\ :
Ocroeen WS A
/ ‘m‘adn *a(&z)? X /

"'/*Leadingbusmessmedla‘for landscww T e

»” \r ;»,\_ - ] 0 (& A
,’ I( P \ .1 ‘

d| ol ;' N
- 1} ; = 3 5

Rl
{ Av..

\
5.7 r'// o

y
t-r\ EXCLUSIVE
RESEARCH =

ON WHAT’S

HAPPENING WITH g
YOUR EMPLOYEES, /‘/ “ird
YOUR CUSTOMERS
i AND YOUR . T
| INDUSTRY.

"‘*Iy");‘ — /;}f/‘ 1 ;?f/—“ &
AL \s » . 7 v
. '/ZC J/.’/‘/y i WS e w :
MINIMUM WAGE pg. 70 » 2014 LEADERSHIP AWARDS pg. 139 * GPS AND ROUTING pg. 128




The biggest news since this came along.

Be the first to see it at the GIE Show, Booth 1110.
Or see it online, October 22nd at JohnDeere.com/MowPro.

Keep Mowing
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INDUSTRY REPORT

S4 DATA DRIVEN

Exclusive L&L research on the state of the landscape
market, and what's coming in 2015

S10 DESIGN/BUILD IS BACK
The design/build sector gets a shot in the arm from new home construction
breaking ground and homeowners' loosened purse strings
S14 HELP WANTED
Landscapers across the country continue

to struggle to find qualified employees

$18 SHAKE YOUR EIGHT BALL

We take a look at 7 of the top concerns and
trends facing landscapers as we prepare for 2015,

$22 HEALTH CARE ON THE HORIZON

While uncerfainty about the Affordable Care Act remains,
many landscapers are learning to deal with it
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POWER OR FUEL SAVINGS — (hat was your choice. Until now. Say hello to the
E1 R I et 1 T T o 2 {0 9 S S F: 22 W With best-in-class” torque and horsepower
it's ready to take on any terrain. And with the $600/year” you save on fuel,it's
the most fuel-efficient engine we've ever made. Man, it's good to be king.

*Class defined as vertical-shaft, commercial B0Occ to 875cc gasoline engines, **C ared to a comparable
KOHLER carbureted engine under compar loads and duty cycles. Based on 600 hours of annual aperation.

KOHLER Engines

KohlerEngines.com/824
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THE FIRST STEP OF THE LONG HAUL.

THE 2014 CHEVY SILVERADO HD WAS AWARDED
= - 4~ “HIGHEST-RANKED LARGE HEAVY-DUTY PICKUP IN INITIAL QUALITY.”

INTRODUCING THE NEW 2015 SILVERADO HD

FROM THE FAMILY OF THE MOST DEPENDABLE, FIND ROADS
LONGEST-LASTING FULL-SIZE PICKUPS ON THE ROAD**

*The Chevrolet Silverado HD received the lowest number of problems per 100 vehicles among
large heavy-duty pickups in the proprietary J.D. Power 2014 Initial Quality Study™ Study based CHEVROLET
on responses from 86,118 new-vehicle owners. measuring 239 models Alld measures opinions
after 90 days of ownership. Proprietary study results are based on expe es and perceptions
of owners surveyed in February-May 2014. Your experiences may vary. Visit jdpower.com.
**Dependability based on longevity: 1987-April 2013 Full-Size Pickup registratic
©2014 General Motors. All rights reserved. Chevrolet* Chevrolet emblem* Chevy™ Silverado”
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Igniting a new era

How Eagle Creek Nursery operates
as a family-owned business.
By Kristen Hampshire

t's the cycle of life. The loss of two
uncles, owners in the family busi-
ness, resulted in the end of an era
for Eagle Creek Nursery in Indianapolis
It was the beginning of a new age
for the company, which was founded
four generations ago in 1916. One uncle

had been overseeing operations for the  Esterline

last four decades; the other was mostly

retired. The family had not anticipated the loss - the uncles
died within a month of each other

“We reached a fork in the road at that point,” says Mark
Esterline, who had been in charge of landscape maintenance
and worked in the family business since the early 1990s. He is
now president. “Being a family business, everyone had ideas
about what they wanted to do and where they wanted to go,
and here was an opportunity to make some changes

“We had lots of ideas, but no real plan in place on how to
execute them,” Esterline says.

Esterline’s uncle had been managing plant procurement for
the nursery, along with daily banking and insurance. Esterline
immediately began faking over these duties. “We had a void
there and everyone was so busy in their own part of the busi-
ness, someone had to step up and start doing more,” he says

The company continued to move forward, not slowing
its pace. But the fact was, Eagle Creek Nursery had been
riding steady for some time, Esterline says. "Under the past
management, we had gotten lethargic and were not growing
anymore,” he says. "When you have someone who has been
in charge of the business for 40 years, change is tough.”

Visit bit.ly/llignite for the rest of the article

CLASS is in session

Dean Murphy shares his insight
on how he and his team have
grown Terracare Associates.
It's an exclusive opportunity
for L&L readers to look behind
the scenes at how one of the largest companies
in the landscape and lawn care industry runs.
Visit bit.ly/deanmurphy to take the virtual tour.

8 OCTOBER 2014 www.lawnandlandscape com
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Gain new customers using social media.

By Jason Scott

s many of you know, local Chambers Of Commerce, Business

Network International Groups (BNIs) and other networking

associations are great places to find new customers and leads for
many business owners over the years. In fact, many longtime Chamber Of
Commerce members rely solely on the referral network for new business.

Their involvement with these associations has created some long-
lasting relationships and referrals. With more people online, we have a
huge opportunity to apply the same traditional networking concepts in a
“digital way.” | have had great success with having new customers fall into
my lap due to the commitment | have made online.

The key is spending time online where your buyers are having
conversations. It is similar to how you would network at a Chamber event,
but you engage with them in a digital way.

* STEP I: Identify the influencers in your service area (for example: local
journalists, politicians, real estate agents, property managers, town
administrators, business owners, attorneys, etc.). These are people you
would have been getting in front of at local networking events. And these
are people with whom you'd like to share your message.

* STEP 2: Now that you have identified them, follow them. Follow them
on Twitter and re-tweet their tweets. Connect with them on Linkedin and
comment on their posts. “Like” their business page on Facebook and be
sure to give them a review, or comment on a post. Subscribe to their blogs
and comment on their arficles.

Visit bit.ly/digcham to read the full article.

The author is president of Distinctive Landscaping in Attleboro Falls, Mass
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The scientists from Penn State University designed and developed PennMulch Seed Accelerator
with one thing in mind...successful seed establishment. PennMulch uses our exclusive Moisture
Cell Technology which holds water in the root zone, to quickly establish a thick, healthy lawn.
A proven winner, PennMulch Seed Accelerator nurtures your seed into a healthy turf.

To find out more about establishing turf or feeding lawns, call or visit us online.

Lebanonurf

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

SIGHT

all me at chow

Let the turkeys out

friend of mine, Dan, works as a

hired hand at a farm out east of

Cleveland. He mends fences and
mows and does other odd jobs all around
the property as the owners — both of whom
work full time in other professions — prepare
for the county fair. Dan’s a great guy, and a
lot like me in that he can get overwhelmed
when he has a lot of different projects in
front of him.

The other day he was driving up to the
farm and gota text from the owners: “Open
the gate and let the turkeys out.” And that
text, while maybe strange to folks who aren’t
charged with the daily care and feeding of
poultry, suddenly made him feel much bet-
ter, Despite a chore list as long as his arm, he
knew that as long as he let those birds out,
the day would be a success.

As | drove to work, I thought more about
Dan and the farm, and the idea of letting my
own turkeys out. Mark Twain is credited
with the advice that if you eart one frog when
you start your day, everything else you do
after thar will be comparatively more palat-
able. Bur I thought the idea also made sense
for anyone in fall planning mode.

One of the best things to do this time of

year is to take a long look at your operation

and your team and decide what's working
and what's not.

Jim Huston wrote a column in our August
issue abour firing a long-time problem em-
ployee with an anger management problem,
and how thar decision made the rest of the
company more productive and a more pleas-
ant place to work.

As a busy owner, it’s easy to develop a
blind spot when it comes to certain prob-
lems, Just like thar foreman who does great
work but is a jerk, or the earnest tech who's
always coming in late, or the longtime cus-
tomer who always finds a reason to complain.

So many landscapers have trouble find-
ing and retaining good employees. It’s a
struggle every contractor, no matter the
segment or geography, is going through.
And because it's so hard to find good em-
ployees, it can be tempting to keep some
of the mediocre or even poor performers
around. Better the devil you know than
the devil you don’t, righe?

Bur take some time in the next few weeks
to look around — at your company, your team
and yourself — to see where your turkeys are.
They do nothing to help you and everything
to hurt you. It's time to open the gate and
let them out. — Chuck Bowen

Leading business modia tor landscape contractors.
s8n Canal Rd, Valley View, OH, ga12s
Phone: 800-456-0707 Editorial Fax: 216-651-0830 Subscriptions & Classifieds: 800-456-0707
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Built precisely. Works relentlessly. The world’s No. 1 selling compact
excavators® feature zero and conventional tail swing, 20% higher lift
and finely tuned Kubota engines. They’re part machine, part masterpiece
and all Kubota. Locate your dealer today at Kubota.com/Construction.

n *According to 2013 OEM Off-Highway Research, Kubota has the largest compact excavator market
share in the world. © Kubota Tractor Corporation, 2014.
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Eli Kean, marketing manager for Dixie Chopper, mowed approximately 106 acres in an attempt to
set a World Record for most acres mowed in 24 hours.

The Le Mans
of lawn mowing

A Dixie Chopper employee attempted
to set a mowing world record. By Chuck Bowen

LONDON, Ohio - If you think spending eight hours on a zero-turn is rough, try riding
one for 24 hours straight.

That’s what Eli Kean did last month in an attempr to set the world record for most acres
mowed in 24 hours. Kean, marketing manager for Dixie Chopper, mowed approximately

106 acres of rough ground in an endurance test reminiscent of the famous 24 Hours of

Le Mans road race.
But instead of French cobblestone, Kean's track was a collection of rough, uneven grassy fields
that serve as a parking lot for the Molly Caren Agriculture Center west of Columbus, Ohio.
“It just beat you up the whole time,” Kean said of the grounds.

12 OCTOBER 2014 www.lawnandlandscape com
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Kean drove Dixie's forthcoming 2015
74-inch Xcaliber zero-turn, powered by
a 35-hp, 999-cc Kawasaki engine. The
mower was completely stock — even the
seat — save for a couple of sets of LED
lights and two GoPro cameras to record
the event.

Dixie Chopper is no stranger to en-
durance challenges. In 2007, one of its
sales managers drove a propane-powered
mower across the country. And for the
company’s 25th anniversary, it com-
missioned the team at Orange County

Chopper to build a show motorcycle

using parts from one of its Zs.

Guinness World Records is still
processing all that foorage, and the
company was still awaiting confirmation
of its world record art press time. But no
current record for most acres mowed
stands. The only turf-related records
Guinness maintains are longest journey
on a lawnmower (14,594.5 miles on a
stock Kubota BX2200-60) and fastest
speed set on a lawnmower (116 mph
on a highly modified Honda HF2620).

In all, Kean used 65 gallons of fuel
and was on the mower for abour 23
hours total — he spent a few 15-minute
breaks eating some cold pizza, apples
and granola.

Before leaving for the Tuesday record
attempt, Kean said, he mowed his lawn
at home — an acre in Indiana thac he
maintains with a 60-inch Magnum —
and kissed his wife and two kids, aged 6
weeks and 18 months, goodbye.

“Monday night was the best sleep I'd

had in a couple weeks,” he said.
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oaring again

Kawasaki's
Maryville
engine facility
has seen a
come back
since the
recession.

A tour of Kawasaki's Maryville, Mo., engine facility
illustrates the industry’s rebound. By Guy Cipriano

MARYVILLE, Mo. — The tour guide opened a
door and his group gathered on a small con-
crete square providing a dry barrier between
a busy factory and muddy turf.

“We're supposed to show everybody this,”
said Greg Branner, who works in the engi-
neering department of the Kawasaki Motors
Manufacturing engine plant in northwest
Missouri. Branner gazed at a grass plot sur-
rounded on two sides by manufacturing
structures. " This is a place where we can
expand the plant,” he said.

One sign of the lawn industry’s recovery
can be found in this city's signature manu-
facturing facility. Before, during and after the

25th anniversary celebration of Kawasaki’s
Maryville plant on Aug. 22, company execu-
tives and employees openly discussed expan-
sion, a seemingly unlikely vision shortdly after
the plant last expanded in 2008.

The recession slowed activity in the
796,699-square foot plant that had been
expanded 11 times since opening in 1989.
Steve Bratt, vice president and plant manager,
says work weeks were reduced to four days
in 2008-09, with many employees using
vacation and personal time to fill personal
financial voids.

And now? The plant hummed with activ-

ity as industry guests toured the facility on a

L&L INSIDER
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typical workday as part of the anniversary cel-
ebration. Kawasaki employs 810 workers in
Maryville, making it the city’s second-largest
employer behind Northwest Missouri State
University. Eighteen different engine models
ranging from 12 to 37 horsepower for lawn
and garden equipment are produced there.

Ten assembly lines have the capacity to
assemble 450 units per day and more than
18,500 active parts are stored in the ware-
house. The die casting operation uses 1.4
million pounds of aluminum per month.

The plant is operating at full capacity with
employees being offered overtime, according
to Bratt. “The industry is booming, at least
in the lawn and garden side of it,” he said.
Fumihiro “Clint” Ohno, senior vice president
of the United States engine division, called
reaching full capacity “a good headache to
have.” The plant reached another milestone
last March when the 8 millionth completed
unit left the line.

Bratt judges the industry’s current condi-
tion based on activity inside the plant. Tim
Malinowski offered a different perspective.
He's the senior sales-manager-OEM sales and
relies on dara and industry buzz when deter-
mining Kawasaki's place in the lawn market.

“It’s been another busy year,” he said.
“Growth was substantial, kind of following
OPEI numbers. We are supporting that the
best we can and next year is going to be a
similar year with maybe not as strong growth.
Technology is key. Going forward people are
being much more, I guess, critical of innova-
tion, features, benefits, fuel economy and
those types of things. That's something we
are working on.”

The anniversary celebration included a
kampai toast, a Japanese goodwill gesture,
and ended with the starting of the first engine
produced in the plant, a FC150V model.

“I personally still have one of the mowers,”
Bratt said. “It’s 25 years old and still going

strong.”

The author is assistant editor of Lawn & Land-
scape’s sister publication, Golf Course Industry

www.lawnandlandscape com OCTOBER 2014 13
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NISSAN [Commercial Vehicles  NissanCommercialVehicles.com
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#ToughLove




NISSAN CARGO VANS

TESTED TO PERFORM.

At Nissan, we test our vans without mercy, simulating hundreds of thousands of miles of the roughest

driving conditions imaginable. The Heat Chamber. The Frame Twister. The Salt Spray Tunnel. The Shaker

Machine. More than 6,600 grueling tests in all. The tougher we test them, the more you love them. Want

proof? And an amazing song? Check out the love Bret Michaels is feeling at NissanToughLove.com.
You'll see why we're proud to offer a 5-year, 100,000-mile, bumper-to-bumper limited warranty -
America’s best commercial van warranty:

NV200  CompactCargo | NV Passenger | NV Cargo High Roof | NV Cargo

— L e S & T e WIS e
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i coverage. Comparson based on Ward's Light Vehicle segmentation: 2014 Nigsan NV Cargo Passenger va. 2014 Large Van class; 2014 Nissan NV200 vs. 2014 Small Van class, Companson based
mission performance and defect coverage (applicable coverage is provided under other separate warranties). The powaertrain covorage is 5 years or 100,000 miles (whichever occurs first), Other general
Uways wear your seat belt, and please don't dnnk and drive. £2014 Nissan North Amenca, Inc.




FILL IT UP

L&L recently surveyed 100 contractors about their fuel-buying habits
and how they are saving at the pump. We found that the majority of
respondents haven’t made a drastic move like changing a fleet, and they |
also haven't made smaller-scale changes and invested in routing/tracking
software. Yet, that doesn’t mean they aren’t looking into alternative fuels. |
For more from the survey, read the Smart Fuel package in our September !
issue. For more on alternative fuels, turn to page 104.

Have you changed your Do you use routing/ Do you plan to add more propane/
fleet vehicles in the last tracking software to increase diesel/electric to your equipment
five years to save fuel? fuel efficiency? fleet in the next three years?

72%0 73%0
®Yes No

Below are some reasons contractors plan to add more
propane/diesel/electric to the equipment fleet.

* WE RUN DIESEL TRUCKS, GREAT FUEL ECONOMY FOR PULLING.

We are planning to switch to either propane or diesel mowers in the

next year or two because (of) fuel economy and laws that regulate
transportation of gasoline. In Tennessee, you can only transport

so many gallons of gasoline but the restrictions are much less on

propane or diesel. v
« WE ARE ABOUT 90 PERCENT DIESEL NOW. Only our ¥z and % ton %
trucks are gas. Most of our decisions on trucks are made based on =
stocking parts for them. We try to limit different types of trucks, so 3
we don't have to carry so many different parts. a

DBER 2014 www.lawnandlandscape. com




FERTILIZED WITH

FLEXX |

NITROGEN

UFLEXX™ stabilized nitrogen provides a quick green-up and vibrant color your customers will see in
their lawn. And you'll have peace of mind between visits because stabilized nitrogen delivers sustained
performance across a wide range of temperatures, moisture or microbial activity — for up to eight weeks.

Now that’s a difference you can see and sell.

Learn how to maximize your nitrogen efficiency at: UFLE“

TEUNITROGEN

Greener. Faster. Longer.

KOCH AGRONOMIC SERVICES, LLC
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Tralnlng that
takes your skKills
- and your
earning potential

HIGHER!

Join certified low voltage lighting
technician (CLVLT #0849) Ron Carter for
these informative sessions designed to
take your technical skills and business
knowledge to the next level.

HowToDedgnﬂnLummeUgmM
Job / Troubleshooting & Maintenance:

This two-day course is designed for professionals
wishing to improve the aesthetic designs of their
landscape lighting installations and to advance
their knowledge and confidence to troubleshoot and
repair faulty systems

Hands-On LED Landscape Lighting
Installation (ALA Certified Training):

A two-day interactive, hands-on LED landscape
lighting seminar for those professionals seeking to
increase their knowledge and installation of low-
voltage (12 volt) LED landscape lighting

CERTIFIED

TRAINING

To learn more or to sign up,
go to www.landscapelighting.com

and click on the Certified Training logo or call
Donna Milojevic at 216.573.1000 ext. 6421

KICHLER

L&L INSIDER

it www. lawnandlandscape.com

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 to the industry

The training game

Bill Arman of the consulting
group the Harvest Group
answers some of the
most-asked questions
about preparing employees.

Q: How do you measure the effectiveness
of training?

A: There are basically six areas that should
be measured and tracked to verify the ef-
fectiveness of your training program. These
areas are prerty critical and come into play
with most every position in the organization.

1. Quantity of workload or capacity to
take on more responsibility

The more training employees ger, the
more we would like them to take on, as
in more jobs, more complex duties and
responsibilities, more people under their
jurisdiction, or more customers without
being overwhelmed or stressed our.

How to measure: Give people more work
and see if they consistently deliver on the
other items listed below.

2. Quality of work as perceived by the
customer

Employees should deliver consistently on
your customers  needs and requests. This
would include some customer relations
training with operational delivery that is
recognized and meets and exceeds your
customers’ expectations.

How to measure: Use customer surveys,

customer retention tr.ukin:.:, accounts

18 OCTOBER 2014 www.lawnandlandscape.com

receivables, referrals for other work and
enhancement sales.

3. Quality of work as measured by
internal standards

Each company should have an internal
method for measuring the quality of its
work. This measuring tool should be used
frequently and objectively. This is usually
referred to as quality assurance.

How to measure: Build a score sheet that
covers key areas that can be measured and
progress tracked art least each quarter.

4. Efficiency and productivity

Measure efficiency and productivity by
measuring actual hours used versus hours
budgeted to do the work. Don'’t forger that
the quality needs ro be there as well. It’s a
balance berween the two.

How to measure: The gross margin on a
job or by a service area, like maintenance,
installation or snow removal is usually a
great way to measure efficiency.

5. Safety

Each company needs to have safety as
a major focus and training needs to be in
pl.lcc hcrc.

How to measure: Keep track of the num-
ber of accidents and incidents, along with
the frequency and severity of accidents. A
low Workers Comp MOD rate is a good
indicator of having a well-trained staff.

6. Transfer of knowledge to others

The people who do all of the above and
also help with the training of others are
:_:()ldcn.

How to measure: People or trainees are
successfully accomplishing all of the top five

items on time and consistently.

Q: How do you know that information
transfer actually took place?

A: The best way to verify that the training
has indeed taken place is a process called
‘certification.” Certification is an indepen-
dent process from the actual training that
allows the trainees to demonstrate, on their
own, the task, skill or behavior that has been
raught to them. It's similar to when you take
your driver’s license test. There's a written

portion and a field verification completed by



http://www.lawnandlandscape.com
http://www.landscapelighting.com
http://www.lawnandlandscape.com

THE EVOLUTION®” OF CONTROL
ALL IN ONE!

—~ e 4

® @]

HOME HELP/SETUP

™

_WATER OFF

RESUME

SHORTCUTS

2 O 8

WATER NOW SCHEDULES ADJUST WATER REVIEW

Smart Connect® is a Smarter Way

Different customers have different needs. That's why the award-
winning EVOLUTION® Controller can be customized with up to
four Smart Connect® Add-Ons - all wirelessly connected to a

single receiver that fits neatly inside the controller.

Toro®* Smart Connect

» Install the optional, EPA WaterSense® approved ET Sensor, or up to
three easy-to-install wireless soil sensors, to automatically control

zone runtimes - saving water and your time.

e |Install the optional wireless relays for integrated control of fountain
pumps, outdoor lighting, or even holiday lighting.

US. MSRP A s kP * Install the wireless Handheld Remote to make system testing a breeze.

VAR,

US. MSRP o et
Learn more at: 2 UK INNOVAT

Handheld Remote Auxiliary Relay WWW.tOfO.COrn/EVO LUTION ©:20)& The:Tird Compatiy



http://www.toro.com/EVOLUTION

L&LINSIDER

For more news

the certifier. Make sure the certifier was not
the trainer to avoid a trainer’s bias.

Q: How do you hold employees ac-
countable for the time/effort spent on
training?

A: Mcasure the expected outcomes of
their training and track their results and
behaviors. Conduct regular performance
appraisals and define what skills need tun-
ing up. Reward the performers and help
build their skills. If they do not respond
or improve their skills, results or behaviors
after reasonable effort, then, perhaps, it's
time for them to be successful elsewhere.

Q: What is the customer impact of a
trained versus non-trained employee?
A: Well-trained employees will be effective,
productive, safe, positive and content with
their career paths. This will translate into
happy content customers. The impact is
powerful. As a result, your customers will stay
with you for a long time, tell others about
your company, pay their bills on time, and
they will want to add more work and extras
with you. Without a great training program,
all of the above will definitely be harder if
not impossible to accomplish. Remember
to have a purpose in mind when you start a
training program. Know the desired measur-
able ourcomes before you launch.

HAVE A QUESTION FOR THE EXPERTS?
»» Send it to llexperts@gie.net

g-mu THE SALE IT'S THE SERVICE THAT COUNTS!
-
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Dan Carrothers created a franchise, Weed Man Houston, and purchased 22 territories, the

largest Weed Man franchise to date.

Weed Man ready for big year

The company had one of its best years in 2013,
and expects better in 2014. By Katie Tuttle

n what the company is calling a “phe-
nomenal year,” Weed Man USA is on
track to have one of its best years with
both revenue and opening franchises.
“And the good news is the year's not
over yet and we're coming into our busiest

selling season for franchises,” said Jennifer
Lemcke, chief operating officer for Weed
Man. “So we're really, really excited about
where we're at and where we're going.”
For 2013, the company grew 19 per-
cent. For 2014, the company is projecting

1.4+ MILLION PARTS ONLINE

SAVING S ON OUR ALREADY LOW PRICES
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the year to end at $75 million, which would
mean a 19 percent growth of $12 million
for the year.

"As we look at some of what our industry
has done, specifically in lawn care, we're one
of the fastest growing companies, and that
we're really proud of. I know it's because of
the people we've gorten involved with the
company,” said Lemcke.

Not only growing in revenue, Weed Man
also announced that the company has grown
in size in regards to franchises. To date,
11 franchisees have expanded and signed
addirional franchise agreements to acquire
35 territories.

“We had budgered to have 56 territories
and we're at 77 already, so we've exceeded
our budger by 21 rerritories, which is re-
ally the best we've ever done in one year,”
Lemcke said.

She added that the company is currently
working on a few verbal deals which will be
announced ar a later date.

Weed Man also announced a new venture
it was taking. Dan Carrothers, who was
marketing manager at BASF, created a fran-
chise, Weed Man Houston, and purchased
22 rerritories, the largest Weed Man fran-
chise to date. In addirion to being a Weed
Man franchisee, Carrothers is also part of a
brand new joint venture, Turf Operations
Houston,

“Based on all of this, we actually decided
as a company to do a joint venture with Dan
in our corporate entity here in Canada,”
Lemcke said. “This is the first time we've
done this.

The new company’s board of directors will
consist of Carrothers, Weed man CEO and
founder Roger Mongeon and a few other key
employees, including Lemcke.

“I am extremely excited abour joining
Weed Man,” Carrothers said. “After many
years in the industry, primarily on the chem-
ical side as a basic manufacturer, I'm now
going to be on the other side of the fence
where on a day-to-day basis we're interacting
with customers, with an organization that is
clearly customer-centric.”

Lemcke said partnerships and investments
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“1 think there are many
people out there with great
experience and they may
be wondering what’s next.
If nothing else, | may have
given them some things to
think about and hopefully
one of them is that Weed
Man is a great place to think
about being with.”

— Dan Carrothers

like this is something Weed Man hopes to
see more of in the future, and taking the first
step with Carrothers will hopefully bring
atrention to these opportunities.

“By developing strong business oppor-
tunities with a great candidate like Dan,
it brings the level of professionalism up in
our industry,” Lemcke said. “These large
owner-operated Weed Man franchises give
a lot of opportunity for employees to grow
within the company and see a future career
within our industry.”

“I think me joining Weed Man will simply
open up doors for people who are thinking
about something beyond what they are cur-
rently doing.” Carrothers said. “I think there
are many people out there with grear experi-
ence and they may be wondering what's next.
If nothing else, [ may have given them some
things to think about and hopefully one of
them is that Weed Man is a grear place to

think about being with.” 1at
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Lessons from the end

like to tell my team at Grunder Landscaping

and my coaching and consulting clients to

work like a defensive end does in the NFL
A good defensive end never settles. What is
their job? To get to the quarterback, right? To
make a tackle behind the line of scrimmage,
right? To do whatever they have to do to limit
the forward progress of the offense. | think
there are a lot of great parallels between a great
NFL defensive end and a great landscaper. Here
are three of my favorites:

1. THEY DON'T MAKE EXCUSES. What happens
to the teammate on an NFL team who makes
excuses or blames others for their performance?
They don't stay employed on a team for long.
Creat landscapers don't make excuses either.
Owners don't want fo hear their feam talk about
them not wanting to chip in and cut grass for the
day. Owners and managers don't want to hear
their team say, “You know, | just don't feel like
working today because it's too cold "

And owners, your team doesn’t want to hear
about how bad you've got it. Or how horrible
Mrs. Smith is to work with. Or how unlucky you
are. They don't want fo hear why you're having
trouble making payroll or why you didn't get
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them the materials they needed for the job. Your
team expects you to do what you said you would
do and never throw them under the bus.

They are watching how you behave and
looking to you for leadership - not for excuses. |
like what former football coach and current ESPN
analyst Lou Holtz said: "Don’t tell me how rocky
the sea is. Just bring the dam ship in*

Amen, Lou.

Great owners fake the blame when things go
wrong and put the praise on others when things
go well. They realize they are part of a team and
they have to chip in, too. It's pretty hard for you
to get upset at your team making excuses for
poor performance if you make excuses, too

Just state the facts, learn from your mistakes,
be grateful you have a team and show them
that by your actions - not just by your words. If
things are not going well, ask for help, lead the
way and get better.

2. THEY DON'T TAKE NO FOR AN ANSWER. No
matter what these elite athletes are doing, they
don't take no for an answer. Sure, it's nauseating
sometimes 1o see their confidence and cockiness.
However, if you just look at it for what it is, it's
really pretty admirable

What if all of us owners ran our businesses
with the bravado that an NFL defensive lineman
did? | think we'd be better off. If we all ap-
proached our work with a can-do mindset and
took on whatever was across the line from us,
we'd find success more times than failure.

Today, at Grunder Landscaping Co., we had a
slight mix up. We sent a whole crew to a job site
with plants and guys to do a job. When we got
there, the client came out and said, "Whoa, you
can’t do this today; we're going fo be gone and
we won't be home fo water” Most landscapers
would say, "Oh, okay, we're sorry; we'll come
back when you get back into town.”

The landscapers at GLC — the ones that have
this defensive end mentality - said, “That's OK,
we'll water for you when you're gone and just
plant it now.” We won't charge them to water. It
will be cheaper to do it for them than going back
later to install the plants. Problem solved, job
done, moving on, right?

How many times do you just lie down and ac-
cept it when you are told no? Probably oo often.
Owners and team members would all do better
if they didn't take no for an answer. Try to find a
way around. Be a defensive end and shove aside
the obstacles in your way, or at least try fo. Many
times things will work out really well for you

3. THEY TAKE BREAKS. If you think about the
performance of an NFL defensive end, they work
really, really hard for about 20 seconds every
three minutes or so. There's no way they can
give it their all for hours and hours at a time

I think many landscapers, me included, don't
even remotely grasp this concept, Great ideas
don't come to you when you are fully exert-
ing yourself. They come to you when you are
relaxed.

Sometimes the best thing | can do is take
a 1o-minute break and recharge my batteries
Sometimes, rather than working till 8 p.m., I go
home early and then go in early the next day.

Short breaks, vacations and things other than
work are where we find our zest for work. It's
when we're not working that we see what could
improve and how we could do better. If an NFL
defensive lineman can figure this out, we land-
scapers should be able to figure it out, foo. LaL
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JIM HUSTON runs J.R. Huston Consulting, a green industry consulting firm

ime to huddle up

ollege athletics is as competitive an
arena as any today. Coaches who pro
duce winning teams usually become

millionaires, campus heroes, professional
coaches and sports icons. Coaches who don't
produce winning teams often end up selling
insurance

It's all about the numbers and winning
Yet, it amazes me how some college athletes
and teams are willing to die for their coach,
their team and each other. This, in spife of the
fact that if you, as an athlete, cannot perform
a functional role on the team and be used to
win, you're replaced. It's a totally utilitarian
environment

Good coaches focus on quantifiable Xs
and Os. Great coaches do so as well, but they
master the intangible - the unseen. Like a
band of brothers fighting for a great cause,
great coaches not only master the tactical
they meld the minutia of the job at hand into
the strategic - the big picture. And what is the
big picture? It's the caring for one another at a
deep level that's somewhat spiritual

Players performing for great coaches know
that they're not just a number. They know
that the coach cares for and believes in them,
probably more than they do themselves. Great
coaches care deeply for their players’ character
development, education, futures and families

Mediocre coaches are myopic in their per
spective, Their worldview is incomplete. They
focus on themselves, their record, their career
their problems. Players (people) are simply
a means to an end, the purpose of which is
to qglorify themselves. And you can bet that
players know this. They, like most of us, know
when they are being used

Great coaches like John Wooden, Lou Holtz
and Tom Landry see themselves as servants
whose primary objective it is to enhance
others, rather than themselves. They
can't help but he

all of their potential, all of the time,

others develop
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and in all circumstances. It's been cultivated
into their DNA over many challenging years
It's this DNA which transcends mere winning
championships and sports glory that they
pass onto their players. They truly do create a
band of brothers {or sisters) ~ an arena of sorts

where brothers and s

technical, but also r
Great leaders are, first and foremost, great

coaches, To be a great leader, you have to mas

ter technical challenges and love people. You
cannot merely focus on technical excellence
while remaining inept at relationships. You

must master both

HOW IT WORKS. Mark Pendergast, president

of Salmon Falls Landscaping in Berwick, Maine,
3 -4 '

is gruff, somewhat unrefined and driven. He

wears his emotions on his sleeve. If he
it, you get to feel it, Mark's a field guy. He
doesn’t like office work. However, he knows
and understands commercial landscape
installation field operations as well as anyone
in the country. Mark does not know how to
operate all the systems in the office such as
accounting, estimating, job-costing software,
etc. Frankly, you wouldn't
want Mark in the
office running these
systems. He would
drive you and ev-
eryone eise nuts

He belonags in

n the other hand, Mark knows how

the field

to assemble an excellent office team, and he

knows the right que y ask them

No «

up earlier, works harder and stays longer

s harder than Mark, He's

new

than anyone in the com e the

yany (or o

company). He truly leads from the front

passion for his work and his peo )OVIOUS,
but that doesn’t mean that he's easy to work

for. Many have not lasted at Salmon Fal

sons and some

scaping - some for good re

for not-so-good reasons

Mark has recruited, trained and m

a great team. This is primarily bec

the example for others to emulate. You can

recruit the best and train the best, but if

one that

your No. 1job 3

you cannot delegate

CONCLUSION. It's simple but true. If you want

your team 10 sweat, you have o bl

ed. If you
want your feam 10 bleed, you have o hemor

rhage. Leaders hemorrhage. 1aL
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BY MARGIE HOLLY

S cheap ways to train

budget is often one of the first things cut.

But that doesn’t mean your employees
should do without. Here are some suggestions for
inexpensive but effective methods to achieve your
employee development goals.

I n challenging financial times, the training

1. Take advantage of networking groups. Many
industry assodations offer education for members
at monthly meetings, at annual conferences and
online, and some offer the added credentialing of
professional industry certification. Beyond land-
scape associations, get involved with the associa-
tions of your customers. It helps you network and
keep up with trends in your customers’ industry
and may even open doors fo a wider range of
training opportunities for your employees.

2. Foster peer-to-peer learning. Having your em-
ployees teach each other is a great way to share
best practices, teach new employees old subject
matter and maybe even teach some of your old
dogs new fricks.

Cross training: Cross frain jobs shouldn’t only
cover someone going on extended leave. Treated
as a regular part of training, with a predictable
schedule of job rotfation, you can not only ensure
that your employees are flexible, but you will cre-
ate an engaged work force that understands the
big picture and is stimulated by the challenge of
continuous learning.

Lunch-and-learns: Modify the traditional
office-based format to benefit your field-based
employees. Send a production expert fo have
lunch with the crew and solicit their ideas to
improve efficiency. One aftermoon a month,
bring your crews back to the yard early for a
"lunch-truck-and-learn” where team members can
highlight their successes and share production tips
and techniques.

And don't underestimate the value of a "break-
fast with the brass” where your top executives
host various functional groups for breakfast, listen-
ing to their feedback and showing them how they
fit into the success of the overall business.
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Weekly book club: Choose a business book
and have team members read a chapter per
week. At the end of every week have a team
member lead a lunch meeting where everyone
discusses what they learned and brainstorms
how to apply those lessons to your business.

3. Partner with who you know. Ask your vendors
what's new. Check with government agencies or
university extension programs for free resources.
Is there a community center you can use for train-
ing space in exchange for volunteer services? Can
your customers provide a venue or education on
topics that are important to their business?
Here's a real life example: When budget cuts

tricks.

old dogs ne

threatened one company's training calendar, it
partnered with a customer, local government
and three long-time vendors to create a day-long
program that offered hands-on workshops in
horticulture, irrigation and equipment main-
tenance. The company held the program at a
nearby botanical garden, which allowed in-house
experts to lead a plant identification tour in the
afternoon.

A representative from city government gave
a presentation and answered questions about
new water regulations. Lunch was provided by
another vendor, who was given time during
the meal to present a few new products. The
entire day cost only a few hundred dollars, but
employees left feeling energized with tools and
information they could apply immediately to
better serve their customers.

HIRE POWER is a monthly column designed to help you recruit, hire and retain the best talent for your company.
We've got a rafating panel of columnists ready to give you practical, tactical advice on solving your labor problems
Emall Chuck Bowen at cbowen@gie.net with topic ideas

4. Train the trainer. There are some skills only
a professional can teach, so you will likely have
to rely on some formalized training programs. If
you are fraining multiple people, you can save
time and money by bringing a trainer on site. If
your budget won't support that, then identify
someone within the company who has strong
communication skills along with the patience to
help others learn. Send them to the classes and
have them come back prepared to share what
they've learned.

5. Encourage self-study. Develop a supplemen-
tary course of study that will help employees
achieve their own career goals by customizing
the learning.

Online training: Online courses are a great way
for employees to learn at their own pace with
a course of study tailored to their career goals.
Check with your local Small Business Development
Center (SBA.gov) for free or low-cost opfions.
Other resources include: Dale Camnegie, BizLibrary,
Learning Tree and the Business Training Institute.

Book lists: Customize lists of business books
by topics relevant to a specific career frack. For
example, a field employee who wants to get
into management can enhance his competency
with books on leadership, management skills,
communication and budgeting. Someone on
a sales frack may benefit from topics such as
customer service, effective listening and project
management. And leaders at every level should
never stop learning about new ways to motivate,
communicate and strategize.

Community resources: Toastmasters Interna-
tional is a non-profit group with chapters all over
the country that will help an individual improve
communication, public speaking and leadership
skills. Community colleges and adult education
programs, often based in public high schools and
tech schools, offer low-cost courses on a variety
of topics from computer software to business to
English as a second language. If you have enough
employees interested, some schools may even
send instructors on site, Lat
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Less Weight
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Packed with power, the Honda GCV160 engine is lighter than ever. Now you can offer lawn mowers

that deliver outstanding performance and remarkable fuel efficiency, along with legendary Honda
reliability and quiet operation. Go with the engine that sips gas, guzzles grass and tells your customers
they're getting the very best — the Honda GCV160.
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CALLBACKS DAMAGE RELATIONSHIPS.

Callbacks are more than an inconvenience; they're costly and can destroy your business. Fifty percent*
of customers who call to complain about dandelions will eventually end up canceling your service.

Defendor™ specialty herbicide helps reduce callbacks by providing early season control of

dandelions, clover and other winter annual and perennial weeds. For proven crabgrass and
broadleaf weed control, apply Defendor when you make your first applications of Dimension® 2EW
specialty herbicide. So spend time building relationships and keep the honeymoon with your

customers alive. To learn more, visit www.DowProvesit.com.

@ Dow AgroSciences Solutions for the Growing World

Jetferson Davis Consumer Research 2012. *“Trademark of The Dow Chemical Company (*Dow”) or an affiliated company of Dow
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Scan this code for
more information at
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How an irrigation-only firm has persevered through
the auto-industry crash and economic fallout. By kristen Hampshire

here are clear business advantages to run-

ning a niche operation. You hone a client

base that demands, and will pay for, your

services. You focus skill building on an
area of expertise and become a subject-marter expert.
You target marketing and focus on getting the busi-
ness you want.

But there are also pitfalls when the going gets tough
and customers stop spending on irrigation systems.
Many companies diversify to extend or deepen their
reach in the market. They run with the idea that com-
prehensive coverage will prevent customers from leaving
their firm to find services elsewhere.

There's truth to that.

But Aaron Katerberg never considered branching out
beyond his company’s longtime core business: irriga-
tion, and irrigation only. That said, Grapids Irrigation,
located in Grand Rapids, Mich., has overhauled its busi-
ness model, pumped up cash flow with smart payment

systems, expanded into drainage tiles and formed a peer

group to keep the profitable ideas lowing.

Some things stay the same — an irrigation focus —
but the daily operations of the business have changed
significantly to secure the sustainability of the 50-year-
old firm. “One of my grandfather’s advertisements
was, ‘irrigation is not a sideline,”™ Katerberg says. With
modern business model changes, that saying is still very
much the case at Grapids.

SWITCHING THE MIX. To stay alive and busy the last 10
years, Grapids Irrigation completely Hip-flopped its
installation and service mix. Historically, the firm had
been mostly installation. Today, the split is 25 percent
installation and 75 percent service.

The problem with installation is that commercial
work goes to the lowest bidder, Katerberg says. He saw
more opportunity in service, because of its recurring
revenue — and also, there is a “keeping up” factor that
will drive even clients who feel financially crunched ro

take care of their irrigation systems.

www.lawnandlandscape.com
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From left to right:
Aaron Katerberg,
his grandfather

Ev Katerberg, who
founded Grapids
Irrigation in 1957,
and Will Katerberg,
Aaron's father.
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“My grandpa would always
say that people with money will
always still need you,” Katerberg
says. “There will always still be
work from the top end of your
clientele, and even if those higher
end customers do not have the
money, they don’t want to be
embarrassed in their neighbor-
hoods with a brown lawn.”

So Katerberg began build-
ing the service division of the
business—a wise decision, he
said, considering the financial
storm going on in their immedi-
ate area, and the country. “With
the economic dump in Michigan
on the auto industry in 2003,
and the economic dump of the
whole country in 2008, we have
had ro reform our business model
almost from scratch,” he says
simply. The commercial installa-
tion business simply wasn't going
to be there like it was.

This service shift was a big
move for the Katerberg family.
Katerberg began the efforts in ear-
nest when he rook over as service
manager eight years ago. Today,
he serves as president and is buy-
ing out the now third-generation
business from his facher, Will.
Katerberg’s grandfather, Ev, a
plumber by trade, founded the
company in 1957.

In spite of the economic cli-
mate, the family still wanted the
business to continue with its irri-
gation-only service model — that
is their passion— but increasing
service business would improve
cash How, which quite frankly,
stopped flowing during the com-
pany's five-month off-season.

But in order to boost service,
Grapids needed to build internal
resources, including bringing on
(and training) employees to do
the work;: and developing systems
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o maintain a high level of cus-
tomer service. “We are roughly
triple the size we were 10 years
ago, and our marketing efforts
and the employees we hire for
service are very different, as well,”
Karerberg says.

As for employees, irrigation
construction takes “a bull” of
a worker who can focus on
production; while the service
side calls for a self-starter who
excels at relationship building,
Katerberg says.

“Service is very detail-oriented,
and you are dealing with custom-
ers very intently,” he says. “Some-
times you need to hold that older
customer's hand as you adjust the
(irrigation) head just the way she
wants it —and you need to juggle
paperwork,” he says, noting that
the typical service rechnician does
20 rimes the paperwork of an
installation foreman.

“A foreman interacts with
potentially one customer in two
or three days or longer on a com-
mercial job,” Katerberg says. “A
service technicians is often inter-
acting with somewhere berween
15 to 20 customers per day.”

Most employees do not jump
back and forth berween depart-
ments. In fact, only two employees
have done that in Katerberg's
20-some years in the business.
Recruiting for service is focused on
finding individuals who can work
independently on the road, man-
age customer relationships and
handle administrative duties, such
as billing and payment (Grapids
recently implemented COD).

As for systems, Katerberg says
the company has always focused
on fast response to customer calls.
This is integral to secure new and
repeat service business, “We make

sure that we follow up with our

www.lawnandlandscape.com
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customers, and from my experience, it can
be hard to ger a hold of (other companies)

on the phone,” he says.

CUING UP CASH FLOW. Switching to service
was one .\_led'd.l! kl «.l\ic ong process, I\Hl
implementing systems to improve cash flow
was critical to Grapids’ continued growth
during the recession.

“Cash How kills more businesses than
P&Ls do,” Katerberg says.

['rying to spread out the money during
the off-season was stressing the irm — it’s a
challenge for any seasonal business. Grapids

stoked its cash flow, and ironed out its frantic
Aaron's
grandfather at

: a homeshow
for service, Today, about 70 percent of start- : ; 3 in the late

early-spring scheduling rush, by offering a

10-percent discount to clients who prepay

up scrvice customers sign a }‘IL'}‘J\' contract, 1950sS.
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Katerberg introduces the program to
clients each year by mailing them a formal
letter the first of February, A commirment to

prepay is due by March 1. The selling point

for customers is the discount, plus the con-
venience of knowing their irrigation service
needs are handled for the rest of the year. For

Grapids, the business low improves because

Edging Enlightenment.
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All paths to edging enlightenment lead to
Permaloc. As the industry leader in quality
edging products, our highly-trained project
specialists are experts at matching our
application-specific edgings to your unique
project needs.
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Find us at permaloc.com or contact us at
800.356.9660.

Landscape Bed « Maintenance Strip « Aggregate Walkway
Brick Paver » Permeable Pavement « Asphalt Surface » Sports Surface » Green Roof

Katerberg can plan routes well in advance

Another move to “significantly” help cash
How, Katerberg says, has been implementing
cash-on-delivery (COD). Grapids began of-
tering the system in early 2014. Technicians
are responsible for completing the COD
transaction,

“Technicians can take checks or credit cards
in the field,” he says. “They are doing their
own pricing, so they quorte the customer like
a mechanic would, and by the end of the job,
they take that money and it goes directly into
our account instead of us waiting for the col-
lection period, which is 40 days on average.”

Some technicians are better at securing
COD than others; it’s a system thar Kater-
berg and managers will continue to empha-
size to field personnel because it drastically
reduces receivables

[hese steps to improve cash How have
allowed Grapids to use winter months ro
sharpen the business and conduct training.
“We'd rather spend the off season making
our service better instead of trying to pick up
a few bucks here and there plowing, which is
a very competitive business in our market,”
Katerberg says.

With a move toward more service, and
by purtting systems in place to support the
company’s financials, Grapids has main-
tained growth during the recession. The
company posted about $1.7 million in
revenues last year.

What Katerberg is most excited about is
continuing on this growth mode, and con-
tinuing to explore opportunities that align
with the company’s irrigation mission. One
such service is installing drain tiles. Grapids
can use¢ its existing equipment for the work.

“The benehicial thing is when it rains, no
one cares abourt the sprinkler company. but
everyone cares abour the drainage company,’
he says. “The service has been a good balance
for us.” The company has gained drainage
tile business from existing customers and
expanded its client base, too.

“We have made significant leaps and
bounds as far as financials, bur that’s not
whart is most exciting,” Katerberg says of
growing a talented team. “Seeing our people

become successful excites me far more.” 1at
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Informed and involved

aining customer insight is critical to the success of any
business. That is why John Deere supports Lawn &
Landscape's initiative to provide its annual research
through the 2014 State of the Industry Report.

The opportunity to review projected trends and the financial
health of the lawn and landscape industry is essential to your
business planning and ours.

Upon reviewing this valuable information, you'll find the
outlook for the lawn and landscape services industry is promising
for the foreseeable furure. Nearly half of the contractors surveyed
have more work backlog than they did a year ago and over 90
percent of the respondents reported that they will generate a
profit this year.

Other leading indicators such as weather, housing starts, home
values and employment figures support the positive trends you'll KEN TAYLOR. CLP
»

see in this issue. Industry revenues are projected to grow by 7.4
: ? General Manager

John Deere Corporate Business Division

percent for 2014 and 8.5 percent for 2015. And while quality
available labor continues to be a limiting factor in the industry’s
growth, there is a positive trend in employment opportunities
of 2.5 percent and 2.2 percent over the next two years. This is
good news in such a labor-dependent industry.

I have learned over the years that there is tremendous ben-
efit in listening and learning from those who have experience
and insight within our industry. As the major sponsor of the
Green Industry Conference, as well as various industry events
throughout the year, we continue to gain greater knowledge into
the opportunities and challenges that you, our customers, face.

As you read through this issue and start planning for next year,
[ would encourage you to get involved in the communities you
serve to promote the benefits of well-managed green spaces and
your profession in creating and maintaining the quality of life in
the communities you serve. Be an active member in your state
or national trade associations.

To rake full advantage of the projected continued growth in
the industry, you will need to implement new and innovative
approaches to business. John Deere is dedicated to providing you
with the products, dealer support, financing and other integrated
solutions to help you grow and prosper.

Sustainable growth is important for all of us. There has never
been a better time to clearly define your brand, your niche,
strengthen your business and better serve your communities
and customers.

We wish you a safe and prosperous year!
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DATA

DRIVEN

Exclusive L&L research

on the state of the |andscape market

and what's coming in 2015.
E o asEsm =

t's a good time to be a landscaper. Revenue and profits are on the rise
and the long-dormant construction market is starting to come back to
life. Homeowners and property managers are once again investing in
their properties. More contractors say they'll turn a profit this year, and
the national average net profit is up a point to 11 percent. The average
owner’s salary is up 11 percent from last year to a national average of $68,414.

According to our research, in 2014 the average landscaper employs 15
people year-round and does just more than $1 million in annual revenue, of
which he sees a net profic of 11 percent.

But, not all bodes well. Landscapers across the country complain of a lack
of qualified employees — both for crews and management positions. Persistent
drought in the west and south has put pressure on the entire green industry
to get smarter about how it manages water. And the specter of the Affordable
Healthcare Act still looms over many contractors. Read on to see how contrac-
tors across the country are dealing with these and other problems.

Bur before we begin, some housekeeping: For the data in the pages thar fol-
low, we report the national average for landscapers, then drill down and split
responses between firms doing more or less than $200,000 a year in revenue.
Maintenance means mowing, trimming, etc. Design/build is hardscaping and
installation work, and lawn care is chemical application. — Chuck Bowen

WHICH OF THE FOLLOWING BEST
DESCRIBES YOUR BUSINESS?

B I'masole L S 32%
a small, independent company............. 34%

an up-and-coming company................. 20%
EEEEEREEEEE B We're a well-established company .................... 7%
EEEEEEEEEN I We're franchise operation
O We're a national landscaping company
EEEEN Othe

4%
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WHAT PERCENTAGE OF YOUR ANNUAL SALES COMES FROM THE FOLLOWING SERVICES?

Lawn mowing/maintenance Ml AVERAGE SALES UNDER $200K $200K OR MORE
Dosign/'auiH N 2
Lawn care @ 8 @
Tree and ornamental M : < § 2
Snow and ice removal I ‘3; s:; 2 . Y a:
Irrigation l = Bf’ Bg 3.5 § = o ;3: 3: § § I I ot P: ,33 535 §
Other : I - - . Em I e,

WHAT PERCENTAGE OF YOUR SALES COMES FROM THE FOLLOWING PROPERTY TYPES?

AVERAGE SALES UNDER $200K $200K OR MORE
Single-family residential m X
Commercial/industrial = b
Multi-family structures Il 2 §
Government/institutional = 2 'EE ~ 2
i B | 1L (1T Hi

-
ESEARCH
T

AT THIS POINT IN THE SEASON,
HOW DOES YOUR BACKLOG
IN 2014 COMPARE TO 2013?

M We have more backlog
B We have the same amount of backlog
B We have less backlog

AVERAGE
I
B :
1o |

SALES UNDER $200K

I -
[T 35%
I 27%

$200K OR MORE

[
I 30%
. %
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WILL YOU TURN A PROFIT THIS YEAR? WHAT DO YOU PROJECT
Ye: M No B YOUR 2014 NET PROFIT WILL BE?
AVERAGE SALES UNDER $200K  $200K OR MORE
g
§

12%

o MR
/ $EEREE ‘;5_ ?5; 2 2
i | 9 I I
@ Lessthan4% B 4%-5% M 6%-9% W
10%-15% M 16%-20% M  More than 20%

////////////////////////////////////////////////////////////////

/

A %

IN WHAT RANGE WILL BY WHAT @ BY WHAT /
YOUR COMPANY'’S GROSS PERCENTAGE HAVE PERCENTAGE DO %
YOUR TOTAL GROSS YOU EXPECT YOUR /

SALES BE FOR 2014? SALES REVENUE TOTAL GROSS SALES

CHANGED FROM 2013 | REVENUE TO CHANGE
M Less than $200,000 TO 2014 FORTHE .| FROM 2014 TO 2015
B $200,000-$499,999 FOLLOWING? : FOR THE FOLLOWING?
M $500,000-$749,999
W $750,000-$999,999
M $1 million-$6.9 million

* $7 million or more

\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\

I

%

Z

o

%

%

% ~

Z 1TELE S—

%/// ////////////////////////////////////////////////////////////////
oy CoeonmAcsvou - - %

INDUSTRY WILL GROW IN 2015? VERY CONFIDENT SOMEWHAT CONFIDENT NOT AT ALL CONFIDENT
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| | / | .
e margin of error is calculated to be no greater than +/- 4 2ntage points at a confidence level of 95 percent.

WHAT WAS THE FASTEST GROWING SERVICE FOR YOUR BUSINESS IN 2014?
M Maintenance W Design/ build M Lawncare ™ Snow removal

I lrrigation M Trees & ornamental Landscape lighting Other
AVERAGE SALES UNDER $200K (Left) | $200K OR MORE (Right)
Maintenance Design/build
2% -+ =
5% ' a8% ] 21%
Snow removal Irrigation
e —
23% e PRt
Trees and ornamental Landscape lighting

33%

WHAT DO YOU PREDICT WILL BE THE FASTEST 7 //,////////////////////////////////////////////////////////////%
GROWING SERYICE FOR YOUR BUSINESS IN 2015? / IF YOU COULD FIX ONE ECONOMIC CHALLENGE %
/ TO HELP YOUR BUSINESS IN 2015, WHAT WOULD IT BE? /

W M . 32% 7 %

aintenance: / /

s | m Design/build: 25% % 6% =2 36% B Better candidates for hire %

g B Lawn care: 18% % 7% llll ‘ N B Customers cutting bac‘(/canco"ing services é

B Snow removal: 3% % & B Accessto capital /

! Irrigation: 6% / 12% . B Health care challenges %

B Trees and ornamental: 6% é \ " Low consumer confidence é

Landsc;pc |ig|'\ling: 3% z : ' B Slow housing market é

Other: 7% / 14%: :20% Other /

/ ............. /
//////////////////////////////////////////////////////////////// %

~

STATE OF THE INDUSTRY REPORT S



What's behind every ZTrak ¢ Just about everything.

B e =

When you buy a new ZTrak zero-turn mower, or any other John Deere commercial mower,
you get more than just a great machine. You also get Uptime Solutions, a package of unique
offerings made especially for commercial customers like you. There's genuine John Deere
Parts. Our exclusive NeverStop™ Loaner Program”. Creat discounts from GreenFleet Loyalty
Rewards. Partners like STIHL®. The expertise of John Deere Financial. And so much more.

There’s more to our support than meets the eye. Talk to your John Deere
dealer today about what Uptime Solutions can do for your business.
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DESIGN/BUILD IS BACK

The sector gets a shot in the arm from new home construction breaking ground

and homeowners loosened purse strings. BY KRISTEN HAMPSHIRE
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omeowners who have been

dreaming of a better backyard

— one enhanced with hardscape,

water and fire features and full-

blown outdoor kitchens — are
tired of holding back and are making a move on
those projects now.

That's the report from design/build contractors
around the country who are seeing an increase in
more “luxury” design and installation work, and a
resurgence of new construction, triggering a demand
for design/build projects.

Scott Cohen’s design/build business is up about
50 percent this year compared to 2013. “A key in-
dication of how the economy is looking right now is
whether people are buying ‘extras’ or keeping projects
bare bones,” says the president of The Green Scene
in Chatsworth, Calif.

In his area, clients are buying the original design
he presents — and then adding on sophisticated
color-changing lighting, outdoor speakers, misting
systems ro cool down areas and more. These are items
clients might have omitted when Cohen proposed
them, even as late as last year.

'l think people have been sitting on the sidelines
for the last five to seven years, and they are chomping
at the bit of the opportunity to get their yards fixed,”
Cohen says.

Meanwhile, median home values have increased
in California by about almost 13 percent during the
last 12 months, according to Zillow, compared to 6.5
percent nationwide. “So people are feeling like they
can invest in their properties,” Cohen says. “They feel
like their investments won't be lost and they will get
their money’s worth.”

Pete Bryant, president, Southern Exposure
Landscape Management, Summerfield, N.C., says
his firm never suffered a decline in business in 2008
and 2009. “We did see a slump in growth during
that time,” he says, “But the last two years have been
excellent for our company, not only maintaining our
current customers bur also seeing substantial growth
with new customers looking to finally do that back-
yard project they’ve been dreaming of.”

But is this upswing here to stay? According to
Lawn & Landscape’s research, the answer is yes.
Design/build was the second most popular answer

when contracrors were asked what their fastest

“There is more
opportunity
(in clesign/bu”c])

as outdoor |iving IS

getting more elaborate

and sophisticated.

- Reed Dillon, president,
Reed Dillon & Associates

growing service was in 2014. The optimism was the
same from contractors with design/build landing as
the second most popular answer when asked about
which service would grow the fastest in 2015.
“Unless we have another free fall in the stock mar-
ket, yes, I think this (business) is here to stay,” says
Reed Dillon, president, Reed Dillon & Associates,

Lawrence, Kan.

JUST ADD LUXURY. Thart free fall in the stock
market — and the years of recession after — forced
many landscapers out of the market or into different
services. Those contractors with established compa-
nies who were left standing have an opportunity to
take on the more complicated projects customers
are now asking for. And Dillon says 2014 is just
the beginning,.

“There is opportunity (in design/build) as outdoor
living is getting more elaborate and sophisticated,”
Dillon says. “It’s harder for homeowners to find
qualified contractors who can really handle all aspects
of a project.”

Because his company got involved with a referral
network including builders and architects, new

work has been coming in the doors and filling up
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2%

of contractors said they

plan on oﬁering design/

build next year.

the schedule. The referral network has turned
the firm on to high-end projects at custom-built
homes, Dillon says.

For example, one project the firm is completing
in exclusive Mission Hills includes a terraced prop-
erty, pool, cabana house, outdoor fireplace and
extensive plantings and outdoor lighting. “There
is a lot of demand for outdoor living, and if you
are in the right market, there is an expectation
of what the outside environment will be like in
terms of materials and degree of sophistication,”
Dillon says.

In other words, the outdoor living space is a given
rather than an option in the custom home world.

Back in North Carolina, Bryant says the abun-
dance of work means his firm doesn’t have to jump
at every job.

“We can be more selective and focus on the
services we thrive at (landscaping and deck and
patio lighting), and subcontract the tangent ser-
vices that we don’t do as often,” he says. “When a
company spreads itself too thin and tries to take on
everything within the landscape field, something
will lack excellence.”

Bryant’s focus on higher-end construction helps
separate him from the competition. He says the

company’s specialization in more projects in the

§12  STATE OF THE INDUSTRY REPORT )BER 2

$300,000 range has given the company an edge
because there are fewer qualified firms that can
even bid these jobs.

PUSHING UP PRICES. There's more work in
the design/build sector roday — but how profitable
is it? The landscape design and installation firms
we spoke with said they’re minding their margins
to stay competitive. And while profit margins are
healthy, increasing material and labor expenses
mean they aren’t blowing anyone out of the water.

“We have kept the profit margins tight because
we want to be busy,” Cohen says, adding that the
firm will increase prices moving into 2015 to defray
increasing labor and materials costs.

Labor expenses, in particular, are a growing bur-
den in Cohen’s California market because of the
minimum wage increase and the “trickle up” effect
that has on other employees’ wages, he says. “Our
staff has responded to the increase in minimum
wage by saying, ‘Hey, if everyone is getting $1.50
per hour more, | want that, too,” he says. “The
minimum wage increase we saw here is affecting
our whole staff.”

Bryant says in his North Carolina marker, he ex-
pects prices to continue a slow increase, indicating
stability (as opposed to spikes that show marker




turbulence). “1 don’t think the current
economy has bounced back enough to
sustain a rapid price jump,” he says.

Meanwhile, Bryant says his firm rends
to be more expensive than others in the
region, but potential clients are willing
to spend the extra money if they know
they'll ger quality work. “Mainly, we
quote a job accurately so clients don’t
have lots of surprise expenses throughout
the project,” he says.

Dillon says his firm has rweaked pricing
slightly to see what the marker will bear.
“But we have not really done too much
with that,” he says of pricing. “We are
doing higher volume now than before,
so we are making more profit.”

But the cost of materials continues to
creep, Dillon says. “I'm acrually kind of
amazed with some of these hardscape
projects and where the bids are coming
in,” he says. “Ifit’s shocking to me, I can't
imagine what it is to the client.”

Burt those clients seem willing to
pay the price today compared to prior
years. And, Dillon says, because his
clients want to do business with him,
he is rarely bidding against another
company. He is sometimes altering the
bid to accommodate clients’ budgets,
but clients have expressed that they feel
they’re getting value.

Besides, Dillon says his firm is “very
lean” now after trimming back signifi-
cantly in 2008. “We had to do some fairly
significant layoffs, which was rough on
people who had worked with me for 20
years,” he says. “But through that process,
| found ourt that we could maintain a
much leaner operation.”

Cohen did nort eliminate staff during
the downrturn. “We kept everyone,
and that is allowing us to respond and
rebound quickly,” he says. “Really, the
only thing slowing us down is our sub-
contracted reams because there are not
as many guys out there ready to rock and
roll as we need.”

Shoring up a larger, qualified network of

subcontractors will be critical for taking full

advantage of the market growth, Cohen
says. His in-house staff of 45 is supported
by professionals such as plumbers and
other tradespeople. “Whereas we used to
work with one plumber, now we work with
three,” Cohen points out. (For more on la-
bor issues in the industry, turn to page 14.)

Another holdup for getting jobs started,
Cohen says, is the number of building
permits waiting for approval. “The city
and county planning offices that issue
permits have nor staffed back up to be
able to accommodate the higher volumes
of permits, so we have projects on standby
waiting for permit approval for months
on end,” he says. “It has been really frus-

trating for our clients and us as we wait.”

BUILDING IN 2014 AND BEYOND.
“If you are going to make money in 2015,
you need to be staffed and ready to go,”
Cohen says, adding that if California sees
rain, business will be even better. “There is
a lot of potential business out there where
homeowners are not pulling the trigger
because they are concerned abour whether
they’ll be able to water (their landscapes).

Cohen thinks that design/build busi-
ness could easily multiply four-fold if the
drought concern dissipates.

Continued construction will sustain
the influx of work in the high-end design/
build sector, Dillon says. “There are areas
of rown where builders are doing a lot
of tear-down and building new, bigger
houses,” he says. “As long as that trend
continues, and it shows no sign of abaring,
the market should remain good here.”

Also, the fact that homeowners are
choosing the extras for their projects
indicates not only comfort in moving
forward with a project, but an ability to
splurge on luxury — always a good sign
for design/build.

“We've seen an increase in clients
wanting to invest in their properties and
do projects that are not only remedies to
issues,” Bryant says, “but additions that
would be considered luxury for entertain-

ment and enjoyment.” st

THE AVERAGE
CONTRACTOR
SPENDS

$9,773

ON SKID-STEERS
ANNUALLY.

11%

OF CONTRACTORS
SAID THEY
PLANTO
PURCHASE
A SKID-STEER
IN THE NEXT
12 MONTHS
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HELP
WANTED

Landscapers across the country continue

to struggle to find qualified employees.
BY STACIE ZINN ROBERTS

t's not breaking news, and, in fact, the com-
plaints have been coming in for awhile — it’s
hard to find good help these days. But the
answers to the problem have been few and
far between.

“I think as an industry we need to get to-
gether and rally around who we are and what
we do,” says Jerry Schill, president of Schill
Grounds Management. Schill's company has

four locations in Ohio, employs 106 people, and has been
in business for 21 years.

One way Schill Grounds Management publicly sup-
ports growing the workforce in the landscape industry
is by its support of the PLANET Academic Excellence
Foundation. Schill’s goal is to work together with other
industry leaders through PLANET in order to recruit
more workers into the landscape industry before they get
swallowed up by some other field.

Some companies conduct outreach to young people
through industry job fairs, recruiting through Future
Farmers of America programs, or by going into the high
schools for career days and other work related events.

For Schill, the issue is in hiring qualified managers. In
July, Schill was quoted in a Wall Street Journal article on

the challenges faced by small business owners looking to
hire skilled employees. A month after the story ran, Schill
had received 194 inquiries from folks around the country
looking to fill the five managerial positions the company
has had available for about a year. The company has
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made several hires after the article came
out, but still struggle to find qualified and
experienced horticultural professionals at
the managerial level.

“We are not secing enough people
energized by our industry. There's not a
lot of folks getting ready to graduate from
high school or going to trade schools ...
we just don't see the interest from kids
anymore to enter those programs. That's
really it in a nuwshell,” Schill says. “The
middle management positions, Schill says,
are the most difficult to fill. These jobs pay
from $35,00 up to $75,000.

The lack of vocational and technical

schools and reduced agricultural training
programs, Schill says, have reduced a
once-robust stream of applicants interest-
ed in the landscape industry. It's unfortu-
nate, he says, considering that at 22-year-
old right out of one of these schools could
start his first job as a landscape manager
making $40,000 a year.
“A manager’s job is not a bad job,”
Schill says. “That’s a great stepping stone.
But they don’t realize that, they don't
understand it. And our industry as a whole
is at fault for it.”

ON THE GROUND. In other areas of
the country, landscape business owners
we talked to say middle management is
easier to come by. It’s the unskilled labor
force, hiring enough workers to mow grass
during the busy summer season, that is the
real challenge.

Ivan Giraldo is president of Clean
Scapes, LP, a landscape company with
offices in Dallas, Austin and San Antonio.
Giraldo says the industry struggles from
a lack of understanding of the value of
physical work, and how an entry level
position can lead to bigger opportunities.

“It’s becoming difficult to fll entry
positions. It appears that many view
physically challenging manual labor as
something that may be bencath them.
Many of our young people haven't en-
gaged in really challenging manual labor
and find it easy to quit when it turns out
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LABOR NUMBERS How MANY OPEN POSITIONS DO YOU HAVE?

to be more initially challenging than they
expected,” Giraldo says.

“I believe that people don't see manual
labor as the first step for something big
anymore. They don’tsee it asa career path.
They want to step into the middle of the
ladder to start with, they don't see as the
‘jumping board’ to something bigger.”

In the resort area of the Delmarva Pen-
insula, in coastal Delaware and Maryland’s

Eastern Shore, Tony Sposato, president of

Sposato Landscape Co., has a similar ex-
perience. Sposato says not only is he com-
peting with other landscape companies
to find temporary workers, burt also the
hotels, amusement parks and restaurants
in the resort towns that need ro hire folks
to clean rooms, operate rides and wash
dishes during the busy summer season.
“Mainly we are having trouble with
mowing labor, guys who can mow grass.
It pays anywhere from $9.50 to $13.50

""" B WEST/SOUTHWEST: 1.8 POSITIONS
- EAST/MIDWEST: 1.1 POSITIONS
''''' I8 SOUTH/SOUTHEAST: 1 POSITION

an hour, depending on skill level. Those
are the jobs that are hard ro fill. We could
pay $15 to $20 an hour and we'd sdill
have people not show up on Monday. It's
not the pay. It’s a nine to 10-hour day.
It's hard work,” Sposato says. “Monday
morning we had 11 guys not show up so
we had three trucks that sat in the yard.
[t backed the whole week up so we had to
go into Saturday to finish our schedule.”

And that wasn’t the first time.

“We just keep doing what we're doing.
Hiring and hiring and hiring, and having
a revolving door. That's all we can do,”
Sposato says. “Plus, we might have to scale
back and turn work away. If it really got
bad, we'd have to shut trucks down and
lose contracts, and that could happen
easily if we don’t ger the personnel to do
the work.”

One way companies are filling the un-
skilled labor gap is by employing tempo-



rary immigrant workers through the U.S.
government's H-2B program. Employees
hired under the program must be retained
only for a temporary or seasonal need and
be paid at least minimum wage. Workers
are pre-screened in their native country
and federally tracked for compliance.
Most of the workers employed in the
landscape sector come from Mexico.

In Texas, Giraldo says, H-2B “has
become a big part of our business. The
big majority of our H-2B visa employees
are employees that return year after year.
This helps us reduce accidents and keep
our productivity high.”

Schill is a huge proponent of the H-2B
program. He says a full 22 percent of his
workforce is H-2B, which fills the seasonal
void during the heavy summer mowing
season. He's traveled several times from
his offices in Ohio to Washington, D.C.,
to lobby in favor of the program.

“For every one H-2B worker, we can
hire and retain three domestic workers.
They fill the scasonal void. We've buile
an organizational model to spread out
the type of work we're doing over time.
Nobody wants to take a well-paying job
and find out they're not going to work for
three months a year (during the winter
off-season),” Schill says.

“Because we are in Cleveland, Ohio, we
have a seasonal market. We are shoveling
snow November through March. So we
bring in H-2B guys, some of them for 10
years. The same guys keep qualifying to
come back. We know their families, they
understand our systems, they are a part of
our culture. They getit.”

Using the H-2B workers in the sum-
mer, Schill says, allows him rto utilize his
year-round talent in other ways. “We are
able to spread out some of our work now
on an annual basis. Our full-time staff,
every one of our guys, are involved in
snow operations. When we get the spike in
spring, our H-2B guys arrive. We integrate
them into our domestic workforce.”

Schill says he’s come to rely on the

H-2B workers, so much so, that they're

now critical to his company’s success.
“When the H-2B guys don’t show up it

puts us in a world of trouble,” he says.

NOT A PERFECT FIX. But a heavy re-
liance on H-2B is what worries Sposato.

“I don’t want to get too dependent on
it because the program is a little unstable
right now,” he says. “The cap, the cost to
bring in labor, the wage rule, and they
could just cancel the program. Those
things are making it hard ro use the
program. So, I don't want to rely on it.”

Will hiring practices get easier as time
goes on? But with a concerted effort by
the industry to recruit more workers,
and a little help from the government to
understand the need for seasonal laborers,
things could ger better. After all, things
do change, right?

“Five years ago, we were in a recession
and had people knocking at the door,” Spo-
sato says. “The last couple of years, it's been
getting more and more challenging.” 1at

Stacie Zinn Roberts is a freelance writer based
in Mount Vernon, Wash

HOW MUCH DOES A LACK OF
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SHAKE YOUR EIGHT BALL

We look at seven

of the top concerns and

trends facing landscapers
as they face 2015.
BY LINDSEY GETZ
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hile it would certainly
be handy to have a crystal ball from time
to time, many lawn care owners and op-
erators have gotten used to dealing with
the uncertainties that come with this
industry. After all, the unpredictability of
climate and weather patterns is something
landscapers face every day — and that can
make or break a season. Bur our research
revealed that other concerns top the list,
including: fuel prices, stress, consumer
confidence, low-ball competitors, lower
margins, water and private equity in-
vestment.

In ralking with contractors, we also
found that possible minimum wage hikes
and immigration reform are also big con-
cerns, along with the looming but still
uncertain mandates from the Affordable
Care Act (both of which we've addressed
in this issue as well).

Though none of us has that crystal ball,
giving these issues some forethought, and
planning for the challenges they pose just
may be all it takes to get them off the
front burner.

1. FUEL PRICES

Grappling with rising fuel costs is noth-
ing new to the industry but it remains a
top concern for many business owners.
For most, it's a major expense that is not
always easy to thoroughly budget for.
According to a recent Lawn & Land-
scape survey about fuel buying habits,
38 percent of contractors said up rol0
percent of their budgets went to fuel
costs. Another 38 percent said between
11-20 percent of their budgets went to
fuel costs.

“It seems that no matter how much
more we budget for fuel, we always spend
a lot more than we planned,” says Mark
Fockele, owner of The Fockele Garden
Co., in Gainesville, Ga. “We do not have
a great solution to this, but as we buy new

trucks and replace old ones, we are slowly
converting our fleet from diesel to gaso-
line, which saves money not only on fuel
costs burt on repair costs as well.”

Some states are certainly worse than
others. In California, where the fuel price
is consistently higher than the national
average, Stay Green, a Santa Clarita-based
company is always looking for ways to
save at the pump. According to Triple
A, the national average for gas prices in
August was $3.48 for regular and $3.83
for diesel. The average for regular in Cal-
ifornia was $3.91 and $4.10 for diesel.

“We recycle older vehicles for new
ones that have better gas mileage,” says
Rich Angelo, company founder. “We also
look for ways to move people around that
don’t necessarily need a truck, such as an
account manager or a production man-
ager. Someone who is supervising field
people all day doesn’t necessarily need to
be driving a big truck around.”

Angelo says the company also uses gas
cards thar give a kickback if used at cer-
tain gas stations. And for equipment, the
company switched from gas to propane.
That had the added bonus of decreasing
lost revenue from theft.

“Stolen gas is definitely an issue for us
but propane is a different story,” Angelo
says. “People typically don’t use propane
so it doesn’t just disappear on us. It also
burns clean and can be highlighted as part

of a green initiative.”

2. STRESS

Stress is often an unescapable part of being
a business owner and landscape business
owners certainly have their share of it to
deal with. It’s a labor-intensive field and
it's not always that easy to find laborers
willing to do it. Most contractors say that
qualified labor is their biggest stressor,
but there are a number of other issues
constantly putting pressure on owners,
including some of the very topics our
research has explored. Learning how to
deal with stress is the critical piece.

“I've been in this business for 23 years
and it's typically the same stressors just
coming back around again and again,” says
Bill Bumgardner, co-owner of Bumgarden-
ers Landscape in Central Point, Ore. “The
difference is that you learn how to handle
them better. You strategize better. And you
also don’t let the stress get to you as much.”

Bumgardner says that a big part of know-
ing how to handle stress is being willing to
get away from it, He admits that's hard to
do as a business owner. “You have to force
yourself to take some time off,” he says. “Do
things with your family. Hit the gym a few
days a week. If you don't force yourself to
make that time, you will burn out.”

3. CONSUMER CONFIDENCE

Although it took a while for consumer
spending to bounce back following the
recession, many contractors saw a big im-
provement in 2014 and expect consumer

ON STRESS

“I'VE BEEN IN THIS BUSINESS FOR 23 YEARS,
and it’s typically the same stressors just coming back around again
.nd again," - Bi“ Bumgardner, co-owner O{ Bumgardeners
Landscape in Central Point, Ore. “The difference is that you
learn how to handle them better. You strategize better. And you

also don't let the stress get to you as much.”
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confidence to continue to rise in 2015.

ON A SCALE OF 1 TO 10, with 1 being low concern and 10 being high concern,
please rate your concern about each issue and their aspect on your business.
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back to add-ons like patios or hard-
scaping, which were some of the firs rueL s A )

things to go away when people stopped
spending,” says Tim Mechan, owner of
Meehan's Lawn Service, based in Brook
Park, Ohio. “Now they have more dis-
posable income available and aren’t as
reluctant to spend some of it.”

Meehan says some of the reluctance to
spend came from the sense of uncertainty
that loomed over everyone following the
recession.

“I can relate to that,” he adds. “Even
as a businessman, | wasn't looking to
grow my business in a time that we
didn’t know what was going to happen
next. | wasn’t looking to pursue new cus-
tomers when | felt like I couldn’t predict
the end result. I definitely understood
the uncertainty my customers had.”

4. LOW-BALL COMPETITORS
Mow-blow-and-go landscapers are
nothing new to the industry. While they
aren'tany major threat to take over, they
can still drive margins down. “They're
not competing on the same level as us
but they still take a bite out of the mar-
ket,” Mechan says. “Our customers will
ask us to bid a property for 10 percent
less because of low ball competitors. That
can be frustrating.”

Mechan dealt with that issue by get-
ting out of commercial work and that's
where he sees himself continuing. “I
moved more into the residential market
and that’s where I'm able to keep a good
flow,” Mechan says. “Homeowners tend
to be less driven by bottom line and a
little more driven by quality.”

GENERATING QUALITY LEADS
STRESS

CONSUMER CONFIDENCE
LOW-BALL COMPETITORS

LOWER MARGINS AT WORK
WEATHER

CUSTOMERS CANCELING SERVICES
DELINQUENT PAYMENTS
WORKERS' COMP. COSTS
REGULATIONS/BAN OF WATER/IRRIGATION
FERTILIZER PRICES

WEED/INSECT/DISEASE OUTBREAKS

REGULATIONS/BAN OF PESTICIDE/
FERTILIZER USE

HEALTH INSURANCE COSTS

REGULATION/BAN OF EQUIPMENT
NOISE/EMMISIONS

LABOR SHORTAGE

IMMIGRATION REGULATIONS
HOUSING FORECLOSURES

BUSINESS LENDING/CREDIT CRUNCH

H-2B PROGRAM CHANGES/CHALLENGES

57 TS

Angelo also says low ballers can be a nuisance ro bartle. They
don’t bring the same quality to the table, and have a negative
impact on margins. “If a company can find someone to do
their maintenance for $5,000 a month as opposed to $10,000 a
month, they’re likely to be more forgiving of things done below
par because they're saving so much money,” says Angelo, whose
company is 100 percent commercial. “What they don’t realize is
that they usually end up going back and spending more money
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on deferred maintenance that the low-priced service provider
wasn't offering. They're just taking money out of one pocket
and putting it in another.”

At times, it can be disheartening, Angelo says, to lose jobs
that his company has had for many years simply because it's
undercut. But Angelo says that competition — even low-ball
competitors — ultimarely helps strengthen his business by forcing
it to compete art a higher level.




5. LOWER MARGINS ON WORK
Lower margins are often the result of low-
ball competitors and though the recession
made many consumers hold tighter onto
their purse strings, contractors have found
there are ways to maintain a higher yield.

“Low ballers that are driving down our
margins are just the nature of the beast,”
Bumgardner says. “It’s nothing new. But to
combat it you must know your true costs. If
you don't, it's very easy to lose money to the
low ballers. You must work on making your
bids and proposals as competitive as pos-
sible so that you can make some money.”

It’s especially difficult to compere with
low-ball mowing, says Chris Elmore, pres-
ident of The Grounds Guys. “There is just
such a low barrier to entry for mowing,”
he says. “Mow-blow-and-go has become
commaoditized and one guy cutting grass in
a pick-up really isn’t that different from the
guy cutting grass from the big company.”

That's why diversification is the answer.
“You don't see big landscape companies
just doing mowing and blowing anymore,”
Elmore says. “They're all diversifying and
getting into areas that require knowledge
and specialization beyond just experience.
Knowing how to do a chemical application
or knowing what plant works best based
on the conditions of the soil are specialty
skills and the way that you keep those
margins higher.”

6. WATER

Water — specifically the conservation of
water through more efficient irrigation sys-
tems — continues to be a hotindustry topic.
But the urgency is definitely regional. Areas
dealing with severe, persistent drought are
already on board with secking new solu-
tions while those that aren’t paying high
water costs or dealing with restrictions
could fall behind the curve.

Still, landscapers report thar the general
public is becoming more aware of the need
for conservation.

“Ultimately, what drives work for land-
scapers is the consumer and right now the
consumer is becoming very aware of the

need to conserve more water,” says Mike
Garcia, owner of Enviroscape in Redondo
Beach, Calif. “I've never gotten as many
calls for drip irrigation as [ have this year.
It’s to the point where we are shifting our
business from a traditional landscape busi-
ness model to a water conservation model.”

Marty DeNinno, co-owner of Pinnacle
Irrigation & Nightlighting in Haddon-
field, N.J., has also found success with
an increased focus on water conservation
efforts. Though not faced with drought
conditions, his clients are still interested in
evapotranspiration (ET) based controllers
for both ease of use and cost savings.

In fact, a customer pushed him into

“WE'RE FINALLY SEEING
PEOPLE GOING BACK TO
ADD-ONS LIKE PATIOS OR
HARDSCAPING, which were

some of the first things to go away
when people stopped spending,”

] Tlm Meehan owner OF Mee"\an's

Lawn Service, based out of Brook

Park, Ohio near Cleveland.

the business of selling smart controllers.

“He came ro me and wanted it in-
stalled,” DeNinno says. “Technology like
that can be intimidating ar first and [ do
think our industry needs more education
on it. Three years later that same custom-
er called me and told me he has never
touched the controller and it routinely
saves him 20 percent on his water bill. He
also said he has the greenest grass around.
That'’s the future. I think the industry is
lagging when it comes to technology but
there's great room for growth.”

7. PRIVATE EQUITY INVESTMENT

Private equity has been present in the
landscape industry in one form or another
for many years. But a series of high-pro-
file investments by KKR in the past year

to purchase a controlling interest in the
Brickman Group and ValleyCrest Cos. has
increased interest from many other areas.

Tom Fochtman, CEO of Ceibass Ven-
wure Partners, a green industry mergers and
acquisitions consulting company based in
Arvada, Colo., says the green industry has
no doubt been “discovered” by the private
equity world. He says investors appreciate
the predictability of the landscape man-
agement related revenue business model
and the ability to lever the whole business
model with people.

Ronald Edmonds of The Principium
Group, an advisory firm serving the green
industry on mergers, acquisitions and
more, based in Cordova, Tenn., says ever
since KKR began fueling the trend, other
private equity firms have also been inves-
tigating the industry.

“We see a number of smaller private
equity firms, including family offices,
examining the industry as well as several
so-called ‘search firms' that are looking
for a single company to acquire and man-
age,” Edmonds says. “At the same time,
private equity firms holding some existing
investments in the industry will likely be
secking exits as Brickman's prior owner
Leonard Green did last year and MSD
Capital did in the merger of ValleyCrest
with Brickman this year.”

Edmonds sees this as a continuing trend
that will create the prospect of improved
exit opportunities for certain types of com-
panies in the industry which are solid and
large enough to be platform investments,
as well as others which may be attractive
as add-on investments.

“Creating additional opportunities for
business owners in the industry to mone-
tize their investment when the time is right
is a good thing,” Edmonds says.

Fochtman says there’s room for positive
impact as well. As the Brickman/ValleyCrest
transition occurs, there will be overlapping
people that are let go or choose to leave.

“There is unique opportunity right now
to bolster your team and grab some ac-
counts as this transition occurs.” he says. et
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WEATHERING REFORM

While the uncertainty about the Affordable Care Act remains,
many businesses are learning to deal with it. By LINDSEY GETZ

n February, the government responded
to pressure from various business groups
by delaying the Affordable Care Act’s
mandate for companies to offer their
employees insurance or face penalties
for not complying., That latest delay
gives businesses that have between 50 and 99
employees until January 2016 to begin offering
insurance or to pay the penalties. Some businesses
have simply begun making cuts ro get under that
50-employee mark to be excused from these
mandates. For larger companies that’s not an
option. Beginning in 2015, employers with 100
or more full-time employees who do nor offer
affordable health insurance may be required ro
pay an assessment.
“We currently employ about 300 people so
the Affordable Care Act will potentially have a

huge impact on us,” says Chris Lee, president of

EarthWorks in Lillian, Texas. “But the most frus-
trating thing for us is that we can’t get a straight
answer from anyone about how it will work or
what it will cost. We have estimates ranging
from $150,000 to $500,000. At this point our
insurance agent is feeling fairly optimistic thar
we can be compliant for closer to $150,000 but
it’s not firm. That makes planning and budgeting
very difficule.”

TACKLING THE UNCERTAINTY. There has
been a lot of uncertainty when it comes to the
exact mandates of the ACA, as well as the po-
tential costs associated with it. For a long time,
that uncertainty had led to unrest. But these
days many landscape business owners say they've
stopped wasting so much energy worrying about
it. After all, says Mark W. Forsythe, president and
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COO of Mainscape, in Fishers, Ind., everyone
in the industry is in the same boat. “This isn't
just an issue we're dealing with — it's an indus-
try-wide issue,” he says. “From that viewpoint,
we've decided to take a wait-and-see attitude. It
appears that rules are still being confirmed and
delayed. While we're continually doing research
and trying ro understand the latest news, we aren’t
taking any specific action or spending a lot of
time worrying about it until it’s more concrere.”

As businesses try to understand whatr may
be required of them, many are falling on the
cost-sharing provision possibility currently written
into the law.

“We will offer and provide coverage for our em-
ployees but plan to execute the personal ownership
that employees have in partially helping fund that
coverage,” says Chris Angelo, presidentand CEO
of Stay Green, a 300-employee commercial com-
pany in Santa Clarita, Calif. “We do believe that
most will opt out, take the personal risk, and pay
the $99 personal penalty for doing so. We estimare
that more than 80 percent of our population will
opt out because of the economic impact.”

Like many other bigger companies, Angelo
says he relies heavily on a team of health care
brokers that keep him abreast of the changes — or
proposed changes — so that he can continue to
plan accordingly.

Many commercial landscapers recognize
that their clients also stand to be affected by
the ACA.

Bur Angelo says that because Stay Green
generally services larger companies with higher
wage earners, most clients were already offering
their total benefit packages and may not see
the same changes that industries like the green

THE LATEST
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CARE ACT
gives businesses
with between 50
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until January
2016 to begin
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or to pay the
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businesses have
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cuts to get under
that 50-employee
mark to be
excused from

these mandates.



industry could face. The one exception
is retail shopping centers, Angelo says.
Forsythe says that many of the commer-
cial companies Mainscape services, and the
vendors they work with, have expressed
they're in the same wait-and-see mode
that Forsythe finds himself in. “They know
they might have to do things differently
with their business bur they're not really
sure what,” he says. “Honestly, we've

found that even the insurance companies

don’t appear to be 100 percent certain of

what changes are ahead.”

ALL INIT TOGETHER. Because it often
seems like these changes are being made
since businesses were unwilling or refused
to pay for employees health coverage,

many hll.\illl‘\.\ owners nmkc (}IC P()inl

that they want to help their employees

as best they can. Chris Elmore, president
of The Grounds Guys, says that small
business owners are often vilified in the
media for not wanting to comply with
proposed changes.

“I have yet to ralk to a franchisee who
says they never want to offer health care,”
Elmore says. “They always say thar they
would offer health care if it wasn't so
expensive. We often coach them in that
area and help them research the benefits
packages out there.

“We often say that even if they're not
providing coverage, it’s very helpful for
them to sdll assist employees in finding
a package that is right for them. One
benefit of the ACA is that the health care
exchange will provide another resource

and possibly make it easier for people to
shop different plans.”

Like others, Lee says he will wait and
see what ultimately becomes the law of the
land. Angelo believes thar after a couple
years of problems, there will likely be ad-
ditional reform to the ACA. And Forsythe
adds that taking it off the “major stressors
list” is his objective — at least until more
information is available.

Forsythe says one silver lining is that the
entire landscape industry will have to deal
with the health care question. “The business
owners, the employees — the green industry
in general — we're all in the same boat. Col-
lectively when the time comes, hopefully
we'll igure out what works best for us,” he
says. “But for now, I will not waste a lot of

my time worrying about it.” 18t
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John Deere Commercial Mowing Leasing.

Perhaps, due to the growth of your landscaping company, your equipment
and parts expenses are growing as well. You might be the perfect candidate
for leasing your John Deere commercial mowing equipment. With leasing,
you'll discover lower payments, reduced downtime, and fixed operating
costs. At John Deere, our leasing options are a low-cost, low-risk alternative
to purchasing equipment outright or taking on an instaliment loan. And
returning equipment is a breeze as well. To find out if leasing is right for
your business, call your local John Deere commercial dealer today.

Keep Mowing.

Come see us at the GIE Show, Booth 1110.
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FINANCIAL

JohnDeere.com
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Strength In Numbers:
Forming a Peer Group

B_\ forming a peer group that includes non-competitive irrigation
companies, Aaron Katerberg has developed a sounding board, a
forum for ideas, a benchmarking group — an assembly of professionals
with similar goals for growth and success.

The peer group has been instrumental in Grapids Irrigation’s growth
in the last few years, since Katerberg began holding the bi-annual
meetings. The group started with three owners, who Katerberg ini-
tially metat various networking events and conferences. It has grown,
organically, ro eight participants.

From the regular meetings, Katerberg has gained the knowledge
and insight to make “tons of little tweaks” including using different
materials for irrigation parts, and re-organizing the way tools are
organized in trucks. The group has also guided Karerberg through
some big decisions, such as adding the drainage tile service. “One of
the contractors has been instrumental in helping us build that and
learn how to marker it,” he shares.

The shelf life of peer groups tends to be rather short, Katerberg
says. “They typically fall apart after a while because there is no direc-
tion or purpose,” he says. Here's how Karterberg helps ensure thart the

partnerships formed will be sustainable.

SET AN AGENDA. The bi-annual meetings always have a purpose.
§ [
For instance, when the group meets in August, they will focus on
groug £ )
benchmarking their financials. “You have to have a reason you're
putting together the meeting, and you can’t take on too much at

once, K.ltc!lwl: says.

ENLIST IN A FACILITATOR. “Being owners, we are chickens with our
heads cut off sometimes,” Katerberg relates. Having a facilitator on
board during meetings allows the owners involved to brainstorm with
a purpose. “The facilitator gives us focus and a plan that we follow

- and then we can let the chickens run around the yard a little bir.”

RECRUIT OUTSIDE OF YOUR MARKET. The owners involved in Kater-
berg’s peer group have businesses in different regions. “We are not in
competition with one another,” he says. “So, our financials don't need

to be a secret and we are able to open our books and compare notes.”

GET PERSONAL. The members of the peer group have developed per-
sonal connections that transcend their business relationships. When
they meet ar conferences, they take time to attend a sporting event
together, go out for a meal or take excursions, such as a boat trip.
“It’s important to have people in the peer group with similar values
and personalities thar work together,” Katerberg says, adding, “There

needs to be more than a business connection for the group to last.”
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You Can’t Buy
A Better Reel.
But You Can
Get One FREE.

Come to the Hannay
Booth #3040 at this
year's GIE+Expo and
register to win a
Hannay reel.

Hannay Reels are uniquely
designed to make your job easier.

Reels can be customized to meet your
exact specifications.

Heavy-gauge steel frames, exclusive
one-piece axle assembly, special bearing
design and our original “ribbed” discs can
stand up to the most demanding jobs.

Accessible swivel joints allow for easy
installation and maintenance.

So make sure you stop and register at our
booth, and you could walk away a winner
with a brand new Hannay reel!

Visit us online at hannay.com
or call us at 877-467-3357

Hannay Reels’

The reel leader.
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The lukewarm
customer

Arbor-Nomics Turf ‘

Richard (Dick) Bare, president

Location: Norcross, Ga

Established: 1980

Employees: 70

2013 Revenues: $7 million

Customers: 90% residential, 10% commercial
Services: lawn care, free and shrub care

simple call to ask, “How are we
doing?” impressed customers of
Arbor-Nomics Turf in Norcross,
Ga. Several years ago, the company enlisted
in a telemarketing firm, Spectrum Services,
which called a group of the lawn care com-
pany’s customers each month. For $500 a
month, the telemarketers called as many

clients as possible.

Arbor-Nomics tried the surveying tech-

nique for three years. Nearly 90 percent of
the clients who picked up the phone gave the
company an overall “very good” or “excellent”
rating. But more valuable were the few who
said, “I'm glad you called, 1 was thinking

about cancelling.”

“We have to know who these people are,
and we were able to call them back and see

what the deal was, why they were unhappy,”

& & 4 u
says Dick Bare, president.
IHSIUB ﬂu r Gllent s ml"d Customer surveys “save” clients who
could be lukewarm about the services bur

not proactive enough to pick up the phone

Customer surveys reveal important insights that can or email a complaint. That certainly was not
help a company Shape beﬁer service the majority of responses from Arbor-Nomics

Turf’s surveys — Bare can count two clients
By Kristen Hampshire who said they were thinking of leaving. But

by finding out what's wrong and making it

hen's the last time you asked customers the simple question: right, the company preserves its reputation

How are we doing? And, more importantly, what did you do and improves retention.
with the feedback you gathered? Putting survey data into ac- And in the lawn care business, Bare says,
tion can improve retention and inspire positive operational changes. retention and referrals are what building a
This month, Lawn & Landscape spoke with three firms that business is all about. Overall, clients who
take distinctly different approaches to surveying their customers. received the survey phone calls were just glad
Here's what they had to say about their info-gathering techniques. Arbor-Nomics cared enough to ask abour the
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We spent two years running

the most popular zero-turn

mowers through numerous
real-world tests trying to
find out if there really is a

difference when it comes to
lawn care equipment. We

§ were surprised by the results.

NOT ALL LAWN MOWERS
ARE THE SAME.

Find out more at:
¢ T heWalkerAdvantage.com

WIN A WALKER MOWER AT
GIE"’EXPO Louisville, KY

THE OREEN INDUSTRY & EQUIPMENT EXPO OCt 22 i 24/ 2014

MLKER Visit our booth to see how

you can increase productivity by 25% by using a

walkermowers.com Walker Mower and be entered to win.



service. They didn’t mind receiving the phone
calls, either, Bare says. But Arbor-Nomics
realized that its customer database contained
some duplicate entries; some clients received
duplicate phone calls and were sore abour
that.

“Overall, people were impressed thar we
were calling, and some said, ‘T have had five
different lawn care companies, but no one has
ever called to see how happy 1 am,” Bare says.
“The effort got a good response.”

The survey was brief, including a handful
of questions such as: 1) Would you recom-
mend our company to family, friends and
neighbors? 2) Will you use our company
again in the future? 3) How happy are you
with the technician who performs the service?

4) What was your experience like calling the
office?

A bonus question about whether clients

4 .

PAVER'OF CHOICE

for the STATU |

' SUCCESS

“We have to know who these people are, and we were
able to call them back and see what the deal was, why
they were unhappy." - Dick Bare, president, Arbor-Nomics Turf

thought Arbor-Nomics Turf should get into
other services — mowing, for example — helped
confirm the company’s mission to continue
with its lawn care focus. “Overwhelmingly,
85 to 90 percent of people said, ‘No." They
felt we should stick to our niche,” Bare says.

Beyond the telephone survey, Arbor-
Nomics likes to find out how it’s doing all the
time by posting a place for comments on the
back of customer invoices. Whenever there’s
a comment, the information is forwarded
to the appropriate technician. “If someone
makes the comment, ‘T never see the techni-

cian, then we will make sure the technician

knocks on the door and gets to know the
customer,” Bare says.

In another case, a customer reported he
couldn't find the company’s phone number
on the invoice. The contact was there — but
in fine print. “So we made the phone number
larger on the invoice,” Bare says, relating that
feedback on even the littde things is treated
seriously and often acted upon. Of course,
Bare has to determine whether the company’s
18,000-customer universe will benefit from
changes. “We look ar the economics, too,”
he adds.

One thing Arbor-Nomics has learned

THE FUTURE OF HARDSCAPING: Raising the Bar

EDUCATION

MAHTS ¥ a °"°"ﬁ’?'<h"ﬂ’"’5
eperiene 9H¢-rin5 cm;’ﬁm%

from cducation, new products, arena
demonstyations and more. | reslly onpy
attending. every year and (ecma it
develop nfo the nest level

Tterrata

FUTURE OF
HARDSCAPING
ARENA 20

of LIBERTY

\"AVA

HANDS-ON

TRAINING NETWORKING

Thanks fo EF Heary for Fv‘.“ﬁn&fhc
MAHTS Show on. It 5;»/0’. v 3 chance
to learn about new products, sco fon
q’wfmf and boild owr credits with

the cerfification classes offored

We really enpy wmw\é_l
M

PRIZES,
GIVEAWAYS &
DRAWINGS

TRADE SHOW

VISIT MAHTS.COM/LAWN FOR YOUR REGISTRATION DISCOUNT CODE!
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Trees are part of the landscape.

re they part of
your business?

You don’t have to be an arborist to offer basic tree care services. All you need is a general knowledge
of the common trees in your area, the usual problems that affect them and Mauget's easy-to-apply

“+

tree care products, With a little helpful training and support from Mauget and a few everyday tools,
you can quickly and easily include tree care in your service offerings. Your customers already trust

you to care for their lawns and landscape. Why not make their trees part of your profits, too?

to learn more about tree care with Mauget

Mauget. The Right Way to Treat a Tree.

Mafget i

s


http://www.maugetlco.com

\

INNOVATION. DURABILITY.

LITTLE GIANT

Little Giant offers a myriad of lighting
products designed to add dramatic beauty
to your water feature.

VIEW ,
PRODUCTS 2%
HERE! @825

Little IANT

Outdoor Living

y lg-outdoor.com

FORMULA

@ TAKE-

AWAY TIPS

Enlist in a pro. Rather than
taking on the telemarketing
duties, Arbor-Nomics outsourced
the job to an experienced firm
that does this type of work for
a range of industries (namely
automotive). His office staff
provided the customer names/
contacts on a monthly basis,
and the telemarketing agency
executed the survey calls

Provide direction. If you
choose to hire an outside
firm to conduct anonymous
surveys, be sure to provide
detailed instructions on how
associates should respond

if a client provides negative
feedback. Mainly, be sure
you can gather the names of
unhappy customers so you can
follow up

Take action. If a client takes

the time to fill out an invoice
comment box with a suggestion
or complaint, personally
acknowledge it by phone or in
person and discuss next steps

from the invoice comment box is
that the sales and marketing lan-
guage .ld\'crti,\ing visits every four
to eight weeks must be changed.
“Because of our growth, we had
a problem where we would get
behind in the round-three appli-
cation,” Bare says. “Round three
is a killer — it's in May/June, and
that's when people are also call-
ing for fungicide treatments and
other things.”

Arbor-Nomics geared up with
more trucks and people this year.
But getting ro every account
within eight weeks rime during
high season is still a challenge -
and it's not entirely necessary,

Bare says.
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“I had a customer who called
me and said, ‘It has been 11 weeks
since you have been here,” and |
said, “Well, how does your lawn
look?™ Bare says. “He said, “The
lawn looks great,” and [ told him
he was due for service in about
a week, and that would be 12
weeks since the last visit. He said,
‘I want it done tomorrow, and |
said, 'OK.’

“So, we will take that out of
the sale pieces because customers
tend to lose sight of the lawn and
what it looks like and they focus
in on the weeks berween visits,”
Bare says.

Without customer feedback
flowing in from invoice com-
ments and phone surveys, Arbor-
Nomics might not have recog-
nized that some customers were
hung up on the “when” of the
service rather than the end results.
“That comment section has been
very important,” Bare says.

Applying the information gath-
ered from surveys to business
practices is the key — otherwise
you've got data and feedback,
and perhaps angry customers who
want to know why they took the
time to express their opinions if
no one’s doing anything about it.

Caring abourt the little-big
things earns repeat business,

And Bare knows his technicians
do care abour clients and go the
extra mile from the feedback he
receives. When two Arbor-Nom-
ics technicians noticed a woman's
car broken down on the side of
the road, they pushed the car to
safety ata nearby parking lot. The
Arbor-Nomics customer watched
the act of kindness and called the
company. “She said she was im-
pressed that our guys would stop
and help,” Bare says.”It's all abour

caring for peop

www.lawnandlandscape.com
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Net promoter surveys

Lawn America

Brad Johnson, president
Location: Tulsa, Okla

2013 Revenues: $5.2 million
Customers: 90% residential,
10% commercial

Services: lawn care, tree and
shrub care, snow removal,
holiday lighting

hat Lawn America
really wants to know
from customers is, on
“How likely

are you to refer or recommend

a scale of 0 to 10,

us to your friends, family and
colleagues?

This is the ultimate survey
question: an inquiry that aligns
with Lawn America’s mission
statement to please clients to the
point that they'll tell other people.
Brad Johnson, president of the
F'ulsa, Okla.-based firm, began
structuring company surveys
around this single question after
learning about the Net Promoter
Score (NPS), a concept intro-
duced in “The Ultimate Ques-
ton” by Fred Reichheld and Rob
.\1.”'LL'\.

NPS is based on the fundamen-
tal principle that every company’s
customer base can be divided
among promoters, who rate the
company a 9 to 10, passives who
givea 7 to 8 rating, and detractors
who offer up a paltry 0 1o 6. Lawn
America applies NPS to its survey
process, but it’'s more than a way
to gauge how happy customers are
with your service, Johnson says
‘I’s also 2 management tool. It
allows us to get feedback and act
on that feedback.”

Johnson is ralking abour the

part of NPS, where

Lawn America takes survey data

“action”

and uses that information ro
pay employees’ bonuses and to
address operational concerns.
For example, the company has
learned that customer education
via e-newsletters and other com-
munications is absolutely critical
to improving client satisfaction
(and, as a result, the NPS score).

Lawn America works harder to
help clients understand what the
company's services can (and can-
not) control. “We send customers
an email reminder telling them
what services we performed, and
we Il also include a ditty in there
as far as customer education on
mowing, watering, weed expec-
tations and disease issues that
may be a problem ar the time,”
Johnson says.

“We have always known that
customer education is impor-
tant, but through Net Promoter
feedback, it has shown us more
about how we have to be on top
of education by using technology
to do that — email, e-newsletters,
tools like that,” Johnson says.

As for how Lawn America
facilitates its NPS-based survey,
the strategy is multi-faceted. First,
every invoice Customers receive
asks the Net Promoter question
on the back, where it is visible
next to the return mailing address.
That means every month clients
can rate the company on a scale
of 0 to 10 concerning whether
they'd recommend the service.
A few lines below this question,
there is space to write comments,

Then, mid-season, after spring
applications, Lawn America sends

business reply card surveys to its
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Q4 PLUS knocks GRASSY AND
BROADLEAF WEEDS OUT OF THE PARK.

When your opposition is both grassy and broadleaf weeds, you
can't afford to swing and miss. Crush ‘em with Q4% Plus. The four
active ingredients of Q4 Plus give you the power to knock out
crabgrass, yellow nutsedge and the toughest broadleaf weeds.
And Q4 Plus has the speed of Gordon's® ProForm® line for fast
visual response and fewer callbacks.

IE BIG ST
pbi /cordon
I corporation

800.884.3179
GordonsProfessional.com
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The Closed Loop EFl system continuously monitors and
adjusts for ever-changing ambient conditions. Whether the -~ -
barometric pressure is low or high, the temperature is 32° At :

F or 102° F, at sea level or mile high, the EFl system senses
those conditions and adjusts the fuel delivery to maximize
fuel efficiency and performance in real time.

"""""

25 PERCENT, JUST
ON THE COST OF

FUEL ... NOW, WE
XIVIARK

THE KOHLER EFI
ENGINES, AND WE
HAVE GONE FROM
NEEDING TWO
TANKS (OF FUEL)
A DAY, TO JUST
NEEDING ONEw
TANK EACH nﬁg.

== ==

DAVE BARR
Regional Branch Manager
Mainscape, Inc., Jacksonville, North Carolina




WHY EFI PROPANE?

Combining the clean burning benefits and economics of
propane with Kohler's Closed Loop EFl system yields the most
fuel-efficient, cost-effective and environmentally friendly engine
option available today.

The reduced fuel consumption of the EFl system in combination
with the lower cost of propane can dramatically reduce
operating expenses versus typical gasoline-powered mowers.

Propane energy also yields serious cost-savings over time because
of reduced maintenance needs and improved fuel stability.

Cost-benefits can be maximized by converting entire fleets of

equipment, walk-behinds, zero-turn riders and even trucks, to

* Powered by Kohler ’ use propane. The additional propane usage gives the contractor
EFl engines. | greater negotiating power with his propane supplier to get the

best price.

* Cutting widths range
from 48" to 727

The additional up-front investment in propane equipment many
times can be paid for within a single season, especially when

« Models include: combined with PERC national incentive and state incentives.

52", 60" or 72" ’ e y Cost alone is a valid reason for switching, but propane is also a
Lazer Z° S-Seres rider | =) ¢ e great choice for jobs that demand lower environmental impact,
because EFl propane systems produce far fewer greenhouse
gas (GHG) emissions than gasoline-powered equipment.

52" or 60" Turf Tracer
X-5eres walk-behind

48" Turf Tracer
res walk-betund

PROPANE CONVERSION

Converting engines that were originally designed to run on

(% P " gasoline over to using propane typically results in the reduction
2 % of engine horsepower and durability. Engines designed and built
e o . by the engine manufacturers to use propane from the start not
only produce the power as rated by the engine manufacturer,
but would also normally have a higher level of fuel efficiency,

reliability, and overall life as compared to converted engines.

Exmark propane mowers are engineered to use propane from
the start and will typically exhibit a higher level of performance
and reliability than propane conversion units.

CONVERS/ION FAGS

What about the long-term price of propane?

Compare the business cycles of gasoline and propane prices.
Gasoline is the most expensive in the summer when propane
is the /east expensive. When is the busiest season for most
landscape professionals? Get it?

How will a conversion affect my warranty?

The Original Equipment Manufacturer or the Original Engine
Manufacturer warranties may not cover repairs resulting from
failures that may have been due to the propane conversion

(or due to the fuel itself).

WHY EXMIARK?

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

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. Check out exmark.com
to learn more about the many benefits of propane energy and
incentives in each state.




13,000 accounts.
the

$1

rate is 1 to 2 percent, giving the company a

The brief survey includes
NPS question and Lawn America pays
q pa)

for every returned survey. The response

Customer Preferred—

for all of your erosion control and landscape equipment needs. Through
hard work, innovation, and focusing on our customers’ needs, we've
developed a wide range of machines and products to help you meet
the regulations and requirements of your residential and commercial
projects — with the added bonus of increasing productivity while cutting
labor and material costs.

®
Find out why the best contractors HydroS«:eders i Blolw : .
count on FINN. Call us today. Straw Blowers TRU-Mukc
MTS Consumables

nice sampling of about 1,000 surveys. John-

son is pleased with this level of feedback.
Finally, in the fall, a year-end survey is

included in each invoice packet. Every year,

Find a o m
Dealer e ——n
near you. = =
g,‘:'c':z:’ FINNcorp.com / 800.543.7166
MART I

See us at GIE+Expo! SMARTER WAYS TO WORK

Inside booth #9104

oummmoop ' e
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@ TAKE-AWAY TIPS

Roll out several surveys. With an opportunity
to answer the NPS question on every

invoice, and af least two distinct survey

cards distributed annually, Lawn America
gives customers many chances fo rate the
company. This improves its data sample and
provides a steady stream of feedback during
the season

Post positives. Lawn America separates
“detractor” replies that rate the company at a
6 or below so it can follow up with customers
and find out what's wrong. But it also sets
aside the gs and 10s and posts those for
employees to see. Employees appreciate the
recognifion

Give it time. A system like NPS isn't an
overnight survey success because it's more
than a survey. It's about changing the culture
by asking for feedback, and reacting

customers get at least two opportunities to
fill out the reply card and they can respond
to the NPS question on their invoice replies
every month if they want.

The feedback rolls in all season long,
which gives Lawn America a clear indica-
tion of when customers need addirional
education. For example, Johnson says NPS
tends to be higher later in the summer than
in early spring, when the company is fight-
ing weeds.

It's how Lawn America uses this data that
separates the company from competitors,
Johnson says. For one, the NPS determines
pay incentives. The company sets a goal
based on “promoters” and “detractors.” A
score exceeding 50 percent is considered re-
ally good,” Johnson says. “The highest we'll
ever see, | think, is 80 to 83,” he says, adding
that it’s impossible to reach 100.

Lawn America is shooting for 74 this year,
and route managers that reach thar goal are
paid out bonuses throughout the year. Pay-
ing out bonuses several times, rather than in
one lump sum, keeps employees morivated
and gives those who missed the rarger early

(continued on page 192)
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Funny, they pay us to mow, but we can‘t keep them off ouf MOWwer.

Check out the bold engineering of
our Altoz mowers at Altoz.com.
With its exhilarating performance,
Altoz will satisfy all your mowing
needs — especially if your
customers do the work for you.

ALTOZ




From the bhottom, UP

he minimum wage is going up. It's
no longer a question of if, but a
question of when.

President Barack Obama has been
pushing a hike in the federal minimum
wage from the current $7.25 per hour, up
to $10.10. In a deeply divided political
climare, the proposal has found support.
Seventy-one percent of Americans support
a hike in the federal minimum wage accord-
ing to a 2014 poll by CNN.

Across the country, major green indus-
try states like Michigan, New York and
California have raised their individual
minimum wages, as have Vermont, Minne-
sota, Delaware, Hawaii and West Virginia.

Most landscape workers
already make more than

the federal minimum wage.

But new rates — or even
the discussion of new rates
— put upward pressure on
what landscapers have to
pay their employees.

By Jake Zuckerman

Landscapers already pay their employees
more than the federal minimum - the
average hourly wage for entry-level crew
members is $10.60, according to Lawn &
Landscape research. But owners say that
any discussion of a boost in the minimum
wage outside the industry puts pressure on
them to increase hourly pay for their own

employees.

PROFIT PINCH. Dan Gandee is the direc-
tor of design and marketing for Aesthetic
Gardens in San Jose, Calif., one of a grow-
ing number of cities that have raised their
minimum wage to $10.10 per hour in

advance of any federal changes.

dd

minimum wage higher

i States have a
' than the Federal rate
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T 4 Statesuse s States have &"g, States have a
Q) the Federal “) no minimum ‘D minimum wage lower
A minimum wage . wage law € than the Federal rate
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Pinar Kuruc - Supervisor Assembly

Built in America. Believing in America.”

STIHL truly believes in the productivity of
American workers and businesses. Sowe're
proud to be one of the U.S. manufacturers
rebuilding our economy one brick, one car
and one chain saw at a time. STIHL believes

in supporting small, local business owners
like you. It means something to your clients;

to your company, and to us. Because it's

the real people, STIHL people, who help ==
make STIHL the number one selling brand in America
of gasoline-powered outdoor power equip-

ment in America.*

To find a STIHL dealer: STIHLusa.com




MINIMUM WAGE

The new wage rate in the area, coupled
with California’s high cost of living make
San Jose a natural economic experiment.
“You start to see two things happen (follow-
ing the hikes),” Gandee says. “Budgets get
tighter when you estimate bids, and you get
an influx of employees asking for raises.”

Gandee says he pays his employees be-
tween $14 and $16 an hour on average, but
he has been approached by them to raise it
to $18 to $20. “Of my employees, about
80 percent of them ger raises, and about
20 percent of them either quit or drift out
slowly,” he says. “Of that 20 percent, about
70 percent leave the marker.”

According to Gandee, it’s a combination
of both depending on the job. “For bigger,
commercial projects, you eat the difference
yourself," he says. “With smaller jobs, you

have to increase your prices or you won't

Entry-Level Position  Average Hourly Wage
3 3 . o

LAWN TECHNICIA

IRRIGATION TECHNICIAN

N $11.20

5“-00

survive.” However, Gandee is not bitter
about having to shell out the extra money
or losing a few employees along the way.
“The cost of living does not match the
minimum wage,” he says. “You can’t have
a labor pool that’s worrying day ro day if
they're going to make it.”

But Christy Webber, owner of Christy
Webber Landscapes in Chicago, where the
minimum wage is $8.25 per hour, says any
increases in the minimum wage won't have

much of an effect on her business. From her

perspective, much of the effect of any hike
will be watered down by the high number
of undocumented workers in the industry
who are unlikely to have their wages boosted
following a hike. “Because they're undocu-
mented, they're voiceless,” Webber says.
“More than raising the minimum wage, we
need to look at immigration reform.”

In the meantime, Webber's major worry
is how, with her stringent adherence to
hiring only documented workers, she can
compete with companies hiring undocu-
mented workers and paying them wages

far below legal and marker rares.

DEALING WITH THE CHANGE. [,.mdxt‘lpcrx
already paying more than today's mini-
mum wage may have to ecither raise their
wages or risk losing workers to another

market, according to legal and industry

YOUR EQUIPMENT TAKES CARE OF BUSINESS.
We take care of your equipment!

7 OCTOBER 2014
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The only scrubber valves with the patented scrubbing feature, Irritrol 100-S

valves actively clean the metering device for consistent valve operation. Other ®
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dirt, chemicals and chlorine. Irritrol’s full line of scrubber valves have superior
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MINIMUM WAGE

experts we spoke with.

Patrick McGuiness, an attorney at Zli-
men & McGuiness in St. Paul, Minn.,
specializing in the green industry points
out that consumer buying power under
the current minimum wage isn't what it
used ro be.

“What you can buy with a 40-hour
work week ar today’s minimum wage is
significantly less than what it was histori-
cally,” McGuiness says. “The main focus is
giving more purchasing power to people of
lower incomes.”

McGuiness says that if businesses
won't raise their wages relative to the new
minimum wages, then they will lose their
employees to other higher-paying landscap-
ing businesses. Ultimarely, the higher costs
must be covered by cither the business

owner or the customer.

“You start to see two things happen (following the

hikes). Budgets get tighter when you estimate bids,

and you get an influx of employees asking for raises.”
~ Dan Gandee, Aesthetic Gardens, San Jose, Calif.

“If wages go up, costs could go up with
it,” McGuiness says. “The higher costs
could cross a price point which would lower
consumer demand, which could mean less
of a demand for labor.”

Charlie Hall, a professor and Ellison
Chair of international floriculture at Texas
A&M University, says that certain compa-
nies who pay around $10.10 now will have
to cut into their profit margins to handle
the ripple effects from the raise, or lose their

workers to an easier job of the same wage.

“As labor costs increase, particularly for
our market our prices must increase,” Hall
says. “Any time we've seen higher wages
in another industry, we've lost workers.”

Hall says that there will be only one
saving grace for companies who must raise
prices to cover higher wages: “Successful
differentiation is the only way consumers
will eat prices,” he says. 1at

The author is a contributing editor
with Lawn & Landscape Magazine

Grow some green in your pocketbook and give your customers
the healthy, bright green lawns they love with our reliable,
durable and efficient walk-behind Lawnaire® aerators.

Featuring Easy Steer Technolo:
45,000 sq, ft. per hour a
from the ground. The Lawnaire®
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COMMAND
TRECES

When it comes
to subcontracting,
controlling the
process can prevent
an unwelcome
customer defeat.

By Kristen Hampshire
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THE NATURAL CHOICE

Show weeds
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SUBCONTRACTORS

om Trench has operated on both

sides of the contract, as the busi-

ness owner and the sub. He enlists
subcontractors to complete projects for his
Denver, Colo.-based firm, Landscape Sys-
tems and Designs. And he has served as the
specialist, working as the landscape designer/
sales arm at Cooperative Design Resource.

“It’s a partnership, no matter what side
you are on,” Trench says of the sub-owner
relationship. “Because, if cither party does
not perform the way they are expected to,
you'll get a bad repurtation.”

Virtually every problem related to subcon-
tracting out work — payment, scheduling,
quality — can be traced back to one culprit:
communication.

“I'd love to tell you there are 10 secrets to

working with subs effectively, but there are

no secrets. It’s all about communication,”

['rench says. “You have to be honest and

upfront, and make sure that everyone is on

the same page.

And when that happens, subcontracting
can result in business expansion and more.
For that reason, Trench says he loves working
on both sides of the arrangement.

“Ilove it because I just make sure everyone
knows what's going on,” he says, adding
that subcontracting gives business owners
the flexibility to expand their scope of work,
respond faster to clients’” deadline demands
and, of course, bring in more revenue.

Subbing can even jumpstart a business. At
Reliable Property Services in Minneapolis,
Minn., winter work defined the company’s
services until six years ago when the firm

expanded into commercial maintenance,

thanks to subcontracted mowing crews.
“Subcontracting mowing has allowed us ro
take on locations that are ourt of our working
area,” says Tom Hougnon, COO.

A [n( of R

counts involve large parking lots

iable Property’s key winter ac-
not neces-
sarily a “prime summer stage” but clients still
want the same company servicing their site
year-round, Hougnon says. “We can build
a route with all of those small sites, and our
contractor partners can take that mowing off
of our hands,” he says.

Hougnon provides contractor partners
that perform mowing with a route — four
days worth of work. Sites are inspected
Monday through Thursday. Many of these
subs work with the company during winter,
so there’s already a strong relationship.

Hougnon adds that the work goes both




SUB STATS

L awn & Landscape surveyed 100
contractors about their approach
to subcontracting. Findings (at right,
in percentages) showed that most

of you use subcontractors, and tree
care is the area where you need the
most outside help. And while almost
half of respondents needed help with
irrigation, not a lot of contractors
looked for lawn care subcontractors,
preferring to keep that in house or
just not offer it at all. Those who
have subs working for them weren't
concerned about branding as almost
8o percent said they never have

subs show up to jobs in the main
contractor’s uniforms.

Do you use
subcontractors?

Yes No

How do your subs
show up to jobs?

Sometimes
with our

Never with our
uniforms on

Always
with our
uniforms on

JRE vs MANY

uniformson

SUBCONTRACTORS

What services do you use
subs for? (choose all that apply)

Tree care
(pruning, chemical
applications, etc.)

Irrigation Hardscapes/

construction

Home services Snow and ice  Maintenance

(structural pest management (mowing,
control, decks, trimming,
fences, etc.) edging, etc.)
Landscape Lawn care
architecture/
design

COMPACT TRACK LOADERS FACE OFF
SEE WHO WINS GOING HEAD-TO-HEAD.

Before you buy your next loader, watch compact track loaders perform in head-to-head
competitions, or take a side-by-side look at the performance, serviceability and durability features
that impact your potential profit. Not only do the videos show you which loader performs best for
your rental customers, they explain the small details that increase customer utilization and reduce
your downtime. Watch all the videos at BobcatAdvantage.com/CTLFaceOff5 or scan the code
and find out who comes out on top.

BobcatAdvantage.com/CTLFace0ff5 1877.745.7813

& Bobcat

One Tough Animal




SUBCONTRACTORS

ways. “This provides opportunities for our
winter contractor partners — if we get a call
from a customer that wants concrete work
done, we can pass that work on ro them.
We try to partner with them on both sides:
they work for us, but we pass work to them.”

Whether you're currently using subcon-
tractors, working as one or considering
adding this type of labor to enhance your
crews, here are some keys to managing and
growing a mutually beneficial subcontractor
relationship.

COME CLEAN WITH CLIENTS. Tell customers
up front who will be working on various
aspects of their project. If you'll enlist in a
sub to lay a flagstone patio or install a pool,
be clear about the relationship between your
company and the contracred labor.

“We rtell clients that we have a lot of

When it comes to insurance coverage,

. Our Roots Run Deep
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+ Competitive Rates
+ Broad Coverage

+ Tailored to Meet Your Needs
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Beneath every lawn lies the roots of success.

For over

insurance programs for the landscaping industry, cultivating loyal
relationships with over 5,000 lawn care and landscaping companies

nationwide.

We specialize in providing insurance to protect you against risks that

can jeopardize the growth of your business.

General Liability>Property>iniand Marine>Commercial Auto>Umbrella/Excess

Office: 843-971-0036
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Improved Insurance Program

75 years, Program Brokerage Corporation has specialized in
) B ¢

Program Brokerage Corporation
David Sirles, Vice President - Sales

dsirles@programbrokerage.com
www.programbrokerage.com

resources we pull together to make sure the
job is completed on time and up to their
expectations,” says Bill Banford, president,
Sharper Cut, Upper Marlboro, Md.

Banford also lets clients know there is a
mark-up fee for his company managing the
subcontractor’s work.

“Our clients get it and they are happy
with it,” he says, relating that the markup
is generally 10 percent using an overhead
recovery system.

“If it’s a job that we 100-percent sub out
and we buy the materials, we might add more
profit to make sure our gross margins are
where we want them to be,” he says.

SET EXPECTATIONS. Everyone talks about
“managing expectations” but what does it
mean? The reality is, the sub you're hiring is

not ingrained in your company culture — he

or she is an independent. This professional
brings ro the rable a quality your company
needs to complete its work — skills in ma-
sonry, electrical, carpentry, plumbing and
beyond. And, if you needed this skill on
every single job, you'd probably hire some-
one full time.

You have set expectations for your em-
ployees and your standards should hold true
for subs. But remember, subs are generally
not attending your tailgate meetings and
starting their mornings at your shop. So
communicating a project’s timeline, fees,
materials requirements and quality demands
upfront is critical.

Banford carefully reviews the project specs
with subs. “We don’t send the subs out
and let them wing it,” he says. “We have a
project manager that makes sure that it is

done per spec.”

:
'
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=eo FREE

Make you feel?

Never before has job costing, routing, scheduling, and
billing been so easy, so rewarding, and so accessible.

Because now, CLIP is
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to the word partnership. From the individual dealers to the largest
manufacturers in outdoor power equipment, we bring together
consumer financing solutions and deep industry expertise to
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ways. Find out what Synchrony Financial can do to strengthen
consumer loyalty, and increase average transaction size at
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Trench encourages owners to ask these
questions of subs: 1) When can you start
the job, and how long will it take you to
complete it? 2) What would prevent you

DOUBL
YOUR

MONEY

LIMITED TIME OFFER: 52,000 PER MOWER
AND 51,000 PER CONVERSION.

from meeting the project timeline? 3) What
payment terms do you expect? 4) Do you
understand the specifications (after they

are reviewed)?

-
~

CLEAN AMERICAN ENERGY™

w1 PROPANE )

~

The rewards of switching to a propane-powered mower have never

been better, Now through December 2014, we're doubling the amounts

in the Propane Mower Incentive Program. In return, you report your

performance data for one mowing season

Hurry — a limited number of incentives are available
Learn more at propane.com/commercial-landscape

() PROBANE EDUCATION & RESEARCH COU

“Having an open discussion so you are on
the same page is important,” he says.

The timeline factor can cause real prob-
lems if nor ironed out before a contract or
verbal agreement is determined. Trench
recommends pu(tinv_ everything in writing,
but says he has a 25-year relationship with an
electrician, and a phone call and hand shake,
followed by immediate payment, work for
both parties.

Trench recalls one project where a
company assumed that the subcontracted
mason it always worked with would show
up on a job per an email request to “start
on Tuesday.” The mason never confirmed
The result was an

“In this

case, they only emailed and presumed the

— and never showed up. *
extremely unhappy client,” he says.
mason would be there.”

Another mason was brought on the scene
for a premium price — 30 percent more than
budgeted, which the company ate.

OUTLINE PAYMENT TERMS. Speaking of rates,
settle the payment terms before the sub starts.
Hougnon says once subs come on board at
Reliable Property Services, they tend to stay.
“We pay quick,” he says of the net 30- 1o
60-day terms. “When the work is done, we
pay them as soon as their hours are in and
we are invoiced. That helps keep relation-
ships strong.”

Banford pays subs when his company gets
paid, and he is upfront about this term. For
smaller jobs, such as concrere work requiring
“a few hours here or there,” he settles up im-
mediately after that work is complered. “For
larger jobs, like decks, we offer progressive
payments.” Installments are paid out upon
Sharper Cut getting paid.

Trench reminds that the contracting
company is responsible for collections — not
the sub, So slow-paying clients are nor the
subs problem, and holding up payment on
sub invoices as a result can scar a relationship.

“The sub is not working for the owner; he
is working for the contracror, so he needs to
know that the contractor will pay him in a
timely manner,” he says. 18t
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TOM POCHTMAN is the founder of Ceibass Venture Partners,
an M&A consulting group. He can be reached at tjfochtman@giemedia.com

' Time to cash out

If you've been thinking about selling your company, now is the time to act.

he question "when is the right time to

sell your company?” is certainly an im-

portant one. In most instances, selling
your company will be the most important financial
and personal decision that you make in your life.
If you are like most business owners, the majority
of your personal wealth resides in your company
and selling is usually how an owner becomes
financially fit for life.

FEEL THE BOOM. There is a very interesting dy-
namic present in the green industry today. There
is a very high percentage of Baby Boomer owners
who are pondering selling their companies. If you
look at Lawn & Landscape’s Top 100 list of con-
tractors, the companies that participate are mostly
owned by folks falling into the Baby Boomer cat-
egory. Simply put, there are quite a few owners of
landscape companies in their mid to late sos and
older, and they are contemplating refirement. If
it's not in the forefront of their minds, it is certainly
on their mental horizon

ECONOMIC ADVANTAGE. Another inferesting
dynamic at work today is our current economy.
While you read about “cautious optimism” in the
media, the bottom line is we are in a very serious
economic run, It's happening right now and it's
very important that all of us, and cerfainly business

owners, focus on how to capitalize on it. You can
read a plethora of economic forecasts and two

things are pretty clear about this economy: We are
in a very positive, growing economy, and it will
not last forever,

Most economists agree that the next reces-
sion will arrive somewhere around 2018; the
latest I've read is 2020 and as business owners
it's best to be conservative and plan for sooner
than later. (One economist | pay keen attention
to is Brian Beaulieu of ITR Economics. His ac-
curacy of economic predicting is quite high and
is an Economist | would recommend you follow.)
All economies are cyclical and the US economy
historically has been on a seven-year cycle,
giving some credence to the thought that a 2008
recession has some historical relevance.

As business owners, it's critical that you realize
that right now is a serious make-money time
period. You need to be 100-percent focused on
restoring your wealth while also planning for the
next downturn. | would have a three- to four-year
horizon of capitalizing on this economic upswing
but also have a plan for remaining lean, managing
your debt and getting ready for our next down-
turn. Get after it now and have a plan in place fo
hunker down a bit in approximately four years, as
I'm pretty confident history will be repeating itself.

MONEY ON YOUR MIND. There is another
reality around all of this thinking that needs to be
considered. The right time is when you are men-
tally and financially ready to retire, spend more

M&A OUTLOOK

fime with family and life passions, and when the
sale of your company will result in the proper
financial windfall. But the right time is also when
the economy is conducive to selling and that is
happening right now, before our eyes.

The next three years will be very conducive to
selling, if you are ready. For Baby Boomer own-
ers, if you own your companies after 2018, you
should plan to own your companies a minimum
of six to eight years longer and enjoy being an
owner in your early to mid-60s. What? Some of
you are reading this thinking there is no way |
want to own my company that long, right? Well,
if the current thinking about the next recession is
accurate, that will be the case. It will take two to
three years to ride it out and another two to three
years fo bring your companies back to par. It is
imperative you factor this thinking into your exit
planning.

WORK ON YOUR EXIT STRATEGY NOW.
Develop and implement a strategy that capitalizes
on today's economy and incorporates plan-

ning for tomorrow. Grab topline revenue while
continuing to measure everything and find ways
to improve your bottom line results. Create an
Earnings before interest, taxes, depreciation and
amortization (EBITDA) calculation at the bottom

of your P&L and start living EBITDA. Know what it
is and drive results that increase it. Driving topline
growth will require investing in your management
team. Great! Assuming your hire properly, that
only makes you more valuable and the added
talent will produce better bottom line results along
the way.

If you are one of the estimated 8o miillion Baby
Boomers approaching retirement age and are the
owner of a landscape business, it's imperative you
start positioning yourself for the end game - the
next chapter.

Engage the right team of professionals to work
in partnership with you so you exit in the proper
fashion. 1aL
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EXIT STRATEGIES
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Thic notice requires you

Tax considerations

IN THE M&A GAME

Expert advice on the tax impact of buying or selling a company.

By Daniel S. Gordon

hinking of buying or selling a business? Make sure you
consider the tax issues. Prior to looking at buying or
selling a business, land care professionals should consult
with a competent mergers and acquisitions attorney
and/or a CPA who is well-versed in the tax aspects of business

purchase and sales.

COMPLIANCE ISSUES. With respect to compliance, many states re-
P I )
quire compliance with bulk sale rules. Bulk sale rules are intended

to protect creditors of the seller as well as state departments of

taxation by giving them notice of a bulk sale. The object of the
bulk sale rules is to make sure the seller doesn’t sell the business
and disappear with the proceeds without paying creditors or any
unpaid raxes due. By having the purchaser report the bulk sale,
the state has the ability to set up an escrow out of proceeds of the
transaction to cover any liabilities.

Non-compliance with bulk sales filings by the purchaser can result
in the purchaser becoming responsible for such liabilities if they exist.

OCTOBER20}4 www.lawnandlandscape.com

Most states have exemprions to sales tax on assets purchased
pursuant to a bulk sale. However, there are a number of states that
require sales rax to be paid on moror vehicles purchased pursuant to
a bulk sale, You need to check with your state to make sure you are
in compliance and/or pay the sales tax if any is due. When structur-
ing a deal as an asset purchase (see below as most in our industry
are structured this way), IRS Form 8594 must be completed and
attached to the tax return of both the buyer and seller.

This form provides the IRS with details of how assets were
divided among different classes for purposes of depreciation and
amortization, as well as ordinary versus capiral gain treatrment. In
order for the IRS to verify that the purchase price allocation was
made consistently for both buyer and seller, the form is to be filed
by both and they should reflect the same allocations.

TAX MINIMIZATION. The overarching theme when it comes to
minimizing taxes relates to capital gains versus ordinary income.
('falpiml gains are taxed at a lower rate (minimum 0 percent,
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Caterpillar is built to help businesses like the Colemans’ succeed every day. Greg, Frank Jr. and Frank Sr. work together to grow
their landscaping business with the help of Cat* machines. When their crew is working hard to meet tight deadlines, Cat E Series
Mini Excavators and D Series Compact Track Loaders help them complete installation faster. Owning Cat machines is their smartest
investment. BUY NOW, PAY LATER. SKIP 3 PAYMENTS AND GET UP TO A $1,000 CAT WORK TOOL CREDIT!

BUILT FORIT.

For the Colemans, creating
the life they want means fishing
trips with the family.
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maximum 20 percent, plu.\ net investment

income tax of 3.8 percent). Capital gains
apply ro sales of capiral assets that are held
longer than one year.

Ordinary income can be taxed as high
as 39.6 percent. While it's easy to see why
a seller would want a capital gain, a buyer
would want deductions related to the sale at
ordinary rates to reduce as much ordinary
income for monies expended as part and
parcel of the purchase. This is where proper
planning and negotiation between buyer and
seller become important in reducing the rax
burden of the seller while giving the buyer

the maximum amount of tax benefit.

ASSET SALE VERSUS STOCK SALE. In purchas-
es and sales of companies, there are two main
methods of structuring a deal. Depending on

the objectives of the buyer and seller, and

after considering tax and legal alternarives,
the parties will agree to ecither an asser deal
or a stock deal. In our industry, most deals
are asset deals as they reduce legal liabiliry
to the purchaser and allow rax benefits to be
shared by both buyer and seller.

In an asset sale, the assets of the company
are sold to the buyer (as opposed to the stock
of ownership). Included in the typical assets
purchased category are trucks, cars, equip-
ment, inventory, supplies, computers, furni-
ture, fixtures, customer lists, Internet domain
names, as well as phone and fax numbers.
While all these items get sold to the buyer,
the seller is left with the corporation or LLC,
which she can either continue to operate or
dissolve once the deal is completed.

In a stock deal, the seller sells the stock or
ownership in the corporation or LLC and

passes the entire entity to the buyer.

Inthe battle for
better turf, there’s onl

TAX BENEFITS IN AN ASSET DEAL. The rax
benefits in an asset deal can be split berween
buyer and seller as agreed, as the seller is
interested in all gains being long-term capital
gains and the buyer is interested in deduct-
ing as much of the purchase price as quick
as possible at ordinary rates.

This can be done by allocating a large
portion of the purchase price to assets that
can be depreciated quickly as well as creating
employment or consulting agreements with
the seller that result in ordinary deductions

to the buyer.

TAX BENEFITS IN A STOCK DEAL. The tax ben-
efits in a stock deal are mainly for the seller as
the seller receives capiral gains treatment as
if he sold his stock in the stock market. The
buyer must capitalize the purchase price as

part of his cost basis for the shares acquired

o N s _
Direct Solutions is your one-stop resource for the nutritionals,

herbicides and pesticides you need to keep your turf green

and healthy this season,

Learn more about the complete range of green industry products
Direct Solutions has to offer at www.directsolutions.com
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and can be used to reduce the gain when he
resells the shares. Because there is very little
tax benefit the buyer can derive from this
type of sale, it usually takes more cash outlay

for the buyer to do this type of transaction.

INSTALLMENT SALES. For those deals that
include a payout over time, the buyer can
deduct interest payments on any notes pay-
able to the seller over the payour period and
the seller can recognize capital gain over the
payout period instead of recognizing the
whole gain the date the deal is signed.

I'his provides benefit to both buyer and
seller when a cash deal isn't feasible or de-
sired. In addition, the seller defers his gain
by recognizing a small portion of gain dur-
ing each year of the payout. There is a good
possibility that the seller will be in a lower

tax bracker in those subsequent years. He

likely will only recognize a small portion of

the gain in those years, instead of recognizing
the entire gain all in one year and driving up
his income into the highest rax bracket in

the year of sale.

S CORP VERSUS C CORP. As a seller, it's impor-

tant to understand the corporate structure of

your entity. If you are a C corp, you are ara
distinct disadvantage to that of an S corp or
LLC taxed as a partnership when doing an
asset deal. This is because you may be subject
to double raxation on the sale of the assets:
once at the corporate level and once as you
liquidate the corporation.

With an S corporation you are taxed
only once as the rax on the gains hold their
character (capital or ordinary) and are only
paid at the individual sharcholder level.

There are ways to mitigate this by having

EXIT STRATEGIES

your C Corp make an S election and wait-
ing several years so that the built-in gains
rules don’t bite. Another way to mirigate is
l\_\' \c”in:_: pt'l\()ll.ll g(md\\i“. Both of these
are advanced topics and you should speak
to a qualified CPA or tax attorney in order

to consider your options.

CONCLUSION. When looking to buy or sell a
business, it’s really not the price you receive as
the seller or the price you pay as the purchaser
that is as important as the amount you keep or
the amount you pay after tax benefits. If you
are in the M&A game and you have identi-
fied a potential deal, it is always advisable to

consult with your tax advisers early. 1t

The author is a CPA in New Jersey and owns
an accounting firm that caters to landscape

professionals throughout the United States
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ON MY MIND

E-newsletters keep your services front of mind with customers. By Joe Shooner
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W magine for a moment, your business without email.

& Some readers will recall a time before electronic com-

»  munication, and certainly some of you choose to limit

& your use of email where possible. The impact of email

I toourcommunication landscape is profound, and its

wie effect on markering communications is as important

as radio and television were in previous generations. Like many

technologies, email can be a powerful tool for your business
when used appropriately.

E-newsletters, e-blasts, email promotions — whatever you
may call them — provide a tremendous opportunity to com-
municate with your clients and prospects. Relative to many
marketing methods, e-newsletters are inexpensive. And, since
most companies’ email lists are comprised of clients and pros-
pects who have contacted them in the past, e-newsletters are
highly targeted.

BE A PROBLEM SOLVER. All service companies are hired to solve
problems. Be it a weedy lawn, a lack of useful outdoor space or

lack of time with family because of yard work — in essence you
are all in the business of solving problems for your clients and
e-newsletters allow you to communicate your problem-solving
ability to your audience.

In some cases, the client knows they have a problem, but
they need to be told that you offer a specific service that can
address the issue. A client may hire you for a specific service
such as weekly maintenance, but remain unaware that you

you've ever had a client hire another company because they
did not know you offered the same service, you know that it’s
maddening. In this scenario, the client had a problem they
needed solved, but their contractor did not do an adequate job
of informing thcm about their range of services.

er serves as a simple and friendly
ents abour the services you offer, which
sell opportunities, raising your revenue per
ts, we look for the easy solution, and as
dmore problems for a client, they will be
e§? k assistance elsewhere. Your goal with an
c-ncwslcttcr should be to make sure all of your clients know
about all of the services you offer.

offer additional services like lawn applications or aeration. If
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In other cases, the client doesn't realize they
have a problem that needs solving. Services
like aeration, dormant oil applications and
pruning are all important and useful, but not
often top-of-mind concerns for a client. An
e-newsletter is an efficient medium for alerting
your audience that now is the proper time to
schedule a service. Doing so provides a long-
term benefit by positioning you as an expertin
their eyes, while providing short term benefits
by encouraging the client to buy additional
services from you.

The easiest way to develop a newsletter
schedule is to picture yourself talking to
your best customer. Imagine they ask you,
“Whar should I be doing with my property
this month?” Most of us would have no
problem answering that question, and pick-
ing a topic for a newsletter shouldn’t be any
more complicated.

Be a company you'd want to do business
with. There’s a sales adage that states, “All
things being equal, people prefer to buy from
friends, and all things NOT being equal, peo-
ple STILL prefer to buy from their friends.”
Psychologically, we are predisposed to avoid
cognitive dissonance, and this means thar as
buyers, we prefer sellers who make us feel good
about our purchases. Have you ever thought,
“I like this product but I can’t stand my sales
rep.” If so, you probably don’t maintain that
business relationship, or you certainly don’t
put any effort into giving them any more busi-
ness than needed. Conversely, think about the
companies you love doing business with. Most
likely it’s not just the product or the service,
but something less tangible that makes you
think, “I'm really glad 1 found these guys,”
and makes you happy to continue spending
your money with them.

Our clients want to feel good about their
buying decisions, too. In an ideal world, we
would have the time and manpower to develop
person-to-person relationships with each of
our clients, but realistically this is difficult
to achieve. Newsletters — both printed and
electronic — give your company a forum for
communicating the tangible and intangible
things that set you apart from your com-
petition. Think of these intangibles as your
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“brand” — the thing that will make a client
happy they are working with you.

Thanks to their low cost, e-newsletters are
well suited for this effort. The most difficule
part is determining what sets you apart. What
are you trying to portray? Professionalism?
Experience? Superior service? Certainly. But
be aware that most consumers take market-
ing-speak self-promotion with a grain of salt.
Do you have friends who always tell you how
great they are? It's annoying. We are im-
pressed by displays of humanness more than
we are claims of superiority. Again, think of
your friends; it’s always more e¢ndearing to
hear a friend tell a funny story about a recent
mistake they made than to hear abour their
latest victory because it's humanizing to hear
that we all have similar struggles.

We want a human element - so how do
you incorporate that into your newsletters?
The most important step is to be honest. You
may want to be the biggest landscaper in your
market, but if you’re a small family-run opera-
tion then be honest abour it. Talk abour the
good and the bad of this business, talk about a
new baby, talk abour it when you lose a great
employee, talk about the things that will make
a reader feel they know you better as a person.
Above all else, be true to who you are.

PRACTICALLY SPEAKING. With casy-to-use
online services such as Consrant Contact,
e-newsletters can easily be created on a DIY
basis. But, just as I could pur down my own
lawn applications, opportunity and comple-
tion are two different things. The two most
common issues landscape contractors run
into are collecting email addresses and stay-
ing consistent with their e-newsletter efforss.

DEVELOPING AN EMAIL LIST. As common as
email addresses are, many of us are hesitant to
ask our clients for them. It's a lot like asking
for the sale; o frequently we think it will
be an imposition. It’s not. These people are
clients or prospects; they have an interest in
your business. Ask them as early as you can
in your discussions, and whenever possible
give them a logical reason they need to give
you their email address, such as receiving an
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[t’s easy to get hung up on perfection, but

don’t sweat it. Remember that your newsletter

is unlikely to get more than a few minutes of

attention and that “now” is better than “perfect.”
Get it as close as you can, then send it.

emailed estimate or an emailed invoice/state-
ment. In my business, we have to email PDF
proofs to our clients, and I've never had a client
balk when I asked for their email address. One
of my clients instituted a simple bur effective
approach: he paid his employees several dol-
lars for any new email address they acquired
from a dlient. Get comfortable asking for email
addresses and make sure any website form has
“email” as a required field.

BEING CONSISTENT. A common situation with
landscape contractors is that they start strong
with a nicely personalized newsletter in the
carly spring, and then they get busy and don’t
think about it again unil fall. If you decide to
implement a monthly e-newsletter program,
you need to be realistic about who is going to
actually put them together. It's not terribly dif-
ficult, but then again neither is putting down
fertilizer, and I still don't do that on schedule,
Decide who is in charge and make them ac-
countable. If you determine that it's not likely
to get accomplished internally, consider hiring
someone to help with the process.

NOW IS BETTER THAN PERFECT. It's casy to get
hung up on perfection, but don’t sweat it.
Remember that your newsletter is unlikely to
get more than a few minutes of attention and
that “now” is better than “perfect.” Ger it as

close as you can, then send it. The consistency
will benefit you, even if it didn’t have that one
perfect photo you were hoping to include.
Since it's so easy to get off track with your
schedule, don't nitpick your newsletter if
there’s any chance it will delay the distribution.

On the other hand, I often get asked
if once a month is too frequent to send
e-newsletrers, because you don’t want to
annoy their clients. My response is thar |
get DAILY emails from Amazon.com. They
aren't stupid when it comes to marketing,
and | keep shopping there. Ifa client decides
to unsubscribe from your list, it will prob-
ably not be because you're emailing them
too often, and it’s also simply unlikely that
you will have the time to send too many
e-newsletters. Realize that some people will
unsubscribe, and you can’t really worry
about them. Write for the people who do
read your newsletter and commit ro a regu-
lar, consistent approach.

E-newsletters are one of the most flexible,
targeted, and cost effective ways you can com-
municate with clients and prospects. Consis-
tent and informative e ones will position you
as an expert problem solver and help you sell
more work. Lt

The author is vice president of sales
at Focal Point Communications.
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MAKE
YOUR
EMAILS
WORK
FOR YOU

Four ways to increase your
reach via email marketing.
By Maria Semple

mail marketing can be a great tool in
your marketing toolkit. Your email list
is a valuable asset for your business,

and your tips, offers and news abour your
company should be providing good value
every step of the way. Your emails should be
cultivating high engagement. Otherwise, it's
the dreaded “opt-out.”

If you're already marketing through email,
are you taking advantage of all the bells and
whistles available through your email service
provider? As an Authorized Local Expert &
Platinum Solution Provider with Constant
Contact, I'm always asked what else market-
ers should be doing once they've hit the send
button on their email campaign. Here are my
top four rips:

1. Share your email campaigns on social
media. Every email you send creates its own
unique shareable URL. Take that URL and
share it on every social media platform your
business is on. You can also customize the
introductory message that precedes each post
to take advantage of the tone of each platform
and the ability ro insert a photo. (You ARE
taking pictures of each landscaping project ...
right?) A side-by-side before and after photo
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of your recent project will demonstrate your

expertise and talents far better than any article
alone can do. You can also use Hootsuite as
a social media dashboard incorporating not
only your e-news, but other postings to your
social channels as well.

2. Insert a social media share bar at the top
of every email that you send out, whether or
not your own business is on social media.
You can bet your customers are using social
media and this share bar will enable them
to share your ¢-news on the platforms that
matter to them. For example, let’s say you
send me a coupon in mid-summer that is
good for 20 percent off fall plantings. You
tell me that this coupon is good for a friends
and family discount, oo, and you encourage
me to forward the email AND share it on
Facebook. If I think you're doing a great job
with my landscape, don’t you think I'll gladly
post this on your behalf? And, in doing so,
I've just become part of your marketing team
... a real-life marketing ambassador for you.
While you don't have direct access to my
Facebook friends, you can still have a direct
impact on their buying decisions. The email
you've created with your branding now has
far greater impact because it’s being seen by
people who aren’t even on your email list.
This is a huge opportunity for your business.

3. Since your emails are being forwarded
and shared, it's important to add the “Sign
up for our e-news” button somewhere on
your email. [t may seem counterintuitive,

but you want to make it as easy as possible
for people to opr in to your list. While
you're ar it, don’t forger to add a link to
your website and social media.

4. Your email service provider gives you
great stats for you to determine whether your
emails are getring opened, shared and clicked.
Don’t be romanced by high open rates alone.
You are looking for a physical and measurable
response: Did someone call and book a new
landscaping project? Did they click through
to an article you shared? Did they share your
e-news on social media? Know the goal of each
email marketing campaign you send out and
have one measurable goal in mind when you
hit the send button. Closely track your results
so you'll know what to change going forward.
It could be something as simple as placing the
call to action “above the scroll line.”

Keep your emails short and remember that
just over 50 percent of people are now reading
their emails on mobile devices, which means
you'll need to use templates that are mobile-
friendly and your readers will not tolerate
lengthy emails on their mobile devices. A
recent study from Blue Horner found that
80 percent of email recipients delete mobile
email that don’t look good and 30 percent
unsubscribe from the email list. Put thac all
together and what you have is a compelling
argument for considering mobile as you build
your emails and communications. (And, once
they read your mobile-friendly newsletter, are
they clicking through to a mobile responsive
website? If not, time to upgrade that, too.)

Your next big landscape project is likely
to come from your existing customers or
someone who is a friend of your existing
customers. Your business flourishes on
word-of-mouth and never before have small
businesses had so many engagement tools
at their disposal. Learn how to leverage the
online tools available to engage new prospects
and warch your business grow. st

The author is founder and CEO of The Prospect
Finder, consults with growing businesses and
nonprofits on email marketing, social media and
prospecting strategies, and is an authorized local
expert with Constant Contact
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PAPERLESS

Upstream Waters Landscape
finds a way to cut paper out of its business.

By Jake Zuckerman

ob Dylan once sang, “Then you'd

better start swimming, or you'll sink

like a stone. For the times they are
a changin.™

For the average office manager on the
verge of drowning in a sea of paperwork,
there is a way to swim.

Amid the stresses and spurs of busy season
in the landscaping industry, Beth Blaylock,
office manager of Upstream Warters Land-
scape in Niles, Mich., found a way to clean
up the clurter, and ger work orders out in a
more timely and accurate fashion.

Her solution: go paperless.

“It was largely a time thing,” Blaylock
says. “For me, putting in all that informa-
tion, and for the guys in the field to fill it
out, was just too much.”

Upstream Waters made the decision to

“We would
do everything

go paperless in the spring of 2013. They
switched out pen and paper for tablets and
the accompanying Hindsight app.

Hindsight, developed by a former em-
ployee of an irrigation company, can be
tailored to its user’'s company. The app
can track marerials, make schedules, route
employees and add personal notes to any
clients’ file. It can also link to the Quick-
books app to transfer numbers for invoicing
and accounting.

The company planned for a three-month
transition period for employees to switch
work-order platforms. All the contractors
were so enthused with the new medium that
they transitioned smoothly in just one month.

“They were really excited to drop the pen
and pencil and pick up a device,” Blaylock says.

Anthony Lubarsky, a foreman for Up-
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stream Waters, says the move has fixed prob-
lems he and his crew used to have with losing
or dnmnging important papers.

“It was a complere 180,” he says. “It was
not a problem at all for me.”

Along with work orders, Blaylock says 25
PATHFINDER xo percent of their invoicing is now paperless.

PAT < .
HFINDER ROVER xR That percentage opred into the paperless sys-

tem voluntarily. As much as they would like

- : : to be 100 percent paperless, they still have to
The Rover Series of spreaders and the Pathfinder Series of spreader/ 2

sprayers are commercial grade machines that will increase your
productivity and decrease your downtime. No other machines feature
the simplicity of operation and durablility of construction as
Ground Logic spreading equipment. Contact us today to learn more.

cater to their pen and paper clientele.
“We would do everything online if we
could,” Blaylock says. “Bur not all of our

customers are there yet.”

877.423.4340 - groundlogicinc.com
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[t wasn't just organization, cost efficiency or
time efficiency that improved. Blaylock says
accuracy of the orders themselves increased
dramatically. As opposed to waiting until
the end of the day to fill our work orders and
rushing through them to get home, all crews
have to fll them out immediately after leay-
ing a client. They cannot get the information
for their next job until they complete their
work order. The fresher memory and more
thorough procedure from the app prompred
better systems for the company.,

The rechnology does, however, come with
its price. According to Lubarsky, problems
arise when crews arrive at job sites where they
cannot get a good signal.

“We have Verizon, which is pretty good,”
Lubarsky says. “But there are still times where
we might have to leave a site to ger a signal
and pre-download everything.”

Blaylock also warned that a paperless sys-
tem is not a be-all-end-all magical cure for
unorganized managers.

“Overall, if you're going to do it, you really
need to know your business,” Blaylock says.

“No app is 100 percent. It’s not a solution
if you're unorganized. You need to tailor the
app to fit your business or vice versa.”

All in all, the new system has done good
things for Upstream Waters Landscape. When
the company moved offices, Blaylock says she
had more time to help with the move instead
of burying herself in paperwork.

Of the new system and transition at large,
“overall, it’s been a really positive experience,”

Blaylock says. et
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Connect with your commercial customers with the right marketing strategies.

By Chris Heiler

he way you provide your lawn and

landscaping services to a commercial

property is probably a bit different than

how you would perform those same

services for a residential property. This is one reason

many companies focus on one or the other, and

are often much more successful (read: profitable)

doing so compared ro companies who try to serve
both audiences.

For proof, look to Lawn & Landscape’s annual

Top 100 List where you'll find the top 20 spots

dominated by companies laser-focused on either

Whether your business is B2B (business to busi-
ness) or B2C (business to consumer), as it relates
to marketing, it is always P2P: person to person.

Because of this there are many similarities in
how you would market your services to cither the
business or homeowner crowd. That said, there are
many subtle differences that you should be aware
of when developing a marketing strategy.

For one, the sales cycle of a B2B company can
be much longer than that of a B2C company, Ac-
cording to Jacqueline Zenn of The Agency Post,
this is because “B2C buys tend to satisfy immediate
needs, while B2B decisions are meant to complete
long-term goals.”

There are also more decision-makers involved in
the B2B process. Homeowners can conduct research
and rypically move forward without approval from
others, often making decisions based on emotions.
In contrast to that, “the B2B purchase process tends
to be rationally and logically driven,” according to
Zenn, and “B2B marketers have a much longer

Llawnandlandscape.com

the residential or commercial market. '\&V/
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chain of command to deal with since pro-
curement, accounting and their superiors
often need to approve purchases.”

To geta better understanding of this topic,

let’s dive into the fundamentals of an effec-
tive B2B markering strategy, highlighting
three of the best practices that separate B2B
from B2C marketing,
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UNDERSTAND YOUR AUDIENCE. If your mar-
keting message is going to hit the mark, it
is critical that you understand where you're
aiming. In other words, know your audience.

This process begins by developing what
are called buyer personas. According to
HubSpot, an inbound marketing and sales
software company, “A buyer persona is a
semi-fictional representation of your ideal
customer based on market research and real
dara about your existing customers.”

Sound complicated? It doesn’t need to be.
We suggest starting with very basic buyer
personas. Here are two examples:

CEO Jim. Jim is the CEO or owner
of a $6 million commercial landscaping
company. The company is a leader in its
marker, innovative and always ahead of its
competitors. Jim has an annual marketing
budget and also has experience working with
outside agencies and consultants.

Overwhelmed Allison. Allison is the mar-
keting director for a $2 million residential
landscape design/build company. She is also
involved with sales and has other responsi-
bilities within the company that stretch her
thin. She needs more help and supporr, cither
in house or from outside the company.

As you see, this is an attempt to clarify
and paint a picture of exactly who we are
trying to reach.

After you create buyer personas you can
develop a strategy to reach each of them.
This is where segmentation comes into play.
Segmenting your prospects and customers by
buyer persona allows you to create content
for the right people at the right time, whether
that's via email or a blog post.

To illustrate this point, take a look at
these two recent blog post topics, the first
from Schill Grounds Management in Ohio
and the second from HighGrove Partners
in Atlanta (disclosure: both are clients of
Landscape Leadership):

* Snow Removal Musts for Your North

East Ohio Retail Property
* 5 Landscape Enhancements for Adanta
Hospitals and Assisted Living Facilities

Each of these blog posts is clearly targeting

a very specific audience: retail properties in

100 OCTOBER 2014 www.lawnandlandscape.com
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MARKETING

Northeast Ohio and hospitals and assisted
living facilities in the Atlanta area.

CONTENT MARKETING AND LEADERSHIP.
Thoughr leadership and expertise are more
valued in the B2B space. Remember, there
are property managers (and others) respon-
sible for making decisions on how to spend
other people’s money and are being held
accountable for this spend.

This is a lot different than a homeowner
making a quick, emotional decision. As Zenn
explains, “They often want to look like the
workplace rock stars or heroes thanks to their
excellent decisions.”

Ifyou're selling in the B2B space, you have
to arm these buyers with in-depth informa-
tion they need to make informed decisions.
This starts with your website.

Build out in-depth “About Us™ pages

e EDGINGS
s

SINGE 1978
LOW PROFILE
SUSTAINABLE

PREMIUM GRADE
100% RECYCLED

showcasing your key employees, answer fre-
quently asked questions in greater detail and
cover topics on your blog that appeal to your
unique buyer personas. Supply your audience
with real dara and insights on trends. This
is the type of content and information they

need to make a confident buying decision.

SOCIAL SELLING. Unlike the B2C audience,
“The B2B crowd wants the ability to build
a close relationship with brands,” says Zenn.
Social media, especially networks like Linke-
dIn and Twirter, offer the chance to connect
with your B2B audience in a more meaning-
ful way than you could with homeowners.

These social networks are great for pros-

pecting and gathering leads. It's extremely

casy to find and engage with influencers
and porential customers on these nerworks.

Marketing and sales is always a P2P en-
deavor, so there will always be similarities
in how we promote our services whether
B2B or B2C. For the B2B crowd, focus on
more clearly defining your rarget audience
through buyer personas, building your
thought leadership through more in-depth,
insightful content and using the social plat-
forms available to reach and engage with

your B2B audience. 181

The author is the founder of Landscape Leader-
ship, a digital marketing agency for green indus-
fry companies. He's a former landscape designer
and frequent contributor to Lawn & Landscape

Check out our February issue for “Moving on Up,” a special report on what commercial

property managers think about landscapers, and what they want from you.
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The gas is

GREENER

Alternative fuels may be more environmentally
friendly, but the jury is out on whether they're
good for the bottom line. By Julie Collins

witching to diesel fuel for production trucks and propane for riding and
S stand-on mowers makes sense, financially and environmentally, to Bob

Grover, president of Pacific Landscape Management, a 150-employee
commercial maintenance company in Hillsboro, Ore.

As fuel prices go up, Grover says the company has lowered its costs by con-
verting to propane and diesel. Propane in particular offers reduced greenhouse
gas emissions compared to conventional fuels. “So that's a cool thing that
we're doing the right thing environmentally in a way that's saving us and our
customers money long-term,” Grover says.

Although plenty of other companies see the value in using alternative fuels,
making the switch takes time — and it doesn't always involve every ve-

hicle and picce of equipment the company owns. For example,
Bay Country Landscape in Elkton, Md., is using pro-

pane for mowers for its 40 employees. Other
companies, like DLC Resources

in Phoenix, rely on hybrid
vehicles for field
managers.




PHOTO COURTESY OF PACIFIC LANDSCAPE MANACEMENT

Bur lack of infrastructure and technology is
impeding the company’s ability to make the
switch to alternative fuel sources for other
vehicles and equipment.

“If you're into the green movement, have
clients who care about the environment or
want to diversify your business, switching to
alternative fuels can be a benefir,” says Wil-
liam Bathon, vice president of Bay Country
Landscape. But regardless of your motiva-
tions for trying alternative fuels, doing so
has to make financial sense.

INCENTIVES TO SWITCH. When it comes to
diesel, Grover says prices are more variable
than unleaded. “And you have to use an
addirive, which increases cost. But the miles
per gallon savings more than cover the added
expense,” he says.

Grover acknowledges that biodiesel would

be an even more environmentally friendly
option than standard diesel. All diesel in
Oregon is 5 percent biodiesel; however, get-
ting a higher percentage requires companies
to own their own fuel tanks — a cost Pacific
Landscape Management cannot yet justify.

The propane used for mowers also re-

Become more professional and
grow your business through:

» Networking, peer support, and

mentoring

» Relevant business and technical

education

ALTERNATIVE FUEL

Pacific Landscape
Management has
lowered its costs
by converting

to propane and
diesel.

quires more complicated fueling that is best
performed with an onsite propane fueling
station. That can be pricey. The company
is leasing its mowing equipment from John
Deere, which proposed the mower conver-
sion and introduced Pacific Landscape Man-
agement to propane suppliers and incentives

* Members-only discounts

* Protection of your business interests

PLANET is the national trade association with 4,000
‘member companies and representing more than 100,000

landscape industry professionals, who create and maintain
healthy, green living spaces for communities across America.

Visit bit.ly/joinplanet or call 800-395-2522 today!
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The Outdoor Power Equipment Institute (OPEI) is an international trade association representing more than
100 power equipment, engine and utility vehicle manufacturers and suppliers. OPEI is the advocacy voice of
the industry, and a recognized Standards Development Organization for the American National Standards
Institute (ANSI) and active internationally through the International Standards Organization (ISO) and the
International Electrotechnical Commission (IEC) in the development of safety and performance standards.
OPEI is managing partner of GIE+EXPO, the industry’s annual international trade show, and the creative force
behind the environmental education program, TurfMutt.com. OPEI represents its members on regulatory and
legislative issues affecting the industry, and provides them with industry market statistics reports and industry
forecasts. OPEI-Canada represents members on a host of issues, including recycling, emissions and other
regulatory developments across the Canadian provinces.
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ALTERNATIVE FUEL

to offset the costs of an onsite fueling station.

That's why Grover recommends talking
to local distributors and attending trade
shows to get the scoop on alternative fuel
options. “There are a lot of resources out
there you won't have access to unless you
ask for them,” he says.

Right now, the company’s entire fleet of
about 40 riding mowers is fueled by propane.
Abour a third of Pacific Landscape Manage-
ment’s 50 production trucks are diesel, to.
“We keep trucks for 10 years, so it takes a
long time to convert,” Grover says.

Of course, he acknowledges that at the
company’s truck conversion rate, a new
technology may present itself before they even

Be sure to read the stories from our September issue on fuel management

by visiting bit.ly/

idist

purchase an all-diesel fleet. “Maybe we'll get
to the point where hybrids become an eco-
“We

just keep our ear to the ground and see what's

nomically viable option,” Grover says.
best for now. If best changes, we'll re-aim our

ship as new technology comes down.”

BUSTING MYTHS. Before Bay Country Land-
scape took the plunge and purchased nine
new propane mowers, the company did a
lot of research. “Propane has a lot of myths
about it,” Bathon says.

After considering the switch for a year,
Bay Country Landscape purchased propane
mowers for one crew. “We immediately saw

the benefit,” Bathon says. The propane mow-

ance and b

ers cost about an additional $1,500 up front
per walk-behind mower and $2,000 more up
front per riding mower. “But we can recoup
that initial cost within one year of use.”

Bay Country Landscape is working with
its propane provider to install a fuel tank
on site. Bathon stresses the importance of
developing a relationship with a good fuel
service provider before making the switch.
“You can’t just go down the street and fill
up your propane tanks,” he explains. “It can
be very costly, and our propane provider is
sharing the costs associated with installing
the fuel rank for us.”

In the future, Bathon says, Bay Country
Landscape may look into alternative fuel
options for management vehicles, too, but

not in the next two or three years.

NOT QUITE READY. DLC Resources and its

More Effective...
Less Expensive...

Insecticides — Dendrex®,

Harpoon®, Merit® Injectable, and Vivid® Il

Fungicides — ALSA”, Systrex®/Nutrient
Fertilizers — Nutri-Ject” formulations
Bactericides — Tree Tech” OTC

New &
Improved Tip!

PGR — Snipper”®

950 SE 215th Ave. | Morriston, FL 32668 | 1-800-622-2831 | info@treetech.net
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ALTERNATIVE FUEL

300 employees currently use diesel fuel for
service vehicles and equipment. Although the
company has looked at narural gas for road-

going vehicles, as well as propane and electric

options for mowers and other equipment, as
of now none of those options are quite right
for the company.

“Certainly sustainability is a big part of

BOLD IDEAS. B

Known for its world-class education, idea-packed exposition and
powerful networking opportunities, New England Grows draws
more than 10,000 green industry professionals to Boston every year.

For big results, put the industry-leading power of
New England Grows to work for you!

February 4-6, 2015
BOSTON

NEW ENGLAND &
ﬁ'KAO ¢_ NewEnglandGrows.org

RESULTS.

our mission, so we looked for ways that
make economic sense. Our difficulty is we
have a unique business model, market and
city, and the durability and availability aren't
quite there for us yer,” says Vice President
‘luhn Holbert.

DLC Resources focuses specifically on
large planned communities on the perimeter
of the massive Phoenix metropolitan area.
“We have a very limited client base,” Holbert
says. “By geographic happenstance, they're
spread all over. We probably have 100 miles
between the westernmost and casternmost
properties.”

That means electric service vehicles don't
have the range DLC Resources needs. In
addition, Holbert says lack of infrastructure
is a huge barrier to purchasing vehicles thar
run on natural gas, “We mobilize from two
maintenance yards, do all fueling on site,
and use the same routes every day. The
infrastructure for natural gas is not available
on our routes yet.”

Holbert says some companies in the Phoe-
nix area, such as UPS, are running natural
gas pipelines to their facilities. Bur DLC
Resources doesn't have a large enough fleet
for natural gas vendors to justify the expense.

For now, the company is sticking with
conventional fuel sources for small equip-
ment, 1oo.

In lieu of using alternative fuels for trucks,
Holbert says DLC Resources focuses on a
robust maintenance plan to maximize fuel
efficiency, with simple steps such as ensur-
ing tires are properly inflated and mobilizing
employees from a central yard. The company
also purchased some hybrid vehicles for field
managers who don’t have to haul around
equipment and supplies.

With a few technology and infrastructure
tweaks, Holbert says his company would
certainly consider natural gas and electric
options in the future. “There’s always a cost-
benefit analysis to be done,” Holberr says.
“But on a speculative basis, of the current
alternative fuels available, I would say natural
gas is probably the more attractive based on
the cost of fuel.” Lt
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Take a look at the latest chemical
technology tfo hit the marketplace.

By Lindsey Getz

hese days lawn care operators are under tre-

mendous pressure to get the job done quicker,

but still be affordable. As a result, a large focus
of product suppliers’ latest developments has been on
combination formulations that offer more of an “all-in-
one” product. There are a variety of new products already
on the market with more to come in 2015.

The newest products have updates and improvements to
existing chemicals that have already been successful in the
landscape market. For instance, TZone SE Broadleaf Her-
bicide for Tough Weeds, manufactured by PBI-Gordon,
delivers the same broadleaf weed control in cool-season
turf grass as the original TZone product LCOs are already
familiar with. But the SE product is a reduced solvent
formula that penetrates the cuticle to control weeds like
wild violet, ground ivy, black medic, oxalis, clover and
lespedeza.

“LCOs hate callbacks,” says David Loecke, herbicide
product manager for PBI-Gordon. “So TZone SE is for-
mulated for speed. It delivers twice the triclopyr as most
combination products so you get visible activity in hours,
including leaf and stem curl, yellowing, and brown — and
that can mean fewer callbacks.”

Following the success of Bayer’s pre-emergent herbicide
Specticle, the company has now introduced Specticle Total,
a new chemical combination labeled for non-selective weed
control in hardscapes and mulched areas around ornamental
plants. The manufacturer says this non-selective herbicide,
launching in 2015, will control existing weeds and grasses
plus prevent new weeds for up to six months.
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CHEMICAL TECHNOLOGY

“Specticle Total was developed to provide
landscape professionals with a non-selective
weed control solution with extended re-

sidual,” says Jeff Michel, herbicides business

manager. ~ This post-emergent control deliv-
ers up to six months residual — a key point
for LCOs who are concerned with efficiency.
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on paved areas, on landscaped beds or around
areas where ornamentals might be planted.
[he idea of not having to come back on a
regular basis and retreat is really important
to busy LCOs.”

Used in combination with last year's new
product Specticle G, which allows LCOs to
treat weeds prior to coming up, Michel says
Bayer is creating a “one-two-punch scenario.”

“Use Specticle G to prevent the growth of
the majority of weeds and then use Specricle
Total to recreate thar weed barrier for any
that have escaped or broken the barrier,”
Michel says. “The idea is that most weed is-
sues will be taken care of with just a once- or
twice-a-year application when married with
a true preventative option like Specticle G.

It's a complete solution.”

DISEASE AND INSECTS. Tackling turf grass
problems is always a hort topic. LCOs want
to get fast control over disease and insects
before too much damage is done and there
are several new products on the market for
this purpose. From BASF come two new fun-
gicide products including Lexicon Intrinsic
fungicide, a new chemistry combination for
control of turfgrass discases like brown parch,
dollar spot, fairy ring, pythium root dysfunc-
tion, snow mold and summer parch. Lexicon
combines the enhanced systemic properties
of Xemium fungicide with Insigna Intrinsic
brand fungicide.

Also new from BASF is Xzemplar Fun-
gicide, developed to provide protection
against dollar spot as well as other turf grass
diseases. The product was made using the
latest carboxamide technology and build-
ing on the manufacturer’s experience with
Boscalid. This has allowed BASF to create
a new, broader spectrum and more active
carboxamide fungicide.

On the insecticide front comes FMC
Professional Solutions’ Triple Crown T&O
Insecticide. With its three-way combination
of FMC bifenthrin, FMC zeta-cypermethrin
and imidacloprid, this formulation offers
multiple modes of action on key pests,

“Triple Crown T&O is a great fic for

lawn and landscape professionals because
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CHEMICAL TECHNOLOGY

it eliminates the need to tank mix multiple
products to control pests, saving time,
money and shelf space,” says Steve Mora,
FMC insecticide product manager.

Dow AgroSciences has released XXpire
WG Insecricide, which combines two new
active ingredients: Isoclast Active (a new class
of insecticide chemistry) and spinetoram — to
control both chewing and sap-feeding insects
commonly found in ornamentals. According
to the company, XXpire WG is effective
on 39 pests including seven of the 10 most
troublesome ornamental insects.

Terminix has also released a new prod-
uct. The Terminix Mosquito Service, an
EPA-exempt formulation, is said to collapse
mosquito populations in treated areas by
more than 90 percent in two to three weeks.

TOTAL CONTROL. Getting control over the turf
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is a top priority for LCOs and adjuvants also
help achieve that goal. Winfield has introduced
the Gulfstream adjuvant which the company
says has the potential to improve spray cover-
age and penetration in dense canopies while
promoting increased absorption of products
on a leaf surface. It also includes buffering
agents to lower spray solution pH which
may reduce hydrolysis and has the potential
to improve performance of certain products.

“LCOs are pressed for time more than
ever and adjuvants help them to be more ef-
ficient by getting the job done right the first
time,” says Aaron Johnsen, product manager
for WinField. “Also, weeds continue to be
a persistent threar but adding an adjuvant
like Gulfstream has shown to significantly

improve overall weed control and efficiency.”

Also developed to help improve efficiency
and assist LCOs in getting control over the
wurf is Winfield's Aquicare wetting agent.
This soil wetting agent will help improve
water retention and reduce watering require-
ments to maintain turf quality. The formula
is designed ro help prevent localized dry spot
conditions and control water-repellent soils.
Because of less evaporation and runoff, Aqui-
care promotes more efficient use of irrigation
water or rainfall.

“On top of recent droughr issues, LCOs
are under constant pressure to keep their
clients happy,” Johnsen says. “Aquicare wet-
ting agnet helps LCOs to maintain healthy
grounds while doing more with less.” Lat

Stay up to date on the latest new products for LCOs. Visit
for a complete database of new chemical technology.
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EQUIPPED with IDEAS

Customer feedback drives changes
in wheel and track loaders. By Anne-Marie Hardie

hen it comes time to purchase a new piece of equipment, most contractors

are looking for a machine that can handle their load demands, site terrain

and efficiency needs. Track loaders and wheel loaders have their own

advantages, so contractors should first determine their job needs before
deciding on a piece of equipment.

“Compact wheel loaders provide significant advantages in capacity, lifting and dumping
height, etc. This gives them an advantage in truck loading applications — and the tire platform
is better for use on paved surfaces, as tracks tend to deteriorate at a faster rate on concrete
compared to rubber tires,” says Warren Anderson, brand marketing manager at Case.

In general, the wheel loader offers a smoother ride, with reduced jerkiness, increased visibil-
ity and a greater lifting capacity, says Paul Wade, brand marketing manager at New Holland.

Keith Rohrbacker, product manager for Kubota, says the wheel loader perfectly comple-

us OCTOBER 2014
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ments the capabilities of smaller compact
track loaders.

“The compact track loaders can easily fit
into tight places but may not have the same
bucker capacity and hinge pin height o
gather up and load as efficiently as a wheel
loader,” he says.

While the long belt of a track loader
provides a stable platform thar works well
when lifting, says Keith Coleman, senior
marketing engineer at Caterpillar, one of the
main reasons for purchasing a rrack loader
is it can be used in almost every terrain and
weather condition.

“It’s a much gender interface with the
machine and the ground conditions so you
can work in those weathered conditions and

can extend your season more fully,” he says.

OPEN TO SUGGESTIONS. Customer feedback
plays an integral role in the future design and
platforms of both wheel and track loaders.

It's from this costumer feedback thar
Doug Laufenberg, product marketing
manager for compact wheel loaders at John
Deere, learned that the company's wheel
loader customers were looking for a simpler
design and lower operating height. As a direct
response to this, John Deere launched two
new compact wheel loaders.

Although a track loader system can be used
in almost every terrain and type of weather,
they require a bit more maintenance than a
wheel loader due to the track system.,

“Replacing a set of tracks on a compact
track loader would be more expensive, typi-
cally, than replacing a set of tires on a loader
or six gear,” said Gregg Zupancic, product
marketing manager, skid-steers and compact
track loaders with John Deere Construction
and Forestry,

Wade says New Holland has designed
its loader equipment for quick and efficient
maintenance, grouping all the checkpoints
together so operators can complete their
service easily. “As long as the daily mainte-
nance is easy to do, then the contractor will
be more likely do it,” Wade says.

Terex’s recent improvements were also

based on increasing durability and decreasing



http://www.lawnandlandscape.com

PCIE COURTESY OF TERES

service time, Some of these improvements
include a cylinder seal package with three
additional sealing surfaces to eliminate
potential leakage, wear bands to reduce side
load strain, new high-torque, stainless-steel
clamps and upgraded hydraulic couplers.

Case responded to service time concerns
by introducing a “maintenance free” solution
into both product lines, emphasizing that
there are no filters to maintain.

EASE OF USE. Incorporating individual
operator codes to simplify driver use and
increase productivity has been a feature
several manufacturers have added to their
track loaders including John Deere’s E Series,
Case EZ-EH control panel and Carerpillar
D series. This feature allows the operator to
fine tune the machine exactly to the driver’s
preference.

“This control panel has a mechanism to

adjust your wheel speed independently of

your engine RPM,” Zupancic says. “If a
contractor wants to get the job done quickly,
then they can keep their steering very aggres-
sive and for those new to the compact loader
there is the option of utility mode where the
joysticks will be both less sensitive and less
aggressive.”

Caterpillar’s D series includes 11 different
parameters that can be customized for the
operator, says Coleman including prefer-
ence, skill level and even language. Case also
introduced its EZ-EH control system in its
compact loaders that includes nine different
preset speed and control settings, and the
ability to quickly change operating patterns.

A COMFORTABLE RIDE. Comfort has been
one of the primary areas of improvement in
the loader market. Bobcat’s newest loaders
include conveniences such as cup holders, a
storage compartment, tape measure and place
for an iPod or phone to plug in.

“Our latest generation of Bobcat machines
have improved visibility, better noise (reduc-
tion), improved cooling and heating systems
so that from an operator standpoint we will
meet their needs better,” says Mike Firzger-
ald, loader product specialist for Bobcar.

The machines have different control op-
tions for their loader so that they can operate
in their most familiar mode. “If they want to
operate the controls with their feet, hands or
if they want to step up to the joystick with
selectable controls,” he says.

Jonathon Ferguson, regional sales manager
with Terex Construcrion, says customers
haye asked Terex to make the cab environ-
ment both more comfortable and intuitive
for the operator. Features in Terex's new
line includes fingertip controls to operate
the unit, attachments and pressurized cabs.

Caterpillar’s D series was introduced al-

most a year ago, and operator comfort wasthe

main focus of their design. This includes a
fully encapsulated one-piece cab that offers
both longevity in the steel and a pressurized
cab design. “The sight lines out of that cab
are outstanding and then we've enhanced the
visibility even further by offering the industry
first review camera for our compact track
loader,” Coleman says.

This new design includes the option of a
high back, heated, air suspension seat that
offers the driver additional lumbar support.
Heated seats are also a feature that are avail-

able in New Holland's current line-up of

compact track loaders and its new line-up

COMPACT EQUIPMENT

of wheel loaders, says Wade.

He adds that New Holland’s track loaders
offer a long wheelbase for increased stability
and 365 degrees visibility in the company’s
compact track loaders.

The focus for Case’s new line was ease
of use and driver comfort. The company’s
wheel loader has been shortened in both
length and height, allowing easier access ro
small spaces and a shorter turning radius,
while the features have been adapted for
easier control, Anderson says the line-up
is equipped with electronic controls that
increase driver precision and reduce fatigue.

Far left: A wheel loader offers
a smoother ride, with reduced
jerkiness, increased visibility
and a greater lifting capacity.
Left: Compact track loaders can
be used in almost every type
of terrain.

“Operators are in these machines for long
days, and constantly manipulating the con-
trols can be tiring,” Anderson says. “Case has
aimed to make it as simple as possible with
these new controls.”

“People are looking for comfort. They're
looking for safety. It ties back into the visibil-
ity and productivity,” Coleman says. “And
the ability to be productive also ties back into
that display and being able to customize that
machine to really do either the job you're on
or to my skill level.” st

The author is a freelance writer based
in Ontario, Canada
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IRRIGATION ROTORS

SPRAY IT,
DON'T SAY IT

Use these rotors to help customers keep their lawns efficiently watered.

attached sprinklers that need to be moved every hour, or risk flooding parts of the lawn,

l t's important to keep your lawn efficienty wartered. Instead of letting customers use hose-

suggest installing these roror products to water the whole lawn in a more effective way.

MP800SR-90: Short
Radius MP Rotator

The pitch: A short radius version of
the MP Rotator product family is the
MP80OSR, extending the product line's
ability to reach radius settings as low as
6 ft., while also reaching 12 ft. at the
maximum radius setting.

* The MP80OSR has all of the
features of the current MP Rotator line,
including high distribution uniformiry,

wind-resistant streams and
debris-resistant double-pop.

* This low volume dﬂm apphes water
at approximately 0.8 i
maintaining this

through arc and

* The rotator is offered in'a
°-210° arc model; a 360

Rain Bird
5000 Series Rotors

Toro RapidSet
Rotor Feature

The pitch: Ideal for both residential
and light commercial applications,
Rain Bird’s 5000 Series Rotors distribute
water from 25 to 50 feet.

The pitch: Toro's TS Series rotors
will now have the option of the new
RapidSet feature.

* RapidSer offers a quick way to adjust
rotor arc settings with no tools required.
The technology works by simply turning

* Featuring Rain Curtain Nozzle
Technology, these rotors deliver
a uniform spray pattern. the rotor past its current trip points. Turn
the head clockwise to shift the entire
arc; turn the head counter-clockwise to
increase the arc pattern.

* Close-in watering eliminates
dry spots around the rotor; prevents
seed washout and allows turf to grow
healthy with no matting or bending.

* Optior: &amrcsmcludc flow shut-off,

* A built-in “slip clutch” protects the gears
imple adjustments.

1 Thc we inches of pop-
up heigh : e footprint
‘as 4-inch'm Phis makes it casy to
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. Path & Spread Hardscape Accent, Well & Water

Precise, powerful & efficient
landscape lignting.

Get more bids, close more jobs ...

We now offer 12V & 120V LED Lamps. For more information
and warranty details, go to www.landscapelighting.com.
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IRRIGATION SHOW PREVIEW
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The Irrigation Association will educate industry workers, as well as showcase new products.

Inside irrigation

Take a look at what to expect from the 2014 Irrigation
Show and Education Conference. By Jake Zuckerman

Mastermind
Your Marketing

Joe Rueik
Owner of

uer
Real Green Systems Mike Da

P of Direct Marketing
Real Green Systems

Join The Marketing Brothers -

Joe, Mike and Brian for “Mastermind Your Marketing!"
Discover how mobile techonogy can save you time and money both
in the office and In the field. Learn more about the new, economical
Every Door Direct Mail and how it can help your business grow
Everyone wants to increase sales and there are a wealth of new
customers in your own backyard! You'll also discover how to
double the number of new customers referred to your business

Mastermind Topies Include

To Register - Visit:
RealGreenSystems.com/Events/Mastermind
Or Call Krista: 800-422-7478 x180
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he Irrigation Association’s 2014

Irrigation Show and Education

Conference is designed to educate
industry workers, teach skills, showcase new
products and provide networking opportuni-
ties. The event takes place Nov. 17-21, 2014
in Phoenix.

KEYNOTE. This year, Lowell Catlert, Ph.D.
will be the general session keynote speaker.
Cadletr is both dean of the College of Ag-
ricultural, Consumer and Environmental
Sciences at New Mexico State University,
as well as a regents professor in agricultural
economics and business and extension eco-
nomics. Catlere will be sharing his outlook
on the marker and his stance on emerging

technologies.

LATEST AND GREATEST. The new product

91 8 o GIE + EXPO Show 2014

o

October 22-24,2014
Louisville, Kentucky

Master Door-2-Door Sales

with Mo

Discover How To Double Your Referrals
Ettortiess Customer Communication

Grow with Every Door Direct Mail

Increase Local Sales

with Local $ M

3l Markoting Strat

. 3 RealGreen

Accelorate Lead Conversions

..And More!

Dallas. TX
Birmingham, AL
Allanta, GA
Boston, MA
Stamford, CT
Rochester, NY
Toronto, Canada
Baltimore, MD
Philadelphia, PA
Detroit, MI
Grand Rapids, MI
Chicago, IL

St. Louis, MO
Indianapolis, IN

r
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PHOTO COMTTIRY OF THE SILATION ASSOCATION
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TRUGREEN l-andcare . www.LandCare.com

NOW HIRING!!

IruGreen LandCare is one of the largest, most comprehensive providers of commercial

landscaping services in North America.

We are looking for landscape professionals in various locations across the country.
Competitive Pay, & Best in the industry incentives and commission plans. Relocation
available for well qualified candidates.

Business Developers | Branch Managers | Account Managers

. AN ' . 150!
¢ JRE , 3 Al

If you want to work for a stable growing leader in the landscape
industry contact Dana Christenson at 302-544-9098
Dana.Christenson@LandCare.com
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IRRIGATION SHOW PREVIEW

contest will be returning for this year's show.
The latest introductions to the marker will
be showcased on the show floor. A panel
of judges will evaluate each product based
on innovation, increased water efficiency,
ease of use, cost benefits, time savings and
design quality. All products will be entered
in one of six categories: agriculture, turf/
landscape, golf, technology/electronics,
rainwater catchment and pond and water-
scape. The first and second place winners
will be announced Thursday during the
general session.
BRAIN POWER. The show will also offer
multiple educational seminars, sessions and
certification opportunities. Admittance to
both the irrigation seminars and the techni-
cal sessions are included in full registration.

However, the education classes and certi-

[y, \q,
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fication classes require extra registrations

.H\kl COSIS.

NETWORKING. Turf Talk contractor round-
tables will take place Nov. 19th. Discussion
topics will include sales strategies for success,
quantifying water savings, innovative irriga-
tion technologies, making sense of social
media and marketing, customer service map-
ping, meeting the needs of young consumers
and more.

This year’s show will also feature:

* More than 300 exhibitors for irrigation
and related products.

* Show pavilions hosted by the Interna-
tional Professional Pond Companies
Association and American Rainwater
Carchment Systems Association.

* Newworking at the opening night party
and Blending Borders, an international

reception open for the first time to fully-

registered attendees.

* Technical sessions on using alternate
water SOUrces, conservation programs
and landscape water management.

* Seminars on chemigation/fertigation,
wiring techniques and new auditing
technology.

* Half-day International Agriculture Ir-
rigation Summit on global regulations,
practices and sustainability initiatives.

* Classes on landscape irrigation basics
and advanced techniques.

* Pond and warterscape seminars from
IPPCA INFO TANZA.

* Rainwarer harvesting workshops at
ARCSA's 2014 Annual Conference.
chi\tr.uinn information is on show's

website at bit.ly/2014iashow. The event is lo-

cated at the Phoenix Convention Center. 1at

: QommerciuI'Grude Outdoor Work Gear

"~ AMERICA’S TRUSTED
; vSOURcs FOR SPRAYING

* Horticulture* s Safety
» Workwear » Pest Management T\

+ Buy Today!

* Shop Supphe

Find 42,000+ products

1-800-382-8473 | gemplers.com
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THE POWER TO MAKE THINGS GROW

YOU CHOOSE PRODUCTS
BECAUSE THEY WORK.

SO DO WE.
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CHAMPIONS OF INNOVATION

Champions of Innovation is a quarterly series presented by Lawn & Landscape
and sponsored by Hunter Industries. Each story will shine a light on the
smarfest and most dedicated people in the irrigation industry.

Culture of conservation

Jodi Johnson has a conservationist’s heart, a landscaper’s field
experience and a team through Denver Water to give contractors
tools and knowledge to effectively managing water. By kristen Hampshire

‘ ‘ ater is the next
oil,” says Jodi
Johnson, not-

ing that when she took the posi-
tion as conservation specialist at
Denver Water two years ago, the
city’s water reserves were nearly
half empry.

Denver’s average yearly rain-
fall, 15 inches, is abour a quar-

that third-party voice.” Denver
Water is the voice that says, “Use
only what you need.” And now,
with the Water Budget program
designed for large, commercial
landscape companies, the urility
is saying, “And here is actually
how much water you need.”
Johnson says

Denver Warter wants to get
away from restricted watering
days and give landscapers tools
to manage their budgets.

“Every month, we send the
landscaper and property man-
ager a letter with a simple graph
stating how much warter was
used, and how much water they
should be using,” Johnson says.

;":‘.\:n‘

b o

ter of what a tropical city like “It’s a great informative tool

Miami gets. Severe droughts for landscapers, and it's also a

in the last several years have
severely taxed the water supply
and forced a coming-to-terms
with the reality that water is a
limited resource.

Still, landscapers are in the
business of keeping grass green,
Johnson says. She gets it.

In her role at Denver Water,
Johnson helps create innovartive
programs and tools so green in-
dustry professionals can deliver
“green” expecrations to custom-
ers while adhering to watering
restrictions and reducing their
overall water use.

“Water is a precious resource
that we have to protect, and we
have to teach people how to do
that, not just take it away, but
become more efficient — that's
what the goal is,” Johnson says.

CONNECT WITH CONTRACTORS.
Landscapers are, perhaps, a
bit taken aback by the warter
utility showing up on their
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properties — to help. Histori-
cally, Denver Water has serviced
single-family residences and
commercial customers. In re-
cent years, the utdlity has been
making a concerted effort to
develop programs specifically
for landscape contractors to help
their businesses succeed as they
mind their water use.

“I know their troubles with
contracts,” Johnson says, un-
derstanding how landscape
firms are squeezed by clients’
tightened budgets. They struggle
to find labor hours in the budget
to spend on an irrigation techni-
cian who can dig deep into the
system and seriously audit it for
improvements. That's where
Denver Water can step in and
offer on-site audits and full
reports for free, Johnson says.

“We'll go through a land-

scape’s entire irrigation system

www.lawnandlandscape.com

zone by zone, identify breaks
and leaks, make recommenda-
tions for upgrades, share how
they can take advantage of our
rebate programs and what is best
for the site,” Johnson says.
“They don’t have the money

in their contracts to have one of

their technicians go through the
system — so let us do it. We'll
do it for free, and we'll create a
useful report for free in the field
thar they can give to customers.,”

Use the report to make mon-
ey, Johnson says. Use the report
to show where system upgrades
are necessary. Use Denver Warer
as a contractor, in a sense.

That's how Johnson speaks
landscaper language.

“Their job is to keep the grass
green,” she says. “We are not
on their properties to judge.
We want to find problems to

improve their systems and be

tool for identifying breaks in
the system or a spike in con-
sumption.”

Meanwhile, Denver Water is
making appearances at distribu-
torships during landscaper events
and “counter days,” popping
in with information. Denver
Water’s team of summer temps
drive brightly colored cars and
spread the word abour savings.
They're tough to ignore, and
that’s the idea.

“The whole goal of our pro-
gram is to touch our custom-
ers,” Johnson says, adding that
programs are designed to engage
customers in the irrigation
process. That's why the Warer

Savers will be working this

summer to capture pictures of

customers in front of their ir-
rigation controllers.

“We want to help people get
to a point where they can look
ar their water consumption and

manage that,” Johnson says. 18t
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TRUCK TRACKING

MORE THAN JUST

MAPS

GPS and routing software let
you monitor your fleet and
employees from anywhere.

(l‘

By Stacie Zinn Roberts

- t's the middle of the night and the cellphone
D - on your bedside table lights up like a Christmas
y o ) 4 tree, The GPS system you've recently installed to
3" ‘ ! track your fleer of trucks has just sent you a rext

message. One of your service vehicles is moving
out of the company yard, and it’s 3 a.m. You hop
out of bed, log onto your computer and confirm
that, yup, you've got a truck on the move.
You call the police and give them turn-by-turn direc-

tions to locate your vehicle. The boys in blue pull the
truck over at a busy intersection and apprehend the
thief. You've just recovered a heavy duty Ford pickup
truck, trailer, and $30,000 worth of landscape equip-
ment. And it all happened because your GPS system
knows you don’t cur grass in the dark.

Sound like science fiction? It's not.
Seven years ago, one of the managers at Acres Group,
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TRUCK TRACKING

a landscaping firm based in Wauconda, IlL.,
got a text message that alerted him to a vehicle
theft as it was happening. He called the police
and they nabbed the bad guys. Jeff Dumas,
vice president of Acres Group, says before
installing the system, the company had lost
about $100,000 in vehicles and equipment to
theft at its three Chicago-area locations. The
thefts prompred them to install a company-
wide GPS tracking system in the company’s
more than 300 vehicles. Approximately four
months later, the late night text message ar-
rived, After the arrest, “the thefts stopped,”
Dumas says. “We've had nothing like thac

- »
simce.

RIDING SHOTGUN. Tracking vehicle move-
ments outside of business hours is just one
of the many features available on GPS fleet
tracking systems. Caretaker Landscape and

ke i
3 Learn more at www.mistaway.com/goodbiz 4

130 OCTOBER 201 www.lawnandlandscape.com

What to look for in a GPS system:

« ALERTS: Warnings by email or text that give you real time
information about when the system notes vehicles are speeding, idling
too long or moving outside of normal business hours,

« DASHBOARDS: Monthly updates called "dashboards” that summarize crifical
information so you don't have to sift through it.

« WIRED IN SYSTEMS: While iPads and other mobile devices are useful for scheduling and
communication with the office, they can also be turned off. Research from the Aberdeen Group
suggests in-vehicle devices that are hard wired in offer a more consistent means of tracking.

« TRAINING: On-site or online training to help your staff learn the system,

« CUSTOMER SERVICE: A company that is accessible and easy to work with can make all of the
difference when implementing a new software system.

« REFERENCES: Ask other industry members which systems they've used, and which they'd avoid.

software to track driver habits and vehicle
data, from vehicle acceleration to hard brak-
ing, vehicle speed, sharp turns, idle time,
routes and even vehicle service needs.

Tree Management, based in Gilbert, Ariz.,
installed GPS tracking in its service vehicles
five years ago. Mare Whire, president and
CEOQ, says his company uses the GPS system

HELP! LANDSCAPE
PROFESSIONALS

We are actively seeking

dealers to sell, install and
service our innovative

outdoor misting systems

that effectively control

il mosquitoes and other
B annoying insects.

3
2

" 1-866-485-7255
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DETACHABLE TRUCK
BODY SYSTEM
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Load at ground level. Interchangeable bodies.

Switch-N-Go™ will be exhibiting at GIE in Louisville, KY
October 23-24. Stop by booth #10218 for a live demo!

Do your own loading,
hauling and unloading.
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CALL US TODAY: 1-800-380-6942
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NEWY Mobile App!
Visit weedalert.com on

your mobile device
~ to download
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WE’LL BUILD A UNIT THAT DOES
EXACTLY WHAT YOU WANT.

For example, just look at the custom choices we offer in our
GSE HX600+100 Spray Unit:

A drop tank in either 100 or 200 gallons

A variety of pump brands, available with various GPMs

A gas motor, customizable for horsepower

A fiberglass tank in either 600 or 800 gallons, split in
any configuration

Two or more reels with many hose options

To learn about our other products, visit our | V'
website, give us a call or visit us at the Graham Spray =
-] LI Gordon

GIE+Expo show at booth #11184. Equipment ) An industry service | =¥
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TRUCK TRACKING

White says one feature he relies on is the

weekly “dashboard™ updates the system
provides. Instead of having ro sift through
the vast amount of darta collected, the GPS
software pulls out the most critical data,
providing a snapshot of the company’s fleet
performance.

Dumas says Acres Group's operations
managers use the data collected by the system
as tools to help manage their crews. Manag-
ers can track when a truck idles too long or
wastes fuel, or when a driver exceeds maxi-
mum set driving speeds. This information is

used to initiate conversations with employees

to help them change their behavior. “Out of

120 vehicles, we had eight or 10 that would

speed,” Dumas says. After managers let the
crews know they were being monitored, Du-
mas says, speeding incidences were reduced

to just one a week.

Dumas recommends rolling out func-
tionality of the system slowly so employees
are not overwhelmed by too many bells and

whistles when they are training to use it.

PHONE-FREE CALL. Neither Acres Group nor
Caretaker Landscape uses the software to
schedule vehicle routing for regular land-
scape routes. However, as Acres Group is
the eighth largest snow removal company
in the United States, Dumas says the rout-
ing features become critical during snow
removal season.

When a truck breaks down, as is fairly
common during snowstorms, Dumas says
the driver can call in and the system knows
exactly where he is. They can then print out
a map or dispatch a map ro the GPS on the
dash of the repair service vehicle.

Many of Acres Group's snow removal

customers are the managers of townhome
communities and banks that need to have
their parking lots cleared before morning
so their residents and customers can get in
and out. During snowstorms, Dumas says
customers anxiously call to know when the
snowplows will arrive at their property.

If a customer calls the company, the GPS
tracking system allows staffers to locate ve
hicles and let them know a snowplow driver
is on his way,

“We don't wanr the guys using their cell-
phones while they're driving,” Dumas says.
“We can get the information without calling
the guy while he's driving, so he doesn’t have
to find a place to pull over to call us back.

Safety wise, it’s been great.” et

The author is a freelance writer based in Mount

Vernon, Wash
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DEERPRO

PROFESSIONAL DEER REPELLENT
One Spray Lasts All Winter

i

UNTREATED TREATED

“We have been in business since 1921 and this is the most
¢ffective and easy to use repellent in that entire time.
We had almost NO DAMAGE especially in some

heavily browsed areas.” Palazzi Landscape Gardening
Newfoundland, PA

877-486-33371’0& FREE

Call today to learn how DeerPro
can help your customers and
your business, or visit:

*If the mo

Mr retire
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business, don’
strateﬂi i

When should you start preparing, and
thinking, and acting to get your business
ready for sale? A lot, lot sooner than you think.
Don’t make the strategic mistake of being

too busy, or too head-down and butt-up to
get started. The consequences are too great
For a no-obligation conversation about your
situation and how to start thinking about it,
contact Tom Fochtman, Enterprise Value
Specialist, Ceibass, CEO: 303-974-7577.

((!')'Mr

CEIBASS.COM

Tom Fochtman
CEO, CEIBASS

Easy to use landscape and irrigation

design software for only aday!

Why spend hundreds or thousands of dollars on design software?
Now you can design like a pro for only $30.00 for 30 days!

Visit us online at www.RainCAD.com for details today!
o Ganlraclor
Elllllill Software

wRepublic
Email: sales@raincad.com « Phone: (936) 372-9884

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.

(888) 638-2346
www.netafimusa.com
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When it’s time to cut

How contractors approached firing a family
member or friend. sy Katie Tuttle

t's hard enough ro fire an employee.
Bur what if she was your mother?

Rob Garpiel, president of Garpiel
Landscaping Co., had that very expe-
rience at his company.

Garpiel’s mom worked in the office, doing
tasks such as filing paperwork. He hired her
because she was at a place in her life where
she was stuck in the same routine and needed
to try something else, he says.

“Like many entrepreneurs we're the first
one to jump on the grenade, so I offered her
a position helping out in the office,” he says.
“It took about two or three months before
my office manager had enough nerves to say,
“This isn't working, she's not doing what 1
ask.” It wasn't bad stuff. I just think thats
not where she wanted to be in life.”

After talking with his mom, they both
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realized they weren't happy with the ar-
rangement. “She ended up thanking me,”
he says. “Personally, | know I helped my
mom go to another level in her life where
she could transition.”

Dynamics like that can make bad situa-
tions even worse, but Garpiel says it’s im-
portant to put the business first. If you can’t
confidently sign that individual's paycheck,
you need to think about what they're really
contributing to your company.

LETTING GO. While it can be hard to fire fam-
ily, it can be equally as hard to fire a longtime
employee. But even they can outlast their
usefulness in your business.

“A lot of people are limited in their
growth,” says Michael Thackrey, vice
president of Fieldstone Landscape Services.

Someone hired to manage a small group of
people might excel, bur as the company ex-
pands, that person is unable to handle more.

“What happens is we grow and that same
individual that was perfect is now wearing
pants that are too big for him,” he says. “We
learned from that experience, because essen-
tially what you're doing, in a positive way,
you're setting them up for failure. It's posi-
tive because you grew the company, but you
failed them. That's the casualty right there.”

Fieldstone experienced this recently when
the company had to fire along-term employ-
ee who Thackrey and President Chris East-
man felt was holding the company back. The
employee did his job well, bur they wanted
to go to the next level and they knew this
employee wouldn't be able to take it there.

“In a nutshell, we hired someone who
could fulfill a need, the need grew to a bigger
need, and that individual couldn't fulfill,”
Thackrey says.

He says it’s a lot harder to fire someone
in this situation.

“They're not breaking rules, they're just
not meeting standards,” he says. “It’s not
moral issues or integrity; that's a different

© 1ISTOCKINMITD
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KEEPING STANDARDS. Garpiel says it's impor-
tant to have job descriptions for every posi-
tion, because that's the best way to evaluate
how someone is doing their job.

“If there’s a job description, look at the
job description you have for that person and
measure that person’s role,” he says. “Don’t
think about the person or any element other
than, ‘Are they doing the job the way it needs
to be performed?’ If someone has an excuse
and you accepr it, that's on you, not them.”

Sometimes you hire employees that you
think will be a good fit, bur after an amount
of time with the company, you realize they're

just not living up to your expectations. Some-

™ ,
“ A
8

Visit steiner

136 OCTOBER 2014

1423 to find a Steiner ¢

Call foraF H” on-site demo. 866-469-1242, Dept ST1423

www.lawnandlandscape.com

times this can be noticed in a few months,
or sometimes it can go years.

“Those tough decisions need to be made,”
Garpiel continues. “If you think you have
one person holding you hostage, don't let
that person have that much control over
your organization. Don'tallow them to keep
you from growing because they have a bad
artitude. Stay focused with what your critical
successes are going to be for the company.”

Thackrey says there are two kinds of fir-
ings: a fire quick and a fire slow. Fire quicks
are when someone does something wrong.
It should be a no-brainer that that individual
needs to be let go from the company. In situ-
ations where someone is underperforming,
it's important to talk to that person and give
them a chance to step up instead of just im-

mediately giving them the boor.

GET YOUR HANDS ON A STEINER: Demo and get a FREE pair of gloves at participating dealers.

pE

“Every relationship is based on commu-
nication,” he says. “Good communication
equals a good relationship. Nobody should
ever be surprised. It should always be com-
municated along the way that if they're not
meeting expectations, here's what to change.
[ think that's probably the number one fail-
ure, people not speaking up along the way.”

When it came to firing his long time
employee, Thackrey kepr to that mantra.
His business partner was present as a wit-
ness, .md 'lh;lnkl’t‘} m.xdu sure to k('cp thL'
dialogue shorr.

“I let him know thart as previously com-
municated, he was not meeting expecta-
tions, and we would be terminating our
relationship as of now,” Thackrey says.
“Typically, and in this instance, too, there is

silence, and then the person asks a few ques-
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GROW! 2015

The ultimate learning experience
for landscapers by landscapers.

February 4th-6th
St. Simons Island, Georgia

IT'S POSSIBLE

Here is what to expect from GROW! 2015:

w You'll learn how to sell more work to existing
clients and watch your profits soar in the
process

You'll learn how to get your whole team on
the same page wanting to be successful just
as badly as you do

You'll learn how to attain, train, retain, and
entertain a modern-day Green Industry
work force

You'll hear success stories from Marty's best
clients on what they have done to make more
money and have a business that is actually
fun to run (hey that rhymes)

You'll get explicit ideas from an inside,
confidential tour of Coastal Greenery, Coastal
Georgia's premier landscaping company

You'll get a jump-start to your year (admit
it, we all need motivation sometimes)

Finally, you'll learn that IT'S POSSIBLE for
you to do way more with your landscaping
company than you ever have

Marty and Richte

| first came to GROW! 2012
responding to Marty’s claim his
event would change my life. It
has. GROW! is a great place to
learn, make new friends, and think
about your business. | can't think
of a better way to jump start your
year than going there. You won't
find the education Marty and his
team give you there anywhere
else. It's the best thing | have
EVER done for my business and
that’s saying a lot. If you're doing
well, you should go and if you're
not doing well, you should attend.
It's an incredible investment that

has a HUGE payoff.

— John Richter,
Richter Landscape Company

r Landscape Co. at GROWI 2014




tions, even if they are not surprised. Such as,
‘Is there anything | can do to change your
mind?’ etc. Less is more in this situation. In
this case the individual shook my hand and
moved on.”

Thackrey says the only “bad” firing situa-
tions he’s been in are ones where there is no
communication leading up to the firing. Any
negative situations involving the employee
should be documented and communicated,
so the person knows what is wrong, what
needs to be improved, how much time has
been given for the improvements and what
happens if those improvements aren’t made.
You may need to consultant with an attorney
or HR manager to make sure you are follow-
ing labor laws when it comes to dismissals.

AFTERMATH. After the firing conversation is
held, it's up to each individual company how

they want to deal with everything that fol-
lows. Thackrey says he offers the ex-employee
the chance to leave as quietly as possible.

“One thing I'm big on is respect. Integ-
rity is my number one core value,” he says.
“Ninety-nine percent of the time, we try to
say however you'd like to exir this building,
we can assist you with that. For instance, if
it's embarrassing, I don't want to embarrass
them. On thart level, we almost always give
them an option to exit quietly. We can worry
about that tomorrow if you want to just grab
a couple things and ger out.”

When it comes to whart happens after they
leave the company, that's up to the individual
company as well. Thackrey likes to end it
with as little communication as possible,
in order to give both parties a clean break.

“Although it might not be a complete
surprise, it’s still an emotional event for ev-

When it comes to your
fleet management
partner, trust is

everytglzlg.
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eryone,” he says. “The least amount of words,
crystal clear, to the point, this is what's hap-
pening, this is our decision.”

And when he says clean break, he means it.

“I'm nor confident in writing a recom-
mendation for someone that I let go,” he
says. “That's tough to do. I'm not saying
that doesn’t exist in unique situations, and
I've had people ask for them, but it’s not
something I do.”

While Thackrey and the company don't
speak directly to the long-time employee
they fired, they have heard good things he’s
said abour them.

“We've been successful with (how we
fire), and I think that has been a big reason
that guys such as this guy go to a competitor
and we hear good and respectful things,”
Thackrey says. “They may not like us, but
they respect us.” Lat

* Lower maintenance costs
* Increase fleet efficiency
» Achieve fast ROI

Let’s Connect! Call to
arrange a FREE DEMO.

LL1410P

SCANTO
LEARN MORE!

Celebrating our 20th year in ti
Fleet Management business



http://www.lawnandlandscape.com

2014

Leadershmp

awards

ooooooooooo

g
syngenta




2014 o
L4 adership

awards

Industry leaders
STRIVE TO SERVE

ctions you take each day — whether driving the extra mile to see a customer

or meeting with a student eager to learn — are how you position your business

to succeed and also why Syngenta and Lawn & Landscape are committed to
recognizing your hard work. Each year, Lawn & Landscape recognizes industry leaders
with the Lawn & Landscape Leadership Award, which highlights professionals who
move the industry forward in the community, state associations and universities, while
serving as a mentor along the way.

Syngenta is excited to sponsor the 2014 Lawn & Landscape Leadership Awards to
recognize the work of outstanding lawn care professionals as it pertains to agronomics,
business and customer satisfaction.

Syngenta is geared to help grow your business with products that perform. We offer
a wide variety of products for every round that allow you to provide trusted pest control
while having the opportunity to also upsell customers on services such as tree and shrub
care or mosquito control. Expanding the services your business offers can help improve
your bottom line with existing customers, while also attracting new customers.

[t can cost up to 15 times more to acquire a new customer than retaining a business’
customer-base, which is why Syngenta is here to help you succeed. Syngenta territory
managers are just a phone call away to help you reach your business goals and to stand
behind the products and programs we offer. Supplementary programs such as GreenTrust
365 coupled with SummerPay, provide discounts for your business and flexibility to defer

payment for purchases until July 10, 2015.

Additionally, Syngenta strives to continually provide you with industry-leading
technologies such as Acelepryn insecticide. We are committed to ensuring that you and
your customers get the very best, so we just introduced a 10 percent volume discount on
purchases of 10 gallons or more of Acelepryn. If you purchase it before Feb. 28, 2015,
you also receive an additional rebate as part of the GreenTrust 365 Early Order Program.

‘Thank you for the passion, knowledge and enthusiasm you bring to the lawn care
industry each day. Syngenta is excited about working together and finding ways to help
grow your business and heighten your customer satisfaction.

For more informartion on the services available to your business, please visit
GreenCastOnline.com.

Laurie Riggs

oo A

Lawn Care Market Manager
Syngenta Lawn and Garden

Acelepryn is Not for Sale, Sale Into, Distribution and/or Use in Nassau, Suffolk, Kings, Queens Counties of New York State I
©2014 Syngenta. Important: Always read and follow label instructions. Some products may not be registered for sale or use in all staces or counties. Please check with your state or local
extension service to ensure registration status. Acclepryn®, GreenCast®, GreenTrust™, SummerPay™ and the Syngenta logo are trademarks of a Syngenta Group Company
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The best time to order game-changing
products is before the game begins.

Now's the time to secure the biggest savings for your business with products
that perform. Lock in your yearlong Greenlrust™365 rebate by purchasing
between October 1, 2014 and February 28, 2015, Eam additional rebates
on all Bamicade” brand herbicides and defer payment for all your purchases
until July 10, 2015 with SummerPay™ extended terms. Contact your Syngenta
representative to discover all the benefits of GreenTrust 365 or go online to
access the digital rebate calculators and learn more

Visit GreenTrust365.com to get started.

W @SyngentaTurf

GreenTrust 365 [N
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artha Hill isn’t angry, just a

little annoyed. She recently had

two students ready to enter her
Landscape Management program at Hinds
Community College, but then they changed
their minds. She can handle kids having a
change of heart, but these particular students
were talked our of enrolling in the program
by their parents.

“I knew thar was out there, but that has hit
me in the face twice in one week and | am
frustrated,” she says of the anti-landscaping
sentiment.

The change of heart is something Hill, and
the green industry as a whole, has to deal
with, Mom and Dad don’t see landscaping
as a career, but as a part-time job you do
while you prepare for your “real job.” But
after almost 30 years in education, Hill isn’t
going to let a few misguided parents kill the
passion she has for the industry. If she had
the chance to speak with the parents, she'd

lay out valid reasons why their son or daugh-

ter should consider a career in the industry.

“I would tell them that our program
doesn’t train a student to be a laborer, it trains
a student to be a manager, and ultimarely an
owner of a business if that's what their desire
is,” she says.

After she made her hypothetical case,

along with what she could rell them about
her role on the board of PLANET"s Aca-

demic Excellence Foundation, there’s a good

° chance Hill’s passion would have the parents
trumpeting the industry on their own.

l “Every semester she seems to take one

or more students under her wing,” says

Allen Spence, a small engine and equip-

ment repair instructor at Hinds."Some of

the students have life situations outside of

school thar can affect their studies. She is

always encouraging these students to con-
Martha Hill has spent almost three decades readying the tinue their education. She gives of herself
way beyond just being a teacher.”

next generation of contractors (and their parents) for jobs in : - ek
= That means assisting students with finding

the industry, and has no intention of slowing down. scholarships, helping them find part-time
) jobs and just being there when they need to
I”.\' Brian Horn talk to someone.

“She sits down with every student to

determine what is the best educational plan
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for the student,” Spence says. “I can go on
and on about the different ways Martha helps
and shows compassion, but [ think the best
thing I can say is she truly cares about each

and every student.”

THE BEGINNING. Hailing from a “really small
town” in southwest Mississippi (Bude, Miss.,
population 1,037) Hill grew up with a facher
who had a garden “unril the day he died, and
my grandmother and my aunt lived together
and they always had something blooming
Hill

would visit her grandmother every weekend,

in their yard, as my mother did also.”

and while her dad was working in different

gardens, she would help herself to some of

the beautiful plants at the house.
‘I would get out of the car, walk around
the yard and look to see what was blooming

so that | could pick a bouquer at the end of

the day and take it home and enjoy it the

next week,” she says. “That is something that
I know influenced me in my career path.”

Hill

enrolled in communiry college at Copiah-

Fast forward a number of years,

Lincoln Junior College. She wanted to major
in forestry but was steered away from that
because of the lack of jobs in the industry in
the late 1970s, especially for women. After
speaking with an adviser abour the influence
her dad and grandmother had on her, she
looked ar whar Mississippi State (where she
wanted to attend after community college)
had ro offer and settled on a landscape archi-
tecture major. While at Mississippi State, she
co-oped with Brickman Group at the com-
pany’s Long Grove, Ill., and Philadelphia
offices, which she called the best co-oping

experience she could have had.

“Thar pretty much covered every facer of

the industry because we had design/build,
“We

had a nursery — and even a full-service vehicu-

maintenance, arboriculture,” she says.
lar mechanics staff. We were doing large com-
mercial work and high-end residential work.”

Part of that experience was figuring out
how to get heavy equipment into an area
that didn’t have an entrance big enough o
fir the equipment. Thar meant the girl from

a little rown in Mississippi was going to have

Lz"”der.slup
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“Some of the students have life situations outside of school that can affect their studies, She is
always encouraging these students to continue their education. She gives of herself way beyond just
being a teacher,” says Allen Spence, an instructor at Hinds Community College.

to direct a crane operator located four stories
below street level. Skid-steers, soil amend-
ments and trees, were lifted over a wall into
a large planter just off Michigan Avenue in
the Windy City.

“That was an experience of a lifetime. It
scared me to death, but gave me such confi-
dence in my co-oping experience,” she says.

Hill eventually graduated from Mississippi
State in 1983 and accepted a position ar
Richard C. Griffin and Associates, Landscape
Architects in Jackson, Miss. But that would
be a short stint before her true calling would

find her.

CAREER CHANGE. Hill was with Robert C.
Griffin for three happy years, but knew there
would be no opportunities to move up in

the company because there was only two

other people ranked higher than her, one of

which was the owner. She also had thoughts
of starting a company with her husband,
Donnie, who is a landscape contractor, but
it just never worked out, she says.

It was around that time she was asked to

www, lawnandlandscape.com

be on an advisory committee to investigate
the need for a two-year program in landscape
maintenance at Hinds Community College.
Through her time at Mississippi State, she
had developed contacts with ALCA (now
PLANET) and used the organization’s model
curriculum as a basis of what Hinds could
teach. After a year working on the commit-
tee, a friend who was also on the committee
told Hill she should apply for the teach-
ing position in the program. She initally
shrugged off the suggestion, but then started
to warm up to the idea.

“Looking back on it, through my life, I
taught Sunday school, I taught Bible school,
I raught swimming lessons, I was in the band
and | taught band camps,” Hill says. “You
know how you take those interest inventory
tests early in your carcer? Well, each time
I would take one, my results would come
back ‘teacher.’” I just never really took that
seriously.” She was hired in 1986 to lead the
program, which was starting from scratch.

“We started out small, but we had to re-
cruit students, we had to recruit companies

OCTOBER 2014 143
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to hire our students,” Hill says. “And I hit
the ground running.”

She was attending industry meetings and
conferences in Baltimore and Alexandria,
Va., and the week-long gap between those
two stops was filled with visits to landsdcape
companies, trying to find prospective em-
ployers for her future students

“I visited nine companies in the D.C. area
during that time,” she says. “1 just wanted to
start some communication with those folks
and ask their advice and what did they want
our students ro know when they might go
to work for their companies. | took my cur-

! .

minutes away was also applying for a land-
scape management program at the same time
as Hinds. The director of that program was
Bob Callaway, Hill's advisor at Mississippi
State University.

“Bob was an incredible mentor of mine,”
Hill says. “You don't know how many
phone calls I had with him asking ‘Do you
think I can do this, Bob,” before I accepred
the job here at Hinds. ‘Do you think I could
teach this, do you think I could make it?’
And the whole time, he was also looking
at gerting into teaching at the community
college level 30 minutes from us.

Hill is a member of PLANET's Academic Excellence Foundation and helped host PLANET's Student

Career Days at Hinds Community College 2003. The school is a consistent competitor in the event.

riculum with me and said ‘Look over this
curriculum; do you think it's viable? Is this
what we need ro be reaching’? Everybody
put their stamp of approval on it. So it was
a great way to introduce Hinds o them and
get us on the radar, nationally, from the
beginning.”

Since Hill had no education courses in her
college coursework, she had to take summer
classes at different universities in Mississippi
to receive a teaching certificate.

Plus, another college located about 30
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“That was an incredible relationship that
Bob and I had.” Hill kept in touch with
Calloway until his death in 1995, and still
takes his advice. “Coaching me along, shar-
ing notes from his classes he had raught ar
MSU. I have lots of notes that he's written.

“I have every correspondence he and |
ever had, I still have that. And every once
in a while I'll pick it up and read it and cry
a lirdle bir and also get motivared because he
was such a mortivaror and influence on me

in education.”

TIME TO TEACH. After all the hard work
travelling, networking and raking classes,
Hill found that recruiting students was the
next important step. The first couple of years,
the enrollment was low with about five kids
taking part, but it gave Hill time to carch her
breath. When she did, she was able to help a
number of students succeed.

“If it wasn’t for me taking Martha's pro-
gram at Hinds Community College, I would
not have been introduced to some industry
leaders,” says David Pursell, who says Hill’s
influence lead him to discover U.S. Lawns
and buy a franchise. He started with two
employees in 1998 and now has more than
30 people working under him. He's also
taught with Hill since 1998.

“She and I hosted Student Career Days at
Hinds Community College,” he says. “This
one event impacted at least 700 plus students
and no telling how many other people in the
green industry business.”

Aside from a couple students being lead
astray by parents, Hill is optimistic about the
future. Hinds is working closely with Missis-
sippi State to make sure students transferring
into landscape contracting have a smooth
transition into university life. Students
graduating from MSU's landscape contract-
ing and management program can take one
additional business course and also have a
minor in business administration. “That's a
great thing for a parent and a student ro think
about when they get to that point where
they're ready to either go to work, or transfer
on and continue their education,” she says.

With the many graduares from the Hinds
Community College Landscape Manage-
ment Technology program through the
years, Hill says landscaping programs and
those in the industry need to do a better job
of promoting success stories. With more
promotion, maybe mom and dad won't fear
their kids joining the industry.

“We need those graduates,” she says, “and
every member of the landscape contracting
and management community to tell their
story and help educarors get the word our

that you can have a rewarding, profitable

career in the landscape industry.” @
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Gary Mallory, second from the right, opened Heads Up Lawn Sprinkler Company in 1973 with three friends.
He's grown the company to employ 300 people and land on L&L's Top 100 list.

AY I'T FORWARD

Gary Mallory provides education and growth for his employees

and interns to give the green industry a brighter future.

By Kyle Brown

ary Mallory doesn’t have a college degree. But
that doesn’t mean his employees get a free pass
to skip out on education.

It also doesn’t mean he's at a loss for coming up with
ways to motivate his employees and encourage them to
grow as green industry professionals. He just picked up
some of his strategy while learning the importance of
working together while playing and coaching basketball.

Mallory, now CEO of Heads Up Landscaping in Albu-
querque, New Mexico, started out with three friends in
1973 when he was one month clear of high school. Then
the Heads Up Lawn Sprinkler Company, they spent the
season installing sprinklers around town. By the end of the
summer, Mallory and one of his parters bought out the
other two for a rotal of $2,200, and branched into com-
mercial irrigation and landscaping.

Mallory fell easily into the role of the salesman, though

with only two employees, he didn’t have much choice. “I
was the salesman, accountant, head laborer and trencher
operator and warranty person,” he says. “I had a parter
who was really quite good at all the technical aspects, so
he would design everything as the craftsman. I've always
gravitated toward customer service.”

The hard work paid off: The small business’s volume
doubled every year for the first five years. Along with part-
ner Greg Bouloy, Mallory hacked art the job throughout
the week while he took courses to build toward his business
degree. His Greek grandmother worked as their reception-
ist, answering the phone with a thick accent. The schedule
was harrowing, and eventually, he just couldn’t keep up.

‘I took all my classes on Tuesdays and Thursdays,” he
says. “I'd go to work in the morning at 6 and get off at 7 at
night, and I'd fall asleep in my night classes. I just couldn’t

swing it anymore.”
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Mallory helped start the Next Level Peer
Group, seen at right during one of their
annual gatherings, a collection of like-minded
landscapers focused on helping each other
continue to develop and grow their own
companies.

With 116 hours of a 128-course-hour
degree completed, Mallory called it quits
to focus on the company.

“My grandmother, she cried for a week
when I dropped out. She's an immigrant, so
the whole family was always taught to work

hard and go to college and gert a degree.”

COURT LESSONS. Bur Mallory had bigger
plans than just giving up on a degree to
cut lawns. As the company grew, he found
being a part of a business tough work, but
also very rewarding.

And with the addition of more employees,
he discovered a knack for motivating his
team, crossing over from his history playing
basketball in high school.

“I really liked owning a business right off

the bat,” Mallory says. “And 1 think just
my passion for coaching and teambuilding
and mentoring gets into everything I do. So
with my children, my employees — there’s
something about setring goals as a team and
mentoring people and wartching their abili-
ties grow., It’s the most exciting thing to me.”
With more employees joining Heads
Up (which got its name from the call up-
court during a fast break in basketball) as it
picked up steam, Mallory put programs in
place to help build up his staff and support
them in growing alongside the company.
The company pushes employees to go
to college and work roward a degree, and
helps finance the coursework. For Spanish-
speaking employees, the company provides

English-language courses.

“We spend so much time at work,” Mallory says.

“You ought to help people just as much as you can.

And for any employees, I don’t want them to feel just like

a number. I want them to feel valued and appreciated,

so we do all kinds of things to boost people up.”
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A FAMILY MAN. Mallory urges his employees
to spend rime with their families, He leads
by example, reserving Saturdays for coach-
ing soccer and basketball.

“In this industry, it's easy to get wrapped
up seasonally and just work,” he says. “Your
kids only score their first goal once, and if
you're not there for that and you're our
working, whart a tragedy. The family time
should be scheduled and protected fiercely.”

He speaks from experience, after raising
three children who live and work around
the world with his wife of 37 years.
“I'love my family,” he says. “It’s way more
important to me to be a good husband and
a good dad than to win a business award.”

Other initiatives are geared toward mak-
ing Heads Up a rewarding place to work and
keeping employees motivated. Once each
week, Mallory tries to have lunch with an
employee, as well as buy a gift card for the
employee to bring his own family back later.
When workers have children, he has a card
ready for them. Occasionally, he'll pass out
movie tickets to the crews.

Once, they held a safety competition

in which employees’ children made post-
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ers about staying safe on the job - they

were supposed to choose one winner, but
somehow all the children ended up with
gitr certificates.

During the holidays, there’s a slideshow
roast of employees that people actually
attempt o get on. And during the season,
managers will sometimes hold cookouts,
grilling hotdogs and hamburgers to be
ready when their teams come back in from
the field.

“We spend so much time at work,” Mal-
lory says. “You ought to help people just as
much as you can. And for any employees, |
don’t want them to feel just like a number. |
want them to feel valued and appreciared, so
we do all kinds of things to boost people up.”

But building his team isn’t just about
making the workplace inviting. It's also
taking the time to groom employees for
promotions, and bringing in new recruits
ready to head ourt into the field, he says.

“We have interns every year that we bring
in. For our expansion plans, we need about
three to four managers each year coming out
of college. So we help pay for their housing

and education,” he says. “We really like that

program. Their energy — it’s just so great
to work around them. We're always trying
to recruit young, college-educated people.

“We are constantly ralking about stock-
ing up the bullpen for the furure. So in the
short term, that costs us, burt in the long
term, we have a very strong farm team.”

Keeping new recruits coming in helps fuel
expansion plans for Heads Up, but italso gives
employees who have been around for a few
jobs a chance to grow as managers. Managers
are encouraged to train their replacements,
which means employees have the opportunity
to look upward for career growth.

“He's nor afraid to pay for talent and
bringing in the best possible person for the

job,” says Tom Fochtman, CEO of Ceibass

Venture Partners, and former member of

Mallory’s peer group. “Bur his preference
would be to help his employee team grow. He
would prefer that his staff grow into the next
position, and the next position. Heads Up has
invested in internal training and mentoring to
help their people ascend to the top.”
Fochtman and that peer group of green
industry business leaders are another part

of Mallory's plans to build teamwork.
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Mallory would rather promote from within
instead of looking outside the company for open
positions. To encourage a deep bench, Heads

Up runs an internship program to recruit young,
college-educated workers.

After visiting a roundtable discussion at an
industry convention, Mallory was inspired
to bring together other leaders to work
through issues facing their companies, kick-
ing off the Next Level Peer Group.

“Gary is one of the most genuine busi-
ness owners | know and is commirtted to
helping others, such as me, a peer group
partner,” says Bob Grover, president at Pa-
cific Landscape Management. “He has good
perspective, cares about what his company
does beyond making a profit as is always
looking for ways to improve.”

Part of pushing for that development is
urging those leaders to make progress on
what's holding them back without making
excuses, says Fochtman.

“He did nor settle for average and would
not allow you to do either. If you came back
to the next meeting with the same issue, he
rolled his sleeves up and said, ‘Let’s figure
this out,”” Fochtman says. “If | have an
issue, an idea, a problem or concern, Gary
is one of the folks I call to vet it out. He's
a great sounding board. Once we narrow
it down, he’s extremely encouraging going

forward.” @

OCTOBER 2014 147



http://www.ldwnandlandscape.com
http://www.ldwnandlandscape.com

Y

STEPPING UP TO

THE PLATE

Richard Restuccia took his passion for smart irrigation

and used it to change the water game. By Kate Spirgen

hen Richard Restuccia started talking abour water management in the 1980s,
people were a lot more interested in pumping costs and power than they were
in the actual water. But as droughrt hits the country and environmentalism

gains popularity, the green industry is starting to think about smart water management.
Restuccia has a joke that he uses a lot as a speaker. “I say, T've been talking about warter
management and sustainability for 17 years and I'm no more interesting today than I was
17 years ago." But people are calling me a lot more and wanting to hear what I have ro say
and I think it’s just because people are waking up ro the water situation and the awareness

is getting bigger,” he says.
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Growing up in the desert of Arizona,
Restuccia loved heading out to the desert
lakes for skiing, swimming and fishing. Now

living in the San Diego area, he loves to surf

and swim, and spends weekends working
with his wife in the garden, so water is a big
part of his life, both in and out of the office
as ValleyCrest's director of water manage-
ment solutions.

Restuccia got his start doing irrigation on
a cotton farm and saw first-hand just how
much water it took. That's when he really
started to consider changing the way we use
water. “That's when | really started to think
about water management and how it affects
our lives,” he says.

A few years later, he started working at
Rain Bird and saw the opportunity to change
the way people think about irrigation and
how they can use their water in a smarter

way. “It wasn’t a marter of applying water.

EMUNTESY OF OCHMARD BESTUCCW
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It was more important, | thought, to manage
it effectively, not only to save water but for

plant health as well,” he says.

PUTTING WHY BEFORE HOW. Resruccia is a
communicator at heart and his passion for
proper water usage is starting to spread. Wa-
ter issues are coming to the forefront of the
industry. People are ready to listen and he is
getting the word out there with digital tools.

“His passion of networking through social
media and blog postings is something that
is new to our industry,” says Eric Santos,
ValleyCrest division leader for irrigation and
water management. “He really deserves a lot
of the credit for the marketing ValleyCrest
does specifically to water management. Many
people talk about using social media, but he
actually gets it done.”

Restuccia saw a need to talk about the why
of water management to get people interested
in the how and so he started blogging at
ValleyCrest Takes On. “Most people’s water
bills aren’t very expensive and they think that
water is just a public service,” he says. “It's just
there and I don’t think that people really have
an awareness. So when we come in and talked
about water management — well if there was
no awareness, we couldn't be very effective.”

The blog has really taken off. It ook three
years to build 100,000 unique visitors but in
the last month alone, they've gotten 10,000,
and his Twitter handle, @H2Ortrends, has
nearly 1,400 followers. “I think (the blog) is
the core of what has led to his success because
it just continually puts out new messages
every week,” says Alan Harris, a fellow Val-
leyCrest Takes On blogger. “It’s one of those
things that spreads just from people being
exposed to it and hearing about it and you
don’t lose the people that you ralk to early
on. It just adds up.”

Restuccia is now lining up speaking en-
gagements months in advance, but he still
wakes up every day with the same goal: to

get the word our and save water. It’s one of

his biggest strengths and he loves to do irt.
“He loves being up in front of a crowd. It’s
really in his blood,” Santos says.

His hope is that in 10 years, he can look
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Richard Restuccia and his wife, Devonna Hall, visit their daughter, Lauren,
who was an academic all-American softball player at UMASS.

Leading Ladies

here are two women that have been instrumental in

Restuccia’s successes over the years. They've helped him

with his blog, raught him about plants and inspired him to
excel. And they aren’t even on the payroll.

Restuccia’s wife, Devonna Hall, is a master gardener who has taken
him to countless gardens and has spent hours reaching him all about
plants, soil and warer. “She has taught me most of what I know about
horticulture and really challenged me to better my knowledge about
plants and design so | don’t just think the solution to warer efficiency
is technology in irrigation,” he says. “She has been supportive of my
work, and more importantly, a source of new ideas and inspiration
for many of the articles I have written. | am so lucky to have her in
my life because I learn something new from her every day.”

His daughter, Lauren Proctor, has helped Restuccia with digital
marketing and spreading the word. In fact, information she supplied
to Restuccia ultimately became his proposal for the Valley Crest
Takes On blog. “She is a wealth of consulting information for any
of the digital marketing I do. Lauren provides hours of free and very
valuable advice on how to spread the word about how to maximize
efficient water management,” he says.

www.lawnandlandscape.com OCTOBER 2014

149



http://www.lawnandlandscape.com

2014 o
Leadership

awards

back and be proud of the work the industry
has done as a whole: landscape contractors,
water agencies, manufacturers and irrigators.
He and the ValleyCrest team have had some ’
great successes over the years and he believes
that it's the blending of science, technology
and design thar will get results.

“I really hope that I can look back and say
we ve been able to really create some synergies
that allowed us to have made a big impact on
the amount of water people are using in the

landscape as a result of that,” he says.

BUILDING A TEAM. Restuccia has had his
share of mentors when he started out, and
he’s never done learning. Even after 17
years of talking water, he'll call up Travis
Bridges or Dave Palumbo, who trained him
at Rain Bird, for product information and
troubleshooting. He's got a good team at
ValleyCrest as well. He and Harris edit one

another’s blog posts and every week, he learns
something new from Eric Santos. Above: Restuccia, center, and the ValleyCrest team accept the 2012 Smart Irrigation Month Smart
€ Marketing Contest award from the Irrigation Association.

“1 feel very lucky thar 1 have s > re- ) z
I feel very lucky that I have a huge re Below: Restuccia likes to spend his free time out in the backyard garden.

source of people to call that will help me,”
Restuccia says.

Restuccia is paying it forward and helping
others spread the word about good water
management. A few years ago, ValleyCrest
created the position of regional irrigation
advisor to meet the rising demand, and to
educate clients. Santos and Restuccia were
getting spread oo thin and so ValleyCrest
created regional position to coach clients
abour smart water use. As Harris says,
“They're little Richards.”

Rather than just focusing on the right
technical experience, ValleyCrest puts an
emphasis on communication skills that they
can bring up to speed on the more technical
aspects. They look for “someone who tends
to have the traits of someone like an Alan or
a Richard,” Santos says.

That teamwork is one of Restuccia’s favor-
ite parts of the job, and he says the people a

big part of the reason he stays in the industry.

“We're always looking and willing to share
our ideas to be more efficient about the water
we use. And I really enjoy that. It really does

feel like everyone is pitching in." @
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Apply early and the party’s over for pests.

A single application of Acelepryn® insecticide in April, May or June gives you season-long control
of all key white grub species, plus excellent control of lawn caterpillars such as sod webworms,
and other key surface feeding pests. Purchases of 10 gallons or more will receive a 10%
volume discount. If that purchase is made before Feb. 28th, 2015 you will receive an additional
rebate as part of the GreenTrust™ 365 Early Order program. Now, that is a reason to celebrate.

For complete details, visit GreenTrust365.com.
W @SyngentaTurf
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[T RUNS IN THE

FAMILY

Michael Kravitsky IV credits his success to his upbringing, and the people who've all

played a role in the 50-year-old family business. By Katie Tuttle

ichael Kravitsky IV started in sales early. When he was five years old,
he used to accompany his father on calls for his lawn care business. His
father would head out to a driving range on the corner of Cedar Crest
and Tilghman in Allentown, Pa. with a pocket full of change and start calling.
“I'd be hitting golf balls and all of a sudden he'd say ‘okay let's go’ and we'd
drive over to their house to give the estimate,” Kravitsky says.
Fast forward a few years and Kravitsky and his brother Shawn co-own Grass-

hopper Lawns, the landscaping company their father started fifty years ago.
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“It’s bittersweet,” Kravitsky says, “the
reason for that is my dad bled lawn care. He
bled this business ... he lived for this busi-
ness. My biggest regret is he passed away
last year and never got to see fifty years.”

Grasshopper Lawns was started by
Kravitsky's father in 1964 when he bought
two franchises called Lawn-A-Mat. At the
time, he was running an aluminum awning
business and an apartment business.

“It was pretty cool because as kids, in
the springtime it would be all about lawn
care,” Kravitsky says. “We all worked in
the business. Summer to fall was the aw-
ning business, then in the wintertime we'd
refurbish an apartment or two.”

As Kravitsky got older, he started joining
the crews on the road.

“I loved driving the machines, so the
guys would drive me to the jobs,” he says.
When he was old enough to drive, he
started \kipping school to do work on the
jobsites. Because the school didn’t approve,
he started working after school instead.

In 1980 Kravitsky joined Grasshopper
Lawns full time. At the time, Kravitsky had
his hand in a lot of running the business:
doing lawn care and maintenance on the
equipment. Even Kravitsky's grandfacher
joined in: After he retired as chief of police
of Edwardsville, he worked in sales, and
encouraged Kravitsky to do the same.

“My Pop Pop said “Why don’t you learn

to do some sales?”™ he says. He would spend

half his day working on a job, the other half

of the day selling and would then come
home to repair equipment. Then, he's start
calling the people he'd given estimates to.
When his dad suggested he start learn-
ing how to run the business side of things,
Kravitsky decided to let the service part go,
as well as sales and service as time went on.
“I probably haven'r turned a wrench or been
on a sale in at least 10 to 15 years,” he says.
Roughly 15 years ago, Kravitsky's father
stepped away from the lawn business, and
around five years ago the brothers officially

bought it from him.

GIVING BACK. Ourside of the business itself,

Kravitsky and Grasshopper Lawns are
largely involved with organizations and
community service. They've been involved
with PLANET since it was PLCAA, joining

the second year it was formed.

Kravitsky was actually on the board of

directors, at his first board meeting when
the group made the decision to dismantle
PLCAA. Kravitsky relates that decision to
when Coke changed their formula.

“Everything works great and you love thar
soda, then they went ahead and made the
decision to change something and change is
huge... I was never so devastated than I was
at that meeting. I said ‘Are you guys crazy?
This has been a great organization.” We grew
up on it, we were there every year secing
the people. It was something that was very
familiar to me, our company and my family,
and then it’s all going to be taken away, and
then the unknown of ‘what's going to hap-
pen with the new association?' But PLANET
has grown from it.”

One for being at something when it starts,
Kravitsky and his team was also at the first
Renewal and Remembrance in Washington
D.C., in 1997. The two-day event gives
volunteers the opportunity to help beautify
the grounds at Arlington Cemetery, then
lobby on Capitol Hill in support of different
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bills relevant to the industry. Kravitsky says
he remembers the first year was chilly, but
they were eager to give back ro the country.

“It just filled you with a patriotism and
you wanted to do it,” he says. “It didn’t mat-
ter that it was cold, we wanted to be there
for that, and we're just so proud that we're
one of the first ones 1o be able to do that.”

Grasshopper Lawns also participates in
Day of Service, something they did many
years “unofhicially” before PLANET started
organizing it. The company goes to parks
in the community and rakes care of them.
Another thing they do is work in partnership
with local sports parks. If the park puts up a
sign advertising Grasshopper Lawns’ services,
the company will give them a 50 percent
discount off all their services.

“We love giving back to the community,”
Kravitsky says. “We treat all our town’s fields
for free: town hall, et cetera. We don’t charge

for any of their services.”

A DAY IN THE LIFE. Kravitsky always tries to
see his crew members twice a day. In the
morning, he wants to check in with them
and see what's going on. In the evening, he
wants to see how their day went and if there's
anything they need. He tries his best to keep

his crews well equipped and comfortable so

Above: Kravitsky's father first started off in the aluminum awning and apartment businesses
before running two Lawn-A-Mat franchises.
Far left: Kravitsky has been flying planes since 2001

www.lawnandlandscape.com OCTOBER 2014



http://www.lawnandlandscape.com

2014 .
dLeadership
awards

they do their job as well as they can.

“They need to do a good job because they
pay me,” he says, explaining that if his crews
didn’tdo a good job, the company wouldn’t
make money. “I don’t pay them. They pay
me and | just handle the transactions for their
paychecks every few weeks. That's how [ feel,
that's how | run this company.”

Joe Kucik, president of Real Green Sys-
tems, has been a friend of Kravitsky's for
roughly 18 to 20 years.

“He's a great friend to have do anything for
you,” Kucik says. “He’s a mentor in the in-
dustry and he’s willing to help anybody our.”

Kucik mer Kravitsky at a trade show, run-
ning into him a few times before Kravitsky
bought the software. Because the training
would take place close to Christmas, Kravitsky
invited Kucik to the company Christmas
party. Unknown to Kucik, a restaurant in
Wilksburg would host a joint holiday party,
and business owners could reserve tables for
their company to spend the evening network-
ing and celebrating with other firms.

“I didn’t know anything about (Grasshop-
per Lawns) and I walk in this door and I was
blown away,” Kucik says. “I thought it was
just his company, so you can imagine it was
overwhelming, I'm thinking he has hundreds
of employees, and I find Michael and say ‘this
is an amazing company party’ and Michael
replies ‘Our table is over there."”

Kucik remembers looking over and seeing
a handful of employees, much less than the
hundreds he'd originally thought. “We've
been good friends ever since,” Kucik says.

AN HONEST MAN. When it comes to ethics,
Kravitsky considers honesty something he
wants to instill in all aspects of the company.

“I'm involved with payroll,” he says. “If

they're owed a penny, they'll get it, and
they know it.”

Kravitsky says last year one of the com-
pany’s technicians was getting incorrectly
deducted a certain amount from his pay-
check and no one noticed.

“I thought to myself, "how the heck did I
miss that for so many months?”™ Kravitsky

says. “So I went to the employee and said

Kravitsky
owns a 2008
Can-Am
Spyder, a
2007 Harley
Davidson
Road King
and a 2014
Harley
Davidson
Electra-glide.

Down Time

When he’s not in the office,
Kravitsky can be found doing what
some would call extreme sports.

“If it’s winter time, I'm on a snow-
mobile,” he says. “The rest of the time,
you will find me in my airplane. In a
plane, snowmobiling, and the third
passion is motorcycles.”

The snowmobiling started way back,
with Kravitsky spending the last 35
years snowmobiling in Quebec. He calls
it “some of the happiest times” of his
life. Now, he and his son go every year.

His passion for flying started in 2001,

“It was December,” he says, “and |
remember driving by the airport and |
said ‘before I turn 40, I need to learn
how to fly." So I turned into the airport,

‘look, | found a mistake to your benefit on
your payroll. In your next check I'm gonna
give it back to you because that’s nor right,
you shouldn’t have thar taken out.™

Kravitsky says the employee was surprised
and pointed out that Kravitsky could have
stayed quiet and gotten away with it, bur it’s
a thoughr Kravitsky never even considered.

His honesty also comes through on sales,
as he prides his company in selling customers
only what they need, even if the customer
is willing to pay for unnecessary services.

“You don't know how much work we've

154

and the guy took me up within five
minutes of being there.”

The mortorcycle passion came in
2008 when Kravitsky was with friends
in Key West. When they met up ata
bar one¢ night, they pulled up on mo-
peds (a typical mode of transportation
for the area) and another friend pulled
up on a motorcycle.

“I rold this guy, ‘Never get there the
same time we do’,” he says. “You're
pulling in on a Harley, we're pulling
in on mopeds, and it doesn't look roo
goad for us.”

Now, Kravitsky owns three bikes and
his family takes bike trips together.

“You'll ind us anywhere on them, as
long as the weather's good,” he says.

turned away where a customer wants some-
thing and we say ‘no save your money, do
this,” he says. “That’s a company culture. |
do not want to take people’s money.”

Kravitsky credits this mantra to his up-
bringing. His grandfather was chief of police
and his sister was a cop who married her
sergeant. His other brother and three cousins
are PA State Troopers and two of his other
Cousings are magistrates.,

“I guess with that background and the way
we grew up, you do the right thing,” he says.

“And I hope we always do the right thing.” @
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Yes, more Snow!

f you just can’t get enough of our L&L Snow and Ice re-
ports in pring, you can jump online and quench your thirst
with all sorts of information on the white stuff through
www.lawnandlandscape.com and our sister publication
Snow magazine's site www.snowmagazineonline.com. To

find past articles from the L&L snow and ice report, visit the
Lawn & Landscape website, click on the current issue tab

THINK BEFORE
YOU SEND

Key etiquette guidelines
for sending emails in a
text world. By Ben Carpenter

ou understand that you'll need to

structure your professional emails

differently than you would a rext

or a tweet. But unless you had the
good fortune to take an “Email Etiquette
101" course in college, you might be
unsure of what, exactly, you should and
shouldn’t do before clicking “send.”
Here are some tips for effective email
communication.

Read your email carefully before
sending it. It takes only a few seconds
to glance back over what you've written
before clicking “send” — but those few
seconds could save you a lot of grief.
Specifically, make sure you've entered
the correct email addresses. Confirm
that you've included all of the necessary
information and proactively answered
any questions that readers might have.

Look for and correct any typos.
Visit bit.ly/thinksend to read the full article.
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and look at our June, August and September issues. Here's

some .\KLIH. you may h.l\'c l'l'li&\('d.

How tractors with inverted snow blowers increased
Deneigement Vanderzon's efficiency. By Brooke N. Bates

P;\ul Vanderzon had a conversation with snow contractors six years ago that left them
thinking he was crazy.

When he told them residential work made up of 60 percent of his snow removal business,
they'd scoff, “There’s no money in residential.” But business was booming at Deneigement
Vanderzon in Saint-Bruno, Quebec, with $1 million in annual residential snow removal.

“I finally said, ‘Stop telling me I'm not making money,™ Vanderzon says. “They asked,
‘Well, how many driveways do you have?' I said, ‘3,000." He looked at me like, “You've got
to be crazy. What do you have — 150 pickup trucks?’ I go, ‘No — 24 tractors.” Then he was
calling people over: ‘Check out this Canadian. He's crazy! He has 3,000 driveways but he
does the work with tractors.’ Since then, people are starting to listen.”

Visit bit.ly/forwardthink to read more.

SUBSTANCE ABUSE s sssom s ,ws;i“u

hen dealing with a sensitive and | ‘
delicate issue like employees and

substance abuse, it’s far to easy to make
regrettable mistakes. Our experts identify
some of the most common areas where
employers err. Read more at bit.ly/snowdrugs.
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CONFRONT THE FRONT B®SS

BACKS YOU UP

Whatever color shows up on your radar, BOSS has you covered front to back. Our tough,
reliable dual-trip DXT Snowplows and VBX V-Box Spreaders are designed and built to
handle winter's harshest elements with legendary performance. So no matter what the
forecast calls for, BOSS will always be there to back you up.

 flEle]in

www.bossplow.com
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Eliminate operator errors

In-cab controls help improve accuracy and safety. By Stacie Zinn Roberts

ed high heels click across a parking lot. Click. Click. Splash.

She’s stepped in something nasty. A gooey brown liquid

covers her shoe, She tries to wipe it off but recoils at the

smell. It's cold outside. She rushes to her car and gets in,
only to see she's stamped a pointy brown shoeprint into her car’s
interior carpet. She grabs her cellphone and calls the building
manager who then calls you, the manager of the snow removal
company. It appears that your snow removal operator has ap-
plied too much de-icer to the parking lot surface and a tenant
has sloshed through it. She’s not happy, the building manager's
not happy, and now you're not happy.

Several years ago, long before his company switched over to
in-cab control systems that reduce operator error, a scenario
similar to this actually happened to Bruce Moore, Jr., vice
president of operations for Eastern Land Management in
Stamford, Conn. Over-application of a liquid de-icing material
created an uproar when an operator made a mistake while using
manual controls. Even though the material was non-toxic, the

client was so upset that Moore, keeping the customer’s needs

OCTOBER 2014

www. lawnandlandscape.com

in mind, switched the liquid de-icer to a treated salt material
to retain his business.

A repeat of such an unfortunate incident today is highly
unlikely since Eastern Land Management began installing
in-cab controls in their fleet of 30 snow removal and de-icing
vehicles. These controls work for all kinds of de-icing systems,
regardless of whether you're applying a liquid de-icer, salt or
sand. What the computerized in-cab controls do is take opera-
tor error out of the equation.

Computerized in-cab controls “allow us to pur down the
proper application rates for the de-icing materials so we can
regulate the amount of material that gets applied to the surface,”
Moore says.

By having better, more accurate control, Moore says he can
improve customer service as well as his company’s bottom line.
“If you make an over-application, it’s costing us money as well
as it's harmful to the environment and to the overall property
in general. If you under-apply, it causes potential liability,

potential slips and falls, and unsafe properties.”
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NEW TECHNOLOGY. At the Colorado and
Utah offices of Terracare Associates, snow
removal and de-icing makes up about 40
percent of the company’s business. Over the
past 12 years, Terracare has systematically
converted its fleet of de-icers to include in-
cab control systems. In all, 60 of Terracare’s
75 vehicles are now equipped with in-cab
controls. The remaining 15 vehicles mainly
do plowing, not de-icing.

“The newest type of technology for ve-
hicles is ground speed controllers that apply
material at the same rate when moving slow
or faster,” says Justin Stewart, vice president
of infrastructure for Terracare Associates.

“What the computers in trucks can do
now is tell your sander to turn faster or slower
depending upon your speed. So when you say

you want to apply x’ pounds per lane mile or

Computerized in-cab controls allow you to put down the proper application rates for the de-icing
materials so you can regulate the amount of material that gets applied to the surface.

Get a close shave in one pass with the Razor sectional snow pusher from HLA. With 24" sections and 6" of

HLA S”DW vertical travel the Razor's edge easily adapts to the contours of the ground. Equipped with both a spring trip

mould board and cutting edge the Razor easily handles obstacles such as manhole covers and curbs without
sacrificing cleaning

Call 1.866.567.4162 or visit www.hlasnow.com and slice through winter with a new Razor from HLA
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BLAZE NEW TRAILS

Introducing our new and improved line of packaged deicers.
Designed to turbo charge your performance like never before.

North American Salt
Company

1-800-755-7258
NAsalt.com/iceAway
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per distance, it will be consistent in first gear
or second gear.”

Stewart says that consistent application
rates are important to make sure that you
don't have icy spots or over-application
where you have a lot of excess material just
sitting on the ground.

“If you stopped and you had a manual

controller, and the person didn't shut it off

when he stopped, he could leave a pile of

material where he stopped,” he says. “The
new clectronic controller will stop applica-
tion when you stop, and start application
when you go.”

Advancements in application control have
come a long way. At one time, operators had
to park a vehicle and trudge outside in freez-
ing temperatures to manually adjust a gate
or manual hand crank. Later advancements

M)'iié'ﬂ”i'on trays.

2

You l‘mve never seen
ht 3 &
anyth’mg like it!
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d'season spreader
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offered lever switches but little accuracy.
Today, operators can adjust for speed and
volume, applying heavier amounts in high
traffic areas as needed. All of this occurs
while he sits inside a warm cab making
adjustments with the touch of a button,

achieving efficiency and safery all at once.

ACCURATE ESTIMATES. In the commercial
marketplace, both Moore and Stewart say
that using the in-cab control systems has
helped their companies to price jobs more
accurately, and be more efficient in materials
ordering and actual use — all of which add ro
the bottom line. Although Moore could nor

say exactly how much the savings were for

Eastern Land, his company’s investment of

around $8,000 ro outfit 10 de-icing vehicles

was “absolutely worth it.”

***Call for Delivery or Pick Up prices

SNOW ANDICEREPORT —————

“For the amount of money invested,
the payback was within a few months into
the first winter season they were in use,”
he says.

Both Stewart and Moore say that learning
the in-cab controls is fairly simple, requires
little advanced training and happens on
the job.

“I think it's very important to stay up
with rechnology and stay up with the times.
We try to stay on the cutting edge on ev-
erything thatr we do from summer time to
winter time operations,” Stewart says. “The
world is changing so fast that if you don't
work ar staying up with it, you're kind of

lefr behind.” et

The author is a freelance writer based in Mount
Vernon, Wash

Supplying Rock Salt from the
Port of Oswego for Over 15 Years

1-800-724-5037

X ok Xk

Web: www.apalacheesalt.com
Email: sales@apalacheesalt.com
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LOCKED ‘N
LOADED

The new FISHER™ XV2™ v-plow is loaded with features
and ready to take on the harshest winter conditions.
Extreme flared wings help bust through drifts

and carry more snow. Standard InstaLock
double-acting cylinders lock the blades firmly in
place while back dragging. And the FISHER trip-edge
system keeps the blade upright and plowed snow in
front of the blade when snow-covered obstacles

get in the way.

See more features at fisherplows.com and
visit your local FISHER plows dealer.
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CREDIT FjVA\CING THE FISHER LEGACY RoLL oN | iskerpLows.com | (F) (@) (in)
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NO FRILLS

Find out how the simplicity of straight blades can make your next plow easier.

By Anne-Marie Hardie

cte Robison, vice president of marketing and devel-
opment for Meyer Products calls straight blades the
staple of the industry. “They've been around for 80
some years,” he says. “From a units-in-the-market
standpoint, there are more straight blades than any-
thing else.” Here’s what to know about them just in

time for the snow season.

OCTOBER 2014 www. lawnandlandscape.com

THE RIGHT FIT. Straight blades are known for their efficiency and
simplicity says Mark Klossner, marketing director for Boss Snow-
plow. “Their controls are simpler. You don’t have to worry about
positioning the wings independenty and for some people, that
simplicity is key,” he says. There are also times when the versaril-

ity of the v-plow is unnecessary. This is the case if you find the

majority of plm\'ing your company does is s(r.liglu windrow ing.

o VTGRS OF By 0



VACKER
NEUSON

From dusting to blizzard
The ultimate snow removal machines

No matter what winter brings, Wacker Neuson wheel loaders with special winter
options and easy to install attachments get the job done.

e Maneuverable - wheel loaders designed for narrow sidewalks and tight turns
e Save money — 30% fuel savings and 75% tires savings compared to skid steers

* Operator comfort and visibility — spacious heated cabs with 360° view
to clearly see attachments and surrounding area

* \Versatile — universal attachment plate for all your snow removal tools

www.wackerneuson-snow.com
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WACKER
NEUSON
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STRAIGHT BLADES ARE ALSO LESS EXPEN-
SIVE.

extremely appealing for those just looking to

The lower cost, Robison says, can be

get into the industry. Scott Moorman, direc-
tor of engineering for Buyers Products, agrees,
emphasizing that contractors need to march
their equipment to their business needs, “A
straight blade is much less expensive and
much simpler. So it’s a martter of using the
tool that's appropriate for the job,” he says.

Straight blades weigh less than v-blades,
and according to Moorman and Klossner,
the lower weighe of a straight blade is one
of their main selling features. Most con-
tractors purchase their truck first and their
plow second, Moorman says. A contractor
should look at the weight capaciry of their
vehicle before investing in a plow. Some
trucks may not be capable of carrying the
heavier weight of a v-blade plow.

“Their controls are simpler. You don't have to
worry about positioning the wings independently
and for some people, that simplicity is key.”

~ Mark Klossner, marketing director for Boss Snowplow

AESTHETICS COMBINED WITH DURABILITY.
“When it comes to snow plowing, down
time is just not an option for contractors,”
Robison says. “The plow has to be well-made
and able to work under pressure.”

As far as robustness is concerned, Moor-
man suggests looking ar the structure of the
plow, including the electrical connectors
and whether there is good chrome on the
cylinders.

“You can tell from looking at the construc-
tion. Mechanically, you want a solid beefy

plow that can take some abuse, “he says.

Polyurethane

Snow

Klossner says that the best way to tell the
difference between the good and not-so-good
snowplows is by looking at whar happens to
the plow during bad weather. “The manufac-
turer has to know exactly where to put the
steel and find that balance berween the right
amount of steel in the design of the blade
to make it durable and reliable, bur keep it
within the weight constrictions or restrictions
of the vehicle manufacturer,” he says.

Appearance of the plow is now also be-
coming a deciding factor, with stainless steel

becoming increasingly popular. “Folks just

Removal
Products

* Snow Plow Edges
* Bucket Edges

* Spinners

AW & * Hand Tools

Call today to learn how
FallLine’s polyurethane
products can benefit your
snow removal operation.

>’.
U8

Polyurethane Spinners

PELADOW™ Premier Snow & ice Mefier works in 3 wide range of
temperatures, even down o -25 dogrees F.
Podestrian safety is not an option. Wiy csk 17 Choose wisely

PETERS CHEMICAL COMPANY

)

4

Falline

v K P.O. BOX 193
".-.":__' T " 1OMIFALL|NE Hawthorne, NJ 07507 QUALITY MADE IN USA
- 3255463 973-427-8844 Fax: 973-427-7748
Snow Plow Cutting Edges www.FallLine.com www.peterschemical.com
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like the way stainless steel looks and they
like the fact that it is corrosion resistant,”
Kl()\.\”t’r .\.]‘\ S.

Polypropylene is another material that is
in demand, Klossner adds, with contractors
gravitating towards this marterial for its ding
resistance and the fact that snow seems to
simply slide off of the material.

One other item to consider is how easy it
is to attach and remove it from the vehicle.
“Boss designed their plow to be easy to attach
when it's snowing, dark and things may be
frozen. We want that individual to be able
to artach that plow as easily as possible, not
just as quickly as possible,” Klossner says.

Before shopping for your plow, take a visit
to the dealership and look at the brands that
you're interested in. Klossner stresses that
contractors should pay attention to all the de-
tails from the design of the frame to the type

-
VIEW OUR OTHER C

WWW.

IDE

of steel used and even the headlight system.

“They’re going to see that some of the
brands are a notch or two above the others
and those features are put on the products to
make their lives easier, to help their businesses

grow as snowplow contractors,” Klossner says.

SIMPLER DESIGN MEANS LESS TO MAINTAIN.
Straight blades have fewer moving parts
and the design is simpler. The simplicity
of straight blades remains one of their best-
selling features. “Straight blades are much
simpler with much fewer moving parts,”
Moorman says.
of the connections, so there's just half of the
things that can go wrong. *

However, if something does go wrong, a
contractor should make sure that they will

receive fast and efficient service. “Choose a

brand and a distributor or dealer to buy it

Electronically they have half

from that you can ger good service from,”
Klossner says. Moorman agrees emphasizing
that it is the after service that is often more
important than the sales.

“Try to get a feel, before making thar
investment, what your cost down the road
is going to be,” he says. “Talk to the dealer
on how warranty concerns are handled and
how quickly, Does the dealer have the discre-
tion to just do it? Or do they have to call the
manufacturer?”

Overall, the simplicity, lower weight and
robustness of a straight blade make it an
extremely appealing option in today’s market
place. This plow is ideal for those new to the
market place or contractors that require a

robust plow for open areas. st

The author is a freelance writer based
in Ontario, Canada
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Death by call center

The way you handle client calls could | N
be killing your customer base.

By John Tschohl e o

(11 lease listen carefully as our menu
options have changed.” . St -
Yes, businesses have effectively
succeeded in making custom- '
ers go away. Small businesses need to ask ]
themselves why they installed an Interactive
Voice Response (IVR) system. Was it to 4
handle calls more efficiently for the business A
or was it to handle calls more efficiently for
the customer?

If transferring the burden of gerting in &R
touch with you landed on your customer’s : oy
shoulders, then your motivation was . ‘ . A : : ‘
to make your business more efficient. B - 5 :
Congratulations! You are now in the :
customer prevention business. :

This kind of operations-first and &7 {
customers-second thinking will force i A
you to spend more marketing dol- ! 5 : 8
lars each year just to maintain your ‘,'a
customer base. Statistics continue to '
demonstrate that to remain in business you
must retain 60 percent of your customer
base each year.

Knowing you are in the snow removal ‘
and ice management business, it is under- &

standable thar the majority of your calls

come in while you are out dealing with
winter events. You need a system to help
you grow your business. Your customer’s
or potential clients need to get a problem
solved right now. For example, they have
a service question, or they wish to request
an additional deicing application. Worse,

168 OCTOBER 2014 www.lawnandlandscape.com
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SNOWEX DOESN'T BELIEVE IN A SHUTGUN APPROACH.

That's why our arsenal includes 52 unique tactical solutions to conquer snow and ice.

Each one is designed for precision and low maintenance to ensure the success of every
campaign, whether you're fighting at high noon or 0400 hours. And our purpose-built tools
provide the perfect counterattack to whatever resistance you face, wherever you face it
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your crew has made a vital mistake and it
may prohibit their business from opening
on time in the morning,

Take a moment to put yourself in your
customer’s shoes and note that there are a
number of things that people hate about
IVR's:

* Duplicate information. Answering

the same questions over and over again.

* Being on-hold for a long time before
getting to speak to a real, live person.

¢ Irritating music on hold/advertise-
ment.

* Long menu. If there are too many
options, callers will hang up before the
third option.

* Hard to understand

* Talking to a real-live person is No. |

for callers, plain and simple.

' “Knowing you are in the snow removal and ice

management business it is understandable that the
majority of your calls come in while you are out dealing
with winter events. You need a system to help you
grow your business. Your customer’s or potential
clients need to get a problem solved right now.”

In this world of mobility and speed, the
need to talk o a person to handle a prob-
lem or complaint is number one on your
customer’s list. They hate listening to a long
list of options and no, they don’t want to
feed in their customer number or telephone
number. They won't wait until you have the
time to get back to them. And listening to
“smooth Jazz' while holding for a stressed
out and overworked operator upsets them

"WELCOME TO/THE 217 CENTURY!” "
VY CREVTRACKERSOFTWARE COM
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even further. It’s far more important to them
to have their problem handled right now.

IVR SYSTEM AS A CUSTOMER RETENTION
TOOL. One advantage besides saving money
is that IVR systems don’tsleep. They don't
take lunch breaks. They don’r go on vaca-
tions to the Bahamas. An IVR system can
be available 24 hours a day to field ques-
tions and help customers with simple tasks.

Software:
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YOURIPREFERRED:SOLUTION FOR SALT STORAGE E& MORE

« One-stop shop offering all
servicesin house,

« Buildings up to 300" wide.

« Low in cost per square foot.

- Easy to expand and relocate.

« Qur fabric structures offer spacious
interiors without support posts.
= Lower energy costs with natural lighting.

« Stay warmer in the winter. ..and cooler

inthe summer.

But, there’s no human being that can help
you right away.

Here are a few steps you can take right
now that will help preserve and increase
your present customer base and make your
cost saving IVR more consumer-friendly:

1. Set up your IVR to connect to your
cell phone for emergencies. “If this is
an emergency, please press | and you
will be connected to a representative
immediately.”

2. A litte research. Do yourself, your
business and your customers a favor.
Have a number of your friends, family
and employees call your business and
time just how long it takes to ether
get a warm voice or get so frustrated
they hang up. Have them rank their
frustration level on a scale of 1 to 10

Call 1.866.643.1010 and use code ADSM or visit www.ClearSpan.
com/ADSM and we'll send you a free gift.

with 10 being “I would never do busi-
ness with them.”

. Check out the competition. Have

these same people call a competitor and
apply the same ranking.

. Change your first PRESS #1 Button

to say, ““Thank you so much for calling.
If you are a present customer of ours,
Press 2 now, leave your name and we
will call you immediately. If you are
a new customer and your call is not
answered within 60 seconds, Press #3,
leave your number and we will call

you ASAP.”

. Change your tactics. In your advertis-

ing materials ler customers know that
“We answer in 60 seconds or we pay.”

. Always have a cell number for imme-

diare contact with present customers.

I believe you can find grear business ex-
amples in other industries. Take the experts
at Vail Resorts. The employees there are
totally consumed by customer service.

They go out of their way to notice what
people need.

Ifyou have to wait over a certain period of
time for a lift, you will get a free lift ticker. If
you look like you are having trouble skiing,
you will get a free lesson.

The company is not in the skiing business,
it's in the customer service business. The
same holds true with snow removal and ice
management.

It's customer service and peace of mind
that your clients are really looking — and pay-
ing — for when they contract with you. st
John Tschohl is founder and president of Service
Quality Institute in Minneapolis.
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ADAPTS WELL TO
CHANGING CONDITIONS.
JUST LIKE YOU.

NOW THAT'S SMARYT.

No matter how much snow falls, the Boomer™ 3000 rises to the
occasion thanks to:

* EasyDrive™ Series Il Continuously Variable Transmission (CVT)
for seamless speed changes

* Single-pedal control to manage travel and engine speed

¢ Cruise control to hold, fine tune or resume working speed

* Four-wheel drive at the flip of a switch for improved handling

FIND OUT ABOUT THE LATEST OFFERS FROM YOUR
NEW HOLLAND DEALER AT NEWHOLLAND.COM

22014 CNH Industrial America LLC. All rights reserved. New Holland is a trademark registered in the
United States and many other countrias, owned by or licensed to CNH Industrial N.V., its subsidiaries
or affiliates. NHB04149111L
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THE JOB.
AND THEN

send in the SNOW

We're almost exactly a year away from when some states
experienced their first snow of the season. Don't get caught
with only your shovel, and check out these snow products.

Doosan Snow Pusher Attachments

The pitch: Doosan has released two new bucket-mounted snow pusher attachments for its 13- to
20-metric-fon weight class wheel loaders and tool carriers

« The snow pushers are available in
two widths. A 12-foot wide attach-
ment weighs 2,200 pounds, while
the 14-foot wide versions weighs
2,400 pounds
Both snow pushers are approved
for use on the DL200-3, DL.200T(C=3,
DL220-3, DL250-3, DL250TC-3, DL300O-
3 wheel loader models.
Featuring a 47-inch high moldboard
and a 1.5-inch rubber cutting edge, ‘ - -
the snow pushers are designed - <
for handling high-capacity snow
removal. The Doosan snow pusher
design also features high-grade steel shoes and a 12-inch push beam for durability
For more information: www.doosanequipment.com

SaltDogg SHPE3000CH Spreader

The pitch: Buyers Products now offers a polymer, chain-drive, electric SaltDogg spreader. With a
double-wall, poly molded hopper, this new spreader, the SHPE3000CH, is ideal for sand and salt-

FIND OUT ABOUT THE
sand mixtures LATEST OFFERS FROM YOUR
« It has a 3-cubic-yard capacity and is in- NEw “ulllun DEALER AT

tended for use on vehicles with a gross
weight of 13,000 pounds or greater

The new poly electric SaltDogg
spreader offers spread widths ranging
from s to 30 feet for flexible coverage

It is powered by independent, 12-volt
gear-motor conveyer and direct-drive
spinner motors. The spinner assembly
height is adjustable and easy to remove
for cleaning, storage and hitch access
The spreader is equipped with a
12-inch-wide, steel conveyor chain, a
14-inch, six-vane, polyurethane spinner
and variable speed controller. Two

top screens protect against material
loss and integral double doors with an
interlocking gutter system and lid channels keep out water
For more information: www.buyersproducts.com

NEWHOLLAND.COM/NA
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> ) e .
e N g SnowEx Liquid Solutions
- ¢ s
; p The pitch: SnowEx Liquid Solutions is a program designed
to help customers successfully implement liquid pre-wetting
anti-icing and de-icing strategies through a series of equip-

= |y | ment, materials and training solutions
-~ S &4 o : « In addition to its existing pre-wet systems, vehicle
» - - -
L A mounted sprayers and walk-behind units, SnowEx is

expanding its product line of purpose-built brine applica
tion and handling equipment
Through its materials program, SnowEx offers resources
= to help customers evaluate options and select materials
that will optimize equipment performance
A ' « SnowEx is providing how-to guides, application videos,
specialized training events and more to educate custom
ers about liquid strategies
For more information: www.snowexsolutions.com
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IS0 9001/SN 9001 CERTIFICATION

ARE YOU READY TO CROSS THAT BRIDGE?

£ JOHN ALLIN CONSULTING- WE KNOW SNOW!
MAKE SURE YOUR PRE-ASSESSMENT IS 00!5 BY SOMEONE WHO KNOWS T'I!Egnmﬂ"

N ot

P 5 -
= o = . ‘ S

-)X(- CERTIFIED AUDITOR ON STAFF WITH OVER 17 YEARS OF EXPERIENCE IN THE SNOW INDUSTRY

* PRE-ASSESSMENTS WILL IDENTIFY GAPS BEFORE THE AUDIT
* CONSULTANT WILL HELP FILL THE GAPS SO YOU CAN GET CERTIFIED!

GET SCHEDULED TODAY!
WWW_JOHNALLIN.COM 814-452-3919 TAMMY @JOHNALLIN.COM
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20% MORE BREAKOUT FORCE
IS ALWAYS IN SEASON*

CASE ALPHA SERIES

Whether it's mountains of snow and ice or mounds of dirt and stone,
Alpha Series skid steer and compact track loaders deliver some of

the strongest breakout forces in their class so you can lift, load and
move more. Plus, CASE loaders offer the industry’s first maintenance-
free Tier 4 Final solutions;* customizable EZ-EH controls and auxiliary
hydraulic packages for nearly any attachment need. All-around
versatility. Year-round results. That's the CASE way.

CASE

CaseCE.com CONSTRUCTION
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Ventrac Drop Spreader

The pitch: Ventrac's Drop Spreader is designed with a narrow
frame and a 40" drop pattern, making it ideal for spreading
material on sidewalks and other narrow walkways. The stain-
less steel construction prevents premature failure due to rust
and corrosion.

« The compression roller system allows operators to ac-
curately spread both coarse and free flowing materials.
An easy gate adjustment allows for fine tuning flow
rates based on the type of material being spread and the
desired quantity being applied
The wireless remote control regulates five motor speeds
for quick flow adjustments from the operator seat, An
agitation system prevents material bridging and elimi-
nates the need for a traditional, noisy vibration motor
With mounting options for a 2" receiver hitch or a cat-
| egory one three-point hitch, the Ventrac Sidewalk Drop

Spreader can be easily attached to other sub-compact
R ——— v tractors, ATV's or UTV's, making this a very versatile unit
For more information: www.ventrac.com

DON’T
PLOW
TWICE

Optimds-

POWERFUL

RUST & CORROSION
PROTECTION

PENETRANT & LUBRICANT

POUJG _ Ly
LPROTEC

www.fluid-film.com

AVALANCHE

Optimus ™ .
by Avalanche

Save time and salt
Floating blades contour to surface for

‘one-pass’ plowing. O
View video online. AVALANCHE
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ANGLED RIGHT SCOOP POSITION ANGLED LEFT

Don’t Overthink It

As easy to operate as a straight blade, the PRODIGY™ snowplow features patented wing technology that does
all of the thinking for you. Wings automatically angle forward or back as you angle the blade, transforming the
plow into the most efficient configuration for enhanced plowing productivity. Whether in straight-ahead scoop
mode or angled for windrowing, moving more snow means more jobs per day, and that spells profits!

m More jobs. Done faster. | westernplows.com a0 DAY »
)EFERRED
You INANCING CREDIT

e flinlY r
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You became a member.

You became certified.

Now you are REWARDED

An A-rated National Insurance carrier became
the first to recognize the Accredited Snow
Contractors Association and our programs
through premium discounts. ASCA Certified
contractors are seeing an average of 20% in
discounts while ISO 9001/SN 9001 certified
contractors are seeing even more.

If you are interested in bettering your business,
your industry, and your bottom line...

Join today!

www.ascaonline.org
info@ascaonline.org
330-523-5411

ASCA

Accredited Snow
Contractors Association

|
- DIREGTOR'S NOTE

- ASCA provides contracts

to membership

Members get reduced-cost deal for
snow-and-ice contract templates and
additional legal counsel. &y kevin GiLeriDE

tractors Association (ASCA)
has collaborated with Josh
Ferguson, an attorney with Phil-
adelphia-based Kent/McBride
P.C., to offer standard contracts
and sub-contracts at a discounted

The Accredited Snow Con-

cost to members.

These template-style contracts
include language o protect snow
and ice management contractors
both before and during litigation.
In addition to the template con-
tracts, alternative scope of work
and indemnification language will
be provided.

Ferguson works primarily in
the areas of commercial prem-
ises, motor vehicle, contract and
construction defect litigation,
and has litigated cases throughout
Pennsylvaniaand New Jersey. He
has also been rerained as general
counsel for a wide variety of busi-
nesses, including but not limited
to those in the snow removal and
landscaping industries. As a result
of his experience he has creared
thorough contracts that will help
protect your business and also
potentially reduce your insurance
premium.

The new standard contract
or sub-contract are available for
$500 each, or both contracts
are available for $750. As these

180 OCTOBER 2014

contracts are templates, it is rec-
ommended that contractors have
all contracts reviewed by their
own attorney to ensure com-
pliance with
state and local
laws and ordi-
nances. Fer-
guson’s gen-
eral counsel
services will
be offered to
ASCA members at $150/hour,
a significant rate reduction.
If you have further questions,
please contact Ferguson directly
at jferguson@kentmcbride.com.

The arrangement is just another
asset available to ASCA members
that not only strengthens their

Gilbride

business operations, but will also
help curb frivolous slip-and-fall
claims.

Frivolous slip-and-fall claims
have led to not only skyrocketing
insurance costs, but has forced
insurance providers from the
market, all of which negatively
impacts the ability of snow and
ice management contractors to
provide a vital winter service.
Strengthening winter service
contracts with accurate and ap-
propriate language is just another
weapon our industry has to fight
these often bogus claims. wat

www.lawnandlandscape.com
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Do you follow the
industry standards?
Big savings.

Are you ASCA Certified?
Even bigger savings.

Are you working towards
an ISO/SN Certification?
Cha-Ching!

You deserve to be rewared
for doing the right things

Mills Insurance impacts your bottom line with an ASCA member preferred insurance product
backed by a National Insurance carrier with an A (Excellent) rating and XIlIl Financial size category
This program is exclusive to ASCA members and recognizes ASCA Certification (ASCA-C), ISO/SN
Certification, as well as those professional snow and ice managers who are working towards these
achievements. By engaging in these snow industry programs, you'll pay less for your insurance

agent contact underwriting@snowplowrisk.com to see how you can begin saving BIG!

I L L S Mills Insurance Group, LLC
A Al AL NI www.millsinsurancegroup.com

info@millsinsurancegroup.com
888-360-SNOW (7669)
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Best of the best

The ASCA presented its 2014 Leadership Award winners at its annual
Executive Summit in August. For full profiles of the winners, visit
www.snowmagazineonline.com and find the September issue link.

arl Bolm, above, owner of BSR Services in St. Louis, started BSR in 1984 with a
pick-up truck and a used snow plow as a way to make ends meet during seasonal
layoffs from his job as an airline baggage handler. "Over the years, I fell in love
with the industry, and with building a little enterprise,” Bolm says.

With a fleet of 25 Missouri DOT-type trucks and another 575 owned by contractors,
BSR manages the logistics of snow and ice removal for a collection of corporate accounts
that reads like a Who's Who list of the St. Louis business community.

Early on, Bolm realized he couldn't personally own or manage all the necessary equip-
ment to grow a viable business, so he wrote a business plan to involve strategic partners
and seasonal help. His knack for recruiting people he can trust — and building relation-
ships— helped BSR grow a brand reputation and a corporate culture known for excellence.

OCTOBER 2004 www.lawnandlandscape.com
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om Canete owner of Canete Snow Management in Wayne, N.J., exhibits an entre-
prencurial streak beyond his years, Canete expanded beyond his paper delivery route
atage nine and started curting grass and shoveling snow for customers and a business
that continues to grow today.

“I shoveled the driveways and sidewalks by hand for two years until my grandfather
gave me a snow blower thar I had to pay off by doing chores on weekends art his house,”
Canete says.

After college, Canete threw himselfinto his growing business and today owns and oper-
ates the 22" largest snow and ice management company in the United States. In addition
to Canete Snow Management, he operates Canete Landscape and Canete Garden Center
in his home state of New Jersey. He manages all three operations with the same zest and
zeal he had when he was dragging his mower behind his moped but he has learned that
delegation is essential.

B T P

ason Dickey, director of operations for Schill Grounds Management in North Rid-
geville, Ohio, had his first exposure 1o the snow industry working for a local snow
removal outfit while enrolled ar Baldwin Wallace University near Cleveland.

After graduating with a degree in accounting, Dickey interviewed with several
accounting firms but could not see sitting behind a desk doing tax returns or auditing
books for the rest of his career. In his first industry job, Dickey worked both inside and
outside combining his accounting skills and his enjoyment of being out in the field where
the action was.

“I enjoyed the challenge of clearing multiple parking lots during a major event and the
satisfaction of getting the site ready to go for the client by the next day,” Dickey says. “I
wasn't going to find that in accounting.”

T

ike Jones, owner of True North in Kansas City, worked in a struggling landscape and
snow removal business at age 25.
That experience gave Jones a few “aha” moments that ultimately changed his
professional life.
Although that company eventually failed, Jones milked a lot from the experience, including
the realization that he loved the snow removal business.
“Having played sports in high school and college, I loved the all-our bartle,” he says.
Two years later, Jones struck out on his own and founded Kansas City-based True North.
The company was the fulfillment of an idea he had been nurturing for a long time.
“I was passionate about the business, | thought I was good at it and I knew I could urilize
other people’s assets to make money,” Jones says.
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Above: The 2014 class of Leadership Award recipients, From left:
Mike Jones, Carl Bolm, Tom Canete and Jason Dickey.

Right: Pete Schultz, Pleasant View Landscapes; Tom Hougnon,
Reliable Property Services; Luke Muldoon, Pleasant View
Landscapes; and guests.

Brine Makers priced from $ 2, 995.00

TURBO TECHNOLOGIES, INC.
1500 First Ave., Beaver Falls, PA 15010
1-800-822-2347 www.lceControlSprayers.com
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Were You Featured
In This Issue?

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

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

Use Reprints As:

« Sales Aids * Educational Programs
* Recruitment Tools * Employee Training

» Managed ePrints » Sales Presentations

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

Call Dolores Franta @
800-456-0707
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Versatility: One machine for all jobs

Maneuverability: Articulated compact-sized machines

Minimal turf impact 1 AVant Teeno USA Inc

Powerful: Excellent power to weight ratio 0 \ 3020 Malmo Drive

Economical: Low operating and maintenance costs ' 6 T A ' r "a.'  Arlington Heights, IL 60005
: . P - e = 847.380.9822 phone

Special features: Easy to drive, side entry, - - i - 847.380.9823 fax

great visibility, telescopic boom a

www.avanttecnousa.com

TURF An easieriway to schedule

= BOOKS www.turfbooks.com
Accountants to the Lawn Care Industry

& track job cc

Does Your Accountant understand the Lawn Care Industry?
unting/Bookkeeping P Tax Preparation and
Audit Repr

P Outsourced CFO Services

 and A/R Management » Fast, Reliable, Affordable

Serving Lawn Care Companies Nationwide

Daniel S. Gordon,
A Ma

,

s View Demo ]
Want Better Financial Information? Call Turf Books Now www.MOblleCl'eW.I'DObl Arbor
Ph: 973-300-0288 800-933-1955 BUILDLA BUSINESS
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DL3500V

with optional

2 SUBARU

and earn your certification today!

www.ascaonline.org

www.lawnandlandscape.com

g
]

GOAT ¢

Commercial leaf cleanup made easy!

For the ultimate in leaf blowing and loading
productivity, Billy Goat's Z Force blower and
the DL3500V 35 HP truck loader with a
massive 14" intake will make quick work of
all your commercial jobs!

See the lineup at GIE+Expo Booth #10168
and for outdoor action at #7400D!

Fits most stand-on mowers and quickly
attaches to any ZTR mowerl

B 1iode in the USA

Expertise. Reliability.
Professionalism.

in the industry

You have the most

You have a

Courses are

For more information contact your
Billy Goat representative or call

1-800-776-1690

or visit www.billygoat.com

Purchase ony DL loader this fall

and get $500 OFF a combination
TruckCraft leaf body and dump inseril
[From participating TruckCroft dealers.)

www.billygoat.com

ERlE
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Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 x291 or bvelikonya@gie.net. CLASSIPIEDS

LANDSCAPES ;\ JOBS

SELI
[N ARiR4

Profit Centers
Revenue Streams
Customer Bases

: - NO Payments/Interest
* A Simple, Easy Add-On Service

* Buy Manufacturer Direct

1-800-334-9005

* Two
NO PAYMENTS, NO INTEREST 0
FOR - || DAYS
We Your Installs

www.allprogreens.com/training

SELL LANDSCAPES & JOBS

Profit Centers
Revenue Streams
Customer Bases

. - NO Payments/Interest
* A Simple, Easy Add-On Service

* Buy Manufacturer Direct

1-800-334-9005

*Two
* Two

NO PAYMENTS, NO INTEREST
FOR DAYS

We Your Installs
www.allprogreens.com/training

Maximize your advertising dollars

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

LawnsLandseape

Please contact Bonnie Velikonya
at 800/456-0707 x291 or bvelikonya@gie.net.

Brickyard Landscaping
Liquidation
Landscape Supplies, Yard
Ornaments, Landscaping Brick

ONLINE-ONLY AUCTION
Tuesday, Octobher 28™

BIDDING ENDS AT 1PM
18707 US-127, Addison, M| 49220
Inspections: Oct 8" (2-5pm) & Oct 27" (12-2pm)
Load Out: Oct 29" (10am-1pm)
Call Bill Sheridan for more information

) SHERIDAN

REALTY & AUCTION CO.

—>7 (517) 676-9800

www.SheridanAuctionService.com

BUSINESS OPPORTUNITIES

SELLING YOUR BUSINESS?

NO BROKER
FEES

FREE
APPRAISAL

Professional Business Consultants

\%uSlﬂesgc
\0 ﬁ °x~
& “
L ~
-3 )
e 2
-9 7
M
Professional Business Co n\ult.um can obrain purchase
offers from qualified buyers without disclosing your
identity. Consultants fees are paid by the buyer
CALIL

708-744-6715

FAX: 508-252-4447
pbemello] @aol.com

BUSINESS FOR SALE

Tree Service for sale
in South Florida

Owner retiring after 20 years.

$200,000 sales/year. Commercial

and Residential accounts.

Foreman with crew and equipment.

Kristina Russell, Berger Realty Group
954-501-4543
BBF Member
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CLASSIPIEDS Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 x291 or bvelikonya@gie.net.

BUSINESS FOR SALE BUSINESS WANTED FOR SALE

Dixie Chopper Dealer

East Coast of Florida

FOR SALE WITH FINANCING
Lawn Equipment Sales & Repair Business
Business and Real estate asking $685K
Owner nets over $120K per year
35 Years same location time to retire
Contact John Brogan 772-220-4455
Acquisition Experts, LLC or visit
www.acquisitionexperts.net

FOR SALE

PLANT CARE
BUSINESS

Well established interior/exterior

landscaping business. Continued &
growing success for 25 years serving
northern NJ commercial & residential
clients. Accounts include law firms,
car dealerships, building management
companies, and professional office
buildings.

Please call (973)768-4392
9AM-9PM daily.

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
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John Allin Consulting PJA, Inc.

We represent a company seeking to
expand operations in all of PA, MD,

WYV, OH & NJ through acquisition of
companies with snow profit centers.

For more information contact:
John@johnallin.com
Rick@johnallin.com

814-452-3919

BOOKS

Job Descriptions
for Green Industry Professionals

Publication Special

for Jim Huston’s new book!

Over 95 Industry Specific Job Descriptions!
« Job Description book
« Job Description audio book on CD
« Job Description MS Word CD
339% Discount!
All three for $195 plus $19 S&H

Email Tiffany for more info at tiffany@jrhuston.biz

CONSULTANT

Jim Huston’s Consulting

| will provide your company with the tools and
training you need to make your business more

efficient and profitable.

| 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

FOR SALE

REDUCE PESTICIDE USE
BY 50% OR MORE

ECO-505
INJECTION SYSTEM

Spot-spray pesticide while
blanket applying fertilizer

GREGSON-CLARK

L

Toll free - 800.706.9530
Phone - 585.538.9570
Fax - 585.538.9577
Sales@GregsonClark.com
GregsonClark.com

=4

e, of Wbt 8 Comey,

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

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

»
M
¢
8
v

et ™ equipment
Nee o ,".',,'.‘ =1 tracking
SR solutions

ilo Fleel

2:Si
&
management

SENALCEY @D

#—‘ﬂ LEADER IN LANDSCAPE
4 EQUIPMENT TRACKING

—

WWW.GOTPLOWPARTS.COM

WwWWw , efs-tech . com sales@ets-techcom 248 - 757 - 0390
GOT PLOW Maximize your
2 advertising dollars.
PA RTS * Place a Classified today!
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Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 x291 or bvelikonya@gie.net. GLASSIPIEDS

FOR SALE LANDSCAPE EQUIPMENT HELP WANTED

SNOW & ICE CONTROL
ANTI-ICING
PRE-WETTING

CHLORIDE SAND

n':l..‘ on of

LIGUID CALCIUM
CHLORIDE SALES, INC.

LIQuUIDOW™ DOWFLAKE
PELADOW™

2715 South Huron Road
Kawkawlin, MI 48631

Ph: 989.684.5860 - Fx: 989.684.9953
www.liquidcalciumchloride.com

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 513-678-1597

NEED PLOW PARTS?

www.plowpartsdirect.com

The name says it all.
Western, Snoway, Meyer

Management Opportunity - Texas based
lawn care company seeks a manager to
run its Tyler and Longview locations. The
ideal candidate is a “working manager”so
the ideal candidate must be comfortable
with all aspects of the operation. Must be
energetic, self-directed, and able to manage
the multiple priorities of smaller operations.
Business HQ is located in Wichita Falls.

Please forward your resume to
wichitafalls@permogreen.com

Let us help you get the word out.

The LAL Media Group's reprint service
mail repnnts@gie.net to learmn more.

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

LANDSCAPER ACCESSORIES

0HEI' lell Quality, Innovative landscaper Accessories

WWW. WECHAPPS.COM
14 800-816-2427

HELP WANTED

GreenSearch

Since 1995, GreenSearch is recognized
as the premier provider of professional
and confidential employment search
exclusively for exterior and interior landscape,

irrigation, and the overall green industry

throughout North America.

Check us out on the Web at
www.greensearch.com or call toll free

at 888-375-7787 or via
e-mail info@greensearch.com

Wy
1ML
LANDSCAPES

DALLAS « AUSTIN - DENVER

LMI Landscapes is a growing company
that specializes in all aspects of
commercial landscape and irrigation
needs including commercial grounds
maintenance with offices in Dallas,
Austin, and Denver. We are currently
hiring professionals for various
positions within our company including
maintenance account managers,
branch managers, construction
superintendents, and many more.

Send your resume
to hr@Imilandscapes.com.

RUPPERT

LANDSCAPE

We offer an environment that is:
+ Devoted to employee development
& team building
« Committed for the long-term
« Eager to appreciate & celebrate our
employees
» Employee & family owned

Come be a partof a:
» History of growth and success
« Tradition of community support

We are expanding and have immediate
openings for landscape management
and construction positions
inPA, MD, VA, NC & GA.

Contact Lauren Moyer at:
Imoyer@ruppertcompanies.com
Check us out at:
www.ruppertlandscape.com

Planterra

Horticultural Tec|

Horticultural technicians visit hospi-
tals, office buildings, shopping centers
and more, to take care of tropical
plants, flowers and trees year-round.
Planterra has openings for routes in
metro Detroit. Great customer service
skills and a green thumb are essential
to this job. Individuals must be self-
starters, motivated, and pay close at-
tention to detail. Physically job duties
include pruning, watering, fertilizing,
cleaning, identifying plant pests and
diseases and occasionally lifting 30Ibs
to 40lbs. Experience preferred but not
required. Training available.
Planterra Conservatory
7315 Drake Rd.

West Bloomfield, Michigan
Send pdf. resumé to
HR@Planterra.com
No phone calls please

hnician
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HELP WANTED

LebanonTurfis seeking a

Landscape Channel Manager

to guide our product and program offerings to the
landscape industry.The successful candidate will have
a strong understanding of, and background in, the lawn
care/landscape industry. Position is based in our Lebanon PA
based corporate headquarters.

Please submit resumes to:
Emily Huie at ehuie@lebsea.com
or 1600 E.Cumberland St.,
Lebanon, PA 17042

Lebanonlurf

Snow and Ice
Management 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

Florasearch, Inc.

In our third decade of performing
confidential key employee searches
for landscape and horticulture
employers worldwide. Retained.

Career candidate contact welcome,
confidential and always free.

Florasearch, Inc.
Phone: 407-320-8177
Email: search@florasearch.com
www florasearch.com

“Join our Team"

e Member: PLANET -C.AL.CP. -
ONLA -OLCA

e Programs for Lawn Care & Landscape
Big & Small

e Specialty Coverages for
e Professional Liability

INSURANCE

Reliable, Sincere, Dynamic, Transparent, Integrity

CALL TODAY FOR A QUOTE!

e Damage to YOUR customer’s

property

e Pollution Liability (including Auto
Spill)

e Herb/Pest Endorsement

Brett Adams, Green Industry Specialist
1-800-886-2398
brett.adams/@bureninsurancegroup.com
www.bureninsurancegroup.com

VIEW CLASSIFIEDS ONLINE AT LAWNANDLANDSCAPE.COM
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LANDSCAPEJOBS.COM

Jobs & Resumes for Landscape Pros.
http://www.landscapejobs.com/.
1-717-479-1850

INSURANCE

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.
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Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 x291 or bvelikonya@gie.net. GLASSIP lnns

PROMOTIONAL
POSTING SIGNS

RNDSIGNS
Marketing, Design & Print

View Hundreds of
Promotional Ideas, Layouts
& Exclusive Images Online!
RNDsigns.com « 800.328.

Posting Signs * Door Han
Brochures « Mailers More

LIGHTING

Holiday Lighting
AT FACTORY-DIRECT PRICES.
For your free copy of
our 28-page catalog,
call 913-402-9617

or email e
paul@creativedisplays.com

8

www.creativedisplays.com

Maximize your
advertising dollars. Place a
Lawn & Landscape
Classified today!

Please contact Bonnie Velikonya

at 800/456-0707 x29
or bvelikonya@gie.net

LAWN SIGNS MEETINGS SOFTWARE

Jackson Hole
Brainstorming Meeting
Hosted by Jim Huston
January 29-31, 2015
3 days of interaction with up to 20
non-competitive green industry
companies at Jackson Hole, WY.
Great site-seeing and winter
activities with plenty to do for the
whole family. Stay an extra day and
watch the Super Bowl with us! For
more details email:
Tiffany: tiffany@jrhuston.biz
Or Jim: jhuston@jrhuston.biz

PLANTS, SEEDS & TREES

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

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

Bi[l [EMASTER

Software ®

Slash Your Recurring
Monthly Costs and Save Big

There are no maintenance or support fees with
BILLMASTER. BILLMASTER is a one time fee product
(which you can pay off in interest free payments)

Simple, Reliable, Affordable

We can convert ANY system

to BILLMASTER in minutes!
Start today for as little as $50

Tired of QuickBooks™ or your
current software?

Billmaster is the best software in
the Landscape industry. AlLLata
price your business can afford, with
no recurring costs. CRM, Billing,
Scheduling, Proposals, Sales Tax Calc,
Reports, E-mail Billing, Integrated
Credit Card Processing. No need
to learn another software package,

BILLMASTER is customized to fit your
needs. Conversion from ANY system
included. New Tablet Apps for Windows
8! Unlimited training, support, updates.

New Product: BILLMASTER-OnTheGo
h solution for Windo

tablets and laptops.
VISA, MC and AMEX, Checks.

GET YOUR BILLS DONE FASTER
WITH BILLMASTER!
e-mail: sales@bilimaster.info
201-620-8566 www.billmaster.info

GROUNDCOVERS
Over 150 varieties — constant supply
Ajuga, Daylillies, Euonymus, Ferns,
Hostas, lvies, 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

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.

THE L&L MEDIA GROUP'S
REPRINT SERVICE

Email: reprints@gie.net or call
800-456-0707 to leam more.

www.lawnandlandscape.com OCTOBER 2014
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Formulas for Success (continued from page 68)

in the season a second and third shor at
improving their NPS score. “The more
responsibility employees have in the organi-
zation, then the higher the potential for the
upside (incentive pay) gain,” Johnson says.

NPS can indicate when an employee isn’t
delivering service up to Lawn America’s
standards. “A few years ago, someone was
bringing in a Net Promoter Score of 50
percent, and everyone else was in the sixties
and seventies — that tells you something is
wrong,” Johnson says.

This indicates that an employee is not
spending enough time building customer
relationships, Johnson points out. And,
because NPS is monitored on an ongoing
basis, the employee can change that score
by improving performance.

A scoreboard allows employees to see
every day where they stand with their route’s
NPS. And, the firm posts reply cards with 9
and 10 scores on a bulletin board.

NPS has taken several years to implement
— Lawn America began the process about

five years ago — but once the concept is in-
grained in the company culture, it becomes
so much more than a survey question, It's
a way of doing business to gain more “pro-
moters” and rescue “detractors.”

“Our culture is to do a great job for the
customer, develop relationships with our
clients, get their feedback and reward our
people not just on Net Promoter Score,
but on other indicators of service quality,
like response time and customer net gain,”
Johnson says.

Survey says

ords martter. That's what Bar-

rett’'s Lawn Care discovered

about crafting a survey that gets
results. The company gets abour an 80 per-
cent return rate on its annual survey to 150
customers, asking them to rate the company
in six categories using a 1-to-5 scale.

An old survey question was soliciting
simple yay or nay responses and not bring-
ing in helpful feedback. It was: “Are there
areas we can improve on?” Customers
simply replied yes or no without elaborat-
ing. By reworking that question with a
“please explain,” and some comment lines,
the company gathers important feedback
that can drive operational changes for the
Bristol, Va. company.

For one, the company always invoiced
customers for “mowing” in general, and
clients said they wanted more detail on
their bills, specifically when services were
performed. “Now, we include the dates
the property was serviced,” says Megan
Barrett, office manager. “For the most part,
yards are mowed on the same days every
week, but rain can throw off the schedule
and customers want that derail on their
monthly invoices.”

Another suggestion gathered via sur-
veys was to give customers a way to easily
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Barrett's Lawn Care

2013 Revenues: $460,000

Customers: 70% residential, 30% commercial
Services: landscape mainfenance, firewood,
snow removal

rerurn payment by including return enve-
lopes with mailed invoices. (They are not
postage-paid envelopes.)

When Barrett’s Lawn Care receives feed-
back, or a rating, that prompts concern,
owner Josh Barrett personally calls on the
customer to find out what the company
could do better. “He is the face they relate
to, so he is the one who does that calling
if there is a problem,” Megan Barrett says.

She collects and organizes all of the
survey feedback into a spreadsheet so she
can average out how the company per-
forms in the six categories, which include
quality, customer service and employee
performance. The spreadsheer allows the
company to identify trends, Barrett says.

Surveys are generally distributed once
annually in July or August, and Barrett al-
lows about a month for surveys to trickle
in before compiling results. “There is not
a deadline, but most people return the
surveys along with their monthly payments
— sometimes we have stragglers,” Barrett

@ TAKE-AWAY TIPS

Keep it short. Brief surveys will not
overwhelm customers, and you'll have a
better chance of getting more feedback,
Barrett says. The company keeps ifs surveys
to just six questions, four of them focused on
“rating” and two providing comment space.

Bundle the survey. By including the survey
along with a monthly invoice and a return
envelope, Barrett believes it's top of mind and
customers take the fime to fill it out and return
it with payment.

Submit surveys early. Barrett's Lawn Care
distributes surveys in mid-summer so if can
respond to customer concerns and “make it
right” while the season is sfill in full gear.

says, adding that there is really no formal
follow-up to encourage customers to turn
forms back in. Still, the company collects
feedback from most people.

The survey process has been a success at
Barrert’s Lawn Care, giving the company
a forum for asking customers: How are we
doing? “Sometimes, there are customers
who you think are perfectly happy and
there are things they want changed, and
as a result of the survey we can ask them if
they are happy instead of just assuming that
they might be,” Barrett says. 1at
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Advertiser Website Page # Advertiser Website Page #
AAT Oerect Solutions www.aatdirectsolutions com 868" Novae www NavaeCorp.com 7
Alce WWWALTOZ com & Oly-Ola Edgings www.olyola.com o2
American Honda www honda.com 9 orel www.OPEl.org 057
AMSOIL www.amsod com 9 Oregon www.OregonCordiess.com n*
PBI Gordon www.GordonsProfessional.com &, 13
e v o PermaGreen Supreme WWWDENTIGIEEN. COM 09
Ariens/Gravely www.gravely.com W5 com Edging o == N
e O AN iy Pine Hall Brick WWW.IMErCIspramienpaver.com @2
Bair Products www.bairproducts.com 96 Pro Landscape / Drafix W OB CRRCoM 6
Belgard www belgard com overbp Propane Education & Research Council  www.poweredbypropane org 82
Billy Goat www billygoat com 186 Qualipro www.quali-pro.com 90
BioPlex www Bio-Plex.com 92 Real Green Systems www ReaiGreen.com 22
Bobaat (o www.bobcat.com 19 Ryan www.ryanturt.com 74
Briggs 8 Stration Comemercial Power  wwwivanguardengines. com/8o 3 Sipamadvan www.sipamadvan.com n
Brite ideas wwwbriteidea com 7 Software Republic www.RainCAD com 3
Cascade Lighting www cascadelighting com m SourceOne www.SourceOneOPE. com n4
Caterpillar wwvw CatResourceCenter com B Spring Valley Turf www.springvalieyusa com 2
Cotbass wwwe.ceibass com 2] Spyker Spreaders www spyker.com 100
Ciip Software www.clip.com 80 Steiner wwwi steinerturf com 136
Corona Clipper www coronatoolsusa. com B Stibl www.STIHLLSa.com n
Dan Cordon e iubooks.com s Synchrony www.SynchronyBusiness.com B
Dais nstruments whw CarChigConnectcom 8 oy P »
Toro Imigation www.loro.com 9
Desst Industries www switthngo.com 3 Tree Tech RN o8
Dbxie Chopper voww.didechopper.com o TruGreen Land Care wwav.andcare. com 23
Dow AgroSciences www.dowagro.com 0 Unigue Lighting www.uniquelighting com w
Ewing Imigation W ewing! com 03 US Lawns www.ustawnsiranchise.com n6
Exakhime veww.exaktime com/lal 2 L e eopanes o &
Weisburger Insurance wwav.programbrokerage.com 8o
Exmark wwweexmark com 6667 Winield Solutions www.winfield.com B9, 91, 93
Finn Corp. www FINNcorp.com 68 World Lawn www.worldlawn com a
Gemoler's www gemplers.com 124 Wright Mig www wrightrmiig.com s
T
GHC Chevrolet wiww chevy convsivesado 7 Agalachee Marine Rock Salt wwwapalacheesalt com 62
CGeaham Spray www.grahamse com y Arctic Snow & lce www.archicsnowandice.com %9
Crest Ok www DeerProRepellent com sl Avalanche Snowplows wwwaavalancheplow.com s
Geround Logic www.groondlogic.com 9% Boss Snowplow www bossplow.com 57
Hannay Reels veww hannay.com w9 ClearSpan Fabric Structures www.ClearSpan.com m
Honter i Nidhies oo e Case Coristruction Equipment www.CaseCE.com 77
aibed LA DI - Compass Minerals www NAsalt com/\ceAway W
CrewTracker Software www crewtrackersoftware. com 7o
Jack’s Small Engines www ackssmallengines. com 20 Dodge . o ' -
John Deere www.johnDeere. com ] Earthway www.earthway.com s
Kavvasals Wepskkapowes.con 94,95 Fall Line wwwFallLine.com 166
Kichler Lighting www.andscapelighting com 8, Fisher Engineering www fisherplows.com %63
Koch Agronomic Servces Vo KASTurt.com i Fluid Film (Eureka Chemical) voww fiuid-fim.com 78
Kaier WwwioherEngies.com ’ Horst Welding www hkxsnow com 6o
o Racky Son K0 oy n MHL Systems www MHLSYSTEMS, com L4
Landscape Ontario Congress Ww LOCONGRESS.com et Mills Insurance wwvw millsinsurancegeoup. com B
Lebanon Tur Products www.LebanonTurf com 9 New Holland it oorn m
LG Outdoor Living v g-0utdoor corm 54 Peters Chemical www peterschemical.com 166
Little Wonder www.itflewonder.com n SnowEX www snowexproducts com %o
MAHTS v MAHTS, Com/LAWN & Showfighlers wwwshowiohlersinstifhe.com 6
Marty Grunder! Inc. www martygrunder, com W Turbo Tech WWIeCORraISprayers.com 84
Mauge! www mauget com & Wacker Neuson voww wadkemmeuson.us %5
Mercades-Benz USA, LLC vaww, mbsprinferysa.com H Western Products . ye %
MetAway www mistaway.com 30
S —— e —
Neely Coble wwwneelycoble.com 19" John Deese www_ohnDeere.com 289,24
Netafim Imgation www.nefafimusa.com m
R T
Nissan www NissanCommercialVehicles.com 145 Syngenta www.greencastonline com ", %

* denotes regional advertising
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TIPS FROM THE TOP

Sponsored by

T0P100

Interviewed by CHUCK BOWEN

=
Jordan Lavin
// CHIEF OPERATING OFFICER

| started a lawn mowing business when | was
15 years old. Westwood Property Mainte-
nance. | used to borrow my mom’s car (once

I turned 16) to pull the little trailer | had until |
could save enough money to buy a truck.

| came out of my college horticulture program
and bought a Nutri-Lawn franchise. | ran the
franchise for five years, sold it and transitioned
straight info a corporate operations role.

| was 22 at the time, just info my second year
as a franchisee and after a day-long visit to
my operation, a fellow franchisee said me:
“You've got two options. You can sink or you
can swim. The choice is yours."

It certainly felt like | was starting to sink. It
was tough love, a reality check that | needed
to change my style of running the business at
that time. It was a realization that as the driver,
you're in control of everything that happens,
good, bad or indifferent.

We're currently 100 percent Canadian.

Company: Nutri-Lawn

194 OCTOBER 2014

Location: Toronto
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The Canadian market is strong. If's a great mar-

ket. The economy has stayed very strong from
2008 on. We have a mismatch of legislation we
operate under, but the market as a whole is a
great market to operate in.

In a four-year window, we went through do-
not-call legislation, economic meltdown and
pesticide ban, and guess what? We're in the
business of applying pesticides; we get our
customers by phoning them and they gotta
have money in the hole. To stay in business
you have to get creative, and you've gotta
stay positive. You have to look at every one of
these adversities and try to find the opportu-
nity, or guess what? You're dead.

It's made us very agronomically savvy when
it comes to both education and diagnosis. We
spend a lot more time on curative practice
than we ever did. We do a lot more slit-seed-
ing, top dressings and turf renovations now.

From 2008 and 2009 on, when these pesticide
bans started to become more official, the

Top 100 Ranking: 55

municipalities were empowered to make local
decisions, so that was a fotal dog's breakfast.

We'd send a truck out and you could be in
three municipalities in a day and all three
operate under different legislation. You could
use products in this market and not that
market. And throughout that transition period,
between when they banned pesticides and
when we actually came up with workable, nat-
ural solutions that were accepted for use, we
had a couple of years that we went through a
lot of turmoil. At one point, we're hand pulling
weeds. Try to figure out how to run a lawn
care company by hand pulling weeds.

In the Ontario market, we're treating insects
the same way we always would in the sense
that we're still going out with a truck and
doing 30 applications a day off of a truck with
a tank and a hose. We're using nematodes for
grub control and we're using a couple differ-
ent soap products for chinch.

We've put a big push the past couple of years
on the customer nourishment experience. It
all starts with a very detailed evaluation, which
is done on a tablet, Right from the customer's
lawn we hit submit, and it instantaneously
sends them this form with all the disposi-
tions already in place. We try to involve the
customer in the science of it

Our average spend per customer is on the
increase, but it's not as easy fo bring new
customers to the table as it once was. The new
generation of homeowner doesn't buy lawn
care like the previous generation of home own-
ers necessarily did.

There's always, always, always going fo be a
market for lawn care and there's always a mar-
ket for people to have decent turf. | think we've
done a damn good job of ducking and weaving
and coming up with products that solve the
problems that we have. waL

2013 Revenue: $22.7 million
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Your Vision, Their Dream —
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Bring your customer’s dreams to life — starting today!
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