
management positions. We are expanding into 
new markets with our landscape construction 
and maintenance services. Be part of a growing 
company and contact us today at 

myfuture@groundscontrol.com 

Country Clipper, Director of Sales. Shiwers Mfg., a 
two-division manufacturer of ZTR lawnmowers & 
grain drying equipment, has an opportunity for a 
Director of Sales, due to growth. Supervising both 
divisions, OPE & ag, you will manage, coach and 
lead the sales staff. In depth knowledge of ag. 
equipment, or Outdoor Power Equipment plus one 
& two step dealer/distributor mktg. channels is a 
must. You must have at least 8-10 years of sales 
exp. & at least 4 years of successful sales force 
management exp. A degree in Mktg. or Bus. 
Admin, required. Please send your resume and 
salary history to: Shiwers Mfg., ATTN: Brenda 
Campbell, 613 W. English, Corydon, IA, 50060. 
Equal Opportunity Employer, Pre-employment 
physical & drug screen required. 6/05 

WHEAT'S LAWN AND CUSTOM LANDSCAPE. A 
premiere residential landscape firm in Northern 
Virginia since 1978 has positions available for sales 
and managers. Interested candidates should have 
strong leadership skills, industry knowledge and a 
desire to make a difference. Wheat's offers: health 
insurance, advancement opportunities, 401 (k) 
and profit sharing, competi t ive salary, and a 
great work environment. For consideration, please 
mail, fax or email your resume to: 8620 Park St., 
Vienna, VA 22180 Fax: 703-641-4792. Email: 
wheats@wheats.com www.wheats.com 12/05 

THE BRICKMAN GROUP, LTD. Careers in 
landscape management available in: CA, CO, CT, 
DE, FL, GA, IL, IN, MD, MA, MN, Ml, MO, NJ, NY, 
NC. OH. PA, SC. TN, TX, VA, Wl. Fax: 
301-987-1565 Email: jobs@brickmangroup.com 
Web site: www.brickmangroup.com 4/06 

P I N E ( y f a y R I D G E 
L A N D S C A P I N G , I N C . 

A full-service, award winning Northern V A Landscape 
maintenance company seeks highly motivated, production 
[oriented and well organized individuals to join our team. 
Our growth has created career opportunities in the 
following positions: 

• Operations Manager 
• Branch Managers 

• Designers/ Landscape Architects 
• Account Managers 

• Irrigation Division Manager 
Experience in landscape maintenance and horticulture 
preferred. Excellent benefits package to include medical, 
dental, vehicle, Simple IRA and relocation allowance. 

Fax resume to (703) 803-4571 

F L O R A P E R S O N N E L , I N C . 
In our third decade of performing 

confidential key employee searches for 
the landscape/horticulture industry and 

allied trades worldwide. 
Retained basis only. 

Candidate contact welcome, 
confidential and always FREE. 
1740 Lake Markham Road 

Sanford, F L 32771 
407-320-8177 • Fax: 407-320-8083 

E-mail: hortsearch(a aol.com 
w w w . f l o r a p e r s o n n e l . c o m 

S A N D I E G O , C A L I F O R N I A 
C A R E E R OPPORTUN IT I E S 

IN L A N D S C A P E M A N A G E M E N T 
Commercial Installation & Maintenance 

HIRING 

• Irrigation Technicians • Crew Leaders 
•Supervisors • Account Managers 
• Branch Managers • Project Managers 

CONTACT 
Fax 858-513-7191 
e-mail: craigm@benchmarklandscape.com 
www.benchmarklandscape.com 
B e n c h m a r k 

Landscape. Inc. 

The #1 all-in-one management 
software for the green industry 
Scheduling, Routing, Automatic Invoicing, Bill 

Paying, Accounting, Payroll, Marketing and more 

Download a free demo of the software landscaping 
and lawn care professionals are all talking about! 

w w w . w i n t a c . n e t 1-800-724-7899 

I N F O R M • I N T R O D U C E • I N F L U E N C E • I N S T R U C T 

Customized to meet your specific needs, 
reprints are highly effective when used to: 

• Develop direct-mail campaigns 
• Provide product/service literature 

• Create trade show distribution materials 
• Present information at conferences and seminars 

Extend your coverage to your website. Custom reprint packages 
include an E-Print of the same article to post on your website. 
A R T I C L E S • N E W S I T E M S • A D V E R T I S E M E N T S 

MARCIE NAGY 
ADVANSTAR MARKETING SERV ICES 

1-800-225-4569 EXT. 2744 
440-891-2744 

FAX: 440-826-2865 
Email: mnagy@advanstar.com 

mailto:myfuture@groundscontrol.com
mailto:wheats@wheats.com
http://www.wheats.com
mailto:jobs@brickmangroup.com
http://www.brickmangroup.com
http://www.florapersonnel.com
mailto:craigm@benchmarklandscape.com
http://www.benchmarklandscape.com
http://www.wintac.net
mailto:mnagy@advanstar.com


INDUSTRY TRENDS BY THE N U M B I 

INDUSTRY EMPLOYMENT UP 
Slightly more than two thirds of landcare companies say 
they're adding to their payrolls for the 2005 season. More than 
a third of them are increasing their work force by 6% or more. 

i nc rease 
work force 
A 1-5% 31.4% 
A 6-10% 19.7% 
A 11 % > 16.6% 

decrease 
work force 
• 11%> 1.2% 
• 6-10% 1.9% 
• 1-5% 4.5% 

Total 67.7% Total 7.6% 

SOURCE. LANDSCAPE MANAGEMENT 2005 MP I B E N C H M A R K SURVEY 

MOWER SALES LEAD THE CHARGE 
The sale of lawn mowers, spurred by the popularity of zero-radius turn units, will 
continue to lead the growth of the US lawn & garden equipment the remainder of 
this decade. Here are projected sales in millions of dollars. 

1999 2004 2009 
Lawn mowers 3280 3490 4060 
Turf & grounds equipment 1130 1900 2310 
Garden tractors & rotary tillers 750 885 1050 
Trimmers & edgers 670 710 820 
Other 2060 2215 2490 

SOURCE: THE FREEDONIA GROUP. W W W . F R E E D O N I A . C O M 
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VThat Kind of People 
Own a Gravely? 

It 's the kind of folks who aren't afraid to get their hands dirty and thrive on 
an honest, hard day's work. The kind who settle for nothing less than rock-solid 
machines that handle the harshest of jobs without a hitch. The kind who appreciate 
a hard-working partner willing to sweat it out with them - a partner like Gravely -
who will better their business savvy, slash downtime, help hoist their business to a 
higher level and hike up their bottom line. 

'^oitrM tradwnart and TM tradamart c< Corn?* < 2005 Anana Company Prrted <n 0 5 * HP • » Wtior o< ff>a e-yp manufacture t ratoj '.': ««'tH^-M ma tpec+cMcrt suc^a to mrtTKX.!r. 

Circle 102 

WE KEEP YOU CUTTING' 

www.gravely.com • 1 -800-472-8359 

http://www.gravely.com


LOW DAILY OPERATING COSTS 
JOHN DEERE 
Nothing Runs Like A Deere 

The parts, filters, and other stuff it takes to maintain a skid steer don't come free. But they'll cost 
you $924.44 less for the next three years if you run a John Deere 320. That's a 26-percent 
savings over the leading competitor's comparable-size model for scheduled maintenance. 
With its heavy-duty cooling system, axles, engine, and boom, the Deere savings will grow 
even more. Call 1 -800-503-3373. or see your John Deere dealer for details. 

When you run the numbers, you'll run with Deere. 
Circle 103 


