Pocket one of our instant
prizes. See what you won at
www.rainbird.com/PocketTheSavings

Demanding more
and paying less.

That’s intelligent.

TALK TO YOUR
SALES REP or
DISTRIBUTOR

Save more than 35% with the industry-leading quality of

Rain Bird® 1804 Sprays. From the co-molded wiper seal to the stainless Rain Bird® 1804 Sprays:

. . . . Save more than 35% over
steel retraction spring to the five-year trade warranty, the dependability Hunter® PROS-04 Sprays*
of the 1804 Spray cannot be beat. With a new, lower list price, neither can Rain Bird List Price | Hunter
its value. Putting performance in the ground and savings in your pocket. $2 15 L;;;';e

That's The Intelligent Use of Water™

*Based on 2010 U.S. Rain Bird® and Hunter® List Pricing effective September 1, 2010.

RAN I BIRD



THERE'S THE INDUSTRY STANDARD...
THEN THERE'S THE NEW X-ONE

An Extreme Value, here'’s why:

* Proven separate pumps and motors

* Lifetime warranty on the leading edge of the deck and frame
* Up to 31 hp p———
* 11 mph

* 10.4 gallon fuel capacity

» NEW 48, 54, 60 Side Discharge deep decks with VX4 Technology
* 54, 60 Rear Discharge decks

Visit hustlerturf.com and contact your nearest
Hustler Dealer for more information.

CUTTING GRASS, NOT CORNERS. HUSTLER

HUSTLERTURF.COM
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— Andrew Adams
Capital Turf Management
Willow Grove, PA

Make a statement with DuPont™ Acelepryn® insecticide.

Evolve your business with DuPont™ Acelepryn;’ the latest advancement in grub control. One
DePont Aeelepyr? application provides unparalleled performance against every turf-damaging white grub species as
GHANIIIAR WSECHOE well as key surface feeders. The Acelepryn® Application Advantage delivers timing that fits every
Rnl’tunt‘ S grub preventative treatment program. Acelepryn® also provides effective control of key insect pests
infesting landscape ornamentals. And, Acelepryn® is the first and only grub control product to be
granted reduced-risk status by the U.S. EPA for application to turfgrass. Customers will appreciate
the excellent environmental profile and the exceptional performance of Acelepryn? while you’ll

benefit from a reduced number of costly callbacks. DuPont” Acelepryn? Start an evolution.

The miracles of science”

Always read and follow the label. The DuPont Oval Logo, DuPont,™ The miracles of science™ and Acelepryn® are trademarks or registered trademarks of DuPont or its affiliates.
Copyright © 2010 E.I. du Pont de Nemours and Company. All rights reserved.
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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.

<

NATIONAL STRENGTH
LOCAL COMMITMENT

1-866-781-4875
franchise@uslawns.net
www.uslawns.com/franchise
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GET MORE WITH THE POWER OF MORE .

With the new customer rewards program from Dow AgroSci_ences, w
you get more. More products. More solutions. More cash back in your EPOWER

pocket. We offer one of the most comprehensive portfolios of Turf & OF
Ornamental products in the industry, so you can prevent problems M @ R E
before they ever happen. And earn more on your purchases. When

A - DOW AGROSCIENCES PROVEN SOLUTIONS
you need a proven solution for your Turf & Ornamental business, you
can count on Dow AgroSciences. That's The Power of MORE™. To learn more about The Power of MORE,
visit www.powerofmore.com or contact your local distributor or Dow AgroSciences sales representative.

“Trademark of Dow AgroSciences LLC ©2007 Dow AgroSciences LLC T38-000-002 (9/07) BR 010-60508 510-M2-443-07
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B —Business, D/B —Design/Build, I - Irrigation, LC—Lawn Care, M —Maintenance BY CASEY PAYTON successful bulb and perennial pairings.
OURMISSION: Landscape Management— the leading information resource for lawn care, landscape maintenance, design/build and irrigation contrac-
Landsca e tors — empowers Green Industry professionals to learn from their peers and our exclusive business intelligence from the only experienced editorial
Management team in the market. Serving as the industry conscience for 50 years, we not only report on but also help shape news, views, trends and solutions.

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

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

*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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enginsenvy?

You should be. It’s time to rethink your power choice. It’s time you
think Subaru.

Subaru’s new EA Engines will outperform and outlast any engin in its

class. Its a revolutionary new 100 percent original design that features
advanced chain-driven overhead cam (OHC) technology and its leaving
outdoor power equipment everywhere wanting one. Don’t be left

enginsenvy.

Change the way you think about engines.

Visit subarupower.com/engineenvy to learn more.

SUBARU

EATS0V

-YEAR
WARRANTY
. UMITED MANUFACTURER'S WARR!
subarupower.com/engineenvy = S




The Turf Professional’s Free
On-line Source for Weed ID and
IPM Control Recommendations

* Weed ID Photos + Regional Alerts
* Control Options * Turf School Links

TEST YOUR WEED 10!
WEEKLY CONTEST-

Correct ID
CanWinThis

corpoRration
An Employee-Owned Company
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Ron has been in the Green Industry for 26 years. Contact him via e-mail at rhall@questex.com. I RON HALL EDITOR-AT-LARGE
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| essons from Silas and Lona

everal years ago when it became
apparent that my mom was failing, I
went through a shoebox of photo-
graphs she had accumulated over a
lifetime that began with a Depres-
sion-era childhood in the Appalachian Mountains
and will almost certainly end under the loving care
of my older sister. I sorted, labeled and burned the
photos onto CDs. Among them were the holiday,
school and prom pictures of us kids taken 30, 40
and 50 years ago. L also discovered lots of ancient,
grainy, black-and-white photos, including 20 or
so of my mother’ parents, Silas and Lona. Seeing
them again caused me to stop and reflect a bit.

Neither of my grandparents ever owned or
drove a car. They had electricity but not a televi-
sion. They drew their drinking, cooking and clean-
ing water from a well. When nature called they
retreated to a drafty two-holer behind their huge
wooden barn. They heated their home with natural
gas, which their property had in abundance.

My small, birdlike grandmother milked the
cows, fed the hogs with scraps from the kitchen
table, collected the eggs from the laying hens and
often killed, plucked and cooked a chicken for a
Sunday dinner. My grandfather, tall and rail-thin,
hauled timber out of the mountains, and planted,
plowed and harvested corn on the flat bottomland
below their mountainside home.

Looking at those photographs of my grandpar-
ents, who I loved and who died more than 30 years
ago, I weighed how remarkably different their lives
had been compared to mine. Less comfortable for
sure, but I never got the sense they regarded their
lifestyle or lot as unusual or unfair.

They wasted hardly anything, and their impact
on the environment, including their use of resources,
such as water and energy, was small. They used little
more than they needed.

Few, if any of us, would want to return to this
level of sustainability. Likely we couldn’t if we tried.
Sustainability for my grandparents was simple.

It was day-to-day living. Our understanding of
sustainability is vastly more nuanced and com-
plex, beyond even the dictionary definition — the
process biological systems use to remain diverse
and productive over time. We’ve expanded the
definition to include our profit-driven consumer-
ist economy and address the long-term health and
growth of our free-market system, as well. People,
planet, profits, right?

Indeed, there may be as many interpretations of
sustainability as there are groups trying to embrace
it. Some of us view it broadly, and eagerly embrace
and adopt technology and the products that it has
provided to advance our business objectives. Oth-
ers, inside and outside of our Green Industry, say
we’ve become too dependent upon certain products
that technology has provided. They say that too
many of us have adopted a short-term, quick-fix
mindset that is causing damage to our environment
and to our industry.

Can it be that they’re both right?

Yes, I believe they are.

‘While our system rightfully rewards innovation,
and we all greatly benefit from technology that
provides us conveniences and leisure unimaginable
to my grandparents, technology alone is not going
guarantee that we or our industry will prosper in
the long term. The example set by Silas and Lona
in using their meager resources efficiently may, in
fact, be as vital to sustaining our industry . . . as well
as our society.

Our understanding of sustainability
Is now being stretched to fit our profit-
driven consumerist economy and address
the long-term health and growth of our
free-market system.

NOVEMBER 2010 | LANDSCAPEMANAGEMENT.NET 9
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Specialty Herbicide
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THE HOTTEST SHOW ON THE WEED CONTROL
ROAD JUST GOT EVEN LOUDER.

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 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.DowProveslt.com

OFFICIAL
CHEMISTRY
12008 Specialty Product Consultants. ®Dimension is a trademark of Dow AgroSciences LLC. State restrictions on the sale and use of Dimension COMPANY
specialty 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. ©2010 Dow AgroSciences LLC T38-813-002 (12/09) BR 010-60661 DATOTURF3075
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