


^ i#From 
Ordinary to 
Extraordinary 
and everything in between. 

Current 

Proposed 

PRO Landscape is the most complete 
design software on the market, 
providing the perfect set of design tools 
for landscape contractors, designers, 
architects, as well as garden centers. Use 
PRO Landscape for all your design needs: 

• Photo Imaging 

• Site Plans (CAD) 

• Night & Holiday Lighting 

• Complete Customer Proposals 

• Irrigation Designs 

• 3D Designs 

For almost 20 years PRO Landscape has 
been the best selling landscape design 
software for professionals. The same easy-
to-use tools that make it great for new 
construction also make it the best 
software for renovation projects. 

Extraordinary is Just 
a Click or Call Away! 
prolandscape@drafix.com 
prolandscape.com • 800-231-8574 

PRO Landscape® Companion 
Introducing PRO Landscape Companion for ¡Pad/ 

Tablet - the perfect complement to PRO Landscape. 

Wow customers and enhance your sales potential 

even more using the latest technology. 
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THAN ALUMINUM 
UPGRADE YOUR QUALITY AND W I N MORE BUSINESS 

The Brass Bunker 
! 4 9 

China Hat: 

4 4 
Conehead 

* 4 4 

3 0 0 w Multitap 
Transformer 

1 9 7 

Brass Bully 
Shield 

Commercial 
Well Light: 

The Big Par 
s 4 5 

MR 16 Well 

» 4 9 

A l l F i x t u r e s 

# Solid Cast Brass 
O Premium fit and finish 
O Heavy weight construction 
O 25' Lead wire included 
O A l w a y s i n s t o c k 
* LIFETIME WARRANTY 

"Upgrade your Quality" 
Call Now! 813.978-3700 
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Mufflers 

Air filters 

Spark plugs 

PTO clutch 

Our parts mean business, for your business 
We designed our ZTrak™ PRO 900 Series w i th some impressive features, such as our Mu lch On Demand™ deck and 
Electronic Fuel In ject ion system. But sometimes the smaller th ings make the biggest di f ference. That's what John Deere 
parts are designed to do - f rom Original Equipment Manufacturer (OEM) to All Makes, we carry qual i ty parts specifically 
engineered to suppor t those impressive features so you're guaranteed upt ime, product iv i ty, and prof i ts. 
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Starters 

Transmission filters 

Batteries 

Blades 

Caster wheels 

From spindles to service techs 
Partner ing w i t h John Deere no t only means access t o our extensive 
parts supply. Experience except ional par ts avai labi l i ty w i t h so lu t ions no t 
f o u n d anywhere else, access t o exper t service technic ians, and f inanc ing 
op t ions so you get the par ts you need, w h e n you need them. 

Quality parts. Real solutions. Only from John Deere. 

J O H N D E E R E 

JohnDeere.com/Parts 
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FORMULAS FOR SUCCESS 

63 Set the rules 
An employee handbook gives 
companies a foundation to build a 
stronger company culture. 

Features 
.>< LandCare: one year later ^ ^ 

In an exclusive interview, the CEO of 
the new TruGreen LandCare sheds 
some light on the company's plans. 

60 This way to the egress ^ 
Why you should operate today like 
you're selling tomorrow. 

8 Catch and release 
Terrible droughts and water bans 
make rainwater catchment systems 
a no-brainer. 

8 Product round-up * 0 ° — 
We gather the latest in aerators, 
dethatchers and tractors. 

Cover Story 
52 Visual communication s 

Job site maps are helping simplify 
projects and boost efficiency. 

55 West Coast tech 
A California tree company takes 600 
employees to the cloud. 

>6 Out with the old 
Finding job sites was tougher before 
business software was born. 

r>8 Paper problems $ 
The right program can save you 
time, money and valuable office 
space. 

(> I Software solutions 
We gather the latest software 
products on the market for 
landscape contractors and LCOs. 

2012 SNOW & ICE Report 
70 Big properties, big profits 

Snow pros share their secrets for 
successfully growing and managing 
larger accounts. 

80 Social snow 
Get the numbers on how snow 
contractors are using social media. 

82 Snow products 
Find out what you'll need to get the job 
done this season. 
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19 OPEI. Manufacturers outl ined plans to fight 

regulations on fuel, water and the landscape. 

2 0 John Deere . Contractors talked shop at a 
customer fly-in. 

2 2 Legislat ive day. Contractors and LCOs used 
their talents to honor fallen soldiers. 
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How to build the Ultimate 
Zero-Turn Mower. 
You'd start with the best deck in the business, the 7-lron™ PRO with 
Mulch On Demand. You'd give it Electronic Fuel Injection, to save 
up to 25% on fuel. And you'd make sure it had other great features, 
like Brake and Go™ starting, dual hydraulic pumps, and a height of 
cut adjustment dial. 

Fortunately, your John Deere dealer already has that machine: 
the ZTrak™ PRO 900 Series Z925A EFI with Mulch On Demand. 
See him today about how you can own the ultimate zero turn mower. 

Accept Nothing Less 

J O H N DEERE 

AUG 2 8 2012 

E s t a t e u n i v e r s i t y libraries 

* Offer ends October 26 .2012 Subject to approved credit on John Deere Financial Installment Plan Up to 10% down payment 
may be required. For commercial use only Prior purchases not eligible Available at participating dealers in the U.S. only 
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ONLINE Contents 
Check out what's now online from Lawn & Landscape. 

Gaining MOWmentum 
The Grasshopper Co., with the help of Lawn & Landscape, has 

released the first mobile app for tablet technology specifically for 
landscape maintenance contractors. It's called MOWmentum and it 
provides grounds maintenance professionals valuable information to 
improve their businesses. New issues, available for free download in 
Apple and Android app stores, will be released quarterly, with relevant 
content for the respective season. 

The premiere issue includes a checklist for morning rollout, fleet 
maintenance guide, mower and crew safety tips, alternative fuel-
saving comparisons, insights on mulching and dethatching services and best practices demonstrated by 
the issue's featured contractor. The goal of the app, through stories, videos and photo galleries, aims to 
provide industry benchmarks and resources to assist contractors in their operations. Download the app for 
iPad: bit.ly/mowmentum or Android: bit.ly/mowmentumdroid. 

Windshield time LAUUN CARE 
R A D I O N E T W O R K 

The second edition of the Lawn Care Radio Network arrived in inboxes recently. But, in case you missed 
it, just visit the links provided below to hear the latest podcasts on how to better run your business. 

You can also download them via ¡Tunes and listen to them while driving around on the job. Visit bit.ly/ 
lawncareradio to hear other podcasts from the network. 

Pests and politicians 
Agrium Advanced Technologies headed to Washington to speak with legislators about the chemical 
industry. bit.ly/pestLL 

Turf challenges 
Todd Mayhew of Valent 
Professional Products 
talks about what 
LCOs can do when the 
weather doesn't go 
according to plan, and 
other obstacles facing 
LCOs this year, 
bit.ly/lcrnturf 

Knowyour 
conditions * -
LCOs have to be 
more aware of pest 
damage in lawns 
because of drought 
and stressed turf. 
bit.ly/lcrnknow 

ALL THE WAY TO OFA 
Check out some videos from the OFA Short Course by typing in the bit.ly links below. For all the 
videos, visit www.lawnandlandscape.com and search "From the Field." 

Plant something 
Cheryl Goar explains a new 
marketing initiative geared at 
motivating people to play in 
the dirt. b i t . ly /growsomething 

One voice, one industry 
OFA's Michael Geary comments 
on the plan to form a new green 
association with AN LA. 
bit.ly/anlaofa 

Disease control 
Steven Larson from BASF discusses 
the Orvego fungicide, a new product 
that controls downy mildew and 
Phytophthora. b i t . ly /diseasecontrol 

POPULAR 
POSTS 

facebook 
Linked [H 
tuuifefcer 

Here are some links our 
followers and friends found 
the most intriguing across 
our social media platforms. 

LATEST SINGLES SCENE 
Weed dating was a hit for 

singles in Idaho. 
blt.ly/weeddate 

WHAT'S TO BLAME? 
A Cleveland homeowner 

blames a fertilizer company 
for the death of his Koi fish, 

bit.ly/koifishkill 

SUPPLIER TESTIFIES 
The green industry witness 

described how high fuel 
prices have affected job 

creation, 
bit. ly/ LLtestify 

LONG ISLAND LAW 
Cut your lawn, or your you-

know-what is grass. 
bit.ly/cutlawn 

THE NEW LAWN 
It's shaggy, chic and easy on 

the mower. 
bit.ly/meadlawn 
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Make a statement with DuPontM Acelepryn® insecticide. 
Evolve your business with DuPont Acelepryn; the latest advancement in grub control. One 
application provides unparalleled performance against every turf-damaging white grub species 
as well as key surface feeders.The Acelepryn Application Advantage delivers timing that fits 
every grub preventative treatment program. Acelepryn" also provides effective control of key 
insect pests infesting landscape ornamentals. And, Acelepryn is the first and only grub control 
product registered by the U.S. EPA as reduced-risk under its Reduced-Risk Program for 
application to turfgrass. Customers will appreciate the excellent environmental profile and the 
exceptional performance of Acelepryn, while you'll benefit from a reduced number of costly 
callbacks. Learn more by visiting us at proproducts.dupont.com/acelepryn. 
DuPont" Acelepryn." Start an evolution. 

See product label for specific pests controlled or suppressed 

DuPonV Acelepryn' is classified for restricted use in New York state Acelepryn' is not for sale, sale into, distribution and/or use in 
Nassau, Suffolk. Kings and Queens counties of New York Acelepryn' is not registered in Hawaii. Always read and follow the label. 
The DuPont Oval Logo. DuPonC The miracles of science* and Acelepryn' are trademarks or registered trademarks of DuPont or its 
affiliates. Copyright © 2012 E.I. du Pont de Nemours and Company. All rights reserved 
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EDITOR'S Insight 

Long-suffering Lynne 
When I installed irrigation systems, 

we would keep track of everything 
by hand. The passenger seat, wheel wells 
and glove box of every repair van were 
littered with crumpled and torn job 
sheets of chicken scratch. 

And every week Lynne, our long-suf-
fering office manager, would harangue 
us about our poor penmanship and in-
ability to keep anything clean. 

At any successful landscape company, 
the books, trucks, supplies and people 
are tracked and allocated by computer, 
little invisible ones and zeros keeping 
tabs on everything from spray rigs to 
lunch breaks. 

But when it comes to choosing a 
program, many landscapers are stuck. 
It's one of the questions I get from 
readers most often. "What should I 
use? What works best?" 

Unfortunately, there's no good an-
swer. It all depends on your manage-
ment style, company size and how you 
organize things. 

But whatever type or brand of soft-
ware an owner chooses, the end result 
is the same. If you can't keep tabs on 
how many hours your crews work, or 
where they drive once they leave the 
yard, or who has paid their bills this 
month, how can you ever hope to get 
out from under it all to plan for higher-
level projects or markets? 

Having tools in place to track - and 
then manage - the key parts of your 
business is one of the most basic ways 
to grow. This strategy of the small stuff 
- what Seth Godin calls "the thankless 

work of lower-leverage detail" - is so 
important for small companies, but it's 
something the big guys have to do, too. 

On page 50, in an exclusive inter-
view with L&L, the new CEO of Tru-
Green LandCare, explained a similar 
focus for his firm for this year. "Our 
2012 focus is resetting the foundation, 
getting back to the basics, making sure 
we do them right every day," says Vidu 
Kulkarni. "Ours is a relatively straight-
forward business. We're not building 
rocketships. Longer term, our focus 
is on profitable growth, not being the 
biggest dog on the block. I want to be 
the best dog on the block." 

When it comes to those small things, 
Godin writes: "An organization with 
feet on the street and alert and regular 
attention to detail can build more trust 
and develop better relationships than 
one that hits and runs." 

So this month, sit down and take a 
look at how you and your team handle 
the small things in your day-to-day 
work - everything from your time 
sheets to your job tickets to your order 
forms. Every company has a Lynne, 
and she has a point. - Chuck Bowen 

Leading business media for landscape contractors. 
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LETTERS 

Teach your 
children well 
Colin Vincent, branch man-
ager at Southern Spray Lawn 
Care in Nashville, shares this 
photo of our youngest reader 
to date - his son, Ethan, 
enthralled with our March 
issue. 

E t h a n V i n c e n t 

Colin explains: "He can't 
go to school in the morning 
without a copy of Lawn & 
Landscape. Ethan is 2 and 
a half and absolutely loves 
lawn equipment. Southern 
Spray concentrates on turf 
and ornamental applica-
tions, so he knows a spray 
truck when he sees one, 
but he prefers big zero-turn 
mowers. He also can spot a 
"weedeat-eater" and even an 
aerator in the ads. He spends 
his morning ride to preschool 
with Lawn & Landscape. No 
DVD player in this truck! 

Bigger isn't 
always better 
In your June 2012 issue, I 
read the letter to the editor 
"On staying small and local," 
and I would like to say how 
much I appreciate you rec-
ognizing these companies. 
Many companies choose 
to maintain this mindset 
despite their number of cli-

ents or their revenue. Actu-
ally, the article and idea of a 
very small business starting, 
growing and maintaining the 
ma and pa shop feel com-
pletely mimic my company's 
story and mission. 

After being a full-time 
mother to my two children 
and working a few part-time 
positions at local retailers, I 
decided I wanted a change. I 
wanted to start my own busi-
ness. After baffling countless 
ideas of what to do, I decided 
I was going to start a lawn 
care company by myself. No 
one would have ever known 
that this idea of trying to 
find something to do to pass 
time and generate a little 
spending cash would quickly 
transform into my dream and 
passion. 

My husband knew of a 
general contractor who had 
recently moved to a new 
home and was looking for 
someone to maintain his 
lawn. There was my chance 
and I ran with it. 

Starting off with one cus-
tomer, a self-propelled push 
mower, a hand-me-down 
blower, my SUV, a home-
made trailer and both of 
my kids in the back seat, 
my company was born and 
I began my first day at my 
new job. Despite critics and 
speculation of me, a female, 
developing a successful busi-
ness in a predominantly male 
industry, I have proved quite 
the contrary. 

Through maintaining a 
focus on relationships, con-
sistency and personalized 
service with every client, 
my business has grown year 
over year since that day in the 
mid 90s when I started with 
one customer. Over time, 
I have transitioned from a 
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T-Zour Pack* a Powerful Punch! 
• Fastest tridopyr combination product 
• Proven cool-weather performance 
• Effectively controls winter 

weeds including: 
• Henbit 
• Chickweed 
• Ground ivy 
• Violets 

• Also controls traditional 
weeds including: 

• Dandelions 
• Clover 
• Spurge 
• Nutsedge 

(Suppression) 

r — 
p b i / G o n d o n 

1 3 c o n p o n a t i o n 

An Employee-Owned Company 

800.821.7925 • pbigordon.com/tzone 
Checkered Flag Label Des igr , Gordon's a n d ProForm a«e reg is tered t rademarks of PBI-Gordon Corporation 

T-Zone- .s a t rademark o f PBI-Gordon Corpora t ion . A lways read a n d f o l l o w label d i r i o n s 6/12 01944 
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Heaviersteel. Largercomponents. 

Fewer parts. Watch our head-to-

head soil conditioner comparison 

to see which brand is made to 

perform better and last longer 
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-

[ ¿ ] SOIL CONDITIONERS FAClE OFF, . 

Visit Bobcat.com/soil5 or scan 

the code to see the video. 
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LETTERS 

maintenance only company 
to offering full landscape 
services including design and 
installation, construction 
of hardscapes and outdoor 
living spaces, and beginning 
in 2013 will even launch 
our new fertilization and 
lawn treatment segment. In 
2011, our revenue exceeded 
$350,000 - a first for us. 

We never deviate from 

the idea of being a small, 
local business in our daily 
activities. Keeping the small 
business feel is our culture 
and how we will remain as 
an organization with both 
our clients and our employ-
ees. We continuously look 
for ways to demonstrate our 
culture to the community. 

Over the past few years, 
we have had the opportunity 

to sponsor sports teams of 
client 's children, charity 
events and fundraisers held 
in local neighborhoods and 
private clubs in which we 
work - all to continue to build 
on that small, local business 
mentality. 

Thank you for your contri-
bution and information into 
our industry and especially 
recognizing the little guys 

Visit TryMonument.com or scan this with your QR 
reader for a free sample while supplies last** 

Actual size. 
Nowhere near actual strength. 
Beat the t o p five* lawn w e e d s , all sedges , 
and the compe t i t i on . Fight for every yard. 

m 

G R O U P H H E R B I C I D E 

Monument 
Herbicide 

A herbicide for control of certain broadleaf, sedge, and grass weeds in turf 

•2011, Specialty Products Consultants. LLC 
"You must live in a state where Monument is labeled for use. Only for use on label-approved warm-season turf. 
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(or girls) out there and I look 
forward to my next issue of 
Lawn & Landscape. 

Kimberly Bates 
K.G. Bates, Inc. 
Stockbridge, Ga. 

Doing business 
the right way 
My name is Scott Beaure-
gard and I have been in the 
landscaping business for over 
twenty years. 

I have always run my busi-
ness according to state and 
local laws. I am insured, 
pay sales tax to the state and 
make sure any employees 
working for me are docu-
mented and legal to work in 
the United States. I realize 
that with the economy the 
way it is that people are do-
ing whatever it takes to make 
ends meet. 

However, I take offense 
to people that throw a little 
trailer on the back of their 
vehicle load up with equip-
ment and call themselves 
landscapers. More and more 
of theses companies pop up 
every day. I work very hard to 
make a living and do things 
the right way to keep my 
business going. 

In the past, I would take 
down license plate numbers 
or phone numbers off of 
these companies and turn 
them into the New Jersey 
Catch program for busi-
nesses that are tax cheats 
and usually would see some 
of them gone within a few 
weeks . However , there 
seems to be an infestation of 
companies lately. 

I know that it is illegal to 
operate a commercial busi-
ness in New Jersey without 
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ARE PAPER 
TIME CARDS 

Eliminate Paper Time Cards 
and Save More Money. 

ExakTime, the leader in wireless, mobi le and rugged 
t ime t rack ing solut ions, provides a s imple way to 
track your work fo rce in real-time, so you get 100% 
accurate, d ig i ta l t ime records, saving you thousands 
in labor costs. 

• Eliminate paper t ime cards 
• Only pay for hours worked 
• Track hundreds of work activit ies 
• Save thousands in payroll 
• Slash payroll processing t ime in half 
• 30-day, money-back guarantee 

•xakTime 
YOUR TIME & ATTENDANCE EXPERTS 

1.877.391.0475 www.exaktime.com/lal 

FAST & EASY FINANCING AVAILABLE NOW! 
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LETTERS 

commercial plates and signage on your vehicle, but local law 
enforcement does nothing about it. 

I have contacted Gov. Chris Christies office in regards to 
this matter several times but have never received any answers 
as to why the state does not go after the millions of dollars in 
lost sales tax revenue. 

I have called the senators office and also received no re-
sponse. Even after reaching out to the media about a local 
business trying to stay afloat in such tough times with all this 
illegal competition, but once again no response. 

People don't realize that this is a serious industry. Home-
owners need to understand that having one of these compa-
nies work on their property is an accident waiting to happen. 

God forbid someone gets injured on your property and they 
are uninsured, then they can sue you as the home owner. 
Even worse if one of the employees gets hurt. What if they 
hurt someone like a neighbor or someone's child. 

Every other business that is open has to go through proper 
procedures in order to open the doors, except our field. If you 
can offer me any suggestions on how to help clean up this 
industry please let me know. 

I am tired of spending countless hours bidding jobs, then 
seeing someone else do the work and pocket every penny. 

Scott Beauregard 
Owner, Hidden Hills Landscaping 
Hazlet, N.J. 

AU about Utah 
I enjoyed Jim Huston's article in 
the May issue of Lawn & Land-
scape. I appreciate the fact that 
you highlighted the Utah market 
and a local contractor. 

I lived in Utah up until about a 
year ago and had been there on 
and off for about 10 years as a 
BYU student, LCO and part of 
the green industry workforce. 

It's got to be one of the weirdest landscape markets around, 
but I think you nailed it with your summary of market condi-
tions. 

Austin Gardner 
Client Relations Manager 
Eastern Land Management 
Stamford, Conn. 

Circular file 
A quick note to say thanks for your publication, Lawn & 
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FRE!GHTLINER 

Making compromises won't drive 
your business forward. W h a t gets 
you there is standing firm in the 
face of tough compet i t ion with a 
rugged commercial vehicle that's 
as resilient as you are. Wi th an 
Adapt ive Electronic Stability 
Program*1 and both Best-In-Class* 
payload capacity and rear and side 
door openings, the Freightliner 
Sprinter equals your impressive 
work ethic mile for mile. 
f re ight l inerspr interusa.com 

C 2012 Daimler Vans USA. LLC 'Based on a comparison of the Automot 
?ws classification of full-size commercial vans. No system, regardless o 
Ivanced, can overcome the laws of physics or correct careless driving. P 
ways wear your seat belt. Performance is limited by available traction, i 
snow, ice and other conditions can affect. Always drive carefully, consist 

with conditions. Best performance in snow is obtained with winter tiri 



Designed rigkt. Buil t r igkt . 

JUST RIGHT. 

^ 4 Innovative product design 

. 4 Updated product offering 

Optimal performance 

l g - o w t i i o o r c o m 
Hotline 888.956.0000 

Features: 

Highest quality and safety standards 

Please visit our new website, 
www.lg-outdoor.com, for more 
information and look for the 
new, comprehensive catalog 
coming soon. 

Designed Right 
Little Giant Outdoor Living products 
leave your customers free to enjoy the 
tranquility of their backyard oasis. 

LETTERS 

Landscape. Every month, my boss's wife gives me a stack of 
fresh trade magazines. Today was one of those days, and I got 
frustrated with a lot of the other magazines, so they found a 
new home with the trash can (too many ads, weak stories, 
disorder). Though I don't benefit from everything in your 
magazine, I like the order, the depth of the stories and the 
variety. Thanks for continuing to deliver value. 

Patrick Werick 
Account Manager, ValleyScapes 
St. Mary's, Kan. 

Think before you irrigate 

In far too many industry articles in various publications over 
the past several years, the theme has been about what services 
to add. Irrigation services which is 65-70 percent of my busi-
ness is one area being promoted. 

In my area, we are already saturated with irrigation pro-
viders. Irrigation in N.J., it is a licensed activity. Despite the 
huge amount of systems in our area, a big irrigation company 
may only have six trucks, and they are few and far between. 

There are no irrigation firms with 10-20 trucks and domi-
nate players, like some parts of the country. Irrigation is a 
technical, specialized service, requiring extensive knowledge 
to even replace a head properly. To service the client right, 
one must have knowledge and comprehension of best instal-
lation practices, operating pressures and precipitation rates. 

My company maintains a huge inventory of pipe fittings, 
nozzles, valve parts, valves, heads, electrical and plumb-
ing supplies to name some items. We have personnel with 
strong irrigation skills and a decades long background in the 
business. For a person mowing 50-150 lawns, or a landscape 
design/build contractor to add irrigation maintenance or 
installation to their list of services, doesn't make sense. 

Any service requiring special skills, a large variety of spe-
cial product and performed in low volume, will be a silent 
money loser despite the perceived revenue enhancement. The 
time spent to set up a service call, analyze the issue, acquire 
materials for the service and warranty what is done in low 
volume, not only negates the revenue but can silently steal 
more money from your pocket. 

When adding a new service in our time of economic un-
certainty, it must be one that your customers are asking you 
about in a volume, where one special person or a crew can 
be dedicated 3 or more days per week, and remaining days 
can be productively filled with what are the business's cur-
rent mainstay. 
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Harold Fox 
Owner, Town Pride Lawn Service 
Medford, N.J. 
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L&L ON THE ROAD 

Grass, gas and... WATER 
At the annual OPEI meeting, manufacturers outline plans to fight regulations on fuel, 
water and the managed landscape. By Chuck Bowen 

From left, Mike Hoffman, chairman and CEO, the Toro Company; Mike 
Ariens, chairman, Ariens Company; Dan Ariens, president and CEO, 
Ariens Company and chairman of the OPEI board; Tom Skove, assistant 
general counsel of environmental and regulatory compliance, MTD 
Products; and Kris Kiser, president and CEO, OPEI 

COLORADO SPRINGS, Colo. -
Green industry equipment 
suppliers continue to pro-
mote turf in schools and the 
halls of Congress, not just 
on issues of emissions and 
fuel, but also water and the 
benefits of landscapes. 

Executives from major 
equipment manufacturers 
gathered at the annual meet-
ing of the Outdoor Power 
Equipment Institute in late 
June to discuss the asso-
ciation's growing Turf Mutt 
program, its lobbying efforts 
against E15 fuel and its work 
to develop stan-
dards for water use. 

WATER WORK. Mark 
S c h m i d t , c h i e f 
scientist at John 
Deere, is leading 
work to develop an 
ANSI standard for 

water use in managed land-
scapes. As the green industry 
continues to face pressure 
from regulatory agencies and 
the public about water use of 
green spaces, a science-based 
standard can help better de-
fine a "sustainable" environ-
ment, he says. 

Among other things, the 
document the committee 
is developing with the As-
sociation of Agricultural and 
Biological Engineers stan-
dardizes the process for cal-
culating water budgets and 
the water requirements of 

landscape plants. 
" W h e n people 

say landscapes need 
to change, I would 
suggest they need 
to evolve," Schmidt 
says. "It's not plants 
that waste water, it's 
people.... If we can 

prove the value of the land-
scape, and that's something 
we can achieve, we can justify 
the value of those inputs." 

TURF MUTT. OPEI has expand-
ed its canine-based educa-
tional program that promotes 
the value of green spaces. 
Turf Mutt, developed with 
Discovery Education, has ex-
panded to include curriculum 
for kindergarteners through 
second graders, as well as 
third through fifth graders. 

The program's recent 
Spruce Up Your School 
sweepstakes, which encour-
aged students to increase 
greenspace around their 
schools, received more than 
16,000 entries. The winning 
school received $5,000 from 
OPEI to plant shade trees and 
install benches. 

ETHANOLThe fight continues 
against EPA's partial waiver 
for E15 fuels. The fuel, with 
a higher level of ethanol, has 
been approved by the govern-
ment for on-road vehicles 
built before 2001, but not 
power equipment, and has 
been shown to cause fail-
ure in small engines. OPEI 
president and CEO Kris Kiser 
said he expected a decision 
soon on a lawsuit that would 
prevent sale of the fuel at all. 
As of press time, no final deci-
sion had been made. 

2012 ELECTION. Howard Fine-
man, editorial director for 

the Huffington Post, spoke to 
attendees about the current 
state of politics in America, 
and gave his predictions for 
the upcoming presidential 
election. 

Fineman said Florida, Ohio 
and Colorado are the most 
important states in Novem-
ber, then Iowa, North Caroli-
na and Nevada. The Hispanic 
populations in those states, 
as well as unions, will play 
crucial roles, he says. 

An after many years spent 
reporting on Washington for 
Newsweek, NBC and HuffPo, 

2012 marks Kris Kiser's first year 
at the helm of OPEI. 

Fineman called American 
politics a "WWF sort of ex-
ercise, and that's sad." And 
regardless of political af-
filiation, the most pressing 
issues facing the country are 
how the nation will deal with 
taxes, social programs and a 
growing culture of fear. 

"We're going to have to 
simplify the tax code so it 
does the best it can to help 
and not hinder the economy," 
Fineman says. We're going 
to have to have a grown-up 
discussion about what social 
welfare costs we can afford as 
a society." L&L Schmidt 
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EDITOR'S NOTEBOOK 

Talking points 
Contractors had a chance to give John Deere their 
input on a variety of issues. By Brian Horn 

RALEIGH N.C. - Business is 
steady, delegating is a dif-
ficult process and alterna-
tive fuels aren't catching 
on according to contractors 
who attended a John Deere 
customer fly-in held at the 
company's Turf Care factory 
near Raleigh, N.C. 

The topics came up during 
roundtable discussions as 
part of the two-day event that 
helps the company under-
stand current and potential 
customers. Contractors also 
got a tour of the factory and 
a chance to ride some of the 

company's mowers, skid-
steers and ATVs. The overall 
feeling from contractors was 
that, while business is steady, 
it's been a struggle the past 
couple of years for some to 
stay ahead of the game. 

Stephen McFarland, presi-
dent of Grounds Manage-
ment in Maryland Heights, 
Mo., said when cash flow 
catches up, he'll put some 
of that into savings, but it's 
hard to build up reserves. 
"Our cash flow," he said "has 
been an issue for the first 
time in a long time." Other 

Contractors learned about Deere equipment during the fly-in. 

topics contractors touched 
upon included: 

STEPPING AWAY. Dave and 
Jeff Sajovie, owners of Sa-
jovie Brothers in Northeast 
Ohio, have gone through 
a ten-year battle trying to 
step out of the field and 
concentrate more on the 

business and office work. 
Their thought is that they 
would rather pay someone 
to do work in the field where 
they can make money, rather 
than hire office help. But the 
key to being able to step away 
is to develop foremen so you 
can feel comfortable being 
away from job sites. 

BOLT Insurance 
agents are 

licensed in all 
50 states. 

PROTECT 
YOURSELF 

and Your 
Landscaping 

Business 
Are you paying too much for 

business insurance? Inadequately 
protected? How would you know? 

Get instant business insurance 
quote comparisons from 

top national insurers. 

Call BOLT at 1.800.225.9965 or 
online at boltinsurance.com/lawn 

Keep yourself and your 
business protected. 

Contact us today. 

BOLT 
INSURANCE AGENCY 
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ALTERNATIVE FUELS. None of 
the contractors were hear-
ing from too many custom-
ers asking for alternative 
fuels like propane or etha-
nol. But, some were see-
ing it from dealers. "It 's 
not a hard push, but it's 
a push," McFarland said. 

LESS CLEANUP. Saving time 
is always something con-
tractors value, which is why 
many there were impressed 
with Deere's riding mower 
mulch-on-demand option 
- an option they'd like to 
see on 60-inch decks and 
walk-behind mowers. While 
mulching kits are an option, 
they don't do the job as well 
because operators have to 
slow the mower down to 

make sure it mulches cor-
rectly. Even then, in high, 
wet grass, it still leaves 
clumps. 

"You have to find ways to 
save that extra step," Duncan 
said. 

COMFORT VERSUS CUT. When 
it came to spending money 
on a comfortable ride ver-
sus one that gives a better 
cut, contractors had mixed 
opinions. The pro-comfort 
side said that they think their 
crews will mow more and 
work harder if they are able 
to enjoy a smoother ride. 

The Sajovies raved about 
stand-on mowers saying 
there wasn't much differ-
ence in quality, adding their 
operators had an easier time 

getting off and on them to 
pick up debris. "They hate 
them the first two days, and 
then they don't want to sit 
down," David said. 

BUY OR LEASE. James Dun-
can, owner of Outdoor Preci-
sion in Foristell, Mo., said he 
prefers to lease equipment 
that will be driven by a num-
ber of different employees, 
like his skid-steer. "When 
you have multiple guys using 
it, it just gets torn down," 
he said. 

STOCKING PARTS. Contrac-
tors said they had issues 
with buying extra parts, 
putting them on a shelf and 
either losing them or forget-
ting they had them. Then, 

after realizing they have too 
many of one part, they have 
to waste time taking the 
part back to the store or the 
dealer. 

Setting a minimum num-
ber of parts in stock left on 
a shelf is an effective way to 
remind workers when they 
need to place an order. 

EASY MONEY. A couple con-
tractors pushed low voltage 
lighting as an easy way to 
improve your profitability. 
"We pushed it as a safety is-
sue," said Zac Terrill, owner 
of Terrill Landscaping in St. 
Louis. 

Terrill said he does free 
demos for customers as a way 
of enticing them to buy the 
service, L&L 

MistRway 
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Spot n Great 
BUSINEtf 

Opportunity 

HELP! LANDSCAPE PROFESSIONALS! 
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Leaving feor mark 
Green industry professionals use their talents to honor fallen 
soldiers, and make their presence felt on Capitol Hill. 

By Brian Horn 

WASHINGTON, D.C. - Roger Phelps choked up while addressing 
the crowd on the morning of July 8 at PLANET'S Renewal & 
Remembrance at Arlington National Cemetery in Arlington, 
Va. But while talking about his friends and classmates who 
were buried at the cemetery, the Navy veteran had a positive 
message for the 400 volunteers and 100 companies standing 
at the ready to help maintain "the turf and trees that surround 
the rows of white tombstones. 

"The stones here are speaking to us," said Phelps, promo-
tional communications manager of STIHL. "They are telling 
us to live." With that message, the volunteers began their work 
on the cemetery grounds. Whether they were trimming a tree, 
working on an irrigation project, applying lime or aerating 
half of the 400-acre cemetery, the volunteers all expressed 
gratitude at the opportunity to take part in the event. 
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Renewal and Remembrance is the largest event PLANET participates in, and 
represents $250,000 of services and goods a year donated to the cemetery. In 
the past 16 years, more than $2 million in goods and services has been donated. 

Michael Kravitsky, co-owner of Grasshopper Lawns, has participated in R&R 
all 16 years, and makes a family trip out of the event, travelling four hours from 
northeastern Pennsylvania. He said a few things have changed since the begin-
ning, including the increasing popularity of the event and the equipment used 
to maintain the grounds. 

"Sixteen years ago, it was in February and we all used push spreaders," he 
said. "I don't know if any people remember push spreaders because 
of all the equipment and the iron that's running around her now. 
So that's been a huge difference, but it's just been fantastic." 

Norman Goldenberg, PLANET president, said the event is so 
popular now that the association had to turn away volunteers. 

"We have more trouble keeping the volunteers away than getting 
them to come here because we are limited to the number of people 
that can actually come here and perform this work," he said. 

Michael Sisti, owner of Weed Man in Montgomery County 
Pennsylvania, said the event also gives green industry professionals 
a chance to show unity as an industry. 

"It's coming together as an industry and showing our strength as 
an industry and giving back to those who gave to us," he said. "Until 
you've experienced it and you go through those gates, and you step 

on these grounds, there's no other way to explain it." 
Also as part of the trip to D.C., contractors meet with their 

elected representatives during Legislative Day on the Hill. 
A few issues PLANET and its member have in focus include: 

H-2B VISA PROGRAM: PLANET members want Congress to pass leg-
islation prohibiting the Department of Labor from implementing 
the final H-2B methodology and program rules. Many contractors 
depend on this program to staff their business because they say 
American workers don't apply for available green industry jobs. The 
labor department wants to raise the amount H-2B workers are paid 

The morning of July 9, more than 400 volunteers and 100 companies tended 
to the grounds of Arlington National Cemetery in Arlington, Va., as part of 
PLANET'S Renewal & Remembrance. 
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I Do you desire 
liquidity? 

Do you still want to 
build your brand? 

Are you planning 
for retirement? 

Do you want to 
provide more 

opportunity for your 
trusted employees? 

At LUSA Group we help 
you do all of the above. 

If your company has $ 4 million 
or more in annual revenue and 

is consistently profitable, please 
visit LUSAGROUP.COM for 

more information or contact 
our president confidentially at 

partners6tlusagroup.com. 

Dennis W. Daute l 
par tners@lusagroup.com 

Phone: 512 -366 -8501 
Spencer Car l ton 

par tners@lusagroup.com 
Phone: 5 1 2 - 3 6 6 - 8 5 0 2 
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SEPTEMBER 27-29 S Ä 
CRITICS GIVE 2 
GREEN THUMBS UP! 

m 
R A T E D : 

WWW.THELANDSCAPESHOW.COM / / 800.375.3642 

. k PRODUCED BY: 

glFNGLA 
^ ^ FLORIDA NURSERY. GROWERS 

J AND LANDSCAPE ASSOCIATION 
Leading Florida's Green Industry 

EDITOR'S NOTEBOOK 

On July 10, PLANET members were able to 
meet with politicians on Capitol Hill. 

NPDES PERMITS: Increasing the amount 
of permits to apply pesticides may 
overburden LCOs with paperwork. 
PLANET's position is that the Senate 
should pass the Reducing Regulatory 
Burdens Act of 2011 to alleviate the 
amount of paperwork required to allow 
for pesticide applications. 
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hourly by more than $3. A rule change 
would also allow any American to apply 
for a job up to 21 days before the H-2B 
worker is scheduled to start work even 
though the company may almost be fin-
ished with all the costs and paperwork 
needed for the H-2B worker to start. If 
the DOL's rule changes go through, it 
would also affect companies that don't 
use H-2B by increasing competition for 
American workers. 

See our Free T r i a l offer at wwwSUPERthrive.com 

Maximize potential when rynSfr. SOPERthrive 
transplanting trees, plants and lawns 1 9 4 0 G o l d ° M e d a l 

The ftpM/Vitamin-Nutrient Solution 

Made in the U.S.A by Vitamin institute " 
12610 Saticov St. South, N. Hollywood, CA 91605 ~ 800.441.8482 

LYME DISEASE: PLANET wants a bill 
passed that would establish an advisory 
committee that would educate the pub-
lic on tick-borne diseases, such as Lyme 
disease. Lyme disease can be deadly, and 
more education on the subject could 
result in faster and better treatment, L&L 

The author is associate editor at Lawn & Landscape. 
He can be reached at bhorn@gie.net. 
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<- 2012 Takeuchi Manufacturing 

V Bob St. Jacques 
Four Seasons Landscaping Inc. 
Windsor, CT 

TAKEUCHI TAKES 
POWER AND 
MANEUVERABILITY 
TO THE NEXT 
I E1JEI f f 

• • • • V • YOU HAVE TO EXPERIENCE IT. 
T h e versati l i ty, qual i ty const ruc t ion a n d light 

à 

YOU HAVE TO EXPERIENCE IT. 
T h e versati l i ty, qual i ty const ruct ion a n d light 
footpr in t of Takeuchi e q u i p m e n t is clear f r o m 
t h e v e r y first touch. W h a t you'll see over the 
years is h o w m u c h m o r e t i m e h i g h - p e r f o r m i n g 
Takeuchi e q u i p m e n t is ou t w o r k i n g on a job 
rather t h a n sit t ing in the service shed. W i t h 
Takeuchi , you'l l g e t the rel iable daily d u t y you 
n e e d a n d the m a i n t e n a n c e ease you w a n t . 

Contact your dealer for current warranty 
and financing program details. 

n a i < e u c H i 
Those in the know, know Takeuchi 
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James Ingram named president 
of Bartlett Tree Experts 
STAMFORD, Conn. - Bartlett 
T r e e Experts has named 
James Ingram president. 

Ingram, currently vice pres-
ident and division manager of 
the company's field operations 
in New England and eastern 
Canada, will take the helm 
of the company officially Jan. 
1, 2013. Bartlett 's former 
president, Greg Daniels, an-
nounced his retirement in 
May. 

"Based on my personal ex-
periences working with Jim 
and the success he's had as a 
leader in our company, I can 
confidently say I feel great 
about this decision. 

"He has strong ideas for the 
continued growth of the com-
pany that fit with my vision of 
where we are now and where 
we're headed," said Robert 
Bartlett Jr., chairman and 
CEO of Bartlett Tree Experts. 

Ingram joined Bartlett Tree 
Experts as an arborist represen-
tative in 1983 and was promot-
ed to local manager in 1984. 
Ingram has held his current 
role since 1993. 

In that time, he established 
the New England territory as 
the company's largest sales 
region. He is responsible for fi-
nancial oversight of 17 Bartlett 
locations and has been actively 
involved in recruiting, manag-
ing and training a staff of more 
than 40 arborists. 

Bartlett Tree Experts ranked 
No. 8 on the 2012 Lawn & 
Landscape Top 100 List with 
revenue of $167 million. The 
Connecticut-based company 
has offices in 26 states, Cana-
da, Great Britain and Ireland. 

Ingram 

IA show registration 
now open 
FALLS CHURCH, Va. - At-
tendee registration is now 
open for the Irrigation As-
sociation's 2012 Irrigation 
Show, Nov. 4-5, and educa-
tion conference, Nov. 2-6, at 
the Orange County Conven-
tion Center in Orlando, Fla. 

Attendees who register by 
Oct. 5 will receive discounted 
rates. New offerings in 2012 
include: 

• Charlie Hall, professor 
of horticulture and Ellison 
Chair in International Flori-
culture at Texas A&M Uni-
versity will provide a macro 
perspective to economics in 
the industry. 

• The Florida Irrigation 
Society and Workforce Flor-
ida are holding a job and 
career fair open to all people 

• A new product contest 
will offer attendees the op-
portunity to vote on their 
favorite products. Visit www. 
irrigationshow.org to regis-
ter. 

Robin Cannon, right, was one of two 
winners of the GIE Media Young 
Leaders Scholarship. 

Two top students selected for major GIE 
Media scholarships 

CLEVELAND - GIE Media, the nation's leading pub-
lisher of horticulture and green industry trade maga-
zines, has named the winners of its annual Young 
Leaders Scholarship. 

Robin Cannon, a junior at Kent State University-
Salem, and Judson LeCompte (pictured), a gradu-
ate student at Auburn University, will both receive 
$5,000 to continue their education this fall. 

Cannon, who currently works as a horticulture 
intern at the Shaker Heights, Ohio, Country Club, 
has spent several 
years pursuing her 
degree and work-
ing to support her 
family. She was the 
horticulturist for 
three years at the 
Boulder Creek Golf 
Course in Streets-
boro, Ohio, which 
is ranked one of the 
best public courses in Ohio. She established and ran 
the greenhouses on site there, and currently manages 
a crew at Wheeler Landscaping. 

"Many people have said to me over the course of 
the past two years that I should be content with the 
job that I have, and that I should quit school," she 
wrote in her application essay. "I strongly disagree. 
I believe that you can never stop learning, and that 
there is always someone that can teach you something 
that you didn't already know." 

LeCompte, a first year graduate student at Auburn 
University, brings a wide range of experience in the 
green industry to his work. He worked 
as the manager of a garden center, where 
he was responsible for 15 employees 
and $12 million a year in sales, and led 
several student groups as an undergradu-
ate. His research has focused on the use LeCompte 
of gray water and salt water in irrigation, sustainable 
landscape practices and the development of green 
roofs. 

"Students in the green industry truly are the next 
generation of the industry," said Chris Foster, presi-
dent and CEO of GIE Media. "We view this award as 
just one way we can support the incoming class of 
entrepreneurs, stand-out professionals and research-
ers in all the industries we serve." 
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ANLA,OFAto form 
new trade association 

COLUMBUS - The Board of 
Directors of OFA - The As-
sociation of Horticulture Pro-
fessionals voted to begin the 
process of organizing a new 
association with the Ameri-
can Nursery and Landscape 
Association (ANLA). 

After months of discussion, 
the working group comprised 
of leaders from both organiza-
tions determined it was time 
to formally explore creating a 
new trade association. 

OFA and ANLA announced 

AN; LA 

in January 2012 the forma-
tion of a joint venture to 
support business education 
and government 
relations activi-
ties. The vision 
statement ad-
opted by OFA's 
board of directors expressed 
the desire to form a new or-
ganization if it brings more 
value to our members and 
the industry. Since June 2011, 
OFA's executive commit-
tee has been meeting with 
AN LA's leaders about the op-
portunity for and viability of a 

Jones 

Gilbride 

Pat Jones and Jim Gilbride to lead GIE Media's 
Horticulture Group 
CLEVELAND - Pat Jones and Jim Gilbride have 
been promoted to new positions within GIE Media, 
the leading business media company in the green 
industry. 

Jones becomes business manager and 
publisher for GlE's turf publications, including 
Lawn & Landscape and Golf Course Industry, and 
Gilbride is now business manager and publisher for 
the company's ornamental publications, including 
Greenhouse Management, Nursery Management 
and Garden Center. 

Jones has led Golf Course Industry as publisher 
and editorial director for the past three years and 
recently launched both GCI International and GlE's 
new Green Industry Supply Chain Management. He 
is a veteran golf/turf communications professional 
and award-winning editor with more than 25 years 
of market experience in the green industry. In his 
new position, he will have overall management 
responsibility for L&L, GCI, GISCM and related 
digital products and custom media programs. bzV 

Gilbride, who has been with GIE since 2004, has been a 
key factor in the success and rapid growth of the ornamental 
market publications GIE acquired three years ago. He previously 
was Associate Publisher and Sales Manager for Greenhouse 
Management. He will now oversee all aspects of GlE's ornamental 
market publications and operations including GM, NM, Garden 
Center and related products. 

"Pat and Jim have both shown they are amazingly passionate 
about their markets and that they're incredibly skilled publishing 
and media pros," said Chris Foster, GIE CEO. "They are absolutely 
the right people to lead our Horticulture Group to new levels." 

In a related move, Dave Szy has been promoted to the position 
of associate publisher for Lawn & Landscape. Szy, a 10-year 
veteran of GlE's sales team, was most recently national sales 
manager for L&L and GlE's Snow magazine. He will work closely 
with Jones to manage L&L's sales and industry relationships. 

of a 

formal relationship between 
the two organizations. As 
early as the first meeting, the 

idea of forming 
a new organiza-
tion has been 
discussed by the 
j o i n t v e n t u r e 

working group. 
"We are listening to our 

members. Results of a mem-
bership and organizational 
study performed at the end 
of last year indicated that 
members of both associa-
tions want the organizations 
to work closer to unify the 
industry," said OFA Presi-
dent Mike McCabe, owner 
of McCabe's Greenhouse 
& Floral in Lawrenceburg, 
Indiana. "They want their 
industry association to be 
all encompassing - one that 
touches and links all pieces 
of the horticulture industry, 
which can be offered by a new 
organization." 

The timeline is to have a 
new organization established 
no sooner than July of 2013 
and no later than January 
2014. "This is not a merger. 
This is taking the best of what 
both associations do to create 
a new organization that will 
advance the industry and 
better serve our members," 
said Michael V. Geary, OFA's 
chief executive officer. 

In further developments of 
the joint venture, following 
ANLA Executive Vice Presi-
dent Bob Dolibois' scheduled 
retirement at the end of the 
year, Geary will become the 
chief staff executive of both 
ANLA and OFA beginning 
on January 1, 2013. The or-
ganizations will continue to 
be governed separately, but 
Geary will lead the day-to-day 
operations of both groups. 

New England Grows 
announces 2013 
programs 
BOSTON - New England 
Grows theme for 2013 is 
Frontline thinking. Intel-
ligent solutions. 

The event is scheduled for 
Wednesday, Feb. 6 to Friday, 
Feb. 8 at the Boston Conven-
tion & Exhibition Center. 

More than 30 education-
al seminars are planned. 
The speaker lineup includes 
well -known experts and 
other trendsetting present-
ers including Bruce Allison, 
Kirk Armstrong, Kip Creel, 
Richard Hawke, Dan Heims, 
Michael Raupp, and Cass 
Turnbull. 

They will address a variety 
of timely commercial horti-
cultural topics like permac-
ulture, the impact of global 
climate change on plants and 
pests, water management and 
mature tree care, as well as 
business-growth ideas 

"New England Grows is 
produced by the industry, for 
the industry," said New Eng-
land Grows' president Mary 
Hallene of Sylvan Nursery in 
Westport, Mass. 

At New England Grows, 
green industry profession-
als can obtain most of their 
professional Continuing Edu-
cation (CEU) credits with 
recertification opportunities 
for pesticide licenses, NOFA, 
APLD, LA CES, ISA, CTSP, 
and most state association 
credentials. 

Early registration goes 
through Jan. 15 and costs 
$49 for all three days. The 
early registration price drops 
to $45 per person when four 
or more people from the same 
company register together. 
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NEWS III For m o r e news, v is i t w w w . l a w n a n d l a n d s c a p e . c o m 

CLIMBING THE LADDER: 
Hires, promotions and career advancements 

LAYTONSVILLE, Md. - Ruppert Landscape 
has promoted Fred Key to the role of 
region manager, where he will oversee 
branches in Raleigh, N.C., Richmond, Va., 
Lorton, Va. and Gainesville, Va. 

In this role, Key will be a resource for 
each of the branch managers and will 
help maximize the division's capabilities 
in people development, training, customer 
service, business development and 
profitability. 

Key, a resident of Haymarket, Va., has 
more than 20 years of industry experience 
and has been with Ruppert for 10 years 
serving in a variety of positions including 
crewman, foreman, area manager, 
controller, landscape construction 
production manager, division administrator, 

landscape management branch manager 
and region manager. According to Phil Key, 
vice president and director of the landscape 
management division, Key's background with 
holding so many different positions, in both 
divisions and in different markets has given 
him a strong foundation for the position of 
region manager. 

"His knowledge of processes, procedures 
and systems that he's garnered in those 
positions and his willingness to offer his 
opinion, whether it's a popular opinion or 
unpopular opinion, has really helped to 
increase his value in the organization," said 
Phil Key. 

(Fred) Key holds a bachelor's degree in 
business from Salisbury State University 
where he majored in accounting. He is 
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a Certified Landscape Professional 
and in 2009, he received one of the 
company's top honors, the Clyde Vadner 
Merit Award, which is presented to 
the individual who has demonstrated 
consistent hard work and dedication 
leading to exceptional contributions to 
the organization. 

FMC Corp. appointed Bethwyn 
Todd as director and Steve Fasano 
as strategic marketing and business 
development manager of FMC 
Professional Solutions, which serves the 
professional pest control, lawn, nursery, 
ornamental and related industries. 

"Bethwyn Todd brings significant 
experience and broad perspectives to 
her new position," said Milton Steele, 
president, FMC Agricultural Products. 
"For the past two years, she played a key 
role within the FMC Agricultural Products 
Group as the Asia-Pacific Development 
and Regulatory manager, leading this 
region's innovation programs and 
regulatory affairs." 

Todd will continue to lead and drive 
the growth initiatives started under 
previous FMC Professional Solutions 
director, Amy O'Shea, who recently 
became division manager of FMC 
Environmental Solutions, a new division 
within FMC Corporation. 

As marketing manager for FMC 
Professional Solutions, Fasano is 
responsible for strategic planning and 
leadership of the marketing team. In his 
new role, he will also provide leadership 
on business development and product 
management, fostering customer-driven 
innovation. 

Previously, Fasano was head of 
marketing for Bayer Advanced Consumer 
Lawn & Garden, and brand manager 
for Bayer Advanced, where he launched 
a line of alternative solutions for pest, 
weed and disease management. 

Richard Kelly has joined Norse 
Building Products (Allenton, Wis.), 
manufacturer of the Rockstep and Pro 
Line Stone Veneer and will serve as their 
national sales and marketing manager. 
Kelly most recently was national sales 
manager for Bodyguard Wood Product & 
Spiderlath. 
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NEW PRODUCTS S E R I O U S 

New Products = Profitability 
The N e w P r o d u c t s S h o w c a s e shou ld be your 
f i rst s t o p at t he 2 0 1 2 G IE+EXPO. C h e c k here 
for t h e latest i nnova t i ons t o m a k e you m o r e 
p r o d u c t i v e a n d p ro f i t ab le . O u t d o o r d e m o s , 
just s t eps away f r o m t h e i ndoo r exh ib i ts -
7 5 0 e x h i b i t s in al l . 
If i t 's n e w . If it 's relevant to landscap ing and lawn 
main tenance. It wi l l be in Lou isv i l le in O c t o b e r ! 

I t ' s nice to know that you're not just 
l imited to what you are normally used 

to seeing. GIE+EXPO is rejuvenating 
in the fall. There are great ideas 
and products at the show to help 
our product iv i ty." 

Erik Lowes 
Lowes ' Landscap ing 
Cuba, M O 

Oct. 24,2012-Dealers, distributors, retailers & media only 

I Oct. 25 -26 ,2012 - GIE+EXPO open to all in the industry 
Ken tucky Exposi t ion Center I Louisvi l le, Ken tucky 

Phone: ( 8 0 0 ) 5 5 8 - 8 7 6 7 I WWW.GIE-EXPO.COM 
; „ 

I 

Co-located with 
GIE+EXPO 2012 

, ^ i ö l i N , 
HARDSCAPE 

V N o r t h A m e r i c a y 

The 9 t h largest t radeshow in the USA! 
REGISTER TODAY AT WWW.GIE-EXPO.COM 
I I Like us on Facebook for a chance to win $1,000! 

SPONSORED BY Ä P L A N E T HgMS 
ovncJ^ZTZZmm J ProWwnd londcor. N««ort pro^wor^yound. 
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GOOD WORKS 

A call to recycle 
Instead of just pitching his excess phone books, this Maryland landscaper 
designed a contest to help the environment and inform kids about being green. 

| n this digital age, there are some kids who have ^ m ~—-
I never looked in a phone book, and a few who 

don't even know such a thing exists. But, thanks 
to Tom Grosh, students of the Washington County 
School System in Maryland now not only know 
what a phone book looks like, but also learned a 
valuable lesson about recycling. 

Grosh, who owns Grosh's Lawn Service in Clear 
Spring, Md., along with the help of now retired 
recycling coordinator Harvey Hoch, decided to 
start The Washington County Phone Book Recy-
cling Contest. 

For three years, the students in the Washington 
County School systems have collected and recycled 
used phone books so they can be kept out of the 
waste stream. This contest also raises awareness 
about the importance of recycling in the area. In 
2011, more than 9,700 phone books were collected 
by 13 participating Washington County Public 
Schools. This year, the group collected more than 
10,000 phone books, which is the first time that 
number has been eclipsed. 

"I knew that if we could get the kids interested 
in this during the week of Earth Day - there would 
be other projects going on that week - we would 
allow them to see that they made a difference from 
the stacks of phone books," he says. "As they say 'A 
picture is worth a thousand words' but in this case 
they could see just how much space these phone 
books will use up in our landfill." 

Grosh said every family has 
phone books, so it was easy to 
drum up interest in the project 
because every child could par-
ticipate by donating. 

"This project is growing each 
year and kids are finding ways 
to find more books," he says. 
"Some schools kept graphs to 
show the progress each day of 
how many books were collected 
and some schools set a collec-
tion table with student-made 
posters." LAL 

The idea for The Washington 
County Phone Book Recycling 
Contest was born when Tom 
Grosh, owner of Grosh's Lawn 
Service in Maryland, thought 
about the excess phone books 
he accumulated in one year. 
With some help, he decided to 
get students involved to teach 
them the benefits of recycling. 

Bottom: Tom Grosh, left, was given 
the Certificate of Merit Award 
from the Washington County 
Commissioner for his role in the 
phone book collection. 

Good Works is an occasional feature 
tha t highl ights char i table projects our 
readers are work ing on. If you 'd l ike to 
see your company 's recent good work 
profi led, send an emai l to Associate 
Editor Brian Horn at bhorn@gie.net. 
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Advanced chemistry that leaves caterpillars speechless. 

DuPont'" Provaunt® insecticide has earned high praise for its outstanding performance 

against turf and ornamental pests, including gypsy moth caterpillars and tent caterpillars. 

Even with its low application rates, Provaunt* is the ideal choice for protection of oaks, 

crabapples, flowering cherries and a wide range of additional trees and shrubs. What's more, 

the active ingredient in Provaunt* has a favorable environmental profile. Please visit us at 

proproducts.dupont.com/provaunt. 

DuPont" Provaunt Advanced chemistry. Outstanding performance. 

D u P o n t 
P r o v a u n t ' 
INSECTICIDE 

w w w . l a w n a n d l a n d s c a p e . c o m / r e a d e r s e r v i c e - # 3 3 
The miracles of science" 

Always read and follow all label directions and precautions for use. The DuPont Oval Logo. DuPont. " The miracles of science" and Provaunt" are trademarks or registered trademarks 
of DuPont or its affiliates. Copyright © 2012 El du Pont de Nemours and Company All rights reserved. 
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ASK THE EXPERTS 

For more on business 
software, turn to page 52 to 
read our cover story. 

etc. Everything is integrated, so 
you do not need to enter data 
more than once. Include is very 
involved in PLANET and knows 
our industry very well. 

Cons - This is not an 
inexpensive product and it 
requires some dedicated staff 
time to learn and run it properly. 

Kurt Kluznik, Landscape 
Industry Certified Manager, 
President, Yardmaster 

We use Include Software. 
Pros - It's an all-inclusive 

software and has production and 
payroll tied together. You can use 
handheld devices to track the 
crews in real time, eliminating the 
use of paper entry. 

Cons - It's very detailed, and 
the learning curve will take some 
time (they are currently trying to 
simplify the system). 

Miles Kuperus Jr., Landscape 
Industry Certified Manager, 
President, Farmside Landscape 
& Design 

We discussed using Outlook 
for her operation because of the 
size of her company. We use a 
variety of tools, including Google 
Calendar, Dynascape and Clip. 
Unfortunately, we have not found 
one tool that will do everything we 
want it to do. 

Bruce Allentuck, President 
Allentuck Landscaping Co. 

We work with Clip and now 
Q Clip. I don't know of any one 
software program that can meet 
all the needs of any one company 
no matter the cost. 

Ui 
2 
i 

Chris James, president, Chris | 
James Landscaping L&L 

SOFTWARE PROGRAMS 

PLANET 
Harold Enger, Landscape 
Industry Certified Manager & 
Technician, Spring-Green 

Q. We are a full-service 
landscape company. I run 
the landscape maintenance 
division and I am curious 
about scheduling/billing 
programs used by other 
maintenance contractors. We 
currently are using QXpress 
combined with Qbooks and 
are not completely satisfied. 

A. We use Asset by Include 
Software and have used it for 
more than 10 years. 

Pros - It is a fully integrated 
program, meaning it will handle 
everything a landscape firm 
needs, including accounting, 
estimating, proposals, sales 
management, inventory, payroll, 
scheduling, billing, job costing, 

ASK THE EXPERTS is presented in partnership with PLANET'S 
Trailblazers On Call program. Trailblazers are industry leaders who 
volunteer their time and expertise to give back to the industry. 

tion sheet that can be left with 
a client when you make an 
application to the lawn. What I 
think you are looking for is an 
invoice. Creating this can be time 
consuming and can be expensive 
if you have it printed locally. There 
are numerous service company 
software programs that can help 
with this part of running your 
business. 

If you are using one of the 
current lawn care software 
programs, such as Real Green 
Systems Service Assistant, these 
types of forms come with the 
software package and through 
their printing division. You can 

contact them through PLANET 
or call (800) 422-7478. 

You may also want 
to call Focal Point 
Communications. They 
have a website, 

growpro.com that may 
be helpful for you. 

Q. We are no longer using a 
subcontractor for our lawn 
treatments but instead doing 
it in-house. I am looking for 
a custom lawn care report 
sheet that my lawn tech 
can leave behind with our 
clients. It should have the 
basic info: our logo, client 
name, address, account 
number, date, what chemicals 
were put down (weed control, 
grub control, broadleaf weed 
control) with check boxes, 
and even wind speed and di-
rection. I've seen these used 
by companies like Scotts 
LawnService and TruGreen, 
and one copy goes back to 
the office, and the car-
bon copy stays with 
the client. 

A. You submitted a 
question about ideas 
for a lawn care applica-
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f facebook com/cubcadet 

0Cub_Cadet 

Smart Factory Financing Avai lable* 

„ It s not j us t the toughest 
ommercial zero-turn 
• ^ S S f Its the smartest. 

THE ALL-NEW TANK™ SZ COMMERCIAL ZERO-TURN RIDERS. 
WITH EXCLUSIVE 4-WHEEL STEERING AND STEERING WHEEL CONTROL. 
It's smart to get a l i fet ime war ran ty 1 on the industry 's toughest f rame. It's even smarter to get the one and only Cub Cadet 
Signature Cut™. It's smar t to get Cub Cadet's exclusive steer ing whee l contro l over all four whee ls for super ior stabil i ty on 
all terrain. But exper iencing for yoursel f the only commerc ia l zero- tu rn that has it all? That's genius. 

Prove it to yourself. Take the Cub Cadet Test Drive Challenge at a dealership, or virtually at cubcadet.com. 
LEARN WHY CUB CADET IS THE SMARTEST CHOICE TODAY. 

* Subject to credit approval on a Cub Cadet credit card account. Not all customers qualify. 
Addit ional terms may apply. Please see your local Cub Cadet dealer for details, 

t See your local Cub Cadet independent dealer for warranty details. 
Cub Cadet commercial products are intended for professional use. 
Specifications and programs subject to change without notice. Images may not reflect unit specifications. 

CubCadfìJL 
cubcadet.com 
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RESEARCH 

The drought across the country has 
reached record proportions. 

In its monthly drought report, the 
National Climatic Data Center in 
Asheville, N.C., announced that 55% 
of the country was in a moderate to 
extreme drought at the end of June. 

The percentage of affected land 
is the largest since the 1950s. In 
December of 1956, 58% of the 
country was covered by drought. The 
conditions expanded last month in 
the West, the Great Plains and the 
Midwest, driven by the 14th warmest 
and 10th driest June on record, the 
report said. 

HOT 
LENDING 

With summer's arrival, banks 
have j u m p e d head- f i rs t 
back in the small business 
lending. The Biz2Credit Small 
Business Lending Index, a 
monthly analysis of 1,000 loan 
applications on Biz2credit.com, 
found that approvals in June by 
big banks ($10 billion in assets) 
jumped a half percentage point 
to 11.1% from 10.6% in May 
2 0 1 2 . The figure was well 
above the paltry 8.9% approval 
rate a year ago in June 2011. 

Additionally, small bank 
lending jumped to 47.5% in 
June 2012, up two percentage 
points from 45.5% in May 2012 
and up a full five percentage 
points higher than the 42.5.% 

approval rate 
in May 2011. 

Social confidence 
M; Iore businesses feel confident about how to use social media 

to support business goals and create brand identity, according 
to the 2012 FedEx/Ketchum Social Media Benchmarking Study. 
The research shows that, through social media, these companies 
believe they are particularly effective at strengthening relationships 
among customers (51%), the general public (52%) and partners and 
suppliers (40%). In addition, 85% of the companies who use social 
media to engage employees reported that employee participation 
in their organization's social business efforts increased over the 
past 12 months. These companies believe they are effectively using 
these strategies with employees in the social space to: 

Strengthen 
relationships.. .46% 

Foster collaboration, 
dialogue and discussion.. 4 4 % 

Share and tap 
into expertise... .44% 

Increase participation in 
a program or an initiative.. .38% 
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To learn more about social media 
and how green industry pros 
are using it, read our June cover 
package at bit.ly/LLsocial. 

Consumers got relief at the 
pump in June, but not in 
many other places. 

According to CNN, The 
Consumer Price Index, 
the key measure of retail 
prices, was up 1.7% 
compared to a year earlier, 
even though gasoline 
prices fell 4.3% over the 
same period. 

Food prices rose 2.7% 
over the course of the 
last 12 months, with a 
one-month jump of 0.2% 
in June. The average price 
of a gallon of regular gas 
was $3.33 at the end of 
June, according to AAA, 
down from $3.62 at the 
end of May. The CPI report 
showed a 2% drop in gas 
prices in June alone. 
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TWICE THE TRUCK YOUR PICKUP WILL EVER BE 

The full-size NV Cargo combines the power of a truck with the utility of a van. It's got more 
than two times as much secure, weatherproof storage as a Ford F-150,4 with up to 3 2 3 cubic feet 

of cargo space. Maybe the best pickup for you, isn't a pickup at all. 

NISSAN 

I N N O V A T I O N T H A T W O R K S . I N N O V A T I O N F O R A L L . 

NISSAN Commercial Vehicles 

For more information, visit nissancommercialvehicles.com. 

BUILT IN z^ 
CANTON W / 
MISSISSIPPI MISSISSIPPI 

' C a r g o vo lume c o m p a r i s o n b a s e d o n 2012 N issan N V 2 5 0 0 H D H i g h Roof vs. 2011 Ford F-150 S u p e r C r e w 5.5- f t . S ty les ide b e d vo lume. C a r g o a n d load capac i t y l im i ted by w e i g h t a n d d is t r ibu t ion . 
A lways s e c u r e all ca rgo . D o not p l ace sha rp o b j e c t s in the f ront of the ove rhead c o m p a r t m e n t that e x c e e d he ight of she lv ing l ip. S e e owner ' s manua l for deta i ls . S e e Nissan Towing Guide a n d owner ' s 
manua l for p rope r use. A lways wear your seat be l t , a n d p lease don ' t d r ink a n d dr ive, c 2012 N issan N o r t h A m e r i c a . Inc. 
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MARTY \ M A R T Y G R U N D E R is a speaker, consultant and author; he owns Grunder 
Landscaping Co. www.martygrunder.com;mgrunder@giemedia.com 

What we 
think we 
know 

Lisa, Emily and Marty Grunder at Emily's high school graduation. 

beginnings and worked hard. But 
neither "made it big" as there 
wasn't much money to be made 
as an engineer working for the 
state of Ohio or as a teacher in 
the same state. I wanted to pay 
for college myself and keep that 
burden from my folks, so it was 
off to work I went. 

Emily's trail is a bit different. 
Emily is what I call a professional 
student. She loves school and 
her high school teachers, some of 
whom I had, often asked her, "Are 
you sure you're Marty Grunder's 
daughter?" We may both have 
red hair, but she's a great student 
and I was not. 

I wanted to work to make 
money. There were a lot of things 
I wanted - material things. Emily, 
not so much. 

She works at our office some in 
the summer and babysits, but at 
this point is motivated to do the 
right thing, but not motivated to 
earn money to buy new clothes or 
a new car or anything of the sort. 

Emily will attend Miami 
University in Oxford, Ohio. But, 
that's not the school I wanted 
her to attend. I wanted her to 
attend my alma mater and her 
mom's alma mater, the University 
of Dayton. After all, it's a great 
school, it's close to home, 
she was offered an academic 
scholarship and they have an 
excellent business school. As 
a member of the board of the 
school of business there, I know 

someone that wasn't a fit and no 
matter how hard I tried, it wasn't 
what she wanted. 

At the end of our last visit 
to Miami, Emily and I walked 
to the car. She was quiet and I 
said, "Emily, Miami is the best 
choice for you, sweetheart. I can 
see it, plain as day." She said, 
"I know, Dad." The rest, as they 
say, is history. Emily will attend 
the school that declined me 
admission in 1986 and told me I 
was not a good enough student to 
attend there. Emily is way wiser 
than I will ever be. 

In our lives, we entrepreneurs 
often wonder why others can't 
just be like us. Why can't our 
prospects see what we see in our 
offerings? Why can't our teams do 
what we would do? Why wouldn't 
that applicant want to work at our 
company? I could go on and on. 

This recent experience with 
Emily has taught me a lot. At a 
certain point, you need to just 
understand people are different 
and there's a place for everyone 
in our great country. The paths 
we take, if rooted in honesty, 
passion and excellence, will make 
us successful in all that we do. 
It's not the path that matters as 
much as the place we end up in 
life. 

I'm in a great place and I'm 
sure Emily will be, too. She's way 
ahead of where I was in terms of 
her perspective on life and that, 
my friends, you can chalk up to 

M y oldest daughter Emily 
just graduated from high 
school. For those of you 

who have had your first graduate 
from high school, you will relate 
to what I'm about to say. It's an 
emotional experience. As I sat 
watching Emily in her cap and 
gown walking down the aisle to 
receive her diploma, I could not 
help but think back to when I was 
18 years old as well as where 
Emily is now as an 18-year-old 
young woman. 

When I was in high school, I 
started Grunder Lawn Service, 
which today is known as Grunder 
Landscaping Co. I gave up a lot to 
have that company. I quit playing 
baseball, I missed some fun 
things and I gave up the couch 
to get up and do something. For 

graduation, there was no big 
party. My dad didn't consider 
graduating from high school a 
significant accomplishment, so 
you just didn't celebrate it too 
much. My lovely mother made 
sure we had a small party. 

I enrolled in the University of 
Dayton because, quite frankly, 
they let me in and it was close 
to home, which allowed me to 
continue to run my landscaping 
company and make money to 
pay for college. My parents were 
both college graduates and in our 
family you went to college. But 
even though they were college 
graduates, we didn't have a whole 
lot of money. 

My dad was a civil engineer 
and my mom a teacher. They 
both came from very humble 

f f You need t o just unders tand people 
• • are di f ferent and there's a place for 
everyone in our great country. 
what I'm talking about! I pulled 
out all the stops. I got a VIP tour; 
I had all kinds of folks come see 
her while we were on the tour, 
including the president of the 
university. I'm in sales, folks. I 
know how to sell a good product. 
But Emily was not that impressed. 
She liked U.D., but when we went 
to Miami, because it was obvious 
I was trying to sell something to 

her mom. And, so we end on a 
high note here, the best selling 
job I have ever done, and will ever 
do, is the one I did on Lisa Lynn 
Lehman at the Reds game on 
June 24,1993, when I asked her 
to marry me and she said yes. 

Congratulations and good 
luck to all the graduates. May 
whatever path you take lead you 
to happiness! L&L 
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MART SOLUTIONS 
for combatting summer stress 

III 
IT'W-
5$. ¿ s * 

h 

Are you putting these tools to work 
for your lawns and landscapes? 

S u m m e r doesn ' t have to spel l d isas te r fo r y o u r 
lawn or landscape cus tomers . S imp l y add ing 
Aqua t ro l s w e t t i n g agen ts to y o u r ex is t i ng 
p rog rams can help you keep y o u r c u s t o m e r s ' 
p roper t ies a l ive and hea l thy , even w h e n the re ' s 
not a lot of w a t e r t o go a r o u n d . 

Make the Most of your Water 

Dispatch and A q u e d u c t m a k e su re t h a t w a t e r 
gets in to t h e g r o u n d w h e r e you w a n t i t , be fo re 
it has a chance to run o f f o r evapo ra te . Every 
last d rop goes w h e r e it needs to be — in to 
t he soil and ava i lab le fo r t h i r s t y roo ts . Th is is 
especia l ly i m p o r t a n t w h e n w a t e r i n g res t r i c t ions 
are in e f fec t . 

OAquatrols' 

Dispatch 
™ i 

• Get t h e m o s t of ava i lab le w a t e r 
• I m p r o v e e f f ic iency of spray app l i ca t ions 
• Grea t fo r large t u r f a reas 

Dispatch Sprayable can be t a n k m i x e d w i t h 
m o s t t u r f m a n a g e m e n t p roduc t s f o r a d d e d 
conven ience . 

Smart and Economical 

Spend ing a few dol lars on w e t t i n g agen ts t oday 
can save you m o n e y in t h e long run . Keeping 
soils hyd ra ted reduces d r o u g h t d a m a g e to 
p lan t ings and m in im i zes t h e cost and labor of 
rep lacemen ts . 

Add Dispatch t o y o u r spray t a n k to increase 
t he e f fec t of e v e r y t h i n g you spray. You' l l ge t 
except iona l t r e a t m e n t coverage and t h o r o u g h 
use of y o u r budge t do l la rs . 

Call y o u r Aqua t ro l s d i s t r i bu to r t oday t o s ta r t 
pu t t i ng these va luab le too ls to w o r k fo r you . 

OAquatrols 

SOIL SURFACTANT 

• Qu ick ly f ix w a t e r m o v e m e n t p rob l ems 
• Reduce stress caused by wa te r repel lency 
• I nc rease surv iva l ra te of new ly p lan ted 

landscape p l an t s / sh rubs 

Aqueduct is ava i lab le in b o t h l iqu id and g r a n u l a r 
f o r m u l a t i o n s . 
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Don't be a cowboy 
Ten years ago, a partner 

from a large irrigation 
company in New 
England approached 
me during a break at 

an irrigation seminar that I was 
conducting. I was emphasizing 
the need for irrigation companies 
to build their service division. The 
partner mentioned that their CPA 
had them almost convinced to get 
rid of their service work and focus 
on installation jobs. My counsel 
was to get rid of the CPA. Today 
this company has service revenue 
exceeding $5 million annually. 

John Newlin, president of 
Quality Sprinkling Systems near 
Cleveland has reaped the benefits 
of building a company focused on 
repetitive revenue streams. His 
irrigation service, lawn care and 
invisible dog fencing divisions 
have paid big dividends during 
the current economic slump. 

He's actually gained market 
share in these areas as other 
companies have gone out of 
business. They've maximized 
repetitive revenue streams 
while reducing costs at Quality 
Sprinkling Systems, Inc. 

The lesson for irrigation 
companies: Don't be a one trick 
pony, and here's how to avoid 
being one. 

BUILDING IT RIGHT. Two 
psychological issues face the 
irrigation entrepreneur who wants 
to grow his company. First, it is a 
mature contractor who realizes 
the importance of building a 
service division. Most young 
irrigation contractors start their 
company installing residential 
systems. They sell and install 
the system in just one to two 
days. They get their money and 
it's on to the next job. It's a big 

adrenaline rush combined with 
big bucks ($3,000 to $5,000 
for the average residential 
install system) and no long-term 
commitment. These guys just 
don't see the value of slow-
paced, low-dollar and long-term 
commitment service work. I call 
them "cowboys." They get the 
money and run to the next job. 

Second, approximately 
75 percent of all landscape 
and irrigation contractors 
will never realize sales more 
than $500,000 per year. 
Psychologically, they're stuck 
in the mindset of that of a 
technician. They need to learn to 
think like an entrepreneur - think 
outside of their self-imposed 
box. A person can only supervise 
three to four people in a business 
setting. 

If you are supervising three to 
four laborers, each generating 
roughly $100,000 of work 
revenue per year, your sales 

will be in the $350,000 to 
$450,000 range. If you are 
supervising three to four 
foremen, each supervising 
three to four laborers, your 
sales will quadruple and be 
in the range of $900,000 
to $1,600,000. But you 
manage laborers, foremen 
and managers differently. It 
is a learned skill set. Most 
contractors never to learn 
to think beyond supervising 
laborers. That's why they get 
stuck below $500,000 in 
annual sales. 

WEATHERING THE STORM. 
So, you realize that if you do 
not build your irrigation service 
base to supplement your 
installation work, your company 
is at risk in an economic 

downturn. What do you do? 
First, I'd recommend that you 

see your business as a means 
to grow your service division. If 
you are installing one hundred 
systems per year, you should 
be adding one hundred service 
customers to your service base 
each year. Strive to have your 
service revenue eventually equal 
your install revenue. 

Second, benchmark and set 
goals for your service technicians. 
Here are some benchmarks to 
consider. It takes approximately 
350 residential customers to 
generate enough work to keep 
a service technician busy all 
season. A full-time service 
technician should generate 
at least $100,000 of revenue 
(including parts) per year. 

In 90 percent of the locations 
in the U.S., a service technician 
will bill out at $60 per man-hour. 
If a service technician works an 
eight hour day, he/she should 

generate $480 per day (not 
including parts). If you're charging 
less than $60 per man-hour, 
you're probably too cheap. Many 
companies are charging $75, 
$85 or even $95 per man-hour. 

Mark up your parts to a 
minimum of list price. Working 
an eight month season, eight 
hours per day at $60 per man-
hour, a service technician should 
generate $84,480 per year (8 
hours per day x $60 per man-
hour x 8 months x 22 days per 
month) = $84,480. Add parts 
revenue to this and you have 
more than $100,000 per year, 
per technician. 

THE GOOD STUFF. There are four 
primary benefits for an irrigation 
company to expand and grow 
its service division. First are 
the excellent margins normally 
enjoyed by service work. 

The benchmark for service 
work gross profit margins ranges 
from 45-55 percent. Second is 
the repetitive streams of cash 
flow from year to year. Third is the 
influx of revenue from seasonal 
service contracts in either late 
fall or winter when additional 
funds are always appreciated. 
And finally is the contribution to 
an owner's exit strategy made by 
service work upon the sale of the 
company. 

The "blue-sky" or "good will" 
benchmark value of a service 
division (apart from any assets 
such as equipment, inventory or 
real estate) is 50 percent of one 
year of annual revenue - $0.50 
on the sales dollar. Compare this 
to the benchmark for installation 
work, which is almost zero, and 
you see why service work revenue 
is so critical to building a viable 
exit strategy, L&L 
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THE TOOLS TO DO IT. 
THE RESOURCES TO SELL IT. 
RYAN makes it easy. Every hard-working RYAN machine comes with 60 years of proven 
engineering and experience, plus a Business Resource Kit with revenue generat ing tools to 
help you market your business. This year, don't just be ready...be RYAN ready. 

Authorized RYAN Distributors 

MINNESOTA 
GREAT N O R T H E R N 

EQUIP. D I S T R I B U T I N G , 
I N C . ( G N E ) 

8 0 0 - 8 2 2 - 0 2 9 5 
763-428-2237 

Serv ing : M N , MT, 
N D , S D a n d W I 

w w w . g n e d i . c o m 

MISSOURI 
O S C A R W I L S O N 

E N G I N E S & PARTS, I N C . 

8 0 0 - 8 7 3 - 6 7 2 2 
636-978-1313 

Serv ing : G r e a t e r IL, IA, 
M O , NE, K S a n d W I 

NEW JERSEY 
S T E V E N W I L L A N D , I N C . 

888 -229-4561 
973 -579 -5656 

Se rv ing : NJ , D C , DE, M D , 
C e n t r a l / E a s t PA, 

SE N Y & LI, a n d N E W V 

w w w . o s c a r - w i l s o n . c o m w w w . s t e v e n w i l l a n d i n c . c o m 

NEW YORK 
K P M E X C E P T I O N A L 

800 -388 -9191 
9 7 3 - 5 8 4 - 5 4 0 0 

Se rv ing : G r e a t e r N Y State, 
CT, ME, M A , N H , 

Rl a n d V T 

w w w . k p m e d i . c o m 

NORTH CAROLINA 
C A R S W E L L 

D I S T R I B U T I N G C O . 

800-929-1948 
336-767-7700 

Serv ing : AL , G A , FL, N C , 
SC, TE a n d VA 

w w w . c a r s w e l l d i s t . c o m 

OHIO 
H A Y W A R D 

D I S T R I B U T I N G C O . 

800-282-1585 
614-272-5953 

Serv ing : O H , IN, IL, 
M l , KY, W e s t e r n PA, 

W l a n d W V 

w w w . h a y d i s t . c o m 

A E R A T O R S | D E T H A T C H E R S | O V E R S E E D E R S | SOD C U T T E R S 

ryanturf.com | (866)469-1242 | Y O U l f H l f l ryanturfrenovation 

* Offer good at participating RYAN dealers. © 2012 Schiller Grounds Care, Inc. 
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HR House Cali S T E V E C E S A R E is an industrial psychologist with the Harvest Group, a landscape 
consulting group, www.harvestlandscapeconsulting.com;scesare@giemedia.com 

The ABCs of landscape 
safety programs 
While landscapers acknowledge 

the importance of safety to 
their business operations, they 
seldom know the full extent to 

which a safety program is defined. In fact, it 
is not uncommon for landscapers to believe 
they are legally compliant if their safety 
program consists of: having new employees 
watch safety videotapes on their first day of 
work, conducting weekly tailgate sessions and 
distributing PPE to employees. There is much 
more to it than that. 

This article summarizes many safety 
concepts required by federal/state law into 
three categories - administrative, behaviors, 
consequences - to help landscapers 
understand the entire scope of a safety 
program. This simplified ABC model allows 
landscapers to systematically audit their 
existing safety programs, develop appropriate 
action plans and track improvement. 

ADMINISTRATIVE. Though often viewed as 
bureaucratic, the components listed below 
assist in defining the company's safety culture, 
which underscores the company's intent to 
improve employee safety and withstand an 
OSHA audit. 

To be clear, the documents listed below 
must not be developed and then stored in 

an office file cabinet never to see the light of 
day. Rather, each component must be shared 
with all employees in a manner clarifying its 
respective role in improving employee safety, 
procedural efficiency, and organizational 
success. 

State/Federal OSHA Compliance 
OSHA Audit Response Procedures 
Record Keeping of Safety Documents 
Legal Postings 
Company Safety Goals 
Company Safety Policy 
Code of Safe Practices 
Employee Handbook 
Mission Statement & Core Values 
Job Descriptions 
Injury and Illness Prevention Program 
Hazard Communication Program 
Lockout/Tagout Program 
Employer Pull Notification Program 

BEHAVIORS. This section presents the 
behaviors that bring the company's safety 
program to life. 

Behaviors like safety meetings, training 
sessions and audit procedures emphasize 
the salient role of safety as part of the 
company's culture, each employee's standard 
work routine, and procedural expectations. 
Depending upon its specific contribution to 

the safety program, a behavior may be 
demonstrated daily (e.g., vehicle audit), 
weekly (e.g., tailgate session), monthly (e.g., 
safety committee meeting), annually (e.g., 
OSHA safety audit), or on an "as-needed" 
basis (e.g., New Employee Orientation). 

• Drug Testing Program 
• Return to Work Program 
• Training: Safety Videotapes 
• Training: Tailgate Sessions 
• Training: Field Positions (e.g., Laborer, 

Leadman, Foreman) 
• Training: First Aid/CPR 
• Training: Pesticides 
• Training: Injury and Illness Prevention 
• Training: Hazard Communication 
• Training: Fire Extinguisher 
• Training: Emergency Action Plan 

CONSEQUENCES. Whether it is through 
rewards and recognition, disciplinary 
procedures, or industry-wide comparison 
(e.g., Experience Modification Rate), 
a company's safety program must be 
routinely evaluated just like other key 
performance metrics (e.g., sales, profit, 
gross margin). 

Based upon these measurements, 
suitable changes must be made at the 
employee, procedural or organizational level 
to continuously improve safety results. 

• Performance Appraisals 
• Rewards and Recognition 
• Disciplinary Procedures 
• Safety Hearings 
• Safety Raffles 
• Documentation in Personnel File 
• Tracking: OSHA 300 Series Forms 
• Tracking: Year-to-year Experience 

Modification Rate 
• Tracking: Year-to-year Injury Rates by 

month 
• Tracking: Year-to-year Expenses by 

month 
• Tracking: Year-to-year Reserves by 

month 

SUMMARY. The ABC model is intended 
to organize the diverse components of 
a safety program into a useful checklist 
format allowing landscapers to ensure 
comprehensive coverage. 

Naturally, the lists provided above must 
be tailored based on the relevant state 
laws applicable to a particular landscape 
company. 

It is important that landscapers realize 
the full extent of a safety program; thereby 
generating initiative to devote resources to 
ensure their safety culture achieves desired 
results, L&L 
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Powerful ingredients for stronger plants 
- w .. ' f M 

JRflalfi r . * .^kpf^m'^^bAm M m t m m w ^ -

. V r • * 

Combines four key technologies: 
• Microbial - boosts the plant's ability to absorb nutrients* 

enhances natural defense mechanisms and improves ^ 
soil structure ^ H H I I D 

• Mycorrhizal - provides increased soil nutrients anip * 
water to the plant j j f r ; * \ ^ 

• Chelation - provides nutrients in a form readily available 
to the plant in non-staining formulations 

• Biostimulant - improves plant growth and health 

* 

•TP* 

* , t ' -

* f t 

« ^ S M W 1 * 

The ROOTS line of biological plant solutions provides a powerful combination of biostimulants, 
mycorrhizal fungi, microbial strains and chelated micronutrients, delivered in balanced formulas 
so they are fully available to the plant. Which means better efficiency, stress-resistance and 
greener turf. Call or visit our website to learn more. 

More brands. ^ 
Better performance. ^ LebanonTurf Best of All Worlds71 

w w w . L e b a n o n T u r f . c o m 1.800.233.0628 

www.lawnandlandscape.com/readerservice - #41 

http://www.LebanonTurf.com
http://www.lawnandlandscape.com/readerservice


{ By Kristen Hampshire } 

A sustainable 
difference 

BEST 
PRACTICES 

MAINTENANCE 

An al ternat ive to landscape maintenance can confuse 
customers. So it's up to you to educate them. 

This picture might scare off a client without an 
explanation of the installation's benefits. 

Balls and cones and spirals and boxes. 
That's what many shrubs in greater Phoe-

nix looked like before sustainability advocates 
Asset Landscaping introduced more natural 
techniques. Back in the day, irrigation systems 
ran without restriction, too. That has changed, 
big time. 

"Water conservation has come to light in 
the past five years," says Matthew Johnson, 
co-owner and vice president of Asset Land-
scaping, which has a staff of 60 and primarily 
manages homeowners' associations and com-
mercial accounts like the stadium where the 
Arizona Cardinals play. 

Doing the right thing for the environment 
is a part of Asset Landscaping's mission. And 
the right thing can look a little funny at first to 
property owners who are used to having their 
shrubs sculpted into perfect shapes. 

Read more about Johnson 
and his commission 
culture and sign up for the 
A Cut Above newsletter 
at www.lawnandlandscape. 
com/ newsletters 

"Some clients had no reaction - some 
kind of freaked out," Johnson says of the way 
residents responded to renovation methods 
that involve letting a shrub mature and grow 
freely much of the year, then trimming over-
achieving branches. Serious renovation can 
leave a shrub naked, but only for a short time. 
It's healthier to prune less often, Johnson 
explains to clients. "Every time you cut and 
shape plants, they have to regenerate and that 
uses more water," he says. 

Client education is a key component of 
Asset Landscaping's outreach efforts. The 
company distributes e-newsletters, holds 
lunch-and-learns for HOA property manag-
ers and posts signs explaining sustainable 
techniques in the communities it serves. 
Now, people are really starting to pay atten-
tion to these sustainable ideas, and aware-
ness has resulted in a boon in business for 
Asset. "With water conservation being the 
right thing to do and more cities generating 
revenues from water bills, that has everyone's 
attention," Johnson says. "They realize they 
need to cut back on water and that savings can 
go directly back to the bottom line." 

That's where Asset Landscaping steps in. 

THE CARDINAL RULES. The Arizona Cardinals 
stadium in Glendale looks different than 
many professional sports environments. The 
trees grow lush canopies and shrubs branch 
out and bare their natural colors. 

Decomposed granite groundcover is foot-
traffic friendly and has a low carbon footprint 
(it travels only as far as nearby mountains 
where it is harvested). "Ultimately, a success-
ful partnership toward sustainability relies 
on the customer's openness to a discussion 
toward sustainability," Johnson says. 

KNOWING 
BOTH SIDES 
M a t t h e w J o h n s o n k n o w s 
h o w HOAs w o r k . 

It takes one to know one. 

Matthew Johnson 
understands the inner 
workings of homeowners 
association (HOA) because 
he once served as a vice 
president on an HOA board 
in Scottsdale, Ariz. And, 
he previously worked for 
a community association 
management firm, helping 
to manage planned 
condominium communities. 

Johnson was a property 
manager when Asset 
Landscaping's co-owner and 
president Kevin Robinson was 
running the maintenance firm. 
"I became friends with Kevin, 
and when he eventually asked 
me if I wanted to invest and 
buy out (the partners of the 
company), I said yes," Johnson 
says of how they came 
together. 

Landscape maintenance 
was a learning process for 
Johnson. But he brought the 
HOA knowledge to the table. 
Plus, he had been intimately 
involved with communities' 
complex irrigation projects. 

Today, the bulk of Asset 
Landscaping's work is in the 
planned community arena. 

Before Johnson came on 
board, the company focused 
on apartment complex 
maintenance. Transitioning 
to community-based projects 
required some infrastructural 
changes, Johnson says. 

"We definitely increased our 
customer service capabilities," 
he says. This was important 
because of the many 
stakeholders involved in HOA 
work. There is the property 
manger (or several), HOA 
board members and residents. 

"You need to communicate 
on many fronts," he says, 
adding that it's important to 
have the resources to handle 
call volume. "You need to 
spend time on the phone 
speaking to clients, explaining 
things or getting back to them 
with their requests." 
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Work smarter, 
not harder 

with Go ¡Lawn." 

- Mike Rorie -
Former President of GroundMasters 

CEO of Go ¡Lawn 

GET YOUR FREE TRIAL TODAY! 
visit w w w . g o i l a w n . c o m / p r o m o and use code LLAG12 

or call 800 -270 -6782 ext. 1 
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{ By Lindsey Getz } 

Full coverage 
Mike Merlesena offers instal lers insight a f ter 
years of work ing on the supply side. 

After having worked on 
the manufacturing side 

for five years, Mike Merlese-
na, owner of Environmental 
Enhancements Irrigation 
in Missoula, Mont., says it 
has given him a bit of an 
advantage as a contractor to 
have seen the industry from 
another angle. He offers some 
of his best tips for irrigation 
contractors. 

KNOWTHEPRODUCTS. I think 
that it gives you a tremendous 
advantage as a contractor to 
really know what types of 
products are out there," Mer-
lesena says. "I believe that 
most contractors probably 
don't pay as close attention 

Being well-versed on irrigation 
products helps when installing. 

to this as they should though. 
They keep going to the same 
products they've always used. 
But it would benefit you to 
try and keep up with what's 
new. Customers appreciate 
that and it makes you more 
knowledgeable." 

FOCUS ON SOLUTIONS. Mer-
lesena says that better famil-
iarity with products will give 
you an opportunity to come 
up with solutions that other 
contractors may not have 
thought about. "You should 
think of every job as a clean 
slate - different from the last 
job," he says. 

"On each job you have to 
consider what product might 
work best and having famil-
iarity with a lot of product 
will help you. In the 10 jobs 
I did in my first year, there 
were applications I needed 
that were out of the norm, 
so I have to imagine that 
most contractors are being 
faced with situations where 

they have to be able to think 
outside the box a little bit. 
The idea is to come up with 
a solution that nobody else is 
going to think of. That's what 
will set you apart." 

GO TO THE SHOWS. The best 
way to know what prod-
ucts are out there? Go to 
the shows, Merlesena says. 
"I go to the IA show every 
year," he says. "It gives me a 
chance to see what products 
are available. I understand 
it's an expense, but it's one 
that I believe is well worth 
it. And if you can't afford to 
go to the bigger shows, there 
are always smaller regional 
ones. Look for shows that are 
available at a state-wide level. 
Most manufacturers will also 
go to those. You just have to 
make yourself do it because 

Read about Merlesena's journey from 
the supply side to the contracting 
side and sign up for the Water Works 
e-newsletter at www.lawnandlandscape. 
com/newsletters. 

it's really important to be out 
there and staying on top of 
the latest technology." 

TALK TO DISTRIBUTORS. Be-
sides the industry shows Mer-
lesena says to pay attention to 
the fact that manufacturers 
are always going to "distribu-
tor days" and hosting other 
similar events. 

"Manufacturers often host 
regional trainings all over 
the country," he says. "It 
seems like they try to keep it 
off season when contractors 
have the time available. While 
those are not cheap things 
to attend, I really believe the 
more ahead of the curve you 
stay, the better off you'll be." 

GREEN SOLUTIONS 
Where applicable, Merlesena says he's trying to put in as much 

low-volume drip as possible. "I'm always looking to keep running 
times down," he says. "But of course you need to take into account the 
whole yard including considerations like sun, shade and adjusting run 
times accordingly." 

Having worked for a manufacturer that pushed solar powered 
irrigation controllers and smart controllers that self adjust, Merlesena 
says he is taking that knowledge to the customer. Even though the 
technology costs more, he says that customers are "getting it." "People 
do understand that you have to invest more to save more," he says. 
"These controllers will pay for themselves eventually, but I want to have 

hard data to show that. One of my plans is to start keeping track of 
customers' data so I can reference it when talking to new clients - to 
be able to let them know just how much they can save." 

As the market becomes more saturated, Merlesena says it's also 
important to find ways to stand out from the crowd. Knowing a lot 
about products and staying on top of the trends is how Merlesena 
says he plans to stand out. "It's all about setting yourself apart from 
the competition by pushing technology and knowing enough about 
the products out there that you're able to offer different applications 
and get creative. I want to be able to show my customers things they 
haven't seen before." 

Mike Merlesena receives his first $ 1 
of profit as owner of Environmental 
Enhancements Irrigation. 
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You said you needed a small "big" excavator. Consider it done. Weighing in at 
just over 18,400 pounds, the 85D still manages to pack plenty of your other 
big ideas into its reduced-tail-swing design. Versatility? It sports a standard 
blade, a swing boom for tight work, and three track options: continuous rubber 
belt, rubber crawler pads, or steel tracks. For big excavator technology (and 
reliability) in a compact package, see your dealer or call 800-503-3373. 

I Q L J O H N D E E R E 

YOU'RE ON." 
www.JohnDeere.com/85D www.lawnandlandscape.com/readerservice - #40 

http://www.JohnDeere.com/85D
http://www.lawnandlandscape.com/readerservice


By Kristen Hampshire 

r , BEST 
PRACTICES 

DESIGN BUILD 
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Community spirit 
Stephen Mazelis focuses on pay ing it f o r w a r d a n d has m a d e an 
i m p a c t o n t h e c o m m u n i t y whe re he lives a n d works. 

/ 

Stephen Mazelis has a go-
give initiative at his busi-

ness, and his commitment to 
community service strength-
ens with every year, and with 
every completed project. The 
feel-good payment he gets is 
more rewarding than cold, 
hard cash. Plus, Mazelis, 
president of Mazelis Land-
scape Contracting Corp. in 
Nesconset, N.Y., is setting 
an example for employees, 
residents, area businesses and 
his young son. 

Mazelis* pay-it-forward 
mission began a few years 
ago when he was watching 
the news on Veteran's Day. 
Mazelis, proud son of a re-
tired New York fireman and 
a volunteer fireman himself, 
learned about a wounded 
soldier who was returning 
home to Holbrook, N.Y. Ma-
zelis contacted the family of 
Army Corporal Chris Levi - a 
double amputee - and offered 
to give the family's home a 
landscape makeover. 

"Seven other companies 
said they were going to do 

something," says Mazelis. "I 
said, Til be back in a few days 
to get started,' and couple 
days later I showed up with 
a crew and we were there 
for several months re-land-
scaping the entire house to 
get it ready before the solider 
came home from Walter Reid 
Hospital, where he was in 
(physical) rehab." 

Mazelis felt a duty to help 
the Levi family. And, after 
the experience, the gung-ho 
entrepreneur made a deci-
sion. "I said, 'I'm going to do 
something every year as long 
as I can afford it,'" he says. 

Three years, and three ma-
jor projects later, Mazelis is 
running a profitable business 
that has earned a reputation 
in the community as the firm 
that cares. 

A GO-GIVE ATTITUDE. The 
newspaper articles and rec-

To continue reading how Mazelis has 
grown his client base by doing good 
deeds and sign up for the Business 
Builder e-newsletter, visit www. 
Iawnandlandscape.com/newsletters. 

Stephen Mazelis helped a veteran 
with a landscape makeover. 

ognition for Mazelis' vol-
unteer landscape work are 
a warm fuzzy reminder for 
Mazelis, but that's nothing 
compared to the satisfaction 
of completing a project that 
will change the quality of life 
for others. So when Mazelis 
sees an opportunity to help in 
ways big or small, he pitches 
in without hesitation. 

A local charity needs table 
arrangements for a gala: Ma-
zelis says, "No problem." 

The local hospital wants to 
create a garden where cancer 
patients and families can 
reflect: Mazelis says, "When 
do I start?" 

The city needs a horticul-
turist to supervise a land im-
provement project. Mazelis' 
response: "I can do you one 
better." 

THE 
SUPPORTING 
CAST 

Because of the support of 
generous vendors, Mazelis 

can take on significant charity 
landscape projects. 

"Good people attract good 
people," he says, quoting 
the executive direct of the 
chamber of commerce, who 
said this to Mazelis when he 
told her, "I can't comprehend 
how everyone has come 
together and was willing to give 
me discounts (on materials)." 

Mazelis partners with 
suppliers who provide him 
materials at no or very 
low cost, and this is what 
ultimately makes the project 
happen. 

Without these gifts, Mazelis 
would be taking on a much 
more significant financial 
burden in a tough economy. 

The key is to develop 
lasting, personal relationships 
with suppliers. 

And, it's important to align 
with suppliers that share 
your vision. Finally, focus on 
building a friendship - that's 
ultimately what will preserve a 
long-term vendor relationship, 
Mazelis says. 

Buy local. Mazelis looks 
close to home and develops 
partnerships with independent 
businesses whose owners 
are hands-on and customer-
focused. "I try to use smaller, 
more local nurseries as 
opposed to bigger operations 
because then you are really 
dealing with the owner, who 
is on site on a daily basis," 
Mazelis says. 

Get personal. Meet up 
at the golf course. Go out to 
dinner. Ask about the family. 
Do more than business. "Over 
time, we get to know our 
suppliers better this way," 
Mazelis says. 

Give credit. Go ahead and 
drop names. Mazelis is sure 
to mention suppliers that 
have stuck with his business 
throughout the years and 
support his charity efforts. 
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Scan this QR code with your smart 
phone to view a demonstration of 

the new Rain Bird* HV Valve, or visit 
www.rainbird.com/HVvalve 

E v e r y t h i n g y o u w a n t 
in a va lve , i n c l u d i n g 

a l o w e r pr ice . 
That 's i n t e l l i g e n t . 

Introducing the NEW high-performance, cost-effective Rain Bird® HV Valve. 
The valve you've been asking for is here. The new reverse-flow Rain Bird* HV Valve is built 
to deliver outstanding performance, unmatched durabil i ty and simplif ied 
installation and serviceability. It's all y o u r s — a t a price that's well w i th in reach. 

Rain Bird® HV Valve 

$ 1 7 5 0 
List Price 

Raín^BÍRD 
www.lawnandlandscape.com/readerservice - #47 
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By Lee Chilcote 

Tech Savvy 
Use separate lawn care and structural pest control 
technicians to save t ime and money. 

N BEST 
PRACTICES 

UIM CARE 

Lawn technicians only work outside at Brock Lawn and Pest Control, and don't deal with indoor pests. 

As many as four dozen types of weeds 
invade the lawns of the Florida 

Panhandle each year, and the lawn care 
techs at Brock Lawn and Pest Control 
know them all. 

The front line staff of this 35-year-
old, family-owned company comes 
well-equipped to stop interlopers like 
broad-leaf and grassy weeds right in 
their tracks. 

That's why, despite all the chatter in 
the lawn care industry about universal 
techs helping to boost efficiency, Brock 
Lawn and Pest Control owner Tim Brock 
has retained separate techs for lawn care 
and structural pest control. 

To him, it just makes sense from a 
quality standpoint because of the level 
of specialization that is required. 

"From a strictly financial standpoint, 
the universal method makes a lot of 

sense," Brock says. "But especially given 
that product selection is so much larger 
on the lawn care side, we just felt those 
techs had enough to think about. 

You've got to think about the quality 
of service, and so we made a decision to 
stick with dedicated techni-
cians." 

That's not to say that Brock's 
techs are not prepared to han-
dle multiple types of problems. 

The firm's lawn care techs 
are cross-trained so they can 
recommend the right services 
if they identify structural pest 
control issues at a customer's 
property, and vice versa. 

Brock's salespeople are also 
well-versed in selling multiple 
services. 

What it does mean is that 

the $3 million company is able to offer 
its clients both kinds of treatments while 
also retaining the high-quality service it's 
become known for. 

"For the majority of our customers 
that have multiple services, they're using 
us for both services," says Brock, whose 
company's geographic territory includes 
the entire Panhandle, with three offices 
in Panama City, Marianna and Santa 
Rosa/Destin. 

Deciding to stick with specialized 
technicians was not easy and required 
some thoughtful retooling, says Brock, 
who grew up immersed in the family 
business and never seriously considered 
doing anything else after he graduated 
from college. 

"During a typical service 
period, I'm often send-
ing two techs out to a 
customer's house, one 
to do pest control and 
termite service and one 
to do lawn care," he says. 

"If you're using the 
universal method, you 
can reduce a tech's route 
size, which reduces their 
windshield time. 

"Less driving means 
they're able to service 
more customers." LAL 

Continue reading about 
how Brock educates 
customers and trains 
employees and sign up 
for the Growing Green 
e-newsletter at www. 
Iawnandlandscape.com/ 
newsletters. 

M 
MARKETING MIX 

arketing isn't exactly a science, but Tim Brock has been known to 
treat it like one. The successful business owner, who has three 

offices in the Florida Panhandle, mixes and matches marketing venues 
each year like a mad scientist who is brewing a powerful cocktail. 

"I try to spread my advertising dollars over several different 
mediums," says Brock, who invests about 7-8 percent of his annual 
revenues in marketing and advertising." 

My philosophy is that we need to be in a lot of different places, but 
not spread too thin. Wherever we do advertise we try to be a strong 
presence; if we can't, we pass." 

For Brock, it all starts with the Yellow Pages. Even though he's cut 
back in recent years, he still finds the book useful, even in the age 

of Google and search engine optimization. "The phone book doesn't 
necessarily bring the lead in, but we often find that's how they got our 
number," he says. 

"Oftentimes they saw one of our TV ads, heard us on the radio or 
saw a billboard, then went to the phone book to call us." 

Beyond the phone book, Brock also invests in TV and radio. When 
selecting radio or TV stations to put his money into, he carefully studies 
their demographics and reach. 

When it comes to outdoor advertising, Brock's experience has shown 
him that so-called "junior boards," which are found on less-traveled 
roads, offer something of a bargain. Such low-priced billboards are 
often found on roads traveled primarily by locals. 
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This Show Means Business. 

The 2012 Irrigation 
Show & Education 
Conference 
Irrigation Show I Nov. 4-5 I Education Conference I Nov. 2-6 

ty Convention Center I Orlando, Fla. 

Change the W a y You Wate r 
See innovative wa te r technologies. 

Learn how to g row your business. 

Stay current on industry best practices. 

Conduct business and make new contacts. 



INTERVIEW 

LandCare acquisition: 
one year later 
In an exclusive interview, the CEO of the new TruGreen 
LandCare sheds some light on the company's plans. 

By Chuck Bowen 

A year after its sale, 
/ 1 TruGreen LandCare 

y ^ J has a new CEO and a 
/ 1 new focus. 

Vidu Kulkarni came to 
LandCare from UTC Fire & 
Security, a global product & 
facilities services firm that 
in 2011 posted more than $6 
billion in revenue. He was 
most recently president of the 
Americas for the company. 

Kulkarni was appointed 
president of TruGreen Land-
Care in December of 2011 
by Los Angeles-based Aurora 
Capital Group, the private 
equity firm company that 
LandCare acquired from 
ServiceMaster last summer. 

LandCare, one of the green 
industry's first national land-
scape firms, was created 12 
years ago in an unprecedent-
ed and high-value merger. 
Aurora bought ServiceMas-
ter's landscape division for 
$38 million - a fraction of the 
$250 million ServiceMaster 
paid for it in 1999. 

According to the 2012 
Lawn & Landscape Top 100 
list, LandCare ranked 7 h in 
the nation with revenue of 
$248 million. 

In an exclusive interview 
with Lawn & Landscape, 
Kulkarni explains what's new 
with the company, emerging 

as a standalone firm and how 
he sees his team going head 
to head with Brickman and 
ValleyCrest. 

Tell me about what you've 

changed since you took over 

TruGreen LandCare. 

Part of my reason in joining 
the company was that I saw a 
compelling opportunity here. 
I saw in Aurora a supportive 
and committed investor. 
There's a great fit between 
the business here and some of 
the things I've worked on in 
the past. As an independent 
company, we can be very 
focused on what we do best 
and our customer set and our 
people. That has allowed me 
to do quickly set a set of very 
clear, focused priorities. 

Secondly, we have been 
building the management 
team out. Today, we have 
an extremely strong man-
agement team at all levels 
- industry vets and people 
who have worked for the 
company in the past. We have 
a flat structure - eight re-
gional managers who report 
to me - and have "delayered" 
the company. It allows us 
to be extremely responsive 
internally and externally. It 
allows for very clear com-
munications 

What's your take on the com-

mercial landscape market 

right now? 

Just as landscape mainte-
nance is a multi-billion dollar 
business, it's also extremely 
fragmented. There are mac-
roeconomic issues in terms 
of people holding back on 
spending, and the way it 
manifests itself is not people 
cutting back, but it creates 
margin pressure and pricing 
pressure that is exacerbated 
by irrational pricing behavior 
by a number of companies. 

What are you doing to avoid 

the pricing pressure? 

Our focus is on what we do 
best. What we focus on is 
making sure we do the basics 
right each and every day. 

LandCare always seemed to 

struggle as part of ServiceMas-

ter. How will you improve the 

business? 

Being independent is great 
for us. What we need to 
achieve short term - if you 
talk to pretty much any-

On the web: 
To read more about Kulkarni's 
appointment last year, and the 
sale of LandCare, visit www. 
Iawnandlandscape.com 
and search "landcare." 0 

one down to branch manag-
ers and people in TruGreen 
LandCare, the message in 
terms of what we need to 
focus on is very consistent. 
Our 2012 focus is resetting 
the foundation, getting back 
to the basics, making sure we 
do them right every day. 

Ours is a relatively straight-
forward business. We're not 
building rocketships. Longer 
term, our focus is on profit-
able growth, not being the 
biggest dog on the block. I 
want to be the best dog on 
the block. 

When LandCare was sold 

to Aurora, the company had 

about 6 0 branches and 4 , 2 0 0 

employees. How do those num-

bers compare to today? 

Those numbers are pretty 
much the same. When it 
comes to growth, clearly 
within certain regions and 
cities . . . I can see the oppor-
tunities to grow. 

Right now we're focused on 
the organic growth of existing 
branches and longer term we 
will consider inorganic op-
portunities as well - beyond 
that, I don't want to speculate 
at this point in time. 

The author is editor and associate 
publ isher of Lawn & Landscape. Email 
h im at cbowen@gie.net. 
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» 
How t o fti\<! t h e t e s t s o f t w a r e t o rui\ your c o m p l y r ight, 

Quit throwing away precious man hours by 
getting bogged down in the details of running 

a business. Use our business software playbook to 
discover the tools that will save you time and grow 
your bottom line. 

In a perfect world, you'd be able to delve into 
every aspect of your business, and still have a 
grasp at the 30,000-foot level. But, you've got a full 

schedule - lawns to mow, weeds to treat, customers 
to serve. So, we've gathered the intel on the latest 
from the business software world. Whether it's 
improving communication with crewmembers via a 
better job site map, or having more efficient routes 
during a day, take a few minutes (well, maybe a little 
bit more) and read on to find out which product best 
suits your company's needs. 

Today's landscape con-
tractors are getting 
very creative with job 

site maps. To help the fore-
man and crew leaders better 
communicate with crews on 
the front lines, some compa-
nies are diagramming every-
thing from where to mow, 
trim, and prune to where to 
park and what equipment to 
use. Job site maps provide 
great visual communication 
and can even eliminate lan-
guage barriers, making crews 
more efficient on the job. 

The ability to easily pro-
duce a job site map has cer-
tainly made them increas-
ingly popular. "Job site maps 
are being used more readily 
now that the tool has become 
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easier to use and to get your 
hands on," says Phil Key, 
vice president and direc-
tor of Ruppert Landscape's 
landscape management di-
vision in Laytonsville, Md. 
"Twenty years ago you had to 
ask the client for a blueprint 
of the building and parking 
lot. Today Google Earth is 
available for anyone to use. 
We also use Go iLawn pretty 
frequently which gives the 
ability to mark up the site 
plan pretty easily. You can 
measure with it, draw on it, 
and denote certain areas for 
certain things." 

SIMPLIFYING THE PROCESS. 
Some landscape business 
owners are getting incredibly 
specific about marking up 
job site maps for the crew. 
"When you have a big prop-
erty you can divide it into 
several sections so you can 
really get down to the specific 
details," says Gary Gonzalez, 
production manager of Stay 
Green in Santa Clarita, Ca-
lif. "We can divide sections 
into quadrants in order to 
specifically tell the guys what 
to do in each section - edg-

Maintenance map 
This job site map was provided 
by the client and shows an 
example of a map marked by 
a quality control supervisor 
with tasks for the mow crew 
to handle on their next service 
visit. Earthworks in Lilian, Texas 
asks all of their clients to fax 
in requests on a job site map 
in order to expedite their exact 
needs. When a maintenance 
crew gets a map like this, it will 
go to the foreman along with his 
daily paperwork. The foreman 
is responsible for making sure 
it gets done whether he does it 
himself or assigns it to a crew 
member, the company president, 
Chris Lee, says. "The maps are 
then collected by the operations 
manager the next morning 
to verify that everything was 
completed." 

ing here, mowing there, and 
so on." 

Gonzalez says he's been 
using job site maps his entire 
career. He finds that people 
in the green industry tend to 
be more visual so having a 
site map that tells them what 
needs to get done is the most 
effective form of communi-

Ruppert's snow plan 
Job site maps have proved incredibly helpful 
in the snow maintenance division of Ruppert 
Landscape in Laytonsville, Md. For example, the 
shown map helps denote where snow should 
be piled on this particular job site. The exact 
location for these piles is determined after a 
conversation with the property manager. An 
area with good drainage and where melted snow 
will not run off into parking lots and re-freeze 
is important. This map also includes square 
footage which is an important number to know 
as it tells the crew members exactly how much 
product to use. Walkways are also delineated so 
that crews are reminded to use calcium in those 
areas (a more expensive product, but used only 
on walkways in most cases). 

<V\A -I Lrt^J ** 1<0 - U.II.6V- 6 ho I it_ 

cation. "It makes it easier 
for crews to understand what 
needs to get done," he says. "I 
also find that it makes them 
more likely to actually do all 
of the work as it was meant 
to be done in the first place." 

Job site maps can also 

simplify the communica-
tion process by eliminating 
a language barrier. Many 
landscape contractors say 
that job site maps are great 
for English to Spanish trans-
lations. Gonzalez says that 
while most of his crew can 
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read English, he finds that 
everyone prefers a visual -
whether their first language 
is English or not. "A lot of 
times they may even ignore 
the wording as they just pre-
fer the visual," says Gonzalez. 
"So we may do some color 
coordination on the map or 
find other ways to denote 
something important." 

ELIMINATING THE GUESS-
WORK. For Jarrett Quails, 
owner of TurfBusters in Mur-
freesboro, Tenn., site maps 
help the company create 
daily schedules of where the 
production of our employees 
need to be for each day. 

"Our large school campus 
that we maintain has events 
and parties all of the time," 
says Quails. "With the events 
being on different areas of 
the campus, with site maps 
we are able to focus on the 
landscape beds and turf that 
need our immediate atten-
tion." 

Chris Lee, president of 
Texas-based Earthworks, 
says that they actually en-
courage cl ients to fax in 
requests on job site maps 
whether it is something ir-
rigation or lawn care main-
tenance related. He says 
that some may see this as a 
burden on the client but he 
says it is actually doing them 
a favor. "If we send our crew 
out to a big apartment com-
plex, we're on the clock from 
the minute we arrive and that 
client is getting billed even 
if it takes us 30 minutes just 
to find the issue that needed 
to be taken care of," says 
Lee. "With a job site map we 
know right where we're go-

ing which can actually 
save the client money." 

Lee also says that job 
site maps can do a 
great job of helping 
clarify any confu-
sion when it comes 
to large apartment 
complexes or other 
commercial proper-
ties. "We may get 
a call that there's a 
broken head at build-
ing three," Lee says. 

"We'll send the crew out 
to building three and they'll 
fix it and move on. So we're 
confused when we get a call 
saying that the work order 
wasn't fulfilled. That's when 
we find out it was supposed 
to be on the backside of 
building three when we saw 
and fixed a broken head at 
the front of building three. 
The point is that a job site 
map would have clarified this 
confusion." 

The same thing goes for 
any lawn care maintenance 
requests. Lee says that when 
they get a very specific re-
quest on a large property it 
can be confusing for crews. 
" I f we get a call for one 
little limb that's brushing 
up against a window we may 
be able to get the crew to 
the right place but it might 
not be obvious what limb 
the client is talking about," 
says Lee. 

"With a job site map we 
can eliminate that confusion. 
We see exactly what limb 
they want trimmed." 

WALKING A FINE LINE. Key 
says that Ruppert Landscape 
uses job site maps most con-
sistently for snow removal 

/ / Site maps are great and we wou ld be 
• • lost w i thou t t hem on a larger property 
w i th numerous employees." - Jarrett Quails 

planning. "The first thing 
we do is outline priority 
areas - what's the highest 
priority to the customer on 
that site," he says. "Then we 
get into details such as what 
product is to be used in what 
areas. We'll also mark no-
plow areas that the customer 
has indicated they don't want 
plowed perhaps because it's 
a vacant building. And we'll 
specifically lay out where to 
dump snow, which is one of 
the most critical things. 

Snow will take time to 
melt so we need to know the 
best area where we can pile 
it up. Where the drainage is 
on the site comes into play 
because we need to know 
where the run-off water will 
go as the snow melts." 

While Ruppert Landscape 
likes to make use of maps to 
simplify jobs and improve 
efficiency, Key adds that it's 
important they don't detract 
from crew members' abil-

ity to make important last 
minute decisions or flow 
with changes. "In large jobs 
we want to designate where 
crews will be and what type 
of equipment we are using 
in each area," says Key. "But 
it's a fine line because we 
also want to empower and 
teach our people to handle 
their own job sites instead of 
micromanaging too much of 
the detail." 

Overal l job s i te maps 
makes owners' lives easier. 
"S i te maps are great and 
we would be lost without 
them on a larger property 
with numerous employees," 
Quails says. 

"It sets everything in mo-
tion for the crew. From the 
second they arrive to the 
second they start the mower 
and even when they leave -
everything is built into the 
map for them, L&L 

The author is a f requent contr ibutor to 
Lawn & Landscape. 
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West Coast tech 
A California tree company takes 
600 employees to the cloud. 

By Lindsey Getz 

West Coast Arborists, (WCA), 
headquartered in Anaheim, 
Calif., has found a way to 

vastly improve its efficiencies. With 
the implementation of some new tech-
nology, company vice president Chris-
topher Crippen says he's seen some 
"tremendous changes." 

With 600 field employees, Crippen 
says in the past it was easy to get bogged 
down by paperwork. Crews would turn 
in paperwork on a daily and weekly basis 
and it then needed to be keyed into the 
systems by the company's data entry 
department. "Sometimes it would take 
over a week before we could identify 
errors and anomalies," he says. 

But since implementing Xora to auto-
mate administrative reporting, Crippen 
says it's made a big impact on day-to-day 
operations. "Changes are now instant 
and accurate as opposed to the latency 
of creating new paperwork and submit-
ting it to data entry, which results in 
more documents being pushed right 
back into the field," he says. "Our ul-
timate goal is to become completely 
paperless. On a day-to-day basis we can 
track if we have a crew who is driving 
too far to dump a load of green waste or 
if a crew is driving too far to a particular 
job site. We can re-route crews when a 
customer calls with an emergency to get 
the crew closest to the problem there 
as quick as possible. We now have the 
ability to see everything 'live' in the field 
as it's happening whereas before we 
would have to make several calls just to 
determine the status of nearby crews." 

the Xora solution includes a mobile 
app that can be downloaded on to 
mobile phones or tablets and a secure 
cloud-based management application 
that can be accessed by any device with 
a browser connected to the Internet. 
WCA has installed the Xora mobile 
app onto tablets carried by each of the 
company's 200 group supervisors. "Now 
that our supervisors and field crew em-
ployees have become comfortable with 
the tablets, they have become a driving 
force in the direction of our technology 
roadmap," Crippen says. 

But it wasn't always that way. Crippen 
admits that one of the biggest challenges 
was getting crews more tech-sawy. 
"Our biggest hurdle was getting field 
crews over their fear of technology," he 
says. "They are most familiar with their 
tools of the trade and today's mobile 
technology almost seems supernatural. 
But it didn't take long for them to realize 
it's not magic and it's just another tool 
like their chainsaws and rope." 

Crippen says that in six months of us-
ing Xora, the company is now beginning 
to see many of the efficiencies really 
come to light. 

The company's primary goals were 

to increase efficiency and accuracy and 
to find a way to more quickly evaluate 
what's happening in the field in order 
to make smarter business decisions and 
deliver better customer service. Crippen 
feels that the use of this technology is 
achieving those goals. While it wasn't a 
key goal, it's also helping save money. 
"Saving money by not needing data en-
try happens to be a nice byproduct of our 
implementation of Xora," Crippen says. 
"The responsibilities of our data entry 
employees have been adjusted to more 
of an auditor's role than that of someone 
keying in information." 

And because Xora transmits location 
data from its mobile app in near-real 
time, Crippen also says that WCA has 
plans to phase out the use of expensive, 
fleet-tracking devices currently hard-
wired into company work vehicles. This 
will save the company even more money 
down the road. 

"Having embraced technology for 
so long, it was only a matter of time 
before we found out how to best put it 
into use for our supervisors," Crippen 
says. "I can guarantee you that mobile 
technology is the future of West Coast 
Arborists." L&L 
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Finding job sites and billing customers was a lot tougher 
before business software entered the picture. 
By Lindsey Getz 

The integration of a 
software system can 
have a huge impact on 

business management. It can 
be used as a database for bill-
ing, marketing, routing and 
more. While industry vets can 
still remember the early days 
without computers, they now 
say they couldn't live without 
a software system. 

"When I started in 1984,1 
didn't have a computer and I 
did everything the old-fash-
ioned way," says Brad John-
son, owner, LawnAmerica 
in Tulsa, Okla. "But now it's 
hard to imagine running a 
business without it. Software 
has become so ingrained in 
the way we do things." 

Getting technicians to the 
job has been a vital function 

for Matt Jesson, owner/presi-
dent of Green Pest Solutions 
in West Chester, Pa. "Real 
Green has completely nailed 
this," he says. "With turn-by-
turn directions for our route 
technicians, they're getting 
to jobs faster. After each job, 
the information is entered 
and the system initiates a 
time stamp. Then when all 
my route trucks pull into 
the parking lot, the work 
automatically syncs into my 
database. Without having to 
input all that data, it saves 
anywhere from five to eight 
hours a day. That's been a 
tremendous help." 

Johnson says that a huge 
improvement over the last 
few years has been in billing 
and routing. "The ability of 

the customer to get online 
and see their entire account 
and pay their bill has been 
huge," he says. 

Jesson says that he's about 
to launch that same function 
for customers and expects it 
to save countless hours for 
the business. 

"The functionality of that 
service is not only valuable 
for saving office time but will 
help streamline our customer 
service," Jesson says. "Today's 
customers prefer round-the-
clock customer service and 
with this, they can do things 
like request service, ask ques-
tions, and pay bills 24/7." 

Having industry-specific 
software like Real Green Sys-
tems has also been quite valu-
able, Johnson says. "There are 

probably some companies 
out there that are just using 
a more generic software pro-
gram and they're probably 
doing okay with that, but not 
as well as they might be able 
to do with a system that is 
geared toward the industry." 

Jesson adds that other com-
panies he's talked to aren't 
getting the full potential out 
of their software. "People 
aren't always willing to put 
in the time and the money in-
volved in really learning how 
to use the system so they're 
not getting everything out of 
it that they could," he says. 

"You hear people say, 'Our 
software company isn't doing 
enough for us.' But the truth 
is that as a business owner 
you have to be willing to put 
an allotment of resources 
- time and money - into 
training." 

Johnson says that there's 
not a huge learning curve 
with Real Green but agrees 
that you have to put the time 
in. "As long as you're spend-
ing time with the system, and 
keeping up to date, it's rela-
tively easy to use," he says. 

Jesson says Real Green has 
a great support system and 
has even flown some of his 
employees to the Real Green 
headquarters. 

"I have a dedicated IT man-
ager who is on the phone with 
Real Green on a regular basis, 
making sure that we're utiliz-
ing the software as efficiently 
as possible in the business," 
he says. 

"Sometimes you have to 
be willing to make that extra 5 
effort." LAL 
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Paper problems 
The right software can save you t ime, money and valuable office space. 
By Natalie Peacock 

Michael Pugh realized he had to 
find a new way to manage his 
company's paper problem. Fed 

up with mountains of invoices, bills and 
work orders spread across multiple of-
fices - not to mention the time his team 
spent searching for them - he knew he 
had to do something. 

But Pugh, chief technical financial of-
ficer at Pugh's Earthworks in Memphis, 
Tenn., had to shop around before finding 
the right software for his commercial 
landscape installation and maintenance 
firm. 

"I spent probably $50,000 to $60,000 
buying different versions of software. 
Most of what was on the market was for 
scheduling," he says. "We're not a route-
type sales organization where our guys 
go to the same spot every day or even 
every week. Our business is very weather 

dependent and we really didn't need the 
scheduling part of it." 

Pugh just wanted a simple way to man-
age work orders across a large company 
and multiple offices. But his options 
were limited to route- or schedule-based 
software programs. 

"Our problem was to get the parts of 
the software that we wanted, we had to 
use scheduling software," he says. 

In 2010, the need for document man-
agement made sense. 

"We thought of all that paper we were 
generating and it kind of hit home," he 

\ 
HtLP 

. 

^ i 

WHERE TO START 
Both Freeman and Pugh offer similar advice 
to companies who are considering this kind of 
software. 

"Plan how you will use CNG within your 
organization. Take advantage of the training 
tutorials. You'll be surprised how fast this begins 
to flow and eventually you will have your entire 
company using CNG." Freeman said. 

Pugh says, "Spend a lot of time deciding what 
you need the software for. Instead of trying to fit 
yourself into someone's software, try to 
find software to fit with what you want 
and what you are doing." 
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says. "We had one whole room that used 
to be an office full of records. I was going 
to have to rent storage space to put all 
these boxes full of paper because I had 
a new employee who needed an office." 

The software he chose - Cabinet NG -
lets you scan documents and then houses 
the digital files on third-party servers. It 
integrates with programs like Outlook 
to automatically save copies of invoices 
emailed to customers. 

When he looked at the software again 
it dawned on him how much it could 
actually do. "It has an Outlook and 
Quickbooks integration. I've been using 
Quickbook ever since it came out." 

Not to waste a good marketing op-
portunity, Pugh's Earthworks sent letters 
to 400 customers announcing that the 
company had started its green initiative 
and wanted to start sending invoices 
through email. 

A BLIZZARD OF PAPERWORK. Founded in 
1992 in Memphis, Tenn., the company 
expanded to Jackson and Nashville, as 
well as Jackson, Miss., and Little Rock, 
Ark. Being in so many locations only 
increased the need for a document man-
agement communication tool. 

"When we opened our Little Rock 
branch we didn't know how to manage 
an off-site branch," Pugh says. "CNG 
basically provides an electronic filing 
cabinet that anybody in our company 
can look into." 

So a branch manager can look into the 
software and see any customer's contract 
with email correspondence between the 
company and the customer. Before the 
finding the software, sales produced a 
blizzard of paperwork. 

"Under the old way, our salesman 
would sell a contract, get a customer 
signature, come back to the office, make 

HOW IT WORKS 
Document management software allows 
you to create electronic versions of your 
work orders, time sheets and other 
paperwork. Here's how: 

• Scanned versions of your 
documents are housed on third-party 
servers. 

• The software integrates with 
Outlook and Quickbooks. 

• Your team can access the 
documents from anywhere with an 
Internet connection. 

anywhere between four to six copies of 
it, and put one on everyone's desk so 
that each department would be alerted. 

If it was made in another branch, he 
would fax that copy to Memphis and 
we would make copies for everyone 
who needed it. If a customer wanted to 
change something on the contract, we 

GROUNDSKEEPER PRO BUSINESS SOFTWARE 
FEATURES INCLUDE? 

• B i l l i n g 
• S c h e d u l i n g 
• R o u t i n g 
• E s t i m a t i n g 
• C o n t r a c t s 
• T i m e & M a t e r i a l s 
• I n c o m e R e p o r t i n g 
• E x p e n s e R e p o r t i n g 
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ONLY $399! Save thousands 
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Organize your business better 
with GroundsKeeper Pro business 
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had to go back through that 
process." 

Recordkeeping for account 
payables was equally cum-
bersome. "The IRS requires 
you to keep records of your 
purchases for three to seven 
years. I've got nooks and cran-
nies everywhere filled with 
bills from vendors. We scan 
all that now and it integrates 
with Quickbooks." 

Pugh measures his return 
on investment in saved office 

space, paper and foot traffic. 
"I've got a whole office freed 
up which is like $6 a square 
foot and that's $5 ,000 a year." 

LOW OVERHEAD, HIGH PROFIT. 
Like Pugh, Robin Freeman of 
Freeman Landscape decid-
ed to implement document 
management software to get 
out from under a mountain of 
paperwork. 

"At first, I kept paper cop-
ies of everything because I 

• 

• 

didn't trust the electronic 
world," Freeman says. "Now 
almost everything is a digital 
document." 

Freeman Landscape has 
one location in Wilming-
ton, N.C., but services the 
eastern half of the state. The 
company, with 50 employees 
and annual sales of more than 
$3 million, installs landscape 
irrigation, hardscapes, water 
features and lighting and 
provides landscape mainte-
nance. 

F reeman es t imates her 
software package paid for 
itself within the first year. 
"The time that our staff does 
not spend in looking for 
documents has been invalu-
able. Also, finding documents 

related to warranty issues, 
customer communicat ion 
and billing - all the t ime 
that would normally be spent 
pulling files has basically dis-
appeared." 

Because it made their jobs 
easier, Freeman's staff wel-
comed the new software. 

"We've lowered our over-
head, which in turn has al-
lowed us to be more com-
petitive in the marketplace 
as well as improve our profit-
ability," he says. 

"We can honestly tell our 
customers that we're striving 
to be a green company both 
within our organization and 
in the field." L&L 

The author is a freelance writer based 
in Medina, Ohio. 

H O W , n 0 u r A p r i l ' s s u e ' w e o f f e r e d a five-step 
illustrated guide to choosing the right kind 
of software for your business. You can 
download it at bit.ly/blzsoft. 
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Software solutions 
ArborGold 
Software 
Cost: $3,275; $595 
for each additional 
user. B . 

CM?——~ir 

Training/support: Includes the company 
installing the software and support through 
remote assistance, telephone support, chat 
support and access to live webinar class 
training. 
• ArborGold Software offers database 

management designed specifically for 
tree, lawn and landscape companies to 
efficiently manage your customers from the 
initial phone call to proposals, scheduling, 
invoicing, receiving payments and posting to 
QuickBooks. 

• Features include an appointment scheduler, 
directions map, and built-in landscape CAD 
designer. 

• Live web access for salespeople and crews. 
For more information: www.arborgold.com 

Epicor Eagle 
Cost: Not disclosed 

Training/ ^ ^ 
support: 
Onsite busi-
ness assessments, web-based, CD and Epicor 
Eagle Advice Line - specialists focus in one 
particular area of expertise. 

• Epicor Eagle for lawn and garden manage-
ment software assists independent lawn 
and garden businesses in managing their 
operations through point of sale, inventory 
management, gift card and loyalty pro-
grams, financials, purchasing, payroll and 
marketing. 

• The lawn and garden management software 
and point of sale system is designed to 
streamline and facilitate company growth 
to meet the needs of that expanding busi-
nesses. 

• The basic Eagle system encompasses the 
company's point of sale and integrated 
inventory applications. 

• Other common startup options include 
integrated accounting, electronic signature 
processing, and support for credit/debit 
cards. 

For more information: www.epicor.com 

Cabinet NG 
Cost: Software . 2 
purchase: $995-
$1,395 per user (lo-
cal server); software -
subscription: $50 
per user per month (hosted server). 

Training/support: Online training is included 
and on site training is available for $5,000 for 
two days. Fee includes expenses and travel. 
Tech support and software maintenance is 
included with subscription services and the 
first year of software purchase. 
• Multiple workers can simultaneously review 

job documents and have access to all 
relevant documentation. 

• Contracts, site plans, and other business 
documents can be reviewed, edited and 
approved without ever leaving the system. 

• Search features include: structural search, 
keyword and document title search and full 
text search. 

For more information: www.cabinetng.com 

CLIP 
Ü! B * n 

Ö H 

GPS Insight r r-
Cost: Hardware 
costs about 
$375 per ve-
hicle and typical 
monthly sen/ice 
cost is $32.95 per vehicle. To rent, the cost 
is $39.95 per month per vehicle for both the 
hardware and service cost combined. 

Training/support: GPS Insight offers 2 4 / 7 
support and free unlimited training for cus-
tomers. 

• Using Garmin integration with the com-
pany's GPS Insight software, supervisors 
are able to promptly dispatch their drivers 
without any hassle. Through the Garmin 
technology, managers can send and receive 
messages via the Garmin itself or through 
SMS text messaging. 

• GPS Insight gives supervisors the capability 
to track start and stop times of employee 
shifts for the day, where they are, how many 
stops they made and how many jobs were 
completed. 

• GPS Insight offers 3-year vehicle history 
and reporting standard, and allows you to 
provide your customers with the option to 
log-in online and locate vehicles. 

For more information: 
www.gpsinsight.com/landscaping 

\3 • D E D 
D O T 

r 

Cost: The CLIPxe 
Partner Program 
is $499 up 
front and then 
$80 per month. 
This includes 
unlimited techni-
cal support, all updates and upgrades and 1 
license for the CLIP2Go web mobile solution. 

Training/support: Training is provided 
through printed manuals, electronic manuals, 
training videos, live online classes, live online 
webinars, live support, optional onsite training 
and the company's annual conference. 
• CLIP contains contact management soft-

ware with all of your customer's information 
and history of all services rendered. 

• CLIPxe works with QuickBooks, cell phones 
and web-based technology to keep track 
of your crews and to update field work for 
rescheduling, billing and revenue tracking. 

• CLIP2Go allows you to take information 
from CLIPxe and take it out into the field 
with you. 

For more information: www.clip.com 

• GroundsKeeper Pro is specialized business 
management software for the lawn, land-
scaping and snow plowing industries. 

• Includes billing / invoicing with your own 
logo, routing, scheduling, estimating, 
contracts, income & expense reporting, 
chemical application tracking & reporting 
and maintaining customer accounts and 
balances. 

• Can apply fuel surcharge fees to customers, 
apply time and materials fees to customers, 
run an automated wizard to quickly apply all 
charges in schedules / routes / estimates 
to customers, plus charge unique hourly 
rates for different machinery and services. 

For more information: www.adkad.com. 

GroundsKeeper Pro 

Training/support: 30 
days of free support 
with purchase then 
optional annual Silver 
support plan that costs 
$75. 

Cost: $399 
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HindSite 
Cost: $495 

^HinDSITE 
SGLUTIGT1 

u u u HTOSITE s c m j r v R E joon Training/sup-
port: HindSite 
requires a small startup charge to go through a 
training program where you work with a "Prof," 
the experts on the software. After this, there is 
a monthly fee based on the number of crews 
you will be scheduling - this starts at $99 per 
month. This monthly subscription also includes 
ongoing access to the program, unlimited train-
ing and support and all future updates made 
to the program. 
• Focuses on contact management, schedul-

ing and routing technicians, paperless data 
management and direct integration into your 
accounting software. 

• Billing can be done automatically by date. 
• Allows tracking of which customers received 

what services. 
For more information: 
www.hindsitesoftware.com 

Include Software 
Cost: The base 
system for Asset 
starts at $5,000 
with licensing based 
on concurrent use, 
and iCREWtek is 
priced at $20 per 
crew per month. 

Training/support: Multiple training and 
support packages are available directly 
from Include and industry consultants. 
• Eliminates time-consuming spread-

sheets, redundant data entry.. 
• Asset can be combined with iCREWtek, 

an optional iPhone/iPad touch-based tool 
that provides real-time job control directly 
from the field. 

• iCREWtek includes features such as 
a real-time clock in/out, GPS tracking, 
equipment management, English/Span-
ish translation and full data recording for 
insurance and legal documentation. 

For more information: www.include.com 

Real Green P f Rea lGreCI I 
Cost: Not 
disclosed 

S Y S T E M S 

Training/Support: On-site training, toll-free 
support line, on-line support, update down-
loads and much more. 
• Service Assistant Software is designed for 

any service company that needs to track 
customer accounts, services, billing, sched-
uling and much more. 

• The Customer Assistant is an online applica-
tion for customers to access information 
about their services, pay their bills online 
and respond more efficiently to promotional 
efforts. 

• Measurement Assistant, Real Green's inte-
grated online measuring tool, allows users to 
instantly print or e-mail proposals with high 
definition property pictures. 

• Route total window allows users to flag what 
your new stops are, what customers are past 
due, your "as soon as possible" customers 
and those who need extra care. 

For more information: www.realgreen.com 

C u s t o m y , & J o b M a n a g e m e n t 
S o f t w a r e , f o r , T r e e , L a w n & L a n d s c a p e , 

Demo at www.ArborGold.com/LLdemo 

Use ArborGold in your office or in 
the field. Our software will allow you to 

work smarter, more efficiently and cut costs. 
Buuneu Software for 

Tree. Lawn and Landscape 

ArtxxGold v18 

Mobile Crew - Work orders 
in real t ime! 
• view and update 

work orders 
• enter Start and Stop 

times 
• record materials, resources 

& weather conditions 

Mobile Estimator - Proposals 
in real t ime! 

• create proposals 
• view job history 
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appointments 
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ServiceTask: 
Cost: Free: 1 user, 10 customers, unlim-
ited jobs; $24/month: 1 user, unlimited 
customers, unlimited jobs; $49/month 
unlimited users, customers and jobs. 

Training/Support: Customers receive 
e-mails asking about the experience with 
the product and if they have any questions. Help center is open 2 4 / 7 
and a live demo can be arranged. 
• Quickly view a summarized list of all jobs for the day and all recent 

activity in a live feed. 
• Users can set a due date for every note created for a customer and 

can even choose a time to send an e-mail reminder. 
• Quickly schedule jobs by using drag and drop, you can either change 

the order of jobs for a crew, or move them to another one. 
For more information: www.servicetask.com/features 

Xora StreetSmart 
Cost: Pricing is based on a wireless carrier service 
model and varies based on carrier and number of 
users. Average cost is about $ 1 per user per day. 

Training/Support: For customers who purchase 
the software for five or more employees the com-
pany offers a dedicated training person assigned to 
your account, a customized training program based 
on your objectives and individual live training 
• Xora StreetSmart consists of a suite of configu-

rable mobile apps and a web-based management applica 
tion that work together to help you manage your mobile 
workforce. 

• The apps turn any mobile device into a productivity tool. 
• The management application lets managers and office 

personnel analyze performance. 
For more information: www.xora.com 

http://www.hindsitesoftware.com
http://www.include.com
http://www.realgreen.com
http://www.ArborGold.com/LLdemo
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http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape.com
http://www.servicetask.com/features
http://www.xora.com


ORMULAS FOR 
I 
1 

An employee handbook prevents misunderstanding, protects 
companies from legal implications and gives companies a 
foundation to build a stronger company culture. 
By Kristen Hampshire 

A game plan sets the strategy - and 
without one, players can lose 
focus and stray from the team. 

When policies are left up to the inter-
pretation of employees, keeping score 
is tough because the lack of boundaries 
can cause internal disputes and a culture 
clash. 

Say a crew member is taking more 
than his fair share of personal days. He 
needs this Friday off for a family obliga-
tion, last week he was out sick two days, 
and he's already hinting about a long 
weekend he wants to take. Without an 

employee handbook that di-
rectly spells out company at-
tendance and other policies, 
what grounds does a manager 
have to enforce the rules? 

Besides, there are legal 
implications if an employer 
does not provide information 
on required employment laws - harass-
ment, confidentiality, equal opportunity 
employment, etc. 

An employee handbook protects a 
company and helps create a structure 
that allows managers to make effective 

decisions. It ensures that employees and 
management are on the same page. 

Lawn & Landscape spoke with three 
firms who shared the key components of 
their employee manuals and how these 
documents serve their organizations 

low these 
;ations. 

Getting it on paper 
Environmental Enhancements 

Fred Peratt, president LOCATION Sterling, Va. ESTABLISHED 1996 EMPLOYEES: 30 
employees in peak season 2 0 1 1 REVENUES $2.1 million CUSTOMERS maintenance is 
95% commercial, 5% residential; design/build is 100% residential SERVICES design/build, 
maintenance, snow removal 

Eliminating inconsistency is a compli-
cated task. That's because it means 

creating tight processes that employees 
understand - it means training to those 
processes and measuring the quality of 
the work performed. To accomplish this, 
Fred Peratt realized his company needed 
an employee manual. 

"We had what we thought was a train-
ing program and a set of procedures, but 
until you sit down and evaluate that, 
says Peratt, president of Environmental 
Enhancements in Sterling, Va. "We real-
ized we had inconsistencies with each 
position because we didn't have those 
job descriptions written down on paper. 
One guy wanted to do the job this way, 

another wanted to do it another way." 
Peratt consulted with a business advis-

er who helped him and managers iden-
tify what systems were necessary, and 
which policies and procedures needed 
to be put in place. They reviewed other 
companies' policies from inside and 
outside of the industry. They borrowed 
some concepts while creating their own. 
And they infused the document with the 
company culture by including mission 
and vision statements. 

But where to start? Setting goals 
helped Peratt and his team of managers 
determine a personnel structure that 
would support future growth and help 
the business reach its objectives. "We 

determined based on our structure and 
where we wanted to be over the next 
four years and the revenue we wanted to 
make, and we coordinated that structure 
into job descriptions," he says. 

Job descriptions were created for ev-
ery role in the company, and every level 
within those roles (such as levels 1,2 and 
3 for crew members, etc.). From there, 
leadership decided what expectations 
were associated with each position in 
terms of quality, attendance, safety and 
overall job performance. 

Based on those particulars, a perfor-
mance evaluation process was estab-
lished and written into the manual. "We 
want more of an accountability record 
with employees on quality ratings on 
their jobs, safety records, attendance 
and training required to advance to the 
next level," Peratt says of some current 
adjustments he's making to the manual. 
It's a constant work-in-progress - and 
the first version took a good year and 
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GO FOR A JOYRIDE. 
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QUICK TIPS 
Borrow good ideas. "If you try to reinvent everything you could spend 
money that you don't need to spend," Peratt says of creating an 
employee manual. He consulted with business owners through PLANET 
and his local chamber of commerce to find out how they handled their 
employee manuals. 

Involve your team. Involving a handful of key managers in the process 
ensures that everyone is on board, even if it takes more time to come 
to consensus. 

Train In steps. Rather than an overwhelming roll-out of the employee 
manual, introduce the document in parts by focusing in on sections 
during weekly training sessions. "In our company we do a three-step 
training process where the trainer shows the trainee, the trainee shows 
the trainer, and then they discuss what was trained so they can address 
concerns or correct mistakes," Peratt says. 

a half to assemble. That's because Peratt involved leadership 
including the directors of design, marketing and IPM. Six 
managers helped create the initial document. "Because key 
management was involved in the process they knew what was 
coming, and that was important," he says. 

"If you were to just throw a manual at them and say, 'Here 
is what I developed, now implement it,' that wouldn't have 
worked. There needs to be buy-in and people who understand 
the processes because it's difficult to communicate and imple-
ment." Also, the manual was translated to Spanish, adding 
another tedious yet critical process to the project. Peratt rolled 
out the manual in pieces and managers train their teams on 
a continuous basis. 

"We break it down into little steps like a stairway," he 
compares. "We work through one module at a time and then 
move to the next step." 

A manual for growth 
Stay Green 

Jorge Donapetry, director of HR; Stephanie Vasquez, controller 
LOCATION San Clarita, Calif. ESTABLISHED 1 9 7 1 EMPLOYEES 260 
2 0 1 1 REVENUES $14 million CUSTOMERS 40% commercial, 30% 
H0A, 30% municipal SERVICES landscape maintenance, plant 
health care, water management, tree care 

When Stay Green grew out of its mom-and-pop phase 
well over a decade ago, the managers of the San Clarita, 

Calif.-based business recognized that the business needed to 
start putting policies on paper. "We didn't have anything in 
place at the time, and we needed something in writing so any 
question could be answered by a piece of paper - and also to 
protect the company," says Jorge Donapetry, director of HR 
at Stay Green. 

Setting expectations for employees was the goal, and the 
result is a company manual that is revised annually so it re-
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mains a relevant and effective working document. The initial 
effort took a few months, and the first edition of Stay Green's 
employee manual contained all of the basics: federal laws in-
cluding employee protections, confidentiality and harassment 
mandates, plus information on company dress code, use of 
company property, attendance and general conduct. 

Over time, the manual has evolved to include a cell phone 
policy and social media use guidelines that set boundaries for 
Internet use on the job and define what's appropriate to post 
about Stay Green off-hours. 

Every time the manual is updated, the new pages are dis-
tributed to employees along with an acknowledgement form 
for them to sign - a similar form is the last page of the manual 
itself. "I think sometimes, you can have a bit of resistance," 
says Stephanie Vasquez, controller, about rolling out regula-
tions in any form. "People in general are resistant to change. 
We try to make sure our employees understand why we make 
changes and it's an ongoing thing." 

Work-life balance is an important value at Stay Green, and 
this is illustrated throughout the manual by the types of em-
ployee perks that are outlined. Some positions have an option 
to work from home. "There are other things that would attract 
a person to work for us," Vasquez says, adding that a manual 
can also serve as a recruiting tool. 

The handbook also includes a run-down of employee ben-
efits, performance programs and rewards for employees who 
go above and beyond the job descriptions outlined in those 
pages. "When you think about an employee handbook you're 
thinking about laws and procedures - it can be easy to forget 
about the fun stuff," Vasquez says. 

What makes Stay Green's manual so effective is its plain-and-
simple language and Spanish translation. "Put the document 
in simple terms that anyone can read - not in language that 
an attorney would write," Donapetry says. 

Employees understand what they are reading, what Stay 
Green expects of them and the benefits they will receive by 
fulfilling the duties outlined in the book. "The more you grow, 
the more you need that structure because it can be chaotic and 
it's difficult to provide good service and quality," Vasquez says. 
"The employee manual is the basis for that." 

QUICK TIPS 
Speak their language. If Spanish is the fist language of your crew 
members, translate the manual so they can easily read and understand 
the material. And regardless of whether the content is prepared in 
English or Spanish, keep it simple, Donapetry says. 

Start somewhere. Creating an employee handbook can be an 
overwhelming process when you think of all the essential components. 
So if you're starting from scratch, just work on building the framework. 
"You can always add to it," Vasquez says. 

Keep It relevant. Does your manual include a cell phone policy and 
guidelines for social media use? It should. "As times change, you need 
to set new boundaries," Vasquez says. 
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Setting 
Expectations 
ii H f l isunderstanding kills company 

I w I culture," says Bill Schnetz, 
president of Schnetz Landscape in Es-

condido, Calif. And when your company 
grows to the point where you're not in 
constant contact with employees each 
and every day, an employee manual 
becomes a critical management tool to 
ensure that expectations are understood 

Because if there isn't a clear definition 

C u s t o m e r P r e f e r r e d 
7 out of 1 0 HydroSeeders® purchased today are FINN. W e d i d n o t b e c o m e 
the market leader by chance, but through hard work, innovation, and 
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Call us today. 

•FiNN 
FINNcorp.com / 800.543-7166 O 

www.lawnandlandscape.com/readerservice - #49 6 6 AUGUST 2012 www.lawnandlandscape.com 

of what is expected, employees can be 
left scratching their heads every day. 

"The real crux of a handbook is build-
ing a company culture where the em-
ployees feel they are part of something 
and they don't feel like thy are being un-
dermined by employers who change the 
game all the time," Schnetz says. "That 
upsets employees more than anything." 

With a solid operating/employee 
handbook in place, owners and manag-
ers have a foundation for making deci-
sions that affect performance, quality 
and standards. 

Plus, an employee manual should 
include the necessary legal components 
required by the state, Schnetz adds. 

"There is information you are required 
by law to provide to employees," he says. 

"The last thing you need when you 
are starved for cash flow and looking for 
work is for an employee to take you to 
court over some silly thing. An employee 
manual will help protect your business." 

Schnetz rolled out the first company 
manual in 2002, and his company re-
lied on employer associations, which 
provided an infrastructure for the hand-
book. Green industry associations such 
as PLANET are also a great resource, 
he adds. 

"Start-up companies, in particular, 
don't have the time to invest in build-
ing these from scratch, so I recommend 
buying forms then adjusting them to 
your needs," he says, adding that online 
companies offer this, as do consultants 
who specialize in HR or creating forms 
for businesses. 

The standard forms were customized 
and the handbook was revamped again 
in 2008 with a section on technology 
and information security. 

The core components of Schnetz's 
handbook include: policies and pro-
cedures, necessary legal components, 
employment status records and perfor-
mance evaluations, benefits, holidays 
and days off, workers compensation, 
time-keeping and payroll, attendance, 
employee conduct and discipline, and 
technology. 

The guide not only sets expectations, 
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Schnetz Landscape 

Bill Schnetz , president LOCATION: 
Escondido, Calif. ESTABLISHED: 1970s 
EMPLOYEES: 3 0 2 0 1 1 REVENUES: $ 2 . 4 
million CUSTOMERS: 1 0 0 % residential 
SERVICES: landscape design, construction, 
fine gardening 

but shows employees how they can 
progress and earn more responsibility 
in the firm if they succeed. 

"Ambitious employees are looking 
for a company that shows them a ca-
reer path," Schnetz says, adding that 
the performance evaluation section is 
particularly important for this. 

"They want to see how they are going 
to be judged and evaluated before they 
are willing to to give you their heart 
and soul." 

Meanwhile, the employee benefit 
section of the handbook shows that the 

company wants to take care of its qual-
ity workers. 

"We want to make sure they are 
healthy and we want them to know if 
something does happen to them, we 
will take care of them medically," Sch-
netz says. 

As far as setting the game rules, the 
attendance and disciplinary components 
allow managers to enforce policies with-
out getting personal. " I t s the manual 
managing them, not us personally man-
aging them," Schnetz says. 

"If employee issues come up and you 
haven't developed a company culture 
by educating employees on what you 
expect," he says, "it is difficult to man-
age your people and the culture of the 
company starts to disintegrate." L&L 

The author is a f requent contr ibutor to Lawn & 
Landscape. 

QUICK TIPS 
Establish the rules. Why create a 
handbook? Because it sets expectations 
and gives managers a tool to help them 
lead crews, and discipline employees when 
necessary. "The handbook gives you a 
baseline," Schnetz says. "It creates better 
understanding between employees and 
managers." 

Get acknowledgement. Immediately 
following the introductory pages of Schnetz 
Landscape's handbook is a form that all 
employees are required to sign. It states that 
they have read and understand all material 
in the book. 

Let It go. You can't do it all. "There are 
companies that you can hire to create 
manuals," Schnetz says. "You can call them 
into your office and say, This is what I need, 
this is what I can afford, what can we do 
together?'" Also, you can access sample 
HR manuals online or through employer 
organizations. These groups sometimes offer 
seminars on how to assemble a handbook. 
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M&A OUTLOOK I r 
By Tom Fochtman 

This way to the egress 
Why you should operate today like you're selling tomorrow. 

When I think about 
someone starting a 
business, my mind 

always goes to the exit. Some-
times I have the thought, 
"They are really going to hit a 
home run when they sell that 
business," and other times 
I think "Who in the heck is 
going to buy that business?" 

I always assume, regardless 
of what possessed someone to 
start a business and what the 
business is, they are going to 
sell it one day. There is the 
occasional family businesses 

that is family owned and 
operated, and becomes multi-
generational, but those are 
quite rare. Most businesses 
are started and built to be 
sold, right? You work hard for 
20,30 maybe even 40 years in 
the business, and hopefully 
you sell it for a ton of money. 

Here's the problem: Very 
few business owners truly 
have a solid exit strategy for 
departing their business. 
They know they want to sell 
one day, but are not really 

sure how that will occur. And 
since everybody is so busy 
working "in" the business and 
not "on" the business, even if 
a buyer knocks on their door, 
the business is usually not in 
selling shape. 

Many years ago Bruce Wil-
son told a group of us, "You 
need to be managing and op-
erating your business as if it 
were ready to be sold tomor-
row." That's a totally rational, 
logical and common sense 
declaration of how an owner 
should operate his business. 

HOW TO LIVE IN THE FUTURE. 
Here is something I'd like you 
all to consider around this 
thought of managing your 
business as if it were being 
sold tomorrow. 

It's remote, but you may 

luck out and have a solid 
buyer approach you to sell. 
If your business is operating 
at peak efficiency, you have a 
solid management team, you 
own your market or whatever 
niche you are in, you very 
well might sell your company 
for a handsome profit. 

But if you are not best of 
class, your direct labor is a 
few points high, your main-
tenance renewal rate is below 
85 percent and your manage-
ment team is average, after 

a little bit of due diligence 
there is a high likelihood 
that buyer is going to look 
elsewhere. 

Or if they make an offer, it 
will be significantly less than 
what you could, and should 
have received. There is a real 
benefit to having your busi-
ness ready to sell tomorrow. If 
it's truly ready to sell, you are 
making a lot of money. 

You have to be because 
you will have done all the 
right things operationally, 
in your marketing and sales 
efforts, in your retention of 
people and clients, etc., that 
have resulted in you being a 
best of class operation. If you 
have that type of company, 
you should be making a lot 
of money. And there will be 
more than one buyer. 

LOOKING AHEAD. Here are 
the types of things you are 
going to be reading about in 
my upcoming contributing 
articles to Lawn & Landscape 
and in my presentation at 
PLANET's GIC in Louisville, 
Ky., in October: 

• How to get your compa-
nies cleaned up, rid yourself 
of all the unnecessary "fat"' 
and get lean. This economy 
has forced everyone to do 
that already but I bet you can 
do more. And everything you 

do will fall to the bottom line 
as profit. 

• How to become the kind 
of company buyers want. 
Today's buyers do not want 
to buy a distressed or average 
performer. Generally speak-
ing, they want to cherry pick 
the best company they can. 
They are not going to pay you 
a lot of money and then have 
to fix your operation. 

• How to build your main-
tenance, service and reoccur-
ring revenue centers. Reoc-
curring revenue and cash 
flow is what buyers want. 
Grow your businesses in that 
direction. 

• How to grow recurring 
revenue. You can do quite 
well in both residential and 
commercial installation, but 
you will always fall prey to the 
cycles of our economy. You 
have to have a solid mainte-
nance operation. 

As painful as it may be, 
focus on maintenance, lawn 
care and other reoccurring 
revenue lines and divest your-
self of as much installation as 
possible. 

• How to invest in your 
management team and get 
the best talent that you can. 
You have to show a buyer that 
your company is sustainable 
without you. They are buying 
a brand, revenue and talent -
focus on your team, L&L 

Tom Fochtman is founder of Ceibass 
Venture Partners, an M&A consult ing 
groups. He can be reached at 
t j fochtman@giemedia.com 

f f It's not easy t o be a really good operator. It's not easy t o be a t rue 
• • best-of-class organization. It takes a lot of ef for t and hard work. 
And, qui te frankly, most companies in al l industries are average. 
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SNOW & ICE Report Winter prep 

Big properties, big profits 
S n o w pros share their secre ts for success fu l l y hi t t ing the bul lseye wi th larger accoun ts . 
By Kyle Brown 

Summer may be the last time you'd want to start thinking 
about blizzards, ice storms and salt trucks, but now is 
the prime time to start locking in your snow removal 

business for 2013. 
More and more often, snow professionals are making their 

money by going after the big targets, and you don't take down 
the big targets without a plan. Here's how several snow pros 
go about it in their section of the market. 

TARGET #1 
Commercial accounts 
Doing the actual plowing isn't 
what makes going after big 
accounts difficult, says Jerry 
Schill, president of Schill 
Grounds Management in 

Sheffield Village, Ohio. "The 
major secret to that is going 
to plow is the easy part," says 
Schill. "It's effectively listen-
ing and truly understand-
ing their needs and their 
expectations that makes the 
difference." 

When his company 
was trying to break 

into larger accounts, 
the team was pushing 

hard to try to get noticed 
by property managers, but 

really saw results once they 
slowed down and started 
paying attention to what the 
clients were saying, he says. 

"Initially, we were actively 
pursuing some of those 
big accounts through ex-
perimentation and trial and 

error, and we started listen-
ing to the client's specific 
needs and wants," says Schill. 
"Having the 
expectations 
for meeting 
those needs 
allowed us 
to really put 
together a 
program to service that prop-
erty the way it needed to be 
serviced." 

Schill 

And once they had shown 
one or two big names what 
they could do to reach those 
needs, others started taking 
notice. "As we became suc-
cessful at achieving those 
needs, we were sought out," 
he says. "We kind of devel-
oped a reputation in Cleve-
land west as the big commer-
cial specialist." 

Communicat ion starts 
with the pricing and services 
for commercial contracts, 
but it doesn't just come in as 
a flat-rate service statement. 

Knowing how to meet a 
client's needs without unnec-
essary over-servicing takes 
creativity and a little bit of 
education for the client, he 
says. "Obviously, safety is the 
single most important thing 
that has to come into play," 
he says. "But with technol-
ogy, with equipment and 
chemicals, once you outline 
what they really want, there 
are options now in how you 
get there. 

"It's about changing their 
mindset and really trying 
to get them to understand 
that some of the upfront ini-
tial cost of an application of 
liquid, for example, will be 
higher when they compare 
the price, but you're going to 
use 30 to 40 percent of the 
product. Really changing and 
educating the client is some-
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f o r m o r e S n o w Lease o f f e r s o r v is i t www.newholland.com/200series. 

n You 

@ NEW HOLLAND 
T U FSfW CUSTOMER SERVICE 
T u b e M m 1-888-365-6423 

For product literature and full specifications, 
please visit www.newholland.com 
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"When you're going to be 
sending out $10,000 bills 
for an event, you have to 
manage their money like 
it's your own." 

-Jerry Schill 

thing we've been focusing on 
in the last few years." 

But having options doesn't 
mean giving up profits just to 
get the client. A large com-
mercial contract is tempt-
ing, but take a beating at the 
bottom line too often and 
not only will clients start to 
expect it, they'll be surprised 
when prices need to go up to 
sustain business at that level. 

" I f you haven't figured 
out how to do the job more 
effectively at a lower cost 
to maintain your margins, 
you've guaranteed a need to 
cut corners," he says. "Some-
body is going to get hurt when 
you cut corners in a snow and 
ice situation." 

Start out by figuring out a 

client's tolerance - not just 
when they immediately say 
they want the entire parking 
lot black, but when they begin 
comparing the price to the 
services they can afford. 

"F ind out what exact ly 
they want to achieve, and 
then help them to formulate 
a plan that can get them 
there with services that pair 
up with their expectations," 
Schill says. "It's about com-
ing up with a realistic budget 
and executing that plan, and 
keeping an open dialogue 
throughout that process. 

"When you're going to be 
sending out $10,000 bills for 
an event, you have to man-
age their money like it's your 
own." 

I \ • 
There's lots of explaining of 

possible changes to services 
to make the overall price 
come down without cutting 
corners: maybe using more 
efficient deicers or box plows 
rather than a tradit ional 
plow. Other contractors and 
distributors might have even 
more ideas to try out. 

"You have to be involved 
with o thers , " Schil l says, 
"whether it's a networking 
group, locals, manufacturers 

or distributors. There's a mil-
lion different ways you can 
do things more efficiently. 
If you're really passionate 
about your work, you have to 
take the time to learn those. 
You have to ask questions. An 
educated industry is a better 
industry." 

Armed with creative so-
lutions that meet a client's 
expectations without doing 
too much, making a reason-
able price that will land the 

P O W E R F U 
PROTECTI : 

/ / 

• t \ 

EXCELLENT VEHICLE UNDERCOATING 
FLUID FILM STOPS CORROSION CAUSED 

BY ROAD SALTS & MOISTURE „ 
W CAN BE APPLIED OVER 
^ ^ EXISTING RUST ^ ^ 
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P L A C E Y O U R O R D E R 
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MEGA 
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A real V-plow for 1/2-ton pickups. 
Smaller design. Bigger results. 
The SnowDogg® VMD Series mini V-plow is 
designed for 1/2-ton pickups and SUVs. Our VMD 
Series snow plow is perfect for those jobs that 
require easy maneuverabi l i ty and the need to get 
into t ight places. 

30° 

Design keeps air f lowing to the engine for 
better performance. 

• Flared wings al low better snow movement 
and plowing efficiency. 

• Tough stainless steel moldboard. 

• Lighter weight and tr ip edge ensure easier 
handl ing wi th less strain on the vehicle. 

Get the versatil ity, quality and reliability of our larger 
VXF plows (same hydraul ics and hinge) but in a 
smaller p lowing package. 

Best Price, Best Delivery, Best Quality. 

SnowDogg 
by Buyers 

To locate you r nearest d is t r ibutor , 
v is i t : w w w . g o p l o w i n g n o w . c o m 
440 .974 .8888 

Nothing Works Like a Dogg 
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contract is much easier."If 
somebody just says 'I want 
the snow gone instantly,' the 
desired outcome at the end of 
the event is the same, but if I 
priced for those expectations, 
they couldn't afford the rent," 
says Schill. 

"If they're saying they want 
everything melted down, 
there's a lot of shades of gray 
in there. You really need to 
dig into service levels with 
them." 

Once the contract is in 
place, communication has to 
continue, though it's best to 
have a site manager familiar 
with the account to help the 
client feel more comfortable 
with the services being pro-
vided. A manager will also 

make sure that resources 
aren't overextended or be-
ing used too often during an 
event, as well as explain the 
pros and cons of additional 
requested services to clients 
on the fly. 

"A lot of our bigger sites 
have multiple managers, 
maybe someone to manage 
the sidewalks, someone to 
manage the equipment , " 
says Schill. "It's really hold-
ing these guys' hands and 
helping them understand so 
they're not panicking during 
an event. We've found with 
that not only are people more 
happy or safe, we're not hav-
ing as much trouble after." 

Once that open dialogue 
is established and a fitting 

program is in place, the only 
thing left is for snow to fall. 

"It 's not the delivery of 
the snowplowing, it's the 
delivery of the way we go 
about getting to that point," 
Schill says. "I think it makes 
the customer experience so 
much better." 

TARGET #2 
Homeowners' 
associations 
A homeowner's association 
is a client completely full of 
other service opportunities, 
at least for Jim Anderson of 
Troy Clogg Landscaping in 
Wixom, Mich. They're large 
jobs in themselves, but more 
importantly, they can provide 
better job leads for the next 

season. "They're certainly not 
our largest accounts," he says. 
"But there's a lot of potential 
with them. It gives us an in 
certainly with other residen-
tial, and if we're doing a good 
job, the whole business will 
lead to other commercial and 
residential leads within the 
subdivision. 

"In the springtime, while 
we're finishing from winter, 
they'll come out and realize 
we're an irrigation outfit, 
too. We've certainly picked 
people up that way." 

Initially, they'll extend 
deals to an association, as 
well as try to provide incen-
tives to get the contract if the 
numbers work out for their 
bid, but the biggest thing An-

The game-changer that defeats ice. 
Starts early. Works hard. Stays late.® 

i f * 
U.S.EPA 

Recognized for 
Safer Chemistry 

www.epa.gov/dte 

Introducing Early Melt®, it is a 
pre-wetted anti-icer that provides: 
A pavement barrier that attacks ice 
formation beneath snow cover 

Easier shoveling and faster plowing to save time 

A patented residual effect that extends 
anti-icing action into the next storm 

Dual-functionality, it also works as a deicer 

For more c 
/¡sit www. 

on Diamond Crystal® ice melters, For 
visit www.cargillsalt.com or call us at 
1 -888-385-SALT (7258) 

ond Cr 
ilt.com 

©2012 CargiH. Incorporated. Smart science from Diamond Crystal® ice melters 
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derson does to get the work is 
pay a little attention. 

" T h e key, real ly, is a 
relationship," he says. "I'm 
always available to meet 
with the board to try to give 
them information on us. 
We want to try to let them 
know where the value is, 
and let them know we will 
go the extra mile to meet 
with them. If you don't get 
in front of the board, you're 
just a price. We're normally 
not the cheapest, so my angle 
is to try to tell them the value 
of us versus somebody else." 

He starts out by asking 
about their previous service, 
and whether they were happy 
with their work. But the real 
work comes with proving that 

they're more than just guys 
with trucks, which he does 
by listing his qualifications 
and certifications through the 
company. 

"I try to sell them on the 
value of that, being educated 
and involved in the regional 
and national associations," he 
says. "We're professional, and 
we can distinguish ourselves 
from our competition using 
that." 

But what really makes a 
difference in getting a board 
to discuss a bid that's not the 
lowest price is getting the 
board on your side, and what 
does that best is connecting 
with a board member. 

"A homeowners' associa-
tion can be made up with a 

salesman or lawyer or en-
gineer, people who want to 
change the world for their 
area," Anderson says. "And 
with boards that have 
already hired us, we 
know who likes us and 
who doesn't. Whoever 
they hire, there's going 
to be pressure from 
someone, and it's good 
to be able to say 'Oh, she likes 
us. She knows what we're all 
about and she's active on the 
board.' It's important to have 
that relationship with the 
board because they ultimately 
do make the decision most of 
the time." 

Once the relationship is 
established, Anderson can 
put work into making his deal 

Anderson 

the best one on the table. He 
comes prepared to outline the 
whole job so he's able to talk 
specifically to their needs. 

"I bring a copy of 
their specs with me, 
and I'll point out 
where they might 
have a cost savings," 
Anderson says. "I'm 
prepared by knowing 

what they want, and I try to 
give them comparisons and 
reasons to use us." 

Sometimes showing where 
a savings can be recognized is 
enough, but sometimes what 
he thinks they want and what 
the different board members 
say they want can upset the 
balance. 

"Everyone's got a different 

www.hlasnow.com 1-866-567-4162 

Hydraulic Broadcast Spreader 
Available in Single & Double models 

www.iawnandlandscape.com/readerservice - #75 
www.lawnandlandscape.com AUGUST 2012 89 

http://www.hlasnow.com
http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape.com


2012 
SNOW & ICE 
Report Winter prep 

point of view. There's dynam-
ics within a board sometimes 
that change the way you have 
to discuss these things," he 
says. "There you've got to 
compromise. It's really iden-
tifying the different people in 
that board and making each 
of them happy. But if you can 
make the one that squeaks 
the loudest happy, you can 
make everybody happy. That 
person will then be your best 
salesman, if you can make 
them happy." 

And meeting that person's 
needs can come in the form 
of a slightly altered service, or 
it can come in the form of a 
concession on a price to make 
some good job leads through 
the season, especially when 

the only hang-up is a slight 
change in price. 

"Making a concession can 
go a long way," says Ander-
son. "I'm always willing to 
make one, when it's just a 
numbers thing. When I'm 
building this relationship 
with somebody, when I know 
they're backing us up, I will 
look to see where I can give 
them something that will 
help them seal the deal. It 
doesn't have to be a lot either. 

"It can come in the form of 
a scheduling change in lawn 
service as the season changes, 
or in a few free containers of 
deicer dropped off without 
charge to be used on the 
sidewalks. Showing appre-
ciation for the work cements 

Hunting strategy—commercial 
• Listen to what property managers tell you about their goals for 

the property. 
• Be open about how you came up with your pricing, so they 

understand why they may be paying more than for your competition. 
• Rely on your network of distributors, suppliers and colleagues 

to determine the best strategies for an efficient approach. 

Hunting strategy — HOAs 
• Build a relationship with the board. Be available and in front of 

them, so you're more than just a price or a number on the budget. 
• Be prepared: Know the board's specs, identify cost savings and 

have an understanding of who on the other side of the table is your 
ally and who isn't. 

• Know when to give a concession on the contract if you'll seal 
the deal this year - and maybe next. 

Hunting strategy — residential 
• Look for route density and focus on multiple services to a 

smaller number of homes 
• Remember that people buy on looks, so dedicate more time 

and equipment to high-attention areas 
• Dedicate people to routes so they can build connections with 

customers year after year. 
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* Environmentally friendlier 
* Works effectively down to -35° F 
* 30-50% Reduction in salt " 
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landscapers throughout the northeast 
* Available in 50 lbs. and 25 lbs. Bags 
* Stockpile spraying -WE CAN SPRAY YOUR SALT! 
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accordance with the Design for the Environ-
ment program (DfE) for safer chemistry. 
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Let It Snow! 
Snow removal made easy. 
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a relationship for when the 
next year comes around and 
cheaper companies try to get 
the job - but without giving 
as much back. 

"Get involved with the 
board," says Anderson. "You 
should both have the same 
interest. You want to perform 
a service and you want to 
know where their problem 
areas are so you can take care 
of them. If the numbers are 
good, then, you can do that." 

TARGET #3 
Residential accounts 
The problem for residential 
accounts is that they seem 
too small to make a profit, 
according to Paul Vanderzon 
of Aménagements Paysag-

ers Vanderzon of Quebec, 
Canada. "I think the biggest 
mistake most people make is 
they start out and then they 
panic because they're not 
picking up enough clients, 
so they expand their area im-
mediately," he says. 

"They pick up 15 clients in 
one square mile when they 
were hoping for 50, so they 
make it two square miles 
and get maybe 30. So when 
the snow does come, they're 
too spread apart and their 
cycle time ends up being six 
or eight hours where ours is 
four. When the prices are the 
same, that's just unacceptable 
to most people." 

A bigger account in a 
residential market is more 

about penetration into 
a small area and ser-
vices offered to those 
clients. Not just more 
expensive service, but 
more reliable service 
overall. 

"If I've only got 30 in this 
area, let me really focus on 
those 30," Vanderzon says. 
"I just cannot compete with 
50 in the larger service area." 

Client saturation is what 
makes residential accounts 
work, especially when com-
petitors want to focus on 
what they perceive as a slight 
edge by doing the first run 
earlier. But even though their 
first run comes earlier than 
Vanderzon's, he's able to keep 
his clients cleared, which 

Vanderzon 

keeps them coming 
back every season. 

"People sometimes 
look at the residen-
tial market like it's a 
race," he says. "We 
never change the first 

pass because it's planned with 
the city plows. But we're so 
saturated it's very easy for me 
to stay on top of the game." 

Being conscious of where 
the competition is closing in 
can help determine where 
some extra attention is need-
ed during an event. 

Residential accounts can 
be unforgiving for a slightly 
slower time, but making 
sure each account is handled 
properly or even sending a 
truck around one more time 

S n o w & ICE Management 
B I D D I N G P A C K A G E 

Don't Let your PROFITS melt away! 

INCREASE YOUR BIDDING 
C O N F I D E N C E ! 
PACKAGE INCLUDES : 

1 Comprehensive S n o w & Ice Management Manual 
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application rates, l iquid application rates, proposal 
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h i g h p ro f i t serv ice and inc rease your 
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makes the difference. " I f 
I've got just a couple people 
complaining about the time, 
I'm not going to change the 
route just for that," he says. 
"But I've got one area where 
I'm in competition with three 
other companies. 

"There, I might send an ex-
tra tractor, and I'll put a little 
more equipment in that area. 
You're going to have to work 
really hard to make me look 
bad there. I'm going to make 
sure he cannot give them as 
good of service as I'm giving 
them." 

Since saturation is the goal 
for residential clients, taking 
the time to handle each prop-
erty can bring more business 
through neighbors. But even 

a clean driveway isn't going to 
make everyone happy. 

"A lot of this industry is 
how it looks," Vanderzon 
says. "It's a luxury that I'm 
selling. I think sometimes 
we have to be careful not to 
get caught up in thinking we 
have to satisfy everyone. It's 
just not possible and you'll 
lose your margin trying. 

"We try to listen to what 
the client has to say. It's a re-
ally strict volume and it starts 
to get a little dicey when 
you're losing customers. 

Making things work effi-
ciently for the route is one of 
the biggest keys for handling 
a larger volume of residential 
clients. 

Without a quick route, 

saturation is difficult to 
hold onto. Checking a route 
against client comments and 
complaints shows where at-
tention needs to be given in 
the next season, but Vander-
zon also tries to keep the 
same drivers on the same 
routes year after year. 

Not only are drivers more 
familiar with the clients and 
their needs, the clients start 
to think of them as their own 
drivers. 

"The longer the driver has 
been servicing the client, the 
better that connection is," 
Vanderzon says. 

But the best advice Vander-
zon has for expanding resi-
dential service is to do the 
very opposite, for just a little 

while, at least. "The best way 
to go is to take one sector and 
you take care of those people 
and you make that work re-
ally well for your area," he 
says. 

"Then you take that and 
you repeat it every single time 
because that's what's working 
for you. Then repeat that for 
the next city blocks. 

"When you've got 100 ac-
counts to handle, you don't 
have much time to deviate 
from your routes to see where 
you can change and improve. 
When you've got just 50, 
you're able to take the time to 
really pay attention to those 
50." LAL 

The author is edi tor of Green Industry 
Supply Chain Management. 

AVAIANCHE 400 
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Social Snow 
Editor's note: We asked snow 
fighters how they're using social 
media to connect with customers, 
market their businesses and 
communicate with their employees. 
Here's what they had to say. 

Do you use social media? 

36% 0 - 64% 

Yes • No 

The latest research on how snow 
contractors are using social media 

Which services do you use? 
Facebook 89% 
Twitter 23% 
Linkedln 40% 
Google+ 24% 
Blog (Wordpress, Tumblr, etc.) 10% 
Message boards 10% 

f t i - r i ' 
^ ( T 7 x % 
X w • 11 i ' N 

OMPLETE UNITS 
FROM $ 995.00 

Call us for a FREE DVD and Info packI 

TURBO TECHNOLOGIES, INC. 
1500 First Ave., Beaver Falls, PA 15010 

800-822-3437 www.lceControlSprayers.com 
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A 

TecsPak 
Compress ion Spr ings 

Replace this 

m u m m * ' j 

with THIS 

• Greater energy 
absorption 

• 60% less weight than 
steel coil springs 

• Superior endurance 
and resilience 

•Temperature range 
-40°F to +120°F 

• Impervious to salt, 
oil and grease 

• No steel coils to 
break 

Contact Us at: 
Miner Elastomer Products 
1200 East State Street 
Geneva, Illinois 60134 
phone: 630-232-3000 
fax: 630-232-3172 

www.minerelastomer.com 
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How much time do you estimate Do you use social 
you spend interacting using 
social media each day? 

67% 
19% 

• Less than one hour 
• One hour 
• Two hours 
• More than two hours 

Do you have an 
employee whose 
responsibility it is 
to be involved in 
social media for 
your business? 

media for business, for 
recreation or both? 

70% 17% 

Business 
I Recreation 

Both 

59% # 41% 

Why do you use social media for your 
business? (select all that apply) 
Weather updates 52% 

Information about services offered 59% 

Updates on clearing/routes 19% 

Teamwork communication 22% 

Client reviews and responses 39% 

Personal comments 38% 

How do you plan 
to change your 
involvement in 
social media in 
the next year? 

22% 
78% 

Yes No Get more involved • No change 

"The Snowfighters Institute really knows how to take care of you." 

- VI CT 

Learning sessions at the Snowfighters Institute are 
more structured than I am used to, but now I see it as 
the superior way to share information, foster relationship 
building and networking. The Snowfighters Institute is a 
great facility, the food is top notch and I like the way they 
keep us together, even at meals. The format and structure 
they build into each event makes them so worthwhile." 

-Jeff Sneller, Sneller's Landscaping, LLC, Ada, Ml 

iiMIOWiFSdDa^iilSg C B S i ¥ S ¥ l i ¥ i l 
"To Forever Pursue, Research, and Develop Snow Industry Training" 

www.snowfightersinstitute.cominfo@snowfightersinstitute.com (814) 455-1991 
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2012 
SNOW & ICE 
Report Snow products 

Arctic LD Plow Boss Box Plow 
The pitch: The LD 
plows are compat-
ible with several 
types of lighter-duty 
equipment includ-
ing backhoes, skid 
steers, compact loaders, and tractors. 
• The steel moldboard design is made 

up of 32-inch-wide individual sections, 
each featuring spring-loaded trip 
edges. 

• The separate sections move indepen-
dently of one another, allowing the 
plow to contour to the surface and 
scrape snow and ice out of dips and 
recessions, all while moving up and 
over raised objects. 

• Each moldboard section features an 
AR-400 hardened-steel trip cutting 
edge, designed to effectively scrape 
snow and ice down to the pavement. 

For more informat ion: 
www.sectionalplow.com 

The pitch: 
THE BOSS 
Snowplow in-
troduces B-8 
(8' 4") and 
B-10 (10' 4") 
box plows adding to its growing box plow 
product lineup. 
• The new B-8 and B-10 box plows 

feature a universal coupler fitting all 
skid steers for easy attachment; just 
drive into the universal tool carrier and 
connect two hydraulic couplers. 

• Adjustable trip springs let the operator 
adjust trip-edge tension. 

• To keep the blade on the ground at the 
optimal scraping angle while negotiat-
ing rough terrain, these plows feature 
a built-in float and pivot system. 

For more informat ion: 
www.bossplow.com 

SuperMaxx Series 
The pitch: SnowEx 
has introduced its 
highest-capacity line 
of spreaders, the 
SuperMaxx series. 
• Intended for large 

contractors and municipalities, the 
spreaders have many new features for 
better performance and pre-wetting 
integration. 

• The SuperMaxx series includes the 
9300X, 9500X and 9800X, available 
with 3.3-, 4.3- and 6.0-cubic-yard 
capacities, respectively. 

• The spreaders feature a unique cab-
forward design with up to 3 3 percent 
better payload distribution, resulting in 
improved safety and reduced stress on 
the carrying vehicle. 

For more informat ion: 
www.trynexfactory.com 

, Want to buy or sell 
a snow business 

but not sure of the 
best path to plow? 

We can help. 
Email Our Mergers & 
Acquisit ions Expert 

Rick Sippola 
for Confidential 

Consultation 

R i c k @ j o h n a l l i n . c o m 

J o h n A l l i n ^ ^ ^ S S 
S n o w Indus t ry Leader & Consu l tan t 
J o h n @ j o h n a l l i n . c o m 

• XT "" 
www.johnallin.com T 1 Ü A M 
SNOW BUSINESS CONSULTATION & MARKETING 

€ 2 0 1 1 PJA I n c . 
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^ T U R F 
^ BOOKS www.turfbooks.com 

Accountants to the Lawn Care Industry 

Does Your Accountant understand the Lawn Care Industry? 

• A c c o u n t i n g / B o o k k e e p i n g • Tax P r e p a r a t i o n a n d 
S e r v i c e s 

• B a n k a n d C r e d i t C a r d 
R e c o n c i l i a t i o n s 

A u d i t R e p r e s e n t a t i o n 

• O u t s o u r c e d C F O S e r v i c e s 

• A / P a n d A / R M a n a g e m e n t • Fas t , Re l i ab le , A f f o r d a b l e 

Serving Lawn Care Companies Nationwide 
Daniel S. Gordon, CPA 
A s an Owner , Manager, C F O a n d Industry Consul tant , Dan 
has been involved w i th the deve lopment of several service 
c o m p a n i e s f r om incept ion t o $ 1 5 mil l ion in annual sales 
levels a n d beyond . 

What Others are Saying: 
Dan has he lped take m y bus iness t o a n e w level w i th f ocus o n improv ing 
accoun t ing , opera t ions a n d f inancial managemen t . If you are look ing for 
o n e of t he f inest accoun t i ng service prov iders in the industry, Dan is your 
guy! He l istens, is d o w n t o earth, a n d prov ides crucial f eedback t o help 
your bus iness g row! 
Mat t J e s s o n 
President , Green L a w n Fertil izing, Inc 

Want Better Financial Information? Call Turf Books Now 
Ph: 973-300-0288 

www.lawnandlandscape.com/readerservice - #67 

http://www.sectionalplow.com
http://www.bossplow.com
http://www.trynexfactory.com
mailto:Rick@johnallin.com
mailto:John@johnallin.com
http://www.johnallin.com
http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape.com
http://www.turfbooks.com
http://www.lawnandlandscape.com/readerservice


FINANCE SOLUTIONS 

Call 1 .866 .643 .1010 today for your free catalog or shop online at www.ClearSpan.com/ADSM. 
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I t t l 
MADE IN 
U S A t 

Buildings 
available up to 

300'wide. 
Low in cost per 

square foot. 
Natural daytime 

lighting. 
Easy to relocate. 

Expandable. 

TERMS UP TO D YLIMÊ 
RATES AS LOW AS % 

EXPIRES 9 .30 .12 . SUBJECT TO APPROVAL. 

Classifieds 
FOR SALE FOR S A L E 

NEW/USED/REBUILT 
Plows and parts 

Largest diverse plow inventory 
Western, Fisher, Blizzard, Meyer, 

Diamond, Snoway, Snowman, Boss 
1000 plows in stock 

WWW.STORKSAUTO.COM 
610-488-1450 

NEED PLOW PARTS? NEW/USED/REBUILT 
Plows and parts 

Largest diverse plow inventory 
Western, Fisher, Blizzard, Meyer, 

Diamond, Snoway, Snowman, Boss 
1000 plows in stock 

WWW.STORKSAUTO.COM 
610-488-1450 

www.plowpartsdirect.com 
The n a m e says it all. 

Western, Snoway, Meyer 

NEW/USED/REBUILT 
Plows and parts 

Largest diverse plow inventory 
Western, Fisher, Blizzard, Meyer, 

Diamond, Snoway, Snowman, Boss 
1000 plows in stock 

WWW.STORKSAUTO.COM 
610-488-1450 

NEW/USED/REBUILT 
Plows and parts 

Largest diverse plow inventory 
Western, Fisher, Blizzard, Meyer, 

Diamond, Snoway, Snowman, Boss 
1000 plows in stock 

WWW.STORKSAUTO.COM 
610-488-1450 H E L P WANTED . 

Snow and Ice 
Management Company 

We are looking for Subcontractors in 
OH, PA, WV, MD., NJ, VA, NC, NY 

To provide S N O W removal , 
landscaping, parking lot 

sweeping & service 
please g o to our websi te 

www.snowandicemgmt.com 
and fill out our fo rm 

"Join our Team" 

GOT PLOW 
PARTS? 

WWW.GOTPLOWPARTS.COM 

Snow and Ice 
Management Company 

We are looking for Subcontractors in 
OH, PA, WV, MD., NJ, VA, NC, NY 

To provide S N O W removal , 
landscaping, parking lot 

sweeping & service 
please g o to our websi te 

www.snowandicemgmt.com 
and fill out our fo rm 

"Join our Team" 
Place a Classified today! 

Please contact Bonnie Velikonya at 

Snow and Ice 
Management Company 

We are looking for Subcontractors in 
OH, PA, WV, MD., NJ, VA, NC, NY 

To provide S N O W removal , 
landscaping, parking lot 

sweeping & service 
please g o to our websi te 

www.snowandicemgmt.com 
and fill out our fo rm 

"Join our Team" 

800/456-0707 x5322 or bvelikonya@gie.net 
w w w . l a w n a n d l a n d s c a p e . c o m 

SNOW INFORMATION 

L e a r n SMART PLOWING 
www. Snowplowtutor. c o m 

Let us help 
you get the 
word out. 

The Lawn & Landscape 
Media Group's Repr int Service. 

E-mail: reprints@gie.net or call 
8 0 0 - 4 5 6 - 0 7 0 7 to learn more. 

Lawncblandscape 
www.lawnandlandscape.com AUGUST 2012 8 3 
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IRRIGATION ADD-ON 

CATCH& 
RELEASE 
Terrible droughts and water bans make 
rainwater catchment systems a no-
brainer in many areas of the country. 

By Chuck Bowen 

As restrictions continue to limit customers' ability to 
water their landscapes, and a record setting drought has 
hit the U.S., rainwater catchment systems are growing 

in popularity. 
This summer, Julie Evans, vice president of The Fockele 

Garden Co. in Gainesville, Ga., and facilities manager David 
Williams, earned their accreditation from the American Rain-
water Catchment Systems Association. Here, she offers her 
advice on getting into this sector. "The design involves so much 
more than just putting a tank in the ground and putting a pipe 
in it. If you were only an installer, you'd want a horticulture 

A plant-based solution 
Use smart plantings to capture and store 
rainwater in wet areas. 

W hatever you call them 
- bioretention areas, 
detention/retention 

basins, rain gardens or swales 
- storm water structures all do 
the same thing: capture and 
clean water. 

And where the traditional 
approach to storm water was to 
get it off site as fast as possible, 
contemporary designs aim to 
hold onto water - for as long as 
48 hours - to avoid overwhelm-
ing natural and manmade 
infrastructure. 

"How do we clean the water, 
how do we touch the water be-
fore it gets into a pipe or natural 
stream?" says Eric Sauer, ASLA 
and principal at CYP Studios, 
Centerville, Ohio. "How do we 
get it to slow down or hold it 
on site?" And these structures 
do more than just hold runoff. 
They also improve water quality, 
improve drainage for a property, 
offer a place to store snow in 
the winter and attract beneficial 
wildlife. 

DESIGN. Sauer stressed that 
a rain garden filled with native 
plantings does not have to look 
like a wild, unkempt prairie. In 
fact, the best designs are the 
ones that don't look like a rain 
garden at all. 

"That's a perfectly accept-
able style, but a lot of people 
don't like that look," Sauer says. 

His other main point to at-
tendees was that a rain garden 
isn't designed much differ-
ently than any other landscape 
installation. The same factors 
- drainage, soil pH, solar 
exposure, planned use - all are 
still relevant. "You can't go dig 
a hole, plant some plants and 
except things to be successful," 
he says. "Trial and error is not a 
good way to do this. You have to 
give it some thought." 

Here are a few questions 
to ask when designing a rain 
garden: 

What's the drainage area the 
system needs to handle? Is it a 

downspout, or a parking lot or 
entire subdivision? 

How much water are you 
going to get? Try to design your 
system to handle the largest 
storm your area gets in an 
average year - anything larger 
becomes cost prohibitive. 

What's the soil like? Are you 
using native soils, or imported? 
What the garden sits in will 
determine your plant palate. 

Where is the system in-
stalled? "Most of our failures 
that we see are when these are 
brand new. 

The root systems haven't 
taken hold and you get a big 
storm," Sauer says. 

"You're dealing with water 
that the system can handle 
after a year, but how do we 
handle that until the system is 
established?" 

Use core mats, erosion 
control blankets or temporary 
silt fences. 

What's the salt exposure? If 
you're building near roadsides, 
or parking lots, you'll need to 
take this into consideration. The 
right plants can tolerate high 
exposure to salt. 

MAINTENANCE. Just as the 
design of rain gardens follows 
traditional principles, so too 
does their maintenance. 

You have to cut back growth 
in the spring, remove debris 
and mulch. 

Areas to watch include the 
plants' absorption of chemicals 
used on the property. 

Plants used in these systems 
are designed to suck up a lot 
of water, and they'll take up 
anything else, too. 

Also, the systems need a bit 
more attention after their initial 
installation. 

Topsoil erosion and plant es-
tablishment are very important 
to make sure the system takes 
root successfully. 

"Erosion control is criti-
cally important on all of these," 
Sauer says. 

HOW SYSTEMS WORK 
Rainwater harvesting or catchment systems funnel water from any 
horizontal surface into a basin or cistern. On a standard residential 
project, the most common installation reroutes the home's downspouts 
into a central tank. Large-scale commercial projects will draw 
rainfall from rooftops, parking lots, sidewalks and permeable paver 
installations. 

Before the rainwater enters the main cistern, it should be run 
through at least one filter "to get out the big stuff," Evans says. Water 
drawn from rooftops and parking lots, especially, can bring along 
leaves, seeds and garbage that could clog the system. 

The system's cistern should also have an overflow that's equal to the 
system's inflow. "That's very important, otherwise you get water in the 
house," Evans says. "Next thing you know, you're swimming." 

Editor's note: 
Check with your 
local water 
authority first 
to determine if 
it's legal in your 
area to harvest 
rainwater. Some 
regions, especially 
in the west, prohibit 
diverting rainwater 
for private use. Water rolls down the roof, into the 

downspouts and falls in a central tank. 
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04® PLUS 
•PEN5 
NEW 
•••R5 
The M5MA Alternative 

Controls Brassy Weeds 
& Yellow Nutsedge 

^ / ^ B r o a d l e a f Weeds 
with Fast Visual Response 
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Swamp White 
Oak 

Bald Cypress 

Eric Sauer, principal at CYP Studios, 
Centervllle, Ohio, gave the following 
list of trees, shrubs and perennials 
that perform well In rain gardens. 

Trees 
Swamp White Oak - Very tolerant. A 

street tree that is rough at first like 
ginkgos, but becomes very attractive. 
It's tolerant of moist and dry conditions, does have acorns. 

Bald Cypress - Not for pocket rain gardens, but an overall large scale 
development-wide system, this tree is a beautiful tree, can grow standing 
in water and turns red in the fall 

River Birch - They don't like to dry out; will drop leaves in the summer. 
Sycamore - Does fruit, but the bark texture as it ages is very attrac-

tive. Works as an urban tree, and is 
underused. 

Black Gum - Slow growing, hard to 
transplant and hard to get big speci-
mens. Good especially in parking lots, 
great red color in the fall. 

Magnolia 

Small trees and large shrubs 
Sweetbay Magnolia - Flowers off and 

on in summer 
Pagoda Dogwood - Remeber, not 

everything has to be native; it can be adaptive. 
Serviceberry Delicious fruit 
Witch Hazel - Almost blooming right now, great shrub Witch hazel 

Shrubs 
Winterberry and Chokeberry Red fruit in the fall, tolerant of wet feet 
Virginia Sweetspire itea - Not happy dry; likes moisture to perform 
Arrowwood Viburnum - Blue muffin doesn't mature so large (5-6 feet); 

white flower in summer, blue fruit in fall, full shade to full sun, and it toler-
ates from wet to dry. 

Perennials, grasses 
Rush (Juncus spp.) - Good seed heads, 12-36 inches in height and semi-

emergent on the side of a pond. 
Switchgrass (Panicumspp.) - Makes a monoculture stand in grass prai-

ries. It's 3 feet tall, and softer with a blonde color in the fall and likes wet 
feet. It is aggressive, so be careful. 

Bulrush (Scirpus spp.) - grows 12-18 inches to 6-7 feet tall, woody stems 
in some cases, becoming more common in perennial nurseries 

Sedge (Carexspp.) - Thrive in full shade; interesting color in a woodland 
environment 

Perennials, flowers 
Iris (Siberian and Rags) - Like an ornamental grass with 

a bloom in summertime; flag leaves can go 36 inches 
and be aggressive in wet environment 

Daylily - How can you go wrong? 
Liatris - Drier growing, but a magnificent plant that 

attracts wildlife. 
Milkweed (asclepias) - Great butterfly attractor 
Cardinal flower (lobelia) - Love wet feet, bright red color 
Ferns (royal and cinnamon) - They can do rain gardens in the woods and 

work with the shade that you've got. 

Lobelia 

Plants not to use 
Invasive species - Check with your state's Department of Natural Re-

sources for its noxious weed list. Also avoid plants with aggressive root 
systems (like willows). 

Dry loving plants (Taxusspp., sedum) 
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The Fockele J Garden Company 
Julie Evans, vice president f / f f l 
Location Gainesville, 
Ga. EMPLOYEES 42 
2 0 1 1 REVENUE $3.4 wL 
million CUSTOMERS Evans 
50% residential; 
50% commercial SERVICES design/ 
build, maintenance, irrigation design and 
installation, lighting, rainwater collection 

IRRIGATION ADD-ON 

person to talk to about what's happening 
in the garden," Evans says. 

She stresses the importance of under-
standing the nuance and cross-discipline 
that these systems demand. 

"Typical irrigation systems that are 
installed are not really tuned into ex-

actly what a plant needs. They're more 
broad-stroke," she says. Evans says that 
Fockele, with a strong background in 
plant knowledge, brings all three disci-
plines together - water management, 
plant health and construction expertise. 

"If you have a landscape where you 

SO SMOOTH, 
YOU'LL FORGET 

IT'S AN AERATOR. ~ 

mm 
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THE NEW 
STEERABLE 

AND 
REVERSIBLE 
TURNAER 

XT5 

AERATION HAS 
NEVER BEEN 
THIS EASY, 

COMFORTABLE 
OR PROFITABLE. 

>More lawns per day 

> Easier on the operator 

> Smoother, quieter operation 

>Easier to service 

> Better hi l l -holding abil i ty 

> All for a great price 

Call today to see what 
the XT5 can do for you. 

800-679-8201 

• • • n n M H 
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have a lot of stormwater runoff or a wet 
area that holds water, those are all parts 
of water in a landscape. Rainwater har-
vesting is one part of a system," she says. 

DESIGNING THE SYSTEM. You can't just 
install a tank with a pump and run water 
into it. Instead, Evans says to consid-
ers what the customer wants from the 
system. 

How many and what kind of plantings 
do they have? How much water do they 
need? How much does it rain, and how 
often? Where will you draw the rainwa-
ter from? "You start at the end and go 
backward," she says. 

Most rainwater systems only hold 
enough water to reliably run dripline 
or small spray zones, so the rain tanks 
will probably run empty in the summer 
before they refill. "If you put rotors on an 
irrigation system, you'd run a tank dry." 

Evans says clients - and contractors -
need to understand that these systems do 
save water, but they don't pay for them-
selves. A typical commercial installation 
could run as high as $60 ,000 ; a smaller 
single-family home system would run 
about $2 ,500 she says. 

SELLING THE SYSTEM. A main selling 
point for Fockele is the ability of these 
systems, which make up about 10 
percent of the company's design/build 
revenue, as an integrated part of a 
larger construction project, to protect 
landscape investments even during 
water bans. "The city or county can be 
under outdoor water bans, so what are 
you supposed to do? How do you protect 
your investment?" Evans says. "The last 
big drought pushed people. Everybody 
knows water restrictions are a reality 
and they want to be able to keep their 
plants alive." L&L 
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AERATORS/DETHATCHERS ROUND-UP 

Exmark30 Stand-On 
Aerator 
The pitch: T h e 
Exmark Stand-On 
Aerator is durable, 
productive and 
reliable. 
• The split-tines 

allow for easier 
turning, even in reverse and can be 
replaced easily allowing for little down-
time and are self-cleaning. 

• The Kawasaki 481CC engine lets this 
machine travel at speeds up to 7.5 
miles an hour allowing aeration of up 
to 2.3 acres per hour. 

• Hydraulic-actuated split tine system 
has adjustable down force of up to 
1,200 lbs. and the self-cleaning tines 
have an adjustable core depth from 
2-5 in. 

For more informat ion: 
www.exmark.com 

Grasshopper AERA-vator 
The pitch: 
Aerate and 
loosen 
compacted 
soil in less 
time with less 
labor with a 
Grasshopper AERA-vator coreless lawn 
aerator. 
• The PTO-driven AERA-vator works 

without slicing or cutting, improving 
turf development and water absorp-
tion with little surface disruption. 

• The vibrating tines deep-fracture 
soil instead of plugging cores, which 
means turf areas are immediately 
available for use. 

• The AERA-vator attaches in place of 
the out-front mower deck for zero-turn 
maneuverability. 

For more informat ion: 
www.grasshoppermower.com/aerate 

SourceOne DT220 
Detatchr 
The pitch: 
SourceOne's 
DT220 Dethatchr 
is a low-
maintenance and 
durable detatcher. 
• The flail blade 

assembly has 
11 blade height 
settings to remove thatch without 
disturbing root structure in virtually 
any turf. 

• No tools are needed to make height 
adjustments. 

• Can be turned into a combination 
one-pass seeder with the addition 
of SourceOne's DT020 Seeder Kit 
or convert to a slicer with the DT010 
Slicer Kit. 

For more informat ion: 
www.sourceoneope.com 

POWER PRODUCTS www.dolmarpowerproducts.com 
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AERATORS/DETHATCHERS ROUND-UP 

Toro Dual Hydro 
Stand-On Aerator 
The pitch: The Toro 
30-in Dual Hydro 
Stand-On Aerator 
boasts a Kawasaki 
FS481 V-Twin engine 
with integrated 
hydraulics that follow 
the contours of the 
ground to pull plugs over hills. 
• Applies up to 1 ,200 lbs. of down 

pressure on the tines to pull up to 5-in 
cores, and operators can finely tune 
the system to pull any length of plug. 

• Electronic controls allow the operator 
to raise and lower the tines instantly 
for quick zero-turn maneuvers without 
taking their hands off the controls. 

• With a travel speed of 7.5 mph and an 
aerating width of 28-in, this model can 
aerate 2 . 1 acres per hour. 

For more informat ion: www.toro.com 

TurfcoTumAerXT5 
Aerator 
The pitch: Now 
with increased 
speed and a new 
weight system, 
the TurnAer XT5 
is more efficient 
and performs better on hills. 
• With a new gear ratio system, the aera-

tion speed is increased by 14 percent. 
• The new weight system allows opera-

tors to adjust the weight in the back 
of the aerator, improving hill perfor-
mance and control on hills. 

• Operators can steer and reverse with 
tines in the ground eliminating need to 
stop, lift and turn with each pass. 

For more informat ion: 
www.turfcodirect.com 

Turf Ex Thatch, Groom 'N' 
Sweep Package 
The pitch: TurfEx's 
Thatch, Groom 4N' 
Sweep Package, an 
attachment system 
designed specially 
for zero-turn mow-
ers, can be con-
verted from a sweeper to a dethatcher. 
• Available in both 48- and 60-in. widths, 

the Thatch, Groom 'N' Sweep Package 
uses a universal mount that easily fits 
the form of most major manufacturers' 
zero-turn mowers. 

• The attachment includes two rows of 
brush sections, which can be replaced 
with spring-mounted tines to turn the 
sweeper into a dethatcher in minutes. 

• Contains special tines for keeping turf 
damage to a minimum. 

For more informat ion: 
www.trynexfactory.com 

Improving Water Quality from Above and Below. 

OFFERING BOTH FUNCTION AND BEAUTY these surface spray aerators are 
engineered to provide results, and are supported by a 5-year warranty and 
Pattern Guarantee. Widely used throughout the world, Otterbine's Aerating 
Fountains improve and maintain water quality in ponds and lakes by controlling 
algae and eliminating odors while providing attractive fountain-like displays. 

To learn more call us at 1-800-237-8837 or visit us online at www.otterbine.com/aerating_fountains 

Aerating Fountains 
by Otterbine® 
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TRACTORS ROUND-UP 

BOBCAT CT225 
The pitch: 
Designed 
for grounds 
managers 
and land-
scapes, the 
Bobcat CT225 
compact tractor is great for labor-saving 
productivity and all-around versatility. 
• Features a standard suspension seat, 

easy-to-reach controls, tilt steering, a 
cup holder and open foot space. 

• A hydrostatic drive system makes 
changing directions easier. 

• Add optional turf tires for minimal 
ground disturbance on sensitive sur-
faces. 

For more informat ion: 
www.bobcat.com 

Cub Cadet Series 1000 
with EPS 
The pitch: 
The Cub 
Cadet Series 
1 0 0 0 Lawn 
Tractor is an 
innovative 
and easy-to-
handle lawn tractor. 
• Ultra-tight turning radius and elec-

tronic power steering allows users to 
make tight turns quickly and easily. 

• Professional-grade engines 
• The unique domed deck design and 

discharge chute work together to 
improve the cut. 

For more informat ion: 
www.CubCadet.com 

Husqvarna Fast Tractor 
The pitch: 
Husqvarna 
has 
launched the 
Fast Trac-
tor, which 
can reach 
speeds of 7-8 miles per hour. 
• The Fast Tractor comes standard with 

a 24-hp Kohler engine, 20-inch rear 
tires, F7 hydrostatic transmission, 48-
inch reinforced cutting deck. 

• Has comfort features such as a 
high-back seat with armrests, push/ 
pull button blade engagement and an 
ergonomically-designed user interface. 

• A safety switch under the seat auto-
matically stops the engine and cutting 
deck when the driver leaves the seat. 

For more informat ion: 
www.husqvarnafasttractor.com 

| f c = 3 f a f o l c 4 B p = i | YOUR COMPLETE 
I E g ™ B t l £ B 5 OUTDOOR & LANDSCAPE 
S H f l n E f M f l ^ P LIGHTING RESOURCE 

Concept I Design | Support. K 
, - - . i 

Unmatched Lighting Fixture Variety 

ui ipluwB mm 
^ * LANDSCAPE LIGHTING 

* ' Advantage Lightsource'-' Hevi Lite Inc »^Qtran 
* • v Alliance Outdoor Lighting Hinkley Ught inyV» Stone Manor lighting f m % w * 

cMember of 1 

Advantage Ughtsource*'^ Hevi Lite Inc 
Alliance Outdoor Lighting Hinkley Lighting 
American Lighting HK Lighting 
Arroyo Crattsman dfe Hunza 

m 

B-K Lighting 
Escort Lighting 
Focus Industries 
Hadco 
Hanover Lantern 

Integral Lighting 
Kichler 
Kim Lighting 
Lumiere 
Nightscaplng 

* «tiQtran 
•r-» Stone Manor Lighting 

Sollos 
TEKA 
The Lighting Division 
Troy Landscape Lighting 
Unique Lighting Systems 
Universal Lighting Systems 
Vision3 
Vista 

Arroyo Craftsman 
Genie House 
Hanover Lantern 

OUTDOOR LIGHTING I 
Hinkley Lighting Maxim Lighting Hinkley Lighting 
Kichler Lighting 

Mi Maxim Lighting 
Minka Lavery 

p lease ca l l for a c o m p l e t e list 
1-800-758-6359 

Visit o u r w e b s i t e a t : 
www.cascadelighting.com 

email: info@cascadelighting.com 
3395 Miller Park Drive. Suite 1. Akron. OH 44312 

KICHLER 

B-K LIGHTING 
- KIM LIGHTING SVISTA 

PROFESSIONAL 
OUTDOOR 

7/ | \ \ LIGHTING 

£ im 

I«? 
ISmE 
WË. 

Use your smart phone I our 
QK Code to leom more! 
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TRACTORS ROUND-UP 

KIOTIRX6010C 
Utility Tractor 

Yanmar Lx HST Tractor 

The pitch: The 
KIOTI RX6010C 
utility tractor 
has a 59-hp 
Daedong diesel 
engine. 
• The telescop-

ing category II three-point hitch of the 
RX6010C provides 3 , 7 1 0 lbs. of lifting 
power. 

• Controlled from the operator's station, 
the hitch is available to operate a wide 
range of KIOTI and other implements 
and attachments. 

• The front-end and hood design has a 
new one-touch hood control release. 

For more informat ion: www.kioti.com 

ggifS 
The pitch: 
Yanmar 
America's Lx 
HST series 
compact 
tractor fea-
tures a hydrostatic (HST) 
transmission. 
• The new HST transmission gives users 

a car-like feel. 
• Comes equipped with 41,- 45- and 

49-hp Yanmar diesel engines. 
• The Lx HST tractors are powered by 

specially-designed, direct-injection or 
turbo diesel engines. 

For more informat ion: 
www.yanmar.com 

Steiner 440 4x4 Tractor 
The pitch: The new 
Steiner 4 4 0 Tractor 
utilizes 4-wheel 
drive and all-wheel, 
and articulating 
power steering 
with an oscillating 
frame to maintain 
compact agility. 
• Features non-permeable all-steel fuel 

tank and oversized filler neck with teth-
ered fuel cap and 200-watt halogen 
quartz front headlights. 

• Three wheel offerings (bar, turf and 
field trax tread) with five-bolt, 10-inch 
rims. 

• Large 12-volt 5 2 5 CCA Battery (630 
CCA on diesel engine model). 

For more informat ion: 
www.steinerturf.com 

íQSEGQSÜE^OZia 

Stop Track Derailments On 
Compact Track Loaders CTL'S 

• CAT 279C/289C/297C/299C CTL Loaders 
• Turn On« & Two Flange Idlers 

Into Three Flange Idlers 
• Capture The Track s Cleats At All Four Sides 
• Spread the Machine's Weight Torque Forces 

Out and Over The Drive Cleats 

F 

ULM B. Et 

B¡ :> H 

Replacement Axle Housings 
Greasable/Rebuildable 

Dual Bearing Set Up 
Sold With or Without Wheels 

J m * * . Stop Wheel Failures! 
m f -CAT247/257A&B.ASV/ 

j TEREX 30/50/60 Models 

' IstOEM 

Forget Hubbed Wheels - Upgrade To Boh-On Alloy Wheels 
• 100% Larger Axle than OEM & 43% Larger Bearings 

• Grease Packed / Preload Adjustable 
• No Inner Sleeves. Bushings. Spacers. Seals or O-Rings! 

Track Installation Kit 
Install Rubber Tracks Fast & Easy 

with Hydraulic Tools 

Fits Most All CAT/ASV/Terex 
Compact Loaders 

BAIR PRODUCTS, INC. 
2785 West 247th St. 
Louisburg, KS 66053 

TOLL FREE 855-575-LUGS (5847) 

www.ba i rp roduc ts . com 
email: info@bairproducts.com 
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NEW PRODUCTS / / /For m o r e p roduc ts , v is i t w w w . l a w n a n d l a n d s c a p e . c o m / p r o d u c t s 

Delta Systems Digital 
Fuel Gauge 
The pitch: Delta's 
new fuel gauge is 
a useful solution 
for outdoor power 
equipment and off-
road vehicles. 
• Fully-sealed 

gauge and sen-
sor is protected from harsh environ-
ments and complies with EPA's new 
admission standards. 

• Bar graph improves the look of the 
dashboard. 

• Can be designed for single or dual 
tanks and is compatible with both 
diesel and gas engines. 

For more information: 
www.deltasystemsinc.com 

Flexhaust Mulch 
Blowing Hose 
The pitch: Flex-
Tube PU Outdoor 
Transfer Hose is a 
flexible polyurethane 
hose that provides a 
lightweight alterna-
tive to conventional, 
heavier hoses. 
• A coextruded all 

plastic hose that features urethane 
construction. 

• Includes a drag-resistant spiral ABS 
helix wear strip. 

• Available in standard 4, 5, and 6-inch 
I.D. sizes and 50, 75 and 100-foot 
lengths. 

For more information: 
www.flexaust.com 

Syngenta Caravan G 
The pitch: Caravan G 
controls a wide range 
of insect and disease 
pests including white 
grubs, chinch bugs, 
ants, brown patch, 
leaf spot and red 
thread. 
• This ready-to-use 

product comes in a 30-1 bs. bag with 
an easy-to-close zipper seal. 

• While timing and geographies will 
vary, one application of Caravan G 
made between May 15 through July 
15 can yield season-long grub control 
and up to one month preventive 
brown patch control. 

• Approximately, 2.0-2.8 lbs of Caravan 
G are needed per 1,000 square feet. 

For more information: 
www.greencastonline.com 

p e r m a i ^ ^ l 
D r e a m B i g . E x p e c t M o r e * 
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SSPONSORED BY 

Grounds ¡ 
L A N D S C A P E M A N A G E M E N T John 

Moehn 
Scott's Lawn Service 
Interviewed By Brian Horn 

Having worked in the cor-
porate wing at Scott's 

Lawn Service, John Moehn, 
president of J M Systems, 
learned a lot about what 
made franchisees successful. 

Now, as an owner of nine 
Scotts in Indiana, Michi-
gan, Tennessee and South 
Carolina, he is able to apply 
those lessons learned to his 
franchises. 

Lawn & Landscape spoke 
with Moehn about what he 
learned working in the cor-
porate world, as well as what 
it's like transition from be-
ing part of the day-by-day 
operations to handling more 
big picture strategies. 

What did the franchisees who 
failed do wrong? A lot of them 
weren't involved day to day 
and didn't hire the right 
people to run the franchise. 
They got into the franchise 
system and they applied their 
principles that they knew and 

they learned to a model that 
was different than what they 
were possibly doing before. 

They were always trying to 
do things their own way and 
put their own spin on it ver-
sus listening and buying into 
a system that you a paying 
for - hopefully a brand that 
is successful and is proven 
already. 

What is the main challenge in get-
ting a franchise off the ground? 
Hiring successful people and 
training them to consistently 
give the message that you 
want to give, and produce 
the quality work you want 
done. If you want to be large, 
you can't do this alone and 
you'll have to have employees 
out their representing your 
company. If you go into it 
undercapitalized, you are go-
ing to have a lot of issues and 
you can't spend the money to 

let people know you're there. 
There are a lot of strong suc-
cessful brands out there in 
markets that people don't 
even know that you're there 
because you don't spend the 
money. 

What is a best practice to hiring? 
Don't get in a hurry and hire 
someone for the wrong rea-
sons. Understand that hiring 
somebody and training them 
to do the right things is going 
to take several weeks if not 
months to get them to do 
what you want them to do. If 
you make the wrong decision 
you are starting over again, so 
don't get in a hurry and train 
these people. And make sure 
you do train them when you 
hire them. 

What was it like when you opened 
your first franchise? You don't 
have the luxury of having 
different managerial levels 
when you start things up. You 
are everything. There were a 
lot of 14-hour days that went 
into that business. 

You walk into a business 
and turn on the phones and 
hope they start ringing. When 
you invest a lot of money into 
something, you've got this 
nervous thing in your belly 

that you've got to make it 
work and you're going to put 
your heart into it. 

What was the transition like from 
working on day-to-day operations 
to bigger picture strategies? The 
biggest challenge to me was 
delegating the things that you 
like to do that you shouldn't 
be doing. There are certain 
things that everybody inher-
ently feels they are particu-
larly good at and like to do but 
they are not key to making 
your business successful. 

You have to give those up 
things up and let people make 
decisions. Sometimes, they 
are going to make the deci-
sion that you wouldn't have 
made, but you have to know 
some of those things aren't 
going to make or break the 
business. 

They've got to make it their 
own too in some ways. You 
have to realize that there are 
people out there that do just a 
fine job and they might not do 
it exactly the way you did, but 
there is nothing wrong with 
the way they do it. L&L 

For t h e f u l l s t o r y , v i s i t www. 
Iawnandlandscape.com 
a n d s e a r c h " M o e h n . " i 

Grounds iuys 
L A N D S C A P E M A N A G E M E N T 

1.800.638.9851 
GroundsGuysFranchise.com 

The GroundsGuys® 
is Now Franchising 
Join the New 
Landscape Leader 
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C LASS IFIE DS Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 x5322 or bvelikonya@gie.net 

BUSINESS OPPORTUNITIES 
S E L L I N G Y O U R B U S I N E S S ? 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Professional Business Consultants 
A f t ^ n e s 

S Fl % 
Merger & Acquisition Specialists 

Professional Business Consultants can obtain purchase 
offers from qualified buyers without disclosing your 

identity. Consultants' fees are paid by the buyer. 
CALL: 

708-744-6715 
FAX: 508-252-4447 
p b c m e l l o 1 ( " a o l . c o m 

BUSINESS WANTED 

WANTED TO PURCHASE 
Chemical lawn & tree care companies, 

any area, any size business reply in strict 
confidence. Contact Green Venture Group: 

greenventuregroupl @gmail.com 

John Allin Consulting PJA, Inc. 

We represent a company seeking to 
expand operations in all of PA, MD, 
WV, OH & NJ through acquisition of 
companies with snow profit centers. 

For more information contact: 
John@johnallin.com 
Rick@johnallin.com 

814-452-3919 

BUSINESS FOR SALE 

FLORIDA EAST COAST 
Lawn Maint, and Landscape 

Business For Sale 
S487K in revenue $136K cash flow 

Residential and Commercial 3 crews. 
Call John Brogan Broker Owner 

Acquisition Experts, LLC 772-220-4455 
Or e-mail 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 AI @ 806-681-3070 

BUSINESS FOR SALE 

Lawn Care/Snow Removal 
Business For Sale 

Business established in 2000 by current 
owner considering retirement. Located NW 
of Milwaukee, Wi. with positive reputation 
in community with excellent client base 
{commercial, government , residential} 
and growth potential . $250,000 gross 
yearly income. Equipment and contracts 
- $350,000. Building and 7 acres optional -
$400,000. Owner financing. 

Contact Dave 920-210-0320 

Highly Visible 18.4 acre 
Denver, Colorado 

Property FOR SALE 
Zoning in place for a full service landscape 
center: grow, store, wholesa le / retail 
garden center. Located on 1-70 in Aurora, 
in the center of a major development area, 
with 68,000 additional homes planned. 
Excellent access and interstate visibility 
— approximately 70,000 vpd. Property 
includes 14,500 sf climate controlled and 
irrigated greenhouse space, 2,800 sf steel 
building, office, 2 wells, and much more. 
Six figure existing lease income. Successful 
36 year landscape business is also for sale. 
Flexible owner carry terms. 

$2,300,000 
Call Carol Sandstead, RE/MAX 100 

303-949-5950 or 303-232-4444 

SNOW AND ICE MANAGEMENT 
COMPANY FOR SALE IN ONTARIO 
Specializing in Commercial and Municipal 

customers. Company is 20+ years old. 
Excellent reputation in marketplace. 
Consistently profitable. Multi-year 

contracts. Excellent safety record, good 
documentation. Owner retiring, but will 
stay on to aid in transition. Equipment, 
customers, assets, highly trained staff. 

Building optional. The Company maintains 
good documentation and a strong health 

and safety program. 
This Company is a leading edge snow 

contractor effectively using technology 
when their competition does not. 
If you are interested in potentially 

purchasing this business, please contact us. 
Richard Sippola, Investment Banker 
PJA, Inc. dba John Allin Consulting 

Tel: (440) 520-5864 
RICK@JOHNALLIN.COM 

www.lawnandlandscape.com 

MERGERS & ACQUISITIONS 
ATTENTION OWNERS 

Thinking of buying or selling your 
Commercial Real Estate and/or Business? 

Specia l ize in: 
• M e r g e r s & A c q u i s i t i o n s 

• V a c a n t Land 
• Nu rse r i es /Ga rden Centers 

Call 
Eddy A. D i n g m a n 

COLDWELL BANKER 
COMMERCIAL NRT LLC 

(847)313-4633 
ema i l : e d i n g m a n @ c b c w o r l d w i d e . c o m 

WE HANDLE TRANSACTIONS 
NATIONWIDE 

BOOKS 

Need to calculate the value for a 
Green Industry Company? 
From the Green Industry's Leading 

Management Consultant! 
Obtain a written evaluation for your business 

or a business that you're thinking about buying. 
Cost to you $3,500.00 

Email Jim Huston for details at: 
jhuston@jrhuston.biz 
Or call: 1-800-451-5588 

In this "Down" Economy 
You need to know your costs 

more than ever! 
Jim Huston's book can help 

How to Price Landscape & Irrigation Projects 
Proven with thousands of pro contractors 

Used by over 60 colleges 
Learn more at www.jrhuston.biz 

Email Jim with questions at: jhuston@jrhuston.biz 
Or call to order: 1-800-451-5588 

ESTIMATING 
Simplify Your Entire Bidding Process 

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

Fully Integrates Estimating, Job Costing & More 
Links with QuickBooks 

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

FOR SALE 

NEED PLOW PARTS? 
www.plowpartsdirect.com 

The n a m e says it all. 
Western, Snoway, Meyer 
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CLASSIFIEDS 
FOR SALE FOR SALE FOR SALE 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, shrubs, 

plants & more. 1/8" scale, 
S t a m p s izes f r om 1/4* to 1 3 /4 

P R I C E $128 C A L L N O W T O O R D E R 
Price subject to change without notice 

AMERICAN STAMP CO. 
CALL NOW 877-687-7102 TOLL FREE 

or 916 - 687-7102 Local Calls 
WWW.americanstampcO.com M-F 8-4:30 Pacific Time or leave a message 

CALL TO ORDER or for YOUR FREE BROCHURE 

REDUCE PESTICIDE USE 
BY 50% OR MORE 

EC0-505 
INJECTION SYSTEM 
Spot-spray pesticide while c 

Toll free - 800706.9530 
C D F P t n M n A D K P h o n e " 5 8 5 - 5 3 8 - 9 5 7 0 

GREGSON-CLARK Fax 585.538.9577 
Sales@GregsonClark.com 

Aw.o<i )« iuQ»k i i>c GregsonClark.com 

^ Top dresser 

Self-Propelled Ecolawn 

FRESH BALED PINE STRAW 
F r o m N o r t h F l o r i d a 
@ W h o l e s a l e Pr ices 

S e m i L o a d s D e l i v e r e d 
U N I T E D PINE STRAW INC. 

8 5 0 - 5 2 8 - 0 0 8 6 
b r i a n . a . r e e s e @ e m b a r q m a i l . c o m 

Discount 
Small Engines & Parts 

Small engines & parts 
from Briggs & Stratton, Kohler, 

Tecumseh, Robin and more. 
www.smallenginesuppliers.com 

Also, look up your own parts 
and buy online at 

www.smallenginepartssuppliers.com 

2009 Snow Dragon 
Snow Melter 

380 hours • Melting Pan 
Hydraulic Leveling System 

External Pentair Water Filtration 
System • Many More Options 

$220,000 
Contact Joe Karls at 608-219-9162 

or Joe@MeltYourSnow.com 

GOT PLOW 
PARTS? 

WWW.GOTPLOWPARTS.COM 

LAWN MAINTENANCE AND 
LANDSCAPING FORMS 

O r d e r o n l i n e a n d save. Invo ices, Proposals , W o r k 
Orders , D o o r Hangers , P r o m o t i o n a l P r o d u c t s a n d 
m o r e . ShortysPrinting.com. 1-800-746-7897. 

WORKERS AVAILABLE 

AreYoulnNeed of 
Quality Seasonal Workers? 

If you are tired of the high turnover rate 
with your employees, then it's time to 

consider the best possible solution 
that will save you thousands of dollars. 
If you need workers at no cost to you 

CONTACT US NOW! 
Landscaping Workers Association 

phone: 626-720-4186 
email: info@LWAssociation.com 

website: www.LWAssociation.com 

HELP WANTED 

GreenSearch 
Since 1995, GreenSearch is r e c o g n i z e d as t h e 

p r e m i e r p r o v i d e r o f p ro fess iona l a n d c o n f i d e n t i a l 
e m p l o y m e n t search exc lus ive ly fo r ex te r io r a n d 

in te r io r landscape, i r r i ga t i on , a n d t h e overa l l 
g r e e n i n d u s t r y t h r o u g h o u t N o r t h Amer i ca . 

Check us o u t o n t h e W e b at 
www.greensearch.com or cal l t o l l f ree 

at 888 -375 -7787 o r v ia 
e - m a i l info@greensearch.com 

INSURANCE 

r.ecolawnapplicator .com 
www. l awnand landscape . com/ reade rse rv i ce - # 3 0 0 
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(Formerly M.F.P. Insurance Agency, Inc.) 

CALL 800-886-2398 
Most quotes within 4 8 Hours 

www.bureninsurancegroup.com 

Serving The Green Industry 
For Over 2 5 Years 

W E OFFER the broadest coverages available to the 
industry including: stand alone pollution liability 
products for special risks, over the road spill clean 
up and on site liability for operations. 

W E INSURE 
• Applicators 
• Design/Build 
• Install 
• Irrigation 
• Lighting 
• Mowing/Maintenance 
• Snow Removal 

• Consultants 
• Design Firms 
• Franchisees 
• Franchisors 
• Golf Course Contractors 
• Right of Way Contractors 

All programs comply with regulatory agency licensing insurance 
stallm 

service calls, programs available in all states, licensing support in 
regulated states, knowledgable claim support. 

requirements, installment pavment plans, rapid response to 
all states, lici 

with / 

Distr ibutors : 

Predsion Work: 516-883-2002 / NY,NJ,PA, MA,CT, RI,NH, ME,VT 

Tidewater 8008254300 / VA, WV, DE, MD, NC, SC, 7E 

Midwest Equipment: 812-425-6216 / IL, IN, MO, KY 

Roberts Supply: 800-373-5542 / FL, AL, GA 

L&M Distributing: 320-267-0241 / MN, IA, ND, SD, WI, NE 

Douglas Equipment: 503-663-2053 / OR, WA 

Lawn Ranger Inc: 800-265-7729 / TX, OK, KS 

Cantrell Turf Equip.: 800-445-1994 / CA, NV, UT 

http://WWW.americanstampcO.com
mailto:Sales@GregsonClark.com
mailto:brian.a.reese@embarqmail.com
http://www.smallenginesuppliers.com
http://www.smallenginepartssuppliers.com
mailto:Joe@MeltYourSnow.com
http://WWW.GOTPLOWPARTS.COM
mailto:info@LWAssociation.com
http://www.LWAssociation.com
http://www.greensearch.com
mailto:info@greensearch.com
http://www.lawnandlandscape.com/readerservice
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HELP WANTED 

Village Nurseries Wholesale, LLC 
seeks Director of Sales 

and Marketing 
La rge w h o l e s a l e n u r s e r y g r o w e r 
in Ca l i fo rn ia seeks a q u a l i f i e d a n d 
e x p e r i e n c e d D i r e c t o r o f Sales a n d 
Marketing. The posi t ion is responsible 
for managing all key sales and marketing 
activities for the terr i tory covering the 
south western Uni ted States and BC. 
Five or more years exper ience in the 
g r e e n i n d u s t r y a n d 4 year c o l l e g e 
degree preferred. Please fax cover letter 
and resume to (714) 464-2347. 

village nurseries 
R O O T E D I N Q U A L I T Y * 

KEY EMPLOYEE SEARCHES 
Florasearch, Inc. in our th i rd decade of 
per forming conf ident ia l key employee 

searches for the landscape industry and 
all ied trades wor ldwide. 

Retained basis only. 
Candidate contact welcome, conf ident ia l 

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.f lorasearch.com 

LANDSCAPE EQUIPMENT 

TREE STAKES 
Doweled Lodgepole Pine 

CCA Pressure Treated 
2" Diameter, Various Lengths 

Economical, Strong and Attract ive 
Phone: 800-238-6540 

Fax: 509-238-4695 
JASPER ENTERPRISES, INC. 

We ship nat ionwide. 
Web site: www.jasper- inc.com 

LANDSCAPE INFORMATION 

Since 1998 

d o n n a n . c o m 
Landscaping & L a w n In fo rma t i on 

www.lawnandlandscape.com 

PLANTS, SEEDS & TREES SOFTWARE 

GROUNDCOVERS 
Over 150 varieties - constant supply 
Ajuga, Daylillies, Euonymus, Ferns, 

Hostas, Ivies, Jasmine, Liriope, Mondo, 
Pachysandra, Sedum, Vinca 

LIRIOPE 
World's Largest Supplier -

Over 15 Varieties 
Heavy field grown divisions! 

THE HOME OF SUDDEN SERVICE 
Free Full Color Catalog 

CLASSIC GROUNDCOVERS INC. 
405 Belmont Rd., Athens, GA 30605 

Toll Free: 1-800-248-8424 
Fax: 706-369-9844 

www.classic-groundcovers.com 

Powerful Customer and 
Job Management Software 

ArborGold Software is designed specifically 
for Tree, Lawn and Landscape businesses. 
It will help you work smarter, more efficiently 
and helps you cut overhead costs! 

Call 1 -800 -933 -1955 for info or 
visit arborgold.com for Free Demo 
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Slash Your Recurring 
Monthly Costs and Save Big 

There are no maintenance or support fees with 
BILLMASTER. BILLMASTER is a one time fee product 
(which you can pay off in interest free payments) 

Simple, Reliable, Affordable 

We can convert ANY system 
to BILLMASTER in minutes! 
Start today for as little as $100 

Billmaster is the best software in the 
Landscape industry. ALL at a price 
your business can afford, with no 

recurring costs. CRM, Billing, Scheduling, 
Proposals, Sales Tax Calc, Reports, 

E-mail Billing, Integrated Credit Card 
Processing. No need to learn another 

software package, BILLMASTER 
is customized to fit your needs. 

Conversion from ANY system included. 
Unlimited training, support, updates. 

VISA, MC and AMEX, Checks. 
GET YOUR BILLS DONE FASTER 

W I T H BILLMASTER! 
e-mail: sales@billmaster.info 

201-620-8566 www.billmaster.info 
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NATIVE SEEDS 
Largest distributor of native 

seed east of the Mississippi, from 
Canada to Florida! We specialize in 
upland to wetland sites, including 

bioengineering for riparian sites. See 
what a difference natives can make! 

Contact ERNST SEEDS today. 
www.ernstseed.com - 800 /873 -3321 
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W E T L A N D / N A T I V E S & 
C O N S E R V A T I O N 

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

CHIEF M O U N T A I N FARMS 
Ph 4 4 3 - 3 5 0 - 3 8 9 4 
fax 4 1 0 - 6 5 8 - 7 3 3 3 

Toll Free 8 6 6 - 5 3 0 - 8 9 0 2 
www.ch ie fmounta in fa rms.com 
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WEBDESIGNERS 
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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. 

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. 

Quality attorneys 
for as low as 

$ 4 0 5 0 / m o n t h 

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. 

^ Maximize your 
advertising dollars. 

Place a Classified today! 

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

S°SmallBïz 
8 5 5 - 9 7 6 - 5 8 8 4 ^ ^ Ä l ä 
vsrww.JustBizSolutions.com 

Maximize your 
advertising dollars. 

Place a Classified today! 

Please contact Bonnie Velikonya 
at 800/456-0707 x5322 
or bvelikonya@gie.net 
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AD INDEX 
Advertiser Website Page # RS # H • Advertiser Website Page# RS # 

Adkad Technologies www.adkad.com 59 45 Ground Logic www.groundlogicinc.com 64 48 

Aquatrols www.aquatrols.com 37 36 Grounds Guys, The www.groundsguysfranchise.com 92 76 
Ariens/Gravely www.gravely.com 99 82 Irrigation Association www.irrigation.org 49 42 
Bair Products Ine 

Bobcat Co. 

www.bairproducts.com 

www.bobcat.com 

90 

13 

74 

17 
Isuzu Commercial Truck of 
America 

www.isuzucv.com 97 80 

Bolt Insurance www.boltinsurance.com/lawn 20 23 John Deere www.johndeere.com 4 - 5 , 7 12,13 

Brite Ideas www.briteidea.com 67 52 John Deere Construction www.johndeere.com 45 40 

Carbtrol Corp www.carbtrol.com 96 78 Lebanon Turf Products www.lebanonturf.com 41 38 

Cascade Lighting www.cascadelighting.com 89 73 Little Giant Outdoor Living www.lg-outdoor.com 18 22 

CLC Labs www.clclabs.com 64 49 LUSA Group www.lusagroup.com 23 26 

Dodge Truck www.ramtrucks.com 11 Mercedes-Benz USA, LLC www.MBSprinterusa.com 17 21 

Dolmar Power Products www.dolmarpowerproducts.com 87 71 MistAway www.mistaway.com 21 25 

DuPont Professional Products www.proproducts.dupont.com 
9, 

3 1 * 
14,32, 

33 
MTD Pro 

Neely Coble 

www.cubcadetcommercial.com 

www.neelycoble.com 

33 

5 1 * 

34 

43 
Exaktime www.jobclock.com 16 20 Nissan North America www.nissanusa.com 35 35 
FINN Corp 

Florida Nursery, Growers, 

www.FINNcorp.com 

www.fngla.org 

www.gie-expo.com 

66 

24 

29 

51 

28 

31 

Otterbine Barebo 
www.otterbine.com/aerating_ 
fountains 

88 72 

and Landscape Association 

GIE+EXPO 

www.FINNcorp.com 

www.fngla.org 

www.gie-expo.com 

66 

24 

29 

51 

28 

31 
PBI/Gordon Corp www.pbigordon.com 

12,65, 
85 

16,50, 
69 

GMC Truck www.gmc.com 100 PermaGreen Supreme www.permagreen.com 91 77 

Go iLawn www.goilawn.com 43 39 Power Chute Design www.powerchutedesign.com 90 75 

CARBTROL 

WASH WATER RECYCLE 

• Utilizing EPA Best Available Technology 

• Can be Intergrated with Chemical Mix and 

Fueling Operations 

800-242-1150 
email: info@carbtrol.com www.carbtrol.com 
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Merit It\jcctablc 
Tlie 1 tree and shrub inseetieide now 

available in a nov Mieroii\jcetion Product. 
Tree Tech' Merit Injectable, the latest addition to the Merit insecticide family. Injected directly into the tree trunk or 

root flare tissue. Merit Injectable offers arborists and landscape professionals a powerful new weapon in controlling 

pest infestations and contains more active ingredient (17.1%) than other injectable products on the market. 

Merit Injectable is available in leak-proof Tree Tech units in two different dosages, depending on tree diameter. 

Tough-to-control insect pests such as Asian longhorncd beetles, emerald ash borers and hemlock woolly adclgid 

meet their match with Merit Injectable. Other nuisance insect pests such as aphids, armored scales, |apanese 

beetles, lace bugs, leaf beetles, leafhoppers, mealybugs, psyllids, thrips, tip moths and whiteflies also get their due 

from Merit Injectable treatments. 

Tree Tech® 
I microinjection systems 

950 SE 215th Ave. 
Morriston, FL 32668 

1-800-622-2831 
e-mail: ¡nfo@treelech.net 
www.treetech.net 

www.lawnandlandscape.com/readerservice - #79 
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Syngenta www.syngenta-us.com 14,15 18,19 
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Snow & Ice Report 

3 , 2 0 11,24 
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Dan Gordon www.turfbooks.com 82 67 

Earthway Products www.earthway.com 78 60 
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New Holland www.newholland.com 71 53 
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* denotes regional advertising 

OWN A TRUE 
WORK TRUCK 
When you're serious about your 
work, you need a serious truck, 

like the gasoline-powered 
Isuzu NPR medium-duty truck. 

SBgl ( 8 6 6 ) 4 4 1 - 9 6 3 8 
•resa www.isuzucv.com 

© 2012 ISUZU COMMERCIAL TRUCK OF AMERICA. INC. 

KB ' «NmHÏ 

K ^ É h i ' X T H k A L . I 

TruGreen wan ts to acqu i re fer t i l izat ion a n d w e e d cont ro l bus inesses . 

To have you rs va lued conf ident ia l ly p lease contac t : 

Jerry Solon, Vice President of Acquisitions 
901-597-2006 

S B mergers@trugreenmail.com 

TRUGREEN 
Go greener." 

www. l awnand landscape . com/ reade rse r v i ce - #81 

Let us help you get the word out. 
THE L&L MEDIA GROUP'S REPRINT SERVICE 

E-mail: reprints@gie.net or 
call 8 0 0 - 4 5 6 - 0 7 0 7 to learn more. 
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TIPS FROM 
THETOP 
/ / Interviewed by Catherine Pomiecko 

Robert 
Wilton 

President, Clintar Landscape 
Management 

There's a first time for everything - the first 
sale, the first expansion, the first mistake 

and maybe even the first award. To help gain 
insight into the successes and lessons learned by 
successful business owners, every month Lawn 
& Landscape will talk to companies who have 
surpassed those milestones and have become COMPANY: C l in tar L a n d s c a p e M a n a g e m e n t LOCATION: M a r k h a m , 
some of the newest members of our Top 100 list. Ontar io TOP 1 0 0 RANKING: 2 0 2 0 1 1 R E V E N U E : $ 5 0 . 5 mi l l ion 

What services did you start 
out providing and how or when 
did you expand to offer more 
services? 

We started in the lawn spray-
ing business, both residential 
and commercial. The next 
move was because we had 
to eat all winter. We got into 
snow removal so we could 
generate winter income. 
Then, about the same time, 
we started to offer weekly 
maintenance because of 
the opportunity to grow 
our spraying and fertilizing 
revenues. 

Our overall plan is to be 
the outside providers. If it's 
outside the front doors, we 
try to look after it, whether 
it's irrigation, lawn cutting, 
spraying, fertilizing or park-
ing lot maintenance. We 
try to be the one-source 
provider of everything out-
side the building. We've got 
everything covered except 
electrical. 

What else has changed about 
your company as it has grown? 

Certainly growth has caused 
a lot of change; new layers 
of management and supervi-
sion, it's a constantly evolv-
ing people thing. 

T e c h n o l o g y has also 
changed a whole heck of 
a lot. 

We are now outfitting our 
vehicles with BlackBerry 
Playbooks to track labor and 
eliminate manual recording 
on job sites. 

Is that a way you can enforce 
your quality of service? 

It helps to verify where we 
are and what we're doing. 
We also do that through GPS 
so that we can substantiate 
where each crew is and what 
time they arrived and what 
time they left. 

It's particularly helpful in 
the snow removal business 
because customers want to 
know when you arrived. 

To what do you attribute your 
company's growth? 

Our people. It's not a very 
unique answer, but it's the 
truth. I truly believe that 
selecting only good people 
makes it so much easier. 

And I think that for any-
body that's grown beyond a 
certain size, it has to be the 
people. Anybody can buy a 
truck or a lawn mower and 
a snowplow, but you've got 
to have very good people to 
make it all work and keep 
the customers happy. Our 
retention rate is basically due 
to having people who love 
their job. 

We spend a lot of time 
thinking about how to ap-
proach training - we proba-
bly spend a disproportionate 
amount of time on training. 
We're not one-man bands, 
we're teams. 

I was thinking of that the 
other day watching the Mas-
ters - it's an individual sport, 

it's not a team sport. We're 
the opposite, we're a team 
sport, and I'm kind of the 
coach. 

In building your business, 
what are some of the biggest 
decisions that you had to make 
and how did you deal with 
those choices? 

A big decision was to grow 
by way of franchising rather 
than branch offices. That 
developed about ten years 
into running the business. 
It helped bring in equity and 
capital. Having franchise 
owners invest their own 
money was a motivating fac-
tor. I always thought that an 
owner close to the customer 
would always outweigh a 
branch manager. 

I don't know whether I 
will ever prove it, but I hear it 
from the customers that they 
like to know that they are 
dealing with someone with 
a vested interest, L&L 
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The staff at Clintar Landscape Maangement in Markham, Ontario, shows some 
enthusiasm at fall company meeting. 
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Hand Lever Deck Lift 

Unique Patent — 
Pending Foot Pedal 
Deck Lift 

F l ip-Up Suspension 
Plat form — — o 
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- Unique Patent Pending 
Dial Adjust Height of Cut 

Patent Pending 
Integrated Transmissions in 

a Stand-On Mower 

Industry-Leading Low 
Center of Gravity 
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EASE OF OPERATION ELEVATES YOUR PRODUCTIVITY. The easier it is to f inish one job, the 
qu icker you're off to the next. That 's what the a l l -new Pro-Stance.means to your business. Increased 
productivity. And you know, increase productivi ty and prof i tabi l i ty fol lows. Many of the features you'd 
expect to f ind on a zero - tu rn are r ight here. A l l the advantages of a wa lk -beh ind , too. And to ease 
your mind, everything is commerc ia l -du ty . It's a Gravely. 
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Take a stance at a Gravely dealer near you or visit Gravely.com. 
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a. FISHIN' 
b. HUNTIN' 
c. OFF-ROADIN' 
d. ALL OF THE ABOVIN' 
No matter where it is you're heading the Chevy Silverado Half-Ton 
wil l get you there w i t h i ts bes t - in -c lass available V8 4x4 fue l 
economy1 and intell igent Active Fuel Management™technology. 

¡A^** * -V » J * 

1 Based on GM Large Pickup segment and EPA-estimated MPG (city/highway): Silverado Hybrid (available at participating dealers) 20/23. Silverado with available 5.3L V8 engine 15/21. 

From getting away to getting far, far away, Chevy Runs Deep 


