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If you make only one investment in your business this year,

“DRO L wae ?""d PRO Landscape design software should. be at the top of your
ﬁrr itself 30 times list. It's packed wit.h more money-maklng tOOIS', than you

s il ﬁrpt)/ear.'” ever thought possible, and is so €asy to use, you'll be up and

running in minutes, translating your ideas into photorealistic

Kostas Menegakis, Landscapes-R-Us

images, accurate CAD plans and polished proposals that sell.

“I sold two ]o'{?r the
ﬁrpt week I owned
the program.”

Customer proposals

Dustin Leite, Maple Leaf Farms & Nursery

gPRO_
1 Landscape

3D phoo rendering 3D CAD rendering Night & holiday lighting

drafix software, inc.

PRO 60-day Money-Back Guarantee!
Landscape

The Standard in Design Software for Landscape Professionals!

www.prolandscape.com
800-231-8574 or prolandscape@drafix.com
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Championship turf is now affordable for [awn care. inwoducing DISARM G granutar fungicide,

strobilurin disease control that can help your opéeration become more profitable. It's the best value in the category, lowering your
investment. It's the only strobilurin granule labeled by the EPA that offers maximum control of light-to-moderate dollar spot infestations
and other major turf diseases. And its superior turf quality helps you satisfy customers and attract new accounts, while reducing callbacks,

reapplications and wasted crew time. To learn more, call 866-761-9397 or visit arystalifescience.us/disarmg.
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Green from the go.

{our philosophy} since 1973

SERI

- wheel and we didn't reinvent it either. Instead,
 philosophy to live by: one to work by
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Interactive
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ONLINE Contents

/Il Network with the industry through Lawn & Landscape’s interactive Web tools.
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Once you land on our home provide immediate feedback

-
Your onllne — page, create an online profile on articles. You can also tap

lnformation ' — it takes only ‘minutes and it's into the professim?a.l lalf-‘m -()f
free — and you'll be able to share  your peers by participating in
Resource

your views on articles, forums,  our online forums.

blogs, products and more. Watch for new podcasts,
Join the industry dialogue at It's the only place on the Web  videos, poll questions, online
www.lawnandlandscape.com. that you can receive all this in sweepstakes and additions to

one site — a bevy of content our online book store.

from our staff, columnists Send your Web thoughts

and readers and the ability to and ideas to ccode@gie.net.
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2-station ambient light powered irrigation controller, Handset
operates up 1o 99 controllers or 198 valves. No valve wire runs

and no AC power needed therefore dramatically ‘ ’
increasing versatility.

Versatile Green

Economic

Intelligent Irrigation Solutions™
800.322.9146 www.digcorp.com IRRIGATION PRODUCTS

i
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The most safe and effective solution

for nutsedge control

a
SedgeHHammer"

Turf Herbicide

Knocks out nutsedge

SedgeHammer® doesn't just kill the

leaves, it effectively controls yellow

and purple nutsedge by destroying
the growth underground.

It's safe because it won't injure cool
or warm season turfgrasses.

Cyperus spp.

For more information or to find a retailer near you, please visit:

www.gowanco.com/sedgehammer GOwan

R vam..‘a.: R
TURF & ORNAMENTAL

L1

vnandlandscape 040809
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NICOLE WISNIEWSKI

Editor

Avoid the Trap

At the end of many of the surveys Lawn & Landscape sends out, we typically
include two open-ended questions — one asking if you'd like to be interviewed
for upcoming stories and another asking you to share article ideas for future issues
of the magazine.

And we take these suggestions extremely seriously in terms of shaping upcoming
editorial because we feel it's important to you — the readers of the publication - to
have this input, particularly in today’s challenging economy.

Recently, when reviewing results for a survey, I was surprised by someone’s re-
sponse to the last question. The respondent wrote: “After 20 years, we may be out
of business this year.”

This comment stood out amidst the other ideas concerning efficiency, marketing
and pricing. It sort of just hung there as if this once hopeful business owner had
put so much into the company and now felt there was no choice but to throw in
the towel.

The remark stuck with me. I couldn’t help but think, “What could someone do to
help this owner and change his outcome?”

Then I came across an old golf motivational story that goes something like this:

One golfer steps up to the tee, looks at the water trap nestled just before the green,
lines up his shot and thinks, “I will not hit the ball into the water.”

He takes the shot and, sure enough, the ball plops straight into the water.

The second golfer steps up to the tee, sees the water, lines up his shot and says, “I
will hit the ball onto the green.”

He takes the shot, and the ball =
lands on the green. 4 Be careful what you

The moral is obvious: Be careful "_'j‘ (%) aim for because
what you aim for because that’s 3 5
that’s what you are going

what you are going to hit. s

This year, you may have posi- tO h]t
tioned your business in the best
way possible. You may be mar-
keting and selling your services adequately. You may be hiring and training better.
But if you don’t have the right state of mind as a business owner, does any of this
matter?

We all hear about how bad the economy is. The news and the numbers say things
are pretty grim. Whether it’s concerning our own businesses or those of our family
and friends, we're all coping with restructuring, layoffs, tight staffing, pay cuts, cost
trimming and budget slashing. It's scary.

The bad news is top of mind — how couldn't it be?

But stop for a minute and consider what this does to your outlook. Are you think-
ing about the water trap? Are you constantly thinking about how to protect your job,
your company and your livelihood? Are you worrying about how far the numbers
can slide before you close up shop?

When the only thing on your mind is the water trap, then isn't that where you're
going to end up? (L
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A superior fungicide that transcends liquids.

Introducing a granular that protects like a sprayable. New Heritage® G

fungicide spreads evenly over large areas and the granules easily dissolve
with just a heavy dew. It's quick. It's comprehensive. And it's founded on a
proven active ingredient that provides peace of mind for up to 28 days.

Heritage
gG

1-866-SYNGENTA ¢ www.greencastonline.com Fungicide

©2009 Syngenta. Syngenta Professions u Products, Greensboro, NC 27419, Important: Always read and follow label instructions
before buying or using this prod H ge® G is not d for use in all states, Please check with your
smoorloalumns&onwvicopdouob«mngo:uﬂngmhpmduc\ Heritage® and the Syngenta logo are trademarks of a
Syngenta Group Company.
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READERS’ Forum

GREEN WITH ENVY
I read with great interest the
article “Green Crude” in the
April edition of Lawn & Landscape. Our
company has tried to stay well informed
on alternative fuel issues, and algae-based
fuel is one of the interesting emerging
alternatives.

As a manufacturer we believe in taking
a leading role in making the cleanest solu-
tions available while not compromising on
equipment performance.

Thanks for your part in keeping us all
informed on these issues.

Ray Garvey

The Grasshopper Co.

Moundridge, Kan.

LIGHT THE WAY

It has come to my attention I provided in-
correct information for the April Lawn &
Landscape article “Legal Landscapes.” In

g rugg

the accompanying chart, the states of
Wisconsin and Kentucky were listed
as requiring an electrical contractor’s
license for low voltage installation. No
such license is required for both states.
Wisconsin excludes (from licensing) in-
stallations less than 100V while Kentucky
has a 50V exclusion.

In addition, it was not my intention to
dissuade any unlicensed contractor from
launching or pursuing the profitable
business of landscape lighting. It is quite
doable to partner with electricians in a
lighting business when the law requires.
Landscape lighting is an extension of
landscape design and it makes artistic and
economic sense for green industry profes-
sionals to do this work.

Steve Parrott

Communication and marketing director
CAST Lighting

Hawthorne, N.J.

Leading business media for landscape contractors.
SALES

KEVIN GILBRIDE Group Publisher
kgilbride@gie.net

JON AVELLONE Account Manager
javellone@gie.net

MELISSA BIERMANN Account Manages
mbiermann@gie.not

JAMIE LEWIS Account Manager
Jlewis@gie.net

TARYN O'FLAHERTY Account Manager
2835 Serena Rd., Unit #A
Santa Barbara, Calif. 93105
PH; 310-545-1567 FX: 866-802.0549
toflaherty@gie net

AMEE ROBBINS Account Manager
616 Manne Ave.
Manhattan Beach, Callf, 90266
PH: 310-465-6080 FX: 866-857-5442
arobbins@gie.net

DAN WEIST Account Manager
dweist@gie.net

BONNIE VELIKONYA
Classified Advertising Sales
byelikonya@gie.net

10 JULY 2009

yww. lawnandiandscape.con

Looking to “hedge’
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MistAway®
< Mistiway

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 revenues!

1-866-485-7255
WWW.MISTRWARY.COM
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Z200 and Z300 Series — Compact or full-size

you get a high-performance zero-turnm

werful Kubota-built engine. All models deliver high

$

torque to handle your toughest turf challenge

\UNS quieter. SIoPS

Financing avallable to qualified customers through Kubota Credit Corporation, U.S.A. For product and dealer information,
l J o Q call 1-888-4-KUBOTA, ext. 404 or go to www.kubota.com.
Optional equipment may be shown.
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PERFECTLY CUTS
THE LINE

Line Cutter
LC-01

1. Bend

— g

2. Insert

&)
~SE*£E
PH (260) 2444654
NNuqypae FAX (260) 244-7355

607 5.Chauncey 5t + Columbia City, IN 46725
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Reprints enable you to reuse your
article and simply place itinto the
hands of your target audience.
Having been featured in a
well-respected publication adds the

credibility of a third-parly
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INSIGHT /// Trends and statistics to give you an edge

GOT GAS?

An annual fuel update and report. ey unosey 6eTz

As we get into the heart of summer 2009, it’s hard to forget the sky-
rocketing prices of last year, despite assurances that we won't see a
repeat performance this season. At press time, the Energy Information
Administration (EIA) projected regular gasoline prices would average
$2.67 per gallon.

Still, many we spoke with remained skeptical. In fact, fuel prices have
remained No. 1in our survey listing contractors biggest business-limiting
concerns for five years. Some were already seeing prices steadily rising
in their area. While nobody wants to see pump prices like last sammer's,
many landscape companies admit they are at least better prepared and
already taking steps to keep their budget in check.

There are several factors that affect the price at the pump, some weigh-
ing more heavily than others. “Historically, the No. 1 factor explaining
gasoline prices has been the cost of crude oil,” says Ron Planting, statistics
manager for the American Petroleum Institute (API). “Last
year we had record high ‘ crude oil prices, leading to

record high gas prices. But

they've come down dramatically since then.”
After reaching such astronomical numbers last
year, many factors have helped keep costs down in 2009. For
one, people are being more careful about how they consume fuel,
Planting says. “The airlines, for instance, have worked really
hard to become more fuel efficient.”
The recession has also had a large impact on the cost of fuel
by affecting supply and demand. Americansaren't driving as
much. While summer used to be the peak time for vacation-
ing, the failing economy has forced many to plan for sum-
mer “staycations” - vacations spent at home. But there are

Www [awnandiandscape. con


mailto:reprints@gie.net

HERE ARE FOUR QUICK WAYS TO BOOST YOUR
SALES AND DIVERSIFY YOUR BUSINESS

« Simple to install — you don’t have to be a Pond Expert!
* High Profit Margin

Easily incorporated into any landscape job
* Quick turnaround

* Makes your project unique

* Easy to install — can be installed in one day!

* High Profit Margins — typical installation is
* Great add-on to any landscaping project — large or small

Low-maintenance water feature option

~ "
NS \/

S>ITEM FONDS
* They are great add-ons to existing or new projects.

* The average job yields over 50% gross profit!

* They help you create an identifiable difference by making you stand

out from other contractors who only offer the “ordinary” in landscaping.
* They install easily in 20 steps and can be completed in one day.

RalnX change

S, Ramwater Harvest Systems

Aquascape’s RainXchange™ System is a revolutionary design that

combines a recirculating decorative water feature with a sub-surface

rainwater harvest storage system.

* Clean, filtered water storage — while you cn|0\ the benefits of a
decorative water feature, the RainXc hangc System filters the stored

water to prevent stagnation and growth of unhnallhy bacteria.

* The RainXchange™ System reveals only a beautiful water feature that
integrates easily into existing landscape.

* Locating and storing the water underground maintains the integrity
and beauty of your home and landscape.

Not only do we have the systems, but we also have educational seminars and marketing materials
to help support your start in the water feature business.

Call us today at 866.877.6637 for a distributor near you or for your
FREE Succeeding & Prospering with Water Features educational packet.

Or visit our website at www.aquascapeinc.com/contractors. X Portds Done Right.
Customers Served Right,
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other sectors
of the economic
state that are having
an even bigger impact,
says Planting. “Manufacturing
and trade are way down from last

year and that affects diesel demand,” he
explains. “In addition, there’s been re-
duced air travel as well, and that means
less pressure on crude oil prices.”

HESITANT OPTIMISM. Even as the experts
predict prices will max out at around
$2.70 per gallon at the pump this sum-
mer (the EIA prediction at press time),
many landscape companies have a hard
time forgetting when the numbers just
kept going up last season, even after it
seemed they couldn’t possibly go any
higher. In fact, we didn’t talk to any
contractors who weren't at least a little

Large Inventory * Most Major Brands in Stock
Same Day Shipping » Se Habla Espaiiol

888-777-2937 « 888-SPRAYER

Order Online: www.SprayerPartsDepot.com
Proudly serving you since 1972
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doubtful. “We are always skepti-
cal,” admits Kory Ballard, president,
Perficut Lawn & Landscape, based
in Des Moines, lowa. “Last year was
a tough year for several reasons in our
area including record rainfall, high fuel
prices and an uncertain economy.”

In 2008, Ballard’s company used
180,000 gallons of fuel. For the $13 mil-
lion full-service landscape company, the
purchase of fuel came out to 5 percent
of the company’s gross revenue. This
year, in order to be more prepared, the
company is pre-purchasing fuel. “We
have two locations with on-site tanks
that are filled by a fuel provider,” ex-
plains Ballard. “We started talking with
our supplier and pre-bought 80 percent
of our anticipated fuel for 2009. While
fuel was at a two-year low and we were
paying more than the pump price, we
are guaranteed not to pay more than

our pre-determined price. This is a

#1 GHOICE

Pole Saws

Pruners

Hand Saws

INSIGHT / Trends and statistics to give you an edge

comfort for us and has allowed us to
properly budget our fuel costs for 2009.
We expect to save over 40 percent for
the year.”

Kay Borders, vice president of Geor-
gia-based Borders 'n Blooms Land-
scaping, a small full-service lawn and
landscape company, says she too is only
cautiously optimistic about fuel costs
remaining low. “I think everyone is still
skeptical,” she says. “You can't always
believe what you hear on the news
until it comes to fruition. Last year the
numbers just kept going up.”

Rapidly rising prices have had a sig-
nificant impact on the company’s bud-
get, adds Borders. In the last four years
the amount the company has spent on
fuel has nearly doubled. It jumped from
$13,000 in 2004 to $25,000 in 2008.
Borders says this means finding the deli-
cate balance between earning a living
and retaining a customer base. “We've

Fiberglass Poles

Telescoping Poles

Bucket Tool Holders

Tri-Cut Saw Blades

SJAMESON

I www.arboristtools.com
800.346.1956
www.jamesonlic.com
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had some of our customers for so long
that you don’t want to run them off,” she
says. “They're going through the same
thing and paying high gas prices. But
you still have to make a profit.”

But some say the fact that their
customers are going through the same
thing makes them more understanding.
Though it might be tough for them; too,
they are aware that a fuel surcharge is
necessary so that their landscape com-
pany isn’t losing money. For Gasper
Landscape & Design, a Richboro, Pa.-
based company that spent $90,000 in
fuel costs last year (up approximately
50 percent from the year before), tack-
ing on a fuel surcharge was necessary

to balance out the extra cost of fuel in
2008. Owner Bob Gasper runs both a
full-service retail garden center and a
full-service landscape construction firm,
which bring in a combined $7 to $7.5
million. “We do a lot of bulk deliveries

and added our fuel surcharge there, and
never had a problem,” he says.

Bill Atwood, owner of Bill's Complete
Lawncare, and four other Texas-based
businesses including two landscape
companies and two seasonal decorating
companies, also uses a fuel surcharge,
and says he remains unconvinced about
prices remaining low. “I would be sur-
prised if gasoline did not exceed $3 per
gallon this summer,” he says.

Atwood, whose companies brought in
a total revenue of $3 million last year,
says fuel is the second largest expense
for his business, next to labor. In 2008,
he spent exactly 15.43 percent of his to-
tal lawn care revenue on gasoline. With
gas making up such a large portion of his
budget, he found last year’s high prices
shocking. The highest price Atwood
paid in his area last year was $3.85 a
gallon, a price he says totally caught
him off guard. “I did not plan for that

large of an increase in my budget, nor
did I plan for that large of an increase
in our annual price for customers,” he
says. “Fortunately we have a clause in
our contract that allows us to increase
our price for lawn care by $1 per lawn
for every 25 cents increase in the price
of gas above the cost of gas at the time
the contract was written. That saved us
from a huge disaster. We were actually
able to recoup our gasoline expenses
above our budgeted amount.”

MORE WAYS TO SAVE. Many companies
that felt the pinch of high prices last
year are tightening their driving routes
and finding other ways to keep costs
down this year. But many, like Gasper,
say preventing wasted gas has always
been a goal — even when prices weren't
astronomical. “We have 15 large trucks
and spend a lot on fuel, even in normal
conditions,” he says. “So we already

My Whole Life Changed
WhenlTookOna
Weed Man Franchise
In Louisville, Kentucky

My 4 Greatest Benefits
Getting Into the
Weed Man Organization:

St ran th give hand-in-hand supr

ice, guldance, b
it's all there and unli
2. Buying er co
Everything we need in a packaged
system is a true time saver
3. The Bud ing Proc
As an accountant | appreciate the well
planned and effective process

> of on Systems

The deliberate methods in serving
customers is unequaled

Pull wires back through
the installed pipe

ALK
LEEVER »

Patented tool and method

(S)me

Ask your irrigation /lighting
supplier or call us at:

1-800-691-1148

www.sidewalksleever.com

» Sidewalk Sleever installs
1* & 2’ pipe underneath a
sidewalk in as fast as 60
seconds. All in one step!

= Requires no boring

» Longer tools are available.
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Turf Herbicide

for Grossg & Broodive! Weerts
-

The fast visual response of Gordon's ProForm® products virtually eliminates customer
call-backs concerning weed control. Precision performance products may cost a
little more up front, but they make up the difference in savings on your bottom line.

@ SpeedZone®, PowerZone® and SpeedZone Southern are precision
tuned for the fastest cool-weather weed control - ever!

@ When the weather heats up, water-based Surge® takes the heat off the weed
pressure, including yellow nutsedge.

\J 4

- @ When the problem is crabgrass, nutsedge AND broadleaf weeds, get the multi-
purpose fast performance of Q4, the “Army Knife of Turf Herbicides"”!

Find Out Why..... Nobody knows your turf like we do!
G pbi /cordon
corpoRrRation

An Emplovee-Owned Company
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INSIGHT Trends and statistics

stick to the tightest routes possible. It's
just been a matter of continuing what
we were already doing.”

Borders agrees well-thought-out
routes can }n'[}v prevent wasted fuel.
“We've got our routes down to where
we're in the same area all day,” she
says. “We stress the importance of get
ting all of the jobs in that area done in
one day. You have to keep your routes
structured and confined to specific areas
or else you'll be driving 50 miles back
and forth constantly. I've found that a
lot of other landscapers are doing this
same thing.”

Atwood says another benefit of having
his routes down to the shortest and fast
est ways possible is that it allows him to
know exactly how much gasoline will be
used in a given week — and then budget
accordingly. “The report the foreman
turns in every day has mileage when

the crew left and mileage when they got

tN /L ™ an alal>
tO give you an eage

back to Kll('\lxn[)f' he says. “It had better
be very close to what it was the previous
week or someone has some explaining
to do!” Atwood also requires his crews
to shut the engine off at all job stops and
requests not running the air conditioner
unnecessarily.

Ballard has his company's routes well-
managed, too. He worked closely with
his entire management team in order
to reduce any
wasted driv-
ing. And he's
even taking it a
step further and
now considering
smaller, more fu

el-efficient vehicles for his sales staff.

ON THE BRIGHT SIDE. While many as-
pects of the failing economy have been
difficult to cope with, the fact that it's

keeping fuel prices low is at least one

positive that landscape contractors
can lean on for now. It may just be the
bright side of things — assuming costs
don’t rise too much this year. And if
costs do rise, the positive is that most
contractors do seem more prepared to
handle it, especially after dealing with
last year’s prices. Though skeptical that
prices will remain low all season, Bal
lard is making an effort to stay positive
for now. He notes: “Since fuel is
one of our largest expenses, low
fuel prices will help our bottom
line tremendously. We also
believe that our residential
customers feel some relief
at the pump, making them

less likely to discontinue
outsourcing their lawn

services.” (L

*16,300...

That'’s how much on average customers tell us The JobClock System saves them on
payroll. And you might save even more. Simply because you'll be paying your workers

only for the ual hours they work

’
FREE CABELA'S
OUTFITTER JOURNAL
SUBSCRIPTION!
Get a FREE one-year
subscription to Cabela’s
Outfitter Journal just
for latting us give you
@ FREE quote!

Call now!
1.888.788.8463

Employee Time Card It’s fair to them. And fair to you

Bill Kemp But, it’s your choice. Keep tracking

time the old-fashioned way and
keep losing money on every payroll
Or switch to the JobClock, and start
saving thousands of dollars. In this
economy, you can't afford to be
without it!

Call 1.888.788.8463
now for a FREE quote.
Find out how much The JobClock System will SAVE you!

Ask about our
“Tough Economy
Easy Payment Plan!”

EXAKTIME'

INNOYATION AT WODHRK
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How will | survive in this economy? How do | surpass my competition?
Where are the new business opportunities? How can | save money on operations?

Find the answers at GIE+EXPO (Green Industry & Equipment Expo). The tradeshow
opens October 29. The full education program starts October 28. For an exciting,
motivational sample, register for these GIE+EXPO Workshops sponsored by PLANET.

sponsoreay; > FOMS @ PLANET

4 )
G Visit www.GreenlndustryConference.
e org and register for PLANET's 2009
cmauty | Green Industry Conference offering
innovative, practical workshops and
unrivaled networking opportunities with your peers.

The PGMS School of Grounds Management offers
professional grounds managers opportunities to learn
the latest from a renowned faculty, establish a dynamic
network of peers, expand career horizons and move
toward becoming a Certified Grounds Manager.

For school registration details visit www.PGMS.org.

& .
§7 -~ =
§ | | b |- - t
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GIE+EXPO Workshops will
give you a preview of the full
Green Industry Conference.
See details at www.gie-expo.com.

Thursday, October 29

8:30 -10:30 a.m. -

Selling the Experience

Jim Paluch, JP Horizons, Inc.

Jim Paluch has helped hundreds of individuals
double and triple their sales goals through his
fun and effective approach to selling.
Friday, October 30

8:30 - 10:30 a.m. - Egg-Sucking Dogs ~

Charles Vander Kooi,

Vander Kooi and Associates {t
In this dynamic and motivating seminar, N
industry expert Charles Vander Kooi addresses

the four personalities that are needed to make a company
thrive in any economy and a bonus system that will reward
your employees fairly.
Saturday, October 31
8:30 - 10:30 a.m. - Developing
a High-Performance Team
Bill Arman, The Harvest Group

This workshop will cover the key drivers for
successfully assembling, developing and

sustaining a high-performance team that delivers. } .
e

GIE+*EXPO

The 14th largest tradeshow in the USA!

——re—— @ o————@
 Thursday, Friday, Saturday | October 29-31, 2009
Kentucky Exposition Center | Louisville, Kentucky
www.gie-expo.com | info@gie-expo.com
(800) 558-8767 or (812) 949-9200

REGISTER TODAY AT WWW.GIE-EXPO.COM

By registering now you could win Flight Certificates* to
anywhere in the Caribbean that American Airlines flies.
Sponsored By: Ariens & American Airlines/American eagle
*Blackout dates and restrictions apply.
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MONEY // Making and managing it

f you're like most business owners and

professionals, you think of every dollar
as being the same as every other dollar.
In truth, there are two kinds of dollars -
before-tax dollars and after-tax dollars.

After-tax dollars are real dollars; when
you spend them, each is worth 100 cents.
Before-tax dollars are different. While
they may look the same on paper, a
before-tax dollar is an illusion; it’s worth
less than 100 cents. How much less
depends on your tax bracket — and how
well you do your homework.

While there is no practical way to
escape taxes entirely, there are some
simple approaches to investing that
can help you to increase those valuable
after-tax dollars in 2009.

1.MAXIMIZE YOUR TAX-DEFERRED RETIRE-
MENT ACCOUNT EARLY. Don't wait until
tax filing time to fund your retirement
account. If you have the cash, making
the maximum allowable deposit into
your 401(k) or IRA as early in the year as
possible not only reduces your tax load,
it also adds months to the tax-deferred
compounding of your investment.

If you haven’t yet set up a retirement
account, now is the time to take action.
The latest increases in allowed contribu-
tions to pension plans offer important
tax advantages. The 401(k) contribution
limit was raised to $16,500 for 2009.

The “catch up” provision has also
been increased. Anyone past the age of
50 is allowed the $16,500 plus a “catch
up” of $5,500 for a total contribution
of $22,000.

If you can’t make the maximum con-
tribution, make the highest contribution
your finances permit.

2. ALLOCATE YOUR ASSETS CORRECTLY.
It's important to make sure you hold
the right kinds of investments in each
of those accounts. Some types of assets
can be classified as tax-inefficient, oth-
ers are tax-efficient. It makes sense to
allocate your tax-inefficient assets to tax-
deferred accounts such as your 401(k)
or IRA, thus deferring taxes as long as
possible. Tax-efficient assets are best
held in regular taxable accounts.
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Keep It. You

Earned It.

Better manage your pre=
and post-tax dollars to
have more after Uncle

Sam comes calling.
BY WILLIAM LYNOTT

Some examples of tax-inefficient as-
sets are corporate bonds, which produce
fully taxable income, and the typical
actively managed equity mutual fund.

Prominent among tax-efficient invest-
ments are municipal bonds. Also, some
mutual funds are specifically managed
to be tax-efficient; they will usually be
promoted as such. Examples would
include most index funds, specifically
broad-market and large-cap index funds.
These funds tend to have less turnover
of the equities within the funds and thus
generate less taxable capital gains.

3. PUT THE KIDS TO WORK. By putting
your children to work in your business,
you convert their personal allowance
into deductible compensation. And it
gets better: If your children are under
18 and work for your unincorporated
business or professional practice, you
need pay no Social Security or Medi-
care taxes on their earnings. You can
pay them $4,400 each and then make
Roth IRA contributions for them in the

same amount.

Since you're giving the kids an allow-
ance anyway, putting them to work in
the business allows Uncle Sam to help
fund that expense. Obviously, the work
done must be reasonable for the busi-
ness, but it doesn’t have to be technical
or professional in nature.

These are just a few examples of op-
portunities to reduce your income tax
obligation. Maximizing those precious
after-tax dollars requires a little early
planning and effort on your part, but the
time you spend chipping away at your
income taxes may be the most profitable
investment you make this year. (L

The author is a freelance writer based in Abington
Pa., with 40 years of experience in business man

agement and personal and business W\C\“CI’V}
0"2

GET MORE GREEN £

Collect more money-saving tips

al www.lawnandlandscape.com/
webextras
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PRODUCTS BUILT TO BUILD YOUR BUSINESS.

N |
3
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INNOVATION HAS A NEW NAME: CUB CADET COMMERCIAL TANK"™S

At Cub Cadet Commercial we build our products with one thing in mind—to help your business. From our c :‘mr

revolutionary steering wheel controlled TANK™ S—the first and only zero-turn with patented Synchro Steer™

technology—to our innovative Select Cut System™ deck, everything is designed to work faster and cut better c n “ .‘E n e 'l I' ;
And we offer a complete line of professional-grade products to help you get big jobs done WE MEAN BUSINESS.

To find your dealer or schedule a product demo call 1-866-246-4971.

COMMERCIAL MOWERS « APPLICATION EQUIPMENT » WIDE-AREA WALK-BEHINDS » HANDHELD EQUIPMENT cubcadetcommercial.com
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is a speaker,
consultant and
author, and also
owner of Grunder
Landscaping Co. in
Miamisburg, Ohio.
Reach him

at marty@gie.net

or via www,
martygrunder.com.
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NOTES from the Grunderground

Sell Work Right Now

I t's very hard to be successful in
sales right away; it takes time.
The best sales professionals are
tops because of their ability to
develop and maintain relation-
ships. So, this month I want to
share with you how to develop and
capitalize on your relationships.

If I were you, I'd be spending
as much time as I possibly could
meeting with people who either
can use your products and services
or know people who can. I am
amazed many contractors still sit
back and wait for the phone to
ring. You have to get out there and
create some opportunities.

I always say, “It’s not what you
know, or who you know, but who
knows you when they need you.”
Here are the five best ways to meet
people who can help you grow
your business:

1. Join any association that has
members who fit the makeup
of your typical client. Optimist
clubs, rotary clubs, chambers of
commerce, alumni associations
and the like.

2. Read the business paper. Stay
informed about new businesses
moving to town and those doing
well. Send them a copy of the
article and invite them to break-
fast. I'm not afraid to meet with
anyone; you shouldn’t be either.

3. Join anetworking group. One
of my top salespeople at my land-
scape company has not only gotten
some business from the group he
joined, but it has also given him a
lot of confidence and improved his
communication skills.

4. Be someone others want to
get to know. You do this by being
a friend. Be someone others can
trust; do the right thing — always.
It also doesn’t hurt to be good at

what you do. Be committed to
learning and it will help you excel
in many ways.

5.Become focused on mak-
ing friends. When you focus on
a particular goal, its chances of
being accomplished are greatly
enhanced. Make it a goal to meet
three new people each week.
Three per week amounts to more
than 150 people ayear. If you sell a
job tojust 10 of those people, think
about what that could do for your
business.

Now, assuming you have clients

about what you can do that won't
cost you much, but be perceived
as valuable to the client.

v Incentivize your whole team
to sell. Let them know they’'ll
receive a percentage of every
referral they give you. This is
something you ought to be doing
all the time, not just when times
are tough.

¢ Send a handwritten thank-
you note to every client you have.
I don’t care how many you have,
just do it. If it takes the next 30
weeks to get this done, do it. This

“People do business with winners.
So act likeone.”

who are happy with your goods
and services, here are seven ideas
you can use to sell some work
right now:

v Call clients and set up atime
to go see them and walk their prop-
erty. Not only is it a very successful
way to point out enhancements
you could do at their property, it’s
a way to enhance the relationship
you have with the client.

v Provide unsolicited quotes to
your clients. If one of your clients
doesn’t have nightlighting, put
together a proposal for that and
go see them. If they have a hedge
that is half dead, give them a quote
for a new one. If their yard needs
some maintenance, show them
what you can do.

v Offer incentives for your cli-
ents to hire you to do other things.
Tell your clients if they let you
install the front landscaping, you'll
keep it weed free for the rest of the
year. Or if they let you mow the
lawn for the rest of the year, you'll
give them a free aeration. Think

might not seem like something
that would sell work right away,
but today, when handwritten
notes seem to be a thing of the
past, you might be surprised what
this could do.

v/ Ask other companies, like
plumbers, remodelers, pool build-
ers and even bankers to refer you
to their clients. You can have
them send your information or
you can get their mailing list and
send a special offer.

v Keep your name out there.
Park your trucks on busy street
corners every weekend. Do some
advertising, such as some radio
commercials and some direct mail
pieces. Cold call on properties
you'd like to work on. Think.

People do business with win-
ners. So act like one. Stay away
from negative business owners
who only want to talk about how
bad they’ve got it. Remember,
people do business with compa-
nies they trust to do the job right
and follow up. @
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PERSPECTIVE

Parting With a Partner

Thomas Fitzsimmons talks about how he brought on - and then
bought out — a minority partner in his landscape company.

n 2002, Thomas Fitzsimmons thought

he'd found the perfect solution.

The president of Chux Landscaping,
Pine Brook, N.]J., had started a lucrative
business designing pools for his high-
end clients. He would sell and design
the jobs, and then subcontract the
construction. But he wanted to bring
the whole operation in house, and so
he and Charles Baldissard, already his
50-50 partner and operations manager,
decided to hire a minority partner.

The new partner already worked for
a large pool company and also wanted
to help Chux Landscaping expand its
pool business.

“It gave us the incentive to start a pool
division,” Fitzsimmons says. “It was
really a fluke that my vision of where I

24 JULY 2009  www.lawnandiandscape com

wanted to take the company was some-
thing he wanted and could do. He was
the right person for both scenarios.”

So, the $3 million-a-year company
branched out from its traditional base
of landscape architecture and general
contracting, and started Artisan Pools.

“It really was a nice mix to have
because you're on all of these projects.
We really became a full-service design
build firm. 1 don't regret doing it,”
Fitzsimmons says. “It was something
my current partner and I always had a
vision and a dream to develop.”

But the dream just wasn't meant
to be. Fitzsimmons started receiving
complaints from customers about the
work being performed. “What hit close
to home and what struck me as problem-

atic were the customer complaints and
service issues,” he shares. “It was really
kind of spiraling out of control.”

And, he adds, at the high-end of the
market, “you're selling yourself. People
expect the world of you at that level.
When their expectations aren’t being
met or exceeded, you have to do some-
thing about it.”

So last year, Fitzsimmons and Baldis-
sard bought out the minority partner.
When the partner was in charge of
the pool division, Fitzsimmons wasn’t
involved with the management of the
projects himself. “Now I am,” he says.

He offers this advice to contractors
who are planning to bring on a partner:

+ Draft a detailed compensation
agreement,

* Include a plan in the contract for
breaking the partnership.

« Make sure everyone understands
the company’s business plan.

» Try a sliding scale of equity, where
the new partner earns a certain amount
of value in the company after he meets
certain benchmarks or sales volumes.

*» Have a plan in place covering who
is responsible for repairs to work per-
formed after the partnership is broken.

But Fitzsimmons doesn’t regret the
experience. Rather it provided the
company with the incentive to add on
a pool division, which sets Chux apart
from its competitors. And with the part-
ner gone, Fitzsimmons was also able to
promote his foreman to manager. He
says: “I wouldn’t do it again, but I don’t
regret it — it did help launch a new
service.” (L

xditor of Lawn & Land-
n@giemedia.com

The author is associate

ch him at cb

scape. Re

A Yearning for Learning

Ever think, “glad | learned that lesson
early on?" Then we want to hear
from you. Send your biggest lessons
{earned to nwisniewski@gie.nat.
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Support means helping you win on your terms.

Get $400 off a Z830A and @ JOHN DEERE
0% financing for 3 years.

In a business where time is money, we've figured out a way to help
you make the most of yours: 0% financing for 36 months on

our entire line of Z-Trak PRO Series zero-turn mowers. And with the
Z830A, you'll get $400 off instantly. So see your John Deere dealer
today. Because we're ready to give you support in the field —

and on the bottom line.

JohnDeere.com

1. Some restrictions apply; other special rates and terms may be available, so see your dealer for details

models may vary by dealer. Savings based on the purchase of eligible equipment. Offers available
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PERSPECTIVE

What I Know

Risky
Business

How one contractor manages risk.

Il of your employees come to work on

time. The trucks, mowers and string
trimmers all are maintained and run well.
You just cut checks for payday and still have
money in the bank. The sun is shining, and
everything’s going smoothly.

But what about those thunderclouds
on the horizon? A crew calls and says the
engine died on the dump truck. The mulch
delivery is late, and a customer is calling
about a skid-steer that just sank into his
soggy lawn.

Owning a business — especially a small
business — can be risky, and one of the
biggest challenges any entrepreneur faces
is how to deal with the stress of knowing
that any number of things can — and likely
will — go wrong before the day is through.
Brad Johnson, president and owner of
LawnAmerica, tries to keep it all in perspec-
tive for himself and his employees.

“From a Christian standpoint, I'm just a
steward of this business. I could lose itin a
heartbeat. I told my staff this week — I could
live another 20 years or another month, we
just don’t know,"” he says. “That affects my
decision-making process and how I vie
things. That effects how I run my business.
I just try to keep it all in perspective.”

The lawn care company is in its 11"
but it’s not Johnson’s first. He has started
several other lawn care companies that he
eventually sold to TruGreen. Now based
in Tulsa, Okla., LawnAmerica has 7,000
customers and 33 employees — and Johnson
sees it as one, big family.
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“As aresponsible business owner, you
kind of view your employees as your
kids,” he says. “You're responsible for
their paychecks and their well being.
That’s a big responsibility having all of
those employees who depend on you to
earn a living.”

And that responsibility is something
he’s learned more about. Now 55, he
says he does things a lot differently today
than when he got into the business more
than two decades ago.

Johnson gives a recent example. A few
weeks ago, he needed to get a trailer up
to a branch office in Bartlesville, about
an hour’s drive north. Well, Paul lives
in Bartlesville, he can take it up in his
personal truck. Great plan, except for
the liability involved - if there's an ac-
cident, who's at fault? If Paul gets in a
wreck pulling company property, his
own insurance might not cover him,
and Johnson's business insurance won't
cover Paul’s personal truck.

“I don’t want him doing that,” John-
son says. “Five or six years ago, | would
have said, “Yeah, go ahead and do it.’
You do tend to think about the things
that could go wrong in a simple situa-
tion like that.

“We don’t shoot from the hip as much
as we used to,” he adds. “We try to be
more deliberate, and think about things
with risk in mind."”

So, a large part of Johnson's time is
spent thinking about how to manage
risk. One way he does that is to keep
his employees happy - and working
hard - with an incentive plan in place:
Twenty-five percent of year-end profits
go back to employees. Route managers
get a cash bonus for accounts they sign
up, as well as accounts they retain.

“That’s several thousands of dollars
in a route manager’s annual salary,” he
says. “So they care about not just getting
customers but losing customers, because
it's money out of their pockets.”

And he’s been seeing more of those
accounts retained, even in a down
economy. In 25 years, he's never had a
year where the business didn’t grow. In
the last two years, he's seen growth of

30 percent. Cancels are up a few percent
this year, but the sales numbers are
keeping pace with predictions.

“We're going to scale down to 16 per-
cent growth. The economy is helping us
out,” he says. “We felt like our growth
was outpacing our ability to do really
good work and not have me pull my hair
out and not have too much stress.”

His goal this year was actually to ad-
vertise less and become more profitable.
He says he's not more stressed out this
year than in past years — the spring was
rainy, but things are going well.

And Johnson knows any growth in
this economy puts him in a unique
position. One of his good friends runs a
Dodge dealership that is under a lot of
pressure. The dealership has been in his
family for 60 years. “There are a lot of
business owners who are just struggling.
That'’s the stress of the business owner
the typical employee doesn’t see.

“I think obviously, the more success-
ful you are and the larger you grow, you
have more risk — you have more to lose,”
he continues.

But at the end of the day, Johnson
knows revenues could drop, or a ton
of customers could call up and cancel
their contracts. So, he tries to keep it all
in perspective, and focus on the things
he can change. “It's important to work
hard and do a great job, but the things
that are going to last are the relation-
ships with customers, employees and
vendors. Especially employees; I try to
take care of them,” he says.

“I try not to lose sleep over it, but it’s
there,” he adds about risk. “You do have
to plan for it and think things through
and manage it ... you can't alleviate it,
but you can manage it to where certain
actions are less risky than others.” L

s associate editor of Lawn & Landscape

) at cbowen@gie

Balancing Act

How do you cope with the stress of
business ownership? Think you have
it figured out? Send your ideas to
nwisniewski@gie.net.
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INTERVIEW

AlG tried to be
everything to everybody
and look where that got
them. Jack Trout says
in today’'s economy the
answer is specialization

Landscape
contractors can
take a fresh
approach to
marketing by
focusing on what

they do well.
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andscape contractors all do something well - stellar customer service,
super-efficient routing, maybe they're just really good at cutting grass. The
key to success, and standing out from your competition, is finding that thing,
and doing it over and over and over again, according to Jack Trout.
Trout is a marketer and author who developed the theory of positioning in
1980. It deals with the practice of differentiating a product in the mind of the
potential customer - like, making one landscape company stand out among a

field of dozens.

Trout was in Akron, Ohio, recently promoting his latest book, In Search of the
Obvious, which explains the core principles necessary for a successful business:
Essentially that any good plan or company should be simple, clear and, well,
obvious. Afterward, he took questions from the audience, and Lawn & Landscape

got a chance to participate.

While Trout’s clients have included big name firms like Apple, IBM and
Xerox, his marketing advice holds true for small businesses.

What'’s one thing a small business can
start doing today to market better or
market smarter?

Specialization. Get really good at one
thing and communicate that to your
marketplace. That's the future of good
small operations. Don’t try to become
everything for everybody; don't chase
other people’s business.

How do you defend your position when
a competitor with a bigger marketing
budget steals it?

With great difficulty. There is no easy
way out of that one. You're going to
have to spend some money.

It's the 22" Immutable Law of
Marketing: Without proper resources,
even the best idea will not get off of
the ground. You've got to have enough
resources. It's interesting because
people always ask me, ‘If you redid
the laws, what would you change?’
I would only add a law. I would add
the 23* law, and it’s called the Law of
Top Management. Unless you have top
management involved, you will have
no success. The CEO has to be aboard
on all of these strategies.

How important is the CEO?
Let me give you a Peter Drucker quote.

Many years ago, Peter Drucker, the
father of management consulting,
wrote a book, and said something
that absolutely nailed it and has been
totally ignored over the years. He
said: “The purpose of a business is to
generate new customers. Only two
functions - two — generate new cus-
tomers: marketing and innovation." He
said every other function is nothing
but an expense.

Look at what CEOs at a lot of big
companies do. They work on finance
or they work on manufacturing stuff
or they work with the board. That idea
has been lost in the shrouds of history.
In a competitive world, Drucker is
absolutely correct — marketing and
innovation. That's really where top
management has to be.

Talk about the nuts and bolts of repo-
sitioning for a small firm that doesn't
advertise.

The strategy of a small firm against
bigger players is specialization. You
have to specialize in one area and build
yourself around that specialization
because people will think you're pretty
good since that's all you do. Small guys
have to play specialization. Big guys
can try to be everything to everybody.

BY CHUCK BOWEN

The crowd in the middle gets really
squeezed.

If you've missed the opportunity to
move forward and are positioned
poorly, what do you do?

Go for another job. You've got to sort
it out and say, ‘Where do I go next?'
This is the GM problem: Where do
we go next? We've missed a lot of
timing. The problem is when you hit
that situation, chances are you don't
have a lot of money, chances are you're
broke, and now the law of resources
kicks in, so that's a tough spot to be
in. Branding is a slow process; it takes
time and money.

How long does it typically take for a
repositioning strategy to get traction?
It took Lotus about four years, a lot
of PR and a lot of effort. It’s almost a
direct equation of money — how much
money you pour into it. If you spend
a lot of money, you can do it quicker.
If you spend less money, it’s going to
take a little bit of time. And it just takes
some consistency.

In these tough times, when so much is
uncertain, is it better to take a wait-
and-see attitude, or get busy reposi-
tioning?

I would get repositioning if | could.
The bad news is it's ugly out there.
The good news is there’s not a lot of
noise out there. A lot of your competi-
tors are frozen in place, so what you
have is running room now. You have
a chance to get out there if you have
the resources to get out there, and you
don't have a lot of people saying the
same thing and jumping all over the
place. In other words, there's a certain
silence you can take advantage of. So
I would much rather use this time
to figure out what to do and do it as
soon as I can while the noise level is
down and your competition isn’t do-
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ing very much. Silence is golden in this
particular case.

Is there an example of effective position-
ing where you're not directly taking on
a negative, but affirming a positive for
a category that moves a brand, where

you're not repositioning against the
competition?

Yeah, sure, but you're more in the
positioning game when you're taking
advantage of an attribute. When I talk
about repositioning, normally, you see
two issues: You're either hanging a

Tap into a $250 million market of customers inferested in the value decorative

water features add fo their homes. From tranquil ponds o bubbling springs to

cascoding waterfolls, water features not only turm a backyard into an oasis, they

also add volue and appeal to a home. And at the heart of thousands of decorofive

home water features are Firestone PondGard™ Rubber Liners. Combining flexibility

and ease of installation with lasting durability, PondGard liners are the perfect

choice for your customers who want to odd enjoyment and value o their home

Firestone
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negative on your competition or you are
adjusting perceptions about yourself in
a changing marketplace.

If you're Pepsi Cola going against Coke,
and using ‘The New Generation’...

The problem with Pepsi and Coke is, es-
sentially, they've never been consistent.
Coke has one, powerful, simple idea,
which they dropped years ago: ‘The
Real Thing." They never should have
changed that.

And Pepsi had a very good idea: ‘The
Choice of the New Generation.' So you
had: This is the youthful drink, and this
is the real thing. Those are the underly-
ing strategies those colas should stay
with and never change. Now they're in
slogan land ~ these meaningless, silly
slogans. Meanwhile, the category is go-
ing down; people are drinking less cola.
And then Pepsi changes its logo. What
the hell for? That's ridiculous. And it’s
achange you can hardly even notice. In
fact, they made it worse. They're just
Hloundering. They haven't got a strategy.
Coke should go back to “The Real Thing’
and reintroduce that.

How far should a company go with cus-
tomer segmentation? What's a good
rule of thumb?

[ think segmentation gets a little nutty,
to be honest with you. It adds levels
of complexity when you start getting
into the segmentation game. You have
a product, and you have a market. If
you're starting to say that market breaks
up into five segments, all right, well,
which ones are you going to go through?
Which ones does your strategy work
for? If you're after a segment that is
quality-oriented, whatever it is, rarely
can you say, ‘I'm going to have the same
idea working in five different groups.’
It gets very complicated.

Does our positioning role change now
that so much of the conversation is hap-
pening user to user online?

Online stuff? Look. Online stuff is a
tool. It's a new tool. It's a new medium
reaching your marketplace. Don't get
nutty about this online stuff; I mean,


http://www.firesHjnesp.com/ll2

it's a tool. About 10 percent of the
marketing dollars in America go online.
Ninety percent go to traditional means,
All you've got to say is, ‘How do I use
the new tool?'

To be honest with you, it’s really still a
work in progress. A lot of companies are
still groping around. You should take
your positioning strategy — the same
ideas you develop for other traditional
media — and put it online.

You've got to approach a Web site
like you approach an ad: “What's my
position and what's my strategy?’ Is it
visible? How do I handle it?’

Is it possible to overdo repositioning? If
so, where do you draw the line?

With repositioning, chances are you do
it once. You have to sort of evolve in a
way. And evolution is a slow process.
You don’t do a lot of it.

Has anyone done a better job of continu-
ously repositioning than McDonald's?
Yes. I don't like McDonald's, to be hon-
est with you. They're successful because
they're inexpensive. Look, ‘I'm lovin' it'
is not a good idea. Essentially, McDon-
ald’s strategy should be, “The World’s
Favorite Place to Eat.’

I'd say BMW with ‘The Ultimate
Driving Machine for Almost 25 years’
is hanging in there with that basic
concept. | would not give McDonald's
high marks; I would give BMW very
high marks.

How do you combat a fear of position-
ing when a be-all-things—~to-all-people
strategy seems safer?

You've got to point out companies like
AIG. I mean, here’s an everything-for-
everybody insurance company. Years
ago, | was working with them, and |
said you should be America’s answer
to Lloyd’s of London, because that's
the kind of insurance they were doing
way back when. No, they wanted to be
everything. They wanted to do indem-
nity, they wanted to do property, and
the next thing you know they're doing
the kind of weird stuff that took them
over the cliff.

So, in a way, your best strategy is
to simply point out that not too many
companies find happiness trying to be
everything to everybody. How can you
own an idea in the mind? You can’t own
everything in the mind. Everything to
everybody means you're sort of nothing

Explaining the benefits of
water smart prooducts to a homeowner can be tough.
Horizon makes it easy with BizPro online training.

or visit HorizonOnline.com

the edge you need

in the mind. That's the problem. L.

The author Is associale editor ol Lawn & Land-
scape. He can be reached at cbhowen@gie.net
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Asunemploymant rlses landscape
BT ~tonfractors are reeling in more
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- catch, When unemployment increases
~in other .industries, trolling for new
~ --huesgetsa"whole lot easier.
As the longest recession since World
War-llconummm take its toll on the
U.S., manyin the landscape industry are
-~ actually benefiting from the increased
v IRYOﬁS mﬁnks to a larger labor pool.
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- Tom Cranﬂi.j‘resndent ofVGra'ndy &
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Associates, a business training firm in

- Owensboro, Ky.

~Infact, employers in many industries,

* including landscaping, are being inun-

dated with candidates who are desper-
ately seeking work, says Jean Seawright,

-a certified management consultant and

owner of Seawright & Associates in
~ Winter Park, Fla. Accordmg toa Lawn &
Landscape survey, 49 percent of contrac-
tors say unemployment has increased
their job applicants for hourly/seasonal
I positions. L
Yet it’s not all smooth sailing - the
allenges that come along with that
nerease in applicants leave many
landscape professionals green at the
gills. “With a significant increase in the
number of candidates, the challenge be-
comes how to effectively and efficiently

- contractors (30 percent) answering the

- survey say this hasn't meant higher qual-

itymoﬂgrsdther.

7 MWEFISH IN THE SEA. The unemploy-
ment rate climbed to 8.9 percent in

April (the highest since 1983) even as
the pace of layoffs slowed (539,000
workers lost their jobs that month). That
leaves a lot more people fighting for the
few jobs that are available.

“A year ago, it was just about impos-
sible to find good help or help atall,” w

the volume of resumes and ap-
3 ph%anons, Seawright says. And many

BY JULIE COLLINS

mﬁ g
in and we're not even adye@hg-" .'.'
Blanchford hired v-workers
this year, and the rest ofhis crew:(he
17 full-time employees) reqmml from
last season. Most new hires had experi-
ence - some quite a lot. “I haveone new -
hire who has 10 years of experience,”
Blanchford says. “He's probably being =
underutilized by us right now, butw‘re;g“
thinking this is an opportt
forthe future, so he will p obably
into a bigger position wnth us ln time.”

‘

was. \undeiwgyz,.hingg“

for some

says Ryan Iaym oW
Lawn Care, a landscap
company in Fenton, Mo.

Many of Jaycox’s applicants are from
other landscape companies in the St.
Louis area — they aren'st‘ysgéttmgv the
number of hours they used to when the
economy was good. Qthers have been
laid off from one of the largest Chrysler

~plants in the area, which recently shut

down. Some of those former Chrysler
employees are trying to start their own
compariies; many othersare attempting
to work for companies like Jaycox's: -
“lt s tough We ve brought guys on:' 5
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them on the mowing side, because our
goal isn't just to help our company, it’s
to help the city we're in,” Jaycox says.
“Even if they don't have the experience,
we'll bring them in and get them trained
so they can make money again.”

Jaycox’s hiring practices aren’t solely
for the benefit of the unemployed,
however. He needs the help. Despite the
choppy economy in the St. Louis area,
business is booming for Integrity Lawn
Care. “We haven't felt the crunch in any
way. People are still spending money
and they want a company that has a
good track record and does good work,”
Jaycox says. In fact, Integrity Lawn Care
is on track to double what the company
made last year — around $1 million.

With that boom in business, Jaycox
is renting equipment from other com-
panies and even hiring their crews to
supplement the work of his 15-employee
staff. Often, those workers who assist
Integrity Lawn Care are so impressed
with how the company is run that they
ask about jobs. “They see how we work
and how many jobs we have and [ guess
it attracts them. They want to be a part
of what we're doing,” Jaycox says.

_NOW IS THE TIME TO GROW YOUR BUSINESS...

OWN A HIGH PROFILE LANDSCAPE
MAINTENANCE FRANCHISE...

TOLL FREE: 866 781 4875 EMAIL: franchise@uslawns.net

LOCAL: 407 246 1630
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STILL NOT SMOOTH SAILING. Despite the
influx of applicants, business owners
face considerable challenges when it
comes to hiring. One of the biggest
problems: a shortage of qualified help.
“Alot of people think they can just jump
into our industry because there are low
barriers,” Blanchford says. “But as long
as there are people in the pool who know
something, we probably aren’t going to
spend any time talking to the people
who don’t.”

Sometimes, however, it’s hard to
determine who has the experience and
who doesn’t. Rob Schmidt owns Bob's
Lawn Care, a small, mostly residential
mowing and trimming service in Forest
Hill, Md. This spring, he spent three
weeks trying to find a new hire. In the
process, Schmidt worked with a num-
ber of local organizations, including
a small business development center,

and posted the job opening on the state
labor department workforce exchange
Web site and Craigslist.

Out of 40 possible candidates — a
considerably higher response rate than
in past years — Schmidt interviewed
about 20 people. At times, the process of
hiring the two employees he ultimately
selected was a painful one.

“I had a lot of wasted time dealing
with people who were getting unem-
ployment benefits and didn’t really want
towork,” Schmidt says. One laid out her
demands (she needed 40 hours of work
a week at $13 an hour or she wouldn't
consider an interview ). Another wasted
five hours of time in training before tell-
ing Schmidt he didn’t want the job.

“A lot of job applicants play games
when you first talk to them,” he says.
“They say they know how to do some-
thing and want to work, but then they

don’t show up or return messages.”

Finally, Schmidt started asking people
if they were on unemployment during
interviews. I was tired of wasting time,
so | started asking what they would need
to consider taking the job. I was frank
with them so I could screen the ones
who weren't serious.

“I had a bigger pool of candidates
because of higher unemployment, but
I needed them,” he adds. “In the past, |
didn’t do a good enough job screening
applicants. This year, | was determined
not to have the same luck.”

ALOWERQUOTA. Many landscape compa-
nies have fewer positions to fill this year
because business is slow. This presents
another challenge: “It’sa whole different
caliber of people looking for seasonal
work compared to those looking for

year-round work,” Blanchford says.




In addition, some companies have
fewer openings because so many em
ployees from last year are sticking
around - even with reduced hours and
wages, they know better than to give up
a steady gig. “Motivation is not really
a problem right now because most of
the people we have get that if they're
not motivated and producing, there’s
somebody behind them who will,”
Blanchford says.

Blanchford’s design/build work has
slowed, so he was forced to cut back
hours for his full-time designer. Rather
than leaving altogether, the designer
was willing to stick around on an as
needed basis. Other employees who
have dropped from salaried to hourly
positions are staying on, too — a boon
for Blanchford’s business, because he
doesn’t have to start from scratch with
new hires. “I think there’s more of that

than the employment numbers tell you

1 lot of people employed hut not fully
employed anymore,” he says

Schmidt agrees. “There are more
!n'u]\lc‘\\'uu ll and are willing to accept

work full

time but they're willing to take anything

part-time work. They want t¢
they can get

REELING IN THE KEEPERS. Fven when
]-HJ('\A \(I):- lr'vnh-\\luu.gls m ke the H}Jhr
they'll

hires, there isn't any guarantes

Iw .|1rl<' 1o L\'l't'l‘ u-ml)lu\m“ "ulllui
Nineteen percent of business owners
surveyed worry that once the economy
improves and more jobs become avail
able, employees will jump ship

Right now in the landscape indus
try, if you're looking for someone to
dig a hole, you'll get a better quality
individual, but they won't stay with you
tor very long.” Grandy says. 'Tn reality,
they're going to take the job and then

start l«)ukm;{ I‘nr \H!vu'lhm_u else

Keeping quality employees in the
green industry will be easier if com
panies pay more and charge more,
says Kim Parker, owner of Kim Parker
Plants, an interior ph'rt\( aping com
pany in Milpitas, Calif. “We have yet to
elevate our image from ‘gardeners’ to
‘technicians,” where better money can
be charged and expected. What we do
is detailed, difficult, dirty, hard work,
and the people willing to do this work
should be well-paid.”

Previously, when unemployment was
about 2 percent in Bozeman, Blanchford
says finding qualified labor was hard,
so he overpaid people. But now unem-
ployment is closer to 5 percent, so he
estimates t'nll'}'v]l‘\\‘| labor has (ll'nm)(-(l
from about $12 to $10 an hour.

Yet wages — and whether they de-
crease or-increase in this economy
- vary depending on where firms are
located. “You have to pay more if you're
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going to retain decent people,” Schmidt
says. “Since I started, I've raised what I'm
willing to pay because at the lower end |
wasn't getting any applicants. I've gone
from starting at $9 to starting at $10.50.
[ just raised one guy to $12."”

Jaycox pays well, too — and attributes
that, in part, to his success. Right now,
his entry-level mowers are generally paid
$12 an hour. Head foremen make $30
an hour, plus commission as part of the
company's sales team. “Everybody else is
in between,” he says. “A lot of companies
think I'm crazy when I tell them how
much we’re paying, but the employees
love it, and it keeps them here.”

Although Grandy cautions retention
may be tricky, he acknowledges, “You
might find some who want to stay in this
industry and move up the ladder and fill
management positions later on.”

Jaycox hired some laborers who have
held management positions in the past,
but they didn’t quite have the experience
to make it as foremen. Still, they're will-
ing to work because they get paid for at
least 40 hours a week.

“Last year our biggest challenge was a
lack of qualified applicants. This year, to
be honest, we don’t really have any labor
challenges,” he adds.

Jaycox acknowledges the industry is
in a recession — and he doesn’t think it’s
going to come out soon. “But in a way
it's good because it’s going to weed out
the good companies from the bad. Com-
panies that strive for customer service,
take care of employees and are doing
things in the community will excel. The
companies that don’t will suffer.”

“Ultimately, in the next 12 to 24
months we'll see less competition,”
Blanchford predicts. “The question for
me is where does the pool of available
work go? Is it going to grow so there’s
more work for fewer companies or is it
going to stay smaller and the adjustment
is getting to the right size for the market
again? That's what I don’t know.” (L

The author is a freelancer based in Lincoin, I

Fishing for quality labor? Read .‘.2
our tips at www.lawnandlandscape.com.
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In a competitive business“em‘ﬂr&\ment, youcan't afford an
insurance company that doesn’t understand your business.
Hortica has over 120 years experience in the horticultural
industry. We provide specialized insurance solutions and
loss control strategies that other companies don’t deliver.

To learn how Hortica can help protect your business INSURANCE & EMPLOYEE BENEFITS
visit www.hortica-insurance.com or call 800-851-7740. To guide and provide
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Made for Hire- £

We talk to three green industry employers who share hiring mistakes that
helped them define some of the HR best practices they use today.

Hiring is like speed dating, like mar-
riage after the first date. Think
about it. You meet a desirable candidate.
You speak to that person for a short time
over the phone, then you invite this
individual to interview knowing little
more than vital stats: age (maybe), ad-
dress, phone number, education, career
history.

Yet you are prepared to invest in this
person for the long-term, even if your
“history” together goes no deeper than
a couple of meetings before you invite
the person to join the company. “Candi-
dates come in for an interview, you size
each other up and make a serious com
mitment,” says Doug Freer, president,
Lawn Lad, Cleveland Heights, Ohio.

Then, like a personal relationship,
you learn how to work with this em-
ployee and, hopefully, you stick together
through the good times and bad.

The anchor that makes this seemingly
frivolous engagement to employees

work out in the end is strong core val-

10 JULY2009  www lavwnandia

ues, Freer says. His are entrepreneurial
spirit and ecstatic customers. He seeks
to hire candidates who are motivated
self-starters, people with a positive at
titude who display an ability to cater to
the company’s loyal client base.
Because the fact is, you can teach
Clll})l()}«‘('\ lm\\' to run your Uilli[)ln('lll.
but just like any relationship, you better
love what you can't change.
“After we hire someone, we are
mistaken if we think we are going to
change their personalities,” says Wayne
Volz, president, Profits Unlimited and
Wayne s Lawn Care in Louisville, Ky.
“The rcality is that all the time you
invest iraining that person could be
wasted
Volz isi 1 suggesting that you hire
clones of yourself, But recognize your
goals as a company and what charac-
teristics are l'('qllll‘t‘d of l'lll[)lll\'('('\ to
succeed 1 your prganization
And with that, give employees who

meet cxpectations reason beyond a

paycheck to continue working for you.

“It’s not always pay that keeps people
around,” Volz reminds. Benefits, qual-
ity equipment, opportunities to excel,
a career path — show people value that
money can't buy,

And to be sure you can afford those
employees you hire, truly understand
your cost of doing business and the real
expense associated with bringing on a
new employee, Volz says. A $10-per
hour worker may cost you $14 per hour.
Figure the cost of uniforms, benefits,
state and federal unemployment, train
ing, etc.

Finally, take your time when hiring.
“We generally hire fast and fire slow, but
we need to do the opposite,” Volz says.

This month, Lawn & Landscape talks
to three ldnd\(dpc contractors who
operate companies in different revenue
categories, Here, they share hiring mis
takes and lessons learned. !
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MORE profit resulting from the most efficient Q
use of labor and resources ==

The growth-regulating power of Cutless Granular helps your business contribute to sustainability by reducing fuel use
and emissions, landscape clippings sent to landfills and plant water consumption—all while improving plant health. And for a

greener bottom line, Cutless Granular has been proven to save over 50% of the labor

costs associated with trimming hedges, shrubs and groundcovers. With Cutless Granular,
it's easy to be green just about any way you look at it.

Calculate the potential profit improvement
for your business with our Cost Savings Calculator
at www.CutlessGranular.com

SePRO Corporation Carmel, IN 46032

“Tradesmark of SePRO Corporation. Alwarys read and follow labet directions.
Koep
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L SMALL ~.LESS THAN $500,000
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MS}&H‘! was ready,to s
‘Sl 'n ﬁrstempbyeefor”
S0 hisila Mowing /-
{ \h', & More, b u-’bb(e:{;r hapging
v sig the s -hool lunchroorh DL
& ?E;:lﬁng : ends. “T went tp al 4
¥ “prisate school ‘where most of the
g k 3 ..;. " dsprobablywefeﬁt interestedin
' « doihg manual labor,” he says.
*Yvp "_ [ Stern; howew.r knew hie wanted
“--.f 7 develop a cafeern the industry
 ftom the timé h’ebeg.in mowing
_Aawns when be was 12 years old. "
/2 Buthe i}\eeded lklp ' y
, Anticipating sprmg and more
work than he could han(lk JStern
was in the market for a full- -time
employee he could trust to man-
age 100 percentof the field work.
By this time, he was in ninth .
grade and sales were growing in A
$60,000 to $80,000 increments ¥
cach year,

University.of Maryland jurior Chad Stérn relfés on fﬁb
for 100 percent ofthe productian of fls campany Mowifig & More
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b RARE PINDS. Belgard announces the newest additions to its groundbreaking

P coliection, each a perfect specimen of the timeless style and lasting durability your clients demand —

Mfrom the classic, hand-laid look of Old World to the flagstone-inspired styling of Mega-Arbel. Backed
" by over two decades of research and innovation, featured in upscale consumer magazines and proudly o
dlsplayed in residences across the nation, Belgards' rock-solid reputation keeps the customer inquiries www.belgardspring.com
| COMING your way.

—HARDSCAPES—

weover addidional finderigs today. CALL 1-877-BELGARD OR VISIT BELGARDSPRING.COM FOR A FREE 2009 CAT
7 ¥
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" THE TIME HAS COME...
THE ULTIMATE REDEFINING TOOL IS HERE!
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‘ REDEFINES EXISTING BEDS UP 10 60 PER MINUTE!

' i MODEL RAS0
» Light weight - 95 Ibs. : : gy NEW' "RE\[DEFINER

—
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+ Very maneuverable, for A it ) BROWN
2 " PRODUCTS, IMC
Sy

re-edging tree rings and ; ‘ 4
fancy bed designs ¥ oot W G . - ( CONTACT:
+ 5.5 hp Honda GX160 CYSS ) Brown Products, Inc.

. : ' 800-897-3726
* Low maintenance @ ‘@ www.brownproducts.com

« Cutting depths of 2" 3" or 4" . lee@brownproducts.com
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Then, in the winter of 2003, a roof-
ing contractor at his pm’ent's house was
braving frigid temperatures to finish the
job. Stern took note. “It was January and
about 15 degrees, and I thought the fact
that he was out there working was a re-
flection of his work ethic,” Stern says.

Stern asked the roofer if he had rela-
tives looking for work. Stern also called
a couple of business owners featured in
Lawn & Landscape to ask their advice
on hiring. He was prepared to manage
payroll when he brought on the roofer’s
brother.

Today, Stern has six employees and is
a junior at the University of Maryland.
His shop is close to campus, but he still
relies on employees for 100 percent of
production. And he still recruits work-
ers by keeping jobs “in the family” of
those who are already employed by
Mowing & More.

“I feel like there is better retention
when new employees are working with
people they already know instead of
with complete strangers,” says Stern,
adding that hiring family of employees
also lessens the burden of training.
“It’s up to the field employees to make
the new workers feel comfortable and
welcome,"” he says.

Because Stern spends all day in

4

Mowing & More

Principal: Chad Stern '
Location: Chevy Chase, Md.
Established: 2002

2008 Revenue: $390,000

Customers/Services:
residential; landscape
management

Employees: 6 full-time ‘

Hiring philosophy: Stern says '
the best way to find employees |
who will deliver on their word to
provide quality work is to “shop”
for model employees and ask if i
their relatives need work

standing there,” he says.

The one lesson Stern learned the
hard way was to sell enough work to
support each hiring decision. He re-
cruited an employee who lasted two
weeks the summer of 2002. “I realized
I didn’t have enough work to give him,”
he says.

Now Stern knows his numbers.
Each employee can handle $60,000 to

“I have always depended on my employees to
be honest and responsible because | can't
be standing there.” - cHAD STERN

class, trust is a huge hiring factor. He
dispatches his three two-man crews in
the morning and checks in with them
late afternoon to be sure the day's pro-
duction tasks are handled. “I focus on
doing sales estimates, quality control
and equipment maintenance,” Stern
says. His employees are “enthusiastic
to show up,” he adds. Attendance and
quality are not a problem.

But Stern also knows he can’t mi-
cromanage his workers. “1 have always
depended on my employees to be hon-
est and responsible because I can’t be

$80,000 in revenue. Figuring steady
growth — last year the business was up
19 percent — Stern aims to hire one new
person each year.

Those hard-working employees stick
around because Stern returns the favor.
“I work as hard for my employees as
they do for me,” he says, relating that
he may help them by fixing a piece of
equipment. “I personally help them out
and I know they appreciate that and it
means a lot to them.” (L
The author

lage. Ohio

is a freelance writer based in Bay Vil
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Brush Cutter
By BROWN

Model BC 2613HER

Quadro-cut
Brush Cutting
Blade Assembly

Cut Area

Note Mulched
Materials

* Model BC 2613HER

+ Electric & Recoil Start

+ 26" Wide Cut

* Self Propelled

* Hydrostatic Trans Axle

+ [Easy Maintenance Access
* Mulches Cut Material

1l
!

CONTACT:

Brown Products, Inc.
800-897-3726
www.brownproducts.com
lee@brownproducts.com
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Hiring mistakes

TradingUp

Lawn ad attracts higher caliber workers byidrug testing applicants

ahd.providing them with a 100-page manual uponhiring.

-
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Ahvr a highly qualified employee
with six months tenure at Lawn
Lad stole the company’s brand-new
four-wheel-drive plow truck (it was
M.IL.A. for several days before it mys-
teriously reappeared), Doug Freer,
president, decided to start drug testing
applicants.

“I recovered my truck and the busi-
ness went on,” Freer says, noting
that the worker’s drug, alcohol and
gambling issues flew under the radar.

16 JULY 2009

“After we instituted a pre-employment
drug screening policy and advertised
that, our pool of applicants changed
dramatically.”

Essentially, Freer “traded up.” He
knew of people who wouldn’t apply to
work for Lawn Lad because they would
not pass the drug test.

Meanwhile, setting a higher bar
required a greater commitment from
Freer in terms of the way he ran his

business. His 40-page employee manual

with job descriptions has evolved into a
100-plus page document that includes
horticultural study materials and details
the company's financial practices.
Also, Freer markets his business as a
professional firm, and having a certified
landscape technician (CLT) on staft
attracts other serious candidates. He
moved out of his home office and into
a building three years ago, and he uti-
lizes his Web site to filter applications
because he notices that better qualified
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ALOFT Insecticide p&ides total insect control, guaranteed.

Simply apply once early for season long control of all major turfgrass insects, surface feeding pests and " l 0 t

white grubs. It has two kinds of powerful activity to provide residual, systemic control and fast knockdown.

Plus, we're so confident in the proven effectiveness of ALOFT, we're backing it with our Unsurpassed

Performance Guarantee. To learn more, call 866-761-9397 or visit arystalifescience.us/aloftguarantee. Total Control. Guaranteed. ™
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Lawn Lad job candidates apply via
the company’'s Web site and then are
screened by the office manager

Lawn Lad

Principal: Douglas Freer,
president

Location: Cleveland Heights,
Ohio

Established: 1991
2008 Revenue: $1 million

Customers/Services: 95%
residential, 5% commercial
(landscape maintenance and
installation); 5% residential, 95%
commercial (snow removal via
Blue Moose Snow)

Employees: 15

Hiring philosophy: Hire
selectively and focus on
appearance, attitude, demeanor
and personal characteristics
People skills are the most
important

JULY2009 www. lawnandlandscape com

individuals tend to search for jobs

on the Internet and apply elec-
tronically.

“Hire for where you want to
be,” Freer advises. “There’s more
to hiring someone than getting
work done. What you are really
doing is making a commitment
to grow your business, so you
need to look at the process more
strategically than hiring to fill your
needs now.”

Process is the operative word.
Freer advocates creating job de-
scriptions so hiring decisions are
targeted. He allows leeway for
“new positions” because he knows
these job roles will evolve.

“I learned that the first person
in that position will fail because
they are a guinea pig,” he says.
“I try to address that fact during
the interview by saying, ‘This is
a new position. Are you flexible
and willing to work with me as we
evolve here?"

Also, employers must be pre-
pared to make payroll. Under-
the-table pay does not attract
committed workers. Regarding

pay, Freer has always paid on
time — but he has learned to never
pay early, even if a hard-working
employee needs help. “Early on, 1
would get pressured to give loans -
little advances,” Freer says. “That
was frustrating because it created
an atmosphere where you play
favorites. And if you establish a
precedent that you are willing give
loans, then employees will think,
T'll just go to the boss early and ask
him for money.”

Freer always, always pays on
time. “You make a commitment
whether that money comes out of
your own pocket or you have to get
a loan from the bank to balance
your cash flow,” he says.

Commitment is a word that
Freer uses liberally in hiring dis-
cussions.

Taking his company’s pledge
to hire quality employees to the
next level, he has implemented
a three-step application process.
Candidates apply through the
Lawn Lad Web site after learning
more about the business. They
are screened by Freer’s office
manager, who notifies applicants
of their status. Those who move
on answer a questionnaire. From
there, Freer's manager can decide
which applicants to interview via
phone. Finally, candidates are
invited for an in-person interview.
Out of 90 applicants this spring, 12
were interviewed over the phone
and two were hired.

But Freer is adamant about
maintaining his hiring standards.
No matter what. “Hire slowly and
fire quickly,” he says, reciting an
HR mantra he appreciates. ‘L

The author is a freelance writar based in Bd\f
Village, Ohio
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At Elite Landscaping, hiring is based
on attitude and aptitude,
And to maintain a tight labor force,
there's no room for mistakes.

avid Katz got his MBA the winter of

1990 - not the business degree, but
a harsh lesson learned when he spent
$150,000 to retain a band of bright-eyed
college graduates until spring. He paid for
health insurance, holidays, sick time and
personal days. “1 invested a great deal of
money to keep the staff on when we had
a brutal winter.” relates Katg, president,
Elite Landscaping, Wappingers Falls,
N.Y,

David Katz runs

atight labor faree

gnd hires beyond skill

a8 good attitude reigns
over 20.years of industgy
experience, in His opinion

50 JULY 2008  www lawnbndiaftscape com
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Location: Wappingers Falls,

N.Y.

Established: 1985
2008 Revenues: almost $3

million

Customers/Services: full-
service design/build, including
in-house pool installation and

irrigation

Employees: 8

Hiring philosophy: Hire on
attitude. And expect the process
to take time.

JULY 2009

Elite Landscaping
Principal: David Katz, president

“That really was not something we
could afford,” he remarks.

He assigned these talented, young
landscape design graduates to tasks
such as fixing equipment and organiz-
ing the new facility. Meanwhile, Katz
was financing a fast-growing firm,
investing in machines, phone systems,
computers — the works.

Katz never missed payroll. But by
the end of winter, his savings cushion
was long gone and it would be 10 years
before he recouped from the labor
expense.

Today, Katz has eight full-time
employees, and he admits to being a
micro-manager. “Not because I don't
trust people, but because I know how
quickly things on a job site can go
astray,” he explains.

Elite Landscaping is a boutique firm
that rarely relies on subcontractors. In
fact, Katz is one of 225 professionals
in the country certified by the Asso-
ciation of Pool and Spa Professionals.
“I'm everywhere, on every job we do,
and we may be doing one to five jobs
each day,” he says.

At one point, Katz employed 38

long an employee has worked in the
industry prior to joining Elite Land-
scaping, pay is based on results - not
a fancy resume.

The tricky part about hiring for atti-
tude, though, is ensuring enthusiastic
employees are just as energetic about
hitting performance goals as they are
about introducing new ideas to the
company. Because once the “sugar
rush” is over, and it's time to imple-
ment those big ideas dreamed up with
such gusto, some employees will start
looking for another company where
they can “honeymoon.”

“I try to offer people opportunities
in training, experiences and exposure
to different projects to keep them
motivated,” Katz says. “But you need
to reign that back in and hold them
accountable because you have a spe-
cific agenda to accomplish.”

Planning is more fun than pro-
cedure. Katz wants employees who
appreciate both and stick with the
company.

He learned this the hard way, after
the first round of college graduates he

hired used his company as a launch

“I try to offer people opportunities in training, experiences and
exposure to different projects to keep them motivated.
But you need to ... hold them accountable because you

have a specific agenda to accomplish.” - DAVID KATZ

www. lawnandiandscape.com

workers in season. That roster has
diminished drastically, a “correction”
similar to the one the U.S. economy
is facing.

Katz maintains a tight labor force,
and he hires based on attitude and
aptitude — not just skill. He references
the book Fire Up Your Employees and
Smoke Your Competition by Jay Forte.
“Everyone has a forte, so to speak -
their natural gifts,” Katz relates. “That
is what you need to find.”

To Katz, a great attitude is worth
20 years of experience. To that end,
he compensates employees based on
performance, so regardless of how

pad to their next green industry gig.
Today, Katz screens candidates
with technical and philosophical in-
terview questions: List as many parts
in an irrigation sprinkler system that you
know. What was your worst job position
and why? What was the best job you had
and why? What was the longest work
week you ever had? Explain that in total
hours. If you could create an ideal posi-
tion, what would that be and why?
“Expect the process to take time,”
Katz says, adding “years in business
teach you skepticism and caution.”

The author is a freelance writer based in Bay
Village, Ohio
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STRATEGIES / What's your niche?

The White Glove Treatment

Working with dirt doesn't mean a company has to leave the place dirty. A Minnesota
landscape firm touts the value — and resulting revenue — of maintaining tidy job sites.

BY LINDSEY GETZ

hen Southview Design, a Twin

Cities-based design/build land-
scape firm, surveyed its customers in
2006 about what they valued most from
the company, cost and work quality
weren't what they touted. Instead, they
listed job site cleanliness highest on the
priority list.

“That was eye opening for us,” says
Chris Clifton, president of the company,
which does around $7 million per year
in revenue. “Cleanliness ranked as their
No. 1 concern. So we took that informa-
tion and started training our crews with
a new emphasis on keeping the job site
clean.” '

This focus on maintaining a tidy
job site eventually led the company to
develop a new initiative. In 2007, they
implemented the White Glove Promise,
a written promise stating that South-
view Design landscape crews would
respect each client’s home by throwing
away trash, picking up tools and sweep-
ing walkways and sidewalks after each
job. When the company starts working
with a new client, on the first day at the
site they hang a
clear plastic bag
on the front door
with a copy of
this promise en-
closed. Attached
to the promise
card is an actu-
al white glove,
which drives
home the point that the company in-
tends to treat that client with care.

“Our crews pick up any trash they've

Chris Clifton

54 JULY 2009 www. lawnandlandscape.com

THE WHITE GLOVE FROMIRE

created and sweep the
sites daily,” explains
Clifton. “And they
stack any materials that
they're leaving behind
in a manner that's neat
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and tidy. We've even
been known to sweep
out clients' garages
while we're at it — with-
out being asked. Hom-
eowners are always very
pleasantly surprised to
find out we took that
extra effort.”

Though many com-
panies might do regular
cleanup, by going above
and beyond and making it a written
promise, Southview Design is setting
itself apart from the competition, while
keeping clients happy. “Making that
promise shows we're really committed
to a clean job site and that we know
it's an important part of what we do,”
Clifton says.

Since implementing the program,
the company has reaped some benefits
of its own, including an improvement
in performance. “We've found that a
less cluttered job site is also a more
productive job site,” Clifton says. “And
we also lose fewer tools. So there’s no
doubt the time invested into keeping
the job site clean pays for itself through
both increased productivity and better
control of tools and materials.”

There's no question it's also had a
beneficial impact on the company’s
revenue, Clifton adds. “This extra ef-

PR P e |

fort has not only gotten a positive re-
sponse from our clients, but from their
neighbors, too,” he explains, “and that's
gotten us leads.”

Clients who appreciate the White
Glove Promise the most tend to be pet
owners, whose dogs would otherwise be
tracking dirt and materials inside. But
every homeowner is happy to see a tidy
yard, especially in the midst of a major
project. Clifton says the White Glove
Promise has given the company a new
perspective: “We're a business that deals
with dirt,” he says, “but that doesn't
mean it has to be dirty.” (LJ

The author is a freelance writer based in Royers-
ford, Pa
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JIM HUSTON

runs J.R. Huston
Consulting,
specializing in green
industry consulting.
Reach him at
800-451-5588,
huston@gie.net or
via www.jrhuston.
biz. To purchase
his book, visit www.
lawnandlandscape.
corm/store.
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HUSTON, We Have A Problem

The Paralysis of Analysis

primary objective of a chief

executive is to ensure every-
one in the organization has clearly
defined goals that are simple and
measurable. Goals must be both
quantifiable and timeable. Too of-
ten, field and office staff meander
through their daily routines with-
out an end-game strategy. This can
be disastrous financially as shown
by the following scenario.

THE SCENARIO. Recently, an ir-
rigation service contractor com-
plained to me that her monthly
revenue from her four full-time
service technicians seemed low.
Her company worked year-round.
The most they had ever billed in
one month was $44,000 (includ-
ing parts). Maximum annual sales
were about $450,000. She told
me her hourly rate was $65 per
man-hour, and technicians would
normally make a minimum of four
service calls per day. She added
billing $700 to $800 per day was
not uncommon. | knew immedi-
ately something was seriously out
of balance.

In this company, the average
technician is paid $19 per hour for
a40-hour week year-round. Total
payroll hours per year, minus
some holiday and vacation time,
were roughly 2,000 man-hours.
Adding a 10 percent risk factor, a
30-percent labor burden, general
and administrative overhead at
$14 per man-hour, a van at $8 per
hour and a desired 20 percent net
profit margin, this technician has
to bill just less than $500 ($492)
per day. Repair parts would be
billed in addition to this amount.
The portal-to-portal rate calcu-
lates to $61.46 per man-hour

($492 divided by 8 man-hours).
For easy math, let’s round up the
hourly rate to $65 and the daily
billable amount to $500.

ANALYSIS. This contractor’s hourly
rate is fine (if it is presented to the
customer properly). Technicians
should bill $11,000 per month (22
days at $500 per day) for labor,
plus roughly $150 per day (retail)
for parts or approximately $3,300
per month. Total monthly revenue
per technician should be a little
more than $14,000. This equates

monitor her daily revenue gener-
ated from each technician because
she is under-billing between $100
to $200 per day per technician. It
is quite possible technicians are
doing side-jobs on her time.

CONCLUSION. Pushed by the pres-
sures of running a business in
today’s economy, too many con-
tractors can get wrapped up
in minutia. They monitor the
wrong things and/or suffer from
paralysis of analysis. Worse yet,
they monitor nothing at all. To

“Too many contractors get wrapped up in
minutia. They monitor the wrong things
.. worse yet, they monitor nothing at all.
Keep things simple, measurable and time-

able.”

to $168,000 per year. Four full-
time technicians should bill about
$672,000 per year. Somehow,
this contractor is missing an extra
$200,000-plus in annual billings.
That's a lot of money.

RECOMMENDATIONS. First, I'd rec-
ommend this contractor keep the
$65 per man-hour rate. However,
she should charge a minimum trip
charge of $65, which will cover
up to the first 30 minutes on site.
Time past the first 30 minutes
should be billed in 15-minute
increments (or part thereof) at
$16.25. This methodology should
generate a minimum of eight bill-
able hours per day or $520 ($65
times 8 hours).

Second, this contractor should

save yourself stress and time,
keep things simple, measurable
and timable.

Setting daily goals for everyone
in your organization is critical
if you are going to keep your
organization focused. However,
remember you must be focused
on the right things. Doing so can
make your life much simpler and
your bottom line much healthier.
Both are critical in these perilous
economic times. (L

NUMBER CRUNCHER '6’2
Grab your files and

a calculator, then check out a
chart of this company’s numbers
at www.lawnandlandscape.com/
webextras.
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TOOLS of the Trade // Aerators

Twenty Grand and Growing

Contractor hesitantly adds aeration ... and business booms.

Bill Greenwood had no interest in
providing aeration services, but
now it’s the most profitable part of his
two-man lawn care company.

Greenwood, president of Green-
works, Carmel, Ind., says his customers
had been asking for aeration for years
and he simply referred them to other
companies who offered it.

After much indecision, he added aera-
tion services three years ago. “As soon as
[ offered it, I was bombarded,” he says.
“I had no idea it would be so profitable
to the business."”

In the first year, Greenwood saw
$20,000 in aeration sales at his busi-
ness, which includes mowing, fertiliza-
tion and organic lawn care programs.
And it has been growing ever since.

This growth has been a challenge, but
a good one, according to Greenwood.
“It takes a lot more hours because there
are just two of us, but we manage it," he
says. “If it continues to grow like this, |
will have to add a person dedicated to
doing aeration, but so far I've been able
to handle it myself.”

He purchased a piece of fertilizer
equipment from LT Rich and became
aware of their aerator, specifically the
Z Plugger. The zero-turn and ride-on
features of the machine have taken
all the back-breaking labor out of the
equation. “I feared the amount of work
[ would have when I offered aeration,
but I've been able to handle it because
of this machine,” he says.

And since Greenwood already had a

A ride-on aerator can help boost bottom
lines without breaking backs.

solid customer base and didn’t see the
need to advertise the service heavily, his
start-up costs were minimal — just the
new equipment. “It paid for itself in one
season,” he says.

For other contractors who are also
hesitant but thinking of making the leap
into this service, Greenwood offers a
suggestion: “Look for a zero-turn, ride-
on machine. That is the only way to go if
you plan to do lots of aerations.” 'L
The author is a

yased freelancer
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GMC C-5500 DUMP BODY

GMCW-4500 CREWCAB

= AC Automatic, AM/FM (D

= Diesel Engine

= |n-Stock and Ready To Go!

GMC W-3500 DIESEL

ngSup10:$

u New 2007 = 300 HP Duramax Diesel

® AC, Automatic = 12 ft. Hatbed Dump Body

® Jow Package

= Pre-Emmission Engine

000

GMCW-3500 LANDSCAPE

= New 2007

= Power Windows/Locks

® AC Automatic, AWM (D
= FREE Stake Body (limited time)

CALL THE WORLD'S #1
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= New 2008

u AC, Automatic

® 6.0 11r Gas or Diesel Engine

= 16 fi. Landscape Body

TRUCK DEALER FOR ALL YOUR
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Carl Black hos extensive knowledge in reating just the

KGng

w New 2008/2009 = AC Automatic

® 6.0 Ltr Gas/Diesel Engine = 19 ft. Landscape Body

necific needs therefore allowing

s the right truck at the right price.

GMC

BUSINESS
CENTRAL

877.745.4500

www.c LACKKENNESAW.COM
OMCFLEETTRUCKS@BELLSOUTH. NET

LANDSCAPE

TRUCK NEEDS
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Portable Wireless COLOR Back-up
Camera System

1Mount 2.View 3. itch UP

No Spagh;ftti Tubing

Not that we have anything against conventional irrigation
- it just doesn’t work everywhere.

Magnetic Base
When you can’t run drip or micro-irrigation,
your solution is Container Irrigation by Tournesol Siteworks.

Hi-Resolutio
COL Ru\u

Select Normal of
Reverse image

Our reservoir-based inserts will help you

EASY TO USE, maintain your pots and planters with a minimum of effort.
Single Hand
Operation y 3
Patios - Balconies « Roof Gardens » Pool Decks - Terraces
Fully Automatic

DIXEvision
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12-14th & RVDA Expo - Oct 6-9th SITEWORKS

www.swifthitch.com 1.888.809.5183

A better way to irrigate pot

tournesolsiteworks.com 800.542.2282
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YOUR SINGLE SOURCE OF

LANDSCAPE FABRICS & EROSION CONTROL PRODUCTS

DEFINING THE FUTURE

WY Lanoscare FaBRICS & EROSION 'c'oumon. PRODUCTS

/;“W ?4114«66'

" .1 Weed Control - Filter Fabric
P;tlo/nger Underliner
- (,l" #

UCIDBEF{ 1-3, 200_1

JUNTY CON

ANDO, FLORIDA

6398 W. 74TH ST, BEDFORD PARK, IL 60638
(708) 728-7180 * 1-800-992-0550 « FAX: (708) 728-0482

msu bl
b SPONSORED BY FLORIDA NURSERY, GROWERS AND
LANDSCAPE ASSOCIATION [FNGLA]. ORLANDO, FLORIDA
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"% Reduce

“{ Summer Stress

Demand genuine ROOTS plant performance products
to promote healthy, strong plants throughout the
summer season:

ROOTS concentrate

Patented rooting stimulant for planting
and drenching to promote rapid root growth
and transplanting success

TRANSPLANT 1-STEP
All-in-one planting and transplanting

Our name says it all package for improved survivability of
valuable trees and shrubs

Ask for ROOTS today.
800-342-6173 » www.novozymes.com/roots

-

NOVOZYMes..

Rethink Tamorrow

Always read and follow .label directions, The Novozymes logo is
a trademark 6f Novozymes A5S, ©2009 Novozymes Biologicals, Inc.
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Aerator tines punch decent holes, so check for
shallow wires, cables and sensors befare losing
cash and credibility on clients’ properties

One
Amazing
Add-on

For a full-service Massachusetts
landscaper, aeration is an easy sell
for extra revenue. BY ANGELA DYER

im Kelley added aeration services to

his full-service landscape company
25 years ago. At that time, it was added
because of contractual requirements
with his many public contracts, but now
he says it's a good way to bring in extra
revenue in this tough 2009 season.

“In a down economy you have to
look to expand services into your own
customer base and this is a good way to
bring in some extra revenue,” says Kel-
ley, president, Cambridge Landscape
Co., Cambridge, Mass. “The only cost
is the actual purchase of the machine.”

Lawn care operators could see real
growth and profitability if they push
aeration as an add-on to routine lawn
care programs, Kelley says. For his
95-employee company, aeration is part
of the general growth of the company
because it is included with the main-
tenance program and is not a separate
division.

Since the company’s accounts are
already pre-measured for turf, they base
aeration prices on existing pmducll(m
rates.

Another bonus of adding aeration to
a menu of services is that it is an easy
sell to the customers. The benefits are


http://www.novozymes.com/roots
http://www.lawnandlandscape.com

[midacloprid
75WSB

Today, your operation needs both quality and value. And that’s exactly what

Quali-Pro has been delivering since day one. Proven plant protection products

featuring the newest formulation technologies at an unprecedented value.
Unsurpassed Quality. Outstanding Value. Get to know Quali-Pro.

Produce the quality results customers brag
about. Long-lasting Imidacloprid 75 WSB
: : &7
provides months of outstanding control of
white grubs, mole crickets and more for less.

Delivering quality and value since day one — Professional Turf & Ornamental Products

that’s Quali-Pro. For more information, call

us at 800-979-8994 or visit quali-pro.com.
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numerous, including improved air
exchange and soil water uptake. Aera-
tion can also reduce water runoff and
provide stronger turfgrass roots. “It’s
a no-brainer - it improves turf density
and vigor,” Kelley says.

Kelley aerates in spring and fall on

the large amount of athletic turf fields
he cares for, since the company does
50 percent of their total work for a
well-known university in Boston. The
remainder of the business’ work is split
between residential, commercial and
municipal properties. For residential

Turn whileyou
aerate with
TurnAer technology.

Turfco makes aeration easy. Our TurnAer 4 and
TumAer” 6 Aerators eliminate the need ta stop, lift and turn at each
pass, allowing you to turn while you aerate. The patented DiffDrive
system enables you to turn while the tines are in the ground

A new front-traction drive makes loading and transporting easier

and faster than ever. And the TurnAer™ Chariot allows

you to ride while you aerate. It all adds up to less
strain and fatigue and an unsurpassed level of

profit-building productivity

DIRECT

TURFCO MANUFACTURING, INC

® 1655 101" Ave. NE = Mir

e le "“.
OF UBlalls, Lal

Oor VISIt Www.turic

atai
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THE HOLE IDEA

Approximately 12 percent of

lands e professionals will buy

aerators this year, spending an

average of nearly $

properties, Cambridge Landscape typi-
cally aerates once per year.

Whether they are caring for a campus
or a home, Cambridge Landscape uses
four RYAN aerators — the LA 20 and LA
28 models. Kelley enjoys the amount
of productivity these machines offer
because he says they are fast and have
a 2.5-inch coring depth. “We like these
because the production rate is 28,000
feet per hour,” Kelley says. “We've had
these in excess of 10 years.”

With this long life, typically only
routine maintenance (like oil changes)
is necessary. “The tines can wear out
over time since you want to be aerating
deep in the soil and that can require
maintenance,” Kelley says.

Overall Kelley is a satisfied customer,
but he would like to see all manufactur-
ers work to make aerator tines stronger
and last longer.

And, Kelley reminds contractors
there is no perfect tool for every job. He
suggests contractors do their research
and figure out their needs when buying
equipment like aerators. “Figure out
exactly what you need for the specific
properties you are on and then find a
machine that matches those needs,”
he says.

And once starting aeration on a cus-
tomer’s property, remember to ask the
client about things like shallow cables
in the ground to prevent unnecessary
damage. “You have to mark irrigation
heads and ask if they have shallow low-
voltage wires, landscape lighting or even
electronic dog sensors,” Kelley advises.
“This will ensure you don’t put more
cost into the job fixing stuff than you
need to — not to mention potentially
losing a client’s trust.” (L

The author is a freelance writer based in Valley

View, Ohit
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Back to Basics

A lawn maintenance company looks for ways to add value, service for clients. BY ANGELA DYER

D.micl Dye is looking at the 2009
season as a time for his pest control
and lawn maintenance company to
overcome current economic challenges
by providing great services and paying
attention to the customer.

They are facing these tough times by
“getting back to good old basics,” says
Dye, an associate certified entomolo-
gist and training coordinator for the
Gainesville, Fla.-based business.

Providing lawn maintenance that
can add value and service for existing
customers is important to Florida Pest
Control & Chemical Co. That is why
Dye added aeration to the company's

menu ()f services in 2003. ;\(1(1”‘.(} value by removing plugs: Aeration lets Daniel Dye offer more to his customers

Merit Injectable
The 1 tree and shrub insecticide now
available in a new Microinjection Product.

Tree Tech® Microinjection Systems and Bayer Environmental Science present
Merit Injectable, the latest addition to the Merit insecticide family. Injected directly
into the tree trunk or root flare tissue, Merit Injectable offers arborists and landscape
professionals a powerful new weapon in controlling pest infestations and contains

more active ingredient (17.1%) than other injecta products on the market.

Injectable is available in leak-proof Tree Tech units in two different dosages,
depending on tree diameter. T gh-to-control insect pests such as Asian longhorned
beetles, emerald ash borers and hemlock woolly adelgid meet their match with Merit

Injectable. Other nuisance insect pests such as aphids, armored scales, Japanese
beetles, lac leaf beetles, leafhoppers, muel\hugs, psyllids, thrips, tip moths and
whiteflics also get their due from Merit Injectable treatments.

Tree Tech®

microinjection systems

950 SE 215th Ave.
Morriston, FL 32668
1-800-622-2831

e-mail: info@treetech.net
www.treetech.net

+ "Whén the control of -descrvmg tree insect
pests deman $ your attcntlon
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The 55-year-old company is primarily
a pest control organization and provides
advanced pest management training.
However, they also offer a wide range
of customer lawn, tree and shrubbery
applications to take care of pest, disease
and fertilizer needs.

According to the 500-employee com-
pany, “aeration is one of the best things
you can do when it comes to lawn care
and landscaping ... it's an essential step
in lawn care maintenance.”

Dye says aeration is a great add-on to
any company because it basically sells
itself. If you “show the customer the
need, they usually buy the service,” he
explains.

For his customers, Dye prices aera-
tion by the square footage of the turf.
Then aeration is done when the turf
is actively growing in spring and early
summer.

For other contractors looking to

add this easy-selling service to their
repertoires, Dye suggests doing a good
amount of research and trying out
several products before making a final
purchase, if possible.

In his case, Dye did online research
and looked at various university stud-
ies. “We tried several aerators and
performed aerations on numerous
lawns before making our final purchase
decision,” Dye says.

Once this initial research and testing
process was complete, the company
decided on the Turfco TurnAer 26 to
fit its needs.

Dye’s favorite feature and a big reason
for the purchase was that the machine
could turn much more easily than
others he tried. Turfco offers several
TurnAer machines direct to customers,
and they range in cost between $3,000
and $4,000. Landscaping contractors
typically look for a machine with a deep

coring ability, and these aerators offer a
core depth of up to 2.75 inches.

If he could make any changes to aera-
tors on the market, Dye says he would
like to see them have more tines per
square foot. And to keep aerators run-
ning smoothly and get the longest life
out of the machines, he says normal
routine maintenance is required.

To build a satisfied customer base
when offering aeration, Dye says con-
tractors should follow some simple
start-up rules, which include paying
attention to proper water requirements
before and after service — and keeping
an eye on sprinkler heads.

“Make sure the lawn is properly ir-
rigated before performing aeration,”
he advises. “And flag sprinkler system
heads, and run the irrigation system
before and after aeration.” (L)

The author is a freelance writer based in Valley
View, Ohio

* How to focus your marketing in these

challenging times

* How to get the best results from your
marketing dollars spent

* How to increase revenues and profitability

Check our website for more locations and updates
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Coming Soon To A City Near You
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AERATION AND BEAUTY AT ITS BEST.

Demanded by You. Mastered by Us.
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CLASSIFIEDS

Maximize your advertising dollars by reaching:

- The Industry’s Largest Print Audience.
- The Industry’s Largest Web Media Audience.
« The Industry’s Largest Classified Section.

We offer the industry’s lowest costs for you to be seen in both Lawn & Landscape magazine
and on www.lawnandlandscape.com.

Please contact Bonnie Velikonya at 800/456-0707 x5322 or bvelikonya@gie.net

BUSINESS OPPORTUNITIES

SELLING YOUR BUSINESS?

FREIX
APPRAISAI

NO BROKER
FEES

Professional Business Consultants

BUSINESS OPPORTUNITIES

) N
SELL
\

LANDSCAPES & JOBS
ol il &l

B

Profit Centers
Revenue Streams
Customer Bases
- NO Payments/Interest
* A Simple, Easy Add-On Service
* Buy Manufacturer Direct

1-800-334-9005

NO PAYMENTS, NO INTEREST
FOR DAYS

We Your Installs
www.allprogreens.com/training

SELL LANDSCAPES & JOBS

Profit Centers
Revenue Streams
Customer Bases

- NO Payments/Interest

* A Simple, Easy Add-On Service

* Buy Manufacturer Direct

1-800-334-9005

*Two
*Two

NO PAYMENTS, NO INTEREST
FOR DAYS
We Your Installs
www.allprogreens.com/training
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Professional Business Consultants can obrain purchase
offers from qualified buyers without disclosing their
identities. Consultants’ fees are paid by the buyer

CALI

708-744-6715

FAX: 508-252-4447

pbemello1@aol.com

business conversion or
individual start-up,
secure your future
with a 20+ year
\environmentaﬁ
industry
leader.

www.NaturaLawn.com
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Incorporate
for as little as $99

Visit www.incorporate.com
or call 888-743-7325

THE

COMPANY

CORPORATION

INCORPORATING WHAT'S RIONT

YOR YOO

To advertise in Lawn & Landscape,
call Bonnie Velikonya
800/456-0707 x5322
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BUSINESS FOR SALE BOOKS

T
H

Want to expand

. Strategic Planning
your bllSllleSS Preparing Your Business for Sale
H H Selling Your Business
by u.s“‘g pnvate Business Valuation
equ'ty fundS? Business Improvement
.
Find out how.

for a FREE, no obligation
consultation, call (614) 439-5764

OUR SERVICES:
Strategic Acquisitions

or visit www.blueskygrp.com Meegor and Acqussition Consuttantn
GREAT OPPORTUNITY FOR SALE IN SOUTHWEST FLORIDA
KUBOTA DEALERSHIP Lawn Maintenance, landscape, pest control,
FOR SALE irrigation and tree service company.
FIRST CLASS Sales at $3 million and growing, 10 years old,
GOING BUSINESS owner’s retiring. For more information:
SERIOUS INQUIRIES www.swilbusinessmall.com/business-for-sale

PLEASE E-MAIL
SELLKUBOTA@GMAIL.COM

FOR SALE

Established Landscape & Supply,
Garden Center.

Across the street from Northern Michigan’s
premier Ski and Golf resort. 75% lake front
clients. Includes custom log home, 3 bedroom,
2 bath. Rental with apartment. 7 acres of prime
real estate - stock and equipment.

1.2 million — will separate.
231-675-5912. Boynelandscape.com

LAWN MAINTENANCE COMPANIES
For Sale
EAST COAST OF FLORIDA
Orlando Lawn Spray $220K
Martin County $330K
Martin County $390K
Call John Brogan Acquisition Experts, LLC
772-220-4455 or john@acquisitionexperts.net

REAL ESTATE/BUSINESS FOR SALE

Commercial Real Estate - view at
http://property.loopnet.com/16054113

Residential Real Estate, 2,300 s/f house
with 1,300 s/f detached garage on 3.2
acres, 2 miles away, rented at $1,500 p/m

Landscaping / Maintenance business
with equipment $576,000.00 + Sales -

South Central New Jersey
$2,000,000.00

Hank 609-517-3063.

LANDSCAPE COMPANY FOR SALE
North Atlanta
Landscape, Maintenance, Installations
Equipment & Trucks available
Revenue: $500,000.00+

Contact Rand Hollon at Preferred Business Brokers
800-633-5153

BUSINESS WANTED

WANTED TO PURCHASE
Chemical lawn & tree care companies,
any area, any size business reply in strict
confidence. Contact Green Venture Group:
greenventurepartners@yahoo.com

MIDWEST ACQUISITION WANTED
Leading Midwest Winter Services Company with
over $12 million in revenue seeks to grow into
additional cities in the West and Midwest. We are
looking for winter services revenues in excess
of $2.5 million in a normal year as a minimum
requirement. We bring a strong systems and
management background, twenty years of history
and financial strength to the transaction and
we are willing to work with management
to create a plan that works for both parties.
Please contact snowcompanies@gmail.com
for a confidential discussion.

AUCTIONS

SELL YOUR EXTRA STUFF
Free Basic Listings. Buy and sell
new or used items. Classifieds and
Help Wanted. Exclusive Marketplace
of the Green Industry.
307-203-2736
GreenApplicatorAuctions.com

Is the Economy getting you “Down”?
Jim Huston's book can help
Preparing for & Responding
to a Down Economy
Proven strategies to help you weather
the storms of reduced cash flow
Learn more at www.jrhuston.biz
Email Jim with questions at: jhuston@jrhuston.biz
Or call to order: 1-800-451-5588

In this “Down” Economy
You need to know your costs
more than ever!
Jim Huston's book can help
How to Price Landscape & Irrigation Projects
Proven with thousands of pro contractors
Used by over 60 colleges

Learn more at www.jrhuston.biz
Email Jim with questions at: jhuston@jrhuston.biz

Or call to order: 1-800-451-5588

ESTIMATING
Simplify Your Entire Bidding Process

Easy New Software from Jim Huston
Proven with hundreds of pro contractors

Fully Integrates Estimating, Job Costing & More
Links with QuickBooks

Learn more at www.jrhuston.biz
Free on-line demo e-mail: jhuston@jrhuston.biz

GPS VEHICLE TRACKING

No monthly fees
Call 407-888-9663
www.vehiclewatch.com

FOR SALE

LAWN MAINTENANCE AND
LANDSCAPING FORMS
Order online and save. Invoices, Proposals, Work
Orders, Door Hangers, Promotional Products and
more, ShortysPrinting.com. 1-800-746-7897.

FRESH BALED PINE STRAW

From South Georgia and North Florida
@ Wholesale Prices
Semi Loads Delivered
UNITED PINE STRAW INC.
866-902-4088
henry@unitedpinestraw.com

plants & more. 1/8° scale,
Stamp sizes from 1/4" 10 1 34
PRICE $127 + 5M + tax in CA
Price subject to change withou! notice.

AMERICAN STAMP CO.

CALL NOW B77-687-7102 TOLL FREE

Of 916 - 687-7102 Local Cals

Tue Wed, Thur 8-4:30 Pacéic Time

| wwe amercarslampc: com

| CALL NOW TO ORDER or for YOUR FREE BROCHURE.
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CLASSIFIEDS

“The Dual Spreader Carrier”

For All Lawn Care Companies

Call 508-852-5501
For more information & pricing go to
www.paramountglobalsolutions.com

1 ‘( \

'/ Mower blades, air & oil filters, trimmer line, \;
| belts, plugs ond fons of blades in stock

| www.mowmore.com

LANDSCAPE INFORMATION

Since 1998
donnan.com

Landscaping & Lawn Information

PLANT MATERIAL

PERENNIALS & GROUNDCOVERS
Over 160 varieties - No order too small
FREE Color catalog
Shipping UPS & FedEx daily

1-800-521-7267
www.evergreennurseryinc.net
EVERGREEN NURSERY, INC,
1501 Dials Mill Rd. Statham, GA 30666

ERS
ERSINC. 888-767-8000
www.hackerspackers.com

/

“HOOKED ON QUALITY”

Expand your budget by eliminating the need for
multiple trucks. Go from a flatbed, dump body,
water tank or sand/salt spreader in a matter of

minutes. All done from the safety of your cab.,

LANDSCAPE EQUIPMENT

TREE STAKES

Doweled Lodgepole Pine

CCA Pressure Treated
2" Diameter, Various Lengths
Economical, Strong and Attractive
Phone: 800-238-6540
Fax: 509-238-4695

JASPER ENTERPRISES, INC.

We ship nationwide.
Web site: www.jasper-inc.com

ORGANIC

ORGANIC LAND CARE
Summer 09 - NOFA Organic Lawn & Turf
Course for Professionals - MA, NJ, CT
NOFA Standards for Organic Land Care,
NOFA Organic Lawn and Turf Handbook
Visit www.organiclandcare.net
Or call 203-888-5146
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WETLAND/NATIVES &
CONSERVATION

Large selection of Plugs, Perennials,
Grasses, Natives & Conservation.

CHIEF MOUNTAIN FARMS
Ph 443-350-3894
fax 410-658-7331
www.chiefmountainfarms.com

JAPANESE UMBRELLA PINES
Sciadopitys Verticillata
7'~ 20, field grown, specimen quality
Many plants available in all size ranges

FASANO NURSERIES, INC.
P.O. Box 72, Brookside, NJ 07926
973-543-4028
E-mail: fasanotrees@yahoo.com

HELP WANTED

KEY EMPLOYEE SEARCHES

Florasearch, Inc. in our third decade of
performing confidential key employee
searches for the landscape industry and
allied trades worldwide.
Retained basis only.
Candidate contact welcome, confidential
and always free.
Florasearch Inc., 1740 Lake Markham
Road, Sanford, Fla. 32771.

Phone 407-320-8177,

Fax 407-320-8083.

E-mail: search@florasearch.com
Website: www.florasearch.com

GREAT CAREERS
FounD HERE

GREENMATCHMAKER.COM

SALES LEADERS WANTED
Leading Midwest Winter Services Company with
over $12 million in revenues seeks experienced
sales staff to manage existing portfolio and build
new customer relationships. A minimum of five
years winter services sales experience required,
CSP and College Degree Preferred. Full benefits
package plus total compensation in
$80,000-$125,000 for proven professionals.
Please send confidential interest and resume
with salary history to snowcareers@gmail.com

BRICKMAN

Enhancing the American Landscape Sinoe 1939

Brickman is looking for leaders
who are interested in growing their
carcers with a growing company.

Nationwide career and internship
opportunities available in:

* Landscape Management

* Landscape Construction

* Irrigation

* Accounting

* Business Administration

Start growing your career at:

brickmangroup.com

SRS VICES inNc.

AGRONOMIST
Due to growth and expansion Massey
Services, Inc., an industry leader, is
secking an experienced Agronomist.
Ideal candidate must have at minimum
a Master’s Degree, preferably a Ph.D.,
with emphasis in the disciplines of weed
science or turf grass pest entomology or
lant pathology. We offer a complete
{:cncﬁts package including a company
vehicle. For a confidential interview call
Adam Jones, Vice President of Quality
Assurance at: (407) 645-2500 ext: 173.
You may also email your resume ro:
jlanigan@masseyservices.com or fax to
407-802-3736.
Visit our website at
WWW.masseyservices.com

EEOC DFWP
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D Come Grow
N8I with us!

INCON ounln

in Vi ion Ma Since 1978

Specializing in Railroad, Roadside, Industrial
and Aquatic Vegetation Management,
our clients include many of the
largest corporations in North America.

DBi is a market leader with a clear vision
of the future, investing heavily in
our people, our core values and
a friendly work environment.

WE ARE LOOKING FOR
HARD-WORKING TALENTED
INDIVIDUALS WITH EXPERIENCE
TO MANAGE THE DAY-TO-DAY
OPERATIONS OF OUR BRANCHES
AND DIVISIO {ROUGHOUT
THE UNITED STATES AND CANADA.

Qualified applicants must have a

minimum of 2 years n/ experience
in the green industry,
have proven leadership abilities
and strong customer relations
and interpersonal skills,
*WE ARE ALSO ALWAYS LOOKING FOR TALENTED

FIELD PERSONNEL - SUPERVISORS, FOREMEN,
TECHNICIANS AND LABORERS... COME GROW WITH US!

We offer an excellent salary, bonus and
benefits package including 401(k) and
company-paid medical and vacation benefits.

For career opportunity and confidential consideration,
send resume including geographic preference
and willingness to relocate to:

DeArgeio Brothers, Inc. | Attr: Human Resources Departiment
100 North Conahan Drive | Hazleton, PA 18201
Phone 800.360.9333 | Fax 570,459.5363
Email cfaust@dbiservices.com
EQE/AAP MF-D-DV

www.dbiservices.com

GreenSearch

Since 1995, GreenSearch is recognized as the

premier provider of professional and confidential

employment search exclusively for exterior and

interior landscape, irrigation, and the overall green

industry throughout North America.
Check us out on the Web at
www.greensearch.com or call toll free
at 888-375-7787 or via
e-mall info@greensearch.com

SOFTWARE

TurfGold Software

Save time, streamline your business, and make
more money with customer relationship

manage ment soltware for (hL’ yll‘k'ﬂ HI(llI\[[\'.

FREE Demo Video at www. TurfGold.com

Or call 800-933-1955 roday!

SUBCONTRACTORS

Looking for subcontractors to plow and salt
commercial sites! SRSA, Inc. services Western
PA, Eastern OH, and Northern WV.
We've been in business since 1979, We supply
the salt. Top pay. Work today - get paid today!
Call & come aboard with a great organization
Call 1-866-352-SRSA
Visit www,srsainc.com

GREENINDUSTRYJOBS.COM
Since 1999
LandscapeJobs.com
IrrigationJobs.com
TreeCare]obs.com
and more

1-888-818-JOBS

EXTERNAL OPERATIONS
MANAGER FOR AUSTIN, TEXAS

Central Texas leader in Weed Control and
Fertilization seeks External Operations
Manger. Job entails overseeing production
of technicians as well as ongoing training to
ensure customer satisfaction.

Jobincludesthedevelopmentofproceduresto
ensure customer and employee retention.

Youmust have good communications skills as
wellasacomplete knowledge of warm season
turf and the chemical lawn care industry.
We are a medium size company with 8 Lawn
Care Treatment Routes and 3 pest control
technicians, Gross sales are at about 1.8
million. We are looking for someone who
can help us get to the next level and grow
with us.

Minimum of 5 Year experience in chemical
lawn care industry. Proven track record.
Related degree preferred but not required.
Must be eligible or possess Texas Agricultural
Pesticide License. Experience Pest Control a
plus, but not required

Please e-mail resume with salary

requirements.
Jerry@RealGreenLawns.com

TREE CARE

ROPES, ROPES, ROPES

All types and brands of professional arborist
climbing, lowering and rope accessories at

warehouse prices. Call for current price list. Visa,

MC, AX. Small Ad - Big Savings, since 1958.
1-800-873-3203

WEB DESIGNERS

Web Design, Brochures, Logos, Lettering
and Printing Services for Landscapers.
Your single source for marketing your

landscape business.
Samples online:
www.landscapermarketing.com
or call 888-28-DSIGN.

The L&L Media Group’s
reprint service.

E-mail: reprints@gie.net or call
800-456-0707 to learn more.

TAKE YOUR OFFICE
WITH YOU

CLIP2Go

HE

GPS + Bilingual +SmrUStop
Tracking i e Times for
of Crews* Directions each Job

* Reg
4,

To Learn more call

800-635-8485 www.clip.com

5 g Haoliday lighting with

"’l.j NO fees &

-
:‘.,.-. - { NO contracts

At Creative Displays
we offer (,wli\,r'
commercial-grade
standard and LED
Christmas lighting at
wholesale cost
with no contracts or
franchise fees.

paul@ creanvednsplavs com
800-733-9617
www.creativedisplays.com
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CLASSIFIEDS

PROMOTE TO
NEIGHBORS

WITH
PROMOTIONAL
POSTING SIGNS

MARKETING R [ EURANEE SN
E M.F.P. Insurance Agency, Inc. %
Insuring the Green Industry since 1986
Applicators Hydroseeding Snow Removal
Industrial Weed Control Holiday Lighting Tree & Shrub Maint
Right of Way Mowing & Maint Landscaping

View Hundreds of
Promotional Ideas, Layouts
& Exclusive Images Online

www.RNDsigns.com « 800-328-4009

Posting Signs * Door Hangers
Brochures * Mailers * More

Become a Certified
Hohdcy Bngln hghfsv Member

mmm

LET US SHOW YOU HOW OUR
HOLIDAY DECOR SYSTEM

WILL Make YoUMONEY!!
FACTORY DIRECT

"HIGHEST QUALITY PRODUCTS
-NO LICENSE OR FRANCHISE FEES!
COMPREHENSIVE TRAINING

,. / .
/5/'0“,””,;' : j'b‘.b-h 932-9363

SHOWROOMS IN OMAHA, DENVER
NEW YORK , CHICAGO & HONG KONG!

www.HolidayBrightLights.com

-1
()

JULY 2009

Complete Range of Pollution Coverages

New Comm'l Auto Program for Landscapers
and Mowing & Maint. Services with VERY LOW RATES!

Contact one of our Green Industry Specialists

matt@mfpinsure com jleonard@mfpinsure.com rick@mfpinsure.com

Toll Free: 800-886-2398 Fax: 740-549-6778
% www.mfpinsure.com L‘Oo—l_é

LIGHTING

Learn Erom
‘The Best!

Saq U Witk Lights

This Holiday Seoson

Increase market share and
accelerate off-season revenue
with Brite Ideas Decorating!

Christmas Decor is the
Leader in the Holiday
Decorating Industry!

24% Average Net
Profit

Over $2,000 Daily
Production Per Crew

3 “Speok with our trained
Salliliseday professionals today!

1-800-687-9551 FREE business kit & DVD!
www.christmasdecor.net 888'200'5] 31

www.sayitwithlights.com
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Advertiser

Aquamaster

Aquast ape

Arysta Lifescience

BASE

Belgard

Bobcat

Brown Products

Carl Black GMC

CLC Labs

Coxreels

Cub Cadet Commercial
Deep Fork Tree Farm
DeWitt Company

DIG Irrigation Products
Exaktime

Fabriscape

Firestone Specialty Products
Florida Nursery, Growers
ind Landscape Association
GIE+EXPO

GMC Truck

Gowan Company
Horizon

Hortica

Hunter Industries
Invisaflow

Jameson

John Deere

Kohler

Web site

www.aquamasterfountains.com
wWww .lllll.\\\ ‘I‘N'Hl- Lom
wwwarystalifescience.com
www.betterturf.com
www.belgard biz
www.bobcat.com
www.brownproducts.com

www.carlblack.com

www.coxreels.com
www.cubcadetcommercial.com
www.dftrees.com
www.dewittcompany.com
www.digcorp.com
www.jobclock.com
www.fabriscape.com

www.firestonesp.com
www.ingla.org

WWW.gie-expo.com

wWw \N'_.u”\\ com
WWW.EOWANCO.Com

W \'.\'{.h\”l/‘J“‘'“h“'I com
www.hortica-insurance.com
www.hunterindustries.com
www.invisaflow.com
www.jamesonllc.com
www.johndeere.com
www.kohler.com
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GoyHills

LT Rich now

offers the Capture
System with caster

-
e
ol

w

No other

machine

has more
productivity
or reliability.

Advertiser

Kubota Tractor Corp.

LT. Rich

Marsan Turf & Irrigation
Maruyama

Mistaway Systems

Neely Coble

Novae Corp.

Nufarm

PBI Gordon

Pro Landscape/Drafix

Quali-Pro
Rain Bird

Real Green Systems
Roots

SePRO

Sprayer Parts Depot

Swift Hitch
syngenta

Texas Nursery

Tournesol Siteworks
Tree Tech Microinjection
Systems

Turfco

UPI Manufacturing

U.S. Lawns

Weed Man

Website

www.kubota.com
www.z \I‘l.l\.(')lll
www.marsanturf.com
www.naruvama-us.com
wwwanistaway.com
www.neelycoble.com
www, ll()VdCCUI’p.COﬂI
www.nufarm.com/usto
www.pbigordon.com
www.drafix.com

www.quali-pro.com
www.rainbird.com

www.realgreen.com

WWW. rootsinc .com
WWW.SEPIo.com

www \Pl.l}"llhﬂ‘\lil'i"l.‘ om
www.swifthitch.com

WWW.syngentapre fessional

lvh\'f\l\ ts.com

www.txnla.org

www.tournesolsiteworks.com

www.treetech.net

www.turtco.com
www.sidewalksleever.com
wWWww \l\l.‘\'v ns.com

wwwweedmanusa.com

New - Locking
caster svstem
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PAT JONES is a
veteran journalist
and marketing
communications
consultant in the
turf/golf industry.
He can be
reached at
pjones@gie.net.
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DEVIL’S Advocate

Woulda,
Coulda,
Shoulda

"m a sucker for old movies. Unless
I'm tuned to ESPN or Discovery,
I'm usually watching Turner Classic
Movies. (Side Note No. 1: Ted Turn-
er launched the channel because he
wanted to be able to watch “Gone
With the Wind" and “Casablanca”
without a bunch of commercials. It's
good to be the king.)

The other night, I was watching
“A Guy Named Joe,” a great old
Spencer Tracy flick where he plays a
dead pilot who comes back as a ghost
to help trainee World War II pilots
learn to fly. He takes an impossibly
young Van Johnson under his wing
and turns him into a stud pilot.
Action, romance and hijinks ensue.
(Side Note No.2: The movie was re-
made as “Always" in 1989. Sucked.)

As the movie progressed, I kept
thinking how cool it would have
been to fly a fighter plane back in
the 1940s. I'm sitting on the couch
on my 47-year-old butt thinking, “1
coulda learned to fly and been like
one of those guys.” Sigh. Another
regret heaped on the pile that seems
to come with middle age and the
realization that so much is now
behind me.

It’s strange how often thoughts of
“woulda, coulda, shoulda” creep into
your cranium more often as your
waist widens and your hairline heads
north faster than Santa Claus after a
tough Christmas Eve.

As [ mused that I coulda been a
pilot, I thought about other missed
opportunities. I wish I woulda scared
up $40,000 and bought my buddy’s
old farmhouse out in the country
years ago. It sold for more than $1
million when a developer put up a
bunch of McMansions nearby.

I think sometimes I shoulda
stayed in law school and become
a successful attorney instead of
pursuing a silly dream to write for a
living. (Sidenote No. 3: That said, I
probably would have put a bullet in
my head by now if I'd had to practice
legal scumbaggery for a living.)

Regrets, I've had a few. I think we
all have. I called a few of you to un-
cover your woulda, coulda, shoulda
moments.

v [ wish I had not accepted B
and C performers because I could
not find an A performer (or did not
want to go through the pain of firing
and re-training new people). I have
accepted mediocrity and that has
affected the quality of our work, my
business and my life. We are a smaller
company in 2009, but while we will
do less business, with A players we will
likely realize a similar profit and I have
fewer headaches. — Andy Blanchford,
Blanchford Landscape Contractors

v We should have put less empha-
sis on new construction (landscape in-
stallation) and more on maintenance.
We have always been a full-service
landscape management firm at heart
but allowed ourselves to get caught up
in commercial landscape installation as
the economy was cranking, fully aware
it would not last forever. — Tom Focht-
man, CoCal Landscape

¥ Poor hiring decisions have set me
back more than anything else. - Tom
Heaviland, Heaviland Enterprises

¥ I regret not having set up poli-
cies, procedures and systems sooner.
We have run by the seat of our pants
since we started our business and just
a few years ago we realized we needed
to take a serious approach to this prob-
lem. We have had to un-teach the old

Industry journalist Pat Jones presents both sides
from his sometimes twisted point of view.

stuff and re-teach these new systems we
are implementing and it has been hard
to break old habits. — Benton Foret,
Chackbay Nursery & Landscaping,
Foret Land and Tree

v 1 would have developed a
stronger marketing and branding
program. We never experienced a lack
of work and got lazy. We have recently
completed a thorough marketing assess-
ment and are instituting new methods
to reach our “ideal” potential custom-
ers. — Bob Wade, Wade Landscape

v In the past we have made some
of our hiring and promoting decisions
based on future anticipated need, rath-
er than actual present need. While this
is a hard balance to strike, nowadays I
see the importance of being conserva-
tive in such actions without selling
short the future growth opportunities of
the organization. - Kurt Bland, Bland
Landscaping Co.

v/ The most important thing would
have been to pay more attention to the
future. The history of any successful
long-term business is one of antici-
pation of the future. Every business
should be thinking cutting edge and
have a plan for survival if there are
factors beyond one’s control. - Joe Cia-
lone, industry nursery consultant

v/ [ wish I'd found @ mentor ear-
lier ... and saved more cash! — Matt
Noon, Noon Landscape

See, even the best of the best have
regrets and their own woulda, coul-
da, shoulda moments. I'm curious
to hear how you'd change the past if
you could jump in the time machine
and hit the reset button on life. In
fact, let’s talk about it. Log onto to
lawnandlandscape.com’s forum to
share your ideas. I'll be waiting there
for you. (L)
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See how much you'll save at
www.rainbird.com/savings

Greater control,
lower cost.

That'’s intelligent.

TALK TO YOUR

SALES REP or

DISTRIBUTOR

Save more than 20% with the

\
Rain Bird® ESP Modular Controller.
Rain Bird® ESP4Mi Indoor Controller
|
|

Save more than 2096 over Hunter® Pro-C300i.*

Rain Bird's 4-station ESP Modular Controller is less expensive than the
3-station Pro-C modular controller offered by Hunter® The ESP Modular
also delivers advanced features like Contractor Default* program recall, Rain Bird List Price | Hunter List Price

\
i
a wide seasonal adjust range and extremely simple programming. $1 2 7 ; $1 62

The results — precise irrigation control and more money in your pocket.
Now that’s The Intelligent Use of Water.”

RAIN I BIRD

USE READER SERVICE #63
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KOHLER. Closed-Loop EFI

The new standard in twin-cylinder engines.
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Ten years after introducing the industry’s first closed-loop EFl system, Kohler
announces its full-line offering of closed-loop electronic fuel injected (EFI) engines.
Only KOHLER closed-loop EFI adjusts the air/fuel mixture for maximum power
and optimized fuel economy. Available soon on all Command PRO. and Aegis
twin-cylinder engines, you'll find KOHLER closed-loop EFlI powering a broad
range of products, from garden tractors to high horsepower stump grinders.
To learn more about our lineup of innovative engines, visit us online

KOHLER

at KohlerEngines.com.

USE READER SERVICE #64



