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| MAKE JOB SITES AS BEAUTIFUL AS MY
In seasonallydriven work, a missed day ¥ a serious hit o my
P H 0 FIT M A H n I N u | livelihood. That's why | count on my International® DuraStar™
to keep things rolling. Its Diamond Logic® Electrical System is fully programmable, giving added protection to both my
crew and equipment. And with twice the frame rail strength and braking surface of the typical pickup, I've got the all

/
durability | need for the toughest tasks. Add to that the support of the nation’s largest dealer\networ\k. and you can see 1
how job sites aren't the only place 'm seeing green. International DuraStar. Miles Ahead. In produétivity.and profits. g  — e~

LEARN HOW DURASTAR CAN DRIVE YOUR BOTTOM LINE
\wﬂilNllllIIUIIHS.NI/llllSNP[

Circle 101

S !




Landscape

MANAGEMENT

C

Business

OPERATIONS » MANAGEMENT » MARKETING

11 On the Record

The Green Industry is growing in importance to
society and in terms of revenues and services. We
must have the energy of talented young people
to continue to make it happen

BY RON HALL

12 Best Practices

Mine your data to determine whom to
target and where to place your emphasis
for profitable growth.

BY BRUCE WILSON
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[llinois wants green; Livescapes debut; PLANET
Student Career Days; Legally Speaking; Problem
Solver; Caterpillar donates CAT Chopper;
Bartlett Tree in Jamestown

22 Add-on Biz:
Concrete engraVing
Landscape pros can beautify and
stain existing surfaces for clients
who balk at the cost of pavers.
BY DANIEL G. JACOBS

24 Training tomorrow's leaders
Green Industry-school district collaborations
around the country prepare students for
rewarding careers.

BY STEPHEN P. COHAN

Technology

RESEARCH » EQUIPMENT » CHEMICALS

35 Fleet science
Learn how to buy and when to retire
mowers so you can make good on
your largest capital investment.

BY KAY OHLY

54 Innovations
ASV Scout SC-50 rubber-tracked utility vehicle;
Turfco Manufacturing TriWave 60-in. overseeder;
Toro Z Master Z500 Series zero turn riders;

Honda's HRC Commercial Series mowers
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56 InfoTech

Networking on the 'Net: Anything that makes
it easier to set up meetings is a good thing.
BY TYLER WHITAKER
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76 Plan now

Turfgrass disease management for

commercial and residential lawns
BY HENRY C. WETZEL Il

100 Project Portfolio

The existing hardscape and woodwork did not
meet the standards of craftsmanship and design
the new owners wanted, so the client called in
McHale Landscape Design.

88 Drop by drop

Installing and

maintaining drip systems
in clients’ flowerbeds
and hard-to-water areas 102 Landscape of the Month
can be profitable and
saves water.

BY JIM PATRICK

State Line Project: Passion for customer
satisfaction delivers a renovation featuring a
year-round outside swimming pool.

BY SUE BROKAW GUARD
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Mini & compact equipment 106 Collaborative effort
Tossing out the plans and designing a residential
98 Get 2 G"p water feature as you go can spc” disaster — or

¢ . ! A5 ] something incredible.
It boils down to which trimmer line is easiest

. BY DON DALE
to use and does the best job.
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Valuable tips to recognize and lessen 110 Products
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the latest industry products for
dealing with snow and ice

124 Winners: An unusual alliance

Four former competitors pool interests and

service strengths to become a market force.
BY RON HALL
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From the nation’s number-one selling Deer & Rabbit Repellent to guaranteed effective
Mole & Vole and Goose Repellents - Liquid Fence products will do for you
what they've done for millions of satisfied customers... really work.

ComcEMTAATE WaREs ® Ghiiows

Deer & Rabbit Repellent

, ) ) -~ " A : .

’ N\ _\, ~d e A —

~ The Liquid Fence C mpany o
Call (800) 923-3623 + www.liquidfence.com pro@liquldfence.com ?Rq

Always Tead and follow label direction ‘. ' Circle 104
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2> ONLINERESOURCES
Read the latest news
‘ headlines before the print
issue comes out, and plan
LANDSCAPE MANAGEMENT CONTINUES ONLINE / May 200 your travel with our

complete events schedule.

E-newsletters
Sign up to receive LMdirect!
delivered to your inbox. Or
link to our affiliated sites for
news and e-newsletters on
golf course management,
landscape design/build,
athletic turf maintenance
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 Outlook.
Real life classroom . s O
A collaborative effort between two : i | Stay in touch via direct
University of Illinois campuses has D e s phone numbers and e-mail

addresses for our editorial
and advertising departments.

led to a student-designed plun for a

new Discovery Garden and »Readers respond

community center in Danville.

Finding good employees is always one of the top concerns for landscaping
and lawn care companies. What's your most successful method
of recruiting employees?

»Specialissue Lm

Landscape Management magazine is collecting 30" 10° 10*
information for its exclusive 2007 LM100. This July issue ;
lists the biggest companies in the industry. Copy the link
below into your browser and fill out the online form by
MAY 11. www.landscapemanagement.net/enterim100.

veigh in? Our survey
que: es every month and
we publis results here.

WWW.Iandscape 1agement.net to

»Overheard

will INCre€ase even more, stressing existing systems
and causing water districts to scramble for N€W SOUICeS.

— Benjamin H. Grumbles, Assistant Administrator, U.S. EPA Office of Water
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Let The Scoring Begin.

Rave reviews. Proven results. Steady profits.

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

“We finally have something we can depend “Talpirid had provided us with an additional
on for mole control that is simple and easy revenue generating service while solving mole
to use making our job easier and our problems for our customers.”
yards better.” - Jeff Cooper, Lawn Connection, Inc.

- Ryan McGrady, Pro Green Inc.

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

” l.l N MADISON, WISCONSIN | www.talpirid.com

“We did an analysis of cost and

Talpirid is extremely profitable
to use.”

- Bill Johnson, All Green Corp.

TALPIRI
s ML
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All New Graphic Interface
Plus
Loads of Added Features

J

Invoicing 37 | C ﬁ
Scheduling e || g | ;Q-Gm =
Estimating = K
Routin ' @ e
TAM {é . 8‘}&
Contracts |
Email Invoices st |
Chemical Application Reports & More

Software doesn't get any easier than t
Getyour  800-586-4683
FREE Trial  CALL or DOWNLOAD "=

www.adkad.com/LM.htm
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_ THE BEST JUST KEEPS
GETTING BETTER!

The NEW Z-SPRAY
JUNIOR-36

* 35 %" width for gated
lawns

* Redesigned spray tank for
lower center of gravity

* All the standard features of
our current units

* Powered by Kawasaki

The NEW Z-MAX
* 50 gallon Capacity
* Wider wheel base

Check out our full line of
Ride-On Spray Systems
and Aerators at

patents pending WWW.Z-spray.com

L -T- R’CH PRODUCTS, INC.
M.com ® §77-482-2040 e sales@z-spray.com
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CASE
ATIVE ST

PROFESSIONAL PARTNER

pe = e . ® . 3
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ZERO - MORE
TAIL SWING WORKSPACE

YOU DO THE MATH.

The B Series Compact Excavators from Case Construction Equipment deliver the precision, durability and

confidence you need to work in tricky areas. Zero tail swing, a center-swing boom and narrower, durable rubber
tracks let you focus on the dig when working alongside buildings or near WoRiD . CiaSs mACKNOR CEABEMSNIF
obstacles. High engine and hydraulic horsepower means faster cycle times
so you can tear through your toughest jobs. And easy-access panels make
maintenance simpler. Visit the professional partners at your local dealer for a
demo, purchase or rental options, and details on financing and service plans.

See www.caseoffers.com for the latest special offers and promotions from Case.

192007 CNH America LLC. Case is a registered trademark of CNH America LLC. All nghts reserved www.casece.com
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Store
Your Products More E

> Small, medium, large
mixing/storage
systems

2Pump and meter
systems for drums,

minibulk containers

el Ve J=

Pump, Meter & D

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

Sizes in 50, 110, 220
Gallon

Featuring Sotera® 400
series diaphram pump

, Mix and dispense with

the same pump

€l CHEMICAL

Phone:  1-800-346-7867
Address:

Email:

CONTAINERS, INC.

P.0. Box 1307 Lake Wales, Florida 33859
sales@chemical containers.com
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HERBICIDES AND SPRAYERS

Precision application and constant pressure
are the hallmarks of the new D.B. Smith
RoundUp Retax backpack sprayer. Quality
and comfort are joined to give you hours of

stress-free operation

That's why Forestry Suppliers features more
than 9,000 top-quality products geared
especially to outdoor pros, each backed
with the best tech support and customer
service, and our 100% Satisfaction
Guarantee! Give us a call or log on to www.
forestry-suppliers.com to get a free copy of
our latest catalog today!

8§ o s

www, Iofestry-supphersmm

B8
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Proud supporter of these green industry professional orgamizations:

AN‘c{A

American Narvery &
Landucape Aseociation

e s Bt

The imisetcn Auscciston

REE

SIMA

Sportslurf

TiTOCA
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American Nursery & Landscape Association
1000 Vermont Ave., NW, Suite 300
Washington, DC 20005-4914

’ﬂ”789 2900

------- w.anla.org

American Society of Irrigation
Consultants

PO Box 426

Rochester, MA 02770
508/763-8140

WWWw.asic.org

Independent Turf and Omamental
Distributors Association

526 Brittany Drive

State College, PA 16803-1420

Voice: 814/238-1573 / Fax: 814/238-7051

The Irrigation Association
6540 Arlington Bivd

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

Ohio Turfgrass Foundation
1100-H Brandywine Blvd
PO Box 3388

Zanesville, OH 43702-3388
888/683-3445

The Outdoor Power Equipment Institute
341 South Patrick St

Old Town Alexandria, VA 22314
703/549-7600

opei.mow.org

Professional Grounds Management Society
720 Light Street

Baltimore, MD 21230

410/752-3318

The Professional Landcare Network
950 Herndon Parkway, Suite 450
Herndaon, 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

Snow & Ice Management Association
2011 Peninsula Dr.

Erie, PA 16506

814/835-3577

WWW,5ima.org

Sports Turf Managers Association
805 New Hampshire, Ste. E

Lawrence, KS 66044

800/323-3875
www.sportsturfmanager.com

Turf and Omamental Communicators Association
P.0. Box 156

New Prague, MN 56071

612/758-5811
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“When the well’s dry,
we know the worth of water” _sominranin

In life it’s all about priorities, and ours is to design and develop irrigation solutions

that reinforce our commitment to The Intelligent Use of Water,™ like our nozzles that

reduce water use by up to 30%. Everything we do revolves around water, so we feel it is

our responsibility to extend our commitment beyond products and technologies to include
educational and training programs that encourage others to conserve. We want to do even

more, and with your help we can. To partner with us, visit www.rainbird.com/IUOW.

TheIntelligentUseofWater."‘ —[ LEADERSHIP « EDUCATION . PARTNERSHIPS - PRODUCTS :]

RaN I BIRD
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Oregon Tall Fescue Commission

1193 Royvonne Ave. S. / Suite 11 / Salem, OR 97302 / 503-585-1157

The tough tolerant ternflc turfgrass

preferred by today s homeowners!
:..3_ ‘*fg:av #a “,ﬂ‘,@% '..::"{;.." ' y

< AN
| C
1 i}

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

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

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

BUILDING A FUTURE

BY RON HALL / Editor in Chief

his month's cover article focuses
on innovative programs to bring
talented young people into our
fold. Our coverage is long overdue.
We hope it inspires you to take a
similar interest in bringing fresh
young talent into our industry.

There seems to be a feeling by many within the
Green Industry that high school students aren’t
aware of its many career opportunities. Or not
enough of them are aware anyway which prompts
the question — how many are enough?

The only answer that we consistently hear is
“more.” Owners tell us that the lack of sufficient
numbers of sharp, responsible managers, including
entry-level managers, is limiting their growth.

From there discussions revolve around the need to
work with our local schools and vocational training
programs, perhaps through guidance counselors or
FFA advisors, to enlighten young people to our role in
beautifying properties, adding enjoyment to people’s

lifestyles and improving the environment.

Opportunity aplenty
We know that the Green Industry offers energetic
young people fine career opportunities, including the
chance for steady and long-term employment, not to
mention the very real likelihood of many of them be-
coming owners and entrepreneurs. But how many of
them know this?

Indications point to continued growth for the
Green Industry, not only in terms of the numbers of
customers and revenues, but in a growing diversifica-

tion of services, too. Who knows what additional

We know the Green Industry offers
young people fine career opportunities.

www.landscapemanagement.net / MAY 2007

Needed — youth’s energy

services we will be offering property owners or soci-
ety, in general? No question that we will be expected
to deliver and take a more visible role in improving
the environment. More erosion control. Property re-
mediation. Water and, perhaps even, energy conser-
vation. We and the next generation of industry own-

ers and managers will have to be ready.

Imagine the possibilities

Let's use our imaginations to keep discovering and
delivering new services for clients and our society.
The possibilities are endless. We only have to look at
the incredible range of services that we now deliver
to see how far we've come and as a promise of how
much more we can do.

Indeed, how many of us 25 years ago imagined
companies growing to five, 10 or 15 million dollars in
annual revenues by offering property management
services — primarily mowing and trimming?

How many of us envisioned the huge and more
recent consumer move to “outdoor living” and all
that implies?

The fact is we're going to grow in

both importance to society and in

terms of size and services.

We will need the imagina-
tion and energy of talented
young people to continue to
make it happen.

Contact Ron at 216/
706-3739 or e-mail at
rhall@questex.com

LANDSCAPE MANAGEMENT
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BUSINESS

TRACK & ANALYZE RESULTS

Mine your data to determine whom to
target and where to place your emphasis
for profitable growth.

Base your moves on facts

12

BY BRUCE WILSON

ost companies grow, but not
all grow profitably because
not everybody takes advan-
tage of leads they get from
referrals and elsewhere in
the same way. While all

companies process leads,
they can become more profitable if they develop and
use more fact-based decision making to build
growth, in particular, profitable growth.

By “fact-based decision making,” I'm referring to
using data to make decisions. For instance, many
companies get business through a combination of
word-of-mouth, cold calling, advertising and joining
organizations to network and develop business rela-
tionships that lead to new business. However, most
companies do not have or use a database to track the
source of their new business. They believe they know
and will tell you that one or the other is the best

source, but do they really?

Don’t trust your gut
For instance, | own a company that gets its new busi-
ness through referrals, direct mail, and advertising in
a local money mailer. When I reflected back on the
year, my feeling and that of my manager was that the
money mailer, which we had tried for six months,
produced a lot of small nuisance jobs or opportuni-
ties. We considered dropping the service.

We track all inbound calls and enter the informa-

tion into a database, which we check periodically.

Looking at the data, we found that the mailers actu-
ally produced jobs that were the same average size as
both of our other sources. In fact, they produced
work more consistently than the referral source. Our
referral business was good but sporadic. The mailers
produced work in each month at about the same
sales level. This was valuable factual information in
determining whether or not to continue to invest in

this type of advertising.

Use the data wisely

We were able to change the promotion on the mail-
ers to discourage the small jobs by stating a mini-
mum size for the promotion to be valid. Since we
implemented that change, we have increased the job
size in that category, although there are fewer oppor-
tunities. There are also fewer wasted sales calls and
our close ratio has improved.

This type of data leads to more profitable growth.

Another thing to track is individual job profitabil-
ity. Track it by type of service; landscape mainte-
nance, enhancement, landscape construction, irriga-
tion, hardscape, etc., as well as by size and customer
type. You can then mine that data to determine
whom to target and where to place your emphasis
for profitable growth.

You want to use factual data about your business
that helps you to link your sales and operations so
that you sell work, which you know for a fact that
you can produce profitably.

— The author is a partner with entrepreneur
Tom Oyler in the Wilson-Ovyler Group, which offers
consulting services. Visit www.wilson-oyler.com.
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A free toolkit that will
make you money.
What's not to like?

When it comes to controlling fire ants,
TopChoice’ Insecticide is all you need.

That's why we've developed the TopChoice Toolkit. Make one phone call to receive your free kit that includes

all the promotional tools you'll need to succeed in selling the #1 insecticide to control fire ants.

Call 1-800-577-5163 and select option #3

Bayer Environmental Science, a business division of Bayer CropScience LP 2 TW Alexander Drive, Research Triangle Park, NC 27709
TopChoice is a registered trademark of Bayer AG. Not all products are registered in all states. Always read and follow label directions carefully
©2007 Bayer CropScience LP

D tonchoice

Fire ant control.
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In the Know

NEWS YOU CAN USE

SURVEY SHOWS ILLINOIS WANTS

‘greener’ landscapes

URBANA, IL — A survey of [llinois Green
Industry professionals and residents shows
a trend toward environmentally friendly
practices and concerns. According to the
survey, the top emerging trends for land-
scaping are: to be low in maintenance; in-
corporate native plants and grasses; use
drought-tolerant plants to reduce water
use; and use disease-resistant plants in
order to reduce the need for chemicals.
“Management practices can be
changed to include alternative methods
such as biological control and the use of
organic fertilizers and pesticides,” said
Gene Campbell who conducted the sur-
vey. “These types of products were pro-
moted, used or sold by 17% to 30% of
Green Industry businesses and by up to

23% of residential households. And, all of
the participants in the survey reported
that they expect to increase their level of
activity regarding the use of these envi-
ronmentally friendly alternatives within
the next three to five years.”

“Using less water and applying fewer
chemicals are also more environmentally
friendly trends,” said Bill Krudenier coor-
dinator of external relations in the Uni-
versity of Illinois College of Agricultural,
Consumer and Environmental Sciences.

Additional information can be down-
loaded from the University of Illinois
Department of Natural Resources and
Environmental Sciences Web site:

www.nres.uiuc.edu

Livescapes debuts to landscape
contractors in July 2007

CLEVELAND — Questex Media Group, Inc., publisher of Land-
scape Management magazine, will launch a new supplement

called Livescapes.

Set to debut in July 2007, Livescapes will target landscape
contractor professionals who perform installation services
and purchase bedding plants, ornamentals and trees. It will

T Sy . s— 4

focus on such topics as how to make installation projects more profitable, addressing
product challenges, and choosing among the many varieties available.

Livescapes is supported by OFA — an Association of Floriculture Professionals, and
ANLA, the American Nursery & Landscape Association.

“We are excited to be a part of this endeavor because our members, who are the

leading floricultural professionals across the country, are very interested in enhancing
their relationship with the landscape contractors who install color,” said OFA Executive

Director John R. Holmes.

“A publication such as Livescapes, which will ultimately bring nurseries and garden
centers closer to the landscape professional, is a great idea,” said ANLA Executive Vice

President, Robert J. Dolibois.

Two more issues are planned for 2007 in September/October and November/December.
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Borst Landscape
expands reach
ALLENDALE, NJ — Borst Land-
scape and Design of Allen-
dale, NJ, has expanded its
eastern Bergen County cus-
tomer base with the purchase
of Valley Landscaping. Valley
Landscaping serves about 60
residential and commercial
clients. Valley owner Guy Ni-
colosi has joined the Borst
team as a sales associate.

Two-year turf
care warranty
SOUTHAMPTON, PA —
Schiller-Pfeiffer Inc., is offering
a new two-year warranty on
all Classen turf care equip-
ment shipped. Visit

New Finn
supply store
CLEVELAND — Cincinnati-
based FINN Corp. opened an-
other store location for its
Wholesale Landscape Supply
division, d.b.a. CWS Inc. in
Cleveland. The newest loca-
tion is the third CWS Inc.
storefront that FINN has built
to satisfy landscape supplies,
erosion control products and
FINN equipment sales, rentals
and parts sourcing for the
Ohio, Kentucky and Indiana
tri-state customers.

Lifetime zero-
turn warranty
JOHNSON CREEK, WI — Com-
mercial Grounds Care Inc., an-
nounced a new Lifetime Deck,
Cradle, and Engine Deck
(DCED) Warranty for all Bob-
Cat and Bunton “E” model
zero turn mowers. Visit


http://www.nres.uiuc.edu
http://www.dassen-mfg.com
http://www.cgcequip.com

Tired of losing money on every payroll?

EMPLOYEE TIMESHEET

Employee Report
Kemp, Bill Date Range: 8/11/2007 through 6/15/2007

Date  Jobsite Stop Cost Code Hours Total

Brentwood 12:05 PM Irrigation 4:57

3:22PM Irrigation 2:41  7:38 hours
Brentwood 12:.07 PM  Irrigation 4:55

3:223 PM Irrigation 2:40 7:35 hours
Brentwood 12:02 PM Irrigation 4:50

3:49 PM Irrigation 3:03 7:53 hours
Crestview 12:19 PM Planting 5:02

3:46 PM Planting 2:56  7:58 hours
Crestview 12:07 PM Planting 454 {

339 PM Planting 2:55  7:49 hours i

Signature Kemp, Bill

Reality Check.
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350,000 workers clocked in today

P\S\( AbOUt with The JobClock System!
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THE JoBCLOCK?® THE LANDSCAPER'S TIMECLOCKY

RUGGED + EASY-TO-USE + ACCURATE * OPERATES 24/7 + ATTACHES ANYWHERE EXAKTIME

Call today: (888) 788-8463 + www.jobclock.com
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In the Know
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BY KENNETH D. MORRIS, ESQ. L.L.C.
Why is maintaining written

Q | employee procedures and

policies important?

Because it can cost your company
A | a lot of money if you do not. Don't
believe me? Ask Mitsubishi, who settled a
sexual harassment class-action suit for $34
million in 1997. Or Coca-Cola, who settled a
class-action race discrimination for $192.5
million. Or Triton, who paid one ex-employee
$124 million for a wrongful termination suit
(awarded by a Texas jury). And, even if you
are not quilty, the cost to successfully defend
a single employment discrimination claim
can easily approach $100,000-$200,000.

Besides the courts, are there

other institutions that might
investigate my company’s conduct?

Yes. The Equal Employment

Opportunity Commission (EEOC)
typically resolves tens of thousands of claims
each year through settlements, conciliations,
mediations and litigation. Recent increases
in the numbers of EEOC charges involve
matters of religious, age and nationality
discrimination.

Kenneth D. Morris, a Philadelphia-based
attorney with more than 30 years corporate
and law firm experience, offers information
on industry legal issues in each issue of LM

Contact him via www.kenmorrislaw.com.

Note: The above should not be interpreted as
offering legal advice in any jurisdiction where
such practice is not authorized. Engage competent
counsel familiar with your jurisdiction when
legal issues arise.

BYU wins big at

PLANET Student
Career Days

EAST LANSING, MI — For the second
year in a row, Brigham Young Univer-
sity swept the field with the Idaho
campus winning first place at the event
and the Provo campus coming in sec-
ond at the 31st Annual Student Ca-
reer Days, hosted by the Professional
Landcare Network (PLANET) March
28-April 1 at Michigan State University.

Following were Colorado State,
Kansas State and Pennsylvania State. The
host school, Michigan State University,
placed 8th overall. The event has steadily
grown through the years, with students
from 53 schools participating this year.

Winners of the individual competi-
tions, who were identified as “Superstars”
are Ken Kwiat of the University of Illi-
nois, Champaign; Adam Barnshausen of
Clemson University and Nathan Roach
of Alamance Community College.

The 24 individual and team compe-
titions included tree climbing, skid
steer operation, patio installation,
wood construction, plant identifica-
tion, personnel management, sales
presentation, exterior/interior design,

irrigation troubleshooting, equip-

A bt
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ment operation, and others.

In addition, this year's PLANET Stu-

dent Career Days drew the largest na-
tional gathering of landscape, lawn care,
and interior plantscape employment re-
cruiters. The Career Fair offered students
the opportunity to interview with Green
Industry companies for full-time posi-
tions and internships.

For a complete list of winners,
please visit the Web at www.Student
CareerDays.org

Y _
=

M o
g 1

UMy Hillhi

1. Nathan Baker of BYU begins
a near-perfect climb 2. Jenna
Knackstedt from Kansas State
University tests out a Toro
walk-behind mower 3. Joe
Plummer and Brent Davies
from Pennsylvania College of
Technology lay pavers down
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PROBLEM SOerr SENIOR HORTICULTURE SPECIALIST BRUCE HELLERICK TACKLES COMMON PROBLEMS

There are several reasons why the plants in this flower display are not
creating the desired impact. Let's address each of the causes.

1. Soil preparation: A soil test should be taken and the soil amended.
Soil should be tilled to a depth of eight to 10 inches.

2. Plant spacing: Know or increase your knowledge of plant materials!
3. Complexity: When designing a floral display use the KISS Method

(Keep It Simple & Smile). Simple, well managed displays create the great-
est visual impact and a positive long-lasting impression for your client.

Problem The client
is unhappy with the The cause
appearance of the There were three separate issues that

flower display. What made this space unpalatable to the client.
are the potential rea-

1. Soil Preparation: Upon inspection, it
was found that the soil was not thoroughly
prepared.

sons for the problem?

What would you do?

2. Plant Spacing: Each plant species
grows at a different rate and size.

3. Complexity: the design is simply too
complicated. Someone tried to do too
much with the space.

Every day you see horticultural problems. Sometimes the solut

are much more difficult to solve. Brickman Group Senior Horticulture

Hellerick tackles these issues each month in Problem Solver. He can be re

Hellenick &

Their time is up.
Starts working in hours —even minutes.

DuPont”
Provaunt
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In the Know

CAT Chopper raises funds for children’s camp

CLAYTON, NC — Caterpillar donated a CAT Chopper to the
Victory Junction Gang Camp for seriously ill children. The char-
itable organization was founded and is supported by the Petty
family of NASCAR racing fame, and the plan is to use the mo-
torcycle to raise funds for the camp.

The mission of the Victory Junction Gang Camp is to enrich
the lives of children with chronic medical conditions or serious
illnesses by providing life-changing camping experiences that are
exciting, fun and empowering, in a safe and medically sound en-
vironment, Kyle and Pattie Petty founded the camp, which oper-
ates solely on donations.

The camp features a NASCAR racing theme, and it has been
strongly supported by the NASCAR community. Caterpillar is
now in its 14th season of NASCAR participation as a sponsor
— starting in 1993 as an associate sponsor of Kyle Petty’s #42
Pontiac in what was then the NASCAR Winston Cup Series.
Caterpillar now is the primary sponsor of the #22 car driven by
Dave Blaney in the Nextel Cup Series.

Caterpillar officials donated the CAT Chopper to the camp,
represented by Petty family members, in a ceremony at the Cater-
pillar Building Construction Products Division in Clayton, NC.

“I can't thank the folks at Caterpillar enough for donating
this beautiful custom chopper to the camp,” said Pattie Petty,
CEO and co-founder of Victory Junction. “This donation will
help raise funds to continue to send children with chronic med-

NASCAR driver Kyle Petty
revs up the CAT Chopper

ical conditions to Victory Junction for a life changing camping
experience. The fact that Caterpillar has reached out to create
such a great partnership with the camp speaks volumes about
their organization.”

The donated CAT Chopper being is one of two identical
custom motorcycles designed and fabricated for Caterpillar by
Orange County Choppers Inc. (OCC), the focus of the Discov-
ery Channel’s hit American Chopper television series.

They can crawl,
but they can’t hide.

No buffer zones to worry about.

gu Pont’ 5
rovaun 4.
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In the Know

Bartlett Tree Experts
protects historic land

WILLIAMSBURG, VA — To help maintain

the splendor of historic Jamestown,
Bartlett Tree Experts dispatched more

than 40 employees and donated $26,000

in tree care services in anticipation of the

settlement’s 400th anniversary.

The services, including pruning, instal-

lation of structural support systems and

tree lightning protection, helps preserve
the landscape of the settlement and pro-
vide enhanced safety for visitors. A crew

of more than 40 Bartlett employees from

across Virginia arrived in the early hours

of the morning on March 24 for a full day

of tree care and restoration.
“With Bartlett Tree Experts celebrat-
ing its centennial this year, it is a great

time for both our company and

Jamestown from a historical view point,”

said Robert Bartlett, chairman, Bartlett
Tree Experts. “We take great pride in

helping our communities, and this is a

great way to put our 100 years of experi-

ence to work for a worthy cause.”

People & companies

In addition to his cur-
rent role as commercial
leader for the com-
pany’s Pest Manage

:
ment business, David

o
}/ A. Morris has been

named commercial leader of the Turf
and Ornamental and Technical Prod-
ucts business for Dow AgroSciences.

Jacobsen, a Textron company,
promoted Ralph Nicotera to vice
president of sales for the company.

Signature Control Systems ex-
panded its team to include industry
veteran Dale W. Hansen as Commer-
cial Sales Director — North America.

Ruppert Nurseries
promoted Jack Jones
to branch manager
for the new Maryland
/ Landscape Manage-
: ment Branch located
in Forestville, MD.

John Deere Golf & Turf One Source
awarded Greg Goudeau as its top
Territory Manager of the Year.

Bruce Martin has been named
interim director for Clemson Univer-
sity’s Pee Dee Research and Education
Center at Florence, SC.

PROFILE Products welcomed
Michael D. Robeson as its new
manager of technical services

Sakai America ap
pointed Todd Mansell
4 as technical marketing

- manager.

BASF Professional
Turf and Ornamentals appointed
Thomas Hill as communications
manager for the Professional Turf &
Ornamentals business.

Absorbent Technologies Inc. (AT)),
the maker of the Zeba brand of soil
amendments, added Michael
Harowitz to its Southeast sales team.

The Golf Course Builders Associa-
tion of America presented the Don
A. Rossi Award to irrigation industry
pioneer Edwin J. Hunter (1917-1998)
of Hunter Industries

They’ve never

seen anything like it.

New mode of action catches them off guard.

DuPont”
Provaunt
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Introducing Provaunt.

New chemistry that shows no mercy to caterpillars.

e

Ll

DuPont Professional Products

DuPont™ Provaunt™ insecticide quickly controls a wide range of turf and landscape ornamental >
pests. With low application rates and an excellent environmental profile, Provaunt™ is a next-

generation insecticide that doesn’'t compromise on performance. In fact, Provaunt® is based on a new >
class of chemistry powered by the MetaActive™ compound—and most turf insects have never >
before been exposed to it. To learn more about DuPont® Provaunt™ insecticide, contact DuPont >

Professional Products at 1-888-6DuPont (1-888-638-7668) or visit us at proproducts.dupont.com.

Advanced chemistry. Outstanding performance.

New class of chemistry
and new mode of action
No buffer zones

Low application rates
EPA reduced-risk

active ingredient

The miracles of science”
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Add-On Biz

EXTEND YOUR BUSINESS

Concrete engraving

» Landscape pros can beautify and stain existing
surfaces for clients who balk at the cost of pavers

BY DANIEL G. JACOBS /
Managing Editor

he customer wanted

a hardscape with

pavers arranged in

circles bordered by
flagstone. Had Michael Ro-
driguez tackled the job the
usual way, he would have had
to rip out a few thousand feet
of cracked and damaged con-
crete and lay each paver by
hand. The amount of manual
labor involved would have
generated a huge bill for his
client.

Instead Rodriguez, presi-
dent of Santa Fe Springs, CA-
based Creative Innovations
Landscape and Design, used

specially made cutting tools to

etch patterns into the existing
concrete. He then stained the
concrete to simulate the effect
of pavers.

He estimates the cost of the
project using pavers at about
$35,000. “With the concrete
carving, [ was able to do it, for
about $6,000,” says Rodriguez,
who got his contractor’s license
in 1979. He delivered the look
of pavers and flagstone without
removing the old concrete by
using patented tools purchased
from Engrave-A-Crete, a 15-
year-old company based in
Bradenton, FL.

Tools small and large
The tools look like souped up
hand and yard tools (think an

electric circular saw on

wheels with a vacuum attach-
ment to collect dust), but
they can etch any design into
a variety of surfaces. The tools
come in a variety of shapes -
everything from a handheld
etcher about the size of a
large fountain pen to a walk-
behind device called the
Super Compact.

Darrell Adamson, presi-
dent and CEO of the Florida-
based company, “spent years”
perfecting a methodology and
designing machines that could
create effects in existing con-
crete surfaces that replicate
any building material, claims
Paul DelFino, chief operating
officer of Engrave-A-Crete.
“You combine stain with our
machines and you can take
existing concrete walkways,
patios, pool decks or anything
like that and make them look
like tile, cobblestone or
pavers,” he says, adding that
not only does the company
sell the machines, but it also
trains purchasers in their use.

Rodriguez says he re-
searched different options be-
fore settling on this particular
solution. “I researched it two
years prior to going to their
school, workshop,” he says.
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Etched and stained concrete can
mimic the look and texture of

pavers and flagstone, and it
can be enhanced with designs.

Lots of opﬂﬂls o
The tools and training allow
creative landscapers to do
more than mimic pavers, flag-
stone and other patterns. Send
the company a design — per-
haps a photograph — and an
artist can turn that into a 3-D
template. That template can
be laid out and all the land-
scaper has to do is cut the
mold. Add stain and the only
limitation is the client’s imagi-
nation. The process works
equally well for large and small
jobs, says the company.

Before he had the tools an-
other client wanted a Chinese
character set into concrete.
But when he priced the job,
the client balked. Rodriguez
says he’s now able to go back
and give the client a less ex-
pensive alternative — and still
make what he feels is an ac-
ceptable profit.

Engrave-A-Crete sells a va-
riety of tools and materials.
The minimum entry is about
$2,500, says Brandon Adam-
son, Engrave-A-Crete’s vice
president and son of the
founder. A complete trailer
with everything the company
makes is available for just
under $50,000.

PHOTO (TOP) COURTESY: BMJ DESIGN
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RECRUITING YOUNG TALENT:
' EMPLOYER PERSPECTIVE

Brette Hardison, human resources administrator for the Wauconda, IL-

based Acres Group, says her company finds and develops young talent
from industry events, such as the career fair held during the Profes-
sional Landcare Network'’s (PLANET) recent Student Career Days at
Michigan State University (MSU) and also the Mid-Am Horticulture
Show. Acres Group also seeks potential team members at universities
with horticulture programs such as MSU, Purdue and lowa State.

“We're looking for team players, as we're very team-oriented both

at and outside of work,” Hardison says. “We want ambitious, self-
starters, because we're growing fast and there’s going to be opportuni-
ties to move up.”

She adds that the company looks for young people with strong hor-
ticulture knowledge, and if they're proficient in a second language such
as Spanish, that’s another big plus. Acres Group hires five to seven in-
terns every summer, hoping to catch the students’ interest early on.

“The interns come in and learn our entire process and all aspects of
the business,” Hardison says. “They can choose to focus on a certain
area like design/build for example, and we'll let them do everything our
regular employees do, all the way down to working with clients.

“The internship program gives both the students and us a chance to
work together and see if we're a good fit for the future.”

The Acres Group offers interns a salary and housing, plus they line
up fun activities like visiting the Chicago Botanical Gardens and local
baseball games. The company hopes when the interns finish their col-
lege careers, or when the internship ends, they’ll return as employees.

“It's good to know you can go back to school and further you're ed-
ucation and be able to stay with the company,” Hardison says. “It's one
of the things we do that we think really sets us apart.”

Acres Group employees are given benefits such as medical, dental
and life insurance; 401(k) retirement saving; flexible spending program;
and tuition reimbursement.

“We talk to our employees about a designated career path, so they
know when and how they can advance and what they can expect from
us,” Hardison says. “If they have an idea of where they can go within

the company, they’re not going to feel like they’re stuck in the same po-
sition or decide to leave.”

— Mike Seuffert
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BUSINESS TOMORROW'S LEADERS

continued from page 25

Also, all seniors are required to complete an intern-
ship for real-life hands-on experience.

“The framework for the program is basically in
place,” says Allentuck. president of the Green Industry
CAB. “It’s just a matter of filling in the details.” There
is a lot of work to do yet in building the complete 4-
year high school curricula, he adds.

“The story here is not the people who created this
program. The story is the program itself,” says Allen-
tuck, pointing out that it's taken a lot of effort by a lot
of people to get the program up and running. Assist-
ing in the effort, in addition to his company, are Fine
Earth Landscaping; John Sorb Landscaping, Lila

Fendric Landscape Architects, Borders and Butter-

flies, Chapel Valley, University of Maryland Coopera-
tive Extension, Nature Unlimited, The Brickman
Group, Potomac Garden Center, Waverly Farm,
Green Gardens and Chevy Chase Country Club.

continued on page 28

RECRUITING YOUNG TALENT:

STUDENT PERSPECTIVE

Bigger isn‘t always better, students told Landscape Management at
PLANET'S Student Career Days at Michigan State University in March.
Undergraduates told us that as they look at potential employers, they're
more concerned about opportunities to grow within the company.

“It helps when a company is looking for a specific position, and
not just trying to hire any kid they can get their hands on," says John
Young, a graduating senior at SUNY (State University of New York) —
Cobleskill. “The companies that impress me are the ones that say
‘Where do you want to be in our company?’ and then work with me
to show how | can get there.”

Patrick Smith, a senior at Cal Poly, San Luis Obispo is looking at two
things: “First is location, a company from some part of the country that
appeals to me, like northern California or northwest Colorado. Second,
I'm looking for a company that shares the same morals and values that
I hold. It's a mutual relationship. | expect to be given responsibility, and
the ability to make decisions for customers right on the spot. And to-
gether we're going to succeed.”

“I think the best companies are the ones that go out of the way to
train you, and do what they can to help make you fit in,” says Tim
Fitzgerald, also from SUNY. “A company that wants to help you grow
looks better than one that isn’t willing to put in the work.”

“It also helps if they pay you a lot of money,” Fitzgerald grins.
— Mike Seuffert
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Landscape the Concrete!
The Ultimate Competitive Edge

Explore the easiest, fastest and most profitable way to transform
existing concrete walkways, pool decks, driveways and patios
into beautiful works of art. Engrave-A-Crete’s tools and process
will take your business to a new level of profitability and
service.

No Back Breaking Work Like Other Methods.
With the Engrave-A-Crete process you are not pouring concrete but
transforming existing concrete surfaces. The work is casy... you
color existing plain concrete and engrave any pattern or design
imaginable with Engrave-A-Crete’s easy to operate machines.

No artistic ability or experience required.
Using our systems to guide you, you can create designs that are
plain, fast, and simple OR take your time to create custom one-
of-a-kind works of art.

Now, you can put this expertise to work for you.

As the premier manufacturer of decorative concrete cutting equip-

: ¥ - . )

O ! ment, we offer the tools and resources for you to casily learn the art
b > of concrete engraving. Nearly 15 years ago, Engrave-A-Crete
o - 4 o developed the processes, systems and machines that have become

the basis of an entire industry - decorative concrete engraving.
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Photo Courtsey BMJ Design

EngraV®A:Crete .

Learn more -
Visit: www.Engrave-A-Crete.com
Call: 1-800-884-2114
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h ready-made leaders
. : laint. There are not enoug‘ o’ (i b HUNOF
" umv‘e‘rsa| c:;“le open positions. The solution is simple. Dl::\:t‘t: what sev-
out of colleges ional programs. At least
iah school vocational P
- ; leagues - the Ioca! 4 ontractors have done through the Iand?cape
continued from page 26 eral northeast Ohio landscape ¢ r Center in Concord Township, OH.
“We've had to do a whole lot of selling and horticulture program at Auburn Craar: with the foundation of the techni-
to make this program real," says Allentuck. “They're walking out of most prog izons. "If they have 2 good teacher,
2 Z .
Program promoters worked closely with cal side,” explains Jim Paluch, of JP Hon A3 o
teachers to give them an accurate picture of they're also walking out with @ pasTogustfy veteran Dave Richards. ‘
the industry and its many opportunities. The teacher at Auburnis Greer.\ “. and seqlons,” Richards says. “The junior
“The industry realizes it needs smart m\e have about 35 students __'lun::: safety training, teaching them how o
young people who speak knowledgeably, do year we doa lot of hands on equ‘pmmaintenance: management and construc
mathematics, are technologically competent operate different types Of_‘a_n pe neral ornamental horticulture program-
and — if they have to the desire and drive — tion equipment safely. Thisisa ':::izein landscape construction.” ;
can run a successful business,” says Allentuck. The senior year is geared more terans like paluch, Steve pattie of The Pat'tle
Integral to the landscape career pathways Richards uses Green Indumu::le director of the Ohio Landscapers Wla-
is hands-on experience, which will be pro- Group and Sandy Mun~|ey. eXeiCcu‘um and content. The 12-member advisory
vided by internships and summer jobs with tion (OLA) to help decide ::url' WSO
participating companies and on-going projects committee meets quaﬂeo" T’ £ the time in the classroom doing traditional €
with the Montgomery National Park and Plan- “We spend about e i1t estimating, math for the landscape
ing Commission ' room studies — plant e landscap:s ys. “The other 80% of the time is
ning Commission. - 2c # Richards says-
CTE coordinator Ball says that the program industry, botany. pest:: St::::‘.se' where they learn by doing.” has begun
will provide a smooth transition for students to spent with hands-on d:;':)n of the advisory committee, the progf an?
continued on page 30 At the recommen to prepare students for OLA certifications.
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Mandalay Bay Convention Center — Las Vegas
NEW SHOW HOURS: WED.SEPT.19 10:00 AM - 6:00 P THU.SEPT.20 9:00 A - 3:00 PM

GARDEN MARKET EXPO

TRADE SHOW OF THE GARDEN AND LANDSCAPE INDUSTRY

oopcenenl GREAT MINDS...Come to see GREAT IDEAS

. The world’s newest producs, free education seminars, green-focused exhibits...
surveyed in 2006

found new products

* A Different Twist: The International
Innovation Center's new products and
worldly ideas will help ramp up your
business to the next level.

* World-renowned Keynote Speaker:
Retail guru John Stanley addresses

Landscape Marketing Trends, Outdoor
Garden Mavrket Living and Garden Trends.
— IBEX PO = e (heck Out the Green: Garden Islands,

Tropical Village, and the new Fruit
Tree Lane and Shade Tree Boulevard
(800) 748-6214 [x16] or (916) 928-3900 [x16] showcase specialty growers.

and services at

Garden Market Expo

-

FREE ONLINE REGISTRATION at www.gardenmarketexpo.com
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THE TOUGHEST
TOOLS.

THE LARGEST
SELECTION.

1T

Professionals have relied on Corona tools
for more than 80 years. Each tool is made
to perform under the toughest working
conditions. No matter what you need to
get the job done, there's a Corona tool

engineered to help you work more efficiently

Conomn=

and more comfortably. From pruners and

loppers forged out of premium steel, to rakes
and shovels of all kinds, to wheelbarrows
and more, Corona uses only the best
materials and adds a lifetime warranty for
confidence. Buy Corona, you'll see why

it's the professional’s choice.

Coro

P RO FES S I ONWAL R)

Contact Corona today for a free product catalog or to place an order: 1-800-847-7863
www.coronaclipper.com * sales@corona.bellota.com Circle 119
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continued from page 28
articulate in either 2- or 4-year college pro-
grams. While working with the colleges and
universities the program'’s advisory board will
continue to Ll(‘\’L‘]Op courses to prepare the stu-
dents for college-level courses. Montgomery
College has articulated an agreement with
Montgomery County Public Schools to ac-
cept six credits toward their Landscape Tech-
nology associate degree program.
Ball envisions the potential of 1,000 stu-
dents graduating from the cluster career

pathways program. If this model is followed

“The principals of the hi
: e high schools became i
ing to their counsel . Me interested who the,
7o, Paluch sas chanay e OTSGer sending some ki o ti
the makinonn 1:rds next class went from 5 single-digit student i
P of 24, 1t's certainly assured the cent L ol i
“W, € other programs have had to do. riierwon't be closing its
€ got together and crea e
L ted a little ch
ting into the fiyi 2llenge to Dave | '
living rooms of the students and meeting with ltr;rz .
parents, bring

throughout the country, community colleges

and universities will have an excellent re-

>y

cruitment resource. Furthermore with the
education and experience these students
will be bringing to the college classroom
faculties will be challenged with the need

continued on page 32

& Mold Gontrol

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

* Environmentally Responsible
® Results within 48 Hours of Application

e Contains No Heavy Metals
* Easy-to-use Shaker Container

For Lush, Velvety Lawns

TERRACYTE.

e Py y

Broad Spectrum Algaecide/Fungicide

(toll-free).

emark of

For more information, 1.888.273.3088

yht € er )
w label direction

Circle 117

30 LANDSCAPE MANAGEMENT / MAY 2007 / www.landscapemanagement.net

nts about the future of
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e Products

i PRO-Fit System

Kits are a thing
of the past!
Itsaseasyas 1,2, 3!

@ CHOOSE YOUR STYLE:
@ CHOOSE YOUR SIZE:
@ CHOOSE YOUR PRODUCTS:

XY}
Vo=%0D

Call or visit our website
for a distributor near you!
866.877.6637 x1672 US
866.877.6637 Canada
www.aquascapeinc.com

(see page 103)
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Your customers hate crabgrass. And dandelions. Even speedwell and clover.
Fortunately, a single application of Drive® 75 DF herbicide quickly controls
these and other broadleaf and grassy weeds
(including crabgrass in mature stages), and keeps
them under control for 30 to 45 days. So get Drive.
And make everybody happy.

Find out more: turffacts.com
Find a turf care supplier:
800-545-9525

Always read and follow label directions.

We Don’t Make The Turf.
We Make It Better.™

= BASF
The Chemical Company
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Drive is a registered trademark and Better Turf and We Don't Make The Turf. We Make It Batter. are trademarks of BASF,
© 2007 BASF Corp Al rights d. APN 07-14-002-0024
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perception that this is where the troubled kids go. We really educated them on
the professionalism in the industry.”

continued from page 30 Besides jumpstarting the program and sitting as an advisor, Paluch and the
to develop a diversity of upper division other advisors — will occasionally serve as guest speakers.
courses to fulfill the educational expecta- “'ll go in and I'll talk about leadership,” Paluch says. “That's really the key
tions of these students. thing that the landscape contractor is looking for ‘Please send me some people
These innovative high school programs that can become foremen, supervisors, eventually branch managers.”
enable college educators and industry repre- Many students find part-time work to complement their education. These
sentatives to promote Green Industry career on-the-job experiences broaden their knowledge with real-life lessons.
opportunities to students and their parents. »| very strongly encourage all of our students to be employed within the in-
We can all get involved by providing expo- dustry,” Richards says. It comes back to the ties with organizations like the OLA
sure to regional career fairs, Student Career and PLANET, which have set standards for the industry.
Days, the Green Industry Conference “\What that does is that gives us a bar that we prepare students for,” '
plu;med each October ;1;1(1 other events Richards says. “By having clearly defined goals and or clearlly' defined targe"ts, it
hosted by college landscape programs. gives us the opportunity to really start to fine tune our training programs.
This is the opportunity we've been wait- It also gives landscape companies something ‘they Qesperately need, new
ing for to promote the industry to the next leaders. But none of that would have been possible without those same com-
generation of leaders. tm panies getting involved in the program. I
— The author is Professor of the Practice, “They are truly active and engaged partners,” he says. Some of the people

have worked in partnership by sending some of their more skilled trades peo-
ple to work side-by-side with our students on large project-based learning ex-
periences. It's been phenomenal.” — Daniel G. Jacobs

Plant Science & Landscape Architecture,
University of Maryland. Contact him at
scohan@umd.edu.
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why spra N ozzl e The consequences of inadequate spraying can be

extremely costly. Under application can result in

Selection IS Critical turf damage and the need to re-spray. Over appli-

cation results in waste of chemicals. So, be sure you
to Your Success have the best nozzle for your specific application.
Herbicides, Fungicides, Herbicides, Fungicides,
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The imidacloprid insecticide option
that really makes a difference

You can rest assured that Mallet™ imidacloprid insecticide will provide longlasting,
residual control on key pests such as white grubs, billbugs, weevils and cutworms in turf plus
aphids, mealybugs, leafminers and thrips in ornamentals.

That's because our formulation has been extensively tested before it ever came to market and
our experienced customer service department, full U.S.-based regulatory and product
development staff and field sales force all solidly stand behind its quality and

performance.

See how Mallet™ and Nufarm can really make a difference in your business.

» Mallet™ 2F is a 2 Ib. flowable concentrate with 21.4% imidacloprid
P Longterm curative and preventive action with just one application

P Available in 2.5-gallon or 60 ounce jugs
800.345.3330 ¢ www.turf.us.nufarm.com

™ Mallet is a registered trademark of Nufarm Americas Inc.

Always read and follow complete label instructions. N“farm

Turf & Specialty
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For when you want |t gone > Th.;;;;”mv,[i(;Wm;l ofgl)/;);osattecoTz;ned N
and y0U Want it gone fast wi e quick burndown of diquat - visible resu

in as little as 24 to 48 hours
Customer callbacks - they're a part of the business. >
Did you spray these weeds? Why aren’t they dying?

These calls take time to answer — time you don’t have!

Unique, liquid formulation is easy to pour,
measure and mix and will not settle out in solution
and is essentially non-volatile

Razor Burn™ is the new post-emergent, systemic
herbicide that controls weeds quickly and easily in
ornamentals, in bed maintenance, for crack and crevice
treatments, brush and vine clearing and perimeter
treatments. Visible results occur in 24 to 48 hours!

P Squeeze-and-measure
container ensures there is no
waste and no worries about
over-application that might
lead to incomplete control

This unique liquid formulation is a great product for
situations where mechanical efforts are not suitable or
other herbicides don’t provide the speedy visual results.

P Reduces applicator followup,
creating more productivity and

customer satisfaction
R@R&BU RN a
>
Contact a Nufarm representative or your local distributor for more information: N“farm

800-345-3330 ® www.turf.us.nufarm.com Turf & Specialty

M Razor Burn is a trademark of Nufarm Americas Inc Always read and follow complete label instructions. Home of RIVErdale BfandS
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Learn how to buy and when to retire

mowers So you can make good on

- your largest capita

investment

Fleet science

BY KAY OHLY

wo landscape trailers pull
up at a stoplight. One is
loaded with a rainbow of
equipment — red, orange,
yellow, green. The other is
uniform in color, an ad-
vertisement on wheels for
any given manufacturer. One trailer's ma-

chines are brand-new, still shiny. The

other contains a range of mowers: a barely

broken-in walk-behind and a veteran,
workhorse rider.
Which fleet will get the best mileage?

“We have considered whether we can

put together a cookie-cutter trailer of
equipment that would get a landscaper
started in the business,” says Edric Funk,
marketing manager for Toro Landscape
Contractor Equipment. But defining the
perfect fleet just isn't that easy.

Neither is predicting how long a fleet
will last,

“You can't put a time period on a piece
of equipment because that depends on use
and abuse, and how equipment is main-
tained," says Gilbert Pefia, commercial seg-
ment strategy manager for John Deere.

There’s no exact recipe for building
up a mower fleet, and there aren't hard-

fast rules on when to retire equipment.

However, landscape contractors who
think business first when investing in
their working capital will assemble a
more productive fleet. Maintenance
records, parts commonality, trained crews
and plain-and-simple preference figure
into equipment purchases.

“There is not a blueprint on how to do
this, but the most profitable and success-
ful landscape contractors make a science
out of it,” Funk notes. “They look at total
cost of operation, and they engage in time
studies or deeper analysis other than the

initial equipment bill.”

Business first

Whether buying a startup fleet or replac-
ing retired machines, landscape contrac-
tors should look at their client databases
before shopping the dealership. Some
questions to consider: Are jobs primarily
residential, and if so, how large are the
properties? Does a major commercial ac-
count warrant investing in equipment to
manage an expansive space?

“Study your job requirements first -
your lay of the land,” Pefia recommends.
“You make your money go farther by
adapting your products to meet your job
requirements.”

For most, demands call for a variety of
equipment: a 21-in. walk-behind, a zero-
turn mower, and perhaps out-front riders
for certain sites.

The next order of business is to evalu-
ate crew size and operating experience. “In
some cases, having more people on smaller
pieces of equipment fits in better to an
owner's overall plan,” Funk says. “Other
contractors may need to do with as few
people as they can, so they look for larger
deck sizes to maximize their production.”

These decisions require crunching
numbers, of course: deciding whether
equipment or labor is a better invest-

ment, and calculating man-hours saved
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either by trading up to larger decks or
adding more employees. Meanwhile, the
way employees treat mowers determines
equipment life span.

“A machine in the hands of an owner-
operator will last a long time versus ma-
chines in the hands of crewmembers,” Pefia
says. “If you can't control how [operators]
use equipment, concentrate on controlling
things tied to machine life." These include
properly loading, securing and unloading
equipment, as well as, routine mainte-
nance: changing oil, filters, belts and blades.

“If contractors overlook the impor-
tance of routine maintenance in a fleet,
their machines will wear our prematurely
and they will literally have no value after
the warranty period is over,” Pefia says.

Warranties typically last one to three
years, and contractors can expect mowers
to operate smoothly for twice the war-
ranty life. Some don’t wait that long, says
Cheri Stange of Scag Power Equipment.
“Contractors who trade up to the newest
models more often generally rely less on
backups,” she says.

Funk knows contractors whose shiny
equipment is an important part of their
message to customers. “Some swap out
their entire fleet every year,” he says. But
turning one-third of an entire fleet every
year is more common.

“I've also seen contractors’ shops full of
equipment that is 10 years or older and
still gets the job done,” Funk adds. “There
are people out there cutting all kinds of
properties with all kinds of equipment get-
ting the job done.”

The question is, are they getting it
done without losing money on their
equipment investments?

The power of one

Many landscape contractors chose just
one mower brand because they’re loyal,
plain and simple. Others figure their
solid-color fleets are more cost effective

because of parts consistency, a single
point of contact for service (one dealer,
one manufacturer), and crews that are
comfortable with the brand. These con-
veniences represent “soft costs,” Funk says.

First, consider parts. “If you can choose
one brand of mower, you can minimize
the spare parts that you carry,” Stange ex-
plains. “[Many brands] use common parts
interchangeable to cut down on the in-
ventory contractors might keep.”

Rather than buying three different
brands of belts, an owner can purchase
one. This is also less confusing for the
crewmembers who must change belts.
They are trained to replace and maintain
one type of equipment well.

Also, brand consistency can reduce
windshield time and minutes spent on
hold with technical or warranty support,
Funk says. “You don’t have the complex-
ity of dealing with warranty claims or

The working life of a
mower depends a lot
on use and abuse.

— Gilbert Pena

where you go online to find technical in-
formation,” he says. One dealer can man-
age service.

Too many times, owners make snap-
shot price-tag decisions when purchasing
mowers. “It’s easy to do,” Funk admits. “If
you can save a chunk of money on Prod-
uct A vs. Product B, it's difficult to not
strongly consider purchasing Product A"

But what about costs associated with
downtime?

Companies that turn over equipment
quickly may address downtime by “retir-
ing” mowers as spares rather than reselling
them. “It's worth more to them to have
those units to fall back on to keep their
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Turnover strategy

| bought three mowers to start

a fleet, and | want to geton a

regular turnover schedule so |
can pace my equipment expenses. Cur-
rently, they are all brand new. Should |
start retiring equipment early?

If you want to get into a cycle
of turning over one-third of

your equipment each year, start
early. You won't want to sell off
one piece after the first year, but
consider selling a unit that is in
perfect condition after the second
season. That way, you will get a
decent amount of money from the
used equipment, and you can rein-
vest in a new piece. Now, you're
working with one new mower,
and two mowers that are a couple
years old. The third year, retire one
more. By the fourth season when
you retire the last of your “new”
mowers, the equipment may be at
the point where it more worn, and
you'll be in a turnover cycle.

— Edric Funk,
Toro Landscape Equipment

crews up and running than to get the rel-
atively small amount of money by selling
it,” Funk says.

However, Pefia advises against invest-
ing in brand-new equipment just to keep
a spare mower on hand. “You've just dou-
bled your investment,” he says simply.
Dealers most often provide support and
loaner equipment.

The intangible service side of any
equipment purchase decision plays a sig-

nificant role in how long a mower will
keep its spot on the trailer. “But landscape
contractors rely on these products and
fleets for their livelihoods, and they really
need to look at the total cost of opera-
tion,” Funk says. Lm

— Ohly is a freelance writer in
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BROADLEAF
WEED CONTROL

Give your customers the instant satisfaction they desire.
Octane™ herbicide will add the necessary fuel to your current broadleaf weed
control program to speed toward a more rapid kill. Today’s lawn care consumers
demand dead weeds now, and they don't want to wait weeks to see results.
With new Octane herbicide in your tank-mix, you can now show your customers
the results they want, when they want them. Visual herbicidal results are
evident within 24 - 48 hours following an application of Octane herbicide.
Octane herbicide provides:
+ 1 hourrainfastness
* Flexibility to be tank-mixed with any broadleaf
herbicide for increased performance
* Excellent turfgrass tolerance
Mfordablllly Add a little Octane to every tank!

Untreated Just 3 days after treatment
For more information about Octane herbicide,

visit our web site www.sepro.com or

call 1-800-419-7779.
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Fast and Affardable
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The Ford LCF | It makes a smart investment | With the strongest standard frame in its segment |
Huckbolts® to prevent alignment shifts, squeaks and rattles | Plus, up to 19,500 Ibs. GVWWR.
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LEARN, GROW & BE INSPIRED

1,400 Exhibit Spaces, 120 Educational Sessions,
1,000s of Inspirations to give landscape contractors
a competitive edge through the use of flowers

July 14-17, 2007
Columbus, Ohio

www.ofa.org

614-487-1117
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any contractors and
homeowners use salt
deicers to combat ice

on roads and side-

walks. While salt stains
are a common sight on
cars and steps, many may not
know that salt deicing products can also
damage foliage on trees.

Sodium chloride, the scientific name
for rock salt, is the most popular and gen-
erally least costly type of deicer. Unfortu-
nately, as ice and snow treated with rock
salt melts, the resulting runoff may cause
harmful byproducts to seep into soil or
splash onto leaves, causing wilting and
other injuries to vegetation.

“It is impractical to avoid salting com-

pletely because safety on our roads and

sidewalks is obviously an important issue,”

says Dr. Bruce Fraedrich, vice president of

research at Bartlett Tree Expert. “How-

ever, there are ways to protect trees and

Rdck salt damages
evergreens, including
airborrie salt from

- niearby vehigcle traffic.

42 LANDSCAPE MANAGEMENT / MAY

Valuable tips to recognize and lessen
damage to trees from rock salt used on
icy walkways and roads

shrubs.” Fraedrich points to several causes
and telltale signs of deicing problems, and
offers solutions:

» “A lot of trees are affected by airborne
salt kicked up by traffic. It settles on
leaves, desiccating the tree. Some trees ab-
sorb the sodium and others suffer from
root damage, caused by salt seeping into
the soil.” Species most susceptible to this
type of damage are evergreens, including
conifers, pines, spruce and holly trees.
Fraedrich says trees retaining foliage year
round have the highest risk.

» Professionals can identify damage by
the wilting and dryness of leaves and
other foliage, though symptoms are usu-
ally evident only after large masses of salt
have accumulated. “Damage to the soil
can be spotted by noticing significant
drooping, especially at the top of a tree,
because salt inhibits absorption of water
by the root system. Salt damage produces
similar symptoms as drought. When
caused by airborne salt (from vehicles), it
usually occurs on the lower part of the
tree, facing the street,” he says. Damaged
trees also tend to have thinner leaves and
often bloom later in the spring.

» Other symptoms include stunted

growth of foliage, browning of foliage,

2007 / www.landscapemanagement.net

thinning of branch tips, premature fall
coloration/defoliation and dead
branches. Severe cases often lead to in-
sect infestation.

“Damage is hard to prevent and win-
ter weather complicates efforts to help
trees, because there’s no way to wash off
salt,” says Fraedrich. To counter the in-
evitability of salt damage, Fraedrich rec-
ommends planting trees tolerant to salt
(such as birch, oak or juniper) near the
road and driveway. Beyond that, he ad-
vises monitoring plants to ensure their
overall health. “Keep trees well watered
and use gypsum (calcium sulfate) to help
counteract salt in the root system,” he
says. A certified arborist can help keep
trees healthy year-round so they are less
susceptible to winter issues.

Other measures can be taken to re-
duce the risk of damage including divert-
ing salt from trees by erecting barriers of
burlap or wood, laying down mulch to
prevent seepage and watering during dry
periods. These preventative measures can
decrease the chances of trees experienc-
ing heavy damage. 1m

— For more information, please visit
Bartlett Tree Experts at www.bartlett.com
orcall 1-877-BARTLETT.
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SOLID WARRANTY™

reliable and- longer lasting, Meyer now offers you the industry’s best warranty.
The ROC Solid \ Warranty provides you with three full years of standard coverage and five years on structural
steel*. No one else makes this promise because no one builds a better plow. With our
Reliable Over-time Construction manufacturing process, you get a plow that's
built better and lasts longer. Visit us at www.meyerproducts.com to learn more about

Reliable Over-time Construction.

E——
T ammm—

Working over time.

*New Plow systems must be registered online at www.meyerproducts.com within 60 days of purchase to receive coverage on years 3 through 5.
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Low voltage radiant snowmelt systems offer a new revenue
source for landscape contractors s wiuav & eam secoman

ere’s a largely un-
tapped opportunity
— offering commer-
cial and residential
customers the installa-
tion of low-voltage elec-
tric radiant snowmelt sys-
tems. Not only does it give you another
profitable service to offer clients, it makes
their properties safer.

The learning curve for these 21-volt ra-
diant snowmelt systems is low. Installations
can be a natural extension for landscape
contractors with expertise in building
walkways and other hard surfaces. And,
generally, the project is a quick one. An
electrician is needed only to connect the
low voltage transformer to the service
panel for the final hook-up to line voltage.

In fact, installation of the heating ele-
ments for a single-family residence can
take just a few days, followed by the fin-
ish surfacing. Exact time frame and cost
varies depending upon the design and lay-
out of the system, the length of the drive-
way and/or the walkway and/or the
square footage of the patio, and the geo-
graphic location of the project. For in-
stance, on a long driveway, it's possible to
install snowmelt elements for the entire
width and length, for a particular portion

of the driveway or for tire tracks the
length of the pavement.

Increases safety
Snowmelt systems appeal to owners of
residences who value the cachet and ben-
efits of “ground-breaking” technologies,
especially one that can improve safety for
anyone walking outdoors in bad weather
and minimize risk of liability from slips or
falls on snow or ice.

Installing a system can be practical and
a smart business move for owners of mul-
tiple tenant properties, resort properties
and commercial retail locations, where lia-
bilities related to lingering snow and ice
are considerations but also where stockpil-
ing of removed snow is not feasible. Melt-
ing away the snow can be more efficient
and reliable than shoveling or plowing it.

Snowmelt also eliminates the need for
rock salt and other minerals that can
damage a walkway or driveway and are
often carried indoors, ruining expensive
finished floors. In addition, homeowners
gain the use of a snow and ice-free patio
in winter and, perhaps, add to the home’s
resale value.

Low-voltage radiant snowmelt sys-
tems can be designed as an always-on or
on-demand systems. With always-on sys-
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tems end-users don't have to worry about
unexpected or overnight weather events.
By contrast, on-demand systems can be
switched on/off as required and are gen-
erally installed in areas of more moderate
weather and infrequent snow and ice oc-
currences. All designs should take
drainage into consideration, to minimize
water accumulation from run off that
could result in ice build-up near the
driveway or walkway.

Both types of low-voltage electric radi-
ant snowmelt systems can feature self-

regulating elements, where the output of

SRS T

A low-voltage radiant
snowmelt system can
eliminate the need

for rock salt on patios
and stonework.




the elements is responsive to the temper-

ature of the ground, conserving energy on

warmer days.

Consider energy costs

When evaluating the concept of efficiency
of a self-regulating low-voltage snow melt
system for a customer, take into considera-
tion two factors — consumption and cost.
Consumption refers to how much energy
the system will pull compared to other
snowmelt options. (Self-regulating low-
voltage snowmelt systems use fewer BTUs
or kWh per hour than non-self-regulating
low-voltage systems.) The cost is the en-
ergy cost per kilowatt hour in the area
(winter rates) compared to other available
energy sources.

“During a usual Colorado winter along
the Front Range, snow storms generally
drop 3- to 6-in. of snow and the sun is out
the next day, greatly helping the snowmelt
cycle, keeping actual operating costs of a
snowmelt system relatively low,” says A.J.
Seastone, president of Centennial Building
Supply, in Littleton, CO, a distributor and
installer of STEP Warmfloor systems.

Snowmelt systems come in a range of

BTU/kWh outputs. With Class 1 systems,
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snow accumulates and, after several hours
or after it stops or slows down, the snow
melts, With a Class 2 system, the system
keeps the area clear of accumulating

snow, though the driveway or walkway

Low-volt radiant snowmelt systems
can be designed to fit any shape.

may stay wet. Class 3 systems (which are
relatively rarely requested by customers
because they are expensive to run) melt
the snow as it accumulates and are ideal

for an application where a facility wants

...and Beyond'
' 800-386-2932

www.danielsplows.com
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all the water evaporated to achieve a dry,

no-slip surface

The actual design data differs through-
out the country and should be calculated
for each location according to the freezing
index of the area, type of soil and loading
conditions, points out Monica Irgens, chair-
person of the Electric Radiant Committee
of the Radiant Panel Association and the
president of STEP Warmfloor, a St. Louis
MO-based manufacturer of low-voltage
electric radiant heating systems. Other fac-
tors that can affect rate of snowmelt in-
clude rate of snowfall, ambient tempera-
ture, wind speed and humidity.

Working from an area sketch provided
by the contractor, STEP Warmfloor de-
signs a layout that shows placement of all
elements to achieve top performance. In
many cases, input from a local engineer
familiar with the particularities of the re-
gion and the land would be welcome.

Low-voltage electric radiant systems
have several strong selling points that can
tip an end-user into serious consideration
when evaluating that option against water-
based (hydronic) radiant systems or line
voltage electric systems. They're generally
easier to install and are often less expen-
sive than other systems. And, unlike hy-
dronic systems that require boiler tune-
ups, low-voltage systems have no
maintenance and no chance of leaks.

Once a landscape contractor is conver-
sant with the attributes and benefits of
low voltage snowmelt systems, installation
of this value-added service should be men-
tioned on the company website, in
newsletters and in fliers added to monthly
bills, percolating interest that can create a
blizzard of new business opportunities. Lm

— William Feldman is a freelance writer in
Chappaqua, NY. Contact him at
billfeldman@verizon.net
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FURTHER PROOF THAT ALL PLOWS ARE NOT CREATED EQUAL.

At THE BOSS, we're in a category all our
own. And what sets us apart is that our
focus is you. Your needs. Your solutions.
Your jobs. Because the last time we
checked, a plow that's just tough
enough, just reliable enough or just fast
enough, just doesn’t cut it. That's why we
keep working to make your hitch system

PUSHING THE EDGE

Circle 131

faster, your cutting edge tougher, your job
easier. And as a result, we end up driving
the industry forward with products that are
so far-and-away superior, the rest don't
even compare. Experience THE BOSS for
yourself by visiting bossplow.com or
calling 800-286-4155 for an authorized
dealer near you.

©2006 BOSS Prody Star Inc.



Wing control

The Blizzard Speedwing combines the produc-
tivity of Blizzard's multi-position design with
the simplicity of straight blade control. Wings tional line of

automatically default to scoop position for for- ice melt prod-

ucts called Safer
than Salt. This

ward plowing. They automatically open and
close when angle plowing to prevent spillover.
Heavy-duty coil springs absorb shock when family of unique for-
striking curbs and manholes, and automati- mulations includes
cally return the plow to the scoop position calcium, magnesium,
For more information contact

/ circle no. 250 sion inhibitor (CMA). Safer than Salt melts ice
faster than rock salt, working down to -251/2
F, and its unique color coating assures visible,
complete coverage
For more information contact 617/333-6900 /

/ circle no. 252

Pull plow

Snowman Snowplow's Quick Mount (model
04RS) is the industry’s only spreader-compati-
ble pull plow. It features a knife mount sys-

tem that allows quick on/off from the vehicle

receiver hitch. Two safety stand bars support

New solution
Bobcat’s new Snow Pusher attachment

the plow for easier hookup and storage after
use. The twin cylinder and heavy steel con-

quickly clears light to moderate snow from struction is designed for commercial use with
large areas. Available in 94- and 120-in full-size and 1-ton 4WD
widths, the attachment features a free-float- vehicles. The wide-set
ing blade with a 12-degree tilt, abrasion-re- mounting arms allow
sistant skid shoes and a rubber cutting edge enough clearance for
to protect pavement surfaces are standard

For more information contact 866/823-7898 /

n / circle no. 251

the plow to operate be-
hind most V-box and
taillgate spreaders. A
tested and approved
New inhibitor

From the distributors of ICE BAN products,

receiver hitch is pro-
vided with each plow

Winter Management now offers an addi- In addition, hydraulic
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sodium and potassium chlorides, plus a corro-

power down pressure scrapes the surface
cleaner, reducing the amount of deicer mate-
rial needed for ice management

For more information contact 888/766-6267 /
s.com / circle no. 253

Easy and adjustable

With its 400-Ib. (6-cu.-ft.) capacity and low-
profile design, the new TGS 600 Tailgate

Spreader from The Boss Snowplow fits Class
3 and 4 receiver hitches, and mounts/dis-
mounts easily, saving valuable time. It also
features an adjustable feed gate; adjustable
material deflector; 12-in. poly spinner; an in-
ternal auger with a chain link
agitator; an enclosed 12-volt
high-torque motor and a vari-
able speed control with blast
feature and overload protection
The spreader also comes with
The Boss 2-year warranty.
For more information contact
800/286-4155 / www.boss

1 / circle no. 254

continued on page 50
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Nothing Compares

to a Pro-Tech

Backed with the highest level of quality, availability and service in
the industry, it's no wonder Pro-Tech continues to be the leading choice of
industrial snow removal equipment for professionals in North America.

Call us and find out how we can take your snow
removal business to new heights.

Professionals Choose = CH A

888 PUSH SNO or www.snopusher.com \
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continued from page 50

uid spray system
and a tailgate
latch kit

For more information
contact 440/974-8888 /
/ circle no. 256

The scoop from Hiniker
The concave shape of the Hiniker Scoop

Plow provides greater capacity, less spillage

Sensible sensors and faster plowing over other models. The
Low-cost Zydax Intelligent Environmental Scoop Plow’s 20-degree, fixed-angle outer
Sensors offer a fast return on investment, an ends help it capture snow, making it ideal for

open protocol and free software. Users define  clearing parking lots. Available in 8- and 9-ft

an automated callout for custom results. The lengths, the plow features a high-impact
easy-to-install sensor program reports on polyethylene moldboard that creates a low-
multiple pavement temperatures, moisture friction, corrosion-free plowing surface. Its 3-

depth and a freeze point. Zydax also includes section trip-edge with a 9-in.-high pivot

an affordable GPS system

point provides protection from curbs and

For more information contact 509/526-4482 / parking barriers
For more information contact 507/625-6621 /
/ circle no. 257

/ circle no. 255

Heavy-duty spreaders

Ideal for heavwy-duty municipal and commer-
cial applications, Salt Dogg's 4- and 4.5-yd
salt and sand spreaders are designed for
dump bodies and flat beds with a GVW chas-
sis of 15,000 to 20,000 pounds. The series is
available with either hydraulic motor drive or
10.5-hp gas engine. They feature a self-con-
tained hopper and a spread width of 4 to 30
feet. Options include a light bar, a 55-gal. lig-

‘Mulch More Profi

50

Buy now and...

« Cut labor in at least half
* Double your production

* Increase profits
* Move up to 100 yards of
mulch a day!

Make PROFITS NOW...call 330-87
www.mulchmule.com

mulch

Circle 163

LANDSCAPE MANAGEMENT / MAY 2007 / www.landscapemanagement.net

Safe driver training
Coaching Systems LLC, formerly
FLI Learning Systems, reissues
two snowplow safety videos in
DVD format. Snowplow Safety: On Road is a
23-minute video ideal for both newly hired
and experienced operators. Topics include
equipment, inspection, positioning of the
truck, scanning, mirror use and defensive
driving techniques. The 19-minute Snowplow
Safety: Parking Lots is also available and fo-
cuses on safety issues specific to plowing
parking lots
For more information contact 800/354-9099 /
/ circle no. 258

Strong push

Pro-Tech’s IST stands for Ice Scraping Technol-

ogy. It was created as the first steel trip edge
designed for Sno Pushers to incorporate the
longevity and limited moving parts of rubber-
edge pushers. This urethane-based technol-
ogy ushers in a new generation of steel trip
edges that do not require springs or hinges,
which are susceptible to malfunction. The de-
sign of the IST Sno Pusher incorporates ex-
tended wear shoes for a balanced, even push
along with a modified angle in the mold-
board. These two features, combined with
the urethane tripping mechanism, provide a
loaded torque on the steel edge that ensures
effective ice scraping ability and a safe, con-
sistent tripping mechanism
For more information contact 888/787-4766 /
/ circle no. 259
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ENFORCER

SUDDENLY YOUR WORKLOAD JUST GOT A LOT SMALLER.

INTRODUCING THE ENFORCER’, THE NEWEST INNOVATION FROM CUB CADET COMMERCIAL

The new ENFORCER™ has just what the commercial operator is looking for — from the legendary
Command Cut System™ and its fabricated mower deck in 44", 48" and 54" sizes, to the foot pedal
height adjustment and high-back suspension seat. Features like Timken® tapered roller bearings, s
a heavy-duty pivoting front axle and fully welded steel frame mean it’s built tough. All this, plus a c 0 M M [ ﬂ c I A l
premium Kawasaki® engine and our 2-year limited commercial warranty,* means you should
demo one today! Sold exclusively at Independent Retailers. Stop in and ask about our fleet programs. YOU CAN'T GET ANY BETTER™

www.cubcommercial.com  *See your local Independent Retailer for warranty information.
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1-866-SYNGENTA
meridian2007.com :



. Even the latest technology can't rival
Sy gy

—

Take control of lan

prevents and cont

the protection of new Meridian™ insecticide.

new Meridian” insecticide which
as most pe that damage
With Meridian,

vide application window and

forgiving water requirements. Meridian

utilizes a new active ingredient tt

broad-spectrum control at low rates. Give
your customers the mc
available wn"[l keep tl

green, and pest free
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Innovations

HOT NEW PRODUCTS

The Scout

The new ASV Scout SC-50
is the only rubber-tracked utility
vehicle on the market. With 2.5
psi under the tracks, the Scout
has less impact on the ground
than a person on foot. The un-
dercarriage features the same
Posi-Track technology used in
ASV's earthmoving equipment
The combination of suspension,
all-rubber track, 10 rubber
wheels that disperse weight
across a 15-in. wide track and a
uniquely designed sprocket with
roller system provide the ma-
chine with a smooth, quiet and

efficient operation. The Scout of-

fers travel speed up to 11.5 mph
and 30 gallon fuel capacity.

For more information contact
ASV at 218/327-3434 or
www.asvi.com / circle no. 260

60-in. overseeder

Turfco Manufacturing has
increased the versatility of its Tri-
Wave 60-in. overseeder with a
new Power Take Off shaft that
allows the unit to more easily be
mounted to tractors without the
need to trim the shaft. The Tri-
Wave 60-in. also received a new
top hitch link that allows the ma-
chine to better track the ground
contour. The blade spacing of 1.5
in. delivers greater seed density.
Blades are mounted on three,
18-in.-wide, patent-pending in-
dependent floating seed heads
capable of precisely following the
ground contour, even in uneven
terrain, for unbeatable consis-
tency in seed placement depth
For more information contact
Turfco at 800/679-8201 or
www.turfco.com / circle no. 261

Bigger engine

Toro's Z Master Z500 Series
zero turn riders now are available
with added power from a 28-hp
Kawasaki engine. This twin cylin-
der gas engine (764 cc displace-
ment) on Z Master 2528 and
Z558 models offers a step up
from the Z500 Series 25-hp
Kawasaki engine previously avail-
able. Along with a more power-
ful engine, new Z558 models
come equipped with Toro's 7-
gauge TURBO FORCE cutting
deck, which includes Toro's
patented adjustable baffle that
allows landscape professionals to
fine-tune their cutting perform-
ance to conquer changing sea-
sons or turf conditions
For more information contact
The Toro Co. at 800/348-2424 or
www.toro.com / circle no. 262
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Re-engineered

Honda'’s HRC Commercial
Series mowers are re-engineered
and replace the existing HRC se-
ries. The two new models are the
self-propelled, hydrostatic-drive
HRC216HXA and the push-type
HRC216PDA. The HRC Series’
mowing performance is en-
hanced with Honda’s MicroCut
twin-blade mulching technology.
The all-new HRC mowers incor-
porate key features, such as:
dome-shaped deck design that
facilitates both bagging and
mulching; new Hydrostatic
Cruise Control transmission and
improved handlebars that are
now adjustable for height.
Contact Honda Power Equipment
at 770/497-6400 or www.hon-
dapowerequipment.com/
circle no. 263
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Grub Control You Can Trust!

w Insecticide

« GrubOut™ is a granular insecticide based on the active
ingredient imidacloprid, which is the most widely used
chemistry for season-long grub control

* The Andersons, a premier formulator of professional
fertilizers and combination products, offers a variety
of fertilizer + GrubOut formulations to meet the insect
control and fertilization needs of turf managers

* GrubOut performance is warranted and backed
by the Andersons Assurance Program.

For more information, contact your
Andersons distributor, or call

your Andersons Territory

Manager at 800-253-5296.

GrubOut is a trademark of The Andersons, Inc.
Insecticide www.AndersonsLawnProducts.com
Circle 135
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TECHNOLOGY

STAYING IN CONTACT

Anything that makes it €aSIer to set up
meetings is a §0Od thing in my book.

Networking on the ‘Net

56

BY TYLER WHITAKER

ho you know" is often times
more important that ‘what
you know.’ In business, ex-
panding your social net-
work has traditionally
meant exchanging business
cards, playing golf and at-
tending the local chamber of commerce meetings.
While not as fun as hitting golf balls, the Internet is
making it even easier to expand your social network.
When it comes to networking, you have three op-
tions: love it, hate it or love to hate it. | must admit,
at times, I've fit into each of those categories. Even
so, | know your personal network is one of the great-
est assets you can develop. Networks, however, are
only as good as your ability to add value and create
opportunities. Being able to keep track of contact in-
formation and keep in touch with those you've met
can be a fulltime job. That's where a new breed of
social networking Web sites can help.
» LinkedIn.com. Linkedin.com can keep track of your
business and personal contacts and you don'’t need to
type all of them in. LinkedIn has the ability to upload
your contacts from Microsoft Outlook. It also has fea-
tures to stay in touch with people, find long-lost co-
workers and search your contacts and their associates.
But the one of the best features is your ability request
introductions to people several relationships away.
With even a modest number of contacts in the sys-
tem, you can connect with thousands of other profes-
sionals both inside and outside of your industry.

» Jott.com. Jott.com is one of the coolest Web sites
['ve seen in while. Jott is a Web site, an email re-
minder service, a private stenographer and a group-
messaging tool all in one. Jott allows you to call an
800 number and leave a message for yourself or oth-
ers using a simple and easy voice interface. That mes-
sage is then translated into text and emailed back to
you or sent to a list of your contacts. It's perfect for
leaving yourself a reminder message or informing
your office staff of a change in the weekly staff meet-
ing. Staying in contact has never been so easy.
» MeetingWizard.com. In networking, nothing is bet-
ter than face-to-face. Being able to go to lunch or
visit someone’s office can make or break a business
deal. But the biggest problem is that the most valu-
able meetings are often with people that have the
busiest schedules. Finding a time that works for
everyone is time consuming and a major barrier to
success. That's where MeetingWizard.com is such a
great tool. You suggest a topic, a couple of dates and
times, and a list of attendees, and it does all of the
hard work automatically. It contacts your attendees
and figures out a time when everyone can meet. This
one is a real time saver. Anything that makes it easier
to set up meetings is a good thing in my book.

Networking may not be your strong suit, but
with these tools you'll be a pro in no time. Each of
these solutions comes with a free price tag, so put
that Rolodex away and let the technology do the
hard work.

— The author is a freelance technologist focusing in
business automation. Contact him at 801/592-2810

or visit his blog at www.tylerwhitaker.com.
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W COMMERCIAL STANDARD @

IF YOU’VE GOT THIS MUCH TRUCK,
YOU’D BETTER HAVE THIS MUCH ENGINE.

If you know diesels, you know Cummins® And the new '07 Dodge Ram 3500 Heavy Duty Chassis Cab is the only place you’ll
find the legendary available, medium-duty grade Cummins Turbo Diesel. With the biggest bore and longest stroke in its class*

for extreme torque on the low end. When you've got a big job, we've got 305 horsepower and 610 |b-ft of torque that are ready
to roll. For more info, visit dodge.com/chassiscab or call 800-4ADODGE.

*2007 Dodge Ram 3500 Heavy Duty Chassis Cab vs. Ford and GM one-ton, pickup based Chassis Cab models. Properly secure all cargo.

-

FN

Chrysler Financial is a business unit of DaimlerChrysler Financial Services. Cummins is a registered trademark of Cummins, Inc. BUSINESS _ sucKLE e






Solutions that fit any lawn disease problem.

When it comes to nasty lawn diseases and the problems they create, Bayer has the solution — products
that will prevent or control tough lawn disease like brown patch, dollar spot and many others, quickly and
effectively. Therefore, keeping your customer’s lawn healthy and green and your business healthy and in
the black. And all our products are Backed by Bayer™ and the support and science that come with it.

For more information ask your Bayer Field Sales Representative or visit us at BackedbyBayer.com.

Armada BAYLETON COMPASS ProStar
4 y

BACKED
5 by BAYER.

Bayer Environmental Science, a business division of Bayer CropScience LP. 2 TW. Alexander Drive, Research Triangle Park, NC 27709. 1-800-331-2867. www.BackedbyBayer.com. Armada, Bayleton, Compass and
ProStar are registered trademarks of Bayer AG. Backed by Bayer is a trademark of Bayer AG. Not all products are registered in all states. Aways read and follow label directions carefully. ©2007 Bayer CropScience LP.
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TECHNOLOGY MULTIPLE-APPROACH STRATEGY
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URF DISEASE MANAGEMEN
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Turfgrass disease
management for
commercial and

residential lawns

BY HENRY C. WETZEL Ill, PH.D

ow is the time to begin to
think about management
practices that minimize
disease to ensure high qual-
ity lawns throughout the
summer. Start by considering the need
for balance among landscape plants, trees
and turfgrass. Recognize that they all
compete for water, nutrients and sun-
light. Also, be aware that too much
shade, or plantings that impede the
movement of wind, can increase the leaf
wetness duration within the turf canopy.
This can increase disease severity.
Knowing soil type and pH are also
vital to developing a successful disease
management program. Soil pH between
5.5 and 7.0 is sufficient for optimal turf-
grass growth and development. Soils that
are too acid (<5.5) or too alkaline (>7.0)
require adjustment prior to establish-
ment or renovation, and soils high in silt
and clay typically take additional time for
water to percolate through the profile.

continued on page 78



ZD300 Series * F Series

Kubota is the easy choice for lawn work of

any scale. Our new ZD300 Series zero-turn
mowers give you the durability and efficiency
of a powerful Kubota diesel engine; 21, 26, or
31 HP, plus a high-capacity HST transmission.
The PRO Commercial high-performance mower
deck with hands-free hydraulic lift, adjustable
front axle and tilt-up system for easy deck
servicing, make mowing and routine
maintenance a breeze.

The F Series front-mount mower, with a
5.5"-deep Hi Pro 3 mower deck and
Auto-Assist 4-WD, cuts more grass in less time.

Any way you cut it, Kubota makes it easy.

 —— e o o PP ey

- -

Financing available to qualified customers through Kubota Credit Corporation, U.S.A
I(. J b O rq For product and dealer information, call 1-888-4-KUBOTA, ext. 403
or go to www.kubotaZ40.com

EVERYTHING YOU VALUE

Tractor Corporation, 2007 Circle 137
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TECHNOLOGY MULTIPLE-APPROACH STRATEGY

continued from page 76

Typically, lawns on sandy soils have less
disease incidence. However, be aware
that drought stress symptoms can be
confused with disease symptoms. Make
an effort to educate your clients about
lawn watering practices and, if they fol-
low your recommendations, this will
minimize disease incidence and severity.
Irrigate in the early morning as it will not
increase the overall length of turf canopy
leaf wetness duration.

In the zone

You can also reduce disease pressures by
selecting the turf species best adapted to
the particular climactic zone you are
working in. Transition climactic zones are
the most difficult in which to choose the
appropriate turfgrass. The northern-most

edge may be too cool and day lengths too
short for optimum growth of warm-sea-
son turf species. The southern-most edge
may be too warm for optimum growth of
cool-season turf species. In either scenario,
the turf plant is not growing optimally.
That makes it more likely to succumb to
turfgrass fungal pathogens.

An excellent source of information as
to how different turfgrass species and va-
rieties within a particular species have
performed within a given climactic/geo-
graphic zone is the National Turfgrass
Evaluation Program (NTEP). Access this
information through the Internet at
http://www.ntep.org. Also, consult with
a knowledgeable local seed distributor.
Ask the distributor for local performance
data on the particular varieties, blends or
mixtures that are available.

The use of fungicides is an integrated
component of an overall disease manage-
ment program. But, understanding the soil
physical and chemical properties, making
modifications to improve sunlight and air
penetration into the landscape, selecting
the best adapted species and implementing
sound cultural practices, should be ad-
dressed prior to using fungicides.

Here are some common turf diseases

and some basic management suggestions:

RUST

Pathogens: Puccinia and Uromyces spp.

Primary hosts: Kentucky bluegrass and

perennial ryegrass, but can occur on any

turfgrass species

Environmental conditions conducive the

disease development: cool, wet, low light
continued on page 80

Trust. Quality, Service 21/ Value

ted Territories
Support

ate Purchasing Power
arketing Guidance

U.S. Lawns

4407 Vineland Road - Suite D-15

Orlando, FL 32811 + Toll Free: 1-800-USLAWNS
Phone: (407) 246-1630 - Fax: (407) 246-1623
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Ask Asout QUANTITY PRICING E-
\

Order By 1 p.m.
SHIPS SAME DAY

800-600-TUR

M-F 7:30-5 SAT 8-1ro1 Call Now & Save

www. SPRINKLERS 4} LESS .com
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TrimYour Labor Costs!

Leading landscape professionals rely on the easy-to-use, long-lasting formulation of Cutless* Granular Landscape
Growth Regulator to reduce the labor costs associated with maintaining landscaped shrubs, hedges and groundcovers.
Plants treated with Cutless Granular require less trimming and exhibit a more compact, uniform shape.

Use Cutless Granular today...You'll love the increased profits and your customers will love the fuller and more
attractive plants.

*
For more information about Cutless Granular Landscape c“tless G I
Growth Regulator, visit our web site at www.sepro.com, or mnu ar
call 1-800-419-7779. Landscape Growth Regulator

fon v el :

Treated Jasmine=""
Note the enhanced blooms
of the treated shrubs.

. 77 i . r "//
Untreated Jasmine 2% Treated Mexican Petunia— < = oF

PP g N = "Untreated Mexican Petunia

>

Side-by-side
proven results with_am |
Cutless' Granular.

‘ Example below of reduced shoot growth and enhanced
bud development of the treated Jasmine on the left,
| and untreated on the right.

\

Untreated Plumbago

Untreated Boxwood

SePRO Corporation Carmel, IN 46032 | SGPRE

“Trademark of SePRO Corporation. Always read and follow label drections.
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i
Hard workmg.

Easy 1o Buy
SAVE 520

select string and
hedge trlmmers .

Power Products

To find a dealer visit www.kawpowr.com
or call 800-433-5640.

see a participating dealer for details

TECHNOLOGY MULTIPLE-APPROACH STRATEGY

continued from page 78
intensity, weather of primarily the fall
and spring

Rust disease in turfgrasses is probably one
of the easiest to diagnose. With a hand lens,
note small collections of spores, often re-
ferred to as pustules, that have an orange to
reddish-brown color to them, on the leaf
surface. When observing the turfgrass, from
a distance, symptoms take the appearance
of a general chlorosis or drought stress.

Rust is generally managed through
good cultural practices. Mowing on the
high side of the recommended mowing
height for the particular species as well as
regular mowing frequency is important.
Maintain balanced nutrition during the
growing season. Consider applying light
applications of a water-soluble nitrogen
source (0.25 to 0.5 Ib. N per 1000 sq. ft.)
to stimulate growth for the plant to out-
grow the symptoms during stressful times
in the spring and fall. Anything that can
be done to increase air circulation and
light penetration will also reduce the
severity of rust disease.

LANDSCAPE MANAGEMENT / MAY 2007 / www.landscapemanagement.net

NECROTIC RING SPOT A

Pathogen: Ophiosphaerella korrae
Primary hosts: Kentucky bluegrass,
annual bluegrass and fine leaf fescues
Environmental conditions conducive

to disease development: A root-infecting
fungus that is in continuous association

with the turf. Necrotic ring spot is a peren-
nial disease that tends to occur in the
same location from year to year. Plants
within a circular pattern (i.e., several
inches to feet in diameter) initially have a
drought stress appearance, and eventually
collapse and die,

Core aerify in spring and fall to reduce
thatch accumulation. This also improves
soil drainage through the alleviation of
compaction. Implement deep and infre-
quent irrigation and maintain a mowing
height of 2.5 to 3 inches. Treat the turf-
grass with a complete balanced fertility
program with more than 75% of the fer-
tility applied in the fall months. This
should minimize the severity of necrotic
ring spot.

continued on page 82
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TECHNOLOGY MULTIPLE-APPROACH STRATEGY

continued from page 80 Environmental conditions conducive to
disease development: A root-infecting fun-

SUMMER PATCH gus that is in continuous association with

Pathogen: Magnaporthe poae the turf. Symptoms can be misdiagnosed

Primary hosts: Kentucky bluegrass, annual as drought stress. The symptoms of sum-
bluegrass and fine leaf fescues mer patch typically start out as small 1- to

i
*

2-in. patches where the plants die from the

leaf tip down. The affected areas can ex-

™
pand from 3- to 12-in. in diameter and co-
alesce over time. Summer patch symptoms
are typically more severe on sunny ex-
I“W posed slopes or areas surrounding walls,

sidewalks or driveways.

Q X press v 7.0 To minimize the severity of summer
As a QuickBooks user,you should use QXpress, Getting patch acnfy the turfgmss in the Spring
started couldn’t be easler, since QXpress instantly integrates and fall to reduce thatch accumulation
with your existing customer list. Simply schedule new and improve soil drainage through the al-
services for your QuickBooks customers, and print route
lists and work orders. When services are complete enter o : \
job cost information and post them to QuickBooks as infrequent irrigation will help, along with

invoices! No double entry. No wasted time. maintaining a mowing height of 2.5 to 3

inches, and implementing a complete bal-

leviation of compaction. Again deep and

anced fertility program with more than
75% of the fertility applied in the fall
months. Acidifying nitrogen sources such

QX Mobile v2.0

QX Mobile is the most advanced PDA software available
for Windows Mobile Pocket PCs. Take QXpress with you
in the field to track start times, stop times, materials used,
look up customer information, and sync wirelessly with the
office. New in v2.0 is the ability to customize your own i . X
data entry screen, and print templates designed in QXpress. ks patch disease severty when used in an
overall management program.

as ammonium sulfate and sulfur-coated

urea have shown to reduce summer

Qx Mapplng BROWN PATCH
Every extra hour your crews spend

: Rhi a solani
behind the wheel, is an extra hour they Pathogen: Rhizoctonia solani

are not generating revenue. Using Primary hosts: Perennial ryegrass,
Microsoft MapPoint, QX Mapping greatly tall fescue

reduces wasted drive time by optimizing Environ tal conditions conducive to dis-
routes and printing driving directions.

ease development: hot days (80 to 90 ),
warm nights (65 to 75 F), high relative hu-

call 1.877.529.6659 or visit www.qgxpress.com for a web based demonstration
midity, soil moisture and increased leaf sur-

face wetness duration, primarily early sum-

™
pr\ess mer through early fall.

SCHEDULING SOFTWARE

Patches generally occur in the size of a

continued on page 84
Circle 142
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FeRROMELC
aur
PHOTOSHOP?

Ferromec® AC Liquid Iron gives the deepest green - FAST!
Prove it to yourself - and your clients. Leave 'green’ as
your calling card! Photoshop? Naaaah.

* Fast Green-Up ¢ Economical

Easy to Apply *® Amine Compatible

¢ (;\fr‘o 9 )
M
el N BN e e
FeRROMEC AC ogh € i ,
__Twm Gt |
Compatible with Most !

Bantgrass photogmph ed
S OUTS after spragyin
With Férmwc \9 @
Green #s .
G| 2!/soadon o T
corporation N \
An Employee-Owned Company FOR THE DEEPEST GREEN - GET FERROMEL AU
800.821.7925 * pbigordon.com wareg of PBUGordon Corporation,  AUWAYS READ AND FOLLOW LABEL DIRECTIONS Circle 143




Seize the day.
|

Start your work day with the right tools from
Forestry Suppliers. With more than 9,000 items
to choose from, it's no wonder we're the number
one supplier to landscape, grounds maintenance
and parks & recreation pros around the world.
Call or go online today to request a free catalog!

2\

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

nc. All rights reser

Circle 144

AERATION HAS
Ep_m}a NEVER BEEN
27/ THIS EASY!

19 HP Kawasaki;
16¢c Hydro Gear pumps;
9 mph ground speed;
80,000 sq/ft per hour
Multiple attachments
Available
* 20 gal. spray system
* Dethatch Rake

* 120 Ibs hopper
* 36"/46" tine heads

! L--r- RICH PRODUCTS, INC.

WWW. » 877.482-2040 sales@z-spray.com
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TECHNOLOGY

continued from page 82

softball up to 2 ft. in diameter. Observing
the turf in the early morning under high
humidity, you may observe abundant fo-
liar mycelium in a circular patch. Around
the border of the circular patch, the
mycelium may take on a grayish cast —
called ‘smoke ring.” Close inspection of
the leaves may show tan, water-soaked le-
sions that are irregular in shape and tend
to have a chocolate brown border of the
lesion. Overtime, patches will coalesce
into large areas of blighted turf.

Once evening temperatures consis-
tently reach into the mid to upper 60’s F
and day time highs are in the mid to
upper 80's F, coupled with rain and show-
ers, start looking for brown patch disease.
Irrigate turf in the early morning to pre-
vent increasing the leaf wetness duration
of the turf canopy. Put down enough
water to wet the root zone, but you don't
want to keep the thatch/foliage wet over
extended periods of time. The majority of
your fertility program should be applied in
the fall and limited in the spring after
green up. Consider making light applica-
tions of 0.25 to 0.5 Ib. N per 1,000 sq. ft.
every two to four weeks during the sum-

mer months. This could be helpful.

GRAY LEAF SPOT »
Pathogen: Pyricularia grisea
Primary hosts: perennial ryegrass,
tall fescue and St. Augustinegrass
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MULTIPLE-APPROACH STRATEGY

Environmental conditions conducive to
disease development: This disease is one of
the last to be seen in lawns (mid-July
through early-October) following summer
months of high heat and humidity. It is
usually more severe following prolonged

periods of drought stress.

Fungicides may be necessary during the
first year for the establishment of St. Au-
gustine lawns from sprigs or sods since ni-
trogen and water requirements will be
higher and will lead to conditions con-
ducive for the disease. In perennial rye-
grass and tall fescue, brown patch can be
present at the same time as gray leaf spot.
A preventive fungicide program would be
the best choice for managing gray leaf

spot as well as brown patch. wm

— The author is a turfgrass scientist with
Jacklin Seed by Simplot
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**  The Scotts-Advantage” " * * .-
keeps on spreading.

Landscape professionals are discovering that Scotts the world leader in plant nutrition. Just one
they get more consistent results with Scotts application provides up to three to four months
Landscaper® PRO™ extended-release fertilizers, of balanced nutrition for the lush turf and

pest solutions and professional-grade spreaders. gorgeous foliage that your customers demand.
Every bag of Scotts Landscaper PRO fertilizer Put all the advantages of the Scotts reputation to
contains the advanced technology that made work for you.

& Landscaper PRO

Contact your Scotts Distributor, call 1-800-492-8255 or visit www.scottsprohort.com to learn more about Scotts Landscaper® PRO™
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BUSINESS
PLANNER

2008

his October, Landscape
Management presents you
with its one-of-a-kind issue

designed to make the budgeting and
planning process pain-free. You'll be
relieved when you read the relevant
editorial including coverage on marketing
techniques that work, setting sales
expectations, adding new money-making
services, recruiting and training, -

and getting working capital to grow

your business.

For advertising inquiries, please call

your sales manager or Publisher Kevin
Stoltman at 216-706-3740. Not only is
this issue the most valuable ad buy of
the year, the Landscape Management
Business Planner receives bonus
distribution at Green Industry &
Equipment Expo in October.
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Installing and maintaining drip systems

in clients’ flowerbeds and hard-to-water

areas can be profitable and saves water

rip irrigation is the
answer to giving cus-
tomers' healthier
gardens and
flowerbeds, saving
them costly water
bills and building
your reputation as a knowledgeable land-
scape professional. Drip can save 30% to
65% of the irrigation water compared to
systems using spray heads or rotors.
Landscape drip irrigation delivers water
slowly, at low pressure (typically at 15 to 50
psi and flow rates measured in gallons/hour
versus gallons/minute), at or near the root
zone of the landscape plant material. It al-
lows you to target the precise area that you
want to irrigate and avoid unnecessarily wa-
tering the soil between plants.

Drip can be effectively applied to any
non-turf area, large or small, including
shrub beds, flower gardens and hard-to-
water areas. Areas sensitive to overspray,
high traffic areas, windy areas and areas
with mixed plantings are also great appli-
cations for drip systems. It's especially ef-
fective in areas made up of a sparse con-
figuration of plants and/or flowers,
whether the property is residential or
commercial, including sites such as con-
dos, corporate campuses, courtyards, me-
dians and planting areas near sidewalks.

Benefits of drip irrigation

Drip irrigation is becoming more popular
with contractors, partly in response to
drought conditions and water restrictions
It is the only form of irrigation allowed in
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some regions. But it's use is growing,
mostly due to contractors’ desires to bet-
ter meet their customers’ demands.

Drip irrigation saves water. With the
drip of an emitter, precise amounts of
water are delivered directly to the plant’s
root zone. It gives contractors better con-
trol of where water is distributed. It saves
water because it is subject to much less
evaporation since windy conditions don’t
affect it as they does spray. And there is
no concern of over-spraying intended
planting areas and soaking sidewalks, cars,
buildings, roads or parking lots.

Because water is delivered slowly and
directly to the root zone, water or soil
runoff is reduced. This is critical when ir-
rigating on uneven ground or slopes.

In addition, water is applied precisely
where it is needed within the planting
area. The biggest savings come in not wa-
tering soil between plants in gardens or
flower beds. Drip is generally considered
to be 90% to 95% efficient versus 30% to
60% for sprays and rotors.

Also, drip systems can be easily
changed to meet customers’ needs, such
as when a client changes flower beds or
plant materials regularly. In many cases
the drip zone can be dug up without dis-
connecting the irrigation system and
repositioned to water the new beds.

And contractors have choices in water
supply connections when installing a drip
system. The system can draw from an
outside faucet, or can be connected to an
existing, traditional system, allowing wa-
tering times to be scheduled with a bat-

tery controller or existing sprinkler timer.

Cost-effective plant health

Drip irrigation allows each plant zone to
receive the exact amount of water it
needs to thrive. Each plant can receive its
ideal amount of water by using the cor-

continued on page 90



The Heat Tolerant Bluegrass Series tolerates the
Southeast’s heat and humidity while providing the
beautiful appearance your customers demand. You get
the fine leaf texture of the best Kentucky bluegrass,
excellent resistance to brown patch and in some cases,

four seasons of color. Each Heat Tolerant variety

PN N
SOLAR GREEN

PN
THERMAL BLUE

performs very well in shade, too. Scotts researchers
spent decades developing these hearty turfgrass
varieties. Alone or in a mix with turf-type tall fescue,
Heat Tolerant Bluegrass improves turf performance
with much less to worry about. Insist on Scotts Heat
Tolerant Bluegrass in your blends and mixtures.

Landmark Seed

For dll the facts, call your Scotts Landmark Seed distributor,

1-800-268-2379, or visit www.scottsproseed.com.
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continued from page 88
rect size and amount of emitters, bubblers
Or micro-sprays.

Different drip products can distribute
the water to the foliage itself or only to
the soil, depending on what is best for a
specific plant. Overhead water can create
unsightly brown spots on some flowers,
while it can aid the health of other plants.
Drip allows you to tailor watering to
meet the requirements of all plant types.

Installing and maintaining a drip irriga-
tion system saves time and money. Start
with a good design. It will dramatically
improve the installation process. Typically
they're easier to install than spray systems,
but can return a nice profit for contrac-
tors nevertheless.

Design flexibility
Installation of drip irrigation systems offers
lots of flexibility. Flexible, polyethylene
tubing conforms to individual and unique
plant areas. PVC pipe, used with tradi-
tional systems, can be used as tubing with
drip systems as well, but flexible tubing is
advantageous because it can be placed in
any direction and can be curved.
Contractors need few special tools to
install and maintain drip systems. The ba-
sics of hydraulics and flow are similar for
drip systems compared to traditional sys-
tems. Also, replacing parts because of van-
dalism shouldn’t be a concern. Emitters,
the small devices that control the flow of
water going to the soil, and drip line typi-
cally remain relatively hidden from view in
flower beds or gardens near high-traffic
areas. Some emitters can pop up and
down, retracting flush with the grade
when not in use and keeping them out of
sight. Other products make it easy for con-
tractors to install tubing below grade.

System design tips
More thought is required up front when
designing a drip system compared to a

'fhoalthler MMMMMMMWMMM

Take into account the flowerbed's or garden’s water requirements, the cli-
mate, the soil and whether the irrigation zone has dense or sparse plantings.

Don‘t make the mistake in the design of using the same product for all appli-
cations. Different plants require different amounts of water. For dense plant-
ings, inline emitter tubing is usually used due to its ease of use. However, poly-
ethylene tubing with pop-up micro-sprays or PVC pipe with poly-flex risers and
bubblers can also be used. For sparse plantings, polyethylene tubing with emit-
ters or PVC pipe with poly-flex risers and emitters can target each plant and not
water the soil in-between the plants.

Emitters come in many different flow rates and styles. Some emission devices
are designed specifically for dense plantings and are considered broadcast emis-
sion devices. These include in-line emitter tubing, micro-sprays, misters and pop-
up low-volume sprays. Pop-up sprays with low-flow nozzles are often used in
annual flowerbeds, for instance.

Other emission devices are better suited to sparse plantings, but can also be
used to supplement broadcast emission devices in dense plantings when a cer-
tain plant needs more targeted watering. These include single-outlet emitters,
multi-outlet emitters and bubblers. These emitters come in a range of flow rates

(from 0.5 gph to 24 gph) and inlet styles (barbed, threaded, spiked).

The plant type, the soil and the type of installation will determine which
emitter to choose. To satisfy the different water intake requirements of plants
in one irrigation zone, emitters can distribute different volumes of water using

the same run time. — JP

traditional system to achieve maximum
water distribution efficiency. Again, the
goal is to deliver the proper amount of
water to the root zone of the plants,
which will require smart product selec-
tion, proper design, pressure regulation
and filtration. Because drip requires low
volume and low pressure, every drip irri-
gation system should include filtration
and pressure regulation.

Pressure regulation ensures that the
pressure entering the system doesn’t ex-
ceed the maximum operating pressure of
drip irrigation. Filtration keeps large parti-
cles from clogging downstream compo-
nents, and lessens the chances of smaller
particles from impeding the water flow
from the emission device. Yes, periodically
the filter will need to be cleaned, but self-
cleaning filters exist that are ideal for cer-
tain applications. These virtually eliminate
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maintenance. Complete control zone kits
are also available on the market.

Hydraulic calculations are necessary in
drip irrigation designs, just as they are
with traditional systems.

Size you header correctly for the
amount of flow required, and take pres-
sure loss into account when you calculate
the lateral lengths of your tubing runs.
Pressure should remain between 15 psi
and 50 psi everywhere in the system after
the pressure regulator.

A landscape drip design guide is a
helpful tool that shows maximum lateral
lengths and header sizes based on flow
rates, helping determine calculations.

Find examples by visiting

inbird drip/li find
htm#appguides. v

— The author is the marketing manager

for Rain Bird's Landscape Drip division.


http://www.rainbird.com/drip/literature/index
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Mini & compact

equipme

he compact equipment indus-

try has changed remarkably

over the years. In the beginning,

the industry could be summed

up with two words: skid-steer.
Such machines helped take the “break”
out of “back-breaking” and became syn-
onymous with what was known as com-
pact equipment

But, as industry representatives and
end-users know all too well, technology
changes. For compact equipment, the
main driver for change was the many
users who found that their needs weren'’t
being met by the limited functionality of
skid-steers.

For example, compact track loaders,
once a niche player, have taken chunks of
market share from competitors over the
last decade. According to the 2006 Yengst
Associates “Equipment Analysis of Com-
pact Track Loaders,” more than 30,000 are
expected to be sold in 2007.

“It was inevitable that inventive
minds would develop alternatives to
skid-steers that would challenge the
basic assumptions of what compact ma-
chinery is, and what it should do for a
landscaper,” claims Brad Lemke, director
of new product development at ASV.
“For example, a rubber track loader can
beat a skid-steer in virtually all applica-
tions. This has given a buyer a lot to
think about when considering a pur-
chase.” Consider this:

» What sort of terrain will you be work-
ing on? If it includes turf, environmentally

sensitive areas or uneven ground, look
into finding a machine with a suspension
system and full rubber tracks. Ground
clearance is another important factor to
consider.

» Will you need to transport the ma-
chine or work in tight quarters? Machine
width and trailering capabilities come
into play here.

» If you're looking at a rubber track
loader, how is the undercarriage de-
signed? Some manufacturers have a sus-
pension system, while others maintain
rigid undercarriages. Factors to consider
are the terrain and rider comfort.

» Is the track system incorporated

into the design of the machine, or is it
added to an existing skid-steer frame? A
good point of consideration is whether
or not a machine has been built to be a
rubber track loader. Look for a machine
where the tracks and the frame have
been built from the ground up to work
in unison.
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Compact Power Inc. 4

Compact Power’s Boxer 320 mini-skid offers
the power in the smallest package yet. The
320 is a dedicated track machine that comes
standard with a 7-in.-wide rubber track that
produces only 3.2 psi of ground pressure to
reduce damage to lawns and landscapes. The
Boxer 320 is only 34.5 in. wide, but features a
tip capacity of 1,250 Ibs. and a 50% operat-
ing capacity of 625 pounds

For more information contact Compact

Power at 800/476-9673 or www.box-
erequipment.com / circle no. 264

Gehl
Gehl provides three models of its compact
track loaders: the CTL60, CTL70 and CTL80.
The CTL60 features high-powered, 4-cylin-
der, liquid-cooled and emission-certified
diesel engines, which deliver up to 97 hp for
exceptional performance. Models CTL70 and
CTL8O0 are turbo-charged. The 2-speed-drive
system uses high-torque, radial-piston mo-
continued on page 94
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continued from page 92

tors with planetary final drives. SAHR
(spring-applied, hydraulic release) multi-
disc wet brakes respond quickly to hold
the loader on any grade. The units have
exceptional hydraulic power, for depend-
able digging and self-leveling lift action,
and for keeping loads balanced when the
lift arm is raised.

For more information contact Gehl at
262/334-9461 or www.gehl.com /

circle no. 265

Ramrod

The 905, 915, 950 and 1150 Ramrod
Taskmasters handle the most demanding
jobs. The 905 Taskmaster can be as narrow as
32 in. to work in constrained areas and the
915 can wide track to 44 inches. There are
more than 40 versatile, “quick on, quick off”

attachments. From the low-step stand-on
platforms, operators get a clear, 360 degree
unobstructed view of their work area

For more information contact Ramrod at
800/667-1581 or www.ramrodequip.com /
circle no. 266

Ditch Witch

At less than 36 in. wide, the Ditch Witch
SK350 Mini Skid Steer can go anywhere you
need it. The Ditch Witch SK300 is a 13-hp,

Berkshire
arthwings

patented tree staking Systems --
the professional’s choice

traditional wooden stakes

Drive, then Pull
fo lock in place

e Earthwings

Which would your customers prefer?

call (413) 229-7919 or visit www.BerkshireEarthwings.com
Circle 151

snowpusherparts.-com

YOUR HOME FOR HIGH QUALITY DISCOUNT PARTS.
FOR ANY PUSHER ON THE MARKET.

BIG DISCOUNTS ON AFTER-MARKET
PARTS THAT FIT ALL BRANDS!

wear shoes, rubber & poly cutting edges, bolt kits,
chain & binder kits, cutting edge hold downs, etc.

Purchase from us

exclusively on the internet.
Circle 150
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track-mounted, platform mini skid steer. The
SK500 is a track-mounted, walk along mini
skid steer. The SK650's powerful 31.5-hp
Kubota diesel engine and hydraulic system
give it the muscle to do the jobs of much
larger machines

For more information contact Ditch Witch at
800/654-6481 or www.ditchwitch.com/
circle no. 267

Toro
Compared to other Dingo models, Toro's TX
525 Wide Track diesel compact utility loader
offers extra torque, longer engine life and in-
creased hydraulic flow for enhanced perform-
ance of ground-engaging at-
tachments. The model is
compatible with
Toro's 35-plus
compact util-

ity loader attach-
ments — making it suited for applications
such as installing irrigation systems, preparing
seedbeds, material hauling and handling,
constructing decks and fences, tree planting,
demolishing structures and pond building
Weighing 2,127 Ibs. with a standard bucket,
the TX 525 Wide Track has a rated operating
capacity of 553 pounds

For more information contact Toro at 800/Dig-
Toro or visit www.toro.com / circle no. 268

Tiger Equipment

The Cheetah Mini Skid Loader is the only
Stand-in-the-Middle mini skid steer loader
Less mistakes are made because the operator
can see the work area. The Cheetah also of-
fers excellent operator stability, exceptional
overall balance, simple user-friendly controls,
24-hp Honda with electric start engine and a
light footprint of 1,250 pounds. More than
40 attachments are available

For more information contact Tiger Equipment
at 540/489-7777 or www.tigerequip.com /
circle no. 269
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ASV

ASV's SR-80 rubber track loader is built on a
new ISR-4 undercarriage with 20-in. rubber
tracks, a multi-level suspension and four
wheel carriages on each side that flex inde-
pendently. The SR-80 has an overall width of
72 in., an all-new chassis and a 125-in. lift
height for the bucket. The cab has an ad-
justable suspension seat, split lap bar with

gauge package and an optional slide up door.

The company also launched a smaller model,
the SR-70 (not shown), with 15-in. tracks on
a 66-in. machine. This model is built on the
same chassis and cab as the SR-80. They can
travel at max 7 and 12.5 mph.

For more information contact ASV at 218/327-
3434 or visit www.asvi.com / circle no. 270

Caterpillar »

Caterpillar's C-Series line of mini excavators
has 22% more digging force and 10% more
stick digging force than other models. The
301.6C and the 301.8C have 18.1 hp,
increased hydraulic flow and pressure
New, variable displacement hydraulic
pump eliminates stalling. Operating weight is
3,792 Ibs. when equipped with a cab and
3,548 Ibs. with a canopy. Independent swing
boom lets the machine work next to a wall or
obstruction. 200-degree bucket rotation en-
sures good material retention at height as
well as flat trenching capability.

For more information contact Caterpillar at
888/0WN-A-CAT or www.cat.com /

circle no. 271

Hitachi

Two improvements to Hitachi’s new Zaxis
17U-2 compact excavator are its adjustable-
width tracks and its backfill blade with fold-

able end sections. These features reduce
the width to 40 in., allowing maneuverabil-
ity in previously inaccessible areas. When
fully extended to more than 50 in., the un-
dercarriage provides excellent stability for
operations. The standard quick coupler/hy-
draulic attachment package increases job-
site possibilities. The reduced tail-swing
ZX17U-2 improves performance specs,
more operator comfort, and better fuel
economy.

For more information contact Hitachi at
800-675-8459 or www.hitachiconstruc-
tion.com / circle no. 272
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Email: sales@raincad.com

Win Mbre Jobs and
Increase Your Profit!

® Design Projects Faster

'@ Become More Professional

. C;ééte' More Accurate Estimates
O Superlor AutoCAD@ Compatibility

""'"""The mdustry leader for
_ lrngatlon and Landscape Design Software
for more than a decade.

Buy now and be prepared for next spring!
Visit us online at www.raincad.com for details today!

RainTAfL

L.HND@‘ ILLUSTRATOR"™

Phone: (281) 463-8804
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LM Reports

IHI's NX series units have a hydraulic pilot joy-
stick for higher responsiveness and zero tail
swing. Mini excavator is powered by a 10-hp
water-cooled diesel. Auxiliary hydraulics to
front are standard, as is backfill blade. Has 5-
ft., 2-in dig depth. Undercarriage expands
from 27.5 - 37.5 inches

For more information contact IHI at 800/538-
1447 or www.ihicompactexcavator.com /
circle no. 273

Kanga

With compact power to handle the tough-
est of jobs, whether moving soil or mulch
across the work site, trenching for an irriga-
tion system or installing a fence. The 16-hp
Honda, electric-start Kanga Kid has more
than 10 attachments, all with a quick attach
mount plate. Unit weighs less than 1,000
Ibs. and is 32 in. wide. Complete system
trailer can be pulled behind a standard vehi-

cle. Ride-on operator platform and fingertip
controls minimize training.

For more information call Kanga at 800/476-
9673 or www.kangaequipment.com /
circle no. 274

Finn Corp. »

Finn Corp.’s Eagle compact skid steer comes
in three models: 204, with 20-hp Kohler
Command Pro; 244D, with 23.5-hp Cat
diesel; and 252 with 25-hp Kohler Com-
mand Pro. Its 3,000 psi parallel hydraulic
system provides full power simultaneously
to all functions.

For more information contact Finn Corp. at
800/543-7166 or www.finncorp.com /
circle no. 275

Vermeer »

Vermeer Manufacturing Co.’s S600tx rubber
track mini-skid steer features a spring-cush-
ioned platform and two single-joystick con-
trols with operator-handle grip that allows

operators to keep their balance while oper-
ating any of the machine functions. A ma-
chine width of 35.75 in. allows the S600tx
to maneuver through gates and other con-

advanced manul
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The new Mont<\§e® welded steel ornamental fence system blends
acturing and coating technology with innovative
all requirements for con-
siderably less than ornamental fences of the past. It is acclaimed as
“the greatest innovation ever introduced in the fence industry”!

E:' | AMERISTAR®

Fusion-welded for durability
E-coated maintenance free finish
Backed by 20-Year Warranty

1555 N, Mingo Road
l’hnm-l $88-333-3422
mentagelence com

(&

Tulsa, OK 74116
Fax 1-918-835.0899
Email mkige smeritarfeace com
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-Richard Petty
Winner of 200

! NASCAR Rates

0-15 mph, Fastest of th
+ Lifetime warranty on the leading edge of the deck and the tractor frame
» Zero-turning-radius mower with precision SmoothTrak
« 2-Year Commerdal Warranty, Parts and Service
* Superior quality of cut

steering

HUSTLER

I
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fined areas. The 7- or 9-in
tracks provide enhanced sta-
bility and lower operating
ground pressure

For more information contact
Vermeer at 888/VERMEER or
www.vermeer.com /

circle no. 276

Functional capacity, power and high perform-
ance allow MultiOne series GT to be used in
the maintenance of green areas for lifting,
cleaning, cutting and earth moving. Its
strength stands at 50 hp combined with a ro-
bust 4WD hydrostatic transmission, lifting
capacity of over 1,000 kg and standard
telescopic arm for heights of more than
four meters. More than 50 acces-
sories can be connected in less
than 10 seconds each
For more information
contact MultiOne at
208/356-8028 or
www.multi
one.com / circle no. 277

Bobcat

The Bobcat 425 zero-tail-swing compact excavator builds upon
the existing 430, 435 and 442 ZTS excavators. In the 2-3-metric-
ton class, the 425 standard-arm excavator delivers a maximum
digging depth of 8 ft. 4 in. and a maximum reach of 14 ft. 10 in
at ground level. The 425 is powered by a 26-hp liquid-cooled
diesel engine
and features 2-
speed (1.2 mph
low and 2.3
mph high)
travel motors
The 425 offers
3,282-Ib. arm
breakout force
and 5,058-Ib
bucket break-
out force. With
an overall
width of 61
inches, the 425 is able to access areas that larger excavators and
tractor loader backhoes cannot

For more information contact Bobcat at 866/823-7898 or
www.bobcat.com / circle no. 278
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Crew 1 at Johnson Mall?
Yes, and they arrived at 7:45.

Teletrac Customers Average

13% Fuel Savings

15% Overtime Savings

13% Fewer Wasted Miles

12% Productivity Increase
12% Less Unauthorized Usage

(Source: 2007 Teletrac Customer Survey)

Because Teletrac
FleetDirector® Lets Them

Cut overtime. Control unproductive time for
“getting started” and fueling periods. Saving
just 15 minutes per day with a 6-man crew
cuts overtime by nearly 8 hours per week!

Cut fuel and insurance costs* You
get accurate speed, mileage and vehicle
information in real time.

Renegotiate money-
losing contracts.
Accurate time-on-jobsite
information for better
cost estimating.

Handle more work with
same crews and equipment.
Improved productivity lets Teletrac customers
complete more jobs per week.

Find out what Teletrac FleetDirector
can do for your business. Get your
FREE Return On Investment Analysis.

Call 1-800-835-3872.
www.teletrac.net/lc
sales@teletrac.net.

leletrac

1l GPS Tracking Systems
{re Not Created Equal
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TECHNOLOGY  TRIMMER LINE, THE SCOOP

All of them will dO the job.
it boils down to which is easiest
to use and does the best job.

Test them first, then buy

BY ALLEN SPENCE

ou need to purchase trimmer line
for your trimmers. You're faced
with a bewildering number of
choices. How do you know
which one is for you? Is it even
important?

Consider these points about
trimmer line before you plunk down your hard
eamned cash:

1. Will this product help me make more money?
2. Will it do the job I need it to do?
3. How will it affect my equipment?
4. How easy is it to use?
Obviously, you won't know how a particular line

will function until you've used it. It takes a bit of

095.105
GREEN

DM
UARE

trial and error. Start by buying small quan-
tities from a trusted source. You can
find out for yourself what each type

oLUE
. O 8 of trimmer line does.

The line comes in at least five
sizes. Diameters of .065, .080, .095,

98 LANDSCAPE MANAGE

.105 and .130 are available. Within each size are sev-
eral different shapes and colors - round, square,
twisted, dimpled, and even hexagon shaped; it is a
long list.

Trimmer line should be chosen by matching its
diameter to the horsepower of the unit. The larger
the line, the greater the power needed to rotate it.
Failure to match the cutting-line diameter with
horsepower may cause mechanical problems such as
excessive carbon build-up, spark arrestor clogging,
premature clutch failure or overheating.

» Shapes — Round line is more aerodynamic says
one manufacture, square line has more cutting edges
and lasts longer says another. Another advertises that
their hexagon-shaped line has more mass resulting in
a cleaner cut. It is also supposed to last longer. Then
we have line with serrated edges. These edges act like
saw blades and are designed to work better in grasses
and weeds that tend to have stronger stalks. The dim-
pled line is claimed to accelerate faster, run quieter
and cut better.

» Colors — Distributors’ claims don’t make the deci-
sions easier. Green line blends in to the grass resulting
in less time spent cleaning up, advertises one distrib-
utor. Red, yellow and blue are highly visible, which
results in faster clean up times, argues another.

Of all these choices which one is right for you?
All of them will do the job, but which one will do
the job best for you? It boils down to which is easiest
to use and does the best job for you.

— The author is turf equipment management instructor
at Hinds Community College in Raymond, MS.
Contact him at haspence@hindscc.edu.

scapemanagement.net
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——SPECIAL OFFER—
See your authorized Shindaiwa dealer
for a $35 instant savings on any

C4 Technology® Trimmer or Multi-Tool®

i

T2510 TRIMMER
[ t: 24.5¢cc / Output: LI hp

First to Start. Last to Quit.

i
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Project Portfolio

RENOVATION / OUTDOOR KITCHEN / POOL TERRACE

The design

Connecting stair-
ways, an outdoor
kitchen and a new,
larger pool deck
terrace were on the
wish list for the
occupants of this 5-
year-old home.

The site before
construction

A small deck, two
separate staircases,
a swimming pool,
pavilion and land-
scape planting.

PHOTOS BY: ERIN B. BOGAN / MCHALE LANDSCAPE DESIGN

Project Requirements
m Relocate the existing pavilion.

mAdd a curved upper deck with
new connecting stairways, an
outdoor kitchen and new pool
terrace — one that repeated the
curve of the pergola.

m Access off the heavily used
garage driveway area made
materials storage and backyard
access a challenge during the
project.

Project Specifics

The existing hardscape and

woodwork did not meet the

standards of craftsmanship and

design the new owners wanted. ABOVE The pavilion was moved and centered on the
new, larger pool deck, which has a detailed paving
pattern and bull nose bluestone coping.

RIGHT The geometric IPE decking was fastened by a
biscuit system, preventing any surface penetration to
the decking.

100 LANDSCAPE MANAGEMENT / MAY 2007 / www.landscapemanagement.net




ABOVE The new staircase features a steel
framework clad with IPE treads, PVC syn-
thetic risers, solid 6x6 cedar posts and a
mahogany rail cap. The cap was built on
site by scribing the metal rail shape onto a
full 2x8 piece of IPE.

ABOVE Fiberglass architectural
columns and synthetic PVC
trim material are long-lasting
alternatives to wood trim, and
the raised panel detail of the
below-deck dry storage area
repeats the home’s architectur-
al detail. Also note the curved
decking border boards, which
were constructed by milling a
2x10 board down to 1-inch
thickness and then scribing the
curve. This before shot shows
the original staircases and drab
patio area.

This project was a Grand Award winner in
PLANET's Environmental Improvement Awards
program. For more information on this pro-
gram, or other services of the Professional
Landcare Network, please call 800/395-2522
or visit www.landcarenetwork.org.
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Passion for custemer satisfaction delivers
a renovation featuring a year-round -
.outside swimming pool

BY SUE BRC

ituated on the far eastern
edge of Kansas, smack dab
next to the Missouri bor-
der, lies the town of Olathe
(pronounced O-lay-thuh).
It’s the Shawnee word for
“beautiful” Included
among the 100,000 residents is Jason
Cupp, CEO of Highland Outdoor Land-
scape Designers, which caters to upscale
residences and commercial properties.
Because of the city’s locale, Cupp
named one of his company’s most recent
ventures the State Line Project. It's a
high-end ranch-style home of about
5,000 sq. ft. surrounded by about an acre
of landscaping that required enhance-
ments or renovations. A Kansas City, MO,
firm, D. Andersen Consulting, provided

the project’s engineering and consulting.

Built on trust
Dan Andersen and Jason Cupp have
worked together for three years on other

projects, as well. Their thoughts and

102

philosophies dovetail so well that you
would think that one can read the mind
of the other. There is pride but no ego in
their business relationship.

“We think alike and we both keep an
open mind for change or suggestions,”
says Andersen. “We believe craftsmanship,
creativity, trust and client importance is
woven into every project. All of these
qualities result in achieving our goals.”

Cupp has been passionately devoted
to landscape design/build since 1986. It’s
a commitment that fuels the efforts of
Highland’s employees, as well.

With the State Line project, Cupp and
Andersen worked with a client who trav-
els a great deal. He requested that his out-
door pool be designed so that he could
use it year 'round. Heated to 89 E for that
purpose, the client enjoys the heated pool
even when the winter temperatures fall
below freezing, which happens, on aver-
age, about 100 days a year in Kansas City.

“It was a big project,” Cupp says of

the pool renovation. “We installed a

LANDSCAPE MANAGEMENT / MAY 2007 / www.landscapemanagement.net

Winter dip in the pool? A Kansas City
homeowner enjoys winter swims thanks to
Highland Outdoor Landscape Designers.

cover that slides out of sight when the
pool is not in use. If the client is not
home, the cover is put in place and the
pool temperature is turned down. When
Andersen says the client is returning
home, we uncover the pool and turn up
the temperature, all by computer. All is

ready when the client gets home.”

No cold feet here
When Highland Outdoor says it delivers
customer service, it's not just talking, it's
doing.

“On one occasion it snowed 12 inches
overnight. Any time the client is home, the

continued on page 104



There’s something for everyone
at this year’s Pondemonium®!

Add water gardening to your business to
substantially increase your profits,

® Find out how to sell $1 million in ponds.

® [ eam how to profit with 20 simple steps,
20 products, in just one day,.

® Master your financials. N
What's the word on the street \ , “TE
e r t - ' :
| about PONDEMONIUM®? Increase your sales closure percent, : o e
“... Aquascape definitely delivers ® Sell to the toughest and largest buying . -
timely and relevant training material , e n Z .. e
l that gives you the key to drive your grovp Women. ‘qq.!w ” e A
business to Suoeees! ® [mprove your job estimating skills. Build-A-Pond Days
~ Randy Young, pu q
Tranquil Waterscape Designs ® Small investment, [O"ge returns -

use marketing effectively.

Aquascape continues to train the top professionals. We will
teach you everything you need to know to have a profitable
business. Enjoy our networking activities like the Cross Country
Golf Outing, Water Feature Building Contest, Build-A-Pond Day
Seminars, and more!

i you want to put money in you pocket faster, %
Pondemonium® is for YOU!

_.</>‘ _4\~\’v, )
Water Feature Building Contest

What are you waiting for?

REGISTER TODAY!

- Agua  US866-877-6637 ext. 1668 CAN 866-766-3426

X Ponds Done Right. .
Customers Served Right. www.pondemonium.org
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DESIGN/BUILD LANDSCAPE OF

continued from page 102

crew arrives about 5 a.m. to remove the
snow so that he can swim in the moming
without walking through snow," says
Cupp. "And the snow is removed by hand
so there isn't a lot of noise that would
wake up the client.” When the client is
out-of-town, a machine removes the snow.

Meeting customer expectations in
spite of unforeseen challenges is the hall-
mark of a quality company, and the State
Line project had challenges.

Andersen says: “We wanted to en-
hance the pool perimeter in an onyx
color so we found and ordered about 18
tons of Mexican pebbles. Our concrete
supplier stored the stone at his yard. Then
it rained. A jelly-like substance oozed
from the stone and we were astonished.

Everyone — me, Jason Cupp, and the
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Cupp’s coinpani( enhanced
some of the features™
already preseft, dn the'
property, such as the
limestone walls and

supplier. We sent a few of the stones to a
lab for processing and it was discovered
the goo was some type of algae. We had
to replace the stone with another type of
shiny black pebbles.”

Cupp emphasized that the landscap-
ing, brickwork and other requirements
were not all new installations.

“We enhanced and reclaimed what was
already there to keep the house as original

as possible,” Cupp says. “A rectangular
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limestone wall with arched insets is next
to the pool. We cleaned it up and added
two lions heads that were elsewhere on
the property. The lions heads became
fountains that flowed into the pool.”
Vines, both dried and healthy, covered
a similar wall on the property. “We found
the main root system was strong and
healthy and we pruned the foliage back,
keeping the vines along the top of the

wall as decorative greenery. Regular main-

Maybe It's Time to Look
into an Aeration System

No one should have
to live with poor water
quality. Being the
industry leader for
over 50 years,
Otterbine offers a
variety of surface spray and sub-surface
aeration systems that effectively circu-
late water and transfer oxygen. And with
independent testing conducted by the
University of Minnesota, you can rest
assured that Otterbine systems will sur-
pass all industry standards and your
expectations. The result? Beautiful,
healthy waterways—on the surface, as
well as below where it counts!

1-800-AERSTER
610-965-6018 » www.otterbine.com

Otterbine Aerators Are Ildeal For:

« Retention Ponds
* Algae & Weed Control

» Detering Insects

Product leasing available. « |rrigation Ponds
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tenance will keep the growth under con-

trol.” Similarly, Highland Outdoor Land-
scape Designers and upgraded the land-
scape’s irrigation system.

Because the client likes to entertain
guests poolside, the company installed
new lighting at the pool area and also in
the landscape at the rear of the house,
which also features a red, brick pathway
and a patio.

“On the moming of the big celebra-
tion party, we were checking the lighting
one more time and found one of the
transformers had blown,” recalls Ander-
sen. “Jason had one of his crew go to his
own home and get a transformer from his
yard. The party went off without a hitch,”

Cupp’s Highland Outdoor specializes
in upscale residential design/build proj-
ects, maintenance of any landscaping and
snow removal, as well as providing similar
services on premier commercial proper-
ties. It also incorporates property manage-
ment and concierge services into its resi-

dential/commercial packages.

More challenges ahead

However, Cupp’s real passion is envision-
ing the finished project, such as the State
Line project.

He and Andersen are working on an-
other challenging residential property
where the owner has requested an indoor
swimming pool. It's not your “cookie cut-
ter” indoor pool with a greenhouse-type
of roof.

“It’s going to be in the middle of the

house, accessible from the living room,

the kitchen and the master bedroom,”
explains Cupp.

As with every other project the An-
dersen/Cupp collaboration has been in-
volved with, this one sounds like it’s going

to pose some fascinating challenges.

“As long we don't lose sight of our vi-
sion and we don't let our passion start
flagging — and we won't — we'll be
fine,” says Cupp confidently. tm

— The author lives in Cleveland. Contact

her at neebrokaw@yahoo.com.
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www.prolandscape.com

SELL BETTER |

EASY TO USE ... PROFITABLE ...

Landscape

800-231-8574 or prolandscape@drafix.com

PLAN BETTER |

Specifically designed for
landscape fessionals

PRO Landscape ¢

Realistic Photo Im
Easy-to-Use CAD and
Professional Proposals

all to improve your bottom line
With more than 15 years on the
market, it's the most popular
professional landscape
software available today. |
simple, it's profitable - and now
with 3D, it's power you've never

had before

60-Day Money-Back Guarantee

“I sold twa jobs the first week | owned
the program. I'm hooked!
Dustin Leite, Maple Leaf Farms & Nursery

“I've lost track how many times
PRO Landscape has paid for itself.”
Brett Seltz, Tollgate Construction
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IS PRIV Y WINNING WITH WATER

Collaborative

Tossing out the

plans and designing
a residential water
feature as you go can
spell disaster — or
something incredible

this at home, "projects, but Bulone, owner
of Bulone Brothers Landscaping, Aurora,
OH, made it happen. He “teamed" with a
BY DON DALE client to create what an incredible back-
yard waterscape project. In other words,
hen you putacre-  Bulone and the client agreed to pretty
ative contractor much scrap the original blueprints and
together with an the original contract — and “wing it” in
equally adventure-  the midst of a very complex job.
some client, unex- Not a good idea? Recipe for disaster?
pected things can From time to time, given the right
happen. Sometimes you have to trust circumstances, why not throw caution to
your ingenuity, tap into your client’s en- the wind and test yourself, asks Bulone?
He started his design/build company in

1992, and since he's experienced in cre-

thusiasm and let 'er rip, says contractor
Mike Bulone.
Maybe this is one of those “don’t try ating water features and loves the inge-
o , nuity they require, he was confident his
& . ' company and the client could pull it off
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— he just didn’t know how.

The customers found Bulone through
a local pond and garden tour after admir-
ing the water feature he saw at the con-
tractor’s house. That led to some work,
such as renovating an existing pond in the
client’s front yard. But the big job was to
be a water feature in the backyard.

Leaving the known behind

That job ultimately encompassed the en-
tire backyard and took up about five
months of Bulone’s time over a period of
almost a year. Taking the client’s original
ideas, Bulone came up with some of his
own. This led to a collaborative effort that
was so creative that it necessitated leaving
the original design and working from day
to day on elements that client and con-

tractor collaborated on.
e ! continued on page 108
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A WALL, IS A WALL...IS A WOW!

If your client wants more than an ordinary retaining wall, select VERSA-LOK. No other wall system
gives you the same combination of aesthetics, installation ease and performance. VERSA-LOK’s unique
construction gives you the freedom to create stairs, curves, corners, columns and freestanding walls
Units can be quickly modified on site—eliminating the need to order special pieces. And their
solid-unit characteristics provide unsurpassed durability. In addition, the Weathered™ texture and
Mosaic® random-pattern options will give your project a look that is sure to turn heads.

For more information on how VERSA-LOK can bring personality and style to your retaining wall
project, call (800) 770-4525 or visit www.versa-lok.com

VERSA-LOK®

Retaining Wall Systems
Solid Solutions.
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DESIGN/BUILD WINNING WITH WATER

continued from page 106
“There was a lot of creativity there. It
was above and beyond the normal,” Bu-
lone says. He loved the process, and the
client got into the spirit of the project.
By the end of the job, the back yard

¥ Grade changes challenged Bulone’s crew
in building the patio and water features.

held a stream, a bridge, an extensive patio,
a lot of new vegetation and a waterfall as
well as several small water grade changes
ending in a pondless reservoir. It was a
water feature that grew, in phases, into an
entire landscape.

The job began in the fall of 2005 with
the grading of the odd, triangular back-
yard. The first part of the work was a
walkway and multi-tiered patio. Next
came a 6-ft.-long footbridge, which Bu-
lone conceived as being stone. It ended up
being built in three phases in concrete,
and then his crew put a stone veneer on it.
The bridge was based on the client's con-
cept of a Thomas Kinkade painting that
had a bridge in it.

“Then we started carving out our
stream bed,” Bulone says. It ran under the

bridge, dropping three levels, and ended

CHAMPA

« COMPLETE FOUNTAIN KITS
e FROST PROOF POTTERY

« CARVED STONE

WWW.CHAMPACERAMICS.COM
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in a huge hole filled with gravel. That was

the pondless water holding tank, the size
calculated after figuring grade require-
ments and the fact that the recirculating
system would require 17,000 gallons of
water per hour.

Using mostly Aquascapes circulation
equipment, the water system began with
a hidden biofalls box from which water
overflowed into the head of the stream
among some evergreen trees. At the bot-
tom, water was recirculated through a
pump and filtration in a vault hidden in
the holding pond. Three pumps were
used in all. There is a 4-ft.-tall waterfall by
the bridge that streams into the holding
tank and is viewable from the house.

Another prominent aspect was the
stones and boulders. Bulone was almost
fanatical in selecting colored “character
stones”. He and his crew fitted about 50
tons of stone into the landscape, including
many moss stones and one 700-lb. boul-
der that he drilled through with a dia-
mond bit so that stream water could run
through it. Reworked drainage and a
planting of Canadian hemlock trees for

backyard privacy were also necessary.

Excellence recognized

The yard turned out to be beautiful, and
it won the 2006 Water Features & Light-
ing Award (Category II, over $25,000)
from the Ohio Landscape Association.
But a beautiful part of the story is how
well this turned out with both client and

builder tossing out ideas over the course



of the project. Bulone is still amazed by

the customers’ active participation.

“We wanted to make sure we were on
the same page,” he points out, so good
communication was important. Fortu-
nately, the homeowner was around a lot,
and Bulone was on the job most of the
time himself. “A lot of it, we winged it,” he
recalls, and made corrections to the cor-
rections as they went along.

For anyone who knows Bulone, that
doesn’t come as a surprise. He's a creative
contractor who loves to tweak and re-
design and reassemble as he progresses.
When you're working in concrete and
stone, that can be a hassle, but he’s just
the type of guy who will tear out work if

the aesthetics aren’t there for him. His
crew of seven to 10 workers (it varies
with the season) has learned to be patient
with him. “First of all, they know I'm
crazy,” jokes Bulone.

As for this particular client, he calls
him a “needle-in-a-haystack kind of cus-
tomer.” He says that their relationship was
so successful that early in the game the

two of them not only began changing the

¥ The 6-ft.-long concrete bridge was built in
phases and is a focal point of the landscape.

<4 Bulone took care in selecting the boulders
and “character stones” that would grace the
flowing stream and 4-ft.-tall waterfall. Every-
thing is viewable from the client’s house

design, they also agreed to set aside the
original estimate and contract. Because the
project grew and grew, the company basi-
cally ended up working on a per-day rate
that was acceptable to both parties.

“The homeowner’s very happy,” Bu-

lone adds. “That’s what it all comes
down to.” tm
— The author is a freelance writer living in
Altadena, CA, has been covering the Green
Industry for more than a decade. Contact

him at info@landscapemanagement.net.

Slate
Grante
Quartzite

and more...

Blyg,
“tone

When

QUALITY MATTERS,

Oty Ola

EDGINGS, INC.

..especially when you are restraining architectural hardscape stones

1-800-EDGINGS *® www.olyola.com
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TOOLS OF THE TRADE

Label amendments for Dismiss
FMC Professional Solutions received EPA
approval of label amendments for Dismiss
turf herbicide. Approved label amendments
for Dismiss include: post-emergent control
of goosegrass addition; shortened over-
seeding and reseeding intervals; shortened
sod establishment interval; purple nutsedge
split application table; St. Augustinegrass
addition; surfactants not recommended
Dismiss will also now be available in 2-0z
dosing containers, which are more conven-
ient for lawn care operators. Dismiss turf
herbicide continues to offer lawn care oper-
ators, golf course superintendents and
other turf professionals effective, fast con-
trol of tough sedges
For more information contact FMC
Professional Solutions at 800/321-1362 or

/ circle no. 279

Irrigation pipe setter
IPS Corp.'s new Weld-On 2737TM Hot ‘N
Fast PVC cement is an aggressive and fast-
setting cement for quick irrigation pipe in-
stallation and pressurization. Ideal for irriga-
tion applications, Weld-On 2737 Hot ‘N Fast
15 a low VOC PVC plastic pipe cement. Weld-
On 2737 Hot ‘N Fast cement goes on blue
and quickly fades to clear in sunlight for pro-
fessional, clean-looking joints. Because of its
superior viscosity, it provides consistent cover-
age on pipes and fit-
tings and is reliable in
both wet and dry
conditions

For more information
contact IPS Corp. at
800/421-2677 or
WWW.IPSCOrp

circle no. 280
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Long throw
Underhill's Mirage
M-160, a new super-
sized sprinkler with a
164-ft. throwing radius,
is now available for use
on synthetic and natural
turf, including football,
soccer and other large
sports fields. A piston-
driven water cannon, the M-

160 is typically mounted on

the sidelines and provides

full or part-circle operation. Six

M-160s are capable of irrigating an
entire football field from outside the
playing area. For sports fields with syn-
thetic turf, the M-160 is ideal for cooling
and washing down the playing surface
before games and helps improve field
safety by reducing skin burns.

For more information contact Underhill
at 866/863-3744 or v
/ circle no. 281

w.underhill.us

continued on page 112

MobouLar ESP

CONTROLLER
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Install Confidence;

—_ . Custom DEerFauLT PROGRAM
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FREE
Shipping
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SHIPS SAME DAY
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800-600-TUR
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Call Now & Save
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Only one variety of seashore paspalum can be seeded, and that's
Sea Spray. But why seed instead of sprig? That's simple: so your
golf course is ready for play sooner. Tests conducted by Pure-Seed
e e e Testing, Inc. showed that Sea Spray seeded seashore paspalum
germinated and established faster than popular sprigged varieties
of seashore paspalum. Find out for yourself; call Scotts Turf-Seed
at 1-800-247-6910 or go on line at turf-seed.com/seaspray

for more information about Sea Spray and the location of your
nearest Sea Spray seashore paspalum distributor.

( JE BETURESEED, 80Q-247+691.0 ¢ fax 503792.3637
o dl Sl

wwwiturf seed.com ®.email: info@turf-seed.com
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Products

continued from page 110

Green Industry
software
New and improved Groundskeeper Pro soft-
ware from Adkad Technologies makes it a
breeze for landscaping and lawn care compa-
nies to do their books. Groundskeeper Pro
features scheduling, routing, billing, customer
account maintenance, job estimating, cus-
tomizable customer lists, tracking business ex-
penses and more. The software is packed
with additional features: enter up to 10,000
customers; invoice for regular repeating serv-
ices and estimates; invoice for special services
and time and materials; print or email in-
voices; easy access to customer account his-
tory. Besides the time savings, the software
enables companies to look more professional
For more information contact Adkad
Technologies at 800/586-4683 or

Ikad.com / circle no. 282

Dump
trailers
Designed for a
wide range of applica-
tions, Bri-Mar’s Low-Profile Heavy-Duty (LP
HD) dump trailers have the deck positioned
between the wheels. The tires and fenders
are located outside the frame and body of
the trailer, producing a wider, more stable
wheelbase and lower center of gravity. The
low-profile deck is closer to the ground and
minimizes the angle of ramp incline. This
makes it better suited for general, landscape
or hardscape contractors who transport
equipment and haul materials. All models
have 81.5-in.-wide beds that are 12, 14 or 16
ft. in length, with 5.0-, 5.9- and 6.6-cu.-yd

capacities

For more information contact Bri-Mar at
800/732-5845 or vwww ! /
circle no. 283

More Solutions.
Greater Quality.

Whether your project calls for Valley View Landscape Edging, Diamond-Lok®
Paver/Brick Edging or Venus® planters and trash receptacles — no company
delivers more guaranteed quality than Valley View. Don't settle for less!

'XgllgyVieW@ i

Industries  zpaner

www.valleyviewind.com ¢ ph 800-323-9369
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Pond aerator
The Boilermaker is an improved high volume
floating surface aerator designed for maxi-
mum oxygen transfer and water flow. The
low profile design of the “Boilermaker” cre-
ates a maximum volume white boil effect of
highly aerated water which fish love and
algae hates. The heavy-duty design of the
Boilermaker is ideal for salt water applications
and for fresh water use. The Boilermaker's
large volume of water circulation and the
highest oxygen transfer rates makes this
water feature the preferred selection
For more information contact Scott
Aerator Co. at 800/WATER-45 or

A tt / circle no. 284

'WW.SCOTLa

System-In-A-Box

Weathermatic introduces new pre-packed irri-
gation systems that help contractors save
time during installation. The “System-in-a-
Box" features key irrigation components that
are ready to install at a residential site, includ-
ing: a SmartLine modular controller, plug-in
module, rotors with nozzle racks and key,

spray heads with nozzles, a choice of valves
and optional weather station. Two systems
packs are available: the Pro Pack and the Tract
Pack. The pre-packed cartons save 10% off a
system’s cost, as compared to purchasing the
products individually.

For more information contact Weathermatic
at 888/4-THE-PRO or www.smartline.com/
circle no. 285

continued on page 114
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Atrimmec® Plant Growth Regulator
can give your bids a new edge. Atrimmec
reduces labor and disposal costs by slowing
the growth of trees and shrubs by 50%
or more — in some areas, for the
full season! Less growth, less
cost. Less cost, more profit.

® Easy spray application
@ Does not affect turf growth

® Creates fuller, more compact,
uniform shape

® Labeled for use on over 50
ornamental landscape species

-

Eonoomsl"

TS & S e oo T

AT/’ZMMMEC

Treated Lintreated

Get the competitive edge -
Atrimmec Plant Growth Regulator

[E PLI /cGordon
corporRation

An Employee-Owned Company
1-800-821-7925 - pbigordon.com

Atrimmec® is a registered trademark of PBI/Gordon Corporation
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continued from page 112

Gets grubs out

GrubOut Season Long Grub Control is based
on the active ingredient imidacloprid, which is
the most widely used chemistry for season-
long grub control. Andersons, a premier for-
mulator of professional fertilizers and control
products, offers a variety of fertilizer +
GrubOut formulations to meet the needs of
turf managers. A granular version (no fertil-
izer) is also available for Andersons' DG Pro
dispersible carrier

For more information contact Andersons at
800/253-5296 or www.andersonsinc.com /
circle no. 286

Visual scheduling aid

To ease the burden of complex scheduling for
landscaping businesses, Magnatag Visual Sys-
tems has introduced the Do-Done JobStage
Tracker. This color-coded, magnetic white-

board designed specifically for the landscape
contractor features 16 columns to track each
stage of a project from beginning to end for
a wide range of customers. The Do-Done
JobStage Tracker comes with Magnatag’s
unique FlipOver Do-Done 2-sided yellow-
green 5/8-in. diameter magnetic circle sym-
bols to show yellow for each pending stage
and green for completed tasks.

For more information contact Magnatag at
800/624-4154 or www.magnatag.com /
circle no. 287

Tidal Wave of color

Pairing an extra-large container with an in-
ground planting of the same plants makes an
impact on professional landscapes. Tidal Wave
spreading petunias from Ball Horticultural Co.
are designed for this luscious look because
they stand out in both large containers and
landscapes. By planting Tidal Wave Silver
spreading petunias in-ground, and then “top-

ping off” the look with a large container of the
same variety, the plants will grow “up and
over” the sides of the container for a moun-
tain of color that cascades onto the landscape
bed below. Tidal Wave petunias can reach 16
to 22 in. tall and spread up to four feet.

For more information contact Ball Horticulture
Co. at 800/879-BALL or wwww.BallLand-
scape.com / circle no. 288

Municipal Trucks
Tractors

Wheel Loaders
Skid Steers
Backhoes
Sidewalk Equipment

Grader blades

e e

Toll Free:

-MACHINABILITY -
SNOWPLOWS

MODELS AVAILABLE

e 8-way power vee plows with trip edge
e Power side wing plows with trip edge
Trip edge & trip mold board plows

Sidewalk vee plow with trip edge
STANDARD SIZES 4' TO 21" *

QUALITY DOESN’T COST -
(905) 332-8088

1-877-321-2282

www.machinabilitysnowplows.com

Circle 169
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for fast; effeé’t\ @ maintenance

also excellent on namral turf
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For full details of the SISIS 0SCA, contact -

SISIS INC PO Box 537, Sandy Springs, SC 29677
Phone; 864 843 5972 Fax: 864 8435974
E'mail: sisisincbellsouth.net

WwW.SIsis.com
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FIND WHAT YOU'RE

LOOKING FOR.

You know what you're looking for. You need it now. Vital, up-to-the-minute
information to help you grow your business. The million dollar question is, do you
know how to find it?

Landscape Management is pleased to introduce GreenSeeker, the most comprehensive
Green Industry search engine on the Web. GreenSeeker zeros in on the products,
services, and news you want and leaves out everything else.

GreenSeeker gives you a competitive edge — because when you find what you're
looking for, you're the smarter green industry professional.

Seek and you shall find.
Visit www.green-seeker.com today!

gr‘eenf%@@&s‘% r
\

The search engine for the
green industry professional.

www.green-seeker.com


http://www.green-seeker.com

WERE YOU

At GreenSeeker, you find what you were REALLY looking for.

You know what you're looking for. You need it now. Vital, up-to-the-minute
information to help you grow your business. The million dollar question is, do you
know how to find it?

Landscape Management is pleased to introduce GreenSeeker, the most comprehensive
Green Industry search engine on the Web. GreenSeeker zeros in on the products,
services, and news you want and leaves out everything else.

GreenSeeker gives you a competitive edge — because when you find what you're
looking for, you're the smarter green industry professional.

Seek and you shall find.
Visit www.green-seeker.com today!

R e W Y ‘;; P S/ LN
\ ! seekKenr
green \b\. eekel

The search engine for the

green industry professional

www.green-seeker.com
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ADVERTISING
INFORMATION:

Call Kelli Harsany at
800-669-1668 x3767
or 216-706-3767,

Fax: 216-706-3712,
E-mail:
kharsany@questex.com

BUSINESS FOR SALE

NORTHERN MICHIGAN
LANDSCAPE & SUPPLY COMPANY
Located across the street from the biggest ski
and golf resort in the Midwest. Close to Lake
Michigan, high end seasonal clients. 3 acre
supply and garden center, 3 bedroom home,
one bedroom apartment, garage and retail
building, crews to perform complete range of
services, new equipment, stock and inventory.
Must sacrifice because of health.

231-549-2081

Large Landscape Installation &
Maintenance Business for sale.
Gross revenue $2.5M, located in Illinois.
Call for details (630) 848-1784
www.naperrealty.com

Looking to hire
someone?

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

.,M'; A

» Payment must be received by the dlassified closing
date.

» We accept VISA, MASTERCARD, and AMERICAN
EXPRESS

» 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).

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!

DOPPORTUNITIES

@ PROFIT $ PROFIT $ PROFIT @

The answer is NOT more jobs & more equipment! Profits Unlimited
is the real deal. Our manuals & CDs will help you earn more CASH &
PROFIT for you, GUARANTEED!

o www.profitsareus.com

CALL: 800-845-0499

$

nothing will be any different tomorrow!

“Simply put, WMMMM7W0'03&3%WWMSW
strategies” Mike Rogers Care Takers Ground Maintenance
If you don’t change anything today, $
Taking Your To The Next Level
Synthetic Golf Greens Voted,
“The #1 Profitable SEI’VICG Idea Of 2006” Reasons To Call Us:

* Huge Profit Center - Up To 60%
* Advanced Online Training
* Utilize Existing Equipment

* An Easy Add-On Service
| * Up Sell Existing Products
* Greens Sell More Landscapes

800-334-9005
www.allprogreens.com

WANT TO BUY OR
SELL A BUSINESS?

Professional Business
Consultants can obtain purchase
offers from numerous qualified
potential buyers without disclosing your identity. There
IS NO Cost for I}H‘ as ( ('n\ul[.ln[ stecis ;LH\{ i‘\ [h(
buyer. This is a FREE APPRAISAL of your business

If you are looking to grow or diversify through
acquisition, | 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

m;m@(m 5 » Fax 508-252-4447

Quality Synthetic Grass Surfaces

Building Successful Relationships
Since 1998
Call us today 877-881-8477
WWWw. thtputlmomccnu,)mpdn) com
WWW.X-grass.com

s

Mavger & Acquesaion Specialnt

Use color to get the attention your ad deserves!

E-mail pbemellol @aol.com
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Renews the color of faded,
sun-bleached mulch. Bio-Friendly.
Lasts the season. Won't harm

plants. Black or Dark Brown.

5 gallon container covers 10,000

20,000 sq. ft. $124.99 + S/H.
www.mulchrenew.com

610-584-8830

Call for a FREE video
& info pack!

Turbo Technologies, Inc.
1-800-822-3437
www. TurbolTurf.com

BRICKMAN

Enhancing the American Landscape Since 1939

Brickman is looking for leaders
who are interested in growing their
careers with a growing company.

Nationwide career and internship
opportunities available in:

* Landscape Management

* Landscape Construction

* Irrigation

* Accounting

* Business Administration

Start growi our career at:
Start or ing your career at

brickmangroup.com

GPS TRACKING SYSTEMS
Live and “no fee”
800-779-1905
www.mobiletimeclock.com

FLORAPERSONNEL, 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.florapersonnel.com

G,R@W ONLINE.

www. Iandscapemanagemént.ne?

',!,"
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Land-Tech Enterprises Inc. is one of the
Delaware Valley’s largest multi-faceted
landscape firms. Serving commercial
clients throughout PA/NJ/DE.
Our continued growth presents exciting
career opportunities with unlimited
growth potential!

Career opportunities in management,
production, supervision and crew level
are available in the following work
disciplines:

» Landscape Management
« Landscape Construction
» Erosion Control

« Business Development-Estimating

Contact Human Resources at
215.491.1470 or fax resume to
215.491.1471
careers@landrechenterprises.com
www.landtechenterprises.com

nkpe

Nakae & Associates, Inc. is one of southern
California’s leading Native Habitat Revegefation
and Restoration Contractors. Since 1984, we have
been creating and mammmma both native habitats
and commercial landscape and irrigation projects.
Our continued growth presents excellent career
opportunities with unlimited potential for
advancement. We are currently seeking people for
the following positions:

* Project Managers

® Superintendents

* Foremen

® (rew Leaders

® Drivers

* Fquipment Operators

* Revegetation Specialists

® Spray Technicians (QAL, QAC)

Please send your resume fo the attention of
Mr. Kevin P. Kirchner @ ocstaff@nakae.com
or fax to (949) 786-2585.

Nakae & Associates, Inc.

11159 Jeffrey Road, Irvine, (A 92602
ph. (949) 786-0405

WWW.LANDSCAPEMANAGEMENT.NET
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+ Account Managers
* Branch Managers

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

SERPICO LANDSCAPING, INC.

\

Enter the classifieds
+——  ONLINE at
landscapemanagement.net

Al b
GNLINE

GOTHIC GROUNDS
MANAGEMENT, INC.

Since 1984, we have been creating long-term
relationships with clients through outstanding
personalized service and problem solving. We
are one of the largest landscape contractors in
the southwestern US operating in the greater
Los Angeles, San Diego, Phoenix and Las
Vegas markets. The Company specializes in
landscape construction and maintenance for

residential master-planned community develop-

ers, home builders, and industrial commercial
developers. We offer an excellent salary,
bonus and benefits package. Outstanding career
opportunities exist in each of our fast growing
branches for:
Account Managers
Estimators
Foremen
Irrigation Technicians
Project Managers
Purchasing Agents
Sales Personnel
Spray Technicians (QAC, QAL)
Superintendents
Supervisors
For more information, visit
www.gothiclandscape.com
or email: hr@gothiclandscape.com
Ph: 661-257-1266 x204
Fax: 661-257-7749

Landscape Construction
Established Quality Landscape Company is
seeking Supervisors/Foreman with experience
in Masonry, Landscape Construction, and Fer-
tilization. Competitive Pay, excellent career
opportunities! A great place to work!
Please call The Veron Company
508-485-4884.

anch Manager of
Regional Manager to work for you

fax to 407/246-1623.

FIND YOUR JOB TODAY

www.GreenlIndustry-Jobs.com

Warsrdac"

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

Customer Management
Scheduling, Routing
Job Costing, Estimating
Inventory, Purchasing
Automatic Billing, Invoicing
I AR/AP, Payroll, Accounting
Marketing, Mobile Computing
Download a free demo of the software that has
been setting the standard for two decades!

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

—

enhance

your ad with color
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SMALL/MID-SIZED COMPANIES TO WATCH

An unusual alliance

Four former competitors pool
interests and service strengths to
become a market force

BY RON HALL / Editor in Chief

haring clients, equip-

ment, advertising is

rare. In the real world

contractors compete.
But there are instances where
contractors refer business to
each other, often in a contrac-
tor/sub relationship. But four
companies serving a market in
what can most accurately de-
scribed as a “confederation?
That'’s a stretch.

Finding synergy
Located in the far northeast
corner of Ohio, the four com-
panies, last year, crafted a rela-
tionship to share resources
such as advertising dollars, jobs
and sometimes even equip-
ment and employees.
Previously, they competed
for essentially the same cus-
tomers, even though each com-
pany specialized in a different
service. This meant they relied
upon subcontractors to deliver
all of the landscape services
that many clients wanted. It
wasn't a satisfactory arrange-
ment, several of them felt.
They were losing clients to am-
bitious subs. Also, they weren't

satisfied that the subs were rec-
ommending work back to
them from potential clients.

That led to each of the
four companies becoming
more specialized and joining
forces in a loose “partnership”
to offer a complete range of
landscape services. The com-
panies are:

Basic Lawn Care, specializing
in residential lawn care, gutter
cleaning and maintenance;

Brobst Landscaping, offering
mulch blowing, lawn installa-
tion, hydro seeding, commer-
cial mowing and snowplowing;

Just Gardens Landscaping,

a landscape design and instal-
lation operation; and

Reflections Natural
Waterscapes water features
and hardscaping.

“The worst thing is to turn
away business because you're
too busy,” says Julie Cole of
Just Gardens Landscaping.
“Sometimes you have to be-
cause there's too much work
and not enough of you to go
around. You lose a sale and,
usually, the potential for fu-
ture work. That was a prob-
lem, but I also was reluctant to
send business elsewhere.

The 4-in-1 team: (from left)
JR Cross, Basic Lawn Care;
Joe Brobst, Brobst Landscap-
ing; Eric Eland, Brobst
Landscaping; Julie Cole,
Gardens Landscaping

How it started

Cole started thinking about
thinking about partnering
with other quality companies
when she visited a client’s
house and was impressed with
the backyard pond built by
Eric Eland of Reflections Nat-
ural Waterscapes.

“I called Eric and told him
how impressed I was with his
work, asked questions about
his company, insurance and
other work he did,"” she says.
“Soon Eric's company became
my go-to company for water
features and brick work.”

Similarly, she found herself
referring more of her clients to
Basic Lawn Care for lawn care
and Brobst Landscaping for
other landscaping work at
which her company wasn’t
proficient.
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“We liked how our individ-

ual companies cooperated,

and we discovered that we all
liked specializing in certain
services,” Cole says. “Of
course, we were comfortable
referring work to each other
because we were all fully in-
sured, reputable and commit-
ted to great customer service."

That comfort eventually
grew into trust.

This spring the relationship
changed again with Eland
hooking up with and bringing
his expertise to Brobst Land-
scaping. As a result, Basic
Lawn Care is adding pond care
and cleanup services at the re-
quest of Reflections Natural
Waterscapes, which couldn't
keep up with demand. Even
so, the officers of the compa-
nies continue to talk each
week, share ideas and offer
help to the others. Lm
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ThneyPowerl!

arm-Weather

Weeds

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

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

Put the power of Surge to work
for your business this year!

J Energized with Sulfentrazone
J Warm Weather Weed Control
f Reduces Call-Backs

f Rain-Fast in Just 6 Hours

J Designed for Residential
and Commercial Turf

f Low Odor

nk loyee Owned Company

/’

A
1-800-821- 7925

OF REACH OF CHILDREN

ER - PELIGRO (NS

; From the makers of
TRIMEC Herbucnde
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Surge‘ls a registered traf ri'of PBI/Gordon Corporation
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Nothing Runs Like A Deere”

PRODUCTIVITY
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This track loader gives 110%, and then some. In fact. a super-stable John Deere CTL
delivers a whopping 111% more breakout force than a leading competitor. easily handling loads others
can't. Yet with all that muscle, it’s still got plenty of hustle, leading in maneuverability and travel ¢

» o

speed. as well. This workaholic won't work you hard at all when it comes to periodic maintence. with
convenient access and centrally located service points. See your dealer or call 1-800-503-3373 for the
track loader that goes above and beyond.

Run the numbers, and you'll run with Deere.
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