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Ron has been in the Green Industry for 26 years. Contact him via e-mail at rhall@questex.com.

THEHALLMARK
RON HALL EDITOR-AT-LARGE

S
everal years ago when it became 
apparent that my mom was failing, I 
went through a shoebox of photo-
graphs she had accumulated over a 
lifetime that began with a Depres-

sion-era childhood in the Appalachian Mountains 
and will almost certainly end under the loving care 
of my older sister. I sorted, labeled and burned the 
photos onto CDs. Among them were the holiday, 
school and prom pictures of us kids taken 30, 40 
and 50 years ago. I also discovered lots of ancient, 
grainy, black-and-white photos, including 20 or 
so of my mother’s parents, Silas and Lona. Seeing 
them again caused me to stop and re� ect a bit.

Neither of my grandparents ever owned or 
drove a car. They had electricity but not a televi-
sion. They drew their drinking, cooking and clean-
ing water from a well. When nature called they 
retreated to a drafty two-holer behind their huge 
wooden barn. They heated their home with natural 
gas, which their property had in abundance.

My small, birdlike grandmother milked the 
cows, fed the hogs with scraps from the kitchen 
table, collected the eggs from the laying hens and 
often killed, plucked and cooked a chicken for a 
Sunday dinner. My grandfather, tall and rail-thin, 
hauled timber out of the mountains, and planted, 
plowed and harvested corn on the � at bottomland 
below their mountainside home.

Looking at those photographs of my grandpar-
ents, who I loved and who died more than 30 years 
ago, I weighed how remarkably different their lives 
had been compared to mine. Less comfortable for 
sure, but I never got the sense they regarded their 
lifestyle or lot as unusual or unfair. 

They wasted hardly anything, and their impact 
on the environment, including their use of resources, 
such as  water and energy, was small. They used little 
more than they needed.

Few, if any of us, would want  to return to this 
level of sustainability. Likely we couldn’t if we tried. 
Sustainability for my grandparents was simple. 

It was day-to-day living. Our understanding of 
sustainability is vastly more nuanced and com-
plex, beyond even the dictionary de� nition — the 
process biological systems use to remain diverse 
and productive over time. We’ve expanded the 
de� nition to include  our pro� t-driven consumer-
ist economy and address the long-term health and 
growth of our free-market system, as well. People, 
planet, pro� ts, right? 

Indeed, there may be as many interpretations of 
sustainability as there are groups trying to embrace 
it. Some of us view it broadly, and eagerly embrace 
and adopt technology and the products that it has 
provided to advance our business objectives. Oth-
ers, inside and outside of our Green Industry, say 
we’ve become too dependent upon certain products 
that technology has provided. They say that too 
many of us have adopted a short-term, quick-� x 
mindset that is causing damage to our environment 
and to our industry.

Can it be that they’re both right?
Yes, I believe they are.
While our system rightfully rewards innovation, 

and we all greatly bene� t from technology that 
provides us conveniences and leisure unimaginable 
to my grandparents, technology alone is not going 
guarantee that we or our industry will prosper in 
the long term. The example set by Silas and Lona 
in using their meager resources ef� ciently may, in 
fact, be as vital to sustaining our industry . . . as well 
as our society.

Lessons from Silas and Lona

Our understanding of sustainability 
is now being stretched to fit our profit-
driven consumerist economy and address 
the long-term health and growth of our 
free-market system.
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  WISE  WISE  WISE
AS WATER BECOMES 
SCARCER, irrigation 
certi� cation may be the 
sales edge that eliminates 
the competition. And for 
lessons on using water more 
ef� ciently and reclaimed 
water as a resource, look to 
California and Arizona.



WORD FROM OUR PARTNER
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Taking a balanced, sustainable 
approach to irrigation

AS THE WORLD hovers on the verge of a water 
crisis, we all need to examine how much 
water we use in our daily lives, and for what 
purposes. Landscape irrigation has under-
gone a great deal of scrutiny for this very 
reason. Green spaces, however, provide sig-
nificant societal and environmental benefits 
that can’t be ignored.  

In addition to making our environment 
more beautiful, grass, trees and plants re-
lease oxygen, absorb carbon dioxide, control 
erosion and naturally insulate our homes and 
buildings. In other words, while water con-
servation and smart plant selection are cer-
tainly imperative, simply reducing the num-
ber of green spaces around the world isn’t 
enough to fully answer our water problems. 

So, what is the solution? There’s no magic 
formula, but the answer lies within a more 
balanced approach. Not only do we need to 
conserve water and apply it more efficiently, 
but we also need to harvest that water from 
alternative, sustainable sources. Harvesting 
water for landscape irrigation can be as sim-
ple as collecting rainwater in a bucket or as 
complex as creating vegetative swales and 
ponds to capture runoff. Using mechanical 
systems to reclaim water that’s been used 
for the purposes of hand-washing, showering 
or laundry takes the process a step further by 
reusing water that would have quite literally 
gone down the drain.  

CityCenter of CityNorth, a mixed-use 
urban development in Phoenix, Arizona, is a 
prime example of how commercial sites can 
successfully incorporate water harvesting 
into their sustainability initiatives. By employ-
ing a state-of-the-art water harvesting system 
that collects water discharged by on-site 
cooling towers, the site meets its irrigation 
needs even during the hottest summer 
months. Meanwhile, central control technol-
ogy, drip irrigation, water-smart valves and 
flow sensors from Rain Bird enable the site 
to take full advantage of its reclaimed water. 
With its innovative, sustainable irrigation sys-
tem, CityCenter truly embodies Rain Bird’s 
guiding vision, The Intelligent Use of Water™. 

Using alternative water sources for land-
scape irrigation is not just a trend that only 
makes sense in desert locations like Phoenix. 
It’s likely that the world’s water concerns 
will continue, making the efficient use of re-
claimed water across the globe not a choice, 
but a necessity. Rain Bird is dedicated to pro-
viding irrigation products and systems that 
make the most of every drop of water  
— regardless of its source. 
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BY KEN KRIZNER

Certification:
                          The 
                professional 
                        edge
As water use 
becomes a bigger 
issue, certi�cation 
may be required.

A 
CALIFORNIA LAND-
SCAPE company placed 
a bid on a contract with a 
local municipality earlier 
this year that would have 

been worth thousands of dollars. Com-
pany executives believed the bid was fair 
and competitive, and they were con�dent 
the community would accept it.

Instead, the bid went to a competitor. 
The primary reason why? The competing 
company employed irrigation profes-
sionals who were certi�ed, while this 
company did not. 

“The company signed up for our 
water certi�cation program the next day,” 
says David Silva, certi�cation programs 
manager for the California Landscape 
Contractors Association (CLCA). “If your 
competition is certi�ed, you need to even 
up the playing �eld. It’s becoming less of 
an ‘extra thing’ and more of a requirement 
for contractors. It is now the norm.”

While the issue is more imperative in 
certain states, such as California, more 
landscape contractors around the country 
are determining that it is important for 
members of their workforce to achieve 
certi�cation in irrigation.
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WHY CERTIFICATION MATTERS
Customers, especially those owning or responsible for managing larger 
landscapes, increasingly demand credentials from irrigation professionals to 
document competency. Certi�cation provides tangible proof of your dedica-
tion to performance and service excellence.

But don’t confuse certi�cation with licensing. Licensing is a government-
controlled process that serves as a requirement for functioning in speci�c 
professions. Certi�cation is a voluntary credentialing process, which is man-
aged by members of the profession. Industry-based certi�cation provides 
a set of high standards, consistently maintained, that ultimately bene�t the 
public when developed and managed appropriately.

The bene�ts of certi�cation include:
›  establishing a recognized standard of knowledge and 

competency for the �nancial professional;
› formally recognizing those who meet these standards; 
›  providing employers and clients with a tool to identify skilled, 

knowledgeable professionals; and 
›  supporting the bene�ts of professional continuing education 

and development.
By meeting the requirements of certi�cation, you document your knowl-

edge, experience, performance and de�nition of professional ethics in a 
scienti�cally veri�able process. It is this documentation that becomes the 
credential that employers, clients and peers can use to measure your value 
in meeting their needs.

LANDSCAPEMANAGEMENT.NET  |  NOVEMBER 201014

Customers expect a higher level of service 
when they seek out certi�ed professionals.

“The industry is trying to take it 
upon itself to improve the profession-
alism and knowledge of employees,” 
points out Sherrie Schulte, certi�cation 
and education director for the Irriga-
tion Association (IA). 

And as the California contractor 
discovered, more local municipalities are 
passing ordinances involving publicly-
funded projects that companies cannot 
bid for unless their workforce includes 
certi�ed professionals.

“If there are certi�ed professionals 
on a project, the community feels it can 
be done correctly the �rst time, in the 
most ef�cient way possible,” Schulte 
says. “There’s no worry that someone 
else will have to come in after the fact 
and correct any problems. An inef-
�cient system costs money and, more 
importantly, energy and water.”

Programs available on national, 
state levels
IA offers national water certi�cation 
programs, while CLCA offers similar 
programs in the Golden State. 

The CLCA water certi�cation 
program gives landscape professionals 
the tools to map the site a client wants 
watered, measuring the turf available 
vs. the number of medium- and low-
water plants. The program plugs data 
into a system that allows contractors to 
create a water budget. 

The IA program includes six dif-
ferent credentials, including Certi�ed 
Irrigation Contractor. To achieve 
certi�cation, contractors must hold at 
least three years’ experience and pass 
a written exam. For another certi�ca-
tion, the Certi�ed Landscape Irrigation 
Auditor, professionals must pass both a 
written exam and a �eld test. All certi-
�ed professionals must adhere to a code 
of ethics and continue their education. 

Passing either organization’s 
program gives professionals the abil-
ity to become a U.S. Environmental 
Protection Agency (EPA) WaterSense 
irrigation partner. 

Tom DeLany, CEO of ACLS in 
Fresno, CA, was one of the �rst 10 
landscape professionals to partici-
pate when CLCA launched its water 
certi�cation program in 2007, and the 
�rst in the Central Valley region to do 
so. “People were questioning why I was 
doing it,” he says. “The Fresno (metro) 
area wasn’t even on metered water at 
the time.”

But DeLany looked at it from a 
business perspective: “I felt that in 
order to be more professional, we 
needed to save our clients water.”

ACLS used the certi�cation to 
launch a certi�ed water consulting 
service in January, which immediately 
produced a $100,000 project at a local 
children’s hospital. The company re�t-
ted nearly 6,000 irrigation heads at the 
hospital, which pumps its own water. 
The hospital is expected to see a 30% 
decrease in water usage, leading to a 
monthly savings of thousands of dollars 
on electrical pump costs.

“CERTIFICATION  
INDICATES THAT  
WE KNOW WE WERE  
PART OF THE PROBLEM, 
BUT NOW WE WANT  
TO BE PART OF THE  
SOLUTION.” 
 — Frank Niccoli, 
The Village Gardener



15NOVEMBER 2010  |  LANDSCAPEMANAGEMENT.NET

“We would not have been able to 
get this business if we weren’t able to 
tout our water certi�cation,” DeLany 
emphasizes.

Prevent overwatering issues
Likewise, Frank Niccoli, CEO of The 
Village Gardener, Inc., in San Carlos, 
CA, looks at water certi�cation as 
another pro�t center, with built-in rates 
of return for the company’s clients. 
Instead of paying extra money annu-
ally to their local water districts as a 
result of overwatering, he tells clients 
they can contract with The Village 
Gardener, which will use its certi�ca-
tion expertise to solve the overwatering 
issue and get them an immediate return 
on investment. 

“It makes sense for the client to 
invest in water savings,” Niccoli says.

Certi�cation has allowed The Vil-
lage Gardener to charge more because 
its service line is of a higher nature. And 
clients are ready to pay that higher cost, 

Niccoli points out. 
“Clients are becoming 

more educated,” he says. 
“They want an expert. 
Our landscapes last longer 
because we don’t overwater. 
We want to partner with 
our clients to show them 
how they can save money.”

Of course, overwater-
ing is an environmental 
issue, and certi�cation 
allows landscape contrac-
tors to make more ef�cient 
use of a limited resource. 
“If you are certi�ed, you 
have more knowledge on 
proper lawn and landscape 
irrigation practices and 
techniques,” says Mike 
Temple, project manager 
for Irrigation Consulting, 
Inc., in Waxhaw, NC, near 
Charlotte, who holds several 
irrigation certi�cations. “It 

makes you a better steward of water.”
Overwatering brings a multitude 

of problems. On average, landscape 
contractors will overwater a project by 
140%, according to DeLany. “State 
of the art means throw more water on 
landscapes and it will be green next 
week,” he says. “It might be green, but 
clients will also have more weeds and 
crabgrass, and their plant materials 
won’t grow as well.

“If we can get our clients to about 
80%, that’s a 50% to 60% drop in 
water usage,” he adds. “That is abso-
lutely huge cost savings. The certi�ca-
tion program helps us get there.”

Landscape professionals interviewed 
for this article agree that the industry 
historically has a reputation of not 
being good stewards of water. Certi-
�cation, they note, can help turn that 
reputation around.

“Our water program changes the 
mentality that people have of landscape 
contractors,” CLCA’s Silva says. 

Niccoli says a number of water 
agencies look at landscape contractors 
as part of the problem. “They thought 
we were wasteful—and they were 
right,” he maintains. “Certi�cation 
indicates that we know we were part 
of the problem, but now we want to be 
part of the solution.”

Now, The Village Gardener uses its 
certi�cation to work with water agen-
cies, sitting on their boards and dis-
cussing ways to partner to save water. 
“Part of that involves plant selection; 
part of that involves the day-to-day 
management of an irrigation system,” 
Niccoli says. 

From both an environmental and 
a business perspective, certi�cation 
makes sense for landscape contractors. 
Many clients today want to be known 
as green companies, while at the same 
time save money.

“You read about it all of the time: 
‘We have to save water,’” says Jamie 
Rust, general manager of ACLS. “Being 
certi�ed is a good way for us to help 
our clients achieve that goal.” LM

KRIZNER is a researcher and writer with 
three years of experience writing about top-
ics pertaining to the Green Industry. He 
lives and works in Cleveland.

“IF WE CAN GET OUR CLIENTS TO ABOUT  
80% (FROM OVERWATERING PROJECTS 140%), 
THAT’S A 50% TO 60% DROP IN WATER USAGE. 
THAT IS ABSOLUTELY HUGE COST SAVINGS. 
THE CERTIFICATION PROGRAM HELPS US  
GET THERE.” — Tom DeLany, ACLS
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It starts   in
        California

What the Golden 
State is teaching 
the rest of us about 
landscape irrigation 
ef� ciency and water 
conservation.  

BY CINDY GRAHL
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R
ECENT LEGISLATION and weather patterns 
have made the Golden State a bellwether in 
reducing landscape water use.

One aphorism of the sustainability move-
ment is that what happens in California — air 

quality, green building, auto emissions — will eventually 
spread to the rest of the country, be it in policies or practices. 
That state recently passed AB1881, or the Water Ef� ciency 
Landscape Use Act, which is creating great opportunity in 
the landscape industry. Key AB 1881 provisions include:

 ›minimizing overspray and runoff;
 › creating landscape water budgets;
 ›  encouraging the appropriate use and 
groupings of plants; 
 ›  encouraging the use of automatic irrigation 
systems and schedules;
 ›  soil assessment and management plans, 
including landscape maintenance practices, and 
 › encouraging use of recycled water. 

It applies to new large landscapes and large existing land-
scapes that must obtain permits. 

Rain Bird’s 11th annual Intelligent Use of Water Summit 
this year, held in partnership with the Smithsonian Institu-
tion, featured two speakers from California who are respond-
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“IF YOU DON’T HAVE A SKILLED, QUALIFIED, 
CONSCIENTIOUS INSTALLER, YOU WON’T 
GET FULL SYSTEM BENEFITS.” 

— Gregg Gritters, president, Vantage Associates

ing to that state’s water-scarcity initiatives in ways that could 
bene�t water managers everywhere. 

One was Elizabeth Hurst, community outreach and 
education coordinator of the Inland Empire Utilities Agency 
(IEUA). The Chino, CA-based regional water wholesaler 
and wastewater treatment agency supplies imported and 
recycled water, among other services, to eight communi-
ties in Western San Bernardino County, southeast of Los 
Angeles. Hurst notes the area is traditionally a major center 
of agriculture that, since the 1970s, has seen many housing 
tracts built amidst the farmland. Approximately 65% of water 
there is used for outdoor irrigation.

The IEUA proactively responded to the California 
drought and the state’s legislative response in AB 1881 by 
gathering municipalities, water suppliers, landscapers and 
others into a voluntary Inland Empire Landscape Alliance 
(IELA), a workgroup that wanted to be able to describe low-
water landscapes and ef�cient irrigation, and work toward 
having both. A rebate-based pilot program resulted in 136 
completed landscapes, eliminating 200,900 sq. ft. of grass and 
saving 26 acre-ft. of water a year. This would 
be enough to conserve about one-sixth of the 
regional water supply were these practices car-
ried out throughout the area. 

This pilot helped IELA develop a model 
upon which to draft a regional water-ef�cient 
landscape ordinance based on AB1881 and a 
water budget: the amount of water the landscape 
is allowed to use, calculated on location, rainfall and size, 
with adjustments made for using recycled water or having a 
garden or orchard. 

That regional model ordinance was completed in Febru-
ary 2009 and adopted. Other initiatives include use of pervi-
ous concrete, storm water permits and a native plant manual.

The manual is a product of the Rancho Santa Ana Botani-
cal Garden, one of the Landscape Alliance partners. Execu-
tive Director Patrick Larkin says the passage of AB1881 “has 
teeth behind it,” mainly thanks to the efforts of the IELA. 
“Cities that do not have the expertise to deal with AB1881 
now have a toolbox to use and don’t have to deal with it on 
their own,” he says.

Larkin notes optimal water use will be a result of both 
better system design and the technologies of the system itself. 
“I am impressed with what Rain Bird is doing,” he explains. 
“Over the years, they have been thoughtful, responsible and 
out front.” 

The Botanical Garden’s role, he adds, is to help citizens 
understand both plant choices and local precipitation pat-
terns, such as the fact that the need for irrigation dials back 
in summer, contrary to much local thinking.  “We are not a 
desert,” he says.  “We are a Mediterranean climate, and we 

have a diverse plant palette.” The garden’s many educational 
ventures include work with PBS on a recent series, “Getting 
Native,” which explored low-water landscapes. 

One California landscape contractor featured on the 
series was Forrest Hill, of Swan Drought Tolerant Tech-
nology, in which Swan is an acronym for Smart Water 
Application Now. The �ve-year-old company is a spin-off 
of his landscape contracting business, Landscape Design, in 
Ontario, CA. Hill champions weather-based irrigation con-
trollers as “easy to use,” as well as maintenance-free tubing 
and the use of pozolla, a volcanic product that acts like mulch 
and releases water slowly. He has used it in drill and �ll on 
two Barstow, CA, ball �elds to test its effectiveness, but its use 
ranges from South Bend, IN, to Bahrain. 

Right of way
Also presenting at the Intelligent Use of Water Summit 
was Paul Goble, director of public works for Indian Wells, 
CA. His city was focusing on sustainability in the hopes to 
reduce water use by 60%, or 1.8 million gal./month, with 

$104,000 saved per year. Indian Wells has 23 acres of grass 
and �owerbeds in its right of way, and the labor and equip-
ment cost for those is now equal to that for shrub mainte-
nance. Water use minimization is the key, he says, and that 
relies on having a well-trained and certi�ed staff, with work 
done by licensed landscape contractors, pesticide applica-
tors and a certi�ed water manager. 

Irrigation control, says Goble, comes from “proper water 
pressure, proper sprinkler spacing and heads, and the right 
amount of water for the right plants.” But, he warns, “smart 
irrigators are needed with the use of smart controllers. These 
instruments need to be applied and managed correctly.”

Smart irrigation controllers, Goble says, are those that 
get information and reset water use to meet speci�c climatic 
conditions. These were installed throughout the city, with 
9 million gallons, or 27 acre-ft., saved each year. Steam 
irrigation with pressure regulation is used instead of spray 
irrigation, resulting in “better uniformity, an auto-match 
to precipitation, even after arc and radius adjustment, and 
reduced runoff on slopes and tight soils.”

Indian Wells works with Vintage Associates, Bermuda 
Dunes, CA, as its landscape contractor. Vintage’s president, 
Greg Gritters, is certi�ed as a California Landscape Irriga-
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WATER WISE

Elizabeth Hurst, standing, 
credits the broad-based Inland 
Empire Landscape Alliance 
with signi�cant water savings.
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“WE NEED TO 
BECOME THE 
GOOD GUYS 
AND HELP 
SAVE WATER.” 
— Robert Wade

tion Auditor, a Certi�ed Water Manager of the California 
Landscape Contractors Association and Rain Bird’s Maxi-
Com Level 2.

Gritters notes evapotranspiration (ET) sensors that 
measure water lost from the soil surface and from the plant, 
which are tied into local weather stations, should allow 
installers to select the weather station to use, not 
those “based on zip codes.” In his area, he says, 
that’s important — ETs can vary up to 30% in one 
location, so precision is needed.

Goble adds other water-reduction methods 
need to be used in addition to irrigation technol-
ogy in an integrated approach. Technology alone is 
not enough. Soil is also treated with worm castings 
and palm mulch to reduce water use by 15%.  

Indian Wells credits its stream heads and the 
smart controllers each with 25% in water savings, 
and the overspray and pressure regulation with 5% 
each, for a total of 60% savings on water — which amounts 
to a net of $8,700 monthly. The city won the 2009 Rain Bird 
Intelligent Use of Water-State of the Union Award for its use 
of smart controllers, as well as recognition on its reduction of 
the use of electricity. 

Training needed
“Savings are often due to past abuse,” adds Gritters. “The 
new equipment makes changes in water use, for sure, but a 

smart irrigator can optimize any existing system. If you don’t 
have a skilled, quali�ed, conscientious installer, you won’t get 
full system bene�ts.” 

In agreement with Gritters is one landscape contractor 
who closely followed the IELA initiative and the develop-
ment of AB1881 in general. Robert Wade, owner of Wade 

Landscape, Chino Hills, CA,  served 
on the study group for the new law and 
is a member of the California Land-
scape Contractors Association with 
Water Manager Certi�cation. “We 
have been heavily involved in this,” 
he says. “The technology of smart 
controllers is good, but when things go 
wrong, the contractor needs to know 
what to do. Contractors aren’t as well 
trained as they have to be. We can’t go 
by what we’ve always done.” Planning, 

he adds, includes thinking about root depths, clock settings 
and precipitation rates — a whole lot more than before.

“You don’t panic, and you don’t look for quick �xes,” he 
says. “Landscape contractors need to come up to speed and 
get on track. We need to become the good guys and help 
save water.” LM

GRAHL is an experienced researcher, editor and business writer 
who lives and works in Cleveland, OH. 



Reclaimed water gives life 
to Arizona’s Camelback Ranch-
Glendale, the award-winning 
spring training facility for two 
major league baseball teams.  

BY RON HALL, EDITOR-AT-LARGE

bloom
Making 
  baseball

    in the desert
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Spring training 
attracts thousands 
to the green grass of 
Camelback Ranch.
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N WATER-STRESSED regions of the United 
States, reclaimed water is beginning to replace 
potable water to irrigate turfgrass and other land-
scape plants. It will almost certainly play a larger 
role in irrigation as our nation’s population grows 

and demand for fresh water increases.
The Camelback Ranch-Glendale’s Spring Training 

Facility, an award-winning project in Glendale, AZ, 
demonstrates several innovative ways that reclaimed 
water can be used on a landscape, beginning with irri-
gation, of course. 

Reclaimed water can add to the aesthetics of a 
property — in the case of Camelback Ranch to create 
a beautiful, � sh-stocked lake bounded by pedestrian 
walkways. Reclaimed water can also recharge an aquifer 
or be stored underground for future use, which is where 
some of Glendale’s reclaimed  water ends up. In other 
words, it can be “banked” for future use. This is now 
commonplace in Arizona, and it’s beginning to catch on 
elsewhere in the United States.

A rocky start
While Camelback Ranch has won numerous awards since 
its opening and has been lauded for its environmentally 
friendly design features, not everything went smoothly to 
start with at the 141-acre development — not in terms of 
using reclaimed water, anyway. Initially, the management 
and players of the two Major League Baseball teams that 
share the site for spring training 
— the Los Angeles Dodgers 
and the Chicago White 
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Sox — didn’t like the idea of irrigating 
their new hybrid Bermudagrass baseball 
� elds with reclaimed water. 

“Some of the players’ perception 
might have been that we were going to 
use raw sewage. Of course, that wasn’t 
the case,” says Greg Gesicki, pointing 
out that reclaimed water is increasingly 
used to irrigate golf courses. “So I asked 
some of the players to go and play golf. 
Afterward, when I told them that the 
courses were irrigated with reclaimed 
water and that the water had been 
treated to a very high quality, I think 
that helped change their perception.”

Gesicki, of Stanley Consultants, 
was brought onto the project as project 
coordinator during the planning 
phase by Craig Johnson, assistant city 
engineer who realized the project was 
too large for him to coordinate alone.  
Camelback Ranch is a City of Glendale 
project and is owned by Glendale, even 
though portions of the project extend 
into Phoenix. Johnson was the city’s 
lead person on the project; Stanley 
Consultants provided civil engineer-
ing, construction administration, site 
inspections and program management.

It took some education, but 
management of the two teams and 
their insurers approved the use of 
reclaimed irrigation water, a 
decision made easier after tests 
for the presence of nitrates 
and other substances showed 
that the quality of the water 
was suitable for growing healthy 
turfgrass. At that point, the project 
proceeded. 

And what a project it turned out 
to be: In addition to the main play-
ing � eld at the game-day stadium that 
seats 13,000 (the largest of any spring 
training stadium), there are 12 practice 
� elds and three practice in� elds — all 
with Bermudagrass playing surfaces 
irrigated with reclaimed water.

But because the � elds had to be 
completed prior to the opening of 2009 
spring training, putting this project 

together was no cakewalk.
Construction on the 141-acre site 

began in October 2007, and had to be 
ready for play by Feb. 25, 551 working 
days. That made it necessary that the 50 
stakeholders, the more than 90 subcon-
tractors and the 700-plus craft workers 
worked cooperatively, says Johnson.  

“We were designing and building 
at the same time. That is the only way 
you can do an accelerated schedule like 
this,” he says.

Water supply
One of the key features of the project 
(apart from the stadium) is its 3.5-acre 
lake, which provides water to irrigate 
the turfgrass playing � elds and the site’s 
60 acres of desert and drought-tolerant 
ornamentals. The site contains more 
than 5,000 trees and landscape plants, 
including a citrus grove — a reminder of 
the years the Dodgers spent training at 
its Florida Dodgertown complex before 
relocating to Arizona.

“One of the good things about the 
Camelback Ranch site is that it’s right 
across the river (Agua Fria) from our 
Western Area Reclamation facility,” 
says Johnson. “The sewage � ows from 
the western area of the city to this 

treatment plant, which then, after treat-
ment, puts out reclaimed water that 
meets A-plus standards for ef� uent. We 
recharge the reclaimed water back into 
the ground to get future water credits 
with the state Department of Environ-
mental Quality.”

Some of the reclaimed water, on its 
way to underground storage, is diverted 
and piped under the river via low pres-
sure to Camelback Ranch’s manmade, 
� sh-stocked lake, which serves two func-
tions: In addition to providing irriga-
tion for the baseball � elds and  desert 
landscape, it also serves as the largest 
landscape feature on the desert property. 
The lake is divided into upper and lower 
sections by a pedestrian bridge. Its encir-
cling walkways are usually � lled with 
leisurely walkers. Not unexpectedly, the 
pond is closely monitored.

“We have electronic lake level 
equipment that senses when the water 
drops to a certain level in the lake, and 
we can then pump water back into it. 
We want the lake to look nice and to 
keep the water pleasing to the eye,” says 
Johnson.

“This is a large-scale water feature,” 
adds Gesicki. “It was built into the facil-
ity as an architectural feature. HKS (the 
primary architect on the project) and 
its sub-consultant Ten Eyck Landscape 
Architects did a great job in blending it 
into the site.”

Aqua Engineering Inc., an irrigation 
consulting � rm headquartered in Fort 
Collins, CO, designed and speci� ed 
the site’s irrigation, using the lake as its 
supply. The company, with an of� ce in 

Major League Base-
ball’s spring training 

history in Arizona goes 
back to 1946, when Bill 

Veeck, owner of the Cleveland 
Indians, convinced fellow owner 
Horace Stoneham to bring his New 
York Giants to the desert, as well. 
Veeck’s Indians set up camp in Tuc-
son, and the Giants began training in 
Phoenix. Less than 1 million people 
lived in Arizona at the time. In 1951, 
the Chicago Cubs became the third 
MLB team to train in Arizona; in 
1954, the Baltimore Orioles became 
the fourth — and the so-called Cac-
tus League was born.
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A pedestrian bridge divides 
the 3.5-acre lake that provides 
irrigation for the property.

Phoenix, was involved in all of the site’s 
irrigation except for the sports �elds.

“We’ve been involved in quite a 
few spring training facilities and sports 
turf projects in Arizona,” says Doug 
Macdonald, vice president and princi-
pal of Aqua Engineering, adding that 
in this project, Roger Bossard, veteran 

sports �eld manager of the Chicago 
White Sox, designed and oversaw those 
ball �eld systems, as he did with every 
aspect of the �elds’ construction. 

Bossard, who manages U.S. Cellular 
Field in Chicago, chose Muellermist 
Irrigation Co., to install the �elds’ lat-
erals and sprinklers. Aqua Engineering 

designed and oversaw irrigation for the 
remainder of the property.

“This project was on the larger side, 
a high-pro�le project,” says Macdonald. 
“We began planning for it two years 
prior to its opening.” 

Aqua Engineering developed the 
construction documents for the irriga-
tion system and central control system 
used to irrigate the site’s mixed-use 
landscape areas. The system’s weather 
station provides data that provides 
irrigation based on daily, on-site evapo-
transpiration rates, says Macdonald. 

The company also designed and 
oversaw the installation of a pump sta-
tion, featuring low pressure and high-
volume discharge with a recirculation 
feature, that maintains the aesthetic 
component of the lake. A variable-
frequency drive adjusts pump speed 
to provide constant discharge pres-
sure to the irrigation system, reducing 
energy consumption considerably, says 
Macdonald.

The design and incorporation of a 
lake liner and appropriate edge treat-
ments was also crucial to the long-term 
health, usefulness and attractiveness of 
the lake, he adds.

The Camelback Ranch project 
landed several prestigious design and 
project management awards, and earned 
Aqua Engineering special recognition 
from the American Society of Irrigation 
Consultants (ASIC) earlier this year. 

 “This project was a special project, 
and we’re proud to have been a part 
of it,” says Macdonald. “Camelback 
Ranch is a destination opportunity for 
many people.”

Gesicki agrees. “The project 
involved 18 months of coordination 
and cooperation among many people, 
and there were lots of challenges, the 
largest probably being scheduling,” he 
adds. “I think I can say for everybody 
involved in the  project that Camelback 
Ranch provides a great environment 
for people to enjoy baseball and its 
many other amenities.” LM

ENVIRONMENTAL BENEFITS  
OF USING RECLAIMED WATER
Reclaimed water, also known as recycled water, 
is recovered from domestic, municipal and indus-
trial wastewater treatment plants and is treated 
to standards that allow safe reuse. Wastewater 
treated to certain de�ned standards is typically 
safe for most uses, except human consumption.

The use of reclaimed water for urban land-
scapes, parks, golf courses and sports �elds is 

rapidly growing, and offers the following bene�ts:

›  Decreased diversions of freshwater from rivers, streams, 
lakes and other ecosystems.

›  Reduced use of potable water by industrial, housing and 
recreational development projects.

›  Reduction in the amount of groundwater withdrawal, which 
has an impact on base�ow in many rivers and streams.

›  Increased water quality, by reducing the amount of nutrients 
entering our rivers, lakes and other bodies of water.

There are no federal guidelines regarding the use of reclaimed water. 
The U.S. Environmental Protection Agency has left it up to each state to 
develop its own regulations regarding reclaimed water use. The purpose 
of these regulations is to protect human health and water quality, mean-
ing that wastewater must be treated to certain de�ned levels (using a 
variety of proven methods) to destroy speci�c pathogens and remove 
harmful microconstituents.

Class A ef�uent, the water used for irrigation at Camelback Ranch, is 
one of �ve classes of reclaimed water recognized by the Arizona De-
partment of Environmental Quality. Class A ef�uent has a total nitrogen 
concentration of less than 10 mg/l, minimizing concerns over nitrate 
contamination of groundwater beneath the sites where it is applied. 

Equally important for the suitability of reclaimed water to irrigate turf-
grass is its salinity, or salt concentration. High salt concentrations reduce 
water uptake in plants, lowering the osmotic potential of the soil. In other 
words, the quality and suitability of reclaimed water for landscape irriga-
tion may vary considerably from water agency to agency, so it’s vital to 
assess and monitor the quality of reclaimed water, as well as to develop 
a landscape management program that addresses water quality issues, 
such as salt buildup.



Through innovative product  development, Rain Bird is helping 
sustain healthier landscapes—and a healthier planet.
A lush lawn or colorful garden can also be highly water-e�  cient. Every Rain Bird 

product is a testament to that truth. From water-saving nozzles to sprays with 

pressure-regulating stems to leading-edge Smart Control Technology, Rain Bird 

products make the most of every drop, delivering superior results with less water. 

Keeping the world and your backyard beautiful. That’s The Intelligent Use of Water.™

Learn more about Rain Bird’s 
commitment to water-efficient products 

at www.rainbird.com/iuow

Preserving beauty while 
conserving water.

That’s intelligent.
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Call for a Free Quote
1-888-375-7908

Find an Agent
ProgressiveCommercial.com

United Financial Casualty Company and its affiliates, Mayfield Village, Ohio. Available in most states. No. 1 truck from Highline Data’s 2007 written premium data. 09P00560.BA (12/09)

Helping Landscapers save money,  
no matter what they drive.
No matter what kind of vehicle you use for your business, you could save with 
Progressive Insurance. To learn more about Progressive, and see why we are the  
#1 Truck Insurer in America, please visit ProgressiveCommercial.com.

GREEN INDUSTRY MAINTENANCE LEADERS  »  BY DAN JACOBS

TOP TRENDS

 › Contract renegotiations. A lot of our 
customers have been long term. We’ve 
had to be proactive in going after them. 
They can’t pay their bills, so we’ve had to 
come up with different programs other 
than what the contract states.

 › Service changes. A lot of landscape 
installation companies have tried to 
become landscape maintenance compa-
nies. It has gotten very competitive. People 
are willing to do work just to pay their bills.

 › Employment shift. It used to be employ-
ees drove our company. We control our 
destiny again because of the unemploy-
ment rate. We’ve always been able to get 
employees. They used to drive the wage 
level. Now that no one is working, they’re 
willing to work with us more. We have 
gotten control back; it’s a good feeling.

TOP OBSTACLES

 › Lack of loyalty. The customer that was 
so faithful to us for so many years — if 
there was a problem they’d sit down and 
negotiate — now the almighty dollar has 
changed the whole perception. If they 
can save money because of the pres-
sure they’re under, they won’t hesitate to 
terminate a contract.

 › Competition.  We have so many more 
people out there. There are so many 
illegitimate companies. Nobody governs 
them; nobody checks them to see — do 
they have insurance; do they have work-
ers’ compensation; are they paying their 
taxes. People will hire them if they can 
save money. They don’t care about the 
legalities. It’s hard to be competitive when 
people are willing to do work just to stay 
afloat — not even to make a profit.

TOP OPPORTUNITIES

 › Full service guarantee. When we do 
a landscaping installation job, that’s the 
front door. We can also do the irriga-
tion, landscape lighting, hardscapes; we 
can do everything they need done. Any 
landscape job I do we warranty as long as 
we maintain the property. I only do it if we 
provide the full-scale service. If I’m doing 
all the services, I should be accountable. 
We’ve had a lot of success on that. 

Keith Carracher, owner and president of Complete Property Main-
tenance is the perfect example of a company culture that encourages 
building from within. Whether it’s passing out hats and candy on a Fri-
day afternoon, returning the company store’s pro�ts back to employ-
ees around the holidays or promoting from inside, it’s about ensuring 
everyone is part of the company culture. Carracher, who started as an 
account manager 15 years ago, became an example when he was later 
named general manager before being offered an ownership stake.

INSIDE INFO
Company: Complete Property Maintenance

Founded: 1977

Headquarters: Coconut Creek, FL

Employees: nearly 275 full-time, 40 part time

2009 revenue: $14 million

LM Top 150 ranking: No. 90 (tie)

Key to being a maintenance leader: You 
have to pay attention to your employee 
retention. It’s the No. 1 thing my customers 
want. They don’t want to see a different 
crew; they don’t want to see a different 
foreman. You have to respect your employ-
ees. We involve all our supervisors; we ask 
their advice.



Alan White will soon begin his third decade in 
business. As the founder and owner of Ontario, 
Canada-based Turf Systems he’s learned a few 
important lessons. “Be a part of and participate in 
your industry,” White says. “It will keep you pre-
pared. You have to know what’s going on around 
you. You’re never too small to be involved and 
take an active role in shaping the industry.”

BY RON HALL

(800) 638-9851
GroundsGuysFranchise.com

A Company of The Dwyer Group®

There’s a New Name in Landscape Contracting

A GREENER FUTURE 
IS WAITING FOR YOU
Say hello to The Grounds Guys, the 
newest franchise in the landscape 
contracting industry. But we’re not 
really new. We’re part of a family 
of nationally-respected service 
franchise brands - Leading the 
Service Industry™.

With The Grounds Guys, you get -

• World-class training and support.

• Discounts on supplies, vehicles,  
 insurance and more.

• National marketing and internet  
 marketing.

• Systems to build your business.

• Sophisticated software systems.

• Control of your business and 
 an improved quality of life.

LAWNCAREPRO
LM ’S OPERATOR OF THE MONTH  »

AT A GLANCE
COMPANY: 
Turf Systems Inc.

FOUNDER AND PRESIDENT: 
Alan White

HEADQUARTERS: Burling-
ton, Ontario, Canada

FOUNDED: 1991

SERVICES: Lawn care

INDUSTRY INVOLVEMENT: 
Member of PLANET, 
helped develop IPM 
accreditation program, 
board member of IPM 
Council of Canada, 
helped bring Project 
Evergreen to Canada

WEBSITE: TurfSystems.ca

What has been your company’s experi-
ence with the lawn care pesticide ban 
the Ontario Provincial government 
implemented more than two years ago? 
Customers want green, weed-free lawns. 
This has been a very dif� cult season 
for our customers — and for us. This 
summer, we had tropical conditions 
for weeks at a time. It caused lots of 
problems. We’ve never seen so much 
crabgrass. The same goes for Japanese 
beetles. Chinch bugs have been out of 
control, too, and we don’t have anything 
that we can use on them.

What sense do you get of customers’ 
reaction to the pesticide ban? Customers 
support the proposition of reducing risk. 
But, in terms of pesticides, 
most customers base their 
perception of risk on what 
they perceive and not on 
what they know. While our 
company has always used 
very little (pest control) 
product, I’ve always been a 
proponent that they should 
be available for use by the 
industry.

What has been their reac-
tion to the conditions of 
their lawns this season? 
Customers are used to 
seeing green lawns. They 
don’t ask how we do it. 
They don’t ask for a weed 
control or an insect con-
trol. They trust us to do 

what needs to be done. We work hard to 
build that trust. They’re not accustomed 
to seeing so much chinch bug damage or 
so many weeds. You can see the frustra-
tion in their eyes . . . especially when you 
inform them that if they were in another 
province, we would have a product.

Do you see any possibility that the 
provincial ban will be reversed? Not 
anytime soon. The liberal government 
has another year in of� ce, so it wouldn’t 
happen before then.

Alan, you’ve advocated the use of IPM 
your entire career. As vice chairman of 
the IPM Council, where does the IPM 
accreditation program stand now? 

We designed the IPM 
accreditation program 
to eventually be applied 
across multiple sectors 
and multiple disci-
plines — lawn care, golf, 
structural pest control, 
arboriculture, parks and 
public works. Lawn care 
was the � rst sector with a 
program and an audit-
ing component. Then 
golf. There is no IPM 
accreditation for public 
works, but it can have 
IPM-certi� ed agents. 
There’s no IPM accredi-
tation program for lawn 
care in Ontario, but the 
structure is in place and 
can be implemented.



Visit grasshoppermower.com/implements or call 620-345-8621 for more information.

SCOTT BREWER
Rotolo Consultants, Inc.
Slidell, LA

WE DO EVERYTHING, EVEN COMPLEX AND SPECIALTY 

JOBS, BECAUSE WE INVESTED IN IMPLEMENTS LIKE 

THE TURBINE BLOWER, AERA-VATOR™, SPRAYER, 

ROTARY BROOM AND EDGER.

© 2010 The Grasshopper Company
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›

WEEDWATCH

BROUGHT TO YOU BY 

STANDING SENTINEL TO PROTECT PLANT HEALTH

For more information regarding these and other turf weeds — and related control technologies and tips — please visit www.DowProvesIt.com or call 800/255-3726.
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Recommended 
Dow AgroSciences 

solution
Gallery® specialty 

herbicide

Recommended 
Dow AgroSciences 

solution
Dimension® 

specialty 
herbicide*

— this plant can actually 
be spread through such 
practices. 

 › If lawn mowers are 
used where creeping 
woodsorrel is growing, 
wash or air-spray mowers 
to remove seeds and clip-
pings before moving to a 
weed-free turf.

 ›Once established, it is 
very competitive. Applica-
tion of a pre-emergent 
herbicide labeled for 
Oxalis control in the fall is 
a good option. Two appli-
cations, four to six weeks 
apart, may be needed to 
get all the seedlings.

* State restrictions on the sale and use of Dimension apply. 

CREEPING WOODSORREL
Oxalis corniculata

IDENTIFICATION TIPS
 › This plant, which pre-

fers cool, rich, moist soils, 
is a winter or summer 
annual. It can also be a 
biennial in coastal areas.

 › It features a single 
stem or branched upright 
growth, 6 to 18 in. tall, 
and its yellow � owers 
bloom nearly year-round.

 › Leaves are highly vari-
able, from hairless to 
lightly covered with long 
wavy or cotton-like hairs.

 ›Groundsel reproduces 
by seed; each plant may 
produce three to four 
generations of seeds in 
one season.

CONTROL TIPS 
 ›Because the seed is 

easily spread and can po-
tentially deposit numer-
ous seeds throughout the 
season, the best option 
for control is an early-
season application of a 
pre-emergent broadleaf 
herbicide with at least 
three months’ residual, 
such as one containing 
the active ingredient 
isoxaben.

 › To prevent common 
groundsel infestation, use 
good sanitation practices 
supplemented with pre-
emergence broadleaf 
herbicides.

IDENTIFICATION TIPS 
 › This summer perennial 

contains a slender, shal-
low taproot and roots at 
nodes along the creep-
ing, slightly hairy stems.

 › Leaves are deeply loped, 
heart-shaped and may be 
green to reddish-purple.

 › Flowers are small and 
bright yellow, with � ve 
petals, and form in clus-
ters of one to � ve at the 
end of slender stems.

CONTROL TIPS
 ›Mowing, fertilizing or 

irrigating turf is not an ef-
fective method of control 

COMMON GROUNDSEL
Senecio vulgaris



www.DowProvesIt.com   800-255-3726
®Trademark of Dow AgroSciences LLC. State restrictions on the sale and use of Dimension specialty herbicide products and Snapshot apply. Consult the
label before purchase or use for full details. Always read and follow label directions. ®The swinging golfer logo is a registered trademark of PGA TOUR, Inc.
©2010 Dow AgroSciences LLC T38-000-018 (2/10) BR   010-60665   DATOTURF9072

P R O V E N  S O L U T I O N S

It takes courage to admit there’s a problem.
Meet Frank. He’s got what you’d call a “problem” with hand-weeding. Fortunately, there’s Dimension®,
Gallery® and Snapshot® specialty herbicides from Dow AgroSciences. They give Frank the kind of group
therapy he really needs by delivering serious control of the toughest weeds in lawn and landscape settings.
So go ahead and skip the awkward meetings. Come learn more about the portfolio of products proven to
help kick the hand-weeding habit at DowProvesIt.com.

O F F I C I A L
CHEMISTRY
C O M P A N Y



Serena puts Spring-to-Fall color into landscapes…
takes the heat, low water needs and virtually no 
maintenance! Turn to Ball for fast, easy and pro� table 
solutions like this top-performing angelonia.

Request your free Landscape Color Solutions catalog 
with poster and photo CD at balllandscape.com.

800 879-BALL

©2009 Ball Hor ticultural Company. ® denotes a registered trademark of  Ball Hor ticultural Company. BHC09066-REV  

serena® serena®

Make money with

angelonia
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SPECIAL SECTION OF LANDSCAPE MANAGEMENT

Producing pro� ts through 
bedding plants, ornamentals & trees

›
SPECIAL SECTION OF LANDSCAPE MANAGEMENT

TIPS FOR BULB 
  & PERENNIAL 
        CO   MBOS

PROUD SPONSOR

Bulbs ready for 
fall planting.

Horizon’s Landscape Maintenance Guide.

Horizon gives you the edge you need by providing 
professional landscaping products, and now we can 
help you get the right information to solve landscape 
maintenance problems.

Go to YouNeedHorizon.com/guide to order a  
FREE copy of the Landscape Maintenance Guide.

You can’t tell whether you should aerate or dethatch.

Your customer’s turf has dollar spot—or is it Fido’s spot?

Irrigation  Specialty  Landscape  Equipment  HorizonOnline.com            © 2010 Horizon Distributors, Inc. All Rights Reserved.
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CORNELL UNIVERSITY researchers have scienti� cally ex-
amined the art of successful bulb and perennial pairings. 

Professional landscape designers have long known 
perennials and spring-� owering bulbs such as tulips, 

narcissi and alliums make great companion plantings. Not only 
do the proper pairings look great together, they can be mutually 
supportive. For example, colorful spring bulbs can complement 
emerging perennial foliage — and when that foliage matures, it 
can mask the fading leaves of post-bloom bulbs.

For the most part, designers have relied on a practiced eye 
and experience to create combinations that spark spring magic. 
Now researchers at Cornell University have cast the objective 
eye of science on the issue. In a series of trials covering four 
seasons at the university’s Ithaca, 
NY, trial grounds (USDA Zone 
5), the Cornell team put various 
pairings of bulbs and perenni-
als to the test. Their results are 
now available to all online at Hort.
Cornell.edu/combos.



COMBINATIONS›

continued on page 32
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It’s never too early to plan for cool-season color. Matrix® Pansies are known for their superior holdability, large � owers, and 
outstandingly uniform colors and blends. Strong stems hold large and thick � owers without stretching; less stretching means 
greater longevity in the landscape. Matrix ships well, and landscape contractors experience less spoilage and better pro� t-
ability. Pre-book Matrix Pansies for your cool-season landscapes. For more information, visit www.BallLandscape.com.

BALL VARIETY FOCUS: MATRIX® PANSIES

The height of the “Ballade” tulip at 
bloom and the “May� ower” geranium 
makes the tulip blooms look as if they 
are � oating in a sea of green. The foliage 
and purple � owers of the geranium 
later mask the old tulip leaves.For all 15 combina-

tions, visit www.
landscapemanage-
ment.net/Cornellbulb-
research
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Cornell professor Dr. William B. Miller, 
who is director of the university’s Flower 
Bulb Research program, led the Cornell 
University team. 

“The idea of pairing bulbs and peren-
nials to achieve multiple goals is so desir-
able that we felt it deserved more than 
an anecdotal approach,” he says. “We 

created an objective 
study to document 
what works and what 
doesn’t in a typical 
spring garden.”

The combination trials were designed 
to achieve four goals:
1. Look at how early bulbs help extend the 
bloom season in the garden. 
2. Explore how perennials might best be 

used to mask the dying fo-
liage of post-bloom bulbs.
3. Consider leaf texture as 
a design element.
4. Examine the various 
roles color plays in creating 
successful combinations.

The Cornell scientists 
evaluated 15 plantings for 
their overall performance 
and bene� ts, and did not 
necessarily look for combi-
nations that bloomed simultaneously. They 
focused on combinations that worked.

For the researchers’ tips on what 
makes a successful combination of bulb 
plantings, please see “5 Steps to Suc-
cessful Combos” on page 32.

               This article was contributed by the 
International Flower Bulb Centre. 
For more information about � ower bulbs, 
visit bulb.com.



In-person communication is still the best 

way to cultivate and strengthen business 

relationships. And, networking means 

business at Mid-Am.

Attend Mid-Am to find:

  Business-building ideas

  Career-advancing education

  Relationship-friendly networking

  Plus hundreds of exhibits

www.midam.org 

Mid-America 
Horticultural Trade Show

January 19-21, 2011  •  Navy Pier, Chicago, IL

w w w. m i d a m . o r g    •   8 0 0 - 2 2 3 - 8 7 6 1
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You shouldn’t have to buy a tool twice. 
Get it right the fi rst time with a Corona, 
built tougher than any on the market.

coronaclipper.com   800-847-7863

Here are some spring garden tips from the 
Cornell team in Ithaca, NY, and the Neth-
erlands Flower Bulb Information Center of 
Danby, VT:

1. Plant bulbs that are likely to perennialize 
well in your area. Some combo plantings are 
more successful than others. Sometimes the 

perennials come back, but the bulb � owers 
don’t. Most often, this occurs when the wrong 
bulbs are chosen for local climate or growing 
conditions. Other times, you may choose the 
right bulb type but a less durable variety.

2. Consider each plant’s seasonal growth 
habits. What looks good in the mind’s eye 

may not look as good in the early spring soil. 
This can happen when choosing companions 
based on their mature description without 
considering their springtime rate of growth 
and look at that time. In spring, different 
plants emerge and � ll out in different ways, 
often featuring different coloring than later in 
the growing season. The goal of companion 
combos is to select perennials and bulbs that 
emerge together to work well in spring and 
early summer as partners. The Cornell project 
addresses this very subject.

3. Consider mature plant size. Unlike annuals, 
which normally grow large and � ourish in a 
single season before dying away, perennials 
may take several seasons to gain maturity. If, 
for example, you are planning for a perennial 
to grow to a certain size in relation to your 
bulb planting, be sure to calculate when the 
perennial will reach that size. It may be neces-
sary to plan for several bulb companions for 
your perennials over initial seasons, changing 
bulb choices as the perennials mature. 
Rather than a drawback, consider these as 
opportunities to play with bulbs as seasonal 
accessorizing.

4. Plant just enough bulbs. This might be 
considered the “Goldilocks” tip. Plant too few 
bulbs, and the look is sparse. Plant too many, 
and face overcrowding. Refer to bulb pack-
aging, catalogs or websites for suggested 
spacing.

5. Allow for perennial spread. Different 
perennials have different growth habits. Some 
are aggressive growers with a tendency to 
spread. Others are late to leaf out and have 
a compact growth habit. For the aggressive 
spreaders, allow space for them to � ll in. For 
more compact perennials, plant bulbs closer 
together. These considerations pay off when 
perennials’ late spring growth successfully 
hides bulb die-back after bloom. 

This combination shows contrasting 
foliage texture, simultaneous blooming, 
and perennial foliage cover.

5 STEPS TO SUCCESSFUL COMBOS
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› NEW CULTIVARS

Maximize your chances to 
win that new landscape or 
renovation projectt

automatically generate professional 

proposals. We guarantee you’ll sell,

plan and bid better than ever before, 

or we’ll give you your money back.

SELL BETTER • PLAN BETTER • BID BETTER

800-231-8574 or
pro landscape@draf ix .com

 There’s business out there. 
Get more of it. Guaranteed!

“I’ve won every bid when I’ve  
used PRO Landscape.” 
Aron Hoffman, Groundskeepers Landscaping, Inc.

prolandscape.com

TM

Performance diva
In early spring, the leaves of Abelia Kaleidoscope 
emerge on bright-red stems with lime-green 
centers and bright-yellow edges. When summer 
arrives, the yellow matures to golden and the 
variegation does not burn or scorch, according to 
the company. In fall and winter, the foliage color 
deepens to shades of orange and � ery red. This 
mounded, tightly branched shrub stays under 3 ft. 
tall and about as wide. Reported by PlantHaven 
to be the longest-blooming of all the Abelias, by 
late spring Kaleidoscope is covered with soft pink 
buds that open to white blooms that keep coming 
well into autumn. AbeliaKaleidoscope.com

Deep purple 
Echinacea purpurea PowWow 
Wild Berry features vivid rose-purple, 
3- to 4-in. � owers that retain color 
longer than other cone� owers. Hardy 
to Zone 3, Ball’s � rst-year-� owering 
perennial has a basal branching 
habit, resulting in more � owers per plant. Reaching a height of 20 to 
24 in. in the full-sun garden, it blooms continually without deadhead-

ing. It’s an intermediate day-length � owering 
variety, with most rapid and uniform � owering at 
14 hours. BallLandscape.com

Sweet potato cutie
Ipomoea Bright Ideas is bred by Floranova, and 
its plants are heat-tolerant and very compact. Dis-
tributed in the US by Oro Farms, the series’ colors 
include black, lime and Rusty Red (pictured). 
Growing 6 in. tall to a spread of 12 in., it works 
well in combination planters and � owerbeds. 
OroFarms.com

King of the mountain
Initially released with the Novalis “Plants that Work” group 
in 2010, Carex oshimensis Everest is available in 2011 na-
tionwide from Tesselaar. With its bright-white margins and 
architectural, linear foliage, the Japanese sedge can work 
as a container and patio plant or as a � ller with bedding and 

specimen plants. It loves shade, and its low-growing, easily controlled, mounding 
shape softly edges any border or bed. Its ability to � ll in an area while still behav-
ing itself, also makes it useful as a groundcover. Tesselaar.com
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LMREPORTS
YOUR GUIDE TO PRODUCT RESEARCH

LAWN CARE: 
AERATORS

Agri-Fab
SmartLink is an all-in-one lawn care sys-
tem that links attachments to one master 
platform. The system accepts a snap-in 
plug aerator, tine dethatcher, TurfShark 
aerator and poly roller, eliminating sepa-
rate trays for each product. The original 
line required users to purchase the mas-
ter platform with a plug aerator. The two 
products are sold separately — providing 
a solution for users who 
want to take advantage of 
the system, but don’t 
need the plug aer-
ator attachment. 
Agri-fab.com

Turfco
The XT5 steerable, reversible aerator 
uses Turfco’s patented steerable aerator 
technology with a new hydrostatic drive 
system. Operators can boost efficiency 
and reduce job time on heavily land-
scaped lawns and hard-to-reach areas. 
The tine-wheel design and hydrostatic 
drive make working on hills easier. The 
XT5 features EasyChange tines, which 
reduce changeover time. A removable 
tine cover provides fast, easy access for 
changes and cleaning. The unit features 
a low-profile design and rugged unibody 
steel frame. Instead of belts, the XT5 
runs on drive chains covered and located 
outside of the frame for long-lasting, 
trouble-free operation. TurfcoDirect.com

Grasshopper Co.
The power-take-off-driven AERA-vator 
implement relieves compaction and aer-
ates turf without prior irrigation, leaving 
no cores to clean up. Models are now 
available with 50% more tines to loosen 
soil without disrupting the surface. Oscil-
lating, forged steel tines penetrate and 
fracture hard, dry soils without slicing or 
cutting, preserving and encouraging root 
development. Available in 40- and 60-in. 

models, the unit provides ef-
fective aeration with minimal 
surface disruption, so turf is 
available for use immediately 

after treatment. It’s compatible with 
Grasshopper Model 620T and any 700  
or 900 Series power units.
GrasshopperMower.com
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LMREPORTS

MAINTENANCE: 

CHAINSAWS

NEW RESOURCES & TRAINING

PROFESSIONAL COMMUNITY 

REAL-LIFE STORIES

Connecting the Professional Snow & Ice Management Industry

SourceOne
From its fingertip speed control knob to 
its simplified, self-propelled hydrostatic 
drive system, the PL855 PRO HD hy-
drostatic drive 
aerator offers high 
productivity and 
low maintenance 
costs. Like all Plugr 
reciprocating aera-
tors, heat-treated, 
high-tensile-
strength tines are 
driven into even 
hard soils, with 
cam action engine 
power instead of 
bulky weights. 
It features sleek 
unibody construc-
tion, improved handle ergonomics, easy 
maintenance access and a built-in quick 
release receiver hitch for a StepSavr 
sulky. SourceOneOPE.com 

Jacobsen
Featuring a 9-hp Briggs & Stratton Vanguard engine, 
the GA-24 is a self-propelled aerator that provides 
precise aeration and hole quality, which promotes faster turf 
healing. The unit’s maneuverability allows for tight turns on undulated turf without 
causing undue damage. Four tine sizes are available, creating a 2x2-in. aeration 
pattern; optional quad tine holders create a 1x1-in. pattern. Features include cen-
tralized controls at the operator station, automatic parking brake and operator 
presence control. Jacobsen.com

Worx Yard Tools
Electric chainsaws in 14-, 16- and 18-in. 
bar lengths feature an easy-to-use, tool-
free auto-tensioning system and chain 
replacement. A single, oversized, easy-
grip knob secures the bar and tensions 
the chain. The saws’ patented chain-
tensioning system prevents overtighten-
ing and maintains proper tension during 
operation. The tensioning system helps 
extend bar and chain life while reduc-
ing the amount of time working. Each 
model — WG300 (14-in. bar, 14A, 3.0 hp, 
pictured), WG303 (16-in. bar, 14.5A, 3.5 
hp) and WG304 (18-in. bar, 15A, 4 hp) — 
has class-leading hp ratings for each cor-
responding bar length. The saws weigh 
10.8 lbs., 11 lbs. and 11.2 lbs.,
respectively. WorxYardTools.com
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Reddick Equipment
Sales: 800.334.3388 

www.reddickequipment.com  

WWW.MISTAWAY.COM
1-866-485-7255

BECOME A MISTAWAY DEALER TODAY!

We are actively seeking 
Landscaping Professionals 
to sell, install and 
service our innovative 
outdoor misting systems 
that effectively control 
mosquitoes and other 
annoying insects.

Great margins and recurring revenues!

Is this how your clients are
enjoying their new landscaping?

Is this how your clients are
enjoying their new landscaping?

Stihl
The MS 362 chainsaw, which 
is engineered to save profes-

sional users time and money, delivers as much as 20% greater 
fuel efficiency and reduces emissions by as much as 70% 
compared to older models. It features a pre-separation air 
filtration system that allows for fewer filter changes and longer 
runtimes. The advanced anti-vibration system allows a user to 
keep working comfortably. Other standard features include a 
toolless fuel and oil cap with retainers, side-access chain ten-
sioner and a decompression valve. StihlUSA.com 

Husqvarna 
The 576XP chainsaw fea-
tures a redesigned cylin-
der and crankcase that, at 
14.5 lbs. and 5.7 hp, is 0.5 lb. 
lighter than previous models and offers more 
horsepower. Like other models in Husqvarna’s pro-
fessional line of chainsaws, it features the X-TORQ engine that 
provides high power-to-weight ratio, 60% lower emissions 
and 20% lower fuel consumption. It also features Air Injection 
for longer air filter life and LowVib anti-vibration technology for 
improved ergonomics. Husqvarna.com
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Payment must be received by the classified  
closing date. We accept Visa, MasterCard, and 
American Express.

Mail LM Box # replies to: 
Landscape Management Classifieds, LM Box #____ 
306 W. Michigan St., Suite 200 
Duluth, MN 55802 
(please include LM Box # in address)

Every month the Classified 
Showcase offers an up-to-
date section of the products 
and services you’re looking 
for. Don’t miss an issue!

ADVERTISING 
INFORMATION

Call Kelli Velasquez at 
216-706-3767, 
Fax: 253-484-3080,
E-mail: 
kvelasquez@questex.com

®

Incorporate
for as little as $99
Visit www.incorporate.com

or call 800-616-0216

WANT TO BUY OR SELL A BUSINESS?
Professional Business 

Consultants can obtain purchase 
offers from numerous qualifi ed 

potential buyers without disclosing your identity. There 
is no cost for this as Consultant’s fee is paid by the 

buyer.  This is a FREE APPRAISAL of your business.
  If you are looking  to grow or diversify through 

acquisition, we have companies available in Lawn Care, 
Grounds Maintenance, Pest Control and Landscape 

Installation all over the U.S. and Canada. 

182 Homestead Avenue, Rehoboth, MA  02769

708-744-6715 • Fax 508-252-4447
E-mail pbcmello1@aol.com

Snow, Lot Sweeping, & Landscape Contracts 
Join the affiliation that works for YOU.
Contractors needed throughout the US.

Sign up today www.agmgus.com.
EXPERIENCE THE AGMG DIFFERENCE.

BUSINESS OPPORTUNITIES

HELP WANTED

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 u Fax: 407-320-8083
E-mail: search@florasearch.com

www.florasearch.com

Looking 
to hire?

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

landscapemanagement.net
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Save the Date
January 11-13, 2011

Rochester Riverside Convention Center

To request a brochure or more 
information about the Empire State 
Green Industry Show contact us at 
(800) 873-8873, show@nysta.org or 
visit our web site at www.nysta.org.

Key Speaker:

Jennifer Grant, Ph.D. and the 
team from Cornell University will 

discuss organic lawn care.

Co-sponsored by

NYSDEC, PA, PGMS, RI and VT 
Recerti� cation Credits

CNLP Credits

CLASSIFIED
SHOWCASE

SOFTWARE

PROPERTY FOR SALE

WESTERN NORTH CAROLINA:
5+ level acres,

located one mile from E/W interstate access;
40 miles from N/S interstate access.

Highway frontage, front & back entrances.
Over 3000 sq. ft. heated office & work or retail 

space (security & internet wired) in Morton 
building; 1100 sq. ft. heated shop space with 
office in block building, open-sided structure 

with 6 bays plus storage; small pond; 1000 gal. 
gas tank with pump, 2 diesel tanks.

Please call 828-698-0073 or
email abr3@morrisbb.net

for more information.

Keep your 
business 
growing.

Advertise in Landscape 
Management. Contact 
Kelli Velasquez today:

216-706-3767
kvelasquez@questex.com
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MYBIGGESTMISTAKE
LESSONS LEARNED THE HARD WAY  »

»

The author is a freelance writer 
with six years of experience 
covering landscaping.

BY CASEY PAYTON

PH
O

TO
 C

O
U

R
TE

SY
: N

A
TI

VE
 L

A
N

D
 D

ES
IG

N

Ben Collinsworth

W HEN THE 

ECONOMY was 
robust and 
business 

was booming in 2006/2007, 
Native Land Design went 
from a $4 million business 

to a $10 million one in 
just two years. “Peo-
ple may think, ‘How 
could almost tripling 
your business hurt 
you?’ and I thought 
that too,” says Ben 
Collinsworth, CEO 
of the Cedar Park, 
TX-based business. 
“But it can. We have 
been taught that 
growth is good, 
pro� t is good, and if 
you’re doing those 
things right, then 
everything else 
will take care of 

itself. That is a fallacy in 
business. Growth can be 
good when you know what 
you are getting yourself 
into and when you develop 
a model to follow through 
on the needs of the busi-
ness. Without a plan, the 
growth can spin you out of 
control.”

And that’s just what 
happened. As Collinsworth 
started taking on any and 
every job that came through 
the door, he began slipping 
on payments and wasn’t 
staying on top of accounts. 
He felt like the company 
was spending all of its time 
trying to catch up with the 
impossibly fast pace they’d 
set instead of having a solid 
plan to follow. 

“I was steering in the 
dark,” he admits. “Clients 
were paying bills slower 

than I was used to … 
stretching payments past 
the 60 and 90 days. Even 
if we had $700,000-plus 
dollars a month in revenue, 
that didn’t mean we were 
collecting that in cash each 
month.” 

With payroll and 
taxes to pay, Collinsworth’s 
vendors ended up being 
the ones to take the hit. 
“And as we slowly paid 
vendors, because our 
bank lines weren’t large 
enough to handle the cash 
� ow de� cit, they started 
limiting our ability to buy,” 
he says. “That put us in a 
crunch. If you can’t pay for 
the cash � ow de� cit, you 
can’t perform the work. 
Even though we were 
showing a pro� t, the cash 
wasn’t available until it was 
received in the of� ce.” 

Though things seemed 
to be spiraling out of 
control, Collinsworth made 
some wise decisions that 
not only saved his business 
but made it much more 
successful in the long run. 
First, he let go of his Dallas 
market — what he admits 
was an emotional deci-
sion losing some of the 
business he had built up. “I 
had to cut off a piece of the 
business to make it more 
manageable,” he says. “If I 
hadn’t made that decision, 
I’m not sure we’d be here. 
It allowed me to really 
concentrate on the other 
markets we had.”

Getting involved with 
peer groups and soliciting 
feedback from more expe-
rienced business owners 
was the other decision that 

helped turn Collinsworth’s 
predicament around. 
“Business owners need to 
realize seeking advice isn’t 
a sign of weakness, it’s a 
sign of strength,” he says. 
“The best landscape busi-
ness owners I know sur-
round themselves with the 
smartest people who give 
them hard feedback. With-
out those sounding boards, 
you are destined to make 
bad decisions from a lack 
of experience. Find a good 
base of professional people 
to bounce ideas off of and 
make sure you are heeding 
their warnings.”

Collinsworth says there 
are many changes he would 
have made early on to 
prevent the company from 
growing quicker than he 
could manage. He would 
have solicited feedback 
from his CPA, hired a full-
time controller and paid 
closer attention to his bal-
ance sheets. Most impor-
tantly, Collinsworth says he 
wouldn’t have taken on as 
many jobs with the mind-
set that he’d � gure things 
out as he went along. 

“I would have had a 
more detailed and well-
thought-out plan from the 
start,” he says. 

Today, Collinsworth 
takes things at a slower 
pace. “It can take some 
hard lumps in business 
to realize that conquering 
the world too quickly isn’t 
worth the headache,” he 
says. “That is something 
that we still practice to this 
day. Setting budgets for 
slower growth is now stan-
dard in our expectations.”

A big boom in business became too much 
to manage for Texas’ Native Land Design.

COMPANY: Native Land Design

CEO: Ben Collinsworth

HEADQUARTERS: Cedar Park, TX

FOUNDED: 2001

EMPLOYEES: 200-plus

2006/2007 REVENUE: $4 million

2009/2010 REVENUE: 
$10 million-plus

WEB: 
www.nativelanddesign.com

BEST ADVICE: Solicit advice 
from your CPA and industry 
peers and pay close attention 
to balance sheets.



betterturf.basf.us

You’ve got enough things to worry about. But the proven performance of Pendulum® AquaCap™ 
herbicide means weeds aren’t one of them. Its water-based formulation gives you long-lasting, 
broad-spectrum preemergent grass and broadleaf weed control, with reduced staining and odor, 
plus easier clean-up. So don’t worry about weeds popping up. Use Pendulum AquaCap.

Always read and follow label directions.
© 2010 BASF Corporation. All rights reserved.



www.JohnDeere.com/Commercial

46935

Work with a partner who 
can pave your way to success.

John Deere Commercial Solutions
Mowing  Construction   Landscaping   Finance  
You know you can count on John Deere for the best in commercial mowing 
equipment. But that’s only the beginning. There’s John Deere Landscapes, 
which offers everything from nursery stock to irrigation equipment. And we 
have fl exible fi nancing from John Deere Credit and a full-line of construction 
equipment.One hat does it all.  

Your partner from the ground up.


