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TORQUE MONSTER 
~ Fuet Miser ~ 

Get more done. Use less fuel. 
Do you think a mower with the power you need has to burn a lot of fuel to get the job done? 
MaxTorque™ diesels from Grasshopper have the reserve power to mow right through the toughest 
conditions and are so fuel-efficient, you can save 700 gallons of fuel every 1,000 hours of use over 
gasoline counterparts. They meet and exceed Tier 4 emissions standards and are B5-compatible. 
And, with an uncompromised ergonomic design, you can increase productivity and efficiency all the way 
around - letting you get more done with less fuel. 

9 6 9 + 2 0 0 9 
THE ORIGINAL ZERO-TURN MOWER WITH DUAL SWING OUT LEVERS 

Visit grasshoppermower.com or 
call 620-345-8621 to find a dealer near you. 
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Current Periodicals 
DO NOT CIRCULATE 

Advanced chemistry that leaves caterpillars speechless. 

Du Pont" 
Provaunt' 
INSECTICIDE 

DuPont" Provaunt® insecticide has earned high praise for its outstanding performance 
against turf and ornamental pests, including gypsy moth caterpillars and tent caterpillars. Even 
with its low application rates, Provaunt® is the ideal choice for protection of oaks, crabapples, 
flowering cherries and a wide range of additional trees and shrubs. What's more, 
the active ingredient in Provaunt® has a favorable environmental profile. Learn more 
by calling 1-888-6DuPont (1-888-638-7668) or by visiting us at proproducts.dupont.com. 

DuPont Provaunt.' Advanced chemistry. Outstanding performance. 

DuPont Professional Products 

The miracles of science-

Always read and follow all label directions and precautions for use The DuPont Oval Logo. DuPont" The mirades of science" and Provaunf are trademarks or registered trademarks of DuPont or its affiliates Copyright <S> 2009 E l. du Pont 
de Nemours and Company All rights reserved 
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CHEVY SILVERADO BEST COVERAGE IN AMERICA A CONSUMERS 
DIGEST "BEST BUY" - HALF-TON MODEL VINCENTRICS BEST VALUE IN 
AMERICA"1 BEST FUEL ECONOMY2 CHEVY.COM/THETRUCK 

1 Based on Vincentric's 2009 Model Level Analysis of full-size pickups. 2 Based on Silverado Hybrid model and CM Large Pickup segment. EPA est. MPC city/hwy: Slverado Hybrid 2WD (limi 
availability) 21/22. Silverado XFE shown 15/21. Excludes other CM vehicles. Silverado is a registered trademark and Chevy is a trademark of the CM Corp. <D2Q09 CM Corp. Buckle up, America! 



MY Turf 

NICOLE WISNIEWSKI 
Editor 

Generation Next 

According to a recent Lawn & Landscape survey, the majority of landscape busi-
ness owners are between the ages of 46 and 55 (33 percent), making them Baby 

Boomers. No wonder they relate so well to their customers who are also made up of 
a majority of this age group. Fifty-four percent of contractors say the average age of 
their customers is between from 46 to 55, followed by 30 percent who believe the 
average age of their customers falls between 36 and 45. 

Generally speaking, the experience of older and more seasoned entrepreneurs 
puts them in a better position than younger owners to manage through downturns, 
many experts say. However, according to the American Express OPEN Small 
Business Monitor, the tables have turned, and today it's younger business owners 
who are geared for growth. Maybe landscape Boomer business owners can learn a 
thing or two from their younger counterparts. 

Generation Y is the most optimistic group - 80 percent of these entrepreneurs 
have a significantly more positive outlook on business prospects vs. Generation X 
and business owners overall (each 55 percent) and Baby Boomers (52 percent). 

This optimism extends across a number of areas: 
• They're most likely to hire 

(36 percent vs. 25 percent of ^ i i i . 
Generation X and 20 percent of G e n e r a l l y S p e a k i n g , 
Baby Boomers). t h e e x p e r i e n c e o f 

• They're most likely to o l d e r a n d m o r e s e a s o n e d 
have capital investment plans e n t r e p r e n e u r s D U t S 
(58 percent vs. 41 percent of . i i . . r . . . 
Generation X and 39 percent of t h e m i n a b e t t e r p O S l t l O n 
Baby Boomers). t h a n y o u n g e r o w n e r s 

• They're most willing to take t O m a n a g e t h r O U g h 
a financial risk (67 percent vs. 52 d o W n t l i m S " 
percent of Generation X and 47 
percent of Baby Boomers). 

• They're least likely to have cash flow issues (53 percent vs. 59 percent for 
Generation X and 64 percent of Baby Boomers). 

• They're least stressed out by the economy (57 percent vs. 72 percent of 
Generation X and 71 percent of Baby Boomers). 

• They're most likely to implement employee-friendly policies to battle the 
recession. Generation Y will allow employees to maintain a flexible schedule (44 
percent), Baby Boomers will institute a hiring freeze (41 percent) and Generation 
X entrepreneurs will institute a salary freeze (39 percent). 

What do you think? Sound off at www.lawnandlandscape.com/forum. (J 
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A NEW GENERATION OF 

KAWASAKI POWER 
WITH DECADES OF EXPERIENCE AND ENDURANCE BUILT IN. 

As long as grass continues to grow, so does Kawasaki's reputation for 

producing powerful, reliable, high performance engines. Now we've 

made advances to our popular FX and FS series and are introducing 

a new FR residential engine series. The engines are new, but each one 

has decades of superior Kawasaki engineering built in. These days, 

buying equipment is a big investment, so 

be sure the equipment is powered by 

a durable Kawasaki engine to give 

you maximum value. Why would you 

want anything less? 

For more about how Kawasaki 
engines can help grow your 

business, call 800 -433 -5640 
or visit www.kawpower.com. 

FX730V 

HIGH PERFORMANCE RUNS IN THE FAMILY. 

j y y From world-class motorcycles 
to commercial grade engines 
for landscape professionals, 
the Kawasaki name says it all. 

Kawasaki 
E n g i n e s 

http://www.kawpower.com


READERS' Forum 

PRICE WARS 
An excerpt from the Lawn & Landscape 
Online Forum. Join the discussion at www. 
lawnandlandscape.com/forum. 

QUESTION: 
"I'm bidding on more commercial and as-
sociation work. 

"I presented my bid to the person in 
charge and they immediately told me my 
price was surprisingly high. My price was 
almost three times the other company's 
price just for the mowing. 

"These guys took 13 man-hours to do this 
job. Their price is $225 per cut - $17.30 
per man-hour, not including travel. 

"I understand the more man-hours you 
have, the more you can spread your over-
head and the cheaper the price can get, 
but you still have to pay these guys a wage. 
In this case, you'd barely be paying above 
minimum wage to make any profit. I've 

heard the big companies are around $15 
to $20 per hour. What am I missing here? 
H o w c a n it b e d o n e ? " - Todd Patton, president of 
Patton Property Maintenance in Heymarket, Va. 

ANSWER: 
"No matter what you are selling, there are 
people who will be shopping the lowest 
price and people who are shopping quality. 
There is a third gray area in the middle that 
I personally recommend you stay away 
from because you wind up having to prom-
ise the world at rock bottom prices. 

"If you are selling a quality product, you 
MUST show the client how you are differ-
ent than the guy who charges half as much 
and why paying you more is a benefit to 
them. If you know your numbers and 
how to estimate properly, you will make 
money. The minute you start lowering 
yourself to your competitor's standards, 
y o u lose . " - Gregory Slatner 
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MORTON 
ICE MELTERS 

DELIVER. 

As sure as ice wil l form, we'l l be there to help you melt it. Whether you're looking for fast acting, 
low temperature or eco-friendly products, we can meet your demand. Our full range of professional 
grade ice melters is specifically formulated for commercial customers. Our dependable, nationwide 
distr ibut ion service means you have one less th ing to worry about this winter. 

Call 1-888-644-9147 or visit mortonsalt .com. 

MORTON 
Ice Melting Solutions 



ignoring the Fork in the Road 
Absolute focus helped Mike Rorie grow his business, BY CHUCK BOWEN 

Focus on standardization - that was 
Mike Rorie's main advice to land-

scape contractors logging in to Marty 
Grunder ' s early September Webinar 
titled "Interview with Mike Rorie." 

This means contractors should focus 
their business models - a strategy that 
worked for Rorie, who started Cincinna-
ti-based Ground Masters three decades 
ago, eschewing a full-service model to 
focus on commercial maintenance and 
growing the company to $29 million 
before selling it to The Brickman Group 
in 2006. Today, Rorie is a vice president 
of The Brickman Group. 

Rorie gave the example of McDonalds 
- a comparison many in the industry 
have made of The Brickman Group. 

Everywhere you see the golden arches, 
the restaurant is the same. They're in 
similar locations, make the same food, 
and, in the end, make a lot of money. It's 
a cookie-cutter approach, but standard-
izing the business model means owners 
don't have to worry about day-to-day 
operations and can focus on what they 
want: Making more money. 

DEFINE YOUR MODEL The first step is to de-
fine your business model, Rorie suggests. 
Are you going to compete with large, 
national chains? Will you focus on hard-
scapes and pond installations? Commer-
cial maintenance? 

"I never struggled with the intrigue 
you could get yourself into, relative to 

how large our industry is," Rorie says. 
Rather, he picked a segment - com-
mercial maintenance - and did it over 
and over and over again. And while some 
owners enjoy, and find success, running 
more, smaller divisions or segments, 
he found it harder to get what he calls 
"compound leverage." 

"If you're going to perfect something 
and be good at it, there ' s probably 
enough of it to do a $5, $7, $8 million 
business," he says, sharing an example. 

Looking for the Right 

Suburbanite™ 

Too Small. 

WIDE-OUT™ 

riMÏTT www.westernplows.com 

http://www.westernplows.com


"Shell Oil Co. isn't trying to do 50 things. 
They're doing oil." 

IN THE BEGINNING. But, when Rorie 
started out, he was a multiple service 
company. His crews were mowing grass 
at homes, plowing snow and cutting 
firewood. Then, in the early 1980s, he 
got into commercial maintenance. He 
realized, after a few years of doing both, 
that he couldn't grow like he wanted if 
he didn't focus. So he sold the residential 
business and became solely a commer-
cial landscape company. 

"It was tough in the sense that we had 
to replace that income," he says. "For a 
couple of years, our sales didn't increase. 
It took a while to hit breakeven and start 
growing in that segment. 

"We gained leverage through market 
share," he adds. "T don't care what we 
do, let's just do a lot of it,' has always 
been my philosophy. If we're going to 
be hardscapers, let's bid every wall and 

paver job we can in the city and work for 
every landscaper in town who doesn't 
want to keep that work in house." 

Business owners are very creative peo-
ple, Rorie says, and are interested in new 
projects and expanding their companies. 
But, too often, they get distracted by too 
many ideas and flounder. "Does that put 
another branch on the tree or another 
fork in the road?" he asks. "We're never 
going to get where we want to go if we 
keep venturing off the main road." 

Rorie stresses the concept of critical 
mass - the idea that a business can earn 
more revenue than it spends in over-
head. The faster a company can reach 
critical mass, the better. 

Say a company does $800,000 in 
revenue, but it's spread out over eight 
segments. It's more difficult to convert 
that total revenue to profits. 

"Who's got... the variety of equipment 
and the production expertise?" he asks. 
"You're never going to hit critical mass 

in any of those categories." 
By focusing on one service area, a 

company can standardize the equipment 
it buys, the prices it charges - even the 
employees it hires - and not spend the 
bulk of its revenue on overhead. 

WHICH MEANS? C o m p a n i e s n e e d t o 
know, Rorie says, how much revenue a 
landscaping truck or a paver crew or an 
irrigation repair van or a salesman brings 
in. "Anybody in business for themselves 
has an ego - we want to win, we're 
proud and we're willing to do things 
the ordinary bear isn't," he says. "I want 
to see that scorecard and see winning 
results on it." 

The author is associate editor of Lawn & Landscape. 
Reach him at cbowen@gie.net. 

Learn more about Rorie's tips on 
networking, planning for next year and 
what book you should read at www. 
Iawnandlandscape.com/webextras. 

Plow for Your Half-Ton? 

New WESTERN HTS™ full-size, full-featured 
snowplow without the extra weight 

• Designed for today's 1/2-ton, 4WD pickup trucks 

• Handles standard-duty, commercial, institutional 
and extended-use homeowner applications 

OFFER EXPIRES 11/on/Oft 

Plow NOW! 
i ™ 
90/W HNANCING 

* As little as $90 Down / then 90 Days No Payment or Interest. 
Financing available to U.S. businesses only. See participating 

dealer or westernplows.com for more information. 
JUSTR/GHT. 

mailto:cbowen@gie.net


WaterSense's 
One-Size-Fits-All Program 
Doesn't Fit 
EPA program's turfgrass limitations on home building 
bring doubt, concern to landscape industry. 

EPA 

BY KRIS KISER 

The U.S. Environmental Protec-
tion Agency (EPA) is positioned 

to protect water in all forms, from 
ground water to underground sources 
to water coming out of the public's 
tap. WaterSense, a partnership pro-
gram sponsored by the EPA, was set 
up to work with local water utilities, 
product manufacturers and retailers 
on the use of water-efficient prod-
ucts and practices among consumer 
and commerc ia l audiences . Rein-
forced through a WaterSense label, 
WaterSense, according to the EPA, 
"helps consumers easily 
identify water-efficient 
products in the mar-
ketplace." WaterSense 
engineering standards 
for low-f low to i le t s , 
shower heads, irrigation equipment 
and other engineered products are 
practical and measureable. 

However, a disturbing development 
has taken place in the WaterSense 
program that threatens to undermine 
the very water quality standards the 
agency was established to protect, and 
potentially undermine the value of the 
WaterSense label. 

Under its WaterSense new home 
specif ica t ion, EPA developed and 
released draft specifications for new 
home construction. Home builders 
that follow the specs will be able to 
market a WaterSense® home. The 
draft specs include restr ict ions on 
the amount of turfgrass that can be 
used on a home site. These specs are 
intended for implementation nation-

a 
WaterSense 

wide, border to border, coast to coast -
with no exceptions. These specs do not 
take into account the fact that homes 
built in Seattle vs. Oklahoma City are 
erected in vastly different climates. 

Under current specs, no allowances 
for regional differences in climate or 
turf species exists; new home sites will 
be limited to 40 percent grass use on 
the site's "landscape-able" area. It is 
a one size-fits-all specification. This 
means the amount of grass that can 
be planted on a Portland, Ore., home 
site would be the same as a home in Las 

Vegas. Imagine a Tucson 
desert landscape in Se-
attle and Boston neigh-
borhoods. And, this also 
means, ext reme desert 
locales would be allowed 

40 percent turfgrass use on a home lot 
where it should not be used, requiring 
massive watering. 

Our country is simply too large and 
complex, climate-wise, with multiple 
climatic zones for a single, national 
government standard on grass use for 
home lawns. 

Yes, water should be used in a re-
sponsible manner. Lush green lawns 
of Kentucky bluegrass may not be 
appropriate for desert landscapes, and 
the landscape industry should work to-
ward best management practices that 
support maximizing environmental 
benefits in a conscientious manner. 
The key is to plant the right plant in 
the right place to maximize its envi-
ronmenta l , lifestyle and economic 
benefits, not eliminate them. 

But, with these specs, the EPA sin-
gles out turfgrass as environmentally 
harmful, unfairly labeling it as a "water 
hog," despite the fact that drought re-
sistant turfgrasses are widely available 
in addition to the existence of large 
areas of the country that do not have 
rainfall or water availability issues. 

Further, the myriad environmental 
benefits of turfgrass are ignored under 
these specs - from its well-document-
ed carbon absorption and sequestering 
properties to superior water filtration, 
from its runoff and erosion control 
capabilities to dust and particulate 
matter capture properties, from its 
ability to combat the heat island effect 
to cooling our urban environments. 

These benefits - along with signifi-
cant lifestyle benefits associated with 
a home's yard for family use and pets 
- are completely disregarded. 

Yet, despite these facts, the EPA 
continues to declare war on turfgrass 
through such erroneous specs as the 
cur ren t WaterSense program pro-
motes - even recommending mulch 
and artificial turf over grass green 
space. (Mulch and plastic grass do 
not filter air, remove water pollutants, 
produce oxygen or sequester carbon 
dioxide. How is this better?) 

Plants are real, living things not en-
gineered or manufactured to a specific 
standard. But rather they are ever-
changing and adaptable to variable 
climatic conditions, and, managed 
responsibly, have enormous benefits. 

The EPA has held several public 
hearings on its WaterSense new home 



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 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. And we offer a complete line of professional-grade products to help you 
get big jobs done. 

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

CHECK OUT THE LATEST CUB CADET COMMERCIAL INNOVATIONS AT THE 2009 GIE + EXPO • BOOTH 5116 

C O M M E R C I A L 

WE MEAN BUSINESS.' 

©2009 Cub Cadet 

COMMERCIAL MOWERS • APPLICATION EQUIPMENT • WIDE-AREA WALK-BEHINDS • HANDHELD EQUIPMENT cubcadetcommercial.com 



specification, where these landscape 
criteria have come under attack as being 
arbitrary, non-responsive to local and 
regional variances and not based on sci-
ence. Turfgrass utilization has not been 

evaluated in a holistic environmental 
assessment. Yet, while the agency has 
altered the draft specification to reflect 
o ther industr ies ' concerns , the turf 
restrictions remain in place. EPA plans 

to finalize its WaterSense new home 
specification in November of this year. 

If these criteria are adopted in their 
current form, they will have adverse 
environmental, lifestyle and economic 

What You Can Do 
OPEI, the National Turfgrass Federation, and other interest-
ed parties have submitted comments to EPA, have testified 
at hearings, and have met repeatedly with agency staff on 
our concerns. These actions, while necessary, have not 
been productive with the agency. 

However, the numerous inquiries the agency has re-
ceived from members of Congress about the specification's 
draconian treatment of turf - the singling out, in effect, of 
this one type of groundcover - has earned the attention of 
EPA. These inquiries were prompted by letters and phone 
calls from constituents whose livelihood depends either 
directly or indirectly on turfgrass or from those who seek 
to maintain the lifestyle and holistic environmental benefits 
associated with home lawns. 

We urgently recommend all interested parties to write 
to their congressional representative and senators ask-
ing him or her to raise these issues with EPA and ask that 
the agency set aside the WaterSense outdoor landscape 
criteria for now, evaluate the science and work with stake-
holders to improve the product. Contact information for your 
representatives can be found at www.senate.gov and www. 
house.gov or you can contact Kris Kiser at OPEI at kkiser@ 
opei.org. 

Remind lawmakers that when properly managed and 
maintained, the benefits of turfgrass are multifold: 

• Captures Water Runoff and Dust. Turfgrass does 
an excellent job of capturing water runoff and lessening 
dust and particulate matter pollution vs. alternatives such 
as hard surfaces, mulched areas and impervious or bare 

Inquire About 2010 Promotions 
Time To Plan Your Marketing 

Signs include plastic stake! 

Available in several sizes.. . 

• 4" x 5" 

• 6" x 6" 
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consequences, and may actually create 
scenarios that use more water (not less), 
and severely depress jobs in a host of 
businesses involved in the $150 billion 
a year lawn and landscape industry. 

The landscape criteria of the EPA's 
WaterSense program, which limits the 
amount of turfgrass on every home built 
in the U.S., are simply bad public policy 
that will produce negative outcomes for 

our environment , and el iminate the 
green jobs the current administration 
has been vocally supportive of. © 

The author is executive vice president of the Out-
door Power Equipment Institute (OPEI). 

surfaces. According to a Council for Agricultural Sci-
ence and Technology (CAST) 2006 Publication, turfgrass 
decreases dust emissions, and for controlling soil erosion, 
a live, functioning grass cover, including urban lawns, is a 
cost-effective option, since a grass root system is one of the 
most effective in soil stabilization because of the fibrous, 
dense character of its roots. 

• Lessens Heat Island' Effect. Turfgrass lessens the 
"heat island" effect, especially in urban areas. Urban areas 
generally have higher temperatures than surrounding rural 
areas; this is called the urban "heat island" effect. The EPA 
states that "the annual mean air temperature of a city with 
1 million people or more can be 1.8-5.4° F (1-3° C) warmer 
than its surroundings. In the evening, the difference can be 
as high as 22°F(12°C)." 

• Captures, Stores Carbon in Roots. Properly man-
aged turf areas are carbon sinks. When kept in a growing 
state, carbon sequestration in turf areas can range any-
where from four to seven times the carbon emissions, ac-
cording to the report "Technical Assessment of the Carbon 
Sequestration Potential of Managed Turfgrass in the United 
States" by Dr. Ranajit Sahu. See the study at www.opei.org. 

• Boosts the Oxygen Footprint. Turfgrass can boost 
your oxygen footprint. Compared to bare ground, non-
green areas and lawn substitutes, such as painted concrete 
or even artificial turf, actual grass and green areas generate 
oxygen. For example, a turf area 50 feet square produces 
enough oxygen to meet the everyday needs of a family of 
four, and each acre of grass produces enough oxygen for 
64 people a day. See more at www.turfgrasssod.org. 
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Expecting a strong winter, landscape 
contractors offering snow and ice removal 
services plan ahead and stock up. 
BY NILES HYSELL 

Even though the summer might have 
been tough on your bottom line, the 

winter doesn't have to be. Consider ex-
panding your deicing program to make 
sure you have whatever salt and ice 
melting blends you need for your busi-
ness this winter. 

Despite what you may have read about 
municipalities running short on salt 
during the last two winter seasons, sup-
plies of deicing salt and ice melt blends 
should be sufficient for the upcoming 
winter if you make your commitment 
early and bring in "safety stock" as a 
contingency for a strong winter. 

Here are some ice melt supply fore-
casting tips: 

S Be realistic in your estimates for 
products - out of the last 20 winter 
seasons, eight were above average, eight 
below and two were average. 

S Set up a contingency plan for ex-
tremes in either direction - either too 
much winter demand or too little. 

S Make room for extra space to stock 
bulk or package ice melters. Realize that 
if you take material in early you may 
have to carry some over next spring, 
but eliminate out-of-stocks if the winter 
weather gets out of hand. 

S Develop a good relationship with 
your ice melter supplier and let them 
know if you are flexible when the 
weather hits. Can you take deliveries 
after hours? On weekends? Do you have 
24/7 phone contacts? 

S Make a commitment to a supplier 
and work with suppliers that have good 

supply-chain systems. These suppliers 
know what quantity of products they 
have available at any given time, they 
have planned for your winter demand, 
and they have allotted amply supply to 
customers who have committed to buy 
from them for the season. 

According to Planalytics, the upcom-
ing snow season in the U.S. is expected to 
be one influenced by both the transition 
to El Nino and the recent volcanic erup-
tions in the northern latitudes. El Nino, 
the warming of Pacific waters, portends 
a stronger southern storm track across 
the U.S. and has been responsible in 
prior years for significant snow and ice 
in the southern and eastern regions. In 
fact, this will be the strongest El Nino 
since 2002-2003 when East Coast cities 
received 150 to 200 percent of normal 
snowfall. Amplifying this potential are 
recent high latitude volcanic events, 
which typically produce a colder regime 
in the eastern half of the U.S. 

The potential for increased snows 
will also exist in the Mountain West. 
While snow events across the northern 
tier and Midwest are expected to be 
robust, demand for ice melt is likely to 
lag record levels last year. 

A salt and ice melter supplier with a 
strong weather service can also provide 
you with up-to-date forecasts of impend-
ing storms which may prompt you to 
order in advance to avoid the rush after 
the weather hits. Suppliers working 
with weather services also should be 
adjusting their production and storage 

plans to anticipate trends in geographic 
demand so they have products available 
in the right places at the right times 
when weather hits. 

In deciding what products to put on 
your shopping list for the upcoming sea-
son, consider the weather in your area. 
What is most important in Kentucky 
may be the melting speed of ice and 
snow for less frequent storms, while a 
lower temperature melting point for ice 
and snow is more critical in Michigan 
where winter conditions are typically 
colder. Your supplier should be able to 
offer a range of fast-melting, economical 
and low-temperature-melting ice melt 
blends and salt. 

In addition, more customers are con-
cerned about the impact of ice melters 
on the environment and interested 
in ice melt blends on the market that 
are safer for plants, pets and surfaces 
compared to plain salt. Additives in the 
best blends may contain ingredients 
that serve to minimize the impact of 
ice melters on paved surfaces. The types 
of surfaces that appear to be the most 
susceptible to damage from ice melters 
are poorly sealed pavement or concrete, 
new concrete (less than 1 year old) or 
poor quality concrete. Conduct a pre-
season audit of your clients' paved sur-
faces and recommend properly sealing 
such pavement, in addition to using less 
harsh ice melters, as a way of protecting 
further damage to such surfaces. 1 
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Calling Off Enhancements 
Contractors report commercial properties are forgoing flower 
rotations and small design/build improvements, BY NICOLE WISNIEWSKI 

Sterling, Va.'s Sunrise Lawn & Land-
scaping Services used to do $20,000 

to $30,000 in enhancements annually 
for a condominium association that has 
about 70 to 80 units. 

But this year, a resident who is not a 
professional landscape contractor, took 
over the job of planting annuals - and 
she's starting to realize the job is too 
big. "She even did a lot of stone work 
and gravel work, but now she's getting 
burnt out, and we're stuck dealing with 
whatever she planted as we maintain the 
property," says Joe Markell, president of 
the $2.5 million company. 

This is a good example of what's hap-
pening in today's economy concerning 

e n h a n c e m e n t work, Markell says. 
"Though we do everything - pruning, 
mowing and turf care, she's doing the 
flower rotations and replacements," 
he explains. Maintenance is the bigger 
chunk of the job at $35,000 to $40,000 a 
year, but enhancements made up a nice 
additional portion. The bulk of Sunrise's 
commercial business is maintenance, 
and enhancements have dropped about 
50 percent this year. 

Many contractors are reporting cus-
tomers taking over this work or avoid-
ing it altogether. 

Lee Edwards has noticed a similar 
trend in his market. On commercial 
jobs, enhancement services have been 

Hilton Head, S.C.-based The Greenery has 
seen enhancement work cut by 5 percent. 

cut back about 5 percent for Hilton 
Head, S.C.-based The Greenery. 

Some of it has to do with the current 
commercial market trends, says Jody 
O'Donnell, president of Carrollton, 
Texas-based LMI Landscapes. Texas 
"won't be immune" from this recession, 
he adds, pointing out he expects more 
commercial properties to foreclose or 
default on their loans over the next 18 
months. € 

The author is editor of Lawn & Landscape Reach 
her at nwisniewski@gie.net. Chuck Bowen, associ-
ate editor, also contributed to this story. 
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MONEY III Making and managing it 

Financial Statements: A Necessary Evil 
Your month is not over until you have accurate financial statements - period, BY KEN KAUFMAN 

Do any of these s tatements sound 
familiar? 

"I d o n ' t u n d e r s t a n d why some 
months I make a 15 percent net income 
and other months I lose 7 percent. I 
can't trust my financial statements." 

"Our profit is low this month because 
we bought a lot of inventory that we 
haven't sold yet." 

"Our profit is low because we paid 
for the next 12 months of insurance 
this month." 

"Our profit is higher than normal 
because we invoiced our customers for 
work we haven't actually done yet." 

Owners and managers of small- and 
medium-sized businesses often make 
these and other similar remarks, imply-
ing the company's financial statements 
are wrong. The consequences of not 
having accurate monthly financial state-
ments can be devastating. We have seen 
situations where millions of dollars, 
hundreds of jobs and entire companies 
were lost because of inaccurate financial 
statements. 

Financial s t a tements refer to the 
i n c o m e s t a t e m e n t , ba l ance shee t , 
statement of cash flows, and any other 
industry-specific report that helps the 
company ident i fy its successes and 
opportunities for improvement. While 
ensuring these statements are accurate 
may cost a little more than the company 
is currently spending on its accounting 
functions, the cost is usually well worth 
the expense. 

A NECESSARY EVIL. A c c o u n t i n g p e r -

sonnel usually perform non-revenue 
generating activities, which can cause 
some business owners hear tburn . If 
their activities are set-up to effectively 
and efficiently create accurate monthly 

f inanc ia l s t a t e m e n t s on t ime each 
month, the accounting staff is truly an 
invaluable asset to the company. Our 
experience shows neglecting this aspect 
of a business will cost an entrepreneur 
much more in the long run than the 
relatively low cost associated wi th 
producing accurate internally prepared 
financial statements each month. 

WATCHING THE BANK ACCOUNT. A s m a l l 

business typically relies on the balance 
in the bank account as a critical mea-
surement of performance. As a company 
grows and becomes more complex, this 
is a very ineffective way to measure the 
company's real performance. Yet all too 
often growing firms struggle to break 
this habit and the philosophies associ-
ated with it. 

ACCRUAL VS. CASH. In more than 90 
percent of the businesses with which 
we have worked, one of the main causes 
of inaccurate financial statements is the 
utilization of cash-basis reporting prin-
ciples. In essence, cash-based account-
ing puts cash coming into the business 
and cash going out of the business into 
the same accounting period, regardless 
of if they are related to one another. For 
example, if in one I buy plants to resell 
but I don't receive any cash from sales of 
plants in the same month, then my cash-
based financial statements would tell me 
that I lost a lot of money that month. 
But did I really? My cash was negatively 
impacted, but I still have valuable assets 
I will likely sell the next month. Cash-
basis financial statements do not portray 
the performance of the firm. 

Conversely, accrual-based financials 
strive to match revenues to related ex-
penses, and vice-versa. This means we 

shouldn't show the expense of purchas-
ing the plants for re-sell until the period 
in which we actually sell them. The 
results are financial reports that explain 
exactly how the firm is performing. 

ADDITIONAL BENEFITS. A c c u r a t e m o n t h l y 

financial statements create additional 
benefits. Your internal accuracy will 
empower your CPA to be more effective 
in tax return preparation, calculation of 
penalty-free quarterly estimated tax pay-
ments and other tax-planning activities. 
You will become one of their favorite cli-
ents, and you know how willing you are 
to go above-and-beyond for your favorite 
customers. Your credibility as a viable 
business will improve with bankers. 
When the time comes to value your busi-
ness, accurate financial statements will 
ensure the valuation is complete. We 
have seen companies receive valuations 
far below their actual worth because 
their financial statements did not show 
the true picture of their businesses. 

If you take care of this part of your 
business, you will reap short and long-
te rm rewards. You will have bet ter 
information from which to base your 
leadership and strategy. You will sat-
isfy outside professionals that help you 
manage all aspects of your business. 
Organizations that do not have accurate 
financial information can quickly lose 
their competi t ive advantage. If you 
refuse to allow your month to end until 
you have accurate financial statements, 
you will empower your firm to maxi-
mize profitability, cash flow and value 
as well as capitalize on future business 
opportunities. © 
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MONEY/// Making and managing it 

Hook & Ladder 
Using CDs as an investment strategy can prove worthwhile 
if you take advantage of laddering, BY WILLIAM LYNOTT 

The CD deal is simple: You lend the 
bank your money for specific period 

and get a fixed interest rate. You're 
dinged for early withdrawl. Terms range 
from 30 days to five years or longer. 

Since your interest rate will be fixed, 
when you're ready to buy a CD shop 
around for the best interest rate. Try a 
resource like www.bankrate.com. You 
may find rates are considerably higher 
outside your own state or an online bank 
registered with the FDIC. 

If you decide to invest in more than 
one CD, take advantage of the technique 
known as "laddering," an effective and 
popular way to even out the peaks and 

valleys in unpredictable interest rates 
while making sure penalty-free cash is 
never far away. 

Let's say you have decided to allocate 
$25,000 of your investment portfolio 
to CDs. You buy a $5,000 one-year 
CD, a $5,000 two-year CD, a $5,000 
three-year CD, up to your last $5,000, 
which buys you a five-year CD. Each of 
those years represents one rung on your 
CD ladder. 

When your one-year CD matures, you 
reinvest that money in a five-year CD. 
From that point on, as each year's CD 
matures, you use that money to buy a 
new five-year CD, thus maintaining the 

one-year steps in 
your CD ladder. 

With laddering, 
you don't have to be 

an expert, nor do you 
have to worry about day-to-day 

fluctuations in interest rates. If you've 
constructed a logical CD ladder, you'll 
be in a position to benefit no matter 
which road the interest rate curve de-
cides to travel. 

This technique gives you the security 
of knowing you will be able to access at 
least some of your money relatively soon 
and without penalty while benefiting 
from advantageous interest rates. L 

The author is a freelance writer based in Abington, 
Pa., with 40 years experience in business manage-
ment and financing. 

Open the door to higher rates with 
brokered CDs. Learn more at www. 
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What I Learned from My Garden 
Igot into the landscape business 

i I more than 25 years ago; I did so 
because I had a passion for plants 
and taking care of them. Through 
the years I have learned a lot from 
tending to my gardens. Here are 
the three best lessons my passion 
has taught me: 

NO. 1 - BE PATIENT. Many times we 
plant things that don't look great 
on day one. In fact, in the months 
following their initial installation, 
you may have felt inclined to 
remove the plants because they 
don't look good. I have a beautiful 
red oak in my backyard that looked 
terrible almost immediately after I 
planted it. But I pruned the dead 
out of it, gave it a deep root feeding 
and today it looks fantastic. 

How many times are things not 
going well for you and you want to 
quit, start over, try something else 
or feel sorry for yourself? Smart 
entrepreneurs stick with their 
plans. They don't take another 
path just because the first one 
isn't working out; they keep on 
trying. We remove obstacles; we 
ask for help from friends, family 
and other experts. We think about 
the solutions out there and we 
continue to keep one eye on the 
vision we have for the future. 

NO. 2 - NOT ALL PLANTS DO WELL 
Some plants like wet feet; some 
don't. Some like sun; others like 
shade. Plants that grow in Florida, 
for the most part, won' t grow 
in Minnesota. You can't grow 
Christmas trees in Southern Cali-
fornia. And some plants need to 
be pruned, sprayed and cared for 
meticulously and others can be 
just left alone. People have some 
of the same attributes. 

Companies often take their best 
sales people and make them sales 
managers. It doesn't often work 
because the skills required to 
manage and motivate people are 
different than the skills needed to 
sell. Yes, some can do both, but it 
doesn't always work. We need to 
take hiring seriously and be care-
ful about who we hire and make 
sure they are a fit. One question 

NO. 3 - EACH YEAR IS DIFFERENT. 
Some years your plants thrive, and 
other years they don't. This year 
my garden looks fantastic. We've 
had a lot of rain, so my lawn is lush 
and green; I haven't had to irrigate 
much, and have had to prune a 
lot. I can't believe how much new 
growth there is on my hydrangeas 
(see photo). And my annuals look 
better than they ever have. 

you should always ask is, "What 
are your hobbies?" If they say 
hunting, fishing and landscaping, 
you are on the right track. You 
have to hire people who have a 
passion for the work at hand. Yes, 
once in a while, you can get lucky, 
but over time you will be far better 
served by creating a description of 
the traits you are looking for and 
finding people with those traits. 

No, hiring people is not this 
easy, nor this cut and dried. But 
my garden has taught me that I 
dramatically increase my chances 
for success when I think about 
what I need and find that. 

My business has had many 
good years. This year we're work-
ing hard. It's not going to be a 
great year, but we keep working. 
We're thinking about next year 
and how we can do better. We're 
not giving up, and we actually 
think we've learned a lot. 

Like our gardens, our busi-
nesses will produce for us most 
years, but only if we tend to them 
and pay attention to what they 
are saying. 

Growing a garden can be one 
of the most rewarding things you 
will ever do; running a business is 
as well. Keep tending both. S 

Like our gardens our businesses will produce 
for us most years, but only if we tend to them 

and pay attention to what they are saying. 
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PERSPECTIVE 

Losing Everything 
How Bob Keating lost his entire company in a day and built it back. 

Eight years after all his 
employees walked out 
and the IRS took his 
Escalade, Bob Keating 
is back in the saddle. 



Everything changed in one day for 
Bob Keating. 

Keating started a commercial land-
scaping company 20 years ago and 
grew it to 150 employees with offices 
throughout Florida. He had 60 trucks 
and a 10,000-square-foot building. 
His crews installed the landscaping at 
almost all the Home Depots in Florida, 
Georgia and some in Texas. 

Then, late one Sunday night, the 
general manager called Keating and 
told him he quit. The next day, none of 
Keating's employees showed up to work. 
They were all working for the GM. 

"He got them to quit with no notice; 
he hired them," Keating says. "I had no 
mow crews." 

Then, to make matters worse, the 
IRS came in and started investigating 
the books. It seems Keating was on the 
hook for a lot of back taxes. 

That GM had turned on Keating, 
selling to his client base and spreading 
lies that made his managers quit. Now 
he's in business just down the road from 
Keating's new office. 

"I went from driving an Escalade 
to driving a rusty pickup that the IRS 
loaned me to drive home in," he says. 
"I lost my house that I built." 

Now, Keating's new company, Lib-
erty Land Management Group, Palm 

Harbor, Fla., does $2 million a year, all 
in commercial work - condos and apart-
ments. Keating, the president, started it 
seven years ago with new goals: no debt, 
stay small, keep tabs on everything. 

"I've learned - before I had 30 manag-
ers, and now I'm the manager," Keating 
says. "I gave a general manager way too 
much power." 

But Keating - a former Marine and 
bodybuilder - took it all in stride. "Such 
is life," he says. "I knew I couldn't fail. I 
had to build it again." 

So, Keating started back at zero. He 
hadn't run a mower in 15 years, and was 
now maintaining entire complexes by 
himself. His old irrigation manager, a 
74-year-old named Earl, started helping 
him. Keating worked seven days a week 
to rebuild his business. 

One account, a mobile home park 
with 500 units, took him and Earl a day 
and a half to do. For eight months, he 
worked with a fractured back, trimming 
with tears running down his face. 

"We had to have money," he says. 
Now, he's back to having big crews, 

just fewer of them. He has 20 employ-
ees, all of whom have more than a dozen 
years experience. 

He says he still loves the work, but 
has learned that he needs to step away 
occasionally, before he starts hating it. 

"You burn out. You get to a point 
where you hate your company. I wanted 
no part of that anymore. I didn't want to 
hate my company," he says. "I'm focused 
when I'm supposed to be." 

Keating, a Cape Cod native, avoids 
burning out by heading to his boat. 
Three weekends a month, he, his wife 
and step-son go fishing for snook, trout, 
sharks and groupers. 

"As soon as I leave my dock, I'm 
looking at that ocean. You take a sigh 
of relief," he says. "I don't think about 
work, I don't think about money issues. 
You think about doing the right thing 
on the boat." 

Before he got the boat, his Fridays 
went like this: He and his wife would 
load up a cooler, process all the time 
cards and prepare for Monday. There 
was never any t ime away from the 
business. 

"She looked at me and said, 'You need 
to get a boat again,'" Keating says. 

So he put down $50,000 in cash for 
a new 23-foot dual console Pro-Line 
- really a sound business investment. 
"It was the best thing I ever did. I'm so 
refreshed, I'm so focused because my 
mind is clear." © 

The author is associate editor of Lawn & Land-
scape Have a great Live & Learn story? Send it to 
cbowen@gie.net. 

Keating, a Cape Cod native, avoids burning out by heading to his boat. Three weekends a month, he, his wife and step-son go fishing for 
snook, trout, sharks and groupers. 

mailto:cbowen@gie.net


PERSPECTIVE 

What I Know by C h u c k B o w e n 

After four decades at the helm of Oak 
Creek-based KEI, Ron Kujawa knew 

it was time to step aside. 
But the consummate businessman 

found it difficult. Who would take over? 
Would they run things the right way? 

Kujawa's family has been in business 
for a long time - they started with a 
feed and seed store in the 1920s, then 
moved into beer distribution and, in 
1968, landscaping. 

A chance encounter at a Rotary club 
meeting put him in the landscaping 
business. He took over the clean up 
work after the electric company laid 
new power lines underground. And he 
still has clients - the local school district 
and archdiocese among them - that he 
had more than 40 years ago. 

"I've never considered myself a land-
scaper. I consider myself a businessman 
whose business happens to be landscap-
ing," he says. 

LETTING GO. Early on, Kujawa relied 
on subcontractors to handle accounts. 
His colleagues couldn't believe he'd let 
someone else use his equipment. But 
he knew it was the only way he could 
expand his business. 

"I'll have to accept that. If I were do-
ing it all, I would be able to operate one 
truck and operate one loader," he says. "I 
would have to tolerate people being not 
the best operators or maybe being abu-
sive at times. That's the way you grow. 
You have to be able to delegate because 
you can't do everything yourself." 

Then, in 2003, he had to take his own 
advice. After heading up the company 
for more than four decades, it was time 
for him to step aside and let the next 
generation take a leadership role. 

"I knew it couldn't go on forever," he 
says. But making the decision to step 
down and actually stepping down are dif-
ferent things. At that time, there weren't 

After 40 years in charge, Ron Kujawa passed power 
to the next generation. 



Shooting an Elephant 
In June, Ron Kujawa returned from his second hunting trip to Africa this 
year. He was there in April, and went to Mexico and China earlier this year. 
In April, he bagged a large elephant in Botswana with 77-inch tusks (that's 
how they measure elephants). 

So what do you do with a dead elephant? Well, certainly not mount the 
head. "It's too expensive," Kujawa says. "And I have no place to put it." 

He's having tusks sent back 
and mounted on a credenza behind 
his desk flanking a picture of some 
elephants. The skin will be used as 
inlay on his desk, and to make boots, 
shoes and purses. The tail becomes 
bracelets. Each of Kujawa's four chil-
dren gets one foot, which can each 
be made into a footstool, an umbrella 
stand or a trash can. The ears will 
each have a map of Africa painted on 
them; he'll keep one and auction the other off for charity. 

"I could easily become addicted to it if it wasn't so expensive," he says 
of big game hunting - stalking the animals through the savannah, getting 
less than 10 yards away. "It's really an adrenaline-pumper." 

any employees who had the skills to take 
over. Kujawa's wife, Sally, was CFO and 
his son, Chris, was executive vice presi-
dent. They offered it to Chris. 

"I said to my son Chris, 'You've got 
to make up your mind - do you want to 
work in the business or do you want to 
work on the business?" 

But Chris - a great salesman by all ac-
counts - wasn't great at the administra-
tive tasks he'd have to do as president. So 
Chris approached his brother Joe with 
a deal, and the two brothers took their 
solution to their parents: Joe would head 
up operations and Chris would head up 
sales and marketing. 

"They make a pretty good team," 
Kujawa says. 

Joe came on board in 2002 , and 
Kujawa started to transition out about 
a year later. But he still comes in every 
day when he's in town, acting now as a 
mentor and adviser. 

Joe is now executive vice president 
of operations; Chris works as executive 
vice president of sales and marketing. 
Sally is president, CFO and chairwoman 
of the board. Ron doesn't even hold any 
company stock. 

And like any family run business, KEI 
has its share of tense moments. But the 
family knows how to keep business and 
personal business separate. "We argue 
like hell and we fight during a manage-

ment meeting," Kujawa says. "Then we 
go to lunch and everything's fine and 
then we come back and argue again." 

STEPPING DOWN. 'When Sally and Chris 
were doing things, I wasn't quite ready 
to walk away," he says. "The biggest 
thing that I tell everybody is you have to 
be ready to walk away. If you're leaving 
for any other reason than you want to, 
you're going to have a problem." 

And at the outset, Kujawa did have 
a problem, and his problem created 

problems with employees. "I resented 
the fact that I was getting relegated or 
pushed out." 

But in the end, it worked out, because 
he was comfortable with - and had 
confidence in - the people who were 
talking over. 

"With Joe coming in, that kind of dissi-
pated. I saw that someone was really do-

ing the things that weren't being done," 
he says. "I just had a greater comfort 
level. I had every confidence in Chris to 
sell because he's terrific at it." 

He advises other contractors - who 
are likely entrepreneurs - to try starting 
another business or another industry. 
Maybe invest your profits from the sale, 
and go to work for somebody else. The 
bottom line is: Do something. 

"Is this an exit strategy for you or 
are you just taking it because you think 
you're going to get a lot of money? Are 

you comfortable doing it?" he asks. 
"At 45 or 50 years old, you could be 
washed up and old if you're not doing 
something and if you have no purpose 
in life. You've got to realize that. 

"Golfing is a lot of fun right now, be-
cause I don't do it very often," he adds. 

He also warns of buy-out deals built 
on stock and future earnings of the com-
pany. There's only one thing an owner 
should take for his business: "Cash. 
Nothing else," Kujawa says. 

FILLINGTIME.The 77-year-old now hunts, 
fishes and travels. He's been to Africa 
twice this year, and returned from a trip 
in May after bagging an elephant. He's 
involved with the local school board and 
president of the state's chapter of the 
Safari Club International. 

"I have something that I'm looking 
forward to all the time," he says. "I don't 
want to be around old people in some 
senior citizen's center and singing songs 
and playing canasta or bridge or some 
crap. It may appeal to some people, but 
not me." <£ 

The author is associate editor of Lawn & Landscape 
Reach him at cbowen@gie.net. 

"At 45 or 50 years old, you could be washed up 
and old if you're not doing something and if you 
have no purpose in life." - RON KUJAWA 

mailto:cbowen@gie.net


INTERVIEW 

STAND ON THE 

Shoulders 
of Giants 

Three of the green industry's 
top business heads will 

deliver the keynote address 
at this month's GIE+EXPO. 

Steal a page from their 
playbooks to battle business 

in today's tough economy. 

BY LAWN & LANDSCAPE STAFF 

Some of the best ideas 
any business can 

use come from other 
businesses. This year, 
three green industry 
leaders will take to the 
stage at the GIE+EXPO 
and give their perspective 
on one of the worst years 
in recent memory. 

Craig Ruppert, owner 
of Ruppert Cos., Rick 
Ascolese, president and 
chief operating officer 
of TruGreen LandCare, 
and Scott Brickman, CEO 
of The Brickman Group, 
will lead the GIE+EXPO 
PLANET keynote session 
Oct. 29 in Louisville, Ky. 

Lawn & Landscape 
talked with these three 
industry giants to get their 
insight on the current 
state of the green industry, 
as well as their suggestions 
for how to survive 
and thrive in today's 
challenging economy. 

Scott 
Brickman: 

Stick to Your Strengths 

Sco t t B r i c k m a n jo ined The 
Brickman Group, Gaithersberg, 
Md., in 1986, serving as a project 

director and a regional manager, and 
then assuming responsibility for the 
company's Northeast, Mid-Atlantic 
and Southeast operations. In 1998, he 
became a director of the company, and 
at the age of 35 was appointed CEO. 

Through a series of strategic financial 
and operational decisions, Brickman 
and his team successfully grew the 
company to its current size of $680 
million in annual revenue (representing 
a 500 percent increase in seven years), 
almost 10,000 employees and 160 
branches serving 29 states. Most of the 
growth has been organic. 

Brickman has been recognized for 
his leadership and entrepreneurial 
expertise, including Lawn & Landscape's 
Leadership Award in 2004, and Ernst 
& Young's Entrepreneur of the Year 
Award in 2006. 

How do you feel about the current state 
of the green industry? 
I think the industry is strong in spite of 
current economic conditions. Obviously, 
the lack of new construction hurts that 
end of the business, but as the economy 
recovers, demand for landscape services 
will continue to grow. 

How is your business faring in today's 
tough economy? 

Our focus on the maintenance side 
of the business has served us well. 
It has helped us renew our focus on 
operational quality. We have been able 
to remove waste and rework from our 
processes while improving our customer 
satisfaction scores. 

What is one piece of business advice 
you received once that you did not 
follow - and why are you glad you 
didn't follow it? 
I have been advised many times that we 
should expand into this or that line of 
business because it held great potential. 
I am glad we stuck to our knitting and 
the business we know best. Often the 
best decisions are saying "no." I believe 
you can only do so many things well. 

If you could give a small business owner 
in the landscape industry one piece of 
advice what would it be and why? 
My advice would be to focus on what 
it is you want to be, who it is you want 
to serve, and what it is you are going to 
provide that will make them want to 
hire you. I think it's real easy to try to 
be all things to all people and to look 
for the next best thing instead of staying 
focused on one or two things. 

Who has been a mentor to you in 
business and why? What insight did this 
person provide to you? 
My greatest mentor has been my father, 
Dick Brickman, who always focused 
on doing great work and taking care 
of and empowering people. He taught 
me success and profit are the outcome 
of doing these things. 

What do you foresee for the industry 
in the next two to three years? 
I think the industry will rebound strongly 
as the economy comes back, and that the 
stronger companies will thrive with 
some of the weaker players exiting. I 
believe the demand for sustainability 
and green services will continue to 
grow and that staffing will become a big 
challenge as unemployment drops and 
the population ages. 



Rick Ascolese is president and 
COO of TruGreen LandCare, 
based in Memphis, Tenn., where 

he oversees the operational and strategic 
direction of the company. 

He has a bache lo r ' s deg ree in 
sociology from Ohio's Miami University 
and an MBA from the University of 
Cincinnati. 

Previously, he spent 18 years with 
another ServiceMaster business unit, 
American Home Shield. There, he 
held several leadership posi t ions , 
including his last position of executive 
vice president, where he oversaw sales, 
marketing and operations. 

How do you feel about the current 
state of the green industry? 
It's a tough environment, but I think 
we're seeing a transformation of the 
industry and there's opportunity for 
businesses to emerge stronger and 
better equipped to meet their customers' 
needs. It's a very fragmented industry, 
but the chal lenges are universa l . 
Companies are facing t r emendous 
price pressure and being forced to re-
evaluate their business models. But in 
light of this, they're finding innovative 
ways to manage the way they deliver 
services, looking for new services to 
provide, seeking ways to maintain and 
strengthen their relationships with their 
customers - all things that will make our 
industry stronger in the long-term. 

How is your business faring in today's 
tough economy? 
We've been working over the past 
two to three years to become a much 
more focused, efficient and innovative 
company. We' re a much s t ronger , 
more strategic company than we were 
when we started down this path - and, 
thankfully, better prepared to weather 
the current economic storm. This has 
been a tough year for everyone; no 
one could have predicted how steep 
the marke t would drop. It 's been 
unprecedented. But, it hasn't deterred 
us from our commitment to grow our 
business. We're working much smarter, 
more collaboratively and leaving no 
stone unturned. 

What are your most important methods 
for survival in today's economy? 
Focus and perseverance. You can't 
afford to be caught off-guard or be 
sidetracked or to be afraid to make 
some tough decisions. You've got to 
have a clear strategy that's driven by a 
balanced focus on your associates, your 
customers and your shareholders. When 
these things are aligned, your priorities 
are balanced, and you can focus on those 
things that will drive maximum return 
on your investment. 

What do you know now that you wish 
you knew five or 10 years ago to better 
prepare your business for recession? 
As I talk with others in the landscape 
industry, none of us have imagined the 
market would be where it is today. Even 
so, we at TruGreen LandCare made a 
conscious decision several years ago to be 
a more strategically focused operation, 
to better leverage our resources, to 
strengthen our processes - all those 
things that have made us a stronger, 
more profitable company today, even 
in these difficult times. Hindsight is 
always 20/20, but if you're following 
sound business principles, there will be 
less room for regret or second-guessing, 
no matter the situation. 

What is your business philosophy? 
Do the right thing. It's one of our core 

values here at TruGreen LandCare, and 
at all the ServiceMaster family of brands. 
When you're focused on doing the right 
thing, the circumstances may change, 
but a lot of the conflict and confusion 
are taken out of the decision-making 
process. When you're committed to 
doing the right thing, you don't take 
shortcuts and you're consistent, no 
matter what the state of the economy 
is. That's always good business. 

What is the most challenging situation 
you've encountered in your landscape 
business and why? 
As we grow in size and maturity 
as a business, it's important that 
we develop a culture and a set of 
expectations that are consistent 
throughout the country. People in 
the landscape industry are pretty 
independent; they're used to 
managing their relationships with 
their customers at the local level. And 
those aren't things we want to change. 
But we do want to better leverage 
the value of working collaboratively, 
of sharing best practices, of 
standardizing processes, of working 
to a same set of values and a clearly 
aligned vision. There's a lot of change 
management that comes with this, but 
as you build trust and credibility with 
your team and among each other they 
begin to get onboard and see the value 
that this brings to themselves and the 
business as a whole. 

What's the biggest lesson you've 
learned in business, and what makes it 
one you will never forget? 
Very simple: Take care of your associates, 
and they'll take care of your customers 
- and your customers will take care of 
your financial performance. Surround 
yourself with smart , honest , hard-
working people who are committed to 
doing the best job possible each day. 

If you could give a small business owner 
in the landscape industry one piece of 
advice what would it be and why? 
Don't take shortcuts. Define and stay 
discipl ined to your processes and 
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the way you manage your team. This 
makes for a solid foundation that can 
hold the business up during stressful, 
challenging times. And it makes for 
a foundation that can handle growth 
w i thou t going u n d e r . If you take 
shortcuts along the way it weakens 
your foundation, which weakens your 
business and your future. 

Who has been a mentor to you in 
business and why? What insight did this 
person provide to you? 
I've been fortunate to have worked 
with several great leaders and to have 
learned from them all. I've learned the 
importance of trusting yourself and 
looking forward, not backward. I've 
learned that to be successful, you have 
to give part of yourself to your team. 
And I've learned that to be a successful 
leader and build a strong company, you 
cannot be afraid of failure. You've got to 

take risks - and you're only comfortable 
doing that when you trust yourself and 
are looking ahead. 

What do you foresee for the industry in 
the next two to three years? 
We'll be a stronger industry in the long 
run. We'll be working more efficiently, 
and we'll be more focused on delivering 
great service and building stronger 
relationships with our customers. We'll 
have tighter margins with less room for 
mistakes, so we'll have to be at the top 
of our game each and every day. And on 
the environmental front, we've got an 
opportunity to take huge steps forward. 
We are the "green" industry. Our 
customers will be depending on us even 
more to not only help them navigate the 
myriad of environmental regulations but 
also to help position them as responsible 
and environmentally friendly through 
the use of landscaping. 

Cr a i g R u p p e r t is p re s iden t 
of R u p p e r t Cos. , based in 
Laytonsville, Md. The f irm 

comprises five companies: Ruppert 
Landscape, which performs commercial 
landscape installation/management at 

New in Landscape Lighting... 

Full Moon Every Night. Only from 
Moon Pulse The new EYE Moon Puke Lamp 

creates natural moonlight 
in lawns and gardens. 

And it operates on a Metal Halide 
Pulse-Start Ballast... 
Green and exclusive. 

Visit eyelighting.com and click on Moon Pulse 



11 branch offices in the mid-Atlantic region and employs 
600; Ruppert Nurseries, a wholesale tree growing operation; 
Ruppert Properties, which owns, develops and manages 
select commercial properties on the East Coast; Ruppert 
Ventures, and the Ruppert Foundation. Prior to establishing 
Ruppert Cos., he was the founder and owner of Ruppert 
Landscape Co., which was sold in 1998. 

What is your background? Tell our readers more about some 
of your experiences in the industry. 
I started mowing lawns in the neighborhood I grew up in. I 
am one of eight children, and if you wanted a new bike you 
had to earn the money to pay for it. I went to high school in 
Washington, D.C., and after a brief stint at the University of 
Maryland I was working for a construction company running 
their insurance restoration division and keeping the landscape 
company going on the side with my brother Chris, who was 
running it day to day. In the late 1970s, the growth of the 
landscape company led me to quit my day job and concentrate 
on landscaping full time, where I have been ever since. 

What are important survival methods in today's economy? 
We have and will continue to try to grow our landscape 
management division over our landscape const ruct ion 
division, as it is less affected by recessions. 

Spread the responsibility and accountabili ty for your 
company's success widely amongst the management team. 
Empowering a large group of your people to overcome the 
challenges of a tough economy seems to work best for us. 

What's the biggest lesson you've ever learned in business? 
Your company is only as good as the people you've assembled 
and empowered to run it. And although this is a simple, clear 
message, to some degree every manager has to relearn it on 
a daily basis. Because living this philosophy can be so hard, 
adding structure around employee appreciation, employee 
recognition, company events, etc., is a fundamental tool. 

If you wrote a letter today to yourself when you first started 
out in this business, what would it say? 
Knowing the answers or the right approach is less than half 
the equation. Living and practicing your beliefs is the hard 
part. No matter how many years you're in the business you 
need to expend a great deal of energy to continue to learn, 
trust and grow every day. 

What advice would you give a small business owner today? 
Your purist sustainable competitive advantage over all of your 
competition is your ability to learn and adapt quicker than 
them. Every company has their own challenges, and it's the 
ability to learn and execute that creates success. © 

Nicole Wisniewski, Chuck Bowen and John Torsiello, a Torrington, Conn.-
based freelance writer, contributed to this story. For more information, contact 
nwisniewski@gie.net. 

Green from the go. 
{our philosophy} since 1973 

Same Name. Same Game. "We didn't invent the 
wheel and we didn't reinvent it either. Instead we focused 
on creating a philosophy to live by: one to work by and one 
to create and design products by We found our inspiration 

from our concern for the environment, and have continued 
to create lines of lawn and garden products that are not 
only innovative, but also dedicated to our philosophy 
of promoting environmentally responsible products. 

We are DeWitt. No Chemicals then or now." 

- Larry DeWitt, founder & ceo 

We are your 
Soil Erosion Control Professionals 

SOIL EROSION CONTROL 
Fiber Guard 200 
• Natural Aspen wood fibers 
• Expands to hold seed 
• Dyed green to look like grass 
• Single photodegradable netting 

on top of wood fibers 

Straw Guard 200 
• Faster Germination 
• Seed Doesn't Wash Away 
• Saves Water 
• Non-toxic, Biodegradable 
• Lightweight and easy to use 

PREMIUM LANDSCAPE FABRIC 
PRO-5 Weed Barrier 
is the industry's best 5 oz. woven, 
needle-punched, polypropylene 
fabrics designed for professional 
and commercial use. 

Pro-5 Weed Barrier® has been 
approved by leading landscape 
architects and most government 
agencies. 

GEOTEXTILES 
Woven & Non Woven 
DeWitt Woven Geotextile Fabrics 
are high-quality polypropylene 
fabrics that stabilize the sub 
grade and separate soil from the 
aggregate. Everything in place, 
you'll experience a reduction in 
maintenance costs and extended 
life of your pavement structure. 

^ y ) ¿ T M / î - f - / ^ D O W N T O E A R T H PROTECTION X y r X / C C C ) dewittcompany.com • 1.800.888.9669 

www. lawnandlandscape.com OCTOBER 2009 3 3 lawnandlandscape.com/reader service #30 

mailto:nwisniewski@gie.net
http://www.lawnandlandscape.com




f f I n v e s t in your landscape and it 
I will add 15 percent to the value 

of your home." 
Sure, the first time a homeowner 

hears this research it sounds pretty 
good. It presents a sound investment 
strategy, emphasizing a service that 
keeps giving back, particularly today as 
home values have diminished. 

The problem? Everyone in the indus-
try is using it, fighting to grab a greater 
share of existing and dwindling demand. 
They are all vying for the same 35- to 
55-year-old Baby Boomer customer. 

The problem with this sales tactic? 
"It's already old thinking," explains 
Jim McCutcheon, CEO and partner, 
HighGrove Partners, Austell, Ga. And 
that thinking is even more dangerous 
in today's troubled economy. "The vast 
majority of the world doesn't think their 
equity is coming back any time soon. 
In fact, if you use this sales tactic on 
a homeowner today, they'd probably 
laugh at you." 

Since technology has advanced rap-
idly, and information is available at the 
click of a mouse, the typical landscape 
customer is much more educated . 

Contractors who aren't planning ahead 
may fall behind. "Too many small busi-
ness owners in this industry think in 
the 'now' mode," observes Russ Frith, 
president and CEO of Lawn Doctor, 
Holmdel, N.J. "Their energies are so 
consumed with doing the things neces-
sary to make a dollar today that they 
forget about tomorrow." 

The current economic struggle has 
added an additional twist - knowing 
the little nuances about a business' 
typical customer can mean the dif-
ference between growth and death, 
particularly when every penny means 
so much more. 

The basics of understanding a cus-
tomer stem from comprehending their 
core values, and a lot of that can be 
determined through looking at their 
generational characteristics and result-
ing future wants vs. needs. 

As any salesperson has probably heard 
before, the first rule of selling is simple 
and steadfast: Know your customer. 
"With three distinct generations play-
ing active roles in the buying decisions 
of companies, that tenet is increasingly 
difficult to fulfill," explains Cam Mart-

son of Mobile, Ala.-based Generational 
Insight. "It is no longer enough to be 
personable and knowledgeable about 
your service. To succeed in today's busi-
ness climate, you need to approach each 
buyer with an informed generational 
perspective - recognizing the underly-
ing biases, values and expectations that 
pave the way to yes.'" 

BOOM TOWN. W h o w o u l d n ' t w a n t to 
fight for the Baby Boomer customer? 
They have an almost insatiable desire 
for real estate and appreciate housing 
as a great investment. In fact, they own 
and buy more real estate than not only 
any other generation, but also more 
than the national average. According 
to a National Association of Realtors 
September study, one out of four Baby 
Boomers own more than one property. 
The same survey also revealed the natu-
ral beauty of the environment they live 
in is on their list of top eight things they 
feel make the perfect retirement loca-
tion - meaning landscaping is right up 
there with quality health care. 

The NAR survey also shows that one-
quarter of Boomers aren't satisfied with 
their present homes, meaning a good 
portion of them may be considering a 
move - presenting additional oppor-
tunities for landscape renovation and 
installation. 

Terry Kurth understands this de-
mographic. His typical customer is 
between the ages of 35 and 54, lives in 
a two-income family with children and 
has a new home or one that is less than 
20 years old. "They're both working and 
busy - they like frequent contact with 
us and to build a relationship," explains 
the subfranchisor/career consultant of 
Weed Man, who runs the $2 million 

Customer 
Psychology 

2010 
Secure tomorrow's customers today 
by better understanding their pain points. 
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Generation Spending Gaps 
Self-Reported Spending Per Day 

Generation 2008 2009 % Change 

Baby Boomers $98 $64 -35% 

Generation X $110 $71 -35% 

Generation Y $92 $61 -34% 

Source: Gallup Poll 

BABY BOOMERS 
Self-Reported Annual 

Household Income 

More than 
$75,000 

$50,000 
to $75,000 

Less than 
$30,000 

$30,000 
to $50,000 

More than 
$75,000 

$50,000 
to $75,000 

Source: Gallup Poll Source: Gallup Poll Source: Gallup Poll 

franchise in Madison and Milwaukee, 
Wis. "For Baby Boomers, their single 
biggest asset is still their home, and so 
their mentality is they want to put a 
better moat around their castle. If they 
show their home is receiving care on the 
outside, they know potential buyers will 
expect the same inside." 

However, this customer is becoming 
harder to reach than in years past. With 
telemarketing and direct mail that got 
a 2 percent response rate and closed 
55 to 60 percent, the cost to acquire a 
customer used to be in the $40 to $60 
range for Kurth's business. With 87 
percent of his area on "do-not-call" lists, 
direct mail response rates down below 1 
percent, postage costs rising and closing 
percentages dwindling, today's cost to 
acquire a customer is now more than 
$100, Kurth says. 

On top of that, the current economy 
has decreased overall spending. What 
was once 73 or 74 percent of GDP is 
now 69 to 70 percent of GDP, each 
percentage point representing about 

$900 billion, Frith shares from recent 
reports he's read. 

Start by looking at Baby Boomers. 
Some experts attribute the sustained 
economic growth of the 1980s and 
1990s, which the landscape industry 
certainly enjoyed, to the fact that Baby 
Boomers reached their peak earning and 
spending years during this period. As 
they near retirement age, the concern is 
they will pull back spending to make up 
for nest egg losses they suffered the past 
year. Gallup poll data suggests Boomers 
have already pulled back - this year, 
their daily spending of $64 is down from 
an average of $98 last year. 

But they are not alone in pulling back 
on their consumption. While Boomers 
sheer numbers make their influence on 
the national economy greater than that 
of any other generation, their average 
reported spending is actually lower 
than that of Generation X. In 2009, 
average reported daily spending among 
Gen-Xers is $71 compared to Boomers' 
$64. Last year, the figures were $110 

and $98, respectively. Higher spending 
among Generation X is not a function of 
greater income, as the two groups have 
similar income distributions. 

The most likely reason for the differ-
ence is that 71 percent of Gen-Xers have 
children under 18, according to Gallup 
estimates. The presence of young chil-
dren in the household can be a major 
predictor of reported spending (in 2008 
and 2009, the difference in reported 
average spending between parents with 
children under age 18 and non-parents 
was about $20, Gallup shows). By com-
parison, only about one in four Baby 
Boomers have children under age 18. 

Also notable in the data is the fact 
that reported spending by Generation Y 
thus far in 2009 ($61) is roughly on par 
with that of Boomers. This is the case 
even though Generation Y's reported 
income is quite a bit lower on average 
than Boomers'. 

BEYOND GENERATIONAL DIVIDES. Based 
on this spending data and future predic-
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tions, many think consumer spending can no longer carry the 
economy. "It's not clear how much the economy can grow 
unless spending increases from its current low levels," Gal-
lup poll data reports. "But spending may not necessarily be 
the best course of action, particularly for Baby Boomers as 
they approach retirement age and prepare to rely on Social 
Security and their retirement savings as primary sources of 
income. Retirement-age Americans consistently show the 
lowest levels of reported spending." 

Amidst all this uncertainty and change, what should a land-
scape contractor do to attract new customers? Appreciate the 

GENERATIONS NOW 
Generation Years Population 

The Silent 1925-1945 45 million 

Baby Boomers 1946-1964 80 million 

Generation X 1965-1976 49.1 million 

Generation Y 1977-1994 73.5 million 

Source: U.S. Census Bureau 

generational differences that will change how they market and 
approach customers, but look for bridges from generation to 
generation that are universal, experts suggest. 

First, regardless of generation, "no one has patience any-
more," McCutcheon says, listing speed as one of his two cri-
teria that go across all generations. "The days of apologizing 
for being last minute are over. You have to anticipate your 
customers' moves and stay ahead of the game. 

"The best thing you can do is call them up and ask, 'What 
can I do for you?'" McCutcheon advises. HighGrove Partners 
tries to have more communication going out than coming in 
to stay ahead of this curve and lessen customer impatience 
and complaints. "We have good and bad days with this, but 
the day we do it consistently we will win." 

This includes commercial customers. "I don't think a 
30-year-old property manager is any different from a 50-year-
old property manager," explains George Gaumer, vice presi-
dent/general manager of Kent, Ohio-based Davey Commercial 
Landscape Services. "They all want instant response. You can't 
expect for them to leave you a voice mail and wait to get a call 
back. Voice mail is now a distant second to e-mail." 

To appease this client demand over the past three years, all 
Davey account managers have been equipped with Blackber-
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ries so they can communicate instantly 
with their customers. "If you don't have 
e-mail access more frequently than at 
the end of the day and don't already have 
updated Blackberry or mobile technol-
ogy, you need to think about it now." 

The other important customer desire 
that stretches beyond generational di-
vides is return on investment. "You have 
to be stewards of their money," Mc-
Cutcheon says. "What do they need? In 
every crisis, there's an opportunity." 

In McCutcheon's case, he noticed 
developers he worked with were all dev-
astated by the economy. They have all let 
go of their staffs. "So what we've done is 
developed a land services company," he 
shares. "We expanded what we do with 
our landscape architects and brought 
on a former developer. Now we can be 
an adjunct staff for developers so they 
don't have to hire people." 

The company is already getting work 

as a result of this investment - Mc-
Cutcheon says the group has secured 
four projects. "A developer isn't going 
to make money again until they develop 
something. People will develop again -
maybe not tomorrow but they will," he 
says. "If we position ourselves now as 
experts and put ourselves in the right 
spot, once that turnaround comes, we'll 
be in the right position." 

Another way to stay ahead of custom-
er need is to set up a customer advisory 
council, McCutcheon suggests, which 
HighGrove did four years ago. It's made 
up of seven customers who are each 
invited to serve a 12-month term. They 
provide direct and ongoing customer 
feedback for the company, participating 
in two to four lunch meetings annually 
that are each two to three hours long. 
HighGrove treats the group to lunch. 

"Too often, we focus on what we think 
we do well and what we think custom-

The Typical 
Landscape Customer 

What is your average 
customer's age? 

Older than 65 - 4% 

Source: Lawn & Landscape 

ers want delivered," McCutcheon says. 
"Before we started this council, there 
were things we had been doing for years 
that I thought our customers loved, 
and when I finally asked them about it 

Husqvarna 

Allow us to highlight a few 
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to become more profitable... 
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TARGET 
CUSTOMERS 

BABYBOOMER 

Baby boomers are "aging by the minute as they worry about 
retirement and savings," describes Drew Stevens, president of 
Stevens Consulting Group, a sales consulting firm. "This group 
resists spending during economic uncertainty since they pay 
with cash not credit. To achieve sales excellence it is imperative 
for selling professionals to create a bond with Boomers." 

Steve Howard, author of Boomer Selling, adds these tips 
about Boomers: 

* They are more selective in their spending than they were 
before the recession. 

* Sales tricks and pressure tactics do nothing but insult them. 
* They know the value of a dollar as well as a penny. They'll 

buy a $1,000 suit at Nordstrom's and then stop at Wal-Mart for 
socks. 

* They know how to bargain and haggle. 
* They know they are special and believe they should be 

recognized for being unique. 
These older consumers tend to be more risk-averse and 

less open to new ideas, so a recent report in Advertising Age 
suggests playing up messages suggesting advantages like 
guarantees, safety and experience. 

GENERATION X 
This generation is very open to technology yet its 
members are also well educated - if they need 
information they know where to get it, so selling 
professionals need to illustrate differentiation, Ste-
vens advises. "Generation X wants issues resolved 
expediently and deplore lengthy sales pitches in 
favor of solutions," he says. 

According to Brand Channel, Generation X 
consumers are more cynical than their predeces-
sors - they want to carefully evaluate their choices 

and reach their own purchasing decisions. This dis-
criminating pattern often discourages brand loyalty. 
"Target Gen-Xers by trying to convince them other 
Gen-Xers are doing the same thing - something 
they can join and to which they can belong," 
Brand Channel advises. 

V 
GENERATION Y 

The largest and most influential group of purchasers since the Baby Boomers, Generation Y is on the minds of many 
selling and marketing professionals. "They are influential, have the money to spend and there are many of them," 
Stevens says. "They are very well educated. As a group, they believe in real time connection with the Internet - a 
must medium. They are all about instant connectivity and, most importantly, instant gratification." 

Being the most tech-sawy of the average household, they are frequently tapped for opinions in family pur-
chasing decisions, adding to their already considerable influence in the marketplace, Brand Channel reports, 
adding that they are easier targets because they grew up in a culture of pure consumerism. Get their vote, 

and likely the other two generations will follow. They are also less fearful of taking a risk on something they 
believe in. 

However, remember that "they want to be treated with respect and not condescended to as 
know-nothing kids," Brand Channel advises. "They want to be listened to and have their needs and 
expectations addressed." Take a page out of Apple's or Southwest's playbooks and build services 
with advice from this group. 



I found the opposite was true. Without 
this council, I would never figure out 
what our customers needed, especially 
in this uncertain economy." 

WHAT SHOULD YOU DO? S t a r t w o r k i n g 

on a broader array of services and ca-
pabilities than just landscaping. What 
the generational divides have taught 
sellers is that customers are expecting 
more speed, capability and flexibility 
than ever before. "So now you have to 
do more than just be a landscape com-
pany," McCutcheon stresses. 

A solutions provider might be a better 
description, according to Bill Poppei, 
professor emeritus of finance at Chi-
cago's DePaul University. "Instead of 
putting in a landscape, appeal to these 
high-tech, advanced cus tomers and 
put in an intelligent landscape," he says. 
"This would be one that uses tools to 
tell you when they are hurting, e.g. need 

water. There are sensing devices you can 
use now to sell this niche." 

McCutcheon laughs remembering a 
relevant story he recently told his sales 
team. He was asked to give a motiva-
tional speech and found himself staring 
at the old and new iPods he had sitting 
on his desk. "Apple created something 
I didn't even know I needed with the 
first one, and then two or three years 
later they did it again," he says. Un-
fortunately, "there is little innovation 
in the landscape industry - period. So 
maybe innovation isn't looking at what 
we do or the way we build or maintain 
it, but maybe it involves more of how 
we redefine the landscape." 

For instance, everyone knows water 
is a problem today, and one that will 
continue. Two years ago in September, 
a drought in McCutcheon ' s market 
turned off the water. That's the same 
year he launched the company's Know-

Water program - more than tripling 
its irrigation business in a year when 
other companies shut their doors. "We 
spoke the customers' language, under-
stood their pain points, and it worked 
for us." 

Boomer savings rates remain high 
- about 20 percent of their income 
at age 50, according to the Bureau of 
Labor Statistics Consumer Expenditure 
Survey, and this has only increased in to-
day's economy. Where will that money 
go? You decide. © 

The author is editor of Lawn & Landscape. Reach 
her at nwisniewski@gie.net. 

For more on McCutcheon's 
KnowWater program, the • 
generational stats of landscapes, and 
a list of the 21 best retirement towns for 
Boomers, visit www.lawnandlandscape. 
com/webextras. 
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BRIEFCASE III Solutions to keep you on top of your game 

TOPIC - BUYING EQUIPMENT 

Well-Equipped 
Contractors share equipment purchasing strategies and how they budget for 'iron' in a tough economy. 

Based on promotions introduced in late summer, landscape and lawn care professionals 
may not have to pay for new equipment until April. 

Now is prime time to buy equipment 
for the 2010 season, even if the 

equipment will not "work" until spring. 
Actually, Jack Snow, president, Shef-
field Financial, argues now might be 
the best time to make a deal - and take 
advantage of some serious tax breaks. 

"Dealers want to reduce inventory be-
fore winter, manufacturers are looking 
for reorders from dealers before spring 
and financiers want to make loans," 
Snow says, describing showroom busi-
ness. "This means landscape contractors 
can get good equipment - this year's 
models - and not have to make pay-
ments until next year." 

Thanks to incentives that began roll-
ing out late summer, you may not have 
to shell out for new equipment until 
April. For example, Sheffield Financial 
offers an installment loan with fixed 
payments that are due only when the 
equipment is in use: April to October, 
in cooler climates. 

"You'll have a much higher payment, 
but you'll only be paying for the equip-
ment while it is producing revenue," 
Snow says. The company hasn't offered 
a program like this since 1993, when se-
rious drought affected equipment sales. 
Expect other incentive programs to roll 
out during GIE + EXPO in Louisville, 
Ky., Oct. 29 to 31. 

Meanwhile, buying equipment before 
year end has tax advantages, adds Snow, 
a former accountant. Depreciation un-
der Section 179 of the tax code allows 
businesses to deduct the full purchase 
price of qualifying equipment purchased 
or financed during the tax year. 

Section 179 makes buying equip-
ment much more attractive than leas-
ing, according to Snow. For instance, 

leasing equipment with a $10,000 loan 
and $300 monthly payments means a 
$3,600 annual write-off. But by buying 
that $10,000 machine, you can write off 
the full amount this year. 

"If you don't pay it off, you can still 
write off the whole purchase price this 
year and write off interest you make on 
payments in future years," Snow adds, 
advising a discussion with an accountant 
prior to making capital expenditures. 

Buddy Rodgers, president of Buddy 
Rodgers & Son Professional Lawn Ser-
vice in Leavenworth, Kan., takes advan-
tage of late-season incentives through 
dealer from Oct. 31 through December. 
Last year, he paid 17 percent less for 48-
inch and 36-inch mowers. 

Sure, purchasing equipment in fall 
when bids for 2010 aren't yet locked 
down can be a gamble. But so is business 
and life, Snow points out. "We roll the 

dice every day," he says. 
However, careful equipment purchase 

planning based on account renewals and 
conservative projects can give a business 
owner the workload information needed 
to justify new purchases now during 
incentive season. 

"Every manufacturer has different 
programs and promotions," Snow says. 

And if you are concerned about how 
to pay for what you already have, Snow 
emphasizes the importance of keeping 
open communication with your lender 
and dealer. "We are here to help, not to 
hurt," he says. 

This month, Lawn & Landscape asked 
three landscape contractors who oper-
ate companies in di f ferent revenue 
categories to reveal their equipment 
purchasing strategies. © 
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SMALL - LESS THAN $500,000 
BY KRISTEN HAMPSHIRE 

Enforcing employee accountability 
for equipment condition allows 
Buddy Rodgers to earn back a chunk 
of his equipment investment. 

Buddy Rodgers can recupera te a 
solid 40 percent of his investment 

in mowers, and his secret is not the 
color of the iron. It's keeping careful 
maintenance records and monitoring 
each operator's performance. 

"We keep employees accountable," 
emphasizes Rodgers, president, Buddy 
Rodgers & Son Professional Lawn Ser-
vice, Leavenworth, Kan. 

He does this with a chart that lists 
each member of his three crews. When 
an "unnecessary expense" arises - such 
as a certain $900 repair after a crew 
planted a zero-turn rider into a wrought-
iron fence - that cost is recorded. "At 
the end of the year when we dole out 

I 
Buddy Rodgers & Son 
Professional Lawn Service 

Principal: Buddy Rodgers, president 
Location: Leavenworth, Kan. 
Established: 1981 
2008 Revenue: $450,000 
Customers/Services: 80% residential, 
20% commercial; full-service 
maintenance, lawn care, shrub care 
Employees: 3 full-time; 8 during peak 
season 
Equipment purchasing philosophy: 
Hold employees accountable for 
how they treat equipment and sell 
used equipment when buying new 
replacements to recoup some of the cost. 

bonuses, we show employees, This is 
how much could have been added to 
your bonus,'" Rodgers relates. 

And Rodgers doesn't skimp on bo-
nuses. Last year, he took his three crew 
leaders to Las Vegas, all expenses paid. 
"I have to take care of these guys because 
they're the gravy of the company," he 
says simply. 

In return, his guys better take care 
of the equipment, allowing Rodgers to 
market his used machines to the general 
public. This takes no effort on Rodger's 
part. Occasionally, he says, crewmem-
bers are stopped by people who see the 
yellow and orange fleet and are inter-
ested in knowing where they can get a 
large mower. 

"They say, 'I bought a piece of prop-
erty with 2 acres of lawn, and that 
machine would be ideal, what does it 
cost?'" Rodgers says, imitating how a re-
sale opportunity happens. "We tell them 
how much the mower costs new, and 
add, 'From time to time, we have these 
for sale and they are in good shape.'" 

Because all of his e q u i p m e n t is 
serviced by the same dealer, to whom 
Rodgers has been loyal since starting 
the business 28 years ago, Rodgers 
has detailed maintenance records. He 
constantly rotates his fleet and retires 
mowers once they hit 1,600 to 1,800 
hours. 

"At that point, they are still running, 
and they'll make a good new mower for 
an individual looking for a commercial 
machine that can't afford a new one," 
Rodgers says. 

Rotating mowers is easy because Rod-
gers keeps a spare "twin" for every type 
of mower he runs. His fleet consists of 11 
mowers of six different configurations. 
If one 60-inch zero-turn mower goes 
down, he has a spare of the same kind. 

"Downtime is just critical," he says. 
During heavy-rain weeks when crews 

have limited time to mow, having those 
spares is especially helpful. Crews are 
mowing frantically and machines are 
more likely to break down. 

Rodgers applies the same philosophy 
to handheld equ ipment . "The most 
embarrassing thing is to have a piece of 
equipment that won't start while you're 
on a property, and you have to play and 
fiddle with it," Rodgers says. "If we have 
to do that with a piece of equipment a 
couple of times, it's gone." 

The best equipment investment Rod-
gers made was ride-on sprayers. He has 
three of these, one for each crew. "We 
used to drag a hose around, but now we 
can produce four times the amount of 
business," he says. 

The worst purchase decision: a trailer-
mounted leaf loader. It seemed like a 
good idea when the city retired its leaf 
loaders. Today, Rodgers calls the ma-
chine a $16,000 egg. The city replaced 
its leaf loaders, and Rodgers lost his 
niche market. Now, he advertises curb-
side leaf removal "by appointment, not 
chance," rivaling the city's designated 
leaf pickup days. He uses the machine 
10 to 20 percent of the time. © 
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PLAYING IT 

Safe 
This year's equipment purchase 
strategy was to maintain and 
make due. Next year, Granger 
expects more of the same. 

There's no better feeling than paying 
half-price for a high-quality piece 

of equipment . That 's what Brandon 
Granger did when he purchased his 
Toro Dingo for $18,000 at a CAT Rental 
store. The machine had 200 hours on it 
and was in great condition. It came with 
a collection of a t tachments - auger, 
Harley box rake, bucket, pallet forks. 
Granger invested in a new engine for 
the 3-year-old machine; it was rattling 
at 1,200 hours. But now he's set. 

"That was by far my favorite purchase 
- it's so useful," Granger says, noting a 
rental can cost $250 per day. "Rent it for 
three days and you can make a payment 
on it and it's yours all month." 

Granger is crunching numbers care-
fully - not something he enjoys. While 
business was up in late summer, he has 
been a cautious buyer this year, choosing 
to maintain and "squeak out" as many 
hours from equipment as possible. 

It hasn't been that easy. In July, he 
spent $1,100 on maintenance and parts 
- above average. "I'm more hesitant 
now mainly because last year, I bought 
two trucks and two new mowers," he 
says. This year, Granger is investing in 
handheld equipment, which the com-
pany can keep running for about 12 to 
18 months. 

"You can spend $50 on a maintenance 
bill to fix them, or buy brand new for 

Granger Landscapes 
Principal: Brandon Granger, 
president 
Location: Florence, S.C. 

Established: 1998 

2008 Revenues: $760,000 

Customers/Services: 70% 
residential, 30% commercial; 
full-service maintenance, design/ 
installation, irrigation 
Employees: 8 
Equipment purchasing philoso-
phy: Avoid equipment-thrill pur-
chasing and focus on the budget. 

$200," he notes. 
Granger doesn ' t ever throw away 

handheld equipment. "We have a nice 
mount of them at the shop because we 
use them for parts, or we'll leave them 
with the mechanics at the dealership so 
they can use the broken equipment for 
parts," he says. 

But sometimes, retiring equipment is 
not an option, such as in August when 
three walk-behind mowers sputtered 
out in the same week. "I had to hold 
back from buying a new mower because 
that's $6,000," Granger says. "So we just 
made due and got the machines back up 
and running." 

Operations were behind that week, 
but Granger keeps a spare zero-turn 

m o w e r and o n e wa lk -beh ind . His 
crews carry extra handheld equipment 
on their trailers as a sort of equipment 
failure insurance policy. Each trailer 
is stocked with two edgers, two line 
trimmers, and three or four backpack 
blowers. "Equipment can break at any 
time," Granger points out. 

Each month, he evaluates the fleet 
and determines which equipment is 
"causing trouble." He keeps track of 
warranty periods, and when a major 
part (engine, cutting deck) is no longer 
covered, he scrutinizes the wear-and-
tear situation and either sells the mower 
on eBay or trades it in at the dealership. 
Mowers usually last two or three years 
at Granger Landscapes. 

But if Granger takes on a big, new ac-
count, he'll consider adding to the fleet. 
"We evaluate the account and figure out 
the cost of new equipment and the cost 
to maintain it," Granger explains. 

Historically, Granger buys a new 
mower every six months to keep the 
fleet fresh. But he expects to continue 
his conservative purchasing strategy 
through 2010. L 
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later in season tnan other methods 

• Provides frost damage control, no need to fertilize in spring 

• Fertilizer is in a completely enclosed container; user friendly 
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To find your local Mauget distributor go to www.Mauget.com. 

http://www.Mauget.com


BRIEFCASE III Buying equipment 

LARGE - MORE THAN $2 MILLION 

Investment Protection 
Hiring an asset manager to protect investments helps Kinsella get more 'return' from its machines. 

Two years ago, Kinsella Landscaping 
made a decision to protect its esti-

mated $5 million in equipment by hir-
ing an asset manager, someone to make 
buying decisions, oversee technicians 
and, in general, protect the company's 
significant capital investment. 

"We were growing so fast and no one 
could keep track of all this equipment 
with two locations," says Greg Semmer, 
president. 

Repairs were performed incorrectly, 
and the company had an upset in the 
service department. Basically, the four 
technicians were let go and Semmer 
needed to find someone who could 
manage the company iron. 

"Equipment is expensive, and with 
growth comes growing pains," Semmer 
says matter-of-factly. "We wanted our 
trucks and equipment to last longer so 
we could start getting more of a return 
on our investment." 

In 2008, Kinsella Landscaping grew 
30 percent , adding $3 million to its 
revenue. This year, business is down 
slightly, underscor ing that focus on 
keeping equipment in tip-top shape. 
Kinsella Landscaping has four full-time 
technicians - two at each location - who 
perform all types of repairs. The cost 
of paying their salaries and benefits is 
less than paying a dealership for fixes, 
Semmer says. In fact, the company has 
employed at least one full-time techni-
cian for 10 years, and hired a part-time 
mechanic a couple of years after the 
business started in 1994. 

The advantage of managing equip-
ment in-house, and having an asset 
manager to oversee the company's fleet, 
is the ability to track equipment and 
control expenses. 

"The asset manager can look at trends 
of what is breaking on equipment, and 
if certain crews or employees have a 
history of damaging equipment," Sem-
mer describes. A detailed spreadsheet 
contains a breakdown of every piece of 
equipment. The asset manager reviews 
this document in full every month, up-
dating it when repairs are made or new 
equipment is purchased. 

A 

Kinsella Landscaping 
Principal: Greg Semmer, 
president 
Location: Blue Island, III. 
Established: 1994 
2008 Revenue: $12.8 million 
Customers/Services: 100% 
commercial; full-service 
maintenance, landscape design/ 
installation, snow removal 
Employees: 134 
Equipment purchasing 
philosophy: Buy equipment out 
of need, not want; hire an asset 
manager. 

From a wear-and-tear aspect, Kinsella 
Landscaping generally purchases new 
mowers every three to five years. 

"But the issue is, we have grown for 
the last 15 years, so we have always had 
to buy new equipment to manage that 
new business," Semmer says. Semmer 
knows it costs about $35,000 to outfit 
one crew. He pencils this amount in 
the budget, regardless of growth plans. 
"You never know what will happen," he 
says. One time, an employee drove a rid-
ing mower into a lake. Last year, three 
mower engines were destroyed when 
they were fueled with gasoline that was 
diluted with water. That repair cost the 
company $10,000 in labor and parts. 

He has admittedly spent too little on 
equipment in the past. Once, a large 
contract was delayed and the customer, 
last minute, asked Semmer if he could 
take the job. Semmer had to pull to-
gether two full crews in three days. 

He got it done. "We basically went 
on a shopping spree," Semmer says. He 
maintains a strong relationship with a 
local dealer and always purchases the 
same brand of equipment. "If you are 
consistent with your purchases and you 
buy in volume, your dealer will start 
stocking what you want," he says. 

This year, there were no shopping 
sprees. The company made due with 
its existing fleet, purchasing about 10 
handheld pieces of equipment. Sem-
mer expects to continue conservative 
purchase habits next year, and he'll 
depend on his asset manager and heads 
of construction, maintenance and over-
all operations to help him make those 
decisions. $ 



Everything at your Fingertips 

LebanonTurf is your one resource for all your lawn, tree, and ornamental products. Whether 

it's the optimum performance of MESA® or MethEx® fertilizers in our ProScape® brand, or 

cost-effective fertilizer containing LSN® in LebanonPro®, we offer a wide variety of products to 

help you thrive in today's competitive business environment. LebanonTurf is proud to offer 

Green-Smart™ Technology and the Roots™ product line. Green-Smart makes fertilizer more 

efficient and allows you to apply up to 25% less and help cut costs. Roots products offer a 

variety of products for turf, flowers, trees, and shrubs to help enhance the biological life of the 

soil and plant. LebanonTurf, everything you need, at your fingertips. 

Visit our Booth #3104 at GIE+EXPO in Louisville. 
Mention this ad for your FREE Swiss Army Knife 
while supplies last. 

LebanonTurF Improving the Way Professionals Care for Turf 



BY LINDSEY GETZ 

Growth isn't 
always the answer. 
These contractors 
restructured, refocused 
and reorganized, and 
today they are smaller 
but more profitable 
organizations. 

to 

Drive Profit 
In this difficult economy, everyone is seeking ways they can 

keep their business afloat and, preferably, profitable. In order 

to do so, many companies have downsized, closed unprofitable 

divisions or even refocused their entire business strategy. Every 

market is different, which makes the right approach to handling 

these tough times differ vastly from company to company. "It's 

such a complex problem to solve because every business really 

exists in a different world from every other business - even when 
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- Exclusively designed low profile 

riser and open drum slot allow 
smooth, even hose wraps & 
NO HUMP!! 

- One piece all welded steel "A" 
frame with a full flow, machined 
from solid brass swivel. 
Motorized models feature a 
direct drive-NO CHAIN!! 

- State of the art CNC robotically 
spun discs & backed by the 
industrys most comprehensive 
2-year warranty 

DIRECT GEAR DRIVE 
MOTOR CONNECTED 

TO A STEEL HALO 
NO CHAINS! 
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and largest selection of high 

quality, professional grade 
hose and safety reels for 

\ air & water in the industry. 
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AlWAYS.. 
100% pure Coxreels quality in 
every reel we design & build. 
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PARTNERED WITH THE INTERNET, 

Billing 
is Made Even Easier! 

GRASS Landscaper Billing automates your 
landscaping and lawn maintenance billing 
with a handheld terminal. It also enables you 
to manage all of your accounts online. 

• Get Paid Faster 
• Save Time & Effort 
•Bills Go Out On Time 
• Eliminate Billing Headaches 

Landscaper Billing 

Request a free sample bill 
and brochure by calling: 

800-464-6239 
lawnandlandscape.com/reader service #40 

MAMA MADE - USA QUALlTYjUSA SUPPORTS 
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STRATEGIES 

they're in the same industry," says Kevin 
R. Kragenbrink, Ph.D., owner and head 
business coach of Estrada Strategies in 
Knoxville, Tenn. "There's no one right 
answer." 

One of the biggest mistakes own-
ers can make when trying to adjust or 
refocus their business to handle this 
tough economy, warns Kragenbrink, is 
to simply look at what's profitable and, 
without delay, shift the entire business 
to serve that area. 

Immediately cutting back on impor-
tant members of your labor force before 
reassessing other potential alternatives 
can also be a long-term error. These 
decisions require taking a closer look at 
what changes will need to be made in 
order to be successful. For many, this is 
a good time to reassess and reevaluate 
without being rash, in the hopes that 
making the right changes will keep the 
business alive for the future. 

A TIME FOR CHANGE. While it's unwise 
to rush into a drastic change, it is often 
change that is required to survive these 
trying times. That's what Greg Isaac, 
president of Cutting Edge Landscape 
Contractors, in Spring, Texas, began to 
realize after his revenue peaked in 2006, 
and started a steady downfall. "In 2006 
we were doing around $3.5 million per 
year, had 35 employees and about 13 
crews on the road," he says. "We were 
slammed. I had a huge office with lots 
of people, and it was a pretty well-oiled 
machine." That picture from three years 
ago is quite different than the one today. 
"Where I sit right now, I have four total 
employees and nobody is in this office 
other than me," he says. "It's still the 
same big office, and there are lots of 
empty cubicles, but it's just me here." 

His story is familiar to many. Isaac 
was having so much success with the 
design/build portion of his business that 
during the boom he got out of doing 
maintenance and focused entirely on 
landscaping for custom home build-
ing companies and some commercial 
accounts. But after 2006, he started 
noticing a decline in work and build-
ers were really pinching his company 

Do more with your mower! 
Heavy-duty Attachments 
for Commercial Mowers 

•HP 

Leaf Plow 

Fall Leaf Clean-up 
Attachments 

Made in the U.S.A. 

Blower Buggy 
800.966.8442 



on pricing. Though he tried to keep 
everything going, he recognized the 
need to start scaling back. Around that 
same time he was approached by some-
one who needed herbicide spray for a 
railroad yard. "At the time I was so busy 
that I turned him down," says Isaac. "I 
really wasn't interested in getting back 
into maintenance." But as revenue 
continued to drop - the company did 
$2.7 million in 2007 and then $2.2 mil-
lion in 2008 - he began crunching the 
numbers and realized that refocusing 
on maintenance was a wise financial 
design. Isaac was grateful to learn the 
railroad yard job was still available, and 
today maintenance has become virtu-
ally 100 percent of the business, with 
a focus on commercial accounts. "We 
do $1 million a year in herbicide spray, 
and profits are way more than they've 
ever been," he reports. 

His ability to be able to make this big 

change when it became necessary is 
why Isaac says he's succeeded, despite 
the tough times. He refused to go down 
with what he considered a sinking ship. 
"I know so many landscape companies 
that are just struggling to hang on to the 
part of the industry that was good at the 

time, and they're just not willing to let 
go," he says. "But those jobs have dried 
up. It was good then, but it's not good 
now, and there is no sense in trying to 
hang on." 

RETAIN CORE VALUE AND EMPLOYEES. 
While Isaac was fortunate to find a lot 
of maintenance work to sustain a new 

focus of his business, that's not been the 
case for everyone. Jeff Reuter, president 
of Sonoran Landesign in Phoenix, says 
the company has tried to push for more 
maintenance work as design/build jobs 
began drying up, but they've found that 
other area landscape firms are doing 

the exact same thing. "It's really hard 
to make a margin in maintenance right 
now because everyone is discounting 
their services so much," he says. What's 
ironic is that Reuter has found his busi-
ness competing against the individuals 
who were displaced from companies 
like his own in order to downsize on 
labor expenses. "They're doing main-

"It's important to realize that being big is not what 
it's all about." - GREG ISAAC 

NEVER TRIED 
A STAND-ON MOWER? 

IT 'S TIME. You'll get a quick lesson in 
improved productivity when you experience 

the speed, maneuverability, compact 
size and visibility of the Toro* 
Grandstand." Combining the best 

attributes of wide-area walk-behinds 
and zero-turn riders, the Grandstand can take the 
efficiency of your business to the next level. 

When you demo the Grandstand, its comfort and 
ease of use will be immediately clear. The fatigue-
free ride will enhance the productivity 
of your operators by keeping them 
fresh throughout the day, and the 
superior TURBO FORCE after-cut 
appearance will keep 
your customers 
happy, too. 

MOW NOW 
PAY LATER 

Save thousands of dollars when 
you purchase multifile units for 
your fleet. Ask your local Toro 
commercial dealer for details. 

Toro's special retail finance offers 
can put these machines to work 
for you today, so they can start 
paying for themselves. 

Schedule a personal demo during 
the Smooth Operator Tour coming 
to a Toro commercial dealer near 
you. For tour dates, locations and 
product information, check out 
TORO.COM/SMOOTH. 

Count on it. Toro' Grandstand' 
Stand-On Mower 



tenance work out of their truck, and 
there's just no way to compete with 
that," he says. 

Instead, Reuter has taken this time to 
really focus on marketing and advertis-
ing - something that was never a neces-
sity in the past as all their work came 

through being the preferred landscaper 
for various new builders. "It's a new 
realm for us," he says. "We're getting in-
volved with Internet placement, direct 
mailings and even knocking on doors. 
In many ways it's like starting all over 
again, but we've had some success." 

Making Conservation Sii 

Explaining the benefits of 
water smart prooducts to a homeowner can be tough. 
Horizon makes it easy with BizPro online training. 
• Online training on selling water smart products 
• Marketing tools and flyers for download 
• Ideas for increasing business and profits 

© 

For more information, contact Horizon at 877.876.3900 
orvisitHorizonOnline.com 

One of the most important things 
Reuter plans to continue doing during 
this recession is to hold on to his key 
employees, even if it hurts financially. 
"Breaking even is fine with me at this 
point," says Reuter, who cut laborer 
positions but retained higher paid per-
sonnel. "My focus is on staying intact. 
We'll be in a great position once things 
do bounce back because I've kept the 
guys we've had for a long time and who 
really know our company." 

Reuter realizes that building em-
ployee loyalty is often worth the cost 
of labor. Kragenbrink says another 
mistake business owners make as they 
downsize is distorting the company's 
culture. "Downsizing typically involves 
things like layoffs or altering employees' 
positions - both things that can have a 
significant impact on the culture of your 
business," he explains. "Keep your com-
pany's vision, mission and core values 
in mind as you restructure and refocus. 
You don't want to look back and wonder 
where your business went in the end." 
In other words, if you wind up with a 
totally different business after restruc-
turing or downsizing, make sure that's 
what you wanted to do. Though his 
business may see significant changes, 
Reuter is being careful to protect his 
company's core values by retaining its 
core employees. 

GROWTH ISN'T EVERYTHING. W h i l e ev-
ery business wants to grow, the down 
economy has revealed that many com-
panies may have grown too fast in try-
ing to keep up with the housing boom. 
Reuter admits he had so much work at 
some points that the company wasn't 
able to give as much attention to each 
specific client as they may have liked. 
However, he always grew the com-
pany responsibly, he says, and never got 
ahead of himself or beyond his means. 
That strategic planning has paid off for 
him during this downturn. 

Rick Christensen, landscape division 
manager, Teufel Nursery, a company 
with offices in Oregon, Washington 
and Idaho, says the company was on a 
steady, strong growth curve for most of 



the last 25 years. And, at the recommen-
dation of an outside consultant, they ac-
celerated their growth starting in 2002 
and peaked in 2006. "We were unable 
to sustain that volume in 2007 and slid 
further in 2008," he says. "So for 2009 
we actually put in a plan for reduced 
revenue and will follow that same plan 
for 2010. By planning for a reduction 
in revenue it has allowed us to show a 
modest profit." This plan was achieved 
by scaling back through a reduction of 
employee head count . "Fortunately, 
because we had a plan in place, rather 
than layoffs and terminations, we were 
able to do most of this by not replacing 
open positions and being very cautious 
in hiring new, seasonal employees," 
adds Christensen, who says although 
the company is now smaller in size, they 
have been able to remain competitive by 
scaling back. 

For Anil H i r e m a t h , CEO of The 
Groundskeeper, a commercial company 
that brought in $38 million in 2008, 
consolidating operations f rom three 
branches to just one main branch in 
Tucson, Ariz., was a way to gain efficien-
cies and present more consistent face to 
the customers in that region. 

Initially, The Groundskeeper consoli-
dated to two branches - Phoenix and 
Tucson - after which the company's 
prof i t margin nearly doubled . But, 
ultimately, Hiremath chose to focus 
solely on the Tucson branch, as there 
were many more competitors in the 
Phoenix area. 

With this fur ther consolidation at 
the end of 2008, the company expects 
to see continued bottom line improve-
ment this year. "When we opened up as 
just one key office, we were leaner and 
meaner," says Hiremath. "You have to 

find a balance. You want to find ways to 
be competitive but you also don't want 
to trim to the point where customer 
service is affected." 

There's no question it can be hard 
for companies to consider scaling back 
in any manner , especially after long 
periods of growth, but in this economy 
it's becoming a necessity for many. No 
matter what changes lay ahead, it's im-
portant to keep things in perspective. 

"Everyone wants a big company and 
to have a lot of trucks out there," says 
Isaac. "It seems like one of the first ques-
tions people often ask is, 'How many 
trucks do you have?' But that's really just 
another feather in the hat. It's rewarding 
for the ego, but not for the bank account. 
In the end, it's important to realize that 
being big is not what it's all about." ® 

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

ALREADY TRIED 
A STANP-ON MOWER? 

THINGS HAVE CHANGED. 
Whether or not you're a fan of stand-on 
mowers, you owe it to yourself to demo 
the machine the industry is buzzing 
about . . . the revolutionary new Toro' 
Grandstand.™ Guided by input from 
experienced operators, Toro designed 

^ ^ the Grandstand with superior 
M K enhancements that can take 

^ ^ R t a ^ ^ the jolts out of your 
^ H ^ ^ H F S ^ jobs and bumps out 
V ^ W J H f c - » of your business. 

You'll immediately notice the 
comfortable, fatigue-free ride, 
outstanding hillside handling, 
ride/walk versatility, and the 
immaculate cut of Toro's 
TURBO FORCE'deck. And at 
a length of only 59 inches? 
the Grandstand delivers 
the compact size that's 
critical for your trailer. 

• With flip-up platform in stowed position 

C A 1 T P Save thousands 
V u of dollars when 

THOUSANDS you purchase 
multiple units for your fleet. 
Ask your local Toro commercial 
dealer for details. 

MOW NOW S S 
PAY LATER offers can put 
these machines to work for 
you today, so they can start 
paying for themselves. 

Schedule a personal demo 
during the Smooth Operator 
Tour coming to a Toro 
commercial dealer near you. 
For tour dates, locations and 
product information, visit 
TORO.COM/SMOOTH. 

Count on it. 

Toro* Grandstand' 
Stand-On Mower 



A Speedy Recovery 
How to bounce back from a bad customer service experience, BY GREGORY SMITH 

fit I f you want to increase 
I sales, grow a loyal cus-

tomer base that is the envy 
of your compet i tors , and 
provide service that is worth 
thousands of dollars in ad-
vertising and marketing, you 
must make a commitment 
to solving your customer's 
problems - and to doing so 
quickly." 

So says John Tschohl , 
founder and president of the 
Service Quality Institute in 
Minneapolis, which develops 
and delivers customer service 
training programs. 

" E v e r y c o m p a n y , no 
ma t t e r how excel lent its 
p r o d u c t s or e m p l o y e e s , 
occasionally makes a mis-
take," he says. "How those 
companies and their employ-
ees respond to their mistakes, 
however, is what separates 
successful, customer-service 
driven organizations from 
the rest of the pack. Service 
recovery is the key." 

Tschohl defines service re-
covery as solving a customer's 
problem and sending that 
customer out the door feeling 
as if he's just done business 
with the greatest company 
on Earth. 

Unfor tunately , he says, 
most companies handcuff 
their employees with inflex-
ible policies and procedures 
that discourage them from 
making empowered deci-
sions to solve a customer's 
problem. 

" E m p o w e r m e n t is t he 

backbone of service recov-
ery," Tschohl says. "Em-
ployees must be allowed to 
solve a customer's problem 
on the spot. 

"Research also shows that 
there is nothing as power-
ful - or inexpensive - as 
word-of-mouth advertising," 
Tschohl says. "Happy cus-
tomers will tell everyone 
they know about how well 
your company treated them, 
which will drive your busi-
ness. You must care for them, 
nurture them, and do what-
ever it takes to earn their 
undying loyalty. 

Advertising will bring a 
customer through your doors 
once, but the challenge is to 
keep them coming back to 
you." Tschohl recommends 
taking these four steps to 
provide service recovery that 
will grow your business: 

1. Take respons ib i l i ty . 
"Admit that the company 
made a mistake and tell the 
customer you're sorry for 
the problem," Tschohl says. 
"It's human nature to want 
to blame someone else for 
a mistake. But the customer 
doesn't care who made the 
mistake; she just wants the 
employee standing in front 
of her to correct it. That em-
ployee must own the prob-
lem, apologize on behalf 
of the company, and then 
take the necessary steps to 
solve it." 

2. Act quickly. "Service 
recovery should happen in 

60 seconds or less," Tschohl 
says. "Great service recovery 
is not moved up the ladder 
or passed to a supervisor to 
be handled another day. The 
cost of a delay is dramatic be-
cause most customers won't 
wait; they will simply leave 
you. The longer it takes for a 
complaint to be resolved, the 
angrier the customer will get 
and the more likely he will be 
to take his business - and his 
money - elsewhere." 

3. Be empowered. "If you 
don't have empowered em-
ployees, you will never have 
service recovery," Tschohl 
says. "And, if you don't have 
service recovery, you won't 
have loyal customers. The 
magic of service recovery oc-
curs when it happens with a 
frontline employee. Identify 
and eliminate policies and 
procedures that tie your em-
ployees' hands and then 
reward employees 
who make empow-
ered decisions that 
satisfy - and retain -
your customers." 

4. Compensa te . 

/ 

# • 

"Service recovery doesn't end 
when you solve a customer's 
problem," Tschohl says. "You 
must give him something of 
value, something that lets 
him know you value his busi-
ness and that will keep him 
coming back to you. 

"Every organization has 
something it can give a cus-
tomer who has experienced 
a problem," he says, adding 
that a gift doesn't have to cost 
a lot. "Identify 10 products or 
services you can give to a cus-
tomer who has experienced a 
problem with your company. 
For example, a restaurant can 
give a customer a free des-
sert, an airline can upgrade 
a passenger to first class, a 
cell phone company can give 
a disgruntled customer 1,000 
minutes." 

The purpose of service re-
covery is to prevent customer 
defections. "If you solve your 
customers' problems and re-
solve their complaints, they 
will stay with you," Tschohl 
says. "In each customer com-
plaint is an opportunity to 
win that customer's long-
term loyalty. In the process, 

you will prevent customer 
d e f e c t i o n s , c r ea t e 

w o r d - o f - m o u t h 
advertising." © 

• The author is the found-
er and lead navigator 

Í of Chart Your Course 
V International, Cony-

Wr ers, Ga. Reach him 
S P at www.chartcourse. 

com. 

http://www.chartcourse
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More horsepower. 

Less fuel consumption 

More compact. 

Less noise 

It's exactly what you want 
More or less. 
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Introducing the radically new line of V-Twin engines from Honda. They're loaded with innovations 
and designed to be more compact, more powerful and more versatile. But there's also less to 
them. Like fewer parts for easier maintenance, less noise, less vibration and they use less fuel. 

" " S j j j j j j B Plus, everything is backed by a 3-year limited warranty." Get all the 
EnoifM» details at honda.com. Our totally new V-Twins. Whether you're looking 

LIMITED WARRANTY for more in an engine or less, we give you plenty of both. 

E N G I N E S 

Bui l t l i k e no e ther . 

•Warranty applies to all Honda GX Series Engines. lOOcc or larger purchased at retail or put into rental service after January 1st. 2009. Warranty excludes the Honda GXV160 
model. See full warranty details at Honda.com. ©2009 American Honda Motor Co.. Inc. For optimum performance and safety, please read the owner's manual before 
operating your Honda Power Equipment. Iawnandlandscape.com/reader service #45 



STRATEGIES III Small business 

Should you maintain 
your commercial 
auto insurance in the 
off-season? Insurance 
covers more than just 
daily use. 

BY RYAN FURMICK 

A Comprehensive Guide 
Have you ever mowed a lawn on a 

snowy January day? Probably not. 
Most landscapers probably aren't work-
ing in the same capacity during the off-
season, so the insurance coverages you 
carry during peak season should be dif-
ferent than what you carry off-season. 

As you're wrapping up your season, 
talk with your insurance agent about off-
season insurance coverages. Asking the 
right questions can help you make sure 
you save money and stay protected. 

COMPREHENSIVE-ONLY POLICIES. S e a s o n 
after season, many landscapers are left 
wondering if they need coverage at all 
during the off-season. After all, your 
vehicles are parked, and you probably 
won't be driving them again until next 
spring. You might think it's better to 
cancel the vehicle's insurance during 
the winter months to save some money, 
right? Wrong. 

A lot can happen to a vehicle in stor-
age, even if it's covered in a garage, it's 
still at risk. Your work truck could be 
stolen, vandalized or even slightly dam-
aged, and those damages could end up 
costing more than you might expect. 

Business owners who want to save some 
money during the off-season shouldn't 
let their vehicle insurance coverages 
lapse. It's in your best interest to protect 
all work-related vehicles, regardless of 
whether they are in use or not. 

Talk to your agent to identify what 
coverage options are right for you and 
your landscape business throughout the 
year. For example, instead of eliminat-
ing coverage altogether, seasonal busi-
nesses can simply switch over to a com-
prehensive only policy. This provides 
basic protection against incidents like 
theft, vandalism, falling tree branches 
and windstorms year round. 

Another reason to maintain a com-
prehensive only policy is most insur-
ance companies want to see proof of 
continuous coverage when you purchase 
a policy. So, when you drop insurance 
completely during the off-season, it 
may seem like you're saving money in 
the short term, but when spring rolls 
around you'll end up paying more to get 
the coverage you need. Seasonal busi-
nesses can save as much as 10 percent 
by maintaining cont inuous coverage 
throughout the off-season, and it also 

eliminates the hassle of reinstating your 
policy each year. 

USING WORK TRUCKS TO PLOW SNOW. 
If you're planning to plow driveways 
with your work truck this winter, you'll 
need to make sure your policy includes 
liability coverage. Even if you only plow 
occasionally, maintaining your liability 
coverage will not only keep you legal, 
it will protect your business and your 
vehicle in the event of an accident or 
other incident. 

Bottom line: Talk to your carrier. 
Your local independent agent will be 
happy to take the time to review your 
vehicles, evaluate your specific needs 
and determine the most cost-effective 
options for your business. Many offer 
a variety of coverage options that can 
help you and your business customize 
a commercial auto insurance policy to 
fully protect you when your business 
is running on all cylinders and when 
it's not. ® 

The author is a business auto product man-
ager for Progressive commercial auto insur-
ance. For more information, go to http://www. 
progressivecommercial.com. 
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TAKING 
CONTROL 

Despite myriad challenges, many 
landscape company owners buckled 
down, focused on the numbers 
and learned a lesson or two about 
improving their businesses. 

L Y k H 

BY NICOLE WISNIEWSKI 

Is-



Ask a landscape contractor how 
business is going in 2009 
and you may be greeted with 

any number of answers ranging from 
"stagnant," as Todd Felinczak, owner 
of Aspen Landscapes in Grayslake, III., 
calls it, to "encouraging," according 
to Aaron Smith, general manager of 
Essex, Vt.-based S&D Landscapes. 

It depends on a host of factors, 
from the services the company offers 
to the types of clients the company 
has to location. Yet the general 
consensus, according to the majority 
of the more than 600 landscape 
contractors we surveyed and 20 we 
interviewed for Lawn & Landscape's 
annual State of the Industry Report, 
conducted by ABR Research, is that 
things could be a lot better. 

"We're pretty lucky," shares Linda 
Grieve, owner of Perennial Gardens 
in Des Moines, Iowa, explaining 
that instead of a typical 10 percent 
growth rate her business is looking at 
a decline of 30 percent this year. "It's 
a little bit of a slowdown, but it's not 

being shot dead I guess." 
"Things aren't like they were 18 

months ago - we have been affected," 
adds Jeff Berghoff, president of Jeff 
Berghoff Design Group in Scottsdale, 
Ariz. "We're optimistic, but we've 
made significant changes to adjust 
with this economy and are still staying 
busy by the grace of God." 

Although companies are struggling 
- and likely will be for some time -
others, like Grieve and Berghoff, are 
finding ways to adapt and remain 
stable. Business owners are working 
harder and longer, keeping a tight grip 
on the company purse strings, and 
boosting marketing efforts as much as 
possible to stay ahead of the game. 

UNPREDICTABLE BUT STABLE. This 
year "is a rollercoaster - you don't 
know which way is up or where you're 
going," Berghoff says. It's a sentiment 
shared by many. 

What is going on out there? 
The average landscape company 
grew 2 percent this year, 8 percent 

down from last year's 10 percent 
average. In addition to diminished 
growth, revenue per employee figures 
decreased this year from $46,378 
on average to $41,193. So while 
contractors are focusing on improving 
efficiency, the decrease in growth 
happened fast enough that they 
couldn't keep up with this pace. 

That's the bad news, which 
considering the number could have 
been in the red isn't as bad as it could 
be, but it's not making landscape 
business owners feel any better. 

"We still maintained sales and 
number of customers but this is the 
first time in 10 years we haven't been 
a little bit ahead," Felinczak shares of 
his $1.3 million company. 

Certain services performed worse 
than others. Those down included 
construction/design-build at negative 
6.5 percent, and chemical lawn care 
and nursery/grower services both 
at negative 1.6 percent. But lawn 
mowing/maintenance net revenue was 
up an average of 6.3 percent, arbor/ 

The Typical Landscape Contractor 
Gross sales $788,778 (2009), $866,920 (2010 expected) 

Total employees 19.1 (9.6 year-round, 9.5 seasonal) 

Years in business 16.2 

Average growth 2% (2009), 16.5% (2010 expected) 

Net profit 9.6% (2009), 11.1% (2010 expected) 

Net operating cost change 3.4% (2009), 7.3% (2010 expected) 

Revenue per employee $41,193 (considering 19.1 employees) 

Avg. # of Customers By Service 

Residential mowing 72 

Commercial mowing INI 
Residential design/build/installation 41 

Commercial design/build/installation I M 
Residential chemical/fertilizer 207 

Commercial chemical/fertilizer INI 



tree care was up 7 percent, snow and 
ice control was up 5.4 percent and 
irrigation services were up 4 percent. 
They aren't enjoying the double digit 
growth of years past, but they are up. 

Many are using this year as a 
chance to regain focus and improve 
business practices. 

Larry Ryan, owner of Kansas City, 
Mo.'s Ryan Lawn & Tree refers to it 
as "a wake-up call." We won't grow 
15 percent every year guaranteed 
- I needed to realize that," he says, 
adding that this year he's looking at 
about 5 percent growth to his $14.8 
million business, which he considers 
flat due to inflation. 

Everett Hendrixon of Hico, W. 
Va.-based Artistrees agrees. "It's do 
or die time - I'd say you've got to 
get with it or you're gone," he says, 
explaining that last year's $400,000 
revenue will be closer to $250,000 
this year. "If you survived in 2009, 
you have to thrive in 2010." 

Here's where the picture improves. 
Net profit only dropped 0.7 percent 
from last year to 9.6 on average. This 
means contractors held steady profit 
despite decreasing growth. Next year, 
the average contractor expects 11.1 
percent net profit. 

And to supplement this positive, 

Where the Growth Is 

Business Area 
2009 Net % 

Growth 
2010 Expected 
Net % Growth 

Total revenue 2 16.5 

Lawn mowing/maintenance B.3 13.2 

Chemical lawn care •1.6 11.9 

Irrigation services 4 11 

Snow and ice control 5.4 9.6 

Design/build/installation -B.5 8.7 

Arbor/tree care 7 6.9 

Nursery/grower -1.6 4.1 

average 2009 operating costs 
dropped dramatically, from an average 
of 16.2 percent per company to 
only 3.4 percent. When separating 
companies by the mean of $200,000 
in revenue, average small companies 
had operating cost increases of 
only 1.8 percent and average larger 
businesses experienced 3.8 percent 
rises. For 2010, the average company 
overall expects this to be 7.3 percent, 
with large businesses expecting 
10.4 percent and small businesses 
expecting only 4 percent. 

With profits steady and costs down, 

overall growth declines don't pinch 
as much. And this also is preventing 
contractors from what Jon Sternfels 
of Detroit-based Jonboy Landscaping 
calls "growing broke." "Just because 
you're growing doesn't mean you're 
growing in the right direction or are 
successful," says the owner of the 
$445,000 company that is enjoying 
growth from $395,000 in 2008. 
Sternfels credits this to an office 
manager who measures profitability on 
each crew each day, alerting him as to 
whether the company is maintaining 
a certain ratio of overhead to revenue 

Industry Overview 
SALES FROM SALES FROM 

2009 GROSS SALES % of the 
Industry 

Lawn 
mowing/ 
maint. 

Lawn 
care 

Design/Build/ 
Installation 

Irrigation 
Tree & 
ornamental 
care 

Snow & ice 
removal 

Single-family 
residential 

Multi-family 
structures 

. Less than $50,000 17.7 67.2 6.8 7.0 3.9 5.1 5.5 75.1 5.6 

| $50,000 - $99,999 149 43.2 11.3 18.4 7.3 5.1 5.0 68.0 2.9 

$100,000 - $199,999 14.9 43.5 18.4 19.7 4.9 4.1 7.2 64.1 6.2 

$200,000 - $499,999 24.2 40.2 7.3 22.7 7.0 3.5 6.1 59.1 6.8 

$500,000 - $999,999 11.6 25.7 5.1 32.4 11.7 2.5 5.0 60 8 8.0 

$1 million or more 16.8 31.4 9.6 28.1 7.6 8.4 5.1 42.7 15.1 

% of Respondents 43% 12% 21% 7% 5% 6% 61% 7% 

1 



SERVICES: FAST FACTS 
What was your fastest growing 

service in 2009? 

6% -
Other 

4% - Tree and 
ornamental care 

7% - Snow 
and ice 
removal 

8% -
Irrigation 

12% -
Chemical 
lawn care 

2% -
Waterscapes 

1 % -

Landscape 
lighting 

4 2 % - M o w i n g / 
ma in tenance 

18% - Design/ 
build-installation 

Source: Lawn & Landscape 

What do you predict will be your 
fastest growing service in 2010? 

3% - Tree and 
5o/0 _ ornamental care 
Snow and 
ice removal 

7% - Other 

8% -
Irrigation 

14%-
Chemical 
lawn care 

3% -

Waterscapes 

1 % -

Landscape 
lighting 

3 7 % - M o w i n g / 
ma in tenance 

22% - Design/ 
build-installation 

Source: Lawn & Landscape 

Top 5 new 
services 

contractors 
plan to offer 

in 2010: 

1 . Green/sustainability 
services 

2. Landscape lighting 

3. Irrigation/water 
management 

4. Holiday lighting 

s Waterscapes 
Source: Lawn & Landscape 

brought in so changes can be made 
to routes or jobs to continue operating 
profitably. "The focus needs to be on 
positive growth moving forward." 

SERVICE G R O W T H . A ma jor i t y 4 2 . 3 

percent of contractors reported that 
their fasted growing service this year 
was mowing/maintenance. Design/ 
build ranked next with 18 percent of 
contractors reporting, which might 
seem surprising considering trends 
to move out of that business due to 

home building market challenges. 
However, historically, contractors 
report design/build as a much more 
profitable industry service. 

For instance, Felinczak says he 
still has small- and medium-sized 
design/build jobs coming in where 
he's maintaining, improving or 
redoing landscaping on existing home 
properties, but hasn't had those two 
or three big new installation jobs that 
he usually gets every year. Another 
trend he's noticed on the design/build 

side is that his business has shifted 
from 75 percent plantings and 25 
percent hardscapes to the reverse. "A 
lot of people are putting more money 
into hardscapes and patios instead of 
plantings," he says. 

Next year, contractors expect a little 
bit more balance to restore to these 
two services. Thirty-seven percent 
predict mowing/maintenance will be 
their fastest growing service, while 
22.2 percent put design/build in this 
spot. 

REGION # OF EMPLOYEES 

Commercial/ 
industrial 

Government/ 
institutional 

West/ 
Southwest 

East/ 
Midwest 

South/ 
Southeast 

1 - 2 3 - 4 5 - 9 1 0 - 2 4 25 or more 

15.8 j 2.7 16.8 15.7 22.7 43.5 20.9 9.9 3.5 0.0 

25.0 2.9 12.6 16.8 14.3 32.6 23.9 9.9 7.1 0.0 

26.8 2.4 14.0 15.3 15.6 23.9 31.3 207 9.4 0.0 

29.8 3.2 25.2 23.5 22.7 0.0 20.9 49.5 28.2 12.0 

23.5 6.9 11.9 11.6 11.0 0.0 3.0 9.9 29.4 16.0 

35.0 7.1 19.6 17.2 13.6 0.0 0.0 0.0 22.4 72.0 

27% 4% 25% 47% 28% 12.1% 17.2% 29.0% 16.0% 19.3% 

Average 
sales $869,755 $818,097 $653,896 $71,196 $150,000 $272,748 $1,059,536 $2,944,667 

Source: Lawn & Landscape 
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STATE OF THE INDUSTRY 

While maintenance will 
remain in the top growth 
position with 13.2 percent net 
percent growth predicted on 
average in 2010, contractors 
predict second and third place 
will go to chemical lawn care 
at 11.9 percent and irrigation 
services at 11 percent. 

O N W A R D & UPWARD. 
According to Lawn & 
Landscape research, 
contractors are being very 
confident looking ahead to 
2010 growth - predicting a 
net average of 16.5 percent. 

Compared to the general 
small business community, 
this is extremely positive. 
Forty-one percent of small 
business owners say their 
top priority over the next six 
months is maintaining current 
revenue sources and only 26 
percent say they are focused 
on growing their businesses, 
according to the American 
Express OPEN September 
Small Business Monitor. 

While contractors certainly 
seem more confident of 
growth compared to other 
small businesses, many, like 
Berghoff, say 2010 is more 
about conservative vs. fast 
growth. "We're not going to 
gear up and go zero to 60 in 
three seconds - we're going 
to take time again and ramp 
back up," he shares. "For so 
many years, we've sprinted. 
This year, we'll pick up our 
pace and go for a nice jog 
before we sprint again; I think 
everybody has learned a 
lesson. You just have to keep 
your head down and keep 
your legs moving in forward 
motion so you don't get run 
over." soi 

The author is editor of Lawn & Landscape. 
Reach her at nwisniewski@gie.net. Lincoln, 
III.-based freelance writer Julie Collins 
contributed to this story. 

Manipulating Marketing 
Everett Hendrixon DÍ Hico, W. Va.-based Artistrees is concerned because his customer 
pool isn't as large as it used to be. In order to generate more business, his company is 
boosting its marketing efforts. "We did a lot of home shows in the past but we need to try 
something new - promote our Web site more, get involved in the community/' he says. 

Hendrixon is not alone. Many landscape contractors are increasing marketing efforts 
or changing their marketing practices as a means of boosting business. 

The biggest jump in marketing happened in the company Web site/e-mail category 
with 7 percent more contractors using this method over last year. Then came public 
relations and Internet searches, both with 6 percent more contractors reporting they used 
these this year. The next three marketing methods to experience the most activity this 
year - at 5 percent increases over last year - were Internet referral services, door-to-
door sales and yard signs. 

What marketing methods do you use to obtain new business? 

MARKETING METHOD 

Customer referrals 

Business associate referrals 

Company Web site/e-mails 

Internet referral service 

Newspaper ads 

Yellow Pages ads 

Television ad 

Hadio ads 

Telemarketing 

Direct mail 

Public relations 

Cold call sales/canvassing 

Company retail store 

Home & garden shows 

Door-to-door sales 

Internet search 

Yard signs 

Other 

2009 % OF 
CONTRACTORS 

2010% OF 
CONTRACTORS 

95% 93% 
65% 60% 
39% 46% 

16% 21% 
22% 21% 
37% 37% 
3% 4% 

5% 6% 
3% 3% 

23% 25% 
16% 22% 

18% 20% 
4% 2% 

11% 14% 
14% 19% 

15% 21% 
34% 39% 
8% 5% 

Source Lawn & Land 
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It's simple math 

Buying more John Deere adds up. There's work to be done and you need equipment 

you can trust. John Deere makes it easy to build a team of quality machines with the 

GreenFleet purchasing program—the more you buy, the more you'll save. 

BREEN 
JOHN DEERE 

John Deere's green and yellow color scheme, the leaping deer symbol, and JOHN DEERE are trademarks of Deere & Company. 

Z830A Z-Trak™ M o w e r 

• 27-hp air-cooled engine 
• Integrated hydraulic drive 
• Reinforced 7-lron™ PRO deck 

110TLB Loader Backhoe 

• 43-hp, 4-cylinder engine 
• Power Curve™ boom design 
• Load Match™ drive system 

CT332 Compac t Track Loader 

• 4-cylinder turbo diesel engine 
• 11,500-lbf. tractive effort 
• Patented vertical-lift boom 



Owner Confidence Climbs 
Focusing on profit and efficiency drives landscape contractors' confidence levels. By Nicole Wisniewski 

No one has ever said landscape 
and lawn care business owners 

weren't a confident, optimistic group. 
And during a challenging year like 
2009, that confidence is playing a 
big role in how these contractors are 
reacting to economic pressures and 
business challenges. 

Approximately 87 percent of 
contractors are confident the 
landscape industry will rebound in 
2010 compared to 78 percent last 
year, with 32 percent of them feeling 
very confident (also an increase from 
last year's 25 percent). 

Only 10 percent of landscape 
contractors lacked confidence going 
into 2010, down 5 percent from last 
year. This coincides with national 
small business figures. According 
to Discover Small Business Watch's 
August survey, economic confidence 

among small business owners jumped 
to its highest level in 18 months, and 
30 percent of small business owners 
see economic conditions for their 
businesses improving. 

The National Federation of 
Independent Business September 
survey reported small business 
optimism rose for the third time in 
the last five months, and this is also 
consistent with the steady increases 
happening in Moody's Economy.com's 
weekly survey on business sentiment. 

And, finally, more than half (55 
percent) of entrepreneurs have an 
optimistic outlook on near-term 
business prospects, up from 45 
percent in March 2009, according to 
the American Express OPEN Small 
Business Monitor's September survey. 
One quarter (26 percent) even report 
expanding opportunities for their 

Focus on Service Businesses 
Today, owners of service businesses like landscape contractors are more 
optimistic than their manufacturing and retail counterparts. Fifty-eight percent 
maintain a positive outlook vs. only 51 percent of manufacturers and 47 
percent of retailers, according to the American Express OPEN September Small 
Business Monitor. Here are some other ways service businesses compare to 
their manufacturer and retail counterparts: 

• Retailers are more likely to have hiring plans, due to the upcoming 
holiday season (27 percent), when compared to other industry sectors (22 
percent of manufacturers and 17 percent of service businesses). 

• Services businesses are more concerned with cash flow issues (63 
percent) versus other industries (60 percent of retailers and 61 percent 
of manufacturers). 

• The services sector is more likely than other industry sectors to 
have capital investment plans (39 percent compared to 36 percent 
of manufacturers and 34 percent of retailers). 

• The manufacturing sector is more likely to say that the 
worst of U.S. economic woes are not over compared to other 
industry sectors (64 percent of retailers and 56 percent of 
services). 

• Manufacturers and retailers are the most likely to 
be willing to take a financial risk (each 55 percent) when 
compared to service businesses (40 percent). 

businesses, up from 15 percent one 
year ago. 

One reason for businesses' 
more upbeat view is the quickly 
improving profit picture. Decelerating 
compensation growth, combined with 
strong productivity growth, is leading 
to falling unit labor costs and high 
profit margins - one reason to expect 
an improving trend in profit growth, 
along with GDP growth and a better 
revenue picture, according to Aaron 
Smith, a senior economist for Moody's 
Economy.com. 

"Improving profits and revenue 
give firms a signal to start hiring and 

/ 



investing," Smith explains. "This is 
important since slower wage growth, 
while positive for profits, is negative 
for households. It is also important 
to realize that wage growth is not the 
same thing as household labor income 
growth, as the latter also depends on 
hours worked. Thus, the pickup in 
GDP helps labor income strengthen 
even in the face of slowing wage 
growth. This is starting to happen, 
with the rise in earnings thus far this 
quarter nearly matching a smaller 
drop in hours worked, implying stable 

total wage income. 
"This is how a virtuous circle 

begins," Smith continues. "As 
labor income grows, it provides 
a sustainable base for consumer 
spending and makes it less dependent 
on support from the government 
stimulus. This circle is becoming more 
entrenched as the manufacturing 
rebound and the recovery in financial 
conditions gather steam, reinforcing 
our view that growth can be sustained 
in 2010." 

Moody's Economy.com chief 

economist and cofounder Mark Zandi 
agrees with Smith. 

"Business sentiment generally 
reflects economic conditions and does 
not drive them, save at turning points 
in the business cycle," Zandi says. 
"Recessions occur when businesses 
lose faith that their customers will 
purchase what they produce; they 
respond by cutting their investment 
and payrolls. Recoveries begin when 
that faith is restored." soi 

The author is editor of Lawn & Landscape. Reach her at 
nwisniewski@gie.net. 

CAUSES FOR 
CONCERN 
The top 10 concerns 
landscape contractors have 
about business in 2010 are: 

1. Rising fuel prices 
2. Low-ball competitors 

3. Consumer confidence 

4. New presidential administration 

5. Generating quality leads 

B. Overworked/stressed owners 

7. Inflation and interest rates/Health 
insurance increases 

8. Delinquent client payments/ 
Workers' compensation costs 

9. Customers cancelling services 

10. Rising fertilizer prices 
Source Lawn & Landscape 

Though average fuel prices in the 
mid-$2 range have been reasonable 
considering the past few years of more 
extreme fluctuations, contractors still 
rank high fuel prices highest on their 
top concerns list. This is the fifth year in 
a row fuel prices top the list. However, 
low-ball competitors, consumer 
confidence and the new presidential 
administration aren't far behind. 

To further delve into this question 
this year, Lawn & Landscape asked 
contractors if they could fix one economic 
problem, which would it be, and 
consumer confidence ranked highest, 
followed by tax concerns, giving more 
emphasis to the Nos. 3 and 4 spots on 
this year's Top 10 List. 

If landscape business owners thought 
they were stressed in 2008, these 
feelings reached a new level in 2009. 
Though in roughly the same spot as 
last year on contractors' top concerns 
list, overworked/stressed owners are 
expressing their stress more freely this 

year. To make this year work, "it's taken 
more hard work by me - the owner and 
president - and more focus/' shares 
Scott Boyles of Arbor Design in Ohio. 
In 2010, he says his focus is business 
commitment. 

"You've got to get down and dirty and 
focus and get efficient. We spent more in 
marketing in 2009 than combined in the 
last five years. It's been tough without a 
doubt - a lot of sleepless nights," he says. 

The general small business 
community feels the same. According to 
the American Express OPEN September 
Small Business Monitor, as business 
owners work to navigate their firms 
through the current economic climate, 
they are plagued by cash flow concerns 
and the overall stress a challenging 
economy creates. Nearly seven in 10 
entrepreneurs (68 percent) are "stressed 
out" by the economy and three in 10 (31 
percent) say the current economy has 
caused them to question their decision to 
become entrepreneurs. 

A Confidence Game 
How confident are you that 
the landscape industry will 
rebound in 2010? 

Not at all 
confident 
- 10% 

What do we have to 
rebound from? - 3°/o 

Very confident 
- 3 2 % 

Somewhat 
confident - 5 5 % 

Source Lawn & Landscape 

If you could fix one economic challenge to help your 
business in 2010, what would it be? 

Credit/financing crunch/foreclosures - 1 4 % 
Health care 
challenges - 6 % 

Labor challenges/ 
unemployment - 7 % 

Commercial 
customers cutting 
back/cancelling 
services - 9 % 

Overall consumer 
confidence - 2 7 % 

Taxes - 2 0 % 

Residential customers 
cutting back/cancelling 
services - 1 7 % 

Source Lawn & Landscape 

mailto:nwisniewski@gie.net


t's no wonder consumer confidence 
ranked No. 1 on the average 

landscape contractor's list of 
economic challenges they would 
choose to fix if given the chance 
in 2010. Seventy-eight percent of 
contractors said clients reduced 
services/spending this year and 72 
percent said clients cancelled services 
this year. As a percentage of revenue, 
this amounted to 11 and 7 percent on 
average, respectively. 

And economic data support what 
contractors are seeing out there. The 
latest Census report shows damage 
done to U.S. households by the 
recession. "Poverty rose, incomes 
fell ... even more disconcerting, the 
Census data suggest households are 
at best no better off financially than 
they were a decade ago," says Mark 
Zandi, chief economist and cofounder 
of Moody's Economy.com. 

The most telling statistic is the 
nearly $2,000 decline in real median 
household income to just more than 
$50,000 last year (in 2008 dollars), 

Zandi says. "This was the largest 
decline in the 40 years that Census 
has been doing this calculation 
...the decline is representative of 
households' severe financial stress. 
Real median incomes have fallen all 
the way back to where they were in 
the late 1990s." 

This affects residential landscape 
sales most. Contractors reported a 
drop in their average annual sales that 
came from single-family residential 
customers, from 63 to 61 percent. 
What has increased in its place are 
commercial/industrial and multi-
family structures - going from 25.2 
to 26.4 percent and 6.4 to 7.4 
percent, respectively, from 2008 to 
2009. Government/institutional work 
remained the same at 4.1 percent. 

In addition to incomes shrinking, 
debt loads are also heavy, weighing 
on lower- and middle-income 
households most. "Many of these 
households borrowed heavily earlier 
in this decade because they thought 
they were growing wealthier as their 

homes appreciated and to supplement 
constrained incomes," Zandi reports. 
"The record high and rising number of 
consumer defaults and foreclosures is 
the result of these high debt service 
burdens." 

For the higher income Americans, 
the problem is vanishing nest eggs. 
According to the Federal Reserve's 
"Flow of Funds" report, household 
net worth (the difference between 
household assets and liabilities) has 
dropped by $14 trillion since peaking 
nearly two years ago. Housing wealth 
is off about $5 trillion from its peak, 
stocks have lost nearly $6 trillion and 
other assets have fallen by $3 trillion. 

This all means consumers are 
no longer in a position to power 
the U.S. economy, Zandi says. 
"With incomes under pressure, debt 
loads overwhelming and nest eggs 
diminished, it will be difficult for 
consumers to simply do their part in 
contributing to economic growth." 

The good news for landscape 
and lawn care professionals is that 



even with diminishing funds, busy 
Americans still value landscape 
services - basic maintenance and tree 
care rose above the others this year, 
showing 2009 net percent growth at 
6.3 and 7 percent, respectively. 

The reason? Residential customers 
who are more overworked in today's 
economy than in the past still value 
their time, and look at landscape 
maintenance as a small expense 
compared to others they may consider 
cutting. And, they view it as a service 
that adds value to homes they may 
want to sell in the future. This year, 
with home values diminishing, 
homeowners want to do everything 
they can to boost worth. 

Commercially, keeping vacancies 
down and tenants happy is something 
to which property maintenance 
contributes. Basic maintenance is 

a requirement, while enhancement 
services like seasonal color are being 
cut back in order to save some money 
on overall property aesthetics. 

When contractors were asked 
which services their companies 
offered, many categories remained 
just slightly up while others jumped 
more considerably and are worth 
noting, including all irrigation services, 
some turf maintenance services -
aeration, hydroseeding, turf weed 
and disease control; waterscapes, 
retaining walls and other hardscapes; 
and a few tree care-related services, 
including installation, fertilization, 
and insect and disease control. 
Product purchases correspond with 
these trends. (For more on equipment 
buying, see page 18.) soi 
The author is editor of Lawn & Landscape. Reach her at 
nwisniewski@gie.net. 

ACTION, 
REACTION 

Did you experience client service/ 
spending reductions this year? 

No 22% ^ ^ 

1 Yes 78% A . 
Did you experience client 
cancellations this year? 

No 28% 

Yes 72% 

Confidence State-by-State 
Though Americans remain cautious about the future of the U.S. economy, they are 
more optimistic in 2009 than 2008, according to a recent Gallup survey. 

In mid-September, consumer confidence jumped back up to its 20-month high with 
41 percent of Americans saying the economy is getting better. Confidence was just IB 
percent one year ago. Additionally, only 53 percent of consumers said the economy is 
getting worse, compared to 77 percent one year ago. 

At the same time, however, Americans' pessimism about the current economy is 
a little worse today than it was a year ago: 44 percent rate it poor compared to 41 
percent last September. 

How is consumer confidence faring regionally? Here is the Gallup's list of the top 
10 and bottom 10 states based on consumer confidence poll results. 

What percent of your clients 
cut back or cancelled services 

spending this year? 

Reduced services/ 
spending mm 
Cancelled services/ 

7% spending 7% 

Source: Lawn & Landscape 

Top 1 0 States 
Consumer Confidence 
(incl. D.C.) 

Bottom 1 0 States 
Consumer Confidence 

Source Lawn & Landscape 
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Hitting Homes 
Residential home 
building and sales 
markets experience 
major slowdowns. 
As contractors adapt, 
the housing situation 
gradually improves. 

By Nicole Wisniewski 

When the residential building industry crumbled, the aftershocks 
rocked landscape professionals like Jeff Berghoff, president of Jeff 

Berghoff Design Group in Scottsdale, Ariz. Calls for the residential, estate-
type homes Berghoff's design-build company specializes in nearly came to 
a stop. 

As a result, the company laid off a number of designers and cut its 
construction group in half. Many of the construction employees were 
moved to the maintenance side of the company so they could stay on the 
payroll, and workweeks for the designers that remained were cut to 32 
hours. "We've adjusted our scale and the way we do things this year, so 
the company still should do fine overall, but it's not as profitable as it has 
been in the past," Berghoff explains. 

And Berghoff isn't the only one feeling the pinch. "This year there are 
just not a lot of homes being built," says Ted Bentz of Second Nature 
in Rapid City, S.D. Because fewer houses require landscape design and 
construction, Bentz says the companies that get the nod must have 



The Commercial 
Wild Card 
Despite the fact that commercial 
property maintenance is keeping 
some contractors afloat as they 
switch gears from residential, 
the commercial market remains 
a "big wild card" for landscape 
contractors in today's economy, 

according to Lawrence Yun, 
chief economist for the National 
Association of Realtors. 

Unlike residential real estate, 
commercial real estate did not 
receive much of a stimulus. So, 
Yun says this sector still faces 
strenuous challenges, particularly 
related to the issuance of 
commercial mortgage securities. 

Moody's Economy.com notes 
that nonresidential construction 
started declining since May and 
likely has a ways to fall, though 
smaller declines over the next few 
quarters are expected, in addition 
to a return to growth in the second 
half of next year. 

"On the positive side, the Federal 
Reserve has put more focus to 
the issue and it is likely more 
credit could flow into the currently 
frozen market," Yun says. "Recent 
improvements in bank profits 
and reserves should lead to more 
lending for small businesses and 
for commercial real estate. In 
addition, the improving economy 
will steadily induce companies to 
demand new commercial spaces." 

a working relationship with the 
builder or homeowner, come up with 
incredibly competitive pricing or do 
something to stand out above the rest. 
"You certainly aren't just handed the 
project, that's for sure," Bentz says. 

Many of these business owners 
have found that more, smaller design/ 
build/installation projects are paying 
the bills, as well as expansion into 
maintenance services vs. a total 
reliance on design/build. 

In the meantime, the housing 
situation is improving, albeit slowly. 

Economists claim housing and 
manufacturing - two cyclical 
industries that contribute to the 
landscape market - are leading the 
economic rebound. 

According to Aaron Smith, senior 
economist for Moody's Economy, 
com, the U.S. economy is on track 
to grow 3 percent or more in the 
third quarter of 2009 with "the 
initial phase of growth being driven 

by rapid recoveries in housing and 
manufacturing, diminishing drags 
from equipment spending and 
nonresidential construction, and 
government support." 

Other research backs this theory, 
particularly where housing is 
concerned. Most housing indicators -
home sales, housing starts, building 
permits, pending home sales - point 
to a turnaround. 

Bolstered by affordable interest 
rates and low prices, nationwide 
housing affordability during the 
second quarter of 2009 continued to 
hover near its highest level since the 
statistic was tracked 18 years ago, 
according to the National Association 
of Home Builders/Wells Fargo Housing 
Opportunity Index. 

Specifically, 72.3 percent of all new 
and existing homes sold in the second 
quarter of 2009 were affordable to 
families earning the national median 
income of $64,000, up from 55 

Back By Popular Bemand 
U.S. demand for outdoor landscaping products is 
forecast to increase B.l percent per year to 2013 - an 
acceleration from the pace set during the 2003 to 
2008 period, according to a 2009 Freedonia Group 
study. 

Although growth in the residential market will be 
modest in the short term, by 2013 demand will benefit 
from a turnaround in housing completions. As the 
report concludes: "Individuals are expected to spend 
more time and energy in and around their homes, 
desiring outdoor living spaces that often include patios 
or outdoor structures such as gazebos or pergolas for 
relaxation and entertainment purposes.'' 

, * M 
-

Product 

Landscaping Products 

Decorative Products 

Hardscape Products 

Outdoor Structures 

2003-2008 Annual 
Growth In Demand 

4.5% 

3.4% 

6 . 1 % 
3.3% 

2008-2013 Annual 
Growth In Demand 

I 

Source The Freedonia Group 



percent during the second quarter of 
2008. 

This recovery in housing appears 
to have been largely driven by the 
$8,000 federal tax credit for first-
time home buyers, making smaller, 
less expensive housing the strongest 
sector of the market. July's existing 
home sales were 5 percent above 
the rate of one year ago - the first 
time in five years existing homes 
have shown a positive year over year 
increase. An estimated 1.5 million 
taxpayers are expected to claim 
the credit that went into effect in 
February, according to NAHB. "In 
the process a chain reaction has 
been unleashed," explains Lawrence 
Yun, chief economist for the National 
Association of Realtors, adding that 
the number include 350,000 buyers 
who would not have purchased a 
home without the credit. "Many 
existing homeowners were able to sell 
their homes to first-timers and thus 
purchase their next home." 

The flipside of this coin is that 
a share of the sales are distressed 
or foreclosed properties - another 
factor pushing down median existing 
home prices, NAHB reports. Although 
home prices may have stabilized, 
they are still down significantly. The 
S&P/Case-Shiller 20-city and 10-city 
Home Price Indexes were both down 
15 percent from one year ago. The 
20-city index is down 31 percent from 
its peak in July 2006. All 20 cities 
were down from last year. Only five 
cities - Denver, Boston, Charlotte, 
N.C., Cleveland and Dallas - had 
year-over-year price declines of less 
than 10 percent. The inventory of 3.3 
million existing homes for sale, an 
8.6 months' supply, seems tolerable, 
though elevated, NAHB says, adding 
analysis predicting many homeowners 
who would put their houses on the 
market if they thought they could sell 
them within a relatively short period at 
reasonable prices. 

So while the tax credit helped 
stabilize the housing market, falling 
home prices are the real reason why 
sales are rebounding, according to 
Mike Larson, real estate and interest 
rate analyst at Weiss Research. "I 
believe the tax credit is the icing 
on the cake of this housing market 

Where It s At 
Landscape contractors looking 
for residential customers with 
new homes and landscapes to 

maintain or renovate might pay 
attention to these lists of the most 

and least affordable cities in which 
to purchase homes today based 

on recent average home price and 
income drops. 

Most Affordable 
Cities to Buy a House 

1. Indianapolis 
2. Youngstown, Ohio 

3. Detroit 

Least Affordable 
Cities to Buy a House 

1. New York 
2. San Francisco 

3. Honolulu 
4. Los Angeles 

5. Santa Ana, Calif. 

SOURCE CNNMONEYCOM 

recovery - not the cake itself," he 
says. 

When it comes to new homes, 
NAHB says single-family new home 
sales are down 13.4 percent from a 
year ago. The median square footage 
of homes that have been started 
has fallen from a peak of 2 ,309 
square feet in the first quarter of 
2007 to 2 ,091 square feet in the 
second quarter of this year. Median 
new home prices have fallen from a 
peak of $262 ,600 in March 2007 
to $210 ,100 in July 2009. What 
is most troubling is that the median 
number of months for a sale after the 
completion of a new home rose to 
12.4 months in July, a record high for 
this measure since the Census Bureau 
began tracking it in 1975. 

Fortunately for landscape 
professionals and residential builders 
alike, things may be improving in 
this segment of the market - though 
more slowly than other housing 
segments. Home builder confidence 
rose to its highest level in more 
than a year, according to the August 
reading of the National Association 
of Home Builders/Wells Fargo 
Housing Market Index. In October 
2008, most contractors (73 percent) 
and equipment distributors (63 
percent) surveyed for Wells Fargo's 
Construction Industry Forecast for 
2009 expected to see a turnaround 
coming within 12, 18 or 24 months, 
which means, if their instincts are 
right, the building market is headed 
for an upswing any day now. 

Though the numbers aren't all 
positive, the improving picture of 
housing is the most important factor 
helping to kick-start the economy, Yun 
says. 

What can aid the housing market 
toward continued improvement? 
According to NAHB Chairman Joe 
Robson, who is also a home builder 
from Tulsa, Okla., "to keep the recent 
upturn in home sales going into next 
year, Congress will need to extend the 
tax credit for another year and make 
it available to all buyers in an effort 
to encourage activity in the trade-up 
market." soi 

The author is editor of Lawn & Landscape. Reach her at 
nwisniewski@gie.net. Lincoln, III.-based freelance writer 
Julie Collins contributed to this story. 
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And mow. And edge. And install. 
And haul. And grade. And ... 

Landscaping consists of hundreds of different jobs 
every day. And John Deere has the equipment that can 
help make them all a lot easier. 

What's more, John Deere Credit has the financing options 
designed to help you add that John Deere equipment to 
your fleet. We understand the needs of the landscaping 
industry, so that's why we offer fast, easy access to 
credit—with payment options customized to your 
unique needs. 

For financing that helps your business grow, see your 
John Deere dealer today. 

J O H N DEERE 
C R E D I T 

JohnDeereCredit.com 



Price P 
Despite pressure from customers looking for 
a deal and from competitors looking to score 
the lowest bid, not all landscape professionals 
slashed prices this year. In fact, they insist, 
We cannot work for free/ 

By Nicole Wisniewski 

Customers trying to be fiscally 
responsible are "jumping 

on the cheap bandwagon" in * 
today's economy, going for 
65 to 85 cents on the dollar 
pricing, says Mark Lay, president of 
Charlotte, N.C.'s AA Tex Lawn Co., 
and that's been the challenge: "Trying 
to offer our quality of work at a fair 
price," he says. 

But, as the owner of the 50- to 
65-employee company points out, 
"We cannot work for free. We've tried 
to make prices a little tighter, but we 
are watching the gross profit every 
week and job costing everything to 
make sure we're making our numbers. 
We haven't fallen into the low-balling 
game. There's a certain type of 
customer who will take the lowest bid, 
but I have found that the smartest 
person out there won't." 

Ted Bentz, owner of $485,000 
Second Nature in Rapid City, S.D., 
agrees. "You have to be really careful 
of someone coming in and putting a 
number on a project that doesn't make 
sense," he stresses. "You just have to 
monitor costs for yourself and provide 
the best number so hopefully you are 
the one doing the project and still 
turning a profit." 

"I guess there are people out 
there cut-throat pricing and giving 

stuff away, and I just won't do that," 
adds Jeff Berghoff, president of Jeff 
Berghoff Design Group in Scottsdale, 
Ariz. "We're talented, and I still think 
people should pay for what we do. But 
it's a negotiation with clients today. 
We're breaking projects into bite-size, 
chewable, digestible pieces so we can 
compete more with people who are 
really giving stuff away." 

People don't think twice about 
paying a premium for an electrician or 
plumber, so why should landscaping 
be any different, Bentz questions. 
"With landscaping, they always think, 
'I could do that myself so why is it 
going to cost me that much?' So it 
seems like there's a lot of education 
we need to do with clients about 
what we do and how we do it. It all 
boils down to selling ourselves better 
industrywide. We need to be very 
professional dealing with new and 
existing clients to improve our overall 

image. We have to 
portray ourselves as high-
quality individuals." 

That's this year's pricing 
game. Whether contractors 
raised prices, kept them stable 
or lowered them, they've had to keep 
sharp eyes on numbers and, then 
to stretch dollars further, focus on 
becoming more efficient internally to 
maximize profit. 

Lay, for instance, looked at 
scheduling, routing, crew size and 
equipment, and then brainstormed 
ways to trim time and costs. "We 
redesigned our shop and how people 
come in, we try and be more prepared 
so we're here about 15 minutes 
earlier to get people out the door 
quicker," he says. "Internally we have 
tried to communicate better so we 
are able to handle complaints and 
issues while our crews are in the area 
rather than have them go back. We've 



tried to up the communication of our 
management team and employed 
picture phones so issues can be 
e-mailed and we can look at them." 

The end result is that even though 
Lay predicts a dip in sales from 
between zero to 10 percent, his 
business is more profitable. From 
maintaining existing equipment and 
keeping an eye on how employees 
treat machines to eliminating office 
cleaning services and shopping out 
cell phones and insurance to get the 
best prices, Lay calls his business 
today "lean and mean." 

"It's easy to talk about money 
when you're making it, but to get in 
a situation where people are thinking 
about selling and keeping costs down 
and doing it less expensively - that has 
been valuable from a business owner's 
standpoint," he says. "This is a once in 
a lifetime opportunity to really hone in 
on that 'where cheap is cool' concept." 

"Before we were making money and 
spending money and it was all good," 
Lay adds, "but this is better." soi 

The author is editor of Lawn & Landscape. Reach her at 
nwisniewski@gie.net. Lincoln, III.-based freelance writer 
Julie Collins contributed to this story. 

An Alternate Approach 
to the Price Slice 
Pricing guru Mark Burton, coauthor of 
"Pricing with Confidence: 10 Ways to Stop 
Leaving Money on the Table/' has a lot of 
concerns about price slashing across the 
board in a recession. "You're not running a 
charitable organization," he says. 

And such a move can come back to 
haunt you. Burton remembers companies 
cutting prices in the 1980s for those 
struggling during tough times, and when the 
economy turned around, customers refused to 
pay for price hikes. "If you think cutting prices 
earns you goodwill, you have to be careful 
about that," he says. "Some customers have 
short memories." 

The best approach, he advises, is creating 
a new tier of products and services - one 
that offers customers less-expensive options 
with fewer bells and whistles. That way, a 
landscape business owner doesn't cannibalize 
his or her existing offerings. 

Financing 
FACTS 

Do you offer financing 
for your customers? 

Yes - 1 4 % 

No - 8 6 % 

Average cost 
of project financed: 

S7,533 (2009) 
512,940 (2008) 

Average number of 
finance options offered: 

2.5 
Source Lawn & Landscape 

FOUR YEARS OF PRICING 

Residential mowing 

Commercial mowing 

Residential chemical lawn care 

Commercial chemical lawn care 

Residential design/build 

Commercial design/build 

Source Lawn & Landscape 

$41.70 per hour $44.10 per hour 

$49.50 per hour $52.60 per hour 

$18.90 per $20 per 
1,000 square feet 1,000 square feet 

$58.10 per $60 per 
1,000 square feet 1,000 square feet 

$5,563.50 $6,419.70 
(avg. project cost) (avg. project cost) 

$9,918.40 $11,042.50 
(avg. project cost) (avg. project cost) 

S 3 

5.4% -13% 12.2% 

6.3% -10% 14.3% 

5.8% 2% 10.8% 

3.3% -3% 12.2% 

15.4% -5% 13.3% 

11.3% 19% 
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Making Do or 
Buying New? | 
Some contractors repair vs. replace, while others continue to buy. 
However, most try to become smarter shoppers. 

By Julie Collins & Nicole Wisniewski 

Jon Sternfels of Jonboy Landscaping in Detroit knows all 

too well how expensive running a landscape company 
can get. In the past two years, he purchased a lot of new 
equipment to keep up with his company's growth from 
$395,000 in 2008 to $445,000 expected this year. But 
as the economy suffered, Sternfels realized buying new 
every time was going to get too pricey. 

Now an extensive repair-maintenance program ensures 
existing equipment lasts as long as possible. "One of our 
biggest expenses was repairs, and a lot of repairs were 
due to negligence," Sternfels says. So the company started 
training employees on proper use, maintenance and repair. 
"Since we've instilled that, we've cut in half the number of 
things getting broken or breaking down, which saves the 
company a lot of money." 

"Before, if the guys needed a small tool, they'd just go 
and buy it. It's amazing how much you spend when you 
have so much work. We were making money so it was 
acceptable in a way to have a few inefficiencies," says the 
owner of Scottsdale, Ariz.'s Jeff Berghoff Design Group, 
adding that this included buying new pruners or blades 
instead of sharpening them. "Nowadays we've put a freeze 
on that - everything has to be approved and we're really 
watching our bottom line. We have to buy smart and take 
advantage of deals when we see them." For the same 
reasons, the company purchases items in bulk through 
wholesalers and cut additional costs by negotiating better 
cell phone rates. 

In addition to smarter purchasing, "repair before replace" 
has become the mantra of many landscape contractors 
now that money is tight. In fact, 70 percent of contractors 
said they are holding on to equipment longer than usual 
compared to two years ago. Only 29 percent said they are 
replacing equipment as often as they usually do and 1 
percent say they are replacing it more frequently. 

In-house repairs have become key for many pros. 
William Prout of Fallen Leaf Lawn & Yard Care in 
Stamford, Conn., makes most repairs himself, unless 
it's a complicated fix he doesn't have the tools to tackle. 
Mark Lay of AA Tex Lawn Co. in Charlotte, N.C., beefed 
up the company's mechanic staff. "We hired an excellent 
mechanic last year and brought all repairs - changing tires, 
rebuilding engines - in-house," Lay says. 

Eye on Equipment 
How would you characterize your 

2 0 0 9 equipment budget? 

1 8 % -
Significantly 
decreased 
from 2008 

16% - Decreased 
slightly from 2008 

14% - Significantly 
increased over 2008 

30% -
Increased 
slightly 
over 2008 

22% - Did not change 

What do you project for your 
2 0 1 0 equipment budget? 

5% - Will significantly 
decrease from 2009 

11%-Wil l 
decrease slightly 
from 2009 

22%-Wil l 
not change 

13%-Will 
significantly 
increase over 2009 

49%-Wil l 
increase slightly 
over 2009 

How long are you holding on to equipment today 
vs. two years ago? 

1% - We're replacing our equipment more frequently 

29%-We ' re 
replacing our 
equipment as 
often as we 
usually do 

70% - We're 
holding onto 
equipment 
longer than usual 

Source Lawn & Landscape 



V 

Seeking Support 
In today's economy, what do you expect from your 
equipment dealers/suppliers/distributors? 

Offer discounts 

Provide a higher level of service compared 
to other customers (e.g., consumers) 

Offer more and faster service options on 
equipment to keep equipment running 

Stretch/be more lenient on financial terms 

Increase support 

Source: Lawn & Landscape 

However, not all contractors reported 
frozen or decreased equipment budgets. In 
some cases, buying new equipment ended 
up saving a company in the long run. For 
instance, Berghoff recently purchased a 
reach-out forklift. "Over the years, we have 
spent a lot of money renting one to move 
big trees around sites," he says. "Why 
keep renting or paying someone else to do 
what we could be doing in-house?" 

Decisions like this could explain why 
a number of contractors - 44 percent -
increased equipment budgets this year, 
34 percent decreased them and 22 
percent held them steady. Compare this 
to the general small business community 
- only 16 percent of which plan to make 
capital expenditures over the next three 
to six months, according to the NFIB's 
September Small Business Survey. 
According to American Express OPEN's 
September Small Business Monitor, only 
27 percent of small business owners 
say the plan to increase spending on 
business development, such as advertising, 
inventory and capital expenditures, which 
is up from 23 percent in July, while 43 
percent plan to decrease spending. Among 
those general small business owners 
reporting growth for their firms, 13 percent 
say these opportunities came because they 
had the ability to renegotiate equipment 
leases and supply contracts. 

In 2010, 62 percent of contractors plan 
to increase equipment budgets, 16 percent 
say they will decrease them and 22 
percent won't change them at all. soi 

The authors are editor of Lawn & Landscape and a Lincoln, 
III.-based freelance writer. Send questions about this report to 
nwisniewski@gie.net. 

Where the Money Went 
EQUIPMENT TYPE 

2009 AVG. 
EXPENDITURE 

% CHANGE 
FH0M2008 

Mowers (riding and walk-behind) 519,372 -0.4% 

Construction equipment (skid-steers and 
attachments, mini skid-steers, excavators, 
trenchers) 

574,439 2% 

Sprayers & Spreaders 53,647 37% 

Trucks & Trailers 545,619 -13% 

Handheld equipment (backpack/handheld/ 
walk-behind blowers, trimmers/edgers, 
chainsaws, landscape tools) 

55,387 -26% 

Equipment rentals 54,668 4% 

Trees/shrubs/plants/seed/sod $65,834 -8% 

Design/build (landscape lighting, retaining 
walls, paver/patio products,water features) 

$48,483 -27% 

Irrigation products $27,265 -3% 

Chemical products (herbicides, insecticides, 
fertilizers, fungicides, PGRs, tree care 
products, perimeter pest products, organic 
fertilizers, biologicals) 

$34,446 4% 

Snow & ice melting products $22,181 2% 

Technology (computers, business/design 
software, GPS systems/software) 

$6,120 -29% 

Source: Lawn & Landscape 
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Trend Watch 
Each year, Lawn £ Landscape asks 
contractors what equipment they 
purchased in the past year and their 
plans for purchases during the coming 
year. Most years, these percentages are 
relatively similar. This year, however, 
there were some percentage changes 
that stood out considerably (despite the 
fact that overall money spent was down), 
reflecting some interesting trends that 
coincide with the changing percentages of 
contractors altering related services. 

In purchases from 2008 to 2009: 
• Contractors increased irrigation product purchases the most. 

Irrigation services also ranked fourth in terms of fastest growth, 
and irrigation water management ranked third as a new service 
contractors plan to offer in 2010, not to mention green/sustainability 
services ranked first - a segment into which some may insert water 
management. 

• Percentages of riding and walk-behind mower purchases 
increased, reflecting the rise in contractors offering this service, as 
well as its stability in today's economy. Mowing/maintenance also 
ranked first in terms of fastest growing service in 2009, as well as 
predicted for 2010. 

• Retaining walls and landscape lighting product purchases 
increased, showing the trend toward hardscape and small design/ 
build project installations. 

• GPS systems/software and engine purchases rose highlighting 
the equipment replacement and maintenance preference over new 
purchases, as well as the drive to decrease costs via increased 
efficiency on the road. 

In purchases planned for 2010: 
• Riding and walk-behind mower purchases will continue to rise, 

as well as investments in backpack blowers and trimmers/edgers, 
showing a continued boost in maintenance services. 

• Truck purchases will also increase, possibly showing a need for 
replacements that were not made in 2009. 

• There is a boost in equipment parts purchases expected. 
• Many contractors are confident design/build and renovation 

services will increase, predicting a rise in their spending on bed 
edging, trees/shrubs/plants, sod, turf seed, paver/patio products and 
annuals/perennials. 

• Irrigation product purchases will continue to improve. 
• Chemical lawn care product investments, as well as purchases 

of the equipment used to apply them (sprayers and spreaders), will 
increase, revealing a potential boost in lawn care service sales. 

66°/o 

15D/o 

13% 

4% 

2°/o 

Truck Stop 
How has the economy affected your truck 
purchasing decisions this year? 

I Things are tight. I'm holding on to 
I what I have and repairing more. 

• I'm buying, but the trucks are pre-owned. 

No effect. I can get great deals. It's time to buy. 

I'm buying, but looking at cheaper models. 

I'm buying, but fewer vehicles than I would 
have in the past. 

Source: Lawn & Landscape 



Power Play 
As the number of professional landscape firms 
continues to rise, benefitting from an aging U.S. 
population keen on using their services, so too will 
their need for power equipment through 2013, 
according to a 2009 Fredonia Group report. 

In the short term, replacement sales will be the key 
driver of demand, therefore manufacturers who offer 
new product enhancements as a means of stimulating 
replacement demand for existing equipment - and who 
market these - will benefit most, the report predicts. 
Opportunities in the commercial market will be 
strongest in the landscape industry. 

Product 
2003-2008 

Annual Growth 
In Demand 

2008-2013 
Annual Growth 

In Demand 

Lawn & Garden Equipment -0.7% 2.7% 

Mowers -2.5% 3.5% 

Tbrf & Grounds Equipment 
Hardscape Products 

1.4% 3.1% 

Trimmers & Edgers 2.2% 2.8% 

Garden Tractors & Rotary 
Tillers 

-9.4% 2.2% 

Snow Throwers -1.5% -6.1% 

Other Equipment & Parts 3.4% 3.0% 

Source: The Freedonia Group 

Cash Flow Concerns 
The number of general small business owners experiencing 

cash flow issues this fall (60 percent) is up slightly over both the 

previous fall (55 percent) and this spring (57 percent), according to 

the American Express OPEN September Small Business Monitor. 

The biggest cash flow worry for business owners is the ability to 

pay bills on time (26 percent). 

When cash flow concerns arise, owners are most likely to dip 

into their own pockets: 32 percent of business owners will use 

personal or private funds, and one in four (25 percent) will put 

off purchases. Others will use credit or charge cards (13 percent), 

obtain and use a line of credit (12 percent), lease rather than 

purchase equipment (4 percent) or get a short-term loan in order to 

improve cash flow (3 percent). 

Looking beyond the basic issue of cash flow, nearly half of 

entrepreneurs (45 percent) are looking to access capital from 

external sources in order to run their businesses. One out of five 

business owners (19 percent) say they are experiencing difficulty 

accessing capital. To secure the funds they need, business owners 

are tapping a variety of sources, including using a bank loan (14 

percent), using business or personal credit cards (each 13 percent), 

tapping personal savings (10 percent), borrowing from a friend or 

family member (3 percent), and private equity/venture capital or 

home equity (each 2 percent). 

Concerning business development 
expenses, such as advertising, inventory 
and capital expenditures, what action do 

you plan to take moving forward? 

Not sure - 5% 

Make no 
change in 
spending -
25% 

Increase 
spending -

27% 

Decrease spending - 43% 

Source American Express 
Open Small Business Monitor, 
September 2009 



Hiring 
Comes to a 

mm Small business employers are 
hesitant to add workers; landscape 
employee pay in most categories 
shrinks. By Nicole Wisniewski 

Although small business optimism 
is on the upswing after hitting 

its all-time low one year ago and job 
cuts have abated, hiring is close to a 
standstill as most employers are still 
hesitant to add workers. The number 
of new hires remains near an all-time 
low, according to the Bureau of Labor 
Statistics, and almost 70 percent of 
companies expect no change in their 
fourth-quarter hiring plans, according 
to a recent study by employment 
services company Manpower. 

The American Express OPEN 
September Small Business Monitor 
shows only 23 percent of small 
business owners plan to hire, which is 
the lowest reading in the history of the 
Monitor (falling below the fall 2002 
recession level of 26 percent). 

In general, deteriorating employee 
morale has plateaued. Only 12 
percent say morale has worsened 
over the last six months (down from 
25 percent for the preceding six-
month period), the Monitor reports. 
Three-quarters say morale has stayed 
the same, and 9 percent say it has 
improved. In addition, approximately 
28 percent of business owners see 
offering financial incentives such 
as bonuses and paid time off as a 
way to increase employee morale, 
and 23 percent see more regular 
communication about the business as 
the key to improving morale. 

Ted Bentz agrees with this. As the 
owner of $485,000 Second Nature 
in Rapid City, S.D., finding and 
retaining quality employees is his 
No. 1 concern. Paying attention to 
prospective employees who walk in 
the door and observing and listening 
to those employees who are on the 
payroll is how Bentz does it. A job-
based incentive program also helps 
keep employees motivated. 

Also, fewer business owners are 
laying people off (15 percent, down 
from 23 percent in March) or cutting 

benefits (8 percent versus 16 percent 
in March), according to the Monitor. 
One in 10 business owners (11 
percent) say they have recently hired 
someone who was laid off. 

"We've hired a bunch of really 
quality people who had other jobs like 
construction and got laid off during 
these hard times," shares Mark Lay, 
owner of AA Tex Lawn Co., a 50- to 
65-employee company based in 

Charlotte, N.C. The goal is to train 
them in the landscape industry so 
they can thrive in their new positions. 

According to the Monitor, small 
businesses in the South are most 
willing to hire (31 percent vs. 22 
percent in the West, 17 percent in the 
Northeast and 15 percent in north 
central states), soi 

The author is editor of Lawn & Landscape. Reach her at 
nwisniewski@gie.net. 

Pay Cuts 
The double-digit pay increases of 2008 are not in the cards this year for landscape 
employees. In fact, when it comes to hourly wages, only spray technicians received 6 
and 7 percent increases, while everyone else experienced wage reductions. 

As for salaried employees, only owners/presidents and crew foremen/leaders 
enjoyed between 2 and 4 percent hikes in pay, while supervisors, account managers, 
and landscape designers and architects received between 1 and 4 percent wage cuts. 

Cuts make it tough on owners. "These guys still want to get paid what they 
were paid in the past, even though it's not as busy/' says Todd Felinczak of Aspen 
Landscapes. "I think industry pay is going to be low for a while." 

POSITION HOURLY 
WAGE 2008 

HOURLY 
WAGE 2009 % CHANGE 

Mower operator (entry-level) $9.00 $8.90 -1% 

Mower operator (experienced) $11.80 $11.50 -2.5% 

Spray technician (entry-level) $9.60 $10.20 6.25% 

Spray technician (experienced) $12.70 $13.60 7% 

Construction worker (entry-level) $9.50 $9.10 -4.2% 

Construction worker (experienced) $13.70 $13.00 -5.1% 

Irrigation technician (entry-level) n/a $9.20 n/a 

Irrigation technician (experienced) n/a $13.80 n/a 

POSITION 
SALARY 

2008 
SALARY 

2009 % CHANGE 

Owner/president $69,620 $71,439 2.6% 

Supervisor $42,355 $40,964 -3.3% 

Account manager $40,132 $39,847 -1% 

Crew foreman/leader $29,908 $31,004 3.7% 

Landscape architect $50,857 $48,833 -4% 

Landscape designer $42,577 $40,888 -4% 

mailto:nwisniewski@gie.net
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We have what you need, 
when you need it. 
Not only can John Deere Landscapes provide you with all 
the irrigation supplies you need, we also offer full lines 
of landscape lighting, nursery materials, and landscape 
supplies. Our full staff of knowledgeable professionals, 
located at over 500 branches nationwide, is waiting for 
you. Stop by and place your order today. 

FLJ J O H N D E E R E 
LANDSCAPES 

• Irrigation Supplies 
• Landscape Lighting 
• Seed 
• Fertilizers 
• Soil Amendments 

» Control Products 
» Combination Products 
» Hardscape Materials 
' Nursery Stock 
» Tools 

Looking for more than just a supplier? Ask about our 
Business Solutions - they might be the answer to some of 
your business challenges. 

800-347-4272 
www.JohnDeereLandscapes.com 

http://www.JohnDeereLandscapes.com


With your John Deere Commercial Worksite 

Products dealer you'll start strong, finish on 

time, and stay on budget. Count on us to help 

you be more efficient and profitable with 

17 models of compact machines, over 100 

versatile attachments, and flexible financing 

options. You're covered with Deere as your 

landscaping partner. 

mIm 
V I I 

J O H N D E E R E 

Your landscaping partner. From the ground up. 



THE P L A C E TO BE 
FOR TURF AND LANDSCAPE PROFESSIONALS 

2009 OHIO TURFGRASS CONFERENCE & SHOW 
DECEMBER 7 - 10, 2009 • GREATER COLUMBUS CONVENTION CENTER • COLUMBUS, OHIO 

WWW.OHIOTURFGRASS.ORG • 888-683-3445 

S P O N S O R E D BY: OHIO T O R F G R A S S F O U N D A T I O N , T H E OHIO STATE UNIVERSITY, 
THE OHIO STATE UNIVERSITY E X T E N S I O N A N D THE OHIO A G R I C U L T U R A L R E S E A R C H A N D D E V E L O P M E N T C E N T E R 

w 
Ohio 
Turfgrass 
Foundation 

O N I O 

s t o 
OHIO LAWN CAM ASSOCIATION 

Ohio 
SportsTurf 

Central Ohio Golf Course 
Superintendents Association 

SHOW HIGHLIGHTS 
200+ EXHIBITORS 
GREAT NETWORKING OPPORTUNITIES 
LEARN FROM THE EXPERTS IN TURF, LANDSCAPING, IRRIGATION, 
MECHANICS AND MORE 
GOLF COURSE OWNERS/GM EDUCATION TRACK 
SPORTS TURF MANAGERS TRACK 
LAWN AND LANDSCAPE BUSINESS MANAGEMENT TRACK 
ENVIRONMENTAL/SUSTAINABILITY ISSUES 

PESTICIDE LICENSE RE-CERTIFICATION CREDIT FROM OHIO, 
MICHIGAN, INDIANA, KENTUCKY, WEST VIRGINIA, PENNSYLVANIA, 
TENNESSEE AND NEW YORK 
GCSAA, STMA, CMAA AND PGA CREDIT 
KEYNOTE SPEAKER - DICK DURRANCE, NATIONAL GEOGRAPHIC 
PHOTOGRAPHER 
GROUP DISCOUNTS 
CONTESTS, PRIZES AND MORE! 

http://WWW.OHIOTURFGRASS.ORG


When Business Affects 
Your Personal Credit 
Small business debt hasn't normally been reported to consumer credit 
bureaus, but the rules of the game are changing, BY DAVID GASS 

Small business borrowing is generally 
not reported o n owners' c o n s u m e r 

credit reports un le s s they fail to pay 
o n t ime. But w i th banks facing rising 
defaults, at least o n e lender - Capital 
O n e - is mov ing to add small business 
loans to borrowers ' c o n s u m e r credit 
files, m e a n i n g small bus iness o w n e r s 
could soon find their business debts are 
affect ing their personal credit, accord-
ing to a recent BusinessWeek article. Any 
debt owners personally guarantee - in-
c luding many business loans and credit 
cards - could be reported. 

B e c a u s e of the c o m p l e x i t y b e h i n d 
credit scoring, it's hard to predict h o w 
the shift will affect any o n e borrower's 
credit score. T im Klein, spokesman for 
Equifax, o n e of the three major consum-
er credit bureaus, says business owners 
generally won't see their credit hurt if 
they're current o n payments. Borrowers 
w i th strong repayment histories could 
even see scores improve, adds Sharon 
O'Connor Clarke, a principal consultant 
wi th FICO, a credit scoring company. 

Lending institutions don't always tell 
you all the requirements and where they 
go to qualify you and your landscape or 
lawn care business before you apply for 
financing. A significant step is to pull 
your personal and business credit. 

Fewer than 10 percent of entrepre-
neurs k n o w about or truly understand 
h o w business credit is established and 
tracked, and h o w it affects their lives 
and businesses everyday. 

Last m o n t h I spoke w i th a potential 
c l i e n t w h o had q u e s t i o n s a b o u t h i s 
credit s ituation. H e is a typical small 
business o w n e r in southern California 
and generates a decent profit. 

In the good years he is able to take his 
family o n a trip to Hawaii for a w e e k -
something they all love to do. H e told m e 

he just applied for a mortgage o n a n e w 
h o m e and was denied. H e started his 
business three years ago and never had 
previous credit problems. H e couldn't 
understand w h y he was refused s ince he 
paid his personal bills o n t ime. 

I asked if he had opened any l ines of 
credit for the business in the last three 
years. H e had o n e l ine of credit wi th a 
bank for $ 6 0 , 0 0 0 , but nothing else. I 
then asked if he had received credit or 
terms to pay suppliers any t ime s ince 
starting the company. "Of course," he 
said. Here is where the problem arose. 
His company needed several suppliers 
for all of the products he sells. Unfortu-
nately, he applied for credit wi th each of 
these suppliers under his personal name 
during the last year. I asked if he paid all 
of those bills o n t ime. "Not all the t ime, 
but the latest I ever paid s o m e o n e was 
6 0 days late." 

I c a u t i o n e d this en trepreneur that 
obviously not paying bills on t ime would 
damage his credit and that there were 
many other variables that determined 
his personal credit score. If you want 
just a s imple system to keep your credit 
in g o o d s tand ing , c o n s i d e r th is o n e 
s imple rule: Make sure your debt load 
is no more then 25 percent of your gross 
income , even though many banks will 
lend at 33 to 3 8 percent. 

WHY YOUR CREDIT SCORE IS LOW. FICO, 
the company previously k n o w n as Fair 
Isaac that develops the formula to deter-
m i n e credit scores, looks at the average 
statistics of consumers and factors that 
into business credit scores. 

• A c c o r d i n g to FICO, the average 
c o n s u m e r will have: 

• O n e i n q u i r y o n t h e i r p e r s o n a l 
credit report in a given year. 

• 5 4 percent of credit holders carry a 

balance of less then $ 5 , 0 0 0 on all debts 
other than a mortgage. 

• Have access to $12 ,190 o n all credit 
cards combined . 

The entrepreneur, o n the other hand, 
wi l l have several m o r e credi t n e e d s 
than the average consumer . So w h e n 
the personal credit bureaus compare 
us to the average consumer , our credit 
consumpt ion is not normal. 

Let's look at that same specific busi-
ness situation. This small business client 
applied several t imes wi th suppliers for 
various credit l ines over the last year. 
Each inquiry will likely drop his credit 
score approximately five to 10 points. 
T h e credi t bureaus are s u p p o s e d to 
l u m p t h r e e t o g e t h e r and o n l y drop 
five to 10 for the three. H e also has a 
$ 6 0 , 0 0 0 l ine of credit available and 
carries a balance of $ 4 2 , 0 0 0 . Both the 
amount of credit and balance are more 
then the consumer average, w h i c h can 
hurt his score as well . This is without 
looking at anything else in his business 
or personal life. 

If this small business owner had just 
taken the t ime to deve lop a business 
credit profile and start establishing basic 
l ines of credit in the business name and 
then s lowly build the businesses credit 
over t ime , he may never have ended 
up wi thout the ability to buy the h o m e 
he and his family wanted. This is w h y 
entrepreneurs must b e c o m e like the 
typical c o n s u m e r again and separate 
their personal and business lives. ® 

The author is president of Business Credit Services. 
Reach him at www.businesscreditbuilder.net. 

To learn more about why small 
business owners don't have 
average credit scores, visit 
www.lawnandlandscape.com/webextras 

http://www.businesscreditbuilder.net
http://www.lawnandlandscape.com/webextras


MAÔA/A'MAT/Û 
High-Performance Service Tools for the OPE Industry 

Proudly Made 
in the USA for 
over 50 years 

The MAG-9000 Series Lawn Mower Blade 
Sharpener is the only sharpener designed 
to the needs of LANDSCAPERS & LAWN 
CARE PROS. 

magna-matic.com 
• 60 second sharpening time 800-328-1110 
• Cool cutting, without burning 
• Consistant 30 degree angle Call for 
• No limit to cutting edge length ffVA) OiltillOlJ 
• Right or left-handed blades 
• No wheel dressing 
• All safety gaurds included 
• Vac hook-up ready 
• Single crank adjustment 

lawnandlandscape.com/reader service #51 
Visit Us at the 2009 GIE+Expo - Booth #4031 

Put the Gandy Dethatcher Overseeder to work in your business. 
You'll be amazed at its performance. It is unmatched for quality, 
precision and economy. The unit is 48 inches wide with 24 blades 
to create slits on 2-inch centers. The overseeder has a stainless 
steel hopper bottom and slides and holds 100-125 lbs of seed. 

The Gandy Slice 'n Seed™ walk-behind Overseeder allows 
the operator to evenly and 
accurately place seed in smaller 
areas. 

This year, look to Gandy to bring 
more performance to the job. 
Gandy has been a name you can 
trust for over 72 years. 

800-443-2476 
www.gandy.netcustsrv@gandy.net 

3 "Bed Divider 

Presented by: 

LV1LR 
EDGincs. inc. 

1-800-EDGINGS 

-Not exao.lv WH^ we 

p d q i n g a s a o e a 
d i v f d e r '. F o r m o r e 

pì^o due t s e a n imp rove 
your l andscapes , ^ 
contact u s today-

www.olyola.com 
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ARE YOUR TREES PROTECTED? 

ACECAF 

SYSTEMIC 
TREE 

U IMPLANTS. 

CONTAIN 99% 
ACEPHATE 

LOWEST COST SYSTEMIC TREATMENT AVAILABLE! 
Effective against Emerald Ash Borer, Gypsy Moth, 
Bagworms, Hemlock Wooly Adelgid and many more insects. 

auiMOM'K . A 
EXPO. CSI 800-759-7739 

www.acecap-medicap.com 

mailto:ww.gandy.netcustsrv@gandy.net
http://www.olyola.com
http://www.acecap-medicap.com


A Plan 
w i t h a 
Purpose 
Why every small 
business needs a plan. 
BYSAMANTHALEWERS 

III Small business 

Ev e r y s m a l l b u s i n e s s n e e d s a p l a n . 

E v e n if it is o n l y a o n e - p a g e p i e c e o f 

paper o n t h e fridge, s o m e f o r m of p lan is 

critical to b u s i n e s s success . T h e b u s i n e s s 

p l a n p u r p o s e is pr imar i ly t o f o r c e smal l 

b u s i n e s s o w n e r s l i k e l a w n c a r e a n d 

l a n d s c a p e p r o f e s s i o n a l s t o l o o k at the ir 

indus try , s erv ices , o p e r a t i o n s , m a n a g e -

m e n t a n d finances. F r o m h e r e t h e y c a n 

se t b u s i n e s s g o a l s a n d objec t ives . 

W h i l e t h e p r o c e s s o f ana lys i s is ex-

t r e m e l y b e n e f i c i a l , t h e b u s i n e s s p l a n 

p u r p o s e a l so e x t e n d s i n t o o t h e r areas , 

i n c l u d i n g u s i n g t h e p l a n t o m o n i t o r 

a n d g r o w t h e b u s i n e s s , o b t a i n financ-

ing , sel l t h e b u s i n e s s a n d e v e n m o t i v a t e 

e m p l o y e e s . 

PURPOSE NO. 1: CRITICAL ANALYSIS. S i m -

p ly u n d e r t a k i n g t h e p l a n n i n g p r o c e s s 

i tse l f f o r c e s y o u t o cr i t ica l ly a n a l y z e all 

a spec t s of t h e bus ines s . Y o u m a y already 

t h i n k y o u d o th i s regu lar ly ( a l t h o u g h 

n o t f o r m a l l y w i t h p e n a n d paper ) , but 

d o y o u truly c o v e r all o f t h e f a c e t s o f 

y o u r b u s i n e s s ? 

D o y o u c o n t i n u a l l y l o o k t o y o u r cus -

prov ide a too l t o h e l p m o n i t o r , m a i n t a i n 

a n d g r o w y o u r b u s i n e s s . 

Set b u s i n e s s objec t ives , put p lans in 

p lace , m o n i t o r resul ts a n d m a k e adjust-

m e n t s as neces sary . T a k i n g t h e t i m e to 

regularly s p e n d o n y o u r p lan a n d revis-

ing it w i l l g o a l o n g w a y t o e n s u r i n g your 

b u s i n e s s g r o w t h a n d s u c c e s s . 

PURPOSE NO. 3: FUNDING & INVESTMENT. 
M a n y s m a l l b u s i n e s s e s r e q u i r e b a n k 

f u n d i n g o r s e e k i n v e s t m e n t . In t h i s 

s i tua t ion , t h e b u s i n e s s p lan p u r p o s e is 

t o act as a financing proposa l . 

Just hav ing a p lan wi l l put y o u in front 

o f m a n y o t h e r s m a l l b u s i n e s s o w n e r s 

a n d c e r t a i n l y b e v i e w e d favorably by 

l e n d e r s a n d i n v e s t o r s . In fac t , s o m e 

w i l l n o t e v e n g i v e y o u a s e c o n d g l a n c e 

w i t h o u t th i s i n f o r m a t i o n . 

t o m e r s , c o m p e t i t o r s a n d i n d u s t r y for 

n e w t rends , ideas a n d o p p o r t u n i t i e s ? 

A r e y o u o n t o p of y o u r finances a n d 

c a s h f l o w p o s i t i o n ? 

H a v e y o u s e t g o a l s a n d o b j e c t i v e s 

a n d put in p l a c e t h e p l a n n i n g for y o u r 

b u s i n e s s for t h e n e x t s ix m o n t h s ? 12 

m o n t h s ? T h r e e years? 

D o y o u k n o w w h a t m a r k e t i n g is work-

i n g for y o u r b u s i n e s s a n d h a v e f o r w a r d 

p l a n n i n g in p l a c e for advert i s ing , pro-

m o t i o n a n d W e b m a r k e t i n g ? 

If y o u a n s w e r e d "no" t o a n y of t h e s e 

q u e s t i o n s , it 's t i m e t o i m p l e m e n t or 

rev i se y o u r b u s i n e s s p lan . All o f t h e s e 

q u e s t i o n s , p l u s m a n y m o r e s h o u l d b e 

a n s w e r e d in t h e p lan . 

E v e n if y o u are a s o l o , h o m e - b a s e d 

b u s i n e s s , y o u n e e d t o cr i t ical ly a n a l y z e 

y o u r b u s i n e s s a n d h a v e a p l a n . L ike 

a n y t h i n g , if y o u don' t h a v e a m a p , y o u 

w o n ' t g e t t o y o u r d e s t i n a t i o n . 

PURPOSE NO. 2: MONITOR BUSINESS. N o w 

that y o u have your smal l bus ines s p lan in 

p lace , it n e e d s t o b e r e v i e w e d regularly. 

A n o t h e r k e y b u s i n e s s p l a n p u r p o s e is t o 

PURPOSE N0.4:BUSINESSSALE. A l though 

it m a y s e e m p o i n t l e s s if y o u h a v e 

r e a c h e d th i s s tage in your b u s i n e s s , a 

w e l l - w r i t t e n b u s i n e s s p l a n w i l l h e l p 

n o t o n l y sel l y o u r b u s i n e s s , but c o u l d 

result in a h i g h e r pr ice . It wi l l ind ica te 

t o p r o s p e c t i v e p u r c h a s e r s t h a t t h e 

b u s i n e s s is w e l l - p l a n n e d a n d g ive s o m e 

secur i ty that a road m a p is in p lace for 

t h e fu ture . 

PURPOSE NO. 5: EMPLOYEE MORALE. 
A n o t h e r u n d e r e s t i m a t e d b u s i n e s s 

p l a n p u r p o s e is t o u s e t h e p lan t o k e e p 

e m p l o y e e s i n f o r m e d a b o u t t h e bus i -

n e s s . W h i l e s o m e b u s i n e s s o w n e r s m a y 

c r i n g e at th i s t h o u g h t , it is a great w a y 

t o g e t s taf f i n v o l v e d in t h e b u s i n e s s , 

e n c o u r a g e f e e d b a c k a n d h e l p i m p l e -

m e n t t h e p lan . 

It is n o t n e c e s s a r y t o g i v e e m p l o y e e s 

t h e full p lan if y o u don' t w a n t to i n c l u d e 

s e n s i t i v e i n f o r m a t i o n , s u c h as financial 

de ta i l s . W h a t e v e r f o r m a t y o u p r e s e n t 

it in , s taff w i l l g a i n a n ins tant s e n s e of 

o w n e r s h i p a n d i n v o l v e m e n t that c o u l d 

p r o v e v e r y va luab le . ® $ 

The author is the founder of the Small Business 
Champions Club, an online small business re-
source. Reach her via www.smallbusinesscham-
pionsclub.com. 



Green Industry Software 
without all the overcomplicated, 
clunky, frustratingiy difficult features and 
irritating workarounds that utlM don't accomplish what 
you n e e d , wasting your time, leaving you bogging for a real s o l u t i o n . 

QXpress Oniine's fully customizable interface means you 
get your own custom business system, without all the 
bulk. Keep the features you need. Remove the features 
you don't need. Create the features that make your 
company unique. 

Create your own fields, data entry screens, 
customer portals, reports and forms. 

Scheduling, Job Costing, CRM, 
Routing and Batch Invoicing. 

Real-time synchronization with 
QuickBooks. 

Web based access to your scheduling, 
routing and QuickBooks data 

Sign up today! Visit www.qxpressonline.com 
or call 888-QXpress ext. 1 

y 
y 

u 

c % press ONLINE 
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'0. Spout 
/ 

Features 
L o w profile spout 
Wider water dispersion 
N o - d o g design 
Extension available for curbs or retaining walls 
Water flows away from d o w n spout 
H O P E construction 
Easy installation 
Versatile 

www.lnvisaFlow.com 

^ L o w - p r o f i l e d r a i n s y s t e m J 

This new upscale emitter helps 
landscaping pros eliminate 

drainage eyesores from 
projects large and small! 

12" Extension available for retaining walls, 

curbs and low grade applications. 

w â f è j . i o n T i f i t i - ) 

Benefits 
Drain exit disappears into landscape 
Reduces erosion 
Less maintenance 
Perfect for low grade applications 
Pipes stay drier 
Durable and long lasting 
N o special tools required 
Fits 3 and 4 inch straight pipe and 4 inch corrugated 

Want more information? 
O Flow, 

M a d e in the U S A 

13S0 Blufgrass Likes Parkway 
Alpharftta.GA 30004 
Fliont 678.942.1327 
[mail: info#lnvisaFlow.com 
www.lnvisaFlow.com 
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Ignition Key Padlock 
Simplified Access & Key Control 

No Extra Keys to Carry 
Automatically 'codes' to your Ignition Key 

Exceeds all ASTM requirements 
Automotive Grade Lock Mechanism 
for Enhanced Security & Durability 
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The Industry's Best Machines, 
Best Warranties and Absolute 
Lowest Prices... Guaranteed! 

866.990.5372 
www.edgemaster.net 

Ask About Our NEW BLACK Pro-Series Landscape Trenchers and Sod Cutters 

ORDER ONLINE 

www. UKeyPadlock. com 
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For industry consultant Jim Huston's take on various cost estimating systems 
and why some are useful and others aren't when pricing landscape industry 
work, visit www.lawnandlandscape/webextras. é 1 

A Direct H i t 
Better management of direct vs. indirect costs lets you bid more 
aggressively in a competitive market, BY BRUCE HUNTER 

There are two types of costs - direct 
and indirect. 

Direct costs are also called "vari-
able costs" and refer to cos t s that 
are a d i r e c t resu l t of p e r f o r m i n g 
your landscape or lawn care service. 
Examples of these are materials and 
labor needed to provide the service. 

Indirect costs are also called "fixed 
cos t s" and refer to e x p e n s e s your 
business will have regardless of sales 
vo lume. Examples of these are rent, 
utilities, wages that are not based o n 
commiss ion, interest expenses, adver-
tising, vehicles , etc. The tricky aspect 
of these are that a cost may increase 
wi th increased sales, e.g. an increase 
in sales may require overt ime or the 
addition of staff but the relationship 
is not direct. 

A good tool for managing direct and 
indirect costs is to monitor the costs 
on your monthly income statement as 
a percentage of sales. Divide the cost 
by total sales. 

Direct costs as a percentage of sales 
will remain wi th in a narrow margin. 
For instance , if materials costs are 
typical ly 3 0 percent of sales , t h e n 
w h e n the actual dol lar a m o u n t of 
materials used to perform more ser-
vices goes up, as a percent of sales, it 
will remain close to 3 0 percent. What 
would lower the percentage is if you 
got a better deal from your supplier. 

Your indirect costs w h e n monitored 
as a percentage of sales will respond 
d i f f e r e n t l y . For e x a m p l e , $ 5 0 0 - a -
m o n t h rent remains $ 5 0 0 per m o n t h 
even if your sales increase to $ 5 , 0 0 0 . 
$ 5 0 0 divided by $1 ,000 in sales equals 

5 0 percent. $ 5 0 0 divided by $ 5 , 0 0 0 
in sales equals 10 percent. 

T h i s p r o v i d e s y o u w i t h a t w o 
valuable management tools - break-
even analysis and your contribution 
margin. Break-even analysis he lps 
quickly d e t e r m i n e if a s o l u t i o n is 
feasible. Contribution margin is the 
remain ing profit after direct cos ts 
are taken out of a sale. For example, 
if you sell a bookcase for $ 2 5 0 and it 
cost you $75 to make, your contribu-
tion margin is $175, or 7 0 percent. 
The contribution pays for all the fixed 
expenses /overhead. 

A g o o d w a y of organiz ing these 
costs is to put all the direct costs in 
the "cost of goods" sect ion and the 
indirect cos ts in the e x p e n s e area 
of your i n c o m e statement . By doing 
this, gross profit equals contribution 
margin and is automatical ly calcu-
lated for you. 

Identifying your direct costs also 
helps you bid in a compet i t ive en-
v ironment . Imagine you know you 
have covered your overhead expenses 
for t h e m o n t h w i t h n o r m a l l y bid 
projects and a job c o m e s up for bid 
around the 15th of the month. You fig-
ure it wil l be very compet i t ive and if 
you use your usual estimating process 
o n it, you will not get the project. 

Since you have already covered all 
of your expenses for the m o n t h and 
any margin above your direct costs is 
profit. You can then aggressively go 
after the project wi th a bid slightly 
above your direct costs. Ü 

The author is the CEO of CORE Magazine 
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Top into a $250 million market of customers interested in the value 
decorative water features add to their homes. Combining flexibility and 
ease of installation with lasting durability, Firestone PondGard Liners 
are the perfect choice for your customers who want to add enjoyment 
and value to their home. 

y i r e s t o n c To learn more about PondGard, 
visit us at www.firestonesp.com/ll2 

Firestone Specialty Products 
800-428-4442 info©firestonesp.com 
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PROFESSIONAL DEER REPELLENTS 

DEERPRO WINTER ANIMAL REPELLENT 
One spray in the fall lasts all winter long. 
The longest-lasting deer repellent available. 

DEERPRO SPRING & SUMMER DEER REPELLENT 
Long-lasting, professional-strength deer repellent. 

C A L L TODAY. Learn how DeerPro products 
can help your customers and 
your business year-round. 

877.486.3337 
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GROWTH. 
It's what your small business will see when you get five basic things 

right: employee relationships, financial management, sales development, 
marketing diversity and customer retention. 

The consultants of The Small Business Group will help you get these right. 
. . time and time again. 

We offer the knowledge to shorten your learning curves and the experience 
to help you build your business more quickly and more smoothly. 

The power of SBG! 
"Hiring Jeff is easily one of the best decision I've ever made. By using Jeff's real 

world advice and his common sense approach, our business has doubled every year 
for the past three years. " - Roger Roumpf. President Groundworks. Inc. 

Let personal business coach Jeffrey W. Zindel and Jon E. Firmature, help you fine 
tune what you know, develop your existing talents and realize your full potential. 

The Small Business Group 

BUSINESS CONSULTANTS 

For more information, please call us at 

888-425-0421 www.thesmal lbusinessgroup.com 

When your paver project calls for artistic 
curves, EdgePro® Paver Restraint will save 
you time and money over competitive edging 
products that require cutting. Just bend 
EdgePro® to your desired shape and spike it. 
That's all there is to it! 

' P A V E R R E S T R A I N T 

THE P R O F E S S I O N A L E D G E . 

800.334.3776 • edgepro.com 
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STRATEGIES III What's Your Niche? 

Stimulus = 
Sales Tool 
Highland Outdoor creates its own economic 
stimulus package to drive business. 
BY CHUCK BOWEN 

HELLO 
n">y n a m e is 

typorUfithj 

Ja s o n C u p p d o e s n ' t l ike t o f o l l o w t h e 

h e r d . S o w h e n h e c o m e s u p w i t h 

m a r k e t i n g ideas or p e o p l e w a n t h i m t o 

advert i se , h e asks if h i s c o m p e t i t i o n is 

d o i n g t h e s a m e t h i n g . 

"If o u r c o m p e t i t o r s are d o i n g it, w e 

p r o b a b l y w o n ' t , " says C u p p , C E O o f 

O l a t h e , Kan . -based H i g h l a n d O u t d o o r . 

Enter h i s latest p r o g r a m : T h e 2 0 0 9 

S t i m u l u s Package . T h e p r o g r a m o f f er s 

a l i f e t i m e w a r r a n t y o n all projects , t w o 

f r e e t r e e s , o n c e - a - m o n t h l a n d s c a p e 

m a i n t e n a n c e a n d a 5 p e r c e n t d i s c o u n t 

if c l i e n t s p r e p a y t h e i r e n t i r e d e s i g n / 

bu i ld c o n t r a c t . It runs t h r o u g h t h e e n d 

of t h e year . 

C u p p g o t t h e idea af ter ta lk ing w i t h a 

f r i end of h i s in t h e industry . H e w a n t e d 

t o c r e a t e a v a l u e p r o p o s i t i o n that se t 

h i m s e l f apart f r o m h i s c o m p e t i t i o n . H e 

f l o a t e d t h e s t i m u l u s p a c k a g e idea t o a 

sort o f a d v i s o r y c o u n c i l - a g r o u p o f 

f r i e n d s a n d c l i e n t s h e ca l l s "the boys" -

a n d t h e y l o v e d it. 

"The b o y s are c l i e n t s o f m i n e , a n d w e 

share b u s i n e s s s tuf f ," C u p p says. "They 

said, ' W e t h i n k it's bril l iant. '" 

W h i l e s o m e contrac tors m i g h t b l a n c h 

at t h a t o f f e r i n g , C u p p s a y s it r e a l l y 

d o e s n ' t c o s t h i m m u c h . T a k e t h e war-

ranty: In 2 0 0 8 , t h e c o m p a n y ' s c h a r g e s 

for w a r r a n t y c l a i m s w e r e .01 p e r c e n t o f 

its total sa les , C u p p says. 

" W e l o o k e d at w h a t o u r e x p o s u r e 

c l a i m s w e r e o v e r t h e past years . At t h e 

e n d of t h e day, w e don' t h a v e t o o m a n y 

c l i e n t s call u s for w a r r a n t y i s sues ," h e 

says. " W e c o u l d o f f e r it w i t h l i t t le ad-

d i t iona l e x p o s u r e . It's n o t real ly that b ig 

o f a n u m b e r . That te l l s m e w e ' v e g o t t h e 

right p e o p l e o u t in t h e field ins ta l l ing 

t h i n g s t h e r ight w a y , a n d p e o p l e are 

h a p p y w i t h w h a t w e do ." 

H e a l so has a n in teres t in a t ree farm, 

s o h e a lready has a s u p p l y of t rees o n h i s 

b a l a n c e s h e e t . H a v i n g a c r e w t o m a i n -

ta in n e w l a n d s c a p i n g g ive s h i m m a n y 

se t s o f e y e s at that a c c o u n t t o m a k e sure 

e v e r y t h i n g e l s e l o o k s right a n d t o c a t c h 

p r o b l e m s ear ly o n . A n d t h e c o m p a n y 

a l r e a d y o f f e r s a l i f e t i m e w a r r a n t y o n 

h a r d s c a p i n g mater ia l s a n y w a y . 

"We're 
creating 
something 
that's hard 
to say no to." 

-JASONCUPP 

"It's n o t that hard. If you're a n in fe -

rior c o n t r a c t o r a n d y o u don' t h a v e g o o d 

m a n a g e m e n t o u t in t h e field, t h e n y o u 

d o c r e a t e i s s u e s - y o u crea te p e r p e t u a l 

i s sues ," C u p p says. "This isn't for t h e 

fa int o f heart . You've g o t t o l ook at real 

n u m b e r s a n d u n d e r s t a n d w h a t it's go-

i n g t o be ." 

I n a n i n d u s t r y t h a t c a n b e c o m e 

c o m m o d i t i z e d - e s p e c i a l l y in a reces -

s i o n - t h e p a c k a g e is a i m e d at p u s h i n g 

p o t e n t i a l p u r c h a s e s o v e r t h e e d g e . 

" W e n e v e r h a v e b e e n th i s b o l d a b o u t 

t e l l i n g o u r c l i e n t s a b o u t w h a t w e c a n 

d o a n d w h a t w e can't do ," C u p p says. 

"We c o m p e t e regular ly w i t h five c o n -

tractors in t o w n , a n d w e all o f f e r t h e 

s a m e th ings . Th i s is s o m e t h i n g gross ly 

d i f f e r e n t t h a n w h a t our c o m p e t i t o r s are 

o f f er ing ." 

T h e p r o g r a m a l s o h e l p s H i g h l a n d 

fight against a n o t h e r u n f o r t u n a t e result 

o f a t ight e c o n o m y : Fal l ing pr ices . 

"What w e ' r e t ry ing t o c o m b a t is . . . 

frankly, w e ' r e d e a l i n g w i t h s o m e ridicu-

lous pr i ce c o m p e t i t i o n . W e ' r e d e a l i n g 

w i t h c o m p e t i t o r s w h o don' t k n o w h o w 

t o pr ice . They 're o f f e r i n g pr i c ing t h e y 

c a n n o t m a k e any m o n e y off of , frankly," 

C u p p says. 

A n d w h i l e t h e p r o g r a m is just a f e w 

of m o n t h s o ld , Cupp's s e e n an upt i ck in 

sa les a n d interes t . Just a f e w w e e k s after 

a n n o u n c i n g it, h e had t w o m e e t i n g s for 

projects - to ta l ing $ 3 0 0 , 0 0 0 - that w e r e 

a d irec t result of t h e s t i m u l u s package . 

" W e h a v e so ld t w o jobs as a result of it, 

a n d w e ' v e rece ived m a n y leads," h e says. 

"I just w a n t it t o b e o n e of t h e th ings that 

t ips t h e project over t h e l ine ." 

T h e g o a l o f t h e p a c k a g e - b e s i d e s 

m a k i n g m o r e m o n e y - is t o g ive c l i e n t s 

m o r e v a l u e for the ir m o n e y , a n d t o in-

c r e a s e s p e n d i n g in t h e local e c o n o m y , 

C u p p says. "We're c r e a t i n g s o m e t h i n g 

that's hard t o say n o to," h e says. 

C u p p says the c o m p a n y doesn' t have a 

goal for r e v e n u e f r o m t h e s t imulus pack-

age , a n d he's n o t sure w h a t t h e u l t i m a t e 

result wi l l be . But , h e says that e v e n in 

just a short t i m e , it's b e e n a g o o d s o u r c e 

o f l eads a n d jobs. "Even if w e s t o p p e d 

t h e p r o g r a m t o d a y , " h e says , "I'd b e 

h a p p y w i t h t h e results ." ® 

The author is associate editor of Lawn & Landscape. 
Have a great What's Your Niche? story? Send it to 
nwisniewski@gie.net and cbowen@gie.net. 
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Aqua Cap" 

You've got enough things to worry about. But the proven performance of Pendulum® AquaCap" 
herbicide means weeds aren't one of them. Its water-based formulation gives you long-lasting, 
broad-spectrum preemergent grass and broadleaf weed control, with reduced staining and odor, 
plus easier clean-up. So don't worry about weeds popping up. Use Pendulum AquaCap. 

betterturf.basf.us I 800-545-9525 

Always read and follow label directions. 
Pendulum is a registered trademark and AquaCap is a trademark of BASF. 



A note landscape and lawn care professionals can give their customers: 
Your lawns help offset your carbon footprint, BY THOMAS RUFTY AND NICK HAMON 

Nearly e v e r y o n e in o u r s o c i e t y v a l u e s 

g r e e n space . P e o p l e g i v e a s er i e s o f 

pred i c tab l e r e s p o n s e s w h e n a s k e d w h a t 

m a k e s l a w n s a n d g a r d e n s i m p o r t a n t : 

L a n d s c a p e s br ing b e a u t y i n t o o u r l ives . 

T h e y p r o v i d e a c o n n e c t i o n w i t h nature . 

T h e y lift t h e spirit . S o m e p e o p l e o f f e r 

a m o r e ut i l i tar ian a n s w e r l ike, "Green 

s p a c e s p r o v i d e a p l a c e for c h i l d r e n t o 

p lay a n d f a m i l i e s t o g a t h e r . " A n d , o f 

c o u r s e , m o s t p e o p l e k n o w p lant s h e l p 

t o c o o l t h e i m m e d i a t e area a n d r e m o v e 

p o l l u t a n t s f r o m t h e air w h i l e r e l e a s i n g 

o x y g e n . 

W e are n o w l e a r n i n g t h e r e are addi-

t iona l b e n e f i t s f r o m t h e m a n a g e d land-

s c a p e s that c o l l e c t i v e l y m a k e u p g r e e n 

s p a c e s in o u r c i t i e s a n d t o w n s . T h e s e 

b e n e f i t s are l i n k e d w i t h a m o v e t o w a r d 

susta inabi l i ty . E c o n o m i c s , d e p l e t i o n o f 

natural re sources , e n v i r o n m e n t a l pol lu-

t i o n a n d c l i m a t e c h a n g e are c o l l e c t i v e l y 

p u s h i n g s o c i e t i e s t h r o u g h o u t t h e w o r l d 

t o take a ho l i s t i c v i e w a n d d e v e l o p sus-

ta inab le l iv ing s y s t e m s . O u r l a w n s a n d 

l a n d s c a p e s play a n i m p o r t a n t role in t h e 

sus ta inab i l i ty m o v e m e n t . 

OUR CARBON FOOTPRINT. Global w a r m -

i n g is part icular ly o f in teres t . M o s t in 

t h e s c i e n t i f i c c o m m u n i t y a g r e e t h a t 

increases in a t m o s p h e r i c carbon d iox ide 

c o n c e n t r a t i o n s s t e m m i n g f r o m b u r n i n g 

of foss i l f u e l s are dr iv ing a " g r e e n h o u s e 

e f f ec t ," w h e r e g loba l t e m p e r a t u r e s m a y 

i n c r e a s e as m u c h as 6 t o 7 d e g r e e s in 

t h e d e c a d e s a h e a d , a c c o r d i n g t o t h e 

I n t e r g o v e r n m e n t a l P a n e l o n C l i m a t e 

C h a n g e . T e m p e r a t u r e c h a n g e s o f th i s 

m a g n i t u d e w i l l a d v e r s e l y i m p a c t so -

c i e t i e s w o r l d w i d e b y c a u s i n g d r a s t i c 

c h a n g e s in agr icu l ture , e n e r g y u s e a n d 

w a t e r s u p p l i e s - n o t t o m e n t i o n t h e in-

evi table f l o o d i n g of coastal c o m m u n i t i e s 

as s ea l eve l s rise. 

It has b e c o m e i n c r e a s i n g l y a p p a r e n t 

that t h e re l ease o f c a r b o n d i o x i d e i n t o 

t h e a t m o s p h e r e , o u r "carbon footprint ," 

m u s t b e r e d u c e d . A r e c e n t s tudy by U .S . 

a n d E u r o p e a n s c i e n t i s t s pred ic t in The 
Open Atmospheric Science Journal that 

s tab i l i z ing a t m o s p h e r i c c a r b o n d i o x i d e 

c o n c e n t r a t i o n s at t h e c u r r e n t l eve l o f 

3 8 5 parts per m i l l i o n ( p p m ) or l o w e r 

is e s s e n t i a l for m a i n t a i n i n g t h e w o r l d 

c l i m a t e as w e k n o w it. T h i s c a n b e d o n e 

in t w o w a y s . T h e first is t o g e n e r a t e l ess 

c a r b o n d i o x i d e , e .g . , u s i n g less e n e r g y 

a n d d r i v i n g m o r e f u e l - e f f i c i e n t cars . 

T h e o t h e r is t o h e l p o f f se t o u r c a r b o n re-

l ease by s t o r i n g or s e q u e s t e r i n g c a r b o n 

in p lant s y s t e m s . T h i s is w h e r e g r e e n 

s p a c e s b e c o m e i m p o r t a n t . T h e p l a n t s 

in l a w n s a n d l a n d s c a p e s c a n s tore large 

q u a n t i t i e s o f c a r b o n . 

TREES + TURF = CARBON STORAGE. Plants 

g r o w by r e m o v i n g c a r b o n d i o x i d e f r o m 

t h e air d u r i n g p h o t o s y n t h e s i s a n d in-

c o r p o r a t i n g t h e c a r b o n i n t o a b o v e a n d 

b e l o w g r o u n d t i s s u e s . In t h e e a s t e r n 

a n d n o r t h w e s t e r n r e g i o n s o f t h e U . S . , 

t rees o f t e n are a major c o m p o n e n t of the 

u r b a n l a n d s c a p e a n d t h e m o s t o b v i o u s 

p o t e n t i a l reservoirs for c a r b o n s torage . 

It h a s b e e n e s t i m a t e d b y t h e journa l 

Oecologia that h e a l t h y t rees s tore a b o u t 

3 , 2 0 0 p o u n d s of c a r b o n per acre a n n u -

ally, or a b o u t 7 . 4 p o u n d s per 1 0 0 square 

f ee t o f s p a c e . 

It has just r e c e n t l y b e e n r e c o g n i z e d 

that tur fgrasses a l so p lay a n i m p o r t a n t 

ro le in c a r b o n seques tra t ion . In m a n y 

urban set t ings , turfgrasses are the major 

part o f t h e l andscape , particularly w h e n 

r e c r e a t i o n areas are c o n s i d e r e d . It is 

e s t i m a t e d that turfgrasses o c c u p y about 

1 6 5 , 0 0 0 square k i l o m e t e r s in t h e cont i -

n e n t a l U . S , a c c o r d i n g t o t h e Agronomy 
Journal a n d Environmental Management. 
H e a l t h y turfgrass c a n s tore a l m o s t 8 0 0 

p o u n d s of c a r b o n per acre b e l o w g r o u n d 

in soi l e a c h year, t h e Agronomy Journal 
a l so reports , w h i c h e q u a t e s t o a l m o s t 

1 . 8 5 p o u n d s per 1 0 0 square f ee t of l a w n 

or about o n e - q u a r t e r t h e rate for trees . 

K e e p i n g p lant s in a h e a l t h y s tate is 

e s s e n t i a l for c a r b o n s torage t o o c c u r , 

t h o u g h . P h o t o s y n t h e s i s a n d g r o w t h are 

t h e c a r b o n g e n e r a t o r s . T o o p e r a t e at 

h i g h e f f i c i e n c i e s , t h e y require p lants to 

h a v e m i n i m a l p r o b l e m s w i t h d i s e a s e s 

a n d h a v e a d e q u a t e ferti l i ty. W i t h turf-

grass , for e x a m p l e , m a x i m a l product iv-

ity has b e e n l inked w i t h regular m o w i n g 

a n d l e a v i n g c l i p p i n g s in p lace , reports 

J. Environ Quality. At t h e s a m e t i m e , it's 

i m p o r t a n t t o m a n a g e f u n g a l d i s e a s e s 

a n d i n s e c t pe s t s b e c a u s e t h e y c a n nega-

t ively impact the potent ia l of turfgrass to 

s eques ter carbon. W h i l e less is current ly 

k n o w n about t h e abi l i ty of hort icul tural 

l a n d s c a p e p lant s t o s tore c a r b o n , o n e 

c a n safe ly a s s u m e t h e y t o o wi l l contr ib-

u t e t o t h e c a r b o n s torage poo l but m u s t 

b e kept in a h e a l t h y c o n d i t i o n . 

HOMEOWNER HELP. H e a l t h y , g r o w i n g 

l a n d s c a p e p lants c a n o f f se t s o m e of t h e 

c a r b o n b e i n g g e n e r a t e d by ind iv idua l 

h o m e o w n e r s . H e r e is a h y p o t h e t i c a l 

example : A typical gas -powered automo-

bi le dr iven 1 2 , 5 0 0 m i l e s annua l ly m i g h t 

• • • • • • • • • M H H I i 
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MARUYAMA 

nriaruyama 
MARUYAMA U.S., I N C ® DENTON, TX 76202 866.783.7400 

THE POWER IN OUTDOOR POWER 

MARUYAMA 
5 DAY BUY BACK 



BÜDSEMBÄITAM 

Define New Beds • Redefine Existing Beds 
Adjustable Depth • Lightweight • 3 Engine Options 

For More Information Call 

^¡1 BROWN 1.800.897.3726 
^ s f r PRODUCTS INC 376 C.R. 563 «MIDLAND CITY, AL 36350 

www.brownproducts.com 
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b e e x p e c t e d t o r e l e a s e a b o u t 2 , 5 0 0 p o u n d s o f c a r b o n 

a year , a c c o r d i n g t o E n v i r o n m e n t a l P r o t e c t i o n A g e n c y 

E m i s s i o n Facts . A hal f -acre r e s i d e n c e w i t h r o u g h l y 5 0 p e r c e n t 

c o v e r e d in t rees c o u l d s tore a b o u t 8 0 0 p o u n d s of c a r b o n a year. If t h e 

r e m a i n d e r of t h e l a n d s c a p e w e r e turfgrass , it w o u l d s tore a n o t h e r 2 0 0 

p o u n d s . So , th is h y p o t h e t i c a l h o m e o w n e r c o u l d o f f s e t 1 , 0 0 0 p o u n d s of 

c a r b o n - 4 0 p e r c e n t of the ir a u t o m o b i l e f o o t p r i n t - just by m a i n t a i n i n g 

a h e a l t h y l andscape . 

A c o m m o n q u e s t i o n b e i n g p o s e d a b o u t g r e e n s p a c e s is w h e t h e r t h e re-

lease of carbon d iox ide dur ing m a i n t e n a n c e wi l l nega te t h e carbon s torage 

advantages g a i n e d w i t h landscapes . W i t h turfgrasses , for e x a m p l e , w o u l d 

g a s - p o w e r e d m o w e r s g e n e r a t e substant ia l a m o u n t s o f c a r b o n d i o x i d e a n d 

c o m p r o m i s e b e l o w g r o u n d carbon s torage? Es t imates of c a r b o n u s e by t h e 

O u t d o o r P o w e r E q u i p m e n t Ins t i tu te i n d i c a t e a b o u t 5 0 p o u n d s of c a r b o n 

d i o x i d e w o u l d b e re l eased w i t h f r e q u e n t m o w i n g over t h e s p a n of a year. 

That is a quarter o f t h e c a r b o n b e i n g s tored in t h e turfgrass , a n d a fifth 

of t h e total 1 , 0 0 0 p o u n d s of c a r b o n s e q u e s t e r e d in t h e h y p o t h e t i c a l l a w n 

c i t e d previous ly . B o t t o m l ine , t h e s y s t e m stays p o s i t i v e o n b a l a n c e . 

GREEN SPACES. G r e e n s p a c e actua l ly m a y h a v e a m o n e t a r y v a l u e in t h e 

future. Recent ly , the O b a m a admin i s tra t ion a n n o u n c e d it w o u l d be pursu-

ing regulat ions that c a p t h e a m o u n t of c a r b o n d i o x i d e re l eased in t h e U .S . 

If a c a r b o n d i o x i d e c a p w e r e put i n t o p lace , it w o u l d b e a c c o m p a n i e d by 

a nat iona l t rad ing s y s t e m that w o u l d b u y a n d sel l c a r b o n credi t s . 

T h e U . S . s y s t e m c o u l d r e s e m b l e t h e o n e in t h e E u r o p e a n U n i o n . 

M a n d a t e d by t h e E u r o p e a n P a r l i a m e n t a n d fac i l i ta ted t h r o u g h pr ivate 

market p la t forms , s u c h as t h e E u r o p e a n C l i m a t e E x c h a n g e ( E C X ) , a c a p 

a n d trade s y s t e m has e v o l v e d . T h e E U has p l a c e d caps o n c a r b o n d i o x i d e 

e m i s s i o n s by e n e r g y - i n t e n s i v e indus tr i e s . If c o m p a n i e s e x c e e d caps , st i f f 

p e n a l t i e s c a n b e a v o i d e d o n l y if t h e y p u r c h a s e " a l l o w a n c e s " or "credits" 

in t h e market . A s imi lar v o l u n t a r y s y s t e m a lready is in p l a c e in t h e U . S . -

t h e C h i c a g o C l i m a t e E x c h a n g e ( C C X ) . Impor tant ly , t h e C C X i n c l u d e s a 

c a r b o n o f f se t p r o g r a m , w h e r e c a r b o n s e q u e s t r a t i o n c o n t r a c t s are b o u g h t 

and sold. If caps o n c a r b o n d i o x i d e e m i s s i o n s are put i n t o p l a c e by federal 

legis lat ion, as e x p e c t e d , carbon seques t ered in landscapes m a y w e l l qual i fy 

as a credi t act iv i ty a n d have a marke t v a l u e that c o u l d b e traded. 

A COLLECTIVE EFFORT. But it w i l l take ac t ive par t i c ipa t ion f r o m all f ront s 

of t h e g r e e n indus try t o m a k e a pos i t i ve i m p a c t . 

T a c k l i n g large-sca le i s sues l ike a t m o s p h e r i c c a r b o n d i o x i d e requires 

n e w co l l abora t ions b e t w e e n t h e pr ivate s e c t o r a n d p u b l i c i n s t i t u t i o n s . 

Recent ly , Bayer E n v i r o n m e n t a l S c i e n c e f o r m a l i z e d a r e l a t i o n s h i p w i t h 

N o r t h Caro l ina State U n i v e r s i t y t o e x a m i n e t h e c a r b o n s e q u e s t r a t i o n 

potent ia l of w e l l - m a i n t a i n e d turfgrass s y s t e m s in t h e s o u t h e a s t . L a w n 

care p r o f e s s i o n a l s w i l l p lay a crucia l ro le as a m b a s s a d o r s t o h o m e o w n e r s 

and local of f ic ia ls . O r g a n i z a t i o n s l ike P L A N E T a n d Project Evergreen wi l l 

c o n t i n u e to i n f o r m a n d a d v o c a t e t o a u d i e n c e s . 

T o c h a n g e publ ic p e r c e p t i o n of l a w n s a n d landscapes as pure ly ae s the t i c 

a n d ut i l i tar ian wi l l require a c o l l e c t i v e e f fort . S t u d y i n g g r e e n s p a c e s a n d 

c a r b o n s e q u e s t r a t i o n is o n e s t e p t o w a r d susta inabi l i ty . ® 

Rufty is a professor of environmental plant physiology at North Carolina State University. 
Hamon is vice president, product development and global sustainable development, Bayer 
Environmental Science, and an adjunct professor of entomology at NCSU. 
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HUSTON, We Have A Problem 

Plan Now to Move Forward in 2010 

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. 
com/store. 

Needless to say, 2 0 0 9 has been 
the year the air was left out 

of the global f inancia l ba l loon . 
But there are s igns of h o p e for 
2010 . H o m e sales have been up 9 
percent in the past t w o months . 
Car sales , primari ly d u e to the 
Cash for Clunkers program, saw 
a recent boost. An Aug. 13 Wall 
Street Journal op-ed read, "The Fed 
is keeping the m o n e y pumping . . . 
which is an acknowledgement that 
the recession is all but over." 

What does all of this m e a n for 
2 0 1 0 ? Y o u r g u e s s is p r o b a b l y 
as g o o d as m i n e . T h e r e s imply 
remains too m u c h uncertainty to 
predict next year's for tunes (or 
lack thereof) at this t ime. Health 
care r e f o r m a l o n e , if not d o n e 
properly, could seriously d a m p e n 
our e c o n o m i c future. The effect of 
the huge deficits our country has 
incurred are most ly unknown. It 
is quite possible that 2 0 1 0 could 
be a repeat of 2 0 0 9 . 

So what do you do about it? I 
suggest you focus o n things you 
can control and that includes your 
est imating budget for 2010 . 

THE STRATEGY. N o w is the t ime to 
start preparing your est imating or 
fair-market value budget for 2010 . 
You may not have all of the data 
(end-of-year financial statements, 
latest state u n e m p l o y m e n t rates 
and insurance rates, e tc . ) but that 
shouldn't stop you from thinking 
about the future. You can update 
your 2 0 1 0 budget as more current 
data c o m e s available. It can help 
y o u deal w i t h t h e uncer ta in ty . 
You can ca lcu la te your pr ic ing 
and what you need to charge for 
your products, services and labor 
rates. It w i l l a l so a l l o w y o u to 

analyze what happened and did 
not happen in 2 0 0 9 . In short, it 
should boost your conf idence and 
clarify your options if you go about 
it properly. 

THE PROCESS. I use an Excel work-
sheet to prepare budgets for my 
c l i e n t s . First , I e s t i m a t e 2 0 1 0 
revenue for the various divisions 
of the c o m p a n y . Immedia te ly a 
problem surfaces because w e have 
little or no idea what is go ing to 
happen next year. To deal w i t h 
this problem, I r e c o m m e n d put-
ting together t w o budgets - o n e 
is a bes t - case s c e n a r i o and the 
other is a worst-case scenario. This 
al lows you to bracket your future 
even in the midst of m u c h uncer-
tainty. You might call this a hand 
grenade approach as c o m p a r e d 
to a sharpshooter one. You don't 
k n o w precisely what is go ing to 
happen, but it's probably some-
w h e r e b e t w e e n your best- and 
worst-case scenarios. 

Next , based o n past experience, 
I fill in the projected direct costs 
for materials , f ie ld labor, labor 
burden, equipment , rental equip-
ment and subcontractors. I do this 
by d iv i s ion if the c o m p a n y has 
mult iple divisions. 

T h e n I fill in the general and 
administrative (G&A) costs for the 
u p c o m i n g year. These are all of 
the costs I cannot apply directly to 
individual jobs or services. There 
are about 3 0 categories for G&A 
costs . They inc lude such things 
as rent, advert is ing, o f f i ce staff 
salaries, computers , consultants , 
etc . , and they take up about 2 5 
percent of sales. 

Labor burden for both the field 
and o f f i ce staff is an important 

category, It includes such things 
as FICA, FUTA, SUTA, workers' 
compensat ion and general liabil-
ity insurances, etc. 

The objective is to identify all 
of your reasonable or fair-market 
value costs and ensure they are 
passed o n to your cl ients in your 
pricing for your jobs and services. 
W e want your cl ients to pay for 
these costs, not you. 

WHAT YOU GET. This gives you the 
tools you need to est imate your 
costs in 2010 . They are labor bur-
den and G&A overhead costs that 
need to be calculated into your 
pricing. It also lets you calculate 
critical n u m b e r s to benchmark 
y o u r o p e r a t i o n . T h e projec ted 
sales number (or numbers if w e 
have t w o scenarios) gives you a 
sales target for the season. 

N o w you can control your com-
pany and your destiny. You have 
the critical est imating numbers to 
price it right. The field crew should 
be able to produce it right. And the 
projected sales figures give you the 
ability to monitor if you are able 
to produce enough of it. 

CONCLUSION. You may have little 
control over what the bureaucrats 
and politicians in Washington do 
wi th the big picture. But you cer-
tainly can take control of your part 
of the equation and work the little 
picture. Whi le there still remains 
a lot of uncerta inty concern ing 
2010 , there is m u c h you can do 
about it. © 

HELP IS ON THE WAY ^ P 
For a free copy of 
Huston's Excel budget worksheet, 
e-mail him at huston@gie.net. 

mailto:huston@gie.net
http://www.jrhuston
mailto:huston@gie.net
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FULL-SIZE PLOW! 
New HT Series™ snowplow targeted specifically for today s 1/2-ton 4WD pickup trucks 
• Full-size, full-featured snowplow built by Fisher Engineering 
• Strength to handle standard-duty, commercial, institutional and extended-use 

homeowner applications 
*As little as $90 Down / then 90 Days No Payment or Interest. Financing available to U.S 
businesses only. See participating dealer or fisherplows.com for more information. 
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Adopt a Neighborhood 
The Green Scene secures one job in a community and then works on gaining additional 
jobs in the same area. This project was a result of that marketing initiative, BYLINDSEYGETZ 

Sco t t C o h e n , g a r d e n art isan, T h e G r e e n S c e n e , says h e 
a l w a y s a s s u m e s h i s n e x t p r o j e c t w i l l c o m e f r o m t h e 

c o m p a n y ' s last project . It's sort of t h e m a n t r a of w h a t t h e 
c o m p a n y cal ls the ir "Adopt a N e i g h b o r h o o d " program. T h e 
G r e e n S c e n e m a k e s it the ir objec t ive to s e c u r e m u l t i p l e jobs 
f r o m t h e s a m e n e i g h b o r h o o d . "It's l ikely that t h e n e i g h b o r s 
wi l l fall in to t h e s a m e d e m o g r a p h i c of t h e project w e ' r e work-
ing o n , a n d are just t h e type of n e w c l i e n t s w e w a n t to target," 
says C o h e n . "So w h e n e v e r w e take o n a n e w project , w e l ike 
t o t h i n k of it as a d o p t i n g t h e e n t i r e n e i g h b o r h o o d . " 

First, the c o m p a n y puts a " C o m i n g Soon" s ign in the cl ient's 
yard. T h e s ign s h o w s a r e n d e r i n g of t h e finished project and 
a b o x w i t h c o m p a n y brochures . "It c o s t s a r o u n d $ 7 0 to set 
u p e a c h t i m e , but has b e e n s u c h a w i s e i n v e s t m e n t , " C o h e n 
says. " N e i g h b o r s love t o k n o w w h a t the ir f e l l o w n e i g h b o r s 
are u p to , s o w e capi ta l i ze o n that w i t h this s ign." 

T h e A d o p t a N e i g h b o r h o o d p r o g r a m is h o w T h e G r e e n 
S c e n e s e c u r e d a h i g h - e n d d e s i g n / b u i l d project , w h i c h w a s 
featured o n H G T V . T h e F r e i m a n n family, a Cal i fornia coup le , 
had s e e n a n o t h e r project in the ir n e i g h b o r h o o d a n d set u p a 

d e s i g n c o n s u l t a t i o n to g o over their o w n ideas. T h e goals w e r e 
e x t e n s i v e and m e a n t t rans forming a barren backyard into o n e 
w i t h m u l t i p l e p o i n t s of interest , i n c l u d i n g an inf in i ty e d g e 
poo l , a large o u t d o o r fireplace, an o u t d o o r l iv ing area, a fire 
a n d w a t e r feature , a n d an o u t d o o r k i t chen . 

W i t h s u c h an e x t e n s i v e w i s h list, t h e c o m p a n y ' s pr imary 
c h a l l e n g e s w e r e d e s i g n - o r i e n t e d , says C o h e n . "It w a s impor-
tant that w e m e e t all of our c l i ents ' n e e d s , w i t h o u t m a k i n g 
t h e yard t o o busy or obs truc t ing their v i ew," h e expla ins . A 

pass - through fireplace kept t h e beaut i fu l p a n o r a m i c v i e w , 
d e s p i t e t h e large s i ze of t h e s tructure . 

T h e n e w d e s i g n a l so incorporates an o u t d o o r k i t chen , a 
feature that has b e c o m e popular in t h e last five years. In fact, 
C o h e n just a u t h o r e d a b o o k o n t h e subject en t i t l ed Outdoor 
Kitchen Design Workbook. W h i l e m a n y of t h e s e spaces can 
b e c o m e c o o k i e - c u t t e r d u e to the ir populari ty , C o h e n m a d e 
t h e F r e i m a n n ' s i n s t a l l a t i o n s t a n d o u t by i n c o r p o r a t i n g a 
cas t - in -p lace c o n c r e t e tri- level c o u n t e r w i t h table seat ing set 
at 3 0 i n c h e s , a prep c o u n t e r at 3 6 i n c h e s , and a serve bar at 
4 4 i n c h e s . 



The project's goals were 

K 

extensive, and meant 
transforming a barren backyard 
into one with multiple points of 
interest, including an infinity 
edge pool, a large outdoor W : 
fireplace, an outdoor living 
area, a fire and water feature 

' and an outdoor kitchen. 



In t e r m s o f l a n d s c a p i n g , t h e Fre i -

m a n n ' s r e q u e s t e d a m o o n g a r d e n , 

w h i c h is a g a r d e n c o m p r i s i n g o f all-

w h i t e f l o w e r i n g p lant s that c a n b e bes t 

a p p r e c i a t e d o n n i g h t s w i t h a full m o o n 

w h e n t h e flowers are sa id t o g l o w . T h e 

h o m e o w n e r s a l so w a n t e d a b i s tro pa t io 

w i t h a w a t e r f e a t u r e , w h i c h C o h e n 

g a v e s o m e p i z z a z z by c r e a t i n g a w a t e r / 

fire c o m b i n a t i o n d e s i g n . F l a m e s s h o o t 

u p t h r o u g h c r u s h e d g lass w h i l e w a t e r 

w e e p s d o w n a s t a c k e d s t o n e water fa l l 

d irec t ly b e h i n d t h e fire. 

C o h e n says o n e of t h e b igges t l e s s o n s 
h e l e a r n e d f r o m th i s job is that w h e n 
you 're w o r k i n g for a h u s b a n d a n d w i f e 
t e a m , it's cr i t ical t o i n v o l v e b o t h part ies 
in e v e r y s t e p of t h e d e s i g n a n d b u i l d 
process . "We had a f e w w h a t I call 'battle 
o f t h e s exes ' i s s u e s that c a m e up," h e 
e x p l a i n s . "Thi s h a s h a p p e n e d b e f o r e 
- t h e h u s b a n d t h i n k s h e k n o w s w h a t 
t h e w i f e w a n t s a n d v ice -versa , but that 
turns o u t n o t t o b e t h e case . It's just a 
s m o o t h e r project f r o m start t o finish if 
t h e h u s b a n d a n d w i f e are b o t h avai lable 

t o speak w i t h t h e c o n t r a c t o r a n d y o u in-
v o l v e b o t h part ies in t h e d e s i g n p r o c e s s 
a n d a n y s i te m e e t i n g s . " 

But desp i t e any hang-ups , the finished 
p r o d u c t w a s e x a c t l y w h a t t h e c o u p l e 
w a n t e d , a n d C o h e n c o n t i n u e s t o g e t 
w o r k f r o m that n e i g h b o r h o o d . H e says 
t h e c o m p a n y has b e e n f o r t u n a t e t o ge t 
regular w o r k , a n d at tr ibutes it largely t o 
s u c c e s s f u l m a r k e t i n g p r o g r a m s l ike t h e 
A d o p t a N e i g h b o r h o o d program. L 

The author is a freelancer writer based in Royers-
ford, Pa. 

Design D e t a i l s 
C O M P A N Y The Green Scene 
Headquarters: Canoga Park, Calif. Revenue: $5 to $6 million Client/Service 
Mix: High-end residential design/build No. of employees: 50 

THE F R E I M A N N PROJECT 
Project area (square feet): 6,000 square feet 
Total labor hours: 5 men, 6 months 
Total design hours: 20 
Subcontracted services: 20% 
Initial project estimate: $420,000 
Final project cost: $485,000 
Key plant materials used: The family wanted a moon gar-
den: All white blooming plantings including Gardenias (radi-

cans and Mystery), Mock Orange - Pittosporum tobira, 
White Solanum vines, Star Jasmine, Abutilon- Chinese 
Lantern, Iceberg Roses, White blooming Bougainvillea, 
Osmanthus - Sweet Olive 
Key hardscape materials used: Cast concrete counter-
tops by Scott Cohen, Belgard concrete pavers 
Equipment used: Jandy Pool Products pool and spa 
equipment, Alfresco BBQ appliances, Hearth Products 
Controls Co. fire and water features, and gas plumbing 

WHAT'S YOUR FUTURE? 
C O N F U S E D . N E R V O U S . U N C E R T A I N . . . 

J U I I U S J H E TIME TO GROW YOUR BUSINESS... 
OWN A HIGH PROFILE LANDSCAPE 

"lijbf ï k m MAINTENANCE FRANCHISE... 

CONTACT U.S. LAWNS TODAY. . . 
TOLL FREE: 866 781 4875 EMAIL: franchise@uslawns.net 
LOCAL: 407 2461630 WEBSITE: www.uslawns.com 

mailto:franchise@uslawns.net
http://www.uslawns.com


"PRO LtutMcApe paid 
•for itself SO times 

aver the first y earl" 
Kostas Menegakis, Landscapes-R-Us 

"I soid twt> jobs the 
•just -ureek I oumeù 

the prograMi,." 
Dustin Leite, Maple Leaf Farms & Nursery 

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

PRO Landscape design software should be at the top of your 

list. It's packed with more money-making tools than you 

ever thought possible, and is so easy to use, you'll be up and 

running in minutes, translating your ideas into photorealistic 

images, accurate CAD plans and polished proposals that sell. 

Realistic photo imaging Easy-to-use CAD Customer proposals 

S P R O §0 Landscape 3D photo rendering 3D CAD rendering Night & holiday lighting 

60-day Money-Back Guarantee! 
drafix software inc. 

PRO 
Landscape 
The Standard in Design Software for Landscape Professionals! H 

w w w . p r o l a n d s c a p e . c o m 
8 0 0 - 2 3 1 - 8 5 7 4 o r p r o l a n d s c a p e @ d r a f i x . c o m 

S E L L B E T T E R B I D B E T T E R 

http://www.prolandscape.com
mailto:prolandscape@drafix.com


WATER Smart 

Smart Controllers Are No Silver Bullet 

JOHNOSSA 
is the owner of 
Irrigation Essentials, 
a Web-based 
irrigation resource 
and consulting 
firm located in 
San Rafael, Calif. 
Reach him at john® 
irrigationessentials. 
com or via his 
Web site at www. 
irrigationessentials. 
com. 

High-efficiency landscape water 
management can be critical 

to g r o w i n g your irr igat ion and 
landscape business . All over the 
country, increasing demands on 
unpredictable or scarce water sup-
plies require the landscape industry 
use water more eff ic ient ly . As a 
nation w e have great faith in tech-
nology and love a quick fix. Seeing 
a need, technology entrepreneurs 
have contributed to developing so-
called SMART controllers. Once 
programmed with key, site-specific 
parameters, these controllers are 
self-adjusting according to weather 
inputs gathered from weather sta-
t ions via the Internet or on-s i te 
weather or soil moisture sensors. 

N o w that these controllers have 
b e e n d e p l o y e d for a p e r i o d of 
t ime, s o m e things have b e c o m e 
very c lear . S M A R T c o n t r o l l e r s 
are n o s i lver b u l l e t , n o m a g i c 
box. There is n o way around the 
need for irrigation and landscape 
profess ionals to unders tand the 
basics of landscape water man-
agement . M o r e specif ical ly, if a 
contractor does not understand 
t h e b a s i c s of s o i l / p l a n t / w a t e r 
relationships, and does not truly 
understand the actual ineff ic ien-
cies in h o w water is distributed by 
any irrigation system, install ing a 
SMART controller will only auto-
mate a sub o p t i m u m result. 

T h e recent s tudy re leased in 
May 2 0 0 9 by the California De-
p a r t m e n t of W a t e r R e s o u r c e s 
ent i t led "Evaluation of California 
Weather-Based 'SMART' Irriga-
t ion Control ler Programs" made 
this very clear. Quot ing from the 

report: "While the overall find-
ings s h o w r e d u c t i o n s in w a t e r 
u s e t h r o u g h the ins ta l la t ion of 
smart control lers , it is a lso sig-
nificant that 41 .8 percent of study 
sites exper ienced an increase in 
w e a t h e r - n o r m a l i z e d i rr iga t ion 
application after the installation 
of a smart control ler ." W i t h o u t 
unders tanding , any tool can be 
used incorrectly. The n e w tools 
are potential ly wonderfu l in the 
hands of k n o w l e d g e a b l e opera-
tors, but w e cannot skip the step 

• T h e s e c o n d por t ion of the 
proposal cou ld be opt ional , al-
though depending on the existing 
s y s t e m , h i g h l y r e c o m m e n d e d . 
Propose do ing a system renova-
t ion targeting correct operating 
pressure and head spacing. Pres-
sure and spacing are often the two 
greatest opportunities to improve 
distribution uniformity. 

• The third part of your pro-
posal is install ing a SMART con-
troller to make daily adjustments 
to irrigation schedul ing to hit the 

"We cannot skip the step of understanding the 
basics in the rush to deploy a silver bullet." 
of understanding the basics in the 
rush to deploy a silver bullet. 

What are the basics that wi l l 
he lp a landscape professional get 
the most out of the n e w technol-
ogy and thereby build his or her 
business? Start w i th shaping the 
expectat ion of the customer . Ac-
curate ly d e f i n i n g t h e e x p e c t e d 
o u t c o m e can be half the battle. 
T h e des ired o u t c o m e is h igher 
s y s t e m e f f i c i e n c y , w h i c h leads 
to reduct ion in water use and a 
heal th ier landscape . Explain to 
the cus tomer all of the areas for 
potential e f f ic iency gain are part 
of this equation. Consider a three-
part proposal: 

• The first part is to ensure that 
all of the exist ing hardware is op-
erating at its best o n the system. 
In other words , do a diagnost ic 
of exist ing system condi t ion and 
repair b r o k e n or d y s f u n c t i o n a l 
hardware. 

mov ing target of changing plant 
water requirements dictated by 
weather . 

Spend t ime explaining to your 
customer that their landscape has 
a variety of plants wi th differing 
plant water requirements . Those 
same plants have water needs that 
increase to a peak n e e d during 
June/July, and decrease toward 
fall and winter . What that means 
is there is never a fixed schedule 
of irrigation that is "right" from 
day to day. Include in your pro-
posal p lenty of t ime for the ac-
curate calibration and subsequent 
f i n e - t u n i n g and a d j u s t m e n t of 
parameters such as soil type, root 
depth and system ef f ic iency (this 
is a critical step and may require 
mult iple site visits). O n c e accu-
rate "base-line" data have b e e n 
ins ta l l ed , y o u have c o m p l e t e d 
the basics and have reasonable 
assurance of success . D 
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Growing » 
G o v e r n m e n t W o r k 
Government jobs present a business opportunity in today's 
market. Having the right person in place to help secure and 
maintain this work is half the battle, BY LINDSEY GETZ 

Au s t i n O u t d o o r , a F l o r i d a - b a s e d 

l a n d s c a p e firm, had a lways f o c u s e d 

p r i m a r i l y o n d e s i g n i n g , c o n s t r u c t i n g 

a n d m a i n t a i n i n g l a n d s c a p i n g for resorts 

a n d c o m m e r c i a l o f f i c e bu i ld ings . But as 

t h e e f f e c t s o f t h e r e c e s s i o n b e g a n t o hit , 

t h e y w a n t e d t o start e s t a b l i s h i n g m o r e 

g o v e r n m e n t w o r k . 

"We r e c o g n i z e d tradi t ional c o m m e r -

cial real e s ta te d e v e l o p m e n t w a s s l o w i n g 

d o w n a n d g o v e r n m e n t projec t s o f f e r e d 

u s a n o t h e r o p p o r t u n i t y , " says W i l l i a m 

D e l l e c k e r , e x e c u t i v e v i c e p r e s i d e n t . 

"But w h e n l o o k i n g at t h e marke t , t h e r e 

w e r e m a n y u n i q u e aspec t s w h e n dea l ing 

w i t h g o v e r n m e n t e n t i t i e s , as c o m p a r e d 

t o o u r t r a d i t i o n a l w o r k . T h e r e w e r e 

e n o u g h d i f f e r e n c e s that it w a s e v i d e n t 

a s p e c i a l i z e d b u s i n e s s d e v e l o p m e n t 

m a n a g e r , w h o h a d a s t a t e w i d e f o c u s 

o n s e c u r i n g g o v e r n m e n t w o r k , w o u l d 

b e n e e d e d . " 

In order t o start s e r v i n g th i s marke t , 

A u s t i n O u t d o o r a d d e d t h e n e w p o s i -

t i o n , " b u s i n e s s d e v e l o p m e n t m a n a g e r 

- g o v e r n m e n t serv ices ," t o its b u s i n e s s 

d e v e l o p m e n t t e a m in February of th i s 

year . C h a r l e s G r a n g e r w a s h ired for t h e 

p o s i t i o n , s o m e o n e t h e c o m p a n y h a d 

w o r k e d w i t h b e f o r e w h i l e h e s e r v e d 

as a h o r t i c u l t u r e p r o f e s s o r at n e a r b y 

D a y t o n a State C o l l e g e . 

G r a n g e r says t h e b e a u t y of h i s job is 

t h e r e is n o s u c h t h i n g as a typical day. "I 

m a y e n d u p at a pre-b id o n e day, w h i c h 

c o u l d b e a n y w h e r e in t h e state," h e says. 

"Or I m a y h a v e t o turn in a b id w h i c h 

requ ire s w o r k i n g w i t h t h e e s t i m a t i n g 

d e p a r t m e n t a n d l a n d s c a p e a r c h i t e c t s . 

E s s e n t i a l l y e v e r y day is d i f f e r e n t , b u t 

a b ig part o f t h e job is r e search s o that 

m e a n s o f f i c e days , too ." 

K e e p i n g u p w i t h re search a n d find-

i n g l eads m a y b e o n e of t h e m o s t t i m e -

c o n s u m i n g a n d c h a l l e n g i n g a s p e c t s of 

t h e job, adds Granger , but it's a l so o n e 

o f t h e m o s t i m p o r t a n t . " W h e n you 're 

dea l ing w i t h g o v e r n m e n t ent i t ies , you're 

l iterally ta lk ing t h o u s a n d s of t h e m - a n d 

that's just for Florida," h e exp la ins . "We 

a l so h a v e t o b e t u n e d in e v e r y day as t o 

w h a t ' s g o i n g o n f r o m a s t i m u l u s s tand-

p o i n t . S o there ' s just a lot t o k e e p u p 

w i t h , a n d try ing t o g a t h e r i n f o r m a t i o n 

is a h u g e part o f t h e job." 

S i n c e h i r i n g Granger , t h e c o m p a n y 

has b id o n a w i d e var ie ty o f projects , 

i n c l u d i n g e v e r y t h i n g f r o m s t ree t scape 

m a i n t e n a n c e to nat ional c e m e t e r i e s and 

port t e r m i n a l s . 

S e l e c t i n g t h e jobs that are bes t fit for 

A u s t i n O u t d o o r t o b i d o n is a n o t h e r 

c h a l l e n g i n g part o f Granger's pos i t i on . 

"With s o m u c h w o r k o u t there , it's im-

portant that w e find jobs that are suit-

ab le for o u r c o m p a n y , " h e says. W h i l e it 

m a y serve as a c h a l l e n g e , Granger says 

t h e var ie ty of jobs o u t t h e r e k e e p s his 

w o r k in teres t ing , too . 

S i n c e th is is a w h o l e n e w ba l lgame for 

t h e e n t i r e c o m p a n y , it's b e e n a learn-

i n g e x p e r i e n c e for e v e r y o n e . Granger 

says t h e c o m p a n y is l e a r n i n g that every 

g o v e r n m e n t a g e n c y w o r k s d i f ferent ly , 

m e a n i n g s p e c s a n d bids c a n di f fer vast ly 

f r o m job t o job. T a k i n g o n g o v e r n m e n t 

w o r k a l so requires n e w c o n s i d e r a t i o n s 

that Granger is r e s p o n s i b l e for h a n d l i n g 

o n a n a s - n e e d e d bas i s . For e x a m p l e , 

s e c u r i t y c l e a r a n c e s c o u l d b e a part of 

h i s p o s i t i o n . "This is m u c h d i f f e r e n t 

t h a n a n y t h i n g t h e c o m p a n y has had to 

dea l w i t h in t h e past w h e n d o i n g resort 

w o r k , " h e says. "But if y o u look at do-

i n g s o m e t h i n g l ike s u b s ta t ions in this 

p o s t - 9 / 1 1 era, all t h e g u y s w o r k i n g o n 

that type of job n o w h a v e t o ge t secur i ty 

c learance . It'd be t h e s a m e case if w e had 

w o r k w i t h a cru i se t e r m i n a l or airport. 

S o there ' s e v e n a h u m a n r e s o u r c e m a n -

a g e m e n t c o m p o n e n t t o th is pos i t ion ." 

Granger a l so has had t o learn about 

g e t t i n g prequa l i f i ed - w h i c h w a s n e v e r 

a n i s s u e w i t h the ir p r e v i o u s work . 

W h i l e it's all st i l l v e r y n e w for t h e 

c o m p a n y , D e l l e c k e r says t h e p o s i t i o n 

has a lready paid of f in t e r m s of secur-

i n g n e w w o r k . B e f o r e h ir ing a b u s i n e s s 

d e v e l o p m e n t m a n a g e r s p e c i a l i z i n g in 

g o v e r n m e n t w o r k , t h e c o m p a n y w a s 

rarely e v e n a w a r e of g o v e r n m e n t jobs 

c o m i n g u p for bid. 

" W e a l s o d idn' t h a v e t h e n e c e s s a r y 

r e q u i r e m e n t s in p lace to c o m p e t i t i v e l y 

b id o n s o m e of that w o r k , " D e l l e c k e r 

adds . "But Charles ' p o s i t i o n adds to t h e 

s t r e n g t h of o u r b u s i n e s s d e v e l o p m e n t 

e f forts ." L 

The author is a freelance writer based in Royers-
ford, Pa. 
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But don't believe an advertisement. 
Go ride any of our competitors' mowers and then 

visit your local Hustler dealer for a demonstration. 
We trust your judgement. 

Be sure and ask your dealer about special offers, and low financing available right now! 

HUSTLER 
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TECHNOLOGY // Net profit 

Put Your 
Network to Work 

Landscape contractors use social media to reach out to customers, BY CHUCK BOWEN 

On e of S t e v e H o o g e n a k k e r ' s c o m p e t i t o r s h a d just 
run i n t o s o m e p r o b l e m s w i t h a proper ty m a n a g e -

m e n t c o m p a n y . S o H o o g e n a k k e r , v i c e pres ident at Taylor 
M a d e L a n d s c a p e in M i n n e a p o l i s , s a w a n o p p o r t u n i t y a n d 

j u m p e d o n it. 

But i n s t e a d o f c o l d - c a l l i n g t h e c o m p a n y , h e sat d o w n at 
h is c o m p u t e r a n d s e n t t h e c o m p a n y ' s v i c e p r e s i d e n t a n d t w o 
proper ty m a n a g e r s a d irec t m e s s a g e t h r o u g h L i n k e d l n : "I 
heard y o u w e r e l o o k i n g for n e w v e n d o r s for th i s spr ing . W e 
stil l h a v e t i m e t o a n a l y z e y o u r s i te ." 

Ins tead of a b l i n d cal l ( w h i c h l ike ly w o u l d n ' t g e t h i m 
t h r o u g h t o t h e V P ) or a n e - m a i l m e s s a g e ( w h i c h c o u l d 

g e t r o u t e d t o t h e s p a m fo lder ) , H o o g e n a k k e r ' s m e s s a g e 
w e n t r ight t h r o u g h t h e soc ia l n e t w o r k a n d t o t h e 

t h r e e d e c i s i o n m a k e r s . 

" T h e k e y t o t h i s w h o l e t h i n g is t o just b e 
he lp fu l ," says H o o g e n a k k e r , e x p l a i n i n g h i s 

social m e d i a strategy is m o r e about b e i n g 
u s e f u l t o h i s c l i e n t s a n d n o t a hard 

sel l . H i s 6 -year -o ld c o m p a n y 
d o e s o n l y c o m m e r -

cial w o r k , s e r v i c i n g t o w n h o m e s a n d o t h e r m a n a g e d 

proper t i e s . H e says L i n k e d l n a n d a h o s t o f b logs h e 

m a i n t a i n s h e l p h i m stay in front o f h i s c l i en t s . 

"This m o r n i n g , I w a s o u t b i d d i n g a b ig c o n d o m i n i u m 

p l a c e . I've n e v e r t a l k e d t o t h e p r o p e r t y m a n a g e r ' s b o s s 

b e f o r e , but he 's o n m y L i n k e d l n group . I g o t a n i c e c o n d o 

lead there ," h e says. "I g o t a n o t h e r o n e w i t h four a p a r t m e n t 

b u i l d i n g s that c a m e f r o m m y c o n t a c t s o n L inked ln ." 

L i n k e d l n a n d o t h e r soc ia l n e t w o r k i n g a n d social m e d i a 

too l s l ike Facebook , T w i t t e r a n d b logs , are increas ing ly see-

i n g act iv i ty f r o m b u s i n e s s e s as c o m p a n i e s s earch for n e w 

w a y s t o reach o u t t o c u s t o m e r s , a n d as c u s t o m e r s s e e k out 

n e w w a y s t o find c o m p a n i e s . 

SELLING BY NOT SELLING. H o o g e n a k k e r opera tes a g r o u p 

o n t h e b u s i n e s s - o r i e n t e d soc ia l n e t w o r k i n g s i te spe-

c i f i ca l ly for proper ty m a n a g e r s , a n d c o n t r i b u t e s t o 

t w o o t h e r s . H e c o m p i l e s ar t i c l e s a b o u t g e n e r a l 

b u s i n e s s t o p i c s - s o m e of w h i c h h e w r i t e s a n d 

o t h e r s h e r e c e i v e s f r o m G o o g l e a lerts - a n d 

s e n d s t h e m t o h i s c o n t a c t s . T h e s e art ic les 

Clients are using our blog to 
make a deciding factor on 
whether to hire us or not. We're 
getting business we wouldn't 
have gotten otherwise." 

- Jason Cupp, Highland Outdoor 



Ihi bROABJEAF 
Give your customers the instant satisfaction they desire. 
Octane herbicide will add the necessary fuel to your current broadleaf weed 

control program to speed toward a more rapid kill. Today's lawn care consumers 
demand dead weeds now, and they don't want to wait weeks to see results. 
With new Octane herbicide in your tank-mix, you can now show your customers 
the results they want, when they want them. Visual herbicidal results are 
evident within 24 - 48 hours following an application of Octane herbicide. 

Octane herbicide provides: 
• 1 hour rainfastness 
• Flexibility to be tank-mixed with any broadleaf 

herbicide for increased performance 
• Excellent turfgrass tolerance 
• Affordability. Add a little Octane to every tank! 

Untreated Just 3 days after treatment 

For more information about Octane herbicide, 
visit our web site www.sepro.com or 
call 1-800-419-7779. 

SePRO Corporation Carmel, IN 46032 Herbicide 
Octane is a registered trademark of Nichno America. Inc. Always read and foHow label directions. ©Copyright 2006 SePRO Corporation. 

Iawnandlandscape.com/reader service #73 
Visit Us at the 2009 GIE+Expo - Booth #1204 
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keep his n a m e - and contact informa-
t ion - in front of the people w h o make 
the decis ion to hire his $ 5 0 0 , 0 0 0 a year, 
e ight -employee firm. 

"It's most ly lead generat ion at this 
point," he says, adding he spends about 
10 minutes a day working o n the site. 

"If I'm writ ing articles, they're gett ing 
posted o n different sites. If you've al-
ready got a couple articles in the can, 
w h y not get it o n the Web?" 

Social ne tworks l ike Linkedln and 
other social media blogs can offer busi-
n e s s e s a n e w , low-cos t w a y to reach 
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Visit us at GIE+EXP0 booth #7206. 
"Available in skid or trailer mount 

H Y D R O S F F D F R S 

Need a HydroSeedef® but you're uneasy about 
choosing between quality, size and value? With 
FINN there's no trade off. Across our entire line, 
FINN HydroSeeders offer the same exclusive 
features and industry-leading reliability. Features 
such as robust corrosion-resistant steel tanks; 
reversible, variable speed mechanical paddle 
agitation to quickly mix the thickest slurries; 
and direct-drive pumps for greater discharge 
distances and reduced maintenance. Choose 
FINN...Choose PRODUCTIVITY. 

www.finncorp.com 
8 0 0 . 5 4 3 . 7 1 6 6 

1 0 8 OCTOBER 2009 
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cus tomers . They a l low a c o m p a n y to 
publish information - articles, videos 
or podcasts - and share t h e m wi th a 
large number of people, w h o can then 
c o m m e n t on them and share them easily 
wi th more people. 

"It really is an outstanding way for 
small businesses to have an impact in 
their marketing campaigns," says Bill 
Sledzik, a professor of public relations 
at Kent State University in Kent, Ohio. 

SPREAD 
THE 

WORD 

Landscape 
contractors 
rank social 
media 
marketing 
tools in this 
order, based 
on business 
value and 
usefulness. 

1 facebook 
i i 

2 L i n k e d f B 
i i i 

3 b l o g s 
i i i 

4 t u ü i f c k e r 

Why do you use social media? 
To build customer 
relationships and 
increase our number 
of customers - 7 2 % 

To network with 
other landscape 
contractors - 3 6 % — 

To find employees and 
build future employee 
relationships - 1 7 % 

How much time do you spend 
each week developing social 

media marketing tools? 

More than 3 hours - 5 % 

1 to 3 
hours -

2 4 % 

Source: Lawn & Landscape 

Less than 
one hour -

7 1 % 

http://www.finncorp.com
http://www.lawnandlandscape.com
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Landscape contractors can give their 
c l ients valuable information - h o w to 
protect shrubs from a cold snap, tips o n 
ways to save m o n e y in the landscape, 
etc. - and position themselves as experts 
in the minds of their cl ients. 

A n d w h i l e social m e d i a might not 

Only one reel 
makes your 

business grow. 

{ L— 

From m a i n t a i n i n g grounds and spray ing lawns to wash ing down 
t rucks, Hannay Reels del iver rugged dependabi l i ty . 

• Ou tpe r fo rms and out las ts every o ther brand 
• Heavy-duty construct ion for d e m a n d i n g appl icat ions 
« Por tab le uni ts , whee led , or t ruck- and t r a i l e r -moun ted 
• C o m p l e t e c u s t o m capab i l i t i es 

Hannay Reels deliver conf idence by s tanding up to the most 
demanding jobs and providing l i fetime value - proving that you can't 
buy a better reel. To f ind yours, go to h t tp : / /go .hannay .com/GM7 

lawnandlandscape.com/reader service #76 
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Readyto 
jump in? 

h a v e ye t c a u g h t o n t h r o u g h o u t t h e 
entire green industry - 6 2 percent of re-
spondents to a Lawn & Landscape survey 
say they don't use social media market-
ing tools - the tools can be useful . The 
major i ty of c o n t r a c t o r s u s i n g soc ia l 
media - 71 percent - use t h e m to build 

Here are ^ ^ ^ ^ ^ 
some tips from Not so 
industry experts ^ ^ 
on how to best ^ ^ ^ 
take advantage of 
social media marketing. 

There are a lot of options out 
there. Don't jump into all of them at 
once. Choose one venue - a blog, a 
Facebook page - and do it well before 
you move on to another. 

You don't have to publish constantly, 
but you have to publish consistently. 

Stay involved. Social media work 
because they allow users to spread 
useful information quickly. 

Be a team player. Don't saddle 
one poor office worker with all the 
responsibility. Put a few people in 
charge of your social media efforts. 

c o n s u m e r re lat ionships and increase 
their number of customers . Thirty-five 
percent use the tools to network with 
other contractors, and 17 percent use 
t h e m to find employees . 

And these tools are increasingly popu-
lar a m o n g consumers . According to the 
Pew Internet & American Life Project's 
December 2 0 0 8 tracking survey, adult 
internet users w h o have a profile on an 
on l ine social network site have more 
than quadrupled in the past four years -
from 8 percent in 2 0 0 5 to 35 percent. 

Facebook n o w says it has 3 0 0 mill ion 
users; the fastest-growing demographic 
is people older than 35. 

But Sledzik cautioned against compa-
nies thinking of their blog or Facebook 
fan page as just another way to advertise 
their services . "It's not necessari ly a 
sales pitch," he says. "And that's part 
of the chal lenge that w e have in gett ing 
people to embrace social media." 

CHANGING CUSTOMERS' MINDS. Jason 
Cupp, CEO of Highland Outdoor and 
Southwest Greens of Kansas City, and 
his staff use Facebook, Twitter, a blog 
and text messages to stay in front of 
their c l ients and bring t h e m valuable 
information. 

"We def ine it as an opportunity for us 
to connect wi th people w h o we're doing 

http://go.hannay.com/GM7


The Power Of One. 

Shift your business to the independent distributor members 

of PrimeraTurf and tap into the power of a wide range 

of high-quality PrimeraOne products. 

You'll find the products and the name of the distributor 

in your area at primeraone.com. 

^ r i m e r a O N E 
©2009 PnmeraTurf. PrimeraTurf and PrimeraOne are registered trademarks of PrimeraTurf, Inc. Always read and follow label directions. 
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b u s i n e s s w i t h - c l i e n t s , e m p l o y e e s , po-
tent ia l e m p l o y e e s - a n d d o it in a u n i q u e 
w a y , " C u p p says. 

A n d as for tak ing t i m e f r o m his day, 
C u p p says h e s p e n d s a b o u t 10 h o u r s a 
w e e k o n t h e b log a n d o t h e r social m e d i a . 

But , t h e y are a n e x t e n s i o n of t h i n g s h e 
w a s d o i n g - T w i t t e r i n g , b l o g g i n g - al-
ready. "I c a n d o Twi t t er , F a c e b o o k a n d 
b l o g all f r o m m y i P h o n e , " h e says. 

C u p p says t h e H i g h l a n d O u t d o o r s i te 
( w w w . h i g h l a n d - o u t d o o r . c o m / b l o g ) ge t s 

More than In the company's first e-newsletter, CEO Jason Cupp wrote 
D r i n k s ! a ' e t t e r t 0 customers in which he mentioned a local Mexican 
3 n d C h i p s restaurant. He goes there every Friday with some friends and 

^ ^ ^ clients, and he included a link to their Web site. Thirty percent 
of the newsletter recipients clicked on that link. 

The next time Cupp saw the restaurant's owner, he said customers 
had been coming in and mentioning they heard about his place 

through Highland's e-newsletter. 
"Don't you think Kevin is going to be talking about our business in a different 

way now? Was that my intent? No. Did it happen that way? Yes. Am I happy that 
it did? Yes," Cupp says. "I'm not just some guy out with his buddies drinking 
beers and eating tortilla chips. Those are the neat things you get to do and some 
of the byproducts you don't realize as you're engaging in these social media-
type things." 

b e t w e e n 1 0 , 0 0 0 a n d 1 5 , 0 0 0 h i t s e a c h 

m o n t h , a n d m u c h of that traff ic c o m e s 

f r o m t h e c o m p a n y ' s b l o g , O u t d o o r 

C o n n e c t . T h e s i t e c o v e r s t o p i c s l ike 

u p c o m i n g w i n t e r w e a t h e r , n e w s about 

t h e c o m p a n y a n d t ips for h o w t o save 

m o n e y a r o u n d t h e h o u s e . T h e blog , a n d 

t h e g a l l e r i e s o f p r o j e c t p h o t o s , d r a w 

m u c h o f t h e traf f i c t o t h e c o m p a n y ' s 

s i te , C u p p says. 

"It's n o t t h e 'About Us ' page or our 

s t a f f b i o s . . . i t 's o u r b l o g , " h e says . 

"Cl ients are u s i n g that t o m a k e a dec id -

i n g factor o n w h e t h e r t o h ire us or not . 

We're ge t t ing bus ines s w e wou ldn ' t have 

g o t t e n o t h e r w i s e . " © 

The author is associate editor of Lawn & Landscape 
He's on Twitter at ©lawnlandscape. 

For social media tips and common 
mistakes to avoid, check out 
www.lawnandlandscape.com/webextras. 
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' ^ f l P B j B j E M ^ L \ • Exclusive product line 
* / #No royalties or renewal fees 

•Technical support and training 
• y , ^ 1 ' •In-house print shop & design team 

# V 4 •Tremendous first year profit potential 

ÇT " " " FREE Business Kit & DVD Available! 
888-200-5131 * www.sayitwithlights.com 
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The path is clear, now 

u is the time to consult 
Weisburger for the 
best insurance... best insurance... 

General Liability>Property>lnland Marine>Commercial Auto>Umbrella/Excess 

Weisburger Insurance is a full-service brokerage specializing in 
programs for the green industry, working with 5,000 lawn care 
and landscaping companies nationwide. Our professionals are 
dedicated to understanding the current risks and trends your 
business faces offering you the best products and services 
available to protect you against these risks. 

rat est 

WEISBURGER 
INSURANCE BROKERAGE 
A Division of Program Brakmge Corporation 

333 Westchester Avenue, Suite E-102 | White Plains, NY 10604 

Gary Shapiro | Phone: (516) 496 -13461 Gshapiro@programbrokerage.com 

www.weisburger.com 

http://www.highland-outdoor.com/blog
http://www.lawnandlandscape.com/webextras
http://www.sayitwithlights.com
mailto:Gshapiro@programbrokerage.com
http://www.weisburger.com


GET MORE WITH THE POWER OF MORE 
With the new customer rewards program from Dow AgroSciences, 
you get more. More products. More solutions. More cash back in your 
pocket. We offer one of the most comprehensive portfolios of Turf & 
Ornamental products in the industry, so you can prevent problems 
before they ever happen. And earn more on your purchases. When 
you need a proven solution for your Turf & Ornamental business, you 
can count on Dow AgroSciences. That's The Power of MORE". To learn more about The Power of MORE, 
visit www.powerofmore.com or contact your local distributor or Dow AgroSciences sales representative. 

"Trademark of Dow AgroSciences LLC ©2007 Dow AgroSciences LLC T38-000-002 (9/07) BR 010-60508 510-M2-443-07 

•POWER 

M®RE 
D O W A G R O S C I E N C E S P R O V E N S O L U T I O N S 

P R O V E N S O L U T I O N S 

http://www.powerofmore.com


Getting things doneytv, ¥ / 
Contractors are tun ling to 
technology to make their crew« 
more productive ancfcprofitable 

Companies are using mobile technology to cut loose from their brick-and-mortar offices 
to be more productive - and more profitable, BY CHUCK BOWEN 

As t i m e gets tight, lawn and land-
scape professionals need to squeeze 

every bit of work out of each day that 
they can. But s o m e days, there's more 
to do than hours to do it, so resource-
ful b u s i n e s s o w n e r s find out h o w to 
be more productive. These days, that 
m e a n s m o b i l e t e c h n o l o g y - smart -
phones , mob i l e o f f ices and laptops -
that a l low sales teams and crews to stay 
in constant contact wi th customers and 
each other. 

STAND BY YOUR VAN. Three years ago, 
David Van Zelst realized he was spend-

ing too m u c h t ime in front of his wind-
shield and not in front of his customers . 
So he moved his o f f ice into a van. 

H i s c o m p a n y , I l l i n o i s - b a s e d V a n 
Ze l s t , c o v e r s t h e n o r t h e r n C h i c a g o 
suburbs and parts of Wiscons in , so he 
was driving. A lot. 

His c u s t o m Ford E c o n o l i n e had a 
s w i v e l chair , desk , c o m p u t e r and a 
printer in the rear cabin. A driver ( o n e 
of his e m p l o y e e s ) w o u l d pick Van Zelst 
up every morning at his house and drop 
h i m off again in the evening. 

H e was a little concerned about what 
cus tomers might think - An office in a 

van? Really? - but they all liked it. "I had 
many c o m p l i m e n t s in terms of what a 
great idea it was," he says. "As a whole , 
p e o p l e really l iked it and e m b r a c e d 
it because they w e r e able to interact 
wi th m e personally and have m e more 
involved. 

"When using this truck, I am never 
c o n c e r n e d about s i t t ing in traffic or 
the length of t ime from cl ient to cli-
ent ," Van Xelst adds. "When I am in 
that truck, I have everything: Laptop, 
printer, flat screen. I have everything 
w i th m e during any given point during 
the day." 
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earth friendly...naturally green 
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V a n Ze l s t says h i s c l i e n t e l e - C E O s 

a n d b u s i n e s s o w n e r s w i t h very h i g h - e n d 

h o m e s in t h e n o r t h e r n C h i c a g o suburbs 

- are u s e d t o c o m m u n i c a t i n g i n s t a n t l y 

w i t h all k i n d s o f d ig i ta l m e d i a , s o h i s 

sa l e s f o r c e h a s t o o b l i g e . 

"It c a m e o u t o f n e c e s s i t y , " h e says . 

" T h e t y p e s o f c l i e n t s w e ' r e d e a l i n g 

w i t h a r e v e r y s e r v i c e - o r i e n t e d w i t h 

h i g h e x p e c t a t i o n s r e g a r d i n g q u i c k 

c o m m u n i c a t i o n . For m e t o c o v e r t h e 

r a n g e w e n e e d e d , I n e e d e d a s o l u t i o n 

that a l l o w e d m e t o w o r k a n d h a v e t h e 

a p p r o p r i a t e l eve l o f t i m e a n d in terac-

t i o n w i t h c l i e n t s . " 

T h e $ 3 5 , 0 0 0 h e s p e n t o n t h e v a n paid 

for i tse l f d u r i n g t h e last c o u p l e o f years . 

W i t h o u t t h e van , h e says, h e w o u l d n e e d 

t o w o r k 2 0 - h o u r days t o m a i n t a i n t h e 

s a m e l e v e l s o f p r o d u c t i v i t y . A n d n o w 

h e ' s n o t d r i v i n g d o w n t h e i n t e r s t a t e 

t r y i n g t o ta lk o n t h e p h o n e a n d t a k e 

n o t e s a b o u t a p o t e n t i a l job. 

EXPANDING OPTIONS. Each year , m o r e 

o f V a n Zels t ' s c u s t o m e r s are m o v i n g t o 

e - m a i l or t e x t - b a s e d c o m m u n i c a t i o n s . 

H a l f t o t h r e e - q u a r t e r s o f h i s c u s t o m -

e r s p r e f e r g e t t i n g m a t e r i a l s in P D F s 

e - m a i l e d t o t h e m . S o t h e c o m p a n y 

n o w u s e s B lackberr i e s , d ig i ta l c a m e r a s 

a n d lap tops , a n d has r a m p e d u p its u s e 

o f m o b i l e t e c h n o l o g y in t h e pas t t w o 

years . 

V a n Z e l s t s a y s h i s c r e w s a l r e a d y 

all h a d rad ios w i t h "the n o r m a l b e l l s 

a n d w h i s t l e s , " b u t th i s year all pro jec t 

m a n a g e r s a n d s a l e s p e o p l e are e q u i p p e d 

w i t h N e x t e l - i n t e g r a t e d B l a c k b e r r i e s , 

w h i c h a l l o w t h e m t o s t a y i n m u c h 

c l o s e r c o n t a c t w i t h e a c h o t h e r - a n d 

w i t h c l i e n t s . 

"What w e ' r e finding in o u r b u s i n e s s , 

d e s p i t e t h e e c o n o m i c c l i m a t e , p e o p l e 

are sti l l v e r y d e m a n d i n g . T h e i r e x p e c -

t a t i o n of s e r v i c e hasn ' t g o n e d o w n . It's 

ac tua l ly g o n e up ," h e says . " H a v i n g t h e 

capab i l i t i e s t o in terac t w i t h p e o p l e o n a 
fast bas i s is a b s o l u t e l y e s sen t ia l ." 

PUSHING PAPER. Paul A t k i n s o n , d irec-

t o r o f s a l e s a n d m a r k e t i n g f o r U L S 

L a n d s c a p i n g in R o c k y V i e w , Alber ta , 

C a n a d a , has e q u i p p e d h i s e n t i r e sa les 

t e a m w i t h n e t b o o k s s o t h e y c a n p u t 

p r o p o s a l s a n d e s t i m a t e s t o g e t h e r in t h e 

field. H e ' s a l so b i d d i n g o u t a p r o g r a m 

for h a n d h e l d d e v i c e s t o track c r e w s a n d 

m a n a g e w o r k f l o w digital ly that he'll roll 

o u t th i s w i n t e r . 

"We're v e r y m o b i l e , " h e says . "It's 

a h u g e labor sav ings . Y o u c a n d o w a y 

m o r e w i t h less . T h e c i ty is a large p l a c e 

t o b e dr iv ing a r o u n d ; it saves t o n s of 

dr ive t i m e . " 

U L S , w h i c h d o e s m o s t l y fu l l - serv ice 

c o m m e r c i a l w o r k , has a b o u t 110 e m -

p l o y e e s . In t h e w i n t e r , a lo t o f s n o w 

s u b c o n t r a c t o r s c o m e o n board, a n d that 

n u m b e r j u m p s t o a b o u t 3 0 0 . 

IHUITTÎM 
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4 » 

C M & A S I 

terrain Loader Paris 
I P V H H l P W I 

Rubber Tracks 

Let's you discharge your load, without going 
thru your spreader. 

(207)729-! 

2785 W. 247th Street 
Louisburg, KS 66053 

913.947.3934 
913.947.7223 fax 

www.boirproduciiinc.com 

http://www.boirproduciiinc.com




T h e n e t b o o k s - s m a l l , s t r i p p e d d o w n 
l a p t o p s that run a b o u t $ 3 0 0 - le t h i s 
sa l e s t e a m p r o d u c e e s t i m a t e s o n s i te . 
T h e y c a n e - m a i l t h e d o c u m e n t s t o 

c l i e n t s , o r p r i n t t h e m w i t h m o b i l e 
pr in ters . H a n d h e l d s , w h i c h w o u l d a l s o 
i n c l u d e G P S t r a c k i n g s o f t w a r e , w i l l al-
l o w t h e c o m p a n y t o m o v e a w a y f r o m 

paper -based w o r k orders a n d k e e p track 
o f c r e w t i m e s be t ter , A t k i n s o n says. 

"Right n o w , i ts p a p e r for w o r k or-
ders ," h e says , a d d i n g that a m o v e t o 

App-Tastic 
It's not all Twitter and texting: 
Smartphones like the iPhone and 
Blackberries also have other tools 
to make small businesses more 
productive. You can use them to 
access maps, get instant weather 
updates and find the cheapest gas 
in the city. One application for the 
iPhone called Gas Cubby allows 
you to track scheduled mainte-
nance on your vehicles, mileage 
and the cost of service. 

Turfgrass Management, re-
leased in August, was designed by 
a turf researcher at the University of Georgia. It's chock full 
of searchable information about turf diseases, weeds and 
pests. Contractors in the field can scroll through photos of 

weeds, and then find information about what pre- or post-
emergent herbicides would work best. 

The app was designed by Patrick McCullough, extension 
turf weed specialist at UGA, Clint Watlz, extension turfgrass 
management specialist; Alfredo Martinez, turfgrass patholo-
gist; and Will Hudson, turfgrass entomologist. All proceeds 
from the sale of the app go to the university's turfgrass 
research program. 

McCullough says he's working on a database that com-
piles all available pesticides, herbicides and fungicides by 
both their common name and trade name. 

"That way when you're in the field, you can pull up this 
program, scroll through pictures, read about it and get a 
control recommendation," he says. 

The data, he says, come from the university's databases 
and textbooks. "We're trying to make it very general, very 
basic," he says. "It's basically a reference tool." 

The UGA app is compatible with the iPhone and Black-
berries. You can download it at www.apple.com/store. 

O f l M B ^ 
C B l ^ m W f l C E 

• AC, Automatic, A M / F M CD 
• Diesel Engine 

i 18 ft. Vanscaper Body • In-Stock and Ready To Go! 

i New 2007 

i AC, Automatic 

• T o w Package 

i 300 HP Duramax Diesel 

1 1 2 ft. Flatbed Dump Body 

i Pre-Emmission Engine 

« New 2008/2009 
• 6.0 Ltr Gas/Diesel Engine 

> AC, Automatic 
i 19 ft. Landscape Body 

SmiiWÍShwMMM 

GMCW-3500 DIESEL 

Carl Black has extensive knowledge in creating just the right 
landscape truck that will best work for you. Our personal approach 
allows us to understand your specific needs therefore allowing us to 
select; build and deliver the right truck at the right price. 

i New 2007 
i Power Windows/Locks 

i AC, Automatic, A M / F M CD i New 2008 
i FREE Stake Body (limited time) • AC, Automatic 

i 6.0 Ltr Gas or Diesel Engine 
i 16 ft. Landscape Body U l U I U I . C A R L B L A C K K E N N E S A U f . C O m 

G M C F L E E T T R U C N S @ B E L L S O U T H . N E T 

C A L L T H E W O R L D ' S # 1 G 1(1 C T R U C N D E A L E R F O R A L L V 0 U R L A N D S C A P E T R U C 

http://www.apple.com/store
mailto:GMCFLEETTRUCNS@BELLSOUTH.NET


PLOW NOW 
PAY LATER i* 

Avai lable through: ° 0 ( J G L A S CREDIT 

Limited Time Offer 

90 / 90 Financing* 
As little as $90 down / Then 90 days no payment or interest 

Douglas Credit currently finances these snowplow brands. 

bl izzardplows.com 

ran 
f isherplows.com weste r n p I o ws. co m 

DouglasCredit.com 

* Subject to credit approval. Choose 24, 36 or 48 month terms. Seasonal low-payment options also available. 
Financing available to U.S. businesses only. Certain other restrictions may apply. Offer expires November 30, 2009. See participating dealer for details. 



m o r e m o b i l e t e c h n o l o g y w o u l d m a k e 
t h e c o m p a n y m o r e p r o d u c t i v e . " W e 
c a n m a n a g e w a y m o r e p e o p l e w i t h w a y 
less . W i t h our s n o w remova l opera t ions , 
it's e s s e n t i a l w e h a v e m o r e r e a l - t i m e 
f e e d b a c k for finding c r e w s . " 

EVERYTHING IN ONE PLACE. T h i s s u m -

m e r , A a r o n S m i t h , g e n e r a l m a n a g e r 

at V e r m o n t - b a s e d S & D L a n d s c a p e s , 

t u r n e d in h i s o l d ce l l p h o n e for a P D A , 

w h i c h a l l o w s h i m t o d o m o r e b u s i n e s s 

w h i l e he ' s o n t h e road. 

" W e c a n d o pre t ty m u c h e v e r y t h i n g 
w i t h o n e d e v i c e , " h e s a y s . T h e n e w 
p h o n e l e t s h i m s e n d a n d r e c e i v e e -
m a i l , a n d p u t r o u g h d e s i g n s t o g e t h e r 
for c l i e n t s o n s i t e , t h e n u p l o a d t h e m 
t o h i s m a i n d e s i g n p r o g r a m b a c k at t h e 
o f f i c e . H e ' s a l s o g o i n g t o u s e it t o track 
h i s h o u r s . 

"What typ ica l ly w a s d o n e o n p a p e r 

Connected 
Clients 
More and more Americans are using 
mobile handsets to get online. An April 2009 
survey by the Pew Research Center's Internet 
& American Life Project shows that one-third of 
Americans (32 percent) have used a cell phone or 
Smartphone to access the Internet for e-mailing, instant-
messaging or information-seeking. 

This level of mobile Internet use is up by one-third since Decem-
ber 2007, when 24 percent of Americans had ever used the Internet on ^ 
a mobile device. 

On the typical day, nearly one-fifth (19 percent) of Americans use the 
Internet on a mobile device, up substantially from the 11 percent level 
recorded in December 2007. That's a growth of 73 percent in the 16-month 
interval between the surveys. 

And American are more connected at home, too. The same Pew study 
shows 63 percent of adult Americans now have broadband Internet con-
nections at home, a 15 percent increase from just a year earlier. 

Revolutionary Technology for the Service Industry 
Measure. Quote. Sell. Online. 

Your Next Customer Lawn Care 

Landscaping 

Snow & Ice Removal 

Holiday Lighting 

Go ¡Lawn is an online measuring service that 
combines aerial photographs with measuring tools. 
Quickly and accurately measure square footage, 
linear distance, height and more! 

www.goilawn.com/promo 
< f'i 

Enter promo code: LL 

£ i i t M l ! ^ Soon to be integrated with Service Assistant, www.realgreen.com ^ 

http://www.goilawn.com/promo
http://www.realgreen.com


Four Questions 
You Should Ask 
About Your 
Nitrogen 

HOW IS PERFORMANCE IMPACTED BY HANDLING 
AND APPLICATION? 
UFLEXX is a homogenous product, if a granule is damaged 
its performance is not compromised. It delivers nitrogen 
into the soil keeping it working where it should. Coated 
products, on the other hand, do not perform the same 
if the physical coating is damaged during handling, 
blending or application. Or mower pickup after your 
application. It is reduced to simply quick release nitrogen 
subject to losses into the atmosphere, leaching and 
denitrification in the soil. 

WHAT IS THE BEST NITROGEN VALUE TODAY? 
For quick green up and sustained performance, UFLEXX 
contains 46% granular stabilized nitrogen formulated with 
two inhibitors to improve the nitrogen efficiency. You get 
flexibility to apply in granular application or melt and 
spray. And research shows when using 100% stabilized 
nitrogen, you can save by reducing the rate 25% and 
still get the same great color and clippings result. 

WILL IT PERFORM CONSISTENTLY WITHOUT PEAKS 
AND VALLEYS? 
The nitrogen in UFLEXX is in a plant available form, 
once it is watered in, it is ready to nourish the plant. It 
doesn't have to wait on other environmental factors to 
break it down to perform. UFLEXX provides fast green 
up and consistent green color for 6 to 8 weeks reducing 
time and labor and making customers happy. 

DOES IT WORK WHEN IT'S COLD? 
Fall feeding and early spring feeding is important for 
vigorous turf. Having a product that is t ied up due to 
cool soil temperatures or limited by moisture is not 
useful for the plant. UFLEXX is not dependent on 
temperature and readily dissolves into the soil with 
moisture to provide nitrogen when the plant needs 
it regardless of the season. 

Do you have more questions or want 
to share your nitrogen story? 

Visit us at the Green Industry Expo 
booth 4206 

Or go to www.UFLEXX.com 

UFLEXK 
FLEXIBLE • QUICK RESPONSE • COST-EFFICIENT 

ENVIRONMENTALLY STABLE • FAST GREEN UP 
FEWER CLIPPINGS 

http://www.UFLEXX.com


a n d no t scaled," S m i t h says, is n o w d o n e 

r ight a w a y . "It c u t s d o w n a w h o l e s t ep ; 

y o u o n l y d o it o n c e . " 

S m i t h h a d u s e d h i s ce l l p h o n e t o s tay 

in t o u c h w i t h c l i e n t s a n d suppl i ers , but , 

as a smal l c o m p a n y ( w h i c h h e d e s c r i b e s 

as a " m a n - a n d - a - h a l f - t y p e s h o w " that 

d o e s a b o u t $ 1 0 0 , 0 0 0 t o $ 1 2 5 , 0 0 0 in 

sa l e s ) , h e d idn' t h a v e e n o u g h h o u r s in 

t h e day t o d o e v e r y t h i n g . S o h e t u r n e d 

t o t h e P D A t o h e l p h i m stay c o n n e c t e d 

w h e n he ' s o n t h e road. 

MAKING THE LEAP. V a n Ze l s t says land-

s c a p e c o n t r a c t o r s n e e d t o l o o k at t h e i r 

c o m p a n y ' s t e c h n o l o g y n e e d s b e f o r e 

t h e y i n v e s t in a n y e x p e n s i v e in fras truc-

ture . H i s c o m p a n y has s p e n t " into t h e 

s ix figures" o n its t e c h n o l o g y . 

E v e r y o n e a l r e a d y h a s a p h o n e , h e 

says , a n d u p g r a d i n g t o a B lackberry or 

s imi lar h a n d h e l d d e v i c e has a neg l i g ib l e 

c o s t . But if y o u w a n t t o p u t a l a p t o p in 

e v e r y truck , that 's g o i n g t o add u p a lot 
m o r e qu ick ly . 

H e s t r e s s e s that o w n e r s s h o u l d t h i n k 
a b o u t h o w fast c u s t o m e r s w a n t t h e i r 
i n f o r m a t i o n , t o o : "Can t h e y w a i t t w o 
h o u r s u n t i l t h e y s e n d s o m e t h i n g o u t or 
c a n t h e y s e n d it r ight away?" h e asks . 

Paul A t k i n s o n o f U L S says c o n t r a c -
tors s h o u l d roll o u t n e w t e c h n o l o g y t o 
t h e i r w o r k f o r c e s l o w l y , t o m a k e s u r e 
a n y b u g s g e t w o r k e d o u t , a n d that ev-
e r y o n e w h o n e e d s it c a n u s e it p r o p e r l y 
f r o m t h e b e g i n n i n g . 

O n e of t h e m o s t i m p o r t a n t cr i ter ia 
t h e c o m p a n y has for its n e w h a n d h e l d 
s y s t e m is t h a t it b e e a s y t o u s e f o r 
s o m e o n e p l o w i n g s n o w . "You can' t just 
t u r n it o n a n d e x p e c t it t o w o r k , " h e 
says . "You a b s o l u t e l y h a v e t o h a v e a n 
i m p l e m e n t a t i o n p lan ." ® 

The author is associate editor of Lawn & Land-
scape magazine. E-mail him from your phone at 
cbowen@gie.net. 

High-Tech Trucks 
Two major t ruck manufacturers are 
rol l ing out new mode ls e q u i p p e d 
wi th wire less capabi l i t ies that truly 
turn a t ruck into an off ice. 

For 2010, Dodge ' s heavy-duty 
2500 a n d 3500 mode ls can c o m e 
with a wire less router that turns the 
t ruck into a hotspot for up to six 
compute rs . 

A n d cont ractors dr iv ing Ford 
F-150s can choose a four -g igabyte 
in-dash computer . Ford Work 
Solut ions compr i ses a touch 
sc reen in the m idd le of the dash, 
a wire less keyboard and a printer. 
It a lso inc ludes hands- f ree cal l ing 
a n d a Garmin navigat ion system. 

mailto:cbowen@gie.net


A W a r n i n g t o E m p l o y e r s 
W h o H i r e U n d o c u m e n t e d W o r k e r s 

WORKPLACE RAIDS 
AND FINES 

1-9 AUDITS 

FINES C S E I Z U R E S 
UNDOCUMENTED 

WORKERS 

Can you afford the fines, 
penalties, or government 
seizures that may result from 
hiring undocumented workers? 

Let us help you apply for 
the low wage, legal labor 
force that you need. 

US. Immigration 
*nd Customs 
enforcement 

652 businesses 

WASHINGTON -

• J •>.,«„ a n d ' r n J ^ Z T ^ ^ " ^ ^ S f i T ' 

nationwide heing serj'ed with 
July 1.200» 

audit notices today 

Legal and low wage 
foreign workers with 
H2B AND H2A VISAS 
may be the answer to your 
labor needs! 

•ICE 
Practices and efforts to ensure 

a legal workforce. 

Hie 652 businesses beinii i ^ ,hc "^»vidual. 

'n FY 200«, ICE issued 50i i 1 «leased 

B ^ j a S S a c a s a a g a e g : ' 
« Â s s a s a g S ï B B S â -

new, 
opportunities 

new strategy. 

UA primary driver of illegal immigration 
is the labor market and you have to go 
after the pull that market has created. 
That means you have to go after the \ \ 
employers who are hiring illegal labor, w W 

- U.S. Secretary of Homeland Security 
Janet Napolitano 

CALL US FOR A PERSONAL AND CONFIDENTIAL CONSULTATION 

R E I N A , B A T E S , K O W A L S K I & K E R S H A W 800-764-5 570 
I M M I G R A T I O N I A W G R O U P W W W . R E I N A L A W . C 0 M 

D A L L A S ' • C H I C A G O • H O U S T O N • A U S T I N • C O R P U S C H R I S T I 

*Principal Office 

http://WWW.REINALAW.C0M


TOOLS OF THE TRADE III Snow management 

Snow Days 
With a tight economy, contractors are depending on a solid winter. 
BY CHUCK BOWEN 

As the economy sputters along, com-
panies providing snow services say 

they need a good winter to buoy them 
through the season. Lawn & Landscape 
magazine talked to contractors about 
how they're working to make sure this 
winter is a profitable one. 

WINTER MARGINS. Jason B e n s o n , s h o p 
manager at Kimball Property Mainte-
nance in Draper, Utah, says his com-
pany's 45 plow trucks pay the bills for 
summertime mowing, and the coming 

winter is vital. 
"That's where we make all our money 

to survive and live on all summer," 
Benson says. "We lose money all sum-
mer long, and then in the wintertime is 
where we make our money." 

Kimball does mostly large commer-
cial accounts - big shopping plazas and 
property for larger businesses - and 
then works on landscape maintenance 
in the summer. The profit margins 
on the winter work are much better, 
Benson says. 

The company brought in $11 million 
last year on a mild Utah winter. They 
were able to bring in the same revenue 
as 2007, he says, but had to get more 
accounts. "It was fair. It wasn't as good 
as the winter before. The winter before 
was record-breaking for us," he says. 

Benson says he equips his fleet with 

9 
EXPECTED Companies offering snow services expected an average profit margin of 9.3% this year. Nearly half of contractors say they 
MARGINS expect profit between 6% and 15% this year. 27% say they expect profit margins of between 10% and 15% 
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Outdoor Insect Control 

We are actively seeking 
Landscaping Professionals 
to sell, install and 
service our innovative 
outdoor misting systems 
that effectively control 
mosquitoes and other 
annoying insects. 
Great margins and recurring revenues! 

1-866-485-7255 
HHH.MISTRWRY.COM 

A BECOME R MISTBHRY DEHLER TODAY! A 



SlDEUML K 
SLEEUER 
Patented tool and method 

Ask your irrigation /lighting 
supplier or call us at: 

1-800-691-1148 
www.sidewalksleever.com 

Pull wires back through 
the installed pipe 

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. 

Iawnandlandscape.com/reader service #91 

YOUR SINGLE SOURCE OF 
LANDSCAPE FABRICS & EROSION CONTROL PRODUCTS 

INC. 
'LANDSCAPE FABRICS & EROSION CONTROL PRODUCTS 

Weed Control • Filter Fabric 
Patio/Paver Underliner 

WovenCeo Road Base Separation Fabric 

FabriJute™ Erosion Netting 
Jute • Burlap • Silt Fence 

Landscape Fabrics are a Great Complimentary Sale with Decorative Stone, Mulch, Pavers, etc. 

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

www.fabriscape.com 

M e r i t l u j c c t a b l c 
The #1 tree and shrub inseetieide now 

available in a new Microin ject ion Product. 
Tree Tech* Merit Injectable, the latest addition to the Merit insecticide family. Infected 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 injectable products on the market. 

Merit Injectable is available in leak-proof Tree Tech units in two different dosages, depending on tree diameter 
Tough-to-control insect pests such as Asian long horned beetles, emerald ash borers and hemlock woolly adelgid 

meet their match with Merit Injectable. Other nuisance insert pests such as aphids, armored scales, |apanese 
beetles, lace bugs, leaf beetles, leafhoppers, mealybugs, psyllids. thrips, tip moths and whitcflies also get their due 

from Merit Injectable treatments. 

/ 950 SE 215th Ave. 
Tree Tech® 
microinjection systems 1 • 

e-mai l : info@treetech.net 
www.treetech.net 

Iawnandlandscape.com/reader service #92 

Introducing the First 
Green Industry 

Online Marketplace. 
'

 soM - -
Site Hostlnn • 

; Sell •Trails 
T r a i n P 

fetry Equip 

a ^ s u 

I G r e e n A p p h c a t o i 
.com 

Commercial & Residential Marketplace of the Green Industry. 

http://www.sidewalksleever.com
http://www.fabriscape.com
mailto:info@treetech.net
http://www.treetech.net


TOOLS OF THE TRADE III Snow management 

B o s s p l o w s a n d S n o w E x spreaders . 

T h e c o m p a n y u s e s about 1 0 0 s u b c o n -

tractors for s n o w remova l in s e a s o n a n d 

rents a lot of e q u i p m e n t - back hoes , skid 

s teers a n d w h e e l loaders . In all, Kimbal l 

has u p to 2 5 0 in t h e w i n t e r . T o k e e p tabs 

o n that m a n y e m p l o y e e s , t h e c o m p a n y 

has m a n a g e r s for s p e c i f i c areas. 

"They're in c h a r g e of a c e r t a i n area 

for s idewa lk guys ," B e n s o n says. At large 

c o m m e r c i a l s i tes , o n e a l so m a n a g e s t h e 

c r e w s . "He's t h e g u y w h o babys i t s a n d 

m a k e s sure t h e y s ign in a n d s ign o u t a n d 

m a k e s sure t h e y ge t paid." 

^ SNOW STATS 

3 8 % of landscape companies say they offer 
snow removal services. On average, 5 % of 
a company's revenue comes from snow and 
ice removal. Understandably, firms in the 
East and Midwest do more - 8 % 

On average, companies saw gross revenues 
from snow services jump 2 0 % from 2007 to 

WORKING FOR THE RAILROAD. Paul C o v e 

is d e p e n d i n g o n a g o o d w i n t e r , t o o . 

S n o w r e m o v a l m a k e s u p 9 0 p e r c e n t o f 

h i s b u s i n e s s - h e c l ears a t e r m i n a l for 

C S X railroad that h o u s e s 5 , 5 0 0 a u t o m o -

b i l e s as t h e y w a i t t o b e s h i p p e d across 

t h e c o u n t r y by truck. 

H e u s e s m o s t l y A v a l a n c h e p l o w s - h e 

l ikes t h e s t ee l e d g e s , h e says - a n d has 

b e e n p l o w i n g s n o w s i n c e 1 9 7 2 . H e a n d 

h i s c r e w , b e t w e e n four a n d 12 e m p l o y -

e e s in t h e w i n t e r , g a t h e r t h e s n o w u p in 

t h e a i s l es a n d t h e n u s e h u g e b l o w e r s t o 

s e n d it o v e r t h e f e n c e . 

2008. The net change was 1 2 % 

Companies spend, on average, more than 
$21,000 a year on plows, snow throwers, salt 
and spreaders. 

2.6% of firms said snow removal would be 
their fastest-growing service in 2009. 

C o v e ' s b u s i n e s s , Eas t B r o o k f i e l d , 

M a s s . - b a s e d P a u l C o v e E n t e r p r i s e s , 

is a l m o s t e n t i r e l y for t h e railroad and 

re l iant o n t h e s t rugg l ing a u t o industry . 

T h i s w i n t e r is p a r a m o u n t . "It's v e r y 

i m p o r t a n t . It w a s n ' t as i m p o r t a n t be-

fore t h e e c o n o m y w a s s o bad," h e says. 

" S n o w is b e c o m i n g a b igger part of m y 

b u s i n e s s t h a n it u s e d to be . O u r c l i en t 

list k e e p s d e c l i n i n g . " 

H e pu l l s in b e t w e e n $ 1 5 0 , 0 0 0 a n d 

$ 3 5 0 , 0 0 0 a year. 

A n d as b u s i n e s s stays s l o w , he's no t 

b u y i n g n e w e q u i p m e n t , a n d is re ly ing 

o n h i s 1 6 - y e a r r e l a t i o n s h i p w i t h t h e 

rai lroad t o g e t h i m through . 

" W h e n t h e e c o n o m y is a l i t t le bit bet-

ter, p e o p l e are less apt to g o looking," h e 

says. "The b e a n c o u n t e r s aren't o n t h e m 

as m u c h . " © 

The author is associate editor of Lawn & Land-
scape. Reach him at cbowen@gie.net. 

Sustainabilit 
f o r a G r e e n e r T o ä ä i J ä r Jíjrfjvfroyy... 

sustainable future at Mid-Am. Cultivate 

Hundreds of exhibits 
Educational seminars 
Mid-Am Mixer & Reception 
Relax & Learn Pavilion 
Understanding Sustainability Zone 
and more! 

www. 

Mid-America 
Horticultural 
Trade Show 

January 20-22, 2010 
McCormick Place West 

Chicago, Illinois 

mailto:cbowen@gie.net


Were You Featured 
In This Issue? 

Reprints enable you to reuse your 
article and simply place it into the 
hands of your target audience. 
Having been featured in a 
well-respected publication adds 
the credibility of a third-party 
endorsement to your message. 

Give yourself a competitive 
advantage with reprints. Contact 
us for more information regarding 
reprints and additional 
applications designed to meet 
your challenging market needs. 

Use Reprints As: 
• S a l e s Aids 
• Recruitment Tools 
• Managed ePr ints 
• Trade S h o w Handouts 
• Media K i t Supplements 

Educat ional P r o g r a m s 
Employee Tra in ing 
S a l e s Presentat ions 
Conference Mater ia ls 
Direct Mai l C a m p a i g n s 

Call 800-456-0707 
or email reprints@gie.net 

Visit Us at the 2009 GIE+Expo - Booth #1084 

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

• Weed ID Photos • Regional Alerts 

• Control Options • Turf School Links 

TEST YOUR WEED IQ! 
WEEKLY CONTEST-

Correct ID 
Can Win This 
Magic Mug 
W i t h D i s a p p e a r i n g Ink 

An Industry Service From 

p b i / G o r ) d o n 

c o R p o R a t i o n 
An Employee-Owned Company 

lawnandlandscape.com/reader service #97 
Visit Us at the 2009 GIE+Expo - Booth #7030 

Secure Your Equipment 
Custom 

BP-02 
Holds all blowers 
No bungees 
No straps 
Lockable 
Patent #6,302,280 

We want you to be a satisfied G R I D I R O N 

customer forever so we stand behind 
our products with a Lifetime Guarantee. 

Novae 
NovaeCorp.com 

607 S. Chauncey St. • Co lumb ia City, IN 46725 
PH (260) 244-4654 • FAX (260) 244-7355 

mailto:reprints@gie.net
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Talking Tow-Behinds 
Two contractors take a different tack when buying trailers, BY CHUCK BOWEN 

Op e n or e n c l o s e d , c u s t o m or o f f - the -

rack, t ra i l er s are i n t e g r a l t o a n y 

g r e e n i n d u s t r y o p e r a t i o n . H e r e ' s h o w 

t w o c o m p a n i e s a p p r o a c h b u y i n g . 

TRIED AND TRUE. A f t e r w o r k i n g at an-

o t h e r l a n d s c a p e c o m p a n y f o r y e a r s , 

S c o t t A n d e r s o n d e c i d e d t o h e a d o u t 

o n h i s o w n . H e f o u n d e d Viv id S c e n e r y 

in Leesburg , Ind. , a n d o n e of t h e first 

t h i n g s h e p u r c h a s e d w a s a n e w , c u s t o m 

trai ler f r o m W e l l s Cargo . 

"The first t h i n g I b o u g h t , o t h e r t h a n 

a truck, w a s that e n c l o s e d trailer. I or-

d e r e d that trai ler r ight o u t o f t h e c h u t e 

a n d it w a s by far t h e bes t t h i n g I e v e r 

did," A n d e r s o n says. "For f u n c t i o n a l i t y 

a n d r e p r e s e n t i n g a c o m p a n y w i t h a n 

i m a g e , it w a s h u g e . " 

A n d A n d e r s o n says he's p l a n n i n g o n 

b u y i n g t w o m o r e trai lers s o o n . 

A n d e r s o n ' s c u r r e n t trai ler - a l ong , 

b l a c k m o d e l w i t h d a r k r e d f l o w e r s 

a n d t h e Viv id l o g o e m b l a z o n e d o n t h e 

s i d e s - g e t s u s e d for m o s t e v e r y t h i n g 

t h e c o m p a n y n e e d s , but t h e bulk of t h e 

w o r k is t ransport ing plant material f r o m 

supp l i er s t o job s i tes . T o avo id d a m a g e 

t o t h e trees , A n d e r s o n had W e l l s Cargo 

b u m p u p t h e c e i l i n g t o 6V2 fee t . 

"The major i ty o f it is d e f i n i t e l y head-

r o o m , " h e says. "By t r a n s p o r t i n g p lant 

mater ia l , w e n e e d s o m e d e c e n t h e i g h t 

in t h e r e . I w a n t e d t o d o it th i s w a y be-

c a u s e w h e n w e carry o r n a m e n t a l t rees 
w e w a n t t o b e ab le t o br ing t h e mater ia l 
u p a n d se t it u p straight , s o w e c a n put 
m o r e mater ia l in there ." 

H e a l s o a d d e d e q u i p m e n t r a c k s 
i n s i d e , a n d b u l k e d u p t h e tors ion axel 
s t r e n g t h a n d r e i n f o r c e d t h e real tai lgate 
t o h a n d l e t h e a d d e d w e i g h t o f m o r e 
trees . H i s s u p p l i e r w a s t w o h o u r s away , 
a n d h e w a n t e d t o b e sure t h e e q u i p m e n t 
c o u l d h a n d l e t h e strain. "Other trailers 
w e w o u l d over load o f t e n , espec ia l ly w i t h 

Kawasaki 
Engines/Rower Products 

WHERE THERE'S A JOB TO BE DONE 
THERE'S A KAWASAKI THAT CAN DO IT. 

See more at our new website. 

Go to www.kawpower.com 
to find out the latest on 
Kawasaki commercial grade 
Handheld Power Products and 
Engines. You'll find tips on 
buying equipment and learn 
why you should look for a 
Kawasaki engine when buying 
a mower. Check out our website 
and see how the family of 
Kawasaki products can help 
grow your business. To find 
a dealer check on-line or call 
800-433-5640. Use the S25 fo r sp ray ing pes t i c ides , v . x ...v. . , v 4 U . 

herb i c ides , fe r t i l i zers a r o u n d the 
h o m e and ,o f f i ce . 

Use it on l awns , d r i v e w a y s and pa ths . 
Al ' ' ' No GAS, NO BATTERIES; NO PROBLEM... 

< 
For i n f o r m a t i o n cal l 800 -294-0671 or v is i t 

w w w . e a r t h w a y . c o m 

http://www.kawpower.com
http://www.earthway.com


plant material," he says. "I 
know we've bent axels." 

A n d w h i l e t h e a d d e d 
height of the trailer adds 
h e a d r o o m ins ide , it a lso 
adds display space outside. 
"We use our trailer a lot 
for advertising, so I plas-
tered our logo all over the 
side of it," he says. "Image 
is e v e r y t h i n g . If y o u ' r e 

traveling d o w n the road with a moving 
billboard, it's free advertising." 

Vivid, a full-service property manage-
ment company, does most ly landscape 
and hardscape installations. The firm 
has 10 employees and pulls in about $1.5 
mil l ion a year. 

SIGNS OF SAFETY. Li lburn, Ga . -based 
Nature Scapes, does mostly lawn main-
tenance, employs 150 people in season 
and does $6-7 mil l ion a year. It runs 6 0 

trucks and seven trail-
ers of different designs: 
t a n d e m - a x e l m o d e l s 
for heavy e q u i p m e n t , 
vacuum trailers for leaf 
p i c k u p and e n c l o s e d 
box trailers for floral 
work. The trailers also 
c o m e f rom disparate 
manufacturers: Track 
V a c f o r l e a v e s a n d 
Haul Mark for the box 
models . N o w - d e f u n c t 
Mobi le Trailer Manu-
facturing did the flatbeds. 

Mike Cates, f leet manager, says he 
looks for safety w h e n he's buying. And 
he has a leg up: H e spent a lmost 3 0 
years running a large equipment rental 
operation in Atlanta. 

"It's just the way it's made. If a person 
was out look ing for a trailer, I th ink 
it's a roll of the dice. They don't really 

O 
TALKING TRAILERS 

3 1 % of companies say 
they will purchase trailers 

this year. Bigger companies 
are more likely: Only 2 5 % 
of firms making less than 

$200,000 a year say they'll 
buy a tow-behind; 

4 0 % of companies making 
more say they will. 

k n o w what to look for," 
he says. 

H e r e c o m m e n d s con-
tractors examine the trail-
er's c o n s t r u c t i o n . "You 
look at the w a y they're 
built - the we ld ing they 
use, thickness of materi-
als, what it's made of in 
the first place," he says. 

H e also urges contrac-
tors to examine a trailer's 
vital s y s t e m s . Look for 
e n c l o s e d wir ing , s o u n d 

tires and a weight raitng suited to your 
intended payload. 

"It's really dangerous out there o n the 
interstate," he says. "If they've got a John 
D e e r e b a c k h o e o n there and they're 
haul ing butt d o w n 2 8 5 ... that trailer 
could disintegrate at any minute ." L 

The author is associate editor of Lawn & Land-
scape. Reach him at cbowen@gie.net. 

Oldham 
C h e m i c a l s C o m p a n y , i n c . 

Introducing the all-new Pro-300 Residential Wire and 
Valve Locator. Great for locating wires and valves at 
residences and small sites. 
$299 Suggested List Price 
Available at a distributor near you 

View the Pro 3 0 0 video at 
www.a rmada tech . com 

in fo@armadatech.com 
6 1 6 - 5 3 6 - 2 0 3 8 

lawnandlandscape.com/reader service #102 

mailto:cbowen@gie.net
http://www.armadatech.com
mailto:info@armadatech.com


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. 

P l e a s e c o n t a c t Bonnie Vel ikonya a t 8 0 0 / 4 5 6 - 0 7 0 7 x 5 3 2 2 or bvel ikonya@gie.net 

S E L L I N G Y O U R B U S I N E S S ! 

BUSINESS OPPORTUNITIES 

' w 0 P r o f i t C e n t e r s 

I U V U D H T G V N I V T D D V C T * T w o R e v e n u e S t r e a m s 
P A 1 M , ! V 1 S V m , U , S 1 * T w o 1 \ \ C u s t o m e r Bases 

FOR ) f HAYS * 90 D \ s - NO Payments/Interest 
We I I M) Your Installs *A S i m p l e 'E a s y Add"°n Service 
w e l U U r l l l > l i l l l > * B u y M a n u f a c t u r e r D i r e c t 

www.allprogreens.com/training | - 8 0 0 - 3 3 4 - 9 0 0 S 
C V l T T V I V T i r i l â \ ¥ 1 7 

T H E T I C G O L F 

m , 

Ï E Ï 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Professional Business Consultants 

P D t L i 
Merger & Acquisition Specialists 

Professional Business Consultants can obtain purchase 
offers from qualified buyers without disclosing their 
identities. Consultants' fees are paid by the buyer. 

CALL: 

708-744-6715 
FAX: 508-252-4447 
p b c m e l l o 1 ( ' ' 'ao l .com 

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

COMPANY 
C O R P O R A T I O N 

F U M I : D V l ) & T R A I N I N G 

NO PAYMENTS, NO INTEREST 
FOU «M DAYS 

We ND Your Installs 
www.allprogreens.com/training 

* T w o P r o f i t C e n t e r s 
* T w o R e v e n u e S t r e a m s 
* T w o \ C u s t o m e r Bases 
* ) A Y S - N O P a y m e n t s / I n t e r e s t 
* A S i m p l e , Easy A d d - O n Se rv i ce 
* B u y M a n u f a c t u r e r D i r e c t 

1-800-334-9005 

LA WN & L A N D S C A P E IS ALSO ON: 
Search Lawn & Landscape on www.facebook.com 

facebook 
www.twitter.com/lawnlandscape 

b u r i f c b e r 

12SV\»gjgfeai 

Franchise Opportunities! 

^Whether you are a 
^business conversion or 

^individual start-up, 
\secure your future 

\with a 20+ year 
^environmental 

\industry 
\leader. 

w w w . N a t u r a L a w n . c o m 

http://www.lawnandlandscape.com
mailto:bvelikonya@gie.net
http://www.allprogreens.com/training
http://www.incorporate.com
http://www.allprogreens.com/training
http://www.facebook.com
http://www.twitter.com/lawnlandscape
http://www.NaturaLawn.com


B U S I N E S S O P P O R T U N I T I E S 

Want to expand 
your business 
by using private 
equity funds? 
Find out how. 

Fora FREE, no obligation 
consultation, call (614)439-5764 
or visit www.blueskygrp.com 

O U R S E R V I C E S : 
S t r a t e g i c A c q u i s i t i o n s 

S t r a t e g i c P l a n n i n g 
P r e p a r i n g Y o u r Business f o r Sale 

S e l l i n g Y o u r Business 
Business V a l u a t i o n 

Business I m p r o v e m e n t 

t a i n ® ; 
Mmw 

Merger and Acquisition Consultants 

LAWN & G A R D E N 
FOOTWEAR CO. FOR S A L E 
Looking for equity partner to fund 

immediate national rollout. Only company 
making full line of horticultural footwear 

and poised to be "the" brand in L&G market. 
Patented sole, loyal customers, 

reputation for comfort. 
Contact Madeleine at 503-620-1800 or 
meno@pipergroupinternational.com 

B U S I N E S S 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 

B U S I N E S S FOR S A L E 

GREAT O P P O R T U N I T Y 
KUBOTA DEALERSHIP 

FOR SALE 
FIRST CLASS 

GOING BUSINESS 
SERIOUS INQUIRIES 

PLEASE E-MAIL 
SELLKUB0TA(d)GMAIL.C0M 

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 

FOR SALE 
Well respected, 28 year old lawn care company 

with nearly untouchable 96 to 97 percent 
retention rate, season to season. 

Over 1,000 accounts. South and West suburbs 
of Pittsburgh. Contact Lawn Care, 

P.O. Box 16081, Pittsburgh, PA 15242. 

LAWN MAINTENANCE COMPANIES 
For Sale 

EAST COAST OF FLORIDA 
Orlando Lawn Spray Sold 

Martin County $185K 
Martin County $390k 

Palm Beach County $5M Sold 
Southwest FL full landscape over $2M in Sales 

Call John Brogan Acquisition Experts, LLC 
772-220-4455 or john@acquisitionexperts.net 

FOR SALE IN SOUTH CAROLINA 

Landscape/Maintenance Company 
located in upstate South Carolina. 

15 Year old business, 60% landscaping, 
40% maintenance. 

Turn key operation on 5 plus acres with 
2400 sq ft. recently remodeled 

century old farm house adjoined by 
2 rental houses with $975.00 rental 

income per month. 8000 sq. ft. nursery 
with irrigation, 2 shops, 1 heated 

and complete w/ bath, shower and 
office combined. 

$125,000.00 plus in late model 
well kept equipment. 

Too many other extras to mention. 
1.3 million. 

Serious inquires only to 
ati l l iosgrandma1@aol.com 

TEXAS PANHANDLE 
LANDSCAPE BUSINESS FOR SALE 

Maintenance, Sprinkler 
and Landscape Install 

$ 1,000,000.00 Gross Yearly Income 
includes all equipment, land and 

10,000 sq. ft. shop and offices. 
$2,250,000.00 Call AI @ 806-220-3310 

200 ACRE FARM/DEVELOPMENT 
PROPERTY 

90 Miles East of Chicago 
50x170 Bldg with Offices 

2-40x80 Bldgs w/shops — 2 Homes 
269-695-5505 

REAL ESTATE/BUSINESS FOR SALE 

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

THINKING ABOUT 
SELLING? 

READ THIS FREE DETAILED 
REPORT before deciding. 

REPORTS AT: 
www.pestcontrolbiz.com 

www.aplusbusinessbrokers.com 
Or CALL: 1-800-707-8899 
100% CONFIDENTIALITY 

guaranteed! 
"SELLING PEST CONTROL 

BUSINESSES EXCLUSIVELY 
SINCE 1982" 

Pest Control Businesses For Sale 
Annual 

Location Sales 
Tampa, FL S400K 
SE Pennsylvania S900K 
Denver, CO Wildlife S180K 
Orlando, FL $650K 
NEW AND OTHER LISTINGS-call 

APPRAISAL & CONSULTING 
1-800-707-8899 

A+ BUSINESS BROKERS, INC. 
email: alwoodward@pestcontrolbiz.com 

Call for new listings 

S E L L YOUR BUSINESS NOW! 
Pre-qualified Buyers 

I have personally owned, operated 
and sold a: 

Tree Nursery 
L/O Pest Control Company 

Landscape Maintenance Company 

I know your business let me sell it! 
Contact: Steve Conser, Business Broker 

(727) 238 2999 
saconser@hotmail.com 

FLORIDA BUSINESS EXCHANGE 

http://www.blueskygrp.com
mailto:meno@pipergroupinternational.com
mailto:greenventurepartners@yahoo.com
mailto:john@acquisitionexperts.net
mailto:atilliosgrandma1@aol.com
http://property.loopnet.eom/16054113
http://www.pestcontrolbiz.com
http://www.aplusbusinessbrokers.com
mailto:alwoodward@pestcontrolbiz.com
mailto:saconser@hotmail.com


ASSOCIATIONS 

Alone-Frustrated? 
J o i n t h e m o s t d y n a m i c t e a m i n t h e 

l a n d s c a p e m a i n t e n a n c e i n d u s t r y . 

W e ' l l h e l p y o u g e t t o t h a t n e x t l e v e l 

- n o m a t t e r w h a t i t is! 

www.almanow.com 

BOOKS 

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 

FOR SALE 

"The Dual Spreader Carrier" 
For All Lawn Care Companies 

C a l l 5 0 8 - 8 5 2 - 5 5 0 1 
For more information & pricing go to 
www.paramountglobalsolutions.com 

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 

j MOW MORE 
LANDSCAPE SUPPLIES, INC. 

Mow More Supplies 
1-800-866-9667 

Mower blades, air & oil filters, trimmer line, 
belts, plugs and tons of blades in stock j 

w w w . m o w m o r e . c o m 

SOD HARVESTER FOR SALE 
2008 Bucyrus Magnum 48" Sod Harvester, 

Excellent condition, 215 hours. 
Contact: Lisa Tollefson, CoBank/Farm Credit 

Leasing 1-800-444-2929, ext. 77824 or 
ltollefson@cobank.com Located in Conroe, 

TX. $45,000.00 or best offer 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, shrubs, 

plants 4 more 1/8'scale. 
Stamp sizes from 1/4" to 1 3/4 
PRICE S127 + S/H* tax in CA 
Price subject to ctiaog« without notice 

A M E R I C A N STAMP CO. 
CALL NOW 877-687-7102 TOLL FREE 

or 916 • 6 8 7 - 7 1 0 2 Local Calls 
www amencanstampco com Tue Wed.Thur 8-4 30 Pacifcc Time 

C A L L NOW TO ORDER or f o r YOUR FREE BROCHURE 

TRUCK FOR SALE 
2000 Dodge 3500 Ram 4-wheel drive, 

70,000 miles, one t o n dually, whi te , 10' 

Rugby landscaper hydraul ic hoist d u m p 

bed, Reese hitch, Curtis snow p low. 

Price $10,990.00 Jacksonville, Il l inois 

Phone 217-245-6227 

PROTECT 
YOUR PLANTS 
t h e e n v i r o n m e n t a l l y r e s p o n s i b l e w a y . 

Cost-effective, earth-friendly 
Insect and Animal Repellent. 

Zero-Hour re-entry. Ready-to-Use or Concentrate. 

HOT 
800-627-6840 
hotpepperwax.com 

P E P P E R V 

w / c c 

SNOW EQUIPMENT FOR SALE 
Used pushers for sale start ing at $900 

1 year o ld v boxes stainless steel $3250 
New pushers start ing at $1375 

Salt for sale St. Louis Area $66 per ton 
Salt for sale Chicago Heights $74 per ton 

Call Chad at 513-678-1597 

U A Hg, 
—Tai 

'ACKERS 
l A C K E R S l N C . 888-767-8000 

www.hackerspackers.com 

H O O K E D O N Q U A L I T Y ' ' 
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. 

SWAP LOADER 

' » 

Mk 
E C O L A W N 

A P P L I C A T O R 

view in action at 
www.ecolawnapplicator.com 

Dealers wanted 
call: 819-820-9300 

ANTI-ICING SPRAYERS 
* ELECTRIC OR CAS POWER 

Check out the newest advances 
In winter storm management. 

TURBO TECHNOLOGIES, I N C . 
800-822-3437 

www.lceControlSprayers.com 

http://www.almanow.com
http://www.jrhuston.biz
mailto:jhuston@jrhuston.biz
http://www.jrhuston.biz
mailto:jhuston@jrhuston.biz
http://www.paramountglobalsolutions.com
mailto:henry@unitedpinestraw.com
http://www.mowmore.com
mailto:ltollefson@cobank.com
http://www.hackerspackers.com
http://www.ecolawnapplicator.com
http://www.lceControlSprayers.com


Mesti Debris Bags * Lei & Arm Ctiapps 
M M t Of fe rs i Su NeckPratecUn 

Chemical Protection and much /note/ 

8 0 0 - 8 1 6 - 2 4 2 7 & 
www.wechapps.com ^ ^ 

Kuriyama of America, Inc. 
^ ^ Quality Industrial Hose A Accessories 

High Pressure Spray Hoses 
Kuri Tec*, known for quality and dependability in 
spray hoses, now offers its new Orange K4132 and 
Mint Creen K4137 colored 600 PSI spray hoses to 
its line. These spray hoses are made with premium 
quality PVC compounds that are ideally suited for 
lawn and ornamental spray applications 
using wettable powder chemicals. Kuri Tec also 
offers its new Performance-Plus Three-Year 
Warranty Program which covers defects in 
materials and workmanship. 

HELP WANTED 

G R E A T C A R E E R S 
F O U N D H E R E 

GREENMATCHMAKER.COM 

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 

KEY EMPLOYEE SEARCHES 

F lo rasearch , Inc. in our t h i r d decade o f 
p e r f o r m i n g con f iden t ia l key e m p l o y e e 

searches for t he landscape indus t ry and 
al l ied t rades w o r l d w i d e . 

Retained basis only . 
Candidate con tac t we l come , con f iden t ia l 

and always free. 
F lo rasearch Inc., 1740 Lake M a r k h a m 

Road, Sanford, Fla. 32771. 
Phone 407-320-8177, 

Fax 407-320-8083. 
E-mail: search@florasearch.com 
Web site: www. f lo rasearch .com 

G R E E N I N D U S T R Y J O B S . C O M 
Since 1 9 9 9 

L a n d s c a p e J o b s . c o m 
Irr igat ionJobs .com 
TreeCareJobs .com 

a n d m o r e 

1 - 8 8 8 - 8 1 8 - J O B S 

LUEDERS 
A RBORIST-S ALES-DIVISION 

MANAGER 
Greater Boston, Massachusetts 

Year Round-Full time 

Lueders Tree and Landscape, Inc. seeking 
highly qualified Arborist, MCA or ISA & 5+ 
years of experience with strong sales, field, 
leadership and teaching skills to manage its 
tree and shrub pruning division. Company 
specializes in high end residential properties. 
Outstanding pay package (including profit 
sharing) and benefits (includes vehicle, health 
ins, 401 (k) +), for the qualified person. Send 
resume to careers@luedersco.com or call 508-
359-9905 and ask for Mike. 

LUEDERS 
LAWN CARE SPECIALIST-

MANAGEMENT 
Greater Boston, Massachusetts 

Year Round-Full time 

For Lueders Environmental, Inc. to continue to 
be the best company its needs to continue to 
hire the best people. If you posses a strong 
horticultural background, 3 + years of lawn 
care f ield experience, sales experience, 
can manage people and want to work in 
a company with the best pay and benefits 
for the best people, then please send your 
resume to careers@luedersco.com or call 
508-359-9905 and ask for Eric. 

LUEDERS 
PLANT HEALTH CARE 

SPECIALIST-MANAGEMENT 
Greater Boston, Massachusetts 

Year Round-Full time 

To be the best company we need to continue 
to hire the best people. If you posses a strong 
horticultural background, 3 + years of plant 
health care field experience, sales experience, 
can manage people and want to work in a 
company with the best pay and benefits for the 
best people, then please send your resume to 
careers@luedersco.com or call 508-359-9905 
and ask for Eric. Lueders Environmental, Inc. 

C a r e e n H e r o n Landscapes, Inc. 

En joy b e i n g o u t d o o r s ? 
Do you have wha t it takes to sell lawn 
maintenance and enjoy chal lenging 

work? If you do, then email your resume 
to Doug@greenheronlandscapes.com. 

We are a ful l service landscape company 
that has been in Naples Florida for 37 
years. We are look ing for a dynamic 

sales person w i th a m i n i m u m of 4 years 
experience of sales in the green 

industry to jo in our team. 

ÊfîPWSÉil 
( f T m t t t t c t t i m ^ 

Lipinski Outdoor Services provides exterior 
services including Landscape Maintenance, Snow 
& Ice Management and Parking Lot Maintenance 
to Corporate, Industrial and Retail clients. Lipin-
ski is an aggressive, goal-oriented company with 
proven success operating in the Northeast and 
Mid-Atlantic regions for over 30 years. 

If you have prior experience in Sales or Manage-
ment of commercial properties, possess strong 
communication skills and have the ability to be 
responsive to customer needs - then come grow 
your career with us! 
' OPPORTUNITIES ARE IMMEDIATE, YEAR-
ROUND & GROWTH POTENTIAL IS EXCEL-
LENT! 

Positions available: 
• Sales/New Business Development 
• Account Management/Field Supervisors 
• Outsourcing Specialists 
For confidential consideration, email your 

resume to humanresource@lipinskiland.com. 

Mpmsx/ (iTffTitftflT) LilWJLtt 
Lipinski Outdoor Services, an industry leader 

in the exterior maintenance field, is seeking 
qualified service partners for the following: 

• Full Service Landscape Maintenance 
• Irrigation Service 
• Pressure Washing 
• Licensed Turf & Shrub Applications 
• Parking Lot Sweeping 
• Parking Lot Line Striping 
• Asphalt Paving/Repairs 
• Concrete Install/Repairs 
Contractors must have prior experience and be 

fully insured. 
If you are located in NJ, PA, OH, NY, MA, CT, RI, 

NH, VY, ME, DE, MD, VA & DC, please contact 
us regarding subcontracting opportunities by 
logging onto: 

www.lipinskiland.com / Click on "Be a Service 
Partner" / Fill out the form I Submit. 

A Lipinski Representative will contact you via 
email or phone to confirm. 

http://www.wechapps.com
http://www.srsainc.com
mailto:search@florasearch.com
http://www.florasearch.com
mailto:careers@luedersco.com
mailto:careers@luedersco.com
mailto:careers@luedersco.com
mailto:Doug@greenheronlandscapes.com
mailto:humanresource@lipinskiland.com
http://www.lipinskiland.com


HELP WANTED 

f J o i n the company where 

People Matter... 
^ Our motto is Our business is people 

and their love for trees.* We offer 
excellent career opportunities at all levels. 

We value safety first, provide ongoing 
training, and have an excellent 
compensation and benefit package 
that includes a 401(k) with company 
match and ESOP 

* 1 thecareoftrees. 
8 7 7 . 7 2 4 . 7 5 4 4 

f . x 8 4 7 . 4 5 9 . 7 4 7 9 
"Oho* *otv 

Apply online at 
w w w. thecareoftrees. co m /ca ree rs 
Chicago, New York, Philadelphia, Washington, D.C. 

Come Grow 
With Us! 

Leaders in Vegetation Management 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. 

W E A R E L O O K I N G FOR 
H A R D - W O R K I N G T A L E N T E D 

I N D I V I D U A L S W I T H E X P E R I E N C E 
T O MANAGE T H E D A Y - T O - D A Y 

O P E R A T I O N S OF OUR B R A N C H E S 
AND DIVISIONS T H R O U G H O U T 

T H E U N I T E D S T A T E S AND CANADA. 

Qualified applicants must have a 
minimum of 2 years of experience 

in the green industry, 
have proven leadership abilities 
and strong customer relations 

and interpersonal skills. 
•WE ARE ALSO ALWAYS LOOKING FOR TALENTED 

El ELD 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: 

DeAngeto Brothers, Ire | Attn: Human Resources Department 
100 North Conahan Drive | Hazleton, PA 18201 

Phone 800.360.9333 | Fax 570.459.5363 
Email cfaust@dbiservices.com 

EOE/AAP MF-D-DV 
www.dbiservices.com 

View more classifieds at 
www.lawnandlandscape.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-mail info@greensearch.com 

PLANT MATERIAL 

BRICKMAN 
Enhancing the American Landscape Since 1939 

B r i c k m a n i s l o o k i n g for l e a d e r s 
who a r e i n t e r e s t e d in g r o w i n g the i r 
c a r e e r s wi th a g r o w i n g c o m p a n y . 

N a t i o n w i d e c a r e e r a n d i n t e r n s h i p 
o p p o r t u n i t i e s a v a i l a b l e in: 

• L a n d s c a p e M a n a g e m e n t 
• L a n d s c a p e C o n s t r u c t i o n 
• I r r i g a t i o n 
• A c c o u n t i n g 
• B u s i n e s s A d m i n i s t r a t i o n 

Start growing your career at: 
brickmangroup.com 

GPS VEHICLE TRACKING 
No monthly fees 

Call 407-888-9663 
www.vehiclewatch.com 

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 

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 nat ionwide. 
Web site: www.jasper-inc.com 

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 

WETLAND/NATIVES & 
CONSERVATION 

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

CHIEF MOUNTAIN FARMS 
Ph 443-350-3894 
fax 410-658-7333 

Toll Free 866-530-8902 
www.chiefmountainfarms.com 

ELLIOTT'S NURSERY, WILLOW HILL, PA 
300 acres of Christmas Trees. Fraser Fir 6-9', 

Douglas Fir 3-12', Concolor Fir 5-10', also 
B&B Evergreen & Shade trees available. 

Call for pricing 
717-349-7319 or Fax 717-349-2011 

JAPANESE UMBRELLA PINES 
Sciadopi tys Ver t ic i l la ta 

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 

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 

TREE SUPPORTS 

<o> 0 jÜ^eSupports 
Supports that Nurseries, Landscapers and 

Garden Centers can depend on! 
— New Volume Discounts-Now Even 

More Affordable~ 
(877)854-5497 

mailto:cfaust@dbiservices.com
http://www.dbiservices.com
http://www.lawnandlandscape.com
http://www.greensearch.com
mailto:info@greensearch.com
http://www.vehiclewatch.com
http://www.jrhuston.biz
mailto:jhuston@jrhuston.biz
http://www.jasper-inc.com
http://www.evergreennurseryinc.net
http://www.chiefmountainfarms.com
mailto:fasanotrees@yahoo.com


S O F T W A R E L I G H T I N G 

BRITE 

m 
1 [DEAS 

5 W ft-WrtU^txt* 

This H o l i d a y S e a s o n 

I n c r e a s e m a r k e t s h a r e a n d 
a c c e l e r a t e o f f - s e a s o n r e v e n u e 

w i t h B r i t e I d e a s D e c o r a t i n g ! 

• m Ji 

S p e a k w i t h o u r t r a i n e d 
p r o f e s s i o n a l s t o d a y ! 

F R E E b u s i n e s s k i t & D V D ! 

888-200-5131 
w w w . s a y i t w i t h l i g h t s . c o m 

TurfGold Software 
Save time, streamline your business, and make 

more money with customer relationship 
management software for the green industry! 

FREE Demo Video at www.TurFGold.com 

Or call 800-933-1955 today! 

M A N A G E your B U S I N E S S 

the SMART W A Y . . . 

CLIP So 
• Schedules customer's jobs 

• Routes crews in best order* 

• Tracks employees 

• Finds your profitable customers 

• Can bill from QuickBooks* 

• Requires Microsoft MapPoint. 

w w w . c l i p . c o m • 8 0 0 - 6 3 5 - 8 4 8 5 

W E B D E S I G N E R S 

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. 

ADVERTISE 
TODAY 

Lawn & Landsape 
Classifieds 

T o A d v e r t i s e C a l l 
B o n n i e V e l i k o n y a 

8 0 0 / 4 5 6 - 0 7 0 7 x 5 3 2 2 

LMaÉcape 
• • • • • 

Explore the Light 
way to new revenue 
and profits from two 

proven business 
systems. 

X w ß o J f e 
M t ï ^ Î L Î " 

C ~ ] h r * s t m A s 
D e c o r 

w w w . C h r i s t m a s O e c o r . n e t 

Contact us today for 
additional information! 
1.809.887.9891 

I N S U R A N C E 

M.F.P. I n s u r a n c e A g e n c y , I n c . 
Insuring the Green Industry since 1986 

Applicators 
Industrial Weed Control 

Right of Way 

Hydroseeding Snow Removal 
Holiday Lighting Tree & Shrub Maint. 
Mowing & Maint. Landscaping 

Complete Range of Pollution Coverages 

New C o m m ' l A u t o P r o g r a m fo r L a n d s c a p e r s 
a n d M o w i n g & Main t . Se rv i ces w i t h VERY L O W 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.mfp insure.com 

Í N I T E T I M E 
^ ^ D E C O R 

Architectural & landscape lighting 
w w w . N i t e T i m e D e c o r . c o m 

http://www.sayitwithlights.com
http://www.TurFGold.com
http://www.clip.com
http://www.landscapermarketing.com
http://www.ChristmasOecor.net
mailto:matt@mfpinsure.com
http://www.mfpinsure.com
http://www.NiteTimeDecor.com


LIGHTING 

Holiday lighting with 

NO fees & 
NO contracts 

At Creative Displays, 
we offer only 

commercial-grade 
standard and LED 

Christmas lighting at 
wholesale cost, 

.with no contracts or 
franchise fees. 

V A * * . 

For a free copy of our 2009 catalog, contact: 
paul@creat ivedisplays.com 

8 0 0 - 7 3 3 - 9 6 1 7 

www.creat ived isp lays .com 

Become a Certified 
Holiday Bright Lights® Member 

866932-9363 
LET US SHOW YOU HOW OUR 
HOLIDAY DÉCOR SYSTEM 
W I LL MAKE YOU M O N E Y ! ! 

FACTORY D I R E C T 

H I G H E S T Q U A L I T Y P R O D U C T S 

N O L I C E N S E O R F R A N C H I S E FEES! 

• C O M P R E H E N S I V E T R A I N I N G 

m 
Mak ing S e a s o n s Bright 

S H O W R O O M S IN OMAHA. DENVER 
NEW YORK . C H I C A G O & H O N G KONG! 

www.HolidayBrightLights.iom 

DO YOU HAVE 
SOMETHING TO SAY? 

LETTERS 
the EDITOR 

Want to sound off on something you saw 
in this issue? Have an idea that you think 
would be worth featuring in next month's 

Lawn & Landscape? We want to know. 

Call or e-mail Nicole Wisniewski 
at 330-523-5382 or 

nwisniewski @ gie.net. 

Let us help 
you get the 
word out. 

T h e L a w n & L a n d s c a p e 
M e d i a G r o u p ' s 
r e p r i n t se r v i ce . 
L&L's reprint service provides a 
cost-effective, high-impact way to 
promote your company's products 
and services. Our professionally 
designed article reprints can be 
used as direct mail pieces, sales 
literature, training aids or trade 
show handouts. For even more 
targeted marketing, add your 
customized advertising message, 
logo, mission statement or other 
valuable company information. 

E-ma i l rep r in ts@gie .ne t 
t o learn more . 

mailto:paul@creativedisplays.com
http://www.creativedisplays.com
http://www.HolidayBrightLights.iom
mailto:reprints@gie.net


I Advertiser Website Page# RS # I 
Agrotain www.agrotain.com 121 87 
Allegis www.allegisgroup.com 87 57 
Alocet www.alocet.com 87 55 
Armada Technologies www.armadatech.com 129 102 
Bair Products www.bairproductsinc.com 116 81 
BASF www.betterturf.com 91 64 
Belgard www.belgard.biz 23 24 
Brite Ideas www.briteidea.com 112 78 
Brown Products www.brownproducts.com 94, 95 66,67 
Carl Black GMC www.carlblackgmc.com 118 84 
Carson by Oldcastle www.oldcastleprecast.com/ 15 19 
Precast Enclosure enclosuresolutions 
Solutions 
Coastal Metal www.downeastermfg.com 116 82 
Fabrication 
Coxreels www.coxreels.com 52 39 
Creative Sales www.acecap-medicap.com 85 54 
Cub Cadet www.mtdproducts.com 13 17 
Dan user www.danuser.com 38 31 
Deep Fork Tree Farm www.dftrees.com 8 13 
DeerPro www.deerprorepellent.com 89 61 
DeWitt Company www.dewittcompany.com 33 30 
Dimex www.edgepro.com 89 63 
Dixie Chopper www.dixiechopper.com 19 23 
Douglas Credit www.douglascredit.com 119 85 
Dow Agrosciences www.dowagro.com/turf 21,113 
DuPont www.proproducts.dupont.com 3* 11* 
Earthway Products www.earthway.com 128 99 
Exaktime www.jobclock.com 22 59 
Eye Lighting www.eyelighting.com 32 29 
International 
Fabriscape www.fabriscape.com 125 93 
Finn www.finncorp.com 108 74 
Firestone Specialty www.firestonesp.com 89 60 
Products 
Fisher Engineering www.fisherplows.com 97 68 
Gandy Company www.gandy.net 85 53 
GMC Truck www.gmc.com 5 
GNC Industries www.gncindustries.com 18 22 
Gras$$ Landscaper www.obexdata.com 52 40 
Billing 
Grasshopper www.grasshoppermower.com 2 10 
Green Applicator www. 125 94 
Auctions greenapplicatorauctions.com 
Hannay Reels www.hannay.com 110 76 
Honda www.honda.com 57 45 
Horizon www.horizononline.com 54 43 
Hunter industries www.hunterindustries.com 103 71 
Husqvarna www.usa.husqvarna.com 39,41 32, 33 
Hustler Turf www.husderturf.com 105 72 
Equipment 
Invisaflow www.invisaflow.com 87 56 

AD INDEX 
Advertiser Website Page# PS#| 

J.J. Mauget www.mauget.com 47 36 
lohn Deere www.johndeere.com 140 104 
John Deere www.johndeere.com S7, S15 

S23, S24 
46, 47 
48, 49 

John Deere 
Construction Products 

www.johndeere.com 117 83 

JRCO www.jrcoinc.com WÊÊÊÊÊÊÊË 41 
Kawasaki www.kawpowr.com 7,128 12,100 
Kwik Kerb www.kwikkerb.org 87 58 
L.T. Rich www.z-spray.com 122 88 
Lebanon Turf 
Products 

www.lebturf.com 49 37 

Little Wonder www.littlewonder.com 43 34 
Magna-Matic www.magna-matic.com 85 51 
Maruyama www.maruyama-us.com 93 65 
Mid-Am Trade Show www.midam.org 126 95 
MistAway Systems www.mistaway.com 124 90 
Morton Salt Company www.mortonsalt.com 9 15 
Novae www.novaecorp.com 127 96 
Ohio Turfgrass 
Foundation 

www.ohioturfgrass.org 83 50 

Oldham Chemicals www.oldhamchem.com 129 101 
Oly-Ola www.olyola.com 85 52 
PBI Gordon www.pbigordon .com 109,127 75, 97 
Pine Hall Brick www.pinehallbrick.com 115 80 
Primeraturf 
PRO Landscape/ 
DRAFIX 

www.primeraturf.coop 
www.drafix.com 

111 
101 

77 
70 

Quali-Pro www.quali-pro.com 45 35 
Rain Bird www.rainbird.com 139 103 
Real Green Systems www. realgreen .com 120 86 
Reina, Bates & 
Kowalski 

www.reinalaw.com 123 89 

RND Signs www.rndsigns.com 14 18 
SePRO www.sepro.com 107 73 
Sidewalk Sleever www.sidewalksleever.com 125 91 
Sprayer Parts Depot www. sprayerpartsdepot .com 18 21 
The Highmark Group www.highmark.com 17 20 
The Small Business 
Group 

www.thesmallbusinessgroup. 
com 

89 62 

Tilton Equipment www.tiltonequipment.com 25* 25* 
Toro www.toro.com 53, 55 42,44 
Tree Tech www.treetech.net 125 92 
Microinjection Systems 
Turbo Technologies www.turboturf.com 8 14 
U.S. Lawns www.uslawns.com 100 69 
Visual Impact 
Imaging 

www.visual i m pacti magi ng. 
com 

37 26 

Walker www.walkermowers.com 51 38 
Weisburger Insurance 
Brokerage 

www.weisburger.com 112 79 

Western Products www.westernplows.com 10-11 16 
* Denotes regional advertising 

F R E E I N F O R M A T I O N F A S I ! Lawn&landscape 
Go to www.lawnandlandscape.com and click the "READER SERVICE" button. 
Choose the reader service number of the product(s) that interest you. 
Receive an e-mail or phone call from a company representative. 
Copy this page, circle the number of the product(s) you're interested in and fax it today to 
330/659-4043, attention Reader Service Department. 

Or, fill out the product 
inquiry form with 
the reader service 
numbers found on 
each advertisement. 
Mail the form to: 
Lawn&Landscape, 
4020 Kinross Lakes 
Pkwy #201, Richfield, 
OH 44286 or fax it to 
330/659-4043. 
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reader service number found in each advertisement. 
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THIS WAY OUT III A fresh take on business 

FAKE OUT 
As climate change accelerates, scientists keep coming 

up with increasingly fanciful schemes to fight it. The 
latest comes from a study by the Institute of Mechanical En-
gineers reporting forests of artificial trees could potentially 
soak up carbon dioxide. 

According to the study, 100,000 synthetic trees spread 
across the U.K. could remove the C02 emissions of all 
cars, trucks and buses in the country. The trees, which are 
two-thirds as tall as average wind turbines, are coated with 
materials that absorb C02. Once the trees capture carbon 
dioxide, it can be stored underground in empty oil and 
natural gas reserves. 

The plan isn't cheap or problem-free - each tree costs 
$24,313. And what happens to the stored C02 in the event 
of an earthquake? 

Can fake trees really be more efficient at capturing 
C02 - and as aesthetically pleasing - than those pesky 
real trees? Tell us what you think. Send a note to 
nwisniewski@gie.net or call 330-523-5382. You 
can also sound off on our online forum at www. 
lawnandlandscape.com/forum. 

IF Y O U ' R E HAPPY A N D Y O U K N O W IT... 
Business owners outrank 10 other occupational groups in 
overall well-being, based on a September Gallup survey of 
more than 100,000 working adults. The survey measured 
contentment, emotional and physical health, job satisfaction 
and overall life quality. 

Business owners may seem unlikely winners, consider-
ing half of the nation's full-time small businesses typically 
fail within five years of start-up (and considering that rate's 
risen in the recession). They are also more likely to work 
extremely long hours than people in any other occupation 
group, other Gallup research shows. 

However, "despite the recession, it still pays to be your 
own boss," says Frank Newport, editor in chief of the Gallup 
Poll. The survey, adds John Howard, director 
of the National Institute for Occupational 
Safety and Health, "reaffirms my view 
that the more control you have over 
your work, the happier you are." Q A 

LESSONS 
From other industries 

Air Support 
"Unless all employees are fully engaged and 
empowered to solve problems, you'll never be able 
to think your way out of a financial morass," say Cyndi 
Laurin and Craig Morningstar in their book The Rudolph 
Factor. The authors use the holiday character Rudolph 
the Red-nosed Reindeer as an analogy to share 
lessons The Boeing Co., one of America's oldest aircraft 
manufacturers, learned about innovation - lessons that 
can be applied and replicated in any business. 

Rudolphs, explain the authors, are the 10 percent of 
any organization's people who are agents of innovation -
people who can shine the light exactly where a company 
needs to go. Since they tend to identify causes of 
problems (rather than symptoms), they generate 
sustainable solutions more quickly and efficiently than 
their counterparts. 

Here are a few of the book's insights: 
1. Company leaders must be more participative than 

autocratic. Once you give up your illusion of control, more 
ideas will percolate from the ground up. 

2. Learn to recognize Rudolphs. They spend time 
involuntarily thinking about things they are most 
passionate about; acquiring the capabilities to manifest 
their thoughts into reality and taking action. 

3. Identify and meet your Rudolphs' needs. Boeing 
provided theirs with an outlet to share ideas, protection 
from their direct manager and ill-willed peers 
(because Rudolphs are commonly seen as a threat), 
permission to take risks and share unconventional 
ideas, access to collaborative teams including non-
Rudolphs, and the ability to execute their ideas. 

4. Put systems in place to encourage innovative 
thinking. Boeing's Creative Edge Program, designed 
to make the C-17 cargo aircraft more affordable, 
paid employees for their cost-saving ideas. In return, 
employees have generated more $90 million with their 
ideas over the past decade and continue to impact 
the bottom line in significant ways. Every year, hundreds 
of employees contribute their innovative ideas and are 
awarded from $50 to $250 per employee plus 1 to 2 
percent of the first year's net savings. "The prospect 
of earning some extra money tends to sharpen and 
refine the creative process, which results in better 
conceived, more workable ideas," Morningstar says. 

Rudolphs are already lurking somewhere on the 
sidelines at your company, waiting for you to find the 
on switch that illuminates their guiding beacon. That's 
great news for cash-strapped companies that can ill-
afford to hire expensive superstars. 

mailto:nwisniewski@gie.net


Now save up to 25% on the proven performance 
and du rab i l i t y o f Rain Bird nozzles. The right nozzles 
make all the difference. Known for industry-leading reliability, 
our MPR, VAN and U-Series Nozzles aren't just right for the 
job—with new, even lower list prices—they're right for your 
budget. Paying even less on the nozzles more contractors 
trust. That's The Intelligent Use of Water.™ 

Rain Bird® 
MPR Nozzles 

Save more than 20% 
over 2008 Rain Bird 

list pricing. 

Rain Bird 
2009 List Price 

Rain Bird® 
VAN Nozzles 
Save 25% over 
2008 Rain Bird 

list pricing. 

Rain Bird 
2009 List Price 

TALK TO YOUR 
SALES REP OR 
DISTRIBUTOR 

Rain Bird® 
U-Series Nozzles 

Save nearly 25% 
over 2008 Rain Bird 

list pricing. 

Rain Bird 
2009 List Price 

See how much you'll save at 
www.rainbird.com/savings 

A job well done 
and savings 
well deserved. 

That's intelligent. 

RAiN^B/RD 
lawnandlandscape.com/reader service #103 

http://www.rainbird.com/savings


Time is limited, so see your John Deere dealer today. 

'Offer ends 10/30/2009. Offer excludes the new Z900 Series Z-Trak Pro Series. Some restrictions apply; 
other special rates and terms may be available, so see your dealer for details and other financing options. 
Prices and model availability may vary by dealer. Available at participating dealers. Subject to approved 
credit on John Deere Credit Revolving Plan, a service of FPC Financial, f.s.b. Payments will be based on 
36 equal payments at 0% APR. No down payment required. A $1.00 per month minimum finance charge 
may be required. Upon default of your account, the interest rate may increase to 19.8% APR. 

95779 

J O H N D E E R E 

JohnDeere.com 


