RANGER 6xG 800 %

RANGER DIESEL

HARDEST WORKING. SMOOTHEST RIDING?® with On-Demand

True All-Wheel Drive, legendary smooth Independent Rear Suspension,

high ground clearance, and monstrous towing capacity, Polaris® RANGERs POLARIS.COM
outwork every other vehicle in their class. Because when you make your

living as a landscaper, you need a vehicle that works as hard as you do.

Vehicles are shown with optional equipment. Warning: For your safety, avoid operating Polaris R4NGERs on paved surfaces or public roads. Never carry passengers unless the vehicle has been designed by the manufactrer
specifically for that purpose. Riding and alcohol/drugs don’t mix. All passengers must be at least 12 years old and tall enough to grasp handholds and place feet firmly on the floor. Drivers must be at least 16 years old with .

a valid driver’s license. Check your local laws before riding on trails. ©2011 Polaris Industries Inc.
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You get the picture.

Now they do.

To win bids, customers need to visualize your design ideas.
With PRO Landscape, they can.

Whether you are designing new installations or renovation projects, PRO Landscape
has all the tools necessary to quickly create visual designs that will impress customers.
PRO Landscape also lets you create accurate CAD drawings, customer-friendly proposals,
night and holiday lighting designs, and 3D renderings. No wonder PRO Landscape is the
easiest-to-use and most complete landscape design software available.

Photo realistic imaging - Easy-to-use CAD - Night and holiday lighting

Complete customer proposals « True 3D photo and CAD renderings

60-Day Money-Back Guarantee

Discover why PRO Landscape is the most popular
design software for landscape professionals.

» Visit prolandscape.com
» Call (800) 231-8574
» Email prolandscape@drafix.com

drafix software, inc.

The Standard in Design Software for Landscape Professionals! I




Weather conditions
=AM have been perfect
A N ! g ; 3 < for goosegrass and
STARS I A i crabgrass, requir-
cARE S SHINING g 2 2 ing many lawn care
LAWN 7 e 3 companies to do
: T : spot treatments.
Lawn Dawg (No. 12) and Green Lawn Fertilizing (No. 16) are ;
among the companies with the highest lawn care revenue in

the Green Industry according to data provided for the LM150.

1 TruGreen Lawncare and LandCare $1,335,175,000

2 Scotts Lawn Service $261,000,000

3 Weed Man $105,000,000 continued from page 12

4 Lawn Doctor $78,850,000 And it’s not just southeast Pennsylvania that’s

5 NaturaLawn of America $37,372,500 having problems.

6 Spring-Green Lawn Care Corp. $29,767,050 “It’s got hot in many parts of the country,”

7 USM $13.330,590 says Kyle Miller, senior technical specialist for

8 Naturescape $12.482,090 BASE. “All of our sales reps are talking abou’f

9 RyanLawn & Tree $10.417.200 how much weed 'control is being done now.

Even companies that were able to put down
10 SavATree $9,366,600 treatments in the spring have had issues.
11 Senske Lawn & Tree Care $7.600,000 “Most of the herbicides that we traditionally
12 Lawn Dawg $6,822,841 used in landscapes are gone,” says Jason Fausey,
13 ProGrass $6,500,000 field development manager, Valent Professional
14 US Lawns $6,120,000 Products. “They broke down faster; they got
15 DLC Resources Inc. $5,500,273 moved through the soil profile and now we’re
e etting a lot of weeds.”

16 _GreenLawn Fertiizing Inc. $5.000.273 ’ Thgé early wet weather might have led to lush
17 Underwood Bros Inc. dba AAA Landscape $4,500,000 lawns, but that can only take a homeowner so far.
18 Moyer Indoor/Qutdoor $4,483,415 “Even though your lawn was thick this
19 Christy Webber Landscapes $4,093,562 spring, which we all would equate with an abil-
20 Swingle Lawn, Tree & Landscape Care $3,740,974 ity to compete with weeds during the summer,
21 Mainscape $2.793,000 you've got very little herbicide left,” Miller says.
22 Clintar Landscape Management $2,310,000 “Its not able to compete with these weeds, now

that the hot weather has hit. Those summer

23 Lipinski Outdoor Services $2,127,811 . N

weeds are more competitive than the turf.
24 Acres Group §2,057.594 Of course, weather isn’t the only factor.
25 Moore Landscapes Inc. $2,000,000

Products and practice play a role in weed
“ ' .‘ continued on page 16
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XPAND

THETOOLS TODOIT » A
THE RESOURCES TO SELL IT e

Fall means turf renovation, and RYAN makes it easy. With every hard working, dependable RYAN machine
you buy, we'll give you a free Business Resource Kit containing revenue generating tools that will help you market
your business. Begin growing your business today.

There's 60 years of solid engineering and experience behind every piece of RYAN equipment.

This fall, don’t just be ready...be RYAN ready.

AERATORS I DETHATCHERS | OVERSEEDERS | SOD CUTTERS @
ryanturf.com | (866) 469-1242 | YoulliMld ryanturfrenovation
The First Name in Turf Renovation™

* Offer good at participating RYAN dealers, Aug. 1-Oct. 31, 2011. © 2011 Schiller Grounds Care, Inc.
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continued from page 14
control, too.

“There are some subtle differ-
ences in some of the preemergent
products,” Fausey says. “And a
split application over a single
application — it’s a philosophy.
Sometimes it works for people and
sometimes they just don’t take the
time to go back to the same landscape
to make two applications. It’s a bet-
ter way to get more out of the same
amount of product.”

With strong outbreaks of crabgrass
and sedges there are a lot of spot treat-
ments going on.

“In a normal year they might have to

go to a client’s property and spot treat
here and there or some years not
too much at all,” Miller says. “This
year they’re finding they’re hav-
ing to go after it full tlt because
they’ve got so many weeds push-
ing through.”

Challenges

Weather is not the only

concern for contractors.
“There are growing

restrictions and regulations in

different counties and states (primarily

along the East Coast),” says Patrick Bell,

product manager, US Turf and Orna-
mental with Dow AgroSciences. “Lawn
care professionals are facing a lot more
regulations.”

Increased regulation might be the

Crabgrass is one
of the tougher
challenges this year
(left). Overly edged
curbs and sidewalks
help weeds invade
more easily.

natural order for politicians,
but it creates huge problems
for contractors when those

laws are created with few facts.
“Very little of the legislation that s

introduced is based on hard science at
all,” says Jim Campanella, president of
Lawn Dawg, Nashua, NH. “It’s emo-
tion; it’s symbolism over substance. It’s
an emotional subject for some people,
but you can’t legislate on emotion.
continued on page 18
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Outdoor Insect Control

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 re' es!

: \
ANTX

1-866-485-7255
WWW.MISTRWRY.COM
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Take a more tactical appro_aCh to.rerhOVihg t'ohgh weeds.

Tenacity® herbicide can be your distinct advantage. It strategically identifies and
selectively removes 46 broadleaf weeds and undesired grasses —leaving
nowhere for.bentgrass, nimblewill, or crabgrass to hide.

w Tenacity

Herbicide

11 Syngenta Crop Protection, LLC, 410 Swing Road, Greensboro, NC 27409. Important: Always read and follow label instructions before buying or
using this product. The label contains important conditions of sale, including limitations of remedy and warranty. Tenacity® is not currently registered
for use in all states. Please check with your state or local extension service prior to buying or using this product. Tenacity® and the Syngenta logo
are registered trademarks of a Syngenta Group Company.
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continued from page 16
That’s very dangerous.”

Campanella, a former president of
the Professional Landcare Network
(PLANET) has spent a great deal of
time at committee meetings and hear-
ings, meeting with representatives and
battling that very issue.

“What was frightening for me when
I got up there and started dealing with
this was that I was the only person from
the lawn care industry;” he says. Many
peers attended the committee hearings
in January, but the real work, Cam-
panella says, takes place in spring and
summer when most of the owners are
out working.

“We don’t have the ability to defend
ourselves,” he says. “Fortunately I was in
a position where I could, and did. RISE
(Responsible Industry for a Sound
Environment) was helpful as were some
local pest control companies, and we
were able to ward off that legislation.”

Trends

Weather, not in the seasonal sense,
but from a climate change point of
view, seems to be slowly influencing
the industry as well.

Part of the challenge has been the
change in weather during the past
decade. Whether it’s global warming or
simply a temporary anomaly is a topic
others can debate.

Knopsnyder knows there’s been
a change. For the past 10 years the
temperature has reached the high 80s
in April.

“It didn’t used to be like that,” Knop-
snyder says. “Because of that we’ve had
to change our process to make sure
we’re putting down the right products
along with seeding the lawns with the
best heat stress (tolerant) turfgrass.”

Warm season grasses are more
drought tolerant and require less water
than cool season alternatives.

Even guys with direct access to lawn

Tom Hill’s fescue
lawn simply
couldn’t hold up
to the dry, hot
weather.
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PHOTO COURTESY: TOM HILL, BASF

care products can have problems.

Tom Hill, communications manager
— Specialty Products for BASE, isn’t
immune from the challenges of cool
season turf in a market seemingly better
suited for warm season grass.

“I went from fescue to zoysia in the
last 12 months for that very reason,”
Hill says. “Because it was so hot the
fescue was burning up. No matter how
much water I was able to put on — even
though I had irrigation — I had spots
that were burning up. I decided to save
money and put in turf that was going
to be easier to manage during these hot
periods of time in the transition zone.”

The bright spot

So, what does this all mean for lawn
care professionals? For one they’ve
been busy this summer and many are
cashing in.

“What I have seen is an increase in
activity — sales activity,” Campanella says.
“People are buying lawn care this year.
I'm seeing that not only in my own orga-
nization, but among my peers I'm hearing
the same thing. Everybody seems to be up
a little bit after having some flat years.”

That’s a sentiment shared by many.
“Lawn care and landscape is what
we consider the bright spot,” says Bryan
Gooch, marketing manager for Agrium

Advanced Technologies. “The golf
economy s still (challenged). The hor-
ticulture, nurseries and green houses,
they’re not where they should be
because commercial and residential real

estate development is not back where it
needs to be.

“We feel like we’re growing in lawn-
care,” Gooch says.

It’s one area the company will con-
tinue to invest in, he says.

“If consumer spending is down,
people aren’t traveling as much,” Gooch
says. “There’s a belief that people

*Increases Productivity
* Easier Scheduling, Job

Costing & Invoicing

Pricing Starting At

$38/month

* As determined by searching on http: intuit.com for °

nance of the software

© 2010 Marathon Data Systems, LLC. Al rights reserved.

Software,” and sorting by
the "Rating” option. As of December, 2010 QXpress Scheduling Software had the highest rating.

QuickBooks and "Designed for QuickBooks” Logo are trademarks of Intuit Inc.. displayed with permission.
The use by Marathon Data Systems does nat signify certification or endorsement of the QXpress software
by Intuit, and Iarathon Data Systems is solely responsible for its software and the support and mainte-

press”

SCHEDULING SOFTWARE

If you use QuickBooks...
QXpress is the Software for You!

* Cuts office time in half!

Rated #1 scheduling software by QuickBooks users!*

Go To QXpress.com/landscape

To Get A Free Trial!

Contact Us At 1-888-QXPRESS

or www.QXpress.com/landscape

Designed for:
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IS RESISTANCE AN ISSUE?

hile there are
numerous
reports of weed

resistance cropping up in
agriculture and some in the
golf market, it looks like the
turf and ornamental (T&O)
segment is safe...for now.
“There shouldn't be any
glyphosate resistance to
speak of in the T&O busi-
ness,’ says Russ Mitchell,
director of marketing and
southern regional sales
manager for Quali-Pro. “It's
not like ag. The problem
with ag is everything is
about the absolute cheap-
est everything. And they
tend to use really low rates
of glyphosate. They're
out there spraying at this

glyphosate resistance
stuff at a pint to a quart of
glyphosate per acre.”

That doesn’'t mean
there's not some concern.

“We do have weed
resistance, for sure, but it's
more with pre-emergence
and post-emergence where
people have used the same
family of chemistry over
and over and over,” Mitchell
says. “Just like fungicides,
if you don't rotate, you're
guaranteed to have resis-
tance.”

There are many products
that are good at killing poa
and rye grass out of ber
muda, Mitchell says. “The
problem is, if you use them
enough years you get to all

of a sudden you can't kill the
poa. You've got to rotate to
other chemistries.

“People need to look
at herbicides like they do
fungicides,” he continues.
“They know they have to
rotate classes and families
of chemistry. People have
not paid that much attention
because it's not that big a
deal in herbicides.”

Bobby Walls, Manager
of Product Development
for Professional Solutions
Group on the T&O side for
FMC doesn't believe resis-
tance is a concern either.

“You hear people every
now and then say, ‘I've used
product X and I'm now not
getting control of a certain
weed."” Walls says. “I'm not
sure they're always resis-
tant issues. There could be

some other things there.”

But like Mitchell, Walls
encourages lawn care
professionals to rotate their
products.

“They need to be aware
of their use of herbicides,”
he says. “Anytime we
continually use one mode of
action on the same weed,
down the road potentially
that's how resistance can
be developed. First we iden-
tify the weed properly so
we know what we're target-
ing to control. Then we use
the proper herbicide that
will control that weed and
then we use it according to
the label rate to make sure
we get the control. We don't
under dose it; we don't
overdose it. That will help
us avoid having problems in
the future.”

You get what you pay for.

And sometimes, you get more. g;;

Buy three jugs of Talstar® Professional and the fourth is FREE!

Talstar® Professional gives you dependable, long-lasting residual control of over 75 of the toughest lawn and ornamental pests,
including ants, chinch bugs, billbugs, fleas, ticks, mites and more. Plus, Talstar gives you the confidence that comes from using
theindustry’s most trusted brand. And now, FMC s giving you even more.

Simply purchase three(3)1-gallon or34-gallon jugs of Talstar Professional between February 1,2011and November 30,2011 and
get a 1-gallon or 3%-gallon jug of Talstar Professional — FREE! For more information or a list of participating FMC Distributors,
please visit www.fmcprosolutions.com or contact your FMC Market Specialist.

Scan this tag with the Microsoft Tag Reader app on your smartphone
to register for label update notifications from FMC.

Need the mobile app?

Get itfreeat http://gettag.mobi

+MC 1

1-800-321-1FMC PROFESSIONAL iysecricioe

For complete promotional details, visit www.fmcprosolutions.com/home/promotions.aspx. Always read and follow label directions. FMC and Talstar are trademarks of FMC Corporation. ©2011 FMC Corporation. All rights reserved.



