JOHN DEERE
Designed and
developed in response

to customer input, -
the seven models in the 7900 lineup have the
7-Iron™ Pro deck with full-wrap reinforcement
and Mulch-on-Demand™. The Z900s have mow-
ing speeds of 10.5 or 12 mph, and include a
ground-drive transmission with a piston motor,
internal wet disc brakes and a gear reduction fi-
nal drive for more torque. The series also offers
ergonomic control levers, dial-in height-of-cut
adjustment, on-board self-diagnostics, run-flat
tires and Brake & Go system. JohnDeere.com

KUBOTA

Kubota's ZD221 offers
a 21-hp Kubota diesel
engine in a compact
zero-turn frame. Sup-
plying 40 Ibs.-per-ft.
of torque, the high
torque-to-hp ratio
equals savings. Featuring Kubota's Pro-Com-
mercial Decks, the ZD221 offers 48- and 54-in.
options, flexible discharge chute, anti-overflow
system, and Kubota’s baffle design. An optional
front lift allows quick maintenance without
removing the mower deck. Kubota.com

SCAG

With a two-speed
heavy-duty hydraulic
drive system, double
tube steel main frame,
and adjustable Operator
Suspension System,
the Scag Cheetah is said to set benchmarks in
performance and comfort. A variety of high-hp
gasoline engine options can deliver maximum
power. A low center-of-gravity and wide stance
can provide traction and stability. Ground
speeds up to 16 mph can increase productivity.
And a 61-in. or 72-in. Velocity Plus cutter deck
assures quality-of-cut. Scag.com

SCHILLER GROUNDS
The Bob-Cat Predator
Pro Zero-Turn Riding
Mower features a 37-
hp Kawasaki Digital Fuel
Injection (DFI) engine that uses an electronic
governor (E-Gov) system, which is said to make
the unit react quickly to changing load condi-
tions while metering fuel to the engine. This

means the mower doesn't lose engine RPM,
resulting in higher performance, and maintains
blade tip and ground speed as turf or terrain
conditions change — all while maximizing fuel
efficiency. BobCatTurf.com

SNAPPER
The S200xp has an 895-cc Briggs & Stratton

Vanguard Big Block V-Twin engine with a 61-in.

iCD cutting system.
2011 models have dual
Hydro-Gear ZT-5400
commercial powertrains and contoured seats
with optional suspension platforms. This
propane-powered commercial mower offers
reduced emissions (up to 30% less) and is certi-
fied to conform to NFPA 58-2002. With a top
ground speed of 10 mph, the S200xp can mow
up to 6 acres per hour. Snapper.com

Maximize your chances to
win that new landscape or
renovation project using the

photorealistic 3D images, easily create

automatically generate professional
proposals. We guarantee you'll sell,
plan and bid better than ever before,

or we'll give you your money back.

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

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

most complete landscape design software
available. PRO Landscape will help you

communicate your designs with stunning

accurate 2D and 30 CAD drawings and

their home with recommended
landscaping in place.
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VISUAL DESIGNS THAT SELL PROFESSIONAL PROPOSALS ACCURATE SITE PLANS
Excite customers with photos of Show your professionalism Easy-to-use CAD lets you

with complete, polished
proposals prepared in seconds.

quickly develop detailed,
accurate site plans.

il software inc.

The Standard in Design Seftware for Landscape Professionals!

prolandscape.com

PRO Landscape-

800-231-8574 or

prolandscape@drafix.com

SELL BETTER ¢ PLAN BETTER ¢ BID BETTER
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\ REDDICK EQUIPMENT COMPANY INC.
Ice Control
Sprayers

Lawn & Turf
Sprayers

Reddick Equipment
Sales: 800.334.3388

MOWERS DRIVING EFFICIENCY

TORO

Z Master zero-turns offer three options: propane, biodiesel

and electronic fuel injection (EFI). Propane mean 48% less

greenhouse gas emissions. All of Tora's Z Master
2011 models are equipped to operate on biodiesel
fuels up to B20 (20% biodiesel and 80% petro-
leum diesel). EFl mowers are said to provide up to

25% better fuel economy than equivalent carbureted engines. /oro.com

WALKER

The MT26 features an air-cooled 26-hp OHV V-Twin
Kohler engine with EFI technology that delivers
responsive, fuel-efficient performance. The MT26 has
a clam-shell style body and chassis to accommodate a
higher hp engine and a splined PTQ drive shaft with a
quick-disconnect coupler. WalkerMowers.com

_ WRIGHT
,._ The Wright Stander X is said to offer high ground speed,
| &= maneuverability and reliability. From a standing position,
: operators can shift weight to handle chang-
u;,. - ing terrain. A quick cut height adjustment and
@ floating cutter deck are said to deliver quality. It
comes in many deck sizes, including 32-in., 36-
in., 42-in., 48-in., 52-in. and 61-in. WrightMfg.com

PROTECH'

MANUFACTURING & DISTRIBUTION

Proven Value

Now Featuring FREE FREIGHT & LOWER Sale Pricing for 2010 on the Entire Sno Pusher Product Line

QUALITY > Best Pushers in Design,

Strength and Ease of Use

AVAILABILITY > Always available and delivered
to you when promised

> NEW, AGGRESSIVE pricing
(with FREE FREIGHT) can’t be beat

PRICE

*Freight free from Pro-Tech to dealer destination.

See pricing and more at: www.snopusher.com Call: (888) PUSH-SNO or (888) 787-4766
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ATHREE-PART EDITORIAL SERIES

2 Prepare for
opportunities
in water

There are solutions in
the face of challenges.

2 Partners
rather than
adversaries

Make peace with
water agencies.

WATER’'S NEW
RULES: Landscape
irrigation pros must get
in step with water pur-
veyors and start thinking
in terms of multi-

functional landscapes.
2 Scoring 3 Life without
water wins lawns
in urban landscapes CA water agencies trade
Multi-functional land- cash for lawns.

scapes = sustainability.
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WORD FROM OUR PARTNER

Keeping the bigger water
picture in mind everyday

ONLY 1% OF THE WORLD'S WATER is available
for human consumption, and our demand
for that water continues to increase steadlily.
The world's population is growing by ap-
proximately 80 million people per year, which
implies increased fresh water demand of an
amazing 64 billion cubic meters annually.

Taken from our white paper, “Water Con-
servation and the Green Industry,” those
statistics are part of the “big picture,” and
they may be best described as overwhelm-
ing. When speaking in terms of billions and
millions, it's difficult to see how the actions of
each of us as individuals can possibly have a
positive impact on the world's water situation.
However, our seemingly mundane choices
do play a role in the global water crisis we
face today. In other words, we have to keep
the big picture in mind while focusing on the
smaller picture framed by our everyday lives.

While everyone can try to limit their own
personal water use, landscape and irriga-
tion contractors are in a particularly unigue
position to create a wider swath of posi-
tive change. But, first, they must make the
decision to commit to that positive change.
Manufacturers and other Green Industry sup-
pliers are developing more efficient products
that leave smaller environmental footprints,
but it's up to contractors to take advantage of
these products and encourage their custom-
ers to do the same.

The first step is for contractors to become
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knowledgeable about the many elements of
a sustainable landscape. Recommending and
planting more drought-resistant trees, plants
and turf is one example. Understanding when
it's right to irrigate with non-potable water is
another. And, of course, learning about the
latest water-efficient irrigation system com-
ponents and design practices is a must.

The newest smart controllers can ensure
that landscapes are only getting as much
water as they need. When used appropri-
ately, drip and subsurface irrigation can use
up to 70% less water than above-ground
sprays. Rain/freeze sensors and soil moisture
sensors can add affordable smart control in
just about any application. At coommercial
sites, central controls can simplify irrigation
scheduling and make users quickly aware of
any system performance issues.

[t's certainly important for contractors to
have a solid understanding of water-efficient
products and system design principles, but
successful contractors will more and more
be those who are able to educate their cus-
tomers on both the need for and best prac-
tices of water-efficient landscaping. By being
up-to-date on local water-efficient product
rebates and watering restrictions, contractors
can make the decision to use water intelli-
gently an easy one for their customers.

RAINIBIRD.
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Prepare for

BY RON HALL EDITOR-AT-LARGE

ith challenges
come opportuni-
ties. In terms of
water use, the
choices facing the
Green Industry are that stark: discov-
ering and capitalizing on opportuni-
ties in the face of challenges. There
are many challenges.

In the short term the biggest
challenge is the anemic economy,
which has taken a big bite out of every
industry involved with construction or

property management. Then there are
the millions of property owners who
are just now being educated on the
value of wise landscape water use.

The longer-term challenge for our
industry and American landscapes
is the almost certain prospect of less
water, poorer quality water and more
expensive water.

This will impact everybody in the
Green Industry — seed producers,
plant nurseries, equipment manu-
facturers, plant health care product
providers, distributors, architects,
designers, installers, irrigators, land-
scape mantainers and let’s not forget
property owners, the most important
people on this list.

Opportunities right now are
not so clearly defined, but they’re
real. These opportunities are being

opportun

N wate

capitalized upon by a so far small
number of visionary and entrepre-
neurial Green Industry professionals
who are developing and adopting
ever-more-efficient products and
strategies that require significantly
less potable water to provide beauti-
ful, living landscapes for their clients.
How our Green Industry, as a whole,
creates similar opportunities to grow
the value of our services with fewer
inputs will define future success. I'm
confident we will. It’s within our
DNA to adapt and to innovate and to
continue to provide our society with
beautiful outdoor environments.
Indeed, those of us in the Green
Industry will be looked to and called
upon to take a more aggressive and
vital role in conserving our nation’s
fresh water and preserving its quality.
Without attempting to deny the
huge challenge this poses or sugar-
coat the reality of today’s anemic
economy or the water still being
needlessly wasted on too many
manmade landscapes, we’re mak-
ing progress. This is reflected in the
technology our industry can now
command, some of it just now gaining
wide acceptance. This includes:
» Smart (weather-based) controllers
» Automatic irrigation shut-off
devices
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» Water-efficient rotor and spray
features with pressure regulation
and check valves

% Drip irrigation that allows direct-to-
plant root water devices

» High-efficiency nozzles

But, as we all recognize, technol-
ogy merely provides the tools ... and
tools by themselves aren’t enough.
We have a big job ahead of us in
educating ourselves to use these tools
intelligently. This involves taking
advantage of the training opportuni-
ties being made available by product
suppliers, Green Industry associations
and water agencies.

Beyond that — and this may be the
most important piece of the puzzle
— we must, as a whole, adopt a more
resource-conserving approach to our
services and also do a better job of
educating customers.

The economy will eventually turn
around and society, partly through
our efforts, will come to understand
water’s worth to their landscapes and
their pocketbooks.

It’s no exaggeration to say that
we’re in the process of reinvent-
ing our Green Industry’s future in
terms of its use of water. This may be
the single most important issue our
industry faces in securing its growth
into the next decade.
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ATER SUPPLI-
ERS, faced with
increasing demand
for treated water
and seasonal or
chronic shortages, employ a mixed bag of

strategies to encourage or, more dramati-
cally, force conservation by implement-
ing outdoor irrigation bans. Short of
that, they employ tiered water pricing,
educational programs, water-efficient
model homes, demonstration gardens,
and financial incentives to encourage
property owners to install and use water-
efficient products, both inside of their
homes and businesses and on their land-
scapes. Some also pay property owners to
replace the turfgrass on their properties
with synthetic turf or drought-tolerant
native or adapted plant material.

Time to get with it

But water purveyors can’t and shouldn’t
do all of the heavy lifting alone in terms
of driving intelligent outdoor water

rather than

use. It’s time for us Green Industry
contractors to step up to help property
Owners execute smart water manage-
ment strategies. Who else is better
positioned to use their knowledge of
urban and suburban ecologies and
employ the modern water-conserving
technology that irrigation product sup-
pliers now offer.

Strength in numbers

Because of our large numbers and our
unique and specialized training and
knowledge, those of us in the profes-
sional Green Industry are perfectly
positioned to partner with water agen-
cies, and to be in the forefront, promot-
ing and implementing more efficient
use of fresh water resources on the
properties of our customers. We're the

26 LANDSCAPEMANAGEMENT.NET | DECEMBER 2010

Ornamental hedges
were replaced with
drought-tolerant
plants that require
less maintenance but

still have the desired
visual impact.

Why we should
make peace with
water agencies
and what it will
mean for our
customers and
our industry.

BY RICHARD RESTUCCIA

-

|
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Nearly four dozen water features spread
throughout the campus were either converted
to landscape beds or were shut off completely.

adversaries

“boots on the ground,” at least in com-
parison to water officials, when it comes
to showing customers how to incorpo-
rate new technologies and sustainable
practices. But to do this proactively, we
must establish mutually beneficial rela-
tionships with the water agencies. After
all, those of us in the professional Green
Industry, and especially us contractors,
share the same goal as water agencies —
smarter and more efficient use of water
on landscapes.

Think of these industry/agency
collaborations in terms of having the
choice of being considered as part of the
problem in promoting water conserva-
tion, as is too often the case, or being
recognized as a valuable partner. Obvi-
ously, the better option is the latter — to
be recognized as part of the solution.

Because of our numbers and our
presence in virtually every community
in the U.S. and Canada, we’re in daily
contact with hundreds of thousands of
property owners and property manag-
ers. These people constitute, for the
most part, a receptive audience that
trusts us and that we can educate regard-
ing intelligent landscape water use. We
have the ears of our customers. Many
of us regularly communicate with our
customers, and those of us who are man-
aging very large properties often talk
with owners or property managers once
a week or sometimes even daily.

Also, too often we don’t give
ourselves enough credit for the hard-
earned and specialized knowledge we
bring to our customers’ properties,
especially if we made the effort to

really learn and practice our craft. We
know (or should know) each property’s
special characteristics, especially what’s
going on with turfgrass and other land-
scape plant material on each property.
It’s this knowledge and commitment
that allows us to establish mutually
beneficial relationships with our clients
and be viewed as trusted partners.

Building relationships

Building this bond with customers is
crucial to helping them make wiser and
more financially sound water manage-
ment decisions. Equally crucial, as
mentioned previously in this article, is
our relationship with purveyors who
provide the water.

As we all know, actions taken by
these agencies or other rule-making
bodies affect the landscape business,
often dramatically. During times of
shortages, agencies often restrict or,
in extreme situations, ban outdoor
watering. This can have a devastating
effect on our professional services, as
evidenced by the historic three-year
drought that dried up portions of
Georgia and the Carolinas 2006-2009,
and dramatically slowed sales of land-
scape plants and all landscape services.

But this relationship between water
agencies and our industry doesn’t have
to be adversarial. It fact, it shouldn’t be.
Water agencies and local governments
often enact policies that, seeking to
conserve water, also offer landscape and
irrigation professionals new opportuni-
ties to profitably serve their customers.

For example, when agencies offer
rebates for retrofitting older irriga-
tion systems with more water efficient
products, this provides the opportunity
to shorten the return-on-investment
(ROY) for property owners for signifi-
cant upgrades. These might include
replacing older clocks with smart con-
trollers, installing rotary nozzles and
making turf conversions. A 24-month
ROY, or less, almost guarantees
approval for an upgrade. And chances
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WATER WISE

for providing these services remain
good up to a 30-month ROI, but
beyond that, not as likely.

Significant cost savings
A good example of smart water conser-
vation measures in a commercial office
park environment is Cisco Systems in
San Jose, CA, which over the past decade
adopted a more ecologically friendly
landscape program and at the same
time reduced its landscape operating
costs. Cisco, which provides networking
equipment and network management
for Internet applications, made the
changes at the suggestion of ValleyCrest
Landscape Maintenance, its landscape
partner since 1998. Over the past
decade, landscape costs at the expansive
campus have declined significantly.
Cisco’s landscape management plan
focused on three components: horti-
cultural improvements, reducing water
consumption and sending less waste
to landfills. The goal was to determine
how much water was being consumed,
what plants required the most water and
other inputs, such as fertilizer. Ascertain-
ing what resources were being used to
sustain the current level of landscape
showed what was being spent for water
usage and maintenance costs and
revealed some opportunities to improve.
A landscape program was devel-
oped that encompassed a plant density
reduction plan, resulting in the removal
of some plants that required significant
amounts of water. Plants that required
watering five days were replaced with
shrubs requiring only two days of
irrigation, representing a 60% decrease
in the amount of water needed.
Water-conserving drip irriga-
tion systems are being systematically
installed and all 48 buildings on the
campus were retrofitted with smart,
weather-based controllers, which lower
irrigation water usage on average 24%
ayear. In California alone, Cisco saves
more than 81 million gallons of water
from the company’s water conservation

5 TIPS FOR WORKING WITH WATER AGENCIES

1. Call your local water agency to set an appointment to learn about all rebate
programs available to contractors, owners and managers. You will be amazed
at how much you can learn in an hour meeting.

2. Attend water management training provided by water agencies to show
them you are interested in learning about what they are telling customers.

3. Invite the agency to do a water audit on jobs you are starting. This gives a
third party the opportunity to provide unbiased advice on what is needed to
improve a system. Customers will perceive less of a conflict of interest.

4. | et water agencies know you are available to provide training for their
community outreach programs.

5. Take time to explain the challenges you encounter as a contractor promot-
ing water management. If they understand the day-to-day management and
challenges in promoting water savings, they can develop

programs with higher impact.

efforts as reported in its 2007 Corpo-
rate Citizenship Report.

Additionally, multi-colored flow-
erbeds at Cisco’s sprawling campus
were converted to attractive swatches
of low maintenance iceberg roses.
Ornamental hedges were replaced with
drought-tolerant shrubs that require less
maintenance butstll have the desired
visual impact. Nearly four dozen water
features spread throughout the campus
were either converted to landscape
beds or were shut off completely, saving
considerable water and energy. The
average water feature on the campus
annually uses 87,350 gallons of water
and consumes 24,528 Kilowatt hours of
electricity. The savings from not running
seven fountains add up to more than four
million gallons of water each year.

Waste not, want not

Perhaps one of the largest challenges
on a large office campus is green waste
reduction. Bagging and dumping
grass cuttings is labor intensive — to
say nothing of the water needed to
maintain a vivid green appearance
and the fuel used to cut and transport
it. Turf reduction programs in areas
of Cisco’s 98-acre campus helped to
produce less green waste. And in the
turf areas that remained untouched,
use of specially designed equipment
to mulch the grass clippings on-site
resulted in reductions in water and
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fertilizer usage, which is good for the
environment and the bottom line.
The strategic landscape program
at Cisco serves as a model for integrat-
ing landscape services into a building’s
operating plan. When new initiatives
are mandated by corporate decision-
makers, when companies decide to
‘go green,’ or if the economy places
pressures to operate an asset at its
maximum potential, building owners
and property managers need leaders
in smart landscape management who
are experienced in maximizing every
dollar spent. It must be done in a way
that makes sense for companies, it must
be efficient, it must be collaborative, it
must be simple, and smart water man-
agement requires participation by all.
Adopting a smart water manage-
ment plan works. The proof is as
simple as basic dollars-and-sense
business accounting. Customers,
like Cisco, are learning that ecologi-
cally sound landscape practices, and
especially those that save significant
amounts of irrigation water through
increased efficiencies, offer aesthetic
benefits to their properties and offer
substantial cost savings — savings that
will grow over time.

RESTUCCIA #s Leader, Water Manage-
ment Services, ValleyCrest Landscape
Maintenance. He can be contacted at
rrestuccia@ualleycrest.comt.
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Properly managed turfgrass replaces grey
infrastructure on urban properties and
dramatically decreases nonpoint pollution.
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urban landscapes

Water management
and multi-functional
green spaces are the
Green Industry's
indispensable
contribution to

the sustainability
marketplace.

BY MARK STEVEN APFELBACHER

days and you’ll see that everything at the show

is green. But where does water management,
in particular urban outdoor water management, fit into this
ever-enlarging green picture?

In this case, it seems, it has taken another industry’s
capitalization on a new market to realize what the Green
Industry is sitting on. Water management and multi-func-
tional green spaces are the Green Industry’s indispensable
contribution to the sustainability marketplace.

REEN ROOFS. Green walls. Green build-
: ing materials. Green building standards. Go
to any trade show in the building trades these

Sustainable roots

Landscapers and lawn care professionals have been work-
ing with sustainability and water long before the U.S. Green
Building Council (USGBC) was formed in 1993, well before
the U.S. EPAs Energy Star label came around in 1992, and
the professional Green Industry was a multi-million dollar
industry before the first city recycling program emerged in
Woodbury, NJ, in the 1970s.
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"Too date, however, much of our practice has focused on
single-serving landscapes — spaces that serve primarily one
purpose. This could be a lawn, a landscape, a park or a sports
field. In these spaces the primary function is aesthetics or
recreation, not infrastructure or related to civic engineered
function. Single-serving landscapes as aesthetic and recre-
ation components are in direct competition with the assumed
superiority of grey infrastructure. Grey infrastructure
includes building footprints, site utilities, parking lots and
roads. Landscapes are perceived as a “second” to all improve-
ments related to basic civic functions and land uses.

Landscape and lawn professionals possess and employ
practical management strategies that relate to aesthetics
and recreation “green” elements as well as water resources.
Increasingly they’re being called upon to design and develop
multi-functional landscapes where the purpose is to perform
more than one service for human development. For example,
multi-functional landscapes and utilities may include massive
parking lots that look and operate as a park space when not
full of vehicles, stormwater management features that appear
as landscape amenities, roofs transformed into stormwater
catchment and energy conservation systems.

Adding value and functionality
Multi-functional landscapes transition the perspective of
green spaces from a space to maintain to a space that expresses
value and functionality. Take the example of great American
urban parks. Cities have hundreds of staff maintaining and
refining green spaces such as Central Park of New York,
Minneapolis’ Chain of Lakes and Grand Rounds Park, Mil-
lennium Park in Chicago, and Golden Gate Park of San Fran-
cisco. The value in human appreciation of these green spaces
is international; the value in dollars of parks in taxes and other
revenue is metropolitan. The Trust for Public land found that
land adjacent to park space in the City of Philadelphia gener-
ates an additional $18 million in annual taxes, and adds $680
million to the value of nearby homes. Cities already value
high quality green space and now through the introduction of
water management strategies, multi-functional landscapes will
add even greater environmental services.

Commerecial and industrial landscapes have received many
a black eye by water resource managers and environmentalists
for their contribution to aquifer depletion, urban runoff pollu-
tion and heat island effect. This critique, in some instances, is
justifiable from an environmental point of view, but ridiculous
from the landowner and business manager perspective. Indus-
trious and entrepreneurial developers haven’t had the practical
technological capabilities or the regulatory direction to make
economically and environmentally feasible choices. New
technologies, such as sub-surface drainage and smart irriga-
tion systems, turf reinforcements, permeable or porous pavers,
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intelligent moisture sensor con-
trols, and use of perennial or
native-hybrids are “paving the
green way” for financially pru-
dent and ecologically sensitive
multi-functional landscapes.

Expressing function in
landscapes takes a shift from
traditional management to
identifying design strategies
that make sense relative to
each site’s grading, land use
patterns and vegetation. These
spaces should be relatively
easy to identify — for example,
recommending a rain garden
in a persistently wet area of
turfgrass, identifying spaces for
curb cuts for stormwater man-
agement, locating where sand
and silt build up on impervious
surfaces, and rerouting roof
downspouts that have eroded
channels to energy dissipation
devices or intensively veg-
etated landscapes.

Resources to get started
USGBC'’s Leadership in
Energy and Environmental
Design (LEED) Certifica-
tion or Sustainable Sites
Initiative (SSI) and the U.S.
Environmental Protection
Agency’s (EPA) websites are
all excellent starting points to
understand techniques and define metrics of how your lawn
and landscape techniques relate to greater environmental
tunction. If you feel that there is dysfunction or bias in a
LEED, SST and EPA, so be it. They do however repre-

sent excellent resources for use in business development;
repackaging and selling environmentally friendly projects
will create new work. The base language and its connection
to larger environmental issues is a great starting point for
clients to begin to see how a landscape or lawn company
relates to being environmentally practical.

In traditional management and water function, the fall-
back is grey infrastructure, which is pavement, curb, gutter
and storm sewers. This single-serving landscape design has
for too long defined the American green space aesthetic and
accompanying ecological function. A lake, river or stream is
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