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Commercial Landscape Management at its best

THINKING ABOUT BECOMING
A BUSINESS OWNER?

We can help

We start with you. We stay with you.

Our Franchise Support Team has over 260 years of combined
commercial landscape industry experience to assist you with business and industry knowledge.

See us at GIE+EXPO
Booth #4220 NATIONAL STRENGTH
Register to attend our LOCAL COMMITMENT
information session at GIE+EXPO. ‘
Hot hors d'oeuvres & open barl ' 1-866-781-4875
%lster on line at franchise@uslawns.net
SLDC.net/GIE/gie_Registration www.uslawns.com/franchise
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NEXT STOP: YOUR LAWN.

Only a superstar rolls like this, and you're about to get a backstage pass to the hottest tour on

the road. It's the Rock the Weeds Tour 2009 featuring Dimension® specialty herbicide, the No. 1
preemergence herbicide brand in the lawn and landscape markets." Dimension is cranking up the
volume on tough weeds like crabgrass, creeping woodsorrel, bittercress and many other grassy

and broadleaf weeds. And its nonstaining formulation rocks all season long and delivers outstanding
early postemergence control on crabgrass. On this tour, there are no groupies or wannabes.

It's brought to you by the company that delivers only proven solutions — Dow AgroSciences.

www.DowProvesit.com
OFFICIAL
CHEMISTRY
12007 Specialty Product Consultants. ®Trademark of Dow AgroSciences LLC State restrictions on the sale and use of Dimension specialty COMPANY
herbicide products 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. ©2008 Dow AgroSciences LLC T38-881-001 (12/08) BR 010-60598 DATOTURF8041
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Selecting the right fertilizer to

meet today’s environmental and

competitive

challenges is vital

for success.
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m d OUR MISSION: Landscape Management— the leading information resource for large, successful lawn care, landscape maintenance, design/
n Sca e build and irrigation professionals — empowers Green Industry professionals to learn and grow from their peers and our exclusive business
intelligence. Serving as the industry conscience, we not only report on but also help shape news, views, trends and solutions.



o you want your

FERTILIZER

10 1aSt? weeks, months, the whole season?

New DURATION CR® Controlled-Release Fertilizer uses an advanced
generation polymer coating technology to gradually meter nutrients for two
months, four months, or even all season long to meet your turf's needs. Thanks
to DURATION CR’s enhanced efficiency, you can use up to 25% less Nitrogen per
year which is good for the environment and your bottom line. Now that's a
smarter way to grow your business and separate you from the competition.

Ask your supplier for a fertilizer blend Driven by DURATION CR
and get results that last.

Durationcr.

Controlled-Release Fertilizer

Agrium
Advanced
Technologies-

Smarter Ways To Grow”  www.agriumat.com * 888.757.0072

© 2009 Agrium Advanced Technologies (U.S.) Inc. | DURATION CR, AGRIUM ADVANCED TECHNOLOGIES and SMARTER WAYS TO GROW are trademarks owned by Agrium Inc.
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Even with installs well north of 3,000 this past decade, the
total number of synthetic turf fields remains tiny compared to
the number of natural grass fields.
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Tomomow’s v sands of acres of land. The California Landscape Contractors
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Iea_rnlng to_speak with recently at a ceremony in Manhattan’s Battery Park.
asingle voice.
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Now save up to 25% on the proven performance
and durability of Rain Bird nozzles. The right nozzles
make all the difference. Known for industry-leading reliability,
our MPR, VAN and U-Series Nozzles aren't just right for the
job—with new, even lower list prices—they're right for your
budget. Paying even less on the nozzles more contractors
trust. That's The Intelligent Use of Water.™

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

Rain Bird®
MPR Nozzles
Save more than 20%
over 2008 Rain Bird
list pricing.

Rain Bird®
VAN Nozzles
Save 25% over
2008 Rain Bird
list pricing.

A job well done
and savings
well deserved.

That’s intelligent.

TALK TO YOUR
SALES REP or

DISTRIBUTOR

Rain Bird®
U-Series Nozzles
Save nearly 25%
over 2008 Rain Bird
list pricing.

Rain Bird
2009 List Price

$165

Rain Bird
2009 List Price

$165

RAINIBIRD

Rain Bird
2009 List Price

$176
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Granular Products
Providing Immediately
Available Calcium

¢ Solucal Enhanced
High Calcium Lime
Apply less product with superior results
University tested & industry proven

¢ Solucal-S Enhanced
Calcium Sulfate
Your gypsum alternative

¢ Sulfur MAXX

Addressing soils with high pH
and high sodium

All our producls contain
carboxy" pHCA Technology

FOR MORE INFORMATION

CALL SOLUCAL-USA AT

508.500.0745
www.solu-cal.com
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Everything at your Fingertips
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LebanonTurf is your one resource for all your lawn, tree, and ornamental products. Whether
it’s the optimum performance of MESA® or MethEx® fertilizers in our ProScape® brand, or
cost-effective fertilizer containing LSN® in LebanonPro®, we offer a wide variety of products
to help you thrive in today’s competitive business environment. LebanonTurf is proud to
offer Green-Smart™ Technology and the Roots™ product line. Green-Smart makes
fertilizer more efficient and allows you to apply up to 25% less and help cut costs. Roots
products offer a variety of products for turf, flowers, trees, and shrubs to help enhance the

biological life of the soil and plant. LebanonTurf, everything you need, at your fingertips.

Visit our Booth #3104 at GIE+EXPO in Louisville.
Mention this ad for your FREE Swiss Army Knife
while supplies last.

LebanonTUrr -~ Improving the Way Professionals Care for Turf
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hat does sustainability mean
for us? Perhaps you’re wonder-
ing thatin light of the growing
popularity, use and misuse of
the word within our society
and within our industry.

We can start with the obvious, of course. We can
tick off a list of environmentally friendly landscape

practices — providing our customers’ properties
with the right plants in the right places, irrigating
efficiently, not bagging grass clipping and so forth.
That’s just part of being sustainable. Its meaning
also includes the survival, health and growth of our
companies, and ultimately our industry.

Sustainability means combining environmental
with business best practices, the two being differ-
ent sides of the same coin. Let’s not confine our
understanding of the term sustainability exclusively
green.”

Here are some time-tested strategies for
building sustainability into our companies. Think
expansively.

» Have a kickoff meeting with those you’re count-
ing on to help define your company’s new sustain-
able initiatives. You need a clear understanding

of what they mean to you before you begin your
journey. In addition to focusing on environmental

I, €

to what’s

services you might build into your company or add
as services, consider programs to increase the well-
being and skills of your team. This will increase the
value of your company and its services.

» The owner and key managers must embrace sus-
tainable goals as a genuine business opportunities

If you're a true pro you should already be
using horticultural bmps

LANDSCAPEMANAGEMENT.NET | OCTOBER 2009

Sustainability’s truest meaning

rather than as a public relations. Employees (and
customers) will not buy into any program that they
perceive to be insincere or half-hearted.

¥ Set realistic goals. Incorporate one new green or
sustainable component into your company at a time.
Start with the easiest changes that will deliver the
most immediate results. Rather than installing solar
panels, which may have a long or uncertain return
on investment (ROI), start by replacing energy-leak-
ing windows and doors. Rather than switching your
fleet to biofuels, in light of their fluctuating price,
consider a fleet “no-idling” rule, explaining to your
employees what it means in terms of fuel cost sav-
ings. On the people side, strengthen your company’s
employee training or institute wellness or smoking
cessation programs.

¥ Find champions to lead, monitor and measure
your company’s efforts. Align these new duties with
their business and compensation objectives.

¥ Share what'’s working and what’s not working
with your team — why your first initiatives should
return quick, measurable wins. Sharing the results
of these first successes will build support and enthu-
siasm within your company to meet bigger future
goals.

» Fold each new innovation as seamlessly as you
can into your company’s operations. Every change
should offer business, environmental or customer
benefits, and not just “feel-good” benefits. Each
effort should offer returns comparable to those
achievable through other business-critical enter-
prises if you want it to provide a positive effect on
your operation.

It might seem that I've given short shrift to
environmental considerations, or what most of us
would consider the “green” aspects of sustainability.
But if you run a truly professional Green Industry
service shop you should already be using horticul-
tural best practices; you're already preserving and
enhancing your clients’ outdoor environments.

That’s what being a true pro in this industry
means, after all.



Does your insurance company think
“photosynthesis” is the latest
feature on a digital camera?

insurance company that doesn’t understand yourbusines 3
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Hortica has over 120 years experience in the horticultural
industry. We provide specialized insurance solutionsiand

loss control strategies that other companies don’t.deliver.
To learn how Hortica can help protect your business BT :‘
visit www.hortica-insurance.com or call 800-851-7740. i To guide-and provide™. °
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NEWSVIEWS

GREEN INDUSTRY EVENTS, TRENDS AND TIPS

Moving forward

RISE President Allen James announces his
pending retirement and unveils the organization’s
‘Debugging the myth” \Web site.

BY MARTY WHITFORD EDITOR-IN-CHIEF

igh hopes and low over-
head” was the mantra at
RISE (Responsible Industry
for a Sound Environment)
when the organization
was founded in 1991. Manning the helm
for RISE since then, Allen James recalls
navigating choppy regulatory waters that
year with no staff, 12 RISE members and
an annual budget of about $40,000.

‘Whata difference 18 years makes. Since
then, environmental extremists and local,
state and federal governments and agencies
have turned up the heat on RISE mem-
bers — pesticide, herbicide, fungicide and
fertilizer manufacturers, formulators and
distributors behind the technologies that
protect our plants and public health. But at
least today, thanks partly to James’ helms-
manship, RISE has five full-time staffers,

RISE
President
Allen James
will step down
in August
2010.

an annual budget of nearly $3 million and
more than 200 members that account for
more than 90% of the nation’s specialty
pesticide production.

AtRISE’s Sept. 27-30 annual meeting,
held jointly in Orlando, FL, with CropLife
America, an emotional James announced he
will step down in August 2010, and move
back to his home state, North Carolina,
with his wife Ann. James noted he and his
good friends at RISE are far from done.
They’ve increased annual contributions by
nearly $1 million since 2008 (almost 50%),
helping fund a new “Debugging the myth”
RISE Web site and an integrated, compre-
hensive digital advocacy campaign.

James, RISE first (and only, to date)
executive director, has served as president
of the organization and vice president of
CropLife America since 2000. A search
committee consisting of members of the
RISE Governing Board will begin the task
of finding James’ successor in late 2009.

Before ending his last RISE President’s
Address, James thanked the room full of
industry leaders for their continued sup-
port, and said he was honored to
collaborate with such innovators who
typically invest $256 million to develop and
launch a single successful active ingredient.

“Together, we will reframe the debate,”
James proclaimed. “We will reclaim the
high-ground. We know there is a majority
of people who understand how and why
technology advances. When explained,
they can understand the value of pest
management and plant health technology,
just as they understand other cutting-edge
industrial technology advancements.”

"To assure forward movement, RISE has

RISE has created an E. Allen James
Award, which will be given annu-

ally, beginning in 2010, to honor an
individual who makes outstanding
contributions to the specialty pesticide
and fertilizer industry, epitomizing the
essence of RISE's first president.

“This award is a lasting tribute to
Allen James and will be given for years
to come to recognize others who build
upon his legacy,” said Josh Weeks,
outgoing chairman of RISE's Govern-
ing Board and Bayer Environmental
Science'’s vice president of profes-
sional products, North America.

The relationship between agri-
culture and specialty would not be
as strong and as productive as it is
if James had not been chosen to
lead RISE, said Jay Vroom, CropLife
America president and CEQO. “The
extraordinary value this relationship
brings to our advocacy, regulatory and
communications endeavors cannot be
overstated,” Vroom added.

Dan Rosenbaum, incoming chair of
the RISE Governing Board and direc-
tor of FMC Corp!s specialty products
business concurred: “Allen has been
constant in his service and vision, and
has made great strides in providing a
strong, unified voice for the specialty
pesticide industry” — MW

bolstered its grassroots advocates to more
than 1,000 members from just 400 three
years ago, and its new consumer-facing Web
site will be coupled with proactive blogging,
engaging advocates in online pesticide, her-
bicide, fungicide and fertilizer discussions.

“Finally, to assure industry and associa-
tion progress, our board will hire a great
new President with creative and progressive
ideas and leadership,” James said. “This
industry will move from the shadow of the
pastand current challenges ... to the bright
light of the future.”

PHOTO BY: MARTY WHITFORD



