
Karl Warnke, 
chairman, 
president and 
CEO surrounded 
by his fellow 
company owners 

130 years and counting: 
Industry giant DaveyTree 
serves as a case study on 
how to survive and thrive 
in any economy. 



Out-pricing our competition— 
so you can out-perform yours. 

RA/N^B/rd 

That's intelligent. 



Save$1,600 or more 
on a typical Rain Bird 
commercial installation * 

TALK TO YOUR 

SALES REP OR 
DISTRIBUTOR 

To help your business 

stay profitable in these 

tough times, we've 

lowered prices on even 

more of our industry-leading commercial 

irrigation products. Because The Intelligent 

Use of Water™ is about saving water and money. 

Talk to your Rain Bird sales representative 

or distributor and see how much you'll save 

thanks to these new, lower list prices. 

7n this economy, lower Rain Bird 
prices moke a big difference. We're 
able to keep our prices competitive, 
while taking advantage of Rain Bird's 
industry-leading quality." 
Ken Bing, Owner 
Research Irrigation 
Medley, FL 

Calculate your savings and find these 
plus over 30 more low-priced products 
at www.rainbird.com/savings 

Rotors 
A Save up to 45% over competitive models.** 

Rain Bird* 5004 Plus SAM List Price $ 1 5 9 0 

Hunter® 1-20-ADV Ultra List Price $ 2 8 00 

Rain Bird* 5004 Plus PRS SAM List Price $ 1 7 5 0 

$2800 
Hunter* 1-20-ADV Ultra List Price 

Rain Bird* Falcon* 6504 Plastic List Price 
Hunter* 125-04 Ultra List Price 

Rain Bird* 8005 List Price 
Hunted 140-04-SS Ultra List Price. 

$3900 
$

5 0
o o 

$ 7 0 o o 
$9500 

Sprays 
Save more than 10% over the competition.** 

Rain Bird* 1806 List Price $ 9 3 9 

Hunter * PROS-O6 List Price * i o 5 0 

Rain Bird* 1812 List Price $ 1 3 1 8 

Hunter* PROS-12 List Price $ 1 4 7 5 

Valves 
Save more than 5% over the competition.** 

Rain Bird* 100 PEB List Price $9 2 9 0 

$9900 Hunter* ICV-101G List Price.. 

Rain Bird* 150 PGA List Price. 
Hunter* PGV-151 List Price . . 

$ 8 6 4 
$

8 7
o o 

Controllers r 
[1 I Save more than 5% over the competition.** 

Rain Bird* ESP-LX 8-Station Modular List Price $ 3 5 6 ° ° 
Hunter* ICC-800PL List Price. 

$379 00 

Nozzles 
Save more than 20% over 2008 list prices.** 

Rain Bird* U-Series 2009 List Price $ 1 8 2 

Rain Bird '' U-Series 2008 List Price $ 2 2 9 

Based on 4 0 Rain Bird* 1806 Sprays, 16 Ra n bird* 100 PEB Valves, 4 0 Rain Bird* IJ Series Nozzles, 1 Rain Bird* ESP-LX Modular 
8-Stat ion Controller. 120 Rain Bird* S004 SAM Rotors versus 2 0 0 8 Rain Bird* U-Series Nozzle price and competing Hunter* 
products and quantities. Commercial jobs vary Calculations based on U S. Rain Bird* list pricing effective March 2 3 , 2 0 0 9 , and 
Hunter* list pricing effective January 1 ,2009. See www.rainbird.com/savings for details 
Based on U.S. Rain Bird* list pricing effective March 2 3 , 2 0 0 9 , and Hunter* list pricing effective January 1 , 2 0 0 9 

http://www.rainbird.com/savings
http://www.rainbird.com/savings
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The right pond plants help 
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& Golf Service in the LM State of Industry Top 150 was a 
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• ^ n H c r o r%/\ 0UR MISSI0N Landscape Management— the leading information resource for large, successful lawn care, landscape maintenance, design/ 

U C I I [ J v build and irrigation professionals — empowers Green Industry professionals to learn and grow from their peers and our exclusive business 

Management intelligence. Serving as the industry conscience, we not only report on but also help shape news, views, trends and solutions. 
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Championship turf is now affordable for lawn C3 F6. Introducing DISARM G granular fungicid 

strobilurin disease control that can help your operation become more profitable. It's the best value in the category, lowering yoi 

investment. It's the only strobilurin granule labeled by the EPA that offers maximum control of light-to-moderate dollar spot infestatior 

and other major turf diseases. And its superior turf quality helps you satisfy customers and attract new accounts, while reducing callback 

reapplications and wasted crew time. To learn more, call 866-761 -9397 or visit arystalifescience.us/disarmq. 

Disarm G I The Spreadable Solution " 
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Excel " and Microline™ Dripline 
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Some f h i h ^ S do... 

LebanonTurfs exclusive MESA fertilizer products provide 
a consistent, brilliant color that will help your lawns 
stand out from the rest. MESA does not rely on a 
coating or lose its slow release attributes when cracked. 
Cut a piece of MESA in half, it's still MESA! Look for these 
MESA products in LebanonTurfs ProScape brand: 

• 15-2-5 40°/o MESA .2% Merit 
• 16-0-8 437- MESA .069 Bifenthrin 

• 19-0-6 33°/o MESA with LockUp™ herbicide 
• 9-2-5 Organic Biosolid MESA 61 Complex Iron 

For more information about MESA, call 1-800-233-0628. or visit our web site at 
www.LebanonTurf.com. For your free weed ID book, click on promotions and enter 
code LM2079. 

LebanonTurF Improving the Way Professionals Care for Turf 

http://www.LebanonTurf.com


Differing visions of sustainability 

If you've ever witnessed a hog being slaugh-
tered on a family farm, as I did many years 
ago as a youth, you get some idea what 
bloody business sustainability can be. Or at 
least how it was on the rocky Appalachian 

homestead where my mother grew up with five 
brothers and sisters and where my grandparents 
lived until their deaths in the 1970s. 

Witnessing my grandpa Silas and my uncle Ray 
dispatch and dissect that squealing hog more than 
50 years ago colors my perception of the word sus-
tainability. That, and the times — wide-eyed, fasci-
nated and repulsed — that I watched my grandma 
ring the neck of a chicken, pluck it over a cauldron 
of boiling water and sacrifice it to the frying pan. 

My grandparents lived, for the most part, "off 
the grid" and in a manner that practically none of 
us would wish for ourselves. But looking back on it, 
I suppose you could describe their lifestyle as green, 
organic or natural; take your pick. 

Today, I marvel at the chasm separating my 
grandparent's existence with the consumer-
ist, resource-churning life-style we now take for 
granted and, to the point of this column, how we 
too often run our businesses. 

Sustainability to them meant using everything 

Urban landscapes are sustainable only 
because of us. They remain healthy, 
attractive and life-enriching 
only through our expertise and the 
intelligent use of our time, materials, 
water and energy. 

they had as efficiently as they could. Everything. 
They wasted virtually nothing. 

So, what does this have to do with the land-
scape/lawn service industry? 

Whenever I grapple with the term sustainable, 
especially as it's applied to the landscapes we design, 
install and maintain, I keep coming back to the 
question of waste — wasted effort, wasted time and 
materials and especially wasted resources such as 
water and energy. 

To survive as a company or an industry, that 
can't continue. We're facing a future of rising 
resource costs and escalating concern over envi-
ronmental issues. While we can't see the degree 
to which these trends will play out, let's begin now 
to ensure the future of our companies and our 
industry by adopting strategies to more efficiendy 
deliver are services, protect and enhance benefi-
cial ecosystems, and, most especially, to conserve 
resources such as water and energy. 

Let's consider yet another meaning for the word 
sustainability as in generating sufficient revenue 
from year to year to enable us to continue to 
providing the attractive and resource-conserving 
landscapes that provide so many benefits to our 
customers and our society, in general. 

Customers recognize that their landscapes 
are sustainable only because of us. They remain 
healthy, attractive and provide the property-
enhancing and life-enriching benefits they appreci-
ate only through our expertise, and the intelligent 
use of our time, materials, water and energy. 

I'm convinced that we can and will adapt 
to whatever new economic and environmental 
challenges arise, and that we will create a more 
prosperous and environmentally focused future for 
our industry. 

Certainly, our goal is to build a models of sus-
tainability very unlike the depression-era existence 
that my grandparents experienced well into the 
1950s. Even the most committed proponents of 
sustainability wouldn't want that. 

THEHALLMARK 
RON HALL EDITOR-AT-LARGE | Contact Ron via e-mail at rhall@questex.com 

mailto:rhall@questex.com


See how much you'll save at 
www.rainbird.com/savings 

Turning a job into 
a job well done. 
That's intelligent. 

Finish the j o b r ight w i t h 25 years of proven nozzle per formance and durabi l i ty . 

For a quarter-century, Rain Bird has been offering nozzle solutions as dependable as 

they are innovative. From the easy-to-adjust VAN to the highly flexible MPR to the 

precise and uniform U-Series, these water-saving nozzles fit any application—and now, 

with new lower list prices—any budget. Products that help you do what's best for your 

customers, your wallet and the planet. That's The Intelligent Use of Water.™ 

TALK TO YOUR 
SALES REP OR 
DISTRIBUTOR 

Rain Bird® MPR Nozzles 

Save more 
than 20%* over 
2008 Rain Bird 

list pricing. 

Rain Bird 
2009 List Price 

$-|65 

'Based on 2009 U.S. Rain Bird* list pricing effective January 1,2009. 

RA/AT&B/RD 

http://www.rainbird.com/savings


NEWS VIEWS 
GREEN INDUSTRY EVENTS, TRENDS AND TIPS 

Digging myself a deeper hole 

If you didn't know any better (or didn't 
look that closely), you might think the 
photo above shows a contractor work-
ing hard on a job, diligently preparing a 
site for a project. 

Take another look. 
Yup, that's me doing a passable imitation of 

an excavator operator. I'm sitting on Bobcat's 
418 excavator. The Bobcat folks invited 

journalists up to a site near their manufactur-
ing plant in Bismarck, ND, to learn about the 
company's new M-Series loaders and excava-
tors. The M-Series skid-steer and compact 
track loaders feature the most significant 
design changes ever undertaken, according to 
the company. Changes include: 
> A hydraulic system that provides more 
power to attachments and makes changes 
easier; 
> Larger fuel capacity; 
> Holes for frame-mounted counterweights 
that increase lifting performance and tractive 
effort by 15% to 20% to provide better push-
ing and digging power; and 
> Increased lighting, improved visibility and 
additional cab comfort. 

With the M-Series, Bobcat reengineered 
its compact excavators and introduced a 
couple new products, the E32 (conventional 
tail swing) and E35 (zero tail swing), which fit 
into the 3- to 4-ton weight class. The E80 is 
categorized in the 6- to 8-ton weight class. 

The machines, which offer an auto-idle 
feature to save fuel and reduce sound, feature a 
new engine, air intake, pump and valve system, 
and cooling and exhaust systems. 

For more about the company's new offer-
ings, visit Bobcat.com. 

U 

WORD 
ONTHE STREET 

Are customers delaying payment? What are you 
doing about it? Is it causing payment delays for 
materials, equipment and services received? 

"As the economy in Southwest Florida 
worsened, we experienced an increase in 
bad debts in our construction division. Our 
maintenance division has a dedicated cli-
ent base — established communities have 

managed to make payments on time; however, upstart 
communities have struggled to make payments. Working 
with these communities to reduce costs by streamlining 
services has kept our receivables stable. The established 
relationship we have with our bank has allowed us 
to pay our vendors on time and make any necessary 
purchases." — Joe Gonzalez, president/owner of Venice, 
FL-based ArtisTree Landscape Maintenance & Design 

"Good question. In 2008, we saw our 
| accounts receivable increase 2 to 2.5%. 

To combat this, we're being more vigilant 
monitoring accounts 30 days or more past 
due. Our employees are using predictive 

dialers to touch base with late pays, and we're sending 
letters to some customers who are more than 60 days 
late notifying them that their accounts will be turned 
over to collections within 10 days. These measures and 
others have helped us keep accounts receivables in 
check and keep paying our accounts payables in a timely 
manner." — Jennifer Lemcke chief operating officer, Weed 
Man USA based Oshawa, Ontario, Canada 

CLIPPING 
PBI/Gordon develops 
marketing relationship 
KANSAS CITY, MO — PBI/Gor-
don Corp, finalized agree-
ment with Mitsui Chemicals 
Agro, Tokyo, Japan, giving 
PBI/Gordon marketing rights 
to dinotefuran in the U.S. pro-
fessional turf and ornamental 
markets. PBI/Gordon also 
received EPA approval for 
T-Zone broadleaf herbicide, 
which contains triclopyr, 
sulfentrazone and phenoxies. 

JCB earns stripes 
with the U.S. Military 
SAVANNAH, GA — JCB con-
tinues supplying the U.S. Air 
Force with essential Wheel 
Loaders. The ongoing rela-
tionship resulted in 92 JCB 
Wheel Loaders in the 100hp 
and 165hp range shipped to 
date in 2009, and more than 
250 units contracted during 
the past five years. Used for 
base maintenance and to 
clear runways for B-52s in 
the U.S., the 416HT (100hp) 
and the 426HT(165hp) will 
serve various applications 
overseas. 

Contractors have new 
tool to combat pests 
WILMINGTON, DE — DuPont 
Advion insect granule has 
been registered by the U.S. 
Environmental Protection 
Agency, and state approvals 
are in progress. Pest control 
and lawn care professionals 
now have a granular formula-
tion that controls household 
and commercial pests across 
a wide range o**f applica-
tions. Advion insect granule 
is a nonrepellent bait that's 
highly attractive to a broad 
spectrum of insects including 
ants, cockroaches, silverfish, 
house and field crickets, and 
earwigs. 



BELIEVE IT 
OR NOT... 

Valley Crest throws a party for its 
60th anniversary 
Calabasas, CA — More than 700 guests 
attended a garden party to celebrate the 
60th anniversary of ValleyCrest Land-
scape Companies on June 25. 

ValleyCrest Landscape CCompanies' 
Burton S. Sperber, founder, C E O and 
chairman, and Richard A. Sperber, presi-
dent and CEO, hosted the afternoon 
event at the company's corporate campus. 

Included among the attendees were 
customers, company employees, busi-
ness partners, community members, 
friends and dignitaries such as the mayor 
of Malibu, city of Calabasas council mem-
bers, and representatives from California 
Senators Alex Padilla, and Fran Pavley, 
Assemblywoman Julia Brownley, and Los 
Angeles County Board of Supervisors Zev 
Yaroslavsky and Michael D. Antonovich. 

T h e company, which has annual rev-
enues of $1 billion, has more than 11,000 
employees and more than 100 locations 
nationwide. ValleyCrest operates six busi-
ness units and one subsidiary that deliver 
a full array of landscape services. 

Angel F Barnuevo, Jr. (center), field deputy 
for California State Senator Alex Padilla, 
delivers a procolomation honoring Valley-
Crest's Richard (left) and Burton Sperber. 

PEOPLE 
ONTHE MOVE 

Customer bites back 
In April, a man filed a lawsuit 
against Chicagoland's Lurvey 
Supply & Garden Center, claiming 
he was attacked by a snake that 
emerged f rom fieldstones sold 
by the landscaping company.The 
customer claims he was bitten 
by the snake, and as a result, 
suffered injuries to his head, body 
and limbs and was temporar-
ily unable to work. He's seeking 
more than $50,000 in damages. 
(Note: LM's Managing Editor, Dan 
Jacobs, took the accompanying 
photo while walking on a golf 
course. Jacobs wasn't attacked 
by a snake, but he was bitten by a 

The Fockele Garden Co. 
named Wade Harmening 
project manager in Hunts-
ville, AL. Harmening, who 
has 22 years of experi-
ence in landscape, main-

tenance and nursery operations in the 
Huntsville area, will oversee all company 
projects in Huntsville. He's certified in 
landscaping and the setting of landscape 
plants by the state of Alabama. 

Dow AgroSciences an-
nounces changes to 
its Turf & Ornamental 
business division. Ryan 
Messner is black belt in 
the Strategy Acceleration 

& Productivity group, 
and Maureen Clark, sales 
representative, replaced 
Messner. 

Girard Environmental Services a full-service 
landscaping company based in Seminole 
County, FL, has promoted Tim Dyer to 
branch manager of its Tampa location, 
Mike Furber to branch manager of its Mel-
bourne location and Bobby Shaw to branch 
manager of its Sanford operations. 

DuPont Professional 
Products added Adam 
Neate Turf & Ornamental 
sales representative, to 
its sales force. Neate will 
focus on West Virginia, 

Iowa, Ohio, Michigan, Wisconsin, Min-
nesota and North and South Dakota 

Lebanon Seaboard named Ken Bevillard 
director of business development for its 
consumer products division. Bevillard, 
who has more than 25 years experi-
ence in the consumer lawn and garden 
industry, previously was vice president-
North America for Hydro Industries. The 
company also named Tom Lokitus product 
manager in the consumer products 
division. 

Netafim Ltd., a world-
wide manufacturer of 
drip irrigation systems, 
promoted John Vikupitz 
to president and CEO 
of Netafim USA. Vikupitz 

succeeds Igal Aisenberg, who accepted 
the position of president and co-CEO of 
Netafim Ltd. 



BY DANIEL G. JACOBS MANAGING EDITOR 

In business 130 years and counting, 
employee-owned DaveyTree serves as 
a case study on surviving and thriving 
in any economy. 

EMPLOYEES OF The Davey Tree Expert Co. always have 
direct access to at least one of the company's owners. 
One can simply walk over to the nearest mirror and 
look the reflection squarely in the eye. 

Since 1979, any full-time Davey Tree employee with 
at least 90 days of service is eligible to purchase stock in 
the 130-year-old, $600-million-a-year business. 
Davey Tree is one of the largest and oldest ESOPs 
(employee stock ownership plans) in the country. 

Granted, a heart-to-heart with the person in the mir-
ror won't resolve all issues, but employee ownership is 
one reason the company has survived a dozen recessions 
and the Great Depression — and expects to handle the 
current recession without too many troubles. 

"We essentially have 6,000 employee-owners," says 
Karl Warnke, chairman, president and CEO of the 
Kent, OH-based company. "Our company has really 
blossomed in great part because of employee owner-
ship. We pride ourselves on strong internal leader-
ship and have grown without direction from outside 
investors or partners who have equity or management 
interests in the company. The ESOP business model 
has served us well." 

It's that combination of strong management and 
employee ownership that has allowed the company to 
develop deep roots that serve as a strong foundation on 
which to grow and support healthy branches through-
out the country. 

"Just having employee ownership is not the answer," 
Warnke says. "It's what those employees commit to and 
accomplish." 

Employee ownership helps motivate staff, but 
it's also essential Warnke and his 
co-workers make savvy business 
decisions at the top level and 
communicate them throughout 
the company. "That, as much 
as employee ownership, if not 
more, is what makes any company 
successful," he says. 

Balanced offerings 
One of those good decisions was 
to diversify the company's 
offerings. As the com-
pany's name implies, 



Just having employee ownership^., 
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DaveyTree ranked 
No. 4 in our June 
2009 LM150. 



it started as a tree care operation, and throughout the years 
added and subtracted services to find the right mix. Currently, 
the company comprises four major divisions: tree and lawn 
care services, commercial landscape services, utility services 
and the Davey Resource Group, which offers technical con-
sulting to utility, commercial and municipal markets. 

The mixing continues. 
"We started working in '07 to change our business direc-

tion and reduce the emphasis on businesses that don't fit us," 
says George Gaumer, vice president and general manager of 
the commercial landscape services division. 

The willingness to adjust services allows Davey Tree to 
focus on its strengths, offer just what's needed in 
a given part of the country and keep the company 
strong amid the ebb and flow of the economy. 

For a while, the commercial landscape 
services division delved into the bid/build arena. 
But in past few years, Davey Tree has begun to 
downscale that part of its business. 

"Right now, the landscape construction part 
of our business is struggling," Gaumer says. "It 
would have been good if we'd been able to down-
scale services to that segment two years earlier 
because it was going to do it to itself anyhow." 

In any operation where struggles exist there are also 
opportunities. 

"In the utility side of the business, while it could be per-
ceived as a frustrating time, it's also an exciting time for us," 
says Steve Marshall, executive vice president. "Our acquisi-
tion of Wolf Tree has given us deeper penetration into the 
southeastern market. It also has provided a link between our 
eastern and western utility operations and given us a better 
ability to service our customers. It provides increased mobil-
ity and diversity." 

It also gives the company strength. 
"Our four divisions are like autono-

» If one of our divisions 
slips a little, another 
one makes up for it. 

— GEORGE GAUMER. V P & G M , 
COMMERCIAL LANDSCAPE 

SERVICES DIVISION 

Proudly Presented by : California Association of Nurseries and Garden Centers 

Y o u ' v e N E V E R S e e n a n E x p o L i k e T h i s B e f o r e ! 
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Las Vegas Convention Center - September 23 Gt 24, 2009 

NEW LOCATION! 
FREE DRAYAGE! 

EXCITING FLOORPLAN! 
WHAT: Garden Market Expo 2009 
WHEN: September 23 & 24, 2009 

WHERE: Las Vegas Convention Center, North Hall 

Golf Tournament (S) Bear's Best 

September 22, 2009 
Hosted beverage cart, free shuttle, 
catered luncheon, and exciting prizes! 
Contact: dadams@cangc.org 

Wynn/Encore Grounds Tours 

Call Stephanie at 1-800-748-6214 ext.16, 
or email: srodgers@cangc.org 

Register TODAY: 
www.gardenmarketexpo.com 

HOTEL INFO 

Las Vegas Hilton Hotel 

September 24, 2009 
Tour horticulture and floral facilities, 10 
acres of lush landscaping, one hour tours! 
Contact: dadams@cangc.org 

Host Hotel - Mention Garden 
Market Expo 2009 and receive a 
special room rate of $129! 
1-800-635-7711 

mailto:dadams@cangc.org
mailto:srodgers@cangc.org
http://www.gardenmarketexpo.com
mailto:dadams@cangc.org


Seeking opportunity 
An economic recession isn't preventing Davey Tree from 
looking at all avenues for growth. The company keeps a close 
eye on, and has improved, its balance sheet — even since last 
year. But that doesn't mean the company won't act if the right 
opportunity presents itself. 

"We're $15 million better off than we were last year at 
this time," Warnke says. "We're paying off debt despite the 
economic situation. We're focusing on our cash management. 
We've curtailed our capital spending for equipment; however, 
we're continuing to seek out acquisition candidates." 

Such attention to detail means the company can survive 
the current economic crisis and be in prime position when 
the turnaround comes. 

"The greatest opportunity we have is positioning the 
company in such a way that we'll be able to gain and exploit 
opportunities more so than anybody else in our industry," 

Warnke says. "Financially, we'll be as strong or stronger than 
anybody, including the biggest companies in the industry. 

"We're in a more prolonged situation, but our management 
team is optimistic. We know we can get through this," he adds. 
"I'm optimistic, too — although sometimes it hurts to know so 
much of what's happening to you isn't your fault." 

But Warnke and his team don't dwell on what they can't 
control. 

A Must Have for Professional Lawn Spreaders 

The Original 

SHOWER CAP ™ 
IS. LAWNS 
GijDW YOVII UIUU3CAK 

m m I r N A N C E BIKJNESS. 

to Own a High Profile Franchise? 

Our four ideals. Trust. Quality. Service and Value along with a 
"No Job Is Too Big Or To Small" philosophy, make U. S. Lawns a "cut above" the rest. 

• Superior Financial Management • Sales & Marketing Guidance 
• Corporate Purchasing Power • Protected Territories 

Does your business provide: 
• Economic Stability 
• Recurring Income 
• Low Investment/Overhead 
• Offers Financial Assistance 
• Ongoing Support by Industry Professionals 

mous companies within this corporate container," Gaumer 
says. "We're four independent organizations, each with our 
own set of plans, goals and strategies. It's because of that, 
there's strength. I don't think any of the four divisions has 
ever had a banner year at the same time. If one of our divi-
sions slips a little, another one makes up for it." 

i Keeps Fertilizers Dry 

Prevents Costly Spills 

i Water Proof 

p 1 YearWarrenty 

i Fits Most Spreaders 

To find out more about us and ttie opportunity U.S. Lawns can offer y « i , contact: 
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 • Email: info@uslawns.com 
Website: www.uslawns.com 
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http://www.uslawns.com


COVER STORY 

"Without question, the biggest chal-
lenge is trying to control that which is 
difficult to control — the marketplaces 
in the residential and commercial seg-
ments," Warnke says. "How do we affect 
our customers and prospects? How do 
we affect their buying decisions? How 
do we encourage them to spend? That's 
the toughest challenge." 

The company must be doing 
something right. In 2008, when some 
larger companies were headed toward 
bankruptcy and several smaller ones 
disappeared, the value of Davey Tree's 
stock increased 3.8%. Most executives 
would be happy with that. Not Warnke. 

"How many companies do you know 
that increased their stock values 3.8% in 

Request a web-based demonstration! 

TM 

SCHEDULING SOFTWARE 

QXpress v8.0 (NEW!) 
As a QuickBooks user, you should use QXpress. Getting 
started couldn't be easier, since QXpress instantly integrates 
with your existing customer list. Simply schedule new 
services for your QuickBooks customers, and print route 
lists and work orders. When services are complete enter 
job cost information and post them to QuickBooks as 
invoices! No double entry. No wasted time. 

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 
data entry screen, and print templates designed in QXpress. 

QX Mapping 
Every extra hour your crews s p e n d 
behind the wheel, is an extra hour they 
are not g e n e r a t i n g revenue. Us ing 
Microsoft MapPoint, QX Mapping greatly 
reduces wasted drive time by optimizing 
routes and printing driving directions. 

2008?" he says. "However, because our 
stock value bad been averaging 17% 
annual growth since we became an 
ESOP, the valuation was painful." 

The stock valuation also hurt because 
the company had one of its best years 
ever, Warnke says. 

In 2008, Davey Tree merged with 
The Care of Trees and acquired Wolf 
Tree. And hurricanes Ike and Gustav led 
to one of the largest storm responses in 
company history generating significant 
unanticipated revenue. The company 
ended the year with its second-high-
est operating profit percentage since 
becoming an ESOP. 

Managing the company 
Even with growth in 2008, Warnke and 
his team are taking a cautious approach 
to the rest of 2009 and beyond. 

EMPLOYEE OWNERSHIP 

call 1.877.529.6659 or visit www.qxpress.com for a web based demonstration 

S C H E D U L I N G S O F T W A R E 

14 LANDSCAPEMANAGEMENT.NET JULY 2009 

It was the late 1970s. The family mem-
bers who owned the then-$52 million 
The Davey Tree Expert Co. were in their 
60s and 70s and had no heirs prepared to 
take the reins. So a few members of the 
executive team put together a plan for the 
employees to buy the company. 

"They had to get the employees to 
come up with a down payment to be able 
to finance the rest," says George Gaumer, 
vice president and general manager of the 
commercial landscape services division. "It 
was touch and go. There were 113 employ-
ees who were part of that initial acquisition." 

Of those 113 employees, of which 
Gaumer was one, nine still work for the 
company. Those original employee-own-
ers, and those who have come along 
since, have averaged a 17.1 % 
annual rate of return on their 

Davey Tree has 
about 6,000 
employee-
owners. 

http://www.qxpress.com


Davey is renown for its 
tree care but provides a 
host of other services. 

< D I R E C T V 

Turfco is committed to engineering "easy" into 
each of our products, helping you get more done 
without having to work harder. Choose from a ful l 
line of innovative renovation equipment, including: 

TurnAer M4 and TurnAer M6 Aerators 

• Why walk when you can ride with the optional Charii 
• Aerate while you turn-less lifting at turns, less bac 

strain on operators 
• New front-traction drive makes transporting and 

loading easier than ever 

KisCutterM Sod Cutter 

• The most maneuverable, easy-to-use sod cutter 
on the market 

• Revolutionary lightweight design - cuts as much 
as heavy, 300 lb. units 

• Optional 9-inch blade available for curbing 

LS-22™ Lawn Overseeder 

making it 

> Seeds over 30,000 square feet per hour 
»Cutting blades are I1/?-inches apart for close seed 

spacing and maximum germination 
> All new controls located on the handle-blade 

clutch, lift bail and positive seed flow control 
are within easy reach 

"We're going to come out of this 
recession the same way we went 
into it," Warnke says. "You're not 
going to see it. You're not going to 
feel it. It's going to be painfully slow. 
We're going to be in this recession 
all this year. And it is going to have a 
lingering effect into 2010." 

Like most companies, Davey 

Iree has had to cut costs, including not 
hiring back many seasonal workers and 
laying off other employees. 

"People say you can't cost-cut your 
way into profitability," Warnke says. 
"That doesn't make any business sense. 
We're attacking the cost and revenue 
sides — building business is equally 
important — in a number of ways. " 

See Our Entire Lineup and 
Order Direct: 800-679-8201 

or www.tur fcodi rect .com 

investments throughout the years. 
"I love to beat the markets," says Karl 

Warnke, chairman, president and CEO. "I 
love to see privately held companies lay 
one on the public markets. As they contin-
ue to decline, we've outperformed them 
by a long shot. I love to see our stock go 
up. I like to see hard-working people — a 
lot of whom are overachievers — find suc-
cess financially and in their careers. That's 
the biggest driver I have." 

Warnke has had a lot to be happy about. 
Take two investors in 1979, the year Davey 
Tree became employee owned. One, a 
Davey Tree employee invests $100 in the 
company's stock. The second investor puts 
the same amount into an S&P Index fund. 
Both reinvest their dividends. In 2008, 
the S&P investor's stock would be worth 
$2,284, while the Davey Tree employee's 

'^vestment would be worth five 
times as much — $12,518. 

http://www.turfcodirect.com


PLANTING THE SEEDS 
John Davey came from England in 
the latter part of the 19th century and 
worked as a cemetery grounds man-
ager where he developed a passion 
for large-tree preservation. It's that 
passion that developed into the 
$600-million-a-year enterprise known 
as The Davey Tree Expert Co. 

It'd be easy to under-
stand why Karl Warnke, 
Davey Tree's chairman, 
president and CEO, might 
feel a little intimidated 
walking into the office every 
day. An economy that grows like 
an unwatered sapling and no rain in 
sight might give any executive pause 
Add to that the remains of the com-

TARGET. 
SPECIALTY PRODUCTS 

Delivering Value 

4Q 
YEARS or SERVICE 

W h o l e s a l e d i s t r i b u t i o n o f spec ia l ty a g r i c u l t u r a l chemica ls , 
s e r v i n g t h e f o l l o w i n g industr ies: 
Landscape • Nursery • Golf 
Vegetation Management • Pest Control • Fumigation • Public Agency 

Expert Training Staff • Full Product Line • ISO Certification 

S A N T A F E S P R I N G S H O M E O F F I C E 

8 0 0 - 3 5 2 - 3 8 7 0 
15415 Marquardt Ave., Santa Fe Springs, CA 90670 

Come and visit us at: www.target-specialty.com 

FRESNO, CA 
800-827-4389 

LAS VEGAS. NV 
866-472-3695 

SAN JOSE, CA 
800-767-0719 

PORTLAND, OR 
877 827-4381 

SAN MARCOS. CA 
800-237-5233 

TEMPE, AZ 
800-352-5548 

SACRAMENTO, CA 
800-533-0816 

F o u n d e r J o h n D a v e y 

p a s s i o n a t e l y p r e s e r v e d t r e e s . 

pany founder resting in a 
cemetery plot across the 

street from the Kent, OH, 
headquarters of the 

130-year-old company. 
Still not enough? In the 

lobby of the company's headquar-
ters hangs a portrait of Martin Luther 
Davey, Sr., the founder's son, who not 
only ran the company for 36 years, 
but also ran the state for two terms 
as Ohio's governor (as well as served 
as Kent's mayor and a member of the 
U.S. House of Representatives.) 

"Once in a while, I think about it," 
Warnke admits. "It almost becomes 
overwhelming. I intentionally try not 
to think about that. I think about what 
we see, what's in front of us, what our 
opportunities are going forward, and 
treat it as though it's just a crusade 
to make Davey Tree — whatever size 
it is today — bigger, better and more 
profitable tomorrow." 

That takes constant focus by every-
one from Warnke down to the employ-
ees in the field. 

"The biggest change is in the way 
we manage," Marshall says. 

"We monitor our activities weekly 
and daily," he adds. "Each business 
unit has to understand where they are 
in achieving their goals. It's important 
we're on time to meet the expectations 
of our pricing." 

When the management team does 
its job and employees in the back office 
and field are doing their work, Davey 
Tree isn't just a top Green Industry 
operation, it's as good as any enterprise, 
anywhere, Warnke boasts. 

"Our company can compete with 
any company, in any industry, in terms 
of financial performance and financial 
and personal rewards for employees," 
Warnke says. 

"That's a feel-good thing," he con-
cludes. "We don't have to be dictated to 
by a majority shareholder or institu-
tional shareholders or anybody else. 
That's exciting. That's why we get up 
and go to work every day." um 

The products you need, 
when you need them. 

http://www.target-specialty.com


Onetime 

You've got enough to worry about. Don't let complaint calls due to 
poor product performance be one of them. At BASF, our full line of 
herbicides includes some of the newest, most effective and most 
trusted chemistries available — all with peace of mind and proven 
performance built right in. Call us. 

betterturf.com I 800-545-9525 

• - B A S F 
The Chemical Company 

Always read and follow label directions. 
Drive and Onetime are registered trademarks and Segment is a trademark of BASF. 
C 2009 BASF Corporation. All rights reserved. 



W O R K I N G S M A R T E R 
JIM PALUCH I The author is president of J P Horizons Inc. Visit www.jphorizons.com. 

In some ways, there is a 'me' in team 

MONTHLY 
CHALLENGE 

Help your team learn to 
individually contribute on a 
higher level to the success 
of your organization. 

In developing, implementing and facilitating 
the Working Smarter Training Challenge 
over the past four years, the team at JP 
Horizons has learned many things. Among 
the most interesting has been the feedback 

that comes to us from companies after completing 
weeks 32,35 and 38. These are the weeks when 
participating organizations focus on the lesson 
plans titled "Working Smarter in My Position." 

By this time in the program, participants have 
gained an understanding of effective ways to iden-
tify and drive out waste in processes, use the time 
they save to improve service and have dramatically 

improved communication and team-
work within their companies. So, what 
makes these particular Weeks 32,35 
and 38 significant? 

These are the weeks when the focus 
moves from what the organization or its 
departments can do, and turns to what 
the individual can do to Work Smarter 
and make a difference. At this point, 
we turn from looking at what the team 
needs to improve upon and now prod 

everyone to ask, "What could / improve upon?" It 
becomes an important transition point in the pro-
gram, and looking at real feedback from participants 
during these weeks might give you, as a leader, some 
insights into human nature. After all, it's the very 
same human nature that you and I have, as well. 

Consider the progress in thought in the span 
of these weeks, as individuals first had to learn to 
evaluate their own roles and how they affect others, 
then the change in attitudes as they actually began 
to find ways to improve — and ultimately how they 
become inspired to find more opportunities to 
Work Smarter in the things they do every day. 

Week 32 
> "We struggled with this one." 
> "The group did not participate very well in 
the session this week." 
> "It was hard to find things in our individual 
areas to fix." 
> "Most people said they are already doing 
things pretty effectively in their areas." 

Week 35 
> "Individuals came back with some great little 
improvements that they were able to make." 
> "The energy of the group was great as 
individuals began sharing their successes." 
> "There is a sense of friendly competition as 
people try to outdo each other." 

Week 38 
> "This has become an everyday focus for 
individuals in the program." 
> "Our Working Smarter program has gone 
to another level." 
> "People are focusing on how they can 
control costs and drive revenue from every 
position in the organization." 

Please understand that the examples above are 
certainly a generalization and sampling, yet there is 
a pattern that can be detected. One of the most dif-
ficult things to do is to stop and honesdy evaluate the 
functions of our work. A company can make great 
strides in efficiency and Working Smarter as groups of 
people come together and improve processes. Those 
same companies can make tremendous changes and 
improvements, however, when individuals are able to 
personally apply the same principles and discipline to 
their work and find ways to drive out waste and add 
value to the tasks they tackle in their positions. 

More than 250 Green Industry companies have participated in JP Horizons' Working Smarter 
Training Challenge (WSTC), typically saving tens of thousands of dollars annually. To learn wheth-
er your organization qualifies to participate in the WSTC, visit www.jphorizons.com/LM.htm today. 

http://www.jphorizons.com
http://www.jphorizons.com/LM.htm


Sure you can cut it. 
The question is, can you grow it? 
You know Gravely has an impressive lineup of powerful, high-performance mowers. What you 
might not know is that Gravely also has a program to help you grow your business. It's a lean 
approach that streamlines your operation by eliminating waste and inefficiencies. It's a process that 
creates avenues for sustained profitability. It's a boost to employee morale. You're doing everything 
you can. We're saying C U T IT OUT. Take the first step toward working smarter. Not harder. 

Visit WWW.GRAVELY.COM. 

WE KEEP YOU CUTTING" 
www.gravely.com 

http://WWW.GRAVELY.COM
http://www.gravely.com


B E F O R E 
YOU BUY 

V 
> Manufacturers are 
debuting designs that 
offer power and fuel 
efficiency. Electric and 
battery-powered models 
are in the mix, too. Keep in 
mind the emissions level 
of the product you're eye-
ing because the market 
in which you work may 
be considering (if it hasn't 
already) ways to keep 
clean air. 
> Because many tasks 
undertaken with handheld 
equipment last for a long 
time, be kind to your techs 
and look for features such 
as adjustable handles 
and cushioned grips. The 
upside to what might be a 
higher initial investment 
will be more appreciative 
employees who'll likely 
take better care of the 
equipment and do a more 
thorough job. 

> Is the equipment easy 
to maintain and store? 
Does it offer shields over 
parts that are potentially 
hazardous when in use? 
Is it easy to power off in 
an emergency? 
> Because handhelds 
are dragged out at almost 
every account, they'll 
become in need of repair. 
What kind of warranty is 
offered from the manu-
facturer? How easy is it 
to make minor fixes back 
in the shop? Are parts re-
placeable? Are they easy 
to order? 

HANDHELD 
EQUIPMENT 
Cub Cadet t 
Powered by a 2.4-hp heavy-duty Emak engine, 
Cub Cadet Commercial's CS 3916 chain saw 
is built tough to guarantee the right cut each 
time. Complete with a 16-in. commercial-grade 
bar, the CS 3916 is constructed for extended 
use, while an antivibration handle reduces user 
fatigue, and an inertia chain brake allows for 
increased operator safety and minimal kickback. 
Its no-tool access to air filter and spark plug al-
lows for easy maintenance, while its variable 
automatic oiler eliminates oil consumption 
while in idle. The CS 3916 comes with a 90-day, 
limited commercial warranty and a 2-year, lim-
ited residential warranty. www.CubCadetCom-
mercial.com or 877/835-7841 

Echo ^ 
Based on a handheld design 
Echo's BRD-280 allows routine flowerbed 
and garden edge maintenance without the bulk 
of wheeled machines or the time-consuming, 
hard work associated with the use of shovels. 
It's also significantly less expensive and easier 
to use than a wheeled unit. Powered by a 
28.1cc Power Boost Vortex engine, the carbide-
tipped, six-fingered blade cuts a crisp, beveled 
groove, leaving a professional manicured 
look. A high-impact, oversized nylon 
shield keeps debris contained 
within the landscaper bed, 
eliminating cleanup. s 
www. echo-usa. com 
or 847/540-8400 

Efco ^ 
The low-emissions Efco MultiMate is a mul-
tiattachment piece of equipment that quickly 
converts to five different tools with a patented 
Rev&Go attachment system: Simply insert an 

attachment and twist to lock in place, then 
press the button to release when 
you're finished. The attachments 
are available to complete a variety 
of jobs: straight shaft trimmer, 

curved shaft trimmer, blower, 
pruner and hedge trimmer. All 
attachments feature Efco's profes-
sional performance and feature 
adjustable handles, as well as a 
"FiveYear No Fear" warranty. 
www.efcopower.com or 
800/800-4420 

http://www.efcopower.com


Husqvarna 
The 335FR, 343FR and 235FR brushcut-
ters feature X-TORQ engine technology, 
which reduces exhaust emissions by 
as much as 60% and reduces fuel con-
sumption by as much as 20%. Designed 
with long working shifts in mind, the new 
economically designed brushcutters 

offer superior durability. Equipped 
with a trimmer head, grass and 
saw blade, the brushcutters also 
feature LowVib antivibration 

dampeners that absorb vibration 
for maximum comfort and control. A 
transparent fuel tank offers simple fuel 
level checks, while a magnetic locking 
pin holder facilitates easy switch of cut-
ting equipment, www.husqvarna.com or 
800/633-3522 

If you make only one investment in your business this year, 

Little Wonder ^ 
Schiller Grounds Care offers the Little 
Wonder brand double edge gas hedge 
trimmer has been redesigned to be 10% 
lighter and 20% faster than older models. 
With a blade speed of 4,100 cuts per 
minute, double reciprocating blades and a 
dual cutting motion, the trimmer performs 
faster than older models. A front loop han-
dle allows the user to operate the trim-
mer from many different positions. The 
lowered profile makes it easy to reach 
over the engine. The trimmer is available 
in 19-in., 24-in. and 30-in. models to suit 
the needs of every landscaping job. 
www. littlewonder. com/ or 
877/596-6337 

PRO Landscape design software should be at the top of your list. 

It's packed with more money-making tools than you ever thought 

possible, and is so easy to use, you'll be up and running in minutes, 

translating your ideas into photorealistic images, accurate CAD plans 

and polished proposals that sell. 

• Realistic photo imaging 

• Easy-to-use CAD 

• Customer proposals 

3D photo rendering 

3D CAD rendering 

Night & holiday lighting 

drafix software, inc. 

"PRO Landscape paid 

far itself 30 times 

aver the -firstyew!" 

Kostas Menegakis, Landscapes-R-Us 

PRO Landscape 
The Standard in Design Software for Landscape Professionals! I 

60-day Money-Back Guarantee! 

www.prolandscape.com 

800-231-8574 or prolandscape@drafix.com 

S E L L B E T T E R • P L A N B E T T E R • B I D B E T T E R 

http://www.husqvarna.com
http://www.prolandscape.com
mailto:prolandscape@drafix.com


THEBENCHMARK 
KEVIN KEHOE I The author is the owner-manager of Kehoe & Co. Contact him at kkehoe@earthlink.net. 

Price smart to win, keep business 

Price competitiveness is a function of 
cost control and revenue generation. 
Cost control is a function of personal 
productivity (revenue per employee 
must increase). Revenue generation 

is a function of price and pressure (labor rate/price 
per hour must decrease, and we must be more 
aggressive in our sales closing efforts). Both strate-
gies must be employed simultaneously. 

Price reductions can be achieved to win and 
retain work; this is an essential element of the rev-
enue-generation strategy. 

Using Table 1, we start at the bottom with 
several givens: our current average wage rate 
($11.67, including taxes) and the net profit dollars 
($100,000) we need to earn. 

Next, we budget just to maintain general 
and administrative (G&A) cost at current levels 
($300,000, which includes overhead for staff, who 
will be required to do more) while we make some 

TABLE 1: PROFIT & LOSS STATEMENT 

Last year This year 

Revenues $1,000,000 $1,187,500 
Labor $350,000 $498,750 
Material $100,000 $118,750 
Direct cost $450,000 $617,500 

Gross profit $550,000 $570,000 
Indirect cost $150,000 $170,000 
G&A cost $300,000 $300,000 
Net profit $100,000 $100,000 
Labor hours 30,000 42,750 
Average wage rate $11.67 $11.67 
Labor rate/price $30 $25 

room for slight increases in indirect cost necessary 
for expanded sales at reduced pricing ($170,000, 
which includes some increases for additional equip-
ment to do the work). 

We next incorporate market/customer feedback 
that is telling us that at 55% gross margin, we are 
"too expensive" (relative to competitor prices), and 
further we know that we are losing work and win-
ning business at rates insufficient to cover the losses. 

This is where industry benchmarks and trial-
and-error budgeting are useful. If we are consis-
tendy 20% too high in our bids on an "apple-to-
apple" basis, the gross margin must be reset to 
achieve this differential in labor rate/price. 

Using a 48% gross margin projection achieves 
the 20% differential and reflects the trend in cur-
rent benchmark gross margins in maintenance. 

The real price to pay 
As a result of using Table 1 's pricing strategy, we 
would sell labor at $25 per hour instead of $30 per 
hour — 20% less. In exchange for this "pricing 
concession" to the market, the company would 
have to generate an additional $187,500 in revenues 
without increasing overhead staffing. 

Labor staffing will, of course, increase by the 
difference between Last year's 30,000 hours and 
This year's 42,750 hours. 

Keep in mind this analysis provides a static 
example only. Real-world pricing is much more 
dynamic. 

In the real world, you should end up pricing some 
jobs at the current $30 per hour because you know 
you can get that price. But it's also essential to know 
that you can price at lower/more competitive rates in 
select situations when you need to retain business or 
win new work — and still make your bottom line. All 
this requires is: 
> knowledge of the math; 
> cost control; and 
> the steely nerves of a true sales professional. 

mailto:kkehoe@earthlink.net
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JohnDeere.com 

Offer valid June 16 .2009 through August 3 ,2009. Subject to approved credit on John Deere Credit Installment Plan. Some restrictions apply; other special rates and terms may be available, so see your dealer for details 
and other financing options. 

Save $400 (U.S.) on Z830A Z-TralT PRO 800 Series Mowers available February 3 ,2009 through August 3 ,2009. Prices and models may vary by dealer. Savings based on the purchase of eligible equipment. Offers available 
on new equipment and in the U.S. only. Prices and savings in U.S. dollars. See your dealer for details. 

Get $ 4 0 0 off a Z 8 3 0 A and 
0% financing for 3 years. 
In a business where time is money, we've figured out a way to help 
you make the most of yours: 0% financing for 36 months on 
our entire line of Z-Trak PRO Series zero-turn mowers. And with the 
Z830A, you'll get $400 off instantly. So see your John Deere dealer 
today. Because we're ready to give you support in the field -
and on the bottom line. 

Support means helping you win on your terms. 



Cultivate 

Minimize pricey labor 
with an economical 
herbicide plan 

BY DR. KATHIE KALMOWITZ 

LAWN CARE OPERATORS challenged with 
managing weeds in ornamental beds 
can save money and satisfy customers 
by using an integrated weed manage-
ment program that includes herbicides 
and mulch. While hand-weeding always 
will be important to weed management, 
an integrated herbicide program can 
minimize labor greatly. 

Proper herbicide applications can 
provide weed control for two months or 
longer, creating consistendy clean land-
scapes. Mulch gives beds an additional 
layer of weed prevention. 

However, developing a herbicide 
program can be challenging because of 
ornamental selection, placement within a 
landscape bed, the presence and growth 
of weeds, and germination expectations. 
Advance consideration of which chemi-
cal and mulch techniques are compat-
ible with a landscape can cut traditional 
hand-weeding labor costs in half. 

YOUR 
WEED 
COSTS 

Before selecting an herbicide pro-
gram, determine whether an herbicide 
can be used safely with the area's mixture 
of woody ornamentals and herbaceous 
bedding plants. Determine whether 
weeds can be managed more easily 
before germination using a preemergent 
herbicide or whether weed control can 
be handled effectively using a postemer-
gent herbicide. Some landscapes may 
need both. 

Generally, woody ornamentals 
are more tolerant of broad-spectrum 
herbicides, so there's a greater number 
of preemergent and postemergent her-
bicide options available for use on these 
plants. Only a few herbicides are labeled 
for use on sensitive herbaceous species, 
particularly annual flowers, so applica-
tors should know about the safety of the 
product they intend to use. 

Because bedding plant species vary as 
much in herbicide tolerance as they do 
in color, form and plant vigor, confirm 
plant safety by checking herbicide labels 
and conferring with local extension 
specialists and herbicide company repre-
sentatives when developing a plan. 

Identifying weed types or those likely 
to germinate in the landscape to deter-
mine which type of herbicide to apply. 
Any combination of broadleaf, grassy 

and sedge weeds can be problematic. 
Weeds compete for nutrients and 

water, but they can be related closely 
to many of the annual and perennial 
bedding plants, so choosing an herbicide 
that kills weeds — while being safe on 
desired plants — is more difficult. 

Herbicide labels list weed types con-
trolled by the active ingredients' modes 
of action or behaviors in the plant. Some 
herbicides are effective on broadleaf 
weeds but not on sedges, while others 
control two weed types but not all three. 
Therefore, proper weed identification is 
an important first step to ensure desired 
weed-control results. 

Look for opportunities 
to use herbicide combina-
tions, commonly in granular 
formulations, to increase the 
spectrum of control. When 
using a sprayable formula-
tion, for example, check the 
label to see whether mixing 
multiple products to control 
a greater number of weeds 
with one application is 
recommended. 

The most effective and 
economical weed control 
method is prevention. 
Preemergent herbicides 



help prevent seeds from 
germinating but are not 
active on established 
weeds. They're commonly 
used to prevent annual 
grasses and broadleaf weeds. 

Before you can prevent growth, you 
must eliminate weeds that have germi-
nated. Hand-weeding or postemergent 
herbicide spot-spray treatments are 
recommended before making new or 
repeat preemergent applications. 

Preemergent herbicides are avail-
able in granular and liquid formulations. 
Granular formulations tend to be less 
damaging when used on bedding plants. 
Uniform applications should be made 
when plant foliage is dry to prevent the 
herbicide from binding to foliage. The 
application should be timed before seeds 
germinate and where irrigation is avail-
able, or when rainfall is expected within 
a few days of the application. This is 
important because water must carry the 
herbicide into the soil where it creates a 
barrier to weed germination. 

Once an application is made, control 
typically lasts two months. An herbi-
cide's activity length in a specific region 
can be monitored efficiently when lawn 
care managers return to customers 
within a five- to eight-week cycle. 

Once an herbicide program is put 
into action, it's important to manage 
weeds in nearby turf to prevent deposit-
ing weed seed and vegetative parts of 
weeds from moving into landscape 

W E B E X T R A ! 
For information about 
preemergent strate-
gies, postemergent 
herbicides and weed 
characteristics, visit 
www.landscapemanage 
ment.net/weedcosts. 

areas. Weed management 
in lawns and landscapes 
should work in concert 
to eliminate a customer's 
overall weed problem. 

With awareness and experience, 
you'll become more familiar with the 
herbicide products available for weed 

control and how to develop a plan. Use 
caution when applying herbicides and 
always read and follow chemical labels 
and manufacturer recommendations, IM 

KALMOWITZ is a market and technical 
specialist for BASF Professional Turf & 
Ornamentals. 

Introducing TurfEx — The only 

company offering a complete line 

of commercial-quality equipment 

to meet your most demanding turf 

care needs. Spreaders, sprayers, 

sweepers and accessor ies — all 

your tough turf tools from one source. 

Let's take this outside. 

Contact TurfEx today! 

1.866.5TURFEX • 586.756.6555 
THE COMMERCIAL TURF CHOICE 

http://www.landscapemanage


JACOBS'JOURNAL 
I DANIEL G. JACOBS MANAGING EDITOR I Contact Dan at 216/706-3754 or via e-mail at djacobs@questex.com. 

The naked truth about marketing 

Arecent television advertisement 
for New Zealand Air features 
employees dressed only in body 
paint and smiles. The message is 
there's nothing hidden about the 

airline's fees. Fees are full frontal. 
The ad campaign and accompanying safety 

message for passengers are done in good taste - at 
least in the fact there isn't anything you can see in 
the videos you don't already see on the beach or 
around a swimming pool. A pair of luggage han-
dlers haul their, ahem, baggage into the belly of a 
plane. A flight attendant with strategically placed 
coffee cups pushes the drink cart down the aisle 
much to the surprise of unsuspecting passengers. 
A pair of pilots walking through the terminal 
catches the eyes of two women in the waiting area. 
The elder of the two leans over to her friend and 
says, "I do love a man in uniform." (www.youtube. 
com/watch?v=elD38pJX7iE) 

The commercials are playful, and they've 
accomplished what they were designed to do 
- capture people's attention, hit a major pressure 
point and get them focused on, and interested in, a 
product. What do you do to keep your company's 
name on the minds of customers in your market? 

In our jaded, seen-it-all society, it's often dif-

I'm wondering how far you're willing 
to go to turn the heads in your 
neighborhoods. What's the most 
outrageous or unusual way you've tried 
to reach new or existing clients? 

ficult to distract prospects away from their busy 
lives to focus on your message. A few famous 
examples come to mind of companies that have 
done it well. Apple's seminal Orwellian, Big 
Brother IBM-busting commercial only aired once, 
but remains one of the most memorable TV spots 
of all time. Wendy's "Where's the Beef' series 
spawned laughs and numerous jokes, but the mes-
sage stuck with consumers. 

Of course not all memorable ads are on the 
boob tube. Clothing designer Calvin Klein and 
retailer Abercrombie & Fitch have made headlines 
with scantily clad models adorning billboards, 
print advertisements and catalogs. 

We've written a lot about marketing through-
out the years. There are many schools of thought 
and nearly as many methods to draw a tech-sawy 
audience into your world. And the Internet 
continues to expand our reach. (It also provides 
many more distractions.) Facebook, YouTube, 
flickr, digg, del.icio.us, Twitter, fark, stumbleupon 
— the list goes on. Reading a recent story about a 
national news Web site listed half a dozen ways to 
share the story and a link that offered 55 addi-
tional methods to disseminate the content to other 
users. Digital is the new word of mouth. 

It's an age-old adage that sex sells. Some of the 
aforementioned citations prove that point. I'm not 
suggesting you strip down to your boxers for your 
next brochure (though if you do, you might earn a 
mention somewhere in our magazine). And you're 
not likely to see the editors of Landscape Manage-
ment do so. We're trying to attract readers, not 
scare them away. 

I'm wondering how far you're willing to go to 
turn the heads in your neighborhoods. What's the 
most outrageous or unusual way you've tried to 
reach new or existing clients? If you're willing to 
share your secrets, e-mail me your most effective 
and unusual marketing campaigns (along with 
images), and we'll give you due props here. 

mailto:djacobs@questex.com
http://www.youtube


THE KUBOTA FACTOR 
Kubota Turf Equipment 
These days, often the difference between making do and 
making a profit is the quality of your equipment. Kubota turf 
equipment is built with your business in mind-to deliver a 
higher level of performance; to be more fuel-efficient; and to 
provide more comfort and conveniences that make each job 
more productive. That's what turf pros all across the country 
call the "Kubota Factor." 

B26 TLB - Tractor, loader and backhoe-this is the perfect 
all-in-one tractor for landscaping work. Now with more 
horsepower, greater versatility and enhanced 
operating performance. 

Z 2 0 0 and Z 3 0 0 Series - Compact or full-size? Gasoline 
or diesel? Either way, you get a high-performance zero-turn 
mower with a powerful Kubota-built engine. All models 
deliver high levels of torque to handle your toughest 
turf challenges. 

R T V 5 0 0 - Starts quicker. Runs quieter. Stops smoother. 
This all-purpose utility vehicle packs a powerful 15.8 HP 
Kubota-built gasoline engine, yet is small enough to fit into 
the back of a long bed pickup. 

Financing available to qualified customers through Kubota Credit Corporation, U.S.A. For product and dealer information, 
call 1-888-4-KUBOTA, ext. 403 or go to www.kubota.com. 

Optional equipment may be shown. 
OKubota Tractor Corporation, 2009 

http://www.kubota.com


L A W N C A R E P R O 
LM'S OPERATOR OF THE MONTH » BY RON HALL 

Charlie King founded King GREEN in 1987 in 
the basement of his home with the help of his wife, 
Barbara, and his late father, Alfred King. Although 
the company's administrative headquarters are in 
Gainesville, GA, it depends on wherever King is at 
that day. His company offers a range of lawn care and 
structural pest control services. 
How did you enter the lawn 
care business? I wandered 
into the lawn care business by 
accident. In 1978,1 gradu-
ated from the University of 
Georgia and was working in 
a grocery chain as a manage-
ment trainee. A friend of 
mine recently started in the 
lawn care industry and asked 
me to try it out. I wasn't even 
looking for a career, but I 
found one. 

Give us an idea of your typical 
day. I don't have one, and 
that's what I like best about 
my business and lifestyle. I 
sprayed from dawn to dusk in 
the early years. Now, I may 
be meeting with customers or 
checking lawns. We recendy 
started a pest control division, 
and I'm learning that science. 
It's like starting all over again. 
I also spend time training and 
working with employees. 

communicating, educat-
ing and by listening to our 
customers. We manipulated 
programs and were able to 
get through the drought with 
a minimum of impact to our 
customer base. But between 
the drought and the weak 
economy, we got hit harder 
than we'd have liked. 

Our response to the 
depressed economy has 
been to service the accounts 
harder than ever, be patient 
and listen to our customers. 
If a customer needs to skip a 
service, we don't make a big 
deal about it. 

North Georgia suffered 
through one of its worst 
droughts in 2007 and 2008. How 
did it and the resulting water-
ing ban affect your company? 
The drought exposed every 
weakness and strength in 
our company. We coped by 

How's your season going 
so far? Business is flat. We 
have few new homeowners 
moving in, and people are 
watching what they spend. 
Homeowners, apartments, 
commercial properties — it 
doesn't matter because it's 
across the board. It started 
last fall because of economic 
conditions, and the drought 
didn't help. 

As you look into the future, 
what do you see? The next 
five to 10 years will be an 
interesting time for our 
company. I'm 54, my vice 
president and partner, Greg 
Wagner, is close to 50, and 
we're preparing a new genera-
tion of people ready to assume 
the helm. My daughter Jenni-
fer joined us this January, and 
she's excited about the future, 
as are the other younger em-
ployees who've been with us. 
We have a succession plan. 

Tell us about kudzu control. 
Kudzu is a vine from Japan. It 
grows 6 in. a day, but a good 
broadleaf herbicide will kill it. 
If you have a 4-hour job, by 
the time you finish, you can 
see it dying. 

Kudzu is an annual that 
dies off with a frost, but it 
comes back the next year 
and will swallow an acre of 
pine trees if you let it. We get 
calls to kill it on the back of 
properties, near apartments 
and places like that. 

COMPANY: King GREEN, 
Gainesville, GA 

FOUNDED: 1987 

PRINCIPAL Charlie King, 
president 

NUMBER OF LOCATIONS: 4 

SERVICE AREA: Gainesvil le, 

Athens, Watkinsville and 
Atlanta, GA, and Char-
lotte, NC 

EMPLOYEES: 70 

SERVICES OFFERED: com-

mercial, residential and 
sports turf care; tree and 
shrub service, specialty 
services (kudzu control, 
seeding, renovation, aera-
tion); King GREEN IPM 
termite and pest control 

INDUSTRY INVOLVEMENT: 
Metropolitan Atlanta 
Landscape and Turf 
Association founding 
member (president, 
1997-1998), PLCAA board 
member, Georgia Turf-
grass Association board 
member (2000-2005) 

HOBBIES: fishing, camping 
and flying a small plane 

FAMILY: wife Barbara and 
two daughters, Jennifer 
and Amber 

WEBSITE: KingGREEN.com 

BUSINESS IS FLAT. HOMEOWNERS, APARTMENTS, 
COMMERICAL PROPERTIES - IT D0ESNT MATTER..." 



SI Insignia 
You've got enough to worry about. But with Insignia® fungicide on 
your team, you can be sure of one thing: effective control of patch 
diseases (brown, summer and take-all), fairy ring, pythium root rot, 
pythium blight (volutum), bipolaris, gray leaf spot, snow mold and 
more. You'll even suppress dollar spot. So put a better strobie to 
work for you: Insignia. You'll be glad you did, month after month. 

• 

• - B A S F 
betterturf.com | 800-545-9525 The Chemical Company 

Always read and follow label directions. 
Insignia is a registered trademark of BASF. © 2008 BASF Corporation. All rights reserved. 



B E S T P R A C T I C E S 
BRUCE WILSON I The author is a partner with the Wilson-Oyler Group consultancy. Visit www.wilson-oyler.com. 

To grow, keep em in the know 

A m m 

s our recession drags on, I am 
finding many companies are 
struggling to communicate with 
their employees. Companies have 
been affected in varying degrees, 

from severe business loss to minor setbacks to 
some moving along as if things are normal. 

Employees see what's happening around them, 
as well as the bad news on T V and online. Some 
even still read the newspapers. 

In light of this, stay communicative with your 
employees. They know something is going on, 
and they want to know how it could (or will) affect 
them. Fear of the unknown can be very unsettling 
and disruptive to your work force, and can lead to 
deteriorating morale and productivity. 

Communications should be: 
> Honest. During times like these, you need the 
full trust and commitment of your work force. If 
layoffs are possible, warn them — but at the same 
time tell them what you're doing to avoid job cuts 
and how they can help stave off layoffs. 
> Consistent. Do not go out and paint a rosy 
picture to keep everyone happy, then be put in the 
position of having to dribble out bad news. You 
will lose your credibility, and that leads to trouble. 
Avoid mixed messages: For instance, do not tell 

Approach this process as an opportunity 
to get the right people in the 
right places to strengthen your 
company for the rebound. 

everyone, "We need to cut back and watch our 
pennies," then do something that could be per-
ceived as extravagant, such as buy a new car. 
> Open. Seek employee input, and give them a 
chance to ask questions — whether it be in group 
settings or with their managers — as to how 
changes might affect them. Make sure all managers 
are on the same page with their messaging. 

When the belt tightens... 
If you reach a point where you must cut back, here 
are some suggestions: 
> Be objective. Look at your organizational chart 
— without names — and see which positions can be 
eliminated. If you look at it with names, emotions 
involving particular people will influence your 
willingness to keep or eliminate each position. 
> Promote from within. Once you've trimmed 
your organizational chart, fill it with qualified 
people from your existing staff. Job qualifications 
are important because they will help prevent fill-
ing positions with favorites. 
> Cut deeply enough the first t ime. T h e r e is n o t h -
ing more painful or unsettling to your company 
than progressive cutbacks. 
> Keep your finger on the pulse of employee 

morale. Employees will be watching and evaluat-
ing your decisions. Beware of favoritism and of 
protecting sacred cows, especially divisions that 
have been longtime "loss centers." This can lead 
to serious morale issues, as well as create a dis-
gruntled faction within your company that could 
undermine what you're trying to do. It also chips 
away at the bottom line. 
> Keep a positive attitude. Approach this process 
as an opportunity to get the right people in the 
right places to strengthen your company for the 
rebound. Build on the successful implementation 
of your plan and create a positive team dynamic. 
Constant, consistent communication is key. Keep 
people focused on a more positive future — not a 
depressing present, if that is the case. 

http://www.wilson-oyler.com


ALOFT Insecticide provides total insect control, guaranteed. 

Simply apply once early for season long control of all major turfgrass insects, surface feeding pests and ^ E L V j ^ T j S 
white grubs. It has two kinds of powerful activity to provide residual, systemic control and fast knockdown. ^ E f l U S f ^ f l 
Plus, we're so confident in the proven effectiveness of ALOFT, we're backing it with our Unsurpassed V H H H l ^ P 
Performance Guarantee.To learn more, call 866-761 -9397 or visit arystalifescience.us/aloftguarantee. Total control.Guaranteed." 

y v 
S ^ ) Arvsta LifeScience AKv iv* read -Wd follow label directions MQF' •• !v .?AL0P 'fid: «d. •• of Arysta ptefc ence Nor* Aw.* cS TS T »ta Coi'jo' Qyara ii •-.*?' slot: -nisar.; • •nau> ofArysta 

North Ameuce. LLC Ar,3ta WeSuence and tt,e Aj ysta LlfeScienre logo arc ĝista-ed trader .-Vc; c! Aiysta ufeJcwce Corpora*̂  t Arvsta L»feSriencfc North America. LLC ALQ-090 

W e ' r e like, toast For sure. 



INFOTECH 
TYLER WHITAKER I The author is a freelance technologist. Contact him at 801/592-2810 orvisitwww.tylerwhitaker.com. 

On-the-go gadgets for work, pleasure 

This summer, I'm finding myself on 
the go more than ever. Being able to 
get the work done is a never-ending 
challenge. This month, I review four 
products that can help you balance 

work with some fun in the sun: 

LaCie iamaKey USB Flash Drive I 
www.lacie.com 

Are you sick of running back into the office 
for those revenue numbers or the latest sales 

presentation? Never be without your critical 
data with the new iamaKey USB Flash 

Drive from LaCie. Finally, someone 
has created an 8 GB flash drive in the 

form of a standard car or house key. Its sturdy metal 
design is both water- and scratch-resistant. Lacking 
the right data is a thing of the past — as long as you 
have overcome that bad habit of losing your keys 
and locking yourself out. 

Plantronics Voyager Pro I www.plantronics.com 
There is a lot to be excited about with the new 
Bluetooth headset from Plantronics. The Voyager 
Pro employs two noise-canceling microphones, 
adaptive equalizers, and three layers of WindSmart 
technology to bring you crystal-clear voice, even 
in the stiffest wind. With six hours of talk time and 
five days of standby, this headset lets your office 
go anywhere you go. (Even conference calls while 
golfing can be a "give me.") 

Amazon Kindle 21 www.amazon.com/kindle2 
I can never find enough time to catch up on my 
reading. Amazon's Kindle 2 is a perfect solution for 
people on the go. This secoi 
sion of Amazon's wireless re; 
device can hold up to 1,500 
and can download new bool 
in less than 60 seconds usin^ 
built-in 3G wireless Interne 
connection. 

What really makes the Kindle 2 special is the 
Read-to-Me feature, allowing you to listen to your 
books in the car or while working. 

Basic Web browsing and the ability to listen to 
music and podcasts means you have a knowledge 
tool designed to keep you informed while on the 
road. Doesn't the ability to research and e-mail 
from behind home plate at a baseball game sound 
like heaven? 

Acer X233Hbid 23-in. Widescreen 
LCD Monitor I www.acer.com 
I've long been a fan of large monitors. Their 
productivity benefits have been documented for 
years. But the stumbling block for most people 
has been the high price tags. With this new L C D 
monitor, Acer has removed all of the excuses. 
The X233HBid 23-in. L C D boasts full H D T V 
(1920x1080) resolution, and can be found online 
for close to $200. 

While it's not a mobile solution, this monitor 
just might be able to help you get your work done 
early, so that leaving the office while the sun is still 
shining is a definite possibility. 

Getting the job done, on time and under budget, 
is a matter of using the right tools. Hopefully, these 
tools can energize your work life while giving you 
more time and toys to explore and enjoy summer. 

http://www.tylerwhitaker.com
http://www.lacie.com
http://www.plantronics.com
http://www.amazon.com/kindle2
http://www.acer.com


SPECIAL SECTION OF LANDSCAPE MANAGEMENT vescapes 
Producing profits through bedding plants, ornamentals & trees 

In a bout with 
DROUGHT 

Drought-resilient landscapes don't have to look 

like they were designed to save water. 

T H E HEAT of summer is here, threat-
ening to wilt and wither your carefully 
designed landscapes ... unless you 
installed drought-tolerant landscape 

plants. Choosing the right cultivars and follow-
ing simple installation advice can keep your 
clients' landscapes looking vibrant through the 
hottest weather. 

"We want people to become drought resil-
ient ahead of time," says Kelly Smith, drought 

THE RIGHT PLANTS CAN BEAT 
THE HEAT, BY JAMIE J. GOOCH 

resources specialist at the National Drought 
Mitigation Center in Lincoln, NE. "Drought is a 
slow-moving natural disaster that people don't 
think about until it happens. Over time, it can 
cause a lot of environmental stress and hu-
man hardship. It's going to happen. We want 
people to be prepared." 

Diversity equals strength 
Perhaps the best way to prepare a landscape 
for drought conditions is with biodiversity. 
Different types of plants, trees and shrubs 
— as opposed to a monoculture — are better 
able to resist stressful conditions. Part of that 
biodiversity should come in the form of na-
tive plants. Natives are more likely to tolerate 
drought conditions because they've become 
conditioned to the weather patterns of a par-
ticular area over many generations. Depend-
ing on the region, native species can offer a 
number of height, texture and color options. 

However, there are many non-native species 
that can be used to add color and additional 
interest. The key is to choose drought tolerant 

PROUD SPONSORS 

Ball. 
GPdsmHh 

S E E D S 

i i i i i l l B e n a r y 

ANTHONY TESSELAAR PLANTS VARIETY FOCUS: FLOWER CARPET PINK SUPREME 
The second of the 'Next Generation' Flower Carpet® roses, Pink Supreme is a non-stop bloomer from early summer through late 

autumn frost. The results of this Next Generation breeding includes improved natural disease resistence plus heat and humidity 

tolerance. Other Next Generation releases include Flower Carpet® 'Scarlet' and Flower Carper Amber.' For more information about 

this and other Anthony Tesselaar Plants, visit www.tesselaar.com. 

http://www.tesselaar.com


l i v e s c a p e s > DROUGHT 

cultivars for your area. Many local exten-
sion offices often maintain a list of drought-
tolerant plants specific to their regions. 

Consider a plant's water requirements 
when designing the landscape. Grouping 
plants with similar water needs will allow 
for easier and more efficient irrigation of 
that grouping, rather than watering an 
entire bed of plants that may not need 
additional water 

"The landscape industry has a big 
opportunity to make communities more 
drought resilient," Smith says. "By making 
domestic ecosystems that have greater 
diversity and drought resistance, land-
scapes can really have an impact." 

Watching water use 
As more parts of the country with limited 
water resources become increasingly 
urbanized, water shortages are becoming 
commonplace. Droughts bring emergen-
cy water restrictions and new legislation 
geared toward making the most out of 

DID YOU KNOW? 
> Landscaping accounts for about half 
the water Californians use at home. 
> Every day in the United States, we 
drink about 110 million gallons of 
water. 
> A leaky faucet can waste 20 gallons 
of water a day. 
> Watering your grass and trees more 
heavily, but less often, saves water and 
builds stronger roots. 
— Sources: American Water Works Association, Mojave 
Water Agency, and Sunnyslope County Water District. 

each drop of water — and with good 
reason. According to the Environmental 
Protection Agency, more than 50 percent 
of water used to irrigate lawns and gar-
dens is wasted. And that's a lot of waste 
because between 30 and 50 percent of 
the average American household's water 
use goes to outdoor uses. 

U.S. Drought Monitor June 23, 2009 
Valid 8 a . m . E O T 

Intensity 
I I DO Abnormally Dry 

] D1 Drought - Moderate 
• D2 Drought - Severe 

• D3 Drought - Extreme 
• D4 Drought - Exceptional 

Proyqht Impaqt Types 
r - ' Delineates dominant impacts 
A = Agricultural (crops, pastures. 

grasslands) 
H = Hydrological (water) 

The Drought Monitor focuses on broad-scale conditions. 
Local conditions may vary. See accompanying text summary 
for forecast statements. 

h t t p : / / d r o u g h t . u n l . e d u / d m 

Released Thursday, June 25, 2009 
Author: M. Brewer/L. Love-Brotak, NOAA/NESDIS/NCDC 

Th is d r o u g h t - r e s i l i e n t l a n d s c a p e i n c l u d e s 

a m a n - m a d e s t r e a m t h a t wi l l c r e a t e an a t -

t r a c t i v e d r y s t r e a m b e d in t i m e s of d r o u g h t . 

Some communities offer incentives for 
homeowners to make their landscapes 
more drought resilient and conserve 
water. By doing a little research, these 
incentives can be used to help bring in 
new clients and offer new services. 

New irrigation technology is one way 
to save water and keep your clients' 
landscapes looking lush. Smart controllers 
monitor soil moisture, rain, wind, slope and 
plant type to help apply the right amount 
of water to the right areas. Installing, main-
taining and inspecting irrigation systems 
can bring extra business to your company. 
For more information about smart irriga-
tion, visit www.epa.gov/watersense/sim. 

"Landscapes have a vested interest 
in being drought resilient, especially if 
they're installing lawns and other water-
intensive plants," Smith says. "When 
coming out of a dry time, when hom-
eowners' water-hungry installations have 
died off, landscapers can help people 
select drought-resilient plantings. It's a 
good business angle and good for future 
drought preparation." fit 

GOLDSMITH SEEDS VARIETY FOCUS: CORA CASCADE TRAILING VINCA 
Brand new series from Goldsmith Seeds, Cora® Cascade" Trailing Vinca! Just like 'Cora,' this new series has a patented disease 

resistance to aerial Phytophthora. This vigorous trailing plant fills large beds and landscapes with lush, long-lasting flowers. Super 

large blooms cover the plant - no bald spots! 'Cora Cascade' is available in five colors and a mixture. 

http://drought.unl.edu/dm
http://www.epa.gov/watersense/sim


My customers rely on my expertise 
to select the best plants for their 
landscape. Flower Carpet1 Roses 
are environmentally friendly and 
offer high color, low maintenance, 
and guaranteed success. 

Ckoice 
Masses of Blooms; an Easy-Care Plant 
Available in 9 Great Colors 
The latest: Flower Carpet® AMBER 

www.flowercarpet.com 

http://www.flowercarpet.com


Strong yet stylish 
Amber is the ninth and newest color in the 

Flower Carpet family of groundcover roses, 

and the third of the Next Generation Flower 

Carpets, following Scarlet and Pink Supreme. 

The striking amber-peachy-apricot blooms are 

in abundance from late spring through frost, 

with bushes maturing as tall as 3 ft. Once 

established, Amber is drought tolerant, disease 

resistant and requires little maintenance. 

Hardy in USDA zones 5 to 11, it also handles 

zone 4 readily with winter protection. 

www.flowercarpet.com 

Easy-going elegance 
As the newest member of Proven Winners' Supertunia series, Supertunia 

Vista Silverberry is a vigorous, mounding petunia hybrid that's low 

maintenance, heat tolerant, and butterfly and pet friendly. With a height 

between 16 and 24 in., it's ideal as a landscape filler or containers by itself 

or in a combination. Its generous white blooms last all season, and it's 

hardy to 30 degrees Fahrenheit in full sun. www.provenwinners.com 

Royal treatment 
Terra Nova's Regal Ruffles strain of Hellebore 

is replete with double picotees, splashed forms 

and rich hues. But this clumping beauty also 

has brawn — in the form of resistance to 

shade and deer. It flowers during the winter, 

and is hardy in USDA zones 5 through 8. It 

favors dappled shade (full sun in the Northwest) 

and prefers soils with good moisture and 

drainage, www.terranovanurseries.com 

Lush and lively 
Just like "Cora," Goldsmith Seeds' new "Cora 

Cascade" Trailing Vinca series has disease 

resistance to aerial Phytophthora. This vigorous 

trailing plant fills large beds and landscapes with 

lush, long-lasting flowers. Large blooms cover 

the plant with no bald spots. The series is 

available in five colors and a mixture. 

www.goldsmithseeds.com 

orange, yenuw anu mixiure pciureuj, uenvers 

season-long landscape performance with 

high-impact, drive-by color. Featuring a height 

of 10 to 12 in. and a spread of 8 to 10 in., its 

branching provides full, lush plants. Large flow-

ers hold their doubleness and won't develop 

soft centers — so there's extended season 

performance and less chance of disease. 

www.panamseed.com 

Flower power 
At between 18 and 20 in. tall, 

G a r y ' s Rudbeckia hirta "Denver 

lisy" is suited to 1 -gal. production, 

or for large landscape plantings. 

It produces large masses of 

golden flowers adorned with 

rusty red rings that cover the 

daisy from late spring until first 

frost, www.benary.com 

BALL VARIETY FOCUS: MATRIX PANSY 
Matrix pansies produce abundant large blooms in traditional bright colors, including several unique patterns such as Morpheus, Sun-
rise and Blue Frost. Plants display superior branching and won't stretch in the heat but will grow quickly to fill in client's beds and 
pots. Matrix will continue to bloom even through shorter days of winter in mild climates and will brighten every spot of the garden 
the following spring. Matrix is an outstanding choice for spring and autumn containers and landscape beds. 

http://www.flowercarpet.com
http://www.provenwinners.com
http://www.terranovanurseries.com
http://www.goldsmithseeds.com
http://www.panamseed.com
http://www.benary.com


Extraordinary Flower Power! 
Set yourself apart from the competition. Grow 'BIG'™ 

begonias. Early branching, flowering and pot fill guarantee 

that you will have a premium container for spring sales. 

'BIG'™ continues to thrive in the landscape, ensuring that 

your customers will ask for more next year. Grow your sales 

in a 'BIG'™ way. 

P: 815-756-4546 I F: 815-756-9128 I Email: info@benary.com ; • J J • • • 

www.benary.com • www.big-begonia.com \ L J I I CjL V y® 

mailto:info@benary.com
http://www.benary.com
http://www.big-begonia.com


Matrix® 
pansy makes 
more blooms for 
more impact - count on 
season-long color in your plantings. 
Turn to Ball for fast, easy and profitable 
landscape color solutions! 

Request your free Landscape Color 
Solutions catalog & photo CD at 
balllandscape.com 

800 879-BALL Ball 
VĈOOT BjI HofteuKurU Cony, & dmoiCT . .f̂ Mfrt ot B«l HortKultuH Co**** SHC09069 

Divine style 
Kichler Lighting's 

new Cathedral 

Collection features 

seven coordinating 

lighting products with 

cathedral-inspired 

detailing to create a 

high-styled, cohesive 

look throughout the 

landscape. Each durable die-cast aluminum 

piece is finished in a textured bronze powdercoat. 

Products in the collection include a wall-mounted 

planter, low-voltage pendant, two deck light 

styles, path light, bollard light and the pictured 

standing lit planter, which spreads a shadow onto 

path and patio surfaces while illuminating potted 

flowers or plants, www.landscapelighting.com 

Get smart 
Developed for 

commercial tree 

growers, the 

Smar t Pot series 

are soft-sided, 

fabric containers 

have the rigidity to hold their shape while sup-

porting a plant. The aeration container features 

the ability to air-prune and enhance a plant's root 

structure. After all, a highly branched, fibrous 

root structure is the key to growing a better 

plant — with more flowers and fruits, and more 

resistance to insects and disease. 

www.smartpots.com 

Sustainable solution 
Strata Systems' new Neoweb is a honey-

combed, cellular confinement system (geocell) 

that, when filled with soil, stabilizes soft soils, 

reinforces pavement structures, and provides a 

durable reinforcement solution. It can be custom-

ized to the specific project and application. Cell 

heights range from 3 to 8 in., and sections are 

tri-folded, shrink-wrapped and palletized for 

shipment, www.geogrid.com 

True to form 
Pr imescape Products' new Flexi-Liners con-

form to the shape of each container to prevent 

leaks. Made from soft, flexible plastic that can 

be cut or bent as needed, they're easily trimmed 

to fit with a standard pair of scissors. The liners 

also help prevent calcium deposit buildup on 

the surface of the planters, as well as prevent 

excessive evaporation. They're available in a 

range of sizes, from 8.3 to 31.5 in. top diameter. 

Primescapeproducts.com 

Drainage for a cause 
Place a reusable PotHoles 
Drainage Disc at the bottom 

of a pot, add soil and plant 

— the hydroponic filter holds moisture ^ ^ ^ 

for plants while improving oxygen flow. 

Available in four sizes (5,6.5,8.5 and 11.5 in.), 

the product has the added benefit of aiding lung 

cancer research: 5% of all Internet sales and 5% 

of PotHoles' profits go to the Christine J. Burge 

Endowment for Lung Cancer Research at the 

University of Colorado Cancer Center. 

www.gotpotholes.com 

Handy rake 
Looking for the best way to clear debris from 

flower beds, around plants and from other 

hard-to-reach areas? The Oxo adjustable hand 

rake, part of its Good Grips series, features easily 

adjustable tines that lock into place at a spread 

anywhere from 3 to 12 in. Simply unlock the 

adjuster and slide forward or back to increase or 

decrease the spread, then securely lock into place. 

Fully retract the tines for 

getting into tight areas or 

for compact storage. Fully 

expand the tines for clearing 

larger areas. The 12-oz. rake 

also features a dual position 

handle for added reach with 

optimal comfort and a soft, 

nonslip grip, www.oxo.com 

BENARY VARIETY FOCUS: 
RUDBECKIA HIRTA 'DENVER DAISY' 
Growers will love this new Rudbeckia because of its high germination and 

large stands of usable seedlings. At 18 to 20 in. tall, the 'Denver Daisy' 

is perfect for 1 -gallon production or for large landscape plantings. Flower 

power is no understatement for this beauty as large masses of golden 

flowers adorned with rusty red rings cover the 'Denver Daisy' from late spring until first frost. Strong, 

dense flowers stems ensure it won't flop or fall over in adverse weather conditions. This heat-loving 

beauty is able to thrive in diverse and rugged areas. 

http://www.landscapelighting.com
http://www.smartpots.com
http://www.geogrid.com
http://www.gotpotholes.com
http://www.oxo.com


Loaded with latge an A long-lasting blooms! 
• Vigorous root development for fast establishment 

in the garden \a i * 
• Easy Care! Reduced sensitivity to Powdery Mildew 

V . K 

• Perfect for mixed containers ahd large garden beds 
• 2008 is the Year of the Rudbeckia! \ 

S E E D S 

800-549-01,58 • www.goldsmithseeds.com 
To order Goldsmith varieties, call your favorite grower or supplier 

http://www.goldsmithseeds.com


When implemented 
correctly, this service 
can expand your client 
base and let you work 
sooner in the spring 
and later in the fall. 

BY CURT HARLER 

MANY COMPANIES OFFER aeration, but 
it's not always an overnight success. To 
ensure repeat business, a savvy contrac-
tor has to educate the customer and 
perform the service properly. 

"There are different reasons for 
aeration, so a landscaper can't just tell a 
customer he wants to poke holes in his 
lawn," says Bob Brophy, director of lawn 
products for Minneapolis-based Turfco. 

While aeration is beneficial, few hom-
eowners have it done regularly. Managed 
properties usually are more aggressive. 

Aeration helps water infiltration, 
which reduces chemical runoff into 

streams and keeps the product where 
you need it, says John Bentley of Earth 
& Turf Products in New Holland, PA. 

Aeration holes need to be spaced 
properly and uniform in depth, says 
Michael Hileman, sales rep for Clem-
mons, NC-based tine-maker JRM. "If 
you emphasize uniformity with chemical 
applications, you should do the same 
with coring," he says. 

A typical landscaper uses a 7.5-in. 
coring tine, and depth is key with coring 
tines, Hileman says. "You have to be 
consistent for the whole job," he says. 

One aeration a year is enough gen-
erally, Bentley says. A lawn with tight 
roots should be aerated three or four 
times the first season, then aeration can 
be done annually. A lawn on clay soil 
might need more frequent aeration. By 
contrast, a lawn on sandy loam can be 
aerated once a year. 

Bermudagrass lawns should be aer-
ated in the fall because the grass emerges 
from dormancy in the spring, and it's 
important to allow the roots to grow 
with minimal disturbance, Hileman says. 
Cool-season grasses can be aerated at a 

season's start. A second aeration might 
be appropriate for heavier soils. 

Anywhere a pristine look isn't 
required, it's good to aim for about 15% 
removal, Hileman says. A 7.5-in. tine will 
plug to a depth of 4.5 to 5 in. in loose soil. 
Once the tines begin to wear and that 
depth decreases, it's time for new tines. 

"You can't go across the lawn once 
and think you're done," Bentley says. 
"The lawn should look like you've just 
about killed it." He recommends 18% to 
20% soil disturbance. 

Many lawns allow an inch or two of 
penetration, Bentley says. These need to 
be worked frequently. Newly constructed 
lawns require aeration because topsoil 
usually is scraped off, and the subsoil is 
used to cover the ground, Bentley says. 

"It's difficult to core aerate subsoil," 
he says, recommending shatter tines. 
"Even if you don't get much of a core, it's 
better than none at all." 

Different tines serve different 
purposes. Don't slice home or business 
complex lawns. 

"In a running grass such as Bermuda 
continued on page 42 



See how much you'll save at 
www.rainbird.com/savings 

Demanding more 
and paying less. 

That's intelligent. 

Save more than 25% w i th the legendary 
qual i ty of Rain Bird® 1804 Sprays. 
Get more of the quality you trust—for less. The rugged construction of 
1804 Sprays provides you with reliable performance, year after year. The 
result is a healthier landscape, and now, an even healthier bottom line. 
That's performance you demand. That's The Intelligent Use of Water™ 

TALK TO YOUR 
SALES REP OR 
DISTRIBUTOR 

Rain Bird® 1804 Sprays 
Save more than 25% over Hunter* PR0S-04 Sprays! 
Rain Bird List Price 

>48 
Hunter List Price 

35 

'Based on 2009 U.S. Rain Bird* and Hunter* list Pricing effective January 1,2009. 

RAtN^B/RD 

http://www.rainbird.com/savings


continued from page 40 
or zoysia, you're cutting the runners 
and getting new shoots," Brophy says. 
On home lawns, the intention of most 
aerations is different. 

Spiking - a solid piece of steel pushed 
into the ground, which fractures the 
soil and breaks up thatch and the soil 
beneath - is more appropriate. 

"It's a short-term solution for soil 
ventilation where you don't want to pull 
up a core and leave it on the ground," 
Brophy says. An example is a sod area 
around a swimming pool. 

Spiking opens up holes that typically 
last until the first heavy rainstorm or 
soaking. Then the holes close. So, spik-
ing has to be repeated often. 

Core aeration tends to be the best 
solution for home lawns and office 
parks. The machine pulls up a soil plug 
and leaves it on top of the ground. This 
allows soil to break up slowly and helps 
control thatch, Brophy says. It should 

Warm-season grass should be aerated in 
the fall. Cool-season grass can be aerated 
in the spring. 

take several weeks for the plugs to disin-
tegrate and the holes to close. 

Coring is a good standard for 
landscapers, Hileman says. A coring 
tine will fit most drum rollers. Some 
landscapers use the solid tine because 
it doesn't leave cores on the surface. If 
you're taking the time to aerate, you 
might as well pull a core, he says. 

Core aeration allows oxygen into the 
root zone, eliminates methane gas that 
builds up around dead or decaying roots 
and allows the soil to break up slowly 
on the ground's surface. "Don't pick up 
the plugs - that defeats the purpose," 
Brophy says. 

Core aeration helps stimulate root 
growth by getting oxygen down past 
the upper, yellowish part of the root and 
closer to the growing white part that 
takes in nutrients. 

There are two basic kinds of core 
aeration. Piston aeration shoots a tine 
straight down into the soil and comes up 

and out. This is the favored method in 
damp conditions, but it can actually com-
pact the soil, Brophy says. Second, a roll-
ing drum sends the tine into the ground 
at a 30-degree angle and moves under the 
soil. This action rips and loosens the soil. 

"This is the solution for a turf where 
it doesn't have to be perfecdy level," 
Brophy says, lm 

5925 E. Harmony Road • Fort Collins, C O 80528 
800.279.8537 • www.walkermowers.com 

Create Your Own 

Stimulus Package 

Visit www.jphorizons.com/LM.htm 

JPSHorizons 
L E A N R E - E N V I S I O N E D 

http://www.walkermowers.com
http://www.jphorizons.com/LM.htm


Step right up 
The new Step nTow swing-out step 
allows easy access to a pick-up bed or 
roof racks. Designed to fit any standard 
2-in. receiver, it features a durable gal-
vanized, powdercoated finish and an 
18-in., 90-degree, swing-out nonskid 
rubber footed step. It also becomes a 
versatile winch-mounting platform with 
the addition of the winch-mounting 
block. The step will satisfy any stan-
dard two-bolt mounting pattern with 
winches as heavy as 3,000-lb. capacity. 
StepnTow.com or 860/935-0121 

Architectural detailing 
Orbit/Evergreen added new models to 
an expanding series of 12v and 120v 
LED step lights. The long-lasting, en-
ergy-efficient outdoor luminaires are 
designed for use in entryways, decks, 
outdoor walkways and garden patios. 
The series includes 18, 40, 42, 48 and 
60 LED lamps with .064W output per 
lamp. The LEDs have a 10-year life ex-
pectancy. Cover plate options include 
circular, horizontal and vertical designs 
with louvered, hooded and frosted 
glass faces, www.orbitelectric.com or 
800/90-QRBIT 

P R O D U C T S 

Prune in comfort 
Corona Clipper's two new Long-Reach Pruners are 
designed to make pruning faster, easier and safer. The TP 
3206 (pictured) and TP 3212 feature a Dual Arc blade with 
1.25-in. cutting capacity that "bites" into branches or stems 
then slices them for cutting precision. A 360-degree rotating 
head makes it possible for both models to cut branches and 
stems from almost any position. The TP 3206 is about 5 ft. long, 
while the TP 3212 telescopes from 7 ft. to 12 ft. In addition to all the 
features of the TP 3206, the TP 3212 features a handsaw accessory 
for removing larger limbs and a positive lock to eliminate pole slippage 
for a safer, more precise cut. www.coronaclipper.com or 800/847-7863 

Snow support 
Profits Unlimited's Snow & Ice Management Quick Estimator CD calculates plowing 
time, material application rates for liquid and granular products and hand labor time. 
Created by Wayne Volz, a snow industry professional, the Excel spreadsheet pro-
gram can create a professional proposal fast, taking the guesswork out of estimates. 
Users can calculate per push and per event or seasonal contract pricing. 
www.profitsareus.com or 800/845-0499 

The Turf Professional's Free 
On-line Source for Weed ID and 
IPM Control Recommendations 
• Weed ID Photos • Regional Alerts 
• Control Options • Turf School Links 

TEST YOUR WEED IQ! 
WEEKLY CONTEST-

Correct ID 
Can Win This 
Magic Mug 
With Disappearing Ink 

An Industry Service From 

p b i / G D R c l o n 

c o p p o R a t i o n 
An Employee-Owned Company 

http://www.orbitelectric.com
http://www.coronaclipper.com
http://www.profitsareus.com


The handle on Fiskars' PowerGear Pruners (model 7941) rolls to fo l low 
a user's hand's natural c lenching mot ion .The pruners reduce st ress and 
fat igue and mul t ip ly cut t ing force, the manufacturer says. W i t h a l i fet ime 
warranty and a cut t ing capacity of 3/4-in., the pruners' sharp, precision-
ground blade edge is corrosion resistant, nonstick and replaceable. 
The product w o n the Arthr i t is Foundation's Ease-of-Use Commenda -
t ion and is r e c o m m e n d e d for users w h o suffer f r o m arthrit is, rheuma-
t i sm and carpal tunnel syndrome, www.fiskars.com or800/500-4849 

WHO'S IN YOUR CORNER? 
RISE UP & FIGHT 
t h i s r ecess ion l ike a c h a m p . . . 
J o i n Landscape Management's 
C o n s u l t i n g C l u b s t o d a y . 

Visit -MConsultingClubs.net today to receive 
limited-time reduced rates with our business coaches. 

Beauty and brawn 
W h o says tall wal ls have to be ugly? 
Versa-Lok's versati le and award-
w inn ing Mosa ic retaining wal ls give 
commerc ia l propert ies increased 
curb appeal wh i le mee t ing the high-
est engineer ing standards. 
www.versa-lok.com or 
800/770-4525 

ProLine 
The n e w ProLineShovel en-

ables users to dig smal l numbers 
of t rees quickly, easily and safely 

to ball and burlap t h e m or transplant 
t h e m direct ly to another location on 
site. The shovel is shaped like one-
third of a standard, hydraulic t ree 
spade and a l lows the operator to 
make t w o or three thrusts around the 
base of the t ree to extract a uni formly 
shaped rootbal l .The nose design pre-
vents it f r o m sl ipping off and around 
t ree roots as happens w i t h shovels 
having a more pointed nose. The 
shovel is available in full and mini-skid 
sizes, prolinegrabber.com or 
888-288-5308 

http://www.fiskars.com
http://www.versa-lok.com
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GIE+EXPO is the ultimate industry gathering place with new products, education, 
networking and tons of fun! It is your one-stop-shopping event with over 600 exhibitors 
inside and 19 acres of outdoor demonstrations! Get face-to-face, make deals, trade ideas! 

GE+EXPO 
The 14th largest tradeshow in the USA! 

Thursday, Friday, Saturday | October 29-31, 2009 
Kentucky Exposition Center | Louisville, Kentucky 
www.gie-expo.com | info@gie-expo.com 
(800) 558-8767 or (812) 949-9200 

REGISTER TODAY AT WWW.GIE-EXPO.COM 
By registering now you could win Flight Certif icates* to 
anywhere in the Caribbean that American Airl ines flies. 
Sponsored By: Ariens & American Air l ines/American Eagle 
•Blackout dates and restrictions apply. 

The Briggs Bluesbusters will take 
the stage at 6 : 3 0 p.m. with headliner 
Eddie Money performing at 8 : 0 0 p.m. 

Friday, October 30 

The Grass Roots in concert, 7 : 0 0 p.m. 
Street Party featuring The Blues 
Brothers, 9 : 0 0 p.m. 

"If you believe in networking 
and making contacts, this is 
the show for you!" 
Tony Czubernat, 
Exhibitor, American 
Brick Saw Co. 

Thursday, October 29 

http://www.gie-expo.com
mailto:info@gie-expo.com
http://WWW.GIE-EXPO.COM


CLASSIFIEDSHOWCASE 

SELL M i l U K LANDSCAPES & JOBS 
Two M AN Profit Centers - 50%+ 
Two M W Revenue Streams 
Two M AY Customer Bases 
A Simple, Easy Add-On Service 
Buy Factory Direct - Wholesale 

NO PAYMENTS & INTEREST 
FOR 90 DAYS 

We Your Installs 
1-800-334-9005 www.allprogreens.com/training 

E S C A P E S & JOBS Two \ : V Profit Centers - 50%+ 
Two V V Revenue Streams 
Two \ V Customer Bases 
A Simple, Easy Add-On Service 
Buy Factory Direct - Wholesale 

NO PAYMENTS & INTEREST 
FOR 90- DAYS 

We FUND Your Installs 
1-800-334-9005 www.allprogreens.com/training 

1UEE DVD & T R A I N I N G 

Tap Into New Revenue And Profits From More Affluent 
Clients With Two Of America's Top Franchises 
During One Of These Great Discovery Days... 

of your choice! 
www.ChristmasDecor.net 1 . 8 0 0 . 6 8 7 . 9 5 5 1 www.NiteTimeDecor.com 

T E L L T H E M Y O U S A W I T I N 

Landscape Management 

a ,«»»«* , W A N T jq B U Y OR 
# P \ SELL A BUSINESS? 
.? ® Q Professional Business 
Meryv a Aequo*ON SfcfjHt, Consultants GUI obtain purchase 

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

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

If you arc looking to grow or diversify through 
acquisition, we have companies available in Lawn Care, 
Grounds Maintenance, Pest Control and landscape 

Installation .ill over the U.S. and Canada. 
182 Homestead Avenue, Rehoboth, MA 02769 
708-744-6715 • Fax 508-252-4447 

E-mail pbcmellolffiaol 

Incorporate 
for as little as $ 9 9 
Visit www.incorporate.com 

or call 800-616-0216 

COMPANY C O R P O R A T I O N 
I N C O R P O R A T I N G W H A T ' S R I G H T F O R T O O 

LAWN & GARDEN FOOTWEAR CO. FOR SALE 
Looking for equity partner to fund immediate 
national rollout. Only company making full 

line of horticultural footwear and poised to be 
"the" brand in L&G market. Patented sole, 

loyal customers, reputation for comfort. 
Contact Madeleine at 503-620-1800 or 
nicno(a pipergroupinternational.com 

Did you know? 
Al l L a n d s c a p e 
M a n a g e m e n t 

c l a s s i f i e d s a r e 
p o s t e d o n l i n e . 

Iandscapemanagement.net 

Payment must be received by the classified Every month the Classified 
closing date. We accept Visa, MasterCard, and 0 1 _ xr 
American Express S h o w c a s e Offers an up-tO-
Mai l LM Box # replies to: d a t e S e C t i ° n <>f t h e p r o d u c t s 
Landscape Management Classifieds, LM Box# and services you're looking 
306 W.Michigan St., Suite 200 f Don't miss an issue' 
Duluth. MN 55802 I U ' ' X m i s » s d n 

(please include LM Box i in address) 

ADVERTISING 
INFORMATION 

Call Kell i Velasquez at 
800-669-1668 x3767 
or 216-706-3767, 
Fax: 253-484-3080, 
E-mail: 
kvelasquez@questex.com 

http://www.allprogreens.com/training
http://www.allprogreens.com/training
http://www.ChristmasDecor.net
http://www.NiteTimeDecor.com
http://www.incorporate.com
mailto:kvelasquez@questex.com


HELP WANTED SOFTWARE 

S E R P I C O L A N D S C A P I N G , I N C . 

A successful 19-year-old business in the 
5F day Area has dynamic opportunities 
for experienced landscape maintenance 

professionals to join us as: 

* A c c o u n t M a n a g e r s 
• B r a n c h M a n a g e r s 

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

Join Our Growing Team 

landscapemanagement.net 
FLORASEARCH, 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 
F-mail: search(a florasearch.com 

w w w . f i o r a s c a r c h . c o m 

W e offer proven l a n d s c a p e m a n a g e r s c h a l l e n g i n g careers a n d 
t h e u n i q u e o p p o r t u n i t y to b e c o m e a n e m p l o y e e owner. 
Visit www.davey.com/cgmjobs 
to l e a m more. 
Email: info@davey.com q a w t y 

CommcTCul Grounds Minsgtmcnt 

Looking to hire? 
Reach t h o u s a n d s of professionals in 
your industry by placing a classified ad. 

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

Scheduling, Routing 
CRM, Service History 

Job Costing, Estimating 
Inventory, Purchasing 

Automatic Billing, Invoicing 
AR/AP, Payroll, Accounting 

Marketing, Vehicle Management 
Check out the amazing software that landscaping 

contractors everywhere are talking about! 
www.wintac .net 1 -800-724-7899 

MANAGE your BUSINESS 
the SMART WAY... sjm 

CLIP Software 4 
• Schedules customer's iobs > Schedules customer's jobs 
• Routes crews in best order * < 
• Tracks employees 
• Finds your profitable customers 
> Can bill from QuickBooks* 

• Requires Microsoft MapPoint. 

Books® 

a i r 
www.clip.com • 800-635-8485 
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Turf Products p13 
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Indices are provided as an additional sen/ice. The publisher 
does not assume any liability for errors or omissions. 
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Acer 32 
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Maintenance & Design 8 
BASF Professional Turf & 
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Bobcat 8 
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Meet Joe: A real pro with 
blue-collar street smarts 

"But Oz never did give nothing to the Tin Man 
that he didn V, didn V already have." 

- LYRICS FROM AMERICA'S "TIN MAN" 

America's 1973 hit song "Tin Man" 
just as easily could have been 
named "Scarecrow" — because 
Oz never did give nothing to the 
scarecrow — either — that he 

didn't, didn't already have. 
Playing the scarecrow in the 1939 classic flick 

"The Wizard of Oz," Ray Bolger sang the straw 
man's mantra: "If I Only Had a Brain." Truth be 
told, the scarecrow had street smarts like no other, 
despite being diploma challenged. In fact, it was 
the scarecrow who pointed Dorothy in the correct 
direction when she came to a fork in the yellow 
brick road. Without the straw man's street smarts, 
Dorothy never would have met the tin man, 
cowardly lion or Oz, nor found her way home. 

Education is essential, but the scarecrow reminds 
us that colleges haven't cornered that market. Expe-
rience also can be quite the educator, especially when 
it's tethered to hard work and common sense. Just 
ask Joe Lamacchia, a high school grad who over the 
past 28 years has built a successful $2 million-a-year 
landscape company. 

The president of Newton, MA-based 
Lamacchia Landscape Construction Corp. has 
been making headlines across the nation, includ-
ing being featured on the front of USA Today's Life 
section on June 23, for his recently published book, 
"Blue Collar & Proud of It — The All-in-One 
Resource for Finding Freedom, Financial Success 
and Security Outside the Cubicle" (available at 
www.amazon.com a n d www.bluecollarandproudofit.com). 

Lamacchia's message is simple: Spending tens 
of thousands of dollars on college can pay enor-
mous dividends, but it's a luxury not all can — 

or need to — afford. Fortunately, many of life's 
lessons, including basic business tenets, can be 
learned in the field from mentors and trial-and-
error. Equally important, blue-collar jobs serve as 
the backbone of America and most can be mastered 
better with on-the-job training and hands-on expe-
rience rather than with textbooks. 

That's why Landscape Managevient is partnering 
with Lamacchia, the Green Industry's Average Joe. 
We're launching a new standalone enewsletter, 
LMpodcast: From Joe to Pro, in which Lamacchia • 
shares his success tips and the keys to turning 
common contractor obstacles into opportunities. 

Visit www.landscapemanagement.com/joetopro1 for a 
sneak listen to our inaugural From Joe to Pfv podcast. 

Lamacchia, like the scarecrow, knows life's many 
paths. He maintains there are numerous avenues 
to education, success and true happiness — and the 
lives of my father and godfather confirm that belief. 

Dad was gifted in gray matter. He was valedicto-
rian of his high school, graduated with high honors 
from Georgetown University's School of Medi-
cine, and was a member of Mensa International 
— a high-IQ society. My godfather, Uncle Tim, 
on the other hand, left school in the sixth grade 
so he could pitch in on the family farm in Galway, 
Ireland. Years later, he crossed "the big pond," met 
and fell in love with Dad's sister, and took a job for 
life as a truck driver — a position that enabled him 
to raise a family and live comfortably and happily 
until God called him home in 1987. 

I was exposed to the best of both collars: My 
white-collar dad taught me the value of a traditional 
education, while my blue-collar uncle showed me 
the utility of street smarts. Whether you're hiring 
blue or white collars, our new Uncle Joe can teach 
you and them what it takes to be a pro. He has a 
take that America — both the group and the 
country — can sing about. 

mailto:mwhitford@questex.com
http://www.amazon.com
http://www.bluecollarandproudofit.com
http://www.landscapemanagement.com/joetopro1


IT'S EASY 
BEING GREEN 

with Cutless Granular 
Landscape Growth Regulator 

MORE profit resulting from the most efficient 
use of labor and resources 

The growth-regulating power of Cutless Granular helps your business contribute to sustainability by reducing fuel use 
and emissions, landscape clippings sent to landfills and plant water consumption-all while improving plant health. And for a 

greener bottom line, Cutless Granular has been proven to save over 50% of the labor 

costs associated with trimming hedges, shrubs and groundcovers. With Cutless Granular, 
it's easy to be green just about any way you look at it. 

Calculate the potential profit improvement 

for your business with our Cost Savings Calculator 

at www.CutlessOranular.com 

SePRO Corporation Carmel, IN 46032 
Trademark of SePRO Corporation. Always read and follow label directions. 

http://www.CutlessOranular.com
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