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If you're comparing stand-on mowers, there's one that stands apart from the others. 
The John Deere QuikTrak™ delivers a stand-on experience like no other. Best in class stability, 
industry exclusive stand-on technology, and a compact design add up to a machine tHat'sa joy ' V " ' ' • I t i O 
to operate. Ergonomic controls make for greater maneuverability. And an exclusive MulchOn Demand™ - ^ * J.. ^ 
option lets you mulch or side-discharge instantly with just a press of a button. There's even - J »• * H *; .. 
a propane version available. 

If you're in the market for a stand-on mower, you need to step on the one that'll help you 
stand apart. Visit your local John Deere dealer for a demo today. 

Keep Mowing 
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that uses less gas than comparable KOHLER carbureted engines — saving you up 
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FAVORITE 
HASHTAC Make your employees feel like the 

odds are stacked against them. 
By Dan Coughlin 

Successful underdogs don't focus on 
what they don't have. They also don't 
give in to the temptation to say they 

don't have a chance against overwhelming 
odds. Instead they look for a tiny bit of 
leverage they can turn to their advantage. 

Apple couldn't beat out IBM in the 1970s, 
until it did. 

IBM, the fallen king of hardware, could never become a dominant global services company, until it did. 
Wal-Mart couldn't replace the successful retailers of the 1960s so it just kept trying harder and harder at 

adding value to the people who were attracted to them. 
Bill Marriott couldn't take his company from root beer stands to a successful hotel business, until he did. 
Successful underdogs focus on their current reality and they leverage what they can leverage to improve a 

little bit at a time. 
And that is part of their key to success. Individuals and organizations who hang on to the underdog 

mindset keep on keeping on. They never feel like they've arrived or completed their journey. 
Visit bit.ly/llunderdog for the complete article, and learn how you can lead like an underdog. 

Take it to the bank, web rankings and keys to growth 
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Take it to the bank, web rankin; 
If you've missed any of our recent podcasts from our 
Lawn Care Radio Network, then you've missed a lot. 
Check out a few of them below. You can find more pod-
casts on our website at bit.ly/medialawn, or by subscrib-
ing for free on ¡Tunes at bit.ly/lawnandlandscapeapp 

Skeletons in the closet: 
blunders and banks 
Industry consultant Jason Cupp 
talks with Editor and Associate 
Publisher Chuck Bowen on 
a regular basis about the 
challenges Cupp hears from his 
clients, and how he helps them 
move past those obstacles. 

In this podcast, Cupp goes 
in depth about how his client's 
bank made a major mistake, 
how the contractor responded 
and what everyone learned in 
the process, bit.ly/cuppbank 

How to improve your 
local search rankings 
The local search landscape is 
always changing. Those who 
are able to keep up and adapt to 
the changes put themselves in a 
highly visible position, ready to 
be found by consumers searching 
for their services. 

In this special webinar, Chris 
Heiler covers the most itactics 
you need to know to ensure your 
business appears higher in local 
search rankings, 
bit.ly/llsearch 

3 keys to grow your 
business in 2 0 1 4 
L&L columnist Marty Crunder is 
an award-winning landscaper who 
runs one of the Midwest's most 
successful landscaping companies. 

He has also helped hundreds 
of other landscapers grow their 
own businesses as a consultant 
and adviser. Grunder hosted a free 
webinar with L&L that revealed 
three key things any landscaper 
can do to grow and beat their 
competition in 2014. 
bit.ly/grundergrow 

WE (@LAWNLANDSCAPE) now 
host #landscapechat the first 

Wednesday of each month 
i|K| on Twitter with Corona 

Tools (@CoronaTools). 
All you have to do is search 
landscape chat at 2 p.m. EST 
on the first Wednesday of every 
month and you'll be able to join 
the conversation. 

We will be questioning experts 
in the green industry on different 
topics every month. Last month, 
we interviewed McKay Lighting 
(@McKayLighting) about 
landscape lighting. 

Below are some of the 
takeways from the conversation. 

• More and more people are 
expanding their indoor living 
spaces outside like outdoor 
kitchens, fire features, dining and 
living areas. They want those 
spaces well lit for nighttime 
enjoyment. 

• McKay has seen a stronger 
focus on security lighting in the 
last ten years. 

• Solar has not been 
developed enough on the low-
voltage market to be a great 
option for systems. 

• You can have system turn 
lights on/off to control specific 
types of lights to different areas 
in the landscape. You can go as 
far as controlling your lights to 
different audio for different areas 
of the yard. 

So, if you're looking for advice 
and insight from different aspects 
of the green industry, join us at 
the next #landscapechat. 



Essential Tools 
for Spring Revival 
Winter is hard on your plants. Spring 
is the time to revive and restore. 
ROOTS® products are formulated to 
provide sustainable fertility for ALL 
landscape plants. Made from the 
finest natural 
ingredients, they 
not only provide 
slow-release N-P-K 
but immediately add organic 
matter to the soil. To find out more, 
call or visit us online. 

ROOTS Healthy Start 
Use to restore natural fertility by adding 
organic matter to the soil. 

ROOTS Tree Saver® 
Use for transplanting trees and shrubs to 
improve survival rates. 

ROOTS BioPak® Plus 
Use for quick winter stress recovery. 

"Our Roots Run Deep..Anchored in Tract it ion... Growing Through Innovation" 

LebanonTurf 

Best of all Worlds® 
www.LebanonTurf.com 1 -800-233-0628 
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EDITOR'S INSIGHT 

How you grow it 

Part of my job involves speaking gigs 
around the country, usually getting 
up in front of a few dozen landscapes 

at a regional or state meeting. 
I give them my take on the state of the 

industry and what trends I see coming down 
the pike that are going to have the most 
impact on them in the coming year. 

It gives me a chance to get out and talk 
with contractors, association folks and sup-
pliers that I might not otherwise get to see. 

Earlier this winter, I was at a conference 
in Columbus, where I'd coordinated some 
education sessions for the Ohio Turfgrass 
Foundation. 

One of the speakers I asked to come up 
was Larry Smith. He runs Greentech in 
Troy, near Cincinnati. He shared a few 
to-do items that made for great advice for 
owners just starting out and who have been 
in the business for a while. 

My favorite thing he said during his short 
presentation was this: "Start succession 
planning today. If you started your business 
yesterday, start succession planning today. If 
you started your business 10 years ago, start 
succession planning today." 

With the sale of Brickman last year to 
KKR for $1.6 billion, and its subsequent 
purchase o f Metheny Commercial Lawn 
Maintenance, one of the largest contractors 
in Texas, a lot of owners are thinking that 
it might be time to cash in. 

But many of them aren't ready - finan-
cially or emotionally - for that to happen. 

You could do almost anything with your 
company. You could sell it to a national 
company, or you could sell it to a regional 
player. You could liquidate and just close 
the doors. You could transfer it to your son 
or daughter or employees. 

Whatever you decide to do with it when 
you've finished your run, you have to decide 
what it is. Because the decisions you make 
today and this spring and next year to grow 
your company will be predicated on what 
you want to do with it when you're ready 
to sell it. 

Maybe your kids aren't interested in tak-
ing over the family business. Maybe you 
don't want to sell to the guys in the two-tone 
trucks from Maryland. That's fine. 

But, whatever you want to do when you're 
ready to retire or step back, you have to start 
thinking about it now and do what you need 
now to build your company accordingly. 

Our 2 0 1 4 Mergers and Acquisitions 
Guide starts on page 76 and is designed to 
help you get ready, to ask yourself those big 
questions to see what you want and how to 
get there. The time to start thinking about 
the future is today. - Chuck Bowen 
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OUTER GENIUS 
* * * 

BEST-IN-CLASS GCWR (37,500 LB) 

UNSURPASSED 5YR/100,000-MI POWERTRAIN WARRANTY 

PROVEN 6.7L CUMMINS TURBO DIESEL ENGINE 

CLASS-EXCLUS IVE ELECTRONIC STAB IL ITY CONTROL 

15,000-MILE OIL CHANGE INTERVALS 

CLASS-EXCLUS IVE MANUAL TRANSMISS ION 

T H E N E W 

RAM CHASSIS CAB 



BUSINESS 

DClass 3-5 pickup based conventional chassis cai), when properly equipped ?)See dealer for a copy of the powertrain limited warranty 3)Always drive carefully,consistent 
with conditions Always wear your^eat belt and obey traffic laws flam is a registered trademark of Chrysler Group LLC. Cummins rs a registered trademark of Cummins. Inc. 
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A bird's-eye view of Daytona 
International Speedway. 

Estreme landscaping at the speedway 
Artistic turf design and a slew of maintenance challenges 
make caring for the grounds at Daytona International 
Speedway an ultimate experience. By Kristen Hampshire 

DAYTONA BEACH, Fla. - The checkered flag 
turf pattern at Daytona International Speed-
way looks like an artist took to the land with 
a stencil and paint. The rich, green perennial 
and lighter annual ryegrass flag design with 
five stars shooting from its center create an ar-
tistic backdrop to the track. "It gives the look 
of thunderbirds flying over the stadium," says 
Sam Newpher, grounds supervisor. 

Newpher, a 40-year industry veteran, has 
been caring for the turf at the speedway for 
the last two decades. " I f you ever think you 
know it all, it's time to go home," Newpher 
says of the challenges of maintaining a high-
visibility property riddled with challenges. 
"This gives me a chance to try something 
new and expand my skills." 

For starters, there's the meticulous fertil-
ization program for all of this "turf detail," 
which is centered at the grandstand finish 
line. And, there is limited time to accomplish 

the goal because the track is "extremely ac-
tive," with 300 days of activity each year. 

Meanwhile, another 5.2-acre of Floratam 
St. Augustine, a variety somewhat resistant 
to chinch bug damage, sits on a steep grade 
up to 45 degrees. Mowing requires special 
attention and remote-control technology. 

SHOWSTOPPER TURF. The Daytona Inter-
national Speedway is dubbed the World 
Center of Racing because of its diverse racing 
schedule. Aside from eight, intense weeks 
of racing activity, from a 24-hour race to 
the NASCAR Sprint Cup, the grounds are 
used for production vehicle testing, police 
motorcycle training, car shows and social 
events. All of this leaves limited time to care 
for the turf s very specific needs, let alone 
repair damage. (Newpher sometimes works 
a night shift.) 

Meanwhile, the care of this property is 

crucial because so many people see it. "It's the 
most highly visible area in all of sports year in 
and year out," says Gary Morgan, territorial 
manager for Direct Solutions. 

"It's not like the Super Bowl or World 
Series where they change venues. It's home 
of the Daytona 500 and the 24-hour race." 

The trial area, with its pristine turf pattern, 
is dubbed "the football field" because, back 
in the day, Morgan says, there were two goal 
posts on that greenspace where pigskin games 
were actually played. 

Staging a pattern in this space required 
some testing. "The first time we wanted to 
see how the design would look before we 
put a big pattern in, so we did 10-foot wide 
strips of alternative perennial and annual 
ryegrass," Newpher says. The test strips were 
1,500 long. 

The planting produced the desired paint-
ed-on effect. From there, Newpher and team 
began changing the pattern on the 4-acre area 
each year. Missouri Turf Paint comes up with 
the design, and Newpher and crew execute 
the planting and care - no small feat. 

The property is prone to disease because of 
the climate, which often is about 85 percent 
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humidity during the day. Meanwhile, they 
battle poor soil quality because of the abun-
dance of lime rock base under the asphalt 
track. "If you have high calcium, it ties up 
everything in the soil," says Morgan, relat-
ing that the speedway uses an acid spray 
that breaks down calcium in the soil with-
out hurting the turf. That brings the soil 
into a better balance so there is improved 
fertilizer uptake. 

Meanwhile, the water quality is sub-par 
because of the calcium levels, as well -
and because irrigation reserves are typical 
Florida groundwater that is high in bicar-
bonates. "Heat radiates out of Lake Lloyd, a 
40-acre lake on the back stretch of the race 
track, and it is high in calcium, as well," 
Morgan says. 

Still, there are unexpected "guests" at 
the track - like pythium, a potentially fatal 
turf root disease that can take out over-
seeded grasses overnight. Newpher took a 
positive sample for pythium, but caught it 
immediately. 

The next morning, Morgan drove to the 
site and made recommendations to get the 
disease in check fast. 

MAINTENANCE, AGAINST ALL ODDS. If you 
want a lesson in extreme landscaping, then 

watch a mowing day at the big track 
where a 60-foot tall, steep angled slope 
is maintained using a radio-controlled 
Spider slope mower. It's not unusual to 
have a small crowd watch this process. 

The space is mowed up and down, 
left and right. "We can put the same 
pattern on the hill that you see at the 
base," Newpher says of the 27-acre total 
area. The mower operator, working from 
a tractor at the top of the slope, controls 
the remote mower, which is attached to 
the tractor with a winch. "That braces the 
mower so it doesn't slip when he wants to 
cut at a 45-degree angle," Newpher says. 

The winch is attached to a 15-foot bar 
on rollers. "That way, when the opera-
tor is up high, he can do seven to nine 
rows before he has to move the tractor," 
Newpher says. 

Then, there's fertilizing this steep slope. 
"You can literally see the color green 
sliding down the hill," Newpher says of 
when nitrogen is applied. He must apply 
products in V4- to l^-pound rates to avoid 
"the slide." 

You can calibrate anything, he adds. 
O f course, there's plenty of math in-
volved in getting the application down 
pat. "We have a physical measurement 
of how big the hill is and how many 
thousand square feet we are doing, so we 
tested calibration by running different 
speeds until we got it to where one load 
covered exactly half of the hill," he says 
of the 900-gallon hydroseeder. 

You get attached to a turf space you 
work so hard to maintain, he says. 

"I feel honored," Morgan says. " I f a 
car spins off the track, you're thinking, 
'Stop spinning!' because you don't want 
the turf to get torn up." 

For video of the grounds, visit 
www.lawnandlandscape.com 
and search "Daytona video." 

L&L ON THE ROAD 

TIME FOR 
CHANGE 
After more than two decades, 
Club Car rolled out updated 
versions of its Carryall cart. 

By Brian Horn 

ORLANDO, Fla. - For more than 20 years, Club 
Car has hesitated making any major changes 
to its Carryall line. But that changed recently as 
the company, 

in January, rolled out new models with 
improvements to fuel efficiency, horsepower 
and other modifications. 

The company invited media members and 
dealers to Disney's Fort Wilderness Lodge in 
Orlando, Fla. to get an up-close look at the new 
vehicles and to test drive them. 

Disney has almost 3,500 Club Car vehicles 
on its properties and has a 20-plus year 
relationship with Club Car. What Club Car 
has learned through its relationship with 
Disney (Club Car actually developed a custom 
solutions department because of Disney) were 
implemented into the updated Carryall vehicles. 

In addition to lessons from Disney, Club Car 
sent 12 employees across the U.S. and Europe, 
visiting 46 locations that use Club Car or 
competitor vehicles to gather information. 

What they heard from that research was that 
customers wanted a more powerful engine, 
more comfort in the vehicle and a fit-to-task-
bed box. 

Kurt Meyer, commercial/industrial marketing 
manager, said landscapers specifically asked 
for a better bed, and they wanted a pick-up 
truck-like tailgate that is easy to open. The new 
vehicle now has a single-handed latch and 
release tailgate, and a protected aluminum bed 
that will protect the inside from corrosion from 
any spillage. 

Landscaper feedback also led to the 
implementation of movable bed dividers and 
cargo tie-down loops to prevent tools and 
other cargo from shifting. 

"You are protecting your assets," Meyer said 
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of the upgrades to the truck-bed's storage 
capabilities. The company also wanted a 
more truck-like look to the interior, and a 
truck-like feel to the seating area. 

"We tried to decrease the gap between 
getting out of the truck and transitioning 
into this vehicle," said Billy Dakuras, 
director of sales and business development 
for the Americas. 

Mike Cotter, commercial/industrial and 
consumer marketing director, said the 
company expects to see a sales increase of 
24 percent in the commercial utility vehicle 
market. 

Cotter said UTVs can be a less expensive 
alternative to pick-up trucks and vans when 
moving people or tools around a facility on 
a limited budget. 

"As budgets and teams shrink, they 
(facility managers) are always trying to do 
more with less," Cotter said. 

Other features of the vehicle include: 
• Key switch, shifter and gauges on 

the dash, right next to the ergonomically 
engineered soft-grip steering wheel. To 
deter unauthorized use, the company has 
upgraded from a common fleet key to an 
uncommon automotive-style key switch. 

• The solid-state, global charger is 92-95 
percent efficient, a 10 percent increase 
compared to the old charger. 

• The new engines boost horsepower 
by 30 percent and fuel efficiency by as 
much as 50 percent over previous Carryall 
utility vehicle engines. 

• The aluminum bed box features a 
floor protected with Rhino Lining, the same 
material used in the beds of many pickups. 

• Newly designed rustproof aluminum 
side panels feature a configurable track-
based attachment system for carrying 
shovels, rakes and other equipment for 
specific jobs. Just remove the accessories 
when you don't need it. 

• Movable bed dividers and cargo 
tie-down loops stabilize cargo and prevent 
shitting. The system also accommodates 
optional cooler holders, trash can holders 
and other accessories. 

• Contoured seating and more space 
between the seat back and the steering 
wheel were designed to keep drivers 
comfortable. There is also no wheel well 
intrusion. 

Brian Hornung, a contractor at William Quinn and Sons gave the students of the Chicago High School for 
Agricultural Sciences feedback on the plans they designed for Nufarm's North American headquarters. 

A fresh set of eyes 
When Nufarm needed a landscape plan designed for its new headquarters, 
the company looked to the youth of the industry to help. By Brian Horn 

CHICAGO - Instead of using a local landscape architect to 
design the plans for the landscape used for its North Ameri-
can headquarters, Nufarm did something a little different. 

The company called upon a few of high school students 
from the Chicago High School for Agricultural Sciences to QQQQ WORKS 
design the project. The school was founded in 1985 with the 
mission to prepare urban students for careers in agriculture. 

"The last couple of years we've been working pretty closely with them to expose the 
students to the agriculture and green industries and create some opportunities for them to 
learn what career opportunities are out there for them," said Brian Rund, director, branding 
and marketing services at Nufarm. "It's really a fantastic place." 

Nufarm worked with Andrea Briney, the school's horticulture career pathway instructor, 
and three of her students during the project that took about seven months to complete. 

"When students work alongside a professional they gain a deeper connection to the 
material they are learning at desks back at school," Briney said. "During my school years, I 
always questioned 'when am I ever going to need to know this?' Projects like these take the 
lessons out of the classroom and make them real." 

Briney said the students were genuinely interested in working on something other than 
small design projects around the school campus or exhibit gardens. 

"I think they saw the opportunity behind this particular project and really jumped at it," 
she said. "However, I don't think they realized the gravity of their decision until their first 
site walk and meeting with their clients at Nufarm. At that point, this project was no longer 
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Agronomics — Economics — Sustainability 
Reservoir products can save you tons of water and 

improve turf health. 

In the soil, Reservoir increases porosity and water 

infiltration. This reduces soil evapo-transpiration losses 

and helps reduce pesticide and nutrient leaching. 

Reservoir remains in the soil for 3 to 5 weeks. After it 

has done its job, it biodegrades into natural materials. 

Reservoir comes as a liquid or as dry granules. 

Reservoir 50 can be injected into irrigation systems, 

while the fine granules of Reservoir DG can be 

applied with dry spreading equipment. 

Agronomics 
• Reduces leaching 
• Helps grow healthier turf 
• Reduces Localized Dry Spots (LDS) 

Economics 
• Reduces labor expense (hand watering) 
• Improves irrigation efficiency 
• Cost effective 

Sustainability 
• Environmentally sound water management 
• Conserves water by at least 20% 
• Improves soil porosity and water drainage 

Always read and follow label directions. The Helena logo, RESERVOIR and People . Products . Knowledge... are registered trademarks and Soil Hydro-Logics is a trademark of Helena Holding Company. O 2014 Helena Holding Company 

HELENA^ People... Products... Knowledge.. 
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Andrea Briney, far left, helped the students with their design plans for the project. 

another assignment given by their teacher, 
but a real world project with real clients and 
real deadlines. 

"I've known these students for over four 
years and I've never seen them as serious 
about a presentation as I did when they 
needed to present their ideas to their clients." 

After the students presented the plans to 
Nufarm last spring, the company took it 
to Brian Hornung, a contractor at William 
Quinn and Sons to get feedback on the plan. 

"When I received the details of what the 
project actually involved - working with stu-
dents from the agricultural school to imple-
ment a complete renovation of the property 
- the answer was a very obvious 'yes.' 

"It's not every day you are able to intro-
duce our industry to a group of high school 
students," said Hornung, who was already 
doing general maintenance on the site. "The 
work we do is not as glamorous or glorified 
as a high tech job in Silicon Valley, but I 
believe it's equally important." 

Rund said the experience was great, but 
he advised that another company thinking 
of taking the same process should expect it 
to take more time than if you were working 
with a professional designer. "The kids have 
to fit this stuff in with everything else," Rund 

said. "High school kids are busy. It's amazing 
to see the workload these kids have." 

Even with the delay, Rund said the experi-
ence was well worth it. 

"You are giving those kids an opportu-
nity they wouldn't have otherwise," he said. 
"That's what will inspire the passion in these 
kids and lead them into our industry. And 
we need people. 

"We need the understating of what it takes 
and more than just the shallow, 'Well there's 
grass and there's flowers.' 

"It's good for the industry, even if they 
don't go into the business, it's good to have 
kids coming out of school who otherwise 
wouldn't know what it takes - why it's 
important to have green space and good 
landscaping and some of the benefits that 
occur from that." 

The project was also an eye-opener for 
Briney. Prior to her teaching career she was 
an associate landscape architect and admits 
she didn't understand how important an 
opportunity like this was to students. 

"These opportunities are invaluable to a 
young person trying to carve out their niche 
in the world," she said. "Wouldn't it be nice 
to know you and your company helped with 
that?" L&L 

Advice 
on the move 

Editor and Associate Publisher Chuck 
Bowen recently moderated a webinar 
with columnist Marty Grunder, and 

we wanted to share some of the feedback 
we received. 

Hi Chuck, 
Loved the webinar last week. Some 

really great advice. Hey, is there any way 
you could email me the video and/or audio 
of the webinar as an mp3/ mp4 download, 
so I can download it and play it in my truck 
as I drive. Thanks! 

Anthony 
Peek Landscaping LLC 

Thank you for sending out the link. Is there 
any way to burn that webinar, or others 
from your site, to a flash drive for the 
purpose of being able to listen to them in 
my truck? 

Vince 
Del Vacchio Landscape & Garden Center 

Editor's note: You can download it via 
our Lawn Care Radio Network at bit.ty/ 
lawnandlandscapeapp or you can stream it 
by visiting bit.ly/grundergrow 

LAWN CARE 
R A D I O N E T W O R K 

Great webinar!! Awesome way to start the 
New Year!! I love the magazine and all the 
great information it provides. Keep up the 
good work! 

Have an awesome day! 
Scott 
Scott's Perfect Lawns 



First the neighbors wi l l be jealous. 
Then they'll give you a call. 

Our best-in-class products combined with the WinField Insights" Tech Kit 
and WinField" Academy classes can help you look deeper and plan smarter. 



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

CUSTOMER RETENTION 
AND D/B BUDGETS 

H o u J t o YXjBP THë 
C o s t ó m e * / 

Q. What kind of customer 
retention should I be getting, and 
if I'm getting below that, what 
should that tell me? 
A. Customer retention is a big issue 
in the landscape industry. You can 
spend your hard earned dollars 
obtaining new customers. How-
ever, it's just as important to keep 
existing customers. A dissatisfied 
customer can cost more than his 
or her billing amount. Custom-
ers don't just decide to leave a 
company without reasons and the 
biggest reason for customer defec-

PLANET 

tion is unsatisfactory performance 
results. Sure, you may lose a few 
customers because of their budget 
issues or, in the case of residential 
customers, a lost job or illness. 
However, the No. 1 reason custom-
ers leave is because they're not 
happy with your work. 

When a customer leaves you, 
ask them for a reason, and take it as 
a learning experience so it doesn't 
happen again. In some cases, 
the customer is in a budget crisis 
and you could suggest reducing 
services to fit their smaller budget. 
Generally speaking, in our industry 
a 90-92 percent customer retention 
rate is typical. You'll never retain 

100 percent, but the higher the 
better, and benchmark 90-plus 
percent as your goal. 

Rick Cuddihe, president, LaFayette 
Property Maintenance 

Q. Design/build ... it has to do 
with financial budgets. If you had 
a large sell last year, would you 
budget that into the next year 
or not? Also, how do you figure 
gross profit on products? What 
should be your overall gross profit 
for that department? 
A. We were in exactly the same 
situation last year. We had one 
design/build job that reached the 
$1 million mark in 2012 and made 
it easy to reach an otherwise chal-
lenging sales goal. 

In budgeting for 2013, we 
decided to keep the same sales 
goal that we had in 2012 for 
that division. As a result, 
we will be falling short 
of our goal this year. 
It is extremely hard to 
capture a large sum of dol-
lars like this through smaller 
jobs. My recommendation is to set 
your budget to match your average 
number of projects times your aver-
age project value. Data should be 
based on the last two years of sales 
history (include the one large job 
you had at a discounted rate that is 
equal to your typical highest value 
project - do not include it at its 
actual dollar amount, as it will skew 
your numbers). 

Remember, if you exceed your 
sales goal, the extra dollars drop to 
the bottom line; if you miss your 

sales goal, then you may not have 
a bottom line. 

I'm not sure that I clearly 
understand your question 
regarding gross profit, but I'll give 
it a shot. 

Gross profit (also called 
gross margin) is calculated by 
subtracting your direct expenses 
for a job (labor, materials, rentals, 
subcontractors, dump fees) from 
the income received for that job, 
and it is tracked as a percentage of 
income. 

Our firm has a budgeted 
(target) gross profit of 62 percent 
for our self-performed design/ 
build work and 48 percent for our 
subcontracted plus self-performed 
design/build work combined. 
Fifty percent is a common rule of 

thumb for gross profit because 
it means that you spent 50 

percent of the revenue 
received on "doing" the 
project and you have 
50 percent remaining 

to be split among 
indirect expenses (roughly 

20 percent), overhead/admin, 
expenses (roughly 15 percent) and 
net profit (roughly 15 percent). 
Every company's costs and pricing 
structure is unique, and P8(L sheets 
are frequently set up differently 
from company to company, so 
don't take this as gospel. It is 
just a basic example to help you 
understand how gross profit plays 
into financials. LAL 

Burt DeMarche, president, The 
LaurelRock Company 

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

gie.net 
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M MARTY » r MARTY GRUNDER is a speaker, consultant and author. He owns Grunder 

Landscaping Co. www.martygrunder.com;mgrunder@giemedia.com 

Blame yourself 

Frequently I hear leaders 
saying things like, "My 
employees never do 
what I want them do," 

"I have to do everything myself if I 
want it done right," or my personal 
favorite, "I don't know what else 
I need to do to get my team to 
understand what we need to be 
doing around here." 

Do you know who we can 
blame for these situations? It's the 
person reading this column, that's 
who! Yes, you. That's the answer 
the first time something like this 
happens. 

There are three reasons that 
our people don't do what we want 
and need them to do. 1. They were 
not properly trained, educated or 
equipped to do the job. 2. They 
don't have the capacity to do the 
job you need them to do. 3. They 
have a bad attitude. These three 
reasons are a funnel in which you 
should run every situation through 

that doesn't go well at your 
company. 

If you don't like the results you 
got from a member of your team, 
the first thing you have to ask 
yourself is, "Did I properly train 
them to do that? Did they receive 
the education they needed from 
us to do what we needed them to 
do? Were they properly equipped 
to do the job?" 

If in any way, shape, or form, 
you have to answer NO to these 
questions, then you have to take 
the blame for what happened. Why 
is that? 

How can you expect to ever 
make improvements if you are 
looking for someone else to blame 
and how will you ever improve 
if you keep throwing people out 
there doing things they haven't 
been properly educated, trained 
for, and equipped to perform? 

If someone didn't do what you 
wanted and needed them to do 

and you can't honestly say part of 
the reason for them not performing 
well isn't lack of training, then go 
give them the proper training and 
tell them what you expect the next 
time. Have them learn from the 
mistake. 

Sometimes the best teacher of 
all is committing a mistake. If you 
did properly train, educate, and 
equip them to perform and you 
don't like the results, the next thing 
you have to look at is: do they have 
the capacity to do what you want 
and need them to do? 

I see lots of landscapers who 
put people in positions they can't 
handle. I see it often in sales. We 
make our top sales professional our 
sales manager and wonder why 
they can't do that job well. 

Just because someone can sell 
doesn't mean they can teach and 
manage others to do the same. 
Just because someone was a good 
team leader doesn't mean they 
can be the production manager 
and, my personal favorite, just 
because someone has the same last 
name as yours doesn't mean they 
deserve to be promoted. 

I'm an old baseball player. Many 
times I saw our coach put a right 
fielder at shortstop and rarely did 
that go well. 

Why? Because the skills it takes 
to succeed in right field don't 
always translate to shortstop. 
Business is the same way. So, if you 
don't like the results you are getting 
and it's not because they can't do 
the job (they do it right once in a 
while), then we go on to the last 
point to look at in your funnel and 
that's attitude. 

The most dangerous and toxic 

people in our small businesses 
are smart people with a bad 
attitude. Why? Your team respects 
someone who knows how to run 
the excavator well. Your team 
respects someone who has a 
degree in horticulture from Auburn 
University. 

Your team respects someone 
who is an Ohio Certified Nursery 
Technician. That respect means 
your team will listen and might 
follow these types. For example, if 
you allow one of these smart types 
with a bad attitude to consistently 
be late for work, what are you 
telling everyone else they can do? 

As hard as it is, if someone isn't 
doing what you want and need 
them to do and you're training 
them well and they are capable of 
doing the work but they have a 
bad attitude, they need to go. You 
will never grow nor reach your 
potential by having people with bad 
attitudes on your team. 

Bad attitudes are contagious; 
they affect your entire team. A team 
full of people with good attitudes 
has a positive culture. And if you 
have a positive, good, healthy 
culture, a lot of the right things will 
be achieved naturally. 

I have seen this time and time 
again, as my friend Joe Calloway 
says, "Culture drives results." It 
sure does and you'll never have a 
good culture until you get the bad 
attitudes out of your operation. 

Next time you have someone 
go sideways in your company, 
use my funnel. It has helped me 
take emotion out of the problem 
and show me what I need to do to 
fix the problem. Talk to you next 
month, L&L 
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against a broad spectrum of tough lawn and ornamental diseases. 
Lawn and ornamental diseases don't stand a chance against Tourney' Fungicide. This go-to performer 
consistently controls more than 16 tough turf and ornamental diseases-including apple scab, rust diseases, 
powdery mildews, brown patch and more-for up to 28 days. And because 
Tourney defeats diseases single-handedly, you save time, money and room in 
the truck. We call that a win-win-win. Find out how you can team up with 

Tourney at www.valentpro.com/tourney. sPraV10 win-
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Apple Scab | Anthracnose | Leaf Spots | Powdery Mildew | Rust Diseases | Conifer Needlecasts and Blights | Brown Patch 
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Travels with JIM 

JIM HUSTON runs J.R. Huston Consulting, a green industry 

consulting firm, www.jrhuston.biz;jhuston@giemedia.com 
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Email Jim at the address 
above for a free copy of his 
2014 MS Excel bid board. 

Backlog and bid boards 

In the November Lawn & Landscape 
Benchmarking Your Business issue, we 
discussed the importance of monitoring 
your backlog at the beginning of the year. 

However, to make this exercise meaningful, there 
first has to be an annual sales budget to track 
against and compare to. 

Once the budget is in place, you then have a 
meaningful target to shoot for. 

I like to establish a preliminary budget for my 
clients in July or August for the upcoming year. 
This budget should be finalized in late December 
or early January. 

I have developed a bid board in MS Excel that 
my clients use to track key data to help them 
monitor their business throughout the year in 
relation to their budget. You can use the bid 
board concept to track almost any type of work 

Benchmarks. Here are some benchmarks for 
some of the categories listed in the box to the 
right that you might find useful. 

Commercial installation companies/divisions* 
should start monitoring their backlog in August or 
September for the upcoming year. They should 
strive to have sold one '/3 to'A of their annual 
budget by January 1. Bids won usually range 
from 10 percent to 20 percent of work bid. Sales 
per hour usually run $85 per man-hour (+/- $10) 
depending on the material intensity of the work 
bid. 

The GPM* * in a normal economy for such 
work ranges from 20 percent to 30 percent. You 
should bid negotiated work high - in the mid to 
high 20 percent range - and negotiate down. 
Low-bid-take-all work should be bid in the low 20 
percent range. 

Residential installation companies/ 
divisions*** should start monitoring their 
backlog in November or December for the 
upcoming year. They should strive to have sold 
as much work as possible by January 1. However, 
due to the nature of residential work, most 

residential installers have a minimal backlog on 
the first of the year. Bids won usually range from 
30 percent to 60 percent of work bid. Often it is 
much higher. Sales per hour usually run $75 per 
man-hour (+/- $10) depending on the material 
intensity of the work bid. 

The GPM in a normal economy for such work 
ranges from 30 percent to 40 percent. Smaller 
jobs under $10,000 to $20,000 should be priced 
with a GPM near 40 percent, while larger jobs -
ones more than $20,000 - should be priced a 
little more aggressively near 35 percent. 

Maintenance companies/divisions should 
start monitoring their backlog in the fall for the 
upcoming year. Non-seasonal companies / 
divisions should strive to be 80 percent to 90 
percent sold by January 1. 

Seasonal companies/divisions should strive 
to be at this level by mid-February or March. Bids 
won usually range from 10 percent to 20 percent 
of work bid for commercial work and 30 percent 
to 60 percent for residential work. Like bids won, 
sales per hour varies dramatically depending 
upon the geographical location of the company. 

Non-seasonal companies usually see sales per 
hour near $25, while seasonal companies usually 
see it at $35 to $55. The GPM for both commercial 
and residential maintenance work is normally at 
35 percent. 

Another benchmark to track is enhancement 
work. This is the work generated from 
maintenance contracts. Many companies target 
billing 25 percent above the amount of the 
contract for such work. You should monitor this 
figure for your company and set revenue goals 
for it. 

How it works. I've been working with and 
monitoring Salmon Falls Landscaping in Berwick, 
Maine for more than 25 years. 

The staff there has been using the bid board 
concept for about the same amount of time. Mark 
Pendergast, president of SFL, is the one who 

Some of the items tracked 
on the bid board for each 
division are: 

• Annual sales goal 
• Annual billable field-labor hours goal 
• Total work bid 
• Bids sold 
• Bids pending (not yet sold or lost) 
• Bids lost 
• Backlog 
• Sales per hour (SPH) per bid and 

average SPH for the year 
• Gross profit margin (GPM) per bid and 

average GPM for the year 
. Work billed 

got me to focus on keeping things simple and 
measurable. 

I remember him telling me, "I focus on backlog 
and production. Are the crews working efficiently 
and do we have plenty of work in the pipeline?" 
From that evolved my three-fold mantra: Price it 
right. Produce it right. And produce enough of it. 

John Sheldon, chief estimator at SFL, at any 
time of year can tell you exactly what the backlog 
is, what bids are pending and what he needs to 
sell to meet budget. He also knows where his 
GPM needs to be to win work. John is so good at 
bidding that I jokingly say that he can sneeze and 
produce a $250,000 bid. L&L 

Notes: 
* Commercial work is done for a general 

contractor, builder, homeowners' association 
* * GPM is calculated by adding general and 

administrative (C&A) cost in a bid to the net 
profit margin (NPM). GPM does not include field 
equipment and trucks (usually 10 - 1 4 percent). 

* * * Residential work is done for a 
homeowner. 
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HELPING YOU PROTECT YOUR INVESTMENT 
WITH THE ALL-NEW CAT® D SERIES 

We're built to help businesses like yours succeed and grow. 
That's why every Cat D Series we build features a standard 
single-code security system. Plus, an optional advanced 
system is now available, offering a multi-user setup with up to 
50 codes. Security plus efficiency, comfort and control can all 
be yours with the new D Series. 

BUILT FOR IT. 

A .WAYS FEEL SECURE 
See it all at CatResourceCenter.com/Dseries 
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Begin alignment now 

2 » 1 

February is a uniquely strategic month 
for landscapers. It has long been 
my belief that February provides 
fundamental alignment between last 

year's performance results for the company and 
its employees, as well as this year's performance 
goals for the company and its employees. 

Year-end results. Astute companies conduct 
a "soft" year-end close-out in early December, 
leaving only minor modifications to be completed 
in January. 

This early review enables executives to 
evaluate annual business results against the 
previous year's data and track variances to current 
year projections, before much of the competition 
has even started their Christmas shopping. 
Additionally, knowledge of year-to-year results 
and itemized variances contribute significantly 
to the strategic planning process for the next 
calendar year. 

With that pace in mind, by the time January 
1 arrives, these companies have already judged 
the relative performance of their organization 
across multiple indicators (e.g., revenue, 
safety, customer retention, gross margin) and 
established the key goals, objectives and metrics 
for the upcoming year. 

This efficient time planning accelerates the 
pace for bringing the organization together 
in the form of an annual company kickoff 

meeting conducted in mid-January. During this 
meeting, with timely data in hand, executives 
can document historical strengths and 
weaknesses, share forecasted annual goals, and 
commemorate employee recognition in front of 
the entire company. 

Performance evaluations. With the annual 
business review essentially finalized, strategic 
planning done and the annual kickoff meeting 
completed, it is now time to align those historical 
results and anticipated expectations, down to the 
individual employee level. 

Due extensively to complacency, tradition 
or naivete, most landscape companies conduct 
performance evaluations on the annual 
anniversary of each employee's start date. That 
common practice is bureaucratic, inefficient and 
counterproductive, all of which reinforce a vertical 
disconnect throughout the whole company. 

For example, in this scenario, the company 
has its goals on January I, though one employee 
may not get his individual performance review 
and goals until his anniversary date on May 4, 
while another employee may not receive her 
performance evaluation and goals until her 
anniversary date of September 9. 

That fragmented, disjointed and asynchronous 
process severely undermines organizational 
synergy because the entire company is never on 
the same page at the same time. 

The previous year's results represent 
the context for evaluating each employee's 
performance during that same timeframe. With 
rare exception, if the company's performance 
objectives (e.g., revenue, customer, safety, 
gross margin) for the previous year did not meet 
expectations, it lends credible documentation 
that many employees, especially management, 
should not receive a performance evaluation of 
"average" let alone "above average." This same 
premise of alignment extends to pay raises as 
well. 

The rationale is simple - organizational results 
are due in large part to employees' actions. 
Accordingly, individual performance reviews 
should generally reflect organizational results. By 
reviewing employees' performance in February 
with the previous year's overall metrics available, 
accountability can be definitively aligned. 

Keep in mind that every employee should be 
evaluated on two key criteria: job performance 
and job potential. Their job performance rating is 
based on how well they did their job during the 
past year. 

Their job potential rating is based on the 
likelihood that they will be promoted during 
the next 18-24 months with job potential based 
significantly on their ability to help the company 
reach its future goals. 

Goal setting. Beyond reviewing employees' 
performance for the past year within the scope 
of the company's overall performance, the same 
rationale applies for the current year's goals, at 
the individual and organizational levels. 

During February, with the current company 
goals already established and recently shared at 
a macro level during the January kickoff meeting, 
supervisors can now specify the individual goals 
of each employee and pinpoint how those goals 
are inextricably aligned with the company's 
performance goals. 

By understanding the overlap between the 
company's annual goals and their individual 
goals, each employee feels more functionally 
connected, emotionally engaged and personally 
involved. This unmistakable alignment shifts the 
employee's self-perspective from simply being a 
"worker" to becoming a "stakeholder." L&L 
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Longer lasting 
equipment means 
more profit for you 
At AMSOIL we understand that 
it's not just your machinery, it's 
your business. 

Everything with moving parts needs 
lubrication to keep running. The better 
the lubricant, the better the protection. 

AMSOIL has an extensive product line 
to address all your equipment needs. 
Reduced wear means longer equipment 
life and less downtime; real benefits 
that will save you time and money. 

To find out more, visit 
www.amsoil.com 

T h e F i r s t i n S y n t h e t i c * 

1-800-777-8491 

* * * * * Call Now For Our 
rf^TSl F r e e Factory Direct 

V ? Retail Catalog. 

http://www.amsoil.com


•CRITICALI 
POWER 

This kind of load is deep trouble for most engines. Not Kawasaki. money, for reliability, and for value in purchase price 
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Of all commercial mower engines, Kawasaki is rated #1 by lawn • ' and operating cos t / And Kawasaki engines deliver 

care pros, the best brand you can get, preferred X true SAE certified horsepower, so you've got what 

; - - A ) 
nearly 2 to 1 over any other. It's the pros' J _ - * it takes to master the turf on any terrain. So 

nearly 2 to 1 over any other. It's the pros' 

top choice for power and torque for the l ^ 1 leave lesser engines behind. Go with Kawasaki. 

www.kawpower.com 800-433-5640 V R . 
WARRANTY 

Kawasaki 'According to survey of lawn care professionals 
conducted June 2012 by Isometric Solutions, an 
independent research firm commissioned by Kawasaki 
Motors Corp., U.S.A. You knew it, research proves it. 
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www.lawnandlanadscape.com/readerservice - #20 
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' f MAINTENANCE 
{ By Kristen Hampshire 

Searching 
for an SEO 
Provider 

If an SEO company comes 

knocking, be skeptical. 

That's what James Tolentino 

advises. 

"Legitimate companies don't 

come knocking, and if they 

promise to put you on Google 

within a certain amount of days 

or give you a guarantee, that's a 

red flag," he says. 

"Companies that have a 

great deal of success in SEO will 

not give you any guarantees, 

although they have great track 

records," he says. 

Here are some other pointers 

Tolentino otters when choosing 

an SEO firm to enhance your 

visibility on the web. 

Interview prospects. Tolentino 

searched for SEO firms and 

spent time vetting them over 

the phone by asking about 

their process, experience and 

successes. 

Check the reviews. Tolentino 

compared the information those 

SEO firms gave him over the 

phone with the reviews he read 

online. While these reviews are 

not 100 percent accurate, a slew 

of dissatisfied customer reviews 

was a red flag. 

Beware of guarantees. Getting 

his website to the "top page" 

took a good four months after 

Tolentino engaged an SEO 

firm to redesign his site. Go in 

with realistic expectations, and 

be weary of firms that make 

promises for overnight success. 

SEO success 
Imperial Landscaping made the "front page" of landscape online 
search results in its area, thus driving lots of new business. 

It all started one weekend when James Tolen-
tino bought an aerator to unplug his lawn 
before fall. His neighbors watched, and they 

wanted a hand at aerating their properties, too. 
They began to notice Tolentino's perfect cut, 
clean edges, his immaculate yard. "As a result of 
how beautiful I had got my yard up, my neigh-
bors would ask me to do their yards, and then I 
began doing lawns in other neighborhoods," says 
the owner of Imperial Landscaping, which serves 
the greater Winston-Salem, N.C., area. 

Tolentino eventually left his full-time job 
delivering propane in 2008 to ramp up his lawn 
business. "I bought a trailer, I bought zero-turns 
and from that, everything just evolved," he says. 

Well, his growth from a few neighbors' lawns to 
the 200-plus customers he serves today didn't hap-
pen without a great deal of work - and dedication 
to marketing by delivering quality and earning 
referrals, and by focusing on search-engine opti-

mization and getting found on the Internet. "When 
I started getting ranked on top with search engines, 
that started driving customers," Tolentino says. 

When the phone rings - and it hasn't stopped 
ringing for as long as Tolentino can remember - the 
first thing he asks is how the caller found Imperial 
Landscaping. "I cannot discount word of mouth, 
but the vast majority of people tell me they found 
me on Google, Yahoo, MSN or other search en-
gines," he says. 

SETTING A PRECEDENT FOR QUALITY. Tolentino 
believes in good, old-fashioned referrals from neigh-
bors, friends and people you trust. That is, after all, 
how his business turned from a hobby of keeping his 
yard perfect into a career of caring for clients' prop-
erties. Imperial Landscaping's service menu covers 
the gamut, from mowing to lawn care to installing 
plantings and designing patio spaces or more. 

As clients asked for more services, Tolentino 
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Tolentino makes sure to tell his clients it takes time to perfect their lawn. 

worked to expand his business 
so that he could cater to the 
demand. For example, the com-
pany added lawn care services 

when Tolentino was hearing 
from customers who were dis-
satisfied with their providers. 

"They felt the larger provid-

ers were too big and would just 
come on their properties and 
spray a little here and there, 
and they'd be off to the next 
customer," he says. 

What differentiates Tolentino 
in a hot market packed with 
landscape companies and the 
full spread of national players 
is his down-home honesty and 
commitment to quality. 

At first, Tolentino was doing 
everything himself, but several 
years ago he hired his first em-
ployee - and now there are four. 
He spends the majority of his 
time focused on client service 
and sales/estimating while his 
key folks perform the work on 

jobsites. Because he grew his 
team, Tolentino was able to pro-
vide services his customers de-
manded: lawn care, landscaping. 

Tolentino earned his lawn 
care applicators license and 
trained his staff; though they 
had experience from previous 
jobs, he says. 

Another key team member 
has design experience. Because 
Tolentino hires the best he can 
find, he makes sure to pay them 
a premium wage. 

"I give them the top pay in 
the industry and I keep them 
happy - and that keeps custom-
ers happy," he says. 

When the business was young, 
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Smooth Out Your Rough Ride with Suspension. 
Anyone who cuts a lot of grass knows that if you 

want to get done quicker you have to mow faster. 
But usually, the faster you mow, the rougher 

the ride. In fact, your mower's "top end" 
might be determined by how 
much punishment your "bottom-
end" can take. 
Ferris has changed all that. Our 
zero-turn mowers have patented 

suspension technology that allows you mow faster and 
ride smoother. The mower keeps the operator and the 
deck riding smooth and easy over rough terrain while 
delivering a perfect cut. You'll be able to mow longer 
with less fatigue. Less vibration means your mower will 
hold up longer too. Contact your local dealer and test 
drive the most comfortable professional riding mower 
in the industry. 
Experience SuspensionM 

Visit www.FerrisMowers.com or call (800) 933-6175 to find your local dealer! 
www.lawnandlandscape.com/readerservice - #22 
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paying a top wage wasn't easy, 
he says. "I was pretty much giv-
ing away my profit. I just hung 
in there. 

"I had a full-time job so I was 
able to maintain my employees' 
good salaries and concentrate on 
impeccable service." 

WINNING REVIEWS. The economy 
tanked just as Tolentino was 
starting his landscape business. 

"Basically, the lawn care per-
son was the first person to go," 
he acknowledges, adding that 
he was not making money for a 
short while. "But I had determi-
nation," he says. 

"So, I started diverting my 

attention to S E O and getting 
ranked among the top," Tolen-
tino says. "Being on that first 
page of search results is priceless 
because it lends some credibility 
to your outfit," he says. 

After a company is found on 
the "front page," the next stop 
for many online consumers is 
reviews sites. What are others 
saying about the service? 

"Once they read the positive 
reviews about our company, they 
are calling or filling out the web 
form on our site," Tolentino 
says. 

He has solicited reviews from 
clients, but getting people to 
carve time out to write a ditty 

about their positive experience 
is a challenge. 

Few will offer to sacrifice a 
moment or two. If they're happy 
with your service, they just con-
tinue buying from you and don't 
complain. 

T o l e n t i n o did capture a 
couple of positive reviews. His 
company won a local customer 
satisfaction award, which helped. 
Every bit of positive feedback 
helps. 

What also helps is hiring an 
SEO firm to focus on improving 
the search engine ranking of your 
website. Tolentino did some 
shopping around and eventually 
hired a firm to redesign his site 

and propel his rankings to the 
front page. 

The investment was modest 
compared to the return. "They 
got my phone ringing," Tolen-
tino says. 

Now it's his job to make sure 
the service that is delivered meets 
expectations. 

Ultimately, Tolentino's goal is 
to give clients the assurance that 
the lawn care chores are checked 
off the to-do list. 

"That is why they call in the 
first place, because they don't 
want to manage their lawns be-
cause they don't have time. The 
last thing I want is for them to 
manage me." L&L 

Let's talk. 
The first step is a conversation about all that you need 

to accomplish. We have many innovative spraying 
equipment options and look forward to discussing the 

best possible solutions for your needs. 

1 
a 

G GREGSON-CLARK Spraying Equipment 
A Division of Rhett M. Clark, Inc. 

800-706-9530 
sales@qregsonclark.com | qregsonclark.com 
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The best way to succeed out here is to 
maximize your efforts every day. To make 
that happen, you need a commercial 
vehicle that works as efficiently as you 
do. With a 2-stage turbocharged diesel 
engine and 7-speed transmission, the 
New Sprinter has the power to get you 
moving, with fewer stops at the gas 
station. The 2014 Sprinter-anything 
but ordinary. 
www.freightlinersprinterusa.com 

Options shown. Not all options are available in the U.S. 
< 2014 Daimler Vans USA, LLC All rights reserved. 

http://www.freightlinersprinterusa.com
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Landscape professionals weigh the pros and cons of stand-on mowers. By Jason stahi 

oughly five years ago, Victor Parrales, vice president 
of production with Professional Grounds in Lorton, 
Va., had his crews try out a stand-on mower to see if 

it would make a valuable addition to their equipment arsenal. 
But what he found was that they posed a safety hazard for 
the operator, especially given the number of accounts his 
company maintains that have steep slopes. 

"We found that when we were working with it on hillsides, 

it had a tendency to tilt, which can be very dangerous to the 
operator," Parrales says. 

"Second, if the grass was so high that it hid a stump and 
you hit that stump, the operator could potentially fly over 
the machine, kind of like a motorcyclist might if he hit 
something." 

The other issue Parrales received feedback from his crews 
on was turf damage. When you have to make a sharp turn 

Riding/stand-on ANNUAL CONTRACTOR SPEND NATIONWIDE IN 2014. $10,427 
mower expenditures 2014 ESTIMATED MARKET SPEND $220,426,780 

Source: L&L research 
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My customers trust me to deliver results. I trust Mauget. 

When a client asks me about a tree problem, it's usually for one of three things: insects, disease or a 
nutrient deficiency. Trees add beauty and value to their property, and the last thing my customers want 
is to lose one. That's why Mauget is a key part of my treatment plan. Mauget products are effective 
and easy to use. If I have questions, Mauget offers helpful training and support, backed by 55 years of 
experience and solid research and development. Best of all, with Mauget, I can quickly help the tree 
regain its good health and leave knowing my customer is happy. 

To learn more about Mauget, call 800-TREES Rx (800-873-3779) or visit www.mauget.com. 

Mauget. The Right Way to Treat a Tree. ^ ^ ^ l l j ^ C t / 
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Stand-ons don't take up much room on trailers, leaving space for other tools. 

while on a stand-on, the tendency, he says, is to go faster when you're 
turning. This can cause turf damage. 

"Getting off the machine and working behind it to reduce the weight 
isn't an option," Parrales says. 

This is why Parrales prefers walk-behinds with velkies. They take 
more time to make a turn, but consequently, they're easier on the 
grass. But velkies aren't perfect solutions, either. 

"When you're working in wet areas, you can get mud between the 
wheel (of the velky) and wheel cover," Parrales says. "The machine 
continues mowing, but the wheels stop turning, and that can create 
big damage to turf. But still, they're safer than stand-ons." 

Parrales points out that even on hillsides, you can get off the velky 
and walk behind the mower with no issues. 

With a business mix of 60 percent HOA accounts and 40 percent 
commercial, Parrales determines the mowing equipment he will need 
for each property based on how difficult the terrain is. Obviously, 
a riding mower is best suited for a flat property with few obstacles, 
whereas a walk-behind is ideal for a property with many obstacles 
and tight spaces. 

While Parrales has determined stand-ons are not for his company, 
Joe Markell, president and C E O of Sunrise Landscape and Design 
in Sterling, Va., swears by them. In fact, his whole fleet is comprised 
almost totally of them (18 to 20), with a few walk-behinds as well. 

"Standers are pretty versatile and very efficient, so that's why we 
like them," Markell says. 

"They don't take up much room on the truck, and the guys seem to 
like them once they get the hang of them. They're also a lot more com-
fortable than walk-behinds. They feature a cushioned, spring-loaded 
platform. Plus, they have good maneuverability and speed of cut." 

Sunrise's business mix is 50 percent commercial and 50 percent 
residential. Two-man crews maintain properties from % of an acre 
up to several acres. 



Their box trucks typically have 
two or three stand-ons or walk-
behinds on them. Although there 
are some situations more suitable 
for a walk-behind, Markell says 
his stand-ons can pretty much 
handle anything. 

"With walk-behinds, we only 
use small ones to fit in certain 
areas and use them on very steep 
hills, ditches or swales," he says. 
"The standers are even pretty 
good on hills and swales, so our 
walk-behinds don't get a lot of 
use, but there are certain times 
when it makes sense." 

Markell's walk-behinds are 
36 inches, making them some-
times the only option for going 
through a small gate. His stand-

"You have to be 
aware that if you 
go under trees and 
obstacles, you have 
to duck or be aware 
if you can fit under a 
branch/ 1 

- Joe Markell 

ons are 48- , 52- and 61-inch 
versions Crews will typically use 
the 61 -inch for a more wide-open 
property, versus a 48- or 52-inch 
if there are more hills and turns 
to make. Markell said he has no 
safety concerns with stand-ons. 

"Sometimes they're too heavy 
or a swale is too steep and you 
could tear up the turf if you're 
not careful. But I haven't found 
tilting to be a problem. Our guys 
know their limitations, and our 
stand-ons are well-balanced and 
don't lose traction as quickly as 
others." 

The benefit o f a stand-on, 
Markell says, is that the operator 

can simply jump off it if it loses 
control or slides down a hill. 

"There have been instances 
where riders have rolled over and 
trapped the guy underneath it," 
he says. "With a stander, you're 
not strapped to the machine." 

The turf damage can be the 
result of a wheel dragging due to 
a tight the turn, but Markell says 
a little training goes a long way. 

"Usually, you can train guys 
out o f that," he says. "These 
stand-ons can be turned without 
tearing up the turf. You could 
have the same issue on a rider if 
you turn that tightly and quickly. 

"The stander does require a 
different mode of coordination, 
though. You have to be aware 
that if you go under trees and 
obstacles, you have to duck or 
be aware if you can fit under a 
branch." 

Markell has been considering 
riding mowers for some of his 
bigger properties, but a discussion 
with a manufacturer at a trade 
show convinced him to purchase 
a larger model of stand-on with 
more horsepower and speed to 
make up for the size difference. 

"They turn probably about the 
same because they're zero-turn 
just like a rider, but they take up 
less space on the truck," Markell 
says. "The unit is probably not 
much different cost-wise, either, 
but we like to stick to the same 
manufacturer for parts and other 
reasons. 

"Maybe if you're cutting big 
acres, a rider might be more 
appropriate. But we're doing a 
mixed bag as far as the terrain we 
care for, so standers are efficient 
and safe and do a good job of 
cutting." L&L 

The author is a freelance writer based in 
Cleveland. 
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A IRRIGATION 
{ By Lindsey Getz } 

Forming a team 

Ryan Jardine, president and 

founder of Quality Irrigation, 

believes in team work. In 

fact he believes in it so strongly, he 

doesn't like the term "employee" 

- he prefers "volunteer" - and he 

constantly attributes his company's 

success to the entire team. He 

recently shared some of his best tips 

for putting together a great team. 

Be slow to hire. When recruiting, 

Jardine says the current team is the 

best tool. "(If) someone comes in 

and talks to our people they see 

how happy they are." 

He also takes the hiring process 

seriously. "I'm always amazed 

that people get hired after a one 

hour interview. That's a one hour 

investment of your time compared 

to a minimum of 2,080 hours they'll 

be putting in while working for you." 

Be quick to fire. Jardine says a good 

way to know whether someone 

isn't a good fit for the company is 

to ask yourself honestly if you'd 

rehire them again. "If the answer is 

no, you should free up their future 

to do something else instead of just 

hanging on to them." 

Create camaraderie. Part of the 

reason Jardine is constantly using the 

terminology "Q team" is to remind 

everyone he views them as a team. 

He's also adamant about using the 

word "our." "I never say 'that's my 

truck' or 'those are mine.' It's always 

'ours.' I do understand why people 

are apt to say 'mine' when they built 

the company from the ground up, 

like I did. But I also recognize that 

I wouldn't have gotten to where 

I am without my team and I want 

everyone to know that." 

A dream come true 
Ryan Jardine got the irrigation bug at an early agef 

and has made a successful career in the industry. 

Ryan Jardine began working in the irrigation business 
while he was only 16 and still in high school. He says 
the grocery bagger jobs he'd previously had just weren't 

for him and with irrigation he really felt he'd landed a kid's 
dream job. "You get to play in the mud and run through the 
sprinklers," Jardine says. "I'd see the little kids staring at me in 
awe because I was playing in the mud and nobody was yelling 
at me." 

Following high school, Jardine continued working in the 
industry as a college student while also studying business 
management. His passion for the outdoors coupled with an 
entrepreneurial spirit led Jardine to start his own irrigation 
business upon graduation and in 2003 he launched Quality 
Irrigation, one of Omaha's few irrigation-specific companies. Jardine landed his dream job. 

The fact that the company focuses solely on irrigation has been 
a differentiator and helped the business grow. But it's also been Jardine's hard work and his focus 
on a team effort that has made the business a success as it celebrates more than 10 years in business. 

Jardine says he strongly believes in team spirit - something he attributes partly to playing a lot 
of sports. He knows that success is achieved much easier when everyone works together. There-
fore, he has taken that team approach to heart as a boss. "I've had jobs where all the boss does is 
yell at you," Jardine says. "I believe that people don't leave jobs, they leave bosses, so I keep that 



in mind when running my business. I'm a 
big believer in treating our employees like 
volunteers. I don't like hearing someone say 
'he works for me.'" 

FACING CHALLENGES. While the company has 
grown steadily every year, like everyone else, 
they were challenged by the downturn in 
the economy when new construction in the 

Take part in our Propane Mower Incentive Program and get $1,000 back for each new 
qualifying propane-fueled mower purchase, or $500 back for each qualifying mower 
conversion. In return, you'll tell us about your experience for one mowing season. 

For more information, see your mowing equipment 
dealer or visit poweredbypropane.org. 

JÈiî Some restrictions apply. PR^MNE 
See rules at poweredbypropane.org 

§ PROPANE EDUCATION & R E S E A R C H COUNCIL INCENTIVE PROGRAM 

area came to a halt. Still, 
they managed to grow a 
bit that year, just not as 
much as in previous sea-
sons. With the recession 
also came the new chal-
lenge o f increased com-
petition. Many jumped 
into the irrigation field 
- including landscapes and lawn care com-
panies - in order to seek new lines of revenue 
for the deficits caused by the economy. But 
Jardine says the company's specialization 
in irrigation is what has continued to dif-
ferentiate them. 

"It's not a side line for us and we know 
what we're doing," he says. 

Jardine says the company was able to hold 
prices firm and push quality as the reason 
customers should consider paying more for 
its services. 

"We only do one thing and that's irriga-
tion - so we do it quite well," Jardine says. 
"We're not trying to be a jack of all trades 
and I think the customer recognizes that." 

Another key challenge for the business has 
been in keeping up with the latest technology 
and ever-changing communications. Jardine 
says the company is always learning new bill-
ing or scheduling programs and has had to 
adapt to all different ways of reaching and 
communicating with customers. 

"It's been beneficial, however, because 
almost all of the changes have allowed us to 
provide better service to our customers and 
to build even stronger relationships with 
them," Jardine says. 

"There are tremendous competitive ad-
vantages to technology and if you're not 
learning, you're dying. It's so important to 
keep up. If you're still doing your estimates 
on carbon copy, I'm going to look a lot more 
impressive when I show up with my iPad. 
Regardless of what age you are, I think all 
customers expect today's businesses to be on 
top of the latest technology." 

Although the Midwest states have not 
been as engulfed in the water conservation 
issue as other parts of the country, that has 
not stopped Quality Irrigation from push-

Jardine 



ing smart technology. Jardine says that the 
company installs systems only using water-
efficient sprinkler components. If customers 
need parts replaced, those parts are always 
upgraded to smarter technologies. 

"We've really pushed and promoted rain 
sensors and smart controllers, offering them 
at discounts or even giving them away for 
free," Jardine says. 

OPPORTUNITIES IN MAINTENANCE. When Jar-
dine first began the business, his focus was on 
new installations. But today that has shifted 
and the company is very focused on service 
work. In fact, the company is comprised of 
one install crew and five service guys because 
Jardine says he'd rather do five times as much 
service as install. 

"Frankly, we enjoy it and it's our strength," 
he says. "There are a lot of companies - and 
even independent one-man bands - who can 
slam in a cookie cutter system. But then they 
disappear and the customer is left hanging. 
We're not like that." 

A lot of businesses say they'd prefer to get 
more install work but Jardine sees mainte-
nance is his bread and butter. It's steady and 
ongoing, plus it requires less manpower. 
Instead of sending a whole crew to an install 
job, it can be tackled by one technician. Plus 
it doesn't require all the heavy equipment. 
"It's easier to be nimble when you stay 
small," Jardine says. 

O f course since the downturn in the 
economy, many irrigation companies have 
had to get more involved with maintenance 
purely out of necessity. There isn't much 
new construction going on and it's easier to 
find repair or retrofit jobs than new work. 
But there are also brand new competitors 
jumping into the maintenance sector. Jar-
dine says the fact that the barrier to entry is 
low - there's not a lot of investment in big 
equipment or manpower - has also meant 
that more one-man-and-a-truck operations 
are springing up. 

"It's not just the guy that has been mow-
ing and says T can fix a sprinkler' but even 
people who have lost corporate jobs and are 
looking for a way to make money," Jardine 

says. "One of our biggest frustrations is when 
there is work being done out there without 
a license and there's no repercussion. There 
is nobody patrolling it and if we saw some-

one clearly operating without a license and 
called the city they wouldn't even know who 
should handle it. Licensing is a hot topic here 
because it's not enforced." 
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diaphragm gasket allows the fixture to breathe during thermal cycling 
to prevent moisture from being drawn into the lamp and socket. 

> Options to complement your design: A wide selection of fixture colors is 
available, along with a choice of accessories, including lenses and louvers. 

For details about this best-of-both-worlds 
technological breakthrough, contact your 
Vista sales representative. LANDSCAPE 
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Fortunately Jardine says that 
even though more competition 
in maintenance exists, Qual-
ity Irrigation has been able to 
hold its own. "There are a lot 
of people who have had a bad 
experience in something because 
they tried to save a little money 
and go with the lower cost pro-
vider," Jardine says. "Not just 
in irrigation but in anything -
roofing, electronics, you name 
it. So we find that most people 
are willing to spend a little more 
if they believe they're getting 
value out of that extra expense. 
The most valuable thing you can 
do for anyone is save them time 
and if they believe you'll get the 

Quality Irrigation recently 
celebrated it's loth anniversary. 

job done faster and also correct 
the first time, they're willing to 
pay more for that. We're more 
organized and more efficient and 
customers recognize that." 

BUILDING SUCCESS. As Quality 
Irrigation celebrated its 10th 
year, Jardine says he can't reit-
erate enough how much of that 
can be attributed to team work. 

"I learned a long time ago that 
if you hire talented, enthusias-
tic people that everything else 
becomes much easier," he says. 

"Every job is valuable. From 
that first point of contact with 
your business - the friendly and 
helpful person you hear when 
you call to schedule service - to 
the knowledgeable and friendly 
service techs that come to your 
home, every team member plays 
a critical role. I have a team that 
works with me - not for me." 

Jardine says that because the 
team members are so commit-
ted to providing their custom-
ers with outstanding service, 
it has been easy for Quality 
Irrigation to back up its work 
with a 100 percent satisfaction 
guarantee. 

"That isn't just hype," Jardine 
says. "We live by it. That's why 
we all work really hard to get 
things right the first time for our 
customers and why so many of 
our customers are so willing to 
refer us to friends and family. 
They know they can trust us 
and they know that we do all of 
our work to the very best of our 
abilities." L&L 
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Become an award-winning company 

Quality Irrigation in Omaha is an award-

winning company. In fact, the business 

has won quite an impressive number 

of awards. 

While it's always a nice honor to win things, 

company founder and President Ryan Jardine 

says there have been other benefits as well. 

For one, the name recognition that it's helped 

produce gets the business recognized within the 

community. 

It also gives customers an automatic sense of 

trust. And it never hurts to get free PR since many 

of the rewards get reported by local news. 

Jardine, himself, was named a "40 Under 

40" award winner by the Midlands Business 

Journal, an award that recognizes entrepreneurs, 

executives and professionals in Omaha who 

are under the age of 40, and the 

business has been recognized for 

everything from an Angie's List Super 

Service Award to Small Business of 

the Year by the local Chamber of 

Commerce, among many other honors. 

Jardine says the service awards give him the most 

pride and satisfaction. 

"This means we're meeting or exceeding 

our customers' expectations," he says. "The 

Chambers' Small Business of the Year award is 

personally prized due to the recognition from the 

business community." 

It's also an honor that Jardine says they don't 

solicit the awards but that in most cases they 

have been nominated by customers or won 

recognition for excellence in customer service. 

^ ^ The one exception is the "Best of Omaha 

Award," which Jardine knows gets a lot 

L of recognition from residents and would 

^ be a great business builder. He says the 

^ company did ask customers to vote for 

them. When it comes to awards like that, it can 

help to remind customers to consider taking a 

moment to vote. 

Oftentimes without a reminder they just might 

not realize or remember to do so. 

Winning awards has helped Quality Irrigation 

stand out in a crowded marketplace and has 

definitely helped build their reputation. 

Jardine adds: "I think it helps show that we 

are a quality company with a great team and will 

do everything we can to make our customers 

happy." 

there's only one SOLUTION. 
DIRECT SOLUTIONS': 
Your partner in the fight for stronger, healthier turf. 
Managing your customer's lawns and green spaces is a monstrous job, with weeds, insects 
or worse threatening your livelihood. You need a partner to protect your customer's turf—you 
need Direct Solutions. With industry best products like DEFENDOR® and RADIATE® as well as 
insecticides like ACELEPRYN®, Direct Solutions will help you win the war against turf monsters. 

GET RESULTS TODAY-
visit www.aatdirectsolutions.com 
to learn more, or contact your 
local Direct Solutions rep today. » IRECTSOLUTIONS 

Committed to Growth 

© 2014 Agrium Advanced Technologies (U.S.) Inc. 
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DRIP 
TIPS 
This increasingly popular 
way of irrigation has its fair 
S h a r e Of r u l e s . ByL indseyCetz 

Rising water costs and changing regu-
lations are driving the popularity of 
drip irrigation in some parts of the 

country. However, those that don't have 
to comply with regulation or deal with an 
increase in the cost of water aren't necessarily 
opting for it. 

In North Texas, Chris Lee says that he's 
been selling a lot more drip irrigation these 
days. "There are a lot of reasons it's a better 
system," says the president of EarthWorks. 
"There's much less run-off and it's horticul-
turally the better option for the plants. But 
it's the drought and water restrictions that 
have driven its popularity here." 

Lee says that rapid population growth, 
which is outpacing the region's reservoir 
development, has led to a need for efficient 
water usage. For EarthWorks, that's meant 
more xeriscaping and more drip installation, 
even in retrofits. 

Wayne Nolan, president of Nolan Plumb-
ing and Irrigation in Jacksonville, Fla., says 
he's seeing an increased interest in drip as 
well. But he also says it's being driven by 
necessity. Changing codes are "forcing many 
to accept it," Nolan says. 

And where codes haven't changed and the 
cost of water is still low, drip isn't getting the 

Though some may think otherwise, drip can be an effective way to water seasonal color installations. 

same interest. Paul E. Morgan, principal, 
The Rain Harvest Co., in Snellville, Ga., says 
he hasn't seen any major increased interest 
in drip installations. "The only significant 
increase in drip installation requests would 
be for the commercial market where it is 
required by municipal code or performance 
requirements as dictated by LEED, Green 
Globe or Earthcraft," Morgan says. "Here 

in the southeastern U.S., the cost of water 
is still quite low and plentiful due to recent 
abundant rainfall." 

Though clients' interests in water con-
servation is typically driven more by their 
budget than their concerns with saving water, 
many companies like Morgan's have still 
gone the route of only installing drip. "It's 
the only type of irrigation we install because 



Wireless Scene Control 
The Light Logic™ system offers a convenient way to control your low voltage lighting and other landscape features. All in an 
easy to install wireless system. Best of all, it installs into new or existing lighting systems. 

Why Light Logic " ? 
• Wireless control for up to four scenes 
• Up to 250 different transformers or devices for 

each control scene 
• Easily retrofits into existing lighting installations 
• Compatible with any 120V device 
• Uses event based scheduling 
• Astronomical timing 
• Firmware easily upgradable 

Landscape Water Features 

Handheld Remote Power Control Unit 

Seasonal Lighting 

Programing Module 
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our company is driven by the promotion 
of water stewardship," Morgan says. "Drip 
surface, and especially subsurface, are the 
only options." 

THE DOES & DON'TS OF DRIP. Though drip 
hasn't taken a stronghold in all parts of the 
country, some say it's trending toward in-
creased interest as the cost of water inevitably 
rises in more regions and codes continue 
to evolve. As that happens, it will become 
necessary for more irrigation contractors to 
get comfortable with drip installation. Those 
that are already familiar with the process say 
there are some key "does and don'ts." 

Before even starting the process, Nolan 
says it's a big "do" to get a soil test done. It's 
a step that many skip but Nolan says that 
this "often overlooked test" can make a big 

Get a soil test before installing drip materials. 

difference in the success of your installation. 
"You need to know what type of soil you're 
watering," Nolan says. "The more clay you 
have, the less water you put out and the fur-
ther apart you space things. The soil dictates 
everything." 

The first few installations can be daunting 
and Morgan admits that a drip system design 
is more complicated than a conventional one. 
"The errors in the design of a conventional 
system are much more forgiving in regards 
to providing adequate irrigation to all the 
plants," Morgan says. "However, if any zone 
or section of a zone of drip is improperly 
designed or fails, then you can have dead 
plant material rather quickly." 

Morgan says that knowing the product 
you install is also a major "do." "Know what 
the pressure ratings for valves and filters are 
and what the flow rate for the drip line or 
tape is," he says. "And use soil moisture 
sensors. Drip must operate much longer 
than conventional rotors or sprayers. We 
find using soil moisture sensors - one per 
zone - will determine exactly how long the 

W a t c h how fast it w o r k s 
at w w w . e z t r e n c h . c o m / s d i 

( 8 4 3 ) 7 5 6 - 6 4 4 4 

http://www.eztrench.com/sdi


run time should be." In terms of "don'ts," 
Nolan says the biggest lesson learned was to 
be more diligent about burying and securing 
the system. "The biggest complaint we've had 
was when they can see it sticking up," he 
says. " I f not buried or stapled to the ground 
it can be unsightly. Drip should be out of 
sight, out of mind." 

However, when it comes to beds that have 
a lot of change-out for seasonal color, Lee 
says he's learned it takes a little extra planning 
and finesse. "We'll use an above-ground drip 
so that we can unpin it in that area, lay the 
grid back and then do the soil prep," Lee says. 

"Then it must be completely re-pinned 
in place. We've heard people say they can't 
plant seasonal color with drip irrigation be-
cause of the drip line in the way. That's not 
true. You just need to be more careful. We 

get a lot of compliments about the beautiful 
seasonal color you're able to get from drip 
when it's installed properly." 

EDUCATE FOR SUCCESS. Morgan says "don't 
neglect to educate the consumer." The cli-
ent's understanding will play a significant 
role in the overall success of the installation. 
"Drip normally requires less maintenance 
than conventional irrigation but requires 
more operation time," Morgan says. "Re-
member when you are using drip, G P H 
- gallons per hour - is the language rather 
than G P M - gallons per minute. Many of 
our clients that transitioned from rotors and 
sprayers to drip don't immediately under-
stand why the system will be operating for 
90 minutes per zone rather than 20 minutes." 

Lee agrees and says one o f the biggest 

challenges in their experience with drip 
installation has been related to consumer un-
derstanding. "People are confused by the fact 
that they don't see water percolating above 
the ground," Lee says. "They see the soil is a 
little dry. So we're constantly running into 
the issue of people adding water. They keep 
turning it up until they see the water bog-
gling out and at that point they've flooded it. 

"The key has been educating people that 
the ground is going to have some cracks and 
look dry but that there is plenty of water 
underneath. If they dug into the soil a little, 
they'd see." 

It comes down to frequent and repetitive 
education. "We're constantly pushing the 
education factor when it comes to drip," Lee 
says. "I think the more we all learn about it, 
the more successful it can be." L&L 

AN EXPERT TESTIMONIAL ON TRIMEC 

I've seen Trimec's performance firsthand. It 
works. It really works. My broadleaf friends 
and I would prefer you not use Trimec." 
• Dandelion 

This dandelion has a lot of friends. In fact, the 
t 

Trimec® family of herbicides controls major 
broadleaf weeds in turf. Every single one. And 
Trimec has more than 45 years of performance 
to prove it. 
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p V DESIGN BUILD 
{ By Kristeri Hampshire } 

Take the office 
on the road 

Client stewardship wins repeat 

contracts.That's esepcially true 

today because of society's thirst 

for instant response to a problem or a 

questions. 

And technology helps Brian-Kyles 

Landscapes of Distinction deliver real-time 

"status updates" on properties. 

Crews are equipped with tablet 

computers and systems that allow the 

company office to track their progress 

on an entire route from start to finish in 

real-time. 

"We know as soon as they fill out a 

completed work log - I can go online and 

see where a truck is at any time of day," 

says Kyle Maurer, commercial account 

manager at Brian-Kyles, located in Lorain, 

Ohio. 

Kyle and his brother Brian are also the 

namesakes of their father's landscape and 

construction company. 

"Technology gives us a better 

opportunity to drive production and also 

to better serve our clients because we 

know when we are on site and we can 

see what is happening on the grounds 

so we always know what is going on," 

Maurer says. 

Plus, the tablets help Brian-Kyles 

maintain momentum during the sales 

process. 

"We can meet with a client, take 

measurements, review the property and 

make calculations, and if we need to 

create a proposal right on the spot we 

can," Maurer says. 

The client can print, sign and seal the 

deal right on the spot. 

There's no need for Brian-Kyles to take 

extra days or make repeat visits to finalize 

the deal. 

"We are excited about how technology 

is keeping our business forward-thinking 

and progressive," Maurer says. 

A distinct evolution 
Brian-Kyles Landscapes of Distinction transitions into the 
next generation of ownership while holding on to the core 
principles that have helped grow the firm for 25-plus years. 

When Douglas Maurer named his landscape and construction business after his two 
sons, at the time he really wasn't sure if Brian or Kyle would take over operations 
one day. But more than 15 years later, both sons are at the helm of Brian-Kyles 

Landscapes of Distinction in Avon, Ohio. 
The firm morphed from Maurer's original construction homebuilding company and separate 

landscaping outfit into a complete design, build and maintenance entity in 1988. The oldest 
son, Brian, came on board after earning a degree in agricultural sciences and has driven the 
landscape installation division for the last decade. The youngest, Kyle, entered the business 
officially as director of commercial maintenance this year, leaving a career in the insurance 
and financial industries to pursue his passion in the family-owned business. 

Both remember working with their father as soon as they could handle a shovel. "Growing 
up, we were working outside and helping dad," says Kyle Maurer, relating the work ethic that 
was instilled early on. "Those are the core values we still carry with us today and have been 
able to maintain as we have grown." 

The company has posted double-digit growth since 2010, "and that's rather significant 
considering the sluggish economy," Maurer says. The company also ranked 8th on the 2013 
Weatherhead 100 Upstart category recognizing northeast Ohio's fastest growing companies. 

A focus on commercial landscape maintenance is partly responsible for the company's success 



"We focus on creativity and quality." - Kyle Maurer 

during tough times. Also, the 
Maurers decided to shift from 
a "family business" run from a 
kitchen table conference room 

to a "family owned" business 
with senior management (not 
family) and a senior leadership 
team (including the Maurers) 

with a combined 100 years of 
experience. 

Brian-Kyles Landscapes o f 
Distinction is officially in its 
second generation, and the 
structure has evolved into a more 
sophisticated business model 
with the same grass roots focus 
on commitment , execution, 
creativity, excellence and quality. 

Meanwhile, the firm is mov-
ing forward by implementing 
technology to drive efficiency, 
forging relationships to grow its 
commercial maintenance divi-
sion, and continuing to seek out 
installation opportunities where 
the firm can shine. 

"We focus on creativity and 

quality - our designs are authen-
tic," Maurer says, pointing to the 
Japanese tea house (pictured at 
the beginning of this article) as 
an example. "And we know we 
can build a project from start to 
finish because of our construc-
tion roots." 

IN SYNCH. What differentiates 
Brian-Kyles in a competitive 
market is that authenticity - a 
keen design eye, ability to ex-
ecute complex projects without 
calling in the subs, and the work 
ethic to deliver results that keep 
the referrals rolling in. 

Maurer points to the com-
pany's core values on its website, 

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

Great margins and recurring revenues! 

Is this how yow clients are 1-866 485 7255 
enjoying their new landscaping ì h h h m i s t r h r y c o m 
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remarking that "these things can 
seem cliché," but the leadership 
and staff of about 15 really live 
out the company's mottos. It 
all starts with a commitment to 
the community. Brian-Kyles has 
operated out of Lorain County, 
Ohio, for nearly 30 years. 

"We are heavily involved with 
community organizations like 
Rotary and Kiwanis, and we do 
charity work with the Friendship 
Animal Protection League and 
Avon Youth Baseball," Maurer 
says. 

"We have been raised in this 
area and always operated a busi-
ness in Lorain County, so we feel 
like giving back to our commu-

nity is the best way to conduct 
business." 

But the foundation of the 
firm's success is based on its 
execution. And how jobs are 
executed is an evolving process, 
despite a steadfast focus on qual-
ity and excellence. 

W h e n D o u g l a s M a u r e r 
founded the original company 
in 1983, called Brian Builders, 
the firm constructed custom 
homes. He added a landscape 
company to his repertoire soon 
after, naming it Kyle's Land-
scaping. In 1987, Brian-Kyles 
Construction was incorporated. 

"My dad's true passion was 
landscaping, and the decision 

to merge those firms and focus 
on landscape construction was 
driven by the economics of the 
1980s and how that affected 
the building business," Kyle 
Maurer says. 

Since 1988 , the firm has 
expanded its landscape con-
struction offerings to lawn fer-
tilization, lawn enhancement, 
irrigation, seasonal lighting, 
landscape lighting, commercial 
maintenance and more. 

"We have been able to carve 
out a niche for ourselves by not 
specializing," Maurer says. "We 
can essentially build any project 
from start to finish - we don't 
have to use third-party con-

tractors. By being a jack-of-all 
landscape trades, the firm can 
be sure that its clients' needs are 
met without sending them to a 
competitor. 

Creativity keeps the business 
fresh, and quality wins the firm 
accolades in regional and na-
tional competitions. 

"We tend to screen our pros-
pects to really qualify them 
so the work fits with our core 
values and strengths as a firm," 
Maurer says. 

"We are not in it just acquir-
ing a mass of jobs - we are into 
the jobs where we can really 
display our creativity and our 
commitment to excellence.' L&L 
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A great photo can help customers imagine what 
their finished project will look like. 

NOT TAKEN LIGHTLY By Brooke N. Bates 

Landscape contractors should be serious about lighting if they are adding it as a service. 

Lighting is the icing on the cake of land-
scape and hardscape designs, if you ask 
Jerry McKay. His company, McKay 

Landscape Lighting in Omaha, Neb., has 
lit up yards for thousands of clients across 
the country since 1992. 

Often, lighting is a finishing touch, as 
about 80 percent of calls come into McKay 
after a project - such as a patio, pergola or 
fire pit - is completed. Lighting profession-
als can work around structures to insert 
wires and fixtures. But it may take a little 
longer, involve a few more subcontractors, 
and, therefore, cost a little extra than incor-
porating lighting into initial design plans. 

"Unfortunately, a lot of times, it's like an 

afterthought," McKay says. "It's just that a 
lot of people don't think of it in the begin-
ning stages. It's not front-of-mind when 
they're thinking of the fire pit." 

McKay is noticing a trend in the opposite 
direction, though, as landscape contractors 
recognize landscape lighting as a specialized 
niche that should be subbed out, instead of 
tacked onto a list of services. 

"It's the same reason we don't do land-
scaping," says McKay, who started a lawn 
care company in 1987 that evolved into, and 
officially relaunched as, an outdoor lighting 
company within five years. "We think if we 
just specialize in lighting, we'll do it right. 
So we'll find the landscaper that says, 'The 

best part of my business is hardscapes; light-
ing just gets in the way,' then we collaborate 
with them." 

BEYOND THE OBVIOUS. That 's also why 
Southern Exposure Landscape Management, 
Pete Bryant's company in Greensboro, N.C., 
separated its landscape lighting services into 
a division called Southern Lights about five 
years ago. 

"Most contractors incorporate lighting 
as an add-on, which is great - but leaves 
so much on the table when they're content 
to only light the obvious," Bryant says. 
"Landscape contractors have a bad rap when 
it comes to lighting because it is 'only an 
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add-on.' They haven't devoted 
enough resources, time, or 
training to develop the skill 
it takes to perform at a high 
level." 

With certifications rang-
ing from the Association of 
Outdoor Lighting Profession-
als (AOLP) to Certified Low 
Voltage Lighting Technician 
(CLVLT) to Certified Outdoor 
Lighting Designer (COLD) , 
Bryant takes lighting seri-
ously. As such, the gap he sees Think about 
between add-on lighting and 
specialized services can be gaping, as cheap 
or misplaced fixtures plague mediocre light-
ing jobs. 

"Cheap fixtures or lamps, in the long run, 
are no deal at all," Bryant says. "If you can't 
offer a lifetime warranty on the fixtures you 
install, don't use them. You will be making 
so many maintenance visits that your clients 
will lose faith in your ability as an installer." 

In fact, about a third of McKay's projects 
are upgrading or replacing lighting systems 
that other contractors installed insufficiently. 
The biggest misconception contractors have 
with lighting, McKay says, is thinking it's 
easy enough to do themselves. But even a 
few simple path lights can be botched by 
amateurs, leaving landscapes with unillumi-
nated potential. 

"Somebody that doesn't do it every day 
would put all the lights along one side to 
avoid going under the sidewalk," he says. 
"Or we'll see all these little path lights next 
to a path - except there are a couple of large 
trees where you could put lights downlighting 
the sidewalk to create a nice moonlight effect 
without any path lights." 

WORTH A 1,000 WORDS. Those mistakes can 
be opportunities for lighting specialists to 
improve landscapes, but it's a challenge to 
re-educate customers about proper lighting. 
Both McKay and Bryant rely on perfectly-
timed photography to illustrate the effect. 
"You can talk about lighting all you want," 
says McKay, who uses a professional ar-

lighting early in the design process for best results. 

chitectural photographer. "But it's such an 
emotional, visual effect that you really need 
to see it to understand it." 

For example, 60 fixtures sounds like Christ-
mas to most clients, so Bryant uses photog-
raphy - and even walks through night-time 
demos — to illustrate the design in context. 

"Trying to explain to a client what you 
mean by grazing a wall or silhouetting a plant 
may be extremely foreign," Bryant says. "Un-
less you can visually showcase what an addi-
tional 40 fixtures will do for the homeowner, 
they'll stay content with the 20 it will take 
to light the house and few trees - and forget 
about all the moonlighting, cross-lighting, 
and backlighting techniques you've discussed 
but haven't adequately portrayed." 

PARTNERING WITH PROS. Subpar lighting 
systems can be business opportunities for 
lighting professionals - and not just via new 
customers. McKay sees those as partnership 
opportunities, offering to collaborate with 
contractors that do lighting but aren't devoted 
to it. His company subcontracts lighting for 
half a dozen local landscapers, including one 
of the largest nurseries in the state. 

" O f course, that makes for the easiest, best 
projects when we can lay things out on the 
plan," McKay says. "We'll tell the landscape 
contractor, 'Let's get a sleeve under this 
hardscape. Let's pre-wire this. Give us a call 
when you're building your seat wall around 
the fire pit, and we'll get our wires in there.' 
When we're a subcontractor to a landscaper, 
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New Kubota 
We Mean Business 
Kubota's new Z700 Series commercial zero-turn mower 
raises the bar for quality, durability, precision and all-around 
productivity. No other commercial mower in its class comes 
close. Available with 48, 54 or 60-inch decks and a wide 
variety of attachments and accessories. Ready to cut with the 
best? Give your business the Kubota Z700 edge. Demo one 
today at your local Kubota dealer. 

K u b o t a * 
www.kubota.com 

OKubota Tractor Corporation, 2014 

http://www.kubota.com


SUPERthrive• 
A l w a y s a h e a d i n 

s c i e n c e a n d v a l u e . 

SUPERthriveK now includes kelp. 
Wc are proud to announce that our 
timeless formula is now enhanced 
with kelp, bringing contemporary 
research to your essential 
landscaping tool. 

Note that the signature color and 
odor have changed slightly. 
Landscapcrs will experience the 
same results as always. Some will 
find increased benefits. 

The directions are the same as 
always: 
~ 1/4 tsp. per Gallon o f water 
- 3oz. per 100 Gallons 

SUPERthrive 
m / i n W O R L D ' S FAIR 

ly^UGold Medal 
The Outy*^ V itamin Solution 

Vitamin Institute ~ North Hollywood, C A 91605 

those jobs go extremely smooth." The key is 
coordinating lighting into design and con-
struction, rather than retrofitting afterward. 

" I f the plan has any constructed features 
such as a fireplace, seat wall, pergola, outdoor 
kitchen, deck or structures, lighting fixtures 
need to be installed - or at the very least, 
prepped for — at the time of construction," 
Bryant says. "It creates a more seamless instal-
lation without pricier retrofitting." 

THINK AHEAD. Because Bryant owns both 
a landscaping and a lighting company, he 
can incorporate lighting into construction 
projects concurrently. He opts for lighting 
plans that can be scaled for future upgrades 
by pre-installing sleeves under patios and 
using larger wire gauges and transformers 
than required. 

"Not planning for future additions is a 

mistake," he says. "You may get a 300-watt 
transformer and only utilize 150 watts of it. 
The difference between the 300- and 150-
watt transformer might be 75 bucks, but if 
you had to buy a whole separate transformer, 
you may be spending $300 more down the 
road. The material cost savings is minimal, 
but the labor saved down the road can sure 
add up." 

Likewise, if a lighting specialist has to go 
underneath or inside existing structures to 
lay wire, the retrofit can be lengthy, costly 
and involved. 

"Adding landscape lighting during later 
phases is definitely a possibility, but it always 
saves time and money to know where the 
fixtures and wires will be placed prior to 
breaking ground," Bryant says, L&L 

The author is a freelance writer based in Cleveland. 
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K u b o t a P a r t s 
F O R K U B O T A I N D U S T R I A L E N G I N E S & G E N E R A T O R S 

Always insist on Genuine Parts 
and Genuine Service. 

Remanufactured KUBOTA 
Alternators & S t a r t e r s 

Find your area KUBOTA distributor. 
1-800-532-9808 I kubotaengine.com 
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NISSAN 

Innovation 
that excites NV CARGO 

BRANDON SAID GREATTHINGS ABOUT HIS NV CARGO. 
WE SHOULD KNOW, WE WERE HIDING IN THE BUSHES. 
W e used hidden cameras to find out what Brandon Bastardo really thinks about his Nissan 
NV Cargo. He talked about rear doors that open 243° and custom shelving designed just 
for locksmiths, with no drilling required. He described an interior that has room for his e-printer 
and a passenger seat that folds into a desk. "They put the engine outside, so there's no hump 
inside. S o much more spacer We'll make room for Brandon's opinion any day. S e e more real 
opinions from tradesmen at CandidCargo.com. 

7 million door-cycle tests | 800,000 miles road-tested | Body-on-frame tough 

NISSAN i Commerc ia l Vehicles 



They say money talks,, and... 

As legal tender, I know quite a bit about 
where money goes. For instance, billions of 
dollars have gone straight into the pockets 
of PermaGreen owners over the last 15 
years. That's because PermaGreen's come 
closest to the money making goal of one 
machine, all properties, every day.. . and 
that's no B.S. (walking or otherwise)! . ^ 

1 1 % , , ^ S ^ Just as importantly, y o u l l trust your people 
^ to drive the 2014 Triumph with its 

improved ExtraEasy power steering, low 
^ c e n t e r of gravity, and numerous intuitive 
fc V features, all covered by our extended 

gj: 15-month warranty (including engine and 
transaxle corrosion coverage) and 60-day 
100% buyback guarantee! 

I love talking about money with you, and 
the money making experts at PermaGreen 
can get us together a lot more often! Call 
today, because one test drive is worth a 
thousand words. 
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C 2013 PermaGreen" Supreme. Inc U.S. Patents 6.366.600 & 7.954.573 PermaGreen" is a registered trademark of PermaGreen" Supreme, Inc All rights reserved 'See permagreen com for details 



ìi LAWN CARE 
By Brooke N. Bates 

Branded by a smile 
How Your Green Team grew 200 percent by winning over your neighbors. 

Some lawn care companies 
spend a lot of time con-
ducting thorough evalu-

ations that result in detailed 
estimates for new customers. 
The potential customer is left 
overwhelmed with information, 
yet can't even recall the name of 
the company. 

Then, someone from Your 
Green Team comes to the door. 
He doesn't look like a salesman; 
dressed casually in "halfway-
decent khaki shorts," sneakers, 
maybe a ball cap, and a company 
shirt emblazoned with a smiley 
face. But that smiley face trig-
gers something. Prospective 
customers have seen it before, 
even if they've never heard of 
the company. 

" O u r sales guys will say, 
'You've seen our signs in the 
neighbor's lawn,'" says Shane 
Karlson, who owns Your Green 

Team with Kevin Igoe. "'You 
know how that lawn looks. I f 
you want your lawn to look like 
that, we'll do it.' They give them 
a business card with the price per 
application on the back, sell it in 
five minutes, and they're onto 
the next one." 

MAKE IT LOOK GOOD. S ince 
founding the company in Plant 
City, Fla., near Tampa, in 2008, 
Karlson and Igoe have realized 
that customers don't care how 
many details or promises con-
tractors deliver upfront; they just 
want their yards to look better. 

O f course, Your Green Team 
makes a huge effort to commu-
nicate with customers, and the 
owners even follow up directly 
to assure it. But since the com-
pany figured out how to let the 
results speak for themselves, the 
monthly completed service vol-

ume has rocketed 200 percent in 
two years, from just more than 
$50,000 to nearly $ 150,000 per 
month. 

" W e sell off o f what we've 
done, not what we'll do," Karl-
son says. "(Fertilization) is not 
something where people can 
immediately see the results, so 

you've got to get people to buy 
in by seeing the results with their 
neighbors." 

The growth plan was, quite 
literally, to sell around - and 
across and next door to - existing 
customers. Instead of leaving a 
yard sign in serviced lawns, Your 
Green Team leaves two: one on 

Back into maintenance 

Five years after selling their last lawn 

maintenance company, Shane Karlson and 

Kevin Igoe re-entered the maintenance 

business in November, making Your Green 

Team a one-stop shop offering mowing, 

irrigation and design/build sevices in addition 

to fertilization and pest control. Using the same 

neighbor-concentrated plan of attack that grew 

the company, they expect a similar growth spurt 

in the new business by depending on neighbor 

referrals with the promise of a discount for 

mowing both properties. 

"If you sign up for our lawn maintenance 

program, we're going to mow your lawn weekly 

in the summer and come out every other week in 

the wintertime," Karlson says. 

The company may offer to maintain the lawn 

for $120 a month. If that's not a good enough 

deal, the company will ask the customer if any 

neighbors need maintenance services. If so, the 

price can be discounted to $95. 

Of course, the full-service aspect of lawn care 

is appealing to customers who struggle to keep 

the names of their service providers straight. The 

convenience of paying once online to cover all 

lawn maintenance is a selling point. 

The neighbors' discount, paired with Your 

Green Team's relentless branding, launched the 

service with a bang. Less than two weeks into 

the new business, without really pushing the 

maintenance service, the company already sold 

about 30 accounts that way. 

Basically, as the promotional material puts it, 

they're paying customers to let them keep their 

truck parked, and service three yards in a row 

instead of just one. 

"Now, when we get a sale, we're not just 

signing up one customer," Igoe says. "We're 

signing up two or three." 

Your Green Team chooses a "Lawn of the Month" as a way of advertising. 



each property line. But you wouldn't know 
the signs came from a lawn care company 
called Your Green Team. 

"People don't remember names in this 
industry; they don't even know who they 
have for a service provider," Karlson says. 
"We took a totally different approach when 
we branded a symbol and, with that symbol, 
created an emotion. When you see this sign 
with a crazy-looking smiley guy, you can't 
help but think, 'Well, that's just goofy.' 
People remember emotion." 

LOCATION, LOCATION, LOCATION. Your 
Green Team's signs, fliers, shirts and trucks 
all bear this icon - a toothy-grinned smiley 
face sporting shades. By repeating the image 
on recurring touch-points in concentrated 
neighborhoods, the company branded the 

The company focuses on a memorable logo. 

silly smiley into familiarity. 
"Our sales team is pushed into compacted 

neighborhoods where the yards are so small 
you can almost touch your neighbor's 
house," Igoe says. 

"And, every three months, they hit the 
same houses. We put thousands and thou-

sands of fliers out and kept doing it again, 
and then people started remembering the 
fliers when we knocked on the door. The 
second their lawn company messed up, they 
thought of that smiley because it had been 
branded with repetition." 

So, while some companies chase growth by 
seeking large, luxurious lawns while ignoring 
small, compact ones, Your Green Team grew 
by focusing on small jobs in close proximity 
and high volume. The crews service about 35 
lawns a day because they're practically next 
door to one another. 

The concentrated growth makes the com-
pany more efficient - not just in marketing, 
but in service. With triple the volume, the 
co-owners say it's actually easier to service 
more customers more promptly now. 

" I w o u l d a t t r i b u t e a lo t o f our 

OUTPERFORM. 
" — OUTLAST. 

60 FEBRUARY 2014 www.lawnandlandscape.com 

http://www.lawnandlandscape.com


Some kids have their futures 
h a n d e d to them. I had to push. 

W i t h c o l l e g e on ly a f e w years a w a y , I w a s look ing for w a y s to 
earn a little extra cash. So my d a d , w i s e man that he is, g a v e 
me the best g i f t he cou ld - an o ld , beat -up push m o w e r - a n d 
sent me on my w a y . I m a d e e n o u g h that spr ing a n d summer 
to buy a better m o w e r the 
f o l l o w i n g year. A n d that 
m o w e r e a r n e d me my first 
Grasshopper . By the t ime 
co l l e g e enro l lment c a m e 
a round , I w a s l ook ing at 
trucks a n d trai lers, h a d 
t w o budd ies w o r k i n g 
a l o n g s i d e me a n d w a s 
bu i l d ing a reputat ion for 
the best cut in t own . Sure, 
it took me a bit longer to 
ge t that business d e g r e e - but it a lso ensured I never h a d to 
w o r r y a b o u t tuit ion a n d books , a n d took the f i nanc ia l pressure 
of f M o m a n d D a d . N o w I 've go t both a successful business a n d 
a d e g r e e . A n d w h i l e I h a d to push a bit to get started, thanks 
to my Grasshoppers , the future looks l ike a pretty smooth r ide. 

Model 725DT MaxTorque™ Diesel FrontMount™ IT'S SO MUCH MOWER " 

j S R y ^ Read one military hero's story at For more information, call 620-345-8621 
fctil'^y grasshoppermovser.com/worr/or or visit grasshoppermower.com | ] fc 

Proud Partner © 2014 The Grasshopper Compony. All rights reserved 



For about the same price or less than a commercial 
stand-ont you can tame the terrain in comfort. 

Learn more at: www.bobcatturf.com/1409 

OSchMer Grounds Care, Inc. All Rights Reserved Key Code: BC1409 

g H We took a totally different approach when 
we branded a symbol and, with that symbol, 
created an emotion. When you see this 
sign with a crazy-looking smiley guy, you 
can't help but think, 'Well, that's just goofy.' 
People remember emotion; they don't 
remember names." - Shane Karlson 

growth to the technology aspect 
of it, and allowing the technology 
- built correctly - to do the work 
for us," Karlson says. "All of our 
sales people have tablets. All of 
our trucks have truck-mounted 
computers, and we're signed 
into our desktops all the time. 
Whenever a call comes into the 
office, we route it to a call log 
portal, which comes in as a sales 
lead that you can map." 

W i t h Your Green T e a m ' s 
customer base concentrated in 
certain neighborhoods, each 
truck covers a small area. So if 
a crew needs to squeeze in an 
estimate or another service issue, 
they'll be there soon. 

"Because we attacked growth 
with complete route density, as 
we get bigger, it's getting easier 
to respond to customers promptly 
because we have trucks constantly 
in the neighborhood," Igoe says. 

SIZE MATTERS. The idea is that 
neighbors see trucks constantly 
in the neighborhood, along with 
signs and fliers - all bearing the 
bright yellow smiley. But to 
specifically drive in customer 
referrals, the company created a 
much larger sign that only graces 
one lawn, per neighborhood, 
per month: "The Lawn of the 
Month." 

"Customers really feel good 
when we pick our nicest looking 
yard in each neighborhood," 

Igoe says. "We call them and say, 
'We've elected you out of all our 
customers in the neighborhood,' 
and people take pride in it." 

Proudly, customers display 
the "Lawn of the Month" sign 
in their yard, which encourages 
neighbors to take a pamphlet for 
a free application. T o claim it, 
neighbors simply go online and 
enter a code that identifies the 
"Lawn of the Month" customer 
- who receives $40 for the new 
sign-up. 

T h e p r o g r a m , e x e c u t e d 
through Real Green Service As-
sistant, costs Your Green Team 
$60-80 per referral - but it pays 
off in neighborly word-of-mouth, 
as several hundred customers have 
signed up this way. 

Still, the bulk of Your Green 
Team's growth - from 1,000 
to 3 ,000 customers in two years 
- comes through door-to-door 
sales. Often, that's just the final 
touch-point after continuous 
smiley-faced branding that show-
cases green lawns throughout the 
neighborhood. 

"Our sales team isn't just a guy 
knocking on a door," Karlson 
says. "These guys have a lot of 
resources behind them. 

"There's a lot of preloading 
because o f the energy that our 
branding has created in these 
neighborhoods." L&L 

The author is a freelance writer based in 
Cleveland. 

http://www.bobcatturf.com/1409
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Measure. Bid. Win. 

Tools for success: 

Airplane Photography 

Visible Property Boundaries 

100% Coverage of the U.S. & Canada 

Add, Subtract & Edit Measurements 

Save Measurements & Photos 

Create Detailed Site Diagrams 

Map your success on Go ¡Lawn today. Get your free Go ¡Lawn trial: 
visit www.GoiLawn.com/promo and use code LL142 
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Under contro 
Knowing what you need out of a pre emergent 
herbicide can make all the difference. 

W ith so many pre-emergent herbicides out on 

the market, how do you know which one is 

right for you? You could very well be using 

one, when another one could work better. Sometimes 

comparing their details side-by-side is all it takes to know 

which one to invest in and which one to skip. 

Dimension specially 
herbicide 

The pitch: In turf and landscape, Dimension specialty 
herbicide provides preemergence control of more 
than 45 annual grassy and broadleaf weeds, including 
crabgrass, goosegrass, spurge, bittercress and Poa 
annua. 
• Multiple formulations, including water-based 

Dimension 2EW specialty herbicide, are available 
and labeled for use on more than 440 tolerant plant 
varieties. 

• Dimension also has shown tolerance to most 
popular turfgrass species. 

• The nonstaining formulations of Dimension won't 
leave turf, equipment or surroundings stained 
yellow. 

For more information: www.dowagro.com 

Dimension 

Echelon 
The pitch: With two proven active ingredients, Echelon goes 
beyond conventional crabgrass control to deliver preemer-
gence performance against sedges. 
• Echelon controls weeds from the foliage down and from the 

root up. 
• It also provides pre- and early postemergence control of 

goosegrass. 
• Echelon is available as a sprayable application or as a dry 

application on fertilizer for most cool- and warm-season 
grasses. 

For more information: www.fmccrop.com 

SPECIALTY HERBICIDE 

http://www.dowagro.com
http://www.fmccrop.com
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Exmark's groundbreaking f'O 
Onboard Intelligence Platform 
optimizes machine life, maximizes 
productivity, and dramatically 
increases fuel efficiency. It'&JPt 
only the beginning of other 
game-changing innovations 
to come! 
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FOR OVER 30 YEARS, 
Exmark has built the finest commercial grade mowing equipment in 
the world. Continually raising the bar on comfort and ergonomics, 
technological innovations, fuel efficiency, environmental friendliness, and 
new product offerings, it's a labor of love aimed at helping you realize a 
more profitable, rewarding business. 

Scan the QR code to learn more about Onboard 
Intelligence Platform. Visit one of our 1 , 5 0 0 + servicing 
dealers today to experience why Exmarks are purchased 
two-to-one over the next best-selling brand by landscape 
mowing professionals. www.exmark.com f * M 

http://www.exmark.com
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Exacto's Yardage 
The pitch: Exacto's Yardage, a 3-in-i 
combination adjuvant that helps 
applicators optimize the performance 
of pesticide applications. 
• As an acidifier, it lowers the pH of 

tank mixes that include common 
weak acid herbicides such as 2,4-D 
and dicamba. 
As a penetrant, it reduces the 
surface tension of spray solutions, 
allowing spray droplets to spread 
upon impact. 

• As a drift reduction agent, it 
maximizes the number of 
droplets in the ideal size range 
for uniform deposition of spray 
droplets on plant surfaces. 

For more information: 
www.exactoinc.com 

Katana Turf 
Herbicide 

The pitch: Katana Turf Herbicide 
controls grassy and broadleaf weeds 
with some pre-emergence activity. 
• Can be used on Bermuda, zoysia, 

centipede and buffalo grasses and 
seashore paspalum. 

• The herbicide is labeled for control of 
58 weeds. 

• Was made to be not as temperature-
dependent as competitive products. 

For more information: 
www.gordonsprofessional.com 

For information on more 

pre-emergents, as well as 

other lawn care products, visit 

lawnandlandscape.com/products. 

SO SMOOTH, 
YOU'LL FORGET 

IT'S AN AERATOR 

THE NEW 
5TEERABLE 

AND 
REVERSIBLE 
TURNAER 

XT5 

AERATION HAS 
NEVER BEEN 
THIS EASY. 

COMFORTABLE 
OR PROFITABLE 

>More lawns per day 
1 

I > Easier on the operator 

Smoother, quieter operation 

>Easier to service 
1 

Better hill-holding ability 

All for a great price 

Call today to see what 
the XT5 can do for you. 

8 0 0 - 6 7 9 - 8 2 0 1 

http://www.exactoinc.com
http://www.gordonsprofessional.com


A 2013 survey of L&L readers 
shows these results when it 
came to pre-emergents. 

AVERAGE ANNUAL SPEND PER 
CONTRACTOR NATIONWIDE FOR 2014 

2014 TOTAL MARKET SPEND 

FreeHand 1.75G herbicide 
The pitch: FreeHand 1.75G herbicide is a tool 
for pre-emergent weed control of annual 
grasses, susceptible sedge species and many 
small-seeded broadleaf weeds in landscape 
ornamentals. 
• FreeHand 1.75G herbicide combines two 

active ingredients for a broader range of 
control. 

• Delivers residual control, stopping weeds as 
they germinate. 

• It offers a wide range of plant species toler-
ance and use sites. 

For more information: www.betterturf.basf.us 

fREEpMMD 
M M 1.75E HERBICIDE 

Spectacle 
+ FERTILIZER 

Specticle plus Fertilizer 
The pitch: Specticle plus Fertilizer is a versatile, 
pre-emergent herbicide that provides lawn 
care operators up to eight months of residual 
control at low use rates. 
• An application on fertilizer protects against 

more than 75 broadleaf and grassy weeds, 
including annual bluegrass, goosegrass, 
crabgrass and annual sedge. 

• Delivers weed prevention and fertility 
• Provides maximum flexibility with a wide 

spring pre-emergent application window 
• Available in two different concentrations 

and a variety of fertilizer blends 
For more information: www.BayerCrop-
Science.us 

PROFESSIONAL LAWN APPLICATION EQUIPME 
FurfEx makes it easy to "spread" into new services with a full line 

of pro lawn application equipment. We have everything you need 

to grow your customer base and make more money off the lawns 

you're already getting paid to mow. 

0 JS!0 Find more ways to get paid. 
Check out our new full line catalog! 

0 f j f c i i turfexproducts. com/catalog 

T u r f B ^ 
I N N O V A T I V E T N I F S O L U T I O N S 

866-5TURFEX 

o 
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It's still cold out (maybe). You're 
plowing snow (perhaps). Maybe 
you're still on vacation (good for 
you). No matter what, now is prime 
time to secure sales to prepare for 
a record 2014 season. What are you 
waiting for? By Kristen Hampshire 

Depending on where you live - and 
whether the groundhog opts 
to hang out in his den or pop 

up for an appearance - spring might be 
around the corner or miles down the road. 
Regardless, now is the time for clinching 
contract renewals, selling colder-weather 
services (mulch, pine straw), marketing 
in new neighborhoods and taking the 
temperature of existing clients to be 
sure they're happy and on board for the 

upcoming spring. Forget the concept of 
"off season." If you're planning on a strong 
2014, you've been on the phone and in 
the field since the holidays, and you're 
spending those really ugly days analyzing 
the books. 

Lawn & Landscape spoke with three 
companies that maximize the early months 
of the year for building a strong sales 
backlog and setting the tone for a full 
schedule of accounts. 

FORMULAS FOR SUCCESS 

No time for downtime 

Weisburg Landscape 
Management 

Keep in touch 

This year, Weisburg Landscape Man-
agement reached a tipping point in 
how the firm must manage its sales. 

Coming off of a 36-percent growth year - the 
company upped its revenues from $1.8 to 
$2.4 million last year - Vice President Eric 
Moroski recognized that supporting this 
larger business infrastructure will take a pro-
active approach to getting contracts signed. 

" Before, property managers were feeding 
us work, and we spit out proposals and they 
approved those and we got the work done," 
Moroski says. "This year, we have reached 

the point where we better start being stronger 
in our sales." 

Indeed, sales have been record-setting 
strong at the company. But, Moroski says, 
those sales have been reactive, a response to 
a customers' requests. "People would ask us 
for things rather than us finding service op-
portunities and writing proposals," he says. 

Now, early in the year, Moroski is hun-
kered down in the office with the company's 
software program sending an automatic 
email to customers upon job completion. 
Tasks like sending emails help further sup-

Eric Moroski, vice president Location: 
Colorado Springs, Colo. Established: 1999 
Employees: 43 (during summer) 2013 
Revenues: $2.4 million Customers: 95% 
commercial, 5 % residential Services: 
maintenance, snow, enhancements, irrigation 

port the strong relationship the firm enjoys S 
with its long-time clients, and they help grow | 
rapport with newer customers. 

"We are perfecting (how we use that soft- o 
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TAKE-AWAY TIPS 

Think pre-approvai. HOA boards could meet 
infrequently - every month, bi-monthly. That's 
why getting proposals out well in advance is 
critical, otherwise lose out on opportunities 
to sell. 

Focus on relationships. Happy customers 
renew their contracts. "We are visible on their 
properties, taking care of them," Moroski says. 

ware) to give the customer a better experience 
with us," Moroski says, relating that customer 
experience is the key to securing sales before 
the maintenance season begins in April. 

In fact, customer experience is how Weis-
burg Landscape Management has built a 
strong business fast, even during a recession. 
"You get a trusted relationship with property 
managers, and it all makes sense," Moroski 
says. "The way to do that is to bid correctly 
- and bid what it is." Specifically, Moroski 
is referring to companies that use landscape 
maintenance as a loss leader and inflate the 
price of "extras," meaning enhancements of 
all sorts. "It's a pet peeve of ours," he says. 

" W e are pretty tight on bidding the 
maintenance contracts as what they are, so if 
a customer doesn't want to spend one more 
penny with us on extra work, we are still making money." 

O f course, when customers are happy and rely on you for regular service, the extras are a 
given. That's why the firm has not worked all that hard to really upsell at all. 

But meaningful sales, calculated before the start of the season, could really pay off. That's 
why, now, Moroski is running account reports so the company can identify the work completed 
last year and pinpoint opportunities to deepen the service relationship. For example, if a site 
has a declining irrigation system (noted in a report), Moroski can begin writing up a proposal 
to fix certain watering zones. That way, the proposal will be prepared in advance for the HOA 
board to review and hopefully approve. "Then property managers have some idea how their 
money can be spent in the best possible way," he says. 

Another key is to understand how an HOA's budget is set up. "They may have improve-
ment budgets and irrigation line items," Moroski says. "We are getting more in tune with 
those numbers and asking, 'How can we find out those numbers?' so we can provide the most 
ROI for customers." 

Stay in touch in the off-season. Winter 
means snow business for Weisburg. Fulfilling 
these contracts, and ensuring that clients are 
satisfied, is critical to getting contract renewals 
and new business in spring. 

Timing is everything 

When you're always climbing, and always slightly uncomfortable, you're always sell-
ing - and selling hard. "At the end of the day, you have to feel like you really have 
something that drives you," says Derek Gracely, co-founder of Capstone Landscape 

Management in Taylors, S.C. 
"What we have always done is put ourselves in some 

sort of financial bind that we have to get out of - and 
I don't mean stupid debt, but I mean quitting a full-
time job so we have to recover that revenue, buying 
a truck we have to pay off, purchasing a building and 
now we are outgrowing that building and buying a 
new one." 

Staying busy all year requires building a backlog, 
Gracely says. And that requires what he calls "strate-

Capstone Landscape 
Management 
Derek and Heather Gracely, 
founders Location: Taylors, S.C. 
Established: 2007 Employees: 24 
2013 Revenues: $1 million Customers: 
6 0 % residential, 4 0 % commercial 
Services: landscape management, 
installation, tree and shrub care 



Sell through the seasons. "When you do need 
to build that backlog in a slow month, customers 
will come through for you because you have 
been coming through for them the whole year," 
Gracely says. 

Hit the happy medium. Gracely wants to be 
sure his company hits sales goals, and the 
winter months are prime time for clinching 
maintenance contracts. But selling sod or a 
design project that won't break ground until July 
doesn't make sense for his clientele. 

Get out. The Capstone team doesn't hibernate 
in the off-season. All year, team members are 
out in the community, sharing their knowledge. 
"We do classes on irrigation, or classes on 
planting gardens," Gracely says of events hosted 
by HOAs. "People see us as professionals who 
are involved with them in the community." 

gic sales." That's what to sell, and when. For 
Capstone, building a design/build backlog of 
more than about one month does not result in 
the type of customer satisfaction the company 
strives for. 

The biggest sales backlog challenges is helping 
clients understand that landscaping involves a 
process. Ideally, Gracely and team sells design/ 
build jobs about three or four weeks out. Any 
longer and he notices clients are fidgety. 

Maintenance is a different story. Those con-
tracts are ideally signed by March, and Gracely's 
team carefully reviews customer accounts so 
dialogue can focus on what's going on the 
lawn now, and what could make the property 
look better. The high-end residential clients 
Capstone serves are receptive to suggestions. 
It doesn't feel like selling at all, Gracely says. 

Meanwhile, budgets are carefully analyzed so 
the sales team understands their target numbers. 
Rather than taking the prior year's sales and 
setting monthly sales goals based on an aver-
age, Gracely looks at the past three years' sales, 
month by month. You can't expect to sell in 
January what you can in July, when the com-
pany enjoys a surge of jobs, some of which are 
clients who are leaving a maintenance company 
mid-season to try Capstone instead. 

TAKE-AWAY TIPS 

-CLIP Software-
Making You Successful 

Chris Casselberry, from Baton 
Rouge, Louisiana, always knew 
that "You can't put value on 
working with family." So when 
he started Green Seasons in 
2000 he was determined to 
have the right tools in place to 
make the company able to 
support himself, four of his 
children, and even two of his 
grandkids! CLIP Software has 
been one of his greatest tools 
to achieving his dream from day 
one - helping with scheduling, 
project management, customer 
management and efficiency 
ratings. CLIP ensures that 
Chris gets the profit he 
needs on each of his jobs, 
keeps his customer routes 
tight, and watches his 
costs on every landscaping 
project. Chris says, "I M 
especially love using the 
new CLIP2Go because it allows 
us to know where our crews are 
at all times and has completely 
eliminated our paper route 
sheets!" 

To help Green Seasons reach 
the next level, Chris attended 
the annual CLIP Conference a 
few years later and he has 
never regretted it. "At the first 
conference we went to they 
talked about the H2B program 
so we went home and started 
using it ourselves - since then 
we have learned something 
new at every conference we go 
to!" By using the tools and 
ideas of the CLIP Conferences, 
Green Seasons has been able to 
reap profits from the H2B 

program, piecework system, 
innovative marketing ideas, and 
so much more. Ever since CLIP 
started their own lawn care 
company (CLIP Lawn Care), 
Chris has been given even 
more great business ideas to 
implement into Green Seasons. 

Today, Green Seasons is looking 
forward to growing their 
company to almost 200 
employees in 2014, and offers a 

variety of 
I especially 

love using the new 
CLIP2GO because it 
allows us to know 

where our crews are 
at all times and has 

completely eliminated 
our paper route 

sheets!" ^ m 

services such 
as lawn 
maintenance, 
Christmas 
decorations, 
irrigation, tree 
work, 
landscaping, 

and window 
cleaning, all powered 

through CLIP! Chris' key to 
success? "Treat your customers 
like they are supposed to be 
treated and you'll create a 
life-long relationship with 
them." 

At CLIP Software we agree, 
"Your Success Is Our Business." 
We love helping thousands of 
companies like Green Seasons 
continue to grow with our 
software solutions and 
knowledge of the green 
industry compiled through our 
first-hand experience since 
1987! Give us a call to request 
a FREE demo and see how 
CLIP can make you more 
successful. 

www.CLIP.com • 800-635-8485 

http://www.CLIP.com
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But March is go-time for getting those 
residential maintenance contracts confirmed. 
And before and during this time, the com-
pany is focused on selling work it can deliver 
immediately - to appeal to the client that 
wants it now. That includes mulch, pine 
straw and lighting. 

"You get the longevity out of mulch in 
January and February, and it's a great time 
to do that work because our maintenance 
staff is already on slack hours so we don't 
have to staff up," Gracely says. 

Most o f all, Gracely emphasizes that 
sales is a year-round effort. " I f we can keep 
a property at a grade-A level, and keep that 
customer well taken care of, then when that 
client is looking for landscaping at the end 
of February or early March, that's when we'll 
really start pushing our maintenance." 

Staying on the radar 
Custom Landscaping and Lawn Care 
Frank Leloia, Jr. Location: East Brunswick, N.J. Established: 1982 Employees: 35 2013 Rev-
enues: not disclosed Customers: 9 0 % residential, 1 0 % commercial Services: maintenance, 
landscape design and install, snow 

Which routes are thin and could 
use a sales boost and a slew of 
accounts to maximize a crew's 

schedule? What marketing pieces really 
hit home with residents? What collateral 
needs updating to reflect new service of-
ferings? 

These are the issues Custom Landscap-
ing and Lawn Care reviews early in the 
year. While snow operations are humming 
along, the office is just as busy planning 

for sales and marketing so come spring -
whether that's early March or later in the 
New Jersey market the firm services - the 
company is prepared with a full load of 
accounts to meet budget goals. 

"Our planning for new sales begins 
toward the end of the year and goes 
into early winter," says Frank Leloia Jr., 
president of the East Brunswick, N.J. 
firm. "We like to be early, so planning is 
absolutely critical." 

TRUNK INJECTION SYSTEMS & FORMULATIONS 

Proven results when protecting your tree's health 
from invasive pests and diseases. 
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At DIG, we're passionate about water-saving 

technology and keeping our planet green. For the 

first annual DIG Water Matters Award, we're on the 

search for one talented landscape designer who 

displays creativity, innovation and sustainability in a 

completed landscape project. 

Visit www.digcorp.com/award for more information. 
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TAKE-AWAY TIPS 

Forget the off season. "If you really want to grow your business and work 
hard at it, there is not really a 'time off,'" Leloia says. "There is no better 
time than now to reevaluate how the past year went, find out where you 
made mistakes and get yourself prepared for the upcoming spring." 

Check their temperature. Rather than focusing on sales when calling 
on existing customers, account managers at Custom simply ask how 
the service went last year and what the client would like to see for the 
following year. Keeping a conversational tone and pointing out ways to 
enhance the property make the call more of a dialogue than a sales effort. 

Think location. New sales efforts are focused on geography: Which routes 
need to be rounded out? This ensures greater efficiency once the busy 
season starts. 

Specifically, Custom Land-
scaping and Lawn Care targets 
neighborhoods where it wants to 
increase sales. Leloia reviews areas 
where he feels the company could 
excel. And because he reviews 
year-end numbers by geography, 
he knows which areas are thin 
on business. "Say we want to fill 
up this city with these couple of 
neighborhoods - we'll need to 
make 100 new sales, so we target 
the area heavier with our market-
ing because we want the crews to 
fill up on some more accounts," 
he says. 

As for selling to existing cus-
tomers, account managers dedi-
cate time to reviewing each cli-
ent's record. What services did 
they purchase last season? Were 
any enhancements added? How 
about service calls - and was the 
estimate accurate? 

"Not only do we evaluate what 
our current clients do not have 
at that time, while we have the 
customer screen (on our software) 
up, it's a great opportunity to 
evaluate those sales to make sure 
they are priced accurately and 
that all measurements are correct. 
During the busy time when we 

are doing 20 estimates each day, 
it's easy to make mistakes." 

Any pricing margins can be 
corrected with the new contract 
- you can't up a price in the 
middle of the season if you made 
a mistake on the estimate. 

O f course, the most important 
part of those customer calls is 
gauging clients' satisfaction. Sim-
ply asking, "How is everything 
going?" can make the difference 
between a renewal and a client 
that shops around. This is also 
the time when salespeople can, 
in a genuine manner, suggest 
additional services that might 
enhance clients' properties. "We 
might say, 'I noticed you are not 
signed up for lime with us this 
year. Do you have any interest?' 
We don't even like to call it sales," 
Leloia says. 

Meanwhile, the marketing 
engine revs up early in the year 
- though Custom Landscaping 
and Lawn Care waits to release 
the direct mail floodgates until 
the start of spring. "As soon as the 
weather turns, everyone knows 
spring is here when we put down 
about 70 percent of our advertis-
ing," Leloia says, IAL 
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FOR OVER 30 YEARS, 
Exmark has built the finest commercial-grade mowing equipment in the 
world. Continually raising the bar on comfort and ergonomics, technological 
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Questions 
to ask yourself 

Keep these queries in mind when you 
consider your M&A options. By Ron Edmonds 

V 

I 

k i 

Once again, there is a high level of 
interest in mergers & acquisitions 
(M&A) within the lawn and land-
scape industry. 

There are a variety of factors causing that 
high level of interest. There have been some 
high profile transactions announced, includ-
ing the acquisition of Brickman by KKR and 
the acquisition of a controlling interest in 
John Deere Landscapes by Clayton, Dubilier 
& Rice ( C D & R ) . In addition, C D & R has 
been reconfiguring its investment in Ser-
viceMaster by spinning off TruGreen as a 
separate company, all in anticipation of some 
sort of "liquidity event." 

These events have focused investors on the 
green industry, which seems poised to receive 
more investment capital in anticipation 
of growing opportunities as the economy 
strengthens and construction rebounds. 

While these transactions involve some of 
the largest companies in the industry and 
are not at all representative of what smaller 
business owners can expect, the increased 
interest in the industry is likely to have a very 
positive effect on M & A in the industry over-
all. The ripple effect will likely include some 

large companies more aggressively looking 
for add-on acquisitions and other private 
equity investments in smaller companies in 
the industry, while some regional companies 
use acquisitions to build their footprints. 

One thing is clear, M & A activity is cycli-
cal and hard to predict. These cycles reflect 
external factors such as the economy and 
interest rates, the health o f the industry 
and reactions to past M & A activity. Even 
today, while landscape services companies 
are becoming popular for acquisitions, the 
market for lawn care companies is weaker 
with TruGreen on the sidelines. 

Right now, we have some additional fac-
tors coming into play that business owners 
would be well-advised to consider. Because 
the level of M & A activity in the industry has 
been relatively limited for the past few years, 
there are likely to be many business owners 
who would like to be able to transition their 
businesses who have not yet done so. 

In addition, the aging of the baby boomer 
generation is expected to increase the number 
of potential sellers significantly over the next 
few years. Other business owners may con-
sider exiting their businesses over such politi-

cal issues as Obamacare, immigration reform 
and an increase in the minimum wage. 

Since M & A activity is cyclical and we can-
not predict the future, business owners must 
consider their future plans and take steps to 
position themselves and their businesses for 
the best possible outcome. 

If a sale is ultimately in your plans, it is 
wise to be able to make a move when an 
opportunity arises. Here are some questions 
you may want to ask yourself as you consider 
your options. 

ARE YOU READY TO SELL YOUR BUSINESS? 
This is a much more complicated question 
than it sounds. It takes some soul searching 
and, often, reflection, analysis and planning 
to answer it. 

I like to break this down further into two 
sub-questions, addressing two different facets 
of readiness: mental readiness and financial 
readiness. We will address them individually. 
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ARE YOU MENTALLY READY TO SELL? Almost 
everyone who contacts us about the possible 
sale of their business tells us they are ready 
for that step. 

Business owners who are not mentally 
ready to sell their businesses may encounter 
a number of roadblocks along the way. Here 
are some questions you may ask yourself to 
help determine if you are mentally ready to 
sell your business. 

• Can you imagine your business (the one 
that you started with one truck and grew to a 
significant size) being run by someone else? 

• Do you believe that your business 
cannot thrive without your involvement in 
day-to-day operations? 

• Does your entire life revolve around 
your business? 

• Have you cultivated outside interests? 

• Do you know what you want to do 
next? 

Although you may intellectually know it 
is the right time or a good time to consider 
selling your business, if you are not mentally 
ready to pursue a sale, the chances for a good 
result are diminished. 

As you set your goals this year, consider 
these questions and what steps you can take 
to increase your mental readiness to consider 
a sale. 

ARE YOU FINANCIALLY READY TO SELL? This 
question requires some homework and, pos-
sibly, a session with a financial planner. The 
basic process works like this: 

• Determine your plans for the future. 
• Determine what it will cost to execute 

your plans. 

• Determine the financial resources you 
will have available from existing assets and 
future income (retirement income, future 
earned income or other sources). 

• Estimate the market value of your busi-
ness, and what it could be sold for under 
current market conditions. You will prob-
ably need some professional help with this, 
since this estimate of value is critical to the 
evaluation of your financial readiness. It is 
not safe to rely on simplistic rules of thumb 
or rumors of other transactions which may 
not be valid in your situation. 

• Compare your existing financial re-
sources together with the estimated market 
value to your estimate of what it will cost to 
execute your plans. 

If the result is positive, you may be finan-
cially ready to pursue a sale. I say may be 
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Leonard All Steel Spades 
Our all-steel spades - high strength with-
out excess weight. Heat treated for great 
tensile strength and outfitted with turned 
steps for comfort. Flat back design 
reduces soil build up, and the spade edge 
has a steep taper to slice through roots 
and stubborn soil. Welded 1.5" tubular 
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tools,we have over 10,000 more tools 
and supplies online. 

because there are still many variables and 
the analysis you have completed is based on 
estimates, which may or may not be accurate. 

What if the analysis suggests you may not 
be financially ready to pursue a sale? 

Your choices include reducing the costs as-
sociated with your future plans, taking steps 
to increase the market value of your business 
or delaying or abandoning your future plans. 

IS YOUR BUSINESS READY TO BE SOLD? Here 
are some questions to ask yourself regarding 
your business that will give you some insight 
into whether your company is ready to be 
sold for a good price. 

• Does your business have a history of 
growth and profitability and quality records 
and systems that support it? 

• Does your business have significant 
growth potential through scaling the existing 
business, adding new service or product lines 
or expanding the company's geographical 
territory? 

• Is your business dependent on one or 
a small number of customers, employees or 
suppliers for its continued success? 
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• Does your business have positive cash 
flow and not require significant investment 
of working capital to finance operations? 

• Does your business have a significant 
component of recurring revenue? 

• Does your business have any significant 
competitive advantages that keep other busi-
nesses from competing against it successfully? 

• Does your business have a large number 
of satisfied, repeat customers? 

• Can your business operate without you 
as the owner being involved in both daily and 
major decisions? 

The answers to these questions will, in 
large part, determine whether a business can 
be sold and at what price or multiple. 

In reviewing these questions, it may be 
wise to bring in an outsider, perhaps one 
of your existing advisors, to help make sure 
you are making an objective assessment. 
Every business should set goals based on 
these questions as a part of their planning 
process, whether or not a sale is potentially 
in the works. 

O f course, the good news is that address-
ing these same issues will make your business 

a stronger, more profitable business, regard-
less of your personal plans. 

Some businesses will always be easier to sell 
than others, especially if a strategic buyer is 
active in your industry sector. Strategic buy-
ers pursue acquisitions based on the synergies 
they believe may exist between their existing 
business and an acquisition. 

The other type of buyer is a financial 
buyer. Financial buyers usually look at a 
potential acquisition's growth, profitability 
and prospects on a stand-alone basis. 

As we have all learned, acquisition op-
portunities are not always out there. Many 
factors beyond the facts of your particular 
business will affect the availability of an ac-
quisition opportunity and what value your 
business may bring. 

Asking yourself these questions and taking 
action where it is possible will help put you in 
the best possible position to take advantage 
of opportunities as they do arise and make 
an exit opportunity on your own timetable 
more feasible, L&L 

The author is president of the M&A firm The Principium 
Group. 
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From awesome to awful 
Some of the best and worst acquisition and merger stories in my 

more than two decades in the business. By Jim Huston 

WIMÍMIIM 

During the past 25 years, I've prob-
ably helped more than 100 compa-
nies merge with, acquire or divest a 
division or company. Most of these 

transactions have gone reasonably well. I've 
also had the opportunity to witness from afar 
similar transactions that did not go so well. 
Upon analysis of these failed transactions, 
it wasn't difficult to see whey they didn't 
have legs and why they did not last over J 
the long haul. m-

THE GOOD. A highly profitable 4 
maintenance company (net profit l ^ 
margin more than 20 percent for 
many years) with annual revenues ^ ^ f f l 
exceeding $7 million, calculated a 
value for his business of about $2.45 mil-
lion using the gross profit margin evaluation 
model. I recommended that he and his CPA 
use the EBIDTA method. Using it, the value 
calculated to be roughly $5 million, double 
the G P M amount. In the final analysis, he 
used the E B I D T A model and sold his busi-
ness for more than $5 million. 

THE ALMOST BAD. A number of years ago, a 
$1 million commercial lawn maintenance 
contractor called me. He was interested in 
possibly selling his business. His net profit 
margin after all bills and a reasonable salary 
to him were paid was 10 percent. I gave him 
a ballpark value of around $0.75 per revenue 
dollar - $750,000. This figure included his 
inventory at fair market value and equip-
ment, but no real estate. He then told me 
that his CPA, using various evaluation mod-

els, told him he should get around $2 million 
for his business. I told him that he had better 
get all of his money, the entire $2 million, up 
front. Otherwise, he'd never see it. 

Think about this deal. Even if a buyer 
pays $ 1 million as a down payment, and the 
seller finances the remaining $1 million for 
10 years at 10 percent interest, the interest 

payment wipes out the entire net profit 
% margin for ten years. There's nothing 
M left to pay off the principal. This deal 
W simply will not work. 

THE REALLY BAD. In the early 1990s, 
two large multi-mill ion dollar 
landscape companies in the upper 

midwest merged - for all the wrong 
reasons. One company focused on installa-
tion while the other was primarily a main-
tenance business. The new entity endured 
for about five years and grew to more than 
$35 million in annual sales. Then it blew up. 

I talked with some of the non-owner sur-
vivors who went on to form new companies 
that ended up doing quite well. Their 
stories were amazing. For years, 
after the two companies merged, 
there were no centralized systems 
for accounting, estimating, job 
costing, sales, etc. Worse yet, a year 
after the merger, many of them did not 1 
even know to who they were to report to. ' 

In the final analysis, motivation to 
merge the two entities was primarily driven 
due to financial mismanagement and cash 
flow needs - the two needed each other for 
all of the wrong reasons. 

THE DOWN-RIGHT UGLY. In the late 1990s, 
public and private money was raised to 
fuel the creation of large landscape enti-
ties primarily focused on commercial lawn 
maintenance services. Soon a number of 
companies doing hundreds of millions of 
revenue dollars emerged. 

Many of my clients sold their companies 
to these large consolidators. Almost none of 
the sellers lasted more than 2-3 years with 
their new bosses. Here are a few reasons 
why: 1. Layers of bureaucracy and outdated 
procedures killed any entrepreneurial zeal 
that the entrepreneurs might have. 2. Their 
recommendations to improve operations 
mostly were ignored. 3. Quality was ignored 
and corners cut in order to meet financial 
goals set by bureaucrats who were totally 
separated from daily operations. 

DO YOUR HOMEWORK. You may think that 
the big consolidators have really got it figured 
out. Don't be fooled. 

Due to the lack of a true entrepreneurial 
environment at the branch level, 

most of the large consolidators only 
^ ^ ^ produce a " C " or "C+" quality of 

service. 
Perhaps the best lessons to learn 

^ ^ ^ from these stories is first, you have 
to do your homework on the front 

W end and second, you have to maintain 
the zeal of a true entrepreneur on the 

back end. LAI 

The author runs J.R. Huston Consulting and is a 
columnist for Lawn & Landscape. He can be reached at 
jhuston@giemedia.com. 

mailto:jhuston@giemedia.com
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The purchase and sale process 
You'll have a different perspective depending on what side of the table you are on for an M&A deal. 

By Daniel S. Gordon and John P. Corrigan 

As a growing land care professional, sometimes we run into 
situations where there seems to be a good deal on the 
horizon and the idea of purchasing a competitor is appealing. 
Depending on what stage you are in life, selling your firm might 
also be appealing. But how is it done? As in any large decision, 

no matter who you ask, they'll have an opinion. 
Problem: If those opinions don't come from qualified professionals, they 

can be drastically wrong and end up costing you a lot of money in terms of 
purchase price, payouts and or taxes. Solution: You need to consult a good 
lawyer or CPA who specializes in merger and acquisition structuring. These 
professionals can be expensive, so we recommend you familiarize yourself 
with the process so you can communicate your vision before you seek out 
this advice. 

Let's do a run-down of how the process works: 

BUYER'S PERSPECTIVE 
Confidentiality agreement/info request 

• Avoid risk of competitors trying to steal the deal or 
driving up the price if it became known the seller was 
selling the business. 

• Need to know more information about seller's business 
strengths & weaknesses, (e.g., personnel, customers, 
equipment). 

Letter of intent / due diligence (D/D) 
• Agree on major deal points such as price and structure of 

proposed deal (stock or asset purchase transaction). 
• Verify accuracy of seller's financial and non-financial 

information about the business. 
• Timing, access to records, cost and proper talent to 

conduct D/D. 

Financing the deal 
• Small down payment as possible to reduce risk of loss. 
• Pay balance over long period at low interest rate. 
• Use bank and/or investor money. 
• Use future earnings of seller's business to pay balance 

due seller. 

Purchase and sale contract 
• Want as many representations and warranties as to all 

aspects of the business being purchased. 
• Want seller to retain all liabilities prior to closing the deal. 
• Want to eliminate any chance of risk for items not 

discovered during D/D. 
• Want to withhold 10-20 percent of the purchase price in 

escrow for the first one to two years after closing. 

Other considerations 
• Any employees not being retained. 
• Is the seller's office lease being assumed? 

Closing the deal 
• Ensure any open issues are satisfied and free/clear title to 

business is conveyed. 

SELLER'S PERSPECTIVE 
Confidentiality agreement/info request 

• Ensure trade secrets and customer lists are protected and not stolen by buyer. 
• Give as little information as possible other than positive aspects of business. 
• Keep lawyers and accountants fees in check given deal may not proceed. 

Letter of intent (LOI)/due diligence (D/D) 
• Agree on major deal points (same as buyer). 
• Posture business for highest valuation. 
• Negotiate and minimize volume of business records to provide under D/D 
• Give buyer short window to do D/D. 
• Seek break-up fee from buyer if LOI is terminated by buyer after D/D process. 

Financing the deal 
• Large cash down payment as possible in case business stalls after selling. 
• Obtain guarantees and collateral to secure purchase price being paid over time. 
• Don't act as a bank for a buyer. If so, then short period and high rate of interest. 

Purchase and sale contract 
• Give few representations and warranties about the business and make them 

precise and narrow in scope. 
• Make sale of assets on "AS IS" basis. 
• Provide as little indemnification as possible on potential contract breaches 
• Reduce or eliminate any proposed escrow holdback from the purchase price. 
• Shift as many business liabilities to seller post-closing. 

Other considerations 
• Negotiate L/T employment agreement. 
• Employee liability for any terminated. 

Closing the deal 
• Ensure buyer cannot terminate deal before closing, get the money. 

CONCLUSION. Prior to embarking on a large decision such as this, the land care 
professional should understand the elements of how a purchase or sale is crafted then 
consult a qualified CPA and attorney to help guide him through the process, u i 

Daniel S. Gordon is a CPA and John P. Corrigan is an Attorney, MBA and CPA who are both directors 
of Turfbooks, an accounting firm that specializes in accounting, as well as mergers and acquisitions 
for land care professionals nationwide. 
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An education in M&A 
After meeting with a number of people with knowledge of the mergers and 
acquisitions world, Marty Grunder came out of those discussions with these tips. Gründer 

Mergers and acquisitions. Well, 
that's not something I really 
know that much about, to be 
honest. However, I'm interested 
in them and since I'm interested 

in them, I have been seeking out experts, 
people who have actually experience with 
them. I've had 10 meetings in the past two 
years with business people who have done 
them and I've learned a lot. I thought I'd share 
what I've found out with you. I also have one 
point at the end of this column you're going 
to want to read whether you're interested in 
a merger or an acquisition or not. 

Look for a connection. I spoke with my client, 
Dan. He's done several acquisitions (no 
mergers) in the HVAC industry. In fact, 
one venture he did resulted in the company 
having combined revenue of $4 billion -
that's billion with a B! He also has done many 
acquisitions of HVAC companies. 

Sure, they aren't landscaping companies, 
but they are service businesses, so there's 
a lot in common. I learned from Dan to not 
have your attorney call a company you are 
interested in purchasing or merging with. 

Dan said, "I would not let your attorney 
do it. Many attorneys are good for 'papering' 
deals but typically not 'making' deals. Some 
attorneys are very commercial minded and 
work to get deals done - but they are hard 
to find. At any rate - the size deals you are 
looking at will be more about the connection 
you make with the seller and how that 
individual plays into your go forward plans." 

Look closely at what you are buying. After 
I met with Dan, I had lunch with my pal 
Michael. Michael is scary smart and he's done 
a ton of acquisitions, no mergers. He always 
looks at the numbers. 

He wants to know what kind of clients 
are coming over in the deal and what type 
of people he is getting to add to his team. 

Michael doesn't care about buildings, 
computers, or trucks and equipment. 

"That stuff means nothing to me. I don't 
want it. And in many ways, I want smaller 
companies, ones that are owner operated 
that I can take an owner, remove some of the 
burdens from him or her, and let them run 
the business day to day," he says. 

And then he advised me to "look at 
what they're doing. Are they as efficient as 
they could be? Would your systems help 
the company you are purchasing be more 
efficient and hence more profitable? Some 
more simple brilliance. 

Culture and cash flow. Then I listened to a 
local successful entrepreneur Ed, who owns 
a very large trucking company. He said, "The 
two most important things to consider when 
buying a company are culture and cash flow. 
Their culture has to fit your culture and the 
company has to have good cash flow for it to 
make sense. 

The notion that you are going to change 
a culture and miraculously fix their cash 
flow is a dangerous proposition." I marveled 
listening to him talk about a deal he spent a 
lot of money analyzing 
and putting through due 
diligence, only to walk 
away because he thought 
their culture would never 
fit with his was really eye 
opening. 

Why? Because I 
think as a whole, we 
entrepreneurs are way too optimistic. We 
think things will be easier than they end up 
being. 

Smooth sailing without you. Now for the 
granddaddy lesson of them all that came 
from my friend and mentor Les. Les was 
a long-time client that not only did a lot of 
business with me, but he spent hours with 

For more tips 
from Grunder, visit 

lawnandlandscape.com 
and search 

"An education in M&A." 

me through the years, still does actually. He 
retired a couple years ago and helps family 
businesses succeed to the next generation. 
And what he taught me is magical. Les says 
that whether you are selling your business 
or buying a business, the goal should be one 
thing, and that is to have that business set up 
in such a way, it runs without you. 

Why? Les reasons that whether you have 
the intention of selling your business or 
growing it, you need to get it running like 
a well-oiled machine. A business that runs 
like a well-oiled machine, with the owner 
present or absent, is far more marketable and 
valuable than one that relies solely on you. 
Get the business running well without me, 
whether I plan on selling it, doing a merger or 
an acquisition. 

My two cents. Finally, here's what I would 
do if I were you and you're considering a 
merger or an acquisition. I would seek out 
several folks who own businesses that have 
done them. Ask them what they liked and 
did not like; talk to them about what they 
would have done differently. Call PLANET, our 
national association, and ask them for some 

names of companies that have 
done them. Call those owners 
and go see them. Spend a few 
hours on the internet and see 
what information is out there on 
mergers and acquisitions. 

Ask around and find the 
attorney in your town that has 
the best reputation for handling 

mergers and acquisitions and go meet with 
them. Even if you have to pay them for an 
hour to talk, it could be the best money you 
ever spend. And then, finally, read my words 
above again and make sure you can check oft 
all those items too. 

The author is owner of Grunder Landscaping Co. and 
is a columnist for Lawn & Landscape 
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Commercial properties appreciate 
quality above all else 

A landscape is more than just green grass. 
Whether it is a recreational park, a home 
lawn or a commercial renovation project, 

a well-maintained landscape delivers a sense of com-
munity. It greets visitors, provides a play area for 
children and gives homeowners pride in their outdoor 
living space. As the economy continues to recover, 
the lawn and landscape market also continues to grow 
as commercial properties seek unique landscapes and 
beautiful spaces with quality turf. 

T o help you maintain your customer's landscape, 
Syngenta is proud to partner with Lawn & Landscape 
on this special Grow the Market report. Keeping in 
mind the value of quality customer service, the find-
ings in this report can help you implement business 
strategies for the year ahead. The report features 
feedback from your customers, giving you insight 
into current market trends such as: 

• 89 percent o f property managers reported 
their landscape budgets have remained the same or 
increased in the past three years. However, of those 
commercial properties whose budgets increased, 42 
percent increased their spending between 10 and 19 
percent. 

• More than half of property managers consider 
the quality of completed projects to be the most 
important hiring factor. In 2013, only 5 percent of 
decision makers hired a landscaper because the com-
pany offered the lowest bid. In the lawn care industry, 
commercial properties are willing to pay more for 
high-quality services that meet their needs. 

the Market report. In this issue, you will 
find many insights to help you grow your business. 

As homeowners and businesses begin to invest 
more into lawn care, Syngenta is looking forward to 
providing the tools you need to give them a beautiful 
outdoor space. With brands like Acelepryn insecti-
cide, Barricade herbicide, Heritage fungicide and 
new products in development, Syngenta remains 
dedicated to helping you grow your business with 
products that perform. 

Laurie Riggs 

Lawn Care Market Manager 

©2014 Syngenta. Important: Always read and follow label instructions. Some products may not be registered for sale or use in all states or coun-

ties. Please check with your state or local extension service to ensure registration status. Acelepryn. Barricade, Heritage and the Syngenta logo are 

trademarks o f a Syngenta Group Company. 

• When there are errors or a lack 
of efficiency in service delivery, 
69 percent of property manag-
ers are more likely to end the 
partnership. The importance 
of providing efficient service 
and completing a job in a 
timely manner ranks high on 
the list of necessary qualities 
for a landscaper. 

These are just a few of the 
trends identified in this 2014 Grow 
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BRAND NEW MARKET, 
SAME GREAT APPROACH 
BY CHUCK BOWEN 

When we launched Grow the Market 
last February, we sought to conduct 
the first major post-recession study 

of homeowners' attitudes about their landscaping 
and lawn care. We wanted to find out why Mr. 
and Mrs. Jones hired you, and why they fired 
you. How much do they spend on your services, 
and what they were planning to spend in the next 
few years? 

It was a great report, and we ran a year's worth 
of stories based on the data. I was excited to 
share it with every reader I talked to. But I was 
in Atlanta last winter, doing just that - sharing 
my excitement and geeking out about this data 
- and the contractor I was talking to looked at 
the notes, then at me and said, without missing 
a beat: "This is good. But what about property 
managers? I don't do residential service." 

I left a bit deflated, but with a plan to replicate 
the same ideas in a different market. And so 
Grow the Market II was born, in which we 
sought to answer the same questions about com-
mercial property managers. Here are some of the 
key points we learned: 

• Far and away, having good communication 
and high levels of good customer service ranked 
far ahead of pricing or services performed. Those 
are much more difficult to do, sure, but not 
impossible. 

• Most of our survey respondents - 60 percent 
- spend more than $20,000 a year on their entire 
landscape, and almost half of them say that bud-
get has increased since 2011. 

• Just 11 percent of respondents say their 
budgets have decreased in the last three years, and 
most of them say that drop has been less than 
10 percent. About a third of them say they've 

slimmed their landscape budget by between 10 
and 19 percent. 

• Seventy-eight percent of respondents to our 
survey say that a well-maintained landscape at 
their building helps increase occupancy rates. 

• Three-quarters of property managers agree 
that a well-maintained landscape is good for the 
environment. 

• Two-thirds of survey respondents say that a 
well-maintained landscape helps save water. 

• And, in a nod to how contractors stack up to 
other professions, only 7 percent of respondents 
say that they spend more time working through 
problems with their landscaper than with other 
service contractors. 

Now, residential service still is the bread and 
butter of the average landscaper, producing 
two-thirds of sales, according to our 2013 State 
of the Industry Report. Commercial work makes 
up just 22 percent of the average top line. For 
smaller companies, those numbers are thrown 
into higher relief: Companies earning less than 
$200,000 a year earn, on average, 17 percent of 
their revenue from commercial accounts. For 
companies earning more than $200,000 a year, 
commercial business only accounts for 28 percent 
of their top line. 

To me, that shows commercial landscaping as 
an untapped market for most of you reading this 
column right now. The following pages contain 
a treasure trove of data and analysis that will 
help you either enter the world of commercial 
landscaping, or intelligently expand your current 
commercial division. Our report does exactly 
what it says on the tin: It helps you grow your 
market. So read on and take notes. It's time to 
move on up. 

How we 
did it 

In mid-January, 
the editorial 
team at Lawn & 

Landscape teamed up 
with the fine folks at 
BOMA International - the 
nation's leading property 
manager association - to 
distribute a web-based 
survey to their members. 
We also asked some key 
commercial landscape 
contractors to pass along 
the same link to their 
customers. Ultimately, we 
received 248 responses 
from property managers, 
building owners and 
facilities managers in 43 
states across the country. 
The data in our report this 
month come from these 
people - all of whom, 
regardless of their specific 
title, are responsible for 
the hiring and firing of 
the landscapers at their 
properties. 

http://www.lawnandlandscape.com


Doing BUSINESS 
With Q BUSINESS 

Before you decide 
to try your hand 
at commercial 
landscaping, there 
are a few things you 
should consider. 

BY KATIE TUTTLE 

Profitability is the name 
o f the game, and when 
it comes to landscaping 
projects it can be the differ-

ence between staying in residential and 
making the giant leap to commercial. 
The fact of the matter is, any business 
can be profitable if it's run correctly. 
When it comes to residential versus 
commercial services, it's about the 
bottom line. 

If you've been tossing around the 
idea of getting more into the com-
mercial side o f landscape work (in 
this article commercial is defined as 
business parks, HOAs and other com-
mercial properties), now may be your 
time to make that big step. 

LOOK IN THE MIRROR. First things first, 
know what you want. That's the first 
step in making any type of decision, 

syngenta 
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Hutcheson 

and according to Orlando, Fla.-based U.S. 
Lawns President Ken Hutcheson, it defi-
nitely should be considered here. 

"Decide where you personally are more 
comfortable," he says. "Are you most com-
fortable dealing with professionals, or are 
you uncomfortable and more comfortable 
dealing with a residential homeowner?" 

Second, evaluate your mindset. What 
kind of mental situation do you feel most 
comfortable in? 

" ( I s ) the way you 
think transact ional?" 
Hutcheson says. " D o 
you like a beginning 
and an end to everything 
you do during the day? 
Because that's what resi-
dential is. You go to a job 
site, you do your service 
and you leave." 

The third thing to consider is your man-
agement style. There is a large difference 
between managing a residential crew and 
managing a commercial crew. 

"This is the most important," Hutcheson 
says. "Are you a micro-manager that likes 
control, or are you willing to delegate? If 
you're unwilling to give up control, have at 
it with residential, because it requires that. 
As the owner you have to be involved all 
the time. If you're willing to give up and let 
your team grow and be successful, you may 
be willing to jump into 
commercial. 

"Money and profits 
follow, but if you as a 
person can't delegate 
and allow others around 
you to grow, if you think 
long term instead o f 
thinking transaction to 
transaction, if you aren't comfortable talking 
to professionals, then stay in residential." 

Another thing to consider is your equip-
ment, according to Carly Rizor, enhance-

y Rizor 

ments account manager for Christy Webber 
Landscapes in Chicago. She says you'll need 
larger equipment to get the job done in the 
commercial world. 

"All these larger commercial sites require 
a different set of equipment," Rizor says. 
"So sometimes making that leap from purely 
residential to commercial spaces, which are 
just wide open, you'll want to take a closer 
look at your fleet to make sure it's something 
that you're capable of and that you're doing 
it as efficiently as possible." 

There's also the topic of certification. 
"The guy on the homeowner end, he 

doesn't care necessarily that you've got a lot 
of certifications," says Chris Kujawa, execu-
tive vice president of sales and marketing 
for Kujawa Enterprises in Oak Creek, Wis. 
"He wants to know that you're going to do 
a good job and he can trust you. The guy 
on the other end has a boss above him, and 
they've got corporate policies and so forth, 
that they want to see people with different 
certifications and professional degrees and 
those kinds of things. 

"That's an important distinction between 
the two. That's way more important to a cor-
porate property than a residential property." 

BUILD A CUSTOMER PORTFOLIO. I f you've 
thought all of these points through and made 
the decision to make the jump, your next step 
is to find customers. But how? 

"I've had the most success getting in front 
of commercial people by joining various real 
estate organizations where property managers 
and facility managers are meeting on a regu-
lar basis," says Gib Durden, vice president 
o f business development for HighGrove 
Partners. "Getting to network with those 
people puts a face to the name." 

Christy Webber, president o f Christy 
Webber Landscapes, suggests looking into 
your current residential clientele and the 
relationships you've already developed. 

"A lot of times when you really get to 
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know your residential 
customers . . . they own 
businesses, or work for 
businesses, so a lot o f 
times you have to lever-
age what you have," she 
says. "Find that home-
owner that just loves 
(you). That guy wants to 
see his landscaper succeed, he wants to be a 
part of helping." 

Unlike residential accounts, where you of-
fer your services and customers either accept 
or decline, commercial landscaping can be 
more cutthroat. These businesses are required 
to get two or three proposals before making 
a decision, and that's where the danger lies. 

According to Tom Houghnon, chief op-
erating officer for Reliable Property Services 
in St. Paul, Minn., commercial property 
managers price shop much more than resi-
dential clients. 

"The relationship is still very important," 
he says, "but customers are more cost-
conscious on the commercial side." 

Hutcheson says most of the customers 
know as much about this industry, or more, 
than some contractors. 

"Pricing must be accurate for you to get 
work," he says. "I can tell you 100 stories of 
customers that throw out the high bid and 
low bid because they are inaccurate." 

Note that Hutcheson mentioned both the 
high and low bid. In this business, it's not 
best to be the cheapest. 

"I think one common mistake people 
make is they try to enter into a new type of 
business by being cheap," says Bob Grover, 
president of Pacific Landscape Management. 
"People are working off of budgets . . . usually 
it's a fine line in their expense. If you do it 
really cheap in year one, it's going to be hard 
to raise that price." 

A way to make sure your bid is as accu-
rate as possible is to have a good estimating 
process. 



CONTRACT LANGUAGE 

ABOUT HALF OF PROPERTY 
managers still go year-to-year on 
their contracts with landscapes, 
and more than three-quarters say 
their time frame has stayed the 
same since 2009. Just one in ten 
respondents say they have changed the 
lengths of their contracts - longer or 
shorter - in the same time. 

"There is an an and science to estimating," 
Hutcheson says. "It can't just be winging it. 
That process has to be consistent from job 
to job to job. It's not competitive, it just 
requires accuracy." 

Kujawa says you need to know exactly 
what everyone wants from the project. 

"Write down that they are in fact calling 
for edging, for mulching, whatever services 
there are, because your idea of a full-service 
program and their idea of a full-service 
program might be differ-
ent," he says. "You can't 
include flowers in a pro-
gram that takes it from 
$30,000 to $40 ,000 if 
they didn't want flow-
ers. You won't get that 
company." 

Kujawa suggests creat-
ing a spreadsheet or matrix with one column 
being what the customer wants, and another 
column being marked off when you add that 
to your bid. 

KNOW YOUR NUMBERS. While it's important 
to know what the client wants, Houghnon 
says it's also important to know all your 
costs, so you can profit from the job. 

"You really have to know what you need 
to be profitable on the site," he says. "They're 
typically bigger properties and have differ-

How long is your average 
contract with a landscape 
contractor? 

1YEAR 2-3 YEARS 3 YEARS + 

49% 29% 22% 

y Grover 

How has the length of that contract changed in the last five years? 

1 0 % —j r - 1 2 % 
• Our contracts are longer today than five years ago. 

The length of our contracts has stayed the same. 

• Our contracts are shorter today than five years ago. 

ent demands and different ideas. We as an 
industry do a pretty good job knowing what 
our direct costs are, but we sometimes forget 
the other costs associated with doing the 
property, whether it's insurance to equip-
ment repair . . . that kind of gets put by 
the wayside. You have to make sure you're 
covering all those costs or it's just going to 
be a lost leader." 

Tom Canete, president and C E O of 
Canete Landscape & Garden Center in 
New Jersey, says that because of costs and 
everything involved, you most likely won't 
even see a profit until later in the season. 

"(The commercial properties) give you a 
lump sum for a year, and usually break it 
into eight or nine payments," he says. "So 
you're very heavy in the spring with what 
you're laying out. You may not even cover 
your out-of-pocket expense, so you have to 
be able to float that money until you start 
seeing a little bit of a profit after the sum-
mer. In the summer you skate by and come 
fall you start getting out of the red and get 
into the black." 

Sometimes, you are going to have a bid 
that's too high, and if the property manager 
isn't willing to negotiate, you may need to 
accept that and move onto a different job. 

"You can't go below what you can't go 
below," Webber says. "You just have to let 
it go. It's like buying a car. You love that car, 

Durden 

but if the guy isn't willing to negotiate with 
you on the car, then screw it whether you 
love it or not. You've got to let it go. You've 
got to make money, and many of these 
companies that went out 
in the last five years are 
because they didn't pay 
attention to that." 

"You're going to have 
to be diligent with it," 
Durden says. "A typical 
closing rate for com-
mercial properties is 20 
percent, so if you're putting out 100 bids, 80 
times you're going to be told no, 20 times 
you'll be told yes. Don't be discouraged and 
keep plugging along. Be consistent and don't 
get frustrated." 

So what happens if you've put in your bid 
and you realize it's not working out? 

"Be honest with yourself," Durden says. 
"You've got to know what kind of product 
you want in your portfolio. Not every com-
mercial job is perfect for every company. 
You've got to know what your niche is. 
Don't be afraid to say no to somebody if 
you don't feel it's going to be a successful 
project. We always want to please people. 
We're always the go-getters, we can do it, 
no job is too small . . . But sometimes a 
strategic decision to say no can pay better 
dividends." LAL 



Lawn Product Portfolio Watch Your Business Grow 
with Products that Perform 

With Syngenta, you get optimized formulations, strong technical field support, continual product research, industry 
support and cutting-edge programs to help you create the plush, green lawns you and your customers want. Here is just 
a sample of some of our products; visit www.GreenCastOnline.com to see our complete portfolio of lawn care solutions. 

Herbicides: 

yt Barricade 
Herbicide 

The longest-lasting pre-emergent herbicide. 

• Prevent weeds season long with one application; 
long-lasting pre-emergent herbicide controls 
crabgrass and more than 30 other weeds in dry 
or wet weather 

• Application timing flexibility—a wide window for 
spring or fall applications 

• Adjustable application rates for your desired 
length of control 

• Three convenient formulations—4 FL (liquid), 65 
WG (wettable granule) and on-fertilizer 

• Includes a crabgrass breakthrough guarantee 

• Tenacity' 
Herbicide 

Protect your seeding investment. 

• Use at seeding—bare ground seeding or 
overseeding—so new grass can flourish 
without weeds 

• The only residential-approved herbicide that 
selectively removes nimblewill and bentgrass 

• Provides pre- and post-emergent control of 46 
weeds & grasses in cool season turf—up to four tillers 

• Available in convenient 8-oz or 1 -gallon bottles 

^Monument 
Herbicide 

Endlessly versatile, relentlessly effective. 

• Post-emergent control of 43 broadleaf weeds and 
grasses including all the major sedge species 

• Weed control for any treatment size—available 
in individual 0.5-gram single-dose packets and 
25-gram packages (contains five individual 
5-gram packets) 

• Great tank-mix partner with Barricade herbicide 
for both spring and fall applications for pre- and 
post-emergent control of broadleaf, sedge and 
grass weeds 

• Remove cool-season grasses from established 
warm-season turf 

Fungicides: 

^Heritage J 
Fungicide 

The efficacy of a liquid, the convenience 
of a granule. 

• Broad-spectrum control up to 28 days 
• Highly water-soluble for quick uptake 
• As a systemic fungicide, it will not wash off or be 

mowed away—it even protects new growth 
• Protection from root to leaf tip of brown patch, 

gray leaf spot, red thread, leaf spot, summer 
patch, take-all patch, plus more than 15 other 
turf diseases 

Acelepryn* and Acelepryn* G are not for Sate, Sate into, distribution and/or Use In Nassau, Suffdk, Kings, Queens counties of New York State 

O 2014 Syngenta Important Always read and follow label instructions. Some products may not be registered for sale or use in all states or counties. Please check with your state or local extension service to ensure registration status. 
Adwxi'. Acetepryn". Barricade". Caravan Heritage', Mendan', Monument*. Tenacity", the Alliance Frame, the Purpose Icon and the Syngenta logo are trademarks of a Syngenta Group Company MW1LGT4007-SP1/14 

http://www.GreenCastOnline.com


Insecticides: 

• Meridian 
Insecticide 

Broad-spectrum grub and insect control. 

• Preventative and curative control of grubs 
through late second instar of development 

• Controls chinch bugs 
• Effective without rain or watering-in for up 

to one week 
• Movement of the active ingredient makes 

Meridian effective for shrubs, trees and 
landscape ornamentals to control foliar 
and soil pests 

• Available in sprayable WG (wettable granule) 
and spreadable G formulations 

• Acelepryn 
Insecticide 

Innovative technology, outstanding 
performance. 

• One application, applied early 
provides season-long control of grubs 

• Controls 10 turf-damaging white 
grub species 

• Controls caterpillars including black 
cutworms, sod webworms and fall 
armyworms 

• Excellent environmental and 
toxicological profile 

• Lowest application rate (0.1 lb ai/acre) 
ever used for white grub control 

Caravan G 
Insecticide/fungicide 

Two forms of control. One application. 
Better-looking turf. 

• First-ever broad-spectrum fungicide/ 
insecticide granular combination 

• Combines Heritage® fungicide and 
Meridian® insecticide 

• Controls more than 20 turfgrass diseases 
including brown patch, red thread, 
pythium blight and leaf spot 

• Controls numerous insects such as white 
grubs, chinch bugs, sod webworms and ants 

• Treat for the broadest range of pests in a 
single visit. Not just grub control. Not just 
disease control. Better-looking turf 

• Advion 
Fire ant bait 

Speed and control combined. 

• Provides fast, total colony control in 
24 to 72 hours 

• So effective one or two applications 
achieve year-long control of fire ants 

• Can be applied as either a mound or 
broadcast treatment 

syngenta 
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PROPERTY 
BY THE NUMBERS 
Our exclusive research will help you better understand 
and sell to commercial property managers. 

IN OUR LATEST Grow the Market research project, we asked property managers 

across the country what they thought of landscapes, why they hire you and why they fire 

you. Turns out communication, quality work and reliable account managers are some of 

the best defenses against low bids and shorter contracts. Use these data to help you better 

understand your customers and prepare for the coming season. - Chuck Bowen 

WHO WE TALKED TO 
W E SURVEYED 

248 commercial 
property managers, 
building owners and 
other folks to see 
what they think of 
landscapers. Everyone 
who answered our 
questions is in charge of 
hiring the landscaper at 
their buildings. All told, 
we received responses 
from 43 states. 

What title best describes 
your position? 

How many buildings 
do you oversee? 

9 % 

How many acres of outdoor 
landscape/turf do you oversee? 

1 0 % 8% ^ 9 % r i o % 

W P 1 8 % ^ ^ ^ 1 4 % 

Property manager 
Building owner 
Facilities manager 
Developer 

I 1 

2-3 
4-6 

I 6 or more 

i Less than 1 
i-3 
4-6 

I 6 or more 

What type of facilities/grounds do you oversee? (Choose all that apply.) 

Hra m 
Business park/ 

multi-building property 

44% 

Homeowners' 
association 

13% 

Apartments 

39% 

Strip mall 

7 6 % 

Standalone 
office buildings 

44% 
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WHY THEY HIRE YOU WHY THEY FIRE YOU 

F AR AND AWAY, quality of work and staying on budget are the most important 
things to the average property manager when it comes to hiring a landscaper. 
For as much talk as we hear about low bids and the cutthroat nature of the 

commercial world, price comes in tied for fifth on the list of top reasons. This jives with 
what we've been hearing in the last few years - that many contracts went to low-bid 
companies during the recession, but property managers got what they paid for when it 
came to quality of work. After a year or two of shoddy craftsmanship, property managers 
came back to the more expensive - but more reliable - contractors. 

Coming in a distant second, with 19 percent, is a high level of customer service. 
This suggests that even if you can't come in at or under budget, or the quality 
of work isn't up to snuff, you can still win the business if you're up front and 
communicate well about the status of your jobs. Green services and certifications 
come in dead last, with just 2 percent of property managers choosing those as the 
top reasons to hire a company. 

What's the most important factor when you decide 
on hiring a landscaper? (Choose only one.) 

Quality of work - jobs are completed C Q / 
on time and within budget / O 

A high level of customer sen/ice 19% 

My relationship with the company contact/account manager 8% 

The company offers multiple services 7 % 

The company is highly recommended or has great reviews 5 % 

The company has the lowest bid 5 % 

The company offers green/sustainable services 2% 

Insurance and/or professional certifications 2% 

AGAIN, WE SEE THAT almost two-thirds of property managers say 
the most important thing about their landscaping is how it looks. 

Keeping the landscape a low-cost item on the budget is a distant third place, 
with just 9 percent of respondents choosing price. About one in five say the 
most important factor is simply not having to worry about it. 

What is most important to you when it comes 
to the landscaping at your building(s)? 

• Aesthetics/curb appeal 
Not having to worry about it 

• Keeping the landscape a low-cost line item 
• Sustainability/environmental impact 
• Security 

ALMOST THREE-QUARTERS of respondents cited 
problems with services or improperly completed jobs 
as the most common reason they fired a landscape 

contractor. In second place was poor customer service or 
bad treatment by an account manager, which highlights the 
importance not just of quality work, but of putting the right 
person in charge of handling each customer. High prices came 
in near the bottom of the list, with just 4 percent of property 
managers saying it was why they often changed landscapers. 

What is the most common reason you fire 
a landscape contractor? (Choose only one.) 

Problems with services/jobs 
aren't completed properly.. ...69% 
Poor customer service/bad treatment by 

account manager 19% 

Poor communication 5 % 

Price is too high 4% 

I don't trust them 3% 

62% 

WHEN ASKED WHAT a landscaper could do to 
instil confidence in their company, more than half 

of respondents said excellent communication. Everything 
else - multiple service offerings, being local, a long tenure 
in the market - pales in comparison, with those responses 
just barely breaking into double-digits. 

What one thing could a service provider do 
to instill confidence in their company? 

^ ^ ^ Have excellent 
^^r^ communlcation.... 53% 
Offer multiple services 13% 

Be local to my market 

(not a national company) 11% 

Have a good image 11% 

Have been in business for many years 6% 

Have certifications/professional 
trade association memberships 5 % 

Have the lowest bid 1% 



LET'S TALK 
ABOUT 
MONEY 

M OST OF OUR SURVEY 
RESPONDENTS - 60 
percent - spend more 

than $20,000 a year on their entire 
landscape, and almost have of them 
say that budget has increased since 
2011. Of those property managers 
who have increased their landscaping 
budgets, about half say they've 
bumped up less than 10 percent. 
About four in ten say they've 
increased spending by 10-19 percent. 

Just 11 percent of respondents say 
their budgets have decreased in the 
last three years, and most of them 
say that drop has been less than 10 
percent. About a third of them say 
they've slimmed their landscape 
budget by between 10 
and 19 percent. J j ^ B i j ] 

H o w h a s y o u r total b u d g e t for 
l a n d s c a p i n g ( m o w i n g , e n h a n c e m e n t s , 
irr igation, l a w n c a r e , etc.) c h a n g e d in 
the p a s t three y e a r s ? 

H o w m u c h d o y o u s p e n d o n 
l a n d s c a p i n g ( m o w i n g , e n h a n c e m e n t s , 
irr igation, l a w n c a r e , etc.) in a y e a r ? 

60% 

• Less than $10,000 
$io,ooo-$i4,999 

$i5,ooo-$i9,999 
More than $20,000 

ft My total budget has gone up 4 7 % 

My total budget has stayed the same 42% 

ft My total budget has gone down 11% 

A s a p e r c e n t a g e of y o u r total 
b u d g e t , h o w m u c h d o y o u s p e n d on 
l a n d s c a p e e n h a n c e m e n t s in a y e a r ? 

6% 3% 

60% 

Less than 10% • 20%-29% 
i o % - i 9 % • 30% or more 

WHEN WE ASKED about the next two years, half of the respondents said they plan 
on increasing their landscape budgets. Another 45 percent said they would keep their 
spending about the same. Just 7 percent said they would be spending less by 2016. 

H o w d o y o u ant ic ipate y o u r ft My spending will go up 48% 
total s p e n d i n g o n l a n d s c a p i n g ^ spending will stay the same 45% 
c h a n g i n g in the n e x t t w o y e a r s ? 

ft My spending will go down 7 % 

A SHARPER 
SALESPITCH 
W E ASKED OUR RESPONDENTS 

to tell us how much they agreed 
wi th the fol lowing statements as a way to 
judge what was truly important to them 
when it comes to their decision of hiring 
landscapers. These numbers indicate the 
percentage of property managers who 
said they agreed or strongly agreed wi th 
each statement. Use these as a way to 
hone your sales messages. 

Curb appeal is 
important to 
my tenants 

87% 

A well-maintained landscape at my building helps increase occupancy rates.... 78% 

A well-maintained landscape is good for the environment 7 4 % 

A well-maintained landscape helps save water 67% 

It's important to me that my contractor provides all the exterior services 60% 

Sustainability is an important factor when considering a contractor 5 2 % 

Certifications or memberships in professional trade 

associations are an important factor in my decision to hire a landscaper 3 5 % 

A well-managed landscape is too expensive to maintain 7 0 % 

I spend more t ime working through problems wi th my 
landscaper than wi th other service contractors 7 % 
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Service with a SMILE 
Commercial clients need a lot of attention. 
You need an account manager who can give it. 
B Y J I M H U S T O N 

An experienced commercial 
maintenance account manager is 
one of the most important roles at 

your company. Whether you can develop your 
existing sales team into this role, or you have to 
find someone new, it's a position you can't go 
without. 

According to Lawn & Landscape research, after 
quality of work, commercial property managers 
cite high levels of customer service and their 
relationship with their account manager as the 
most important factor in hiring a landscaper. 

Here are some qualifications and performance 
expectations I've found that can help you find the 
right person. 

QUALIFICATIONS 
• Minimum of five years of combined 

commercial landscape maintenance 
production and sales experience 

• An associate degree (preferably in the green 
industry) and a certified landscape professional 
certification 

• A valid driver's license that is insurable on the 
company's insurance policy 

• Possess excellent written and oral 
communication skills 

• Possesses excellent computer skills 
• Able to make effective presentations to clients 

and sell $750,000 to $1 million of commercial 
maintenance projects annually 

• Able to represent the company in a courteous 
and professional manner 

EXPECTATIONS AND RESPONSIBILITIES 
• Oversees $500,000 to $1 million of commercial 

maintenance projects annually 
• Ensures vendor pricing is competitive and 

accurate 

Sells approximately 10 percent to 25 percent of 
account contract amount in enhancements 
Develops new business and prepares bids for . 
supervisor to review 

Prepares all bids/proposals for enhancement 
work 
Reviews all bids/proposals with sales manager 
for accuracy and marketability 

Presents all proposals/documents to client 
Closes sale and coordinates job specifics with 
accounting personnel 

Coordinates job specifics with production 
personnel 
Meets with client and ensures that all client 
concerns are addressed in a timely and 
professional manner 

Conducts monthly walkthrough with client and 
identifies and documents any discrepancies 
Provides written monthly report and files in 
customer file 

Ensures that jobs are kept on schedule, and at 
or under budget 
Processes all change orders/enhancements 
and ensures that they are priced and processed 
correctly 
Interfaces with subcontractors to ensure timely 
and accurate completion of their work 
Interfaces with suppliers to ensure timely and 
accurate delivery of job materials 
Interfaces with company production manager 
to ensure client's expectations are met and 
that jobs are kept on schedule and on budget 
Ensures that all safety procedures are 

G o to our site to download full-length 
job descriptions for both commercial a n d 
residential landscape account managers. 

followed and reports any unsafe conditions to 
supervisors 

• Continuing education requirement minimum 
of 20 hours per year 

ONE MORE THING. I'd highly recommend 
having all of your key staff sign a confidentiality 
agreement and/or a non-compete agreement. 
In addition, account managers should use a 
customer relations management (CRM) software 
package. It should be mandatory that the account 
manager schedule all meetings, to-do items, 
phone calls, proposal due dates, etc., using the 
CRM software. Brief notes from meetings and 
client conversations should be entered daily and 
always be kept current. 

If the account manager gets run over by a 
truck (or quits), the company has a record of what 
he or she has been doing. I've seen a number of 
account managers depart a company and take all 
of the information that they've been collecting 
with them. 

WHERE TO LOOK. There's no silver bullet or 
hidden secret as to where to find good account 
manager prospects. Landscape contractors are 
scouring every possible nook and cranny where 
they might find good help. You have to be in 
constant hiring mode. 

Many of my clients have found Craigslist 
or Angie's List a good resource. Others look 
for people in a service sector outside of the 
green industry, and who have great attitudes, 
communicate well, are trainable and are looking 
for an opportunity, L&L 

The author runs J.R. Huston Consulting, a green 
industry consulting firm, and is a columnist for Lawn & 
Landscape. 
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GO ALL IN 
Give your clients the full monty and ask 
to be their one-and-only service provider. 

BY KATIE TUTTLE 

So you've done it: You've made 
the leap to commercial landscap-
ing. Congratulations. But what 
do you do if all your crews are 

doing is maintenance? How do you take 
that next step to sell yourself as a full-service 
company? The commercial property you 
maintain may hire a different company for 
irrigation, a different company for snow 
removal and another one for construction. 

How do you become their one-and-only 
contractor? 

T o m Canete, president and C E O o f 
Canete Landscape & Garden Center , 
Wayne, N.J., says a simple, but important 
first-step for his company is marketing. 

"Let your customer know you do all that 
stuff," he says, suggesting that you hand out 
mouse pads and magnets with your provided 
services and contact information on them. 
"They pass their file cabinet 10 times a day 
and your magnet's there. What happens 
when their other guy doesn't come through? 
They call you because you're staying in their 
face. You may not be getting the work, but 
you're staying in their mind." 

Most landscape« we contacted agree that 
the easiest place to sell yourself as full-service 
is with your current clients, and not just for 
added revenue. Another contractor coming 
onto your client's property for lawn care, 

parking lot maintenance or snow removal 
could put your business at risk. " I f they have 
to go out and hire a different company, I po-
tentially put my relationship at risk because 
I'm not able to provide all their needs," says 
Bob Grover, president of Pacific Landscape 
Management, Hillsboro, Ore. 

Tom Houghnon, chief operating officer 
for Reliable Property Services, St. Paul, 
Minn., echoes Grover's statements. 

"Your margin is definitely a lot stronger 
if you're a full-service provider," he says. 
"Mowing and weekly services, while they can 
be profitable, that's really where you can get 
upside down quickly. If you can't provide the 
irrigation service or some of the enhancement 
services, it's going to be significantly tougher 
to make a profit and succeed in the com-
mercial market. You're giving up significant 
revenue potential that can help compensate 
for the lower margin mowing work that got 
you the facility in the first place." 

Grover also says you shouldn't be worried 
about a lack of resume or long list of previous 
work, and you definitely shouldn't let that 
keep you from offering your services. 

"I 'm a firm believer in 'act the way you 
want to be,'" he says. " I f you have one refer-
ence, you've got a reference. You don't have 
to have a long history before you can say you 
do it. Say it confidently or show examples 

confidently. You don't say, 'Hey I just started 
this this year,' you just say, 'We provide this.' 
You may not have done it last year, but act 
confident that you know what you're doing." 

So what happens if your client already has 
another company do that service, and you're 
thinking about offering to do it yourself 
instead? 

"I just say 'I'm not trying to kick anyone 
out of the box, but I surely would love the 
opportunity to bid it,'" says Christy Webber, 
president of Christy Webber Landscapes in 
Chicago. "They can't really deny you that, 
but at least you get to throw your hat in 
the ring. Ask for the opportunity to price 
it at least." 

ASK FOR THE WORK. If your client contracts 
multiple companies for the work on the 
property, you may stumble across another 
hurdle in your attempts to be full-service: 
What if they don't want to consolidate? 

"In those markets, there's really only one 
way to go about attacking that," says Ken 
Hutcheson, president of Orlando-based U.S. 
Lawns. "Develop a working relationship with 
that customer or prospective customer by 
using one as the entry point. You will not sit 
in front of a customer that has always kept 
(services) apart and convince them conver-
sationally that they can bundle all together. 



DON'T HATE. CONSOLIDATE. You won't be a trusted counselor unless you 
have a working relationship with them. Once 
they trust your counsel, then you can start 
sharing your reasons why they should bundle 
and use you." 

WHAT MAKES THE RIGHT CHOICE. When it 
comes down to it, the client will pick which 
is the right choice for them. 

"We put a proposal in for snow plowing," 
Canete says. "The previous guy had it for 

0-plus years and charged per hour. They 
had a check-in system, then had to check 
cameras to make sure everything was working 
or they weren't being mis-billed, and that 
was their pain." 

When Canete Landscape & Garden 
Center put its bid in, the proposal included 
a pay-per-event plan. 

" I f 7 inches fall, we only charge for 7 
inches," Canete says. "We had proven our-
selves with the landscaping, so they checked 
our snow references. Now they're one of our 
top referrals." 

When it comes to why the client should 
chose you over another company, there's 
more involved than just costs. Something 
to also consider is relationships. 

"To sell yourself," Houghnon says, "say 
'we're on the site and you deal with us in 
the summer, you can deal with us in the 
winter.' We know the site intimately in the 
summer. When it comes to winter, it's the 
same guys coming so they're going to know 
that property because they're on it so much 
in the summer." 

It's also about your knowledge and co-
ordination. 

"So many things we do are dependent 
upon the weather or the application timing," 
Hutcheson says. "When you mow affects 
when you do a fertilizer application." 

It can also benefit the client in a non-
typical financial way. 

"We can easily reallocate funds in your 
budget," Hutcheson says, "and do it very 
affectively from service line to service line. I f 

Sometimes your clients hesitate to go 
all-in with just one service provider. 
Ken Hutcheson, CEO of U.S. Lawns, 

has some key points to keep in mind when 
convincing your customers to consolidate. 

ACCOUNTABILITY. "There's a natural 
relationship among these service lines, they 
affect each other, and if one doesn't work 
well, another won't work well,"he says. There 
will be one company to look to if something 
happens and they're using a single source. 

CREW COORDINATION AND TIMING. So 
many things we do are dependent upon the 
weather or the application timing," he says. 
Using one crew for everything on the site 
allows them to time for the best results. 

UNDERSTANDING THEIR NEEDS We know 
what you need and we know access points. 
There are benefits to us understanding the ins 
and outs of the property," he says. Because 
you're on the site in the summer, you know 
exactly where that pesky section of land that 

the weather means you don't need as much 
maintenance early in the season as expected, 
we can reallocate cutting funds to something 
else, like mulch or flowers. We don't need to 
cut because it's been dry, so we install flowers 
instead, or do a mulch application." 

Houghnon says it's not just about the 
relationships with on-site crews either. 

"Something that gets forgotten is the 
administrative side," he says. "The invoices 
look the same . . . the billing, the invoic-
ing, the proposal sheets . . . everything to 
the certificate of insurance. It's just more 
consistency and that's the key of the thing. 
Even the person who answers the phone is 
the same in the summer and winter. Some of 
it sounds pretty minor, hut it's like anything 
else. You're comfortable with the people you 
deal with." 

doesn't drain is located. If you're also doing 
snow removal in the winter, you'll know to 
not pile snow there. 

YOU OWN THE LANDSCAPE. It's more 
intangible, but it resonates with the customer. 
We own (the landscape) and want to be proud 
of it. It's hard to be proud when we cut the 
grass but we don't own any other aspect of 
it," he says. 

FLEXIBILITY WITH MONEY. We can easily 
reallocate funds in your budget and do it very 
effectively from service line to service line," 
he says. If the weather has been unkind when 
it comes to the plants lining the walkway and 
there's no point using the budgeted funds to 
plant more, it's easy to reallocate that money 
to irrigation, in order to help the current 
flowers survive. 

THE MOST IMPORTANT FACTOR IS TRUST. 
"They always end up trusting the contractor 
who's on the site every week," he says. "If 
they don't, you're not on the site anymore." 

One thing most people don't think about 
is how can being full-service affect your 
company negatively? For the most part, it's 
all win-win, but there is one pretty big way it 
can have a negative impact on your company. 

" I f you're making money and you're very 
successful, but you mess up the snow that 
one time, you'll never do the landscaping 
again," Webber says. 

At the end of the day, it all comes down 
to the relationships and trust you have with 
your clients and vice versa. 

"They'll say 41 can get anyone to come 
out here, but this company also has my 
best interest in mind,'" says Gib Durden, 
vice president of business development for 
HighGrove Partners, Austell, Ga.. "I think 
it makes you more of a partner with that 
property manager than just a vendor." L&L 



RAIN, SNOW SHINE 
Weather has played a major role in what diseases are hitting trees. By stacie Zinn Roberts 

IT SEEMS WEATHER, MORE THAN ANY 

other factor, ushers in pests and diseases 
that leave trees vulnerable to infection. 

In Denver, where temperatures may 
swing by as much as 50 to 70 degrees in 

one day, tree diseases usually "aren't a huge 
thing," says Steve Geist, senior consulting 

arborist with Swingle Lawn, Tree & Land-
scape in Denver. But in 2012, Denver saw 
an unusually hot spring. 

"In 2012, we ran into an uptick of Pine 
Wilt Disease," Geist says. The disease is 
caused by the Pine Wood Nematode, a 
microscopic, wormlike animal. "Pine Wilt 

is the only tree disease caused by an animal," 
he says. 

"It's very peculiar and difficult to work 
with," Geist says. "It's a major pest in the 
Midwest: Illinois, Missouri, Central and 
Eastern Nebraska, and Kansas has got quite 
a bit of it. It gets going a lot faster if you 
have a hot spring, which we did in 2012. 
We were running into quite a few deaths of 
Austrian and Scots pine, exotic pines that 
aren't native." 

T o treat it, you inject the trees every other 
year with a product with the active ingredient 
abamectin, Geist says. 

While the spring of 2012 was hot and dry, 
the spring of 2013 was cooler in Denver. 
"In 2013, we didn't see a whole lot of it. It 
cooled off. It's still here but it takes millions 
of these things inside a tree to choke it off. 
I f it doesn't get warm in the spring, the 
reproduction cycles are muted a little bit." 

NO SOLUTION. Thousand Cankers disease, 
which attacks black walnut trees, has also 
been an issue in parts of Colorado. 

"Thousand Cankers has wiped out walnut 
trees in several communities in the eastern 
plains of Colorado," Geist says. "You cut the 
tree down. There is not a great solution for 
it. Soil drenches with insecticide are thought 
to slow the progression down. 

"We use Merit, or post patent, anything 
with imidacloprid. It comes from a small 
tiny bark beetle and tens of thousands of 
these things attack a tree. They cause a fun-
gus which causes a canker and the cankers 
coalesce and kill the tree. 

"It is awful but we don't have that many 

This Austrian pine tree has been 
infested with Pine Wilt Disease, major 
problem in the Midwest. 



walnuts in Colorado. It keeps popping up 
in the Midwest and eastern states where the 
walnut is native. For us, it's just sad. For 
them, they'll have a huge problem." 

Rex Bastian, PhD, is a regional technical 
advisor for Davey Tree, and he is based in 
suburban Chicago. He also says that Thou-
sand Cankers is a major threat to the walnut 
trees in the states where it's native. 

"They believe it came out of some of 
the walnuts that were in southwest U.S., 
Arizona, New Mexico . . . it showed up in 
Tennessee a year or so later then moved into 
Virginia, then Pennsylvania, and last year it 
spread into North Carolina and Ohio. These 
things, they get a little toehold and begin to 
spread out from there." 

SWIFT DEATH. In the Mid-Atlantic states, 
Bastian, whose territory stretches from Chi-
cago into New York and Pennsylvania, says 
Boxwood Blight is also of concern. 

"This disease is causing major issues and 
is likely to get a lot worse in future years, 

Top and bottom: 
examples of 
Rhizosphaera 
needlecast. 

Middle: The result 
of Thousand 
Cankers disease. 

although most of these diseases can ebb and 
flow with weather conditions," Bastian says. 

Some universities, including North Caro-
lina State, are working to identify fungicides 
to help with Boxwood Blight, Bastian says, 
but the treatments are preventative, not 
curative. 

John Brewer is an arborist representative 
for Arborist Enterprises in Lancaster, Pa. 
In his region, just outside of Philadelphia, 
boxwood blight "is the newest disease" in 
the area. "We've been getting alerts from 
Penn State Extension. It's only been in the 
area for about three years now, so it's pretty 
new," Brewer says. 

"At this point, there's no cure. It can kill 
a plant in about two weeks. Basically, you 
notify the extension agency and remove the 
infested material... We're managing it more 
at this point. It's an issue with nurseries. If 
they're growing boxwoods for sale, then they 
have to wipe out the entire field, or fields, of 
boxwoods." 

Still, even when the disease is found, the 
removal process is one that must be done 
with caution so as not to spread the disease 
to other plants. 

" I f you're trying to prune it out, you have 
a 10 percent bleach and water solution to 
spray on the pruning tools. You put infected 
cuttings in a landfill or burn them. And, after 

Rhizosphaera needlecast 
on a Colorado spruce. 

handling it, don't go out and touch another 
boxwood," Brewer says. 

LETHAL NEEDLE. Weather has also contrib-
uted to the increase in conifer Needle Cast 
disease in the Midwest, Bastian says, "because 
of the rainy springs we've had." The disease, 
he says, impacts spruce, pine and Douglas fir 
trees. The disease has become so prevalent, 
Bastian says, "that landscapes are not plant-
ing Colorado spruce anymore in our area" 
because of its susceptibility to it. 

The disease attacks the needles o f the 
plant, causes them to turn brown and drop 
off, "leaving a bare-looking tree, especially 
on the inside of the plant . . . now that the 
disease has taken effect, you can't put the 
needles back. They don't grow back in the 
same place," Bastian says. 

Treatment of the disease is difficult. "The 
disease is sneaky. Symptoms might not show 
up for 12 or 14 months and by then you may 
be a day late and a dollar short," he says. 
Though treatments may be available, they 
can be costly, Bastian says, which makes the 
decision between treating the tree or remov-
ing it a cost/benefit analysis for a residential. 

MOVING OUT. If there's a trend in tree disease 
management, these experts say that rather 
than trying to combat some of these most 
insidious diseases, they're seeing an increase 
in removing infested or vulnerable tree vari-
eties and replacing them with newer, more 
resistant cultivars. 

With Boxwood Blight, for example, 
Bastian says, there are many cultivars o f 
Boxwoods that vary in their susceptibility 
to Boxwood Blight. 

"Probably what we'll see is that the ones 
that are more resistant, those species will be 
used more," he says. 

"They won't be planting the highly sus-
ceptible cultivars, but that takes time for 
nurseries to be able to gear up." L&L 

The author is a freelance writer based in Mount Vernon, 
Washington. 



TAG-TEAMING TREES Caring for trees becomes a team effort 
when pros enlist the help of customers 
and landscape crews to keep them healthy. 

Always remind your clients 
that trees are an asset. 

By Julie Collins 

DETERMINING GOALS FOR tree care is key when New Way 
Tree Services in San Diego, Calif., begins working with a new 
customer. "Are we making things look like Disneyland or do I 
just need to get trees out o f the parking lot because tenants are 

complaining?" asks Evan Sims, a certified arborist and tree worker in 
charge o f business development for New Way Tree Services. 

For some companies, customer input ends there. Some trees are 
trimmed, maybe a few are removed and that's about it. But in other 
cases, the work continues, as the contractor seeks to educate customers 
about their trees and get them actively involved in the tree care process. 

SELECTION. Before putting a tree into the ground, educating customers 
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about planting trees that are compatible with 
the hardiness zone they live in is important, 
says Scott Jamieson, vice president of Bartlett 
Tree Experts in Grayslake, 111. 

"It 's not good to plant a tree from a 
nursery in Tennessee in the ground in Min-
nesota," he says. "You want to source your 
trees as locally as possible for soil and climate 
reasons." 

CALLING ON CUSTOMERS. Enlisting customers 
to assist with tree care doesn't mean setting 
them loose to prune on their own. But they 
can serve as extra sets of eyes on alert for po-
tential tree problems. "I don't expect a client 
to look for defects and certain things we are 
trained to see," Sims says. "I tell them, just 
be aware and, if you see a trend occurring, 
let us know early on." 

In particular, tree pros might rely on 
customers to assist with: 

WATERING. "Watering is the most important 
factor early in a tree's life. Customers can 
help make sure the tree has the appropri-
ate moisture in the soil," Jamieson says. 
Particularly during drought conditions, it's 
important to give the actual trees - rather 
than just the turf or perennials around them 
- plenty of water. 

MULCHING. Turf, hardscapes, or other mate-
rials surrounding the base of the tree aren't 
enough, says Jamieson. Mulch is valuable for 
insulating the soil, retaining water, reducing 
weed infestations, preventing soil compac-
tion and reducing lawn mower damage. 
Even if you don't ask customers to mulch the 

trees, Jamieson says they can at least maintain 
mulch as needed between visits. 

SPOT PESTS. Because customers see their trees 
a lot more than contractors do, they are often 
the first line of defense against pests. That's 
why Jamieson educates customers about 
seasonal pests and keeps them updated when 
an outbreak strikes. "Notification right away 
is key," he says. 

In Portland, Maine, where Lucas Tree 
Experts is located, hemlock woolly adelgid 
recently began to devastate hemlocks and 
spruce trees in the area by sucking their sap. 
Marty Folsom, consulting arborist for Lucas, 
asks homeowners to look out for the egg sacs 
of the pest, which look like small cotton balls 
on the underside of the branches, so they 
can notify him immediately if they spot any. 
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NOTICE CHANGES. Jamieson encourages 
customers to let him know right away if 
their trees are changing color or dropping 
leaves at times of year they don't normally 

do that, which may be a sign of serious 
damage or problems. Often, such a signal 
doesn't come until weeks or months after 
a problem has presented itself, but it's still 
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important for customers to let Jamieson 
know so his company can do anything they 
can to save the tree. 

" I f clients see any signs that don't look 
right, I encourage them to contact me early, 
because there's very little we can do once a 
tree is in severe decline," Sims adds. "That's 
often when I get a call, and it's too little 
too late." 

CONSIDER CONSTRUCTION. Folsom says most 
people think big trees have roots that go 
way down in the soil, but the roots most 
important to the sustainability of the tree are 
located in the top eight to 12 inches of soil. 

"They don't realize that equipment, com-
paction and filling in around them can make 
a difference in the health of the tree," he says. 

Because home contractors may not realize 
the impact they can have on nearby trees, 
Folsom reminds homeowners of this fact 
whenever he can. "Home contractors say, 
'Oh yeah, your trees will be fine,' fill in an 
area and all of a sudden three years down the 
road people are calling and asking why their 
trees look terrible," he says. 

LANDSCAPER HELP. In many cases, landscape 
contractors are also enlisted to assist with tree 
care. Supplemental irrigation or fertilization 
may be out of the control of tree workers or 
arborists on the large commercial properties 
Sims' crews work on. "That can really affect 
tree health," he says. "So any soil fertilization 
or water around the trees needs to be closely 
monitored by the landscape manager. 

"When I give presentations to our in-
house people or lunch-and-learns for clients, 
mostly what I encourage is just to have an 
awareness, to look up every once in a while," 
Sims says. He jokes that arborists are always 
looking up and, in doing so, they trip over 
irrigation and step on plants, whereas land-
scape people are always looking down. 

No matter the audience, education about 
tree care comes in a variety of forms. Ja-
mieson and Sims often hold workshops for 
other contractors or for customers. In addi-
tion, New Way Tree Services includes an 
"education" section on its website to provide 
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customers with additional seasonal information 
or advice. Lucas Tree Experts send flyers to all 
customers three or four times a year notifying 
them of prevalent disease or insect problems. 
Some contractors also direct people to quality 
resources that can supplement the information 
they provide. For instance, Sims refers custom-
ers to the International Society of Arboriculture 
website as well as local university extension 
offices or agricultural schools for additional 
information on topics such as pest problems. 

"I try to convey to my clients that their trees 
are assets," Sims says. "They're valuable. Trees 
provide a host of benefits monetarily and en-
vironmentally. I really try to convey all those 
benefits and that paying attention to your trees 
is worth it." L&L 

The author is a freelance writer based in Lincoln, III. 

More than counting trees 

People regularly have management 
plans for their turf, irrigation systems, or 
swimming pools. But Scott Jamieson, 

based in Grayslake, III., as vice president of 
Stamford, Conn.,-based Bartlett Tree Experts, 
argues that more people need to consider the 
benefits of conducting a tree inventory and 
management plan, particularly for customers 
with a large number of trees on their property. 
"Preventive, proactive management takes out 
the guesswork. It's the best way to head oft any 
problems," he says. 

"The most common question we get is 
'Hey, what's wrong with my tree?' But often, 
by the time we get that call, the damage 
happened weeks or months ago and may be 
irreversible," Jamieson says. "Once you know 
what the potential issues are, you can schedule 
maintenance based on the trees," he adds. 

New Way Trees also otters mapping, 
using Geographic Information Systems (GIS) 
technology to note exactly where a tree is 
located and what its species, size, condition and 
maintenance requirements are. Such long-term 
planning is particularly beneficial for New Way's 
large clients, such as homeowner's associations, 
which may have limited budgets with which to 
address ongoing maintenance and long-term 
planning for their properties. 
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BIOCHAR 
For the complete version of this story, visit 
lawnandlandscape.com and search "biochar." 
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Carbon-rich charcoal is 
becoming more popular 
to help with tree care. 

By Kelby Fife 

IN THE AMAZON BASIN, where the Ama-
zon River and its tributaries drain into the 
forests of South America, patches of dark, 
charcoal-rich soil called terra preta exist. 

This "black earth" is found where ancient 
cultures lived, many years before the arrival 
of Europeans. 

Unlike the other red and yellow weathered 
soils typical of the region, terra preta is highly 
fertile. Why? Human-made additives were 
incorporated more than 2 ,500 years ago 
to develop land that would otherwise have 
proved difficult to cultivate. For thousands 
of years, this soil has retained its fertility and 
is well-known for its productivity. 

Inspired by the legacy left by the earliest 
residents of the Amazon basin, the idea of 
adding carbon-rich charcoal to soil is now 
being applied in urban and suburban tree 
care in the form of biochar. 

CHARCOAL REDISCOVERED. While the con-
cept of using charred matter as a soil amend-
ment is centuries old, the creation and use 
of biochar as we now know it is a relatively 
new idea in tree care. 

As a soil additive, it has unique character-
istics that improve the condition of the soil, 
creating a better environment for growing 
trees and shrubs. 

Biochar is a carbon-rich material made 
from waste organic debris. Due to its porous 
nature and high surface area, the addition of 
biochar improves the soil's ability to retain 
water. This reduces the need for watering, 
helps regulate soil temperature and improves 
a plant's ability to grow. 
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Adding carbon-rich charcoal to soil 
is becoming more common 

Use o f biochar also reduces 
nutrient leaching, the loss o f 
water-soluble nutrients from 
the soil. Critical macronutrients 
like nitrogen, phosphorous and 
potassium and micronutrients 
remain in the soil for plant use. 

Keep in mind that biochar is 
not a fertilizer. Its addition does 

not alter the nutrients in the soil. 
Rather, it creates more favorable 
soil conditions so that nutrients 
remain present and can be used 
as needed by the plant. 

Beneficial microorganisms 
like Trichoderma and mycorrhi-
zal fungi thrive in soil amended 
with biochar. Mycorrhizal fungi 
have a symbiotic relationship 
with plants. 

They live on or in the roots o f 
a host plant, promoting efficient 
root function and offering the 
plant protection from soil-borne 
pathogens. 

The increase in the presence of 
these microorganisms resulting 
from use o f biochar means better 

growth and improved resistance 
to insects and disease. 

O n c e added, biochar, and 
its benefits, persist in the soil 
for years - similar to the fertile 
terra preta that remains in the 
Amazon basin today. 

BRING THE HEAT. During pyroly-
sis, plant waste is heated at high 
temperatures in the presence o f 
little or no oxygen. 

The result is a highly porous 
charcoal (biochar) that can be 
tilled into the soil o f a tree or 
shrub's root zone or introduced 
by liquid injection. 

T o be clear, biochar is not just 
any charcoal. Its ingredients and 

the way it is produced yield a 
charcoal specifically suited to soil 
incorporation. What's more, not 
all biochar is created equal and 
landscapes should be aware o f 
the differences. 

Biochar can be created from 
almost any discarded organic 
waste; however chars made from 
woody biomass typically yield 
a superior product for most 
landscapes. 

Knowing and understanding 
the water content, bulk density, 
ash percentage and adsorption 
capacity o f the biochar is also 
key. L&L 

The author is an arboricultural researcher 
at Bartlett Tree Experts. 
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§ / ^ ^ ^ o this day, I know 

nothing about land-
scaping," says Mark 

Tomko, C E O of Metco Land-
scape in Denver, a $28-million 
firm that has landscaped 32,000 
new homes. The company cap-
tures 40 percent of the home-
building market in that region, 
not to mention a thriving $ 11 
million maintenance and snow 
division that has quadrupled 
in growth since the economic 
downturn in 2006. 

But anyway, Tomko knows 
nothing about landscaping. He 
left his career as a stockbroker 
after the 1987 market crash and 
began mowing lawns. 

After 28 years in the business 
and growing his firm to $33 mil-
lion with a staff of450 at its peak 
in 2005, has learned everything 
the hard way. 

"My business has always been 
based on customer service. That's 
my passion," he says. "I really 
just knew nothing - I didn't 
even know what a walk-behind 
mower was, I only knew what a 
21-inch mower was." 

Here's what Tomko always 
did right: He showed up on 
time, he did what he said he 

was going to do, he built trusted 
relationships with clients, and he 
recruited a staff of people who 
are skilled and motivated to grow 
with the company. 

In that time, Metco has esca-
lated from a homegrown business 
to a market leader, managing 
some real bumps along the way. 
The biggest was in 2009 when 
the firm's revenues plummeted 
by half, down to $14 million. 

"It was quite a ride," Tomko 
says. "But we learned a lot of 
lessons." 

CRUNCHING THE NUMBERS. Met-
co was founded in 1997, but 
Tomko says it "started being a 
real company" in 2000. That's 
when he began to focus in on the 
two hallmarks of what separate 
his business from the pack: strong 
numbers and skilled people. 

What sparked the more pro-
fessional business approach? "My 
son was born in 1998, and I said, 
'Gee, you've got to start getting 
serious now because you've got 
a family,'" Tomko says. "And, 
we owed a lot of people a lot of 
money. We were virtually broke 
in the year 2000." 

Metco had $300,000 in debt 

and $8 ,000 in the bank that 
year. In one year, Metco paid 
off $200,000 of that debt, and 
in 2002 the balance was back to 
zero. He started watching every 
dollar that came in and out of the 
business. "And, we had an extra 
$350,000, so that was when the 
ball started rolling." 

In 2001, Metco did $3.2 mil-
lion in revenue. The firm closed 
2006 with $33 million because 
of the housing market boom. 
Metco became the go-to for 
the area's key builders, which 
were planting subdivisions en 
masse. "We could never keep our 
systems ahead of our growth," 
Tomko says of those years. 

But what Metco did right was 
watch the numbers - and an-

Mark Tomko left a career in stocks 
to grow a $24 million company. 

By Kristen Hampshire 

ticipate the downturn. Tomko 
halted equipment purchases in 
2006 - a bold move since the 
firm would buy $1.5 to $2 mil-
lion in equipment each years. 

During that time, a number 
of builder customers went bank-
rupt. But Metco cut expendi-
tures, trimmed down the staff 
and kept an eye on payroll and 
materials expenses 

BALANCING THE MIX. Metco 
Landscape operates four dis-
tinct divisions: maintenance and 
snow, custom (residential design/ 
build), a commercial division and 
homebuilder department. Before 
the housing market crashed, that 
maintenance division was about 
25 percent of the overall business. 

But establishing more stability 
during a time when homebuild-
ing contracts were lead was abso-
lutely critical to Metco's survival. 

"Our game plan is to be one-
third maintenance, one-third 
commercial and one-third home-
builder work," Tomko says. 

Now, Metco is pricing better, 
too. "We are not afraid to lose 
work on price anymore," he says. 
"Back then, we'd take work at 
any price, and no we said, 'Wait, 
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visit www bobcat.com/million. Bobcat Company reserves the right to extend or 

y discontinue any of these programs at any time without prior notice. Bobcat* and the' 
! jk$>cat logo are registered trademarks of Bobcat Company in the United States and various 

countries. ©2014 BobcaLCwman^l l RightsReserved. I 1252J-0 
% 

W Bobcat 
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UNSTOPPABLE OWNERS 

Eye on the numbers 
Mark Tomko is a stickler about watching his 

numbers. He posts budgets and actuals at 
Metco Landscape in Denver, so his employees 
have a clear view of the company's financial state. 

"Everyone sees the numbers," says Tomko, 
CEO. "We post those numbers everywhere and we 
celebrate all of our wins, and if we lose, we learn." 

Here are some strategies Tomko recommends 
companies use to help them engage their entire 
team in working toward a common goal of 
financial success. 

Weekly checkup. Every week, department heads 
report on their revenue and payroll and materials 
expenses. Then, when budgets are set up at the 
beginning of each month, Tomko can project 

exactly what the company should be spending 
and earning every day, week and month. 

Focus on the variables. "So the variables like 
payroll and materials are two numbers you can 
really control," Tomko says. He monitors those 
weekly, meets with department heads to compare 
budgets and actuals, and relies on those heads to 
communicate budget information down the chain. 

Meet and review. Every month, project managers 
and office personnel meet to review the 
company's numbers and forecast the upcoming 
month. "Everyone is all about the numbers," 
Tomko emphasizes, adding, "We also have a lot 
of fun." 

this is the price. If you don't like 
it, you can go to Google and find 
someone else.'" 

GEARING UP AGAIN. Now that Metco 
is swiftly growing once again, Tom-
ko is gearing up for a $32 million 
year in 2014. 

This time, Tomko is in the office. 
He now has four salespeople and two 
vice presidents on board. 

Is he afraid to dive in after falling 
so hard? 

" W e can sense when things 
change," Tomko says of the econ-
omy. "It doesn't bother us, and we 
let that tide take us where it takes us. 
We are ready to run it again and see 
how it goes." L&L 

Use Snipped in the Spring & "Break the Rake!" 

Use in early spring to eliminate 
flowers before fruit sets. 

No messy fruit 
No messy seed pods 

No messy nuts 

WtmKiv 

New & ^ 
Improved Tip! 

Tree Tech ® 
microinjection systems 
www.treetech.net 

950 SE 215th Ave. I Morriston, FL 32668 11-800-622-2831 I info@treetech.net 

http://www.treetech.net
mailto:info@treetech.net


Visit weedalert.com on 
your mobile device 
to download 
the app. 

p b i / G Q R c l o n 
I C D R p o R j h o n 

.A/i Employr« Oicnod Comptmy 
weedalert.com is a service mark of PBI-Gordon Corp. 12/13 03144 

• An industry service 
brought to you by: 

How does 

Make you feel? 

Never before has job costing, routing, scheduling, and 
billing been so easy, so rewarding, and so accessible. 

Because now, CLIP is 

In The Cloud! 
Starting a new company is hard. 
That's why we're offering a free copy of CLIPitc to the 

1st 100 companies with 100 customers or less. 

~ Sales@CLIP.com • 800-635-8485 • CLIPitc.com 
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Stop Track Derailments On 
Compact Track Loaders CTL'S 

• CAT 279C/289C/297C/299C CTl Loaders 
• John Deere CTL Loaders 

• Turn One ft Two Flange Idlers 
Into Three Flange Idlers 

- Capture The Track's Cleats At All Four Sides 
• Spread the Machine's Werght. Torque Forces 

Out and Over The Drive Cleats w . O o o o b 
«StopWheel Failures! 

•CAT 247/257 AÄB.ASV/ 
TERTX 30/S0/60 Models 

• Forget Hubbed Wheels Upgrade To BoH On Alloy Wheels 
• 100% Larger Axle than OFM ft 43% Larger Bearings 

• Grease Packed / Preload Adjustable 

TOLL FREE 855-575-LUGS (5847) 
DIRECT 913-947-3934 

www.bairproducts.com 
email: info@bairproducts.com 

NEPTUNE'S HARVEST TURF FORMULA 
(2-0-2) ZERO PHOSPHORUS 
• New product designed for states with zero 

Phosphorus laws 
• High energy mix, shows greening in days 
• Increases microbial activity in soil 
• Produces strong, healthy, deep roots 
• Improves quality of grass and soil 
• Safe for the environment 

Ingredients: 
Hydrolyzed Fish, I 
Molasses, 
Seaweed, Humate, 
and Yucca Extract. 
Available in 1, Conventual ly i 

Call for a FREE SAMPLE to test for yourself. 

(800) 259-4769 

www.neptunesharvest.com. 
Neptune's Harvest, div. o f Ocean Crest Seafoods, 

88 Commercial St., Gloucester, MA 01930 
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Yo u g otta 
LIVE IT 
To become ISO 9001/SN 9001 certified and stay that 
way, a company has to adopt a permanent culture of 
process improvement. Case Snow Management did 
just that and is now reaping the benefits. 

By Jason Stahl 

Case Snow Management's reason for 
pursuing ISO 9001/SN 9001 quality 
management certification was simple 

- to grow the business. And not only did the 
company achieve the certification, it became 
the first company in the snow management 
business to do so. 

"When you're growing your business, you 
know you need to have processes in place," 
says Bill Carello, vice president of Case Snow 
Management. "But when you're small, you 
don't need all those processes, and they 
actually get in the way. In order to grow our 
business, we knew we needed ISO." 

When Carello and the other leaders at 
Case discussed the concept with Kevin Gil-
bride, executive director of the Accredited 
Snow Contractors Association (ASCA), con-
sultant John Allin and others a couple years 
ago, it just made sense to them. And with a 
background as a CPA, he already had a good 
understanding of ISO. 

"It's a quality management system that's 
all about customer satisfaction, and that's 
what we do," Carello says. "We looked at it 
and said, 'Look, we know we want to grow, 
and it's a quality management system that's 
all about safety, training, customer satisfac-
tion, crossing your Ts and dotting your Is 

and the whole nine yards.' 
It was perfect." 

Gilbride says there are 
many benefits to becoming 
ISO certified, but the initial 
driver for ASCA creating 
the SN 9001 quality man-
agement system (which 
works in conjunction with 
ISO 9001) was risk man-
agement. 

"The ASCA was look-
ing for ways to reduce risk 
because of the skyrocketing 
insurance costs out there," 
he says. "We wanted to give professional 
snow and ice management companies the 
tools to manage risk themselves to reduce 
that risk for insurance companies." 

Gilbride continued, " O f the slip and fall 
lawsuits that are lost or settled, more than 
50 percent of the time, they're lost or settled 
due to a lack of documentation. ISO 9001 
plus SN 9001 ensures that you have that 
documentation and that it's verified by a 
third party." 

The process for Case Snow Management, 
while not simple, went very smoothly. ASCA 
put Case in touch with Smithers Quality As-

Becoming ISO 900i/SN 9001 certified 
will help protect snow contractors 
against lawsuits. 

sessments, a company that audits and certifies 
companies for ISO 9001/SN 9001. It turns 
out one o f Case's employees, Gretchen 
Merriman, was going through the process 
of becoming accredited herself and needed 
a company to beta test. Merriman spent a 
full day at Case doing a pre-assessment and 
examining its quality manual. 

"(Merriman) said, 'I think you already 
have 75 to 80 percent of the processes in 
place,'" Carello says. "We already had the 
training, safety and paperwork, and we were 
meeting the industry standards anyway, but 
it just had to be put in ISO language." 



After hiring an outside internal 
auditor to examine the quality 
manual, Carello says he set up 
stage 1 with Smithers where the 
auditing company looked at Case 
from top to bottom. 

"Basically, we had to summarize 
our processes and list the process 
names and associated require-
ments of each along with that," 
he says. 

After Case fixed a few minor 
things, Stage Two was scheduled, 
where the company passed and Mer-
riman was witnessed and accredited. 

"Stage 2 was an audit comprised 
of observations, record reviews and 
personal interviews to determine 
the level o f implementation and 
effectiveness of documented proce-
dures," he says. 

From start to finish, the process 

lasted roughly six months. Carello 
estimates it cost $8,000 to $10,000, 
including the internal auditor he 
hired outside of Smithers because he 
felt he was too close to the process 
itself and an outside opinion was 
needed. 

"At the end of the day, you will 
be more efficient, and that will cor-
relate to customer satisfaction. But 
(employees) have to take the steps in 

M r a 

The grass is greener 

To Frank Mariani, being an ISO-certified organization 
simply means trying to embrace and encourage 
continual improvement. 

His company, Lake Bluff lll.-based Mariani Landscape, 
has always tried to do that, especially over the five years 
since it first achieved the ISO certification. 

Mariani was first introduced to the concept by his 
partner Fred Wacker, who came to the company from 
the manufacturing business where ISO is more common. 
He also saw lean principles, one of the components of 
ISO, in practice during a tour of Ariens Co. and was blown 
away. 

"I said, This is spectacular'" Mariani says. "I was 
awestruck by it, and I came back and told Fred that I think 
we could benefit from it." 

It took Mariani Landscape nearly two years to achieve 
the certification, and it's never looked back. He has seen 
numerous benefits from ISO certification, including 

boosting camaraderie among employees and general 
improvement of the way they do things. 

"In the past, when we would have certain incidents 
come up, we would fix that one problem and wouldn't 
capture that information but just wait until it happened 
again," Mariani says. 

"Now, when something comes up that we think is 
important and feel we could benefit from changing the 
way we go about doing that task, instead of just jumping 
on the problem right away we try to come up with a 
policy/procedure to make sure the problem never comes 
up again. 

"Instead of putting a Band-Aid on it, we pull the thorn 
out of the finger, and that's really beneficial. 

"At a company like ours, everyone always has a 
better way of doing something, and that's fine and 
dandy - but not if you have 430 people all doing it a 
different way. Now, we try to encourage people to make 
recommendations on how we can do something better. 
But until we officially adopt it, we don't change the way 
we're doing it." 

JÉBOKS 
•^•AFTER THE S 

SMALL ENGINES 
•AFTER THE SALE IT S THE SERVICE THAT COUNTS!' 

COMMERCIAL & 
BUSINESS SAVINGS 

www.JacksSmallEngines.com 

http://www.JacksSmallEngines.com


place in order to get to that point," Carello 
says. "By implementing and living ISO, the 
product is better at the end and the customer 
is satisfied." 

Carello says Case had no trouble with 
employee buy-in as they had already been 
doing a lot of things ISO requires anyway. 

"We hold ourselves to a higher standard 
and employees know that, so they bought 
in 100 percent," he says. If someone had 
acted out and said, "This is ridiculous,' they 
wouldn't be with us." 

What Carello loves most about ISO is that 
it's auditable and never ending. Every year, 
the company will be audited to see that it's 
conforming to the ISO standards. 

"Every single year, we could be audited 
any day, so we have to be 100 percent," he 
says. "That's what I like about ISO - you 

The ISO process cost Case approximately 
$10,000 and took six months to complete. 

have to keep on top of it. With ISO, it's not 
just a piece of paper. If you're not living it, 
you will have nonconformities and you could 
lose your certification." 

Other benefits aside, Gilbride emphasized 

that the risk management advantage of ISO 
9001/SN 9001 is huge in the snow world. 

"Plaintiffs' attorneys are running a busi-
ness just like everyone else, and they ask 
three questions when a case comes in - can 
I win it, how much can I win it for and how 
quickly can I win it?" Gilbride says. "They're 
going to find out very quickly when they're 
filing claims against ISO 9001/SN 9001 
companies that they're not going to be able 
to answer yes to all those questions. 

"Therefore, in time, there will be a reduc-
tion of lawsuits because ISO 9001 and SN 
9001 will be like a neon sign to these guys 
saying these companies are going to have 
their documentation and be able to paint a 
picture from two years ago." L&L 

The author is a freelancer based in Cleveland. 

Clean Up Your 
W#rld BILLYH— 

GOAT 

Spring Cleanup Made Easy! 

Self-Propelled Overseeder 
• New foot pedol activation for operator 

comfort & longer blade life 
• New blade design improves slicing, reduces 

thatch pick-up & extends blade life 
• floating cutting head 
• Auto Drop™ saves seed 

Aerator 
• Softest tine Engagement 
• Lift n Lock/Easy turning 
• Outboard drive wheels 
• O-Ring Chain/Greasable 

bearings 

KV Vacuum 
• Zipperless bag 
• 5-blade serrated impeller 
• Optional Self Propelled 

available 
• Variable height adjustment 

18" Hydro Sod Cutter 
• Set and Forget blade depth 

adjustment 
• Reverse speed 
• 3.5 mph transport speed 
• Rear swivel caster for 

curved work 

Scan the OR code 
below to see the 
Hydro SC video at 
www.blygoat.com! 

For more informat ion, contact 
your Billy G o a t representative at 

1-800-776-7690 
or visit www.b i l l ygoa t . com 
P o w * r » d by 

rrmeo by 
SUBARU HONDA 

Clean up with Billy Goat! www.billygoat.com 

http://www.blygoat.com
http://www.billygoat.com
http://www.billygoat.com


Prosli 
r r i e T S m o o t h e s t R id ing S u l k y ! 9 

BILLMASTER 
S O F T W A R E 

INVOICING & SCHEDULING MADE SIMPLE 
CUSTOMER MANAGEMENT 

FAST SEARCHING 

T h e all in o n e s o l u t i o n for t h e 
P e s t C o n t r o l I n d u s t r y ! 

" B I L L M A S T E R - On T h e Go" 
A link to your office PC that actsas your 24/7 office assistant 

Works with ANY Cell Phone/iPad/Tablet! 

P H O N E 2 0 1 - 6 2 0 - 8 5 6 6 
E M A I L sales@billmaster.info 

W E B www. bi 11 master, i nf o 

Turn YOUR computer into YOUR road support staff today! 
Text DEMO to 502-883-6600 and try for yourself. 
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Accountants to the Lawn Care Industry 

Does Your Accountant understand the Lawn Care Industry? 

• Accounting/Bookkeeping • Tax Preparation and 
Services Audit Representation 

• Bank and Credit Card 
Reconciliations 

• Outsourced CFO Services 

• A/P and A/R Management • Fast, Reliable, Affordable 

Serving Lawn Care Companies Nationwide 

Daniel S. Gordon, CPA 
As an Owner, Manager, CFO and Industry Consultant, Dan 
has been involved with the development of several service 
companies from inception to $15 million in annual sales 
levels and beyond. 

What Others are Saying: 
Dan has helped take my business to a new level with focus on improving 
accounting, operations and financial management. If you are looking for 
one of the finest accounting service providers in the industry, Dan is your 
guy! He listens, is down to earth, and provides crucial feedback to help 
your business grow! 
Matt Jesson 
President. Green Lawn Fertilizing, Inc 

Want Better Financial Information? Call Turf Books Now 

Ph: 973-300-Û288 

643 W Ellsworth Street • Columbia City, IN 46725 
PH (260) 244-4654 • FAX (260) 244-7355 

(^Change for 
the qood 
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"I'm a new arborist at 
SavaLawn. It was really important for m e to 
work in a c o m p a n y that uses the very best 
m a n a g e m e n t a n d sustainable practices 
including integrated pest m a n a g e m e n t 
I'm impressed by the disciplines 
that SavaLawn follows, a n d the 
continual improvement philosophy 
of the c o m p a n y . This assures a 
promising future that benefits the 
c o m p a n y , its employees a n d its customers." 

Are you ready to join forces with SavaLawn? 

Victoria McCarthy 
Arborist 

1 • , • r 1 »',•<• ' 
SavaLawn 

Your first choice for a green career. 

Offices in CT, DC, IL, MA, 
MD, NJ, NY, PA & VA 

Please fax or email 
your resume to 
914-242-3934/ 

careers@savatree.com 
savatree.com 

Rewarding Work | Career Development | Cutting-Edge Equipment 
Amazing Properties | Expert Mentors | Continuous Improvement 

http://www.lawnandlandscape.com/readerservice
mailto:careers@savatree.com


Maximize your advertising dollars 
W e offer the industry's lowest costs for y o u to be seen in both 
Lawn & Landscape m a g a z i n e and on w w w . l a w n a n d l a n d s c a p e . c o m . 

BUSINESS OPPORTUNITIES 

Please contact Bonnie Velikonya 
at 8 0 0 / 4 5 6 - 0 7 0 7 X5322 or bvelikonya@gie.net. Lawiiâ4andscape 

BUSINESS OPPORTUNITIES 

* T w o Profit C e n t e r s 

NO PAYMENTS, NO INTEREST I J ™ Custome^BaseT' 
FOR«)1 DAYS * - NO Payments/Interest 

W P \ Y o u r I n s t a l l s * A S i m p l e ' E a s y A t i d - ° n S e r v l c e we Your installs * Buy M a n u f a c t u r e r Direct 
www.allprogreens.com/training | -800-334-9005 

SYNTHETIC GOLF GREENS SYNTHE 

* T v 

NO PAYMENTS, NO INTEREST I ™ 
FOR ) RAYS 

We LJND Your Installs 
www.allprogreens.com/training 

SYNTHETIC 

* -
* Two Profit C e n t e r s 
* Two R e v e n u e S t r e a m s 
* T w o C u s t o m e r Bases 
* 9 - NO Payments/Interest 
* A Simple, Easy Add-On Service 
* Buy Manufac turer Direct 

1-800-334-9005 

C LAWNS 

. oh it. 
DEER 
bit tolunom for Dm Tkk b faquito Control 

Own Your Own ohDEER 
Franchise in 2014 

No snow, no problem, ohDEER is a 
12 month business providing all natural 

solutions for deer control and 
tick & mosquito control. 

Contact ohDEER at 
888-643-3378 for details, 

www.ohdeerl .com 

BUSINESS WANTED 

John Allin Consulting PJA, Inc. 
We represent a company seeking to 
expand operations in all of PA, MD, 
WV, OH & NJ through acquisition of 
companies with snow profit centers. 

For more information contact: 
John@johnallin.com 
Rick@johnallin.com 

814-452-3919 

BUSINESS FOR SALE 

Lawn Ferti l ization a n d 
Irrigation Business 

Well established. Compact Southern New Jersey 
service area. Premium residential. Many prepay. 

No mowing, landscaping, snow removal etc. 
100% recurring revenue. Super high retention 

rate. Documented revenue S300k+. 1 4 % 
growth 2013. Less than 3 production employees 

needed. Asking $260k. Positive cash flow 
while you pay off. Great business expansion 

opportunity. Owner financing. No real estate. 
Equipment additional. 

Call Albert Van Sciver, CPA, 856-428-9769 ext 111 

Established full service lawn, tree & pest 
control company for sale in Spokane, 

Washington. Full season company offering 
pruning, mowing, & snow removal 

starting our 10th year in business. Family 
owned and looking to retire. 

Looking to sell Immediately if possible! 
Email arborprolawn@centurytel.net 

for inquiries. 

http://www.lawnandlandscape.com
mailto:bvelikonya@gie.net
http://www.allprogreens.com/training
http://www.allprogreens.com/training
http://www.ohdeerl
mailto:John@johnallin.com
mailto:Rick@johnallin.com
mailto:arborprolawn@centurytel.net


BUSINESS FOR SALE CONSULTANT FOR SALE 

FLORIDA LOWER KEYS 
26 Year old lawn and landscape company. 

Equipment and Employees in place. 
Gross S337K, Cash Flow $ 138K asking $299K 

Lender Pre-Qualified $46K down 
Call John 772-220-4455 or 

john@acquisitionexperts.net 
ACQUISITION EXPERTS, LLC 

SNOW AND ICE MANAGEMENT 
COMPANY FOR SALE IN ONTARIO 
Specializing in Commercial and Municipal 

customers. Company is 20+ years old. 
Excellent reputation in marketplace. 
Consistently profitable. Multi-year 

contracts. Excellent safety record, good 
documentation. Owner retiring, but will 
stay on to aid in transition. Equipment, 
customers, assets, highly trained staff. 

Building optional.The Company maintains 
good documentation and a strong health 

and safety program. 
This Company is a leading edge snow 

contractor effectively using technology 
when their competition does not. 
If you are interested in potentially 

purchasing this business, please contact us. 
Richard Sippola, Investment Banker 
PJA, Inc. dba John Allin Consulting 

Tel: (440) 520-5864 
RICK@JOHNALLIN.COM 

CONSULTANT 

ISO 9001 SN 9001 consultant 
specializing in providing a turnkey solution 

or guidance in developing procedures, work 
instructions, internal audits and management 
reviews to meet the requirements of ISO 9001 

and SN 9001. ASCA certified with twenty 
years'experience in implementing quality 

management systems. 
Contact Ed Nelson at 410-860-2824 or 

ednelson@verizon.net for more information, 

Contractors: Ever feel alone? 
Don't make enough money? 

Work too many hours? 
A chance for consulting and interaction 

with other landscape contractors; no 
competitors allowed. We have a proven 

process that has worked for over 22 years. 
Call to see if space is available in your area. 

Monroe Porter, PROOF Management 
www.proofman.com 804-267-1688 

Jim Huston's Consulting 
I will provide your company with the tools and 
training you need to make your business more 

efficient and profitable. 
I help you: 

Develop and Implement a Strategic Plan 
Create Accurate Budgets 

Bid Jobs More Confidently 

Our consulting can be customized to your needs. 

For more details email 
Jim at jhuston@jrhuston.biz 

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 

NEED PLOW PARTS? 
www.plowpartsdirect.com 

The name says it all. 
Western, Snoway, Meyer 

NEW/USED/REBUILT 
Plows and parts 

Largest diverse plow inventory 
Western, Fisher, Blizzard, Meyer, 

Diamond, Snoway, Snowman, Boss 
1000 plows in stock 

WWW.STORKSAUTO.COM 
610-488-1450 

FOR SALE 

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 

REDUCE PESTICIDE USE 
BY 5 0 % OR MORE 

SNOW EQUIPMENT FOR SALE 
Arctic-Sectional and Scoopdogg Pushers 

Pushers used starting at $900 
Pushers new starting at $1400 
14 Salt Spreader V Boxes Used 

All sizes all 1 year old starting at $3000 
Call or text Chad 5 1 3 - 6 7 8 - 1 5 9 7 

GOT PLOW 
PARTS? 

WWW.GOTPLOWPARTS.COM 

The Lawn & Landscape Media Group's 
Reprint Service 

Call 800-456-0707 to learn more. 

E C 0 - 5 0 5 
INJECTION SYSTEM 
Spot-spray pesticide while c 

Toll free - 800.706.9530 
r B f M n u A n B f Phone - 585.538.9570 
G R E G S O N - C L A R K F a x 585.538.9577 

Sales@GregsonClark.com 
a dtoooo< u out t»c GregsonClark.com 

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 

View classifieds at 
www.lawnandlandscape.com 

mailto:john@acquisitionexperts.net
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LANDSCAPER ACCESSORIES HELP WANTED 

m y i l i l l l l 

m 
Chemical Vest and Chemical Chaps, 

Mower Trash Bags, Line Trimmer 
Chaps, Hedge Trimmer Chaps. Zero Turn 

Mower Covers. Line Trimmer Covers, 
^ Arm Chaps, and Much MuchMore!" 

Over 200 Ou a lit y, Innovative la nil s cap er Occessnries 
= W W W . W E C H A P P S . C O M f \ 

8 0 0 - 8 1 6 - 2 4 2 7 W 

HELP WANTED 

• fDUKE'S 
l andscape Managrmmt, inc. 

We are an award-winning full-service 
landscape management firm committed 

to high quality products, on time 
delivery, and superior customer service. 

Due to our continued growth and 
success we currently have the following 

career opportunities available: 
Sales Manager 

Design Build Manager 
We offer excellent compensation, 
benefits package, and great work 

environment! 

Duke's Landscape Management 
50 Rt. 46 W, Hackettstown, NJ 07840 

908.850.6600/ fax 908.850.5516 
email mindy@dukeslm.com 

Sales & Operations 
Snow and Ice Management 
Company is looking for highly 
motivated individuals to fill full 
time sales/operations positions in 
PA, OH, NJ, DE, VA, WV and MD. Job 
responsibilities include managing 
all aspects of snow account: selling 
and building snow business in his/ 
her respective areas, finding and 
managing subcontractors, and day 
to day operations. Work from your 
home with some travel. Salary + 
Commission + Benefits. 

Please email your resume and 
salary requirements to: 

chuck@snowandicemgmt.com 

GreenSearch 
Since 1995, GreenSearch is recognized as the 

premier provider of professional and confidential 
employment search exclusively for exterior and 

interior landscape, irrigation, and the overall 
green industry throughout North America. 

Check us out on the Web at 
www.greensearch.com or call toll free 

at 888-375-7787 or via 
e-mail info@greensearch.com 

Snow and Ice 
M a n a g e m e n t Company 

We are looking for Subcontractors in 
DE, FL, GA, IN, KY, MD, NC, NJ, 

NY, OH, PA, SC, TN, VA, WV 
to provide SNOW removal, 

landscaping, parking lot 
sweeping. Please go to our website 

www.snowandicemgmt.com 
and fill out our form 

"Join our Team" 

Project Manager/Superintendent 

Landscape construction company 
seeking professional with extensive field 
management experience and exceptional 

skills. Must be expert in landscape, 
hardscape, concrete forming and pouring, 
grading, and drainage. Computer literate, 
disciplined, technically skilled multi-tasker 
who is a decisive, detail oriented problem 
solver. Able to control, lead, communicate, 

and complete difficult projects within 
guidelines given. 

Send resume: mihnow15@gmail.com 

Landscape Maintenance 
Division Manager 

We are a leading provider of design/build 
construction and landscape maintenance. 

Seeking experienced individual to help lead 
and grow this division. With proven leadership 

skills, strong customer service relations, 
and diversified green industry background. 
Organized and energetic, 5 yrs minimum 

experience required. 
Send resume: mihnow15@gmail.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 

Lawn&Landsape Classifieds 

To Advert ise 
Call Bonnie Velikonya 
800/456-0707 X5322 

INSURANCE 

SINCE 1985 WE'VE BEEN 
PROTECTING BUSINESSES LIKE 
YOURS IN THE GREEN INDUSTRY! 

Proven process: 
Discovert Educated Partner^Consult&Service 
Quick and easy application 
Member PLANET & C.A.L.C.P 
All coverage lines available, often with 1 company 

E Multitude of coverage options with special products for: 
| Your Work 
B Pollution, including Auto 
B Professional / E&O 
B Damage to customers' property 
| Herb / Pest Endorsement 

Dynamic, Sincere, Reliable, Transparent, Integrity 

CALL TODAY FOR A QUOTE! 

Justin Buren, AU 
1-800-886-2398 

Justin.Buren@bureninsurancegroup.com 
www.bureninsurancegroup.com 

http://WWW.WECHAPPS.COM
mailto:mindy@dukeslm.com
mailto:chuck@snowandicemgmt.com
http://www.greensearch.com
mailto:info@greensearch.com
http://www.snowandicemgmt.com
mailto:mihnow15@gmail.com
mailto:mihnow15@gmail.com
mailto:search@florasearch.com
http://www.florasearch.com
mailto:Justin.Buren@bureninsurancegroup.com
http://www.bureninsurancegroup.com


INSURANCE LAWN SIGNS PLANTS, SEEDS & TREES 

* T H E * 
K E E N A N 
A G E N C Y 

Liability Insurance 
For Your Work 

Most insurers will not 
provide coverage for 
damaged lawns as a 
result of your work as 
defined in all standard 
General Liability policies. 
If your tech is negligent, 
the product applied is 
improperly mixed or 
agitated, a rogue em-
ployee intentionally damages the yards, 
or perhaps the lawn was not properly 
diagnosed, there is no coverage for the 
damage done to the customer's lawn as 
a result of your work. Some insurers call 
this the business risk exclusion. 

Other common endorsements that 
have been added to General Liability 
policies in the past such as the Pesti-
cide-Herbicide Applicators endorsement 
and various forms of Contractors Limited 
Worksite Pollution endorsements will not 
cover damages to your customer's lawns 
based on the issues discussed above and 
damages caused as a result of your work. 

The Keenan Agency, Inc. has designed 
a stand alone Lawn Care Professional 
Liability policy which will provide cover-
age for damaged customers lawns due 
to your negligence including damages 
which are/were the result of your work. 

This program is not a replacement 
for your standard commercial general 
liability policy. 

In summary, you probably do not 
have the coverage you think you have. 

Please contact The Keenan Agency, Inc. 
if you are concerned that your current 
coverage does not cover your work. 

Premiums as low as $550/yr. 

The Keenan Agency, Inc. 
6805 Avery-Muirfield Dr., Suite 200 

Dublin, Ohio 43016 
614-764-7000 

Rick Bersnak - Vice President 
rbersnak@keenanins.com 

Gen. Liab., W.C. and Comm. Auto, 
Property Programs also available. 

ADVERTISE TODAY 
LAWN&LANDSCAPE 

CLASSIFIEDS 
Call Bonnie Velikonya 
8 0 0 / 4 5 6 - 0 7 0 7 X 5 3 2 2 Lawndandscape 

PROMOTE TO 
NEIGHBORS 

[PROMOTIONAL 
POSTING SIGNS 

SIGNS 
Marketing, Design & Print 

View Hundreds of 
Promotional Ideas, Layouts 
& Exclusive Images Online! 

RNDsigns.com • 800.328.4009 
Posting Signs • Door Hangers 
Brochures • Mailers More 

MEETINGS 

Jim Huston's 
Popular Estimating Workshop 

# * * # 

• Bid more, Win more & Make more! 

• You receive my MS Excel Budget, Bid 
Board, Equipment Costing & Crew Pricing 
Worksheets 

• I help you prepare your company's 2014 
budget, all of your 2014 service and crew 
pricing. 

• 90 days of free follow-up support 
* * * * 

For more details email: 
Tiffany: tiffany@jrhuston.biz 
or Jim: jhuston@jrhuston.biz 

SERVICES 

Providing Bulk Transportation 
of golf course sand, landscape gravel, 

& other bulk materials 
w w w . e d g e w a t e r b u l k . c o m 

¡nfo@edgewaterbulk.com 
610-837-3867 

SOFTWARE 

Powerful Customer and 
Job Management Software 

ArborGold Software is designed specifically 
for Tree, Lawn and Landscape businesses. 
It will help you work smarter, more efficiently 
and helps you cut overhead costs! 

Call 1-800-933-1955 for info or 
visit arborgold.com for Free Demo 

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. 

Your native seed source. 
Contact ERNST SEEDS today. 

www.ernstseed.com - 800/873-3321 

GROUNDCOVERS 
Over 150 varieties - constant supply 
Ajuga, Daylillies, Euonymus, Ferns, 

Hostas, Ivies, Jasmine, Liriope, Mondo, 
Pachysandra, Sedum, Vinca 

LIRIOPE 
World's Largest Supplier -

Over 15 Varieties 
Heavy field grown divisions! 

THE HOME OF SUDDEN SERVICE 
Free Full Color Catalog 

CLASSIC GROUNDCOVERS INC. 
405 Belmont Rd., Athens, GA 30605 

Toll Free: 1-800-248-8424 
Fax: 706-369-9844 

www.classic-groundcovers.com 

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 

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. 

LAWN 8c LANDSCAPE IS ALSO ON: 
Search Lawn & Landscape on www.facebook.com 

facebook 

mailto:rbersnak@keenanins.com
mailto:tiffany@jrhuston.biz
mailto:jhuston@jrhuston.biz
http://www.edgewaterbulk.com
mailto:nfo@edgewaterbulk.com
http://www.ernstseed.com
http://www.classic-groundcovers.com
http://www.chiefmountainfarms.com
http://www.landscapermarketing.com
http://www.facebook.com


ADINDEX 
I Advertiser Website Page # RS# I 1 Advertiser Website Page # RS# I 

Adkad Technologies, Inc. 

AM Leonard 

www.adkad.com 

www.amleo.com 

107 

79 

74 
62 

Customized Business 
Software 

www.billmaster.info 115 83 

AMSOIL www.amsoil.com 25 19 Dan Cordon www.turfbooks.com H5 85 

Arbor Jet www.arborjet.com 72 56 Dig Corporation www.digcorp.com 74 58 

Ariens/Cravely www.gravely.com 123 89 Dodge Truck www.ramtrucks.com 10-11 No RSN 

ATT Direct Solutions www.agriumat.com 40,41* 31 Dow AgroSciences www.dowagro.com 51 No RSN 

Avant Tecno www.avanttecnousa.com 103 68 Dynascape www.dynascape.com 120 87 

Bair Products www.bairproducts.com 

Ball Horticultural Company www.balllandscape.com 

Ballard www.ballard-inc.com 

Bartlett Tree Experts www.bartlett.com 
www.BackedbyBayer.com/ 

y Spectide 

m 

102 

121 

54 

81 

77 
66 
88 
40 

63 

Ewing Hardscape 
Products 
Exmark 
EZ Trench 
Ferris 

CIS Dynamics 

www.ewingi.com/locations 

www.exmark.com 

www.eztrench.com/sdi 

www.ferrismowers.com 

www.CoiLawn.com/promo 

77 

65,75 

44 

29 

63 

60 

49, 59 

33 

22 

50 
Billy Coat Industries www.billygoat.com 114 82 Grasshopper Co. www.grasshoppermower.com 61 47 
BOB-CAT 

Bobcat Co. 

www.b0bcatturf.c0m/1409 

www.bobcat.com 

62 

109 
48 

75 

Gregson-Clark Spraying 
Equipment 

www.gregsondark.com 30 23 

Cascade Lighting www.cascadelighting.com 50 38 Ground Logic www.groundlogic.com 105 70 
Caterpillar www.CatResourceCenter.com 23 18 Helena Chemical www.helenachemical.com 15 14 
CLC LABS www.syntheticturftesting.com 102 67 Hunter Industries www.hunterindustries.com 36 28 

Clip Software www.dip.com 111 78 Husqvarna www.husqvarna.com 53 39 
Conard Pyle Co., The www.starrosesandplants.com 70 54 Jack's Small Engines www.jackssmallengines.com 113 81 
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I Advertiser Website Page # RS # 1 

John Deere www.JohnDeere.com/MowPro 2-3 10 

John Deere Construction 
www.JohnDeere.com/ 
SeeYourself 49 37 

Kawasaki Motors Corp. www.kawpower.com 26 20 

Kichler Lighting www.landscapelighting.com 46 35 
Kochek Co. www.kochek.com 105 71 
Kohler www.kohlerengines.com 5 11 

Kubota Tractor Corp. www.kubota.com 55, 56 41,43 
Lebanon Turf Products www.lebanonturf.com 7, 69 12,53 
Little Giant Outdoor Living www.lg-outdoor.com 34 26 

Mauget www.mauget.com 33 25 
Mercedes-Benz USA, LLC www.MBSprinter.com 31 24 
MistAway www.mistaway.com 48 36 
Neely Coble www.neelycoble.com 73* 57 
Neptune's Harvest www.neptunesharvest.com m 79 
Nissan North America www.nissanusa.com 57 44 
Novae 

PBI/Cordon Corp. www.pbigordon.com 35, 45, m 27,34, 80 
PermaCreen Supreme www.permagreen.com 58 45 
Pro Landscape www.prolandscape.com 124 90 

I Advertiser Website Page # RS# I 

Propane Education & 
Research Council 

www.poweredbypropane.org 38 29 

Real Green Systems www.realgreen.com 28,78 21,61 
SavaLawn www.savatree.com 115 86 

SourceOne www.SourceOneOPE.com 106 72 
Spyker Spreader www.spyker.com 60 46 
SUPERthrive / Vitamin 
Institute 

www.superthrive.com 56 42 

Syngenta www.syngenta.com 86,92-93 64,65 
Toro www.toro.com 9 13 
Tree Management 
Systems 

www.arborgold.com/LL 107 73 

Tree Tech www.treetech.net 110 76 
Turfco www.turfco.com 66 51 
TurfEx www.turfexproducts.com 67 52 
Unique Lighting www.uniquelighting.com 43 32 
Valent www.valentpro.com 21 17 
Vista Professional Outdoor 
Lighting 

www.vistapro.com 39 30 

Walker Mfg www.walkermowers.com 19 16 
Winfield Solutions www.winfield.com 17 15 

SPRING SPECIAL—FREE SHIPPING! 
AWARD WINNING! ADVANCED 

EZGATÈ DOVE TAIL 

Galvanized Steel Finish 
NO FLAT Tire 
Safe and Easy Access Under Deck 
Stable 2 Arm Adjustable Design 
24" Safe Clearance 
Works on all ZTR's and Walk Behinds 
Works on Stand on Walk Behind also 
Quality 1-Year Warranty 
Warehouse stock - show some signs of age 
works the same! 

Save Time - reduce raking, blowing and re-mowmg 
Save Money - Using fewer man hours and less fuel 
Increase Safety - By protecting motorist, pedestrians, 
workers and equipment from debris 
Decrease Liability - By stopping costly debris from 
damaging windows, vehicles and people 
Works on all major brands and deck sizes 

Reduces the Lifting by 90% 
Universal 1-Hour Installation 
2' & 4' Dovetail Kits Available also 
Best Selling Gate Assist for 10 years 
1 Kit Works on Gates up to 200lbs 
Stainless Housing and Aluminum Hardware 
Saves on Work Comp Claims Due to Back Injury 
Quality 1-Year Warranty 
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http://www.JohnDeere.com/
http://www.kawpower.com
http://www.landscapelighting.com
http://www.kochek.com
http://www.kohlerengines.com
http://www.kubota.com
http://www.lebanonturf.com
http://www.lg-outdoor.com
http://www.mauget.com
http://www.MBSprinter.com
http://www.mistaway.com
http://www.neelycoble.com
http://www.neptunesharvest.com
http://www.nissanusa.com
http://www.pbigordon.com
http://www.permagreen.com
http://www.prolandscape.com
http://www.poweredbypropane.org
http://www.realgreen.com
http://www.savatree.com
http://www.SourceOneOPE.com
http://www.spyker.com
http://www.superthrive.com
http://www.syngenta.com
http://www.toro.com
http://www.arborgold.com/LL
http://www.treetech.net
http://www.turfco.com
http://www.turfexproducts.com
http://www.uniquelighting.com
http://www.valentpro.com
http://www.vistapro.com
http://www.walkermowers.com
http://www.winfield.com


TIPS FROM 
THE TOP 
Interviewed by Chuck I 

Sponsored by 

Company: Senske Lawn and Tree Care Location: Kennewick, Wash. Ranking: 57 2012 Revenue: $21,600,000 

Chris Senske //PRESIDENT 
I was graduating from college and my dad 

had some significant surgery and he needed 

some help. I was just kind of watching over the 

couple guys here working for him and making 

sure things kept going along. 

I got thrown into a baptism by fire after col-

lege. "Here's what we do and here's the work 

that we have to do so make sure it gets done. 

I'm going to the hospital." 

Cosh, never really looked back much since 

then. It turned out to be a pretty good deal. I 

am glad that I did it. 

My dad created this formula that worked 

really well for the rats in Spokane. We would 

make the formulation of the different kinds of 

grains and other things. At that point warfarin 

was the active ingredient that we were using. 

Then we'd take a tablespoonful and put it in 

these little bags. As an 8- or 9-year-old kid in 

the basement of our house, I could do about 

1,000 of those an hour. 

My major job to start out was just running a 

lawn care route for the most part. I got guys 

organized and doing the routing at that time. 

Then in about '79 or '78 I took over really the 

whole operation. I would have been 25, 26. 

We decided that we needed to start up 

another branch in a different city because 

certainly all the people who were going to buy 

lawn care in Spokane had bought lawn care. 

All 300 of them. 

We opened up our first branch in the town of 

Kennewick. It was a real boom town. That's 

how I ended up there - that first expansion 

didn't go so well. So my wife and I moved 

down there in 1979 and have been there since. 

Our average size lawn is somewhere around 

5,500 to 6,000 square feet and we have 

fences around every lawn almost. 

The lawn care and pest control are grow-

ing and strong businesses. The commercial 

grounds maintenance we struggle at making 

money at. We just need to have more sales 

because we have too much overhead to sup-

port it. 

Sales, sales, sales. That's really what we're 

working on. All the systems are in place to 

make money - every customer we have falls 

right to the bottom line at this point. 

We're going to be dependent on people 

feeling comfortable in how much money 

they're making and that they're going to have 

incomes and that they're going to be able to 

pay for services. That's going to be critical and 

I'm a little nervous in that there are a lot of 

people predicting a recession for early next 

summer, next spring. 

Something that my dad did to me early on 

was - I want to say did to me, he made me 

do. He said, "Here, I want you to forecast 

sales over a period of time. I want you to 

make a plan of what you would like to do over 

a period of time and where you might like to 

have businesses at." 

I think it was kind of busywork for the winter 

and I still hang on to the graph and the charts 

that I created. 

It doesn't look anything like what I thought 

because I looked at the map and looked at 

towns where I thought maybe we could oper-

ate in. I think it was an exercise in learning 

how to plan. 

My dad always said, "Get it right the first 

time you don't have to do it again, period." 

That's the best advice I ever received. 

Whether it's doing work the first time or it's 

buying something or doing a project or hiring 

people, if you do it with quality in mind, then 

you don't have to do it again. Buy the right 

piece of equipment if you need it. Don't try 

to go to the cheap model. You've got to buy 

right but buy the correct stuff or hire the cor-

rect person to do the job. 

If people aren't working out you've got to get 

rid of them fast and that's probably the biggest 

mistake we make. My wife's looking at me 

shaking her finger at me as I say that. It's one 

of the biggest mistakes that we make is hang-

ing on too long. We're getting better at it. L&L 
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Your Vision, Their Dream - Anywhere 
Communicating your vision to prospective customers has never been easier with PRO Landscape 

design software. Whether your design platform is a desktop, laptop or tablet you can design and 

sell anytime, and now - anywhere. 

PRO Landscape is not only easy to use, but feature rich including stunning photo imaging, night 

and holiday lighting, 2D CAD, 3D renderings, and complete customer proposals. 

Bring your customer's dreams to life - starting today! 

m 
anniversary 

1944-2014 

PRO Landscape 
D E S I G N S O F T W A R E l 

prolandscape.com 

sales@prolandscape.com 

800-231-8574 

mailto:sales@prolandscape.com

