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There's business out there.
Get more of it. Guaranteed!

Maximize your chances to
win that new landscape or
renovation project using the
most complete landscape design software
available. PRO Landscape will help you
communicate your designs with stunning
photorealistic 3D images, easily create
accurate 2D and 3D CAD drawings and
automatically generate professional
proposals. We guarantee you'll sell,

plan and bid better than ever before,

or we'll give you your money back.

“I've won every bid when I've
usec{BHq LAndscape.” |

Aron ﬁ(»f!ﬁmn Groundskeepers Landscaping, Inc ‘
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VISUAL DESIGNS THAT SELL PROFESSIONAL PROPOSALS ACCURATE SITE PLANS
Excite customers with photos of Show your professionalism Easy-to-use CAD lets you
their home with recommended with complete, polished quickly develop detailed,
landscaping in place. proposals prepared in seconds. accurate site plans.
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drafix software. inc.

PR L ., 800-231-8574 o«
an scape prolandscape@drafix.com
The Standard in Design Software for Landscape Professionals! i

prolandscape.com SELL BETTER * PLAN BETTER « BID BETTER
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SEE RESULTS Y

\ mﬁeﬂt@d oo Treated

Visual results in 24 hours and dead clover in as little as a week.
That's the kind of performance you can expect from a precision
product like SpeedZone.

University tests, field trials and turf managers have demonstrated
consistently fast control of tough weeds such as clover, plantain,
ground ivy and spurge. And dandelions are blown away!

Get your weed control program on the fast track with
SpeedZone® Broadleaf Herbicide for Turf.

Low odor Rain-fast in 3 hours
Excels in cool-weather Reseed in 2 weeks G

PbI /cordon
corporation

An Employee-Owned Company
800-821-7925 * pbigordon.com
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IT’S GOT MOVES

...And a Whole Lot More!

Easy to Ergonomic
use speed handles
control bar reduce fatigue

NEW
FS Series
Kawasaki 16 - 20
HP Engines

Smooth operating Brake control
easy reverse assist bar

technology

Finally - a WALK-BEHIND that Thinks it’s a Zero-Turn Mower.
BOB-CAT"... PATENTED HYDRO 2-CONTROL MACHINE

with Features You Demand like:

Fully Dampened Operator Controls with Built-in OPC
DuraDeck™ - The Choice for Professionals
No Levers to Squeeze - No Bails to Hold
“On the Fly” Tracking Adjustment

Easy to Learn, Easy to Use, EASY ON YOU

Exactly What You Need™ L B

w w w . bobecat t urf. com
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MY Turf

CHUCK BOWEN
Managing Editor

It’s not rocket science

n 1964, two astronomers working for Bell Labs in New Jersey wanted to make a

detailed map of the Milky Way. So, they built a powerful radio telescope to record
sound waves from deep space.

But they kept getting static — like an AM station that is just out of range. They
thought the disruptive noise was coming from nearby New York City, but the sound
didn’t get any louder when they pointed their receiver right at Manhattan. They
thought it might be the pigeon droppings that so often covered the roof of their
building, but it didn’t get any better after they scrubbed it all off. For years, they
worked on their research, putting up with this constant static.

A year later, the astronomers - Arno Penzias and Robert Wilson - called one of
their colleagues and, in passing, told him about the problem. Their colleague was
Robert Dicke, a nuclear physicist who was trying to learn more about a new thing
called the Big Bang theory. He immediately realized that the static the two men
were hearing wasn't static at all — it
was radiation left over from the
beginning of the universe. ‘

Penzias and Wilson went on to
receive the Nobel Prize for physics
in 1978.

Recently, researchers at Stanford
University studied how scientists
work, and have learned how the guys
in lab coats find success after several
miserable failures. They:

« ask questions of people outside
their usual circle of colleagues;

+ are open to ideas that go against traditional thinking; and

* learn from those failures

The trick is tricking your brain, which naturally wants to blame outside factors
for events or ideas that don’t jive with what you already think.

You're not rocket scientists, astronomers or physicists, but I'd bet you're all pretty
smart. Smart enough to know you need someone - or some people — who don't
work for you, aren't related to you and can give you honest feedback on your ideas,
both good and bad. This could be a formal advisory board, or a group of colleagues
from outside the industry who get together for a few beers on Fridays.

In late December, I attended Agrium Advanced Technologies’ Green Industry
Grad School in Sylacauga, Ala., where nearly 50 landscape contractors and lawn
care operators learned about new products and better ways to run their businesses.
It was a ready-made opportunity for them to learn from some of the best companies
they don’t compete with in the industry.

Traveling can be disruptive to your business and expensive. You have to leave your
people and spend valuable hours or days away from your operation. But, taking the
time to network, spitball ideas and learn will pay great dividends for your company
as 2010 unfolds. It's not rocket science, just good business. (L

The trick is
tricking your brain,
which naturally wants
to blame outside factors
for events or ideas that
don’tjive with what you

already think."
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9 out of 5 lawn experts
recommend QuikPRO® herbicide.

The fastest weed control you can get
with visible results within 24 hours.

QuikPRO®, powered by Roundup Technology”,

gives you fast burndown results with an easy-to-mix,

water-soluble granule. All it takes is one try to see g

why it’s the choice of lawn pros everywhere. Cuilk pr\;o

To learn more, visit RoundupQuikPRO.com eimde g
Pull A Fast One On Weeds.

QuIkPRO for Quick Action.

24 WOURS

AYS READ AND FOLLOW PESTICIDE LABEL DIRECTIONS. QuikPRO
"RO and Design”, Roundup™ and Roundup Technology” are registered
marks of Monsanto Technology LLC. ©2010 Monsanto Company.
35-5-FP-L&L-2-10)
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READERS’ Forum

FAUX TREES FAIL TO IMPRESS

Editor’s note: In October, we ran an item

in This Way Out about an Institute of

Mechanical Engineers study that reported
forests of artificial trees could help se
quester CO..
What do you think? Send your comments

Readers weren’t impressed.

to Managing Editor Chuck Bowen at cho
wen@gie.net,

[ don’t know where to begin on how
insane this is. $24,000 for an artificial
tree? Plant a real one for a couple hun
dred dollars and invest a couple hundred
more in some simple maintenance and
$23,000. Whatever these are made
of it's going to take energy and resources

save

to build them. This coating that absorbs
cO
completely neutral, it doesn’t contribute

- what else does it do? Even if it’s

anything to the environment. Anything
you build needs maintenance. How long
will they hold up without a recoating of

ﬁ@.’a“

BEFORE...

w 849- LAWNCARE
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Signs include plastic stake!
Available in several sizes...
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sh nb"
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this CO -
what happens to the ‘stored’ CO, is good,

eating stuff? The point about

but way down on my list of reasons that
this is unbelievably dumb.

I'rees do the same thing and add
habitat, shade, water conservation — the
list goes on and on. Another example of
man thinking he can do something bet-
ter than nature. One thing 35-plus years
of landscaping has taught me is that you
can't fight nature for long. And if you go
along with her, you'll be way better off
and way less frustrated.

Karen Morby, estimator and arborist

Robert Ebl

Carol Stream, III.

Well, let’s see.
synthetics generally involves heat (de-
rived from fossil fuels) and then there
is shipping and installation (more fossil
fuel). So right off the bat, you are add-
ing to the carbon problem. Then there

"‘@’

Attention Previous Custome

Enjoy A flealthier, We

2010 Marketing P

Save Adkifomall!

| Door Hangers * Brochures = Mails

‘Flyers * Newsletters * Presentat
‘i

The manufacture of

is the monetary cost: Let’s say we can
plant a real tree for $100. So we could
plant 240 real trees for the cost of one
fake. Would one fake tree absorb more
carbon than 240 real ones? Then you say
we could put the fake tree underground
in the voids from oil and gas production.
That sounds like an engineering feat in
and of itself, plus would require more
shipping and processing.

Carbon scrubbers that have been in
use for decades in the space program.
Why not simply place scrubbers on top
of downtown buildings to deal with the
problem where it is most needed?

[ have never seen any man-made ob
ject that is actually more pleasing than
the day to day show provided by nature.
Might as well build a fake sunset.

Paul Dowlearn, owner
Wichita Valley Nursery
Wichita Falls, Texas

od Free Lawn. . Guaranteed

542-463-4400

Great Promotional Ideas at www.RNDsigns.com « 1-80
Call today for our catalog, marketing planner, “How-to” marketing handbook and samples

*Save 10% (mmudurﬁnp packages cunsisting of 3 or more markiting products. Offer expires 123109
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“By shifting my weight,
| can harness the full =
power of this machine.”

SITAND UP AND PERFORM

troducing the new Wright Stander” ZK".

stability and control, you can go the distance. Tackle

nQing terrain with absolute ease, Introducing a new force
waintenance that let’s you do it all—the 31 hp Wright
der ZK. With cut speeds of up to 14 mph, you'll blow any

id-mount Z out of the water on jobs big and small

xperience the advantages of standing.
lide Wright.

heck out our Seasonal Buying Progra
Dr big savings!

ave 11% off MSRP January 13 - : L R
ebruary 23rd, 2010. N T . THEWRIGHT WAYTOMOW

isit www.wrightmfg.com for more info o4 e P v W rlght
For more information, call 1.301.360.9810 or find our dealer locator at www.wrightmfg.com
c

ommercial products
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Landscape contractors know the im-
portance of a beautiful green space.
Healthy plants and aesthetic appeal
help drive business and create profits.
But how do you combat the increasing
stresses placed on these plants through
environmental and human factors?

That is exactly what Bayer Environ-
mental Sciences and North Carolina
State University aim to answer.

PARTNERING FOR THE FUTURE. Professor
Tom Rufty of North Carolina State Uni-
versity is passionate about plants. As a
result, his research team has partnered
with Bayer Environmental Science dur-

are studied to dsbrmm diffemﬂl
chemicals’ effects on heat stress.

Where Beauty and Sustainability Meet

Industry and education meet to face environmental challenges in hopes of
ensuring sustainability and plant health for the future. By HEATHER TUNSTALL

ing the past several years in an initiative
to increase plant health and stress toler-
ance in maintained green spaces.

Rufty is the newly named professor
of sustainable development and current
director of the Center for Turfgrass En-
vironmental Research and Education.
He is also a professor of environmental
plant physiology at the Department of
Crop Science at NCSU. Dr. Rufty and
his team have worked with Bayer to
research the effects of certain chemi-
cals on turfgrass and other plants in
an effort to find practical solutions to
environmental issues.

The Plant Health Initiative focuses on

And no other choice will have more
productivity or reliability.

Intermediate
» Stainless Steel Construction

* Hydraulic Drive Hopper

#16 lawnandlandscape.c«
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*50' Hose Reel

Junior
b Junior-36

*GPS Speedometer
*16 HP Vanguard Commercial «Constant By-pass Agitation

»Locking Caster System

ym/reagerservice

the consequences of population growth,
industrialization and limited resources,
and these factors’ effects on a sustain-
able environment. With the additional
stress of climate change, green spaces
need to have the ability to accommo-
date future situations and thrive in an
environment 10, 20 or 100 years from
now. To do that, Rufty's team has been
measuring positive and negative envi
ronmental factors to determine where
plants need that little extra boost to
flourish in difficult settings.

THE IDEAL SPOT. Disease, heat stress
and water stress are three main fac-

Jrc

Do more with your mower!

Heavy-duty Attachments
for Commercial Mowers

Spring Clean-up
Attachments

Electric
Broadcast
Spreader

Tine Rake
Dethatcher

Call for Dealer 800.966.8442
B
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wetalkaboutplan health.wearetalk
ing about a healthier plant above and
“below ground.”

North Carolina is an ideal location
for experimenting in a variety of condi-
tions. As the mid-point between North
and South, the area allows for tests

during both warm and cool weather
conditions. Warm-weather grasses are
placed under stress during the cooler
months, and cool-weather grasses and
plants are under stress during warmer
periods and the effects are measured for
each, giving the research team a variety
of plants and situations to study.

Dr. Richard Rees. product development
manager, fungicides and plant health at
Bayer Environmental Science, explains the
benefits of using chemicals 1o increase
plant health and sustainability.

FINDING THE FACTS. According to Rufty,
lawn care products are necessary to
reduce heat and water stress and dis-
eases.

His team has experimented with
fungicides, and has found that there is
increased tolerance for plants and tuf-
grass in stressful situations with the ap-
plication of these types of chemicals.

LEIT-2°

2-station ambient light powere >C
operates up to § irollers or ’4“ Vo .No
and no AC power needed therefore dramatically
increasing versatility.

Intelligent Irrigation Solutions
800.322.9146 www.digcorp.com

niroller

Through an mdoor research center
and 24-acre outdoor lab at NCSU,
research is continuing to find the op-
timal methods of combating insects
and environmental stresses, thereby
creating the means for sustainable,
healthy plants.

Bayer's Clayton, N.C., facility is
home to the majority of the research for
this program. Over 50 types of cultivars
are used in experiments to determine
methods of sustainability under myriad
stress situations.. L

The author is web content manager for GIE Media
Send her an e-mall al htunstall@gie.net

Economic Versatile Green
Handset
Qive wire runs

IRRIGATION PRODUCTS
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Since the launch of the first van in 1896, Mercedes-Benz
has set the standard for commercial vehicles. And now,
the worldwide leader in commercial vans is arriving
stateside with Best-In-Class” cargo capacity, payload
capacity, and interior standing height. Say hello to the new

2010 Mercedes-Benz Sprinters at MBSprinterUSA.com.

Vehicles shown may include optional equipment

*Based on a comparison of the Automotive News classification of full-size commercial
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Mercedes-Benz
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Knowledge Is Power

Attendees at the annual Real Green Systems conference learned
the importance of a strong sales and marketing program.

BY CHUCK BOWEN

About 350 lawn care contractors gath-
ered in Florida in early January for the
annual Real Green Systems users confer-
ence and trade show. They learned best
practices for the company’s software,
and how to bolster their company’s sales
and marketing efforts.

A MARKETING UNIVERSE. Joe Kucik,
president of Real Green Systems, told
conference attendees that they should
try to build what he calls a marketing
universe when gathering information
about their customers. Kucik, who also

operates a Scotts LawnService franchise

the trailers it offers.

The Specialty Transport series of trailers offers great
flexibility with I-beam construction and 82" between
fenders with the deck made from 2" nominal bolted oak

The Hydraulic Dump series of
trailers are designed to meet the
most demanding requirements
They feature heavy duty construction
with a 7 GA floor & a 10 GA steel box
with capacity from
1.4 Cu. Yds to

4.3 Cu. Yds L

www.redihaul.com OAED /e\ Y~

e
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TRAILERS BUILT FOR THE

LONG HAUL

Redi Haul Trailers prides itself in
the quality and durability of

TRAILERS INC. 1-800-533-0382

1205 North Dewey + Fairmont, Minnesota 56031

in Holt, Mich., says the more owners
and salespeople know about their cli-
ents, the more successful they’ll be.

“The more information you have on
each prospect, the easier it is to sell that
prospect service,” Kucik says.

Priced offers sell better than a post-
card that just introduces your company
to homeowners, he says, adding that
he’s found success offering a free grub
control service with new contracts.

“Grub control is a powerful thing in
Michigan, because people know grubs
are a problem,” he says. “When it comes
to marketing, don't bother doing any-

varpaeenl

L

ECHO

Ask Any Pro!

thing if you don't have a strong offer.”

He promotes a strategy he calls one-
step sales: When a prospect calls after
receiving one of his postcards, his phone
reps are trained to immediately offer
them an estimate and a deal for a yearly
contract. They don't wait for a salesper-
son to go out and measure the property
and then offer an estimate,

DOOR TO DOOR. With the advent of the
National Do Not Call Registry, com-
panies need a way to supplement their
once-profitable telemarketing opera-
tions. Ken White, manager of license
operations for Real Green, says a well-
run door-to-door program can generate
customers for less than $60 each.
White, who also works at Kucik's
Scotts franchise, detailed his door-to-
door program. He hires college students
from nearby Michigan State University
- mostly women — to knock on doors

ECHO gives you...
THE EDGE!

ECHO Bed Redefiner’

The revolutionary BRD-280
Bed Redefiner now allows
landscapers to perform routine
flowerbed and garden edge
mointenance without the

bulk of wheeled machines

or'the fime consuming,
hord work associoted
with the use of shovels.
It’s also significantly
less expensive.and Poe
gasier fo use than a

wheeled unit.

Unigue,
6 -Finger
Blode Desig

Pending

See the product

: in action, visit

www.echo-usa.com/brd
Visit www.echo-usa.com

or call 800.432.ECHO

1o find your neorest dealer
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in teams for a 12-week period
that starts about a month be-
fore the beginning of produc-
tion. The teams focus on a
pre-determined area seven
days a week and earn $7 per
verified lead.

He suggests hiring a supervi-
sor — usually a salesman who
canimmediately work leads as
they come in — for the teams.
‘If you don't, it's not going to
happen,” he says.

] h(' canvassers tocus on lll('
area around the company’s
office, which saves on gas.

lhey go out in the company’s

Pern

are home, eight percent will
want an estimate, which
comes out to about 2.4 leads
per hour. In all, White says,
he spent just more than
$48.000 on the effort.

“That's the key to door-
knocking: Get them out of
the house. If they're talking
through the screen, you've
lost,” White says. “Once you
get them out on that lawn,
you've got ‘em.” |

trucks, since they're already branded, rent clients estimates.

White, who devotees 25-30 percent * '”2

and everyone working gets company
shirts, hats and jackets, etc, White also  of his marketing budget to canvassing,
suggest that you tell canvassers who in  gets half of his sales from the effort, He

the neighborhood is already an active  says a team of door knockers can visit

customer, so they don't offer your cu 500 homes per shift. If half the people awnandlands

Keep Control with DROP-N-LOCK™
DROP-N-LOCK™ SECURITY

* Vandal resistant drop in “locking mechanism”
¢ Prevents unauthorized water usage

* No hardware to lose or locking tool needed

¢ Ability to retrofit existing boxes in the field

New automatic security for Irrigation Valve Boxes

The new DROP-N-LOCK tamper resistant locking device is the most innovative
in the industry. It provides peace of mind for your irrigation system.
Available in a variety of sizes.

1 Oldcastle Precast’

Enclosure Solutions

(800) 735-5566

oldcastleprecast.com/enclosuresolutions
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TCIA and PLANET
discuss unification

The Tree Care Industry Association (TCIA) and PLANET recently
met for two and a half days in Baltimore to examine the possibility
to combine the two groups.

Bill Hildebolt, PLANET president, said the two associations have
been in talks since 2004, when the Associated Landscape Contrac-
tors of America (ALCA) and the Professional Lawn Care Association
of America (PLCAA) merged.

Talks intensified about a year Q2
ago, and have been “serious” .
since then, he S,ald‘ b TREE CARE 'l:lc;).l’J,S.T"RcY‘:SSOCIATION

“One organization is not ESTABLISHED 1938

acquiring the other. This is a

unification,” says Terrill Collier, ? MNET
chairman of the board of TCIA’s ‘ L8535 Loncionss AL

directors. “We're designing this
new, unified organization from scratch with that question in mind:
How can we make this a better world for our members?”

TCIA has membership of 2,000 commercial tree care firms and
suppliers; PLANET's membership is 3,500 landscaping companies.
A combined membership would total about 4,000, Collier says.

“Our core purpose is to advance the professional greencare in-
dustry. That includes people that do lawns, landscape contractors,
interior plantscapes (and) arborists. We're going to have a much
greater impact together than we are apart,” Collier says. “We want
to have a more unified voice representing the green industry. We
want to build value for our members. We're really going to have
more of a voice in government and regulations and our government
relations. The more members you have, the better your voice is
going to be heard.”

Both Hildebolt and Collier stressed that the two associations are
still in talks; no formal decision has been made nor a timeline set
to combine them.

“It's a process that’s going to happen over the years. It has to
gestate,” Hildebolt said. “This is a big deal, this is a big undertak-
ing. This is going to be even larger (than when ALCA
and PLCAA combined). ... What you come up with
is going to endure for years and years out.”

In the past few years, PLANET has dabbled in
combining with other green industry groups. In 2006,
the Green Industry Expo and the International Lawn
and Garden Power Equipment Expo shows merged
to form the annual GIE+EXPO.

And the association was in talks a few years ago
with the American Nursery and Landscape Associa-
tion (ANLA), but the partnership was voted down by
PLANET's board.

Hildebolt said PLANET isn't in unification discus-
sions with any other industry associations. - Chuck Bowen

Collier

Hildebolt
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y thing better than owning a new ZTrak™ PRO 900 is
2 with this terrific financing. However, unlike a ZS00,
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GIE Media’s

Horticultural Media Group.

Horticulture Group | _
announces pfomOtionS tional sales manager of Greenhouse

Management & Production, Nursery Man-
RICHFIELD, Ohio - GIE Media has pro-  agement & Production and Garden Center
moted Jim Gilbride and Chuck Bowen magazines, leading business-to-business

> Need a HydroSeeder* but you're uneasy about
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 paddie
‘agitation to quickly mix the thickest slurries:
and direct-drive pumps for greater discharge

4 )
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to management positions within its

Gilbride has been promoted to na-

magazines serving the
nursery, greenhouse and
garden center markets.
GIE Media acquired the
publications in 2008.
Gilbride joined GIE
in 2004 as a sales repre-

sentative for Commercial
Dealer magazine, and
in 2005 promoted to an
account manager posi-

‘.A

tion for GIE's PCT Media  Gilbride
Group. This most recent

promotion acknowledges his strong

sales and marketing abilities.

Bowen came to GIE Media in 2007
as an assistant editor for the PCT Media
Group, and was promoted to associate
editor of Lawn & Landscape magazine in
2009. His recent promotion to manag-
ing editor of Lawn & Landscape maga-
zine is acknowledgement of his strong
journalism and management abilities.

“Chuck and Jim have demonstrated
their exceptional abilities and high
degree of personal commitment to pro-
fessional standards, and we're delighted
to award them with these increased
business management responsibilities,”
says Chris Foster, president and COO
of GIE. “These two individuals are a
delight to work with and we feel are
wonderful examples of the best young
professionals in the media industry to-
day. We're honored to have them both

on our corporate team.”

The Horticulture Group comprises
printand digital editions of Lawn & Land-
scape, Nursery Management & Production,
Greenhouse Management & Production,
Garden Center and Golf Course Industry
magazines, as well as the leading Web
sites and newsletters serving the group’s
magazine title portfolio. GIE is the lead-
ing media company serving all five major
professional horticultural markets.

Want even more news from Lawn &
Landsc ? Sign up lor our weekly
e-newsletter, packed with industry
information and delivered right to

your inbox every Tuesday. Sign up
al www.lawnandlandscape.
com/Newsletters.aspx.
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SPREAD IT@ FORGET IT

for greener turf all season long




SPREAD IT g% FORGET IT

When you compare fertilizers,
you’'ll see there’s no comparison.

To clearly illustrate the cost-savings and other advantages
of Spread it & Forget it”, an easy-to-use interactive savings
calculator was created to walk you through some impressive
numbers, Check out this user-friendly tool online at
SpreaditandForgetit.com, and discover the potential savings
for yourself.

Typlcal FOUR Appllcatlon Program = 5120 00

) square foot lawn fertilized with

v release at 4 |bs, total N per 1,000 sq./ft. per

Labor/overhead costs: 52.00 per 1,000 or

square foot lawn |

ATION at 2.

0. Labor/overhead costs: $2.00 per |,

TOTAL SAVINGS = $35.00 (5e 10000 sa. 1t tawen
Let’s say you treat 500 lawns per year, that translates into
$17,500 in savings! Now that’s a fertilizer you can apply to
your bottom line.

“\ith one application, Spread it & Forget it provided
sustained and consistent green color without surge
growth for the entire season. Our customers were so
happy with the color that we didn't receive callbacks,
which eliminated repeat visits.”

l.mn Care Company Preside

How it works.
The key to the steady nutrient release of Spread it & Forget it is
an innovative micro-thin polymer coating on the DURATION CR
Controlled-Release Fertilizer granules. Water passes through this
polymer membrane and dissolves the nutrients inside. When
activated by temperature, the dissolved nutrients pass through
controlled
predictable rate. That steady, long-lasting release enables one
application of Spread it &

the membrane straight to the root zone, all at a

Forget it to continually and consistently
meet turf’s nutrient demands for six months or longer

Because the nutrient release depends on temperature, it isn't
affected by rainfall or irrigation. There’s no need to worry about
growth flushes or nitrogen runoff from excessive moisture, The
membrane coating is also very durable, so the granules stand

up to rough handling

Do more with less. Add up the benefits of a single,
long-lasting fertilizer application.

Less labor
of four, five or six—and save money on the labor associated
with multiple trips. Even if you don't eliminate trips, you'll save
the time and labor costs specifically associated with spreading
fertilizer and cleaning up hardscapes

Make one fertilizer application a season instead

Less nitrogen
two to three pounds of nitrogen per 1,000 square feet is all you
need to keep turf lush, green, and healthy for six months or more

Use up to 40% less total nitrogen per year. Just

Less clippings +++ Avoid growth flushes from the sudden release
of nitrogen typical of ordinary fertilizers. Use less fuel and save
money on mowing costs and clipping disposal.

More satisfied customers --- Whether your customer is a
demanding homeowner, a commercial client, or the local soccer
league, rest assured you'll get compliments about the great-
looking turf

More environmentally friendly
polymer coating gradually meters nutrients directly to the
turf which minimizes potential losses to the environment,

The advanced generation,

atmosphere or groundwater

| haven't had to fertilize again since | spread it in the spring
and the yard is still as green in December as it was in May—
the color has not changed one bit. With just one application,
instead of the normal six, Spread it & Forget it really saves on
labor. I'm amazed at how long Spread it & Forget it lasts.”’

eneral Manager

Lawn Care Company

Temperature-Controlled Diffusion
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SpreaditandForgetit.com

What’s in it for my customers? Lawn Care Professionals who have used it

Your customers get beautiful, green turf, without the typical think you should, too.

peaks and valleys of growth associated with standard fertilizer In independent testing, Spread it & Forget it one-application
programs. Plus they will have fewer unsightly clippings to fertilizer consistently works as promised. In real-world

deal with, which is great news when it comes to mowing, no situations, over 100 turf professionals across the country
matter who handles it, you or your customer. You'll find that trialed the product. Participants included commercial and
most customers will appreciate the environmental benefits of residential lawn care contractors, sports turf and institutional
applying less nitrogen by using this unique new technology. turf professionals, and other turf managers

As you know, multiple applications have a higher risk of excess

: The results of that 2009 trial program were overwhelmingly
nitrogen leaching into the environment. Controlled-release

8 HRIA 2 positive, After trying Spread it & Forget it, almost every turf
Spread it & Forget it one-application fertilizer releases nutrients =

= yrofessional said he would be very interested in using it again.
so efficiently, you will effectively deliver more fertilizer directly F S \ Y 8589

to the turf roots with less threat of nitrogen runoff and The test group rated it strongly for promoting
Jrouncwates contamination, healthy, green turf while saving on labor and fuel
It's common for your customers to see you fertilize four to six costs associated with multiple trips. Even more
times a year. However, many customers are willing to pre-pay for impressively, 95% of them said they would

an annual service and are interested in using new technologies
that will help protect the environment. As long as your
customers get beautiful, green, healthy turf, they will be happy

recommend Spread it & Forget it to a friend or
colleague.

“'with just one application in the spring, the turf still “Spread it & Forget it is a one-time deal that lasts. The turf
looks beautiful after all these months. Plus, using just stays green longer. For athletic fields that aren’t in season
one application is better for the environment. Spread it until spring, you can put nutrients on prior to the playing
& Forget it has blown me away; it's the gift that keeps on season and not have to worry about it.”/

giving. Il use it for all of my customers.”’

Athletic Field/Lawn Care Company General Manger
Landscape Company Owner Pasadena, MD

What’s in the bag?

When you see the Spread it & Forget it brand, you'll know it is the

Don’t forget
the crabgrass

highest quality. Only top blenders and distributors have been control.

selected to produce and deliver these products. Each Spread it &
Forget it blend is built using several DURATION CR* technologies
along with small amounts of ammonium sulfate and potash

to ensure balanced, smooth nutrient delivery throughout

We know fertilizer is just a
small part of what you do.
That's why we've developed
Spread it & Forget it blends
with popular pre-emergent
herbicides like prodiamine
and dithiopyr. That makes
your job even easier and
more efficient, adding to
your savings of time, labor,
and product costs.

the growing season. Special formulas have been developed
specifically for northern and southern climates.

DRIVEN BY

DurationCr.

Controlled-Release Fertilizer

SPREAD iT. FORGET IT




Spread it & Forget it with DURATION CR
saves, time, money and the environment:

Make only a single application for green, healithy turf all season
Available with or without pre-emergent crabgrass herbicides
Save time, money and fuel by eliminating trips

Spend less on fertilizer during the year

Reduce your total annual nitrogen by up to 40%

Lower the risks of nitrogen leaching

Minimize problems from surge growth

Add hours to your week by fertilizing less often

Give yourself a competitive edge

Increase your savings and profits!

SPREAD FERTILIZER ONCE, NOT FOUR TO SIX TIMES.

March Apr May June July Aug Sept
Spread it )
& Forget it g >
% 1 . \ -
Ordinary ‘?‘ W W W
Fertilizer g0 §°+° P 21 " §°9

For more details, ask your fertilizer distributor about Spread it & Forget it
DRIVEN BY DURATION CR. Or contact us directly at 888.757.0072 or at

SpreaditandForgetit.com.

“Duration

Because Spread it & Forget it is committed to protecting and preserving our environment, the products all
support The Fertilizer Institute 4R system, a new science-based approach to best fertilizer management
practices. The 4R system calls for the Right Product, Right Rate, Right Time, and Right Place.

© 2010 Agrium Advanced Technologies (US.) Inc. | DURATION and DRIVEN BY DURATION DESIGNS are trademarks owned by Agrium Inc.




Report: Two years
of house price
depreciation halted

LEXINGTON, Mass. — House prices in
the U.S. ended their two-year slide in
the third quarter of 2009 and edged up
by 0.2 percent over the second quarter,
according to IHS Global Insight. The
uptick was led by a 2.1 percent increase
in California, according to a quarterly
housing valuation analysis by the eco-
nomic analysis firm.

In year-over-year terms, house prices
increased during the third quarter by
0.9 percent, according to the Federal
Housing Finance Agency. This increase
is the first since the second quarter of
2007 when the national housing market
began its slide. From its peak in 2007,
the U.S. housing market is now down
10.7 percent, on average.

While nationally the price index in-
creased, prices still declined from the
second quarter in 161 of the top 330
metropolitan areas.

This is a significantly positive change
compared to 317 metro areas with de-
clines in the fourth quarter of 2008,
according to “House Prices in America,”
the quarterly U.S. housing valuation

PEOPLE

analysis from IHS Global Insight. In the
third quarter, 169 markets registered
price increases.

For the first time since the study
began in 2005, no metro areas were
extremely overvalued. There were 52
in 2005. For the nation as a whole, the
housing market is now slightly under-
valued — 8.6 percent when weighted
by market value; 10.1 percent when
weighted by housing units.

The largest quarter-on-quarter home
price declines were 5.6 percent in Bend,
Ore., and 5 percent in Las Vegas; these
metros are now 33.5 percent and 56 per-
cent below their peak prices in 2006. In
all, eight metropolitan areas of the 330
studied each quarter have experienced
price declines greater than 50 percent
from their peaks. Four of the eight, led
by Merced, Calif., with a 66 percent

price decline, are in California’s Cen-
tral Valley. In all, 128 metro areas have
experienced price declines of at least 10
percent from their peak.

Only 16 metro areas have escaped
net home price declines since the cycle
began. All 16, except Pittsburgh, are in
the center of the country, and six are in
Texas. Two areas hit hard by the housing
downturn - Los Angeles and Miami -
recorded third quarter price increases
above 4 percent.

“While the rate of decline has de-
creased throughout (2009) as the mar-
ket began to stabilize, it's not at all clear
that the market is on a recovery path,”
said James Diffley, group managing di-
rector of IHS Global Insight’s Regional
Services Group.

“Economic conditions remain dire,
with unemployment likely to remain
stubbornly near 10 percent for some
time. The federal tax credit for first-time
homebuyers has played a temporary role
in bolstering the market,” said Jeannine
Cataldi, senior economist and manager
of THS Global Insight's Regional Real
Estate Service.

The markets that are still overvalued
remain mostly in the Pacific Northwest,
according to the report, though prices
are declining in the region. (L)
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CONTRACTOR NEWS

Premier Plantscapes has received a
national merit award from PLANET for
a recently installed green roof on the

Bentley Building in Sandy Spring, Md,

....................................................

Borst Landscape and Design in Al-
lendale, N.J., recently won the Grand
Award in Environmental Improvement
from PLANET for a landscape design/
build project in Bergen County.

wnandalianascape.com

Jerry Kienast, service director at
Milwaukee-based Reinders, accepted
the Equipment Service Achievement
Award from Toro for his accomplish-
ments. The annual distributor awards
honor outstanding customer service
and performance in the commercial
equipmem market.

JFNew, Walkerton, Ind., was recog-
nized at the 2009 U.S. EPA Conserva-
tion and Native Landscaping Awards
ceremony in December for its work at
Wolf Lake, a 500-acre body of water
located on the Indiana-lllinois border.
Charlotte, N.C.-based Ecoscape So-
lutions Group recently completed the
Circle at Concord Mills project, the first
muitifamily community in the country to
be certified by Audubon International
as an Audubon Signature Sanctuary.
Ecoscape Solutions Group, Char-
lotte, N.C., has opened two new

Out with the Old

-

offices, expanding its South Carolina
market presence with new offices in
both Columbia and Charleston,
ArtisTree recently won an Overall
Gold Safety Achievement Award from
PLANET.

Two projects installed by Rochester,
N.Y -based Broccolo Tree & Lawn
Care for Environmental, Design and
Research, a design and planning
firm, were recently recognized by
the American Society of Landscape
Architects.

The RIT Perkins Green Site Improve-
ment project, which added numerous
sustainable landscapes and energy
efficient features 1o the RIT campus.
won the 2009 NYU Chapter Honor in
the category of built design.

And the Conkey Comer Park project
received the 2009 NYU Chapter Com-
munity Award for Community Achieve-
ment.

ALK
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! Does your insurance company think
‘photosynthesis” is the latest
feature on a digital camera?
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Ina competitive business environment, :
insurance company that doesn’t understand your business.

»ny

Hortica has over 120 years experience in the horticultural =

industry. We provide specialized insurance solutions and i \\‘,’

loss control strategies that other companies don’t deliver. h O r t I C a
2

Tolearn how Hortica can help protect your business INSURANCE & EMPROYEE BENEFITS

visit www.hortica-insurance.com or call 800-851-7740. To guide and provide
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Figure out your plant choices now to ensure a smoother spring and summer.

P roperty owners used to enjoy the
process of creating a stunning land-
scape. Weekend warriors would flock to
garden centers, nurseries and landscape
supply businesses for the necessary
materials to complete outdoor projects.
But a growing “do-it-for-me" consumer

mindset plays directly into the hands of

the landscape industry.
Homeowners are using their free
time for other activities and are seeking
landscape professionals to create and
maintain their outdoor living spaces for
them. And property owners are savvier
than ever about the options available
to them, particularly when it comes
to seasonal color. It is therefore more
important for landscape professionals
to develop a solid working relationship
with their local greenhouse growers.
Greenhouse growers are on the front
line when it comes to new plant intro-
ductions and what will be promoted to
the general public. They see the newest
plant varieties each spring, a full year
before those new plants will be available
to consumers and the landscape trade.
Growers have access to sample plants
at this early stage and will
trial these new plants in
their greenhouses and
display gardens for use in
their own operations.
They are more than
willing to share the cul-
tural and performance
information they gather
with landscaper contrac-
tors. As the plant breeders

26 FEBRUARY 2010

e
FLOWER POWER

The average company
spends nearly $47,000
each year on plant
material, and half
sell seasonal color,
according to the 2009
Lawn & Landscape State
of the Industry Report

and propagators begin marketing their
new plant varieties to consumers, you
have the opportunity to gain firsthand
knowledge from your grower so that you
are prepared with the latest and great-
est options for seasonal color sales and
marketing efforts the next season.

If you were to ask your grower what
you, as a landscape contractor, could
do to develop a better relationship with
them, the answer would unequivocally
be “plan for next season now.”

Most contractors who install seasonal
color don't give themselves a lot of time
to seek out plant material for seasonal
color plantings, and end up with what-
ever plants the grower has in a large
enough quantity to complete the job.

This can cause design issues when a
particular color scheme needs to be fol-
lowed or when meeting cultural require-
ments. And, because growers speculate
their flower crop production based on
the previous year’s sales, new introduc-
tions are usually unavailable because
they are grown in limited quantities ~
usually earmarked for retail sales rather
than for the wholesale trade.

Preordering plant mate-
rial at the end of the previ-
ous season is the best way
to insure that you will have
both the quantities and
varieties of plant material
that you will need for your
seasonal color projects.
Greenhouse growers have
a wealth of plant knowl-
edge and can offer many

BY POLLY BAILEY-RULE

useful suggestions for appropriate plant
material. For your good customers who
renew on a yearly basis, you already have
the information necessary for preorder-
ing - color scheme, height restrictions,
water and light requirements, etc.

Sit down with your grower at the end
of the season and work out an order for
the next season. Even if you only book a
percentage of what you will need, you'll
have a leg up on next season: You'll
spend less time spent running around
trying to secure the necessary plants
for your plantings because your grower
will have what you need ready when you
need it — no overgrown or root-bound
plants, no supply issues, no last minute
design problems.

Remember to also discuss container
sizes, delivery dates and what stage the
plants need to be in when delivered -
full bloom, cracking color or green.

As our industry becomes more com-
petitive, it is crucial that landscapers
work hard to streamline their business
processes and differentiate themselves
in the market.

Developing a partnership with local
growers is a great way to build both your
business and your reputation as a quality
landscaper. Show clients that you are
on the cutting edge of the industry with
new and different plants and save time
in the already hard-pressed spring — it's
a win-win situation for everyone. ‘L

The author is a certified landscape prof
master certified nurseryman and landsca C
count manager for Four Star Greenhouse/Proven
Winners in Carleton, Mich
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Sometimes getting ahead means not going back.

If your preemergence herbicide is causing callbacks among valuable tree and shrub

customers, switch to the longest residual herbicides in new SureGuard® sprayable and
BroadStar~ dry granule—both providing long-lasting control of many tough weeds. Your
customers will be happy with the time you spend on their landscape. And you will be, too.

Fewer callbacks. More happy customers. §l.’lyc.-(.; ¥la1:‘(1' : B}‘Q@d‘slt‘c}lj ‘
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Risky business,

Thef

step to a sound investment strate

is determining y(\ur appetite for risk.

By William J. Lynott

Mark Procino is typical of America’s
conservative savers. A middle-
aged electronics technician, he doesn't
trust the stock market. He faithfully
contributes to his 401(k) each month,
but he avoids any other investments in
stocks. He has several certificates of de-
posit (CDs) and a small money market
account at his bank. Mark doesn’t like
risk, so he wants to keep most of his
financial future in what he regards as
“safe” investments.

Like other savers, though, he isn't
happy with the sickly return that he’s
getting from these “safe” investments.
With one-year CD rates at 1 percent or
so, and money market accounts paying
a fraction of a percent, Mark’s invest-
ments are actually losing money when
inflation is factored in.

Even the safest of all investments,
Treasury bonds offer little help. Re-
cently, three-year treasur-
ies are paying a little more
than one percent interest.
Like many Americans,
Mark wants to find a safe
investment that will pay
more than CDs or Trea-
sury bonds.

Good luck.

You have two choices:
Keep your money in so-called “safe”
investments where your return may
be erased by inflation, or take a risk on
investments that may pay you a much
better return, with the understanding
that you may lose money as well as
make it.

In the professional investment com-
munity, this situation is described as the
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Some CDs and mon-
ey market accounts
pay1 percent or less.

These so-called safe
investments actually
lose money when
you factor in inflation.

risk/reward ratio. In general, the greater
the risk, the greater the possible reward.
Each saver/investor has to decide his or
her level of tolerance for risk and bal-
ance investments on that decision.

Most pros will agree that investment
in stocks represents the highest degree
of risk (with the exception of such exotic
instruments as futures and commodi-
ties) but also provides the highest level
of potential return. From 1926 through
2004, the 500 largest companies (as rep-
resented in the S&P 500 index) returned
an average of 10.4 percent per year.
Small company stocks did even better
with an average return of 12.7 percent
per year — the best rates of return of any
conventional investments.

But don’t forget the risk factor. In
some individual years during that ex-
tended period, stocks suffered losses in
excess of 30 percent.

The lowest return of all
during the period came
from investments in cash
or cash equivalents such as
savings accounts, CDs or
money market accounts.
These averaged 3.7 per-
cent per year.

The lesson in all this is
that stocks offer the best
probable return over extended periods
of time. The younger the investor, the
longer the investment timeline, the
more likely investments in stocks will
provide a healthy return. For older
investors with shorter investment time-
lines, the greater the risk that one of
those “bad™ years will reduce or even
erase the return.

So what about such “safer” invest-
ments as U.S. government bonds? Not
bad. Over roughly the same span of 80-
plus years, treasuries returned a decent
average of 5.5 percent.

However, as was the case with stocks,
there were individual years such as
1967, when soaring interest rates caused
sharp drops in bond prices.

So what are investors looking for
higher returns but concerned about
safety to do?

This is where the principle of asset
allocation comes in. Asset allocation is
a key to successful investing, and refers
to the division of investment money
among various classes of investments,
stocks, bonds, cash and cash equivalents
appropriate for individual investors.

So, what is the best asset allocation for
you? Should you have 10 percent of your
portfolio in stocks, or should it be 80
percent or 90 percent, or something in
between? What about the rest? Should
you invest the balance in bonds, CDs or
other cash equivalents?

That depends on several important
variables. At the top of that list is your
tolerance for risk. Next is your timeline.
If you have many years before you must
start drawing down your investments,
you have time to ride out the inevitable
dips in the market that cause stocks to
fall in price temporarily.

Ultimately, though, the choice is
yours. No one knows your investment
goals and your tolerance for risk as well
as you do. 'L

1 ADINQIC




THE WINNING GRUB CONTROL FORMULA.

Customers with grub infestations want their lawns saved fast. Be sure you have fast-acting
Arena” Insecticide. Arena provides superior grub control at much lower rates than other
curative products, with excellent results when applied prior to third instar. Also, curative
grub control with Arena helps keep away foraging animals, saving turf and keeping
customers happy. Plus, it doesn’t need to be immediately watered-in, which saves you
time and labor costs. To learn more visit valentpro.com/arena.

www.valentpro.com |
s Read and follow the label instructions before using.
o

re®
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Arena

INSECTICIDE

A BETTER VALUE THAT LASTS.
AND LASTS. AND LASTS.

Northern masked chafer | Southern masked chafer
European masked chafer | Asiatic beetle
green June beetle | Japanese beetle | oriental beetle
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MARTY GRUNDER
is a speaker,
consultant and
author, and also
owner of Grunder
Landscaping Co. in
Miamisburg, Ohio.
Reach him

at marty@gie.net

or via www.
martygrunder.com.

NOTES from the Grunderground

Allowing, encouraging and leading

4% hatever you allow, you

encourage.” That might
be my favorite quote about leader-
ship as it relates to small business.
Let’s talk about your leadership.
It is what separates winners from
losers in this business.

Ever wondered why your peo-
ple don't seem to do what you
want and need them to do? Actu-
ally, we've all been there at some
point. People can say some are
born leaders and that’s true: all
leaders are born. But some people
never grasp the concept. Leader-
ship is all about influence. It’s
showing people by your actions
what's important to be successful
at your company.

If customer service is supposed
to be important at your company
but you complain about a client
in front of your team, or don't
get back to clients quickly, what
have you just done? You have just
shown your team that customer
service really isn’t that important
at your company.

When you don't take the time
to share good news and bad with
your team or you don't recognize
an incredible, new client one of
your sales professionals just se-
cured, what have you just done?
You have just shown communica-
tion and your people really aren’t
that important at your company.

Too many of us are constantly
searching for new, great ideas
with which to improve our com-
pany. We think a new software
program will save the day or a new
piece of equipment will enable us
to make a ton of money. Yes, they
can make a difference and they
are important. But success in our
small businesses is rooted in our
people and your leadership.

30 FEBRUARY 2010

The behaviors you don’t want to
permeate your organization need
to be addressed and eliminated
from your culture. If you want to
win in this industry, or in any in-
dustry, you need good communi-
cation, a culture of accountability
and good leadership. Let me make
a suggestion to you: Go buy John
Maxwell’s “21 Irrefutable Laws of
Leadership” and read it.

The first law — and my favor-
ite — is the Law of the Lid. Your
leadership is like a lid or a ceiling
on your organization. Your group,

k& Successinour
small businesses
isrooted
inour people.

team, company or organization
cannot rise beyond your ability
to lead. People often think if they
just work hard, they'll find suc-
cess. Yes, they may find a little
success but the rest of the people
on your team will not. The key is
to develop others around you to
take the lead. This is what allowed
some of our industry giants like
the Brickman Group, ValleyCrest
Cos. and Mariani Landscape to
get where they are today. They are
entire companies full of leaders.

In 2010, we'd all be well served
to pay very close attention to our
actions more so than our words.
I firmly believe a leader shows
what’s important to them by
what they do, more so than by
what they say. If you want 2010
to be a success, I think you need
to focus on leadership in three
specific areas.

Sales. We have to have sales

to make a company work.
What are you going to do to get
things headed in the right direc-
tion? How many cold calls are
you going to make? How many
Saturdays are you going to work
meeting with clients? How many
workshops on selling are you
going to participate in? Com-
municate the goal, hold people
accountable to those goals and
lead the way.

Customer Satisfaction. How

many clients are you going
to talk to and make sure they are
happy? What investments are you
going to make at that let your team
to offer better customer service?
How good is the service you offer
your clients? Are you going to be
known as the best to work with at
your company? Communicate the
goal, hold people accountable to
those goals and lead the way.

Profitability. What costs are

you going to cut? How are
you going to help out with making
the company more efficient? How
careful are you going to be at bid-
ding jobs? Communicate the goal,
hold people accountable to those
goals and lead the way.

CONCLUSION. Leadership is what
separates winners from losers. |
told a friend recently that what-
ever he allows, he encourages.
He responded: “You deserve what
you tolerate.” I love that. What
are you allowing and encouraging
in your company? In 2010, com-
municate the goal, hold people
accountable to those goals and
lead the way. That's what leader-
ship is all about. ‘L
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Give your customers the lush color and durability they're looking for—without applying synthetic chemicals, manures,
chicken waste or bio-solids. Available in bulk, our granular Converted Organics™ 8-1-4 formula is proven to be more
effective than other organic and synthetic fertilizers, yet it's 100% safe for children, pets and wildlife. And because

our manufacturing process is eco-friendly, Converted Organics™ fertilizer is helping to reduce greenhouse gases too.
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Live & Learn

b Kely kel

Rising from the Ashes

After his company went up in flames, Bruce Moore
learned a lesson in community support.

ne hot July night in 2008, Bruce
Moore regretted sharing a building
with a swimming pool company.

A fire had started and the pool liquids
acted as a catalyst. Moore could only sit
and watch his landscaping company’s
offices go up in flames.

“It got a fair amount of a head start,
and because of the (pool) chemicals, it
was an extremely hot fire,” says Moore,
president of Stamford, Connecticut’s
Eastern Land Management. “In essence,
it destroyed half of the building.”

The ELM'’s offices just happened to
be in that half of the building. Instead
of seeing desks, computers and busi-
ness files, Moore only saw a hazardous
material site.

“It was pretty difficult to watch,”
Moore says. “At that point, there was
nothing we could do, and basically, that

was the attitude I took. There are cer-
tain things you can control and things
you can't.”

Thirty years of documents, photo-
graphs and memories were destroyed
on that Friday night. Because of the
chemicals from the pool company, no
one was allowed on site for a month. A
firewall prevented the fire from spread-
ing to the shop area, so the trucks and
equipment were saved. The building
next door allowed ELM to move in,
and the company is still occupying the
temporary quarters today. ELM was able
to relocate its trucks and equipment to
a temporary location, and on Monday,
business went on as usual.

“The good news is that (the fire)
didn’t have any affect on our operations
directly,” Moore says. ELM kept rolling
because their server was recovered.

“It was emotional to see 30-plus years of things
lost. Business documents are one thing, but we had
accumulated a lot of history.” — Bruce Moore

After a fire destroyed ELM's headquarters. the company lost 30 years of records. Bruce
Moore hopes to move into a new building, above, this summer.
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“Through some grace of God, it was
intact, but my laptop was literally melt-
ed onto my desk,” Moore says. “That
was really golden — the angel sitting on
our shoulder.”

Still, Moore encourages businesses to
have a good records’ retention program
and proper insurance. ELM now backs
up its files at an off-site location.

“It was emotional to see 30-plus years
of things lost,” Moore says. “We lost a
lot of our collection of photos. A lot of
stuff that just can’t be replaced. Business
documents are one thing, but we had
accumulated a lot of history.”

Even though the company was for-
tunate to find temporary quarters
next door to the burned building, the
situation is “still more inconvenient”
than the 60 employees of Eastern Land
Management expected.

The company purchased a new build-
ing in November 2009, and after indoor
and outdoor renovations, plans to move
in this summer. ELM benefitted from
the federal economic stimulus package,
and was able to have some fees waived
after financing their purchase through
a Small Business Association loan,
Moore says.

But even with the setbacks, Moore
says ELM has had excellent numbers.
“We haven't enjoyed the peaks, but we
don’t suffer through the valleys either,”
he says. “We are seeing growth. We've
still seen our maintenance accounts
go up by about 10 percent, so we're
doing OK.”

And the company is still looking
to grow. Moore’s son has joined the
business and has helped put together a
five-year business plan. Moore says he's
ready to take it to the next level.

“As distressing as it was, it was very
comforting to see the support we got
from the community. It was just tremen-
dous,” he says. 'L
The author is an Intern at Lawn & Landscape

magazine
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THE ALL NEW D-SERIES. The end product of hundreds of
customer suggestions. Give or take a couple.

The D-Series Skid Steers may seem a little familiar to you. That's because they
were designed and built based on your suggestions. And why all nine new skid
steers and CTLs deliver an improved HVAC system, auto-idle feature, and over
two hundred other enhancements. To learn more about the machines you helped
build, see your dealer or visit www.JohnDeere.com/Dtails
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INTERVIEW

Big tish,
small pond

How small businesses can turn into big market players.

usan A. Friedmann, the author of “Riches in Niches: How to Make it Big

in a Small Market,” says small business owners need to find their market

niche to find success. This includes everything from selecting the right
name for your business to cultivating a productive relationship with the media so
that your small company can become a big player in the market.

What is a business or service niche that
small business owners often overlook?
Overlooked niches are found in the
corners of the market no one thinks
about - or no one has thought to think
about. Finding these niches is both an
art and a science.

We'll cover the science section first:
landscape professionals who want to
locate niche markets in their region

must have a thorough

understanding of the

R I C H ES marketplace: Who

the customers are and

I_I\_]_Nlcli@ who currently han-

- - dles their landscaping
- e e | Deeds.

. The art side comes

sonsesnnonnnn oo | from applying a dif-

ferent perspective to
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your marketplace insights. Consider
your market from a number of direc-
tions: Where are the customers who
have special, unmet landscape needs?
Shed all assumptions you may have
about the way this work has to be done
and brainstorm a list of opportunities.
For example, communities in transi-
tion where residents who used to do
their own landscaping are now ‘aging
out’ and would prefer to utilize your
services? Check the demographic data
and regional business surveys to help
identify some possible niches.

Small markets often mean lots of
competition. What simple and cost-
effective ways can a business owner
distinguish himself or his services?
There are a number of simple, cost-

wyow. iawnandlandscape.com
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effective ways landscape professionals
can differentiate themselves from the
competition. Creating a highly visible
public profile as the landscaping expert
is the most efficient, effective way to do
this. The public has demonstrated time
and time again that they want the best
service providers to meet their needs,
and landscaping is no exception.

In my book, I outline seven strate-
gies that can help you to achieve expert
status with minimal out of pocket
expense.

One of the best ways to generate new
business in the green industry is word-
of-mouth referrals. How can a business
owner get his or her clients talking
about their business and services?
There are two ways to generate positive
word of mouth about your business.
The first, of course, is to consistently do
such asuperlative job that your custom-
ers can't help but talk about you.

The second, and faster route, is to
regularly position yourself to be talked
about. Establishing a presence in the




public eye is best accomplished by savvy
use of the media - regular appearances
in the newspaper, on the local TV news
show and in appropriate online forums,

can create public awareness of your
business. It's important to note that
we're talking about editorial coverage
here - interviews, articles, columns
and commentary - rather than any
advertising efforts. This will get the
public talking — and more importantly,
motivate them to seek out your services
for their homes or businesses as they
view you as the “expert.”

How does a business owner train his
sales force to think “riches in niches?"
Training your sales force to recognize
niches is a three-part process. The first
step is to familiarize your team with the
niche concept, and give them the tools
to recognize potential niches. The sec-
ond step is to give your team the free-
dom and flexibility to devote a portion
of their time and energy to exploring
sales avenues outside the norm. This
may require encouragement, especially

since sales professionals tend to be
cautious about moving beyond famil-
iar techniques and strategies. Thirdly,
reinforce positive results by rewarding
those sales professionals who identify
and secure niche market contracts for
your business.

Incentives will keep your team mo-
tivated and demonstrate, in a concrete
fashion, the value of the new business.

If you find a niche, do you stop looking
for new business niches?

The search for niches is the search for
opportunity; you always want to be
open to the possibilities.

Businesses go through cycles of

growth. There will be times when you'll
be eager to find new business, and ac-
tively seek out niches, and others where
you'll do everything you can do to keep
up with the business you have.

However, you want to always keep
your eyes open to new niches. It's a
good way to ensure that when you're
ready to grow, you'll know where the
best opportunities are.

‘ ‘ public has

~ T B g
demonstrated

time and time

Lastly, it doesn’t take long for your
competitors to catch on to the niche
you've found and begin to copy your
business strategy. How do you take
what you've started to the next level
and stay ahead of the competition?
They say that imitation is the most sin-
cere form of flattery — and it’s certainly
the most prevalent form, at least in the
business world. Don’t be surprised if
other companies follow your lead into
niche markets. The key to success in
this case — especially when you're up
against competitors who underbid you
and attempt to lure customers away on
a price basis — is to hold the line and
focus on maintaining your “expert iden-
tity.” This is the critical differentiation
factor that attracted your customers
in the first place, and it will allow you
to retain them. Low-ball competitors
seldom have the staying power needed
to outlast you — especially if they take
your jobs as a loss leader, 'L

The author is editor of Golf Course Industry and

Snow Magazine. He ¢ hed al mzawacki@

jie.net
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Business owners
suffer from a special
brand of insomnia -
constant concern

for the business
that's tough to

turn off at night.

BY KRISTEN HAMPSHIRE
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here is that off button when you finally crash at the end of the

day, set your alarm and lay your head down to sleep? The phone
is quiet - there’s no snow in the forecast tonight. No need to sleep in
front of the Weather Channel. You finished the day’s paperwork and
prepared tomorrow’s schedule. You paid the bills, cut the weekly checks
to employees and returned customer phone calls.

But your mind won't stop racing.

“My office is at home — it never closes,” says Alan Martin, president,
Fertilawn Landscape & Maintenance, Grayson, Ga.

“If 1 hear the phone ring while the family is eating dinner or watching
a movie at home, | always want to be on top of things, and | wonder
who's calling,” says Adam Linnemann, president, Linnemann Lawn
Care & Landscaping, Columbia, 1.

“If I could clone myself, | would,” says Aaron Jung, president, Hor-
ticultural Impressions, Platte City, Mo. “But that's not an option, so
you just work harder and you learn to work smarter.”

Lawn & Landscape found out what's keeping you up at night, and
what you can-do about it s0 you can rest easier in 2010. Insomniacs, let
this guide be your sleep aid. Because you'll need to be sharp this year
to continue running a lean, mean organization in a highly competitive
marketplace.

Now, write down your worry list and compare it to this one. We bet
you'll find the reasons you wake up at 3 a.m. and some solutions to get
you on the path to a stronger business and sounder sleep.

7, N\
\3/
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f’ ‘ have better luck uncovering hidden treasure.
“Without money, your business doesn’t operate,
and while we have an operating line of credit we can pull from, we
have to pay interest on that,” Jung says.

Lack of cash flow chokes a company. It's the root of other problems
— budgeting stress, collections anxiety. “I spend most of my time mak-
ing certain billing gets out and watching our receivables — almost on
a daily basis,” Jung says.

According to the American Express OPEN September 2009 Small
Business Monitor, service businesses such as landscape maintenance

are more concerned with cash flow issues (63 percent) vs. other indus-
tries (60 percent of retailers and 61 percent of manufacturers).

Cash Flow Concerns.

Cash is king, no matter what the economic condi-
tions are. Without liquid in the bank, it’s lights out
for the business. And if you're counting on a generous
line of credit from the bank to save the day, you'd
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Sleep aid: The easiest way to raise cash is to prevent it from
leaking out of the business unnecessarily. There are certain
expenses that are difficult to downsize, such as your building,
points out Jim Huston, president, ].R. Huston Enterprises, a
green industry consulting firm based in Englewood, Colo.

“I'm telling people to plan for a repeat of 2009, and have
two budgets: one for a best-case scenario, and one for a worst-
case scenario,” Huston says. Trim expenses accordingly.

Also, watch collections, and consider ways to “right-size”
your organization as Jeff Oxley, president, Swingle Lawn Tree
and Landscape Care, Denver, Colo., did in 2008 and 2009
(see “Missing Financial Goals,” page 51).

Pay Up, People!

Last year was the first time Eric Brand,
president, P&L Landscaping, Merrimack,
N.H., enforced a “cease of service” clause on customers who
did not meet the 30-day payment terms.

“We had about $80,000 we had to write off in a period
of two years,” Brand says. That's $80,000 that customers
owed and did not pay. That’s annual payroll for a couple of
employees, several new pieces of heavy-duty equipment, a
down-payment on a facility. Those monthly invoices that go
unpaid add up, Brand recognized.

“I worry whether people will pay, when am I going to get
the money,” he says.

Brand has filed lawsuits in small claims court before. Those
just cost him more. “At the end of the day I end up not getting
the money,” he says. “Even if we win the judgment in court,
the customer will file for bankruptcy in the meantime, and
we waste time and effort and don’t get anything.”

Sleepaid: Brand delegated collections phone calls to a couple
of employees in the office so he can keep up with invoices
that are nearing past-due. “There are some customers I feel
close to that I would rather make the phone call to and ask
when we should expect payment,” he says.

And he's persistent. “After a few phone calls, you're not
as friendly as you were during the first conversation,” he
remarks. “Especially if they are not following through with
their commitment.”

His advice: Seems like common sense, but Brand says
many companies don't require customers to sign a contract.
“Even friends and family,” he says. “You have to make sure
you have something in writing — an agreement everyone
can follow.”

Also, don’t allow receivables to age too long before mak-
ing phone calls. “Money is money, and you have to be tough
and not listen to excuses,” he says. “You have to work hard
and diligently at collections to make sure you are getting
the money.”
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Where Did the Day Go?

Before you know it, everyone at your house
is sound asleep and you're still plugging away at the
computer. There's paperwork, payroll, scheduling - and
business planning, which is supposed to be the owner's key
role, but there’s no time for that during daylight production
hours, especially for small and mid-sized firms.

The end of the month is always the worst. “I may be tired
or not have one stitch of energy left, but I will crawl into the
house at the end of the day and make certain the bills get
sent out,” Jung says.

The to-do list for a business owner is an evolving, ever-
expanding load of roles and duties that only grows as a busi-
ness matures. The pressure of “getting it all done” will stoke
the brain into overdrive — the sort of mind-racing that keeps
you up at night. Did I remember to call this customer back? Did
I send out this bill? Did I talk to this employee about this issue?

“I worry about what we forgot to do that day,” says Brandon
Granger, president, Granger Landscapes, Florence, S.C. “If
you have customers who have last-minute service requests
and you don’t write them down...."

At Swingle Tree, the company motto is “Keeping our
Promises.” This puts a lot of pressure on president Jeff Oxley
to make sure customer expectations are met.

“If you lose one customer, you'll probably lose 10, because
they're going to talk,” he says. “If I get a phone call and learn
that we didn't do exactly what we said we were going to do,
it wears on me and the rest of the team.”

Sleep aid: Granger organized a company job board where
every project is logged, along with customers’ special requests.
This way, everyone at the company knows what tasks to com-
plete, when and where.

To ensure that customers needs are met, despite com-
plaints, Oxley says the company will do what it takes — even
lose money on a job — to keep clients happy. “We have had
instances where we've taken the wrong tree out on proper-
ties,” he continues. “How we right that is by planting a new
tree and caring for it for a number of years pro bono.”

And in an ideal world, an owner would hire an assistant,
but this is not always possible. Taking a break to spend time
with family gives Granger some balance.

“I try to leave my work at work, but I do have an office at
home and [ usually work there for about an hour after the
kids go to bed,” he says. “But after that, I try to settle down
and watch some TV with my wife.”
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It's frustratmg Longtime clients { ()

who supported the business for years \-‘ @

will cancel to save a few bucks. No
matter that the guy who cut the
better deal isn’t insured or experi-
enced — or even all that interested
in providing good service. “The most troublmg issue at this
moment is the demise of customer loyalty currently plaguing
the Tampa Bay-area market,” says Ray Bradley, president,
Raymow, Oldsmar, Fla.

Bradley's customer philosophy is simple: Put people first.
“Historically, we have thrown our own budget limitations by
the wayside in order to meet a customer’s needs,” he says.

For the 20 years Raymow has been in business, clients have
shown their appreciation for that extra-mile service by staying
loyal. Not anymore.

“Regardless of the depth or longevity of any given customer
relationship, and regardless of the professionalism or quality
of our service, price is not only the dominating factor but
sometimes, it is the only factor,” he says.

Most contractors are dealing with cancellations — 72 per-

cent, according to our 2009 State of the Industry Report

We don’t know how many of those customers are buy-
ing services cheaper from someone else, or simply doing
without.

“With so many unprofessional, fly-by-night landscape
companies infiltrating the market, the value of our services
is being cheapened, driving both price and quality down,”
Bradley says. “For those of us who have strived to elevate the
professionalism and worth of the green industry, this can
have a devastating effect.”

Keith LoCascio, president, Barefoot Grass Co., Mount
Pleasant, S.C., hasn’t raised prices in four years because
of pressure from pick-up truck start-ups with rock-bottom
prices. “If anything, we are pricing our jobs a little cheaper
just to get the business,” he says.

Sleepaid: Bradley will not lower quality for price — no matter
what. “I will not compromise my own integrity and the integ-
rity of my company by providing a less-than-quality service
just to retain or acquire business,” he asserts.
He is confident that some customers will always recognize
quality work. “And they are willing to pay for it,” he says.
“Low-balling will always exist,” Bradley adds. “But I prefer
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to take the high road and stay true to my belief that you get
what you pay for.”

In general, customers want to pay for less. Lawn &Land-
scape research showed that 11 percent of contractors’ clients
reduced services and/or spending, and seven percent of
customers cancelled services last year.

Alan Martin, president, Fertilawn Landscape & Mainte-
nance, Grayson, Ga., bought loyal customers and expanded
his business when he acquired the contracts of a longtime
company in town that went out of business. Some of the
contracts were 15 to 20 years old.

“Sound contracts like that pay dividends because those
customers are starting to do new installations and re-upping
their landscaping around their homes,” Martin says. His
strategy is to use those contracts as a base and upsell custom-
ers from there.

Good help is hard to find. Adam Lin-
nemann employs eight people at Lin-
nemann Lawn Care & Landscaping in Columbia, Ill. Because
college students are attracted to these jobs, his turnover is
generally every four years — after graduation, workers move
on to different careers.

“I can’t afford to pay a lot for labor, so having reliable labor-
ers is a worry of mine,” he says. “If you have one or two call
in sick, it puts a damper on your day.”

That's putting it lightly. Call-offs cause chaos. And Lin-
nemann can’t control this aspect of his business. Even more
stressful is rounding up employees and sub-contractors to
plow snow in winter. Because Linnemann lays off six of his
workers in the off-season, he never knows if they’ll be willing
to help during snow season.

An entirely different personnel issue is keeping employees
happy and busy during tough economic times. Martin knows
his workers have families to support. Most of his 15 employees
have worked for him for at least five years.

“I know they can't just go out there and find another job
real quick because of the economy,” Martin says, noting that
he feels pressure to help his workers earn a living. “I want
to make sure they can pay their bills just like I'm trying to
do myself.”

But the sporadic workload in 2009 didn’t make this easy
for Martin. “It was like a yo-yo — feast or famine,” he says.
“I've had some periods where 1 thought I needed to hire
more help, and there were times when [ really considered

letting help go.”

Sleep aid: Most of Martin's employees are simply happy to
have a job. “This industry has been hit really hard here in the
Southeast,” he says. People who lost corporate or other service
jobs broke into the green industry and have forced unhealthy
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prices and competition into the market. The trickle-down
affect of this price-gauging and bloat of contractors is less
work for more people.

Despite tough times, Martin maintains his people-first phi-
losophy. “I've always said you're only as good as your people
and your equipment,” he says.

“You're A-team will have to wear more hats,” says Judy
Guido, president, Guido & Associates, Moorpark, Calif. As
the workload becomes too much for employees, consider

implementing technology that can ease the burden. “Every-
thing from back-office technology to sales force automation
technology will streamline the amount of people it requires
to do certain functions.”

The only unknown that can damage a busi-
ness as much as the economy is the weather.
Mother Nature is an unpredictable force,
and all the technology in the world won't create rain during
drought, snow during winter or sun during wet seasons.
After two years of drought, the economy in 2009 and the
fifth wettest season on record in the Atlanta area where
Martin’s crews maintain properties, he's feeling beaten down
and stressed by the weather. “During the drought, you had to
beg people to put annuals in the ground,” he says. “Then (the
city) shut the sprinklers off and we couldn’t water. It's been
a very trying three years. I've seen a lot of good companies

just fold up and quit.”

In 2009, all the rain sparked interest in plant installations,
but maintenance was a nightmare. “Yards were so wet, we
couldn’t put equipment on them,” Martin says. “You're do-
ing more by hand, making the situation tougher. And you
fight weeds harder.”

The precipitation Linnemann worries about most is snow.
“If the meteorologist says we're going to get 6 inches of snow,
that stresses me out to where I set my alarm for every couple of
hours to see if the snow is falling or accumulating,” he says.

Then, time to call in the subcontractors to plow. Anxiety
runs high, and often the coordinating occurs in the middle of
the night. “We could be out for 30 hours straight or just four
hours — that's always another worry,” Linnemann adds.

Sleepaid: Linnemann makes arrangements with a local con-
crete plant that closes during winter to hire subcontractors.
This way, he has back-up for stormy weather. “I contacted
the manager there and we use their laborers to help us plow
snow,” he says.

Because Martin balances his business between main-
tenance and installation, when weather disrupts one
service, the other department thrives.

Keeping the doors open is no easy task during a
recession. “Just keeping the cash flow coming in and getting

OVER
Sidewalks and
Sprinkler Heads

Trees and Overhangs

AROUND

Corners and Curves

UP and DOWN

Slopes and Berms

W Unique cam powered design punches cleaner,
deeper holes in tough soil conditions.
W Easy to maintain, reducing downtime
W Easy to maneuver around landscape
features and control on slopes
M Five walk-behind models 22" to 30"
M.StepSavr™ sulky available
m EZ Haulr™ makes receiver hitch
x fransport g breeze.

PLBSS Pro HD 30"

Hydrostatic Drive

SOURCE(INE

OUTDOOR POWER EQUIPMENT

888-418-9065

See Equipment in Action at
www.sourceonex.com

#37 lawnandlandscape.com/readerservice

44 FEBRUARY 2010  www lawnandlandsca


http://www.sourceonex.com

Pinnacle Rubber Mulch.
Works Hard. Plays Soft.

As a decorative landscaping material, Pinnacle As playground safety surfacing, a 6-inch
Rubber Mulch has the classic style of traditional layer of Pinnacle Rubber Mulch will cushion
wood mulch with none of the weaknesses. a child’s fall from as high as 12 feet.

* Resistant to wind, water, sunlight * Will not cause splinters

* Reduces bug and rodent infestation * Wheelchair accessible

* Does not decompose/ compress * Long lasting and low maintenance

Apply once and eco-friendly Pinnacle Rubber With a variety of vivid colorfast hues,

Mulch does the rest, providing years of plush Pinnacle Rubber Mulch brings an element
and durable ground cover. of fun to safety surfacing for playgrounds.

PINNACLE Rubber Mulch

Smarter Landscapes, Smarter Playgrounds... From the Ground Up.

www.pinnaclemulch.com « 800.961.0909
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Create Quick, Clean, and Deep Borders With This

LABOR SAVING EDGER!
LITTLE WONDER'

Be@hqper“

CREATES CLEAN EDGES FAST-
EVEN “S” CURVES -ATUP TO
100’ PER MINUTE!

High volume, commercial edging
cuts - with more margin! The Little
Wonder BedShaper® makes it easy for your
crews to work faster, saving time and money!
Cut edges walking forward with the hydrostatic
drive doing the work, and coiled border-refuse
means super-easy clean-up! You'll cut your
labor costs almost as fast as you'll cut
professional, eye-catching borders!

LITTLE WONDER'

Professionals Demand Little Wonder.

To Find a Local Dealer Call Toll-Free
‘ 1-877-596-6337

Self-Propelled - www.littlewonder.com

Cuts While Walking 1028 Street Rd. » Southampton, PA 18966
Forward! £2010 Schiller Grounds Care, Inc.
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AUTOMATE YOUR SUCCESS

with GroundsKeeper Pro business software

Organize your business better with
It's specially designed for the lawncare
and landscaping Industry, easy to use and affordable. ..

Time & Materials  Contracts
Estimating Routing
Scheduling Billing
Optional credit card processing
Income & Expense Reporting

JUST $399

ADKAD TECHNOLOGIES / 1.800.586.4683 / WWW.ADKAD.COM/FREEDEMO.HTM
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work sold to have cash flow is a concern,”
Granger says. Business expenses will
suck the life right out of a company.

According to Lawn & Landscape re-
search, operating costs increased by 3.4
percent in 2008, and survey respondents
anticipate those expenses will rise by 7.3
percent in 2010.

The numbers scroll through LoCas-
cio’s head at night. The only way to stay
profitable is to trim the fat. LoCascio will
stop accepting credit card payments in
2010 to save the $1,800 in processing
fees he spent last year. “That doesn't
sound like a lot, but it's three weeks of
payroll for one employee,” he says.

Barefoot Grass Co. hasn't raised prices
in four years, so the company must gain
its profit by “finding” dollars in the busi-
ness. “This year, when it was time to
renew our payroll processing software,
I said no,” LoCascio says. “It was $300.
I have three employees. It will take me
an extra five minutes to do payroll, and
we haven't updated our ACT software for
several years. What we have works."”

Granted, LoCascio is a former CPA
who knows how to count beans and
scrape pennies out of his budget - but
this doesn't mean implementing leaner
operations is easy.

Sleep aid: LoCascio scoured every line
item in his budget for opportunities to
cut costs. He found many. And, he adopt-
ed practices from successful businesses
such as UPS. “They have a program in
place where their drivers only take right-
hand turns,” LoCascio says. “We do that.
Our crews make right-hand turns all day
except a left-hand turn into the driveway
at the end of the workday.”

LoCascio installed GPS systems in his
trucks that track routing, gas mileage
and service needs. “We have a no idling
policy,” he adds. This rule reflects the
No. 1 concern survey respondents ex-
pressed in our 2009 State of the Industry
Report: rising fuel prices.

As Huston advised, create a best- and
worst-case scenario budget and cut costs
accordingly. Don’t wait to make adjust-
ments in labor or to reduce overhead
expenses. It could be too late.

#41 lawnandlandscape.com/readerservice



http://www.littlewonder.com
http://WWW.ADKAD.COM/FREEDEMO.HTM

ZTrak’PRO

900 Series Mowers @ JOHN DEERE

Accept nothing less.
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It's about decks stamped out of the thickest steel.

It

t's about increased power and better control.
And it's about running all day, with ease.

Accepting nothing less than the best: it's what
guides you in your business. And it's what we
ised as a benchmark for designing and building
our new ZTrak” PRO 900 Series Mowers.



No matter what you're looking for in a commercial zero-turn mower, you'll find
it in the Z900 lineup. We have the widest breadth of horsepower choices in the
industry: from 22 all the way to 37. Our c-channel frames have been rebalanced
for superior weight distribution. New transmissions for more efficient use of
power. And improved reliability in the deck drive system.

Accept nothing less: it is our mantra, our philosophy, and our measuring
stick. And it's what we put into each and every Z900. Once you sit on one, you'll
have it too.

MOWING PERFORMANCE
*« 7-lron PRO™ Deck—best deck made today

+ Up to 12 mph mowing speed
* More torque to the drive tires
+ Better hillside operation

SMOOTHER HANDLING
* New integrated ground drive
transmission

« 2-position damper mounting
* Enhanced weight redistribution
* Conveniently placed controls

EASE OF USE
* Deck step entry

* Run flat caster tires
* Brake and Go starting
« Comfort and Convenience package

A brand-new integrated ground
drive system gives the Z900
line exceptional controllability,
especially on side-hill mowing
operations.

Improved power and
redistribution of weight has also
improved performance.

Made to perform.
A gear reduction drive
in the wheel motor adds
mechanical muscle,
increasing the torque
available over a purely
hydraulic system.




Nothing beats the deck that can mulch
and side-discharge on demand.

How the Mulch-On-Demand™
Deck works.

By shifting the lever to mulch position,
the movable gate closes off the
discharge chute and the smooth moving
baffles close off cutting chambers to
maximize mulching performance. The
Mulch-On-Demand™ Deck also has, as
its foundation, the legendary 7-Iron
PRO™ Deck. Which means it's stamped
from a single sheet of thick, seven
gauge steel using four million pounds
of pressure

Switch from side-discharging to mulching—and back
again—>by simply pulling a lever; there is no need to stop
and install any additional baffles. When engaged, the
baffles close off the cutting chambers, allowing the deck
to mulch. When disengaged, the baffles fold to the front
of the deck, allowing it to side discharge.

With it's outstanding side-discharge performance,
windrows are history with the 7-lron PRO™ Mulch-On-
Demand™ Deck— even in tall or thick grass. It's designed
to save you time, especially when you're cutting by
sidewalks, parking lots and plant beds, enabling you

to engage the mulching mode when you need it. The
flexibility to switch from side discharging to mulching
effortlessly and safely helps you get the most from every
acre and every hour.

The strongest welds in the world are no match
for a deck that is stamped out of thick steel.

It takes 4,000,000 pounds of pressure to turn
a sheet of 7-gauge steel into the backbone

of the best mower deck in the industry: the
7-Iron PRO™ Deck. 5.5 inches deep, the 7-Iron
PRO Deck houses blades that run at a speed
of 18,000 feet per minute for more blades
strikes per inch mowed and more acres per
day. Stamped with strength and refined with
a precision cut, not other deck in the industry
has matched the 7-Iron PRO Deck since it was
introduced in 1997. Best of all, it's green, which
means it's backed by the best people in the
business.




@ JOHN DEERE

Customer Testimonials

KC Fisher, president, Landcare
Landscaping, Inc., Tampa, Fla.

Runs 10 ZTrak 900s -
nine 60-inch and one 72-inch

Employees: 50

Revenue: $3 million

98% commercial business:
70% maintenance,

20% landscaping and

10% irrigation

The Z900

Work It For a Week

Satisfaction Guarantee

You've read the brochure. Now what?

How about putting our new Z900 to the test, at no risk? You can
try one out on your turf, or on your crew for one week—and return
it if doesn’t meet your total satisfaction. Here's how it works:

® Guarantee applies during first 10 days of ownership.

® Your trial period doesn't start until you actually use the machine, or
April 1st, whichever comes first.

® |f you are dissatisfied with your new Z900, you can bring it back
for your money back*

That's right. You can take one of these mowers, pound out
a week's worth of work and see what a difference it makes.

Once you do, you'll accept nothing less.

*Guarantee is limited to one per customer, but covers multiple unit sales. It does not cover
abuse or neglect of the equipment. Provisions of the limited warranty for new John Deere
Commercial & Consumer Equipment in effect at the time of the retail sale also apply

“The 72s are wonderful. They just felt like they were
built heavy. All their steel seemed heavier.”

“Over the years, “The mulch on demand

I've bought other

we liked. It's not just

mowers, and [|'ve
never gotten so
much as a thank-
you. These people
at Deere bend over
backwards for you.”

a little kit, it's really a
whole mulching system.

It lays a nice job down.”



“When we have a personal injury, no mat-
ter how minor it is, [ start second-guessing

myself, whether that person was the right

hire, or what I could have done to prevent

the accident,” Oxley says.

Accidents in the tree business can be
especially serious. “I've had chainsaw
strikes where people had very serious cuts on their arms or
legs to where it has impaired them quite a bit, and it’s a mat-
ter of figuring out what you can do for them, their families,
and your team,” he says. “You want to make sure it doesn’t
happen again.”

These workplace injuries deeply affect Oxley. “It scares

me," he says.

Sleep aid: Safety training is critical for all employees at
Swingle Tree, and many landscape companies will find that
having a program in place can reduce workers’ compensation
fees. Address safety during weekly staff meetings. Don’t miss
an opportunity to teach a safety lesson.

Most manufacturers and distributors offer training for the
equipment they sell. Take advantage of this resource. “Unfor-
tunately, many employees are given equipment to use without
training, and that will really help with longevity,” Guido says,

noting an added benefit of training aside form safety.

Everyone at Swingle Tree took a 5
percent pay reduction in April 2008.
“It was a matter of right-sizing the
organization to get our expenses in
line,” Oxley explains. “If the industry bench-
mark is a 5- to 15-percent profit margin and you don’t have
that, you fail to exist.”

Oxley says business has never been this tough. “What the
future holds, I don’t know," he says.

How many companies actually met their financial goals in
2009? The average landscape company grew 2 percent this
year, 8 percent down from last year's 10 percent average.
Revenue-per-employee figures were also down in 2009, from
an average $46,378 to $41,193.

“Everyone has had to feel the pain,” Oxley says. “If you don't
meet financial obligations, you don’t grow. You don’t grow
the corporation, and you don’t grow the people. We want to
protect our company and employees.”

lhose numbers — the goals and the reality — will keep a
concerned contractor up at night. “We strive to hit all of our
goals and benchmarks, and over the last few years, this has
caused a lot of angst in our company because of the economy,”
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nat keeps you
) at night?

Oxley admits. “By not meeting these expectations, we fail to keep top talent and
be able to invest back in our company.”

Sleep aid: Swingle Tree focused on getting its budget in line with the economy to
meet financial goals. “To protect as many of our players as we could (from lay-offs),
we had to reduce expenses, and part of that was a wage reduction and looking at
other benefits,” he says,

Guido says the last decade, for the most part, has allowed business owners to
spend more freely. “Business was easy when times were good,” Guido says. “The
country was going through some of the most fruitful times in American history.
We've been pretty fat and happy, and you know what, we have to get back into
fiscal shape and start becoming responsible companies,” she says.

Drained by Insurance

Barefoot Grass Co. gets hit with a 11- to 12-percent insurance price
increase each year. “We have never filed a workers’ compensation
claim,” LoCascio says. “We have never filed a general liability claim.
We have never filed an automobile claim.”

That doesn't seem to matter.

“You get the audit at the end of the year and you feel like you've done everything
right and they hit you with an increase,” he says. “You find out that one guy you
subbed out to wasn't insured to the same limit, so you have to pay the spread on
the difference — or something.”

The cost of insurance prevents LoCascio from hiring new employees. Though his
hourly rate is an average $11.50 per hour, with insurance and taxes, each worker
costs him about $16 per hour. “I don't look at people now as employees, I look at
it as what's this going to do to my workers’ compensation rate,” he says. “I'd rather
pay overtime to my existing guys than hire new workers.

“It gets to the point where we can only charge customers so much for what we
do,” LoCascio continues, noting that recouping the cost of insurance by raising
prices just isn’t realistic in this competitive market.

The worst part is, LoCascio has a feeling that many landscape contractors - and
most one-truck operations in his area — do not carry insurance.
They undercut his prices and avoid paying what is LoCascio’s
most costly business expense outside of payroll.

Insurance is a catch-22 in LoCascio’s opinion: You can't be
in business without it, but to pay for it, you struggle to stay in
business.

Sleep aid: LoCascio’s has cut costs in other areas, since he can'’t control the rising
cost of insurance. Also, he doesn't offer health insurance. A 2009 Kaiser Family
Foundation survey found that 60 percent of firms offer health benefits.

Less than half (46 percent) of the smallest employers (three to nine workers) offer
health benefits. Among those firms that do, 21 percent reduced the scope of benefits
or increased cost sharing; 15 percent increased worker’s share of the premium.

Health insurance is a benefit for employees, but workers’ compensation, general
liability and automobile insurance are requirements. Look into group insurance
options through business associations. National Federation of Independent Busi-
nesses provides discounts on workers’ compensation through a member program,
and PLANET's affiliation with a commercial insurance provider gives members
perks. These opportunities can strengthen your buying power. (L

The author s a freelance writer based in Bay Village, Ohio
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BETTER RESULTS

4-Speed™ XT
Saves Contracts

APPLICATION RATE:

1.3 02/1,000 sf of 4-Speed XT plus
spreader-sticker (1 0z/gallon finished spray)
APPLICATION EQUIPMENT:

LT Rich Z-Sprayer, 1/3 gal spray tips
TIMING:

July 13, 2009

SUMMARY:

“This was not ideal herbicide application
timing for ground ivy control, but we still
had great results on it and all the other
weeds on the 4-Speed XT label. As a result,
we saved several contracts. We'll be using a
lot more 4-Speed XT and other Nufarm
products in the future.”

Y%-SPEED XT~

Better Choices.
Better Business.

Nufarm

www.nufarm.com/us

Nufarm Turf & Ornamentals: 800-345-3330

{
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HELPS BUSINESS GROW.

Nobody has to tell you that the lawn care business is full of unknowns from
the weather to gas prices. That's why professionals count on Honda engines.
They're legendary for being fuel efficient, quiet and tough. Plus, now they
come with a three-year warranty’. Good engines can do more than just make
your business run. They can help it grow. Find out more at honda.com.

HONDA
ENGINES

Built like no other.

)9, Warranty exchy
ja Power Equipment. ©2010 /
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jonda GXV160 model. See full warrant
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national trade association representing
the interests of the specialty chemicals
industry.

Since being hired as executive director
in 1991, James has transformed $40,000
in seed money into a powerful advocacy

group with a $3 million annual budget and

an enviable track record of success against
anti }k'\!h ide Spec 1l interest groups.

At the time James began his career at
RISE the organiz

l'oday, RISE boasts more than 200 mem

ation la.ul 12 members.

bers accounting for more than 90 percent

of the total specialty pesticide production

Only one reel
makes your
business grow.

v I \

From maintaining grounds and spraying lawns to washing down
trucks, Hannay Reels deliver rugged dependability.

Outperforms and outlasts every other brand
Heavy-duty construction for demanding applications
Portable units, wheeled, or truck- and trailer-mounted
Complete custom capabilities

Hannay Reels deliver confidence by standing up to the most
demanding jobs and providing lifetime value - proving that you can't
buy a better reel. To find yours, go to http:/go.hannay.com/GM7

C,

S —

W Hannay Reets
The reel leader.

www.hannay.com * 877-467-3357
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Allen is an
leader who has done a
RISE as an org,

in the U.S. “ incredibly gifted
great amount for
anization and for the indus

try as whole,” observed Bill Culpepper,
g\rv\uivm and CEO ot SePRO Corpora
tion. "1 l(‘ ]1.1\ eX( x‘('({l‘\l \\H l‘\[l«‘t tatons
with the thing
joining RISE.

“RISE is now a nati

s he has accomplished since

onally recogni:

voice of the specialty chemicals |rnl-‘.w'.
because of Allen’s talent and commit
ment,” added Josh Weeks, vice ])n'\n‘;«-"'

Protessional Products North America, for

Organization:
RISE (Responsible Industry for a
Sound Environment®)

Headquarters Location:
Washington, D.C

Career Highlights:
President, RISE, 1991-2010

President and CEO, International
Sanitary Supply Association,
1987-1990

Executive Director, Delta Sigma
Phi Fraternity, 1978-1987

Executive Director, USDA
Agricultural Stabilization and
Conservation Service, Beaufort
County, N.C., 1969-1978

MBA, East Carolina State
University, Greenville, N.C

Bachelor's Degree, North
Carolina State University,
Raleigh, N.C

Personal:
Married to wife Ann for 29 years;
enjoys deep sea fishing and golf
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SELL MORK tanoscares

WITH SYNTHETIC ﬁlﬂll’ GREENS & LAWNS

’/h‘

ZERO IN ON Hl(rll GROWTH,
lll(xll PROFITS, & NEW CUSTOME RS
.« CONTRACTOR ONLINE FORUMS

* Learn from thousands of contractors how to successfully
- market and sell synthetic golf greens and synthetic lawns.

GASH JOINING THESE FREE FORUMS

CAN GENERATE........
FLOW PROBLEMS

gy, Two NEW Profit Centers — 50%+
ELIMINATED 8

* Two NEW Revenue Streams
* Two NEW Customer Bases
* 90 DAYS -~ NO Payments & Interest

« Utilizing Existing Equipment
& Employees

* A Simple & Easy Add-On Service
* Year Round Installations

www.allprogreens com/trammg
REE DVD & SAMPLES 1-800-334-9005
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the Environmental Science business of
Bayer CropScience. “He is always looking
for opportunities to be an advocate for our
industry and is tireless in his efforts. He’s
widely respected for his inclusive leader-
ship style and ability to build consensus,”
a sentiment shared by James’ longtime

Spreader
and
Sprayer

your productivity and profitability.

Step on and grab the steering wheel for simple,
intuitive driving. The ride is smooth and steady,
especially on hills and rough terrain. Move effortlessly
from residential properties with 36" gates to commercial
properties, improving route efficiency so you can increase
the number of properties you complete in a day.

The T3000 also gives you unprecedented application control. Easily match
your spread and spray widths and capacities. And the unique spray system
is the ultimate in precision and efficiency, virtually eliminating callbacks.

More precise. More efficient. More profitable. It's easy with the T3000.

See the T3000 in action—call 800-679-8201 for a demo or DVD.

TRANSFORM YOUR WORKDAY
AND YOURBOTTOM LINE.

Through revolutionary design and engineering, the
patent-pending T3000 will dramatically increase

friend and colleague Keelan Pulliam,
president of Conrad Fafard. “Allen is
very focused and has great passion for the
specialty pesticide industry,” Pulliam said.
“He is a consensus builder and over the
years built up trust in RISE membership
but more importantly ‘on the hill’ where

“The T3000 helped me
grow my customer base
by 58%. It's so easy to
use—|can do a property
in about half the time."

WWWITURFCO.COM

#47 lawnandlandscape.com/readerservice

60 FEBRUARY 2010

www. lawnandiandscape com

IN HIS OWN WORDS 0"2
In February 2009, James sat down'with
Lawn & Landscape contributing editor
Pat Jones to talk about his time in the
industry. Read that interview at www.
lawnandlandscape.com/webextras,

he was listened to and respected. Our
opponents didn’t always agree, but Allen
gave the industry a seat at the table to be
heard. He is a true professional.”

HUMBLE BEGINNINGS. When James
joined RISE nearly two decades ago
there was no guarantee the organization
would be successful, much less have the
wide-ranging influence it has garnered
over time. “I came into work the first
week to an office, a phone and a desk
but no chair,” James recalls of those
early days. “I investigated the financial
situation and learned we had $40,000
in the bank.”

Jay Vroom, president and CEO of
RISE’s sister organization CropLife
America, told James, “Well, you've got
some seed money, but if you want to
keep working you need to go out and
attract members.” It proved to be sound
advice. "I began an intense membership
program,” James recalls, traveling across
the country to conduct face-to-face
meetings with potential members. It's a
strategy that produced immediate results,
in large part because of James’ low-key
and non-threatening, yet highly evolved
powers of persuasion.

“Allen is adept at forging alliances and
coalitions,” observes Rosenberg, who
has worked side-by-side with James on
a range of industry issues over the years.
“His strong interpersonal skills command
respect and make him, as well as RISE,
a very effective organization. I can't say
enough good things about Allen."

“Over the years, we've worked closely
with a lot of different associations to
build strong coalitions to meet our mu-
tual objectives, which is something I'm
very proud of,” James said. “We've also
tried to deal with our adversaries in an
aggressive, yet respectful manner. There
is a time to take a stand, but todo it ina
way that is not offensive. I think such an
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BASF

The Chemical Company

| Always read and follow label directions.
Freetand 1.75G is a registered trademark of BASF, © 2010 BASF Corporation. All rights reserved
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approach has served me well throughout
my career,”

“None of the people who conceived the
idea of RISE were sure it actually could
" Vroom told PCT

Lawn & Landscape’s sister publication,

be done, magazine,

when James was named to its Crown

Leadership Class of 2003. However, it
has been successful, in large part, because
of James’ passion for his work and his in
nate leadership abilities. “He is capable of
charismatically building consensus across
His most

industries,” Vroom observed.

significant strength is his ability to get

»z,\\&l““"‘q

JONES OUTDOOR  SERVICES

He found an illuminating way
to eliminate downtime.

With hands-on training, guidance and support from VISTA Professional

Outdoor Lighting, you can profitably expand your list of services

and also fill the void between irrigation and landscape projects.

VISTA experts will show you how to utilize the skills you already

possess to install outdoor lighting solutions at moneymak
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margins.

VISTA
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//|\\ LIGHTING

Call 800-766-VISTA or vi

r;\‘fg. &,

)

.

! )

we ve sedw st £5 »ft
TWENTY YWARS
- g

#49 lawnandlandsc

62 FEBRUARY 2010

r bott
DOt

om line.

I WWW. vmtapro com roday

-
2]

ape.convreagerservice

1

people of differing interests to quietly let
down their guard and relate to each other
He has strong communication skills and
is able to consistently deliver clear mes
sages. And most important of all, Allen is

a good listener."

A REMARKABLE CAREER. Given James

longtime association with Vroom, it
seems appropriate that the culmina
tion of his career would occur at a joint
meeting of RISE and CropLife America
in September 2009. It

was there that Josh Weeks, chairman of

in Orlando, Fla.,

the RISE Governing B« vard, announced
Allen James

given annually to

the creation of the
Award, which will be
an individual who makes outstanding
contributions to the specialty pesticide
and fertilizer industry

“This award is a lasting tribute to Allen
and will be given for years to come to rec
ognize others who build upon his legacy,
Weeks said.

incredible amount to the advancement of

Allen has contributed an

the industry and this award is an accolade

to his accomplishments. He will always be
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associated with the founding of RISE and
building the organization into an effective
advocate for the industry.”

One might think given the fact he only
has six months left in his tenure as RISE
president, James might take some time
to sit back and smell the roses, visiting
friends and colleagues as he travels the
country on behalf of the association. If so,
you'd be wrong.

James’ keynote address at the RISI
Annual Meeting proved once again the
longtime association executive isn’t about

to give any ground to the opposition and
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environmental

BELGARD PERMEABLE PAVER SYSTEMS

THE ENVIRONMENTAL SPECIES:
PERMEABLE PAVERS VS. STORMWATER
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Environmental stress s increasingly
being placed on our resources. As
more land is developed, the natural
water filtration provided by the soil
is continually being diminished.
fn turn, stormwater runoff - mixed
with motor oil, fertilizers, and other

contaminants - can pollute both surface

and groundwater.

Fortunately, there is a better way,
The Belgard Environmental Series

of permeable pavers offers

attractive, environmentally-friendly

alternatives to traditional paving

materials designed for residential and

commercial development,

FACT: Acemtling 10 the 118, Geologreal
Surngn Over half of the drnking waler on
Amangit vomes from growndcoaier, with the
Balunce conmng fiom lakes and rivem,

There’s a lot more you should
know about permeable pavers.
Call 877-BELGARD (235-4273)
to schedule an educational
“Lunch & Learn” session.
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Environmentally-friendly, aesthetically pleasing. Belgard permeable pavers offer

the strength, durability, slip-resistance, and visual appeal property owners desire.

Offering a versatile range of styles to suit almost any application, the Belgard
Environmental collection’s aesthetic options offer design flexibility while protecting

precious resources. Each style is designed to adhere to EPA and local regulations

while contributing credits toward LEED® certification.

A; part of a bio~aquifer stormwater system,

Belgard Environmental permeable pavers
can virtually eliminate runoff. potentially
removing the need for retention ponds or

underwater sewer pipes.
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For additional technical information, visit www.belgarddesignpro.com
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remains a passionate advocate for the
specialty chemicals industry.

“We have reached the tipping point
with respect to activism targeting our
industry, emboldened by Presidential
and Congressional leadership favorable
to their views," They call
our scientific basis into question,” In fact,
supported by the consumer media, he said
the specialty chemicals industry finds

he warned.

itself under siege. “There is a tremendous
divide between the beliefs of the major-
ity of our nation and the voice of the few
well-funded activist/detractors of our in-
dustry and critics of our standard of living.
The activists opposing our industry are
one-and-the-same as those opposing the
progress of our great nation. That point
we need to understand clearly. And, if we
do not stand firmly against these groups,
we will surely be torn apart by them.
“We must find a new way to get our

rl’

Is this how vm&

enjoying thelr\n

message through the haze of misinforma-
tion,” James added.
voice in the communities of our nation.

“We must find our

We must remind our neighbors it is our
innovative products that allow them to

positive images about our products in
our communities. Together, we will
reframe the debate. We will reclaim the
high ground.”

[t's a battle Allen James, despite some-

Allen is an incredibly gifted leader who has

done a great amount for RISE ...

and for the

industry as a whole,” — Bill Culpepper, CEQ, SePro

enjoy life in this wonderful country.”
Too often, he said, it's a message that
fails to reach the public amid the din
of anti-industry activists. The specialty
chemicals industry is driven by 21" cen-
tury technology and innovation, James
observed, “while our detractors are rooted
in 20" century rhetoric, devoid of mean-
ingful value to the society we cherish.
“We are not in a time of business-

as-usual,” he warned. “We must create

times overwhelming odds, has embraced
for nearly two decades because he believes
that his is a just cause. Nowhere was this
more evident than in his closing remarks
during his final keynote address to RISE
members: “It has been my honor to serve
you all these years and I promise my
toassure the light of the
future shines bright for our industry.” L

strongest effort ..

The author is publisher of PCT magazine
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Outdoor Insact Control
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We are actively seeking
Landscaping Professionals
to sell, install and

service our innovative
outdoor misting systems
that effectively control
mosquitoes and other
annoying insects.

Great margins and recurring revenues!

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

S BECOME R MISTRWRY DERLER TODAY! &
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TURNS ON A DIME

AND EVEN BETTER ON GRASS.

-

The A300’s four steerable axles help minimize turf damage, tire marks on concrete and asphalt, and tire wear.
That means less surface repair and cleanup as well as lower maintenance costs —and a better bottom line for
you. Flip a switch and go from the smooth, rolling efficiency, of an all-wheel steer to the agile maneuverability
of a skid-steer. It's like having two machines in one.

www.bobcal.com/turns5
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For What It’s Worth

Landscape contractors must be careful to price for profit so they
can sustain business in what will likely be another difficult year.

PRICING FOR PROFIT

N g

on't expect any great shakes in

2010 - more of the same is what
most landscape contractors are planning
for as they set pricing for the season.
Most say they'll hold prices steady,
but certainly there is pressure to mark
down costs. Pressure from residential
customers, commercial clients, anyone
wanting a bid - they want it lower, or
they want to pay less even if that means
downsizing services.

But what happens when bidding gets
tough and the bills keep piling up?

“People panic,” says Jim Huston,
president of J.R. Huston Enterprises
and author of a book out this month,
A Critical Analysis of the MORS Estimat-
ing System, a scientific, step-by-step,
comparative analysis of the Multiple
Overhead Recovery System (MORS)
estimating methodology and all six
pricing methods commonly used in the
green industry. “Some numbers we are
seeing in the marketplace are ludicrous
because people don’t know what their
costs are. So then they're bidding for
cash flow and not profitability.”

You must understand your costs be-
fore negotiating the prices for your ser-
vices. Otherwise, when a customer asks
your company to match a competitor’s
bid, how will you know whether this is
profitable for your business?

“If you know what your break-even
point is and you know what your direct
costs are, then you have a clearer picture
of where your prices should stand,”
Huston says.

Because many business owners dedi-
cated 2009 to teasing out unnecessary
costs, leaning their operations and im-
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proving the efficiency of processes
across the board, they're starting
2010 in a better position than the
year prior. So the more-of-the-
same pricing strategy will at
least keep a business steady.

Freezing prices is advisable
in most situations, though
Huston notes an inevi-
table dilemma.

“If you don’t lower
your price, you may not
get the work you want,”
he says. But if you start
lowering prices then you
seta trend as a price leader,
and that sends a signal to
everyone else to lower their
prices.”

And if those prices go too low,
as Huston notes, you'll be bidding for
cash flow and not profitability. While
cash may pay the bills tomorrow, profit
is what keeps a business going year
to year.

Huston's advice: “Hold your
prices as best you can, and add
value - bring in the intangi-
bles,” he says. Use a solid Web
site as an example of showing
customers your company is
worth paying for. “Add value,
and show value."

This month, Lawn &
Landscape spoke with
three landscape firms to learn how
they are pricing services for 2010 and
what factors are driving those fee struc-
tures. L)

The author is a freelance writer based in
Bay Village. Ohio
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Raising Rates

Adjusting prices to cover the costs of a maturing
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business has helped this one-man firm grow.

illiam Prout started his lawn

maintenance outfit with a truck,
a lawn mower, an old backpack blower
and a pile of flyers. He was in business
and, like many one-man startups, he
was charging way below the industry
average. "I look back at my pricing now,
and boy was I cheap,” he says.

Prout has come a long way in nine
years — a very long way. Now his pricing
strategy involves more than covering the
cost of gasoline to feed his mower. He
pays taxes, insurance, license fees, all
the standard expenses small business
owners face in the green industry. Prout
raised prices years ago, and his business
grew as a result.

“I talk to other people in the busi-

ness, and I got online and participated
in some landscapers’ forums to find out
what I should be charging,” he says. “1
started raising my prices, and customers
weren't going away."”

Prout knows today he’s not the least
expensive game in town, but he's fair.
He prices jobs by time, and by now he
knows exactly how long he'll spend on a
job to mow, pick up leaves, trim hedges
or do other cleanup work a client’s re-
quests. If pricing is off by a little, he will
wait until the next contract year to in-
crease their charges, presenting clients
with an outline of the work performed
and the time spent on their property.

For the most part, customers have not
tried to negotiate cost with him. Though

As William Prout's business has matured, so has his approach 1o pricing.

www.iawnandiandscape com
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www.rainbird.com/WR2

Changing your fortune
by changing your
wireless rain sensor.
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The NEW Rain Bird®
WR2 Wireless Rain
Sensor: fast, one-person
installation.

Ran I Birp
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The Magnum Serles all
aluminum construction
features double walled
~ fold down sides avallable
. In9'to 12' body lengths .+

Fallen Leaf ‘
Lawn & Yard Care }

~

Principal: William Prout
owner Location: East Haven !
Conn. Established: 2001 2009 !

Revenues: $25 000 Customers:
95% residential Services: lawn
iintenance Employees: 1

of course, there's the occasional price-
shopper looking for a down-and-dirty
deal. “I've had some people say, ‘That’s
way too expensive!” but I'm not about to

HWV 16 WEST

MANUFACTURED BY
I AFCD EOU'PMENT COMPANY ,,..m it sn,?.”,‘ come down on my prices whgn I know

what | should be charging for a job,
Prout says.

Price-shocked customers usually are
new customers who have never had
lawn service before. “So they're shopping
around, and they don't know what the
going rate is,” he says.

Prout will maintain his pricing for
2010, raising it only if he recognizes jobs
that required more time than figured
into last year’s price. He may consider
purchasing another mower this year,
which would be an expense he'd need
to cover. But this will not affect what
customers pay, he says. As for growth,
Prout plans to continue operating the
business solo, taking on as much work
as he can personally handle.

“Over the last three or four years, I've
| been able to retain customers and make
- a good living,” he says.
|
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| CP300 Sprayer Keeping pricing in line with industry
standards makes all the difference. “I
wish I knew what I should have been
charging back then,” Prout says, with a
| | chuckle. That would mean extra money
in Prout’s pocket today, perhaps a new
backpack blower. But now Prout is on
track for profitability, and his custom-

Mcios i PR ers are pleased with the service and the
soopi 2 (i) cost. .1

V8" ID - S0/, 1727 1D - B0/

(Pictured Below)

}c.

® 300" or 400" Rolls
@ Attractive Mint
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BY KRISTEN HAMPSHIRE

Changing your fortune
by changing your
wireless rain sensor.

That’s intelligent.

The NEW Rain Bird®
WR2 Wireless Rain
Sensor saves precious
water. This revolutionary
wireless rain sensor has
programmable rainfall set
points and a Quick Shut-Off
feature that saves up to 35%
on water usage. A reliable
sensor signal transmits
weather data to actively
manage the controller’s

S irrigation schedule. Producing
ond Nature lush, beautiful landscapes

Principal: Ted Bentz Location: while conserving water. That's
Rapid City, S.D. Established: |
2003 2009 Revenue: $450 000
Customers: 80% commercial; 20%
residential Services: landscape
design/build and maintenance

Employees: 8 (0 10 R‘I”&Blﬂﬂ.

The Intelligent Use of Water™
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E“‘W time an AA Tex Lawn Co. truck stops at a job site, the
K n OW W e n tO company makes money. President Mark Lay makes sure
of this by knowing his costs and pricing every job so that his
profit margin is 5 to 10 percent, if possible. “If we aren't making
money, we do better to walk away,” he says. noting that land-
scape installation customers, in particular, are price-shopping

Educating employees on pricing strategy ~ With a vengeance this year.

“Everyone is wanting a lower price,” Lay says. “If anyone is

encourages everyone to work toward the spending money on landscape, they feel like they know they can
same 803[: Dr0f|tab|l|ty get it done cheap because businesses are hurting.

Meanwhile, landscape companies that focused on installa

We've worked hard in the last few years with the drought, gas prices
and the recession. We're like a bull dog with a bone, just workin' it hard."

TIRED OF LOSING MONEY ON EVERY PAYROLL?

Employee Time Card

Bill Kemp

Reality?

Reality
Check.

More than 600,000 construction workers
clocked in today with The JobClock™ System!
Find out why!

Call 1.888.788.8463 for a FREE quote. EXAKTIME

Find out how much The JobClock System will SAVE you! www.exaktime.com
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Changing your fortune
by changing your
wireless rain sensor.

That’s intelligent.

The NEW Rain Bird® WR2
Wireless Rain Sensor
increases revenue and
productivity. Every feature
of this new wireless rain
sensor helps you make more
money, Whether a system
upgrade or a new installation,
the Rain Bird WR2 saves
labor, provides new revenue
opportunities and enhances
AA Tex Lawn Co. your image as a water
management expert. Staking
your reptitation —and your
fortune—on a product that
delivers every time. That's The
Intelligent Use of Water™

Principal: Mark Lay, president
Location: Charlotte, N.C.
Established: 1980 2009 Revenue:
more than $3 million Customers:
85% commercial maintenance;
15% landscape enhancement 1 L = -
Services: Landscape maintenance

and enhancement Employees: 50 M”&BIRD
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Accelerating Business Growth

Even in a down economy, there are ways to grow your business.
BY JON EWING

ave you resigned yourself to being satisfied with no

growth in this sluggish economy? Have you seen your

sales slip? We all know the challenges we face in this
economy. Customers are spending less, building less, cutting
costs, offering fewer improvements. Here are three ways to
grow your business, even in this down economy.

IMPROVE YOUR MARKET SHARE. You can improve market
share by knowing your brand, knowing your competition,
knowing who the customers are within your market and
dazzling them. Also, buy your competition. If you have the

financial means, poor economies are exceptional times to

buy businesses as long as you have the capital and business
acumen to adequately evaluate the opportunity.

Start out by knowing your segments. Are they broken down
into residential sales, HOA sales, commercial sales, golf, etc.?
Take each segment and evaluate what your market share is
and which segments offer the best opportunities. Take some
time and write down as many projects as you can list within
your market and determine who services these accounts and
determine what segment you can truly grow.

Simultaneously, make sure you fully understand who you
are as a business. Are you a landscape construction business

or maintenance business? Do you offer irrigation services,
lawn care, tree work or chemical applications? Deter-
mine what services you have that standout and what

your competitive strengths are. Know your brand!

Devise marketing materials that promote the services your
company does very well. Craft your marketing strategy to
explain how your services can be beneficial during a rough
economy. For example, show customers how you can save
them money. You will want to craft this in a way that main-
tains or improves your margins. Can you eliminate annual
color beds in favor of perennial color? Develop sustainable




How can a product that’s so tough on grubs
be’Sa gentle at the same time?
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It’s a little miracle we call Acelepryn?

Kill them. With kindness
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The miracles of science
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landscape recommendations that allow
projects to save on water costs? Or can
you eliminate groundcover and add
fresh bark mulch?

Odds are that many potential custom-
ers are being overlooked by your com-
petition while their businesses struggle.
Or perhaps they are apathetic with their
services and indifferent to their clients
as they drop prices and lose margins.
Realize that this is a huge opportunity
for you. Pay close attention to your com-
petition and the businesses they service.
Understand that much of your competi-
tion is focusing on business issues that
have nothing to do with serving their
clients. So if they offer lackluster ser-
vice, know that this is an opportunity
for you to display exceptional qualities
to new customers and improve your
market share.

By knowing what your market is,
what you do well and working hard to
uncover prospective customers, you can
grow market share. Stick to your brand
and dazzle customers.

CREATENEW BUSINESS SEGMENTS. Creat-
ing a new business segment can be a fun
opportunity. Look for possibilities that
are a good complement to your business
and that offer strong upside. Look for a
niche that makes you money.

There are many possibilities, possibly
including: artificial turf, chemical appli-
cations, design/build work, golf courses,
hardscape work, irrigation, landscape
maintenance or construction, plant
nurseries, putting greens, residential
or commercial work, homeowner as-
sociations, hotels, resorts, sports turf,
or tree divisions.

When considering a new segment
or business niche it is very important
to find the opportunity that best fits
your business and complements your
core business. You may be a sports
enthusiast. Try specializing in sports
fields. Perhaps you love golf; consider
specializing in the design and installa-
tion of home putting greens. Use this as
an opportunity to follow your passions
and your customers will notice.

Understand the risk of not keep-
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ing your eye on the ball
in terms of developing
your brand. Make sure
that you have fully ana-
lyzed your company's
ability to perform. Any
new initiative must be
complementary to your
core business.

GROW YOURBASE. Explore

all opportunities avail-

able within your current
customer base. Know
them as well as you know your
own business. Often, a busi-
ness is able to grow by merely
taking better care of their existing
customer base. Let's face it, every busi-
ness has a customer. Figure out why
they chose you and make it a special
experience for them.

Make sure every customer you have
knows how much you appreciate their
business. Ask your employees to treat
them extra special. You may want to
seek the advice of your staff and ask
them what would be a fun way to rec-
ognize your customers and make them
feel special. The tighter bond you build
the more likely they will help you grow
your business.

Can your customers describe you? If
not, they cannot describe you toa friend.
Make sure that your clients know what
you do for them and like it. Turn them
into advocates for your business.

As mentioned earlier, many busi-
nesses don't pay attention to their cus-
tomers during difficult business times.
Therefore, this is the best time possible
for refer-ability. Spend more time with
current customers and you'll find that
they can sell for you. If customers really
like you and believe in your services,
the better their recommendations will
be and the more likely they can sell you
to a friend.

Strive to attract - rather than chase
~ customers. Sell mutually beneficial
services and long-term relationships.
Craft discussions to focus on your worth
and not just cost.

Keep in mind the 80/20 rule. Twenty

www.lawnandiandscape.com

Growing Your Green
According to Lawn &
Landscape research, the
three most popular new
services offered by con-
tractors in 2010 will be
green/sustainability
services, landscape
lighting and irriga-
tion/water management.

percent of your customers will generally
provide 80 percent of your revenue. If
you are a small business and lack large
resources, focus on the 20 percent of
your customers who really make it hap-
pen for your business.

Stay in touch with them through
very positive courtesy calls. Plant the
seed that you are excited about your
brand and always eager to improve
your business. Remember, if you take
exceptional care of them they will be a
strong advocate for you.

Is there a lost customer that you can
go back to? When times were booming
you may have taken in stride the loss of
a customer. Now the market is much
smaller and the surviving customers
are more valuable. Figure out how you
can patch up your differences and win
them back. And when you get them
back, handle them perfectly. Always
think beyond price.

Don't be satisfied with your business
and presume that there are no opportu-
nities in this economy. Devise ways to
make this tough economy work for you
and your business. Do this by staying
focused, creative, exploring any reason-
able opportunity that is complementary
to your business, and, last but not least,
take special care of the customers you
already have. (L

The author (s a past president of the California
Landscape Contractors Association



Introducing the latest innovations
from the industry leader.
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professionals. Anddesngningnéwequipmenttomeétyourspaﬁﬂ Emlvingourbest
mowers into even better machines. To deliver the best cut quickly, efﬁmenﬂy and comfortably.
With the durability to reduce downtime, minimize maintenance and increase productivity.

It's what we've done at Exmark since we opened our doors. And, as always, it's what's next.
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Silver Moon Lighting held on to clients — and kept employees
working — by expanding its services. BY CHUCK BOWEN

Brighl business minds will tell you
that you don’t succeed by finding
customers for your products, you find
products for your customers. Silver
Moon Lighting did just that to absorb a
30 percent drop in their core business.

A ‘FIX-IT" SOLUTION. Silver Moon Light-
ing started seven years ago installing
Christmas lights for large residential
properties in southern California. As
business picked up, customers started
asking if the company could also repair
their existing landscape lighting sys-
tems, so the company branched out.
The expansion gave the company a little
balance and consistency — crews could
work on holiday lights only two months
out of the year.

But last year, landscape lighting
revenue dropped off 30 percent. Big in-
stallations - tied to the housing market
- slowed down. Customers scaled back
projects, which meant Silver Moon was
subsisting on smaller jobs.

“We are kind of limping along with
customers saying, ‘I'm redoing hard-
scaping, putting in a pool,” says Diane
Finley, vice president of the Poway,
Calif.-based company.

So the goal for 2009 was to keep their
four employees working. And to do that,
the company reached out to its few
hundred customers and ask them what
they needed done. If the plan worked,
Silver Moon could keep its employees
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working and solve some of its custom-
ers’ problems.

“The last thing we want to do is lay
somebody off, have them go get another
job and we're not able to get them back,
because we love our guys,” Finley says.
“Our guys are so talented in many areas
... any one could be their own handy-
man. We've got customers; they always
need fix-it things here and there.”

COMMUNICATING CORRECTLY. So Silver
Moon sent out an e-mail that outlined
various handyman services its employ-
ees could perform at their regular rate

New services offered by Silver Moon Lighting!
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Customer Communication
Want to try the same thing? Read the
full e-maif that Silver Moon Lighting
sent out to its customers at www.
lawnandlandscape.com/webextras.

www lawnandlandscape.com

of pay, and that were legal under the
company's contractor license.

“Now’s the time to get those odd jobs
around your house completed, fixed
and taken off your ‘to-do’ list,” the e-
mail reads in part. “Our staff is talented
and experienced in many areas, so as
the economic situation declines and
our core business slows, we have made
the decision to expand the services of
our company.”

The message then lists about 15 ser-
vices the company could offer — every-
thing from demolition and drywall to
painting and pressure washing.

The hardest part, Finley says, was
striking a balance between sounding
desperate but also communicating the
company’s need for more work.

“It was kind of sticky, because you
don’t want to go ‘God, we're really hurt-
ing, can you guys help us?™ Finley says.
“You don’t want to come off that way as
a business.”

CUSTOMER FEEDBACK. In between light-
ing jobs, Silver Moon's team painted,
refinished stucco, powerwashed a
driveway and hung rain gutters for their
customers.

“We had a lot of good feedback,” she
says, “Our customers were very under-
standing. That really did help us survive
in 2009." 1.

The author Is managing editor of Lawn & Land-
scape. Send him an e-mail at chowen@gie.nat.
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eff Minnich describes a good gardener

as the anti-Julia Roberts character in
the movie “Mona Lisa Smile.” Roberts
plays a professor who teaches art his-
tory to her well-traveled students but
has never traveled to Europe to see the
works of art she’s teaching herself.

“I think (traveling) opens your eyes to
possibilities as a designer,” Minnich says
of good garden design. “I think they're
richer for it for looking around.”

He’s traveled very far from his Ar-
lington, Va., base — all the way to Cali-
fornia, Australia and Europe - just to
find richer ideas. He’s found that the
gardens in England are spectacular and
Washington, D.C., has beautiful state
gardens.

“You go around the world, and you
see what you like and what you don't
like. You might bring one little piece of
it home, and if you go to 20 places, you
have 20 new pieces, all unique to you as
a designer,” he says.

Minnich says getting away from your
area brings in a different perspective. -

“Stretching it out away from the Ang-
lo-Saxon (of the East coast), trying to get
to other places where the gardens are so
different just throws you,” he says.

Minnich is a one-man band at Jeff
Minnich Garden Designs. He works
mainly alone with the help of subcon-
tractors for his elaborate and elegant
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garden designs.

“My business model is that I am the
company,” he says. “I design everything
the old way — by hand. I'm 51 and still
stuck in the old way. I love the process
of growing. 1 think it makes me more
creative.”

Minnich finds creativity in many
different places, learning new ways to
affect climate changes or how different
plants can grow in unheard of areas.

“Palm trees aren’t seen in northern
Virginia, but I have a few in my garden,”
he chuckles.

Particular about his work, Minnich
only installs his own designs to a
specialized clientele. He works
mostly by referral in residential
areas, using an “outdoor room”
concept to make gardens feel
like functional spaces. He con-
siders himself a horticulturist first,
landscape designer second.

“I really love design and I love hard-
scapes, but the thing that really turns
me on is plants,” he says. “I have one
of everything I could possibly grow in
my garden.”

Recently, Minnich filmed an episode
of “Curb Appeal” on HGTV. He says
it was a wonderful experience that al-
lowed him to reflect who his clients
were into a distinct garden.

“My aim is to create a haven for my

www lawnandlandscape com

N

clients — an integration of indoor and
outdoor living — a refuge that reflects
who you are and a place where you can
truly be yourself,” he says.

Minnich says he loves gardening be-
cause it gives people something to look
forward to: a fresh start. It also instills
good values in hard work and provides
the joy of accomplishment. He knew he
wanted to play in the dirt for the rest of
his life at an early age.

“This is all I've ever wanted to do.
When I was 5 or 6, an elderly next door
neighbor — who was like a grandparent
to me — made a little vegetable garden

for me. From then on out, it really
influenced me,” he says.
Minnich suggests finding in-
fluence around you—whether
it's the local gardens in your state
or what’s growing in the moun-
tains of Australia.

“In Australia, I did not know one
single plant, not a clue,” he says. “It
really opened my eyes. That's the thing
you learn with travel: how much you
don’t know. I've been to Europe and
thought, ‘How in the world can this
plant grow here? It’s at the same latitude
as Quebec!”

“It’s very interesting. Travel ~ I love
it. The more the better.” @

The author is an intern at Lawn & Landscape maga-
zine. She can be reached at kpickerel@gie.net
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JIMHUSTON

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.
comy/store.
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HUSTON, We Have A Problem

Buying and selling a business: Part l|

just today I talked with two
clients. One was in the process
of buying a company and one was
in the process of selling his com-
pany. Both companies are run very
well with great teams in place. |
called some clients for the selling
company and found some very
interested potential buyers. The
company exploring an acquisition
is going to meet with the prospec-
tive seller, do his homework and
get back with me. Now is the time
for both owners to do their “due
diligence” - their homework.

DO YOUR HOMEWORK. Due dili-
gence is a term with which you
should familiarize yourself. Basi-
cally, it’s the legal term that means
do your homework. Buying, sell-
ing or merging with a business
isn't just a numbers game. Many of
the big consolidators have tried to
turn this process into a Monopoly
game of sorts. In some cases, I've
seen heavy-handed tactics used,
and that's one of the reasons for
their failure. It was a shotgun
wedding of sorts.

There's a psychology involved
with mergers, acquisition and
divestiture (MAD) transactions.
(Maybe that’s why it's often re-
ferred to as going mad.) But by
psychology, I don’t mean you're
trying to psych out the other par-
ty. Rather, there's a psychological
process you need to understand,
especially from the seller’s per-
spective, to be successful.

If friends or family are involved,
you particularly want them all
to do their homework, and to
look out for their best interests.
Encourage participants to obtain
their own counsel or accountant
to independently verify the num-
bers and the process. Go the extra

mile to protect the relationships of
all concerned.

Too often I hear “friends” en-
courage other business associates
to violate or ignore good busi-
ness practices because they're
“friends.” This often takes the
form of borrowing or lending
money without any written agree-
ment about paying it back. My
position is that, if you're truly
friends, you want to have every-
thing above board and in writing
to protect the relationship.

I'm not going to discuss how
you should structure the deal or

process, the more successful it
usually is.

Someone who wants to buy a
business is motivated for many
reasons. They want to make a
career change, gain market share,
assets or staff, or eliminate their
competition.

And someone who wants to sell
a business is also motivated for
many reasons. They want to retire,
make a career change, eliminate
the headaches of ownership or
partner with a larger, better-
financed team.

Reasons for merging with an-

‘ ‘ It was a shotgun wedding of sorts.

value the assets. That's between
you and your attorney and CPA
— the team that we discussed in
my last article. The buyer might
even want to carry a life insurance
policy on the seller, with the buyer
named as beneficiary. You should
also consider how you're going to
pay the seller. Here are some op-
tions worth considering:

* After the sale, pay the seller
a consulting fee for work done, or
a salary as an employee for work
they do.

* Pay the seller for a non-
compete agreement.

+ Pay the seller a signing bonus.
This can sometimes be an incen-
tive to close the deal.

GOING MAD. One of my main goals
in helping a client put together
some sort of deal is that the deal
has legs, and that no one suffers
from buyer's or seller's remorse.
The more we pay attention to
certain key psychological factors
in the due diligence phase of the

other company vary. They can
even be a combination of the rea-
sons for buying and selling.

CONCLUSION. And you thought
that you were out of school and

didn’t have to do your homework |

anymore. As every entrepreneur
soon learns, the homework never
stops. Learning is a constant im-
provement process. Learn the ac-

quisition process and it can serve f

you well. Next time we'll get into |

the nitty-gritty process of how to
use the gross profit margin (GPM)
evaluation model. ‘L

This article was adapted from James
Huston's books *A Critical Analysis of the
MORS Estimating System” and "How to
Price Landscape and lrrigation Projects.”
For a free audiobook version (plus shipping)

of "MORS,” visit www.jrhuston biz
EGO-FRIENDLY "’2
Get Huston's checklist

for managing a seller's ego during
the buying process, and read

part one of this series, at www
lawnandlandscape.com/webextras

:
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Pacific Landscape Management has
found a way to make sustainability
pay. Here, a green roof the company
maintains in Portland, Ore

BECOME A
BELIEVER

Practicing what you preach makes all
the difference in selling sustainability.

BY KELLY PICKEREL
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hemicals, pesticides, fertilizers - consumers don't
always lump into the same category as green or sustain-
ability. But Bob Grover is trying to change that.

As president of Pacific Landscape Management, Grover
has been making strides to bring a greener awareness to the
greater Portland, Ore., area. His company mainly focuses
on commercial renovations and upgrades and introduces
sustainability practices to customers along the way.

“I'm a pragmatist,” Grover says. “I want to do the right
thing, but I'm not going to cut off my arm to do it. If we can
figure out how to modify how we do things and still do them,
then we all win. We can still maintain a reasonable quality

/

of life and do it in a more sensitive, less impactful way.”

Grover says most businesses are looking for a silver bullet
when it comes to sustainable changes, but he’s found small
changes make a much bigger difference.

“It’s really about a little bit of everything rather than big
things,” he says. “We think about the processes. Is there a
better method? Can we figure out how to conserve?”

In order to be a leader in sustainability, you also have
to be a believer. Pacific Landscape has done a “little bit of
everything” at its own headquarters to prove it’s serious

about what it’s selling.

Grover's company, which formed in 2001 and has now
grown intoa $6.5 million business, decided to be a fanatical
recycler — not just of office supplies, but also motor oil and
its abundant supply of used fertilizer bags. The company has
also managed to reduce its electric bill by 25 percent just by
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turning off warehouse lights when no one’s in the building.

The company has also done some outdoor experiments: It
installed a rain garden off an office downspout and a bioswale
(designed to remove silt and filter runoff) in the parking lot.
The office now runs entirely on solar power, and has moved
to lawn mixtures with clover to reduce the amount of fertil-
izer needed.

Grover explains that the company puts clover into seed
mixes applied to low-visibility areas, and they've sold it to
a few customers who aren’t obsessed with having a putting
green-quality lawn everywhere.

“We have talked to customers about having lower expecta-
tions. It's not like we just sneak it in,” he says. “Nobody has
accepted it on an entire portion (of their lawn), and we're not
trying to sell it that way.”

The clover mix, the solar panels, the rain garden and
bioswale all show customers that Pacific practices what it
preaches.

“If we truly believe in sustainability, we need to do every-
thing ourselves,” Grover says. “If we're going to promote
some of these practices, we’re going to do them at our office
first. We're trying to experiment with new procedures at our
facility to use it as a demonstration site.”

But Pacific Landscape sometimes has a diffi-
cult time winning over commercial customers,
even after proving certain practices benefit the
environment,

“A true organic program doesn’t really fit
well with the commercial mindset of crisp and
clean and curb appeal,” Grover says. “We have
always struggled with being able to come up
with that type of program because there would
be increased labor and costs and then (custom-
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GROWING GREEN

More than 16 percent
of respondents in Lawn
& Landscape’s 2009
State of the Industry
survey said they plan
on offerinng “green/
sustainability” services
this year

At left, an array of solar panels power the
company'’s offices. Below, a bioswale — an

installation designed to filter storm runoff — the firm

installed and maintains for a commercial

client

ers) aren't as interested anymore.” He said a program like
that would add 25 percent to his labor costs.

In Grover's view, sustainability has picked up because his
customers’ tenants are looking for it.

“Sometimes the market helps dictate where you go, and if
you have customers interested in sustainability, you need to
have an answer for that,” he says. “When it becomes popular,
everyone needs it. The sustainability culture that has devel-
oped is a really great movement because it starts to look at
things in the middle instead of black and white.”

Increasingly, companies and consumers have realized that,
when it comes to things like chemical use, the best tools for
certain situations are sometimes the most traditional. And
although Pacific Landscape hasn’t converted to using 100
percent organic products, Grover says they've examined
their chemical levels and done they best they can to meet
somewhere in the middle.

“Forty percent (organic) is a lot better than zero,” he says.
“We evaluated how we used herbicides and pesticides, finding
the lowest threshold of chemicals.”

Pacific Landscape has also started promoting water saving
technologies to its customers, including weather-based ir-
rigation programs.

“I think we made a really good strategic
move,” Grover says of diving into sustainability
practices. “We're finding that with sustainabil-
ity, we can save people money.

“It's a process, not a destination. We're going
to continually make improvements to reduce
our impact. It means you are making an effort
and it gets better every year."” (L

The author is an intern at Lawn & Land
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A year of great lawn care deserves

days of savings.
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Lawn & Landscape Pesticide and Fertilizer Buyer’s Guide

Lawn & Landscape

Pesticide and
Fertilizer Buyer’s Guide

s part of this month's buyer's guide, we've included an overview of the products many
manufacturers offer professional contractors. Also included in this guide, on page 95, is
a listing of companies that participated and their contact information. To view the complete
guide, visit www.lawnandlandscape.com/webextras.
To submit pesticide or fertilizer information for inclusion in an upcoming issue of Lawn &
Landscape, contact Managing Editor Chuck Bowen at chowen@gie.net or 330-523-5330.

Manufacturer | Product name Category | Active ingredient | Formulations For use in/on
Arysta Aloft LC G n/a clothianidan/bifenthrin - granular lawn and tandscape
Arysta Aloft GC G n/a clothianidan/bifenthrin  granular lawn and landscape
Arysta Aloft LC SC n/a clothianidan/bifenthrin  liquid lawn and landscape
Arysta Aloft GC SC na clothianidan/bifenthrin  hquid fawn and landscape
Arysta Disarm 480 SC nia. fluoxastrobin liquid golf, lawn and landscape

_granule
BASF Trinity fungicide tungicide triticonazole suspension
' concenirate

S

\‘
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Husqvarna

The new standard in productivity and profitability.

Comfort-Driven
Seat Assembly

Easy-to-Reach

Operator Interface Adjustable, Ergonomic

Steering Levers

Easy-to-Access @ Vibration-lsolated Platform
Service Points C
Durable Front

Buperior Balance Caster Assembly

High-Performance

Drive Systems Flat-Free CasterTires

High-Performance 7-Gauge Cutting Deck

The new PZ Series. So fast, so reliable and so easy to service.

/

husqvarna.us/PZ @

3
b

#66 lawnandlandscape.com/readerservice




Lawn & Landscape Pesticide and Fertilizer Buyer's Guide

Manufacturer Product name Category Active ingredient Formulations For use in/on
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— The quick and easy way to accept : ln-i-u l'i-
“ payments anytime, anywhere. :

) With Intuit® GoPayment you can accept major credit GOPOyment
cards on your BlackBerry” smartphone, iPhone™ :
\ b or compatible mobile phone. No more chasing
down payments or waiting for checks to clear. If
/ S you're ready to get paid as soon as the job is
done, call 877-718-0634 or visit TryGoPayment.com.
|

Get 60 days of free monthly service at TryGoPayment.com

BlackBerry!” RIM" Research In Motion," SureType!' SurePress’™ and related trademarks, names and logos are the property of Research In Motion Limited

and are registered and/or used in the U.S. and countries around the world. Apple, the Apple logo, iPod, and iTunes are trademarks of Apple Inc., registered in
the US. and other countries. iPhone is a trademark of Apple Inc.
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Manufacturer Product name Category Active ingredient Formulations For use in/on
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Lawn & Landscape Pesticide and Fertilizer Buyer's Guide

Manufacturer Product name Category Active ingredient Formulations For use in/on
Syngenta Meridian Insecticide  insecticide thiamethoxam wettable granule  turfgrass, frees and shrubs
Syngenta Scimitar CS: insecticide lambda-cyhalothrin liquid ormamentals and lawns in ,
Professional Insecticide landscape areas around residential,

racreational and athefetic flelds
farms, sod-farms and non-grazed
areas on the frams and nurseries
Syngenta 0 MAXX Plant  plant growth regulator  trinexapac-ethyl liguid turfgrass
Products
Syngenta Barricade Herbicide herbicide prodiaming tlowable liquid, established lurlgrasses (excluding
Professional wettable granule  golf coiirse putting greens), fawns,
Valent Tourney nfa metconazole 50 WDG turfgrass diseases on goll course

public, residential, industrial and
commercial, park, athletic tield and
sod tarm turl
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LAWN AND LANDSCAPE
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Landscape Design Software
that makes an impact!

Call 614/888-1663 Today for your
Soil Testing & Marketing Information §

325 Venture Drive
Westerville, OH 43081
614 888-1663

FAX 614 888-1330

www.visualimpactimaging.com

Visit our website for a FREE demo
or call 330.259.7661

Exclusive laboratory services for the
Turf & Ornamental Professional.
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Treat over 6 acres per hour in 1st gear
Treat over 9 acres per hour in 2nd gear

* Spread pattern 4'to 32’ * Twin front disc brakes
* 3 — Spray patterns‘4’- 8'- 16’ * Honda engine
* Finger tip controls ¢ Stainless steel frame

* Traction control * Spread -n - Spray at the same time

Northern Turf Equipment Mfg.

Contact: 847-540-2335
email northernturf@yahoo.com ¢ web site northernturfequipment.com
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Category Active ingredient Formulations ‘
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Chemical Manufacturers Directory
Manufacturer Address City, State, ZIP Web site

NATIONAI. STRENGTH « LOCAL COMMITMENT

= US.LAWNS

Commercial Landscape Management at its best

THINKING ABOUT BECOMING A BUSINESS OWNER?
We can help. We start with you. We stay with you.

Our Franchise Support Team has over 260 years of combined commercial landscape
industry experience to assist you with business & industry knowledge.

INVEST IN YOUR FUTURE

BECOME A FRANCHISE OWNER WITH U.S. LAWNS

franchise@uslawns.net t\ 1-866-781-4875

www.uslawns.com/franchise
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Trailblaze at SavalLawn

If you're happiest when
you're out in front--
pioneering new
methods and
technologies—then
Savalawn is the place
for you. Our green
services, innovative
approach and latest
equipment set us apart
from the competition.
And--with our advance-
ment program--there’s
no telling where your
journey will lead.

Are you ready to
move forward?
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>avalL.awn|
THE RESPONSIBLE CHOICE | g

Offices in CT, DC, MA, MD, NJ, NY, PA & VA
Please fax or email your resume to
914-242-3934 / careers @ savatree.com
www.savatree.com
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HORTICOPIA
Frofessional \ersion V/

Enhance your designs with gorgeous presentation

sheets you easily create with the r”r.r{rmm."soﬁwarc

Request information at 1-800-560-6186
www.horticopia.com
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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 1Q!
WEEKLY CONTEST-

Correct ID
Can Win This

With Disappearing Ink

An Industry Service From
g | PDI / GORMON
GJc
| CORpPpOoRatioN

An Emplovee-Owned Company
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Tigerflex’
Series BARK™ Hose

o Mulch, bark, wood
chips and other surfacing materials delivery

® Increased flexibility; allows casier winding & unwinding from

hose reels

® Easy slide helix; allows hose to slide easily over rough surfaces

Kuri Tec’

600 PSI PVC-Reinforced Spray Hoses

* Quality spray hoses made with premium

quality PVC compounds in a choice of
three colors

o [deally-suited for lawn and ornamental
spray applications using wettable powder
chemicals

e Ribbed cover for reduced \ir.!-:; and increased
Aexibility

o Pin-pricked cover vents vapor and helps prevent ballooning

natural concrete

o Light weight — easily coiled after use

#W\ Kuriyama of America, Inc.

www.kuriyama.com
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MANAGE your BUSINESS
the SMART WAY ...

* Schedules customer’s jobs

GO FOR A JOYRIDE. * Routes crews in best order *

* Tracks employees

The Pathfinder spreader/sprayer and the
new Rover spreader are commercial grade

machines that will increase your productivity - Finds your pmﬁtab'e wﬂomr
and decrease your downtime. But don't take ¥ .
' « Can bill from QuickBooks® _J

our word for it, try one for yourself.
* Requires Microsoft MapPoint. W

877.423.4340 - groundlogicinc.com
www.clip.com « 800-635-8485
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UNUSUAL JRPHIGATIONS o0

“Bed Divider”

"Not exacitly what we
have in mind when
referring 10

as a'
Presented by: gﬁg‘d’:’g‘_! For more

- H on how
':,‘L‘:'r’.‘.‘:é'%'&am edging
products can improve
our landscapes,
EDGINGS, MIC. contact us today..

1-800-EDGINGS

www.olyola.com
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Turf Seats

Quality & Selection =
Comfortable Ride

+ Huge Selection

+ Choose from OEM's such as
Grammer, Sears, Seats Inc.,
Milsco and more

+ Low-profile air and mechanical suspensions

+ Seat
solutions
for 100s
of models

“We can find a replacement seat
for your machine — guaranteed!”

K&M Mfg.
Renville, MN 56284 « 800-328-1752
www.tractorseats.com
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wi TurfMarker

See where you
hav bn!

Spray faster

Eliminate
gaps and
overlaps

Economical
foam mark-
ing system
for sprayers
with boom
: width to 15’
turftracker.com
800-553-2404

[RICHWAY ...
Janesville, lowa 50647
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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 ane of the best decisions 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 Reump!, President GroundWorks, Inc

Let personal business coach Jeffrey W. Zindel and Jon E. Firmature, help you fing
tune what you know, develop your existing talents and realize your full potential,
The Small Business Group
— RS e
BUSINESS CONSULTANTS
For more information, please call us at

888-425-0421 www.thesmallbusinessgroup.com

—
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Green Industry Software | T 860-365-8012
without all the overcomplicated, '

clunky, frustratingly difficult features and
irritating workarounds that still don't accomplish what
you nood, wasting your time, inaving you begging for a roai solution. .

Revolutionary!

QXpress Online’s fully customizable interface means you

get your own custom business system, without all the Quick, easy and effective

bulk. Keep the features you need. Remove the features lawn repairs every time

you don’t need. Create the features that make your :

company unique. ¥V Creates perforations perfect for seed growth

¥ Recycles dead grass to protect seed
vV Requires minimal effort

Create your own fields, data entry screens, vV Plants at correct depth in any soil
u wm reports and forms. V Saves you up to 80% - all you need Is seed
- scheduling, Job Costing, CRM, NO bulky power machines
'Eﬂ’ mw‘m’m : NO messy, ineffective patch materials
: S L IO P NO wheel-barreling heavy topsoil
mmm NO need to remove dead lawn
w SRR T NO hauling heavy sod
@ routing and QuickBooks data.
Sign up today! Visit www.qxpressonline.com
or call 888-QXpress ext. 1

é),(pr‘ess ONLINE
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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.

lawnandiandscape.com/reader service #87
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AD INDEX

Advertiser
Adkad Technologies
Agrium Advanced Technologies

All Pre

WWW.J

www.agriumat.com

itting Greens www.allpro

Alocet www.alocet.com
American Honda www.honda.com
BASF www.betterturf basf us
r ES www,backedbybayer.c
Belgard www.belgard. biz

BOB-CAT
Bobcat Co

Carson by Oldca

www.bobcatturf.com

www.bobcat.com

www.carsonind.con

Precast Enclosure Solution

Chicago Weather Brokerage www.owbirokerage.com

CLC Labs

Clip Software www.clip.com

Converted Organic www.convertedorganics.com

DIG Corporation www.digcorp.com

Dixie Chopper www.dixiechopper.com

DuPont Professional Products www.proproductsdupont.com

Echo www.echo-usa.com

Exaktime www.jobclock.com

Exmark WWW.eXI com

Ferris Industries www.ferrisindustries com
Finn Corp
GIS Dynamics
GMC Truck

Grass Stitcher

www.finncorp.con
www.gisdynamics.com
WWW.ZIC . COm
www.grassstitcher.com

all.com

Green Applicator Auctions www.greenapplicatorm

Gregson-Clark www.gregsonclark.com
Ground Logi« www.groundlogicine.com
Hannay Reels www.hannay.com
Hortica www.hortica-insurance.com
Horticopia www.horticopia.com

Hunter Industries www.hunterindustries.com

Husqvarna www.usa husqvarma.com
Hustler Turf Equipment www_ hustlerturf.com
Intuit www.intuit.com
Invisible Structures www.invisiblestrue

lohh Deere

www.johndeere.com

%{/ﬂé//&
» 6077
lﬂuw
Standard or crew cahs

Fuel station 35 gallons gas/
diesel 14 gallons pre-mix

Complete rack systems to
keep your organized

NEW & USED
AVAILABLE!
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Advertiser
John Deere Contsruction
JRCO

JZ Busines
K&M Manufacturing
Kuriyama of America
L T Rich Products

Liberty Tire Recycling
Little Wonde

M 4

Mercede

Consultants

Benz

Middle Georgia Freightlines

MistAway Systems
Monsanto

Natural Concrete Products
Narthern Turf Equipment
Nufarm

Oly-Ola Edgings
PBI/Gordon Corp.

Primera Turt

PRO Landscape/Drahix
Quali-Pro

Rain Bird

Real Green Systems

Redi Haul Trallers
Richway Industries

RND Signs
Savalawn
SourceOne (Plugr)
Syngenta

Tafco Equipment Co.
Toro

Turfco Manufacturing
U.S. Lawns

Valent

Vista Professional Outdoor Lighting

Visual Impact Imaging

Walker
Westheffer Co,

Web site

www. johndeere.com
www.jrootne com

www.jzbusinessconsultant m

WWWITACTOr SRS com
www. kuriyama.com
WWW.Z-Spray.com
www.libertytire.com

www littlewonder.com

vww.mbsprinterusa.ce
www.gatrucks.com
wWww mistaway.com

www. monsanto.com
www.randomstoneblocks.com
www.northermturfequipment.com
www.nularm.com
www.olyolacom
www.pbigordon.com
www.primersturt coop
www.drahix,com

www.quali-pro.com

www.rainbird.c
www.realgreen.com
www.redihaul.com
www, richwayind.com

www. rndsigns.com

www.savalawn.com
WWW.SOUTCEOTIEN.Com
WWwWw.syngenta-us.com
www.tal oequip.com
WWW.LOIO.COm
www.turfco.com
www.uslawns.com
www.alentpro.com
wwwvistapro.com

www.visualimpactir

Ww.com
www.wvalkermowers,con
www.westheffercom

w w'.\_\\n,_"\!mly OO

Landscape

Trucks
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CLASSIFIEDS

Maximize your advertising dollars by reaching:

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

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

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

BUSINESS OPPORTUNITIES

SELL LANDSCAPES & JOBS
: TN

*Two
* Two
'wo

Profit Centers
Revenue Streams
Customer Bases

» - NO Payments/Interest
“ A Simple, Easy Add-On Service

* Buy Manufacturer Direct

1-800-334-9005

NO PAYMENTS, NO INTEREST
FOR DAYS
We Your Installs
(www.allprogreens.com/training

LANDSCAPES & JOBS

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

1-800-334-9005

I'wo
Two

NO PAYMENTS, NO INTEREST
FOR DAYS
We Your Installs
www.allprogreens.com/training

DEALERSHIPS AVAILABLE

Z-Dump, the revolutionary dump bin insert
that fits into any standard pickup truck bed
with out changing the truck’s appearance
is currently looking for dealers throughout
the United States. Z-Dump offers dealers a
highly profitable product along with
excellent floor planning options and an
outstanding freight program

For more information please contact Sam
Proud, National Sales Manager, at
630-563-5321 or
e-mail samproud@z-dump.com.

SELLING YOUR BUSINESS?

NO BROKER
FEES

FREE
APPRAISAL

Professional Business Consultants
a‘\gusinos,‘. c

s from qu ualihex llnx\\h withour discl
identities. Consultants’ fees are [‘ld vy the buyer

CALI

708-744-6715

FAX: 508-252-4447
pbemello1@aol.com

5 &
Franchise
Opportunities
Available

¥hether you are a
business conversion
or individual start-up,
secure your future
with a 20+ year
environmental
industry leader.

LAWN & LANDSCAPE IS ALSO ON:

Search Lawn & Landscape on www.facebook.com
facebook

www.twitter.com/lawnlandscape

ipe com  FEBRUARY2010 101
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CLASSIFIEDS

BOOST PROFITS
Secure Customers and Prospects
30 Years of Results
Proves Validity
Enjoy Greater Profits With

“Garden Tips"

For Your Customers
www.GardenTips-OnLine.com
Low Cost Way for
Effective Profit Building
Free Reports/Ideas
Or email: info@greenpropublishing.com

ORGAINIC-BASED
HORTICULTURAL CARE
Procedures & Practices
Six Positive Profit Primers
Details how organics work
& how to make money
*Marketing * Selling * Pricing
Plus, you'll sharpen all your business skills
www.Profits-PositivePrimers.com
email: info@greenpropublishing.com

MORE PROFITS
Positive
Profit
Primers
Step-by-Step
Builds Your Business Profitability
First Primer is FREE
www.Profits-PositivePrimers.com
email: info@greenpropublishing.com

BUSINESS WANTED

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

BUSINESS FOR SALE

GREAT OPPORTUNITY

KUBOTA DEALERSHIP
FOR SALE
FIRST CLASS GOING BUSINESS
SERIOUS INQUIRIES
PLEASE E-MAIL
SELLKUBOTA@GMAIL.COM

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
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LAWN MAINTENANCE COMPANIES
FOR SALE
SW FL full landscape over $2M in sales
Martin County $185K Sold
Palm Beach County $5M Sold
New York Pest Control $2.9M
Call John Brogan Acquisition Experts, LLC
772-220-4455 or john@acquisitionexperts.net

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 Al @ 806-220-3310

awnandiandscape.com

FOR SALE
Maryland Based Irrigation & Landscape
Lighting Company
Client Base 80% Commercial and
20% Residential
Turn Key Opportunity
Large Inventory
Motivated Seller
Owner Retiring
Call For Details 443-871-2668

ASSOCIATION

it’s FREE!
Join ALMA Now!

(hurry, before we change our mind!)

www.almanow.com

BOOKS

Want to take your “best shot”
at the bid table?

From the Green Industry’s Estimating Leader!
Jim Huston’s new book can help
A Critical Analysis of the
MORS Estimating System
All major estimating methods
thoroughly explained
For a free audio book go to 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

DIRECTORY

List your Green Industry Company
Visit www.landscapeandlawns.net
for details.

A complimentary service from Rittenhouse

ESTIMATING
Simplify Your Entire Bidding Process

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

Fully Integrates Estimating, Job Costing & More
Links with QuickBooks

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

GPS VEHICLE TRACKING

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

GPS VEHICLE &
EQUIPMENT TRACKING
No monthly fees
Call 321-377-8670
www.TrackerLocate.com

FOR SALE

i LANDSCAPE DESIGN KIT 3
. rubber stamp symbols of trees, shrubs

48
plants & more. 1/8° scale,
sizes from 1/4° 10 1 34

PRICE $127 + SM + tax in CA
e Price sutyect 10 chanpe without notce
= AMERICAN STAMP CO.
= CALL NOW 877-687.7102 TOLL FREE

of 916 - 687-7102 Local Calls
WS STETCARKIAMECO Com Tue Wed, Thur 8430 Pactic T
CALL NOW TO ORDER or for YOUR FREE BROCHURE.

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.
www.mowmore.com
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FRESH BALED PINE STRAW
From South Georgia and North Florida
@ Wholesale Prices
Semi Loads Delivered

PLANTS & TREES

PERENNIALS & GROUNDCOVERS

Kuri Tec®, known for quality and dependability in Over 270 varieties - No order too small
UNITER PINE STRAW.INC. spray hoses, now offers its new Orange K4132 and FREE Col I
850-528-0086 Mint Green K4137 colored 600 PSI spray hoses to olor catalog

brian.a.reese@embargmail.com its line. These spray hases are made with premium Shipping UPS & LTL freight daily
quality PVC compounds that are ideally suited for

lawn and ornamental spray applications 1 '800'521 '7267

www.evergreennurseryinc.net

using wettable powder chemicals, Kuri Tec also
offers its new Performance-Plus Three-Year

Warranty Program which covers defects in EVERGREEN NURSERY: INC.
materials and workmanship 1501 Dials Mill Rd. Statham, GA 30666

TREES & SHRUBS

4'-10' Grafted Blue Spruce
847/755-0360 - 847/885-0996 FAX 3'-8' upright Jap. Maple
www.kuriyama.com « sales@kuriyama.com 24"-42" wpg Jap. Maple

-M ™ 1-1/2"-4" cal. Shade Trees
Spreader ate 4'-7'Emerald Green Arbs
This self-contained "drop-in" sprayer converts LANDSCAPE EQUIPMENT 3'-5'Schip Laurel

your commercial broadcast spreader to

| a fully functional sprayer in minutes. TREE STAKES 18"-36" Otto Luyken
| Doweled Lodgepole Pine 18"-36" Boxwoods & more
’ bt Uil CCA Pressure Treated Silverton, OR 503-873-3501

Phone - 585.538 9570

e M 2" Diameter, Various Lengths

Economical, Strong and Attractive

BREGSOM-CLARK
‘ N it om Phone: 800-238-6540
Fax: 509-238-4695 WETLAND/NATIVES &
JASPER ENTERPRISES, INC. CONSERVATION

We ship nationwide, ) !
PROT E(T Web site: www.jasper-inc.com Large selection of Plugs, Perennials,
, Grasses, Natives & Conservation.

LANDSCAPER ACCESSORIES CHIEF MOUNTAIN FARMS

Ph 443-350-3894
fax 410-658-7333
Toll Free 866-530-8902
www.chiefmountainfarms.com

> Mesh Debris Bags > Leg & A Chapps

Equipment Covers v~ Sun Neck Protection
Chemical Protection and muck move!
CHECK OUT ALL OUR PRODUCTS ON THE WEB AT:
HELP WANTED
www.wechapps.com
&€ 8s00-816-2427 K
MERGERS & ACQUISITIONS BRICKMAN
Enhancing the American Landsoape Since 1939
ATTENTION CONTRACTORS
Thinking of buying or selling Brickmn.n is looki.ng for y lendex:s
= Commercial Real Estate and/or Business? who are interested in growing their
= Specialize in: careers with a growing company.
Cost-effective, earth-friendly +»Vacant Land Nationwide career and internship
Insect and Animal Repellent. « Farmland opportunities available in:
i Zave-Hour re-entry. Ready-te-Use or Concentrate. « Nurseries * Landscape Management
| HOT « Industrial Buildings * Landscape Construction
200-627-6840 WE - - Mergers %Acquisitions . lArrignio-n
all cecounting
hotpepperwax.com } Eddy Dingman * Business Administration
il COLDWELL BANKER
COMMERCIAL NRT LLC Start growing your career at:
(847) 313-4633 brickmangroup.com
WE HANDLE TRANSACTIONS NATIONWIDE .
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CLASSIFIEDS

GREAT CAREERS
FounD HERE

GREENMATCHMAKER.COM

& | JEDERS

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.

KEY EMPLOYEE SEARCHES

Florasearch, Inc. in our third decade of

performing confidential key employee

searches for the landscape industry and

allied trades worldwide.
Retained basis only.

Candidate contact welcome, confidential

and always free.
Florasearch Inc., 1740 Lake Markham
Road, Sanford, Fla. 32771.
Phone 407-320-8177,
Fax 407-320-8083.
E-mail: search@florasearch.com
Web site: www.florasearch.com

EXCITING CAREER
OPPORTUNITIES FOR SERVICE
INDUSTRY MANAGERS

Come join one of the largest Vegetation
Management Companies in North America

DeAngelo Brothers Inc,, is experiencing tre-
mendous growth throughout the United
States and Canada creating openings com-
pany wide.

We are seeking field supervisors and middle
managers responsible for managing the
day to day operations of vegetation man-
agement operations. Experience in veg-
etation management preferred, Qualified
applicants must have proven leadership
abilities, strong customer relations and
interpersonal skills. We offer excellent sal-
ary, incentive programs, bonus and benefits
packages, including 401K and company
paid medical coverage.,

For career opportunity and confidential
consideration, send or fax resume, including
geographic preferences and willingness
to relocate to: DeAngelo Brothers Inc.,
Attention; Carl Faust, 100 North Conahan Dr,,
Hazleton, PA 18201. Phone: 800-360-9333.
Fax: 570-459-5363. cfaust@dbiservices.com

EOE/AAP M-F-D-DV

M| UEDERS

PLANT & LAWN CARE EXPERT
Greater Boston, MA
Year Round-Full time

Unique position to provide highly skilled
support for Lueders professional arborist and
landscaper clients. Includes comprehensive
tree, shrub and lawn diagnostics, sales,
management and some limited production.
Requires minimum 5+ years of well rounded
lawn care, plant health care and sales
experience as well as a current pesticide
license. Arborist certification preferred. If
you are highly organized, conscientious, self
motivated and seek to work in a professional
environment we want to meet with you.
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.

www.lawnandlandscape.com
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D,. ComeGrow
N8I with us!

eonFonmen T

ers in Vegetation ement Since 1978

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

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

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

Qualified applicants must have a

minimum of 2 years n/ experience
in the green industry,
have proven leadership abilities
and strong customer relations
and interpersonal skills

*WE ARE ALSO ALWAYS LOOKING FOR TALENTED
FIELD PERSONNEL - SUPERVISORS, FOREMEN
TECHNICIANS AND LABORERS... COME GROW WITH US!

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

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

Brothers, Inc. | Attn: Human Resources
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

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

M| JEDERS

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 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.

ArborGold Software

Save time, streamline your business, and make
more “’Iﬂ"C‘\' \\'"h customer fl’l“ll(‘"\hlp
management software for the green industry!

FREE Demo Video at www.ArborGold.com

Or call 800-933-1955 roday!

Billl [IMASTER,

FREE COMPUTER WITH PURCHASE
OF BILLMASTER SOFTWARE!

Billmaster is the best software in the
lawn and landscape design industry. ‘
Billmaster is designed for creating
and tracking estimates, scheduling, ’
routing, and calculates sales tax and
financial reports. We import data
from existing systems. Unlimited
training and support tailored to
meet your business needs.
Easy payment plan available. We
accept checks, VISA, MC and AMEX.
GET YOUR BILLS DONE FASTER
WITH BILLMASTER! J

201-620-8566 www.billmaster.info
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TREE CARE LIGHTING

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

« 3
_[reeSupports s

Supports that Nurseries, Landscapers and
Garden Centers can depend on!
~New Volume Discounts-Now Even

. More Affordable~
L= (877)854-5497 4]

WEB DESIGNERS

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

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

ANryre Torrn oy
‘L\HL 1 IME

DECOR

Architectural & Landscape unmmg
www.NiteTimeDecor.com

Let us help you
get the word out.
The Lawn & Landscape

Media Group's
Reprint Service.

Contact us today for
additional information!

1.800.687.9551

E-mail reprints@gie.net
to learn more.

M.F.P. Insurance Agency, Inc.
Insuring the Green Industry since 1986

A -

Applicators Hydroseeding Snow Removal
Industrial Weed Control Holiday Lighting Tree & Shrub Maint
Right of Way Mowing & Maint Landscaping

Complete Range of Pollution Coverages

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

Contact one of our Green Industry Specialists

matt@mfpinsure.com

Toll Free: 800-886-2398 Fax: 740-549-6778
% www.mfpinsure.com L-.él’.:]g.\

jleonard@mfpinsure.com nck@mfpinsure com

- |
est

industry
publication.
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TH'S WAY OUT A fresh take on business
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In the middle of a down economy, people shouldn’t q
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discretionary income on such niceties as of ways in which nature is already influencing products :
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ham sandwiches and pains au chocolats
But Panera has bucked the trend; the store
didn't lower prices and its profits were up 38
percent in the third quarter, according to a
recent article in 7ime magazine

Here's how CEO Ron Shaich described
his philosophy going into the downturn

‘We understood that the fundamentals
of the marketplace really haven't changed,
Shaich is quoted as saying, “Unemployment
went from 5 percent to 10 percent. There's
90 percent of society that is still employed. |
couldn't capture all those people that are ur
employed. They weren't eating out at all. All |
could do was stay focused on who my target
customer was, and not be reactive

It also helped that the store was already
popular with hungry consumers. And, in
2009, the company continued to invest
hiring more employees, taking advantage of
low real estate prices by opening new stores
and focusing sales efforts on popular menu
choices like salads

Shaich says the company'’s strategy has
worked so far, but it won't hold up forever
especially with price-conscious consumers

"It doesn't matter how cheap it is," he
says. “If it isn't special, there's no reason the
business needs 1o exist."
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HELLO HUSTLER
GOODBYE REGRET

¢+ Seriously. Go ride any of our competitors’ mowers and then visit
your local Hustler dealer for a demonstration on a Hustler zero-

turn mower. They sell themselves. And you end up with a
beautiful lawn, minimal mamtenance and no regrets.

AND CHECK OUT THE WORLD’S FIRST ALL-ELECTRIC
- LERO-TURN RIDING MOWER

ZE0nN

=3 NO GAS, NO OIL,

NO FLUID, NO BELTS,
NO FILTERS, NO FUMES,
NO MESS

WWW.HUSTLERTURE.COM/ZEON HuStl.E“'l
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Tired of the

weather forecast
making you see red?

Then take charge of your business with CME
snowfall contracts, brought to the professional snow
removal contractor by Chicago Weather Brokerage (CWB)
and GIE Medias Snow Magazine.

Transfer weather risk out of your business
* One Snow Event Contact CWB to discuss your options.

* 100 Snow Events

« Seasonal Contracts CHICAGO
+ Bl Per Push QB wEATHER
BROKERAGE

Once critical factors such as
these will no longer affect

your bottom line. ( 3 12) 466-5666

www.cwbrokerage.com

SINCOIVY

www.snowmagazineonline.com
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