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SPECIAL SECTION OF LANDSCAPE MANAGEMENT

Producing profi ts through 
bedding plants, ornamentals & trees

>

The Zahara® series of heat-loving zinnias has 20% larger fl owers than other varieties and a unique array of colors. AAS winners 
Double Zahara Fire (shown) and Zahara Starlight Rose make an impact in the landscape, and have superior disease tolerance where 
Z. elegans varieties fail. These “Hot Summer Survivors” bred by PanAmerican Seed have very low water needs — a must for water-
restrictive areas — and are outstanding in sunny, hot and dry conditions. For more information, visit www.BallLandscape.com.

BALL VARIETY FOCUS: ZAHARA® ZINNIA

PROPER PLANNING CAN REDUCE THE AMOUNT OF 
WASTED IRRIGATION WATER AND INCREASE PROFITS.   
BY JAMIE J. GOOCH

  GET THE 
      DROP ON

PROUD SPONSOR

CCORDING TO THE EPA, there are 
about 13.5 million irrigation systems 
installed in U.S. residential land-
scapes, and more than 300,000 new 

systems are installed each year. Some of those 
systems contribute to wasted landscape irriga-
tion water, which is estimated to be up to 1.5 
billion gallons each day. Clearly, there is a need 
for the design, installation and maintenance of 
new, effi cient landscape irrigation systems.

Landscapers are in the perfect position to 
profi t from this need while helping to conserve 
the country’s water resources. 

Get with the program
If you subcontract irrigation installation, check 
out the U.S. Environmental Protection Agency’s 
WaterSense partners (www.epa.gov/watersense/) 
to fi nd irrigation professionals who have been 
certifi ed under a WaterSense labeled program. 
The program labels courses and irrigation 
equipment that meet criteria for water effi cien-
cy. With water conservation becoming a more 

widespread concern each year, it might be the 
right time for landscapers to get certifi ed and 
provide their own irrigation services.

“There’s no doubt that certifi cation could 
help landscape contractors’ businesses,” says 
Rain Bird’s Jennifer Riley-Chetwynd. “In some 
states, certifi cation is required. We’ll probably 
see more states embrace that. Homeowners 
are opening their eyes to the need to conserve. 
If they have a choice between certifi ed and not, 
chances are they’re going to choose a certifi ed 
irrigation professional.”

Andy Smith, external affairs director at the 
Irrigation Association, agrees. He says educa-
tion is critical to water conservation.

“Frankly there are a lot of people out there 
who think if it’s getting wet, it’s getting watered 
— and that’s just not so,” he says. 

The water needs of 
a lawn are different 
from those of a fl ower 
bed. Irrigation systems 
can be designed to 
effi ciently deliver water 
to both.
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Think of it as an ATM that 
kills your client’s mosquitoes!
Think of it as an ATM thaat

kills your client’s mosquitoees!

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

BECOME A MISTAWAY DEALER TODAY!

Think of it as an ATM that 
kills your client’s mosquitoes!

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!

Proper planning
Even if you’re not ready to expand into 
irrigation services, there are many ways 
landscapers can help their clients save 
water, especially when it comes to 
landscape design. A properly designed 
landscape can use drought-tolerant color, 
ornamentals and trees, and place plants 
with similar water needs together.

“In the past, zoning dedicated to 
turf irrigation was also used for watering 
adjacent seasonal color beds,” says Jeff 
Gibson, landscape business manager for 
Ball Horticultural Co. “This typically results 
in more water applied to the seasonal color 
beds than needed, in turn creating a host 
of disease and maintenance issues. The 
common problem most landscapes face is 
overwatering, not underwatering.”

You shouldn’t feel constrained when 
designing water-saving landscapes. Plant 
breeders have made great strides in creat-
ing varieties that don’t sacrifi ce big blooms, 
performance or disease resistance for 
drought tolerance. Retailers and wholesal-

ers have also become more cognizant of 
selling native plants that have most of their 
water needs met via rainwater. 

“These days, irrigation is rapidly chang-
ing, as are the low-water-need varieties 
plant breeders are developing today,” 
Gibson says. “The incorporation of better-
zoned irrigation, the use of ‘smart’ control-
lers, and low pressure/low water emitting 
heads are all improvements for better care 
of live plant material, turf or in the beds.” 

Still, according to the EPA, only about 
10% of residential irrigation systems use 
“smart” weather-based irrigation control-
lers. But we may be on the verge of wider 
acceptance.

“A number of models are available 
now, and prices are coming down each 
year,” says Dale Devitt, professor of soil 
and water and director of the Center for 
Urban Water Conservation at the Universi-
ty of Nevada, Las Vegas. “There has been 
extensive testing on them. In all cases, 
water savings associated with using smart 
controllers are at least 20%.”

Water where you want it
Drip irrigation is another way to get 
precise amounts of water directly to the 
plants that need it. It can be used alone or 
as part of a larger irrigation system. 

“The advantage of drip irrigation with 
sparse plantings like fl owers and shrubs is 
that you’re emitting water right to the root 
base,” says Riley-Chetwynd. “There is 
no chance of it being knocked off course 
by wind, and very little lost to evapora-
tion. The other advantage is that you can 
change emitters to give more gallons per 
hour for each plant.”



The Horizon Source Book

Horizon’s new 2010–2011 Source Book is here!
It has all the information you need on our entire 
line of irrigation, specialty, landscape and 
equipment products.

Stop by your local Horizon store for a
FREE copy of the catalog.

You want an easy way to look up product information.

You want to find it all in one book.

Irrigation Specialty Landscape Equipment HorizonOnline.com            © 2010 Horizon Distributors, Inc. All Rights Reserved.
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From materials to equipment, land-
scape contractors have options to create 
the best landscape for the site while 
conserving water.

“The tools are there for us to 
deliver effi cient outcomes across 

the board — no question,” says Smith. 
“What we need to do as an industry are 
to pick up these tools and get to work 
educating customers.” 

Irrigation design, installation, audit-
ing and maintenance services present 
a great opportunity for landscapers to 

expand their businesses, retain current 
customers and save money for their 
clients over the long-term. With demands 
for water growing each day, you can feel 
good about (and market) the fact that 
your company is doing its part to help 
reduce the third of residential water that 
landscaping is estimated to use. 

Gooch is a freelance writer based in Northeast 
Ohio. Contact him at jamie@goochandgooch.com.

FOR MORE INFO
The Irrigation Association:  www.irrigation.org

The EPA WaterSense program:  
www.epa.gov/watersense

WaterSmart Innovations 2010:  
www.WaterSmartInnovations.com

The Irrigation Show 2010: 
www.irrigationshow.org

The American Society of Irrigation Consultants:  
www.asic.org

Different drip emitters (left) can be used 
to provide more water to individual plants. 
They can be used in conjunction with 
spray irrigation (above).
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20
Year

Warranty

1-888-333-3422

> NEW CULTIVARS

New colors for 2011
Pacifi c Plug and Liner introduces three ad-
ditional colors — blue violet, ivory and magenta 
purple — for its Buddleia Buzz series, a group 
of compact plants ideal for patio containers and 
smaller gardens. Buzz will reach a height of 24 
to 36 in., yet offers butterfl y- and bird-attracting 
blooms the size of a much larger plant. Once 
established, it is also drought-tolerant. Hardy 
to USDA Zone 5, Buzz grows quickly in warm 
weather. PPandL.net

From A to Zinnia
Color-fi lled Zahara from Ball love the heat and fea-
ture 20% larger fl owers than other zinnias. They’re 
disease-tolerant and need little watering, accord-
ing to the company. Tolerant of sunny, hot and dry 
conditions, Zahara is available in rose, yellow, scarlet 
and a mixture (pictured). BallLandscape.com

Versatile viola
With a blooming season of fall to spring, 
summer in mild climates, Sakata’s Rebe-
lina can be used in winter baskets, patio 
containers and in the landscape. Featuring 
1.25-in. fl owers, Rebelina’s many blooms 
offer a sweet, strong fragrance. Color 
options include blue and yellow, golden 
yellow (pictured), red and yellow, and purple 
and yellow. Sakata.com

Award winner
Goldsmith’s Dianthus Barbatus ‘Diabunda’ 
is uniform in habit and timing, offering full, 
branched blossoms. Its six colors include 
pink pearl, purple, red, red picotee, rose 
and purple picotee, which was the recipient 
of the 2009 Fleuroselect Industry Award. 
GoldsmithSeeds.com
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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

Blooms ablaze
Park Seed’s Chantilly Deep Orange offers a 
new color for the snapdragon family, as well as 
the new “butterfl y” form — with open-mouthed 
fl owers crowding along 4- to 4.5-in. stalks. 
Classifi ed as an intermediate snap, this new 
variety reaches 36 to 40 in. high in bloom and 
spreads 12 to 18 in. wide. The blooms cluster 
tightly in spring and fall (and often through 
summer, in cool climates). ParkSeed.com

Vine divine
Garden Splendor’s Clematis ‘Crystal Fountain’ 
begins fl owering in late spring or early summer 
and continues into summer. Another strong 
burst occurs in late summer and autumn. With 
its multitude of double fl owers and heights 
of up to 6 ft., it can be trained on archways, 
pergolas, arbors, trellises or even fences. 
Garden-Splendor.com

Formal foliage
‘Tuxedo’ from Anthony Tesselaar Plants is the fi rst-
ever black-foliaged ceanothus, or native California 
lilac. It made its U.S. debut in California in 2009, and is 
now available nationwide. Powder-blue fl owers provide 
contrast against glossy, deep purple-black foliage in a 
fall-blooming shrub that grows to 8 ft. high by 6 ft. wide. 
Tuxedo is also drought-tolerant, and able to thrive on 
windy slopes and in coastal conditions. Tesselaar.com

Compact shrub
New from Proven Winners, Soft Serve is a 
compact, conical false cypress with soft fern-
like branches. The leaves are bright green on 
top and fl ecked with silver-blue on the under-
side. Use in shrub borders, hedges, specimen, 
perennial borders and containers. Soft Serve 
requires no to low pruning, and prefers moist, 
loamy, well-drained, lime-free soils.  
PWCertifi ed.com
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ACUTABOVE
GREEN INDUSTRY MAINTENANCE LEADERS  » BY DAN JACOBS

BROUGHT TO YOU BY 

Not many 40-year–old company founders can 
say they’ve led their companies for 25 years. 
Ray Bradley founded what would become Ray-
mow Enterprises when he was 15 years old. Every 
time his friends would come over and ask to see 
Ray, his Mom would tell them Ray was mowing. 
From that came the name “RAY-
MOW.” The company now includes 
Southern Landscaping Materials and 
Ray Bradley Real Estate. Landscape 
Management contacted Bradley about 
the changes, challenges and opportu-
nities his operation faces as it heads 
into its 26th year of business.

Starting business as a 

teenager, Ray Bradley 

has never worked for 

someone else.

TOP TRENDS 

» Water conservation. In Florida, the busi-
ness of conserving this most precious natural 
resource is big business. With an estimated 
1 billion gallons of water being used outdoors 
every day in our state, Green Industry practices 
are vital to the conservation movement.

» Overregulation. Fertilizer regulation is not 
based on comprehensive and accurate research. 
The hasty decision to continue to pull products 
such as nitrogen-based fertilizers off of the shelf 
is both expensive and irresponsible.

» Turf elimination. In landscaping terms, turf is 
the least expensive material to install, but per-
haps the most expensive material to maintain. 
We have noticed a trend wherein homeown-
ers, homeowner associations and developers 
are choosing to install more landscape plant 
material in lieu of turf, which is a plus on many 
fronts. From the price of installation through to 
the maintenance and guarantee of the plant material, this option 
has proven to be mutually beneficial for Raymow as well as for 
our clients.

TOP OBSTACLES

» Federal regulation. From healthcare reform to tax legislation, 
the current administration continues to make decisions that 
adversely affect small businesses.

» Devaluing service. With so many inexperi-
enced competitors entering the market, the 
price — and, therefore, the value of grounds 
maintenance/landscape services — is being 
driven down. More often, we are seeing 
customers choose a contractor based foremost 
on price opposed to any other factor, such 
as experience/longevity in the marketplace, 
reputation, etc. This drives down the quality of 
service, because oftentimes, those submitting 
extremely low pricing cannot provide the level 
of quality service that we professionals in the 
industry have grown to expect and endeavor 
toward.

TOP OPPORTUNITIES

» Recruiting. The high unemployment rate has 
exposed a pool of highly skilled and educated 
Green Industry talent. This influx has afforded us 
the luxury of maintaining our high standards. We 
are able to spend time getting to know prospec-
tive employees during the interview process, to 
better determine whether they have the skills 
we’re searching for — and whether their person-
ality traits are well suited for our culture.

» Eco-friendly services. By demonstrating long-term monetary 
savings opportunities that can be achieved by performing envi-
ronmentally conscious landscaping tasks for customers, we are 
able to create universally beneficial situations.

» Culture. The resilience of my staff and the preservation of 
our culture during the economic turbulence of the last couple of 
years have been a source of motivation and encouragement. I’m 
amazed by the accomplishments of a team whose perseverance 
and determination refuse to allow ‘losing’ to be an option.

INSIDE INFO
Company: Raymow 
Enterprises

Headquarters: Tampa, FL

Employees: 275 full-time

2009 revenue: $12.5 million

LM Top 150 Ranking: No. 99

Key to being a maintenance 
leader: From our vantage 
point, the key to being a 
leader in this industry is 
pretty simple: Do what you 
say you are going to do
 when you say you are going 
to do it. My grandfather 
preached this to my dad, 
who in turn preached it to 
me. It seems cliché, but it 
has distinguished Raymow 
from our competitors on 
many occasions. We are in 
the relationship business as 
much as we are in the land-
scape maintenance busi-
ness, so by living this motto 
our integrity is illustrated and 
our reputation — perhaps 
our most important asset 
— is protected.



Put your business here.

TAKE YOUR TURN ON THE NEW PRO-TURN™ 200 
AND TAKE YOUR BUSINESS WHERE IT BELONGS. 

WWW.GRAVELY.COM

Get more machine for your dollar. The New Pro-Turn™ 200 Series means 
less maintenance, less downtime and improved operator productivity—all at 
a great price. We could tell you more but it wouldn’t matter. You’ve got to
experience the revolutionary Pro-Turn™ 200 Series for yourself. So visit 
your Gravely dealer today and put your business in the driver’s seat.

WE KEEP YOU CUTTING®

WWW.YOUTUBE.COM/GRAVELYCHANNEL 
Check out what cutters and dealers had to say after they took their turn on the Pro-Turn™ 200 at the 2009 GIE+EXPO. 

A048-15863_proturn trade ad_LandMan.indd 1 12/14/09 10:20:33 AM
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Payment must be received by the classifi ed 
closing date. We accept Visa, MasterCard, and 
American Express.

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

Every month the Classifi ed 
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

Use color to get the attention your ad deserves!

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

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

BUSINESS OPPORTUNITIES

Did you know?
All Landscape Management 

classifi eds are posted online.

landscapemanagement.net

HELP WANTED

Production Manager (Dallas TX)
 Prestonwood Landscape is currently looking 

for a qualifi ed production Manager.  Must 
speak some Spanish, have at least three years 

experience and have basic computer skills.  
If interested please email your resume to:

mike.p@prestonwoodlandscape.com
Please do not call.

SOFTWARE
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HELP WANTED (CONT’D)

ASSISTANT/ASSOCIATE PROFESSOR 
OF SUSTAINABLE LANDSCAPE 
HORTICULTURE - TENURE TRACK 
POSITION
The Horticulture and Crop Science Department, 
Cal Poly State University, San Luis Obispo, 
CA. Full-time teaching academic year, tenure-
track position starting January 3, 2011. This 
position is responsible for teaching courses 
in landscape installation and maintenance, 
construction, contracting, plant materials and 
other horticulture classes. Duties include but 
are not limited to supervising undergraduate 
research (senior projects) and graduate research 
(Master’s level) in areas of importance to 
California’s landscape industry such as 
research in water-wise design, installation 
and maintenance, public uses of landscaped 
areas, and restoration; updating and refi ning Cal 
Poly’s landscape program; and establishing a 
strong leadership role in California’s landscape 
industry. The successful candidate will have the 
opportunity to further develop the curriculum 
in landscape horticulture as well as other hor-
ticulture areas and is expected to participate in 
scholarly activities (research, consulting, writing) 
as part of his/her professional development.

Required qualifi cations include: Ph.D. in 
horticulture, plant science, or closely related 
fi eld with strong demonstrated undergraduate 
teaching skills with an emphasis in landscape 
management including design, maintenance, and 
construction, experience in sustainable landscape 
practices, and applied research involvement. 
Professional experience in landscape horticulture 
is highly desired. Salary commensurate with 
experience and qualifi cations. To apply, visit 
WWW.CALPOLYJOBS.ORG and complete a 
required online faculty application, applying 
to requisition #102112. Be prepared to attach 
a letter of interest, curriculum vitae, and a 
statement of teaching philosophy. Please 
see online posting for mailing three letters of 
recommendation and unoffi cial transcripts. 
Offi cial transcripts will be required prior to an 
appointment. Inquiries can be directed to Dr. 
David Headrick, Committee Chair, Horticulture 
and Crop Science Department, (805) 756-5382, 
dheadric@calpoly.edu. Review of applications 
will begin August 2, 2010. Applications received 
after that date may be considered. Cal Poly is 
strongly committed to achieving excellence 
through cultural diversity. The university actively 
encourages applications and nominations of all 
qualifi ed individuals. EEO

FLORASEARCH, INC.
In our third decade of performing

confi dential key employee searches for
the landscape/horticulture industry and

allied trades worldwide.
Retained basis only.

Candidate contact welcome,
confi dential and always FREE.
1740 Lake Markham Road

Sanford, FL 32771
407-320-8177 ◆ Fax: 407-320-8083
E-mail: search@fl orasearch.com

www.fl orasearch.com
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LM BLOG • LM BLOG

— VISIT THE LM BLOG —

GREEN INDUSTRY WEEKLY
Wondering what you should 
pay your landscape and irri-
gation technicians? Or maybe 
you’re curious about the latest 
research involving natural vs. 
synthetic pesticides? Then we have the 
place for you. For a fresh take on indus-
try news and trends from Landscape 
Management’s experienced editors, visit 
our blog at http://landscapemanagement.
blogspot.com. It’s updated weekly! If you 
have questions about our blog or would 
like to contribute a topic of discussion, 
contact Nicole Wisniewski at nwisniews-
ki@questex.com or 216-706-3735. We’re 
also on Facebook at http://www.facebook.
com/LandscapeManagement. 
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Role reversal & the Age of Necessity

Contact Marty at 216/706-3766 or via email mwhitford@questex.com.

WHIT’SWORLD

In this Age of Necessity, how 
can you better convince customers and 
prospects your landscape company’s 
services are ‘must haves’?

I
t’s the circle of life. As our children grow into 
adults and we grow into grandparents, we 
hope our children remember at least some of 
the things we did for them and lend us a hand 
during our times of need. 

The world’s economy is no different. Welcome 
to seniorhood, America.

“Nine out of 10 people under the age of 15 live 
in developing countries,” says Richard Tozer, a 
University of Texas graduate-level professor and 
business management consultant.

Speaking recently to members of the United 
Producers, Formulators & Distributors 
Association (UPF&DA), Tozer maintains busi-
ness owners can expect OK economic times ahead, 
along with continued access to healthy talent pools.

“There will be slow overall economic growth, 
thanks primarily to emerging nations — but the 
U.S. will continue to battle high unemployment 
and underemployment,” Tozer forecasts.

Tozer notes 16% of Americans are unemployed 
or underemployed, and predicts that daunting rate 
won’t improve much in the next decade because: 
› Ever-improving technology will drive 
automation further; 
› America’s aging Baby Boomers are entering 
their saving, not spending, years; and 
› Business globalization will keep expanding 
our world of competitors.

“We need to pinpoint what we do best that 
makes the most money, focus on that and cut back 

on everything else,” Tozer says. “It’s the age of 
necessity, not luxury.” 

And so begs the question: In this Age of  Necessity, 
how can you better convince customers and prospects 
your landscape company’s services are “must haves”?

Here are a few perception game-changers — 
tips to help move your services from the “Luxury” 
to the “Necessity” column of consumers’ ledgers:
› Remind every customer and prospect — in all 
bids, during all property visits, on all invoices, 
and in all e-newsletters, direct mailings and print 
advertising — an appealing lawn and landscape can 
increase a property’s value 15%, according to the 
Professional Landcare Network (PLANET). 
› Property owners investing in lawn and land-
scape services typically recoup 100% to 200% of 
their investments, according to information on 
PLANET’s website, www.landcarenetwork.org. In 
comparison, according to Money magazine, kitchen 
remodels provide investment recovery rates of 75% 
to 125%, and bathrooms 20% to 120%.
› Realtors estimate 95% of people looking to buy 
homes won’t even get out of their cars if the for-sale 
properties lack curb appeal.
› Homeowners’ and businesses’ investments in tree 
installations can reduce nearby noise 50% percent 
and site temperatures as much as 9 degrees 
Fahrenheit, according to the U.S. Environmental 
Protection Agency and American Forests, a 
nonprofi t conservation organization.
› Professional landscaping can reduce air condi-
tioning costs up to 50% by shading the windows 
and walls of a home or business, according to the 
American Nursery & Landscaping Association’s 
(ANLA’s) website, www.anla.org.
› Ninety-nine out of 100 appraisers agree attrac-
tive landscaping increases the speed of home sales, 
according to a survey conducted by the Society of 
Real Estate Appraisers.

How’s that for the customer’s bottom line? Now, 
the key is to spread this good news with customers 
and prospects every chance you get. 


