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NeverStop™ Loaner Guarantee. Standard on our new Commercial Mowers.
When you purchase any new John Deere ZTrak™, QuikTrak™, or Walk-behind mower, you get
something more than just a phenomenal mowing machine. You also get the peace of mind
that comes with our NeverStop™ Loaner Guarantee, standard with every new John Deere
commercial mower. In the unlikely occurrence that your mower should need servicing under
warranty, you'll receive a free loaner from your John Deere dealer* if it takes 24 hours or

longer. So say goodbye to downtime. With NeverStop, you don't have to stop.

Keep Mowing

bt avalable ipating desers ic will for residenti 72 hours. Some

Program ooy at ma&::c::;em d;y'l:mw*mﬂmwm conditions and restrictions apply
**Dffers avadable from March 04, 2014 through July 26, 2014 Subyect to approved instaliment credit with John Deere Financial, for commercial use Up to a 10% down payment

:z | Tanes, fre and could increase Soine X dealer for and other
requmd hﬁmm: d&:ydm monthly payment. PSIICHOns apply, 50 e your complete financing options,
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*Compared to a comparable KOHLER carbureted engine under comparable loads and duty cycles, Based on 600 hours of annual opération at $3.50/gallon.

Meet the LOLINLERIEVDRGIPYSZRAENN A penny-pinching fuel sipper

& that uses less gas than comparable KOHLER carbureted engines — saving you up
to $600 a year on fuel and fewer trips to the pump.* Every time gas prices spike,
you save even more. See your savings at L ;[ 8=3{= el HHe{o] I3 38

KOHLER.Engines

KOHLERENGINES.COM/EFI
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ONLINE CONTENTS

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

GET BEHIND THE SCENES
WITH TOP 100 COMPANIES

awn & Landscape readers have the opportunity to get an exclusive insider's tour of four Top
100 companies this year.

EAB TREATMENTS
AND MORE

e've uploaded new podcasts to
our Lawn Care Radio Network. The
new podcasts featured lessons on

different ways to attack EAB, how to work with
subcontractors and why price and cost shouldn't be
confused. To listen to these podcasts and more on
the network, visit bit.ly/lcrmweb

TREATING EAB

Dr. Daniel Herms, a professor at The Ohio State
University, discusses what LCOs should think about
when treating for EAB.

bit.ly/lleabtreat

DON'T COMPETE ON PRICE

Ed Kiley, director of sales and marketing with The
Perennial Farm, discusses cost and price.
bit.ly/licompete

PASSING THE BATON
Diana Grundeen only works with subcontractors for
her installs. Find out what that's like and what you

should keep in mind next time you serve as a sub.
bit.ly/libaton

6 JULY 204 www.lawnandlandscape.com

Starting in June and running throughout the rest of the year, L&L will host a series of
free webinars with some of the best companies in the industry. Four principals at companies
on our 2014 Top 100 list will open their doors for landscapers across the country and share key
insights on their operations. Visit bit.ly/topioowebinar to register for the webinars. Our first ones
happened in late June with Larry Ryan of Ryan Lawn & Tree Care in Overland Park, Kan. Here's a

list of the remaining three.

AUG. 19 - Dean Murphy, Terracare Associates, Littleton, Colo.
OCT. 15 - Jerry Maldonado, Maldonado Nursery and Landscaping, San Antonio, Texas
DEC. 16 - Steve Glennon, Cagwin & Dorward, Novato, Calif.

FROM THE VAULT:
HIRING 5 YEARS LATER

ur July 2009 cover story detailed
the influx of applicants landscaping
companies experienced in the
middle of the Great Recession.
Below is an excerpt. Read the full article at
bit.ly/liwidernet to find out if you think much
has changed in 2014.

Despite the influx of applicants, business
owners face considerable challenges when
it comes to hiring. One of the biggest
problems: a shortage of qualified help.

"A lot of people think they can just jump
into our industry because there are low
barriers, " says Andrew Blanchford, president
of Blanchford Landscape Contractors, a
design-build firm in Bozeman, Mont. “But
as long as there are people in the pool who
know something, we probably aren’t going
to spend any time talking to the people who
dont.”

Sometimes, however, it's hard to
determine who has the experience and who
doesn’t. Rob Schmidt owns Bob'’s Lawn
Care, a small, mostly residential mowing

and trimming service in Forest Hill, Md. This

spring, he spent three weeks trying to find
a new hire. In the process, Schmidt worked
with a number of local organizations,
including a small business development
center, and posted the job opening on the
state labor department workforce exchange
website and Craigslist
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_BEST CURKTIVE CONTROL

THE WINNING GRUB CONTROL FORMULA. ! :
Customers with grub infestations want their lawns saved fast. Be sure you have rena
fast-acting Arena” Insecticide. Arena provides superior grub control at much lower INSECTICIDE
raAtes than other curative products, with excellent results. Also, curatiye grub control A ii‘;fﬁs"r‘s“ﬁ;”ﬂslrés‘s
with Arena helps keep away foraging animals, saving turf and keeping customers
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EDITOR'S INSIGHT

The water question

ust like corn, capital and cars, the water
question is really one of imbalance.
There’s too much of it in the Midwest
and not enough in California. Most of the
accessible water is too salty to use (at least for

now), and the five vast reserves of freshwater

that sit just north of my home state of Ohio

Lawnc:Landscape

are under constant threat of being trucked
or sucked west. Water flows to slow (or not
at all) from Colorado River headwaters, and
too fast off roofs and parking lots in Vir-
ginia, overwhelming the storm sewers and
the Chesapeake Bay.

This month, I asked some of the smartest
water people I know to take a crack at whar
water means for the landscape industry now
and in the future. 1 got so much good stuff
that I couldn’t fit it all in the magazine.

No matter your business, water matters to
you. You can't cut grass if it’s not growing,
or if your city has convinced your customers
to take a payday and rear out their turf. You
can’tmaintain the 300 million trees that have
been turned to kindling in Texas. And hard-
scapers, you're not off the hook, either: In
Maryland, citizens are required to pay a rain
tax for the impervious surfaces they install
on their property. It’s an attempt to control
stormwater runoff into the Chesapeake Bay
and therefore reduce the amount of chemicals
in the water.

Which takes us to the Clean Warer Act.
EPA wants to increase its legal authority to in-
clude streams, ditches and ponds. This would
mean increased permitting responsibiliry and

Leading business media for landscape contractors.
4012 Bridge Avenue, Cleveland, Ohio 44m3
Phone: 800-456-0707 Editorial Fax: 216-651-0830 Subscriptions & Classifieds: 800-456-0707

requirements for the thousands of contractors
who build, spray and otherwise maintain
landscapes near these sometimes-temporary
bodies of water. The agency just last month
agreed to extend the comment period on the
rule change, which means you have a deadline
extension to make yourself heard.

[ don't have an answer for how to balance
our nation's reserves of quality water for use
in the landscape, just as [ don't have ready
answers for how to feed all our country’s
hungry people, how to ensure everyone has
enough money to send their kids ro college
or how to fix traffic jams on my way home
from the office. | don't have the answer, but
I've put together a lot of good ideas in this
issue that will help you find the opportunity
and the answer to the warter question.

I also want to take just a paragraph here
and congrarulate the Toro Company on its
birthday. This month, the folks at Big Red
will celebrate 100 years. It takes a lot of hard
work and smart people for a company to
reach this point. The team in Minnesota
has contributed a lot across all facets of the
industry to help a lot of people. Here's to
another 100 great years, guys. — Chuck Bowen

e,

CORPORATE

CHUCK BOWEN chowen@gie net ADVERTISING/PRODUCTION INQUIRIES RICHARD FOSTER
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LAWN & LANDSCAPE MARKET INSIGHT COUNCIL BILL ARMAN, The Harves! Group, Cota de Caza, Callf ;| ANDREW BLANCHFORD, Blanchiord Landscape Contractors, Bozeman, Mont , KURT BLAND, Blard Landscaping, Apex, N.C: TOM DELANEY, PLANET,
Lilburn, Ga. BENTON FORET, Chackbay Nursery & Landscaping/Foret Land and Tree, Thibodaux, La ; JOMN GIBSON. Swingle Lawn & Tree Care, Denver, BOB GROVER, Pacific Landscape Management, Hillsboro, Ore.. MARTY GRUNDER, Grunder Landscaping
and Marty Grunder Inc, Miamesburg, Ohlo; SHANNON HATHAWAY, Green Heron Landscaping, Cary, N.C JIM HUSTON, J R. Muston Enferprises, Englewood, Colo ; BRAD JOHNSON, Lawn Amenca of Tulsa, Tulsa, Okda.; JESUS “CHUY™ MEDRANO, CoCal
Landsape, Denver; TAYLOR MILLIKEN, Elte Landscape Company, Hendersonville, Tenn ; CHRIS & MATT NOON, Noon Landscape, Hudson, Mass,; RICHARD RESTUCCIA, ValleyCrest Cos, San Diego; PHIL SARROS, Saros Landscaping, Cumming, Ga ) JERRY
SCHILL, Schill Crounds Management, North Ridgeville, Ohio
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We call it a Cat® Mini Excavator.
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Frank St, Frank Jr,, >
and Greg Coleman
Visionscapes, Inc

Cat Customer: 20 years

s B - | e ‘t
AKE A LIVING, SO You CAN CREATE THE LIFE YOU wmr

oy .

Caterpillar is built to help businesses like the Colemans’ succeed every day — by ensuring

they have the right machine for the job, making parts available, giving them plenty of work tool
attachment options and providing expert service — so they can enjoy more time fishing together
and less time thinking about work. With more jobs per machine and higher resale value, owning
a Cat® machine is your smartest investment. GET THE DEAL OF THE SUMMER WITH 0% FOR 48
MONTHS WHEN YOU BUY A NEW CAT MINI EXCAVATOR.*

BUILTFORIT.

Of 210

=L; Scan to hear the Colemans’ story.
[=] Visit CatResourceCenter.com/Colemans
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L&L INSIDER

For more news, visit www.lawnandlandscape.com

COLUMBUS, OHIO — Before April’s United States versus Mexico
World Cup soccer qualifier in Arizona, the Columbus Crew did
some work of its own with a green industry company.

The Major League Soccer franchise teamed with Davey Tree’s
Columbus East CLS branch to rehab a garden part of the Grearer
Linden Garden Community. The food members grow help feed
low income families.

Bob Klein, branch manager, said there was an ambitious scope
of work that needed to be done, so Davey came in and started
working days prior to the scheduled day of service, which also
involved many of the Columbus Crew’s corporate partners.

“All of the work that needed to be done with heavy machinery
was done in those days prior to ensure the safety of the other
volunteers on the day of service,” he says.

Davey erected a fence, brought in a skid-steer to ready the area,
built an arbor, planted trees, perennials and various vegerables,
constructed a brick paver patio and donated woodchips to be used
for mulch. Davey brought eight employees donating 10 hours
cach on the day of service, with about 75 hours prior to the day of
service for preparation reasons as well, Klein said. There was one
large community garden with different areas within. The entire
garden was completed in one day.

Arica Kress, senior director of marketing and promotions with
the Columbus Crew, said the team chose Linden Community
Garden because the Linden neighborhood is adjacent to Colum-
bus Crew Stadium and, “We feel it is important to give back and
participate in the communities around the stadium,” she says.

“We parmered with Davey Tree last year. They provided ex-
pertise, staff, equipment and product to make this project come

to life. Without their support and assistance it would not have
been possible.”
Kress says the partnership worked out well, and if you are inter-

ested in similar projects, a sports team might be an organization
to contact.

“If you are passionate about giving back to your community,
many sports teams are also passionate about being good commu-
nity partners,” she says. “One of the pillars of our Dare ro Care

communities initiatives here with the Columbus Crew is Keep
Columbus Beautiful. This project fit in perfectly with one of our
The CO'UmbUS Crew and Davey Tree focus areas. It was vital to have a partnership with experts to make
the vision come to life.”
teamed up to rehab a local garden.

. At left: Davey Tree members build a fence as part of volunteer work the
By Brian Horn workers did at the Greater Linden Garden Community in Columbus, Ohio.

-
|

GOOD WORKS

; Have you completed a charity project you are proud of or helped out your community in another way? Email Managing
Editor Brian Horn at bhom@gie.net to be considered for coverage in a future issue of Lawn & Landscape.

10 JULY 2004 www.lawnandlandscape.com
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ASK THE EXPERTS

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 fo the
industry.

Q: How should | prevent employee theft
in the office and out in the field?

A: Anyone that is in business has struggled
with the employee theft issue. There are so
many different ways an employee can steal
from you, from time all the way to actual
money. Here are some tips and pointers |
have learned over the years.

BE BLUNT AND RIGHT TO THE POINT. Be
proactive and make your policy on theft
very clear to all employees. Create a precise
and clear document that states what your
company considers theft. Also make it clear
to all employees that you do not tolerate
theft and that the company will prosecute.

Most people don't realize that something
as lirtle as office supplies and as big as em-
bezzlement will affect the bottom line of
the company. It is a good idea in roday’s
technology-based world to put in writing
that things such as personal cell phone use,
unauthorized Internet use and even check-
ing personal email are considered theft,

72 PLANET

especially when done on company time.

INVENTORY CONTROL. Using a sign-in/
sign-out sheet for supplies that are being
used helps to hold employees accountable.
We use sheets not only for office supplies,
but also for tools, chemicals, equipment
and just about anything that has any type
of value. Let's face it: Theft is still possible
unless you have another avenue to check
what is being signed for. That brings me to
my next topic,

CAMERAS. Even though cameras do
not stop a thief, they can help you
catch one. If you decide to use
cameras, you must provide or put
up a norice that lets employees
know they are being recorded.
Cameras can be very expensive and
time consuming because you have ro review
the tapes. A cheaper option would be to use
fake cameras, butit is vital to tell no one they
are fake. Doing so would defeat the purpose
of scaring off a potential robber.

INSURANCE - IS IT WORTH THE COST? If
you don’t already have business insurance,
be sure to purchase it. Make sure you are
clear to your agent what you need insured.
It is never a good idea to get the minimum
level of coverage. Depending on your loca-
tion, be sure to cover all types of theft. Just

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

because something gets stolen or even van-
dalized does not mean it is covered.

Also, forgery or embezzlement some-
times is not covered, so be sure to do your
homework and have everything covered.
Carastrophic events should be considered
and discussed to be included in your policy.
Again, be sure to ask the right questions and
have everything in writing. There is an old
saying, “You get what you pay for,” so if the
price on the insurance policy seems too good
to be true, it might be. Be sure to research
and ask more than one agency for quotes.
Most importantly, read the fine print of any
policy and purchase the right one for you.

TO BE OR NOT TO BE. Do not become
friends with your staff. It is okay to have
acquaintances because it is much easier to
reprimand or terminate an acquaintance
than a good friend. Again, acquaintances
are good in the workplace, but friends can
cause turmoil and emotions and they may
even think they can ger away with stealing.

STRUCTURE AND DISCIPLINE. It is
good o have structure within your
organization, but most of us have
a daily routine. Many of us even

know what our co-workers’ sched-
ules are. We are creatures of habit. If; as

a business owner, you become spontaneous

and unpredictable, this will cause people that

are stealing to look over their shoulder and
think twice abour stealing.

We may never be able to stop theft, but
these tips may help with restructuring some
of the current ideas you use. Follow the pro-
cedures you have in place and be consistent
with everyone. By no means put up with
theft of any kind and protect your assets.

Crystal Arlington, PLANET Trallblazer

Affiliated Grounds Maintenance Group

www.lawnandlandscape.com  JULY 2014 n



'QA 2 4 The Toco Mator
.‘ .\ o= Company is founded
"’3 oY o build engines for
v The Bull Tractor

A\

Company. In 1919,
¢ Toro introduces it first
Toro branded product,

& new farm wactor.

19305

-
Foro signs ity
: o' hrst equipment
VI P distributor
J agrecment and
I ;o imtroduces the
b ST o c" 307 Park Special
. 5 » o~ = walk behind reel
. =3

.

19405

Toro develops 3
an mdependent J
power cquipment ﬁ
dealership =}

network and
introduces its first
walk reel mower
for homeownen

Toro opens an expansive
R&D facility and Is

the indusery's fint to
advertise on TV, Product
introductions indude
Taros first homeowner
snowthrower and riding

19705

mowet.

Toro ceases domestic
production in 1942

10 build materials for
the war effore. In the
late 40, Toro scquires
Whitlwiod. Inc.. and
introduces self-propel
dtive on homeowner
lawnmowers.

| irrigation squipment
manufacturer Moist
O Matic, The

| snowthrower and the
| Key-Legtric” wart

’ walk power mowet

\ "_lniathd-wd.
T

Your success is our greatest legacy.

Over the last century, we've launched a lot of industry firsts. But our proudest accomplishment is what

we've helped our customers achieve. Since July 10, 1914, The Toro Company has been committed to a

simple premise: to provide customer-valued innovations to help care for all the places where we work,

play, or call home. Through the decades, the people of Toro have remained true to the timeless tr

with customers z

communities we are honored to serve. Put that legacy of trust to work for you with

dependable service and equipment from Toro. FIND YOUR NEAREST DEALER AT TORO.COM/DEALER
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Essential Tools

for Summer Survival

Summer is hard on your plants. Now
is the time to revive and rejuvenate.
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.

L

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

ROOTS Tree Saver® ROOTS BioPak® Plus
Use for transplanting trees and shrubs to Maintains vigorous plant growth
improve survival rates. and green color.

“Our Roots Run Deep...Anchored in Tradition...Growing Through Innovation”

LebanonTurf

Best of All Worlds®
www.LebanonTurf.com 1-800-233-0628


http://www.LebanonTurf.com

L&L INSIDER For more news, visit www.lawnandlandscape.com

Aaron Hobbs and Karen Reardon of RISE attended
the opening of the Bayer Bee Care Center.

Bayer opens North American
Bee Care Center & oun voreiand

RESEARCH TRIANGLE PARK, N.C. — In
April, Bayer CropScience opened its North
American Bee Care Center in Research
Triangle Park, N.C. The 6,000-square-foor,
$2.4-million center will support scientific
research, product stewardship and sustainable
agriculture to protect and improve honey bee
health, as well as educate stakeholders and the
general public about the beneficial insects.
The center has a laboratory with a teach-
ing and research apiary, a honey extraction
and hive maintenance space, an interactive
learning center, meeting and training facilities
for beckeepers, farmers and educartors, office

space for staff and graduate students, on-

site honey bee colonies, pollinator-friendly
gardens and a screened hive observation arca.

The North American Bee Care Center, part
of the company’s $12 million corporare-wide
investment in bee health in 2014, brings
together experts in agriculture and apiology
to develop comprehensive solutions for bee
health, including entomologists and apiarists,
graduate researchers and more.

The facility complements Bayer’s Eastern
Bee Care Technology Station, a 1,200-square-
foot field station that opened in November in
nearby Clayton, N.C. Bayer’s first Bee Care
Center opened in 2012 ac the company’s

global headquarters in Monheim, Germany.

IT'S GOT YOUR BACK.
IT SAVES YOUR BACK.
IT PAYS YOU BACK.

The pioneers of drip irrigation technology have ushered in a new era in
complete landscape water management. Netafim Landscape Controllers
incorporate both historical and current weather data as well as real-time
data from soil moisture sensors. When paired with a Netafim drip
irrigation system, the water savings are unmatched.

IT'S GOT YOUR BACK.

Advanced water management and monitoring features ensure that the
Netafim drip irrigation system is always operating at peak performance.

IT SAVES YOUR BACK.

Hybrid decoder-based technology enables easy expansion of a drip
irrigation system without retrenching or rewiring

IT PAYS YOU BACK.

A complete Netafim drip irrigation system saves time, costs and jobsite
labor while providing superior water savings, trouble-free maintenance

and happy customers.
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Only Solitare® Takes On Crabgrass, Sedges and Broadleaf Weeds In One Application

When multiple weeds gang up on you, there's just one solution you need in your corner: Solitare® herbicide.
Solitare is the all-in-one postemergence treatment designed to help you control multiple growth stages of
crabgrass, sedges and tough broadleaf weeds in a single, fast-acting application.

Dual-action Solitare controls or suppresses over 60 weeds without the hassle and cost of tank mixing. What’s
more, the optimized formulation of Solitare can inhibit perennial reproductive structures like tubers from
germinating to minimize the return of ZOMBIE WEEDS next season.

For more information, contact your FMC Market Specialist or local FMC Distributor.
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HMERBICIDE

Always read and follow labe! directions. FMC and Solitare are trademarks of FMC Corporation. ©2014 FMC Comporation. All rights reserved.
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Tried2true

John Deere gave contractors the

chance fo bounce around ideas
at a recent event. By Katie Tuttle

RALEIGH, N.C. — At a John Deere event in
mid-June, contractors said communication
was one of the biggest challenges they were
facing while operating their businesses.

A contractor from Cleveland said work-
ers would wait two weeks to tell him they
needed string for their string trimmers.

One of the solutions presented for his
problem during a roundrtable discussion,
which was part of John Deere's 2014 Qual-

ity FIRST Factory Tour, was to have one

person check the vehicles before roll call
every morning.

A New Jersey-based contractor had one
employee come in at 4 a.m. and make sure
all the trucks were fueled up and stocked for
the day. For example, if one crew was weed

The John Deere Ride & Drive
event, held at the company's
offices and factory in North
Carolina, gave attendees

the opportunity to try out
equipment, including a chance
fo see who could put a softball
in a bucket the quickest. Go

to bit.ly/RideNDrive for a full
recap of the event.

whacking, he had to make sure they had
the equipment they would need for the day.

He said having one person in charge of it
all made it easier to keep track of everything,
and basically eliminated the chance a crew
would get our to a site and realize they needed
something. Lt
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“l could hardly beheve how well the treated lawns came in. They were deﬁnltely thlcker and
fuller. It was easy to see. We used Hydretain in early fall on a lawn that needed aerification
and overseeding after the summer drought. We treated all of the thin areas with Hydretain
except one. Wow, what a difference! Hydretain goes on every job we seed from now on.”
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Hydretain captures moisture vapor in the soil that
would otherwise be lost to evaporation, providing

supplemental water to improve seed germination
and sod establishment. Hydretain also manages soil
moisture throughout the growing season, reducing
overall watering requirements and drought stress.

.
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Before Seeding with
Hydretaln Granular QD

Call 352-620-2020 or VIS|t hydretain.com:
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MARTY GRUNDER is a speaker, consultant and author. He owns Grunder
Landscaping Co, www.martygrunder.com; mgrunder@giemedia.com

The long and short of it

Hit 111!
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he Pareto Principle is named after the
Italian economist and mathematician,
Vilfredo Pareto, who found in 1906 that
8o percent of the land in Italy was owned by 20
percent of the population
Today the Pareto Principle is also known
as the 86-20 rule and | like to translate it as it
relates to us landscapers: 8o percent of our
business comes from 20 percent of our clients
| think if more of us understood and believed in
this principle, we could improve our businesses.
| have taught the value of the Pareto Principle
for more than 15 years at my conferences and
seminars. Recently, one of my best clients called
to tell me the findings of the analysis of his
clients and how much they spend with him. He
told me of the $5 million in sales the company
made, 79 percent of that revenue came from
21 percent of his clients. He was shocked how
close the principle he heard me teach was for
his business
However, after this revelation was another
one he had and that's the lesson I'd like to share
this month.
He went on fo dig into the numbers more
and found that 52 percent of the bills that went
out for his company generated 2 percent of the
business. About $98,000 in billing came from 52
percent of the invoices! We talked about this and
the administrative time that goes into billing and
the other readiness factors, as most of them were
irrigation start-ups and other small things
| told him to think about what he could use
that time for. | asked if he felt the 21 percent of
his clients that were bringing in 79 percent of
his revenue were well taken care of. | asked if he
thought it would make sense to tell the 52 percent
that they needed fo sign up for more services for
him to continue to do the small jobs.
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Analyze the numbers. Now | may have lost

you a little bit with all the back and forth, but
there's a great lesson here. In our shop, above
the board we use to share our financial progress
with the whole team, are the words, “What gets
measured, can be improved'” That was given to
us by Seth, one of our young sales professionals
that does an awesome job for us

| liked it so much, we had a sign made
with those words, So, the lesson this month
is, “measure things." See how you are doing
against the industry. Have a scoreboard and, by
all means, keep it simple

We can get so caught up in the day to day
that we don't take time to see if the results we
are getting are in alignment with our strategy.
We are growing Grunder Landscaping Co. To
grow the correct way we need to know very
clearly who our ideal client is and our ideal client
is not a transactional client, it's a relational one.

A transactional client is one who calls us here
and there, is always looking for the best price.
They have no loyalty and treat landscaping,
or anything that relates fo the landscape, as a
necessary to-do list item. A relational client is
one who values quality, wants to know you, is
loyal, isn't always looking for the best price, but
is looking for trust.

The latter is where we make money. We
charge a $100 consultation fee to go meet with
someone and share our expertise, and we have
a minimum job with a new client of $1,500.

About two or three times a year, out of about
1,000 calls, we have someone hang up on us
or fell us we don’t know what we're doing. If
you told my salespeople we were going to start
doing free estimates, they would start a riot of
epic proportions.

They know who our ideal client is; they know

where 80 percent of our revenue comes from
and they want to be working with people who
have the potential fo become an ideal client

A clear message. For the first 15 years of my
business, | went out and saw just about everyone
and my sales, profits and frustrations reflected
that. For the last 15 years, | have focused on the
type of people that bring in 8o percent of our
business and it works for many reasons. For one,
it brings clarity to my sales feam as to what type
of people we want to do business with

My whole sales team recently went through
some pretty extensive sales training and one
of the points the instructor made was that you
should close 100 percent of all the calls you go
on. When | heard that, | said, “What kind of a
sales trainer thinks you can close 100 percent of
the calls you go on?”

After | finished up the training and we refined
our approach some, | had to agree with his
assessment.

If you know who your ideal client is, if you
know the type of dlients that bring you 8o percent
of your revenue, you screen prospects so you see
that they could be great clients. We'll talk more
about screening clients next month,

For now, go find out where you are making
the most money; identify the clients that bring
you in the most money; identify the ones you
like working with and look at the ones that cause
trouble all the time.

Then, have your accountant or bookkeeper
tell you where your revenue came from the last
couple of years, list the top so clients and make
sure you are taking care of them and think about
how you might attract more of them.

The Pareto Principle is a great philosophy ... if
you use it! LaL
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Fits the

n today’s competitive labor market, employ-

ers need to take advantage of every possible

tool they can find to give them a leg up in
the hiring process. Here's one that my clients
find useful.

The Federal Bureau of Investigation has been
profiling for decades. Essentially, the crime
scene investigator analyzes the scene of the
crime, gathers pertinent data and works back-
ward to the perpetrator of the crime.

Turning this process around, if you want to
hire an irrigation service technician, you would
first identify the personality and behavioral traits
that are desired in such a person. You would
want them to be organized, a problem solver,
methodical and thorough. Interestingly, irriga-
tion service technicians fit a profile fairly well
Let me give you a specific example

The process. A number of years ago, Mike War-
den, president and CEO of Gardenshop Nursery
and Landscape in Sparks, Nev., had more
commercial installation business than he could
handle. He told me he could double his produc-
tion volume overnight if he had five more crew
leaders. He was thinking of utilizing some of his
irrigation service technicians as crew leaders.

As | reflected on conversations with many
other CEOs and their experiences in similar situ-
ations, | realized that placing a good irrigation
service technician into a crew leader position
would probably not work long term. That's
what | told Mike.

He'd be putting a square peg in a round hole.

For a short period, it might work. However,
long term, no one would be happy and his con-
verted technicians would probably eventually
quit and move on.

The profile of a good irrigation service techni-
cian is very different than that of a crew leader.
Service technicians need to be meticulous.

They also need to enjoy figuring out a technical
problem and implementing a solution. Needless
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to say, this person must be thorough and analysis-
driven. The challenge of racing against the clock or
a deadline does not turn their crank, so to speak.

On the other hand, good commercial instal-
lation crew leaders are thorough but deadline-
driven. They're like a quarterback running the
two-minute drill in a tied ball game.

Production is their main emphasis as they
race against the clock. The service technician is
more like a place kicker, lining up the ball, check-
ing the wind, etc. He has all the time he needs
to make one kick but he has to get it right - the
first time

Think of it this way: Would you want your
bookkeeper to be your primary sales person or
marketing manager? Probably not. Nor would
you normally want someone who is good at
sales or marketing fo do your bookkeeping.

If your company is doing more than $3.5
million in sales, you probably need a controller.
Because |'ve worked with more than a hundred
such companies, | already know what the suc-
cessful person in that position looks like. This
position is usually filled by a woman who is very
neat, organized and thorough.

She also loves working with numbers, is finan-
cially responsible, punctual, has excellent written
and verbal communication skills and maintains a
schedule, She is also very good managing four to

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

five people, probably has an accounting degree,
presents herself well, is loyal and is more a man-
ager than an entrepreneur.

While in the U.S. Marine Corps, | worked with
snipers. They make for a strange group. You
might describe them more by what they are not
instead of what they are. Individuals fitting the
classic sniper profile are nof the life of the party,
over-the-top spontaneous, impulsive, garrulous,
chain-smokers, stand-up comedians, etc.

Mark Wahlberg's character, Marine Corps
Gunnery Sergeant Bob Lee Swagger, in the
2007 film "Shooter” is an excellent example of
someone who fits this profile. Master Gunnery
Sergeant Thomas Beckett, portrayed by Tom
Berenger in the 1993 film “Sniper,” is another
excellent example of the classic sniper profile.

The big picture. An accurate profile for a
particular job position doesn't give you all of
the small details about that person or position.
Rather, it provides a larger, more general
framework for consideration. It's the big picture,
the 50,000-foot view. It's not foolproof and, of
course, some individuals who are successful at a
particular position will break the mold.

The takeaway. Using a profiling technique can
help you hire square pegs for square holes and
round ones for round ones. Unfortunately, it's an
undeveloped area for the green industry. Profiles
for the various green industry positions are not
readily available.

I've included a profile section in my new book,
“Job Descriptions for Green Industry Profes-
sionals” to be available this fall. Profiling doesn't
guarantee that the FBI catches their man every
time. Nor will it prove 100 percent accurate for
you in your hiring methods.

However, it should help improve your odds
of finding the right people and building a strong
team. And in today's competitive labor market,
any improvement is a welcome one. LaL
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EXPERIENCE OUR
NEW TRACK
LOADERS

Need to. get more donein a
day? Count on Takeuchi track
loaders, Featuring a light
footprint and an impressive
rated operating capacity of
2,105 Ibs, the new TL8 track
loader offers an unrivaled
blend of power and efficiency.
With bucket breakout forces
exceeding 6,800 Ibs, and loader
lift arm forces of over 6,700 Ibs
the TL8 is able to deliver
unmatched performance in the
most demanding applications.

T Find your new edge on
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— productivity. See the full line
at takeuchi-us.com.
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Those in the know, know Takeuchi
£2014 Takeuchi Manufacturing.
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By Margie Holly

Hire Power

Hire right the first time

any small businesses have survived
M the economic downturn by reducing

overhead and maximizing operational
efficiency. As the economy improves, some
companies are experiencing turnover as
employees jump ship for what they perceive
as a better position elsewhere. Are these good
employees gone bad? Or were they just bad hires
in disguise?

The Harvard Business Review reports that up
to 8o percent of employee turnover can be traced
back to bad hires, suggesting that perhaps the
final frontier of small business belt-tightening is
refining the hiring process,

Careerbuilder reports bad hires cost an average
of $25,000. This doesn't even include intangible
costs such as lost productivity, damaged morale
or loss of company reputation among customers.

Here are a few suggestions to help you
minimize the chance of a bad hire;

Build a bench. A well-developed succession

plan will tell you who you will need and when,
whether you have the talent in house, or if you'll
have to go outside to get it. Say you have one
good field supervisor who could become a great
branch manager in 24 months, but your growth
plan calls for opening two new branches in the
next year. Those gaps in your succession plan
will help you plan and budget for meeting your
hiring needs

Know what you need. To hire successfully, you
have to manage your falent assets like you run
your jobs. A successful maintenance

contract starts with a clear scope of service.
Likewise, a successful hire starts with a detailed
job description.

Your job description should list the main
responsibilities of the position, the skills required
for success and the core competencies of the ideal
candidate. It should also provide a brief context for
how the role contributes to the overall success of
the organization.

Solicit input from stakeholders who really know
what it takes to do the job. If you're the business
owner and you haven't worked in the field for
years, don't rely on your memory of how you
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used to run a crew. Go ask the people who run
your crews now what skills and characteristics
they need in a successful candidate,

Identify the traits and skills of your top
performers already in the job and use them to
benchmark the ideal candidate. This will save time
in screening and interviewing, and can also help
predict how an individual will perform in the job
by comparing their past behavior with your ideal.

Hire for fit, train for skills. The fop reason
people leave an organization is conflict with a
team member or supervisor, so it's better to hire
someone with potential to learn the skills you
need, who you know will be a great team player.

To check for fit, have the finalists meet with
several members of your team and even with
managers in other departments. Take the
candidate to lunch for a more casual test of how
the person interacts in a team setting.

Gut check. If you don't have in-house recruiting
staff, you may want to work with a contract
recruiter who specializes in the green industry.
They can screen applicants to cull the best
candidates and perform valuable skills and
behavioral assessments that will streamline the
selection process.
If it comes down to two or three equally
good candidates, it may be time
to do a gut check. Here is where
your emotional intelligence
should come into play. If you
are drawn to one candidate
more than another, ask yourself
why. Be honest. Is it because
they are more like you? Do you
need someone like you in this
position? Or would it be better
to have someone not like you to
complement the team dynamics?
Regardless of what your gut says,
be sure to practice due diligence with
background and
reference checks.

Hedge your bets and cut your losses.
Sometimes it's hard to build a bench when you

just need a body in the seat. A growing trend
among employers is to offer temp-to-permanent
or contract-to-hire assignments to their top
candidates. This is a short work period (30-90
days) that allows the company and the candidate
to decide if the potential hire will be a match
long-term

During the frial period, evaluate the employee
on quality of work, working well with others,
attitude, attendance, customer interaction and
how they meet deadlines. These critical criteria
will reveal a bad hire early on so you can cut your
losses and get back to growing your company.

No matter how quickly you identify a bad
hire, you're still going to waste money by having
to replace them. The key is to waste the least
amount of fime and money by applying the same
discipline to your hiring process as you do to your
production processes. L&t

The author is an independent communications
consultant in Glenwood, Md
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OURSUSTAINABILITY

Turf management is more than just cutting lawns,
way more. Today, we are offering you more
products and more solutions to help grow your
business and increase revenue opportunities.
Because there's more to lawn care than just
mowing, and now there’s a full line of Exmark®
Turf Management Equipment to help you profit
from these year-round opportunities.
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Stand-On Aerator  Walk-Behind Aerator  Slicer Seeder  Rotary Broom

For over 30 years Exmark has built the finest, commercial-grade mowing

equipment in the world. Visit one of our 1.500+ servicing dealers today to

experience why Exmark mowers are purchased two-to-one over the next .
best-selling brand by landscape professionals. www.exmark.com 1 . @ &



PHOTOS COUNITESY OF ANDRE LANDSCAM

A few ‘vital’
success factors

1. Managing quality. Layers of
quality control keep the team
on target with company goals.
One aspect is Vital Factors
Team (VFT) manager meetings
that occur on a monthly basis.
Equally important is quality
control in the field.

Quarterly internal voluntary
quality control inspections are
conducted in three steps: 1) the
owner reviews all properties; 2)
the vice president of operations
makes rounds; and 3) branch
managers perform quality
control checkups, using a report
developed by the company

2. Apprenticing for growth.
When Jeremy Andre, president
and CEQ, considers expanding
the business, he embeds
himself in the discipline

“He would donate his
labor to professional tree
care companies to learn from
certified arborists how to do jobs
correctly,” says Michelle Andre,
vice president of marketing
Then, he started an arbor care
division. The same pattern
followed for commercial
landscape maintenance. This
approach goes back to the core
of Andre Landscape’s business:
building relationships

3. Encouraging certification.
All Andre branch managers
are certified arborists. "Our
dlients get a lot of value out of
that because when a branch
manager goes on a job, he
or she can recognize any
issues and be proactive for the
property,” Michelle says

-/ MAINTENANCE

{ By Kristen Hampshire |

THE A TEAM

Andre Landscape Service focuses on understanding the “client
paradigm” to differentiate the firm in a competitive market.

alk alongside clients; feel their pain;

be the problem solver. A sympathetic

mindsert is ingrained in management
at Andre Landscape Service in Azusa, Calif. In
a marker saturated with national conglomerates,
where the bidding is tight and homeowners as-
sociations (HOAs), like any economically stressed
client, feel budgerary pressure, Andre Landscape
works to really relate.

The Andre team calls this understanding the
client paradigm. And they’ve got the overworked,
stretched HOA property manager profile down.

“They are professionals, mostly women, who
are juggling this career, often a family life, and
they have the HOA they manage and are deal-
ing with evening board meerings and slews of
homeowners’ calls that come in for this repair and
that liability — they are really busy,” says Michelle
Andre, vice president of marketing.

For HOA managers to take a chance on a land-
scape firm they don't know is “huge,” she adds.

This is the barrier Andre Landscape faced when

Michelle and her husband, Jeremy, started the busi-
ness 20 years ago.

Today, 80 percent of the business is maintenance
— most of that work is HOA. The remaining 15
percent of operations focuses on tree care and five
percent is design/build.

Burt in the early days, the company consisted of a
few residential gardening routes. The Andres, with
lead-lists, pounded the pavement and got their hands
dirty in landscape beds.

“Just building relationships is key,” Andre says.
The Andres were newlyweds when they started the
firm. They left fulltime ministry positions to begin
this company and make a better living, she says.

The first day, Jeremy hit the ground run-
ning and returned home with the first 12
residential customers.

The “client paradigm” concept was not solidified
ar that point, bur the idea of getting in at ground
level with people and just “gerting it” — their needs,
their goals — has always been a strength of Jeremy.

“By nature, he is such a people person, and he
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is very down to earth and humble, so he is
received very well,” Michelle says.

As the firm has grown, the Andres have not
lost sight of the understanding and ability to

"

Mowing the lawn is not as safe as you think. 3M™ SecureFit™
Safety Eyewear heips protect your eyes from debris, while
providing 99.9% UV protection. And 3M™ WorkTunes™ Hearing
Protector is an ideal choice If you are looking to help protact

relate that has earned them valuable clients.
When the company began branching into
commercial 15 years ago, it applied the same

approach in spite of the competitive market.

Know your risks. Put safety on your list.

3, SecureFit and WorkTunes are tradermarks of 3M. © 3M 2014 Al rights resarved.
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“Our goal was always to break into com-
mercial, so we just kept learning and growing
and building relationships,” Andre says, not-
ing that early introductions to HOAs hap-
pened while volunteering in the professional
organizations that property managers join.
“You've got to prove yourself to earn their
business when you have no name, no brand,
no recognition. We have to really understand
our clients” paradigm.”

GOALS AND CONTROLS. Layered manage-
ment is the key to exccuting on that client
paradigm. It’s one thing to