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

RA/N^B/rd 

That's intelligent. 



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

TALK TO YOUR 

SALES REP OR 
DISTRIBUTOR 

To help your business 

stay profitable in these 

tough times, we've 

lowered prices on even 

more of our industry-leading commercial 

irrigation products. Because The Intelligent 

Use of Water™ is about saving water and money. 

Talk to your Rain Bird sales representative 

or distributor and see how much you'll save 

thanks to these new, lower list prices. 

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

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

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

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

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

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

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

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

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

$3900 
$

5 0
o o 

$ 7 0 o o 
$9500 

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

Rain Bird* 1806 List Price $ 9 3 9 

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

Rain Bird* 1812 List Price $ 1 3 1 8 

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

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

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

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

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

$ 8 6 4 
$

8 7
o o 

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

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

$379 00 

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

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

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

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

http://www.rainbird.com/savings
http://www.rainbird.com/savings
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• ^ n H c r o r%/\ 0UR MISSI0N Landscape Management— the leading information resource for large, successful lawn care, landscape maintenance, design/ 

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

Management intelligence. Serving as the industry conscience, we not only report on but also help shape news, views, trends and solutions. 

http://www.landscapemanagement.net
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Championship turf is now affordable for lawn C3 F6. Introducing DISARM G granular fungicid 

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

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

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

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

Disarm G I The Spreadable Solution " 
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Some f h i h ^ S do... 

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

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

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

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

LebanonTurF Improving the Way Professionals Care for Turf 

http://www.LebanonTurf.com


Differing visions of sustainability 

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

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

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

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

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

Sustainability to them meant using everything 

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

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

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

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

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

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

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

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

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

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

mailto:rhall@questex.com


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

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

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

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

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

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

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

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

TALK TO YOUR 
SALES REP OR 
DISTRIBUTOR 

Rain Bird® MPR Nozzles 

Save more 
than 20%* over 
2008 Rain Bird 

list pricing. 

Rain Bird 
2009 List Price 

$-|65 

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

RA/AT&B/RD 

http://www.rainbird.com/savings


NEWS VIEWS 
GREEN INDUSTRY EVENTS, TRENDS AND TIPS 

Digging myself a deeper hole 

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

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

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

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

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

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

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

U 

WORD 
ONTHE STREET 

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

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

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

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

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

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

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

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

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



BELIEVE IT 
OR NOT... 

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

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

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

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

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

PEOPLE 
ONTHE MOVE 

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

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

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

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

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

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

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

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

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

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

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



BY DANIEL G. JACOBS MANAGING EDITOR 

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

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

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

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

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

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

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

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

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


