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» Photo Imaging

« Site Plans (CAD)
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« Complete Customer Proposals
« Irrigation Designs

« 3D Designs
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a Click or Call Away!
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BRASS IS BETTER

(Aluminum is for Big Box Retailers)

The Brass Bunker
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300w Multitap
Transformer
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The Tank
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The Big Par
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Brass Bully

Shield
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Commercial
Well Light MR16 Well

S
49 All Fixtures

® Premium fit and finish

@ Heavy weight construction

@® 25 Lead wire included

@ Always in stock

¢ LIFETIME WARRANTY

“Where the pros shop”
www.LandscapelightingWonrld.com a division of Volt Corporation Call Now! 813.978.3700
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The Mulch On Demand”deck.
Only from John Deere.

@ JOHN DEERE

It’s time to put clippings in their proper place. That’s why we invented
the MOD deck for our ZTrak™ PRO 900 Series Mowers. It allows you
to side-discharge clippings or, with an instant push of a lever, mulch
them. Clippings go where you want them, not where you don't.

It's just one of the many reasons why the ZTrak PRO is the ultimate
mower. Demo one at your local John Deere dealer today.

Accept Nothing Less

JohnDeere.com/MowPro
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ONLINE Contents

Check out what's now online from Lawn & Landscape.

Turn up theradio

We realize you have many options for entertainment on the road, but we have thrown another choice
(the only cheice!) in the mix. We've developed the Lawn Care Radio Network, which Is sponsored by
Agrium Advanced Technologies, Exmark and Valent. The network is loaded with podcasts to help you run
your business and please your customers. You can download the podcasts from iTunes, and take them

with you. Even better, we keep them short. And don’t be fooled by the name. The shows aren't only meant facebook
for LCOs. These are podcasts for business owners across the green industry. So, turn off the boring talk x
radio, the bad music and the book you should be reading, and enjoy a ride in your truck listening to a

POPULAR
POSTS

6

-
quick, informative interview with an industry expert. Visit bit.ly/lawncareradio to download them. Llnked m

LAWN CARE

On the road with BASF

ditor Chuck Bowen made a trip to Chicago to
take part in the corporate conference focused
on sustainability and innovation with BASF and

R-AD1-O N-ET-W-O-R:K

Here are some links our
followers and friends found
the most Intriguing across
our soclal media platforms.

7 REASONS YOUR
EMPLOYEES THINK
YOU'RE A JERK
Inc.com investigates why
the people who work for you,
don't think to highly of you.
In fact, they flat out don't

spent some time with Jan Buberl, director of BASF's like you.
specialty products department. You can read more bit.ly/bossjerk
about the event on page 12, and read Bowen's

blog about the event at bit.ly/threecoolthings. You BASEBALL TO WAIT

can watch a video interview with Buberl at bit.ly/
BowenBASF. Buber! talked about the company's
Intrinsic line and how it will help turf remain healthy
in the cold and during a drought.

Deepin the details

Wnn only so many hours in the day, the little
nuisances of your business can get away from

you, if you even knew they were there in the first place.
Well, have no fear. Lawn & Landscape has developed a
white paper series, which will provide in-depth education
on decisions you need to make and problems you may
encounter. We rolled out the series in May with holiday

A star college baseball
player delayed starting at
the Brickman Group so
he could finish the NCAA
baseball tournament.
bit.ly/jobhold

CUSTOMER
APPRECIATION

Manitou Group flew some
of its customers to Spain
for an event. While you may
not have the budget to do
that, there are ways to show
customers you appreciate
their business.

lighting, which walked you through the core business bit.ly/spaincustomer
components of a successful holiday lighting business
and provided insight from industry pros on how to get ARE YOU AT RISK?

a solid start. In June, we featured a special report on
how landscape contractors across the country approach
purchasing engines. Turn to page 68 on the ins and outs
of water management., For all of the white papers, visit
www.lawnandlandscape.com/whitepapers (o register

for free and receive all of the information you are looking
for to take your business to the next level.

JuLY 2012 www lawnandiandscape.cofr

What small business owners
can learn from Linkedin's
security data disaster.
bit.ly/riskhack


http://www.lawnandlandscape.com/whitepapers

You might not be able to hit 60
homeruns in one season.

But you can take out more than
60 weeds in one application.

Onefime
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EDITOR’S Insight

Anti-social

Our cover package this month focuses
on social media, and how you can
best use it to promote and grow your
business. I get a lot of questions from
contractors and suppliers about what
they should do with social media.

And, here on this page, is what I tell a
lot of them: Don't do it.

This may seem hypocritical, especially
coming from someone with a half-dozen

‘i’

My social media advice to you is this: Don’t
¥ do it. Stay off Facebook. Delete your Twitter

account. Unsubscribe from your LinkedIn groups.

Twitter accounts, several blogs and what
is likely an unhealthy amount of time
logged onto Tumblr.

It may also seem odd since we've en-
couraged you to adopt these platforms
as the latest and greatest tools for con-
necting with customers.

But my advice to you is this: Don't
do it. Stay off Facebook. Delete your
Twitter account. Unsubscribe from your
LinkedIn groups.

Wait. Let me expand that: Don’t do it
unless you have the time.

According to our latest research, the
majority of landscape contractors —
about 60% — spend between an hour and
more than five hours on social media.
And, a couple hours stretched over a
50- or 60-hour week isn’t that much.

But, if your blog has one post dated
in the winter of 2009 that reads: “Just
started a blog! Excited to share more
about our company with you!” or if the
timestamp on your last tweet is mea-
sured in days, consider the value it’s
bringing your followers.

My point is this: Doing social media
well takes time and attention, just like

maintaining successful relationships in
real life. If you don’t have the time to
update, post and generally manage your
online presence, it looks bad. It looks
worse, even, than not being on there in
the first place.

I'm a firm believer in doing fewer
things, but doing them all better. That's
why you'll find L&L in quite a few places
online, but not on Pinterest, Google + or
Tumblr. I like all those platforms, but we
just don’t have the time to knock them
out of the park.

So, do I really think you shouldn’t be
on social media? No. You absolutely
should. But not because I say so.

You should do it because it validates
you as a professional business to custom-
ers and potential employees. You should
do it because it humanizes your com-
pany and can help focus your attention.

You should be on social media because
you believe it improves your company
and is another example of something
you do really well.

And doing social media well is exactly
what we’ll cover this month, starting on
page 42. — Chuck Bowen

Leading business media for landscape contractors.
4012 Bridge Avenue, Cleveland, Ohio 44113
Phone: 800-456-0707 Editodal Fax: 216-651-0830
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AND TOUGH ENOUGH FOR PROS.

Bring it on. After all, FLEX-Drain® isn't just ordinary old corrugated pipe. We're a
~ ' ) J

complete drainage solution system. And we're tougher than the leading brand,

with greater load-bearing capacity*. We're also more flexible, portable and cost-
effective. Not to mention widely compatible with 3" and 4" corrugated pipe and
4" PVC. Versatile, durable, epandable FLEX-Drain’.
Small wonder no job is too big. Questions? Call
us at 800-257-1722. (Mon.- Fri. 8 a.m. to 5 pm)

B ADE INTHE UGA

SO Dt nafoniwics. Teats pardormed By IMR. Lanaing. NY i accorgance with ASTM F 405 Stanaaro
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EDITOR’S NOTEBOOK

Recovered and ready

Manitou Group says it’s on the rebound after
three years of doubt. sy srian Hom

HUELVA, Spain — Manitou Group has
turned its business around and is
profitable again after a rough stretch
president and CEO, Jean-Christophe
Giroux, said at a recent company event.

Lawn & Landscape made the trip to
Spain for two days to be part of Mani-
tou Group's The Festival, where the
company gave an overview of how it is
doing financially, and where it’s headed
in the future.

More than 1,000 people, including
dealers, customers and press, attended
the two-session event in May at Punta
Umbria in the south of Spain. Manitou

Place a sleeve on the
Sidewalk Sleever

until tool and sleeve appear
attheotherend.

No water, hoses, fittings, nozzles or mess. No removable parts or maintenance.

Fast, durable, and reusable.

Hammer tool w/sleeve
undet the sidewalk...

Rmove Sidewalk Sleever
from the sleeve

Attendees could get a close look at Manitou equipment.

Group includes the brands EDGE At-
tachments, Gehl and Mustang.
Giroux said the purpose of the event

was to show that after three years of

doubt, the company was going in the
right direction.

After the company acquired GEHL
in 2008 at the start of the economic
decline, it hit a rough patch, but Giroux
said the company has paid down €400
million of its €480 million debt and is
profitable. He also addressed rumors
that the board of directors has asked
him to sell the company, which he said
were not true.

Professional Protec

“We've adapted and adjusted every-
where,” he said.

The event also included a long line of
equipment for people to try, as well as
conferences and roundtables.

Lawn & Landscape also spent some
one-on-one time with Dan Miller, presi-
dent of Manitou’s compact equipment
division. Here are some highlights from
the conversation.

* The company intends to grow its
articulated loader line for landscapers
in the future. “We introduced three

models of that in North America and
five models of that in Europe, but we

" Hosta - Day Lilies - Imﬂm Ilyimlm More

DEERPRO™ REPELLENT FOR SPRING & SUMMER
provides your customers with professional strength,
long-lasting protection for the growing season.

« Invisible protection with no offensive odor.
» Concentrate mixes with water, will not clog sprayer.

* An exciting new product for an exciting new niche
in the landscape services market.

* Professional product developed and backed by 30 years
of success in animal repellents.

CALL or VISIT TODAY

877.486.3337

For a list of distributors and to watch the video, go to:

WWW.SIDEWALKSLEEVER.COM
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still plan to go even bigger in Europe,”
he said. “So, I think that will appeal
a little more to the North American
market as we get bigger equipment in
that zone.”

* The company officially has cut ties
with Takeuchi, which will give Mani-
tou more control over its product.

“The track loader line is really new
and innovative,” he said. “While we
distributed Takeuchi for almost 10
years, having our own product now, we
have control of our own destiny — some
really good money-saving features like
that (HydraTrac Automatic Track
Tensioning.)

“That track is the biggest wear item
on a loader and typically guys don’t
keep them adjusted and don't take the
time. Now the useful life of that track is
going to expand and their cost of own-
ership goes down. It also helps them
in repairing that machine in the field.”

+ Manitou is in the process of con-
verting to Tier IV. Miller said the cost
internally doubles to go from Tier 111
to Tier IV interim. “That doesn’t mean
we're going to pass all that on, which
makes it tougher,” he said. “But at the
end of the day that is what we see.”
Miller said.

He said from a fuel standpoint, con-
verting to Tier IV interim will result in
a better performance.

“Otherwise, we have taken an ap-
proach on some models, where we
maintain horsepower down to stay
outside of having to go to interim IV.
If you were below 75 horsepower, you
could do that,” he said.

» Miller said dealers are seeing
more rentals for skid-steers, which is
different from the past. “It used to be
telehandler guys would rent because
they were so expensive. We're seeing
a little more rental on the skid loader

DOLMAR MINI 4-STROKE

-
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Manitou's event had a film theme with
lookalikes on hand. Marc Anthony and
Marilyn Monroe pose for a photo.

side right now because, coming out of
the recession, some people are more
cautious. That being said our sales
picked up dramatically in 2011 and that
continued on into the first quarter of
2012." st

The author is associate editor at Lawn &
Landscape. He can be reached at bhorn@gie.net.

www.dolmarpowerproducts.com
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EDITOR’S NOTEBOOK

New chemical tech

BASF is bullish on plant health and water management
technologies for LCOs. By Chuck Bowen

CHICAGO — At a corporate conference fo-
cused on sustainability and innovation,
BASF said it will roll out products to
help plants deal with drought and heat
stress in the next few years.

Jan Buberl, director of BASF’s spe-
cialty products department, said the

company expanded its Intrinsic line of

specialty products for LCOs this year.
The product group, which includes
an EPA-approved plant health label, has
been shown to improve disease control,
response to heat and mechanical stress
and growth efficiency in plants.
BASF’s Pillar G fungicide, which
launched last year, is slated to get an

Intrinsic label this fall, Buberl said. And
in 2014, the company plans to roll out a
new fungicide with the active ingredi-
ent xemium.

The company’s R&D pipeline also
includes herbicides that suppress seed
heads on zoysiagrass, and products that
use absorbent polymer technologies to
improve water use efficiency in plants.

Buberl's comments came during the
company's Agriculture Media Summit,
which BASF hosts every two years. It
brings together about 100 editors, tech-
nical experts and end users for adayand
half of research and market updates.

And while the bulk of BASF's R&D

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.

BOLY ;.
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BASF announced technical and research
updates during a June conference in Chicago.

spending and investment is in the ag-
ricultural markets, that investment of
time, energy and resources does impact
the specialty industries.

After an active ingredient is launched
in the agricultural markets, it takes

G0 FOR A JOYRIDE

The Pathfinder spreader/sprayer, Rover spreader
and the new Pathfinder XC are commercial grade
machines that will increase your productivity
and decrease your downtime. But don't take our
word for it, try one for yourself.

877.423.4340 « groundlogicinc.com

GROUMND LLoGIcC
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about two years to reach
the specialty chemical
business, said Tom Hill,
communications man-
ager for BASF's specialty
products division.

Annually, BASF spends $48.4 million
— or about 9 percent - of its research
and development budget on the spe-
cialty turf, ornamental and pest control
markets. We sat down with Buberl to
get his take on the future of the lawn
care market, and what LCOs can expect
from the company in the next few years.

L&L: What are the main challenges
you see in the turf market in the next
3-5 years?

Jan Buberl: Hopefully the economy
with recover, that’s number one. The
key thing is the discussion around sus-

For more news from the event, visit
bit.ly/basfchi

Buberl

tainability. You see the discussion of
water and water restrictions in places
like Florida and the panhandle in Texas
~ it’s huge. If we don't handle this,
sustainability and the public pressure
around this is big.

I'm on the board of RISE, so | hear a
lot of things and discussion especially
about new legislation in the Northeast.
If we don’t manage this in a proactive
way, we have challenges to really make
sure we, down the road, have tools in
our hands to manage golf courses and
lawn care. If you don't tackle sustain-
ability proactively and change the
perception in the broader population.
... People have no clue what we do.
It’s something we have to tackle and
the industry has to tackle. It's a very
long journey, but we have to start
somewhere. We're convinced this is the
journey we have to take and how to get
the industry better perceived.

BY THE NUMBERS

* In 2011, BASF filed for 1,050
new patents worldwide, more than any
other chemical company, according to
PatentSight

* Last year, BASF posted global
revenue of E73.5 billion

= By 2020, the company plans to
bring In E115 billion

+ E30 billion of that goal will come
from products and services that are less
than 10 years old

+ 23 percent of BASF's overall
research and development budget is
spent on new segments and businesses

« Globally, 10,000 people work in
R&D

L&L: Earlier today we learned about
a partnership BASF has with Monsanto
to develop new crop systems. Do you
look for similar partnerships in the turf
markets?

JB: We work in the T&O world with

MistRAway
<CMisthway

Outdoor Insect Control

HELP! LANDSCAPE
PROFESSIONALS

We are actively seeking
dealers to sell, install and
service our innovative
outdoor misting systems
that effectively control
mosquitoes and other
annoying insects.

GREAT MARGINS &

Could you
Spot R Great
BUSINESS
Opportunity

RECURRING REVENUES!

BECOME R MISTAWRY DERLER TODRY! ~
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1-866-485-7255
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GROUNDSKEEPER PRO BUSINESS SOFTWARE EDITOR'S NOTEBOOK

FEATURES INCLUDE:
* Billing

* Scheduling

* Routing

* Estimating

* Contracts

* Time & Materials

* Income Reporting
* Expense Reporting
+ MORE!

ONLY $399! Save
thousands compared

to similar programs.

Organize your business better
with Grou Pro business
software. It's specially designed
for the lawncare and landscaping
industry, it's easy to use and it's
affordable.

Adkad Technologies / 1.800.586.4683 / www.adkad,com

FREE Trial! http://www.adkad.com/free/LawnAndLandscape

www.lawnandlandscape.com/readerservice - #21

' | B —
.M -
acz¥oh it e

www.lawnandlandscape.com/readerservice - #22
14 JULY 2012 www, lawnandlandscape.com

A GLOBAL FOCUS

ith a global population predicted

to hit 9 billion by 2050, companies
like BASF are working to develop new
technologies to make the planet’s limited
supply of land produce more and more
food.

“We all know the land is not growing. ...
With continued innovation, we continue to
get more out of the land to feed the global
population,” said Harald Lauke, president
of biological and effect systems research
at BASF. “In many cases, chemistry is the
enabler.”

That chemistry allows farmers to grow
more corn and soybeans on the same acre
of land. But Chris Mallett, corporate vice
president of research and development,
Cargill, said increased productivity isn't
going to solve world hunger.

“One message I'd like to put up in neon
if | can is that food security is a highly
complicated area,” Mallett said.

Citing data from the Food and
Agriculture Organization of the United
Nations, Mallett said 1 billion people
worldwide don't get enough to eat each
day, and 38 percent of children in sub-
Saharan Africa are malnourished. To feed
everyone, he said, the world needs just 30
million tons of grain

“We did produce enough calories to
extinguish hunger,” he said. "Did we do
it? No.”

some third parties, especially around
equipment solutions. What we say is
we want to bring product solutions to
the customers. BASF doesn't have the
full expertise in equipment, so we work
with third parties on this piece.

Mostly we have interaction with
other BASF units. We work very closely
with the polymer division. When we
talk about water efficiency - we work
with our other division that produces a
super-absorber.

We have a network in terms of third-
party collaborations. I personally think
we have to broaden our open innovation
approach. It's a process to learn, and if
you would have listened to the discus-
sion we had a couple of years ago with
Monsanto, they were key competitors.
And today, it’s a great collaboration. You
have to find a way to work with people
in a trustful environment. wat
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—Mike Powers
Simply Safer Premium Lawn Care
Wrentham, MA

Make a statement with DuPont™ 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.

The miracles of science~
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Arrow Acquires Al
Hoffer’s Melbourne,
Fla., Business

The cultural similarities between Arrow
Exterminator and Al Hoffer's Termite, Pest and
Lawn Business will make for an easier transition
after the acquisition.

ATLANTA, Ga. — Atlanta-based Arrow Exter-
minators announced the acquisition of Al
Hoffer’s Termite, Pest and Lawn business
located in Melbourne, Fla.

Hoffer’s is a full service company, spe-
cializing in residential and commercial
pest control, termite control, wildlife
control and lawn and ornamental services.

“We made a strategic decision to focus
on our future growth opportunities in
South Florida and were looking for a home
for our Melbourne, Florida business,” said
Al Hoffer, owner. “At Al Hoffer's Termite,
Pest and Lawn, we strive for exemplary
customer service and are passionate about
how our customers and our employees are
treated. The family values and similar cul-
ture we share with Arrow Exterminators
will make this transition seamless for our
employees and our customers.”

“We are looking forward to serving Al
Hoffer's customers and making a home for
the employees in our Melbourne, Florida
office,” said Emily Thomas Kendrick, CEO
and president of Arrow Exterminators.
“Hoffer's commitment to their customers,
family values and passion for customer
service as well as their full service offerings
is a perfect fit with us.”
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Valent announces Legacy Tree Project two-year results
Two years after launching the Legacy 5
Tree Project to increase awareness LALUN CARE

4 RADIO NETWORK
about the emerald ash borer (EAB), E
Valent Professional Products has an-  Toheara podcast on the latest
nounced that Safari Insecticide is ef-  S0ntrol measures for EAB, visit
IFR % bit.ly/lawncareradio.
fectively protecting more than 1,100
ash trees from EAB in seven participating Chicagoland communities.

In May 2012, an assessment of ash trees treated with Safari in the Legacy
Tree Project shows a survival rate of over 95 percent, and that treated
trees are thriving. By contrast, most nearby untreated ash trees are heavily
infested or have died.

“We're pretty tough when assessing the crown health of a tree. Anything
with more than 20 percent crown death, we’re removing,” said Jim Bell,
parks superintendent for the City of Elgin. “I don’t think we've lost more
than 5 percent of our Legacy Tree Project trees. It's been a very successful
program.”

The results in Elgin are
consistent with those in
other cities across Chica-
goland.

“It’s now very appar-
ent that Safari is working
~ even in larger trees,”
said Dr. Joe Chamberlin,
regional field development
manager for Valent Profes-
sional Products.

There are two different
EAB treatment strategies. The first is long-term treatment to preserve ash
trees for their remaining service life. The second is temporary treatment
to stage tree removal. Staging removal spreads out the financial burdens
associated with removal and replanting and avoids the significant public
safety issues associated with standing dead trees.

The difference between ash trees treated with Safari and those left un-
treated is particularly stark in places like Naperville, a suburb southwest of
Chicago, according to M. Skeet, a certified arborist working in the Naper-
ville office of The Care of Trees. “You can literally stand in the middle of a
road, look at one side and see dead ash trees, and then look at the other side
and see Legacy Tree Project ash trees alive and looking good,” Skeet said.

Valent says its Safari Insecticide protected more than
95 percent of ash trees from emerald ash borer.

Lush Lawn announces new lawn care franchise concept

Lush Lawn Franchising, the franchisor and licensor of Lush
Lawn, has announced its new franchise concept, Lush 9‘\ L
Lawn Lawn Care, Tree Care and Pest Control, which 4%

it is preparing to roll out this year. ~ £

While Lush Lawn will be offering franchises in a

number of states, its initial development focus is tar-
geted for the Midwest, specifically Illinois, Michigan,
Wisconsin, Ohio and Pennsylvania. Lush Lawn is currently
seeking individual franchisees, area developers and investors. The company
is currently accepting inquiries from interested parties.
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GRAND PRIZE

2012 Kawasaki Mule™ 610

Work meets fun: 401 cc power,
side x side, 1100 Ib tow muscle,
big 400 Ib cargo capacity and
two-range 4WD. There’s lots
more prizes to win.

TAKE THE
MCRITICALE
POWE

QUIZ NOW

KAWASAKI-CRITICALPOWER.COM
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Lush Lawn is a lawn and tree care as
well as perimeter pest control service
that will primarily target upscale resi-
dential homeowners and commercial
PI'()P(‘rty owners \\'hL'rC‘ dPP('ernC('
and service reliability are the priority.
Franchisees will also be offering other
value added supplemental services such
as grub control, organic lawn care, aera-
tion, seeding and other services.

At the franchisee level, the value
proposition will be offering larger ter-
ritories, allowing for greater single unit
growth potential, utilizing contempo-
rary marketing and selling programs tied
to technology, and attention to detail at
the customer level, the company said.

The concept is designed to work out
the home or in nominal commercial
space.

Aaron Samson, Lush Lawn and presi-
dent and CEO, points to success that
the operating prototype has achieved in
the Southeastern Michigan despite the
substantial headwinds of the Michigan
economy.

“The most critical success factors
are; one, caring about the franchisees
and their ability to make money and,
two, making absolutely certain the unit
owners embrace a quality and service
first approach.” Samson said.

“We know the lawn care business and
we understand how to acquire and take
care of customers.”

AccuWeather predicts average
to above average snowfall

AccuWeather.com long range me-
teorologists, headed by Paul Pastelok,
are projecting an El Nifo this winter.
However, the key is the strength of the
feature.

“Based on what the patterns we are
already seeing over the Pacific Ocean,
we believe that an El Nifio is beginning
to set up and we may have a weak El
Nifio signature by late in the summer,”
Pastelok said.

How strong the El Nifio becomes
seems to have an interesting outcome
for snowfall for the northern United
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Snow fighters will be happy that parts of the
country will see more snow than last winter.

States. Pastelok's crew is projecting a
weak to moderate El Nifio for this com-
ing winter.

According to a study done by Ralph
Fato, during a “weak” El Nifio, many
winters have brought above-normal
snowfall for cities such as New York,
Boston, Philadelphia, Hartford and
Chicago.

However during strong El Nifio
winters, snowfall trends to well-below
average.

During a weak El Nifio, there is gener-
ally a balance between southern warmth
and northern chill, resulting in ample
energy and moisture for storms.

During a strong El Nifio, the storm
track sets up in such a way to allow
warm air to overwhelm the Midwest
and Northeast; therefore, storms tend
to favor rain rather than snow.

NJLCA now offers ahealth ben-
efits plan

The New Jersey Landscape Contractors
Association has joined the Benefits Trust
and Association Master Trust (AMT).

With more than 9,000 participants
from 14 member associations, AMT
can tap into the same benefit plans that
larger employers enjoy.

NJLCA and AMT save members
money by providing self-funded group
benefit plans without outside broker
commissions or shareholders demand-
ing profits, the association said.

Plus, AMT contracts with Horizon
Blue Cross Blue Shield of New Jersey
and the Delta Dental Plan of New Jersey
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to provide members with
access to one of the Lll'f_’_t-xl
health and dental provider
networks in the state; all at
the lowest cost possible, the

association said.

Irrigation Association

rigation Contractor program
has officially earned national
accreditation, Hl.ll\lll‘; it the
only accredited certification
program in the irrigation
industry. The CIC designa
tion is one of seven offered

through IA's Select Certified

N =Y

DUURS

The MSMA Alternative

Controls Grassy Weeds
& Yellow Nutsedge

roadleaf Weeds
with Fast Visual Response
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LebanonTurf announced three sales and
product management appointments. Vic Swann
has been named national sales manager,
Joe Sandock territory sales manager and
Christopher Gray product manager.

Swann will lead the LebanonTurf sales
team In North America with an emphasis on Sandock
the continued growth of the traditional and
bionutritional categories as well as development | =
of distributor relationships. Prior to joining
LebanonTurf, Swann was sales manager at Astra
Resources in Vero Beach, Fla., and director of
North America sales for Aquatrols in Paulsboro,
N.J, He assumes the position held by Tom ‘
Wentz, who will retire later this year. Gray

As territory sales manager, Sandock will
develop and implement sales and service strategies and
programs for distributors and customers. Sandock was
residential client services sales manager for AA Tex Lawn
and is the former owner of Planters Lawn & Landscape. Both
businesses are based in Charlotte, N.C. Gray's responsibilities
as product manager include identifying new fertilizer products
and managing existing fertilizer product offerings. Gray was
business development manager for Indianapolis-based Precise
Path Robotics.

ﬂ-

Mustard Products and Technologies has hired Jay McCord
as US turf market development manager to lead the launch
of MustGro Invest Biological Nematicide. This natural product
Is manufactured from 100 percent mustard seed meal that is
applied directly to the soil and used to control plant parasitic
nematodes including: root knot, lance, stubby root and sting.

McCord has more than 25 years of experience in the turfgrass
industry and has been focused In the biological nematicide
business for the past five years. After completing his formal
education at State University of N.Y. in Alfred and the Ohio State
University in Columbus majoring in landscape development and
ornamental horticulture, McCord started his turf career with
Nutri-Turf, as marketing manager of the sod farms divisions.

20 JULY 2012
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THE TOOLS TODOIT.
THE RESOURCES TO SELLIT.

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 generating tools to help you market your business

This year, don't just be ready...be RYAN ready

Authorized RYAN Distributors

MINNESOTA MISSOURI NEWJERSEY NEW YORK NORTH CAROLINA OHIO
GREAT NORTHERN OSCAR WILSON STEVEN WILLAND, INC KPM EXCEPTIONAL CARSWELL HAYWARD
EQUIP. DISTRIBUTING ENGINES & PARTS, INC DISTRIBUTING CO DISTRIBUTING CO
INC. (GNE 1

AERATORS | DETHATCHERS | OVERSEEDERS | SODCUTTERS @

< " A" h £
ryanturf.com | (866) 469-1242 m) ryanturfrenovation .
d Ynu f The First Name in Turf Renovation
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submitted their application
to the National Commis-
sion of Certifying Agencies
in September 2011, the as-
sociation said. Certification
programs that receive NCCA
accreditation demonstrate
compliance with the NCCA’s
Standards for the Accredita-
tion of Certification Pro-
grams, which were the first
standards for professional
certification programs de-
veloped by the certification
industry.

The IACB's process be-
gan by performing a task
analysis for the irrigation
contractor job. The analysis
involved surveys and an
irrigation contractor focus
group designed to assess
the knowledge, skills and

abilities neces-
sary to do the
job correctly.
Based on data
they received
from the focus Wyatt
group and surveys, the board
developed the exam content
outline.

The IACB received notifi-
cation in late May that they
had earned accreditation.
The CIC program is the first
in the irrigation industry to
become NCCA-accredited.

“All of today’s profession-
als benefit from the high
standards of knowledge,
experience and profession-
alism required by the Select
Certified program,” says
Tom Wyatt, a former IACB
board chair

NEI! Holidngs contin-
ues acquisiton spree

NEI Holdings in Danbury,
Conn., has completed one
of its largest acquisitions
to date. New England
Irrigation has acquired

the accounts and certain
personnel of Oasis Irriga-
tion, Easton, Mass., adding
800 customers to NEI's
portfolio.

This is NEI's eighth
acquisition since 2005, and
the company is still looking
at growth opportunities.

“Strengthening our
presence in markets that
we already service, along
with organic growth and

growth through acquisition,

not Olll)" creates tremen-

dous opportunities for our
people, but it is funda-
mental in continuing to
drive our business plan in
becoming the number one
irrigation service provider
of the North East,” says Eric
Zima, owner of NEL.

“We are currently speak-
ing with a number of other
high quality organizations
regarding possible future
mergers with NEL" wat

Clarification:

In our May issue, we listed
Weed Man's headquarters
as Oshawa, Ontario. This

IS actually the location

of Weed Man’s master
franchisee for the U.S., Turf
Holdings. The company’s
world headquarters is in
Mississauga, Ontario.

LAWN AND LANDSCAPE
ComMPANIES HAVE
GENERATED OVER

SLO00.000

IN SALES FrROM
CLC LABS SOIL
TESTING!

Ler Us SHow You How!

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

Environmentally Friendly

100% Grass Coverage 325 Venture Drive
Westerville, OH 43081
614 888-1663

FAX 614 888-1330

Strong - 5721 psi

grasspave2.com
800-233-1510 Exclusive laboratory services for the

Turf & Ormamental Professional.
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REGISTER TODAY!

ASCA Executive Summit August 9-11th
Including Show Magazine's Top 100

and Leadership awards program. Westin Diplomat

Why You Should Attend Resort & Spa
* In-Depth Sessions on Topics Affecting
The Industry :
« Connect With Industry Leaders Ft. Lauderdale,
» Numerous Networking Opportunities Florida

* Great Location

For more information
Call: 800.456.0707 or 330.523.5400 + E-mail: conference@gie.net
Visit: www.ascaonline.org/event
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ASK THE EXPERTS

CREDIT CARD
FEES AND PINK
RHODODENDRONS

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

Q.: How are landscape
companies handling charges
from credit card companies
for customers who choose to
pay their invoice this way? Do
they pass on a convenience
fee to these customers? And,
how do you handie this If the
customer is not present (for
example, customer calls into
our office and we take the
credit card Information and
manually enter it)? Recently,
we recelved a credit card

for payment of an invoice

of $30,000 for which we

were hit with a 3 percent
charge (around $900) from
the credit card company. Is

it reasonable to ask the
customer, if they are going to
pay this way, to pay the entire
convenience fee?

A. | definitely understand your
concern about the cost of credit
card processing. It can take a bite

JUuLY 2012

out of your profits. We initially
looked at the situation like you
are, and then we weighed that
cost against the cost of not
collecting payment from the
clients on a timely basis.

Charging a client’s credit
card as soon as you perform
the services is much better than
waiting 30, 60, or 90 days to get
the money.

Not collecting on a timely
basis may result in you having to
borrow against your line of credit
to pay vendors. | would imagine
you are paying more than 3
percent for that money

Many of our clients like the
points or airline miles they get
for using their credit cards, so it
is becoming a standard way of
doing business.

If you want to recoup that
fee, | would add it to your pricing

#5 PLANET

structure rather than show it as
an additional charge. | think you

will get some negative feedback if

you make it a separate charge.

Have a
question for the
experts? Send
it to llexperts
@gie.net.

Q.: I'm trying to locate a pink
rhododendron for a client,
and I'm In Kansas (zone 5).

it seems that azaleas and
rhododendrons are almost
the same thing (other than
deciduous vs. evergreen). So,
whenever | think I've found
the right rhodo, some sources
will say the flowering color

is pink, lavender, or pink-
lavender. I'm confused. Is this
an issue simlilar to hydrangea
where you adjust the acidity
of the soll to get a different
flowering color?

A. Azaleas fall in the genus of
rhododendron. Rhododendrons
and azaleas can be tropical

or hardy, deciduous or
evergreen. The bloom color
seems to change as the season
progresses, hence the odd
variation of hues within the
same description. The typical
way to describe their color is

by what is the predominant
color. There are some azaleas
(Satsuki) in particular that have
multiple colored blooms that
are really striking and

memorable

The Exbury azalea

is a great plant for

Kansas, especially in
the eastern half of the
state. | personally have
three at our house, and they are
gorgeous and thriving. Exburys
are problem-free plants and easy
to grow.

| recommend that you plant
them in partial shade and avoid
direct afternoon sunlight. They
are way underused plants.

As far as rhodos go, it's
difficult for this plant to thrive
in Kansas. We do not have the
proper soil for them, and the
summers get too hot and the
winters are oftentimes too dry for
a broadleaf evergreen to thrive

With that said, | have seen
several nice plantings in the
proper location.

My best sellers and the
ones that do best are PJM,
Nova Zembla, Purple Gem,
Ramapo and Impeditum. | found
rhododendron.org to be a really
interesting website. Lad
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Landscape Professional
WANTED IMMEDIATELY
for consultation and to install
water efficient sprinklers,
drip irrigation, and smart
controllers and sensors this
July at my home and place of
business! Willing to pay top

dollar for your water-saving
knowledge. Call or drop by
today. 555-4687. Please ask
for Pat Homeowner or “The

Super’. Don’t miss this
opportunity! If you do,
someone else will grab it.
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SMART OPPORTUNITIES.

Sometimes you only need to knock once, or not at all.

Your customers aren’t just looking for a beautiful landscape—they also want to save water.
Grow your sales by introducing them to smart irrigation.

Find more information and “smart” resources at www.ewing1.com/smartirrigation.

FIND US:

www.ewingl.com

TALK TO US:
800.343.9464
savewater@ewingi.com

¢

’RODUCTS | LANDSCAPE LIGHTING | RAINY

WATER HARVESTING | HARDSCAPE
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RESEARCH

Rearch"from The Cancer Institute of M o NT H

New Jersey (CINJ) shows socioeconomic F o R
factors such as lack of health insurance

and poorer access to healthcare serve
as barriers for Hispanics who might
otherwise receive this check-up.

Only 7% reported ever having had a

full skin examination by a physician,
and 6% of participants born outside of
the U.S. noted they had undergone a
full skin exam, compared to 9% among
those born in the U.S. Low exam rates
were also noted for those who reported

ccording to the Thomson Reuters/PayNet Small
Business Lending Index, April was not a great
month for small business lending as it eased for
the fourth month in a row. The index, which measures
the overall volume of financing to U.S. small businesses,
fell to 94.1 from 96.0 in March, PayNet said.
speaking liftle or no English. Of those But, accounts in moderate delinquency, or those

who spoks mostly or only Spanish, four behind by 30 days or more, fell to 1.29% from 1.39% in
percent said they had received a skin March.
it Accounts 90 days or more behind in payments, or in

The study appeared In the latest issue severe delinquency, went down to 0.35% percent from
of the Archives of Dermatology. 0.36%.

Accounts behind 180 days or more, considered to be

in default and unlikely ever to be paid, eased to 0.43%
from 0.48%.

Small businesses don't have high hopes for a solid recovery in the near future from the economic
downturn, according to a survey from the national Federation of Independent Business.

A paltry 7% of businesses surveyed said now is a good time to expand, which was the same percentage
from the previous month's survey. About 6% said it was a good time to hire new employees. The percent of
owners expecting better business conditions in six months was a -2% percent (a 3 point improvement).

However, more owners still expect the economy to deteriorate further than those who anticipate
improvement. About 20% reported that “poor sales™ are their top business problem, up 1 point from April.

Falling Further

The average price for a gallon of regular gasoline in the United
States fell almost 16 cents to $3.62 at the end of May into
the first week of June due to a drop in crude oil, the Lundberg
Survey showed, according to Reuters.

The national average for regular gasoline as of June 8 was down more than
11.62 cents from previous-year price of $3.74 a gallon, according to the survey
of some 2,500 gasoline stations in the continental United States.

The price was the lowest since the Feb. 10, which recorded an average of
$3.51 per gallon.

This was the fourth straight survey to show a price decline,

The average price of a gallon of diesel is down 30.61 cents over the past nine
weeks since June 8, and 17.64 cents over the past three, to $3.90.

Both gasoline and diesel prices are lower than a year ago, the survey showed.

ISTOCK: DREAMSTIME: THINKSTOCK
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Leave the last job behind and get on with the next. Telescoping lower links extend back
and forth, eliminating the need to precisely position your tractor. On tractor models 335
and above, the handy 3-point position lever allows you to raise and lower the links from
the back of the tractor. There’s only one manufacturer with standards as high as yours.

Find out more at www.bobcat.com/value10 i )
www.bobcat.com/value10  1.877.505.3580 m nmyanimaI
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Dizzy Dean: Baseball player and great philosopher.

ast month we spoke about
identifying what a potential
client is looking for and |
gave you many ideas to help find
out what the prospect values.
This month | want share with you
some ways you can clearly show
the value you bring to the table.
There are three big ways to do
this. There are to:
1. Tell them yourself
2. Show them yourself
3. Have your clients tell them

Tell them yourself. Dizzy
Dean, the baseball player,
once said, “It ain't braggin’ if you

ourst

f

done did it." You must exude
confidence when you are selling.
You have to know and love your
product and service inside and
out. Again, you must know and
love your product inside and
out. Throwing a new graduate in
landscape architecture into a car
and having her call on clients is a
big mistake. How many jobs has a
23-year-old L.A. grad done? How
many transactions has someone
that age done themselves to
understand how sales work?

The biggest mistakes I've
made in business were putting
people into a sales role before
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MARTY GRUNDER is a speaker, consultant and author; he owns Grunder
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they were ready for it. So, you
must know your product and you
must love your product. If you
don'’t, you'll never do well selling
it. The issue is you need to be
honest; that's the difference.
Facts and results are hard to
argue. Tell them!

If your work has won national
awards, tell your clients, If you
just finished a great job for their
neighbor and you got that client
from your positive reviews on
Angie's List, then tell them. If
you're booked up for months
because people are willing to wait
for your creativity and guality, tell
them. It's one thing to say you are
the best, but it's another to have
Irrefutable evidence that this is
true.

Show them yourself. We

are fortunate that, unlike
a lot of other businesses, you
can show your prospects photos
of all the good things you've
done. You've heard a picture is
worth a thousand words, right?
It might be worth more than that
actually. With today's technology,
there really is no excuse not
to carry an iPad or laptop
chock full of photos, letters of
recommendation, and even video
testimonials showing that you are
who you say you are.

Be prepared for your selling
efforts. Showing up with only a
proposal Is an easy way to lump
yourself with all the “other”
landscapers in the world.

If you truly want to differentiate
yourself, you have to put forth
the effort to show your prospects
what you do and why you are
better. You can even drive them
around and show them your work.
Showing your prospects your
work is an incredibly powerful way
to sell work and communicate
the value you bring to the table
beyond what words on a proposal

To view last month’s column
from Marty, visit www.

lawnandlandscape and
search “do your homework.”

can say. We live in a busy world
and you have a slim window to
catch their attention; do so with
technology. Show them!

Have your clients tell them.
What others say about you
Is Infinitely more impressive
and convincing than what you
say about yourself, We literally
have hundreds and hundreds
of testimonials from our happy
clients. Other landscapers that
| work with and coach are often
amazed by this. They ask me how
we get them.

There are two ways. First of
all, we get a ton of them without
even asking for them. And we get
more of them simply by asking
for them.

If you are having trouble
getting testimonials, | suggest you
look at the quality of the product
and service you are offering. If
you do great work, you will get
testimonials naturally.

And if you feel you do
great work, but aren't getting
overwhelmed with testimonials,
then just ask in a survey and
politely push the issue.

If you do great work, you'll
get them. No one can refute the
power of having your current
happy clients tell prospects about
your company. It works.

In fact, Just last week, my sales
associate Brent gave a prospect
the name and number of one of
our happy clients.

Brent’s prospect called my
client asking them if we did good
work and were a company they
should work with right now.

My client told Brent's prospect
to come over and look for
themselves. This couple spent
an hour with my client and | am
happy to report Brent got the job.
Have your clients show them!

Prospects become clients
when they see value in what you
bring to the table.

If you listen well and screen
your prospects like we talked
about last month and tell them,
show them and have your clients
tell them, you can and will
improve your selling efforts. La&L
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Combines four key technologies:
+ Microbial - boosts the plant’s ability to absorb nutrien

soil structure

»

» Mycorrhizal - provides increased soil nutrients and ‘
water to the plant

« Chelation - provides nutrients in a form readily avallable
to the plant in non-staining formulations

» Biostimulant - improves plant growth and health
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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 performaﬁce. Lebanorﬂ-urf

Best of All Worlds™

www.LebanonTurf.com 1.800.233.0628
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L uxury garden

arron’s Dictionary
of Business Terms
defines a niche as a
“particular specialty in
which a firm or person
finds they prosper. Niche strategy
in marketing is to marketto a
small but lucrative portion of the
market. The small size of the
niche generally ensures efficient
marketing efforts and few if any
direct competitors.”
A number of my clients
catering to the ultra-high-
end residential market have
developed a niche strategy for
building what many refer to as
a “fine gardening” or “garden
detail” service. It is a service that
when clearly defined and properly
presented to a potential client
base can significantly supplement
a company’s bottom line
However, there are caveats
that the entrepreneur is wise
to heed when offering such a
service.

WHAT IT IS. Fine gardening is

a specialized service that often
entails custom hand pruning,
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fertilizations, specialized
plantings, water feature and
pond care, and pottery and
garden art purchases. It can also
include low-voltage lighting care,
specialized plant care and estate
outdoor master planning. In the
automoblle industry, there's
Toyota and there's Lexus. Both fill
a need. Fine gardening is Lexus
and you need to keep that fact
clearly in mind.

WHAT IT IS NOT. Fine gardening
is not maintenance and it is
certainly not “mow-blow-n-go.”
Garden detail Is a specialty
service set apart from the

service provided by a typical
maintenance crew. There's

a place for maintenance and
there’s a piace for fine gardening.
However, you do not want to blur
the distinctions between the two.
You don't market, sell and service
a Ford the same way you do a
Ferrari.

WHO IS IT FOR? A specialized
garden service is for the
discriminating client who

www lawnandiandscape com

JIM HUSTON runs J.R. Huston Consulting, a green industry
consulting firm. www.jrhuston.biz; jhuston@giemedia.com

appreciates and desires an
artful approach to the landscape
needs of his estate. This service
is not cheap, primarily due to the
necessary qualifications of those
providing the service. While just
about everyone might desire to
have such a service, not everyone
is willing to pay the price for

the high quality standards and
attention to detail that fine
gardening provides.

WHO PROVIDES THE SERVICE?
The individual who runs this
division for the company must
have specific skills as well as
certain personality traits. If any
of these skills or traits is missing,
it probably won't work. This
individual must: have excellent
horticultural skills, be passionate
about gardening and be able

to communicate effectively and
enthusiastically to the client
regarding fine gardening. She
must also be able to sell, be
able to pay strict attention to
detall, be very good at bullding
and maintaining relationships,
be organized, be excellent

at following up and following
through with details and, finally,
must be very customer-service
oriented.

In my experience, 90 percent
of the people who excel at this
position are women who love
gardening. It isn't that men can't
effectively manage this type
of division. Many do. However,
the fact is that the majority of
the time, it is a woman who
champions fine gardening.

PRICING. Due to the highly
specialized skill set of fine
gardening personnel and the
high level of service required

by clients, the hourly rate for

fine gardening is not cheap.
Throughout North America the
price for such services ranges
from $45 to $65 per man-hour.
A gardener working an eight-hour
day will usually generate between

$400 and $500 per day just

for labor. Materials are usually
marked up to equal retail pricing,
sometimes more.

HOW IT WORKS. | have dozens
of clients throughout North
America who provide a fine
gardening service. One client
in Southern California saw his
residential installation sales
decrease in excess of sixty
percent the last four years. It's
his fine gardening division that is
pulling him through the current
tough economic times. Another
client in the Northern California
market decided to start such a
division. He studied it, met with
other contractors offering fine
gardening services, updated
his website appropriately and
announced his new service for his
high-end residential clients with a
very formal introductory invitation
- not unlike a wedding invitation.
Two clients in the Northeast
provide their fine gardening
clients with a base contract for
specified services (cleanups,
pruning, deadheading,
fertilizations, etc.). These
contracts average tens of
thousands of dollars. Account
managers normally add another
25-50 percent more than the
base contract in enhancements.

SUMMARY. Fine gardening or
garden detail services can be

a very lucrative niche for the
landscape contractor who has the
right personnel and Is prepared to
provide such a service.However,
you need the kind of client base
that appreciates such a service
and Is prepared to pay for it.
Many clients are willing to pay

a premium price if service is
consistent. Contractors see dollar
signs and attempt to enter the
major leagues with little league
personnel. If that's the case,
they're better off sitting out a
game or two until they get their
act together. LaL
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ARE PAPER TIME GARDS
RAKING AWAY YOUR PROFITS?

Eliminate Paper Time Cards and Save More Money.

ExakTime, the leader in wireless, mobile and rugged time tracking solutions,
provides a hassle-free way to track remote workers, job activities, equipment
and locations in real-time, so you get 100% accurate time cards and
summary reports, cutting payroll processing time in half and saving you
thousands in labor costs.

* Eliminate paper time cards * Only pay for hours worked

» Track hundreds of work activities e Save thousands in payroll Rugged, Wireless, Time Tracking
: . N Weatherproof, Rugged App For Your

* 30-day, money-back guarantee * Slash payroll processing time in half ~ Portable Time Clock  Time Clock Smartphone

F'NANC'NG YOUR TIME & ATTENDANCE EXPERTS Ei%ﬁ

1.877.391.0475 = www.exaktime.com/lal
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The3Rs
OF STAFFING

ost landscapers believe staffing

is a solitary function aimed at

filling vacant positions. That

isolated interpretation fails to
consider the causes of the vacancy and the
consequences of the staffing decision. In
contrast, an advanced perspective views
staffing as a three-step process: retention,
recruitment and review. This aligned
sequence enables landscapers to address
root causes of employee turnover, generate
an ample talent pool of qualified candidates
and ensure performance expectations are
met by the new employee.

RETENTION. Effective staffing is premised

on employee retention; employee retention

is based on minimizing employee turnover.
Employees leave organizations for reasons
that are either external (e.g., family relocation,
economic conditions, personal issues) or
internal (e.g., lack of advancement, poor fit
with company culture, supervisor conflict) to
the company.

Ironically, most companies are their own
worst enemies in that they don’t proactively
eliminate their internal causes of turnover. In
short, retention prevents turnover.

Companies can collect turnover-related
information from current and former
employees in multiple forms: interviews with
new employees after being on the job for 30
days, annual employee surveys, exit interviews
and a 30-day follow-up telephone interview
with former employees.

By collecting information from all of these
sources, a company can garner significant
insight into the actual causes of turnover (e.g.,
insufficient training, poor morale, supervisory
incompatibility, dysfunctional culture, job
stress, unchallenging work, inadequate pay/
benefits).

Once Identified, the company can then
design a retention program targeting its most
problematic drivers of employee turnover.

In brief, a “best practices” retention
program maximizes employee engagement
by routinely clarifying how the employee’s job
performance contributes to organizational
success, ensures its supervisors are well
trained (e.g., goal setting, delegation,
coaching) and leverages a company culture
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that fosters employees being valued,
meritocracy, and morale.

RECRUITMENT. Unfortunately, many
companies have a reactive view of staffing.
They only recruit candidates when vacancies
exist. That approach is desperate, ineffective
and irresponsible.

As my colleague Bill Arman explains in
his book “The Harvest Way for Recruiting
and Hiring the Right People,” recruitment
must be done continuously. Rather than only
interviewing for current vacancies, clairvoyant
landscapers routinely interview candidates
even when vacancies don't exist (e.g.,
employee upgrades. bench strength, “tag and
release”). To support that staffing equation,
recruitment interviews should be conducted
every week.

The goal of an effective recruitment
plan is to establish a large pool of qualified
candidates.

This goal is likely to occur by implementing
an integrated set of recruitment initiatives:

a rewarding employee referral program,
community partnerships (e.g., vendors,
agencies, local businesses) and appropriate
advertisements (e.g., newspapers, website,
fiyers).

Landscapers relying on this proactive
recruitment approach, incorporating all of the
aforementioned recruitment activities, will
likely fill their vacancies with higher-caliber
candidates in shorter timeframes, at less cost,
than other companies that simply respond to
vacancies as they occur.

STEVE CESARE is an industrial psychologist with the Harvest Group, a landscape
consulting group. www.harvestlandscapeconsulting.com; scesare@giemedia.com

REVIEW. Staffing does not end when the
new employee is hired. Many landscapers
believe the goal of the staffing sequence is
to fill every vacancy. That is an incomplete
criterion.

The actual goal of the staffing
sequence Is to fill every vacancy with an
effective employee capable of improving
organizational results. To validate that
outcome, all new hires should receive a
formal performance review after 30 and 90
days on the job.

The 30-day review typically addresses
fundamental performance standards
like punctuality, appearance, cultural fit,
training aptitude, team player, initiative,
policy compliance and safety focus.

The 90-day review evaluates employees
on applied performance indices like
efficiency, functional skills, equipment
operation, planning, communication skills,
work quality and value proposition.

In keeping with the formal nature of this
behaviorally-documented performance
management process, the new hire
should be informed of the results of the
30-day review, receive complimentary or
constructive coaching as necessary and be
informed of the specific expectations for
the next performance review scheduled to
occur in 60 days.

If the employee fails to demonstrate
immediate, significant, and sustained
progress toward being an effective
performer, a timely decision to terminate
should be made as appropriate. L&L

DREAMSTIME


mailto:scesare@giemedia.com

'—J '

G "j_ll”

f@_m uJ JJ p—

Edgele

| {/Redu he’ﬁmeandfrecfuen Nspent !
A Fionst ngtnmmlng" ﬁ il :/ Kl

\

Introducing New Edgeless' Liquid Turf Growth Regulator.

Edgeless integrates patented turf growth regulator technology to control the growth of grass and reduce string trimming
requirements of both warm- and cool-season turfgrass. Edgeless is applied as a banded application wherever string trimming
or edging of turfgrass is required. Edgeless can be applied to reduce the frequency of string trimming along fence lines
and around trees, gravestones, posts and poles and mailboxes. Edgeless can also be used to reduce the need
for edging along the perimeter of lawns, landscape beds, sidewalks, curbs, parking lots and driveways.
Proper application of Edgeless can resultin up to 8 weeks of growth control greatly reducing the need for
trimming, resulting in improved profitability for professional landscapers by reducing labor and fuel costs.

For more information about Edgeless, contact your SePRO Technical Specialist
or call 1-800-419-7779. Visit sepro.com/edgeless.

SePRO Corporation Carmel, IN 46032 SePRO
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{ By Kristen Hampshire }

The ABCs of

commission pay

BEST
PRACTICES

R
MAINTENANGE
oo

ABC Home & Commercial Services compensates
maintenance crews on a commission-based pay plan.

i o ~

_— : ABC crews get paid for
being better, not just
faster.

he more crews work, the more they get

paid at ABC Home & Commercial Ser-
vices, which targets the Austin, San Antonio
and College Station, Texas, markets. That's
because maintenance employees get paid on
commission rather than taking home a base
salary — a system that owner Bobby Jenkins
brought over from the pest control side of his
business.

“In every analysis of business processes we
do, I am trying to make sure that there are
three entities that win: customers, employ-
ees and the company,” Jenkins says. “I firmly
believe that commission-based pay is in the
best interest of all three entities.”

To prove this to crewmembers before
rolling out the system to all maintenance
employees in all locations, Jenkins tested the
pay model with just one crew. “We didn't

Read more about Jenkins
and his commission
culture and sign up for the
A Cut Above newsletter

at www.lawnandlandscape.
com/newsletters
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Here's how it works and why workers stay on board.

just ram it down everyone's throat,” he says.
“We ran the pay plans side by side, and we
told them, ‘We'll pay whichever one is bet-
ter." After several pay periods of seeing the
commission-based crew getting paid more,
everyone else was happy to go on that plan.”

Gaining buy-in was critical for rolling
out the commission-based pay model, Jen-
kins says. “You have to demonstrate that
commission-based pay is better for everyone
involved.”

Employees get paid more, and in return, the
company gets focused, driven workers. Qual-
ity delivery is the real barometer of whether
the system works, though. Commission-based
pay isn’t all about rushing through a route to
complete more jobs in a day. At ABC, hours
are tracked and detailed route sheets are
distributed that denote a production value
for the day.

“There’s a fixed commission for the rev-
enue generated per job, per day and at the
end of the day, those commission revenues
always prove to be higher than if employees
were paid on an hourly rate, even with time-
and-a-half,” Jenkins says.

DIVERSIFYING THE CORE. ABC Home & Com-
mercial Services was founded as a pest control
company and began offering complementary
lawn care services 12 years ago. Shortly after
that, the firm branched out into lawn main-
tenance, landscaping and irrigation. “We saw
that model of diversifying our service offering
seemed to work well,” Jenkins says.

So ABC delved into the handyman busi-
ness, then heating and air conditioning,
plumbing and electrical. Now it also offers
tree trimming, pool cleaning and other repair
and maintenance services.

WEATHERING
THE DROUGHT

ocation Is everything,
nd Bobby Jenkins is

pretty proud to be based
in central Texas, where the
economy has been in a better
position than most areas of
the country. “We consider
ourselves very fortunate to be
in Texas, and even more so In
central Texas,” says Jenkins,
president of ABC Home &
Commercial Services with
offices Austin, San Antonio
and College Station.

But weather is a different
story. Central Texas was bone
dry last year, and this had a
“huge impact” on Jenkins'
business, he says. "We were
so hot and dry, turfgrass
just stopped growing,” he
says. “People abandoned
their yards because we were
under such stringent water
restrictions that they couldn’t
keep their lawns alive. So we
lost a lot of business.”

Clients cancelled lawn
service contracts. “There was
nothing growing.” Jenkins
5ays.

This is where diversity
worked to ABC Home &
Commercial's benefit. While
water rationing was in full
effect and the Dust Bowl went
months without rain, wildlife
went rampant. “The drought
put a lot of wildlife under
tremendous stress,” Jenkins
says. "Our rodent and wildlife
business went through the
roof.”

While insect pressure
wasn’t as great because of
lack of moisture, the rodent
and wildlife business made
up for those losses. And the
sweltering hot, dry conditions
opened up opportunities to
expand into new service lines.

“What a great year to
£0 into the air conditioning
business,” Jenkins says.

Overall, ABC Home &
Commercial Services grew by
14 percent last year. And this
year, the weather looks wetter.
“We have had rain so far,”
Jenkins reports. “Our business
is up nicely right now, so I'm
guardedly optimistic.”
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It’s time to bring their
visions to life

You can help with the Wells Fargo Outdoor Solutions credit card program

Whether it’s building a new patio or creating a lush yard for little i

feet to explore, your customers’ dreams may cost a little more than QUIDOCRSCEUTIONS

they planned.
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Help them bring their visions to life — and more of your bids into
real jobs — with the Wells Fargo Outdoor Solutions credit card.

With its easy payment terms and generous credit lines, it’s attractive
financing for your customers. For you, it’s a great way to close
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{ By Lindsey Getz }

Anhead of the game

Hunt Irrigation picked up clients from competitors who dropped the ball on water efficiency.

New construction has stalled for Hunt Irrigation, but fixing poorly designed installs has grown.

n 1997, Jeremy Hunt decided that he

wanted to start his own business.

One of the catalysts was the fact that
he really wanted to focus on water con-
servation before anything else.

“Back then it wasn’t something that
people were talking about, and when I
presented those ideas to the company
I was working for, it wasn’t something
they wanted to focus on,” says Hunt,
owner of Hunt Irrigation in Lincoln,
Neb.

Being ahead of the curve has worked
out well for Hunt's company. “Today
water conservation is a very popular
concept and we've been doing it longer
than our competitors,” Hunt says.

“We've already examined our de-

TIME MANAGEMENT

sign and worked on modifications and
changes to ensure our systems are as
efficient as possible.”

Since 1997, a lot has changed that has
made focusing on water conservation
even easier.

Hunt says that the advent of smart
controllers has really changed the game.

“When smart controllers came on to
the market, it made our job easier to
do,” he says.

“Every system we install has a smart
controller on the residential side. Obvi-
ously with commercial work you need
to abide by the specification.

“But we always bring it to the project
manager’s attention that we can save
the owner money by making changes

or modifications to the spec.” While
new construction has slumped off, Hunt
says that he’s found a niche in making
poorly designed sprinkler systems more
efficient for customers.

The company does about 60 percent
residential work on average.

“A large majority of the new clients
we pick up are systems we didn't origi-
nally install but for whatever reason the
original company doesn’t want to or isn’t
following up on service,” he says.

“This works out well because 90 per-
cent of the time those systems weren't
the best installation in the first place so
that creates an opportunity to offer the
client a more efficient system.”

Whether an area is receiving poor
coverage or is being over-watered, Hunt
says that these situations create opportu-
nities to modify the original design and
bring the system up to a higher standard.

Learn how Hunt stays
ahead of trends and
sign up for the Water
Works e-newsletter at
www.lawnandiandscape.
com/newsletters

wning his business for nearly 15 years, Jeremy Hunt says that, at
times, he may micro-manage. But he says it’s difficult not to have
his hands in everything.

As owner, he likes being out in the field, which is why he stuck with
the industry in the first place. And, as the owner, he's very hands on. “|
wore a lot of hats when | started this company and | still do today,” he
says. “I not only do the invoicing and pay the bills, but | spend long days
in the field. When | went into this line of work it wasn't because the APs
and ARs excited me - it was because | enjoyed doing the construction
of the sprinkler systems and truly like the service end. | enjoy the
diagnostic work - trying to figure out why something doesn't work and
coming up with a solution. That's where | find the most enjoyment
within this company, so | tend to do the majority of my work with the
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installation crew and service techs.” Still, Hunt says that this is the first
year in business that he's started to back off on his involvement with
the field operations and concentrate more on management. It's largely
because business has grown and made this a necessity.

“I'lt admit | am still a much bigger fan of being out in the field. In fact,
sometimes the office manager has to hit me over the head with a big
pile of paperwork to remind me it's time to get back to the office,” he
laughs.

And while Hunt says he's making an attempt to be in the office a bit
more, he also says it makes a difference to his clients when they see
him in the field.

“Clients tend to like seeing the owner take a hands-on approach and
being involved throughout the process,” he says.
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with Go iLawn.” ‘
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,\\Ll Former President of GroundMasters
5 CEOQ of Go iLawn

GET YOUR FREE TRIAL TODAY!

visit www.goilawn.com/promo and use code LLJY12
or call 800-270-6782 ext. 1
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By Kristen Hampshire

Thornton was
mainly design/
build, until
maintenance
was added.

Moving into maintenance

Thornton Landscape celebrates 50 years in business and shares
how the firm has evolved to meet market demands.

eople make a business.

That’s why in 2007,
when Thornton Landscape
in Cincinnati decided to add
maintenance to the design/
build firm’s services, the own-
ers purchased a small mainte-
nance firm and brought on its
energetic leader.

“He gave us the foundation
of what we have today,” says
Rick Doesburg, company
owner. “We weren't buying
the (business) portfolio as
much as his expertise.”

Timing couldn't have been
better for starting a mainte-
nance division, though Rick
doesn’t take credit for that.

“We didn’t know in 2007
what was going to happen
in 2008, 2009 and 2010,
he says.

“We like to think we (start-
ed this division) because we
saw the economic downturn
coming, but that would be a
lie. We made the right deci-
sion at the right time."

Transitioning the design/
build firm into a full-ser-
vice company that offers

maintenance went smoothly
because of the company's
processes, which had been
passed down from the Thorn-
ton family — and because of
the dedicated staff members,
who take ownership in the
across the business.

The company added one
full-time manager, and over
time, hired 10 crewmembers.
But running a maintenance
business wasn't all that easy.
[t's quite a different animal to
tame than operating a design/
build firm, the Doesburgs
learned.

“It’s down and dirty com-
petition in commercial main-
tenance,” Rick says bluntly.

“A lot of times, it's about
price.” Thornton Landscape
leverages its ability to deliver
a positive customer experi-
ence to win new mainte-
nance contracts.

Thornton Landscape is a 50-year

old company. Learn more about its

best practices and sign up for the

Business Builder e-newsletter at www.

lawnandlandscape.com/newsletters.

Crews do more than get
in, get out. “We have been
successful by doing a cut
above what others might be
(l()ing, using our expertise in
design as needed and treating
customers like we want to be
treated ourselves,” Rick says.

The maintenance division
is relatively humble in size:
three crews in a small market,
Rick says. But those crews
produce $1 million in revenue
for Thornton Landscape, and
the landscape design crews
stay busier during slower
winter times because of extra
maintenance jobs like spring
cleanup and mulching.

Maintenance provides
Thornton Landscape with
a service cushion for times
when design/build business
is lean.
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onsidering adding a

maintenance division to
your design/build firm? Andy
Doesburg, who heads up the
department at Thornton Land
scape in Cincinnati, shares
some of his lessons learned in
the trenches.

Thornton Landscape

Cross-train. Thornton Land
scape brought on new field
labor to manage mowing, but
the company relied on its land
scape crews to pick up spring
services, such as mulching
and pruning. “Cross-training is
a good way to keep everyone
busy,” he says.

Expect a different pace. A
focus on efficiency Is critical
when operating a maintenance
division because jobs are
short-term compared to longer
term design/build endeavors.
*"With maintenance, you must
deliver everything quickly
while still delivering quality,”
Doesburg says.

Know the politics. Espe
cially when working with home-
owners associations (HOAs),
remember who's signing the
contract. That's not always
easy because a housing devel-
opment with a hundred clients
can mean a hundred different
opinions.
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Are you putting these tools to work
for your lawns and landscapes?

Summer doesn’t have to spell disaster for your

lawn or landscape customers. Simply adding mf.‘,...’.,..
Aquatrols wetting agents to your existing D,spa,ch’
programs can help you keep your customers'’ .
properties alive and healthy, even when there’s - . ’ “BprdYuble
not a lot of water to go around.

Get the most of available water
« Improve efficiency of spray applications
* Great for large turf areas

Make the Most of your Water

Dispatch and Aqueduct make sure that water
gets into the ground where you want it, before
it has a chance to run off or evaporate. Every
last drop goes where it needs to be — into

the soil and available for thirsty roots. This is
especially important when watering restrictions
are in effect.

Dispatch Sprayable can be tank mixed with
most turf management products for added
convenience.

Smart and Economical
0Aquatrols

Spending a few dollars on wetting agents today CT
can save you money in the long run. Keeping %"
soils hydrated reduces drought damage to SOIL SURFACTANT

plantings and minimizes the cost and labor of

replacements. :
P e Quickly fix water movement problems

Add Dispatch to your spray tank to increase * Reduce stress caused by water repellency
the effect of everything you spray. You’ll get * Increase survival rate of newly planted
exceptional treatment coverage and thorough landscape plants/shrubs

use of your budget dollars.
Aqueduct is available in both liquid and granular

Call your Aquatrols distributor today to start formulations.
putting these valuable tools to work for you.
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By Lee Chilcote

Virtual reach

Chris Kozol uses video blogs to educate and communicate with customers.

he days when Chris Kozol was able to personally meet with

every customer to educate them on lawn care treatment
options and discuss their service plans are long gone. Since
founding Forest Green Lawn and Landscape in Omaha, Neb.,
nearly 15 years ago, Kozol has hired a team of salespeople to
interface with his loyal customers.

Nonetheless, in the past few years, he has begun using a low
cost, tech-savvy marketing tool to reach out to customers — at
least, in a virtual sense. Through creating video blogs that he
emails out to every customer in his database, Kozol is able to
provide lawn care tips, company updates and, of course, sell
his services.

“It's impossible for me to be out on every yard, so this is
another way of touching my customers,” he says. “Video blogs

are becoming increasingly popular.

Chris Kozol uses video blogs to reach customers.

SERVICE STRATEGY

0ver the past 15 years, Chris Kozol has grown Forest Green Lawn
and Landscaping in Omaha, Neb., into a full-service maintenance,
design and installation company. During that time, he has also
nurtured his customer base, added new, loyal clients and built a roster
of 28 full-time and seasonal employees. Now, as he retraces his path
to success, he can point to a core strategy that's kept Forest Green
growing.

“Above all, we really believe in taking care of our foundation first,”
says the entrepreneur. “If we can't take care of the customers we
already have, how can we take care of somebody new? Over time,
we've grown our services based on that.”

Kozol's strategy of layering new services atop a solid foundation of

10 JULY 2012

This is a nice way for my customers to see from the owner of
the company, to hear from me.”

To create the short, 2-3 minute videos, Kozol hired a local
Omaha blogger. He decided not to hire a professional market-
ing firm after noticing that some of the most popular content
on Internet sites like YouTube is shot and edited by amateurs.

“1 knew that I didn’t need to hire a production company,”
Kozol says. “People get bombarded with stuff every day, so |
wanted the videos to be quick and easy — something to brighten
their day, give them knowledge and let them know we're here.”

As he began to develop the videos, Kozol jotted down a list
of topics that he wanted to address throughout the course of
the year. He took his cues from frequently asked questions
and seasonal topics such as shoveling a driveway in the winter.

“It just started snowing here, so we had a little blog on snow
safety,” Kozol says. “When it's time for pre-emergent in the
spring, then we'll do something on that.”

Forest Green’s video blogs are delivered in an engaging,
off-the-cuff style, yet Kozol still devotes time beforehand to
developing ideas and listing what he wants to say. “The per-
son that films me throws in his two cents, and we work on it
together,” he says. “I think the most we've ever done is three
takes, and they're quick. I will say a lot of different things -
they don’t have to be in the perfect
order — and he'll edit it.”waL

To read more about the investment Kozol
made and how he reaches customers,
visit www.lawnandlandscape.com/
newsletters. While there, you can also sign
up for the Growing Green e-newsletter.

content customers may sound simple enough. Yet when he decided to
add landscape design and installation to his list of services five years
ago, the transition was complex.

“There have definitely been ups and downs,” he says. “| already
knew the mowing, maintenance and fertilization business, yet there
was a learning curve for landscape design and installation. A lot more
things need to go correctly to be successful.”

Although the initial investments of time and money to add these new
services was quite substantial, Kozol says that it’s paid off and allowed
Forest Green to enjoy another growth spurt. *“We had a good client
base to build off of, and they already trust us,” he says. “So we let them
know we'd added these services, and we grew from there.”
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his month, we've brought

together the latest research and
expert analysis on social media in
the green industry. Read on to learn
how you can use social media to
improve your marketing, employee
retention and bottom line.

SOCIAL

What it takes to build a social media team

11 guidelines for engaging your employees in your social media marketing. sy chis Heiler

any companies in

the green industry

are beginning to
embrace the idea of using
what is commonly referred
to as an “online community
manager.” This could be an
in-house employee, outside
consultant or agency.

Responsibilities can range
from website development
and search engine optimiza-
tion (SEQ) to content cre-
ation and social media man-
agement.

As time goes on, this com-
munity manager role is going
to become more and more
critical within our organiza-
tions. It will also become
more difficult for a single per-
son to manage as technology
continues to evolve at a rapid
pace. Even more importantly,
the need for real-time par-
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ticipation will be an absolute
requirement of you. The big
brands of the world have
already learned this. Green
industry businesses will even-
tually have to come to grips
with the idea that business is
24/7, and not 9 to 5.

Because of this, | advocate
a team approach to manag-
ing your company'’s online
presence.

Below are 11 guidelines
to follow when building an
internal team that will con-
tribute to your company’s
online presence and social
media efforts.

Ask for help, don’t de-
mand it. As you know,
not everyone is into social
media or active online. That’s
perfectly fine. Don’t demand
anything of these people.

You'll only get pushback.

You want enthusiastic peo-
ple who are genuinely inter-
ested in social media and how
it can help your business. Of
course, it doesn’t hurt if these
folks are tech-savvy as well.

You don’t need every em-
ployee on board with your
efforts. Find the few who are
truly interested in exploring
what social media can do for
your business.

Set your company’s or-

ganizational chart on
fire. A person’s position in
your company, or their ex-
perience, should not be a
factorin selecting your team.
Why does the CEO or vice
president need to be involved
if they have absolutely no
interest in social media?
They shouldn’t. At the same

time, why would you exclude
someone near the bottom of
your organizational chart if
they truly want to help your
social media efforts?
Shayne Newman, presi-
dent of Yardapes in New Mil-
ford, Conn., recently shared
with me that one of his H-2B
workers is a Facebook fanatic,
constantly sharing images
and videos of the landscape
work they are doing on his
personal Facebook profile.
Make this guy a part of your
social media team right now!
And, please, do not play the
age card. That college grad or
high school kid you just hired
doesn’t automatically qualify
as a social media expert. Nor
does she necessarily want to
help in your efforts. On the
flip side, don't underesti-
mate or disqualify someone




because they are over the
age of 40 (that’s an arbitrary
number, folks). Age has noth-
ing to do with enthusiasm
and the willingness to help
your business.

Include voices from all

departments. My per-
sonal background is in land-
scape design and construc-
tion, so I naturally gravitate
toward design/build topics.
I'm not as well informed
when it comes to lawn care,
tree care, irrigation or a half
dozen other green industry
topics or services.

Your company can’t have
‘gaps in the topics you cover
and content you create. Hav-
ing voices from each depart-
‘ment within your company
enables you to tell a complete
story about your company.

At Neave Group Outdoor
Solutions in Wappingers
Ba’lls. iN.Y;, we've created a
on evetytinng happening
in the company from com-
munity events to seasonal
maintenance considerations
to unique projects they are
‘currently working on. The
team gives me the informa-
tion I need to tell an accurate
story about Neave Group.

4Bxplain why social me-
dia is important to your
company and why you want
your people to play a critical
role. This can be a tough one
because many business own-
ers don’t fully understand
how social media positively
impacts their business and
bottom line.

But in order to get your
people fully invested in your
initiatives, you better be able
to sell them on why exactly

you are doing this, and why
you want them to play an
important role.

Clearly outline your

objectives. Everyone
within your company who is
involved in your social media
efforts needs to be shooting
at the same target. What are
the big-picture objectives and
specific goals you are trying
to achieve?

Is the objective to build
customer loyalty or to drive
direct sales? Is the objective
to build brand awareness
within a specific geographic
area? These are three very dif-
ferent objectives that require
unique strategies.

Your people need to un-
derstand your social strategy
and what you are trying to
achieve.

Give your people an in-

centive to participate.
As I mentioned above, don’t
demnand that your people par-
ticipate in your social efforts-
-you'll only get push-back.
You want people on board
who truly want to help. And
when you find these folks
you need to reward them.
I suggest creating a formal
rewards program.

We've put a program in
place at Neave Group that
provides an incentive to ac-
tively participate and keeps
our team motivated, invested
and informed (Neave em-
ployees are rewarded for cre-
ating engaging content like
blog posts as well as sharing
pictures).

Give your team the tools
to succeed. Would you
send your crews out each day
without the proper tools and

equipment to complete the
job? Of course not. Would
you let an inexperienced
laborer build a patio without
the proper training? I sure
hope not.

You need to give your so-
cial team every opportunity
to succeed. This means pro-
viding them with the organi-
zation, systems, training and
tools they are going to need
to be effective. You can’t

www.lawnandiandscape.com

simply ask your employees
to take pictures for you, or
write a blog post, or tweet for
the company without giving
them the proper tools and in-
struction. You need to enable
them by making the process
as frictionless as possible.

Provide your team with
oversight. Whether you
keep it in-house, hire an inde-
pendent consultant or retain
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an agency, someone needs to
be held responsible for pro-
viding oversight. Remember,
this is a team you're putting
together, And all successful
teams have a coach roaming
the sideline calling the shots.

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

Actual size.

You will need one person
in charge of keeping your so-
cial media program organized
and running smoothly.

9St.n't small, then build
on success. Your social

Nowhere near actual strength.

Beat the top five* lawn weeds, all sedges,
and the competition. Fight for every yard.

y Monument 7

team might start out with two
employees managing your
company Facebook page.
Then, perhaps, six months
later, you add another mem-
ber to the team who man-
ages your company Twitter

[Group B HERBICIDE |

SWG

Herbicide

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

Net Contents (0.5 gram)

One single dose water-soluble packet

wultants, LLC

ere Monument is iabsied for use. Only for use on label-approved warm-season turf
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account. This is perfectly
acceptable.

It's best to start any pro-
gram slowly and build on
your successes. Gain some
momentum with one initia-
tive like a Facebook page
or blog before jumping into

| something else.

10 Set expectations,
but let your people
fail and make mistakes. We
are just at the tip of the ice-
berg when it comes to social
media. No one in the green
industry has this completely
figured out. Let your team
experiment and try out new
ideas, programs and plans.

It's important to let them
have some fun. This is how
you keep them engaged.

But, at the same time, set
expectations for your team.
I recommend introducing
a “two strike” rule for team
members.

One inappropriate photo
or status update, not a big
deal. But make the same
mistake twice and you're off

the team.
1 Keep your team
updated. You must
maintain your team’s interest
and engagement if you want
your social media efforts to
pay off. You need to keep
thern updated by sharing your
successes with them.

Has your website traffic
increased significantly since
putting together your social
team? Is your blog generating
more qualified leads? This
progress needs to be shared
with your team.

We maintain a month-
ly Leaderboard for Neave
Group’s social team which
tallies each team members’
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contribution for the month. Not only
does this keep the team updated, it

creates competition that drives more

participation.

A single person cannot effectively

manage your company's social media

and online marketing efforts without

strong support internally. Engage your
employees in your efforts and empower
them to tell a compelling story about

your business.

inder and president of Land

ascapeleade

Your one resource
for everything LED.

No other lighting manufacturer offers a wider selection

of American-made LED solutions to meet your

landscape design specifications.

« Accent

- Hardscape
* In-ground

- Underwater
* Specialty

- And more.

For your personal copy of
this brochure, contact your
Vista Sales Representative or
Authorized Vista Distributor.
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Be yourself

Social experts Jason Cupp, Paige
Worthy and Jess Ostroff come
together to discuss what to share
and what to keep to yourself when
it comes to social media.

By Lyndsey Frey

nline personalities and

social experts Jason Cupp,

Paige Worthy and Jess Os-

troff have been online since
the very beginning - before the term,
“social media,” was even coined. They
reminisce about the good ‘ole days when
Prodigy online services were a hit and
Facebook was made available across
their college campuses.

Some of you probably know Cupp.
He’s been in the landscape industry for
more than 20 years, starting out with just
a lawn mower back in high school. Now,
as a Kolbe Certified growth consultant,
team-building expert and motivational
speaker, he consults with some of the
biggest companies in the landscape
industry.

Worthy is a freelance writer, blogger
and all-around social junkie with experi-
ence in the green industry’s retail sector.

And, finally, Ostroff is somewhat of
a digital nomad working from various
locales as a virtual assistant for some of
the biggest names in the social media
universe. Plus, she recently launched,
Don’t Panic Management, a creative
management company that specializes
in niche genres.

Chris Heiler brought these three
unique personalities together recently
to discuss adding authenticity, while
blending personality and fun when it

comes to social media.

What is your personal approach to
social media?

Cupp: I've always believed in the merg-
ing of the worlds. I really don’t have a
lot of lines between what I do personally
and what I do professionally. I prefer
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to express the fact that I'm going to

dinner here, or on vacation there, and
in the same token, talk about business
practices and principles that drive my
core business.

There's no replacement to personal
relationships. But to add that authentic-
ity and who you are personally to your
online presence, I do believe allows you
to get to know people better in ways
you wouldn’t normally do when you're
sitting face to face.

Ostroff: I really believe that people
strive for personal connections in any
way, which is why I think it's important
for us to share (personal things) because
people just want to connect and find
some way to relate to other people.

I use different networks for differ-
ent things. I don't like to be friends
with people on Facebook that I haven't
met or don't have at least a pretty good
relationship with them in real life. I just
feel like it's more personal. There are
certain things I don’t share on Twitter
that I might share on Facebook. Not
because I'm worried about people see-
ing it, it's just a different audience. My
Twitter account has more professional
connections than my Facebook account.

Any topics off limits?

Cupp: | do think about it, but I
wouldn’t say that 1 have a topic that's
offline. I will touch politics, religion,
the economy, but I do pay attention to
what I'm (writing). I will put anything
up that I'm thinking about. Sometimes
it has gotten me in a little bit of trouble,
but at the end of the day, I believe that
authenticity and transparency is critical
to develop who I am in those who may
be paying attention to what | say.

Worthy: [ don’t really have limits to
what I'll talk about. But that sure has
come back and bitten me in the butt. I
dealt with itabout a year ago and again a
few months ago. It's stuff I've mentioned
off-handedly and it's gotten blown, in my
mind, out of proportion. 1 have close to
3,500 followers on Twitter. So, there are
a lot of people on there who don’t know
me like my friends know me, and that
is my biggest crippling factor, I think.

Ostroff: With the Internet comes a
lack of tone — so no one can really tell if
you're being sarcastic or not. My friends
and [ always (joke) about Twitter having
a sarcasm font - it should!

[ don't necessarily have a certain topic
that I don’t talk about, but if I'm having a

bad day or I'm in a bad mood, I try to stay
away from social networks in general.
don’t think it adds value to angone.

Why is authenticity important online
for businesses?
Ostroff: People want to connect with

SO SMOOTH,
YOU’LL FORGET
IT'S AN AERATOR.
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people, like we were talking
about before. They don't
really want to connect with
brands. I think the beauty of
social media is just that — it
allows you as an employee or
someone who represents a
company to directly interact
with your customers and the
people who really care about
your brand.

I've seen companies use
(branded) handles, like
JessAT&T. A person may
follow you on your company
account and see that you are
a person working for AT&T,
but also going to the beach,
or doing something cool that
they're interested in. It’s not
necessarily measureable,
but often it gives customers

-
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the chance to see you as a
human and improves their
view on your brand, which is
invaluable.

Do you think businesses
are missing an opportunity
by not being authentic?

Cupp: Yeah. I just wish
companies when they've
made a mistake, especially
in the eyes of the consumer,
that they have the ability to
acknowledge that mistake.

I believe that they kind
of hide behind that Twitter
handle, rather than just say,
“Businesses aren’t perfect
either.” So to be able to ac-
knowledge that I do believe
moves the ball forward in
that customer confidence

role, which is so important in
today's element of business.

What's the best medium for
adding personality?

Worthy: I think people
in this industry need to go
to a graphical interface like
Facebook or a blog.

But, you have to do a good
job of alerting people to your
efforts.

Ifitisall about interaction,
then you have to go to where
your people are and find the
ways they're interesting in
talking to you, not in how you
want to talk to them.

Things that show off the
beauty of what you do are
crucial. Take pictures of your
projects and invest resources.

5 Check out our

page 70 to learn
how to best
market your
company with
social media.

Go out into your garden
center when you're newly
restocked and take a picture
of all the new stuff you have
in, or get a video when people
are in your garden center for
a workshop.

Show there’s a reason for
people to come in and in-
teract with you - show your
personality; show your au-
thenticity. I think people just
want to see that there’s a per-
son behind the business. st
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Valuedriven

Matthew Stano, president LOCATION Milwaukee ESTABLISHED 1963 EMPLOYEES 70
2011 REVENUES more than $4 million CUSTOMERS design/build is 60% commercial,
40% residential; maintenance is 50% commercial, 50% residential SERVICES design/buiid,
landscape/horticulture management, snow removal

pending more money upfront on

equipment and customized vehicles
actually costs Stano Landscaping less in
the long run. Take the Milwaukee-based
company'’s landscaping trucks. For years,
crews were loading heavy equipment on
to smaller vehicles. And come winter,
those trucks couldn’t work double-duty
in snow removal.

So a few years ago, Matthew Stano,
president, decided to switch to a heavier-
duty landscape truck. “That vehicle is
the basis for running our landscape con-
struction business because it converts
very easily to our snow operations in the
winter and we have to use those trucks
12 months out of the year,” he says.

50 JULY 2012

www lawnandlandscape.com

By Kristen Hampshire

Perfect time to buy

Take these purchasing pointers from landscape
firms with smooth systems in place, and you won't
be flushing your revenue down the toilet.

really stress your budget — you need to order mulch and annuals before

P urchasing is a timing game. Early-season materials requirements can

clients start paying the bills, especially with such an early spring. Plus,
there are tricky logistics with timing deliveries: How just-in-time can you get?
And will your vendor drop off materials at a job site to save your yard some

storage space?

For larger capital purchases like zero-turn mowers and trucks, there's the
decision to push the time limits on a machine or retire it and buy new. Will your
maintenance expenses skyrocket if you keep an old-timer working in the fleet?

This month, Lawn & Landscape spoke with three landscape firms about

how they manage purchasing and what
systems they have in place to make the
process go smoothly.

The Ford 550s fill every service need
for Stano Landscaping. “They give us the
weight capacity we need, the turning
radius we need for snowplowing and
the capacity in terms of bed length for
handling more materials,” he says.

Not only are these trucks outfitted to
suit Stano’s needs, he chipped in more
for industrial Imron paint jobs on each
vehicle. “It doesn’t wear off in two years
— it lasts four or five,” he says. “Those
things we do upfront to avoid costs in
the future.”

Already, the company has cut down
on vehicle maintenance costs. “We
were repairing brakes and running up
more maintenance bills than we should

For even more tips on how to improve
your company’s purchasing, visit
www.lawnandiandscape.com and
search “perfect time to buy.”

have been,” Stano says, attributing the
excess weight on smaller trucks to the
premature wear-and-tear.

Stano says the company has been
spending more on trucks and equipment
in the past several years, mainly because
of the vehicle switch-out. “We liquidated
some of our units and standardized
them,” he says.

Stano usually expects to get 10 to 12
years out of a dump truck and five to
seven years out of a pickup truck. “If
you use it for 10-12 years, it has no resale
value,” he says.

He tends to push back mower pur-
chases to every five to seven years, as
well. But there’s a fine line between
making due with a piece of equipment
and flat out doing it in. “If you're putting
400 to 500 hours on a mower, that's alot
of hours — at 2,000 to 2,500 hours you
want that mower gone,” he says. “Things
start to break when they get old.”

Materials purchasing is a little trick-

DREAMSTIME
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Invest in quality. By spending
more upfront on customized
vehicles and opting for features
like industrial paint, Stano can
make vehicles last longer and
work harder for the business. “By
spending more money upfront, we
actually spend less,” he says.

Mind the shelf life. Sure, Stano
could get 10-12 years out of a
pick-up truck, but then the vehicle
would be worthless come time

for resale. Instead, he prefers

to replace vehicles before they
require excessive maintenance and
become a company eyesore. “We
want our equipment looking up-
to-date and clean, and after eight,
nine, 10 years, things just start to
rot,” he says.

Have the money talk. Can't pay
a vendor on time? Tell the rep as
soon as possible, and be honest.
Need 60-day financing? Ask for it.
Better to discuss money matters
with vendors and let them know
where you stand with getting paid
by your clients so you don't incur
service charges.

ier. It’s a timing game,
Stano says — submitting
purchase orders for large
commercial installation
jobs in advance, but get-
ting just-in-time delivery
straight from the nursery to
the job site. “We don’t want
a lot of plant material in our
yard,” Stano says, adding
that his vendors accom-
modate this request. Stano
has two delivery trucks with
(il‘i\'('l'\ \\"m.\(' sole ]nl) 1S5
to pick up materials from
vendors and deliver them
to job sites. “It's much more
efficient this way because it
keeps the crews on the jobs
and the delivery guys on the
trucks.”

Stano Landscaping’s yard
is reserved for storing ma-
terials like mulch, stone
products, crushed granite
and plant starter. He places

lxll}_{t'l' ()l"(il‘l'S I()\\dl'({ (}](’

beginning of the season, and tapers ordering as the season
progresses. “You want to draw down your inventory so you're
more careful about purchasing in October and November,”
Stano says. “You want to have just enough on hand to use

until the season ends.”

Two-way street

Bruce Moore Sr., president LOCATION Stamford, Conn.
ESTABLISHED 1976 EMPLOYEES 45 2011 REVENUES $6.7 million
CUSTOMERS 100% commercial SERVICES landscape management,
enhancement, snow removal

A\\lm)lix'l IS Just as impul’l.mt to your business as a cus

tomer, says Bruce Moore Sr., president of Eastern Land
Management in Stamford, Conn. “If they make a mistake,
it's hard for you to convey a good service to your customers,”
Moore says. That's why Eastern Land Management nurtures
those vendor relationships by giving its key plant supplier
a tour of commercial sites where the grower’s annuals are
installed. “He'll see how we are using them and what they
look like,” Moore says.
But most of all, Moore works hard to give his suppliers
orders well in advance so they can plan for the season. Aside
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from budgeting purchases, timing is the
most challenging aspect of materials
ordering. This year, Eastern Land Man-
agement is trying something new that
will hopefully help with pre-ordering
annuals in the future. Production man-
agers are taking photos of the beds and
creating notebooks that detail the annual
flowering program for each property.

“They will document by photo where
the beds are, what the dimensions are,
and how many pots are required for each
bed,” Moore says. “That way, we'll have
an annual history of what the displays
look like so we can use that for order-
ing purposes and managing production
crews.”

Specifically, Moore says the photo
history will help clients see what their
beds looked like the previous year and
hopefully make faster decisions on what
to install the following year. “We need
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(to place annual orders) in February
and March because the plants have to
be grown,” Moore says, noting that his
supplier does a lot of contract growing
for Eastern Land Management.

“We can’t just run to the local garden
center to buy material for those large
jobs, so we need to get a jump on it.
That allows the grower to plant and it
hopefully helps us in the pricing of the
materials.”

Contract growing has helped bring
down the cost of materials, Moore says.
“But the key is to make sure they get that
order on time,” Moore says.

As far as equipment, the company
purchases all of its mowers and aims to
replace them every three years. Again,
the vendor relationship here is key.

“When a machine is down or we are
having problems, they are right there to
support us,” he says.
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Grow relationships. By nurturing supplier
relationships, Eastern Land Management
gains flexibility to access materials in a pinch,
if needed. “We've had cases where a client
says they want one thing and when we put

it in they don't like it, so we have to change
it,” Moore says. “Our growers understand the
importance of the situation and that makes
the change much easier.”

Think small. By being a large customer
to smaller vendors, Moore believes

his company has more influence. He

has followed this same rule with other
refationships, such as banking. “They pay
attention to us more,” he says,

Budget smart. Moore incurs about 40
percent of his costs in the first two months
of the season, but maintenance customers
pay a monthly flat fee. This requires a careful
12-month budget to ensure adequate cash
fiow to purchase materials. “We work from
the bottom up on the financial statement
rather than the top down,” Moore says.
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Just-in-time order

Jack Robertson, president LOCATION
Springfield, IIl, ESTABLISHED 1977
EMPLOYEES 14 2011 REVENUES: not
available CUSTOMERS 90% residential;
10% commercial SERVICES lawn care

he two commodities Jack Robertson

deals with in his business are fertil-
izer and gasoline. Both costs are unpre-
dictable. Both costs are rising. Both are
costs his business, Jack Robertson Lawn
Care in Springfield, Ill., must wisely
absorb because there’s no going back to
ask for a raise from customers who have
already pre-paid.

The positive about having a client base
where half of them pre-pay for the sea-
son is the cash flow infusion that gives
the company in winter and early spring

when the business is ramping up for
first applications. The down side is that
those customer prices are fixed — and
commodity prices are not.

“We have to charge enough to the
customer that we can absorb that,” Rob-
ertson says. “If you are working on such
a tight balance sheet that you can’t do
that, you'll be in trouble. Then, what has
to give is service or quality or products.
We are still using the same high-quality
products that we always have and our
pricing structure has decreased some-
what because of that, but that’s part of
doing business.”

And the way Robertson prefers to do
business with vendors is just-in-time. He
doesn’t want to fill his warehouse with
a season’s worth of product. He isn’t
interested in carrying the insurance or
shouldering the liability associated with
keeping so much inventory on hand.

“If you have $100,000 worth of prod-
uct in your warehouse, you then have to
pay insurance on that,” he says.

And consider the worst-case sce-
narios: A tornado hits the warehouse
and blows off the roof (this really hap-
pened to Robertson). The product is
fine, but a creek nearby poses a threat.
Imagine if those bags had ripped open,
and torrential downpours (typical after
a tornado) washed that product right
into the water stream. Now you've got
an environmental risk. That's more
responsibility, more risk.

So Robertson’s service managers order
product from their vendor every few
days. Product is delivered directly to
Robertson’s place of business, which is
conveniently located around the corner
from this vendor. Since Robertson has
done business with this supplier for
many years, the rep knows how much
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Robertson will likely order each year -
and they mix special product blends just
for Jack Robertson Lawn Care.

As for pricing, it doesn’t cost more for
Robertson to manage his product supply
this way. He doesn’t lose by not ordering
in bulk a the beginning of the season,
he says. Though, this year he did place a
bulk order of summer product since he
knew that prices were going to increase
in June.

It's all about flexibility. “We are con-
stantly in touch with our vendor about
the pricing structure of the product,”
Robertson says. If it is advantageous to
buy more than five or so pallets at a time,
he’ll act on that. Otherwise, he doesn’t
want to fill his warehouse with product.

The key to ordering just-in-time is to
manage the orders, maintain a strong
vendor relationship and ensure in-house
accountability of product. Robertson

Dynascare
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does this by relying on service manag-
ers to take stock of the product in the
warehouse, what is required for jobs
that week and how much product has
moved out of the company’s door each
day, week and so far that season.

“If we get to the end of a run on a
certain product, we figure out how many
bags or tonnage we need and let (the
vendor) know,” Robertson says, adding
that the service managers actually place
orders with the vendor. Robertson's wife
manages vendor invoices and tracks
year-to-year comparisons. At any time,
Robertson knows how much product the
company is using in the current season
and how that compares to past years.

“There are question marks with the
products we use today because of pric-
ing — if corn prices stay where they are,
we know nitrogen prices will be higher,”
he says. LaL
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Reduce liabllity. Is it worth storing loads

of product if you must pay for insurance

and carry the burden of any environmental
damage that could occur? Robertson

has discovered that just-in-time pricing is
competitive and he doesn't have to pay for
insurance or worry about what could possibly
happen in a worst-case scenario with product
in storage.

Project costs. Who knows what gas prices
will look like in six months? And what about
corn prices - if those continue increasing,
up goes the price of nitrogen and the price
tags on fertilizers. Guessing prices in the
commodities world requires some research.
So do your homework and make sensible
projections that will give your balance sheet
some cushion.

Manage the process. Who is accountable for
taking inventory of product that’s in-house?
Who orders, and who pays the vendor bilis?
Work out a tight system so none of the pieces
of the purchasing puzzle are left out.
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Morethana

Today’s software
design programs can
be instrumental in
improving efficiency
and driving sales.

By Lindsey Getz

he days of showing up to a client’s
T property with a pad and pencil are

fading. Instead, companies are us-
ing design software to give a customer
a much more personal view at what
a job will look like when it's finished.
This is especially popular in the design/
build and irrigation markets. Lawn &
Landscape spoke with contractors to get
insight on the current design software
products out there and how they use
them in those markets.

LANDSCAPE DESIGN

Pictures are worth a thousand words,
and they could be worth thousands of
dollars.

One of the biggest hurdles to over-
come in selling landscape design is
helping the client to visualize the
final product. With the various design

DESIGN/BUILD

software programs on the market, this
obstacle can be eliminated.

“I can say with confidence that once
people can actually see the job, it is much
easier to sell it," says Michael Pickel,
owner of LawnScapes of Southern Ches-
ter County. “As landscapers who design
and build, we know what it will look like
in our head but the client can't see it the
way we do. We use Google SketchUp to
make it an even playing field where they
can see what we're seeing.”

PICKING A PACKAGE. With so many soft-
ware programs available, part of the
challenge is determining which package
to use. Peter Rhyne, designer for Sunrise
Landscape + Design in Sterling, Va., says
the three main programs he uses on a
daily basis are Photoshop, DynaSCAPE,
and Google SketchUp. Each of the three




DESIGN SOFTWARE

Design software
gives potential
customers a better
idea of what their
dream backyard
will look like.

has different functions that Rhyne finds

helpful, and together they offer the com-
plete package. The company’s designs are
handled by Rhyne as well as company
president Joe Markell and an additional
designer who still uses the traditional
methods of a drawing board and hand
drawing.

Jason Isenberg, owner/principle de-
signer at Tucson-based Realm, an out-
door sustainability-based landscape com-
pany, says that they’ve started using Revit
more than the combination of AutoCAD,
SketchUp Pro and Photoshop, which
they've long used as they find that Revit
is more of a one-stop shop. “It allows for
a more seamless design process rather
than bouncing back and forth between
CAD and other programs as we've done
in the past,” Isenberg says. “It's closer
to an all-in-one system than what we've
tried before.”

Isenberg says that a highly professional
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design program is important to their
sales approach. Their niche is custom-
ized work. “When we're designing a
landscape such as a particular fountain,
we then retire that design once it’s done
and installed,” he says. “Our work is
totally custom. Because we're a sustain-
ability-based company, our saying is that
the ‘only thing we don’t recycle is our
designs.” We require a highly-nuanced
software set in order to create designs
that we aren’t going to repeat again.”

TIME AND MONEY. As much as the pro-
grams vary in what they offer, they also
vary in cost. While Google SketchUp
is free, upgrading to SketchUp Pro is
$495. That's still much cheaper than
programs like DynaSCAPE, which not
only has a one-time purchase fee but also
a monthly subscription cost. Pickel says
he selected AutoCAD largely because it
was less expensive than the DynaSCAPE

package. “We are a young company with
only two installation crews and we really
have to watch our money so the big price
difference between AutoCAD and Dy-
naSCAPE was significant to us,” he says.

Before hiring a landscape designer,
Pickel was doing the drawings by hand
on his free nights and weekends. He says
that took away from growing the busi-
ness. “In order to grow my company, |
had to hire someone who was proficient
in design,” he says. “We have become so
much more efficient now. If we have to
make a change to the drawing, instead of
erasing the entire thing or starting over,
the designer can make a few clicks and
keep going. The turnaround goes from
several days to telling the client you can
make the changes and be back to them
by tomorrow.”

Implementation is also an important
consideration. “I'd say that in order
for someone new to Google SketchUp
to become fairly competent, they can
expect it to take about a month,” Rhyne
says. “In the future, this learning curve
won't be as big an issue as new designers
like myself are now being taught these
programs in school.”

When it comes to the future of design,
Lisa Meddin, landscape designer and
owner of Harmony Design Northwest,
based in Portland, Ore., says the iPad is
the way to go. “1 really think the iPhone
and iPad are the best way to sell design
work,” says Meddin, who currently uses
Drafix PRO Landscape for her designs.
“It’s portable and efficient and there is
a lot you can do with apps including a
measuring tool that saves a lot of time.”

When it comes to making the sale,
sources are in agreement that a 3-D
modeling can really drive it home. “It’s
one thing to look at a 2-D rendering
where you're hovering 40,000 feet
above the space,” Isenberg says. “But to
actually produce a 3-D model that lets
the client ‘walk through’ the space is
huge. They now see exactly what that
built-in seating around the firepit looks
like and they can see those margaritas
sitting on the table near a bowl of chips
and salsa. You're creating the reality for

DYNASCAPE. DRAFIX




them to visualize the final product. It’s
no longer a flat element that is going to
cost them $20,000. It's a sexy outdoor
living space that justifies the cost. That
can make the sale.”

IRRIGATION DESIGN

Design software is also incredibly im-
portant in the irrigation field. It can
drastically reduce the amount of time
involved in putting together a design
while also making a sale more likely.
While the design programs can have a
steep learning curve, our sources agree
that investment really pays off.

IMPROVED PRODUCTIVITY. Timothy
Malooly, president of Water in Mo-
tion in Minneapolis says his company
does almost all of their design work on
Autodesk AutoCAD and uses two dif-
ferent irrigation add-in programs that
overlay onto the AutoCAD engine, shar-
ing AutoCAD elements and the special
elements of the add-in program. One is
RainCAD by Software Republic and the
other is Land F/X. “The combination
of AutoCAD and an add-in program
gives us a complete package,” Malooly
says. “We've found Land F/X to be an
outstanding program as it’s designed
by professionals who understand the
best practices involved in CAD-based
design work.”

Malooly says that using CAD-based
technology produces a “more profes-
sional outcome” and also speeds up
the process of implementing design or
project specification changes. “Changes
are easier to make once it’s committed to
the computer as a pen and paper drawing
would need to be erased and redrawn,”
he says. “Also, with a CAD-based design
approach you can use color symbols
and other tools to highlight particular
noteworthy elements.”

Tony Serwatuk, owner of Hydro-
Sense Irrigation Design & Consulting
in Toronto agrees that efficiency is a
key benefit. He uses AutoCAD with
RainCAD and says it speeds things up
greatly. “Irrigation design is very time
consuming and detailed when it comes

to figuring out pipe sizes, flow rates,
and more,” Serwatuk says. “But with
RainCAD, the calculations and math
involved gets expedited.”

Serwatuk says he appreciates the
flexibility of the platform and finds that
it has done a lot to help increase the
productivity of his business. “That’s re-
ally the bottom line as to why it's so im-
portant,” he says. “We’re always looking
for ways to help increase our revenues
by reducing the amount of time to do a
job and this product certainly does that.”

MAKING THE SALE. That “visual help” of
a detailed design is also important for
the client, says Russ Prophit, irriga-
tion and water management director

for the south division of The Brickman
Group. “RainCAD allows you to do a
complete plan that is easy for home-
owners to understand,” adds Prophit,
who teaches courses and trains others
to use RainCAD. “You can color code
each zone so that the homeowner can
get a look and see what zones come on
together. Maybe red will all come on at
one time and then green will come on
at another time. That visual really helps
because anyone outside of the industry
who is trying to look at plans will likely
have a hard time understanding what
they’re looking at.”

This makes the selling process much
easier, adds Prophit. “Presentation has a
lot to do with making the sale,” he says.
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DESIGN SOFTWARE

“If you can show a clear, precise plan

and present that to the client with an How TO CHOOSE

easy-to-understand design, then you are

e ; ; ith so many software design Compatibility. Lisa Meddin landscape

auu)mancally scpamlcd from the guy Wprograms on the market it may designer and owner of Harmony Design
who just walks in with a business card seem overwhelming to choose one. We Northwest, based in Portland, Ore., has been
and a price.” rounded up some of the key features happy with Drafix PRO Landscape but says if

Still, it’s important to remember that that were most important to our expert she had it to do over she'd like to be trained in
any software program is still just a tool. It b 9N DynaSCARE becaise of is compativiiky with

540 > > s 3 ; Cost. Many landscape contractors AutoCAD.
will only aid you if you really understand are successfully using the free version of Learning Curve. Russ Prophit, irrigation
what you're doing. Google SketchUp to create their designs.  and water management director for the

“You have to have a good understand- That's because for some, cost maybea  south division of The Brickman Group, says

big factor in choosing a design program.  that RainCAD has a number of training

ing of irrigation design and how things Michael Pickel, owner of LawnScapes of _opportunities including face to-face or oniine

work together in order to be successful Southern Chester County, says that cost  classes. "Everyone learns differently so you
with the software,” Prophit says. “The was a deciding factor in choosing AutoCAD need to figure out where your skill level is and
learning curve is more doable if you truly over DynaSCAPE. what works best for V°U-T he adds. ,
understand irrigation design.” Profes‘slonallsmf Jason Isenberg, Time, Just as the learning curve takes time,
3 hi '} . likes } Factith owner/principle designer at Tucson-based so does design - even once you're proficient,
Prophit says he likes the fact that Realm says that the most important thing admits Peter Rhyne, designer for Sunrise
RainCAD offers multiple platforms. they're looking for out of a design program Landscape + Design in Sterling, Va. Which
This may be beneficial for the beginner. Is “polish and sophistication.” "Anyone program makes most sense for you might come

can go to Office Max and get a $39.99 down to how much time you plan to invest in
software program to do some design,” he your designs. The more detailed a program

says. “We are looking for something highly allows you to be, the more time consuming it can
at entry level,” he says. “It may be more professional that sets us apart.” also become.

“They have one called Pro Contractor
that is a monthly fee and good for those
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affordable for someone start-
ing out, and is not terribly
hard to learn.”

Malooly also says it's im-
portant to remember it's the
contractor’s duty to put to-
gether the most detailed and
professional design possible.

“The bottom line is that a
landscape irrigation system
is a complicated network of
pipes, fittings, sprinklers,
and wiring and like any other
mechanical system, it should
be properly committed and
recorded as such,” he says.

“That's where professional
design becomes so important.
It’s simply the right thing to
do.”

The author is a frequent contributor to
Lawn & Landscape.
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Toro Launches
AquaFlow 3.0
Drip Irrigation

System Design
Software

The new dashboard
platform allows
designers to view system
design choices live.

Toro's AquaFlow 3.0, the
company's newest drip
irrigation system design
software, is now available for
user registration and download.
AquaFlow 3.0 provides
irrigation designers with the
functionality of previous Toro
software programs, and more.
AquaFlow 3.0 provides
designers with a tool to
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configure drip irrigation systems
for using Toro’s Aqua-Traxx and
Aqua-Traxx PC drip tape, as well
as BlueLine Classic and BlueLine
PC dripline. Some of the features
of the new software include:

+ A dashboard format with tiled
graphs
* Comparison of two different
lateral selections
* Pull-down menus for easy
viewing
« Multiple siopes in both the
lateral and mainline programs
« Choice of multiple sub-main
and mainline pipe types and sizes
« Lateral and sub-main flushing
calculations

“The dashboard approach is a
unique innovation that has been
well received during beta-trials,”
says Claude Corcos, senior
marketing manager for Toro's
Micro-Irrigation Business. it
enables designers to dynamically
view any changes they make

associated with the selection
and sizing of laterals, sub-
mains and mainlines.

Cocos says this helps save
time and leads to better design
selections.

“The ability to properly flush
a drip irrigation system is
often just as important as high
system irrigation uniformity,”
Corcos says. "Aqua-Flow
3.0 allows designers to view
multiple aspects of flushing
and irrigation at the same time,
easing the decision making
process.”

And to help bring the
numbers and data to life, the
software instantly generates
color-coded block maps that
depict system uniformity, and
are included in reports that
may be customized and saved
in multiple formats.

AquaFlow 3.0 is currently
available in English and
Spanish.



ORNAMENTALS

Using color in a landscape installation can improve
the look of a job and help your bottom line

elling enhancements is a great way to not only keep your revenue growing,

but it also gives you another way to stay in touch with your customer. And

nothing says enhancement like a design/build project filled with color. At

home, commercial properties or multi-family housing, beds and beds of colorful
plants make any property look nicer - a lot nicer.

“Color is a big, big part of the landscape,” says Jeff Miller, president of Cre-

ativexteriors in Denver. “It’s a very critical element especially to most people
who are visual.”

But not every contractor wants deal with the amount of maintenance it takes
to get the most out of seasonal color. It’s year-round work, and, while you will

enjoy the regular revenue the enhancement sales produce, customers might be
turned off by the recurring cost. Lawn & Landscape spoke with three contractors
who specialize in the niche about the ins and outs of the color game.

Addlng color enhancement SLOWAND‘STEADYSALES..Mill(*r has lw’cn dealing in F()lor for more lhdl»l ;(') years,
and doesn’t plan on slowing down. Miller started his work with municipalities,

as a service can please clients and says working with color is a great way to keep revenue coming into the £

and boost your bottom line. business on a regular basis. :

“You can incorporate color into all landscapes,” he says. “So, if you are a

By Brian Hom landscaper first and foremost, you can design color into the spaces. The nice

NCHMARK

thing about color is it’s a reoccurring income. If you do it and do it well, itis &
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For more on selling color, sign up for our
quarterly Ornamental Insider by visiting
www.lawnandlandscape.com/newsletters. @

something that comes back
every single year.”

But because of its recurring
nature, Miller doesn’t throw
his whole pitch at a customer
up front. Instead, he takes it
slow, and gets a feel for what
they want before suggesting
seasonal additions.

“I typically ask them up
front, ‘How important is
color to you in the landscape
and specifically, how impor-
tant is annual color realizing
there is a reoccurring annual
cost to replant these things
every year?' A lot of times
people will divulge to me
what they are willing to do,”
says Miller, who does 65
percent commercial and 35
percent residential work.

“If you just start designing
a lot of residential color ...
with no regard of what these
people are willing to spend,
then you are kind of shoot-
ing yourself in the foot so to
speak. If you start designing
color for people, you need
to work them into it. You go
in with a minimal program,
then you capture their atten-
tion with the color and the
next thing you know they
are saying, ‘l want to do more
next year, I love what you did
here, but now I want more on
this side.™

And those contractors
looking to make an imme-
diate splash on the balance
sheet might want to keep ex-
pectations low. Enhancement
sales don't take off overnight,
but they do add up over time.

If you are patient, color can
make a long-lasting impres-
sion to the bottom line.

“Eventually, you can dou-
ble, triple, quadruple their
order over time,” Miller says.

While Miller won't divulge
specifics, he says the margins
are “relatively good” when
doing color installs and main-
tenance. But again, it’s the
steady work that is attractive,
especially for a company that
does a lot of design/build jobs
and they may not get paid for
a while.

“We have a lot of employ-
ees to do the work for more
minimal type margins, but it
is reoccurring, and because
it is maintenance, it does
improve cash flow in the
company,” he says.

FIFTY-FIVEPERCENT MARGINS.
Sure, everyone enjoys the end
result of a great color install,
but there’s a lot of work that
goes into knowing what looks
good in what places, and in
what conditions. If you are
selling color as an enhance-
ment, you better make sure
you have strong grasp of the
products you are putting in
the ground.

Casey Vickery, president
of Benchmark Landscapes
in Austin, Texas, studies his
products thoroughly and tests
them out before ever making
them the main event of a
color install.

He says every plant per-
forms differently in each
environment, and some are

If you are going to sell color to customers, you'll have to know what
flowers complement each other best.

more disease tolerant and
need more maintenance.

“We've learned it just from
trial and error over many,
many years,” he says

Crews will set up differ-
ent test sites on properties,
and will put small numbers
of new products in beds and
monitor them.

“If it works well, then it's
something we'll use more
extensively the next year. The
best way to learn about the
products itself is look around

and see what's working for
everybody else and use your
local growers as resources,”
Vickery says.

He adds that Benchmark
has customers who will do
400 or 500 flats per change
out and they'll spend $40,000
to $60,000 a year on annual
(.()l()r.

“We'll have test sites on
their large, large, job sites or
we'll create beds for clients
for free or make a bed a little
larger and have tests sites,” he
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An eye-catching bed of color can spruce up a commercial property's entrance.

says. “That way it doesn’t cost
the client anything for us to
try it out.”

Vickery says contractors in
his market can expect about
55 percent gross margin on
color work, but the results
will vary between residential
and commercial customers.

“The residential landscap-
ers are going to have a higher
profit margin in it because
they are using less quantity,”
he says. “Commercial land-
scapers will have a little lower
profit margin in it but they
are doing larger quantities.”

CLIENT EDUCATION. Every
contractor, without fail, will
come across clients who
know more than they do.
That’s very much the case
when selling an enhance-
ment like color installation,
where a property manager
or homeowner can be very
passionate — and persistent
— about the finished project.
“Color selections are al-
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ways personal,” says Me-
lissa Scherb, vice president of
business development for the
Chicago branch of Landscape
Concepts Management. “1
can usually make any color
selection work. However,
if clients are tied to certain
plants, that’s where an issue
comes in.”

But the margins on the
work help Scherb get past
that problem. She says you
can expect a net profit margin
of 20-50 percent depending
on what you sell.

“Using color to boost bot-
tom line numbers is a great
way to increase the value of
your contracts, season after
season,” she says. “My first tip
is to encourage your client to
see the value in color.

Adding planters or annual
beds to storefronts or main
entrances not only attracts
customers and/or future ten-
ants, but it also gives their
site recognition from their
neighbors or competitors. It

is the easiest way to increase
the value of your contract
year round.”

Education and managing
expectations of clients is
critical. For example, Scherb
says, you wouldn’t want to
put a dark purple flower up
against a dark granite build-
ing. Instead, push a client
toward a lighter-colored plant
that will pop.

“Or if a client wants to put
in petunias in a shady loca-
tion where they don’t fertil-
ize, educating them as to why
they won't work is extremely
important,” she says.

“I always try to bring with
me color selections in ad-
vance or give them cuthseets
of maybe two options for
their site for each season.
That way, they feel like they
have made a decision yet we
have pretty much directed
them as to what direction we
may or may not want to g()."

But you're bound to en-
counter clients who do know

what they are talking about,
and it's important to recog-
nize when that's the case,
and use their knowledge to
improve the design.

“I say things like, ‘Wow,
you really know your stuff.
Have you heard about this
new plant, or have you ever
tried this?” Usually, I come up
with a new plant they may not
be as familiar with. This takes
them off track and refocuses
their attention on something
else,” Scherb says.

But, if your client is mar-
ried to a plant or color, and
you can’t change his mind,
Scherb says, “I simply say
that ‘It’s clear that you have
chosen your plant palette, but
with all due respect, [ am not
sure that I can stand behind
your plant selections.”

If a client wants to plant
seed impatiens for the third
year in a row, and there are
downy mildew issues with
that plant, she will educate
them and advise them to
avoid using that flower.

“The last thing they want to
do is have a mass planting of
species that won't perform to
the level they are expecting.”

Even with the difficulties
that will happen with selling
color, it's a service you want
to investigate adding.

“I have personally seen
color making a comeback,”
she says. “I have seen spring
color, fall color, bulbs and
winter installations on the
rise. If you provide your cli-
ents with budgets and pro-
posals ahead of their budget
time, they can work these
numbers into their overall
budgets.” Lat

The author is associate editor for Lawn
& Landscape. He can be reached at
bhorn@gie.net

NCHMARK LANDSCAPES
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EQUIPMENT MAINTENANCE

-xtended Lite

Contractors emphasize the importance of proper spreader and sprayer upkeep throughout the season.

By Heather Taylor

Kcn Silvers’ lawn care op-
eration consists of him
self and a couple of part-time
helpers, so most of the daily
tasks fall on his shoulders.

“1 do the work of two to
three people every day,” says
Silvers, owner of Ken Silvers
Residential Lawn Care in
Findlay, Ohio.

He has little by way of
backup equipment or man-
power to fill a gap if some-
thing goes awry on a job site,
so he considers it especially
important to do what he can
to keep his equipment run-
ning smoothly.

Preventive maintenance
practices might have gotten
cut short this year for Silvers
and many other lawn care
operators because of the
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unseasonably warm winter
and spring, prompting earlier
customer calls. But even with
the chaos of the season being
in full-swing, contractors
should remember to keep
their spreaders and sprayers
well maintained to avoid
problems in the field.

SPREADERS

WHAT TODONOW. Silvers and
other lawn care operators
make it a point to clean out
fertilizer spreaders every
day to prevent a number of
problems that could lead to
unv\'vnam)liuninmnrcquip-
ment breakdowns.

Graham Oldreive, owner
of Ducke’s Lawn Care Ser-
vices in Dartmouth, Nova
Scotia, says regular cleaning
can have a huge impact on
a spreader’s lifespan and ef-

fectiveness.

“I found that if you leave
the fertilizer in there (be-
tween jobs), parts corrode,
and then the spreader is basi-
cally garbage,” he says.

Silvers estimates that when
he makes 20 applications a
day, he blows out the spread-
er with a leaf blower two to
three times a day. He notes
that it’s important to stand
back and wear protective
eye gear when blowing the
sprt‘ddvl' to gn.ll‘(l .lgdin.\l lly-
ing fertilizer pellets.

Harold Fox, owner of Town
Pride Lawn Service in Med
ford, N.]., says crews regu-
larly clean out their spread-
ers, though usually not in the
middle of a work day, unless
it rains and the product gets
welt.

“I try to keep as much
moisture away from the fer-
tilizer grain as possible,” he

says. Regular tune-ups are a
key part of spreader longev-
ity as well — especially the
motorized models, Fox says.

He adds that tuning up the
spreaders after each round
of 50-100 hours of use will
suffice, but to consult the
equipment’s owner’s manual
to be sure.

Usually at the end of the
day and on Sundays, Oldreive
performs routine mainte-
nance on his spreaders to
keep them running at their
maximum efficiency level.

This can include greasing
the axles, wheels and spin-
ner, when needed. It's also
imperative to clean the air
filter regularly, Fox adds.

“You'd be surprised how
much pollen and fertilizer-
dust these things pull out
of the air,” he says. “Even
though you don't see it, it’s



there and when you clean the
air filter, you know it’s there.”

Silvers also keeps assorted
spare parts with him in his
truck. If he has an equipment
malfunction that is beyond
his control, he’s got his bases
covered.

He works with three dif-
ferent local mechanics, so
there’s almost always one
that’s close to his job site. If
he needs equipment fixed ina
pinch or has to pick up a spare
part, it's done quickly.

WHAT TO DO LATER. After the
season’s last round of fertil-
izer applications, store the
clean spreaders in a dry place.

“When
spreader in a damp area

you store the
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without cleaning it out, the
materials can eat through the
steel,” Silvers says.

Oldreive applies a coat of
rust-inhibiting lubricant to
the moving parts to make
next year's startup easier.

Fox finds that films or coat-
ings used to maintain boats
in saltwater environments
also work well for guarding
against the materials used in
spreaders.

SPRAYERS
WHAT TO DO NOW. At Town
Pride Lawn Service, the em-
ployee who is using the equip-
ment on any particular day is
responsible for inspecting it
before use, Fox says.

If the sprayer is motorized,

's leading News-
r‘de ias
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Industry available in iTunes and

rden Center

maintenance guidelines simi-
lar to the motorized spreader
apply — regularly change the
sprayer's oil, clean or replace
the air filter, and oil any mov-
ing parts, Fox says.

Silvers cleans the nozzle
screens on his backpack
sprayers often to keep them
from clogging. Likewise, he
checks the T-jets in the mo-
torized spreader to make sure
they're clean.

Fox doesn’t completely
flush out the sprayer’s tank
and hose during the season
unless he's switching the
contents from a herbicide to
a non-herbicide product for
ornamentals.

This is rare though; he tries
to keep dedicated sprayers for

each material to avoid having
the chemicals mix.

WHAT TO DO LATER. In prepa-
ration for cold temperatures
in the offseason, Fox and his
crew empty the material out
of the sprayer. They then
pump just enough antifreeze
to get all the way through the
equipment and keep liquid
from freezing.

When in doubt about best
winter preparation practices,
contractors can always con-
sult the owner’s manual or
trust their best guesses. “A
lot of it is common sense,”
Oldreive says. at

The author is a freelance writer in
Lakewood, Ohio.

THE LANDSCAPE SHOW RETURNS WITH A CAST OF 1000'S!

PRODUCED BY:
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SPRAYER/SPREADER PRODUCTS

Grasshopper
Shielded Sprayer

The pitch:

Apply prod-

ucts more

efficiently

with a

Shielded Sprayer for Grass-

hopper zero-turn mowers.

*The independent suspen-
sion and dolly wheels follow
ground contours for even-
spray application.

» Each spray chamber
features four spray nozzies
which provide uniform
coverage.

¢ Zero-turn maneuverability
eliminates wasted motion,
spraying up to 5.5 acres per
tank.

For more information:

www.grasshoppermower.com

PK Products
Zero-Turn
Mounted Sprayers

The pitch:
PK Prod-
ucts has
introduced a
line of newly
designed

sprayers featuring aluminum-

framed zero-turn mounted

units.

* Aluminum framed sprayers
feature a 25-gallon capac-
ity.

Users can choose from 2 o
5 GPM self priming pumps.
The 5 GPM models are

available in 2-nozzle, 3-noz-

zle and 2-nozzle boomless
configurations.
For more information:
www.pkproductline.com

SourceOne
TurfSavr

The

pitch: The

SourceOne

TurfSavr is

a machine

for slicing,

spreading

and dethatching.

» Operators can put seed in
the hopper and engage the
heat treated carbon steel
knives while spreading to
improve seed penetration.

* You can also change from
seed to fertilizer and use
the TurfSavr as a spreader
only.

* The ergonomic handle and
weight-balanced design
reduce operator fatigue.

For more information:

www.sourceoneope.com

TurfEx RS7200
Spread-N-Spray

The pitch:

TurfEx's

RS7200

Spread-N-

Spray boast

high-per-

formance

handling.

* The Spread-N-Spray is pow-
ered by a 200-cc Honda
GX200 engine with a 2:1
ratio gear reducer.

* It comes with a hand-
operated transmission disc
brake, and a foot-con-
trolled sulky band brake.

* The low-pressure nozzles
offer multiple spray pat-
terns to apply liquid up to
11-feet wide.

For more information:

www.trynexfactory.com

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.

(866) 441-9638
WWww.isuzucv.com

Reprints enable you to reuse your
article and simply place it into the
hands of your target audience
Having been featured in a
well-respected publication adds the
credibility of a third-party
endorsement to your message

Use Reprints As:

» Educational Programs
» Employee Training

* Managed ePrints « Sales Presentations

» Trade Show Handouts + Conference Materials
» Media Kit Supplements -+ Direct Mail Campaigns

» Sales Aids
* Recruitment Tools

Give yourself a competitive
advantage with reprints. Contact us
for more information regarding
reprints and additional applications
designed to meet your challenging
market needs.

Call Dolores Franta @
800-456-0707
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EDGE Brush Mower

The pitch:

Cut through

heavy weeds,

undergrowth,
thick brush and
small saplings
up to 3 inches
in diameter and
in areas normally inaccessible with the

EDGE Brush Mower.

= Direct drive hydraulic motor requiring
14-40 GPM.

* Features quarter-inch steel deck and
heavy-duty stump jumper for rough
terrain.

= Available in 60-, 66-, 72-, 78- and 90-
inch widths.

« Offered for standard or high-flow
hydraulic systems.

For more information:
www.ceattachments.com
Husqvarna mulching kits
The pitch: The

kit includes ‘;—.
everything ’
needed to

convert the o

lawn tractor to

a mulching application.

* Mulching converts clippings into very
small particles.

« Clippings that are mulched are sent
back into the lawn as nutrients.

» Husqvarna offers mulch kits that fit all
of our lawn tractors, including those
with 38-, 42-, 46-, 48- and 54-inch
decks.

For more information:

www.husqvarna.com

MOWER - -«

Grasshopper AERA-vator
The pitch: Aer- "
ateand loosen

compacted soil

in less time with

less labor with

a Grasshop-

per 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 information:

www.grasshoppermower.com/aerate

TurfEx Spreader
Attachment

The pitch: Tur-
fEx introduces
the TS200
spreader, which
is capable of
spreading seed,
fertilizer and ice
meit.

* The spreader comes with a universal
mount, which helps it attach quickly to
most available zero-turn mowers.

* It holds up to 2.5 cubic feet of mate-
rial and features a corrosion-resistant
polyethylene hopper to reduce weight
and maintenance concerns.

* The spreading operation is controlled
via the manual flow gate and electric-
powered spinner, both of which can
be actuated from the mower’s seat.

For more information:

www.trynexfactory.com

PRODUCT ROUND-UP

ments

Gravely Trailette

The pitch:

Gravely offers

the Trailette

tow-behind
lawn sweeper
for residential
and light commercial use. The 36-inch
sweeping width easily clears medium to
large lawns of grass, leaves, twigs and
debris.

» Has a 10-cubic foot capacity and a
solid-bottomed basket.

« It is towed by a front engine turf and
garden tractor, zero-turn riding mower
or an ATV with a rear hitch.

= Additional features include heavy-duty
rear casters, sintered pinion gears,
sealed ball bearings on the brush axle
for extended life and tubular steel
frames.

For more information:

www.gravely.com

Wright Velke
SuperPro Sulky

The pitch:
Wright Manu- —
facturing's line
of Velke sulkies
includes a
comfortable,
heavy-duty SuperPro model.

* Mono-spring suspension and a protec-
tive rubber fender over the top of
the wheel provide the operator with
cushioning.

« The larger, wider, non-pneumatic
tire can never go fiat, increasing the
sulky's productivity.

* The Velke SuperPro ruggedness can
be seen in the extra-wide hitch and
seven-gauge steel construction. Yet
it folds compactly, just like Wright's
Velke Pro 1 and Velke X2.

For more information:

www.wrightmfg.com
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WHITEPAPER

SERIES

Moisture Management, a Profitable Solution

Water restrictions don’'t have to dry up business. Landscapers are realizing the
bottom-line benefits of offering a product that genuinely reduces the watering

requirements of turf and plants.

A fter installing landscapes on
ommercial properties, the real

challenge began for Michael MacLeod
and his business Precision Landscape
Maintenance in greater Orlando.

“The properties we maintained
were starting to show drought stress
shortly after installation,” he says,
noting how water restrictions in his
county have intensified during the last
few years.

Macleod would talk to the water
management boards of homeowners
associations, his primary client base,
to find out if there was more he could
do for the property. But usually, he
ended up having to go back to cus-
tomers with bad news. “It's difficult
to tell a client, ‘Work with it,"” he says.

And that's no way to retain business
either. “We had to find an alternative,”
MaclLeod says.

Moisture management was the an-
swer: Providing customers a service
using a product that reduces the wa-
ter requirements of turf and plants.
That's what Ecologel’'s Hydretain
does.

Macleod discovered that beyond
keeping customers happy. Hydretain
provides a brand-new revenue stream
that earns him about a 75 percent
profit. The referrals keep rolling in. He
can retain existing clients by providing
them a valuable service - and it's an
easy sell.

“People’s homes are their greatest
investments, and this is a long-term
solution that can help protect their

The addition of Hydretain to turf and plant applications can keep lawns green during drought.

investments in light of where water
restrictions are today and where they
are headed,” MaclLeod says.

Moisture management is smart
business for landscape contractors
who are under constant pressure
to reduce water usage, conform to
stringent restrictions and please cus-
tomers who want to lower their water
usage and utility bills, particularly in
regions where the cost of water is
exorbitant.

Also, landscape contractors can
grow their bottom lines and protect
their client base by offering a moisture
management service using Hydretain.

“Hydretain can provide a whole new
revenue stream for landscape profes-
sionals, and the product is unique in
its ability to pay for itself, reduce cus-
tomer callbacks and lower water bills.”
says Rick Irwin, president of Ecologel,

the Ocala, Fla.-based company that
makes Hydretain. “In areas with high
water costs or where water restric-
tions are in place, it's a no brainer.”

And in areas where water savings is
not yet an issue, Hydretain minimizes
drought-stress cycles between rain-
fall or irrigation, promotes healthier
plants and ultimately delivers a better
quality landscape. “"Hydretain reduces
wilt and isolated dry spots that are
many times the source of customer
complaints,” Irwin points out.

Does it really work? That's the ques-
tion Irwin gets from those who are
newly exposed to Ecologel's Hydretain
technology and wonder how it could
enhance their landscape businesses.
Irwin's advice: Try it on your own lawn
and monitor the results. "That way.
you can grow a comfort level with the
product.” he says.

Exclusively sponsored by ECOl/éoe l

SOLUTIONS

LLc

This Whitepaper, developed collaboratively between Lawn & Landscape and the product experts at Ecologel, explores the core
components of a successful moisture management program, and how this add-on service can improve your bottom line, Visit www.
lawnandlandscape.com/whitepaper.aspx to gain access to additional best practices and more technical information on this segment.




More Ways to See Green

New For You

Reduced For Them

» Greener

By capturing moisture vapor from the soil that
would otherwise be lost to daily evaporation, the
proprietary Hydretain technology will reduce watering
requirements of turf, shrubs, trees and other plants up to

ot ® Here is a truly unique, scientifically-proven and
' eta]n environmentally responsible opportunity for the
= A4 4 professional applicator to grow their business by

Saving the World’s Water One Lawn at a Time

You will help your customers save water, reduce costs and avoid loss of greenery due to drought stresses
and seasonal municipal watering restrictions. Beyond just a product, the Hydretain Advantage Program
combines the proven Hydretain technology with agronomic

expertise, sales and marketing support, as
well as 20 years of application experience.
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Sign up today and become a j'_'"/f", A.. — Lo
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Hydretam Pro Partner: ~(' Z
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: Free Introductory Hydretain Sales Kit/ :
»'Customizable Marketing Materials
#Ongoing Product Technical Support
“Professional Applicator Website Listing
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HOWTO:

Use social media as a marketing tool

hen Chris Heiler speaks with landscaping
Wcompanies, he hears the same thing
- they get 90 percent of their clients from
word-of-mouth referrals. Well, there Is a way
you can aid your word-of-mouth referrals
aside from the work you do. “Social media
amplifies word-of-mouth. Five years ago, a

about your services. Today they can easily tell

hundreds and even thousands of their friends

and followers about how much they love you.”
The biggest challenge he hears from

companies when it comes to social media

marketing is a lack of time to dedicate to

It. But Heller said a lack of time is just an

understanding how to get started,” Heiler
says. “Most companies are unsure of how to
begin. There is no rule book or road map so it
can be a little scary - especially when you're
putting your company on display for the whole
world to see.” Below are some of Heller's tips
on using social media as a marketing tool. -

happy customer might have told a few friends

1

1. Determine your

excuse not to do it. “The real challenge is in

Brian Horn

Social Media
OBJECTIVE

2

2. Develop a theme and

3

3. Listen, Pay attention

4

4, Participate. Do one

5

5. Create a social

objective. Always begin strategy around your to the online chatter thing really well as team. Your employees
by asking, “Why is your objective. What makes revolving around opposed toa bunch can be your greatest
business using social your company unique? your company. Next, of things average. For brand ambassadors.
media?” To be successful This is your social theme monitor what is being instance, if your objective Encourage your
with social media, and which should permeate said about your top Is to increase customer employees to photograph
to get buy-in from your all aspects of your social competitors. How does loyalty, create a Facebook and document not only
organization, clear media strategy from the the conversation about page where you can your landscape work,
objectives need to be stories you tell to the you compare to that of engage your current but also what happens
defined. There are typically  content you create and your competitors? If you customers and business “behind the curtain.”
three objectives: Increase share. When you have a only monitored online partners, Once you prove This real-world, behind
brand awareness, clear objective and overall conversations Involving that you can participate the scenes view builds a
generate direct sales and theme to guide you, then your brand and your ‘consistently on one more personal, intimate
build customer loyalty. you can develop a well competitors, you would platform, then consider connection between you
Each requires a unique thought out social strategy b off to a great start. ‘creating a presence on and your customers.
mm  and step-by-step plan.. i ~ another. < )
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Michael COOk, TruGreen

Interviewed By Brian Horn

Michael Cook has served
in a couple of roles with
TruGreen, both giving him
a unique perspective on the
business. He's been CFO
of the company and is now
a franchisee with locations
in Jackson, Tenn., Tupelo,
Miss., and Baton Rouge, La.
Lawn & Landscape spoke with
him about the differences
working as an executive and
working as a franchisee.

What wasit like to transition from
executive to owning franchises?
There were some practical
things like wanting to have
enough employees to create
a group to purchase health
insurance.

On the other hand, it was
my sense at the time, and
remember, this is sort of at
the end of the 1990s and the
great investment gains in the
stock market, it seemed to
me it would be more likely if
[ put my time and effort into
a small business that it might
yield better results than mar-
ketable securities would for
the foreseeable future. I think
that turned out to be right.

What were the challenges in be-
ing an executive to becoming a
franchisee? Moving from the
type of job where there is a
staff and you are trying to
supervise the other people
and getting the other things
done. Your primary job is to
be in that role of helping train
them and to get other people
to do work for you.

It's being responsible for
it, but not really putting
your fingers on the keyboard
as much as somebody else
would.

How do you manage your current
employees? | know they are
all working as hard as I could
ask them to. [ find there’s an
awful lot of stuff that I need
to do because of my skill set
and there’s really nobody that
can do what I do the same
way that I can do it.

It doesn’t make sense for
me to add someone to the
staff just so I could have
someone do my job.

It's a completely different
thing. In some ways, it's
plainly better. And some days
at the end of the day, you are

The GroundsGuys”®

is Now Franchising

Join the New
Landscape Leader

FRANCHISE

Cook

thinking, “Man, I wish I had
somebody to help me do this
stuff.”

Is there anything you'd do differ-
ently now compared to when you
started out? | was attempt-
ing to manage it more as
an investor rather than as
a day-by-day participant in
the business. I was here, but
I wasn't as involved as I am
now. That was a big mistake
on my part. If you are going
to put your money in a small
business, you have to be there
every day and work it every
day. I didn’t do that at first.
It took me a while to catch
on to that and I was wrong.
My advice would be to get
involved and stay involved. |
bought an existing franchise,
and it was close to Memphis.

the

LANDSCAPE MANAGEMENT

SPONSORED BY

the v
Grounds

LANODSCAPE MANAGEMENT

So, | was able to sort of act
like, ‘T'll go up once a week
and check on this person and
check on the manager that
was in the business and we'll
just do it that way,” and that
wasn't a good solution.

After a while, I asked my
wife to join me in the busi-
ness. And rather than driving
an hour every day, we sold
our home in Memphis and
moved to Jackson and now
we're here earlier than almost
everybody, and we stay later
than almost everybody.

Why do you think you are hav-
ing fun and working harder? |
worked for some great people
and particularly during the
1990s we had a great thing
going, but I got to a point
where [ feel like I went in
reverse in my career.

I started as an executive
and I keep working my way
back closer and closer to
being on the sharp end of
things.

But there’s just a piece of
me that wanted to prove that
I could do this part.

For the full story, visit www.

lawnandlandscape.com

and search “Cook.”

rounds s

1.800.638.9851

GroundsGuysFranchise.com
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NEW PRODUCTS /// For more products, visit www.lawnandlandscape.com/products

Aquascape Second Generation
lonGen System

The pltell Aguascape has released the — 2y |
second generation of its lonGen System, an | ==
electronic water clarifier solution for ponds, g |
pondless waterfalls and decorative water “‘
features.
* |s not toxic to any animals that may drink
from the water feature, and eliminates unsightly water condi-
tions without the use of chemicals.
« The automatic control panel sends signals that slowly dis-
solve a replaceable, copper probe.
* Enhanced design of the flow chamber and probe reduces
the chance of the probe bars clogging, thereby decreasing
required maintenance.
For more information: www.aquascapeinc.com

Deep Aire Diffuser

The pitch: The Deep Aire bottom-mounted z._
air diffuser creates a healthy pond by
taking oxygen to the pond's lowest depth
along the bottom.

* The Deep Aire diffused aeration systems
are designed as an alternative source of
aeration.

« Diffused air systems utilize an air compressor, located on
the shore, which delivers oxygen through a hose to a special
diffuser lying on the pond bottom.

* Depending on the body of water depth and shape, various
motors and models are available with a deluxe kit that
includes a lockable cabinet with electrical box/outlet, shock
mounts, pressure gauge and cooling fan.

For more products: www.airolator.com

Gravely Diesel Pro-Turn 400 XDZ Series

The pitch: Gravely has expanded its
Pro-Turn 400 series commercial lineup
with the introduction of a new diesel
zero-turn mower.

* Features a 25-hp Kubota engine to
deliver superior performance and ef-
ficiency and is available in a 60- and
72-inch deck.

* The mowers feature an air-suspension seat with added seat
isolation, and the air pressure can be adjusted with the touch
of a button.

* The unit also includes standard foldable ROP, designated
front and rear tie-down points, double-sided anti-scalp brack-
ets and heavy-duty side-discharge chute.

For more information: www.gravely.com

www. lawnandiandscape.com

Arctlc Frostbite System

The pitch: The Frostbite System pro-

vides selective post-emergent control

for broadleaf and grassy weeds without
using conventional chemical herbicides.

* The Frostbite System uses man-made
frost to control weeds naturally.

* Through the controlled expansion of
compressed air, the system Kills any
frost-susceptible weeds while leaving
cool-season grasses unharmed.

* Frostbite is effective with a single ap-
plication and can be used in hot (greater than 85°C) or cold
temperatures and in wet or rainy conditions.

For more information: www.frostkills.com

EDGE Inverted Log Splitter

The pitch: CEAttachments’ new

EDGE Inverted Log Splitter at-

tachment for skid steer and track |

loaders is designed to make |

splitting wood easier by allowing

the operator to remain in the

seat and operate all of the controls for lifting, transporting and

splitting wood.

« Can split logs up to 24 inches long on the ground.

* The cylinder drives 20 tons of force to its splitting wedge, and
runs on 10-20 GPM standard hydraulic flow.

« The splitter can also be unbolted from the quick attach and
flipped 180 degrees for upright splitting applications.

For more information: www.ceattachments.com

Hortech LiveWall

The pitch: Hortech has introduced the

LiveWall, the planted wall system that

transforms ordinary walls into vertical

green landscapes.

* The LiveWall system'’s WallTer planter
modules slide into the RainRail mount-
ing tracks, which secure them in place

nozzles for integrated mist irrigation.

* The WallTers, manufactured in recycled
architectural grade plastic, are six-
inches deep and five-inches wide and come in 8-inch and
16-inch lengths.

* They are available in six colors: beige, cool gray, wheat,
cedar, sage and salsa.

For more information: www.livewall.com



http://www.lawnandlandscape.com/products
http://www.aquascapeinc.com
http://www.frostkills.com
http://www.airolator.com
http://www.ceattachments.com
http://www.gravely.com
http://www.livewall.com

PlantHaven Geum ‘Totally Tangerine’

The pitch: Geum ‘Totally Tangerine’ is

a new Geum cuitivar that is sterile and

blooms from early summer through the

heat into fall.

* Flower production is up to five times that
of the normal genus.

* Produces hundreds of tangerine-orange
single flowers over the course of the
growing season.

* The green, fuzzy foliage forms a compact mound which mea-
sures about 14-inches tall. In full bloom, the plants measure
30 inches tall.

For more information: www.planthaven.com

Steiner 440 4x4 Tractor
The pitch: The new Steiner 440
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 tethered 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-voit 525 CCA Battery (630 CCA on diesel engine
model).

For more information: www.steinerturf.com

V-Angle Wire Brush

The pitch: The V-Angle Wire A T

Brush cleans tight paver / \

joints / \

* The V-angle and tough wire ( )
bristles of this brush make \ - ]
cleaning mud and dirt from
tight paver joints easier.

* The stiff bristles measure
1¥#inches for good reach
into the joint.

* Bon's brush is equipped with a 4-foot handle.

For more information: www.bontool.com

N

Profile Products ProMatrix

The pitch: ProMatrix provides benefits

for contractors with 20 percent less tank

loads per job because of the high loading

formulation.

* ProMatrix with Engineered Fiber Matrix
(EFM) technology was created to give
contractors an edge when bidding on jobs
requiring BFM/SMM hydraulic products.

* Recommended 60 pounds per 100 gal-
lons of water.

* Proprietary dispersion granules facilitate the even distribution
of the fibers and chemistry to optimize product performance.

* A consistent slurry pumps out easily to assume smooth and
efficient application.

For more information: www.profileproducts.com

Talbert Manufacturing
50CC/RP Hybrid Trailer

The pitch: Combining the benefits
of a close couple lowbed design
with a roller paver model, the
50CC/RP offers a longer loading
incline.

« With a deck length of 26-feet,
the new 50CC/RP offers the
space for full construction fleet loads.

« The design slopes from the bottom up to create a more mod-
erate incline over a greater distance, approximately a third of
the deck length.

* The 50-ton-capacity trailer offers a deck width of 8 feet, 6
inches and a low deck height of 20 inches.

For more information: www.talbertmft.com

WeatherTRAK LC Central

The pitch: The LC Central controller fea-

tures six-, 12- or 18-station modular con- r

figurations and is ideal for light commercial r

or high-end residential installations.

* Plug-and-play installation of the LC Cen-
tral controller includes WeatherTRAK ET
Everywhere daily hi-resolution weather service with no onsite
weather stations required.

* Wireless transmission of site-specific weather data to the
controller’s built in transceiver enables the WeatherTRAK
Scheduling Engine to adjust irrigation run times for each
landscape zone,

* Gain instant access to WeatherTRAK Central Internet Man-
agement Service minutes after installation of the controller.

For more information: www.hydropoint.com
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A different
perspective

The greatest impact the Accredited Snow Contractors

Association will have on the professional snow

removal industry is changing the attitudes of those

outside the industry. By Mike Zawacki

evin Gilbride is not

used to being the

new guy in the room,
let alone a newcomer in a
room full of people - law-
yers, nonetheless - who he
doesn’t know, and who don't
know him.

But that's where the former
Snow Magazine publisher
and current executive direc-
tor of the Accredited Snow
Contractors Association
(ASCA) found himself about
a year ago. Gilbride was in-
vited to attend a tort-reform
conference to receive a frank,
crash course on what it was
going to take for a fledgling
association to facilitate major
change on how the industry
deals with baseless slip-and-
fall claims — a plague that
costs contractors and insur-
ance companies millions of
dollars each year.

“You could say | was a bit
out of my comfort zone,"
Gilbride says. “But that's not
really a bad thing. I mean,
you take a look at the inroads
we've made as an association,
the new relationships we're
fostering and some of the
change that we're beginning
to see and it’s all come from

74 2o

taking our industry — as a
whole — out of its collective
comfort zone.

"Change isn’t always a pro-
cess that we like to engage,”
he adds. “But you've got to
remember, change is a good
thing... and it was time for
our industry to experience
some real change.”

Gilbride laughs when asked
how many elevator speeches
he's given over the last year
exalting the ASCA's mission,
the merits of membership
and the virtues of committee
involvement.

“I've spent the better part
of the last decade in and
around the professional snow
removal industry,” he says. “1
thought I knew a lot. But the
last year has really opened my
eyes to many of the deeper is-
sues this industry faces. Sure,
this industry faces a lot of
challenges, but none of them
are insurmountable.

“The last year also gave me
a newfound appreciation for
just how many people really
want change for our indus-
try,” he adds. “So much so
that they're more than will-
ing to volunteer their time
-in many cases, time from

www iawnandiandscape com

already stretched schedules
- to play a significant role in
that change.”

I'm going to play devil’'s advo-
cate for a moment. When you
look at how the professional
snow removal industry breaks
down, nearly three-quarters
of contractors are snow-only
landscape contractors, con-
struction/pavement guys or
some other closely related
service-oriented outfit. When
you look at those individual
industry segments, there are a
lot of representative associa-
tions within those groups. How
is the ASCA different and why
should snow contractors take
notice and, more importantly,
get involved? There are a cou-
ple of things that differentiate
the ASCA. We are exclusively
focused on the snow and ice
management operations of
their businesses and the risks
associated with that portion
of the business. In doing so,
we are taking a completely
different approach to this.
This industry — which,
granted, is often the most
profitable portion of their
businesses — also carries the
most risk. As we all know, the

majority of that risk stems
from slip-and-fall lawsuits.
It's apparent that, as an indus-
try, we cannot change these
trends from within.
Therefore, the ASCA is fo-
cusing its energies on chang-
ing the external factors so
that we might influence the
outside world to view our
industry differently.

Launching an association is
no small feat. What's been
the biggest challenge for the
fledgling ASCA? What's been
your biggest challenge as the
group's executive director?
Frankly, it's like launching
any new business venture.

We are short on people and
have a many tasks to accom-
plish. We needed industry
participation to get started
and generate momentum.
Then, we needed to lay the
association’s groundwork.

This process started with
developing a draft set of in-
dustry standards. We couldn't
move ahead with education
and ISO certification without
those on the books.

And I'll admit, the time it
took to get these standards
to where we needed them

DREAMSTIME



FISHER TRIP EDGE

HIGH PERFORMANCE PROTECTION
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Hidden obstacles come with the territory. That's why FISHER plows feature trip
edge technology. With trip edge, your blade stays upright while the bottom edge
trips independently, getting you over those bumps in the road with no hassle -
and without losing your load of snow. It's one of the many ways FISHER takes
care of you, so you can take care of business.
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was the most frustrating. ...
However, having a finalized
set of industry standards - the
first for the professional snow
and ice management indus-
try — has been an extremely

&

when folks joined. Many
people indicated they were
joining, but didn’t join until
the spring when revenues
from their other businesses
kicked in.

Change isn't always a process that we like to
engage. But you've got to remember, change
is a good thing ... and it was time for our industry to

experience some real change.”

rewarding experience.

I think the biggest chal-
lenge has been communica-
tion, at least on my part.

We have been working
extremely hard, gaining trac-
tion in Congress, getting the
standards done, and now
completing our ISO program.

In working on all of that,
sometimes people will won-
der what the heck I am doing.

Why haven’t they heard
from me? I think it will be
better now that we have the
programs in place.

What impact did the recent
low-snow winter have on the
association’s first formative
year? Great timing, right?
We launched the ASCA and
there was all of this positive
momentum and excitement
from people in the industry...
how they could get involved
and how soon they could
become members.

Then it didn’t snow and,
I suspect, contractors were
more focused on making
ends meet and keeping their
operations afloat.

So I'd say it probably sty-
mied the initial membership
surge we were hoping for
early on.

It certainly influenced
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You have a pretty impressive
lineup of industry leaders
serving on various ASCA com-
mittees? How difficult was it
to get them to volunteer time
for committee work? It wasn't
difficult at all, actually. The
difficult thing is communi-
cating the vision. We are not
approaching this like others
have in other industries, or
like this industry has in the
past. Once they heard the
vision, they jumped on im-
mediately.

Over the last year, how have
you managed and, perhaps
more importantly, maintained
the momentum of the industry
leaders who were working
on ASCA committees. The
committee members have
passion.

They know where we are go-
ing and what we need todo to
get there. They are amazing at
giving their time.

I have led all of the com-
mittees to-date, so I think
structure helped. That being
said, some of the committees
have been more engaged,

For the complete interview,
visit www.lawnandlandscape.
com and search “ASCA.”

www. lawnandlandscape.com

simply because of what we
needed to do.

For example, industry stan-
dards has been the most
active. They had to be, we
couldn’t make any significant

Gilbride
e ————— ————— — — —_— — ————— 1}

forward progress without
those. Membership, on the
other hand, had to wait a bit
because we needed to get our
“product” ready, so to speak.

As the ASCA’s main represen-
tative, you really left your snow
industry comfort zone over the
last year to network with lob-
byists, small-business groups
and other allied-industry asso-
ciations. Why did you feel this
was necessary? First off, that
has been an incredibly re-
warding experience. I haven’t
had to go to a conference
where 1 didn’t know anyone
for 15 years. I got to get out
my comfort zone, as you say,
but also I was exposed to alot
of new concepts and ideas.

This was necessary because
this industry can do all it
wants internally, but until
the outside world recognizes
what our industry is about
and what we do, then the
things that hold our business-
es back will never change.

If outside influences are
going to manage our industry,
why not go outside and show
them how to manage it the
right way.

This way, we control the
outcome. Look at what hap-
pened in Massachusetts.

They enact a law that states
an owner has to take reason-
able care of their property in
a reasonable timeframe. If
we had a louder voice at that
time, I believe, at the very
least, we could have added
that consumers also have to
take reasonable care.

Describe what the ASCA will
look like in five years, in 10
years? Hopefully we'll have
more staff. I envision an
organization that continues
to fight for what is right. In
five years, I can see the world
looking at ISO certification as
the key to success in the snow
industry.

We need to continue to
monitor the program. Make
changes where they are need-
ed. Adapt to technology. That
will be a key function to the
organization. I see us making
progress on the legislative
side.

In five years I hope that we
have made positive legislative
changes based on everything
else we are doing. This needs
to be done mostly at the state
level. T hope to be the guy
leading that charge to change
the laws, and having a team
that is managing the ship,
which includes monitoring
ISO and standards, creat-
ing and supply the latest in
education.

Ten years from now, we
will be facing different issues.
I hope at that point we are
defending legislation that we
have helped create, continu-
ing to raise the bar on profes-
sionalism and representing
our industry in the greatest
light to those outside. waL

The author is editor at Snow Magazine.
He can be reached at mzawacki@
gie.net,
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CUT PLOWING TIME
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Compare your plow to a WESTERN® WIDE-OUT™
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WESTERN WIDE-OUT ™ 68 minutes

ESTIMATED TIME SAVED: 52 minutes (43%) W

See how much faster you can be with a WESTERN WIDE-OUT snow plow.

With wings that turn an 8’ plow into a 10' plow, and angle forward and back at the touch of a button, the WIDE-OUT
is the ultimate snow-moving machine. Angle around corners in the full scoop mode and you'll see what we mean.

Try it out at: WESTERNPLOWS.COM/CALCULATOR
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Windrow Position 8" Retracted Straight Blade 10" Expanded Straight Blade 9' Scoop Mode
WESTERN WIDE-OUT IS FOUR PLOWS IN ONE MS'I[“"

MORE JOBS. DONE FASTER.

*versus an 8-foot WESTERN PRO-PLOW" :
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WESTERN"®
WIDE-OUT"

The WIDE-OUT expandable-
wing snowplow extends your
capabilities, providing an 8-foot
straight blade, 9-foot scoop
and 10-foot extended straight
blade all in the same plow. Plus,
with the leading wing angled
forward, it provides outstanding
windrowing efficiency. The wings
hydraulically and independently
extend at the touch of a
button for unmatched capacity
and versatility—giving
you more control to complete
jobs in less time.

www.westernplows.com

WESTERN

SNOWPLOWS
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SNOW PRODUCTS

Arctic Snow & Ice Control Products

The pitch: Artic Snow & Ice Products are
compatible with several types of lighter-duty
equipment including backhoes, skid steers,
compact loaders, and tractors.

* Increases snow removal efficiency, reduce
fuel costs, and virtually eliminate follow-up
plowing.

* Patented steel moldboard design is made
up of 32-inch-wide individual sections, each
featuring spring-loaded trip edges.

« Steel edge provides cleaner removal in a single pass.

* Equipped with patented Slip-Hitch system, which provides quicker, easier, and
more efficient operation.

For more information: www.sectionalplow.com

Boss UTV Plows

The pitch: Boss UTV plows offers the highest blade
lift height available for unmatched snow stacking
capability.

* Available in two models, a 6-foot, 6-inch Power-V
XT and the 6-foot Poly.

* Includes Smart Technology features and high-
performance hydraulic systems making snow
removal easier, faster and more efficient.

« Sloped-profile undercarriage does not hinder
ground clearance or inhibit trail riding when the
snowplow is detached.

For more information: www.bossplow.com

Curtis PathPro SS Cab System for Polaris Ranger 800

The pitch: The cab system offers function-
ality, versatility and value and almost 100
percent panoramic visibility, allowing the
driver easy access to see in all directions with
limited view obstructions.

* The PathPro SS cab system seals snug
around the entire vehicle, making the ride
virtually air tight with minimal noise intru-
sion.

* Features a steel roof with textured powered-
coat paint and acoustic headliner.

* Accessories include heaters, work lights, plows and spreaders.

For more information: www.curtisindustries.net
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Pro-Tech Rubber-Edged Containment Plows

The pitch: The Pro-Tech rubber-edge contain-
ment plows perform best in wet, heavy snow,
which allows the rubber edge to squeegee the
surface clean.
* Heavily supported frames and no moving
parts. &'
« Edges are installed at the ideal angle of attack
to squeegee surfaces. 2
* 45 rubber-edged Sno Pushers are available
with options for attaching to any make of loader, backhoe, skid steer and compact
tractor.
* 10- to 20-foot loader models are capable of pushing 12 to 26 cubic yards of snow
in one pass.
* Fully welded, and they use horizontal and vertical channeling made of thick steel.
For more information: www.protechcorp.com

SnowEx Ground-Drive Spreaders

The pitch: The SnowEx ground drive spreaders can
be used on sidewalks, parking lots and other off-
road applications.

* Equipped with lawn-and-garden style hitches,
designed to tow behind compact tractors, ATVs
and utility vehicles.

* SP-725G and SP-1225G offer 7- and 12-cubic-
foot capacities, respectively.

* Feature corrosion-resistant polyethylene hoppers
and 12-inch, adjustable stainless-steel spinners.

*» Capable of handling bagged rock salt and ice melters.

= Spread up to 30 feet wide at 5 miles per hour and are available with a defiector
skirt kit for narrowing the spread width on sidewalks.

For more information: www.trynexfactory.com

Wacker Neuson WL 37

The pitch: The WL 37 features excellent
fuel efficiency and minimal tire wear com-
pared to a skid-steer loader.

* Features a high flow auxiliary hydraulics
for enhanced attachment performance

» Optional 33 gpm/20 mph high flow, high
speed package allows the unit to operate
high flow attachments.

» Spacious, heated cab offers plenty of
legroom, adjustable seats, ergonomic
controls and 360-degree visibility.

* Designed to move material for year round use.

For more Iinformation: www.wackerneuson.com
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MAN

F
anless
STEEL

You know keeping the

competitive edge means never

letting up. Never compromising.

Especially when it comes to your
equipment. And you didn’t choose
the FISHER® XtremeV™ just
because of its X-BRACING, or
Trip-Edge Design, or Minute
Mount® 2. You chose the XtremeV
because FISHER knows — your

reputation’s on the line.

I rcrrBf

fisherplows.com
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You know how to sell landscape maintenance or lawn care.
But can you sell holiday lighting? sy Jason Stahi

Om- of the biggest mis-
takes business owners
”ldk(.‘ \'u'h(_'ll Sldlling 4 new
profit center or add-on busi-
ness is not fully dedicating
themselves to marketing,
managing and selling it. It's
almost as if they expect to
buy the equipment, tools or
supplies, and then magically
see revenue shoot skyward
with no effort.

Holiday lighting is no ex-
ception. You'll only get out
of it what you put into it. It
also helps to work with an
experienced professional.

“Partner with someone
who has done it before, oth-
erwise it becomes a quick
headache for you and your or-
ganization," says Scott Heese,
president/owner of Holidyn-
amics. “Not only will you not
be generating the profits that
you should, you're going to
have an unhappy staff.”

SALES IS SALES. To really
promote your holiday light-
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ing service, place a logo for
the new business on cloth-
ing, hand out catalogues of
the products and promote a
professional-looking website
by sending out a hyperlink to
customers.

But you also need a go-to
person, who can come from
within the company.

“Have someone on statt
who's dedicated to this ser-
vice in-season, but also off-
season to keep it going year-
round,” Heese says.

“Not that they're living,
breathing and eating Christ-
mas in the middle of summer,
but they’re a person who the
staff knows they can go to
if they have any questions,
whether they be related to
sales or installation.”

Heese says that if someone
has the right attitude and
determination to succeed,
they can easily be taught
how to estimate lighting jobs
as well, which is part of the
sales process.

“If they're measuring a
vard for chemicals, they can
easily measure for installing
Christmas lights,” he says.
“But again, it's knowing your
products and installation
methods.”

Paul Sessel, president of
Creative Displays, says the
}u-rmnnvl question relates
more to the size of your
company.

“But one of their people
should be able to do it be-
cause typically the Christmas
season starts when their
other seasons .\']n\\' down,”
Sessel says.

The sales process isn’t any
different, either, from lawn
or landscaping, says Mike
Streb, director of sales for
Christmas Lights, Etc.

Streb has spent his whole
career in sales for a variety

Selling
holiday
lighting takes
dedication.

of different businesses, and
the one thing he has learned
is: sales is sales.

“It's about how much
knowledge you have and
finding out who your com-
petition is,” Streb says.

TRAINING. Teaching is
a crucial component
to learning how to sell
holiday lighting, and
some vendors, such as
Holidynamics, offer this
tool to those landscape/
lawn care professionals
who purchase their products.
That’s what helped Chris
Beneduce of Impressions
Holiday Lighting and Décor
of Warwick in Rhode Island.

“Holidynamics trained
us on sales, installation and
marketing,” Beneduce says.

“They told us what to ex
pect, and since holiday light
ing is something they've done
for awhile, they knew what
worked and what didn't.”

When Beneduce added
holiday lighting to his busi-
ness four years ago, he had
already been going strong asa
landscape lighting company.

So, he simply used the ex-
isting staff he had to sell his
new service.

From his second to third
year selling holiday lighting,
Beneduce increased his sales
400 percent.

“It was a perfect add-on
because there was only a
month overlap on seasons
and so it was easy for the
existing salespeople to take
it on,” he says.

The bottom line? Your
salespeople can sell
lights too. at

Jason Stahl is a freelancer
based In Cleveland

HOLIDYNAMICS




g Business

'Now!

(_\

o d



http://www.sayitwithlights.com

Converting
ustomers

You already have an established list of customers, and you can
use those contacts to your benefit. sy jason stah

ou've grown your landscape or
lawn care business successfully
and now have a long client list
that rivals Santa Claus’. But
how can you use that list to start a suc-
cessful holiday lighting business?

Mike Streb, director of sales for
Christmas Lights, Etc., says a survey of
customers is in order first before any-
thing else. And that can actually serve
as a way to promote the business, too.

“Survey people who might be inter-
ested in it,” Streb says. “Once you find
out that enough people are interested in
it, then put a business plan together -
here is the marketing side, purchasing,
personnel, etc. Then it’s time to inex-
pensively market through postcards and
fliers, or make the decision to pitch the
service viaa PowerPoint presentation to
a decision maker."

Without a survey, it's simply up to the
lead salesperson to figure out how to
capture the business, Streb says. “I have
this client list of 500 accounts, half of
which are commercial and the other half
is high-end residential. And gosh, this
guy, Joe Home-
owner, also does

For a business
primer on how to
succeed in holiday
lighting, read L&L's

Christmas over
the top, so what
2012 whitepaper
series at www.
lawnandlandscape.
com/whitepapers.

doIneed todoto
sell him on this?
Why have [ given
up this business
in the past when I already had an ‘in’ by

doing other work for this client?”
Scott Heese, president and owner of
Holidynamics, recommends sending

JuLy 2012

current customers a personal letter, then
a “statement stuffer” followed up with
a scripted phone call. To generate new
business on top of that, he recommends
participating in a direct mail campaign.

“Once you get on board with us as an
affiliate, those are all the benefits you
receive on the back end, including a
discounted direct mail program,” Heese
says. Timing is critical, too, since holiday
lighting tends to be a seasonal business.

“A lot of decisions with budgets for
holidays are made before summer,”
Streb says.

Paul Sessel, president of Creative
Displays, says, “The earlier you plant
the seed and the more often, the more

You can use your landscaping
customers as a starting point
when adding holiday lighting.
High-end clients are especially
interested in the service.

realistic chance you have of getting the
deal.” Tony Snider, owner of Holiday
Lights Decorating in Phoenix, has been
doing holiday lighting for 18 years, so he
has a rock-solid client list to work from.
He puts out an e-mail blast to all of them
four times a year to promote his services.
As far as finding new clients, word-
of-mouth works best. When people call
to inquire about his services, he directs
them to his website. In his first year do-
ing holiday lighting, Chris Beneduce,
owner of Impressions Holiday Lighting
and Décor of Warwick in Rhode Island,
opted to send fliers to only a select group
of customers in certain geographic areas.
“I wanted to make sure I could handle
that volume of potential business be-
cause I didn't want to become a victim
of my own success,” he says. “So we took
it on gradually and grew the business
from there to see exactly what I needed
to handle that side of the business.”
Sessel also recommends a simple and
cheap approach before mailing every
client on the list. “(Crews) should men-
tion that they do holiday lighting while

they're out doing whatever service

they're already doing,” he says. s

HOLIDYNAMICS




Take Advantage of this Special Offer
from the Holiday Lighting Authority!

; HOLIDAV LIGNTING SOLUTIONS

JOIN TODAY!

1d receive this limited time offer

HOLIDYNAMICS IS THE INDUSTRY LEADER IN HOLIDAY DECORATING!
We are looking for motivated business people to be part of the holiday lighting industry.

We design and manufacture a full line of Holiday Décor, 3D Displays, Light Sets and Foliage.
Our Affiliate Network gives you the tools and knowledge you need to be successful!

Join Now and Save off our Standard Affiliate Package Price!

AFFILIATE BENEFITS INCLUDE:
| Holidynamics® Catalogs #* Holidynamics® Affiliate Website
Login Access to our Online Store # Discounted Affiliate Pricing

| 855.505.6046

ol

’/\ SEE OUR FULL LINE OF EXCLUSIVE DESIGNS!

namicd.com.
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Light up your year

Successful landscape lighting companies sell holiday lighting
services year-round to make it a 12-month profit center. sy Jason stanl

t’s easy to see holiday light-

S Iing as only a Christmas-
3 P g time business. But smart and
(‘9 . b’ dedicated operators know
& there are many more oppor-
3 tunities throughout the year

to keep the cash flowing.
At first, Chris Beneduce,
9 p owner of Impressions Holi-
' day Lighting and Décor of
Warwick in Rhode Island,
2' only focused on Christmas.
But then, as word of mouth

he began to see demand from
Halloween stores for com-
mercial decorating. He even
supplies green-and-white
bulbs now for St. Patrick’s
Day. A catalogue available
to customers has assisted in
promoting the fact that he
does more than just Christ-
mas lighting.

“The majority of our busi-
ness occurs during the holi-
day season, but for some

to make holiday lighting a
12-month operation. It takes
that much more sales effort
and promotion, not to men-
tion keeping on workers to
install the lights, take them
down and store them. Paul
Sessel, president of Creative
Displays, admits that the
challenges go up when look-
ing to extend the business
throughout the calendar.
“To make holiday lighting
a 12-month deal is probably a
hard sale, but we do see party
tent lighting and decorative
lighting opportunities for pa-
tios and backyards,” he says.
Scott Heese, president/

e increased, he saw additional customers, it’s year-round,” owner of Holidynamics, says
e opportunities like for Fourth  Beneduce says. that networking with the

of July displays. After that, Commitment is huge right team is crucial for land-

PROFESSIONAL

Learn From The
A e T T gov ..'...', Pioneers OF The
i ' . Industry!
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+ + WE PROVIDE |

£ iday De i f *hristmas Dec
COMPREHENSIVE TRAINING A Holiday Decorating Franchise from Christmas Decor

365/24/7 SUPPORT

CONSISTENT PRODUCT AVAILABILITY
COMPLETE SALES AND MARKETING PROGRAM
CHRISTMAS DECOR INDUSTRY SOFTWARE

provides you with a great opportunity to earn substantial
off-season profits and keep your crews busy year-round.
We provide you with all of the resources and know-how
to be successful, so all you have to do is execute. Call us
today to see what kind of potential there is in your area.

1.800.687.9551

WWW.CHRISTMASDECOR.NET
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scape and lawn care compa
nies looking to extend the life
of their new holiday lighting
business.

“For example, we offer
birthday

hearts, shamrocks,

stuff, party signs, summer-
themed displays such as fla-
mingoes, anchors and palm
trees, and birth-announce
ment displays with storks
that have light-up signs that
say ‘It's a Boy!"™” Heese says.
“I've had off-season sales
for weddings, too. One of
our affiliates recently did a
$60,000 lighting project for
a concert. And now we're
starting to see a l)lg increase
in demand at Halloween.”
But Heese cautions that

those who want to g0 gung-

TURF
BOOKS

ho with year-round lighting
opportunities need to un-
derstand the commitment
it involves. For example, he
recommends making sure
you have four to five months
of the year dedicated to the
service side — taking down
the lights, properly storing
them, etc.

“Everything that goes up
that season has to come back
down and get stored,” he says.
“As you build your residual
income, you're going to find
yourself taking down your
lights through January and
February, packing them away
properly and putting them in
storage.

“Your big ticket is building
that residual income where

www.turfbooks.com

Accountants to the Lawn Care Industry

Does Your Accountant understand the Lawn Care Industry?

wa/Bookkeeping

» Qutsourced

» Tax Preparation and

Audit Representation

CFO Services

Fast, Reliable, Affordable

Serving Lawn Care Companies Nationwide

\s an Owner, Manager

Damel S. Gordon, CPA

Want Better Financial Information? Call Turf Books Now

Ph: 973-300-0288

www.lawnandlandscape.com/readerservice -

6

n

when you take down stuff and
put it in storage, you already
know you have residual in
come of ‘X’ dollars, because
you I'Alcl\' lose that contract
if you have their goods in
storage.”

Mike Streb,
sales for Christmas Lights,

director of

Etc., also sees other oppor-
tunities for lighting besides
A lot of the light

ing products his company

Christmas.
offers, such as white wire,
perimeter lighting and patio
lighting, lend themselves to
year-round display.

He believes there is more
potential for year-round light-
ing demand from commercial
properties, which can lead to
solid second and third quarter

sales, if the landscaper has the
“In the
a lot of non-hol-

right business mix.
oft-season,
iday, non-Christmas lighting
is commercial - restaurants,
hotels, motels, park districts,
cities and towns,” Streb says.

“You drive by high-end,
upper-crust homes and there
is not a lot of white lighting.”

Streb says one of his largest
customers is a rental supply
company that deemed holi-
day lighting a natural transi-
tion because they already had
all of the equipment neces
sary to install lights.

“Next thing you know,”
Streb says, “he’s not only
doing Christmas lighting
but Jiffy Lubes and shopping
centers year-round.” 1at

BRASS IS BETTER

A uminum

Max Spread
Area Lig

S44

LIFETIME WARRANTY

the pros shop
813.978.3700
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Bobeat Co.

Bolt Insurance

CLC Labs
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Dolmar Power Products
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Ecologe! Solutions
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BUSINESS OPPORTUNITIES MERGERS & ACQUISITIONS FOR SALE

SELLING YOUR BUSINESS?

FREE NO BROKER
APPRAISAL FEES
Professional Business Consultants
\B\.\Slness
. Oo - ﬁ(\')
& P Y%
& e z
= ‘ >
Merger & Acquisition Specialists
Professional Business Consultants can obtain purchase
offers from qualified buyers without disclosing your

identity. Consulrants’ fees are paid by the buyer.

CALL:

708-744-6715

FAX: 508-252-4447
pbcmello1@aol.com

Learn

SMIART
PLOWING

www.Snowplowtutor.com

BUSINESS WANTED

WANTED TO PURCHASE
Chemical lawn & tree care companies,
any area, any size business reply in strict
confidence. Contact Green Venture Group:
greenventuregroup1@gmail.com

BUSINESS FOR SALE

FLORIDA EAST COAST
Lawn Maint.and Landscape

Business For Sale
$487K 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 Al @ 806-681-3070

www.lawnandlandscape.com

ATTENTION OWNERS
Thinking of buying or selling your
Commercial Real Estate and/or Business?
Specialize in:

- Mergers & Acquisitions
«Vacant Land
« Nurseries/Garden Centers
Call
Eddy A. Dingman
COLDWELL BANKER
COMMERCIAL NRT LLC
(847) 313-4633
email: edingman@cbcworldwide.com
WE HANDLE TRANSACTIONS
NATIONWIDE

BOOKS

Need to calculate the value fora
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

GOT PLOW
PARTS?

WWW.GOTPLOWPARTS.COM

LANDSCAPE DESIGN KIT 3
48 rubber stamp symbols of trees, shrubs,
plants & moce. 1/8° scale,

Stamp sizes from 1/4* 1o 1 34
DRIPCE $128 CALL NOW TO ORDER
2 WLRC! 10 CRANGE wihOU? NotCe
AMERICAN STAMP CO.
CALL NOW 877-687-7102 TOLL FREE
of 916 - 687-7102 Local Calls

WWW AMENcanstampco com  M-F 8-4:30 Pacic Time or lnave & mes

CALL TO ORDER or for YOUR FREE BROCHURE

FRESH BALED PINE STRAW
From North Florida
@ Wholesale Prices
Semi Loads Delivered
UNITED PINE STRAW INC.
850-528-0086
brian.a.reese@embargmail.com

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

# 1 Top dresser
Self-Propelled Ecolawn

Distributors :

2002 / NYNO,PA, MACT, RINH, MEVT

“'N A ND, SO, W, NE
6632053 / OR, WA
7729 | TX, OK, KS
Cantrell Turf Equip.: B00-445-1994 / CA, NV, UT

www.ecolawnapplicator.com
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CLASSIFIEDS

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

NEED PLOW PARTS?

www.plowpartsdirect.com

The name says it all.
Western, Snoway, Meyer

Add-on Profits

Easy-to-use tree care system

Tree Pests
_ One application of Pointer
Insecticide controls dozens
of destructive tree pests.

" Treatany treein *=<
e ‘Smhmuorltn. )
% Order today! l{/

&

Starty,
under s600.

Wedgle Direct-Inject /‘ly

TREE INJECTION SYSTEM = ~.

LANDSCAPE EQUIPMENT

TREE STAKES
Doweled Lodgepole Pine
CCA Pressure Treated
2" Diameter, Various Lengths
Economical, Strong and Attractive
Phone: 800-238-6540
Fax: 509-238-4695
JASPER ENTERPRISES, INC.

We ship nationwide.

Web site: www.jasper-inc.com

LANDSCAPE INFORMATION

Since 1998
donnan.com

Landscaping & Lawn Information

www.lawnandlandscape.com
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Product Marketing Manager -
Turf and Ornamental *
Product & Market focus =
Organic and Bio-stimulants
Lebanon Seaboard Corporation, a leader in the landscape
and golf course industry, is requesting qualified applicants
for Product Marketing Manager. LebanonTurf, the profes-
sional division of LSC is poised for growth in the organic and
bio-stimulant markets after several recent acquisitions of or-
ganic/bio-stimulant companies. LebanonTurf seeks an astute
team player to join the energetic and supportive Marketing
Team, The position is based in Lebanon, Pennsylvania, head-

quarters of Lebanon Seaboard Corporation.

Position Objective:

Responsible to develop and implement product strategies for
current and new products within an assigned organic/bio-
stimulant product portfolio. Responsibilities include product
positioning, product development, product specification,
competitive intelligence, packaging design, labeling, and
development of product marketing and training materials.

Reports to: Director of Marketing

Job Dimensions and Responsibilities

+ Develop and implement “Go to Market” strategies for new
and current products

« Provide annual volume forecasts for all products

« Lead product development in assigned product and mar-
ket segments

» Develop and implement price strategies and positioning
of all assigned products to compete in the market, achieving
corporate volume and profit objectives

+ Design and implement Market Research insuring full un-
derstanding of end user behaviors, requirements and product
needs

* Develop and implement training programs and training
delivery to insure leading performance of distribution and
field sales personnel

* Manage product research for current and future products
working with internal research personnel and university/
industry resources

+ Develop product offering annually including rationaliza-
tion of the offering and enhancing the offering to lead the
market

* Develop and implement sales programs to achieve sales
volume objectives and profit performance

« Lead annual and quarterly market plan activity

+ Maintain excellent interdepartmental communication

« Develop and maintain detail reporting of sales, profit and
competitive market position

« Development of the content in brand/product marketing
materials, trade show materials, advertising strategy materi-
als and web promotion

Position Qualifications
« Superior interpersonal skills required
« 4year degree in Agronomy, Horticulture, Turf Management
Ag Sciences or Ag Business required
* Minimum 5-8 years Product Management and/or Product
Development experience desired
+ Prefer 2-4 years experience with Organic/bio-stimulant
products
* Minimum 2 years of B2B sales experience required
« Strong analytical, computer, web skills required: Fully ca-
pable in Word, Power Point, Excel, Access needed along with
capability to leam in house systems quickly
* Periodic travel required (Approx. 20% of the work time)
*Position is based at corporate headquarters in Lebanon, PA
All qualified applicants, please forward your
resume and cover letter to: David Dell,
Director of Marketing, ddell@lebsea.com

@ www.lebanonturf.com

HELP WANTED HELP WANTED

GreenSearch

Since 1995, GreenSearch is recognized as the
premier provider of professional and confidential
employment search exclusively for exterior and
interior landscape, irrigation, and the overall
green industry throughout North America.
Check us out on the Web at
www.greensearch.com or call toll free
at 888-375-7787 orvia
e-mall info@greensearch.com

KEY EMPLOYEE SEARCHES
Florasearch, Inc. in our third decade of
performing confidential key employee
searches for the landscape industry and
allied trades worldwide.
Retained basis only.
Candidate contact welcome, confidential
and always free.
Florasearch Inc., 1740 Lake Markham
Road, Sanford, Fla. 32771.
Phone 407-320-8177,
Fax 407-320-8083.
E-mail: search@florasearch.com
Web site: www.florasearch.com

LIGHTING

Highest quality LED lights
at the lowest prices.

ONFPONATED

Better Products at Better Prices

B

www.creativedisplays. com

800-733-9617

LAWN & LANDSCAPE IS ALSO ON:

www.twitter.com/lawnlandscape
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SOFTWARE PLANTS, SEEDS & TREES PLANTS, SEEDS & TREES

Powerful Customer and
Job Management Software

and helps you cut overhead costs!

Call 1-800-933-1955 for info or
visit arborgold.com for Free Demo

ArborGold Software is designed specificaily
for Tree, Lawn and Landscape businesses.
It will help you work smarter, more efficiently

GROUNDCOVERS
Over 150 varieties — constant supply
Ajuga, Daylillies, Euonymus, Ferns,
Hostas, lvies, Jasmine, Liriope, Mondo,
Pachysandra, Sedum, Vinca

LIRIOPE

World's Largest Supplier -

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. No need
to learn another software package,
BILLMASTER is customized to fit
your needs. Conversion from ANY

support, updates. VISA, MC and
AMEX, Checks.

GET YOUR BILLS DONE FASTER
WITH BILLMASTER!
e-mail: sales@billmaster.info
201-620-8566 www.bilimaster.info

Bil [IMASTER

system included. Unlimited training,

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

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

WEB DESIGNERS

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

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

INSURANCE

BUREN
INSURANCE

Crrcerfe, Yore

(Formerly M.ED Insurance Agency, Inc.)

CALL 800-886-2398

fost quotes within 48 Hour

www.burcninsuranc:group.com

Serving The Green Industry
For Over 25 Years

WE 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.

WE INSURE
* Applicators

* Design/Build
* Install

» Consultants

* Design Firms
* Franchisees

* [rrigation * Franchisors

* Lighting * Golf Course Contractors
* Mowing/Maintenance * Right of Way Contractors
* Snow Removal

All programs comply with regulatory agency licensing insurance

requirements, installment payment plans, r.nsud response to
service calls, programs available in all states, licensing support in
regulated states, knowledgable claim support

WETLAND/NATIVES &
CONSERVATION

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

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

$405°/month

Call for more information
on how to access the
legal system through

our low-cost legal plan.

Debt Collection
Letters

Written By
An Attorney

Plus Identity Theft Shield.
Call Today for a FREE Directory Listing!

www.gosmallbiz.com/plan
CALL 855-976-5884 TO ENROLL

—

£9SmallBiz LegalShield

RUN GROW
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// Interviewed by Catherine Pomiecko

—

JimCali

COO, Southern Botanical

here’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 some of the

newest members of our Top 100 list.

COMPANY: Southern Botanical

LOCATION: Dallas
TOP 100 RANKING: 86

2011 REVENUE: $13.8 million

What does being a Top 100
company mean to you?

It means that our team is
working really hard to pro-
vide a record-level service
that is being recognized by
our clients. If we weren't
doing that, we wouldn’t be
growing like we have been.

What kind of training do you
provide to make your client
service top notch?

We train 52 weeks a year
for an hour every week. We
spend time on horticulture
practices, safety practices
and client services. We make
sure that the crews know the
clients’ names, that we move
the newspapers to the front
doors, providing our clients a
customized personal service.
Our clientele is very high-
end, and so we do training
based on being a white glove
service, We've read books on
the Ritz-Carlton and other
service based corporations
and we take their practic-
es into the field. We make

sure that team members are
in clean uniforms and the
trucks are spotless. Every-
thing we do is crisp, clean
and on time.

As your company has grown,
what has been one of your
most difficult decision to make
as a leader?
Our most difficult decision
was probably to not lay any-
one off during the recession.
That was really, really tough
for us, because from a busi-
ness perspective, we should
have laid a number of people
off. But we knew that what
we were building for the fu-
ture and layoffs would have
lessened our ability to come
out of the recession — we had
worked so hard to recruit our
talent to begin with.
Choosing to live in a loss
situation by keeping the
entire team on board during
some of the toughest times
is really hard to do. But I
can tell you now post reces-
sion that keeping the team is

the best decision we've ever
made. We're not short-term
thinkers around here, we're
long-term thinkers. Since
1995, we still have the first
four team members working
for us.

What has changed about your
company as it has grown?
Something that’s changed is
our use of technology. For a
number of years, we've been
working on the same op-
erational platform based on
meeting our client’s needs.
And we've built that platform
based on client service lead-
ers that we strive to emulate
like FedEx and Ritz-Carlton.

In addition, there's no
company like us that leads in
irrigation technology. All of
our clients will be on remote
control irrigation controllers
if we haven't installed it al-
ready. We installed technol-
ogy that could save the client
water while driving our own
operational efficiencies -
and it is working.

Is there any one aspect of your
company that you'd like to
change?
We’re always changing.
There’s not one thing that
will remain stagnant at this
company. In the next three
years innovation is truly go-
ing to help us grow.

We're always evolving;
I think the only thing that
will stay the same is our core
principle of being a bench-
mark in everything that we
do. We're going to do every-
thing that we can do to make
sure we are tops in class and
tops in landscaping, not just
in Texas but nation-wide.

What advice would you give to
leaders who want to grow their
companies?
It’s all about your ability to ex-
ecute on your core principles
of your business plan and your
ability to always innovate to
make yourself better.

I think that's why nothing
stays static around here very
long, et




PRODUCTIVITY HAS GONE

UPRIGHT

TheT R o
Lo R
e » .nv

THE ALL-NEW PRO-STANCE.
AranW

Transport Lock-Out . ' Unique Patent Pendmg, 2

‘Hand Lever Deck Lift ‘ . Patent Pending *

Integrated Transmissions in

. , a Stand-On Mower
4 Unique Patent g .

Pending Foot Pedal r R o—— Industry-Leading Low
Deck Lift - { Center of Gravity

Flip-Up Suspensnon
Platform

produ(,tm(,

expect to find on

your mind, everything is commercial-duty. It's a Gravely

Take a stance at a Gravely dealer near you or visit Gravely.com.
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AN AMERICAN WORKHORSE SINCE 1916
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www.rainbird.com/HVvalve

Everything you want
in a valve, including
a lower price.

That’s intelligent.

51750

List Price

Introducing the NEW high-performance, cost-effective Rain Bird® HV Valve.

Rain Bird® HV Valve

RaIN I BIRD
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