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ARENA™ is the only preventive and curative grub control product proven 
to provide maximum application flexibility. 

Unlike other turf insecticides, ARENAv Insecticide with clothianidin lets you apply from early spring to 
early fall and still get unsurpassed white grub control. Plus, ARENA offers proven performance against 
sod webworms, chinch bugs and other damaging pests. To learn more, 
contact your turf products supplier, log on to www.arystalifescience.us/arena 
or call 1-866-761-9397 toll free. 
Always read and follow label directions. ARENA and the ARENA logo are trademarks ci Arysta LifeScfence North America Corporation. 
The Aivsta LrfeScwnce byo «s a trademark of Arysta UteSoence Corporation. <02005 Arysta trfeSaence North America Corporator. ARN-044 Putting You In Control 

Arysta LifeScience 

Harmony In Growth 

http://www.arystalifescience.us/arena


Experience the difference suspension makes. 

Demo a Ferris today! Commercial Mower Specialist 

www.Ferrislndustries.com or call • 1(800)933-6175 • Para espanol visita www.Ferrislndustries.com/Spanish 
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Now is the smartest time 
to buy a Z-Series mower. 
Purchase any Husqvarna commercial Zero Turn mower by 
March 31, 2006, and you can choose from two easy-on-
your-wallet payment options. Take advantage of the $500 
instant rebate or the 0% Financing for 12 months. 

As a big plus, all Husqvarna commercial Zero Turn mowers 
with our exclusive TunnelRam™ deck are backed by an 
industry-leading, 5-year limited commercial warranty. See 
your local Husqvarna retailer for details, and test drive a 
Husqvarna Z-Series mower. It's a bargain you just can't 
walkaway from. 

Visit www.husqvarnadriveeasy.com 

(h) Husqvarna 
Ask about great financing options at participating 
independent Husqvarna retailers OAC. 

$500 
INSTANT 
REBATE 

On All Zero Turns OR 

ZERO 
FINANCING* 

On All Zero Turns 
TPLUST 

ZERO 
WORRY 
WARRANTY" 

'Must request offer at time of purchase. Applies to new purchases of $2500 or more made between January 1 and March 31. 2006 on a Husqvarna credit card. No finance charges will be 
assessed on the promotional purchase as long as the promo purchase amount is paid in full before 12 month term ends. Variable APR is 22.80% as of 1-1-06. Minimum finance charge is $1.00. 
Existing cardholders should see their credit card agreement for standard terms. Offer is available at participating dealers and subject to credit approval by GE Money Bank. 

** 5-year limited commercial warranty. See retailer for details. 
© 2006 Husqvarna 

http://www.husqvarnadriveeasy.com
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Ahhf doesn't this look nice! 
Visit our Web site to check out 
online-exclusive coverage of the 
Arizona Excellence in Landscaping 
Awards. Sponsored by the Arizona 
Landscape Contractors' Association, 
the program recognized 78 projects 
in 27 categories. 

»Readers respond 
Inspired by the amount of news 
we get on marketing initiatives, 
LM asked online readers, how 
much does marketing matter 
to the success of your 
company? Here's what you said: 

»0NLINE RESOURCES 
Industry news and events 
Read the latest news 
headlines before the print 
issue comes out, and plan 
your travel with our 
complete events schedule 

E-newsletters 
Sign up to receive 
Landscape Management 
Week in Review delivered to 
your inbox. Or link to our 
affiliated sites for news and 
e-newsletters on golf course 
management, landscape 
design/build and pest 
control. 

Archives 
Browse the two current 
issues from our home page 
or search our complete 
archives for business articles, 
subject-specific technical 
articles and product 
information. Don't miss the 
archives of special issues like 
the Business Planner, LM 
100 and Green Book. 

Contact us 
Stay in touch via direct 
phone numbers and e-mail 
addresses for our editorial 
and advertising departments. 

I f 

>: Overheard 
Standardization 

i s y o u r f r i e n d . " 

— Mike Rorie, president and owner of Cincinnatti-based 
GroundMasters, to a packed educational session at the Ohio 

Turfgrass Foundation annual conference last month. 

3 1 ° A lot. We spend a significant portion of 
our budget on marketing. 

32% A considerable amount. We believe in 
quality, not quantity. 

2 1 0 Not too much. We might take out a 
newspaper ad every now and then. 

1 5 Little to none. We've got other fish to fry. 

1 % Marketing! ?Whassat? 

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

»Special issue 
Landscape Management's annual Green Book 
directory of suppliers, distributors, associations, events 
and more is online now. Click on the cover image 
from our home page to access the listings all year. 



Let The Scoring Begin 

Rave reviews. Proven results. Steady profits. 
Now that Talpirid has proven its success in the field, it's time to enhance youribtriiflE^. 

"We finally have something we can depend 
on for mole control that is simple and easy 
to use making our job easier and our 
yards better." 
- Ryan McGrady, Pro Green Inc. 

"Talpirid had provided us with an additional 
revenue generating service while solving mole 
problems for our customers." 
- Jeff Cooper, Lawn Connection, Inc. 

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

lABotAio.its, INC MADISON, WISCONSIN I www.talpirid.com 
Circle 101 

"Wtdid an analysis of cost and 
Talpirid is extremely profitable 
to use." 
- Bill Johnson, All Green Corp. 

TALPIRID 
KILLS MOLES 

http://www.talpirid.com


BY SPRAYING SYSTEMS CO. 

Please^ee us at the Golf Industry Show, Booth 2127. 

Why Spray Nozzle Selection 
is Critical to Your Success 
The consequences of inadequate spraying can be 
extremely costly. Under application can result in turf 
damage and the need to re-spray. Over application 
results in waste of chemicals. So, be sure you have 
the best nozzle for your specific application. 

Herbicides, Fungicides, 
and Insecticides 

Contact Systemic 
Nozzle Type 

Turbo TeeJet 

Turbo TeeJet Induction 

I 
AIC TeeJet 

t 
DG TwinJeF 

Turbo TwinJet5 

XP BoomJet 

Good 

Good 

Excellent 

Excellent 

Excellent 

Excellent 

Excellent 

Good 

Excellent 

Very 
Good 

BY S P R A Y I N G SYSTEMS C O 

7 had to re-spray several times last year 
to solve a fungus problem. I learned the 
hard way - the cost of additional nozzles 
is a fraction of the cost ofpoor spraying. 
And / trust TeeJet to help me select the 
nozzles I need." 

www.teejet.com 
TeeJet: No better way to spray 
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You've Never Used a Blade 
Like this Before 

Oregon Cutting Systems is 
proud to present the Fusion™ 
blade, another innovation in 
cutting, from Oregon®. The 
exclusive electrofusion tech-
nology creates an ultra-hard 
layer at the blade's cutting 
edge, which means that the 
blade remains sharp and 
continues to give a clean cut 
far longer than any blade 
you've ever used before. 
Along with R50™hardness 
throughout the blade, this 
makes Fusion™ by Oregon® 
the natural choice for pro-
fessionals and homeowners 
who insist on extreme per-
formance from their mower. 

www.oregonchain.com/oep 

OREGON Advanced Cutting Technology 
Circle 101 

http://www.oregonchain.com/oep


Let Us Help You 
PROMOTE 

Customized Printing 
Programs 
• Select your photography from our 

image collection 
• Customized text and layouts made 

by our talented graphic designers 
• U s e our "sample print collection" 

for layout and promotional ideas 

$100.00 OFF 

Promotional 
Call today for a Signs 
FREE catalog # Promote with up to 4 colors 
& price sheet! • Variety of sizes available 

• Print one or two sides 
• Two different stakes 

Iwf Tech Landscaping 

fUT: , 

R.N.D. Signs & Printing 

www.rndsigns.com .800-328-4009 
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(AerWay^j 

Prood s n p p o r t e r of t h e s e g r e e n i n d u s 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 : 

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

American Society of Irrigation 
Consultants 
PO Box 426 
Rochester, MA 02770 
508/763 8140 
www.asic.org 

Independent Turf and 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 

Ohio Turf grass 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 

AerWay* can aerate the typical playing field in less than 30 
minutes, without taking it out of play. More frequent aeration 
treatments reduce compaction, speeds drying of the field when it 
rains, and makes more efficient use of water when it's dry. 

for more information call 1-800-457-8310 

Snow 8t Ice Management Association 
2011 Peninsula Dr. 
Ene. PA 16506 
814/835-3577 
www.sima.org 

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

Advanced Aeration Systems 
www.ae rway . com emai l : a e r w a y @ a e r w a y . c o m 
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Turf and Ornamental Communicators Association 
P.O. Box 156 
New Prague, MN 56071 
612/758-5811 

AerWay® delivers Speed 
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Perfect Petunias for Your Landscape 

Wave" Lavender Spreading Petunia O Easy Wave Rosy Dawn 
Spreading Petunia O 

Double Wave Blue Velvet 
Spreading Petunia 0 

Wave Purple 
Spreading Petunia O 

Wave Blue Spreading 
Petunia O 

Tidal Wave® Silver Spreading Petunia O 

Wave®, Easy Wave , Tidal Wave and Double Wave : 
Best-selling, best-performing Spreading Petunia series for 
fast fill-in and long-lasting color. Look to low-maintenance, 
weather-tolerant Ride The Wave"" varieties when you need 
big, bold results. Find a supplier at BallLandscape.com. 



Increase productivity and keep your best operators on the job with Grasshopper mowers. 
Our Ultimate Operator Station™ enables faster and longer mowing with less fatigue, while 
deep DuraMax™ decks provide a beautiful cut at top speeds for your high-profile accounts. 
Call 620-345-8621 or visit GRASSHOPPERMOWER.COM. 



B U S I N E S S AS W E SEE IT 

Best of the best 
BY STEPHANIE RICCA / Managing Editor 

I love reading "Best of ' articles — the kind 
that appear in magazines and newspa-
pers every year about this time. Heck, I 
even like "Worst of ' articles. Sometimes 
those give you the most honest informa-
tion, like the one I read recendy listing 
the "best and worst vending machine 

snacks of 2005." Of course in this case, their votes for 
"worst" turned out to be my votes for "best," so you 
can't trust these lists all the time. 

So in the spirit of the new year I want to tell you 
about some of the "bests" we had at Landscape Man-
agement in 2005: 

Best Trip: My favorite was PLANET's Student Ca-
reer Days last March. I had just been hired on the 
magazine and I was sent to the trenches. What a non-
stop, amazing event; it definitely tops my list. For a 
preview of this year's Student Career Days in Provo, 
Utah, turn to our In the Know section beginning 
on pg. 18. 

Best Trade Show: I think all the editors at LM 
would pick the OPEI Expo. This is a well-organized 
show and the outdoor equipment area lets you get 
your hands dirty testing new machinery. 

Best Event Food: Again, the honors go to Expo. 
Brats for breakfast in the Kohler tent, anyone? An ex-
tremely close second goes to the Project Evergreen 
dessert reception at the Green Industry Expo. 

Best Industry Victory: H-2B. Because of your work 
on behalf of this program, a situation that could have 
been miserable became bearable. We have to work 
together to stay on top of the situation, especially 
this year. As we go to press, news updates on the H-

In the spirit of the new year, I want to 
tell you about some of the bests we had at 
Landscape Management this year. 

2B situation for 2006 hit my inbox almost every 
day. Bookmark www.landscapemanagement.net to 
stay current. 

For more of our editor's picks, turn to this 
month's cover story, Super Six, on pg. 28. We predict 
the top product trends facing the Green Industry this 
year. Let us know if you agree or disagree. 

Don't miss our new sections debuting this 
month. We corralled industry training expert (and 
a friend to many of you) Bill Hoopes to pen our 
new column, Training Room, on pg. 16. His con-
versational style and realistic training tips will def-
initely be worth clipping out and posting on the 
refrigerator. 

Finally, check out Add-On Biz, a new department 
(this month on pg. 26) that highlights some addi-
tional business services you might not have consid-
ered until now. We've got a whole lineup planned for 
the rest of the year. 

Happy new yearl 

Contact Stephanie 
at 216/706-3754 or 
e-mail sricca® 
questex.com. 

http://www.landscapemanagement.net


B U S I N E S S T E A M TALENT 

You will always be better off hiring around 
values, ethics and potential than 

around current Skill levels. 

Build an A Team 
BY BRUCE WILSON 

It's January, and if you are like most busi-
ness owners or managers you are excited 
about having a great year in 2006. It 
should be a good year for the industry, es-
pecially if you have a great team. 

Good businesses have good years re-
gardless of the business environment. For 

the most part it is because of the quality of the team 
they have assembled. 

Sounds simple but the devil is in the details. 
Building blocks 
How do you ensure that you build an "A Team," 
when you have a hard time finding enough qualified 
people? The operative word here is "build." 

Building is a process. You must start with good 
raw materials in the people you hire. When you in-
terview to hire there is a tendency to settle in order 
to fill the position. You look for the ideal candidate 
but seldom find one. Think of these four tips in 

your quest for A 
Team players: 

First, it's much 
better to hire a per-
son with great poten-
tial to fill a position 
and develop the per-
son into that position, 
than to hire a person 
who might fill the po-

sition better today 

but not be an A Team-level person in the future. You 
will always be better off hiring around values, ethics 
and potential than around current skill levels. 

Second, hire with a talent mindset. Often when 
you interview for a position you run across people 
who do not fit the position, but do have talent. 
Whenever possible, try to bring these people aboard 
and get them into your organization. 

Know where to look 
Third, always keep an eye out for talent, even when 
you do not have a specific need. If you hire when 
you see talent you will have people on your bench. 
You don't want to be in a position where you're 
forced to settle for someone just to fill a hole during 
a critical time of the season. 

Keep in mind that the best people already have 
jobs. Your job ads most likely attract people who 
don't have jobs, and there might be a reason for that. 

Fourth, build from within. You must develop a 
coaching and mentoring culture in your company. 
Build your A Team from good raw materials — peo-
ple you know inside your organization who already 
support your company. If you do this you seldom 
need to go outside and roll the dice on an unknown. 

Companies seldom think about investing $ 10-20 
thousand developing a person from within, but often 
end up paying a recruiter $10-20 thousand to find a 
person who may or may not work out. 

— The author 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


) Bayer Environmental Science 

Spell doom for insects above and below ground with one application. 

The end is near for grubs, chinch bugs, sod webworms, billbugs and more than 70 
other turf-eating pests. Nothing on the market gives you better control of surface and 
subsurface insects. Allectus,M is a revolutionary new product that provides deadly broad-
spectrum control that's both preventative and curative, with a long residual effect. For insects, 
it's eternally long. To learn more, call 1-800-331-2867 or visit BayerProCentral.com. 

aUecTus 

B.«yef t-.nvKonmental Science, a business group of Bayer CropScience I 2 1 W Alexander Dnve. Research Triangle Park, NC P7709 I AlkM:tos and Backed by Bayer are I n K l e m a i k s of Bayer 

Always read and ktlkiw label directions carefully I « VOOS Bayer CropScience 

Circle 113 



B U S I N E S S HIRE L E A R N E R S 

/ / 

Trainers whose presentations create real 
water cooler buzz" work to fill the room 

with interested learners. 

What great trainers know 
BY BILL HOOPES 

ver sit through a classroom training 
program at one of our Green In-
dustry trade shows? In the old days 
it was slides. Today, it's Power Point 
presentations. Still boring, right? 
Truth is, the kind of training we do 
is typically required by a state or 

the federal government. So having fun with these 
[mostly technical] topics can be challenging. 

Let's start the year by agreeing upon several im-
portant and timely points: 

First, great trainers — those whose presentations 
create real "water cooler buzz" — have one thing in 
common: They work to fill the room with inter-
ested learners. They have learned that interested, in-
volved learners retain and use more of the informa-
tion presented. 

It starts with recruiting 
Wait a minute, you're thinking, I train the people we 
hire, right? I don't get a choice of who I train do I? 
That's exactly the point. If your company's owner or 
hiring manager doesn't screen candidates carefully 
and hire only those people who come to your com-
pany believing in your philosophies and willing to 
follow your procedures, training will never meet ex-
pectations. Training can only help willing learners. 

Year after year, time-stressed Green Industry man-
agers go through their spring training process as best 
as they can, often with little preparation and inade-
quate tools. Inevitably, we see a few disinterested new 

hires yawning, heads down or staring out the window. 
Certainly, as trainers we owe employees challenging 
and participative training. But we cannot make a dis-
interested person interested. 

Link training with hiring 
Great trainers help management focus on candidate 
selection. There's no excuse for hiring "warm bodies" 
just to fill seats. To make training pay of? hire only 
those candidates who want to learn the business and 
will follow your procedures consistendy. 

And, once on board, know this: Training begins 
day one! Great trainers control every part of the 
early employment experience. Leave nothing to 
chance. Deliver training in small bites and reinforce it 
with on-the-job "ride along" coaching. 

Great trainers know that success motivates every-
one, and that new hire who is taught to succeed early 
is far less likely to quit. 

Let's review: 
• Great trainers impact the company hiring [re-

cruiting/interviewing] process by helping ensure that 
new hires want "this job vs. a job." 

• Great trainers understand that training begins 
day one; they control the new hire's early experience 
completely. 

• Great trainers ensure that each new hire gets 
support and experiences early success. 

Think about the above three points. Now, right 
now, is the time to improve. 

— The author is founder of Grass Roots Training in 
Delaware, OH. Contact him at 

hoopes@columbus.rr.com 

mailto:hoopes@columbus.rr.com


Scott Swayze thought 

all decks clog in tall, w e t grass. 

This one changed his mind. 

See more of what Scott Swayze has to say at www.mowpro.com JOHN DEERE 

http://www.mowpro.com


In the Know 
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Get ready for 
Student Caree 

Students compete in 
events ranging from 
irrigation troubleshooting 

BY STEPHANIE RICCA / MANAGING EDITOR 

The countdown is starting to 
this year's Student Career 
Days sponsored by the Pro-
fessional Landcare Network 
(PLANET) and held at 

Brigham Young University in Provo, UT, 
March 23-26. 

The planning team at BYU has pre-
pared all year for student teams from 
campuses nationwide to descend on 
Provo for four days of competition, net-
working and the anchor event — the in-
dustry's biggest job fair. 

This year, the BYU team, headed by 
faculty co-chairs Greg Jolley and Phil 
Allen, has a special adrenaline-pumping 
kick-off event planned for the day before 
the event begins. All participants will re-
ceive free admission to Utah Olympic 
Park in Park City, Utah, host site to the 
2002 Olympic Winter Games. 

"This is really exciting," Allen told 
Landscape Management. "They have zip 
lines and the Olympic bobsled track. It's a 
great opportunity for recruiting. I'm 
telling companies to send their best re-
cruiters and they can spend a day up at 

Park City and get to know some kids and 
establish some relationships." 

Students, faculty, company recruiters 
and other SCD participants get the park 
exclusively that day, and the event in-
cludes zip lines and bobsled rides, in addi-
tion to lunch and access to the Alf Engen 
Ski Museum, a virtual reality ski theater 
where visitors can simulate ski runs down 
various Olympic courses. 

In addition, participants will com-
plete a two-hour service project in Park 
City that morning, in the spirit of 
PLANET's Renewal and Remembrance 
projects at national cemeteries during 
Legislative Days. 

"Our horticulture club has already 
been up there three times to do planting, 
pruning and slope restabilization in Park 
City," Allen said. 

Over the course of the long weekend, 
students compete in 26 events including 
design/build/installation, arborculture, 
mowing and sales. More than 100 com-
panies from around the country exhibit 

at the job fair, often setting 
up interviews on the spot. 

Most indoor events will 
take place at BYU's full-serv-
ice conference center on 
campus. The university's es-
tablished shuttle service will 
provide transportation to the 
other events, located just a 
short distance from the con-

ference center. "Because our university 
hosts so many conferences, all of the de-
tails are already worked out," Allen said. 
This year, America in Bloom recognized 
BYU as the best-landscaped university in 
the country. 

"This will be our eighth year attending 
SCD," Allen said. "We're delighted to give 
back something to the industry that has 
given so much to our students." 

For another special surprise, the stu-
dent reception this year will take place in 
the air — courtesy of 18 hot-air balloons. 

Industry participants are encouraged 
to register by Feb. 7. Student participant 
early bird registration deadline is Feb. 21. 

The event's platinum sponsor is Stihl; 
gold sponsor is the Ariens Co.; silver spon-
sors are Caterpillar and Husqvarna; and 
bronze sponsors are The Brickman Group, 
Pavestone, John Deere Landscapes, 
MulchMule/Enviroscapes, Outside Un-
limited, The Toro Co and Vermeer. 

For more information visit 
www.studentcareerdays.org. 

http://www.studentcareerdays.org


WEEKLY TIMECARD 
fall [im n 

START LUNCH END j oe COOES JOBSITE^ROJECT HOURS 

Mon 7 ''00 ZMi/iS f 
Hues. - — 

t 6 
Wed. HM 5k 
Theirs If.eo 

Fri. • 7 t tf.co * J 
SIGNATURE 7 7 T 

Bill O w e n 
Employee Report 

Jobsite N a m e : D a v i s Proper ty Date Range: 2 / 1 3 / 2 0 0 6 t h r o u g h 2 / 1 7 / 2 0 0 6 

D a y Start E n d Act iv i ty 
Mon 2 / 1 3 7:08 A M 12:05 P M Irrigation 4 :57 hours 

12:41 P M 3:22 P M Irrigation 2:41 hours 7:38 hours 
Tue 2 /14 7 :12 A M 12:07 P M Irrigation 4 :55 hours 

12:43 P M 3:23 P M Irrigation 2 :40 hours 7 :35 hours 
W e d 2 / 1 5 7 :12 A M 12:02 P M Irrigation 4 :50 hours 

12:46 P M 3 :49 P M Irrigation 3 :03 hours 7:53 hours 
Thu 2 / 1 6 7 : 1 7 A M 12:19 P M Planting 5 :02 hours 

12:50 P M 3 :46 P M Planting 2 :56 hours 7:58 hours 

Fri 2 / 1 7 7 :13 A M 12:07 P M Planting 4:54 hours 

^ / / / 
U ; 4 4 P M 3 :39 P M Planting 2 :55 hours 7 :49 hours 

— z E m p l o y e e total 3 8 : 5 3 h o u r s 
Signature Bill O w e n 

Track hours and cost codes with dead-on accuracy. 
Find out why more than 185,000 workers clocked in 

today with The Jobclock System — 
The contractors* timekeeping tool of choice. 

THE JOBCLOCK® THE LANDSCAPER'S TIMECLOCKI" 

Call today: (888) 788-8463 • www.jobclock.com 
Circle 116 

GIVE THEM THE JOBCLOCK. 

GIVE YOUR GUYS THE RIGHT 
TOOL FOR THE JOB. 

http://www.jobclock.com


In the Know 

Pump up the jam 
CLEVELAND — Start practicing your fist 
pumps. JP Horizons, a company dedi-
cated to helping clients drive business 
performance, partnered with Ariens 
Gravely Stens to produce Leadership 
Jams in five cities this year. Led by the JP 
Horizons team of Jim Paluch and Bob 
Coulter, Leadership Jam appeals to busi-
nesses that want to inspire their leaders 
to work smarter. Interested companies 
are invited to attend any of the following 
Leadership Jams: 

• Jan. 16-17 in Adanta 
• Jan. 26-27 in Baltimore 
• Feb. 16-17 in Chicago 
• Feb. 20-21 in Columbus, OH 
• March 9-10 in Boston 

Leadership Jam is a two-day event 
that puts managers, foremen and supervi-
sors into a creative setting where they 
focus on personal development and lead-
ership skills. Focus topics this year will 
center on the theme of "Working 
Smarter" and will include exercises show-
ing how to delegate and maximize the ef-
ficiency of the team, how to develop an 
atmosphere for team performance, and 
how to create awareness of work in mo-
tion habits. 

The two-day cost is $585, which in-
cludes training materials, breakfast and 
lunch. For more information contact JP 
Horizons at 877/JPH-JAMS or visit 
www.jphorizons.com 
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ORLANDO, FL — John Popinski of ABC 
Pest Pool & Lawn in Houston won a 
new Ferris HydroCut 36 at the Green 
Industry Expo held Nov. 3-5 in Or-
lando, FL. 

The Ferris HydroCut 36 was intro-
duced earlier this year and features inte-
grated comfort controls (ICC), quick-ad-
just heigh t-of-cut lever, hydrostatic 
transmission and a 13-hp V-twin 
Kawasaki engine with electric start. 

"This is this first time I've been to the 
GIE show," Popinski said. "Our company 
just purchased two Ferris zero turns this 
year that we've been very impressed 
with. We visited the booth to see what 
else we might add to our fleet and were 
surprised with a nice addition." 

John Trueman, owner of Pen Tex 
Equipment in Spring, Texas, presented 
Popinski with his new Ferris HydroCut 
walk-behind mower. 

Rain B i rd a n d 
Irr isoft pa r tne r 
GLENDORA, CA — Rain Bird Corp. 
joined forces with Irrisoft, Inc., to 
develop weather-based solutions 
that will enable irrigation users to 
decrease water use. "Rain Bird has 
a longstanding relationship with 
Irrisoft and together we will be 
able to offer the market the most 
effective ET-based water-savings 
irrigation solutions," said Ron 
Wolfarth, director of Rain Bird's 
landscape irrigation division. 

ACI acqu i r e s 
Great D a n e 
AUBURN, NE — Auburn Consoli-
dated Industries, Inc. recently ac-
quired Great Dane commercial 
mowing equipment assets from 
John Deere and will move the 
manufacturing of Great Dane 
products and the John Deere 
Quik-Trak product family to its 
Auburn, NE, facility. These prod-
ucts were previously manufac-
tured at John Deere Turf Care 
near Raleigh, NC. An OEM since 
1976 for companies such as 
Honda, Kubota, Case New Holland 
and John Deere, ACI also manu-
factures EverRide commercial 
lawn mowers. 

This Cat 's in 
' c h a r g e ' 
NASHVILLE, TN — Caterpillar Inc. 
customers can now use the Cat Ac-
cessAccount, a single, revolving 
charge account that enables cus-
tomers to pay for parts, service 
and rentals at any participating 
Caterpillar dealers throughout the 
United States. The account fea-
tures flexible payment options lets 
customers see detailed informa-
tion on all purchases and make 
payments online. Visit www.catac-
cessaccount.com. 

'30-9500 

http://www.jphorizons.com


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

It w o n ' t do your b o t t o m l ine any good, e i ther . Research shows that hand-weeding can knock your profits for a loop in no time. Maybe that's why 
so many nursery operators and landscapers are choosing the superior control of Snapshot* specialty herbicide. Snapshot can be used over-the-top of more 
than 413 field-grown and 235 container-grown ornamentals, for control of 111 broadleaf weeds and annual grasses - for up to eight months. That's more 
than any other preemergence product on the market. Plus, it's gentle on ornamentals. This year, knock out weeds and grasses - instead of your workers -
with the proven performance of Snapshot. # Do» AgroSdmces 

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

Day and Night. Month after Month. S l 1 3 p S h 0 t * 
Specialty fterfalcldc 

Eight straight months of hand-weeding 
around the clock can take its toll on 

the average worker. 



In the Know 

New leaders for PGMS 

Ellen Newell takes the gavel as 
the 2006 president of PGMS. 

ORLANDO, FL — The Professional Grounds Management Soci-
ety announced the winners of its 33rd Annual Green Star 
Awards and installed its 2006 leadership team Nov. 5 in con-
junction with the 2005 School of Grounds Management and 
Green Industry Exposition in Orlando, FL. 

Ellen Newell, CGM, assis-
tant director of grounds serv-
ices at Arizona State Univer-
sity, was elected and installed as 
the new PGMS volunteer pres-
ident for 2006. Newell suc-
ceeds Chris Fay of University 
of North Carolina at Greens-
boro, as the chief elected offi-
cer of the 94-year-old green in-
dustry organization. 

In addition, PGMS mem-
bers elected Michael Mongon 
of Fairview Country Club in 
Greenwich, CT, as their presi-
dent-elect. Greg Nichols of 
Bryn Mawr College in Bryn 
Mawr, PA, was elected vice 

president and Gene Pouly, CGM, of the E.F. Pouly Company in 
Orrville, OH, was elected as treasurer. 

George Van Haasteren of Dwight Englewood School in En-
glewood, NJ, and Eric Grammer, PGMS communications di-
rector, were honored as recipients of the PGMS 
President's Awards in recognition of their out-
standing service and contributions 
to the Society. 

Alex Shigo of the U.S. Forest 
Service was presented with 
the Society's Gold 
Medal, given each 
year to an individual 
or entity to recog-
nize them for out-
standing and 
long-term 
achievements 

Outgoing PGMS 
President Chris 
Fay, left, and George 
Van Haasteren 

and/or contributions to the Green Industry. 
The PGMS also named its 2005 Green Star Professional 

Grounds Management Awards recipients (see sidebar). 2005 
Grand Award winners will be featured in future issues of 
Landscape Management. 

PGMS names winners 
The highlight of November's PGMS banquet at the 
Green Industry Expo in Orlando was the presentation of 
the organization's 2005 Green Star Professional Grounds 
Management Awards. 

Hospital or Institution: 
Honor Award — San Joaquin Gardens 

Industrial, Commercial Site or Office Park: 
Honor Award — Gannett Company, Inc. Headquarters 
Grand Award — Ortho McNeil Campus 

Park, Recreation Area or Playground: 
Honor Award — National Gallery of Art 
Sculpture Garden 
Honor Award — Forsyth County -
Tanglewood Park 

Condominium or Apartment Complex: 
Grand Award — Post Gateway Place 
Grand Award — Post Spring 

MORE 
INFO 

www.pgrrn.org 
Visit or call 410/223-
2861 for more infor-
mation on the Green 
Star Professional 
Grounds Management 
Awards. 

Hotel, Motel or Resort: 
Honor Award — Renaissance Pinelsle Resort 
Grand Award — Gaylord Palms Resort & Convention Ctr. 

Athletic or Professional Fields: 
Honor Award — Tony Gwynn Stadium 
Grand Award — Surprise Recreation Campus 

Golf Courses: 
Grand Award — Shadow Glen the Golf Course 

University and College Grounds: 
Honor Award — University of Tennessee at Martin 
Honor Award — Occidental College 
Grand Award — University of North Carolina 
Grand Award — University of South Carolina 

Urban University Grounds: 
Grand Award — University of Cincinnati 
Grand Award — Southern Methodist University 

http://www.pgrrn.org


Gravely fan face-off 
GRAVELY 
TRACTOR 

BRILLION, Wl — Think you've got what it 
takes to hold the title of Gravely's Biggest 
Fan? Get ready, because the company 
launched a nationwide search to fill that 
tide Jan. 1. Fans of the company's com-
mercial lawn equipment have until 
March 31 to register online and vie to be-
come the All-American Gravely Fan. 

Log on to www.gravelycontest.com. 
Upload a photo of your equipment and 
come up with some creative responses to 
these questions: 

• What is your biggest accomplish-
ment with your Gravely? 

• Why is Gravely a "Great American 
Brand"? 

• What would you be willing to give 
up before you'd give up your Gravely? 

Starting April 1, visitors to the site can 
vote for the top five entries. Winners re-
ceive Gravely prizes and a trip to the 
2006 Gravely Mow In and the 2006 
Aliens Dealer Summit, where the 
biggest fan will be announced. 

The fan contest is a part of the com-
pany's year-long 90th anniversary celebra-
tion. Festivities began at the end of 2005 
when the company named legendary 
country rocker Charlie Daniels as its 
spokesman for the anniversary year. 
Daniels is featured in company advertis-
ing this year, and dealers will have the op-
portunity to win concert tickets and 

meet-and-greet events at 
their dealerships. 

"Who better to help us 
communicate the heritage of this Ameri-
can-made brand," said Dan Ariens, com-
pany president. "We were drawn to Charlie 
Daniels because he has an incomparable 

ability to tell the stories that 
capture the soul of America." 

The Ariens Co. purchased 
Gravely in 1982. The company's founder, 
Benjamin Franklin Gravely, built the first 
motorized plow using a push plow and 
motorcycle parts in 1915. 

My previous scheduling software could not accurately calculate or perform 
the functions that I needed for my company. But with QXpress Enterprise, 
there is so much versatility that you can't go wrong with it. Entering info is 
a breeze, especially with the "Projects" feature. The great thing about this is 
that you can get real detailed on how much a crew is costing you per hour. 

Kevin Taylor, President 
Taylor Lawn & Landscape MGMT 

Call 1.877.529.6659 or visit www.qxpress.com for a FREE demonstration 

Proud member of: 

7- PLANET 
^ ProtniKDnol tondcore Network 

designed for % 
QuickBooks % 

QuicfcBooks it a re^stered trademark and service mark of Muit he in the Unit ad Slates and otter countries Qx press it a repstered trademark of Alocat hcorporatad 
OuickBookt and the 'Designed lor QuicfcBookt' Logo arc trademark! and/or roistered trademarks of htuit he. displayed with permission The use by Alocat of the Logo 
does not sigrwfy certification or endorsement of Alocets software by friturt. and Alocat la soley responsible lor its software and tha support and maintenance of the software 
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In the Know 
P q m l e 6c companies 
The John Deere Worldwide 
Commercial & Consumer 

Equipment (C&CE) Di-
vision appointed Gregg 
Breningmeyer to direc-

J k tor, commercial segment 
~ marketing. Breningmeyer 

previously served the 
C&CE Division as territory 
manager, national account 
manager, marketing manager 
for commercial mowing and 
director of sales and market-
ing for golf and sports turf 
products. 

North American Green 
President J im Niemeier re-
cently retired from the com-

pany. Executive Vice President 
Tim Lancaster stepped up to 
the role of president. 

John (J.T.) Turner (above, 
left) will cover Illinois, Indi-
ana, Wisconsin and Kentucky 
as a lawn and landscape sales 
representative for Bayer En-
vironmental Science. Jason 
Kuhlemeier (above, right) 
also joined Bayer as a market-
ing specialist. 

Brady J. Surrena joined 
Advan, LLC, based in 
Roswell, GA, as Midwest area 
manager for the company's 
Turf and Ornamentals 
Division. 

Gardeners' Guild Inc., a 
landscape contractor head-
quartered in San Rafael, CA, 
promoted Jose Luis Hernan-
dez Jr. to field supervisor of 
the Enhancement Division. 

Dave Ramsze has been ap-
pointed the new chief oper-
ating officer for The 
Groundskeeper, the Tucson, 
AZ-based landscape company. 

Ramsze has 
been with The 

Ip Groundskeeper 
k . for more than 

25 years, most 
% recently as vice 

president of operations and 
regional vice president of the 
Tucson market. 

SOLO, Inc. named David 
Longf ield as president of the 
Newport News, VA-based 
company. He succeeds James 
Dunne who retired in June. 

Fred Montgomery, Steve 
Abler and Dennis E. De-
Sanctis joined Syngenta Pro-
fessional Products turf and or-
namental team as sales 
representatives. 

WOULD YOU LIKE: 
• MORE FREE TIME 

^ • C Y 

THE ABOVE 

Driven by Results 
IT"S NOT SOFTWARE!!! 

The COMPASS System is the 
Green Industry's only comprehensive 
operations system for running a lawn 

and landscape business. 
Benefits of using the COMPASS System: 
a Manages your operations to protect profit 

& Incentive system that motivates your employees 

B Steps to attract and retain great employees 

& Reduces your employee's non-billable time 

& Organize your facility for maximum efficiency 
B Step-by-step process for managing a lawn 

and landscape operation 

Use The COMPASS System and pick up more time, 
more money and more success in running your 
business. We'll be with you every step of the way. 
Call and schedule your seminar today. 

"We chose ALL OF THE ABOVE.and it is incredible! Our employees are excited 
about the change and are willing participants! The COMPASS System is worth 
its weight in gold and your introductory prices are a bargain! TfanhjAgmn"* 

** Kurt & Angie Hughes P 
Hughes Landscaping, (Mpra& > 

Cirde 119 

Complete Operations Management 
Program And System Solutions 

www.compasssystem.com • (302) 324-1614 
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H-2B cap met; program closed to new workers until April 
WASHINGTON, D.C. — The U.S. Citizen-
ship and Immigration Services (USCIS) 
has received a sufficient number of peti-
tions to reach the congressionally man-
dated 33,000 cap for H-2B workers for 
the first half of FY 2006. 

Petitions for current and returning H-2B 
workers don't count against the bi-annual 
cap. Returning workers are exempt from 
cap limitations, and to achieve "returning 
worker" status, the employee must have 
counted against the H-2B numerical cap 
between Oct. 1,2002, and Sept. 30,2005. 

Any worker not considered "returning" 

Missing from 
Green Book '06 
LM's December directory issue omitted 
several key suppliers to the Green Indus-
try. For more complete information on 
the following companies, please visit 
the online version of "Green Book '06" 
at www.landscapemanagement.net. 

I Agrisel USA, Inc., extensive line of 
Green Industry chemical products: 715 
Bittersweet Trail, Atlanta, GA 30350; 
Phone: 877/480-0880; www.agrisel.com. 

I* Bell Laboratories, Inc., TALPRID 
mole bait: 3699 Kinsman Blvd, Madison, 
Wl 53704; Phone: 608/241-0202; 
www.belllabs.com. 

• LESCO, landscape equipment, irri-
gation products, turfgrass seed, fertiliz-
ers, combo products, chemical pest con-
trols: 1301 East 9th St., Suite 1300, 
Cleveland, OH 44114; Phone: 800/321-
5325; www.lesco.com. 

• PBI /Gordon Corp., extensive line 
of herbicides, fungicides, specialty prod-
ucts, plant nutrient supplements: 1217 
West 12th St., Kansas City, MO 64101; 
Phone: 800/821-7925; 
www.pbigordon.com. 

is subject to the numerical limitations of 
the current fiscal year. 

According to the USCIS, it will not re-
ject petitions from employers who ask for 
a combination of returning workers and 

new workers. Those petitioning employ-
ers will receive partial approvals for those 
people qualifying as returning workers. 

For more information visit 
www.uscis.gov. 

QX Mobile is for the Green Industry 
professional who is always on the 
lookout for ways to gain an edge over 
their competition. Developed using 
the latest technology available for 
Microsoft Pocket PC handhelds, 
QX Mobile offers a solution you may 
have never thought possible! 

• Send and receive customer and 
job data wirelessly from the field with 
yourQXpress Scheduling Software, 
the leading service business software 
for QuickBooks users. 
• Print estimates and work orders in 
the field, as well as capture signatures. 
• Record start times, stop times, and 
material usage in the field to avoid 
double-entry. 

The latest product from C J X p r e s s " 
^ SCHEDULING SOFTWARE 

Call 1.877.529.6659 or visit www.qxpress.com for a FREE demonstration 
Proud member of: 

Penned tor 
QuickBooks D j ^PLANET 

^ ProV»».oooi londcOT N ^ w o . 1 

Penned tor 
QuickBooks D j 

QuickBooks >» a roistered trademark and servce mark of Intuit he in tht 
QuickBooks and the Designed tor QuickBooks- Logo are trademarks and 
does not signify certiftcafion or endorsement of Atocett software by Wml 

i United States and other countries QXprass ia a re» stered trademark of Alocet incorporated 
•or re^stered trademarks of Htu.t he displayed with permission The use by Alocet of the Logo 
I, and Alocet is soiey responsible tor it* software and the support and maintenance of the software 
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Announcing.... 

Mobtle 
HANDHELD SOFTWARE 
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Mulch blowing 
• Tired of shoveling? The Mulch Mule 
can help, letting your business grow 

Add-On Biz 
N E W R E V E N U E OPPORTUN IT I E S 

BY MIKE SEUFFERT/ 
Associate Editor 

bout seven years ago, 
m ^ Todd Pugh, founder 

M J ^ and CEO of Todd's 
m m Enviroscapes, Inc. 
in Louisville, OH, was listen-
ing to a presentation about 
improving profitability. 

The speaker asked the busi-
ness owners to find out what 
part of their business had the 
highest labor cost and the low-
est profit margin. If the two 
were the same, it was time to 
get out of that business. For 
Pugh, the answer to both ques-
tions was mulching. 

Dirty job 
Nobody likes to mulch. Pugh 
knew that from personal expe-
rience, having been landscaping 
since he was 14 years old. 
Come spring and summer, 
standing in the back of a 
pickup truck and shoveling out 
load after load of mulch, it is 
hot, sweaty, hard work. But it is 
one of those jobs that there's 
no getting around, even when 
it is high cost and low margin. 

"We just needed to find a 
faster way to get the mulch 
into the wheelbarrow," Pugh 

says. "We came up with the 
Mulch Mule." Designed by 
Pugh and Stephen Hoppel 
from Alliance, OH, the Mulch 
Mule is a labor-saving, produc-
tivity-increasing machine that 
will deliver a full load of 
mulch into a wheelbarrow in 
as little as three seconds, with 
no shoveling required. 

"Every yard of mulch put 
through the Mulch Mule saves 
one man-hour of labor," Pugh 
says. "You can do 80 yards per 
day instead of the typical 20 or 
30, and the jobs take 100 or 
200% less time." 

BY THE NUMBERS... 

Yards of mulch per 
day the Mulch Mule 
can move 

ZERO Number of 
labor hours 
saved for 
every one Number of 

lunch and . , 
, . , yard of mulch smoke breaks 1 

taken by the 
Mulch Mule O N E 

IS Cu. yard capacity 
of trailer 

Big benefits 
Pugh says one of the biggest 
benefits of the Mulch Mule is 
that it is consistent, producing 
the same results no matter the 
conditions. "This sets the pro-
ductivity rate every day," Pugh 
says. "It doesn't get tired and 
worn down after a day of shov-
eling, like an employee will. 
You know exactly what you 
are going to get done." 

As a business add-on, the 
Mulch Mule is versatile, allow-
ing companies to move into 
new segments of the market. 
It can be used as an enclosed 
cargo trailer with automatic 
tarp cover for bulk deliveries 
when mulching season is over. 
It has an extension conveyor 
which works for mulch deliv-
ery along roads or highways. In 
the fall, the Mulch Mule has a 
24 hp vacuum attachment for 
leaf and debris clean-up. 

It can also help smaller 
companies contract larger jobs. 
"A smaller company might 
want to bid a large condo com-
plex. But they might be outbid 
by a larger company, or get 
scared away thinking they will 
bid too low and lose money," 
explains Pugh. "With the 

Mulch Mule, your numbers are 
set. You have a set production 
cycle and can bid those larger 
jobs knowing exactly what you 
will get out of it." 

Larger companies can use 
the Mulch Mule to offset the 
cost of a part-time employee, 
as well as increase safety and 
reduce injuries caused by ex-
tensive shoveling. 

True story 
Pugh has sold about 60 units 
of the Mulch Mule since he 
first took it public about five 
years ago, selling nearly 30 of 
those in 2005 alone. One 
went to Roger Myers, owner 
of American Beauty Land-
scape in Youngstown, OH. 

"As our maintenance de-
partment has grown, we're 
going through a ton of mulch," 
Myers says. "The efficiency of 
the Mulch Mule has been fab-
ulous for us. The only problem 
was at first, my guys were so 
amazed by it, they stood 
around watching the machine 
work. But it has been a great 
piece of equipment for us, and 
with the vacuum attachment, 
it's one we're using 10 or 11 
months out of the year." lm 



"Showoff" 
Need a skid steer that's not afraid to strut with your stuff? Get a new 
300 Series Skid Steer. Its optimal 60M0-weight distribution, low center of gravity, 
long wheelbase. and high ground clearance deliver unsurpassed balance and 
agility. But getting there is only half the battle. Deere skid steers also excel at 
putting material in its place with a patented vertical-lift boom that delivers 
exceptional lift height and reach. And numerous Worksite Pro™ attachments put a 
wide variety of material-handling tasks easily within your grasp. Stop by today and 
check out all five Deere skid steers. We'll be glad to show you what they can do. 



BUSINESS LOOK OUT, HERE THEY COME 

Our editors 
pick trends 
sure to be the 
Next Big Thing 
in 2006 
BY LM STAFF 

usiness owners are constantly on that elusive search for the 
Next Big Thing. There's always something on the horizon, 

something that will make the job less labor-intensive, more pro-
ductive and yes — more profitable. Is it a piece of equipment? 
A technology? Something so breathtakingly simple it's been 

under your nose the whole time? 

Look no further. The editors of Landscape Management pick six trends we pre-
dict will change the way you do and manage your jobs in the near future. Some of 
these products and technologies are new; some have been around a while and are 
just now starting to catch on with landscape, lawn service and grounds operations. 

Sure, new gadgets always have a "wow" factor, and it's good to be a trend-
setter, but what sets the trends we identify here apart is their usefulness. We 
know you're after efficiency and profitability, but we also know you don't have 
the time or capital to try everything out there. So we're your eyes and ears on 
the road, at the shows and with the manufacturers. 

These trends have a common thread: They're productivity all-stars that ad-
dress the challenges you face today. Every single one either helps you cut down 
on manpower, or use that manpower more efficiently to accomplish several 
tasks at once. We've got mower technology and engineering trends, advance-
ments in aerators, anti-theft devices, new fuel sources and yes, GPS (our No. 1 
pick that we predict will change the way you do business big time). 

We do mention some product names in our trend spotting, and we point 
you to their Web sites. If you know of others out there that fall into these cate-
gories, let us know. 



GPS TRACKING 
The future in home and property service businesses is GPS vehicle tracking. For a 
growing number of landscape/lawn service companies, that future is now. 

David Pyron is serious about growing his 6-year-old company. His company, 
which recorded sales of $750,000 last year, offers a range of maintenance, design, in-
stallation and construction services. 

"I had no idea what I was getting into," he says half in jest. Even so, he's pushing 
his company to the next level. He's adding three or four service crews and trucks. 

But, like all owner/operators, especially those who also serve as head sales-
man/installation coordinator, it's impossible for him to monitor the activities 

of his employees during the workday even though most of his company's 
service occurs in a tight 10-mile radius in and around Adanta. 

That was the main reason why he decided to purchase the TeleNav-
Track GPS-based system. TeleNavTrack is bundled into his Nextel 
service and adds an extra $9.99 per unit to his monthly phone bill. 

"The reasons I signed up were, first, to monitor the locations of 
my crews," says Pyron. "Second, I think it will help us with our routing efficiency as 
we can monitor a cookie crumb trail trough a maintenance crew's daily progress and 
point out any shortcuts to the foremen." 

Pyron says he can now monitor his crews' whereabouts from any computer. You 
i even do it from your truck if you use a BlackBerry or a wireless laptop. 

Another fleet management system that is finding favor with 
landscape/lawn service providers is a company called Navtrak, Inc., not to 

be confused with TeleNavTrack. 
Regardless of concerns of "Big Brotherism" or I k j [jJpQ^ 

employee mistrust or cost, the days of giving 
service crews their morning marching orders 
then turning them loose in company trucks are 
drawing to a close. 

TeleNavTrack: 
www. t e I ena vt rack. net 

Navtrak, Inc.: 
www.navtrak.net 

What GPS tracking can do 
^ Real-time service delivery and 
job time tracking. If jobs are 
taking less time than is scheduled for 
them, routing can be altered to fit more 
jobs into a given workday. 
^ Schedule adherence. Track vehicle 
start and stop times and compare them 
to time sheet information to verify work 
is being done for billed hours. If a cus-
tomers calls for an unscheduled stop, 
you can locate, contact and route the 
nearest vehicle to their location. 
^ In the event of an emergency, such as 
a breakdown, accident or vehicle theft, 
knowing the precise location of your ve-
hicle is critical. 
^ Knowing the location of your serv-
ice crews at all times facilitates com-
munication. Lost drivers can get imme-
diate directions from the home or 
branch office. 
^ More efficient routing and scheduling 
means your vehicles will drive fewer 
miles. Better routing also means your 
company can complete more jobs or serv-
ice more customers in a day. — R.H. 

The mower news at this fall's shows was 
all about mulching. In the quest to help 

operators streamline the complete mowing 
process, several manufacturers are adding 

more sophisticated mulching options. Take for 
example John Deere's new Mulch-on-Demand 

deck, set for wide release as a factory-installed op-
tion on its 757 and 777 Z-Trak mowers. 

"This deck is our distinguishing feature," Gilbert 
Pena, commercial segment strategy manager for John 
Deere, told us at the Green Industry Expo last Novem-
ber. The deck's moveable baffle system can block the 
discharge opening or separate each cutting chamber to 
ensure the clipping circulate, mulch and drop quickly. 
Operators can switch into mulch mode from the seat. 

MULCHING OPTIONS 
The time crews gain by not having to clean up clip-
pings, Pena says, translates into additional detail work 
like pruning and weeding. 

Similarly, Toro's new Turbo Force deck has addi-
tional mulching features for its mid-sized commercial 
walk-behinds. An adjustable discharge baffle lets the 
operator power through wet or tall grass in the open 
position, or disperse clippings better on dry turf. 

Exmark showcased its new Triton deck for its 
Lazer Z series, which has adjustable, flow-control baf-
fles. The company says this feature makes the mowers 
more efficient by optimizing airflow. 

Why all the emphasis on mulching? Simple — it 
helps contractors do more jobs in one pass. Other 
manufacturers are jumping on this bandwagon, too. 

Deere: 
www.deere.com 

I Toro: 
www.toro.com 

Exmark: 
www.exmark.com 
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BUS INESS LOOK OUT, HERE THEY COME 

ALTERNATIVE FUEL SOURCES 
By now we've all come to 
grips with higher gas prices. 

Sure, it's been a long time since we've 
filled up our cars for under $2 per gallon, 
but at least we're not still waiting in mile-
long lines at the gas station. 

Smart business owners are still looking 
for ways to lower their fuel costs and 
many are turning to diesel for added fuel 
economy, power and performance. Manu-
facturers are replying in kind by offering 
diesel options on their popular lines of 
mowers, tractors and utility vehicles. Fer-
ris Industries 5000Z series of full-sized 
zero-tum mowers comes with a 33-hp 
Caterpillar diesel engine. Toro put a 23-
hp Kubota liquid-cooled diesel engine on 
its Z Master zero-tum mowers. Cub 
Cadet has added diesel options, including 
on its two new 4X4 utility vehicles. These 

will be powered by a 20-hp Caterpillar 
diesel, a first for utility vehicles. 

Dixie Chopper has gone one step fur-
ther in the search for alternative fuels 
with its LP-3000, with a 30-hp, propane-
powered Generac engine. The LP-3000 
has all the power you'd expect in a gaso-
line or diesel engine, with a blade tip 
speed of 18,840 ft. per minute at 3,750 
RPMs, 60- or 72-in. decks and speeds of 
up to 7.5 acres per hour. 

"This mower allows a city 
to get brownie points with the 
EPA, and do something to im-
prove the air quality," says Art 
Evans, Dixie Chopper founder 
and CEO. 

"And for commercial guys, 
this gives a competitive edge in 
going for contracts with cities 

MORE 
INFO 

Toro: 
www.toro.com 

Ferris: 
www.ferrisindustries.com 

Cub Cadet: 
www.cubcadet.com 

Dixie Chopper: 
www.dixiechopper.com 

or with environmentally conscious home-
owners, along with saving money on fuel." 

Evans says propane is less cosdy than 
regular gas or diesel, though the mower 
burns the fuel slighdy faster. It makes up 
for that with a cleaner running engine, 
projected to last 2-3 times longer than a 
traditional engine. Two 7.8-gallon 
propane tanks provide enough fuel to run 
8-10 hours between fill ups. 

The LP-3000 is in produc-
tion and should hit showroom 
floors by February. We were ex-
cited to see it in action at Expo 
in the fall, and we expect it will 
wow business owners looking 
for alternative fuels. Now we 
just need someone to build a 
commercially viable solar-pow-
ered mower. 

THEFT PREVENTION EQUIPMEN1 
Vehicle and large equipment theft is a huge prob-
lem for landscape contractors. Today's thieves are 

getting pretty dam sophisticated. Fortunately, manufacturers of 
big-ticket equipment like backhoes and skid steers are addressing 
the problem with a growing number of security features on their 
products. Consider these security enhancements along with 
other value-added features when making buying decisions. Many 
apply the smarts of GPS to theft prevention. 

Consider this: Around midnight on Sept., 25, Brien Worrell, 
owner of Brien s Service^ Inc, got news of a theft at his landscape 
business. Missing were two trucks and trailers loaded with equip-
ment He estimated the value of the loss at $120,000. 

He immediately activated his Teletrac FleetDirector vehicle 
location and fleet management system to begin locating the 
missing vehicles. The system provided real-time location infor-
mation for the trucks and trailers, which was forwarded to po-
lice. Within 30 minutes, state police had recovered the two units. 
But the equipment was still missing. 

Worrell then activated the FleetDirector vehicle history-re-
porting feature. It provided a map, with times, of where the two 
trucks had been since their theft. It showed a location where the 

trucks had stopped briefly. When police checked it out they 
found Worrell's equipment and a lot of other stolen equipment. 

Another product we ran across at this fall's trade shows, the 
Tattletale alarm, works via indoor and outdoor long-range, wire-
less sensors. The heart of the system is a portable base unit that 
can be programmed to as many as 16 wireless sensors located on 
anything. The sensors are effective up to 2,000 feet. 

If somebody disturbs a vehicle or equipment protected by a 
sensor, the Tattletale base alarm shoots a data packet at the near-
est cell tower in less than one second. The signal is received by 
Tattletale dispatch, which can alert the 
contractor's cell phone or local police. 

Finally, check out Lock'em Magnum 
wheel locks. They're not high-tech, but 
they're inexpensive and easy to use. Man-
ufactured by Rack'em Manufacturing, 
Inc., they secure tires from 12 to 20 ins. 

continued on page 32 

MORE 
INFO 

Teletrac FleetDirector: 
www.teletrac.net 

Tattletale: 
www.tattletalealarm.com 

Rack'em Manufacturing: 
www.rackemmfg.com 

http://www.toro.com
http://www.ferrisindustries.com
http://www.cubcadet.com
http://www.dixiechopper.com
http://www.teletrac.net
http://www.tattletalealarm.com
http://www.rackemmfg.com


Join the aeration revolution. 

30% more productive 

adjustable handles 

drives li 
less back strain 

-size mower 
i w w i t h c h a r i o t 

First, we introduced the 
award-winning TurnAer 26-
an entirely new way to aerate lawns. Now, with the TurnAer 4, you 

can put this productivity-boosting technology to work in t ight 

areas and smaller lawns. Both operate like a mid-size mower. Their 

revolutionary DiffDrive™ with dual-brake action lets you turn 

with the tines in the ground without tearing turf. And for the first 

t ime ever, you can ride behind 

an aerator with the new TurnAer 

Chariot. Aeration no longer has 

to be hard work. Join the aeration 

revolution with TurnAer products 

from TURFCO-the Direct answer 

to your renovation needs. 

TURNAER4 
Has all the features of the 
TurnAer 26, plus: 
• Fits through a 28" gate 
•The ultimate aerator for 

smaller lawns 
• Drives like a mid-size 

mower 

TURNAER CHARIOT NEW 
Enhance your TurnAer 4 or 
26 by adding the Chariot 
for larger lawns. 
• Maximize productivity 
• No more walking 

Circle 121 

TURFCO 
direct 

Request a free video and 2006 catalog 

Call Toll Free 800-679-8201 
Visit us on the web at www.turfcodirect.com 

http://www.turfcodirect.com


BUS INESS LOOK OUT HERE THEY COME 
continued from page 30 

MOWER DESIGN & ENGINEERING 
Two mower manufacturers 
grabbed our attention this past 

fall. Since we don't field test equipment 
ourselves, we can't endorse their prod-
ucts, but we feel their uniqueness makes 
them worthy of further investigation. 

The Hybrid Z from Self-Guided Sys-
tems, Inc., is the new commercial laser-
guided mower available this summer. 

The "brain" of the 38-in.-cut unit is its 
patented laser navigation system. The ro-
tating laser sends out a level line of laser 
sight. The beam hits reflectors that have 
been set up around the perimeter of a 
property (about four for a residential 
lawn). The mower triangulates position 
based on position and reflector location. 

An operator "teaches" the Hybrid Z 
the lay of each property by walking the 
outside perimeter of the property, then 
the inside perimeter, which programs the 
mower to the location of trees, gardens 

and others areas not to mow. 
Once the mower has "learned" 
the property, the operator se-
lects the angle and height of 
the cut. The mower is ready to mow. 

SGS President Paul Angott stresses to 
us that since the unit does not have belts 
or pulleys (brushless DC motors drive its 
three 13.75-in. blades), maintenance is 
confined to its 12-hp Kohler engine and 
blade sharpening. Angott says distribution 
is in place and the Hybrid Z will sell for 
$$3,995 plus $8.50 an hour per mowing 
time, a pricing model like a cell phone. 

A new line of commercial, rotary, 
zero-turn mowers from Lastec 
feature decks that articulate. 
The design has proven success-
ful in golf course maintenance. 
Because the decks follow the 
contour of the ground they re-
duce scalping and offer a finer 

cut on uneven or difficult-to-mow areas 
than rigid-deck mowers, Lastec founder 
and CEO Jeff Laskowski says. 

Used for more than a decade in golf, 
why didn't Lastec market articulators to 
the commercial market until now? The 
price was too high, at least until this sea-
son, he says. He credits design enhance-
ments and the belt drives that power the 
decks for their new affordability. The 
drives are efficient, power the decks at a 

fraction of the cost of other 
systems and are patented. 
The company's new com-
mercial units include the 
model 2861 AD (61-in. cut), 
2872AD (72-in. cut) and 
the 2886AD (86-in. cut). 

MORE 
INFO 

Hybrid Z: 
www.selfguidedsystems.com 

Lastec: 
www.lastec.com 

HIGH-TECH AERATION 
Walking the Ohio Turfgrass Founda-
tion show in December gave us a 

chance to look over impressive aeration equipment. 
We learned that there are a lot of ways to aerate 
turfgrass, and punching holes in the soil may not be 
the best way. Figure out what your fields need for 
aeration then get the right equipment to do the job. 

The Earthquake Tremor Rotary Decompactor 
got a lot of attention. This pull-behind-tractor unit 
(three models available in working widths of 30 -
87 in.) fractures the soil with rotary blades, each of 
the six rows of blades offset from an adjacent row. 
As the blades on one row displace the soil in one di-
rection, its neighboring row displaces it again. The 
unit is similar to the BLEC Groundbreaker and the 
Verti-Quake by Redexim Charterhouse. 

Two other interesting units at the Ohio show 
were the new SISIS Aer-Aid System and the Linear 
Aerator manufactured by Earth & Turf Products. 

The SISIS system, used in conjunction with the 
SISIS Javelin vertical-action aerator, is fitted with a 
compressor to inject air into the turfgrass rootzone. 
The Linear Aerator relies on slicing action to modify 
soil and improve water and nutrient absorption. 

For sheer width, Ontario, Canada-based Banner-
man has its Bat Wing Aerator, with a maximum 
width of 152 in. The tractor-drawn unit has right 
and left hydraulic wings with core or fracture tines. 

Toro showed its new ProCore 648 that is an all-
new design placing the wheels in front of the aera-
tion head so operators can make many passes with-
out running over cores or freshly aerated turf 

Down the aisle from some of these high-end 
units was the functional, low-cost AerWay Shatter-
ing unit. The manufacturer describes the action of 
the AerWay unit as "venting" the soil. It says that the 
unique angles and offsets of the shattertines crack 
and shatter compacted soil, LM 

Earthquake Tremor: 
www.prestigeor.com 

BLEC: 
www.blecusa.com 

Redexim Charterhouse Verti-
Quake: 
www.redexim.com 

SISIS: 
www.sisis.com 

Toro ProCore: 
www.toro.com 

Barwerman Bat Wing Aerator: 
www.sportsturfmagic.com 

Linear Aerator: 
www.earthandturf.com 

AerWay Advanced Aeration: 
www.aerway.com 

http://www.selfguidedsystems.com
http://www.lastec.com
http://www.prestigeor.com
http://www.blecusa.com
http://www.redexim.com
http://www.sisis.com
http://www.toro.com
http://www.sportsturfmagic.com
http://www.earthandturf.com
http://www.aerway.com


WHAT'S NEW? 
Ever since it's introduction in 2001, the Hustler Super Z~ has been setting 

the standard for commercial z-riders. Now, 5 years later, the Super Z for 

2006 will send the competition back to the drawing board and contractors 

will be beating a path to their Hustler dealer like never before. 

Hurry in and be the First on the block with a new Super Zm XR-7.1 

More engine options including liquid-cooled, EFI, and diesel 

Heavy-duty, remote air cleaner - standard equipment 

Optional 9-bushel BAC-VAC™ catcher 

Wider, angled fuel neck for easier filling 

Increased fuel capacity to 14.4 gallons 

New fuel tanks with site gauge 

Customizable rear bumper 

New digital hour meter 

Faster reverse speed 

Rear-discharge decks 
with patent-applied-
for counter-rotating 
blade design 

More durable wheel 
motors - as much 
as 3 times the life 

Improved, more 
reliable electrical system 

Improved pump belt life 

Higher-torque electric clutch 

New! Molded-rubber 
discharge chute - tough, 
yet gentle on objects 

Longer-life idler springs 

Optional rear anti-scalp wheels 

Improved bearings in deck and pump idlers 

New mulch-kit design (patent applied for) that is the easiest to install in the industry 

Improved design of deck-lift foot pedal for easier access to deck 

Separate choke lever with stainless steel cables for smoother operation 

State-of-the-art powder-coat paint for the best finish in the industry 

Easier-to-service spindle bearings - three year warranty 

Best warranty in the industry 

• lifetime warranty on the tractor frame! 

• 2-year, bumper-to-bumper warranty on the entire unit 

• Stronger, more durable decks with lifetime warranty on the leading edge 

• Hydraulic hoses and fittings guaranteed to never leak! 

Optional ROPS (not shown) 

Light-colored seat to keep your seat cooler 

Height-adjustable steering levers for increased comfort 

Optional suspension system for standard seat 

New! More comfortable, bigger grips on steering levers 

Seat pan has been raised for improved operator comfort 

SmoothTrak™ steering - the smoothest, most responsive 
steering on the market with patented, built-in automatic 
park brake system 

New! blade design for better cut 

"Wavy" mulching blades for improved performance 

Optional hydraulic deck lift 

S L 54:60:72"and New! 66"decks % w. 
Increased leg room 

Improved caster fork -
dampened to reduce wobble 

Improved caster bearings - three year warranty 

Internal gusset for incedible strength 

New! Fusion™ blades for less sharpening 

New! Optional Flex Fork™ - shock-absorbing front caster forks (not shown) 

New! XR-7™ mowing decks! - mow anywhere, everytime! - for superior quality of cut, 

unmatched versatility, awesome distribution — all this and the option of a striping roller 

More durable deck cover knobs 

Stainless-steel throttle and choke cables for smoother operation 

Reduced grease points from 13 to 9 

Serviceless deck idler 

Easier blade servicing 

New logo to let you know Hustler is not resting on its laurels 

© 
H U S I I E R 

8 0 0 - 3 9 5 - 4 7 5 7 • h f . c o m 



MIGHTY. QUIET. 
P R E S E N T I N G T H E P O W E R F U L A N D S U R P R I S I N G L Y Q U I E T GMC SIERRA.® 

Jackhammers. Bulldozers. Impatient foremen. There's enough commotion on the job site without your truck adding to it. So our engineers 
designed the GMC Sierra to provide some peace and quiet. This impressive pickup offers a choice of incredibly powerful yet surprisingly quiet 
engines. Like the optional DURAMAX™ 6 6 0 0 Turbo Diesel V8 that delivers 360 hp @ 3 2 0 0 rpm and 6 5 0 Ib-ft torque @ 1600 rpm. It offers 
exceptionally smooth, quiet operation, thanks to an innovative deep-skirt block design and common rail fuel injection that helps control 
noise, vibration, and harshness. Even the avai lable Allison® transmission is engineered for smooth shift ing and quiet operation. 
The GMC Sierra. You should hear what you're missing. Visit WWW.GMC.COM or call 1 - 8 0 0 - G M C - 8 7 8 2 . 

http://WWW.GMC.COM




BUILDING YOUR WORTH 

Financial 
terms 

Confusing markup 
with margin causes 
profit slippage 
BY MICHAEL KAY 

* This article is the second 
in a series of bidding and 
estimating articles contributed 
by this author. 

pril 15th, or "Tax Day," is 
the day of the year that 
many business owners 
and contractors 
dread. Those with 
businesses and 

those who help others with 
their businesses understand 
it's no picnic writing large 
checks to Uncle Sam and his 
relatives. These professionals 
also understand that talking 
with accountants and/or tax 
preparers can be bewildering 
when strange-sounding names 
(i.e. "marginal tax rate" or "al-
ternative minimum tax") and 
long lists of numbers render 
vacant stares and heads nod-
ding in false comprehension. 

But these terms and num-
bers are important to business 
owners who strive to make 
their year-end price margins 
close to their expectations. In 
this second of three articles 
that focus on helping contrac-
tors' businesses grow, we will 
take a look at some important 
financial numbers and iden-

tify how these numbers help 
contractors run more success-
ful companies. 

Markup and margin 
A common concern among 
many business owners is typi-
fied by the following state-
ment: "I price my jobs for a 10 
percent profit but at the end 
of the year I'm lucky to see 3 
percent." This statement is 
representative of a contractor 
or business owner who con-
fuses price margin (profit) 

with markup. To make your 
balance sheet tally at the end 
of the year, there are some 
basic financial keys you do 
need to become familiar with. 

Markup is the price (or 
cost) times the percentage. A 
contractor or business owner 
estimates materials and labor 
for a job for $ 1,000 and marks 
it up 10% for profit. The total 
price for the job would then 
be $1,100. 

Margin is calculated differ-
continued on page 38 



Steerable axles -
a Bobcat exclusive! 

Turf tires on the Bobcat 
A300 all-wheel steer loader 
give you superior flotation, 
reducing time and money 
spent repairing turf damage. 

All-wheel steering means less worry about turf damage. 
Four steerable axles help minimize turf damage, tire wear and tire marks on concrete and asphalt. That means less 
surface repair, lower on-site costs - and a better bottom line for you. Flip a switch and instantly go from the smooth, 
rolling efficiency of an all-wheel steer to the agile maneuverability of a skid-steer. It's like having two machines in one! 

Bobcat 
w w w . b o b c a t . c o m / A A 5 0 6 A 
Toll-free for all-new CD-ROM and Buyer's Guide: 
1-866-823-7898 ext. 506 

One Tough Animal 

Bobcat Company West Fargo, ND 58078 Cirde 123 'ingersoll Rand 

Turns on a dime. 
Now how about 

on grass? 

http://www.bobcat.com/AA506A


B U S I N E S S B U I L D I N G Y O U R W O R T H 

continued from page 36 
ently and defines how much 
profit a business owner will 
earn after materials, labor and 
overhead are deducted. Mar-
gin is calculated as net income 
divided by revenue. Take the 
contractor who sells a job for 
$ 1,100 but wants (and will 
budget for) a 10% margin for 
profit. Using the former ex-
ample, the contractor will di-
vide the total costs for the job 
($ 1,000) by one minus the 
desired margin (10%). The 
calculation looks like this: 

$1000/(1 - 0.10) = $1,111.11 

Once this calculation is 
done, however, the contractor 
sees he'll only be receiving a 
9% margin. If this is done on 
all of the contractor's jobs 
throughout the year 
he will reduce his 
10% margin to 9% at 
the end of year, all be-
cause of confusing 
markup with margin. 
In order to receive a 
10% margin, the con-
tractor will need to 
charge $1,111.11 for 
the $1,000 job. 

In addition to confusion in 
markup and margin, there are 
other factors that may have 
brought that 10% margin 
down to 3% at the end of the 
year from the initial example. 
While there are several rea-
sons for this, the following are 
often overlooked: 

Remember that big tax 
bill in April? That may be an 
indication that business own-

ers are not correctly account-
ing for tax liability during 
the year. 

• Was significant debt paid 
off during the year because 
many jobs were secured and 
you're trying to be debt free? 
While that can be an ad-
mirable goal, business owners 
must remember to account 
for that during the year to 
know what effect it would 
have on the business by the 
end of the year. 

• Speaking of that good 
year, were the business 
owner's best workers or super-
visors given a bonus as a way 
to say thanks? 

Profits explained 
Businesses big and small use 
key financial information to 
help explain their current fi-

nancial situations 
and to help point to 
specific areas in their 
businesses to find 
improvements. Many 
contractors assess 
their current and fu-
ture financial secu-
rity on financial ra-
tios that can be 

determined by working with 
an accountant or by purchas-
ing accounting software that 
automatically calculates fi-
nancial information. While 
there are several financial ra-
tios contractors and business 
owners can use, two of the 
most widely used are ex-
plained below. 

Gross profit (margin) is the 

difference between the cost of 
goods sold and the price and 

Watch for the final article 

in our bidding and estimating 

series on pricing services — how 

customer sales skills, understand-

ing of the business' financial 

health, and correct estimation 

and job pricing affects success. 

is a function primarily of 
labor management (hours 
worked) and pricing/estimat-
ing accuracy. If a business 
owner's gross profits are 
below what are projected, 
there are usually two areas to 
examine. One, pricing is too 
low, which can mean a busi-
ness owner's labor rates are 
not capturing all the costs or 
the business owner's estimat-
ing is inaccurate. Second, 
workers could be spending 
too many hours on or be-
tween jobs. 

Contribution profit (margin) 
is the difference between in-
come and variable costs such 
as equipment management 
practices (i.e. purchase, repair, 
prevention). If this ratio is too 
low, either sales are below ex-
pectations or business owners 
are spending too much on, for 
example, equipment pur-
chases or repairs. 

Financial management is 
more than just simple (or not 
so simple) numbers. It is really 
about the story the numbers 
tell about how well business 
owners manage their busi-
nesses. Unless contractors have 

enrolled in finance classes or 
spent a lot of time with an ac-
countant (both of which are 
costly), it is sometimes diffi-
cult to make sense out of all 
the financial jargon. 

However, help is out 
there. Classes in financial 
management that focus on 
the Green Industry are avail-
able. Many of these classes 
are listed on association and 
trade publication Web sites. 
The government can be of 
help, too. Local Small Busi-
ness Administration offices 
usually sponsor workshops 
that can help contractors and 
business owners to under-
stand some of these numbers, 
what they mean and how to 
calculate them. 

Taking classes, purchasing 
financial software and speak-
ing with an accountant are all 
ways to help business owners 
determine the financial health 
of their businesses. Like most 
of the population, many con-
tractors dislike spending a lot 
of time with calculators in 
hand and would much rather 
be out on the job making 
money. However, the truth is 
that knowing the financial 
numbers of your business is 
just as important in making 
money as getting paid for 
your work, lm 
— The author is associate train-

ing program manager for Rain 

Bird Services Corp. and a facili-

tator for Rain Bird's Regbnal 

Improvement Training Camp 

(RTTC) events held throughout 

the country. For more informa-

tion visit www.rainbird.com 

www.landscape-
management.net 
Click on Business 
Planner: Features in 
the navigation bar to 
find the first article in 
this series, "Pricing 
vs. estimating." 

http://www.rainbird.com
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SENSORY GARDENS 

The Hitchcock Design Group 
designed this therapeutic 
water garden, complete 

with a natural stone water-
fall, for Edward Hospital in 

Naperville, IL. 

Healing 
gardens 

challenge yourself 
Sensitive sites like hospitals and 
nursing homes are opportunities 
for profitable landscape design 

BY MEGAN WAITKOFF W hen Sharon Coates, vice 
president of Zaretsky & As-
sociates, started designing a 
sensory garden for Mendon 
Ponds Park in Mendon, 
NY, she had more chal-

lenges to consider than what flowers a residential 
client thought would be complimentary to the 
new evergreens. The garden had to cater to visu-
ally impaired visitors. 

Commissioned by a client who wanted to cre-
ate a garden in memory of her daughter, the space 
needed to provide a complete sensual experience, 
from touch to smell. Coates and her team chose 

plants with strong and pleasant fragrances, such as 
lavender and lemonthyme. Lambs ear was another 
plant they selected because of its special charac-
teristics, in this case its fuzzy touch. They also de-
signed wide stone pathways into the garden so 
that people in wheelchairs as well as casual walk-
ers could enjoy more than 170 ft. of raised gardens 
in the 60-sq.-ft. space. Visitors learn about the gar-
den from it brass plaques. They're strategically lo-
cated throughout the property and written in 
both English and Braille 

"It was so moving to know that we created a 
garden that a whole population couldn't previ-
ously enjoy," Coates says. "It was an amazing proj-
ect for us because as landscape designers, we're so 
visually oriented." 

Zaretsky & Associates is one of a growing num-
ber of landscape design firms throughout the coun-
try that has expanded its business to create spe-
cialty gardens, in particular healing or sensory 

continued on page 42 
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continued from page 40 
gardens, for commercial clients. Designing 
these gardens can be a way to attract new, 
different clients, create more revenue or 
fulfill a need to create a product with far-
reaching benefits. 

'They help so many patients, and the 
families and hospital administration and 
staff enjoy them as well," 
says Geoffrey Roehll, 
vice president of the 
Hitchcock Design 
Group, a company based 
in the Midwest that de-
signs healing and en-
abling gardens for the 
healthcare field. "We live, 
breath and eat the heal-
ing garden philosophy." 

Holistic approach 
When the Hitchcock 
Design Group decided to 
offer specialty gardens as 
one of its services, Roehll 
first attended the horti-
cultural therapy certification program at 
the School of the Chicago Botanic Garden. 
This is a program that covers all of the ba-
sics, from designing the gardens to estimat-
ing costs. Coates, who also was certified 
through the program, says it's a must for all 
landscape professionals looking to get into 
the business. 

To gain inspiration for the gardens, 
companies can take multiple approaches. 
When designing a healing garden for a 
hospital, the design team with Kurisu In-
ternational, a Portland-based firm that 
gets approximately half of its business 
from designing healing gardens for com-
mercial clients, interviews the patients for 
which the garden will be designed to gain 
a sense of what experience they hope the 
garden will provide. The team also talks 
with the operations department at the 
hospital for information on potential 

Kurisu International designed the garden shown 
here for the Morikami Museum in Delray Beach, Fl 
In Japanese tradition it incorporates all five senses 
The Hitchcock Design Group created the spiritual 
healing garden (at left) for an Illinois hospital. 

pedestrian traffic flow in and around the 
garden space. 

"You may be building for a population 
instead of a person," says Koichi Kurisu, 
chief operating officer of Kurisu Interna-
tional. "You have to study that population 
and design for them." 

Hitchcock's Roehll looks at the design 
from a pragmatic viewpoint. When de-
signing cancer gardens, for example, the 
intended users are cancer patients who 
are undergoing chemotherapy and there-
fore photosensitive and sensitive to strong 
odors. The garden must be designed with 
multiple opportunities for heavy shading 
and with plants with no fragrance. Gar-
dens for Alzheimer's patients also present 
a memory challenge. The design of the 
walkways can't be too circuitous, other-
wise patients run the risk of getting lost. 
Visual clues should be implemented in 

the landscape to help guide patients back 
to the entrance or a common point of ref-
erence. 

Each firm approaches the logistical 
components of commercial projects dif-
ferently. At Zaretsky & Associates, the 
company does the designing but it might 
contract out the construction work or 
hire specialists to work on a specific ele-
ment of a garden, such as a waterfall. 
Hitchcock Design Group only provides 
the design and hires general contractors to 
do all of the construction. Members of 
the design team will oversee the project 
through completion, however. 

In yet another approach, Kurisu Inter-
national hires environmental scientists 
and horticultural therapists on a per-hour 
basis to review plans from the standpoint 
of a clinical setting or to make sure the 
design is the most helpful for the pro-
jected users. 

Plan for challenges 
A drawback to doing specialty gardens for 
commercial clients is the time involved, 
from design stages through completion. 
The gardens can take anywhere from 
three to six months, sometimes as long as 
a year, depending on the size of the space, 
the intricacies of the design and the ap-

continued on page 44 
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This landscape, designed 
by Kurisu International, 

welcomes patients to the 
^ Rosecrance substance 

abuse rehabilitation 
faril itv ii n QnrlrfnrH II 

gardens in their overall design plans. 
Kurisu International also has marketed 

its healing gardens to nonprofit organiza-
tions — museums, botanical societies and 
alcohol and drug treatment facilities But its 
main clients are referred by word of mouth, 
as is the case for Zaretsky & Associates 

Whether interested companies ac-
tively market specialty gardens or cater to 
existing demand, offering the additional 
service will diversify a company's client 
base and separate it from competitors. 

"If you're the only person on your 
block doing that, you can name your 
price," Zaretsky says. "It's basic supply and 
demand. If you create that niche, there 
will always be a market." lm 
— The author is a freelance writer based in 

Chicago. Contact her at 

megan.waitkoff@webcentrix.net 

continued from page 42 

proval process of the commissioning 
foundation or committee. Smaller com-
panies that want to maintain their resi-
dential clients may only be able to tackle 
one specialty garden per year. 

Designers also have to cater to the vi-
sion of multiple people rather than the de-
sires of a single homeowner. Kurisu says 
that companies have to keep three entities 
in mind when designing a healing garden 
for a hospital: the hospital foundation, ad-
ministrative staff and potential users. 

"There are more stakeholders and 
more consultants to consider," he says. 
"The project doesn't move unless there's 
a champion on the board who's pushing 
for it. And the person who pays you is not 
necessarily the one who will use it." 

Bruce Zaretsky, president of Zaretsky 
& Associates, says he sometimes has to get 
his designs approved by 10 to 30 people. 
And every one of them might have a dif-
ferent vision for the space. 

"There's always at least one 
more person in there who thinks 
they know more than you do," he 
says, half in jest. 

Zaretsky also says payments 
can be a downfall, mentioning 
that for one project, his firm 
asked for a payment within 10 
days and waited more than 90 
before the check came through. The price 
of specialty gardens also differs for each 
company depending on the size of the 
space, the complexity of the design, the 
time involved and whether or not the 
company hires outside contractors, but 
Zaretsky says his gardens average at 
$100,000. 

Marketing matters 
Before deciding what design to go with, 
how long the project will take and what, 
if any, additional help need to be hired, 
companies have to get the jobs. Each 

company should devise its own 
marketing strategies based on 
pre-established working relation-
ships with potential clients, the 
demand for the service in the 
area and a targeted range of de-

sired commercial clients. 
Hitchcock Design Group began mar-

keting specifically to the healthcare indus-
try in 2000 — hospitals, rehabilitation 
centers and senior living facilities. Com-
pany representatives spoke at meetings 
for horticultural and medical associations 
and presented at local conferences. Roehll 
characterized his firm's marketing ap-
proach as "a full frontal attack on joining 
the right groups in the healthcare and 
senior living industries." The company 
also uses direct mailers and markets to ar-
chitects who might incorporate specialty 

www.diicagob-
otanic.org/certifi-
cate/htcert/ 
Find out more about 
the horticultural ther-
apy certification pro-
gram at the School of 
the Chicago Botanic 
Garden. 

mailto:megan.waitkoff@webcentrix.net
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ACC 
HOT NEW IRRIGATION PRODUCTS 

IGet smart 

The Toro Co. Irrigation Divi-
sion's new TIS-240, an Intelli-
Sense "smart" water-saving con-
troller, uses real-time 
meteorological and agronomic in-
formation to determine how 
much moisture a landscape 
needs for ideal plant growth. For 
the TIS-240, Toro partnered with 
HydroPoint, using its Weather-
TRAK scheduling engine to re-
ceive daily local precipitation up-
dates. Intelli-Sense compares the 
weather updates to benchmark 
data of site-specific attributes for 
each landscape setting to calcu-
late the precise water require 
ments for each valve zone of the 
landscape. It then automatically 
makes adjustments to the irriga-
tion schedule and activates sprin-
kler run cycles accordingly. A pro-
totype of the T1SE-240 was on 
display at the International Irriga-
tion Show in Phoenix, and units 
will be available in 2006. 
For more information contact 
Toro at 800/664-4740 or visit 
www.toro.com/irrigation I 
circle no. 250 

2 Vandal-proof 

In addition to its 12-
in. pop-up height and op-
tional side inlet, the key benefits 
of the Rain Bird 5512 Rotor in-
clude vandal resistance and ease 
of use. The rotor includes Mem-
ory Arc, which returns the rotor 
automatically to its original arc 
setting after it has been tam-
pered with, and a non-strippable 
drive mechanism that prevents 
damage if vandals tamper with 
the rotor head. The 5512 Rotor 
also contains a brass shaft that 
reinforces the nozzle turret-to-
riser connection and helps the 
rotor withstand side impacts. In 
addition, the 5512 Rotor offers 
continuous full- and part-circle 
operation in the same head as 
well as independent left/right arc 
adjustment. The rotor uses Rain 
Curtain nozzles, which provide 
even distribution, close-in water-
ing and larger water droplets for 
enhanced wind resistance. 
For more information contact 
Rain Bird at 800/724-6247 or visit 
www.rainbird.com / 
circle no. 251 

3 In the flow 

The ACC Controller from 
Hunter Industries offers real-time 
flow monitoring, enabling users 
to customize their irrigation sys-
tem controller in the field for opti-
mal results. The ACC eliminates 
water waste and damage from 
broken sprinklers and pipes 
through real-time flow monitor-
ing. Six fully independent pro-
grams and four custom manual 
programs add programming flexi-
bility, with a non-volatile 100-year 
memory. ACC has two program-
mable pump starts/master valve 
outputs by station for managing 
multiple water sources. The "no 
water" window programming al-
lows users to define hours when 
no watering is allowed, which 
overrides any user-set programs 
for that time frame, and accom-
modates local water restrictions. 
The ACC's adaptable modular de-
sign expands from 12 to 42 sta-
tions. 
For more information contact 
Hunter at 760/744-5240 or visit 
www.hunterindustries.com I 
circle no. 252 

4 Plowing through 

Vermeer Manufacturing 
Co. has developed a multi-blade 
vibratory plow attachment for its 
LM42 and LM25 tractors to in-
stall Netafim Techline CV or Tech-
line dripperline in the ground. 
With minimal damage to the 
ground surface, the plow attach-
ment can simultaneously pull 
multiple rows of the water-con-
serving dripperline in turfgrass or 
gardens. The plow attachment 
comes as Vermeer and Netafim 
Irrigation, Inc. announced an al-
liance that aligns both compa-
nies' products to better serve the 
subsurface irrigation industry. 
Under the agreement, Netafim Ir-
rigation will develop and market 
underground drip irrigation prod-
ucts that can be installed using 
Vermeer equipment with vibra-
tory plow attachments. Netafim 
products use up to 70% less 
water than conventional above 
ground irrigation systems. 
For more information contact 
Vermeer at 641/621-7626 or visit 
www.vermeer.com I 
circle no. 253 

Innovations 

http://www.toro.com/irrigation
http://www.rainbird.com
http://www.hunterindustries.com
http://www.vermeer.com


over a quarter of a century, the Walker Mower has been 
an American original design; developed and manufactured by 
the hands of skilled craftsmen who have specialized in one 
product line. The Walker Mower is not an "overnight project" 
or a copy of another mower—the original design challenge was 
to make a machine to do a job. Today, thousands of landscape 
professionals have found the Walker Original fits their job and 
has helped build their business. If productivity and high quality 
mowing are needs in your business, see what the Walker 
Mower can do for you. Accepted in the United States and 28 nations around the 

world as a leader in Commercial, Zero-Turn Mowing 
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COMMERCIAL POWER 

Simple Electric Maintenance 

Electrical system repairs on equipment are typi-
cally hard to troubleshoot. Problems are difficult 
to spot and often a technician needs to use an 
electrical multi-meter to isolate them. However, 
most electrical problems can be reduced with 
simple annual maintenance. 

First, the battery. If you store the equipment 
over the winter, remove the battery. Clean the 
battery and cable terminals with a solution of 
baking soda and water, making sure that none 
of the solution enters the battery cells. Then fill 
the cells with distilled water and SLOWLY 
charge it. The battery will have a longer service 
life when it is charged at a 2-amp trickle rate for 
several hours, rather than a high amperage rate 
charge. Finally, coat the battery terminals with 
die-electric grease to prevent corrosion. If you 
use the equipment during winter, it is still impor-
tant to clean the terminals, check the water 
level in the cells and coat the connections with 
die-electric grease. ALWAYS take safety precau-
tions. Don't lay tools on top of the battery since 
they could contact both terminals and create a 
high-amperage short. 

All electrical circuits have a designed resist-
ance that consumes the voltage to perform the 
work. However, corrosion or a bad connection 
creates additional resistance that can prevent 
the electrical system from doing its job. Every 
year you should remove the negative battery 
cable from the equipment side and clean the 
cable end and the connecting point on the 
equipment. If the equipment has been painted, 
remove any paint on the connection surface to 
expose bare metal, or use a star washer 
between the cable and equipment that will bite 
into the paint for a good ground path. Check 
that all wired connections are secure, and that 
there are no pinched wires. Interlock circuits 
also need attention. Replace any switch that is 
not functioning. As a rule, replace any switch 
that has .5 Ohms or greater resistance. 

By Mark Nelson, 
Master Instructor, 
Briggs & Stratton Customer Education 

StOCk a selection of bolts, 
nuts and Washers from a 

reputable supplier. 

Keep it together 
BY HARRY SMITH 

One of my students 
brought me a puzzle. It 
was just a broken bolt 
but it got my attention. 
He was curious about 
why the bolt broke. It 
was an engine-mount-

ing bolt on a small leaf shredder. A close 
inspection and a few questions later we 
surmised that the bolt had spent a while 
loose before it broke. The other three en-
gine mounting bolts were loose and fret-
ted when he checked them. This scenario 
reminded me of the things we take for 
granted on our equipment. We expect 
bolts to stay tight. We often over- or 
under-tighten bolts and do not consider 
the consequences. This is a cosdy over-
sight. So here is a short recap and some 
reminders about fasteners. 

Pay attention to specs 
Bolts and nuts have several specifications. 
The obvious ones are length and diameter. 
They also have thread pitch, the number 
of threads per inch or millimeter. The 
mysterious final factor is strength. Bolts, 
nuts and other threaded fasteners have a 
specified grade. Fasteners are graded from 
the peanut butter-soft grade 1 right on up 
to grade 8 and beyond. Equipment manu-

facturers now use grade 5 and higher fas-
teners on their products. In some locations 
where additional strength is required they 
may use grade 8. Once upon a time most 
hardware stores sold only grade 1,2 or 3 
fasteners. Substituting a lower grade fas-
tener for a grade 5 is not wise. 

Stock a selection of bolts, nuts and 
washers from a reputable supplier. Law-
son Products, Wurth Service Supply, Mc-
Master-Carr and Fastenal are just a few of 
the hundreds of companies that can sup-
ply you. Reputable suppliers will not 
offer you less than grade 5 bolts. 

Torque tips 
What about torque? First buy two good 
torque wrenches. But one in inch pounds 
to about 150 and one in foot pounds to 
about 150. Click or micrometer type 
wrenches are easiest to use Use you serv-
ice manual to reference the proper torque. 
Torque is not listed for all fasteners but 
most wrenches come with a generic guide. 

Check critical fasteners on a regular 
basis. Lug nuts, engine mounting bolts, 
blade bolts, steering and control-related 
fasteners are some critical items. Read 
your service manual. Tighten up for 
safety and peace of mind. 
— The author is turf equipment professor at 

Lake City Community College, Lake City, 
FL. Contact him at smith@lakecitycc.edu 

mailto:smith@lakecitycc.edu


VANGUARD BIG BLOCKS" FROM 25.0 TO 36.0 HORSEPOWER 
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powerhouses are relentless when attacking the work, so you get a lot more done, 
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TECHNOLOGY TECH OPTIONS 

Cool technology can be fun, but 
technology that has the power to change 

your business is where the fun really starts. 

Have a tech-filled New Year 
BY TYLER WHITAKER 

For more 
information 
on the GPS 
trend, turn 
to page 28. 

f you are like me, Christmas isn't over 
until you've played with some gadgets. It 
might be a new mini DVD player, cell 
phone or iPod nano. This month I share 
some of my most recent discoveries that 
will improve your business life. 

Skype (www.skype.com) 
Skype is an Internet-based phone service that lets 
you talk with anyone at a fraction of the cost of your 
normal long distance. It uses Voice over Internet Pro-
tocol (VoIP) to send your conversation over the In-
ternet, and in doing so, avoid costly long-distance 
charges. It's great for calling between branch offices 
and headquarters, or to employees in home offices. 
There is one catch: Make sure you test the solution 
thoroughly before you have customers use it. Tradi-
tional VoIP is prone to high latency and choppy 
sound. Skype has made great improvements, but it's 
still not as good as a regular phone line. You'll need a 
high-speed Internet connection, a headset or handset 
(available at Radio Shack), and your computer. 

GPS and Mologogo (www.mologogo.com) 
I've talked with a lot of business owners who are in-
terested in GPS tracking of employees and vehicles. 
Most want to squeak more productivity out of routes 
and jobs. I think GPS solutions can do just that and 
more. But the biggest inhibitor is usually the cost. 
The good news is that the costs are coming down. 

New laws require wireless companies to provide the 
location of 911 callers. This has created a new class of 
GPS-enabled phones. With services like Mologogo 
and a support phone (BlackBerry, Nextel, Boost), 
you can test-drive this technology inexpensively. 
While this service is still in development and lacks wide 
phone and feature support, I see a trend that I like — 
having the ability to test out the basic features of a 
technology before you make a large investment. 

Google Earth (earth.google.com) 
Have you ever wished for a bird's-eye view of your 
job sites? Google's free service provides good-quality 
images from satellites and other sources. With a paid 
subscription you can access higher resolution images 
and more features. The images aren't real time, but 
they can help with planning and estimating. 

Sprint multimedia phones (www.sprint.com) 
The latest cell phone gadget to catch my eye is the 
new camcorder functionality on Sprint's new multi-
media phones. You can shoot 30-second videos and 
e-mail them to anyone on the Internet. This is a great 
way to get a second set of eyes on the job site. 

Cool technology can be fun, but technology that 
has the power to change your business is where the 
fun really starts. If your favorite new product or tech-
nology wasn't listed here, drop me an e-mail. I would 
love to hear what's working well for your company 
or customers. 

— The author is chief technology officer for the Symbiot 
Business Group. Contact him at 801/733-6900 or 

twhitaker@symbiot.biz 

http://www.skype.com
http://www.mologogo.com
http://www.sprint.com
mailto:twhitaker@symbiot.biz


Introducing Futerra® F4 NETLESS™ 
...LESS ENVIRONMENTAL RISK ...LESS DOWNTIME ...LESS MESS. 

Introducing Futerra® F4 Netless""... 
a revolutionary new way to look 
at blankets. Compared to netted 
blankets, it's lighter yet it provides 

F u j e r r a i * the 

F 4 M B T L E S S K S 
slope protection and vegetative 
establishment for fine turf and 
environmentally sensitive 
applications. 

F4 Netless™ is the industry's first blanket without 
threads or netting. No netting means no unsightly 
debris to clutter the site, no more endangerment 
to wildlife and no mowing downtime due to 

netting entanglement. F4 Netless™ 
excels at vegetation establishment, 
providing the most effective 
erosion control on slopes of any 
blanket in its class. And since it 
weighs less than straw and 
excelsior blankets and requires 
fewer staples, F4 Netless™ installs 
quickly—with less man-hours per 
square yard. Join the blanket 
revolution with Futerra 
F4 Netless™-only from Profile. 

Call 1-800-508-8681 today for a free 
sample or go to www.netlessblanket.com B I B 
for more details. iT^Jfffi 
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TECHNOLOGY C H O O S I N G W I S E L Y 

Investigate the total package 

off your chemical product 

choice, not just the active 

ingredient BY RON HALL; EDITOR IN CHIEF 

formulation matters 

Syngenta formulation scientist Dr. Randy Cush at work 

Trends to watch 
Kathy Kalmowitz, BASF technical representative, 
offers the following formulation trends to watch: 
^ Increased emphasis on human safety and 
environmental stewardship 
• Continued movement away from solvents, 
especially those with strong odors 
• Premixes or combinations of actives to increase 
product activity across like organisms (Generally, 
the newer actives are more target specific.) 
^ More use of adjuvants so users do not have 
to consider them 
^ More granular products 

is it possible view a 
successful turf or or-
namental chemical 
product in the same 
light as a champi-
onship football team? 
First, let's equate the 

active ingredient (A.I.) of a 
successful T&O chemical with 
the quarterback, the key player 
of any football team. Before ei-
ther of them, the A.I. or the 
quarterback, becomes a valu-
able "player," it is subject to 
years of development, not to 
mention an investment of 
more than $ 100 million (Evi-
dence: Payton Manning's con-
tract). Just as the quarterback 
guides a winning team by 
working efficiendy with the 
other 10 offensive players, an 
A.I. provides effective biologi-
cal action only as part of a for-
mulation. 

In other words, the formu-
lation is the A.I. in combina-
tion with "players" like sol-
vents, adjuvants and boosters, 
granules, powders or fillers. It's 
that combination that 

increases plant health or pro-
vides pest management. 

"The active ingredient by 
itself would be pretty useless. 
The formulation allows the 
A.I. to be in a useful form for 
the end user," says Dr. Randy 
Cush, senior formulation 
chemist for Syngenta. 

In addition to being biolog-
ically effective, a formulation 
for a lawn care application, for 
example, might also include 
characteristics such as: 
• ease of mixing and ease 
of use, 
• a good safety profile, 
including minimizing 
impacts on the environment, 
• reduced or lack of odor, 
• an acceptably long shelf 
life; and 
• ease of storage and 
handling. 

Formulation investment 
Manufacturers invest heavily 
to identify, develop and test 
each new molecule break-
through. This includes guiding 

continued on page 54 



This turf crew never takes time off. 

Kubota. 
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New F Series 
The all new F Series front-mount 
mowers offer power, traction and 
versatility - with high-performance 
28 or 36 HP diesel engines, 
Auto-Assist 4-WD that works in 
forward and reverse, and many 
implement options for year-round 
use. Anything less just wouldn't 
cut it. 

ZD Pro Series 
The ZD zero-turn mowers feature 
fuel-efficient 21, 25 or 28 HP diesel 
engines, a durable shaft drive PTO, 
and a heavy 7-gauge steel fabricated 
mower deck complete with hydraulic 
lift and tilt deck for easy maintenance. 
No wonder so many turf pros are 
turning to Kubota. 
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continued from page 52 
it through regulatory channels 
and distribution. A crucial step 
in this long process is develop-
ing the formulation. 

"It takes anywhere from 12 
months up to 36 or 40 months, 
with a straightforward scenario, 
to develop that final end-use 
product," explains Cush. 
"There are an infinite number 
of possibilities to work on." 

Typically when a manufac-
turer develops promising new 
chemistry it continues to add 
to and refine formulations 
using that A.I. In this way it 
broadens its uses and increases 
its value to end users and to 
the manufacturer. 

One example is imidaclo-
prid (Merit), the popular in-
secticide from Bayer Environ-
mental Science. It's available 
and has been widely used for 
almost a decade in several for-
mulations. In 2004 formula-
tors working on a tight dead-

line launched Allectus, a new 
insecticide, containing the ac-
tives imidacloprid and FMC's 
bifenthrin (Talstar). Allectus is 
now available as a granular, a 
liquid and, most recently, im-
pregnated onto fertilizer. 

Art and science 
Formulation is the "art" that 
enhances the science of prod-
uct development. Indeed, for-
mulators can (and often do) 
breathe new vitality into es-
tablished chemistry. 

A ready example is Pendu-
lum AquaCap pre-emergent 
herbicide. BASF worked al-
most a decade to perfect this 
proprietary microencapsulated 
pendimethalin product. The 
solvent-free capsule formula-
tion of the pre-emergent 
product offer more consistent 
results, easier mixing and re-
duced odor, says BASF. 

"We do have a couple addi-
tional ones we are actively 

working on but these are under 
patent review presendy. They 
go across our specialty busi-
nesses for applications," says 
Kathie Kalmowitz, BASF tech-
nical representative. 

Similarly, Syngenta Profes-
sional Products continues to 
broaden the utility of its 
MAXX formulation, a tech-
nology that allows it to manu-
facture several popular chemi-
cal products as a clear, 
easy-to-mix microemulsion. 
The company offers two 
fungicides (Banner MAXX 
and Subdue MAXX) and a 
plant growth regulator (Primo 
MAXX) in this formulation. 
Expect other products in simi-
lar formulations. A new fungi-
cide, Headway, using the ac-
tives of Heritage and Banner 
as a microemulsion is ex-
pected to enter the market 
sometime this year. 

"It's a high-quality formu-
lation. While all microemul-

sion formulations are slighdy 
different, they have the same 
characteristics," says Syn-
genta's Dr. Dave Ross. 

Formulation takes on equal 
significance to suppliers that 
rely on off-patent chemistry 
for their T&O offerings. 

"With so many actives com-
ing off patent it's a very excit-
ing time at PBI/Gordon given 
that formulation is our expert-
ise," says the company's Laylah 
VanBibber. In this case, it 
means adding value to the ac-
tives and not producing generic 
clones of existing product. 

"With formulation you 
can bring additional value to a 
product," adds Owen Towne, 
president of Phoenix Environ-
mental Care, LLC." The value 
is not necessarily in the active 
ingredient. People who buy 
products strictly on A.I.'s and 
cost strictly on cost are short-
changing themselves, the in-
dustry and the market.' LM 

Common T&O formulations 
Baits (B)—Active ingredient is added 

to an edible or attractive sub-
stance. Often used to control 
ground-dwelling insects. 

Dry flowables/water dispersible granules 
(DF,WDG) —Ease of handling and 
reducing the hazards from blow-
ing dusts during mixing are two 
advantages. These form a suspen-
sion in and require less agitation 
than wettable powders. 

Emulsifiable concentrates (EC or E) — 
Liquid formulations with A.l.'s in-
soluble in water. The addition of 
an emulsifier allows the pesticide 

to mix with water. 
Flowables (F) — Produced in solid or 

semi-solid form and are often 
ground into powder and sus-
pended in liquid. 

Granules (G)— Dry formulations mixed 
onto particles of clay, corncob or 
manufactured granules. Most of 
the chemical remains attached to 
the granule until it contacts mois-
ture. Their heavy weight makes 
them unlikely to drift. 

Microencapsulated (ME) — Pesticides im-
pregnated into tiny, slow-release 
poly beads and mixed into a liquid. 

Regarded as safer to humans than 
other liquids and may have longer 
residual life. 

Soluble powders or liquids (SP, L) — For-
mulations that go into true solution 
when mixed with water. Generally 
do not require agitation after mix-
ing. Relatively few pesticides are 
water-soluble. 

Wettable powders (WP) — Formulated 
on a dry particle and contain ingredi-
ents that allow the particles to mix 
with water to form a suspension. Agi-
tation required to prevent settling in 
the spray tank. 



They say many 
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What they don't say is 
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TECHNOLOGY OUTDOOR STUDIO 

News in full bloom 
This Florida company built an outdoor 
FOX newscasting studio in seven days 

BY DOREEN OVERSTREET 

In the competitive market of 
local television news, many sta-
tions are "taking it outside." 
They're doing this literally by 
designing outdoor studios to 
complement and enhance news-
casts. In Lake Mary, FL, FOX's 

network affiliate WOFL wanted to take 
advantage of the state's year-round favor-
able weather by being the first Central 
Florida news station to have its own 
open-air studio. 

"Central Florida is a lifestyle-driven 
market," says Rick Snyder, vice president 
of creative services for WOFL FOX 35. 
"What better way to connect with our 
viewers than by telling a story outdoors 
with informative cooking, gardening and 
weather segments?" 

Good idea ... but not as easy as it 
sounds. FOX 35 needed the studio de-
signed and built in one week to meet the 

deadline that corresponded to the close 
of its fiscal year. So Snyder called on 

Sanford-based Girard Environmen-
tal Services. 

Transforming the 
studio's backyard 
Girard was charged with 
transforming a 200- by 80-ft. 
space, located in WOFL's 
backyard, into an outside 
studio. The shady triangu-
lar-shaped area consisted of 
a retention pond, pine 
trees and overgrown grass 
surrounded by a fence. 

continued on page 58 
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TECHNOLOGY OUTDOOR STUDIO 

variegated 
ginger, and Mexi-

can petunias - and installed ornamental 
grasses like paspalum grass, red fountain 
grass and purple love grass. 

"Ornamental grasses have a whispering 
effect, and it was important that the grass 
blew in the wind for visual appeal," says 
Richard Fife II, division manager of con-
struction services for Girard, who handled 
the project's design/build process. 

The site became even more colorful 
and eye appealing after the team strategi-
cally planted loropetalum 'plum,' garde-
nia radicans and four different varieties of 
azaleas. Amidst the color and shrubbery 
Girard also planted large trees including 
magnolias, weeping willows, oak leaf hol-
lies, bald cypress and single-trunk crape 
myrtles to help frame the backdrop. 

"We decided to use a lot of plants with 
red and dark accents to complement the 
colors in our logo," Snyder says. 

WOFL's production team was an inte-
gral part of making sure the uncovered 
studio would be "camera ready." For the 

backdrop, the FOX 35 logo sign was 
placed between two pine trees along the 
pond slope. A camera was even panned 
around the environment to show the de-
sign/build team where to place the foliage 
for optimum frame shots. 

"This was unlike any other landscaping 
project from the standpoint that every-
thing we did had to be both aesthetically 
appealing and work with a panoramic 
view," Fife says. 

The WOFL team also wanted to be 
able to use the outdoor studio during 
Florida's hurricane season to cover severe 
weather events. Three weeping willow 
trees, which have light, wispy branches 
that blow in the wind, were placed in the 
background to accurately portray real-
time weather conditions. 

To enclose the studio from viewers 
and create an additional sound buffer, Gi-
rard installed a 5-ft. podocarpus screen 
hedge to separate the adjacent office 
building along the existing black alu-
minum fence. 

A 120-sq.-ft. vegetable garden was also 
created with a meandering flagstone path-
way for the news team's outdoor garden-

continued on page 60 

continued from page 56 
"The space offered a wide variety of 

ideas for transforming the unsightly reten-
tion area into a functional landscape 
backdrop," says Nick Boehme, Girard's di-
rector of business development, who 
served as the project liaison. "Using our 
creative landscape ideas and developing a 
clear vision, we listened and worked 
closely with WOFL executives to make 
sure their outdoor studio was 
everything they wanted." 

Girard assembled a 15-
member team for the proj-
ect, which included a proj-
ect manager, a design 
team, and an irrigation and 
landscape crew First, the 
team cleaned out most of 
the existing landscape and re-
moved three 90-ft. pine trees in 
order to provide a clear view of the 
studio's backdrop. 

The team used seven 80-ft. existing 
pine trees and reconstructed the entire ir-
rigation system. The unkempt retention 
pond area also was transformed into an 
integral part of the outdoor studio. 

All of the old overgrown bahiagrass 
and weeds were removed around the 
pond banks and surrounding areas and re-
placed with new St. Augustine sod and 
colorful shrubs, perennials and annuals. 
The Girard team also showed WOFL ex-
ecutives pictures of different foliage and 
indigenous plants and gave recommenda-
tions based on optimum visual appeal 
and upkeep. 

"Our team had a vision of how we 
wanted the outdoor studio to look from a 
production standpoint, and the landscap-
ing was essential in accommodating this 
vision," Snyder says. 

Camera-ready 
For the studio's backdrop, Girard in-
cluded plants including Hawaiian Ti, 
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continued from page 58 
ing segments. WOFL partnered with the 
Seminole County Agriculture Extension 
Unit, which currendy maintains the garden 
and grows fruits and vegetables suitable to 
Florida's weather throughout the year. 

Water, traffic challenges 
One of the main challenges with the out-
door studio was managing the run-off 
water that poured down from the rooftop 
to the project site. The standing water 
posed a problem because the water 

TerraseedingM is Believing. 
Blow soil blends and inject with seed using this unique 
and efficient one-step process. Call today and discover 
your possibilities. 

1-800-285-7227 
expressblower.com 

Express Blower, Inc. Express Blower™and Terraseeding™are trademarks, and the Express 
Blower design logo is a registered trademark of Express Blower. Inc. 

would most likely erode the new land-
scaping. Girard strategically situated more 
than four tons of decorative river rocks in 
order to form a drainage bed so the water 
would channel into the retention pond. 

Another challenge was the studio's loca-
tion along busy Interstate 4. An 8-foot 
podocarpus hedge was installed to serve as 
a landscape buffer to provide a pleasant 
backdrop for the newscasts. Also, because 
of the shade from the pine trees, the team 
had to choose shade-tolerant plants that 
were able to grow with partial sun. 

A killer deadline 
Girard met WOFL's 7-day deadline 
within the budget and made sure the stu-
dio was visually appealing and worked 
with all the camera shots. 

"This project's success was due to con-
stant and clear communication with the 
client," says Boehme. "During the 7-day 
job, our team constandy met with WOFL 
to make sure we were exceeding their ex-
pectations. Open communication, high-
quality plant material and excellent, fast 
workmanship were essential to meeting 
the tight deadline." 

FOX 35's outdoor newscasts will be "in 
full bloom" the first quarter of 2006. LM 

— The author is with Costa DeVault 
in Winter Park, FL. Contact her 

at 407/657-4818 or 
DoreenOverstreet@CostaDeVault.com 
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TECHNOLOGY REAL A N S W E R S TO REAL C H A L L E N G E S 

This community got lake recreation 
back thanks to an aquatic herbicide 

BY RON HALL 

Eurasian milfoil is an attractive 
plant with its spreading, dainty 
feather-like leaves. In fact, it was 
once sold as an aquarium plant. 
But if you've ever had to deal 
with it in a pond or small lake 

you'll curse the day you first saw it. 
While you'll probably never be asked to pro-

vide weed control in a 32-sq.-mile lake, the steps 
that the Houghton Lake (MI) Improvement 
Board (HLIB) took to solve a severe milfoil 
problem may be helpful to you nevertheless. 

James R. Deamud, chairman of the HLIB, 
told the story of his group's success in treating 
Eurasian milfoil at the Responsible Industry for a 
Sound Environment (RISE) Conference in Sep-
tember in Lake Las Vegas, NV. 

T h e P r o b l e m : Invasive aquatic weed 
Houghton Lake, located in north central 
Michigan, is the state's largest inland lake. In 
reality, it's a large shallow pan that averages 
just 8-12 ft. deep. Its shore (eight miles long 
by four miles wide) is lined with homes and 
cottages, and there are several small communi-
ties nearby. The lake is a popular location for 
recreational boating and sports fishing. Both 
endeavors began taking a huge hit as Eurasian 
milfoil spread across the lake. By 2001 satellite 
photography revealed that the aquatic weed 
covered slightly more than half of the 21,000-
acre lake. 

"It reached the point where you couldn't 
boat in the lake," said Deamud, a former chemist 
at Ford Motor Company who, in a second ca-
reer, has practiced law in Houghton Lake for the 
past 30 years. "We had people go out in their 
boats and get stuck in the middle of the lake. It 
was starting to affect property values." 

Deamud admitted that the HLIB, the ad hoc 
committee that was formed in 1999 to address 
the weed problem, spent several months "flop-
ping around like a fish out of water," before it 
made any progress. 

THe S o l u t i o n : Aquatic herbicide 
One of the first positive steps it took was to se-
cure funding to bring in a group of experts to dis-
cuss possible solutions. The goal was to find a 
way to control the milfoil but not destroy the 
lake's native plants or animals. 

They discussed bio-
This satellite image controls ( the milfoil 
shows the extent of weevil), mechanical har-
vegetative growth in vesting (cost prohibitive 
Houghton Lake '03. because of the size of 



Applicators pinpointed areas of the 

lake to treat with GPS technology. 

the lake) and chemical controls. Even-
tually the group decided on the chemi-
cal approach. Beamud says many local 
residents initially opposed using herbi-
cides on the lake. However, when the 
options were presented to them they 
agreed to give it a try. 

In February 2002, the HLIB applied 
for a permit to apply the aquatic herbi-
cide Sonar (a. i. fluridone) to the lake to 
control the Eurasian milfoil. 

On May 15, 2002, Mark Mongin, 
from SePRO, headed a team of aquatic 
plant management experts and biologists 
that treated the lake with Sonar, a sys-
temic aquatic herbicide from SePRO. 
Mongin is business manager for the 
Carmel, IN-based supplier. He served as 
project manager for the application that 
was made with application boats 
equipped with the latest in GPS and 
computer-aided navigation and herbicide 
injection systems. After a month of care-
ful monitoring, the workers made a sec-
ond application. 

During the summer the Eurasian mil-
foil disappeared. By Sept. 30, 2002, the 
HLIB deemed the treatments a success. 
The weed had been controlled but the 
native plants remained and there was no 
observable effect upon the fishery, said 
Deamud. 

The HLIB raised the funds ($1.5 mil-
lion for the initial research and treat-
ments) through a special taxing authority. 
Each of the 5,200 property owners ad-
joining the lake paid a portion of the cost 
of the lake cleanup. To date they have 
contributed about $3 million to maintain 
the lake's beauty and utility. 

In spite of dramatically improved lake 
conditions, the HLIB continues to man-
age the milfoil problem. It regularly 
monitors the lake, and has targeted 14 
sites for additional treatment this year, ei-
ther with the milfoil weevil that invades 

the stalks of the plant or with 
2,4-D, said Deamud. 

"Today Houghton Lake is 
open water again," he added 
evidently pleased, lm 
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ngines 
^ ^ ^ D \/ r I I DT L I A D I CD BY CURT HARLER 

• Look for easy-start options. 

• Standardize on one brand as 
much as possible. 

• Check for EPA Tier II and III 
compliance. 

• Oil coolers help performance. 

• On rebuilds, look for compliance 
with manufacturer's specs. 

• Engine weight is an important 
factor. 

• Check out the filtering system -
both air and fluids. 

advanced debris management system incor-
porated in the air-cooling system. Vanguard 
V-Twins are also available for application re-
quiring liquid-cooled power. These are manu-
factured by DBS, a B&S Commercial Power 
joint venture with Daihatsu. 
For more information contact Briggs & 

Stratton at 414/259-5333 or www.briggs 

andstratton.com I circle no. 254 

Caterpillar 
Remanufactured engines for backhoes meet 
OEM specs and are backed up by same-as-
new warranties. They also meet the most 
stringent emission standards. Plus, there is the 
added bonus of reusing what would have be-
come waste. The Reman 3054 engine for 
backhoe loaders, for example, is offered in 
nine arrangements, with turbocharged and 
naturally aspirated configurations. Four are 
Tier I compliant. Cat gives full core refunds for 
fully assembled cylinder blocks that are not 
visibly cracked, broken or welded and have 
no excessive rust, corrosion or pitting. Engines 
not meeting those criteria, or with internal 
failure, receive damaged core refunds. 
For more information contact Caterpillar at 

309/578-6298 or www.cat.com I 

circle no. 255 

Cummins 
Cummins B Series engines for skid steer load-
ers, chippers and other similar equipment in-
clude three different models: the four-cylinder 
B3.9 and B4.5 plus the 6-cylinder B5.9. Rat-
ings range from 80-173 hp, with varying 
combinations of turbo charging, natural aspi-
ration and charge air cooling for optimal per-
formance. The B Series is designed to mini-

continued on page 69 

Briggs & Stratton i 
This fall B&S introduced the first vertical shaft 
engine for small tillers and cultivators. The 
Fource micro-engine is a 1.2-hp, 4-cyde en-
gine that requires no mixing of gas and oil. At 
the same time, the company introduced its 
ReadyStart hassle-free starting system. The 
technology automatically delivers the right 
mix of fuel and air to the carburetor, eliminat-
ing the need for manual priming and chok-
ing. The company's Commercial Power Divi-
sion adds two new Vanguard V-Twin vertical 
shaft Big Block engines to its lineup. Both the 
895 and 993-cc air-cooled models have an 
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Software 
for success 

CLIP Software stays cutting-edge to keep 
its customers in the know - and in the green 

Since its introduction to the 
green industry in 1988, 
CLIP Software has seen its 
share of firsts. CLIP was the 
first industry program of its 
time and the first service 
program to use Windows 
handhelds, Windows CE 
devices, Web site transfers, 
mapping, cell phones, GPS, 
field synchronizing, virtual 
private networking, and 
more. 

"We are self-driven to use 
all available tools to help our 
customers become success-
ful," says Dave Tucker, co-
founder and president of the 
company. 

Tucker knows his cus-
tomers well, because he 
helped create the first ver-
sion of CLIP specifically for 
a lawn maintenance com-
pany. The CLIP program's 
success and ease of use 
convinced him to bring 
CLIP to the rest of the 
green industry. Today, 
over 50,000 users 

from more than 
10,000 companies 
in 50 different 
service industries 
are using CUR 

CLIP Software consis-
tently adds to CLIP'S state-
of-the-art routing, schedul-
ing and billing capabilities to 
make the software even 
more specific to each in-
dustry. The latest modules 
include tools for landscape 
construction, snow plowing, 
and pavement mainte-
nance companies. 

"Our project module is 
one of the best-kept secrets 
in the green industry," adds 
Tucker. "Not many people 
know that with CLIP s proj-
ect module, they can quickly 
estimate, bid, and manage 
the job from beginning to 
end." 

Tucker jokes that it is 
hard for him and his team to 
sleep at times because they 
never stop thinking about 
ways to improve CLIP. "We 

pioneered job costing, rev-
enue tracking, beach man-
agement, knowledge shar-
ing, and many other 
practices that our customers 
implemented in their busi-
nesses long before their 
competition thought of it," he 
explains, noting that many 
of these features came from 
informal conversations at 
the annual CLIP Users 
Conference. 

CLIP Software continues 
to focus on business with its 
Business by CLIP educa-
tional seminar series. During 

2005, CLIP Software also 
simplified CUP training by 
creating online tutorials, train-
ing CDs, and classes that 
can be viewed throughout 
the world. 

"We want to help our 
customers be the most suc-
cessful companies in their 
fields," Tucker concludes. 
"Each company defines 
success a bit differently, but 
whatever the definition, they 
need to control their com-
pany to attain this success. 
CLIP Software can help 
them with their goals." IP 



AT A GLANCE 
ULS Maintenance 
& Landscaping 
www. ulslandscaping. com 
Founded in 1989 as a three-man 
company, ULS has grown to a $7 
million firm with 40 crews and a new, 
20,000-square-foot facility in Calgary. 

Case Study 
ULS remembers its small-firm roots 

ULS President Steve Wheatcroft 
finds that an efficient computer 
system for his business frees him 
to pursue other interests, such as 
lake trout fishing. 

Steve Wheatcroft co-founded ULS Main-
tenance & Landscaping in Calgary, Al-
berta, Canada in 1989. Back then, it was 
known as University Lawn Services — 
the acronym remains the same, but ULS' 
scope of service has widened consider-
ably. Today, Wheatcroft and co-founder 
Ross Rayment oversee a firm that boasts 
about 50 full-time staffers and an addi-
tional 75 seasonal employees. 

ULS has used CLIP Software since 
2000, and Wheatcroft firmly believes 
CLIP has helped his business become 
more efficient and profitable. He is such 
a firm believer that he has attended every 
annual CLIP Users Conference since 
2000, and has even presented seminars 
and participating in the expert panels. 

Wheatcroft says his only regret is not 
implement the CLIP program sooner be-
cause CLIP's database reports would have 
helped during ULS' rapid growth. "We 
worked so hard to be where we are today, 
and this would have made it a lot easier. 

"Small companies look at equipment 
and balk at price," he concludes. "We 
used to be like that. But if the investment 
can take away headaches and bring profit, 
it practically pays for itself." • 

(To see a virtual tour of ULS Maintenance 
& Landscaping Co., visit www.dip.com) 

Case Study 
Floralandscape streamlines to the bottom line 
Doug Bettinger, the president and founder 
of Floralandscape in Toledo, Ohio, has been 

AT A GLANCE 

Floralandscape 
www.floralandscape.com 
Founded in 1979 as a 
man company, Floralands 
has grown to 25 full-tirjie 
employees and seven 
divisions, including 
fertilizer/chemical 
application; irrigation; 
snow removal; tree 
trimming, removal and 1 
care; and landscape 
architecture consulting. ^ 

using CLIP Software since 1997. His com-
pany had a piecemealed program before 
purchasing CLIP but it barely added to 
Floralandscape's efficiency. While Bettinger 
admits that the old program was better than 
handwritten invoices, it still required a lot of 
manual data entry. 

"CZ/Pwas able to pull it together into 
reports of specific jobs that could be posted 
with times and men on the job," he says. 
"We use it faithfully for billing, routing, and 
scheduling." 

Bettinger believes CLIPs biggest ben-
efit for Floralandscape is that it increases 
efficiency on each job. Instead of increas-
ing price across the board, for example, 
Bettinger pulls up the rate of return on 
individual projects. He increases the ac-
counts that have low profit margins, but 

keeps the accounts with healthy profit 
margins the same. Bettinger believes this 
would be a nearly impossible task with-
out the CLIP software program. 

"When you do a price increase, you 
run the risk of losing customers because of 
it," he explains. "If you only raise the ones 
you need to, any underperforming ac-
counts you lose are still moving your com-
pany in a more profitable direction." 

The CLIP program also helps Bettinger 
and his team up-sell services to existing and 
inactive customers: "The contact informa-
tion already in our database is certainly of a 
higher value than any mailing list we could 
purchase, because we've already had contact 
with them," he condudes. • 

(To find out more about strategically 
increasing your prices, visit www.dip.com) 

http://www.dip.com
http://www.floralandscape.com
http://www.dip.com


Are you a 
KnowltAII? 
The KnowltAII program is 
CLIP Software's newest 
breakthrough software; a 
completely new way to store, 
share, manage, and dissem-
inating information. This 
patent-pending program is for 
anyone with a computer: from 
the single user at home to a 
multi-billion-dollar corporation. 
If your office is filled with sticky 
notes, scattered papers, ran-
dom searches, or unending 
questions, you're a perfect 
candidate for KnowltAII. 

CUP Software originally 
created KnowltAII to man-
age its own load of unending 
questions, lost documents, 
forgotten passwords, and 
training needs. When the 
KnowttAII program in-
creased CUP Software s 
productivity within the first 
year, they knew that it would 
work for any company. The 
KnowttAII program will con-
nect you with your pass-
words, vendors, and other 
important information. To find 
your long-lost documents, 
just type in a keyword and 
the article will appear, linked 
to the original document. 
Training can go down from 
three weeks to three min-
utes, which makes your em-
ployees more efficient. 
KnowttAII has been proven 
to increase your profits while 
decreasing labor costs. 

To learn more about 
KnowltAII or other CLIP 
products, call 800-635-
8485 or visit www.clip.com. 

Product Line-up 
CLIP2006: Further enhances the capa-

bilities of the No. 1 accounting program, 

QuickBooks, by adding routing, schedul-

ing and revenue tracking. All of your 

billing and business functions remain in 

QuickBooks. 

CL/P2006 50: As a scaled-down version 

of CLIP2006y this product is perfect for 

the contractor with 50 properties or fewer 

than nine crews. 

CL/P2006 Classic: This version of 

CLIP2006 does all routing, scheduling, 

revenue tracking and billing for the 

medium to large contractor. CLIP2006 

Classic is preferred for the company look-

ing to systematize its operations for greater 

efficiency. 

CLIP2006 Pro: This version is one step 

above CLIP2006. CLIP2006 Pro works 

directly with QuickBooks as well as having 

the expandability of CLIP2006 Pro Visual. 

It links with Microsoft Word, Excel and 

MapPoint. 

CLIP Laser Wand: Print your route 

sheets with bar codes for each job, identify-

ing the job for the Laser Wand. When the 

route sheets come back to you, you simply 

scan each bar code for each job that was 

done. CLIP automatically records the job 

as done. 

CLIP Remote Data Collector: 

This advanced way of tracking your jobs 

and employees, maximizes your job costing 

information and minimizes the time spent 

entering information into CLIP. 

CLIP eRouter software: I^ads this 

software on any Windows CE handheld 

device or Palm Pilot to become your paper-

less route sheets. This allows crews to 

record information in the field and auto-

matically downloads information back at 

the office. It records actual mileage, travel 

times, and start and stop times, as well as 

foreman and crew information. 

CLIP QBLink: This module was created 

to summarize and transfer accounting infor-

mation directly into QuickBooks Pro. 

QBLink will open up account numbers in 

all financial transactions in CLIP. When 

money is involved, there are fields that spec-

ify which accounts should be credited and 

debited. When exporting this information, 

CLIP totals all transactions by GL number, 

which can then be imported directly into 

the QuickBooks chart of accounts. 

CLIP CLinker: This module allows you 

to produce additional accounts receivable 

reports in CLIP. This will provide you with 

more detailed information that may be use-

ful for ongoing assessments of your prof-

itability, or for tax purposes. Financial infor-

mation from CLIP can be imported into 

SBT s General Ledger, eliminating the need 

for manually re-entering the data into SBT. 

CLIP Pro Project Module: This 

module tracks materials, sub-contractors, 

markups, labor, labor burden, parts, guaran-

tees and other factors that will take a few 

days to complete. This module will show 

you exactly what portion of a project has 

been completed and what remains to be 

completed. The project module also links to 

Pro Landscape. This allows you to import 

an existing inventory list directly into Pro-

jects inventory list. 

CLIP Pro Special Invoices: This 

module provides a means of tracking pay-

ments applied to specific invoice numbers. It 

was developed at the request of CLIP users 

who service large commercial accounts re-

quiring "true invoicing." With the addition 

of Special Invoices to the CLIP Pro Family, 

you may choose a Balance Forward or Open 

Invoice system for each client. This flexibil-

ity permits you to choose only those clients 

who require "true invoicing" and to con-

tinue using the Balance Forward system for 

all others. 

http://www.clip.com


Case Study 

For Hurst, knowledge is power 
Evan Saylor, president of Hurst Landscaping 
in Richland, Pa., knew the value of CLIP 
Software right away. Having used the CLIP 
program at a previous job, he decided to im-
plement CLIP into his business immediately. 
Today, Hurst Landscaping has 18 one-man 
crews covering southeastern Pennsylvania. 

Saylor believes that many landscapers 
simply are not equipped to understand 

AT A GLANCE 
Hurst Landscaping 

www. hurstlandscaping. com 
ner Evan Saylor bought a 

j-man stump-grinding business 
from a friend's father and within 

0 years turned it into a $1.5 
million landscaping firm. 

their ledger sheets and how to take their 
business to the next level. This, he says, is 
where CLIP comes in. 

"Most landscapes aren't lawyers or ac-
countants — CLIP helps educates them 
on what they need to know to make better 
decisions," he explains. "A lot of LCOs 
don't know their costs, bids, or labor bur-
den. They just guess at it and hope that it 
works out. CLIPs project module helps 
you set up information for each individual 
item so that you can figure out true costs." 

The annual CLIP Users Conference is 
extremely beneficial, Saylor says, because 
of the sense of community: "Everyone is 
so open about how they use CLIP in their 
business. Beyond the daily program, you 
learn so much at the end of the day, just 
getting together and talking." 

Saylor s advice to lawn professionals 

looking to implement or upgrade a soft-
ware program is to keep an open mind. 
"A lot of people try to making software fit 
into their existing ways, when their exist-
ing ways may not be the most efficient." 

Saylor adds that there's a difference be-
tween being open to change and compro-
mising fundamental values, but it could be 
time to take a hard look at some of the 
"way we've always done it" routines. 

"I've talked to owners who worry be-
cause their invoices don't look like the ones 
they used to send," he says. "Do you ever 
call to complain when your charge card bill 
looks different when they redesign it? I 
doubt it, and I doubt your customers will 
call you, either. Keep an open mind and 
meet in the middle." • 

{CLIPSoftware offers onsite training, 
consulting, and management enhancement) 

Unbelievable? NO, you can make 30% NET PROFIT in your service-based company. Our customers 
achieve this by using CLIP software's exclusive routing, scheduling and job costing. Only CLIP tracks 
every minute spent on every job. You only have a few minutes each hour to make profit, don't lose it. 
Only CLIP can give you a virtually paperless office with links to PDAs, real-time GPS tracking and Cell 

Phone technology. BELIEVE IT, we do it every day in our own lawn company. 

Profit Paperless, and Automatic Billing. Transfer invoices to QuickBooks™ if desired. 
What NET PROFIT are you making? Can you afford to wait? 

Call 800-635-8485 today for a FREE Demo CD. 

Do it NOW! 
WWW. •cli c o m 
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continued from page 64 
mize downtime for maintenance. 
For more information contact Cummins at 
800/343-7357 or visit www.cummins.com I 
circle no. 256 

John Deere 4 
The John Deere 4000 TWENTY Series Com-
pact Tractors are powered by the company's 
PowerTech 4-cyclinder turbocharged diesel 
engine, rated at 43 to 58 engine hp, de-
pending on model. The increased torque of 
the PowerTech provides more power to get 
tough jobs done, the company says. The Unit 
is direct-injected for better cold-weather 
starting. Common rail fuel system provides 
more uniform fuel delivery. Engine oil cooler 
provides more efficient heat rejection and the 
75-amp alternator yields additional electrical 
capacity for accessories. 

Also at John Deere, RemanSelect Engines 
are remanufactured to exact John Deere 
standards. Unlike rebuilt engines that are 
only taken down to the point of failure, 
each RemanSelect engine core is com-
pletely disassembled, cleaned and in-
spected. All parts must pass rigorous qual-
ity standards. RemanSelect "basic" engines 
include the short-block and cylinder-head 
assembly with valve cover, oil pump, oil 
cooler, water pump and front cover. 
For more information contact John Deere at 
800/537-8233 or www.deere.com I 
circle no. 257 

Honda 
The new GX35 mini 4-stroke engine will re-
place the GX31 as Honda's most powerful 

engine for hand-
held applications. 
The 35.8-cc GX35 
is based on the 
company's 360-de-
gree-indinable mini 4-
stroke technology in the 
GX25. It has 22% more power output; 15% 
reduction in overall size; 8% weight reduc-
tion; 32% better power to weight ratio; and 
43% more power per cc of displacement. Its 
oil-immersed timing belt and overhead-cam 
(OHC) architecture makes it possible to incor-
porate the valve train into the oil reservoir. 
This results in a substantial reduction in size 
and weight over the GX31, making it compa-
rable to a competitive 2-stroke engine in 
those areas. 
For more information contact Honda at 
800/426-7701 or www.honda.com I 
circle no. 258 

Kubota Engine America 
Kubota's Super Mini Series engine models 
D902 and Z602 meet EPA Tier II require-
ments with increased power and low noise 

and vibration, the company says. These mod-
els share basic configurations with their pred-
ecessors and have increased bore and stroke. 
Water pump capacity is increased to enhance 
temperature regulation around the pistons 
and both models feature a new cooling 
water channel between the bores. 
For more information contact Kubota Engine 
America at www.kubotaengine.com I 
circle no. 259 

Kawasaki 
The new FH770D is an overhead V-valve 2-
cylinder engine. This 764-cc (46.6 cu. in.) 
engine has an 8.1:1 compression ratio. It 
features pressurized lubrication, electronic 
spark ignition, automatic compression re-
lease, a dual-element air cleaner and a rotat-
ing grass screen. The unit has a target 
power of 23.5 hp. It features a twin-barrel, 
internally vented carburetor with fuel shut-
off solenoid and an oil cooler. The similar 
FH741D has a target 22.5 hp. 
For more information contact Kawasaki at 
949/460-5687 or www.buykawpower.com 
I circle no. 260 

Why landscapers must know engines 
There are at least two good reasons for landscapers to think about motors and 
engines, as well as other features, when they buy equipment. 

First, having most of your company's equipment built around a standard en-
gine brand simplifies training and maintenance. It is a lot easier to trou-
bleshoot and maintain a product once your mechanic is familiar with a com-
pany's line of motors and engines. The little nuances and tricks-of-the-trade 
make it easier to keep abreast of maintenance. 

Second, it saves you money. Every filter and plug, every gasket and rebuild 
kit costs money. Eventually, every part probably will get used. The question is 
how many parts you want to stock — either on the truck on in the shop. Twenty 
bucks here and eight bucks there, multiplied across all of the powered equip-
ment on your trailers, adds up. That investment just sits there until you need it. 

While it is better to have the equipment at hand than to have to run out 
every time a replacement is needed, it is also more cost efficient to stock parts 
for one line of equipment. 

Keep in mind that many companies produce engines under a variety of 
names. Kohler, for example, produces 4-cyde engines — ranging from 4 to 31 
hp — under the brand names Courage, Aegis, Command PRO, Command and 
Magnum. — C.H. 

http://www.cummins.com
http://www.deere.com
http://www.honda.com
http://www.kubotaengine.com
http://www.buykawpower.com
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Tanaka A 
The PureFire, Tanaka's 2-stroke engine, meets 
CARB Tier II standards. It produces ultra-low 
emissions without the need for special or ad-
ditional internal moving parts. During the in-
take/compression stroke, the optimized scav-
enging system within the cylinder and 
crankcase walls increases atomization of the 
fuel-air mixture, resulting in more efficient 
combustion. Company says its 2-stroke line is 
usually smaller in size and up to 30% lighter 
than compact 4-cyde engines with the same 
power rating. 
For more information contact Tanaka at 
888/4TANAKA or www.tanaka-usa.com I 
circle no. 266 

Isuzu 
The 37.2 hp Isuzu 3CD1D is a 3-cylinder, 4-
cyde, in-line, OHV, water-cooled engine. This 
1.5-liter engine has a 19:1 compression ratio * 
and a 7.1 quart oil capacity and 2.1 quart 
coolant capacity. It generates 72.2 pounds 
torque at 1200 rpm. 
For more information contact Isuzu at 
800/726-8870 or www.isuzuengines.com I 
circle no. 267 

Iveco Motors 
of North America • 
Iveco's NEF series diesel engines have power 
outputs from 99 hp to 235 hp to meet the 
needs of any irrigation pump application. 
Their design allows a long oil change interval, 
resulting in lower maintenance costs, the 
company says, and NEF series engines meet 
current EPA emission regulations. Models 
come in 4- and 6-cylinder configurations 
For more information contact Iveco Motors of 
North America at 630/260-4226 or visit 
www.ivecomotors.com I circle no. 261 

Yanmar 
The L-series engines from Yanmar are avail-
able in sizes from 3.4 to 10 hp. These are sin-
gle-cylinder, air-cooled and direct-injected. All 
L-V series are EPA and CARB exhaust emis-
sion compliant units. Each has multiple PTO 
shaft options, electric and/or recoil start. They 
are counter-balanced. The L48V, for example, 
has 219 cc total displacement and produces 
4.2 hp at 3600 rpm. 
For more information contact Yanmar at 
800/365-7260 www.yanmar.com I 
circle no. 262 

Case IH 
Case remanufactured engines begin with a 
core that is completely disassembled and after 
cleaning, all components go through a rigor-
ous inspection process to verify specifications. 
Gaskets, seals, soft plugs, sleeves, pistons, 

rings, bearings, bushings, 
fuel tubing and 

camshafts are 
replaced with 
new Case 
parts every 

time. Major 
components such 

as block, head, 
crankshaft and rods 

are machined to meet 
OEM specifications. 
Those that cannot 

meet OEM specifications 
are scrapped and replaced with 

parts that meet specifications. Engines then 
are re-assembled under assembly line condi-
tions and factory tested against the same cri-
teria as new engines. 
For more information contact Case IH 
Construction at 262/636-6011 or 
www.casece.com I circle no. 263 

Kohler 
Kohler's latest are the new 30-hp twin-cylin-
der Command PRO vertical (CV750) and hori-
zontal-shaft (CH750) models. The 747-cc, air-
cooled, overhead-valve engine has a 2-barrel 
carburetor for stronger performance and a 
new high-flow fan that provides improved 
thermal management to keep oil tempera-
tures cool. Heavy-duty air cleaners come stan-
dard, reducing maintenance needs and im-
proving operation in dirty and dusty 
environments. Both the vertical- and horizon-
tal-shaft engines are engineered from the 
same platform as the company's earlier Com-
mand technology. 
For more information contact Kohler at 
800/544-2444 or www.kohlerengines.com 
I circle no. 264 

Tecumseh 
Three engine families, 7-25 hp, are available 
for all riding mowers. The Formula line is for 
light-to-medium duty; Enduro XL line has fea-
tures that extend engine life; and the Sterling 
family is built to the highest performance 

standards. The Ster-
ling 18-25 hp V-
Twin vertical 
shaft engines 

are built for tough use. A line of 3.5-7 hp en-
gines for walk-behinds also is available. The 
newest is a 195-cc OHV engine with auto-
style paper air filter and aluminized muffler 
for longer life. 
For more information contact Tecumseh at 
800/558-5402 or www.tecumseh 
power.com I circle no. 265 

http://www.tanaka-usa.com
http://www.isuzuengines.com
http://www.ivecomotors.com
http://www.yanmar.com
http://www.casece.com
http://www.kohlerengines.com
http://www.tecumseh


T A N K 
Only the best-built commercial equipment is tough enough for the world's 
toughest critic. And with available Cat diesel engines, nothing is tougher than 
the "Gunny Approved™ "TANK" M60 and M72 commercial zero-turn riders. Visit 
www.cubcommercial.com or call 1-877-835-7841. 

YOU CAN'T GET ANY BETTER; 

Cat, Caterpillar and Cat Diesel Power and their respective logos are registered trademarks of Caterpillar Inc. and used with permission. Circle 151 

C2ub CTcide.E' 

"TO E A R N M Y RESPECT, 
YOU BETTER BE TOUGH." 

http://www.cubcommercial.com


Property at a glance 
Location: Austin, TX 
Grounds Supervisor: John Burns 
Category: University and College 
Grounds 
Total budget: $1,975 million 
Year site built: 1883 
Acres of turf: 125 
Acres of woody ornamentals: 31 
Acres of display beds: 19,000 sq. ft. 
Total man-hours/week: 2,720 

Maintenance challenges 
• Maintenance of hills and slopes 
• Maintenance of campus trees 
• Litter and trash removal 

Project checklist 
Completed in last two years: 
• Renovated the landscape in many 
areas on campus including new and 
renovated buildings, parking facili-
ties and the Lyndon Baines Johnson 
Library overlook area 

• Landscape enhancements to cam-
pus perimeters 

The University of 
Texas at Austin 
2004 PGMS Grand Award Winner for University Grounds 

• 68 full-time staff, nine seasonal 
workers, three licensed pesticide 
applicators 

The old idiom is true: everything is 
bigger in Texas. For the Univer-
sity of Texas at Austin, that in-
cludes landscaping jobs. 

The University began in 1883 on 40 
acres with one building and 221 students. 
Today the campus is bigger than many 
cities. There are 160 buildings covering 
425 acres, and a population of 71,000 
students, faculty and staff 

Grounds superintendent John Bums 
and his staff oversee 125 acres of turf 
with 49 miles of edging, 31 acres in shrub, 
perennial, and ground cover beds, and 
19,000 sq. ft in annual beds, along with 
satellite areas such as Dobie Paisano 
Ranch, Brackenridge Field Lab, Lake 
Austin Center and Nike Missile Base. 

"We want visitors on campus to be 
greeted by a well-maintained landscape 
with clean beds, manicured turf and ac-
cents of color in prominent locations," 
Bums says. "Most people don't notice the 
small details like beds that are free of 
weeds, or turf that is neady manicured. 
But if someone visits the campus, we 
want them to leave saying that it sure was 
neat and clean." 

Many special events are 
held on campus each year in-
cluding symposiums, student 
welcome parties, the Forty 
Acre Fest, commencement 
ceremonies, touring Broad-
way shows and Longhoms' 
football games that draw 
100,000 visitors. 

Simple maintenance tasks 
are hard to accomplish when 
the sidewalks are filled with 
students, Bums says. The 
wear and tear requires yearly 
renovations of the turf in 
some areas. Irrigation is chal-
lenging due to hills, slopes, 
rocky shallow soils, and fre-
quent dry spells. 

"The campus urban forest is one of our 
greatest assets. Made up of live oak trees, it 
offers a cool respite from the blistering 
heat of Texas," Bums says. "Along with the 
shade and beauty comes maintenance 
concerns for the health of the trees and 
the safety of visitors. They must be contin-
ually monitored for dead limbs, weak 
branches and decay" 

Editors' note: Landscape Management was the exclusive sponsor of the 2005 Professional Grounds Management Awards for 
outstanding management of residential, commercial and institutional landscape. Winners are recognized at the annual meeting 
of the Professional Grounds Management Society in November. To learn 
more about the annual awards program contact PGMS at: 720 Light St., 
Baltimore, MD 21230 • Phone: 410/223-2861 • Web site: www.pgms.org VGMS Landscape V / M A N A G E M E N T A 

http://www.pgms.org


Litter and trash re-
moval is one of the 
most time-consuming 
tasks for Burns' crew, 
but they've been 
helped by several 
student groups that 
volunteer weekly in 
an "Adopt-an-Acre" 
anti-littering program. 

The landscaping at 
UT Austin boasts 
color, neatly 
trimmed zoysia-
grass and mature 
oak trees through-
out the campus. 



Products 
TOOLS OF THE TRADE 

Self-cleaning, 
water-powered 
filter 
The new Amiad TAF-750H 
is a fully automatic, self-
cleaning irrigation filter re-
quiring no external power. 
The hydraulic motor is 
powered by water 
pressure in the main 
line and used to rotate 
the self-cleaning "suc-
tion scanner" mechanism. A bat-
tery-operated control box powers 
an electronic pressure differential switch (PDS) 
to initiate the short, 16-second cleaning cycle. 
The service flow of filtered water is continuous 
during the cleaning cycle. For remote locations 
where electric power is not available, the TAF-
750H is ideal for removing suspended solids 
from an irrigation system needing flow rates 
up to 220 gpm, the company says. The TAF-
750E has an electric motor to rotate the "suc-
tion scanner" cleaning mechanism. Both TAF 
models come with 2-in. or 3-in. inlets and out-
lets and are corrosion resistant. 
For more information contact Amiad at 
800/969-4055 ext. 218 or visit 
www.amiad.com I circle no. 269 

Put on your mowing shoes 
LawnGrips footwear is specifically designed for 
traction, safety and comfort while mowing the 
lawn. The tread of the outsole was originally 
developed for soccer shoes to support push-
ing, turning and stopping while easily shed-
ding grass clippings and dirt. Additional per-
formance features include a composite insole 
board with polyurethane midsole for comfort 
and support, and waterproof, stain-resistant 

How low can you go? 
Wright Manufacturing's new mid-mount, zero 
turn radius mower has an engine mounted 
nearly three inches lower than traditional 
mid-mounts, which lowers the 
mower's center of gravity im- ~ 
proving balance and safety. The 
hydro drive pulley is mounted 
on the bottom of the engine 
drive shaft, which allows the 
hydro pumps to be mounted six ins. lower than 
most mid-mounts. The rear wheel motors can be 
moved fore and aft through three different settings, 
keeping the proper weight balance with collection systems. The zero-turn mower can be 
powered by a 21 -, 23- or 25- hp engine, with a choice of 48-, 52- or 61 -in. deck width. 
For more information contact Wright at 301/360-9810 
or visit www.wrightmfg.com / circle no. 268 

leather uppers. All LawnGrips shoes are made 
with a steel toe for additional safety. They are 
available in men's and women's whole and half 
sizes with a hook and loop closure system. 
For more information contact LawnGrips at 
219/617-1522 or visit www.lawngrips.com 
I circle no. 270 

Easy-to-handle herbicide 
Surflan WDG specialty herbicide from United 
Phosphorus, Inc. (UPI) is the first water-dis-
persible granular oryzalin herbicide available 
on the market, the company says. For use by 
nurseries, golf courses, and turf and ornamen-
tal operations, Surflan WDG provides control 
of more than 50 annual grasses and small-
seeded broadleaf weeds and is safe to use on 
more than 400 ornamentals. Surflan WDG is 
easily dispersed when mixed and stays in solu-
tion well. Available in 12-lb. bags, Surflan 
WDG's uniform spherical granules offer higher 
flowability for easy pouring and measuring. 
For more information contact UPI at 
800/247-1557 or visit www.upi-usa.com I 
circle no. 271 

Take out the trash (water) 
Suitable for handling water with small solids 
and light debris, Subaru Robin semi-trash 

pumps offer a heavy-duty overhead-valve 
gasoline engine, a large-volume discharge 
opening and dependable performance. Sub-
aru's semi-trash pumps come in 2-in. or 3-in. 
models and provide a delivery volume of 153 
and 246 gallons per minute, respectively. The 
pump and engine are built as an integrated 
unit for maximum performance and depend-
ability. A rugged, long-lasting strainer is stan-
dard and protects pump components from 
large solids, while the hole diameter helps 
prevent large debris from entering the suction 
hose. The semi-trash pumps offer a low-tone 
muffler and a sound-suppressing air cleaner 
for quiet operation and meet EPA/CARB 
emission standards through 2007. 
For more information contact Subaru Robin 
at 630/350-8200 or visit www.robin 
subaru.com I circle no. 272 

http://www.amiad.com
http://www.wrightmfg.com
http://www.lawngrips.com
http://www.upi-usa.com
http://www.robin


Narrow K-Rain 
nozzles 
K-Rain Manufacturing 
Corp. Narrow Profile Pop-
Up Sprays ("NPS") and 
Nozzles were built with the 
contractor in mind. Avail-
able in 2-in. and 4-in. mod-
els, contractors can easily 
retrofit existing systems, 
and the co-molded wiper 
seal ensures reliable per-
formance. KVF adjustable 
nozzles have a female thread configuration to 
fit NPS spray bodies. KVF's spray pattern re-
sults in matched precipitation throughout the 
coverage area. Extra long filters reduce the 
necessity of cleanings. A stainless steel retrac-
tion spring ensures riser retraction in all soil 
conditions. 
For more information contact K-Rain at 
561/746-6077 or visit www.krain.com I 
circle no. 273 

Not so loud 
The NoiseBuster Electronic Noise Canceling 
Earmuff from Pro Tech Communications, Inc. 
provides protection from a wider range of 
noise frequencies, particularly the low fre-
quency noise generated by engines, motors 
and fans that is prevalent in many industrial 
settings. The passive component of the Noise-
Buster ENC Earmuff has a competitive Noise 
Reduction Rating (NRR) of 26dB when worn 
over the head. The NoiseBuster's audio input 
feature allows users of lawnmowers and 
power tools to listen to music while working. 
The NoiseBuster ENC Earmuff is powered with 
one AA battery that provides 65 hours of use. 
For more information contact Pro Tech at 
843/665-8077 or visit www.noisebuster.net 
I circle no. 274 

RedMax handheld 
blower/vacuum 
The HBZ2600 handheld blower is powered 
by RedMax's 25.4-cc Strato-Charged engine, 

eliminating the need for a catalytic converter. 
The HBZ2600 develops a maximum air speed 
of 114 mph and maximum air volume of 395 
CFM. The noise level of the 8.4-lbs. unit is just 
69 dB(A). Accessories for the new blower in-
clude a jet nozzle or a flat duck bill nozzle 
and a vacuum kit. RedMax's Strato-Charged 
engine uses about 35% less fuel than the 
company's regular 2-cyde engines, and 
meets clean air standards by introducing fresh 
air into the engine between the exhaust 
gases and the fresh charge of air/fuel mix. 
For more information contact RedMax at 
800/291-8251 ext. 214 or visit 
www.redmax.com I circle no. 275 

Proven Professionals 
Nail It Down With EdgePro . 

PATENT NO. D378.857 

After every paver is perfectly placed, depend on 
EdgePro Paver Restraint for the finishing touch. 
EdgePro is heavier and more durable, yet is 
flexible and easy to use. Our extra-strength rigid 
design is great for long straight edges and our flex-
ible design preserves the curves that you create. 

So, what's holding you back? Contact us now 
for more information on the paver restraint known 
as "The Professional's Choice." 

EdgePro is made in the USA 

Circle 138 

PERFORMANCE 
DEPENDABILITY 
SERVICE A SUPPORT 

YOU GET ALL THE ABOVE 
WITHAZ-SPRAY. 

New for 2006, the WB-36 is designed from the 
ground up for commercial applicators. Not another 

push sprayer with a motor attached, the WB-36 
features an integrated 8 gal. spray system. 

L.T. Rich Products Inc. 
877-482-2040 

www.z-spray.com 
sales@z-spray.com 

http://www.krain.com
http://www.noisebuster.net
http://www.redmax.com
http://www.z-spray.com
mailto:sales@z-spray.com


Products 
In SYNC 
SYNC from Precision Laboratories, Inc. is an 
activator adjuvant specifically designed for the 
turf industry to enhance the performance and 
lengthen the disease control of systemic and 
contact fungicides, at reduced spray carrier 
volumes. SYNC's adjuvant technology is com-
prised of a 2-part surfactant system with a pH 
buffer for optimized fungicide uptake and in-
creased fungicide performance. With SYNC, 
turf health can be improved in water volumes 
as low as one gallon of water per 1,000 sq. 
ft., the company says. 
For more information contact Precision Labo-
ratories at 800/323-6280 or visit www.preci-
sionlab.com/sync I circle no. 276 

Air it out 
The 2006 model of the John Deere Aercore 
800 aerator features a belt-drive coring sys-
tem, a mechanical transmission and an elec-
tro-hydraulic lift / lower system to improve 
quality, productivity and reduce the risk of hy-

draulic leaks on playing surfaces. The Aercore 
800's Flexi-Link coring system increases pro-
ductivity by absorbing the forward motion of 
the aerator, keeping the tines perpendicular 
to the turf while the machine is moving. The 
belt-driven aerator provides quiet operation 
and low maintenance. The Aercore 800 uses 
a mechanical transmission and a 31.5-in. cor-
ing width. The mechanical transmission pro-
vides four aerating speeds as well as a sepa-
rate transport speed. To minimize running 
over cores from the previous aerification pass, 
the Aercore 800 features standard drive tire 
core deflectors. 
For more information contact John Deere at 
800/537-8233 or visit www.deere.com I 
circle no. 277 

Oly-Ola has the edge 
Oly-Ola Edgings, Inc.'s Super-Edg, Slim-Edg 
and Bulldog-Edg provide landscape contrac-
tors with safe alternatives to metal, wood and 
concrete edgings. There are no sharp edges, 
and they are easy to install and more econom-
ical than metal. Made with either recycled 
black vinyl or polyethylene, they separate turf 
from flowerbeds or landscape areas that con-
tain mulches, stone, bark or other materials in 
beds. They provide a barrier against weeds at 

The Hustler Super 2 

DIESEL 

Unrivaled Speed And Power 
• Caterpillar certified with a 34 HP Caterpillar Diesel Engine 
• Only hydraulic-drive deck in class 
• Best warranty in the industry 
• Largest cutting-height range among mid-mount mowers 
• New deck design with better quality of cut and distribution 
• Auto-reversing fans automatically clear radiator and oil-cooler core 
• Largest fuel capacity in class 

HUSTLER 
Turf Equipment 1 -800-395-4757 
W W W . H U S T L E R T U R F E Q U I P M E N T . C O M 

FAST ACTING Bait For Control 
Of Outdoor Rodent Pests 

W O K I D L E A D E R I N R O D f N T C O N T R O L T E C H N O L O G Y 
M o 4 i » o n , W 1 3 3 7 0 4 U . S . A . I w w w . b « l l l o b t . c o m 

Available from your Bell Distributor 

• Voles 
• Po<ket Gophers 
• Ground Squirrels 

http://www.deere.com
http://WWW.HUSTLERTURFEQUIPMENT.COM


the base of fences and minimize the need for 
hand trimming. Oly-Ola's flexible construction 
allows designers to create eye-catching land-
scape logos and patterns. 
For more information contact Oly-Ola at 
800/334-4647 or visit www.olyola.com I 
circle no. 278 

Take the office on the road 
envista e-landscaping software is a fully inte-
grated, Web-based management system de-
signed specifically for landscapes, envista 
contains several integrated modules, includ-
ing estimating, sales tracking, 
scheduling/routing, customer service, prof-
itability analysis and administration. All infor-
mation is accessed via the Internet, so em-
ployees can have access to real-time 
information from any location. 
For more information contact envista at 
866/641-6459 or visit www.envista.com I 
circle no. 279 

tree. They can be used for trees planted in 
sandy soil or in windy locations. 
For more information contact Berkshire at 
413/229-7919 or visit www.berkshireearth 
wings.com I circle no. 280 

Toro mower accessories 
Toro's new line of mower accessories, including 
utility bags, Cap Flaps and zero turn riding cov-
ers offers operators added comfort, conven-
ience and protection for lawn care operators 
and their equipment. Toro utility bags are avail-
able for most walk-behind and riding mowers 
and can hold trash, tools, keys and cell phones. 
The lightweight bags are constructed of heavy-
duty mesh fabric to keep contents secure, visi-
ble and within reach. The Toro Cap Flap clips to 
the back of any baseball-style cap to shield an 
operator's neck and ears from the sun. The 
zero turn rider cover shields the mower from 
the elements. The rider cover is made from a 
waterproof and tear-resistant 600 denier poly-
ester fabric. It can be used for overnight cover 

for mowers stored outside or for longer-term 
protection during winter storage. 
For more information contact The Toro Com-
pany at 800/348-2424 or visit 
www.toro.com/professional I circle no. 281 

On the fence 
The new 2 by 8-in. fence bracket from L.B. 
Plastics, Inc. quickly attaches to existing struc-
tures such as home exteriors and stops the 
need for an end fencepost that could be diffi-
cult to add, especially when dealing with con-
crete patios. The fence stringers are easily 
mounted in the brackets and attached di-
rectly to exterior walls. The bracket makes in-

New Algae, Moss, 
& Mold Control 

Small stakes 
The Berkshire Earthwings T tree staking sys-
tem is now available in four sizes: #2C for 
trees up to 2-in. caliper, #3C for trees up to 3-
in. caliper, #5C for trees up to 5-in. caliper 
and #1OC for trees up to 10-in. caliper. The 
newest, the #2C, was designed as an eco-
nomical way to stake large plantings of small 
trees. Like the other three sizes, the #2C is 
made of steel with a pre-attached galvanized 
cable. Earthwings stakes install in three steps: 
drive anchor, pull to lock in place, attach to 

• Environmentally Responsible 
• Results within 48 Hours of Application 
• Contains No Heavy Metals 
• Easy-to-use Shaker Container 

For Lush, Velvety Lawns 

TERRACYTE, 
Broad Spectrum Algaecide/Fungicide 

For more information, 1 . 8 8 8 . 2 7 3 . 3 0 8 8 (toll-free). 
www.biosafesystems.com © 2 0 0 5 Copyright BioSofe Systems LLC. ® TerraCyte is a registered trademark of 

BioSafe Systems LLC. A lways read a n d follow label directions. 

Circle 142 

Great for Lawns, Ornamental Shrubs, 
Flowerbeds, and Walkways. 

http://www.olyola.com
http://www.envista.com
http://www.berkshireearth
http://www.toro.com/professional
http://www.biosafesystems.com


Products 
stallation easy and adds versatil-
ity when attaching Sheerline 
fences to existing patio, resi-
dential, ranch or pool areas. 
The bracket can also be used in 
privacy fence applications 
where fence sections need to 
be installed along a slope. 

For more information call L.B. Plastics at 
800/752-7739 or visit www.lbplastics.com I 
circle no. 282 

Dimex EdgePro paver 
restraints 
Dimex added two new products to its Edge-
Pro Paver Restraint product line: EdgePro Low 

• De-thatch and clean 
gravel out of lawns, 
cleans driveways 
and parking lots. 

• Ideal for clearing rocks 
off grass and 1" diameter 
branches 

• Hopper models available 

• Windrow models 
available 

• Great for farm and 
large commercial work 

TURFMASTER INDUSTRIES 
Ph: 204-331 -3082 Fax: 204-331-3087 

Box 463, Winkler, MB R6W 4A6 
Circle 149 

Profile and EdgePro MAX. Low Profile and 
MAX are engineered with the L-shape profile 
and horizontal tab design of EdgePro Paver 
Restraint, while offering paver installers a vari-
ety of height options. EdgePro Low Profile 
features a 1.25-in. vertical wall height that 
makes it ideal for thinner paving applications, 
including 40 mm wet cast pavers and flag-
stone. Low Profile can also be used with stan-
dard 60mm concrete or clay pavers for in-
stallers that prefer more of an exposed edge 
to the outside course of pavers. EdgePro 
MAX is designed with a 2.75-in. vertical wall 
height for 80 mm concrete or clay pavers. 
MAX features a sturdy profile that supports 
large paver jobs, including driveways and 
commercial installations. 
For more information contact Dimex at 
800/334-3776 or visit www.edgepro.com I 
circle no. 283 

The LEIT trilogy 
The LEIT Link System includes three new prod-
ucts: the new LEIT Link radio-remote handset, 
LEMA 1600HE solenoid and the latest LEIT XRC 
irrigation controller. The LEIT Link handset is a 

user-friendly, handheld, 
two-way radio com-
munication device. The 
LEIT Link handset can 
perform manual runs, 
test valves, install pro-
grams, adjust budgets, 
review controller status 
and activate programs 
from up to 800 ft. 
away. The DIG LEMA 
1600HE is a water-

tight, two-way magnetic solenoid actuator. The 
LEMA 1600HE enables the LEIT irrigation con-
trollers to operate most brand name valves 
using DC power at a distance of up to 4,500 ft. 
using 14 AWG wire. The LEIT XRC is the most 
advanced controller in DIGS LEIT series of irriga-
tion controllers. The LEIT XRC series uses two-
way radio communication with the LEfT Link 
radio remote handset. This allows the LEIT Link 
handset user to review, test and manage a LEIT 
XRC from a distance of up to 800 feet. 
For more information contact Dig at 
760/727-0914 or visit www.digcorp.com / 
circle no. 284 

http://www.lbplastics.com
http://www.edgepro.com
http://www.digcorp.com
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HYATT REGENCY 
LAKE LAS VEGAS RESORT 

HENDERSON, NEVADA 

FEBRUARY 2-5, 2006 

LEAD SPONSOR 

A three-day interactive program 

designed for top executives to 

refocus their planning, rejuvenate 

their energy, and reach out to other 

leaders of the green industry. 

Early-Bird Deadline: January 6, 2006 

landcarenetwork.org (800) 395-2522 

PLANET 
^ Professional Landcare Network 
Formerly ALCA and PLCAA 

Managing to Win! 
The Right Focus, The Right People, 

& The Right Environment 



G R E E N 
I N D U S T R Y 

HUB 
online training for employees 
& managers available 2M/7! 
visit uuLiiuu.greenindustryhub.com 

Q: ULIhat's Neuu in January at 
the Green Industry Hub? 

R: Rn online course on 
"Simple Conflict Resolution" 

Visit the Green Industry Hub today at wvwv.greenindustryhub.com and 
experience the free online courses, discussion forums, industry news, 
calendar and more! When you join as a Premium subscriber, you and your 
employees have access to more than 50 courses on industry topics such as 
turf chemical safety, plants and planting, landscape plans, and more. You'll also 
access many courses on leadership, business management, OHSA and other relevant topics. 

"Simple Conflict Resolution" gives you and your employees insights into how 
disagreement can be positive and how to combat destructive conflict within your organization 
You'll also learn: 
• Prevention & conflict management steps 
• How your organization copes with conflict 
• Positive communication techniques to minimize Green Industry Hub is brought to you by: 

Check it out for yourself & 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 easy and affordable—as low as $195 (lower with large 
group discounts), for a full year of training courses and more—far 
lower than a average industry seminar. 

Customized programs can include your current materials and 
information. Find out more about this and large group discounts 
by calling Marika Skarl at 330/422-2028 x150 or email 
mskarl@schergroup.com. 

To sponsor a Green Industry course, contact Kevin Stoltman 
at kstoltman@questex.com. 

^ ^ PLANET 

powered by: j^ez master.coni 

and sponsored by: 

Bayer Environmental Science 

& o 
JOHN DEERE 

U U U U U L J . g r e e n i n d u s t r y h u b . c o m 

http://www.greenindustryhub.com
mailto:mskarl@schergroup.com
mailto:kstoltman@questex.com
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Zorock I p86 
Circle # 148 
866/496-7625 
www.zorock.com 

This index is provided as an 
additional service. The publisher 
does not assume any liability 
for errors or omissions. 

M PRO 
BUSINESS SOFTWARE <» 

February 
5-8 Turfgrass Short Course 
and Sports Turf Short Course 
I Blacksburg, VA; Sponsored by 
Virginia Turfgrass Council; 
757/464-1004; 
www.thevtc.org 

1-4 ANLA Management Clinic 
/ Louisville, KY; Sponsored by 
American Nursery & Landscape 
Association; 202/789-2900; 
www.anla.org 

1 NYSTA Lobby Day/Albany, 
NY; Sponsored by New York State 
Turfgrass Association; 800/873-
8873; www.nysta.org 

2-5 PLANET Executive Forum 
I Henderson, NV; Sponsored by 
Professional Landcare Network; 
800/395-2522; 
www.landcare 
network.org 

13-18 TPI Midwinter 
Conference I Savannah, 
Georgia; Sponsored by Turfgrass 
Producers International; 
800/405-8873; 
www.turfgrasssod.org 

13-16 IN-IL Turfgrass Short 
Course I Indianapolis, IN; 
Sponsored by Midwest Regional 
Turf Foundation; 765/494-8039; 
www.agry.purdue.edu 
/turf/ 

14 Nevada Landscape 
Association Trade Show 8t 
Conference / Reno, NV; 
Sponsored by Nevada Landscape 
Association; 775/673-0404; 
www.nevadanla.com 

Lawn Care 
Scheduling 
Estimating 
Routing 
Contracts 
Invoicing 
Income Reports 
Accounts Receivable 
Chemical Application 
Reports 
Late Statements 
10,000 Customers 
Mailing Labels 
Your Logo on Bills 
Archive & Backup 
Time & Materials 
Track Expenses 

& Landscaping 
Taxes Collected Report 
Pesticide/Herbicide 
Tracking Reporting 
Expenses/Costs 

...plus much more! 

http://www.z-spray.com
http://www.martygrunder.com
http://www.profHeproducts
http://www.rdsigns.co.uk
http://www.teejet.com
http://www.turfco.com
http://www.uslawns.com
http://www.zorock.com
http://www.thevtc.org
http://www.anla.org
http://www.nysta.org
http://www.landcare
http://www.turfgrasssod.org
http://www.agry.purdue.edu
http://www.nevadanla.com


PROMOTE 
Customized Printing Programs 
• Select your photography 

from our image collection 
• Customized text and 

layouts made by our 
talented graphic 
designers 

• Use our "sample 
print collection" 
for layout and 
promotional ideas 

Promotional Signs 
f • Promote with up to 4 colors 

• Variety of sizes available 
• Pnnt one or two sides 
• Two different stakes 

Call today for a 
FREE catalog 

R.N.D. Signs & Printing 
www.rnds igns .com .800-328-4009 

Circle 143 

ZERO-TURN STAND-ON SPRAY SYSTEMS 
• Hydraulic hopper drive system • All stainless steel construction 

Science City at Union Station • Kansas City, Missouri 

^ 71 JT ixed-use developments with heavily traveled public spaces would be 
A VJL wise to engage an ASIC Professional Member. They make the critical 

difference in developing sustainable and innovative water management solutions. 
I dont know who else could design an environmentally friendly bio-swales 
drainage network for a 1,000-car parking lot like the one we designedfor the 
nations second largest train station. " 

ANDY SCOTT 
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 

STAID-ON ZERO-TURN TURF RENOVATOR . . . . . . . . . . . 

http://www.rndsigns.com
http://www.ASIC.org


Planning to start a landscape maintenance company? J 
Already In the landscape maintenance industry? T ^ ' j f 
Then let U.S. lawns show you how to start or 
convert your business and grow with the leader S t j j s • ^ L i 
in the commercial landscape maintenance industry 

Our four idi Trust Quality Service Value 
"No Job is Too Big or Too Small" philosophy, make U. S. lawns a "o f t 3dove" the n 

• Superior Financial 
Management 

• Low Capital Investment 
• Financial Assistance 

• Protected Territories 
• Ongoing Support 
• Corporate Purchasing Power 
• Sales & Marketing Guidance 

Circle 147 

U.S. LAWNS 
Heavy-duty attachments 
for Commercial Mowers 

Tine Rake Dethatcher 
• Excellent Spring clean-up tool 
• Removes embedded thatch and leaves 
• Combs up matted turfgrass 
• Gives lawn a "hand-raked" look 
• Flexible tines - zero turn without lifting 

36, 46 and 60 inch widths 

Call for dealer 

800.966.8442 
www.jrcoinc. com 

To find out anre about us and Hie opportunity I.S. Lawn can attar you, oatact: 

U . S . L a w n s 
4407 Vineland Road • Suite D-15 
Orlando. FL 32811 - Toll Free: 1 -800-USLAWNS 
Phone: (407) 246-1630 • Fax: (407) 246-1623 
Email: info@uslawns.com • Website: www.uslawns.com U S . L A W N S 

Circle 145 

58 U ? f l ) ) < l 
Store, Pump, Meter & Dispense 
Your Products More Efficiently 

J Small, medium, large 
mixing/storage 
systems 

J Pump and meter 
systems for drums, 
minibulk containers 

Pre-mix tank systems 
for filling backpacks, 
jugs and tanks 

• Sizes in 50,110, 220 
Gallon 

a Featuring Sotera® 400 
series diaphram pump 

^ Mix and dispense with 
the same pump 

CHEMICAL 
CONTAINERS, INC. 

Phone: 1-800-346-7867 
Address: P.O. Box 1307 Lake Wales, Florida 33859 
Email: sales@chemical containers.com 

Circle 146 Circle 148 
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ZOROCK 
1 -866-4-ZOROCK 
www.getzorock.com 

D e c o r a t i v e 
S t o n e 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. 

http://www.jrcoinc
mailto:info@uslawns.com
http://www.uslawns.com
http://www.landscapemanagement.net
http://www.getzorock.com


ADVERTISING 
INFORMATION: 

Call Brian Olesinski at 
800-669-1668x3757 
or 216-706-3757, 
Fax: 216-706-3712, E-mail: 
bolesinski@questex.com 

• If an individual insertion is under $250 it must be 
prepaid, unless it is part of a contract that is $1,000 
or greater. 
• We accept VISA, MASTERCARD, and AMERICAN 
EXPRESS over the phone. 
• Mail LM Box # replies to: Landscape Management 
Classifieds, LM Box # 
306 W. Michigan St., Suite 200, Duluth, MN 55802. 
(please include LM Box # in address). 

BUSINESS FOR SALE 

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 OPP (CONT'D) 

Profitable 11 year old 
Landscape/Irrigation c o m p a n y in 

Southern Missouri for sale. 
This is a growing area with room for 

expansion. Gross revenue of $650,000. 
Available with or without building and property. 

Business has 300 sprinkler maintenance 
accounts, inventory, good quality equipment, 
trained employees and an excellent reputation. 

Owner will help train. 
$450,000 business and equipment only, 
$600,000 with building and property. 

Serious only need respond by email 
to libiz4sale@yahoo.com 

Profitable Landscape Company For 
Sale in Las Vegas, Nevada!! 

Great opportunity to own well established land-
scaping, design and maintenance business in 

High Growth, High Demand Las Vegas! Gross 
revenues $700,000+. Asking price $349,000 for 

business and equipment. Seller must relocate 
and is motivated to sell. Loyal residential and 

commercial clientele. Cash business. Well 
trained employees. Turnkey operation! Great 

potential for expansion! Seller will train. 
F o r m o r e i n f o r m a t i o n , c o n t a c t 

Bet t ina S m i l o - G o l d at 7 0 2 - 9 3 2 - 0 9 8 2 . 

BUSINESS OPPORTUNITIES 

Synthetic Back-Yard Putting Greens 
» SNpthet ic greens tire one «,! the fastest * 1 P r o f i t s " ^ 6 5 ° " 

gro^ng segments of the $50 Billion a * Year Rbund Installations 
year gol/ industry." * Carry NO Inventory 

* Utilize Existing Equipment 
'i*' * Buy Manufacturer Direct 

Hfii f i l l l l l f" 1" 1 1 I 

U.S. LAWNS 
4 — ' 

Planning to start a landscape 
maintenance company? Already in the 
landscape maintenance industry? 
Then let U.S. Lawns show you how to 
start or convert your business and grow 
with the leader in the commercial 
landscape maintenance industry. 

• Low Capital Investment 
• Financial Ass is tance 
• Protected Territories 
• Sa les & Marketing Guidance 
• Ongoing Support 

Call 1-800-USLAWNS 
or visit us at 
www.uslawns.com 

LAWN PROFESSIONALS TAKE NOTICE -
Are you interested in MAKING MORE MONEY & HAVING MORE 
FREE TIME? The information contained in our manuals and the templates 
on our CDs are being used every day in our lawn service and by hundreds of 
your peers throughout the United States & Canada. We don't just talk the 
talk, we WALK THE WALK ! Our lawn service was rated as a TOP 10 
service in August 2002. Our manuals and CDs include proven techniques for 
Bidding, Service Agreements, Estimating, Snow & Ice Removal, Marketing, 
Advertising, Selling, Letters for Success, Telephone Techniques, Employee 
Policy & Procedures and more. 

LET US HELP YOU EARN WHAT YOU DESERVE! 

PROFITS UNLIMITED Since 1979 H 
Call 800-845-0499 • www.profitsareus.com "T^Z^teriai0 

| Check out the Classifieds ONLINE at 
www.landscapenfl 

For Advertising rates and schedules, call 
Brian Olesinski at 800-669-1668, ext. 3757 

E-mail: bolesinski@questex.com 

Quality Synthetic Grass Surfaces 

GRASS ! "WWJJJJ^UUY 
Building Successjul Relationships 

Since 1998 
Call us today 877-881-8477 

www.theputtinggreencompany.com 
www.x-grass.com 

v -usine* N WANT TO BUY OR 

/fcf V \ S E L L A B U S I N E S S ' 
8 I T E L . \ Professional Business 
harper 4 AcquHMor sp̂MM, 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 Landscape 
Installation all over the U.S. and Canada. 

182 Homestead Avenue, Rehoboth, MA 02769 
708-744-6715 • Fax 508-252-4447 

E-mail pbcmello 1 @aol.com 

mailto:bolesinski@questex.com
mailto:libiz4sale@yahoo.com
http://www.uslawns.com
http://www.profitsareus.com
http://www.landscapenfl
mailto:bolesinski@questex.com
http://www.theputtinggreencompany.com
http://www.x-grass.com


FOR SALE 

better 
866-290-7295 

Factory Direct 

New 
Quick 36 

The great cutting, compact, easy-
turning, reliable 36" hydro mower 

Proudly made in the USA 
Starting at $1895 

www.quick36.com 
TURBO TECHNOLOGIES, INC 

1500 FIRST AVE, BEAVER fALLS, PA 15010 
1-800-822-3437 vsmvw.turboturf.com 

Did you 
know that 
COLOR ads 
can increase 
sales by 

nearly twice that of 
black & WDDBG© ads? 

For Ad Rates and Schedules, 
Contact: 

Brian Olesinski at 
800-669-1668 ext. 3757 

email: bolesinski@questex.com 

HELP WANTED 

J E N S E N 
BUILD YOUR CAREER WITH A LEADING 

LANDSCAPE CONSTRUCTION AND MAINTENANCE COMPANY 

We are a leading provider of specialized high-end landscape site work, landscape manage-
ment services, and maintenance. We are seeking experienced individuals to join our winning 
team. Must have a clean DMV record; bilingual English/Spanish preferred. 

Our current open positions include: 
• Construction Superintendents • Construction Foremen 
• Landscape Area Managers • Landscape Supervisors 
• Landscape Sales Representative • Irrigation Technicians 

We offer a competitive salary with excellent benefits, including medical, dental, vacation, 
holiday pay, 40IK Plan, Employee Stock Ownership plan and bonus plan. To apply please 

submit your resume to hr@jensencorp.com as a Word attachment, fax it to 408-255-4981, 
or mail it to our headquarters at 10950 N Blaney Ave, Cupertino, CA 95014. 

For more information visit us on the web at www.jensencorp.com 

Classified Advertising in 
Contact Brian Olesinski at M A N A G E M E N T 
800-669-1668 ext. 3757 
bolesinski@questex.com for more information! 

http://www.quick36.com
mailto:bolesinski@questex.com
mailto:hr@jensencorp.com
http://www.jensencorp.com
mailto:bolesinski@questex.com


HELP WANTED 
ND Landscaping. Inc. is one of the 

largest landscape design, build, maintenance 
firms North of Boston and is currently experi-

encing rapid growth and expansion. At this 
time we are seeking two sales persons; one 

opening in our Maintenance department and 
one opening in our construction department. 
Primary responsibilities include, but are not 

limited to the following: 
- Achieving quarterly and annual sales quotas. 

- Accurately forecasting sales. 
- Meet with new and existing clients to fulfill 
needs regarding landscape construction and 

maintenance. 
- Work with an established framework of exist-
ing sales processes and continue to work with 

sales systems to strengthen them. 
- Estimate "take offs" of designs. 

Experience with Excel and Act is preferred. 
Please send resumes, cover letters and salary 

requirements to: 
For Maintenance -

Mdesouza@ndlandscape.com 
For Construction -

Ndibenedetto@ndlandscape.com 

TRUGREEN LANDCARE 
TruGreen LandCare has immediate openings 
due to our recent growth in business. We are 

looking for the following positions: 
Area Manager-

Wheat Ridge, CO - #6244AM 
Account Manager -

Tacoma, WA - #6323AM 
Crew Leaders -

Everett, WA - #6124CL 
Irrigation Technician -
Burien, WA - #6089IT 

Irrigation Technician -
Colorado Springs, CO - #6370IT 

We offer a competitive salary and an excellent 
benefits package, including 401(k) and 

company stock purchase plan. 
To learn more about joining our team, please 

email your resume with job number to 
sallen.trugreen@comcast.net 

EOE/M/F/D/V/AA 

LANDSCAPE CONTRACT SPEC IAL I ST 
Citv of Irvine, California 

$40,798-$61,196/yr 
Plus Excellent Benefits 

(Retirement: PERS 2.7% @ 55) 
Coordinate, oversee, monitor and direct activi-

ties of landscape maintenance contractors to 
ensure compliance with contract specifications. 
Authorize extra work projects for the city, veri-

fy invoices for same work, and be highly 
responsive to resident service requests. 

This position requires a journey level under-
standing of landscape maintenance practices, 

including plant requirements, irrigation systems 
maintenance, water management and tree man-
agement. Also requires a high school diploma 
or a vocational/technical diploma in contract 

administration or landscape maintenance prac-
tices, and two years of contract administration 

and landscape maintenance experience. 
For application materials, call (949) 
724-6200 or visit www.ci.irvine.ca.us 

Apply immediately. E O E 

BRICKMAN 
Enhancing the American Landscape Since 19.19 

B r i c k m a n is l o o k i n g for l e a d e r s 

w h o are interested in g r o w i n g their 

c a r e e r s w i t h a g r o w i n g c o m p a n y . 

N a t i o n w i d e c a r e e r and internship 

o p p o r t u n i t i e s a v a i l a b l e in: 

• L a n d s c a p e M a n a g e m e n t 

• L a n d s c a p e C o n s t r u c t i o n 

• Irrigation 

• A c c o u n t i n g 

• B u s i n e s s A d m i n i s t r a t i o n 

Start growing your career at: 
brickmangroup.com 

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

confidential key employee searches for 
the landscape/horticulture industry and 

allied trades worldwide. 
Retained basis only. 

Candidate contact welcome, 
confidential and always FREE. 

1740 Lake Markham Road 
Sanford, FL 32771 

407-320-8177 • Fax: 407-320-8083 
E-mail: hortsearch@aol.com 

www.florapersonneI.com 

M I C H I G A N A U T O M A T I C 
S P R I N K L E R , INC. 

One of Metro Detroit's Leading Irrigation 
Contractors since 1950 Is seeking experienced 
and motivated people to fill the following positions: 

Irrigation Designer/Sales: 
Working knowledge of AutoCad 

Designing irrigation plans for landscape & con-
struction plan documents including commercial 

& residential projects utilizing AutoCad 
Irrigation Service Manager: 

Complete & operable knowledge of any & all 
irrigation aspects. Requires exceptional 

organizational & leadership skills 
Irrigation Technician: 

Operable knowledge of all irrigation aspects 
Troubleshooting ability electrical & mechanical 

We offer Top Wages, 401K Plan, Health 
Insurance & Vacation Pay 
Submit Resumes to: 

Michigan Automatic Sprinkler, Inc. 
3180 Walnut Lake Court 

Commerce Twp., M I 48390 
(248)669-4152(fax) or 
nblazofsky@aol.com 

l(800)Irrigate 

DAVEY 
Commercial Grounds Management 

Rewarding career opportunities 
are available with our growing 
commercial division. 

If you are a proven manager 
with a passion for landscape 
management, come join the 
2,600 employee-owners of Davey. 

Visit www davey.com 
E-mail: george.gaumer@davey com 
Fax: 330-673-0702 

SOFTWARE 

M0WERMETER 
Equipment 

P ^ Tracking Software 
Designed for the 

Green Industry 
• Scheduling 
• Tracking 
• Costing 
• Parts Inventory 
Free Demo 800-635-8485 
WWW.MOWERMETER.COM 

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! 

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

landscape^ 
illustrator 
design-estimation software 

w w w . L s i s o f t . c o m 

mailto:Mdesouza@ndlandscape.com
mailto:Ndibenedetto@ndlandscape.com
mailto:sallen.trugreen@comcast.net
http://www.ci.irvine.ca.us
mailto:hortsearch@aol.com
http://www.florapersonneI.com
mailto:nblazofsky@aol.com
http://WWW.MOWERMETER.COM
http://www.wintac.net
http://www.Lsisoft.com


INDUSTRY TRENDS BY THE NUMBERS 

LOWER 48'S SNOWIEST CITIES 
Michigan boasts of having four of the 15 snowiest cities in 
the United States, New York three. While Valdez, AK, gets 
an average of more than 300 inches a year, we're talking 
just the "lower 48" and not Alaska or Hawaii. 

City 
Blue Canyon, CA 

Avg. Annual Snowfall 
240.3 

Marquette, Ml 141 
Sault Ste. Marie, Ml 
Syracuse, NY 
Caribou, ME 

117.4 
115.6 
111.6 

Mount Shasta, CA 104.9 
Lander, WY 100.4 

Flagstaff, AZ 100.3 
Sexton Summit, OR 97.8 
Muskegon , Ml 96.1 
Buffalo, N' Y 93.6 
Rochester, NY 92.3 
Erie, PA k I™* 
Alpena, Ml 84.6 
Binghamton, NY 84.2 

SOURCE: USATODAY.COM/WEATHER 

DEALERS HAVE IT 
More than 80% of Landscape Management readers who 
responded to a recent survey from us say they primarily 
purchase capital equipment through dealers. Here's how 
they ranked the rest: 

Percent 
Dealers 81.5% 
Distributors 34.8% 
Used-equipment markets 25.6% 
Manufacturers direct 17.5% 
Manufacturer reps 12.6% 
Home center/big box retailers 10.2% 
Online 10.2% 
None of these 0.2% 

SOURCE: 2005 LANDSCAPE M A N A G E M E N T BENCHMARKING SURVEY 

HEALTH 
INSURANCE 
PREMIUMS 
KEEP RISING 
Health insurance pre-
miums increased an 
average of 9.2% in 2005, 
down from 11.2% average 
in 2004. The 2005 increase 
ended four consecutive years of 
double-digit increases, but the rate of 
growth is still more than three times the growth in 
workers' earnings (2.7%). 

SOURCE. THE KAISER FAMILY FOUNDATION (WWW.KFF.ORG). 

"THE 2005 EMPLOYER HEALTH BENEFITS SURVEY" 

GROUNDS WORKERS AT A GLANCE 
Grounds maintenance workers held about 1.5 million jobs in 
2004. According to the U.S. Bureau of Labor Statistics: 

1/3 
Are employed in 
companies providing 
landscaping services 
to buildings and 
dwellings. 

1 out of 4 
Are self-employed, providing 
landscape maintenance 
directly to customers on 
a contract basis. 

1.5 million 
The number of grounds 
maintenance workers 
that held a job in 2004. 

1 out of 7 Grounds workers 
that worked 
part time. 

SOURCE: U.S. BUREAU OF LABOR STATISTICS 
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H o w does the 
Competition 
stack up? 

We think nicely... 

wm 

Dealer... 
Your Grandkids 
will thank you! 

jAnAmerican Tradition __ 

To find out how to cut more acres of grass per hour 
using a Dixie Chopper, and to view all models up to 50HP, Visit: 

w w w . d i x i e c h o p p e r . c o m 
For 25 Years Dixie Chopper has been building the most productive machines in the industry. 

Experience the difference today at your nearest Dixie Chopper dealer. 

Circle 102 

http://www.dixiechopper.com


PRODUCTIVITY 

From out of nowhere comes a compact track loader that won't settle 
for second place. The new John Deere CT322 and CT332 really shine with best-in-class 
stability, breakout, tractive effort, and travel speed. Plus, they run on a smooth-riding 
easy-to-clean undercarriage that's more durable and significantly less expensive to operate 
and maintain. To learn more about the many ways these new CTLs redefine productivity, 
uptime, and low daily operating costs, see your John Deere dealer. Or call 1-800-503-3373. 

www.JohnDeere.com/6350 

Circle 103 
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