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ﬁtTAN ACCELERATE

YOUR BRoADLEAF
WEED CONTROL

Give your customers the instant satisfaction they desire.

Octane™ herbicide will add the necessary fuel to your current broadleaf weed
control program to speed toward a more rapid kill. Today's lawn care consumers
demand dead weeds now, and they don’t want to wait weeks to see results.
With new Octane herbicide in your tank-mix, you can now show your customers
the results they want, when they want them. Visual herbicidal results are
evident within 24 - 48 hours following an application of Octane herbicide.

Octane herbicide provides:

* 1hour rainfastness

+ Flexibility to be tank-mixed with any broadleaf

herbicide for increased performance
* Excellent turfgrass tolerance
« Affordability. Add a little Octane to every tank!

For more information about Octane herbicide,
visit our web site www.sepro.com or
call 1-800-419-7779. ()
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BUSINESS THINK LONG-TERM

continued from page 40

give the client warning that a future
phase of the landscape they want would
not meet requirements.”

Perhaps the biggest benefit of a mas-
ter plan is that it shows prospective
clients what is possible. On the design,
they can see how everything is going to
tie in with the various parts of a land-
scape. This not only addresses clients’
true hopes for their landscape, it can also
cement your company's long-term rela-
tionship with them.

“A master plan is an opportunity for
the designer to be much more creative,”
Doesburg says. “It's an opportunity to
stretch the client’s thought pattern not
necessarily their budget, but it can. It al-
lows you to show clients how ideas relate.
Instead of a pool, you might find out they
really want an overhead structure and an
outdoor kitchen. The master plan shows
them how all their outdoor spaces and
uses can function together.”

continued on page 44
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MASTERING MAINTENANCE

A master plan can be used to show the client what it is they really want in a
landscape, but it can also help you show them what they don’t want to main-
tain. A project, built in phases over a number of years, is a great repeating ad-
vertisement for your company. However, a big project that the client can’t
maintain becomes an eyesore and reflects poorly on your company.

“It helps to create a master plan for plantings,” says Rick Doesburg, presi-
dent of Thornton Landscape, Maineville, OH. “Even if the client has the
money to do a big project at once, it’s a good idea to break them in slowly.”

The client may soon discover that what they initially wanted would be too
much for them to maintain. Thornton offers horticultural services to its de-
sign-build clients, but makes sure the client knows what kind of maintenance
commitment they’re getting into from the outset.

“There’s nothing worse than designing a beautiful plan that the client
can’'t maintain themselves or afford to have maintained,” Doesburg says. “We
didn’t do our job if we presented a master design they can’t take care of.”

Maintenance is also on the mind of Miles Kuperus, president of Farmside
Landscape & Design in Wantage, NJ, when creating a master plan. His com-
pany provides turf care, maintenance and plant health care services, in addi-
tion to design-build services.

“We do a high level of design detail on construction projects,” he says. “If
the customer doesn’t understand what the maintenance cost is, then they
may not maintain it. The project will lose their design intent in two or three

years if it’s not taken care of.” :
When not fully explained, h

landscapemanagement.net



Ride The Wave

The Best Petunias for Landscapes

Wave Lavender Spreading Petunia O

For oceans of color and a boatload of satisfied
customers, choose Ride the Wave petunias with three
distinct habits:

M Original Wave® - excellent spread...for a sea of
ground-hugging color.

M Easy Wave® - controlled spread...adds fast pizzazz
to containers and beds.

M Tidal Wave® - the full dimension petunia...for huge
swells of lush color.

All Ride the Wave®
petunias offer:

M Long-lasting color
M Fast fill-in

® Low maintenance

M Exceptional weather

Tidal Wave Hot Pink Spreading Petunia O
tolerance

Download free growing and care tips, at:

www.BallLandscape.com/GrowingTips No wonder they're the best-known, best-selling,

- top-performing Spreading Petunias available.
Ride the Wave to landscape success!

+ 'Ride The Wave Petu'l:ia‘s make -"'ﬁ,'
stmnmymnglng Baskets S

e ' ind a suppller af Py e

allLandscape.com
All WAVE names are registered trademarks of; and WAVE
and TIDAL WAVE: are bred by Kirin Brewery Co., Lid
® ©2007 Ball Horticultural Company Printed in USA BHCO7042 . Circle 129
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BUSINESS THINK LONG-TERM

continued from page 42

From the perspective of the design-
build contractor, there are a lot of good
reasons to do a master plan. Designing a
project in stages may be necessary when
the permitting process doesn’t match up
with the work season. For large projects
that require outside engineering, there is
often a long lead-time involved in bring-
ing in an engineer. The master plan brings
potential issues to light. It also points out
the best sequence for a project.

“For instance, the client might eventu-
ally want a shaded patio,” says Doesburg,
whose company does about 60% of its
work in stages according to a master plan.
“The shade trees could be planted now so
that they are mature enough to provide
shade when the patio is installed five years
later. Without a master plan, the client
could be waiting a long time for a shaded
patio. The same could be done with trees
and plants that provide privacy screening.”

Kuperus uses a mantra that sums up
the importance of having a master plan:
Build the plan, work the plan.

“From a production standpoint, a
master plan allows us to get a handle on
the length of time and scope of a proj-
ect,” he says.

Master plans can also convince cus-

A master plan is an
opportunity for the designer =
to be much more creative.

tomers to go the extra mile for their

landscapes.

“During our first meeting with the
client, we introduce ourselves and discuss
what they'd like," says Kuperus. “We take
a base map to our second meeting and
design the landscape in front of the client.
We get a huge buy-in right there. They
get a great deal of insight and value from
a master plan.”

Though Kuperus' company hand
draws all of its master plans, he sees in-
creasing value in digital design.

“With virtual landscapes, the client can
walk through the computer-generated
master plan,” he says. “If you make that
that a positive experience, you could re-
ally show the client what they're getting
for the money.”

Both Kuperus and Doesburg say
clients often get so excited about seeing
the master plan that they decide to do
the entire project right away.

That kind of buy-in can be great for
the bottom line of large companies, but

small companies should be careful, cau-

Once they see the design,
they want to finish
the whole thing.

— Miles Kuperus,

FARMSIDE LANDSCAPE & DESIGN

— Rick Doesburg, THORNTON LANDSCAPE

tions Kuperus.

“Depending on who the client base is,
sometimes smaller companies have to re-
alize that some projects are too big for
them,” he says. “Sometimes you can get
into big projects and be in there so long
that you lose other clients because you're
not available to them. Make sure that you
take on projects that are properly sized to
your niche. If the projects are too large or
small, you can partner with other compa-
nies. Carve out you niche and perform at
excellent levels in that niche.”

Big or small, a master plan helps con-
tractors build relationships with clients. It
ties in especially well with companies that
offer maintenance or horticulture services
because routine visits to the client serve
as a reminder to complete the next phase
of the landscape design. But design-build-
only firms can steal a trick from Thorn-
ton's Doesburg.

“It’s important to continue to touch
the client,” he says. “Sometimes we'll pull
a master plan out in the winter, color in
the next step, and then send it to the
client as a reminder.

“I need work now, and three years from
now,” Doesburg says. “If we make the client
happy with the first phase of a master
plan, they'll call us back to do the next.
That’s good.” Lm

— The author also writes and edits the
monthly LDB Solutions newsletter: To
receive it, visit the Web site www.land-
scapedesign-build.com/solutions. Contact
the author at jgooch@questex.com.
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Visual results in 24 hours and dead clover in as little as a week.
That's the kind of performance you can expect from a precision
product like SpeedZone.

University tests, field trials and turf managers have demonstrated
consistently fast control of tough weeds such as clover , plantain,
ground ivy and spurge. And dandelions are blown away!

Get your weed control program on the fast track with
SpeedZone® Broadleaf Herbicide for Turf.

1
5

Low odor “ Rain-fast in 3 hours PLI /cordon
Excels in cool-weather =~ Reseed in 2 weeks G conponation

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




Cub Cadet 4x4

Cub Cadet's new 4x4 Utility
Vehicles are rugged and hard
working on the job and smooth
and fun-loving off-road. The y
come with a choice of 20-hp
Kohler V-Twin or Cat diesel en-
gines. A 4-wheel, fully independ-
ent double A-arm suspension
and a wide stance offers in-
creased stability on rough terrain
The tight curb-to-curb turning di-
ameter and rear anti-sway bar
provide superb cornering at
faster speeds. High back bucket
seats provide operator comfort
and reduce stress. It also features
14.4 cu. ft. cargo box volume.
For more information contact
Cub Cadet Commercial at
330/225-2600 or www.cub-
cadetcommercial.com /
circle no. 250

Innovations

HOT NEW PRODUCTS

Updated for ‘07

Kubota'’s RTVI00 utility ve-
hicle is designed for heavy-duty
use with its liquid-cooled, three-
cycle Kubota diesel engine, hy-
drostatic transmission and 1,600-
Ibs. payload. New for 2007, the
RTV900 features a deluxe hard
cab with factory pre-hung doors,
thermoformed roof and door
panels, sound-proofing lowers
noise level to 84 dBA, standard,
AM/FM/CD player and speakers
in hard cab. Kubota also offers its
hydraulic tool system on the util-
ity vehicle, which allows the op-
erator to operate one of nine dif-
ferent available hydraulic power
tools off of the back of the RTV.
For more information contact
Kubota Tractor Corp. at 888/4-
KUBOTA or www.kubota.com /
circle no. 251

uTILITY
VEHICLE

Bobcat's 2300

Bobcat Co.s new 2300 4x4
utility vehicle can mow, sweep,
and move materials with its
RapidLink attachment system
The removable attachment arm
can lift loads up to 500 pounds
as high as two feet with five spe-
cially designed attachments, in-
cluding a bucket, mower, pallet
fork, snow blade and whisker
push broom. Users operate and
change attachments from their

seat with joystick control. The 20-
hp vehicle includes Bobcat's Intel-

liTrak drive system for maximum
traction while traversing hills or
traveling soft terrain. The 4x4
reaches up to 25 mph

For more information contact
Bobcat at 866/823-7898

or www.bobcat.com /

circle no. 252
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John Deere XUV

John Deere’s new Gator
XUV 4x4 utility vehicle will be
available at dealerships in March
in electronic fuel injection gas
and diesel versions. The Gator
XUV features a True 4WD system
with an on-demand locking front
differential for superior terrain ca-
pability. The Gator XUV features
11-in. ground clearance and a
new Advanced Suspension Sys-
tem that provides customers with
a comfortable ride, even when
tackling the most rugged terrain
Maximum cargo capacity is 900
Ibs for the cargo box, 1,300
pounds total payload. It reaches
a top speed of 30 mph.
For more information contact
John Deere at 800/537-8233 or
www.JohnDeere.com /
circle no. 253
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At Walker Manufacturing this is how we think about what we do--we don’t make lawn mowers, we make
o
beautiful places. That thought has inspired us for nearly 30 years on our quest to design and build the best
s ) ) g
possible machine to make a beautiful place. And the Walker is made for landscape contractors who have
the same thought--we don’t “mow grass”, we make beautiful places. Ask to see a Walker demonstration

if you are not using Walker and would like a little help in making your own beautiful places.

P T R DNy T e e

5925 E. HARMONY ROAD, FORT COLLINS, CO 80528 * (970) 221-5614
WWW.WALKERMOWERS.COM Circle 131



TECHNOLOGY

|
PERSONAL SAFETY

COMMERCIAL POWER

Ongoing training

The old saying “Knowledge is Power” could not
be more true in today’s world. A skilled techni-
cian not only fixes problems, but also imple-
ments a maintenance program that prevents
problems from occurring in the first place. But
finding skilled technicians is not an easy task, so
it pays to develop an ongoing training regimen
that gives your service crew the additional
knowledge they'll need to keep the newest
pieces of equipment up and running.

Briggs & Stratton manufactures a wide
range of engines, from a model used in a hand-
held string trimmer application all the way up to
commercial three-cylinder water-cooled models.
This product diversity creates a substantial
ongoing training need to keep technicians up to
speed, which is why we offer a number of edu-
cation options for service technicians.

For technicians focused on commercial
engines, Briggs and Stratton provides regional
educational classes that feature a practical
hands-on approach. Typically one or two days
in length, the classes are fast paced, allowing
the technician to be out of the shop for just a
short time.

Technicians that have a relationship with
a Briggs and Stratton distributor can view a
listing of upcoming courses at
www. thepowerportal.com (login information
required). Technicians without an existing dis-
tributor refationship can go to our Website —
www.commercialpower.com — to find the con-

tact information of the distributor nearest them.
The benefits of well-trained service techni-
cians are many. Not only will technicians be
more confident and trustworthy in their work
Productivity in the shop will increase and equip-
ment downtime will decrease, and since running
equipment is necessary to generate income, it's
no wonder education is such a powerful tool.

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

A left glove in your left back
pocket and a right glove in your
right back pocket is a simple,
elegant storage solution.

Protect your most
important tools

BY HARRY SMITH

hey are the best tools
you have. They are fre-
quently abused, left un-
protected against the el-
ements and exposed to

an assortment of chemi-

cals. They get dented,
dinged, cut, scraped and their poor condi-
tion ignored. Why would we do that to a
fine set of irreplaceable tools? Is it just be-
cause thcy are attached to your arms’
How many times have you stuck an
unprotected hand or finger somewhere
knowing the probability is high that you
will get pinched, mashed or cut? Where
are those mechanics gloves you bought
because you thought they were so neat
when you saw members of a NASCAR
pit crew wearing them? Lying on the dash
of the truck? Are they still in their packag-
ing carefully stored in your toolbox? Any-
where but on your hands is their usual lo-
cation. You need to get them out and put
them on, and keep them stuffed in your

back pockets when not in use.

Pocket protectors
It sounds oversimplified but a left glove in

your left back pocket and a right glove in

your right back pocket is a simple, elegant
storage solution. You will soon get accus-
tomed to the matching lumps, and this
slight discomfort is a constant reminder

that your protectors are nearby.

Consider the options

Mechanics gloves, vinyl, latex, Nitrile and
Kevlar gloves have great merit in the
workplace. There are not only numerous
cut and abrasive hazards but also many
chemical hazards out there. The long-
term effects of some of these hazards are
unknown. Used motor oil, some greases
and gasoline are known hazards with
deleterious health effects.

Whether the hazards are known or
unknown it is just good common sense to
protect your hands. The chemical barrier
gloves like Nitrile and vinyl have gotten
cheaper and tougher in recent years.
There are constant improvements being
made in glove materials and grip technol-
ogy. You no longer have to use clumsy,
bulky gloves and sacrifice touch and feel
for protection. There are no excuses for
not protecting your best tools.

— The author is turf equipment professor

at Lake City Community College,
Lake City, FL. Contact him at
harry smith@juno.com.
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TECHNOLOGY SAVE ON LONG DISTANCE

Voice over IP 101

50

VOIP is a technology that allows you to
convert your VoICe into data packets and
send it over your Internet connection.

BY TYLER WHITAKER

oes your head ache when you look
at your phone bill? Are long dis-
tance charges getting you down?
Do you wonder why taxes ac-
count for nearly 30% of your

phone bill? If so, Voice over Inter-

net Protocol, also called VoIP, may
be the answer to your prayers.

VoIP is fast becoming a realistic choice for busi-
ness communications. VoIP is a technology that al-
lows you to convert your voice into data packets and
send it over your Internet connection instead of the
traditional phone system. Why would you want to
do that? The answer is cost. Companies that provide
VolP services claim up to 50% reduction in your
phone bill through low per-minute rates or fixed-
price unlimited local and long distance calling plans.

Several factors make this cost savings possible.
First, the wide adoption of broadband Internet con-
nections creates extra, unused bandwidth available in
homes and offices. Secondly, Internet traffic is unreg-
ulated and free from the fees and taxes of current
phone service providers. Also, the unique nature of
the technology used to compress and transmit voice
over the Internet allows more concurrent voice con-
versations to occupy the same fixed-cost bandwidth.

I've played with VoIP for years in both home and
commercial situations. But I was recently reminded
of the cost savings while I was in Zermatt, Switzer-
land. Several people I was traveling with had pur-
chased long distance calling cards at a rate of 1 Euro

($1.30 USD) per minute for calls to the United
States. Fortunately | had my PocketPC with me.
Using VoIP software from Skype (www.skype.com)
and a free wireless Internet hotspot at a local pub, |
was able to call to the States for 2 cents a minute
saving roughly 99%.

How do you get started? You have several differ-
ent options. Both Skype and Windows Live Messen-
ger (www.msn.com) offer PC to PC, and PC to
phone calling. This is a great way to get started with
VoIP and test the functionality. You can then upgrade
to VoIP services like Vonage (www.vonage.com) to
use your existing phone number.

Be aware that VoIP services offer varying degrees
of Enhanced 911 functionality. The flexibility to
move your phone service anywhere you have an In-
ternet connection also plays havoc on the 911 serv-
ice. Read your VoIP provider's 911 disclosures so you
understand what happens when you call for emer-
gency services. Another downside is Internet connec-
tivity and power. If either goes down, your phone
doesn’t work. If you live and work in areas where the
power or your Internet connection has frequent out-
ages, VoIP may not be your best solution.

As a business tool, Voice over IP has its place. For
example, deploying VoIP between branch offices can
significantly reduce your long distance bills. But like
any technology, understanding the pros and cons can
help you make the most informed and correct deci-
sion for your business.

— The author is a freelance technologist focusing in
business automation. Contact him at 801/592-2810 '
or visit his blog at www.tylerwhitaker.com. '

LANDSCAPE MANAGEMENT / FEBRUARY 2007 / www.landscapemanagement.net ‘


http://www.skype.com
http://www.msn.com
http://www.vonage.com
http://www.tylerwhitaker.com

