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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
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ONLINE CONTENTS

Check out what's new online from LAWN & LANDSCAPE.

BREAKING INTO THE Bl EASY

\SSOCIATES began as a modest design/build
ouffl'r working on projects as New Orleans slowly recovered from
Hurricane Katrina. Today, the full-service firm has the reputation
and resources to make an even bigger impact.

LLIN LANDSCAPE ASS

hen other parts of the coun- The Big Easy's rehabilitation.

try were slogging through Chase Mullin, left, who grew up

the recession and cli- ‘ working summers for a family

ents who typically friend’s homebuilding busi-

spent dollars on ness, was lookingto carvea
landscape enhancements niche for himself and grow
were gripping their wal- a career of some kind. "I
lets, Mullin Landscape As- didn't want to be a home
sociates was a small upstart builder,” he says. “I didn't
in post-Katrina New Orleans want to be a subcontractor.”
- small enough, nimble enough and Visit bit.ly/limullin to read the rest
connected enough to become part of i ofthe story.

When ya gotta go...

We have a lot of weird conversations around the L&L office, but
sometimes these talks actually turn into stories. In this case, we
wanted to know where your crews go to the bathroom. Yes, it's a
silly topic, but one we've heard a few different responses to over
the years. So, we want to know from you. Email Managing Editor
Brian Horn at bhorn@gie.net, and if we get some good responses,
we'll publish them anonymously.
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Keeping qualified employees on staff is a key factor to
success, especially during the busiest time of the year.

Summer
labor lessons

WHEN IT COMES TO MANAGING crews during
the summer season, making sure jobs are
staffed by quality employees is priority No. 1.

he last thing a landscaping contractor
wants to deal with during the height of
the summer is an employee who doesn't
show up for work or who quits in the middle of a
job. What's a business owner to do when a labor
issue arises in the midst of the industry’s busiest
season? At bit.ly/summerlabor, the leaders of two
landscaping companies share their secrets for bridg-
ing labor gaps as well as finding the right employ-
ees and keeping them around all summer long.

For tips on how to keep your crews safe while
working in the extreme heat, turn to page 8.

Lawnc:LandSeape

g
PROTECT YOURSELF

When an employee leaves i
your company, they could
be taking some of your
business with them. Jason
Cupp, former business
owner and now growth
consultant, discusses :
some of the ways to keep i
your clients.
bit.ly/protectcupp

BLASTFROM THE PAST

If you missed an issue of
L&L, visit our website and
click the “current issue”
tab on the left, and you'll
have access to years of
back issues. Or just click
bit.ly/LLbackissues.

LANDSCAPE CO.

LEFT PHOTO COURTESY OF MULLIN LANDSCAPE ASSOCIATES, RIGHT PHOTO COURTESY OF EVERGREEN TURF &
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AVAILABLE 420-HP 6.2L V8 ENGINE.

|
2015 CHEVY SILVERADO 1500 HIGH-STRENGTH STEEL FOR HIGH- FIND ROADS

STRENGTH DEPENDABILITY.

©2015 General Motors. All rights reserved. The marks appearing in this ad are the trademarks
or service marks of GM, its subsidiaries, affiliates or licensors.



EDITOR'S INSIGHT

What do you think? Email me at cbowen@gie.net.

America’s drought

he drought in California isn’t unique

to our friends in the Golden State,

or even the Southwest. The drought
that’s punishing so much of the country is
America’s drought. And I don't mean that
the historic drop in precipitation our friends
on the left coast are experiencing will make
its way east.

What I mean is that the impact of this
drought — the shift in attitudes toward turf,
how we think about water in the landscape
and the technology and applications that
landscapers are using to deal with it — is
being felt and going to be felt for years to
come across the entire country.

This spring, California Governor Jerry
Brown mandated that the state decrease its
water consumption by 25 percent by June.
KB Homes, one of the largest homebuild-
ers in the country, has phased out most turf
in its California front yards, opting instead
for xeriscapes. In Texas, local builders broke
ground on the country’s first subdivision that
runs all of its irrigation on graywater.

All of this can be boggling for someone

Leading business media for landscape contractors.
58n Canal Rd, Valley View, OH, 44125
'+ Phone: 800-456-0707 Editorial Fax: 216-651-0830 Subscriptions & Classifieds: 800-456-0707

EDITORIAL

CHUCK BOWEN ED(T0R AND ASSOCIATE PUBLISHER cbowen@gie.net
BRIAN HORN MANACING EDITOR bhorn@gie.net

KATIE TUTTLE ASSOCIATE E0TOR ktuttle@gie.net

KATE SPIRGEN DiiTAL CONTENT EDTOR kspirgen@gie.net

MARTY GRUNDER MARTY GRUNDER, e mgrunder@giemedia.com
JIM HUSTON J & HUSTON ENTERPRISES jhuston@giemedia.com
BROOKE BATES (0N TRIEUTING EDITOR

KRISTEN HAMPSHIRE ©ONTRIBUTING EDITOR

CREATIVE
JUSTIN ARMBURGER GRAPHIC DESIGHER jarmburger@gie.net

like me who lives in Ohio. We have plenty
of water. Our problem is our inability to
manage it adequately during the rainy sea-
son, and where to put all that snow during
the winter. And while the weather in the
West might not make it all the way to your
headquarters, the trend is coming from
California. This drought is going to make
a lasting change on the entire landscape
industry — and it's mostly positive.
Something that’s missing in a lot of the
coverage about how much water it takes to
produce a single almond or a bottle of beer
is the opportunity that this drought and
watering restrictions present for the green
industry. I dont just mean the incentive
programs that will pay you upward of $3 a
square foot to rip out healthy turf. The water
crisis has people across the country realizing
they need to change the way their homes
are landscaped. That means that California
and the West are about to undergo the

largest landscape renovation in the history

of the state.
I've said for years that water management

ADVERTISING/PRODUCTION INQUIRIES
Jooi SHIPLEY jshipley@gie.net

SALES

DAVID SZY FusLisHiR dszy@gie.net

DAN HEBERLEIN AcCounT MANAGER dheberlein@gie.net

TRACI MUELLER ACCOUNT ManAGER tmueller@gie.net

GAGE ROBERTS ACLOUNT MANALER groberts@gie.net

TED SCHULD ACCOUNT MANAGER tschuld@gie.net

BONNIE VELIKONYA CLASSIFED ADVERTISING SALES belikonya@gie.net

services are the place to be for anyone working

in the green industry. Help your customers
manage an increasingly scarce and increas-
ingly expensive resource, and you'll make
yourself increasingly valuable. Because even
as the West dries up, people’s interests and de-
sires dont change. They still want their homes
to be landscaped, still want to entertain and
enjoy the outside space at their home. What
that looks like will have to change — it is
changing as we speak — but the best person to
help make that change is you. — Chuck Bowen
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LAWN & LANDSCAPE MARKET INSIGHT COUNCIL BILL ARMAN, The Harvest Group, Cota de Caza, Calif; ANDREW BLANCHFORD, Blanchford Landscape Contractors, Bozeman, Mont,; KURT BLAND, Bland Landscaping, Apex, N.C.; TOM DELANEY, NALP, Lilburn,

Ga. BENTON FORET, Chackbay Nursery & Land: /F

Land and Tree, Thibod:

La.; JOHN GIBSON, Swingle Lawn & Tree Care, Denver; BOB GROVER, Pacific Landscape Management, Hillsboro, Ore.; MARTY GRUNDER, Grunder Landscaping and

Marty Grunder Inc., Miamisburg, Ohio; SHANNON HATHAWAY, Green Heron Landscaping, Cary, N.C.; JIM HUSTON, J.R. Huston Enterprises, Englewood, Colo.; BRAD JOHNSON, Lawn America of Tulsa, Tulsa, Okla.; JESUS “CHUY" MEDRANO, CoCal Landsape,
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Keep Your Customers Coming Back

WITH AN EFFICIENT VEHICLE
MANAGEMENT SYSTEM

Take your customer service efforts to the next level with a location-based vehicle management
system. Improve response times. Deliver reliable service. Build a positive reputation. Improve driver
behavior. Gain a competitive advantage. Win more business. With Networkfleet, spend more time
with your customers and less time managing your drivers.

Give your customers the attention they deserve and watch your profits rise.

; 8668%&1353 | ﬁéit‘wbr'l’(f,leét‘;cpm
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As summer temperatures rise, landscape contractors try these tricks for maintaining

employee productivity and safety. By Julie Collins

hen summer heat sets
in, many landscape :
companies fall back
on one tried-and- i
true strategy: getting
crews can wrap up the workday

an early start.
For JubileeScape, a commer-

cial and residential landscape :

bile, Ala., that means getting to

the first job of the day as soon as
half earlier when temperatures

there is enough light to see by —

although employees don’t start |
on residential projects before 6 :
a.m., says Robin Luce, president

and owner.

Dixie Landscape, a landscape

maintenance company that }
serves homeowners associations
and commercial properties in |
the area surrounding Dade, Fla.,
also schedules early start times so

i sooner on days with particularly
i high temperatures. And in Troy, i
management company in Mo- i Ohio, where Ever-Green Turf |
i and Landscape is located, work :

starts an hour to an hour and a i

are forecasted to reach 90 t0 95 !
degrees, says General Manager :

Kirk Persinger.

But starting the workday early
is only one strategy landscape :

businesses use when the mercury
rises. Here are some other key
considerations that come into i

play when the heat settles in for
the summer.

During yearly training, em- i
ployees of Ever-Green Turf and
Landscape learn about the signs
of heat exhaustion and dehydra-

tion so they know what to look

for once summer temperatures i
artive. Crew chiefs in particular
i are on alert for signs of trouble.

“When it’s warm out, I'm in

constant contact with my guys,” :

Persinger says. “Crew chiefs may
get tired of hearing from me, but
I check in every couple of hours

i to make sure everything is OK.”

At JubileeScape, supervisors

i and foremen keep an eye out for

TRAIN CREWS TO STAY SAFE. | employees who look overheated

or disoriented. “When we have
heat waves, we’ll talk about how
we can take care of the guys. It’s
about communication,” Luce

says. He adds that JubileeScape

employees have never dealt with
a heat stroke or other serious

i health problems resulting from
i heat exposure.

“We have had people get

PHOTO COURTESY OF EVER-GREEN TURF AND LANDSCAPE
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overheated, though,” Luce says. i
“We'll send them to the doctor
in a moment if they need it. Oth- :

erwise, we €ncourage them to

drink plenty of fluids and rest.”

KNOW WHEN TO TAKE BREAKS.

Encouraging rest and fluids are :
common strategies for helping

landscaping crews deal with the
heat, but employees need to take

responsibility as well. “We let :
the guys and girls manage their

bodies themselves. They know

their bodies more than we do. :
If they need two or three breaks :

Persinger says. “When the heat i
gets like this out there, whenever
you need a break or need water,

you do what you need to do.”

Jeff Reamer, president of :

Dixie Landscape, says his com-

pany stresses common sense

with employees when it comes
to extreme heat, as does Luce.
“One size doesn’t fit all. We

have reasonable expectations. If
someone gets hot, they sit down,

take a break, get something to
drink. If someone is abusing
breaks, that’s a management
issue we deal with.”

How frequently employees

nature of work they’re doing, :

Luce adds. For instance, he says

employees walking around with :
backpack sprayers or digging in
the dirt for extended periods
have to be more cautious than i

those riding on a lawn mower.

KEEP CREWS COOL. Although the

falls in large part on employees”

shoulders, many companies also

For more news, visit www.lawnandlandscape.com

OPPOSITE PAGE: Ever-Green Turf and Landscape starts work an hour to an hour and a half early when

before lunch, that's what they temperatures are expected to reach 9o degrees, and shuts down if they reach 95 at noon.

do. T don’t set any schedules,” : ABOVE: JubileeScape supervisors and foremen keep an eye out for overheated or disoriented employees.

take steps to assist crews in the :
field. For instance, Dixie Land-
scape makes sure every vehicle :
has a working air conditioner
i when temperatures rise.

Luce says his company stocks
plenty of water on every truck,
which is a priority for Ever-
Green Turfand Landscape, too.
“We make sure we have 5-gallon

coolers in the back of the truck

and refill them with ice cold wa-

ter at lunchtime so crews don’t

have to go out of their way to :
i get something cold to drink,”
i Persinger says.

need breaks also depends on the

ADJUST TO HIGHER TEMPS. In

i Florida, “nature seems to bring

the heat on slowly, and we
acclimate to it,” Reamer says.

“Basically, we follow the flow of :
nature, so by the time the peak :
i ofitcomes we're in shape for it.”

Most employees do get ac-

customed to working in high
responsibility for staying safe i temperatures, Luce adds. “I do
have sympathy for those guys, !

i but the heat is a fact of life.”

However, some people handle :

the heat better than others. “If
guys just can’t take the heat, they
don’t work out,” he admits.
Persinger offers an example
to further illustrate this fact.
“Last year, we had an employee

whose body reacted very badly to
the heat once it got about 86 or :

87 degrees. He'd come in early
and work and take vacation or
personal time if temperatures got
high,” Persinger says.
Eventually, however, the em-

ployee decided to take a differ-

ent job.

CALL IT A DAY. What's consid-
ered “too hot” varies from region

to region and also depends on :

what type of job landscape crews
are tackling,
Yet most companies do have

an informal sense of when “hot” :
becomes “too hot.” When those '
“too hot” temperatures hit, man-
agement may make the decision

to call it a day early.

working in the heat when it
becomes a safety issue and a
productivity issue,” Luce says.

If it gets too hot, he says
they're better off saying, “Let’s
go home and get an early start
tomorrow.”

Although the goal is to be as
productive as possible, at some
points, Luce admits his company
just has to say, “We've done all
we can get done today.”

For Ever-Green Turf and
Landscape, if temperatures get up
to0 95 or 96 degrees at noon, the
company shuts down for the day.

“It’s too hot for employees and
the yards. We don't want to dam-
age plants or turf,” Persinger says.
In fact, in 2013, Persinger says the
whole company shut down for a
couple of days due to heat index
readings up to 115 degrees.

“That doesn’t happen very
often,” Persinger says. But when
extreme heat occurs, it’s smart
to get employees out of the sun.

The author is a freelance writer based in
“We don't want these guys :

Lincoln, Ill.

LAWNANDLANDSCAPE.COM | JULY 2015 9
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Fair compensation

Q: I'm looking for an office
manager for our company,
because I'm overwhelmed with
the office duties.

| have one reference from a
friend for a person who worked
at a pesticide company for 5
years and helped see the com-
pany grow from $1.5-$3 million.
He ran the office/employees
and helped to sell too.

He is asking for $50,000-
$60,000 in salary along with
a 5 percent cut from the profit.
I'm not comfortable with that.
What are some creative ways
to pay for someone like this?

/ NATIONAL

;;2 ASSOCIATION OF
LANDSCAPE

Z 7 \\ PROFESSIONALS

A: First, determine what this
job entails. Assemble a job de-
scription, performance metrics,
performance evaluation, pay
range, etc. Then, build some
good screening and interviewing
questions. Finally, make a list of
everything you want them to be
doing and how their success will
be measured.

Be careful with candidates that :

have too high of compensation
expectations or have been accus-

e nent BIG THING i nere

tomed to making more than 20

i percent of what you can afford.

If they are truly a good fit and

next step: determining what's a

If there is a possible agreement :
to be made, be flexible, but don’t
offer something that is hard to :
retract, like profit sharing right
from the very start of employ-

ment.

In this scenario, after we had
our conference call, it seemed
that this person was a good fit but

the compensation was too rich :
for what the company could af- :

ford. We worked on determining

i what you could reasonably afford

as the base salary and then offered

i some additional earning poten-
i tial with a percentage on sales
a fair deal can be made for both
parties, then continue to the

for recurring and extra work. It's
way too early to be considering a

i profit share.
win-win scenario for both of you. :

Bill Arman, The Harvest Group
Trailblazer, National Association

of Landscape Professionals

ASK THE EXPERTS is brought

i toyou in partnership with

NALP, the national association

of landscape professionals.
Questions are fielded through
NALP's Trailblazers, the industry's
leading company mentoring
program. For more questions visit
Landscapeprofessionals.org.

T-SERIES PUMPS

WILL DELIVER UP TO 9,000 GPH AT THE BEST EFFICIENCY
IN THE INDUSTRY

VISIT OUR WEBSITE FOR MORE INFORMATION ABOUT OUR TT-SERIES PUMPS

www.ATLANTICWATERGARDENS.com
(P) 330-274-8317 | (F)330-274-8790 | (TOLL FREE) 1-877-80PONDS | INFO@ATLANTICWATERGARDENS.COM

Tinatlliave  Atlantic @©@O@ OO  visit us at the IGC Chicago Show at Booth #1516
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ACO USA GrassGrid

The pitch: GrassGrid, a modular plastic
grid structure, is capable of supporting
vehicles and allowing rainwater to be
absorbed where it falls.

* The plastic grid covers only 10 percent

of the ground at its surface. The other 90

percent of space is designed to be filled
with soil and seeded with grass, or filled
and covered by gravel.

* GrassGrid is rated to withstand 28 tons

per square foot.
For more information: acousa.com

Arborjet Arbor-OTC
The pitch: Arbor-OTC delivers an

antibiotic punch via trunk injection into
the tree’s xylem.

i o Jtis a water-soluble, injectable, systemic :

antibiotic for the annual suppression of
bacterial diseases in trees and palms.
* Arbor-OTC is not yet registered for use

i in all states. Contact your local extension or
i the Department of Agriculture to verify that
Arbor-OTC is available for use in your area. i

* The new container comes in two sizes: a
1-ounce jar and a 5-ounce container to treat
50 trees or palms at 10 inches DBH.
For more information: Arborjet.com

Atlantic Excavator
Attachments Black
Splitter S2X 800

The pitch: The Black Splitter S2X 800
is a hydraulic wood-splitting attachment
that enables an operator to handle and
split large timber without leaving the cab
of a construction machine.

e it features a 245-millimeter rotating
threaded chromium-steel cone with a
replaceable tip.

For more information:
blacksplitternj.com

Atlas Copco XAS 90

The pitch: Atlas Copco's XAS 90 air
compressor is an option for pneumatic-
tool applications demanding as much as

88 cubic feet per minute of air power.

er-resistant polyethylene that protects
the compressor’s 24-horsepower Kubota
diesel engine from dust and debris.

* A two-stage air intake filter with a ser-
vice indicator prevents dirt from flowing
into the engine and the compressor.

* The engine meets Tier 4 Final emission
standards without requiring any exhaust
aftertreatment components or filters.
For more information: atlascopco.us

BioSafe Systems

TerraCytePRO
The pitch: TerraCytePRO Algaecide/

Fungicide is a product designed to com-

« The HardHar cariopy is e of et i pletely eradicate and prevent moss, algae,

fungi, and their spores.
* It’s a wettable powder formulated with
an activated peroxygen chemistry that
releases oxygen as it biodegrades.

* It is designed to be mixed into a liquid

for spray applications and can be applied
curatively or preventatively on all types of
plants and grasses.
For more information:
www.biosafesystems.com

Buyers Products

XD Series

The pitch: The XD Series boxes are two-
door barn style boxes constructed of 1/8-
inch thick aluminum with an extruded
aluminum front frame.

* The extrusion is designed with a rain
gutter to help channel water away from
the interior of the box.

* The automotive bulb seal gasket seals
provide weather resistance, and you can
lock everything up with a diecast three-
point latch system.

For more information:
buyersproducts.com

LAWNANDLANDSCAPE.COM | JULY 2015 11


http://www.lawnandlandscape.com
http://www.biosafesystems.com

L&L msm f

w.lawnandlandscape.com

For more news, visit

Calculated Industries
Wheel Master Pro 12

The pitch: The Wheel Master Pro 12
is lightweight and folds to half size for

Cool Planet CoolTerra

The pitch: CoolTerra is an organic,
multi-functional soil amendment for
enhancing plant and soil vitality.

* CoolTerra acts like a sponge to retain

Coxreels T Series
The pitch: The stainless steel T Series
now features a total of nine models.

* The spring driven hose reels are made
of electro-polished stainless steel with

stainless steel fluid paths.

* They feature Coxreels’ Super Hub that
provides triple axle support to reduce
vibration and strengthen the structural
integrity of the reel.

For more information: Coxreels.com

convenient transport and storage.

* It measures up to 9,999 feet, 11 inches.
The counter can be reset from the grip
handle or the counter unit.

« It folds to half size (from 38 to 19
inches) and has a built-in carrying handle.
For more information: Calculated.com

water and nutrients at a plant’s root zone, i
reducing water and fertilizer use. .
* It also decontaminates toxins and
enhances oxygen transport into the soil.
For more information: Coolterra.com

y .
consistently accurate

easy to use
v i can be used every €. ror

day on almost every lawn V.

somental impact ts gotta be 3 PermaGreen

LV VA &\H F\ ool B ’ﬂﬂ DLy
- Enter‘onlineiforyyourichanceito

make your dreams.come true! a1t 54 [w]

n*ﬂ"m n;ﬁ c‘ﬁyﬂﬁﬂ’- “ﬁrﬁ

permagreen.com 800.346.2001
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You're mobile. Your staff is mobile.

ECHO PB-580 Shouldn't the software you use to run your business be mobile too?
The pitch: The ECHO PB-580 features Ours is.
a 58.2 cc professional grade two-stroke Even our ads are mobile. Go ahead. Try it.

engine that helps deliver air volume of 510
CFM and air speed of 215 MPH.

* The new backpack blower weighs as
little as 22.6 pounds in tube throttle
configuration, 22.9 pounds in hip throttle
configuration.

* Includes a leaf guard that keeps debris
out of the fan intake.

Functionality Includes:
Laser Target Marketing

For more information: Echo-usa.com

On-Site Estimates

000006 b On-The-Fiy Vehicle Scheduling

i THE MOBILE Live Vehicle Tracking

Geo-Street Navigation

ADVANTAGE Auto-Data Syncs

Mobile Flexibility
* The Mobile Sreen Advantage
844.336.0747 ey

RealGreen.com/MobileGreen Your First 2 Months are

Franklin Electrice
VR Series

¥ RealGreen

: SYSTEMS

Mobile Software and Marketing Solutions
You Need to Grow and Manage
Your Business!

The pitch: Franklin Electric VR Series
vertical, stainless steel multi-stage booster
pumps are now available in 3, 5, 9, 15,
20, 30, 45, 65 and 95 m3/h options.

* Comes with a flow range up to 600 gpm
and 750 feet of total dynamic head.

* Each pump features all 316 stainless

steel hydraulic components that also work | Visit us online or call for a demo!

1 ve we b SLiuEn 3 *New customers only. Cannot be combined with other offers or applied 1o previous purchases.
In corrosive water “Ppl lcations. Some producs are exciuded. Contact us for detalls, Offer expires July 31, 2015 © 2015 Real Green Systems. All rights reserved.

For more information: franklinwater.com
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Inside the student’s mind

S WE RECENTLY POLLED 180 COLLEGE STUDENTS in a green industry major to get their
thoughts about a future in the green industry and what they've learned in school about landscaping.
What we found is that money is not the most important factor in turning a job offer down, and they
don't expect to break the bank immediately. For more results from the survey, find the June issue of
L&L at lawnandlandscape.com.

HOW MUCH DO YOU EXPECT HOW MANY HOURS DO YOU EXPECT DO YOU THINK IT WILL
TO MAKE IN YOUR FIRST YEAR? TO WORK A WEEK AT PEAK SEASON? BE EASY TO FIND
$26,000-$35,000 50 HOURS A JOB IN YOUR MAJOR
T 329 R 110 WHEN YOU GRADUATE?
$36,000-$45,000 60 HOURS ’
| PITA R 37

$16,000-$25,000 40 HOURS

| PITA I 19

$0-$15,000 70 HOURS OR MORE YES: 89%
. 10% M 4% NO: 11%
$46,000 OR MORE LESS THAN 40 HOURS

I 7% 3%

WHAT IS A DEAL-BREAKER IN JOINING

A COMPANY RIGHT NOW?
POOR COMPANY CULTURE
34%
BELOW-AVERAGE PAY
19%

NO ABILITY FOR UPWARD MOVEMENT

15%
MAKING A SIGNIFICANT
GEOGRAPHICAL MOVE
I 13%
POOR COMM. FROM COMPANY
DURING HIRING PROCESS
T 9% “ANSWERS INCLUDED
OTHER* BENEFITS PACKAGE, LACK
[ L7 S—— Sy
HIGH AMOUNT OF TURNOVER
4%

SOURCE: LAWN & LANDSCAPE RESEARCH

© TOTALLYPIC.COM | THINKSTOCK
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TruGreen LandCare changes name

[JAMSVILLE, Md. = TruGreen LandCare
announced a name change and a refreshed
brand. The company will now operate as
LandCare.

The brand was developed with input
from branch teams, who participated in an
intensive discovery process aimed at uncover-
ing the core values that drive success across
the company.

In a series of branch visits, new CEO Mike
Bogan met with several hundred team mem-
bers across all 50 branches, who collectively
articulated a set of core values that are at the
heart of the new brand.

“It was important to me to understand
what drives our team members and what
makes them want to come to work every
day,” Bogan says.

“The result is a brand that honestly
reflects the spirit of the company and one
that I know everyone on our team can stand

behind.”

LandCare

Your land. Our care.

LandCare was spun off from ServiceMas-
ter in 2011, and immediately focused on
building infrastructure to support a stand-
alone business.

With nearly 30 years in the landscape in-
dustry, including 23 with Brickman, Bogan
took the helm in November 2014 after Vidu
Kulkarni stepped down.

The new brand includes the tag line, Your
Land. Our Care.

“Though our team has always been focused
on quality and service, having a set of shared
values will provide a touchstone to help us
strengthen our culture, and continue mak-
ing the right choices in the best interest of
our people and our customers,” Bogan says.

TruGreen LandCare ranked 7th on Lawn
& Landscape’s 2015 Top 100 list with
revenue of $205 million.

Aurora Capital Group, a Los Angeles-
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based private equity firm bought the com-  fraction of the $250 million SerivceMaster
pany from ServiceMaster for $38 million—a  paid for it in 1999.

T sMart Seed

Professional Grass Seed

/VUWAVAIUIBLE IN
BERMUDAGRASS mix

SPECIFICALLY DESIGNED FOR THE
NEEDS OF PROFESSIONALS

pennington.com
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Reliet from
Summer Stress

endorgols
PHE Biolak Pliss

PHC 'f'ox'.'Fg‘(

" 1"
& o
. 2%

Designed to protect your turt and plants
from stress associated with temperature,
drought and physical injury.

ROQOITS biologically enhanced nutrients merge nature and
technology to protect turf and plant care from all sorts of
summer stress. ROOTS products feature mycorrhizal
fungi and naturally-occuring bacteria to restore the soil.

Relax this summer and let ROOTS do the work.

Visit our website or call for more information.

Lebanonlurf

Best of All Worlds®
www.LebanonTurfcom + 1-800-233-0628
Facebook: /LebanonTurf - Twitter; @LebTurf
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Industry groups
sue DOL and DHS

MIAMI, Fla. - Two industry
associations are fighting back
against a recent ruling altering
H-2B procedures.

The National Hispanic
Landscape Alliance has joined
Bayou Lawn and Landscape
Services, the National Association
of Landscape Professionals,
Superior Forestry and the Small
and Seasonal Business Legal
Center in filing a lawsuit seeking
to make the recently enacted
H-2B rules illegal.

The suit against the U.S. De-
partment of Labor and the De-
partment of Homeland Security
in the U.S. District Court for
the Northern District of Florida
would eliminate regulations filed
April 28.

The new ruling has many new
procedures, including:

¢ All jobs must be at least
35 hours per week, rather
than 30.

* Job offers must remain open
to U.S. workers until 21 days
before the employer's start
date of need.

* Employment duration was
decreased from 10 to 9
months.

* Employers must guarantee a
certain number of work days
to employees.

* Private wage surveys may
not be used to determine
hourly rates.

* Former employees with U.S.
citizenship must be contact-
ed with job opportunities.

“It’s frankly very dishearten-
ing as we visit our members

across the country and meet so
many of them really poised for
growth, ready to make invest-
ments, ready to bring people
on board,” said Ralph Egiies,
executive director of the NHLA.

“They work hard to imple-
ment best practices and, but for
the ability to staff their crews,
they're ready for big things,”
he says.

“We've got this administra-
tion working against the needs
of a lot of people in the country
but very acutely affecting His-
panics in the landscape industry,
so we've got to do what we can.”

Many contractors — as well as
other industries like hospitality
and food production — rely on
the program for employees they
say they can’t find domestically.

In fiscal year 2014, 93,649
H-2B positions were certified
by the government. Landscap-
ers employed 34,845 seasonal
workers during that time, the
most out of any industry.

The next-closest industry,
forest and conservation workers,
employed just 9,602, according
to data from the Department
of Labor.

The lawsuit is based on the
fact that they are contrary to the
requirements of the Administra-
tive Procedure Act and the DOL
and DHS did not give the public
a chance to comment on them.

The lawsuit also claims that
there was no emergency, there-
fore there was no basis for
making the rules immediately
effective. — Kate Spirgen
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It's not that complicated...for better turf..use better ingredients

®

Patented Controlled Release Nitrogen

Long term feeding Fewer clippings

e

Dark green color
without surge growth

Faster green-Up - xa

f
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Half a piece of MESA is still MESA Available in ProScape brand
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Not complicated..just easy! For better turf, use better ingredients. MESA is a unique nitrogen source that combines

ammonium sulfate with methylene urea in a single, homogeneous particle. The result is an extremely efficient
slow-release nitrogen source that produces consistent, dark green color without surge growth. MESA does not lose
its slow-release properties when cracked, chipped, crushed or broken. Make it easy and ask your distributor how
ProScape with MESA will make your life easier. For more information visit our website. mw

Lebanonlurf

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



MARTY GRUNDER is a speaker, consultant and author. He owns Grunder Landscaping Co.

www.martygrunder.com; mgrunder@giemedia.com

TEACHING V3. PRESENTING

Y BANKER RECENTLY SENT ME A STORY ABOUT URBAN MEYER, the football coach at The Ohio State Uni-

versity, the 2014 NCAA football champions. It can't be argued that Meyer is one heck of a coach. The story

focused on Meyer's debate on whether his sister, vice provost for Undergraduate Affairs at the University of

Cincinnati, was a presenter or a teacher.

Meyer spoke of the importance of being a teacher instead of a presenter. He said a teacher makes sure that their

students truly understand the information and take action with it. A presenter just dumps information and doesn't
pay any attention to whether it's understood or not. Teachers make a difference and change people’s lives. Present-
ers are often forgettable as they aren't engaged enough to make that big of an impact.

Talk to any successful owner of
a landscaping company and they
will all tell you that training and
education are important parts of
their success. You will only realize
your team's utmost potential by
training, educating and equipping
your team so they can effectively
handle all sorts of tasks without
your involvement. Growing a
landscaping company happens
when you teach your team fo
follow procedures and systems.
Presenters don’t move this agenda
forward; only teachers do.

18  JULY 2015 | LAWNANDLANDSCAPE.

A presenter is someone who just
reads from a piece of paper or just

for if the audience or the student is
actually grasping the concepts. He
shares his presentation and walk
away, failing to engage the audi-
ence by asking questions and to

i get those present excited about the
i knowledge or information.

A teacher is someone who has

i lesson plans and strides fo the front
i of the class to actively share a les-
i son with her class. She doesn't turn
i her back on the class. Instead she

CcOoM

i pauses as she teaches to make sure
i her students are following along,
demonstrates, without having a feel

grasping the concepts. Great teach-

i ers make learning fun and focus in

on details when needed and seem

i to make difficult subjects palatable.

Let's talk about how you might

be a teacher rather than a presenter
¢ in front of your team. Let's say you

are talking fo your team about how
to weed eat properly. | know what
some of you are thinking - that's
silly, everyone knows how to weed
eat. Wrong! Smart landscapers train
and educate their teams on how to

weedeat. Think about how much
i weedeating you do. Think about
: how much time can be lost by not

doing it efficiently. Think about all
the windows you could break if you
don't do it correctly. Think about
how many edges won't look right if
your team doesn't do it correctly.

A teacher would have an
outline that detailed everything
she wanted to get across and have
the highlights of that outline on a
handout for everyone. A teacher
would systematically go through
the outline, stopping along the way
to ask questions.

Ask the group to share what
they have learned so far. A teacher
would demonstrate, ask others with
experience to demonstrate and
then when done, ask the class to
demonstrate what they learned to
make sure everyone now knows
how to weedeat properly.

A teacher would go over even
the simplest of all details and not
be afraid to point out the obvious
because she realizes details matter.
A teacher would hand out a quiz
and grade them. A teacher would
frequently check on her students
days, weeks and months later to
make sure they are weedeating
correctly and praise those who are
in front of the whole team.

Think about the teachers in your

i life that you liked the most, think
i about the ones who helped you

improve. Work to be that kind of
teacher. Don't be a presenter who
just gets up in front of everyone,

i dumpsa bunch of information and
i leaves. Be a patient, detail-oriented
i teacher who gets his students

involved and excited about learn-
ing. Your team will appreciate your
efforts and your profits will improve

as a result of some properly
i equipped teammates. L&t

PHOTO COURTESY OF THE OHIO STATE UNIVERSITY
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LANDSCAPERS LIKE YOU
ED DESIGN OUR
STEERS.

Building your landscape business together. You know what you need

to succeed. So we solicited advice from guys like you before building

our E-Series Skid Steers. Then we gave you 5 models to choose from.

For the serviceability you demand, our skids feature an in-cab boom

lock, an easy-open hood, tilt-up cab, and removeable footwell.

Popular options include customizable EH joysticks, ride control,

and automatic attachment self-leveling that can be turned on

or off. And should there be an out-of-stock part, your dealer

can regularly get it for you by 8 a.m. the next day.

To learn more, visit your dealer or our website. www.JohnDeere.com/Eskid
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www.jrhuston

EFORE WE CONDUCT OUR
MID-YEAR REVIEW, let me

tell you what I've seen around i

the country these last six
months. I've been in the offices of
more than 50 green industry con-
tractors in 30-plus states preparing
budgets, checking pricing, setting

goals, etc. Virtually every contractor

told me their leads and sales have
significantly increased over the
trend of the past five years. Their

biggest problem? The same as your

biggest problem - labor! There just
isn't enough skilled labor available
to do the work that's on the books.

THE MID-YEAR REVIEW. Here are

the things | do for my clients when

| visit at mid-year and what you

should be looking for and at.

1. Profit and loss (P&L) statement:
You should review your P&L
both on a cash and an accrual ba-
sis. The cash report will tell you
how you are doing cash-wise.
However, it books cash only
when you either receive it or pay
it. It does not reflect accounts
receivable balances or bills that
you haven't paid (accounts pay-
able). The accrual report is much
more useful for telling you if you
are profitable because it books
payables and receivables upon
receipt of a bill or upon submis-

should review three things:

« a. Sales and revenues: Check to
see if your income is on target
for each division. If not, investi-
gate to determine why you're
falling short. Find out if it's a
sales or a production problem.

« b. Bottom line net profit or loss:
More than likely, you are run-
ning at a net loss at this time of
year. For those who had a huge
snow season, it may look very

JIMHUSTON runs J.R. Huston Consulting, a green industry consulting firm.

biz; jhuston@giemedia.com

IALETIME

REPURT

profitable. But your bottom line
looks nice and fat because of the

weather and not because of your

brilliant business acumen.

« . Gross profit margin: Next, add
sion of an invoice to a client. You i

your net profit margin (NPM) to
your general and administrative
(GRA) overhead expenses. This
will give you your gross profit
margin (GPM). Do not include
expenses for field vehicles and
equipment in G&A overhead.
That's a direct cost. Your GPM is
an important calculation as it will
tell you when you have reached
your break-even point (BEP).
When you have accumulated
enough GPM on your P&L, you

20 JULY 2015 | LAWNANDLANDSCAPE.COM
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have reached your BEP.

. Job cost reports: Next, you

should review your job cost
reports for all of your jobs. You
should primarily look to see

if the actual man-hours used
match the man-hours budgeted.
Actually, you and your managers
should have been doing this all
along. These reports will tell you
if individual install projects and/
or maintenance accounts are on
budget. It's the report card for
your field team and managers.

. Team weaknesses: Once you

review these reports, you should
have a pretty good idea how
your field crews, managers and

sales staff are performing. If you
are off target, make adjustments
as needed.

LOOKING FORWARD. We've been
looking in the rearview mirror, but
now it is time to look ahead.

1.

Bid board report: This will tell
you what's in the pipeline. Do
you have enough work in the
pipeline to reach your bud-
geted sales goal for the year?
If not, change your strategy, if
possible, so that you can reach
your goals.

. BEP: Identify and project when

you should reach your BEP for
the year. Once your accumulated
GPM equals your general and
administrative overhead costs
for the year, you've hit it. This
should occur in September plus
or minus one month.

. 2016 preliminary budget:

Once the previous items are
reviewed, you should put
together a preliminary budget
for the upcoming year. | like
my clients to briefly think about
the upcoming year and put it in
the back of their minds. Putting
together the 2016 budget helps
put the current year in perspec-
tive. It's also nice to know that
going into the fall and early
winter you've already started
the planning process for the
upcoming year.

Plan to finish strong: Once
you've conducted your mid-
year review, plan for you and
your staff to take some time

off in August. Then come back
refreshed with a clear plan of ac-
tion to finish the year as strong
as possible. End-of-year work

is your most important work
because it determines your
year-end profitability. Lat

© MIKKEL WILLIAM NIELSEN | THINKSTOCK
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We raised the bar on peace of mind.

| KN
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{ @ P Get 3-yrs/3000-hrs of h -free, complete factory protection with every fuel-efficient,
| A F i £

= " high-performance Alpha Series skid steer and compact track loader. That’s an additional

24 months at no additional cost to you. Don’t wait. Offer ends September 30th.

CASE

CaseCE.com/3YearWarranty

“The free 36 months or 3000 hours, whichever comes first, includes the manufacturer’s base warranty period, plus an additional two years of manufacturer’s warranty. Offer valid June 1,
2015 through September 30, 2015 on the following new CASE skid steer loader and compact track loader models; SR130, SR150, SR160, SR175, SR200, SR210, SR220, SR240, SR250,
SR270, SV185, SV250, SV280, SV300, TR270, TR310, TR320, TR340 and TV380. The precise protection afforded is subject to the terms, conditions and exclusions of the plan as issued.
Programs may be changed or cancelied without notice. ©2015 CNH Industrial America LLC. All rights reserved. CASE is a trademark registered in the United States and many other
countries, owned by or licensed to CNH Industrial N.V., its subsidiaries or affiliates.




BY AMY SNYDER

CLOCKWISE

FROM TOP: Ken
(father) and Hunter
(son) Thompson;
brothers, Jose

and Edgar Zavala;
cousins, Adrian
Karver and Logan
Eschbach

THE FAMILY ADVANTAGE

HEN COMPANIES THINK OF HIRING

EMPLOYEES to grow their business, the

focus is often external. Where can we

post this position so that it attracts the
best applicants? What would happen, however,
if we flipped this paradigm and looked within our
own families fo fill an open position?

This is something that we have been doing at
Ruppert for many years, even though it wasn't
something we set out fo do. It evolved on its own
and has led to multiple generations of relatives
working together, which we concluded was more
of an advantage than a disadvantage.

When hiring a family member, there are
some best practices that can help minimize
potential problems and maximize success.
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9 Avoid having family members
directly manage one another. This
can minimize the appearance of
favoritism within the organization
or disagreements within families.

While we don't formally measure this, an infor-

mal survey indicated that we have approximately
i 18 percent of our workforce that are related, from
fathers and sons and husbands and wives to

i brothers-in-law and cousins.

Can it be challenging? Yes. But when practiced

i fairly and with some parameters, we have found
i that hiring family members can be a good deci-
i sion, and here's why.

ATTRACTING LIKE-MINDED PEOPLE. Family
i members often share the same work ethic, which
i can help ensure that the fit will be a good one.

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

i Butin addition, the existing employee possesses

a knowledge of the industry and the company
that they may have already shared with their
family member, which can help streamline the

i orientation process. In effect, that new family
member may begin with a head start in the

organization because of that shared knowledge,
and it improves the odds that their career will be

i more successful sooner and last longer.

LONG-TERM COMMITMENT. Our company has a
value (related to people) that includes the concept
that when we hire, we strive to hire for life. We've
found that when we employ multiple members

i of the same family, the company's responsibility
increases significantly, as we are entrusted with

i the care of a family and not just an individual. Con-
versely, the commitment from the employee(s)

i to the organization’s long-term success also

rises. Additionally, there may be added incentive

i for the newer employee to live up to a family
performance standard. They may also have had a
¢ unique opportunity to see first-hand, what a long-
term commitment looks like between employer
and employee if their family member has been

i with the organization for many years. When both

employer and employee are thinking long term, it

i ties the two together in a common bond.

TEAMWORK. When working with people whom
i you know and enjoy, communication and coop-

eration often improve. Camaraderie — whether
developed over time by working together or built
through family relationships - certainly adds spirit,
enthusiasm and fun in a workplace, and in the

i long run, will likely increase productivity.

It's a big compliment when someone thinks
enough of a business to refer a potential cus-
tomer. Referring a family member to work with
a company is equally flattering. Cultivating family
relationships on your team can provide a real

i advantage, drawing together like-minded individu-
i als, working together toward a common goal. LeL

9 Maintain a level of
professionalism. Keep
family discussions and
disagreements at home and  :
business discussions at work. :

9 Keep it equal. Family members

i should be held to the same standards
as it relates to promotions, pay scale,
i benefits, training and opportunity for
advancement.

PHOTOS COURTESY OF RUPPERT LANDSCAPE
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Sign up today for

MyBAYERRewards W

myrewards.cropscience.bayer.com

YOUR CUSTOMERS’ LAWNS
LOOK AWFULL" :\Cainas

A lot of hard work goes into providing beautiful lawns for your
R TOTAL customers. But weeds can mean more work, more callbacks
and more headaches. Tribute® Total is the only post-emergent
solution you need, controlling over 55 types of weeds.
Meaning your customers’ lawns can look fantastic. And you'l

’ Follow us on Twitter @BayerL.awn . look pretty good too.

“ Learn more at BackedbyBayer.com/tributetotal.

M The BackedbyBayer app is available for
® download at the iTunes Store and Google Play.

BA§E . fr i b u t e® Don'’t let weeds get in the way of your job.

Bayer CropScience LP, Environmental Science Division, 2 TW Alexander Drive, Research Triangle Park, NC 27709. 1-800-331-2867. www.BackedbyBayer.com. Bayer {reg'd), the Bayer Cross (req'd), and Tribute® are registered

trademarks of Bayer. Not all products are registered in all states. Always read and follow label directions. ©2015 Bayer-CropScience LP.
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JULY IS SMART IRRIGATION MONTH

\CHHERO ARE v,
7

HUNTER PROVEN WATER SAVERs

MARVELOUS MP ROTATOR

PROPERLY PLACED PROVEN PGP ULTRA
POINT SOURCE EMITTER

SENSEI SOIL-CLIK

POWERFUL PRESSURE REGULATOR

TAKE THE “WHICH HERO ARE YOU” QUIZAND GET A
HUNTER WATER SAVER HERO T-SHIRT.

At Hunter, every month is Smart Irrigation Month. For more than 30 years, we’ve been proud to provide you
with the professional products you need to help save water while keeping landscapes healthy. Check out our
lineup of proven water savers and online tools to help you preserve this precious natural resource:
hunterindustries.com/sim

Offer available for a limited time

LY—

2 Honfer

Learn more. Visit hunte ustries.com

RESIDENTIAL& COMMERCIAL IRRIGATION | Built on Innovation® ?6
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Micah and Lauren Bloom's business
collaboration is a design/build firm with

1 {. a concrete construction base and a sweet Y
5 ﬁ spot for creating just-right spaces.

By Kristen Hampshire

ﬁ . family concrete business with

B deep construction roots in
Denver merges
with a design-
! er/gardener with architectural
. | sensibilities. Invention melds

: with craftsmanship. Ideas be-

come concrete.

R It’s a happy marriage at
3 Bloom Concrete and Landscape
| "% in Lakewood, Colo., where Mi-
cah and Lauren Bloom provide
boutique landscape design
and construction services to
clients who value the art.

“We have made a niche
for ourselves in the his-
torical Denver neighbor-
hoods with smaller prop-
erties where every square
foot counts,” Lauren says.

Micah adds, “Those

-+ historic areas may have
- a smaller yard, but it’s
aboutr making the very

best use of every spot

% - on that property.” That
; ¢ work has garnered indus-
)
\ e “ o, i1
X *';}_:3 try award recognition. In

2012, Lauren was named an
Outlook Emerging Leader
by the Associated Landscape
Contractors of Colorado.
Bloom’s small-scale ap-

JURTESY OF LAUREN ‘\w

PHOTO €

proach applies to its personnel,




ComPANY PROFILE

too. The firm has just one crew,
“and we really like to operate
that way,” Lauren says. The
company prefers those intimate
spaces that fall into its design
sweet spot. Bigger isn’t always
better. And Bloom incorporates
concrete into its designs by
seriously considering how this
element impacts plants and other
landscape features.

With an eye on sustainability
and structural integrity, Bloom
wins over clients who want a
dedicated firm that can take a
landscape from concept to finish.
“Our clients really want a com-
pany that will be there fulltime
and not jump between projects,”
Lauren says.

A SOLID FOUNDATION. Bloom
Concrete and Landscape came
together in 2009, when many
landscape and construction com-
panies were falling apart. But the
Denver market was much more
stable than other areas of the
country, Micah says. Thanks to
his and Lauren’s experience and
contacts in the area, launching
a business during the recession
was feasible.

That’s not to say hard times
didn’t touch Bloom. “We were
impacted by it,” Micah says.
“That is why we wanted to find
a niche, And we had reliable
clients that liked our work, and
our quality of work, who kept
coming back to us.”

Before Bloom, Lauren had
a company she started out of
college in 2001, Yve's Garden
Landscapes, where she designed
annual beds and pot displays. In
2000, Micah started Colorado
Concrete Specialist, a family
venture that involved his father,
uncles and cousins. Concrete
runs in the family since Micah’s

Bloom likes to operate with just one crew, preferring intimate spaces. The company incorporates concrete into its
designs by carefully looking at how it will affect plants and other landscape elements

grandfather, Oscar, started pour-

ing concrete in Denver in 1954.

“He did concrete three days a
week in Denver. They had a farm
in Fort Morgan where he would
farm three days a week and do
church on Sunday,” Micah says.

Micah’s father eventually
joined his grandfather’s con-
struction crew, along with his
two uncles. People in the area
know the Bloom name. “I have
clients who said, “Well, your
uncle built my house,” or, ‘Your

granddad poured my driveway.’
A lot of the old-timers I run into
see the name on my truck and
remember working with my dad
or uncle in the 1980s.”
Bloom was gaining its first
8 g
clients during a time when many

S COURTESY OF LAUREN
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residents were cutting back
services rather than investing in
projects, that family name and
Lauren’s existing client base
made all the difference. The
start-up had deep roots, and that
mattered. “In the rough times,
those clients (who know you) are
who you rely on,” he says.

Bloom Concrete and Land-
scape has grown from a $300,000
firm in 2009 to about $600,000
last year.

The size of its projects has also
increased, Lauren says, though she
says the firm is perfectly poised
to manage those that are about
$50,000 and less. It goes back to
their desire to design and build
right-sized spaces for clients.

“We like to travel and we are

Bloom has a solid base in historical Denver neighborhoods with smaller
properties where the company has to make every square foot count.

always taking pictures and get-
ting ideas,” Lauren says. “We
really enjoy the design aspect of
the business, and we are always
learning more about how spaces
can be used.”

Before you
think skid steer,
think

again.

THE POWER OF ONE. There was
a time in 2010 when Bloom
expanded its core crew and ran
with two. “We really didn’t like
that,” Micah says. “We felt like
the quality of the projects we

ComMPANY PROFILE

were on wasn't to the standards
that we wanted and expected.”
Micah is the project manager
on jobs. He’s there in the field,
working alongside the crew
and ensuring that the design is
properly executed. Lauren is the
landscape designer. They have
an employee who helps with of-
fice matters and in the summer,
the “core” expands to about five
people who do everything from
pouring concrete to planting to
installing irrigation systems.
“They are skilled in everything
turf-related, and it’s really impor-
tant to us that we keep people like
that, and that we keep training
them, too,” Lauren says. “Often
we'll do projects that involve a

(continued on page 29)

There's a whole new way of looking at loaders.
Of course, we have the skid steers you rely on.
Plus a lot more. The right loader can save you
time and money on every job. Which is why
we have a complete line of high-performance
compact equipment.

www.wackerneuson.com/thinkagain
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TALKING UP THE INDUSTRY

ow to grow veggies
in a drought year.
Recover your garden
from hail dam-
age. Keep the pests away from
your garden. And, why not add
chickens?

These topics and more fill the
airwaves on Colorado's Channel
9 News, where Lauren Bloom,
co-owner of Bloom Concrete and
Landscape, addresses landscape
concerns and educates the public
with helpful how-tos that include
an important call-to-action: Con-
sider a pro.

The monthly garden segments
are fun to produce, Lauren says.
“And, it has been good in promot-
ing our industry association,” she

Lauren Bloom does montly garden spots on Denver's Channel 9 News. She
says the segments don't necessarily generate calls for service, but it does
look good to potential clients and helps promote the industry.

adds of the company's involve-
ment in the Associated Landscape
Contractors of Colorado.

Bloom doesn’t necessarily
receive customer calls for service
because of the television spots.
“But it qualifies us to potential
clients,” Lauren says.

Meanwhile, Lauren and Micah
Bloom provide education to
industry peers and students by
teaching classes at industry events,
and participating in career days at
local high schools and colleges.
“We help people understand, this
is one way you could go with your
career with design,” she says. “We
are trying to encourage growth in
the industry — and not just growth,
but quality growth.”

Q’

'/ Turn Mosquitoes
\| into Recurring Revenues!

E S T
< MistAway

—~___ - systems :

Outdoor Insect Control

HELP! LANDSCAPE
PROFESSIONALS

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

annoying insects.

1-866-485-7255
A Learn more at WWW.mistaway.com/goodbiz %
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(continued from page 27)
new skill we haven’t tried, so
we will give them the tools they
need to expand their knowledge
to do it correctly and up to in-
dustry standards or above.”

Operating with a single,
skilled crew suits Bloom’s busi-
ness philosophy to be present for
clients. During the 2010 season
when they decided to expand,
the drive time between projects
and hustling compromised qual-
ity. “We were losing track of
our time, spending too much
time going between job sites
and trying to sell too much,”
Micah says.

Tasks on a job were slipping
through the cracks. “Micah was
going back and forth between

5055
All Wheel Steer Loader

projects and it felt like he was
just correcting errors and clean-
ing up more problems than if he
had been on the site full-time,”
Lauren says.

Paring the team back to a
single crew was the best deci-
sion for Bloom. Though, this
structure means there is a limit
to how much work the firm can
accept — at least in the construc-
tion aspect of the business. There
have been times when backlog
is six months. Lauren is quick
to add that the company always
squeezes in smaller projects for
regular clients.

“That backlog has triggered us
to make an adjustment to what
we do,” Lauren says, noting how
the business has grown its design

services. “We can turn around
designs in three to four weeks.”
That includes a couple of client
meetings and a detailed property
walk-through.

At that point, Bloom con-
nects the client with one of a few
select contractors in the area to
execute the design. Bloom stays
connected as a consultant dur-
ing the process. “We don’t have
to say no to these new clients
who are calling us from referrals
because our backlog is too long,”
Lauren says.

“We can still offer the design
services, which in a lot of cases,
is what companies are lacking: a
well thought out design that is
spelled out so that with a good
contractor, the project will be

CompPANY PROFILE

what the client wants.” Mean-
while, the Blooms find that their
clients want the whole design at
once, but prefer to have con-
struction completed in phases.
That way, the company can stay
small in crew size, and still say
‘yes’ to clients.

‘The Blooms see the design and
consulting side of their business
continuing to expand. That’s
their hope. They want to main-
tain some construction while
deepening the design business.

“We are really excited about
doing more design work and
consulting — being a general con-
tractor sort of company that can
look over each project and make
sure clients are getting what they
are paying for,” Micah says. Lat

Think about what it takes
to get landscaping right.

Improving efficiency on landscaping jobs
starts with understanding each job site:
Do you need to access tight spaces?

Dig close to buildings? Protect existing
turf? Haul heavy materials?

With our full line of compact loaders,
you'll always have the right machine to
tackle any landscaping challenge.

To find a dealer near you, visit
www.wackerneuson.com/locator

@ WACKER
NEUSON
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Gow Litzenburger's fleet of trucks is famous
around the small resort town of Harbor Springs, Mich.

Three different fleet management strategies prove there's more

than one way to deal with wheels. By Kristen Hampshire

THEY'RE MORE THAN YOUR WHEELS.

Your company trucks are billboards, branding tools,

staging areas for your work — and of course, the :
means of transporting necessary equipment to service :
accounts. So, it’s no wonder that fleet expenses are a
sizeable portion of most landscape contractors” budgets. :
And the cost can fluctuate depending on breakdowns :
and'maintenance.

JULY 2015 | LAWNANDLANDSCAPE.COM

Do you lease or buy? When is the time to move

i on from a truck that’s a legacy member of the fleer?
i How do you maximize your investment in vehicles
i without dumping too much cash into a truck that is

i ready for retirement?

These are questions that Lawn & Landscape asked

rs this month. Here’s what they had
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LITZENBURGER
LANDSCAPE

Gow Litzenburger, president

LOCATION:
Harbor Springs, Mich.

ESTABLISHED:

55 during peak season

2014 REVENUES:
Not disclosed

CUSTOMERS:

99% residential, 1%

commercial : chio has a long hood. They’re

SERVICES:

l}andscépe rl?alzfﬁn:nce the small resort town of Har-
(nofrr::‘;g:\?il'el:sirari aa;?:r; i bor Springs, Mich., where the
g i company has been based since

TAKE-AWAY TIPS

WATCH THE MILES.
Age doesn't matter as much as
mileage, and that’s a good thing

for Litzenburger's classic fleet,
i out among the competition in

with vehicles ranging from 1934
to 2002. "After 100,000 miles,
anything can happen. Then it
doesn't become economical

to maintain the truck,” he says,
though he does break this rule
because of the age of his trucks.

are characters. They're a big part
of the company brand. Each
receives a professional lettering
job and a name.

TAKE TASK

INTO ACCOUNT.

The classic trucks work for Lit-
zenburger because the vehicles
don't pull trailers, and the com-
pany does not mow lawns. The

beds carry plants and installation :
di i couldn’t believe he was using his

tools, and they act as a "stage”
while crews are on jobs. “If we
were pulling heavy loads that

would be a whole different ball :
i Chevrolet he painted with GM’s

game,” he says.

rivaling any car show with 36

i insured and plated vehicles re-
1985

i stored and maintained by owner

EMPLOYEES: :

i Gow Litzenburger and a few

mechanics.

Buck Rogers. Weiner Dog.
Snuffaluffagus. Every classic
truck has a name, a story. Tree-
Ceratops is a tree mover. Pinoc-

characters, not just trucks, and
the vehicles are famous around

Litzenburger started it after
graduating college.

“I've had an interest in trucks
first and foremost since a very
young age,” Litzenburger says of
the “service vehicles” that stand

town. “I'm a hobbyist, and the
trucks are really a labor of love.
You have to be a mechanically-
minded person to restore and
maintain them.”

They're not exactly practical

i vehicles for a landscape main-

GO CUSTOM. :

Litzenburger Landscape's trucks i tfenance business. “If we were

i sensible, we would not have any

of these trucks because they are
constantly requiring extensive
maintenance, everything from
motors to transmissions, so you
really have two businesses: your
primary (landscape) business and
a truck repair business,” he says.

Of course, Litzenburger
wouldn’t do it any other way,
even though customers, at first,

pristine, historical vehicles for
work. He recalls taking his first

restored classic truck, a 1939

A classic impression

he yard at Litzenburger
Landscape is a classic
truck collector’s paradise,

The trucks in Gow Litzenburger's fleet have names, including “Yosemite,”
above. Most of the trucks were named by employees.

authentic Brewster Green, to a
weekend job. This was while in
college, when he was working
for a landscape architect but still
managing mowing side gigs.

“The truck was such a novelty.
People thought it was neat,” he
says. “They would see my old
truck with a wheelbarrow in it.”

The novelty evolved into a
brand when Litzenburger re-
stored another truck, and then
another, and grew his business
while scouting out vehicles to
restore in winter when the com-
pany is closed. “I'm always at
farms and nurseries, and you see
trucks sitting out back. It’s the
classic story where a guy had the
truck in his barn,” he says.

One truck in Litzenburger’s
fleet spentits life on a golf course
next to Litzenburg’s childhood
friend’s home. When they were
young, they’d watch the truck
and remark about how cool the
1952 Chevrolet was. “Lo and
behold, years later I end up buy-
ing it,” he says. The truck is now
named The Penguin.

Finding and restoring the
trucks is one thing; servicing
them and keeping them on the

road is another. The benefit of
working in a small town is that
crews put very few miles on their
trucks during the day. The aver-
age distance to a job is less than
5 miles. “The trucks are basically
used as a staging area — they’re
out and back in real short trips,”
Litzenburger says.

Locating parts to fix trucks
can definitely be a challenge
but like finding the vehicles,
Litzenburger enjoys the hunt.
Plus, the fact that most trucks
in the fleet are GM makes parts
acquisition a little bit easier.
But one thing’s for sure: You
can’t send the classic trucks to
a repair garage. Fixing them
takes special knowledge, and
it’s been a lifetime of learning
for Litzenburger, who restored
that first 1939 truck during
his high school vocational car
mechanic classes.

The classic vehicles may not
be the most practical trucks on
the road, but their character has
become a company trademark.
“I just love doing it,” he says of
restoring the trucks. “I've had an
interest in trucks since I was a
little boy, and I never outgrew it.”

PHOTO BY RANDY GOSS
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The Best Products
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SUPERthrive® Always ahead
in science and value.

SUPERthrive®

Essential During Dry Months.
Maximize potential by quickly building
a strong root base. Perfect for edibles,
landscaping, and transplanting trees
of all sizes

Our timeless formula is enhanced with kelp
to integrate contemporary research with the
existing nutrition that SUPERthrive® has
provided since 1940

SUPERthrive® is highly concentrated,
making it economical and easy to use.
Only1 tsp. per gallon of water.

Trees needing extra care:

12-20 oz. per 100 gallons.

SUPERthrive
194 WORLD'S FAIR

Gold Medal

I'he 0294 Vitamin Solution

For a free sample
visit SUPERthrive.com
Vitamin Institute
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BEARY LANDSCAPING

Paul Irish, vice pres. of operations

LOCATION:
Lockport, Ill.

ESTABLISHED:
1985

EMPLOYEES:

About 200

2014 REVENUES:

Not disclosed

CUSTOMERS:

65% residential, 45% commercial
SERVICES:

Design, installation,
maintenance, snow removal

AN B
L3

HIRE TALENTED
MECHANICS.

Four on-site mechanics ease
the service and repair burden
at Beary Landscaping. “The
biggest part is making sure
you have qualified, really good
mechanics,” Irish says. Indeed.
com is one source for seeking
out specialists, he says.

BUY NEW INSTEAD.
Do you have the resources in
house to service used trucks
and repair vehicles when
they fail? Companies that are
not ready to add a mechanic
position should consider this
when acquiring vehicles, Irish
says. "If you can't afford to
have a mechanic on staff,
consider newer equipment
because it will have less
breakdowns,” he says.

KEEP TRUCKS
CONSISTENT.

"The most important thing

we do for fleet management

is having the same type of
equipment and trucks,” Irish
says. "All of our guys are
familiar with how to operate it,
and we can keep parts in stock.”

Tracking truck
performance

very three months, Beary Landscaping

uses Microsoft Excel to take inventory

of its fleet of vehicles and makes deci-
sions about whether a truck is ready to retire
or if the company can get another year or
more out of it. “We have a database where
we track what repairs each vehicle receives, so
we always know if tires need to be replaced or
the oil needs to be changed,” says Paul Irish,
vice president of operations, who oversees four
fulltime mechanics that work at Beary.

Sticking to the maintenance schedule
is probably the greatest challenge of fleet
management, Irish says. “You're so busy
during the season that keeping service up to
date can be difficult,” he says. Keeping a few
extra trucks on the lot to use when a vehicle
is down prevents downtime. Still, service
must be carefully monitored, and everyone
is responsible for communicating trucks’
maintenance needs.

“We train our crews in the field so if they
have an issue with a vehicle, they let a super-
visor know,” Irish says. Crews also complete
pre- and post-inspection checklists prior to
and after returning from routes. This keeps
service top of mind.

At Beary Landscaping, the fleet is a com-
bination of leased and purchased vehicles.
The company leases the trucks that crews and
salespeople drive. It purchases larger dump
trucks used, such as International and Mac
trucks that will have up to a 10-year life in the
business. “It’s cheaper for us to find used larger
vehicles than buy new or lease. We can buy a
truck that is 5 years old,” Irish says.

On the other hand, crew trucks — Ford
F-350s and F-450s — are leased and turned
over every five to six years. Crews generally
put 6,000 to 8,000 miles per year on a truck,
though there’s no mileage cap in lease agree-
ments, Irish says. “By leasing, we guarantee
that we rotate out those trucks on a regular
schedule,” Irish says.

A revolving door of vehicles reduces repair
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and parts expenses, and frees up
Beary Landscaping’s mechanics to
focus on service and the company’s
robust fleet of mowers, skid-steer

loaders and other equipment, from
hand-held to heavy-duty.

As for snow business, Beary’s
trucks have the same “set-up” —
same dump bodies, plows and
parts. “That way we don’t need 15
different things. It’s all the same
stuff,” Irish says, adding that truck
breakdowns during a snow event
can be especially problematic.

FormuLAS for SUCCESS

“Service needs to be done im-
mediately because we must have
equipment on the ground 24/7,”
he says, adding that spare trucks
are helpful, and maintaining a
regular service schedule is crucial
so that none of the vehicles are
compromised when storms hit.

The tracking tools like inspec-
tion checklists, the vehicle inven-
tory and ongoing evaluation of
the fleet are key, Irish says, “There
is a lot of coordination that takes
place.”

A consultative approach

aking advantage of two

inherited, used trucks

seemed like a good idea at
the time. “But the reliability really
hurtus,” says Jim Molinaro, presi-
dent of GLS Landscaping and
Maintenance in Oak Ridge, N.C.
“We had a job that was more than
an hour away, and when you have
a truck break down with six guys,
that will cost you a considerable
amount of money.”

events. Other entities that rent
commercial trucks, such as road
crews, turn in vehicles because
they can’t continue working. That
means more available rentals for
GLS, which has an agreement
with Enterprise Commercial that
includes a volume discount.
“We're renting 20 to 30 trucks
at a clip and we are big enough
locally that we can work out some
standard agreement where we rent

o

“You try to find the best truck and
maximize the use on it, then talk to your
professionals who can help you make
decisions about when to buy.”

— Jim Molinaro., GLS

For GLS, buying new trucks is
asmarter decision, Molinaro says.
“We have the factory warranties
and we know what we are getting
into,” he says.

GLS keeps seven to nine trucks
in its fleet, and the company
supplements by renting pick-up
trucks to manage major snow

Landscaping

for a set minimum amount of
time and lock in a rate,” he says.
The commercial vehicles are
essentially an extra fleet that GLS
can depend on when business
spikes during a snow event in
winter. The rental cost gets passed
down to clients. “We are upfront
about it — and it’s a cost of doing
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Twice the Flower Power!

Profusion Doubl
Zinnia
Profusion Double zinnias, bred by Sakata, have become
the go-to zinnias for disease resistance and uniformity.
These prolific bloomers produce masses of 2" double
flowers on mid-height plants. Plus, Profusion Double
zinnias are outstanding performers in heat and drought!
Overall, these beauties are an excellent choice for large
or small landscape installations. To order, contact your
preferred seed or plant supplier!

SAKATA

www.SakataOrnamentals.com
02015 Sakata Seed America, Inc

"GONE!.c W "“““GONEL

NEW! grubGONE!® and beetleGONE!®
bio insect controls

Target the Pest, Not the Rest!

Protect the value of lawns, landscapes, trees, nursery
or greenhouse grown ornamental and edible plants
from certain white grubs, beetles, weevils and borers.

Based on patented, Bacillus thuringiensis galleriae (BTG),
bio insect control, apply even when bees and beneficials are foraging

For a distributor, trial results or more info. email: info@phyllom.com
Or tel. 650-322-5000 or www.phyllombioproducts.com

qrubGONE! & beetleGONE! are not yet registered
in all states including California, contact Phyllom for a list.

Phyliom BioProducts
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GLS LANDSCAPING '
AND MAINTENANCE

i “We are not the size of business
Jim Molinaro, president :

LOCATION: : Molinaro says of the ability to
Oak Ridge, N.C. |
i volume.

ESTABLISHED: :

il opting for Fords across the board.
EMPLOYEES: :
151030 : up well to employee wear.

2014 REVENUES:

$1.5 to $3 million range :
CUSTOMERS: : ©f $40,000 and more if you're

70% commercial, adding extra equipment like
30% residential et
i works closely with his accoun-
(onat e:ljil::/:‘gfs' i tant when making purchase
.p R i decisions.
snow and ice management, :
pressure washing, painting, :

: . ¢ son atadealership he trusts to let
parking lot maintenance, : P

landscape design him know when he can take ad-

and installation, lighting, | Yantage of incentive programs.
hardscape :
i pense in the overall budget, buta

crews will use the truck when

business,” he says. Otherwise,
GLS purchases its service vehicles.

yet where leasing makes sense,”
secure a deal based on leasing
GLS keeps its fleet consistent,
Molinaro says the interiors stand
As for budgeting for the pur-

chase, which can be upward

snow kits, Molinaro says he

Also, he relies on the salesper-

The fleet is a significant ex-

i landscape company’s productiv-
ity depends on a well-serviced,
PARTNER WITH

A DEALER. :

i carry the crew and equipment

Building loyalty with a dealership from job to job.

is important because you may i
(Ijearln a:ouf mcIenhves ant;j Z'he' i ated, Molinaro decides whether
eals that can save YOUIL get. i there’s enough life left in the
And usually, purchasing trucks at : . d
: . i vehicle to keep it on the fleet

the end of a model year is a wise

strategy, Molinaro says. for another year, or more. “It

might make sense to keep a truck

SUIT UP FOR

YOUR SERVICES.

Be sure to explain what your i
work demands are and how

capable fleet of vehicles that can

Once a truck is fully depreci-

because it has multiple purposes
and it has a lot of life left in it,”
he says.

But after learning a hard les-

i son about keeping a truck for too

discussing vehicle options with long — and then paying excessive

a dealer. repair bills and suffering costly
y R L i breakdowns — he’s careful about
TALK TO THE (‘PA‘ i keeping a truck for too long,
Include your accountant in i s :
: ; 3 i where it becomes a financial and
vehicle buying decisions and ductiviey liabili
discuss when a truck is too much § P e
of a financial burden because of :
repairs. “Use the professionals i and maximize the use on it, then
you surround yourself in your
business to help make these :

decisions,” Molinaro says. :

“You try to find the best truck

talk to your professionals who can
help you make decisions about
when to buy,” Molinaro says. Lat

RN,
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When it
doesn’t rain,

| HE SCORES

3

In the middle of a punishing drought,
Chris Angelo is making millions tearing out turf

and changing the way people think about their landscapes.

story by Chuck Bowen | photograph by Ed Carre6n

In the midSt of one of the worst

droughts in California’s — and the country’s —
history, the landscaping industry is taking some
punches. Swaths of lush turfgrass are seen by many
as excessive and wasteful. The state has mandated
a 25 percent reduction in water use across the
board, and many cities are paying residents to tear
out their lawns.

Chris Angelo, CEO at Stay Green, is in the
middle of the fight. His Los Angeles-based com-
mercial maintenance operation, and its 265 em-
ployees, depend on those acres of lush turfgrass for
its $17.8 million in annual revenue.

And as water restrictions grow ever tighter and
water districts start paying even more for businesses
to tear out their turf, what's the future for the
landscape industry? Turns out for smart landscap-
ers like Angelo, it’s pretty good.

LEFT: For 2015, Chris Angelo has hired 22 people to
staff his turf conversion division at Stay Green. He has

already booked $800,000 in business, and by the end
of the year, he expects to clear $2 million.
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‘Thanks in large part to those
rebates from water districts, the
team at Stay Green has complet-
ed 7 acres of turf conversions this
year. Crews kill clients” turfgrass
and replace it with low-water-
use plants, mulch and river rock
pathways. They also and convert
overhead irrigation systems to
sub-surface drip. Angelo esti-
mates this new work will add $2
million in revenue.

“In the short term, it certainly
has supplemented and enhanced
our economy. For contractors
in the landscape area, there is
an uptick in revenue that we
haven’t seen in a long, long
time,” Angelo says. “This is
the first year since 2005, 2006
where we're doing more order
taking than protecting our turf
and aggressively hunting new
opportunities.”

Angelo isn’t the first land-
scaper to get wise to business
opportunities that exists in water
rebates. A couple of contractors
have gained national media at-
tention for their approach of
removing a customer’s front yard
and replacing it with gravel and a
few 5-gallon plants in exchange
for the rebate cash. But that’s not
what Stay Green is after.

“What we have seen is when
there’s ever any opportunity ...
there seem to be people who
take advantage of the system.
Some companies are branding
themselves and marketing well,
but not leaving a very desirable
end product, which is not good
for the California landscape long
term,” Angelo says. “We have a
major education process that has

ES«TOO MUCH WA

ER « PRICI

OF WATER » WATER MANAGEMEN

An average job, according to Stay Green's Operations Manager Dee Sanders, involves about 50,000 square feet of
turf removal, mulch for the area and drought-tolerant plant installation.

to take place. It’s not just termi-
nating turf. We have increased
our efforts to educate clients as
to what this looks like.”

What it looks like is a real,
verdant and beautiful landscape
that also happens to use less wa-
ter. We spoke with Angelo and
his turf renovation team to learn
more about the business of this
new opportunity, as well as the
impact it has on the design and
operation of his company. Here’s
how Stay Green does it.

HOW IT STARTED. Stay Green got
into the turf conversion business
at the request of its clients. In
2013, Miller-Coors and Boeing
wanted to get in front of water
conservation efforts in Southern
California, and asked Angelo’s

team to help them replace a few
acres of turf with mulch, shrubs
and river rock pathways.
Around the same time, Stay
Green was working to help its
main clientele — large HOAs —
save money. Two of the largest
budget items for those properties
were landscaping services and
water bills, so the company set
to work reducing the amount of
water it applied by using smart
controllers, then evapotranspira-
tion calculations. “Then it came
down to, “Wow, what if this turf
wasn’t there?”” Angelo says. Stay
Green could reduce the costs for
both landscape maintenance and
water consumption for its clients,
and position itself as more of a
partner than just a service pro-
vider, while at the same time not

cutting its own revenue.

“I think we’re not taking our-
selves out of the equation. The
industry in Southern California
is evolving to a different scope
of service and a different level
of support,” Angelo says. “We
have not seen a major change
in our pricing structure after
we take over these projects. ...
Many of these we’re just trading
tasks on the job.” For example,
a reduction in mowing due to a
reduction in turf means an in-
crease in herbicide applications
and shrub pruning.

For a few years, Angelo and
his team had been preaching
the value of water management
and the return on investment
a renovation project can bring,
especially to a large-scale com-

“You can have water savings and greens and flower stuff. It’s not just going to
be a cactus and an agave and a rock.” - Fern Wildflower, landscape designer, Stay Green
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mercial property or HOA.
But despite the ROI, as well
as increased watering restric-
tions and the sharp decline in
landscape health as a result of
such a punishing drought,
sales were slow.

“Up to 2015, we had
struggled with selling our
ROI,” Angelo says. “Up
until January, it was a much
harder sell for us. The clients
just didn’t get it. And the wa-
ter is so inexpen-
sive in Southern
California.”

Angelo saw
a big spike in
interest in turf
renovation jobs
after California
Governor Jerry
Brown man-
dated in March
a statewide re-
duction in wa-
ter use of 25
percent and the
conversion of 50
million square
feet of turf to
drought-tolerant
landscapes, and
water districts

“Now we're extremely
backlogged in designs,” An-
gelo says. “We just started
one project that will take us
32 days with 15 landscapers,
that’s also using heavy equip-
ment. If we didn’t mechanize
it, we’d have closer to 30
bodies on this project.”

That job — 80,000 square
feet of turf removed and
another 20,000 square feet
in planters — should bring

September and we’re still
running around and booking
things now,” he says. “This
is money that is subsidized
through the rebates program,
and if the rebate programs
weren’t there, (customers)
wouldn’t do it.”

OPERATIONS SIDE. Dee Sand-
ers, operations manager of
the enhancement and de-
sign/build department, is
responsible day-
to-day for Stay
Green’s turf con-
version work. He
manages a team
of two designers,
three estimators,
two production
managers and
six crews of 35
employees.

“With all the
work we've got
approved, that’s
nowhere near
enough to keep
up,” Sanders says
of the employee
count.

The goal of

this new segment

started increas-
ing the amount

Stay Green has completed 7 acres of turf conversions
- killing turfgrass and replacing it with materials like
low-water-use plants and river rock pathways.

is to be as effi-
cient and simple

of money they
would pay property owners
to tear out turfgrass.

Stay Green sent out press
releases and contacted clients
to remind them that the
company could help them
manage water during the
drought, and the phone
started ringing. The work
ramped up through February
and March of this year and
continued strong through
April and May.

PHOTO COURTESY OF STAY GREEN

in $420,000 in revenue. Of
that, $160,000, or about 40
percent, will be subsidized
through rebates from the
Metropolitan Water District.
In all, turf conversions have
to date brought in $800,000
in revenue to Stay Green,
and Angelo predicts that
figure will grow to $2 million
by the end of 2015.

“We are backlogged with
turf conversions through

as possible, and
work within the scope of a
customer’s rebate amount.
Sanders and his team do a
site visit, estimate the value
of the rebate and bring a
proposal to the customer that
hews to that amount.

An average job, Sanders
says, is about 50,000 square
feet of turf removed, the
area mulched and drought-
tolerant plants installed.
With current crews, it would

a[AFFING UP

hen it comes to turf renovation, the

biggest challenge for Chris Angelo

~ like so many landscapers - is

labor. New home construction and
renovation of existing buildings are pulling
laborers out of the landscape labor pool,
and he's struggled to find crew members to
execute the backlog designs his team's sold.

He's found moderate success with
recruitment bonuses. He'll pay $100 if a
current employee brings in a candidate
that gets hired, and has added four crew
members this way.

Stay Green started this year with 13
employees in its $6 million design/build
division, and has since hired 22 more. These
specialty crews do enhancements and
other renovation work, as well as the turf
conversions. “They're smart with equipment
~ not pick-and-shovel guys,” Angelo says.

Here's how Stay Green approaches
a typical turf renovation, according to
Operations Manager Dee Sanders:

A typical conversion involves one crew
of three to five men in a Ford F-450 dump
truck with a Ditch Witch mini skid-steer or
Caterpillar skid-steer (depending job size).

The turf is sprayed out with a herbicide 7
to 10 days prior to starting the job (one spray
tech with rig). The dead turf is then scalp
mowed and the spoils disposed. The crew
cuts the edges along the hardscape, and
then lays out and installs the plant material.

Then, the drip irrigation is installed and
the entire job is mulched.

All of the crew members are cross-trained
to do irrigation, landscape and demolition
work, and earn $15-$22 an hour, compared
to a maintenance crew member, who earns
$10-$14 an hour, Angelo says. The design/
build work is more physically and mentally
demanding, and so he often has to hire new
crewmembers as opposed fo moving them
over from another division.

“We don't have a list of guys saying,
‘Promote me to the enhancement crew,”
he says.
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REGENT GHANGES

he turf rebate programs have been

a success in California. In May, the

Metropolitan Water District received

$350 million in funding to pay for
another 175 million square feet of turf
conversions. But because the program has
been so successful - and all the rebate
money has already been allocated - the
district imposed limits to the rebates.

Prior to the change, there was no limit
on the size or amount of money someone
could get for removing turf. Now, the district
has capped the amount. For a residential job,
the limit is 3,000 square feet and $6,000.
For a commercial site, the limit is $1 per
square foot, with an annual cap of $25,000.

The changes to the subsidies change Stay
Green's business model slightly — some of
Angelo’s clients have reduced the scope
of their renovations. But he says just as
many are moving ahead with the projects
regardless of the rebate amount.

“What they've really done is change the
rebate program to say, ‘We all need to have
some equity stake in this game - have skin
in the game to make it fair." | think they
balanced out the rebate program to really
stop being taken advantage of,” he says.

The drought in California and the West
has changed the way many homeowners
and property managers view landscapes,
and has especially changed how they view
the role of turf. But it hasn't changed the
value they place on the landscape, and it
certainly hasn't killed the industry. On the
contrary, Angelo says, turf renovation work
has bolstered Stay Green and many of its
competitors.

“"Some of our best competitors, when
I'm talking fo them and they're busy and
backlogged, and | know we are too, it drives
up prices,” he says. "We're able to charge
more.”

And after two years of installing these
new types of landscapes, Angelo says, he
and his team have found a way to show
customers they can have a beautiful, verdant
landscape that also uses less water.

"We've developed some really nice,
good-looking landscapes without turf.”

Stay Green designers like to use colorful, drought tolerant plants
like Dianella cassa blue for turf conversion projects.

take about four weeks. Sand-
ers says turf renovation work
is profitable as long as the
crews stay within the scope
of the bid. If a client wants a
more involved design — de-
composed gravel pathways,
more elaborate plantings or
tree work, for example — the
cost of the job will quickly
exceed the rebate for the turf
removal.

“There are no change or-
ders in this. The price is
the price, because it’s dollar

for dollar. You’ve got to
have your plan together,
and if you’re not meeting
your number, you're eating
your number. So you really
have to manage your job. If
something changes that you
didn’t count on being there,
itis what it is. You bid it and
that’s the rebate and your
customer basically isn’t going
to pay more.”

About 10 percent of Stay
Green’s clients spend more
than their rebate, but the

vast majority are dollar-for-
dollar jobs. Clients are also
keen to know how long it
will take before their water
savings equal the amount
they’ve spent.

“We figured out if we
could get (return on invest-
ment) to three years, it makes
it easier to swallow for the
customer. From there, if we
could get it dollar for dollar,
that’s an even easier sale,”
Sanders says. “That’s where
we really found our sweet
spot. That’s where we could
close these deals. That's when
it really started happening.”

DESIGN SIDE. Fern Wild-
flower is one of Stay Green’s
lead landscape designers for
turf conversions. (Yes, that's
her real name. “I got my first
job out of college strictly
from my name,” she says.)
She and Stay Green’s oth-
er designers pride themselves
on being able to change an
older, turf-heavy landscape
into one that uses less water
butstill is aesthetically pleas-
ing and verdant. Less water
and less turf doesn’t mean
more rocks and more cacti.
“I call them turf conver-
sions. They’re not always
xeriscapes, because a lot of
times you use plants that
look lush. They don’t always
look like a desert,” says Wild-
flower, who's from Missouri
originally. “I'm from the area
where it’s green everywhere.
But there’s a lot of plants that

“If you’re not meeting your number, you’re eating
your number. So you really have to manage your

® » .
]Ob. — Dee Sanders, operations manager, Stay Green

PHOTO COURTESY OF DOREEN WYNJA FOR MONROVIA
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aren’t green, or they're big and
bushy, or they have flowers. ...
You can have water savings and
green flower stuff. It’s not
just going to be a cactus and an
agave and a rock.”

Some of Wildflower’s favor-
ite plants to use include purple
heart, Caryopteris ‘Sunshine
Blue’ or “Worcester Gold,” Di-
anella caerulea ‘Cassa Blue,’ sal-
vias and Muhlenbergia capillaris
‘Regal Mist.” They are drought
tolerant, but also add color and
variation to the landscape, which,
in the end, is her ultimate goal.

Wildflower sees these turf
renovation projects as an op-
portunity to be creative, and less
turf doesn’t mean fewer options

Plants like ‘Regal Mist' let Stay Green designers create a landscape that
offers good color contrast and movement while using less water.

or a limited landscape.

“A landscape that is good of-

fers color contrast, movement,
different shapes. Without the
turf, you can have even more of
an interest. Your outdoor space
to me is a place to relax or give
interest, right? In general that’s
why you're spending money on
landscaping,” she says.

“(Turf renovation is) an op-
portunity to take it to the next
level to see what you can create
with all these different colors
and shapes to give you even a
better looking landscape. ... It
gives you more of a chance to
be creative because you have so
much more space. It necessitates
more creativity.” L&l
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* POND MAINTENANCE «

Test the waters

You need to do your homework to properly maintain ponds. By Neil Moran

fyou think pond main-
tenance involves throw-
ing some products into
the water and collecting
your payment, Phil McCloud
has a word of advice.
“You've got to take care
of the pond like it’s a living
organism,” says McCloud,
CEO of McCloud Aquatics
in Elburn, Ill. “Some think
you can throw a few pellets in,
squirt some juice and every-
thing is cool. Well, it’s not.”
McCloud Aquatics services
1,500 bodies of water for 750
clients in 13 counties in north-
ern Illinois. Customers include
homeowner’s associations, golf
courses and municipalities.
The ponds are 1 to 5 acres in

The lake management specialist at McCloud Aquatics in Elburn, lIl.,
wears a face shield while treating a pond for algae using copper
sulfate, which can cause eye damage.

size and house water features
like fish and native plants.

In February of 2014, Mc-
Cloud, 65, sold off his share
of a pond construction busi-
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ness that included pond in-
stallations to his brother and
went into business full-time
offering strictly pond mainte-
nance services.

WEED NANAGEMENT
FOR PONDS

(1] ost every body of water
wants to be land, it wants
to be swamp or marsh,”
says George McCloud,

CEO of McCloud Aquatics in Elburn,

IIl. In other words, there is a constant

threat of weeds invading a pond.

Weed management in a pond

begins with proper maintenance of

the body of water in question.

“Recent advances in data collection,
chemical and non-chemical treat-
ments, equipment and education
have given us more tools to manage
bodies of water,” McCloud says.

Beyond proper maintenance of a
pond, consider these steps for weed
control:

1. IDENTIFY THE WEED SPECIES.
This is important in choosing the
right herbicide or algaecide.

2. TAKE OXYGEN READINGS prior
to any application to determine if
levels of oxygen are high enough
to prevent adverse effects to wildlife
and plants from the chemical
application. Applications should be
postponed if the oxygen level is 5.8
ppm or lower.

3. CHOOSE THE PROPER
HERBICIDE/ALGAECIDE based on
the mandates of the label, including
extent of vegetation, weed species
controlled, current or proposed
water usage, oxygen levels present,
and other environmental conditions.

4. KEEP THE BODY OF WATER

in question free of organic matter.
Lawn clippings and other organic
matter that inadvertently enters
ponds are frequently overlooked
by both lawn specialists and
homeowners, says Cathy McCloud.
The simple act of mowing too close
to a pond and allowing clippings to
get into a pond encourages algae
growth.

PHOTOS COURTESY OF GREEN JAY LANDSCAPING AND MCCLOUD AQUATICS
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He and his wife, Cathy, are
knee deep in the business and
loving it. Pond owners are in-
creasingly interested in keeping
their ponds clean and functional,
not just ornamental, which drives
business for McCloud Aquatics.
Last year, the company generated
20 percent gross profit margin,
and McCloud is projecting to
average a 50 percent growth rate
each year for the next five years.

The company hired three col-
lege interns this year, will hire six
next year and nine the following
year, and McCloud says that
will be done with the intention
of hiring them as opportunities
arise. “Our mission is to educate
our clients,” McCloud says.

Keeping ponds free of weeds and other contaminants is somewhat simpler
for backyard ponds than larger ponds measured in acres.

GEMPLERS

“They’re getting more interested
in water and how to save it.
People are protective of their
little ponds. A lot of people care
about the water.”

That education depends on
a staff of 13 crewmembers, all
of whom have been with the
company for at least 10 years,
and who have degrees in marine
biology, fisheries biology and
environmental science.

Their expertise is vital to
manage not just water, but a
thriving ecosystem that includes
fish and shoreline plants. Mc-
Cloud keeps his staff on board
year-round, but only works on
ponds for six months. During
the other months they do rou-

Commercial-Grade Outdoor Work Gear
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tine maintenance of equipment
and training.

ON SITE. When starting a new
job, an applicator begins by
taking the pond’s vitals to deter-
mine pH, temperature, oxygen,
presence of bacteria and depth of
the pond, the latter which is done
with a boat and GPS technology.

From there, they can formu-
late a plan that could include
adding aerators and diffusers to
maintain appropriate oxygen
levels. McCloud Aquatics uses
boats to add a specially blended
biological treatment that incor-
porates bacteria, enzymes, vita-
mins, minerals and amino acids.

B] Linger, owner of BJL

“People are'

potéetive of their

little ponds A lot of people
care about the water.”

— Phil McCloud, McCloud Aquatics

Aquascapes in Colts Neck, N.J.,
has increasingly turned to pond
maintenance to drive his business
in Monmouth County and the
surrounding area. Linger, who
has been in the pond construc-
tion business for about 14 years
says he shied away from pond
maintenance the first decade, but
is now moving in that direction.

“I can keep more guys busy

maintaining ponds than build-
ing ponds,” he says, adding that
maintaining a pond for a client
can also lead to renovation work
and upgrades.

Keeping ponds clean and free
of weeds and other contami-
nants is a somewhat simpler for
backyard ponds than ponds
measured in acreage. Linger
says it’s harder for weed seeds to

germinate in smaller ponds that
often have moving water from
waterfalls or fountains.

Ponds with lots of sludge and
organic matter are usually com-
pletely drained, which can be
done with the same pump that
is used to create a waterfall in a
water feature. A wet/dry vacuum
and 5-gallon bucket is the equip-
ment of choice to remove the
sludge from the bottom of the
pond. Linger then uses a power
washer to clean the rocks and
other components. While he’s
at it, he’ll inspect and clean the
skimmer and filters. L8t

The author is a freelance writer based
in Sault Ste. Marie, Mich.
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Vehicle shown with aftermarket equipment.
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THE PERFECT FOURSOME
FOR RENOVATION

NEW T3100" SPREADER/SPRAYER
APPLICATOR
Do more. Make more.

» The most productive, profitable riding applicator on the market

* Maximum operator performance and comfort with hands-free speed control
and a low, hill-holding center of gravity

» Fits through a 36" gate and can spray up to 132,000 sq. ft. in one fill

TURNAER" XT5 AERATOR
Less Strain. Greater Returns.

» Extra run time with Subaru dual-fuel reserve tank

« Advanced design reduces operator fatigue and easy, steerable and reversible
aeration increases productivity by 50% over traditional aerators

« Patent-pending tine-wheel design enhances steering and increases
hill-holding ability

EDGE-R-RITE’ Il BED EDGER
One Machine. Multiple Jobs.

» Perfect for edging flowerbeds, sidewalks, driveways, around trees and
baseball diamonds; eliminates shovel work

« Unique blade action cuts like a sod cutter without throwing debris

» Heavy-duty arm and rugged design provide years of productivity

KISCUTTER" SOD CUTTER
Sod Cutting Made Easy.

» Revolutionary lightweight design—cuts as much as heavy, 300 lb. units
e Cuts up to 9,000 sq. ft. per hour

» Four-wheel design, pneumatic tires and rear-wheel drive make this the most
maneuverable, easy-to-use sod cutter on the market

Call 800-679-8201 for more information or visit
WWW.TURFCO.COM to see these machines in action.
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Extreme choices

Choose the right plant for the right place whether you have too much water or not enough. By Leslie F. Halleck

AUTUNN $AGE ©

SALVIA GREGGII is one of the most reliable and easy-
to-grow drought-tolerant perennials. There are many
varieties of the species available and bloom colors
range from pure white to pink, to coral, to deep red.
As plants become semi-woody, they are often used
as small shrubs in warm climates. Plants can grow
approximately 3 feet tall and spread to 5 feet wide.
Autumn sage begins blooming in early spring and
continues until a hard frost. There are also many S.
greggii hybrids with S. microphylla and other species,
which are referred to as “Salvia greggii types.” Plant

varieties available for just about every hardiness zone.
in a sunny location with well-draining soil. Hardiness
zone varies by varieties and typically ranges from

@D DROUGHT-TOLERANT ) WET-FEET PLANT
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AS A GROUP, SEDUMS can be relied upon to be sturdy
performers in hot and dry landscapes. These hardy suc-
culents are available in assorted sizes, shapes and foliage
colors. ‘Blue Spruce' is a variety particularly good for use
as a low-maintenance groundcover along sidewalks,
driveways, refaining walls and containers. This variety
offers up a unique silvery-blue foliage color. Plants
require a full sun location with well-draining soil. Once
established, plants require little supplemental water and
are highly tolerant of reflected heat. There are sedum

PHOTOS COURTESY OF LESUE F. HALLECK



NASSELLA TENUISSIMA, commonly referred to as Mexican feather grass, is a species of
grass native in the U.S. only fo West Texas and New Mexico. Unlike many other ornamental
grasses, this species is compact in size, growing to only 30 inches tall in bloom, in clumps
1to 2 feet wide. Foliage is threadlike and adds a soft texture to the landscape. The spring
and summer inflorescence have a feathery appearance. Plants require a sunny location and
well-draining soil, and do not tolerate any excess soil moisture. They are also excellent in
containers and cold hardy to USDA Zone 6.

KNOWN AS ONE OF THE MOST POPULAR
culinary herbs, rosemary also performs

as a lush, evergreen landscape shrub or
cascading trailer. Plants are drought-hardy
once established and very tolerant of
intense reflected heat. Can be used in very
low-maintenance plantings without supple-
mental irrigation. Plants bloom sporadically
throughout the growing season, but fiming
will depend on climate. There are many varieties of rosemary available; some grow upright
to 6 feet fall, while prostrate varieties will trail over retaining walls and containers. Some
varieties are cold hardy to USDA Zone 6, while others are more suited to Zone 8 or higher.
Provide a sunny location with well-draining soil.

>4 JULY 2015 | LAWNANDLANDSCAPE.COM

BEARDED IRIS @

THIS STUNNINGLY BEAUTIFUL “BULB" also happens
to be one of the most reliable drought-tolerant garden
plants. The large rhizomes produced by bearded

iris plants allow them to not only survive, but thrive
under extended periods of drought. Once established,
bearded iris do not require supplemental water.
However, a bit of supplemental water now and then
will result in more flowers, Bearded iris are available in
a seemingly unending array of colors, shapes and sizes.
There are iris varieties suited for any climate in the U.S.
Some perform better in southern soils, while others are
more tolerant to cold northern temperatures. Rhizomes
should be planted shallowly in loose, well-draining soil
in a sunny location. They are hardy to Zones 3-10 in
drier parts of the country, 3-8 in wetter parts.

» THE USDA HARDINESS ZONE MAP is the standard by which landscapers can determine which plants will
thrive in different locations across the country. The map is based on the average annual minimum winter
temperature, divided into 10-degree F zones. Download one at bit.ly/LLusdamap.

ESY OF LESUE F HALLECK
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GOOSENECK
LODSESTRIFE @

AS WITH MANY PLANTS well-
suited to a rain garden, Goose-
neck Loosestrife, Lysimachia cle-
throides, can be an aggressive
spreader depending on your
location. However, if you have
room to spare, they make quite
an impressive display. Their long
racemes of small white flowers
curve as they mature, creating

a gooseneck-like appearance.
Plants establish easily in a rain
garden and perform best in
moist to wet soils. They don't
tolerate extreme heat or soils
that stay dry for extended
periods. In cooler climates plants
perform well in full sun loca-
tions, while they'll prefer some
afternoon shade in southern
regions. Each plant creates a
clump about 3 feet wide and can
be used in mass plantings or
mixed borders. Cold hardiness
ranges from USDA Zones 3-8.

UNLIKE BEARDED IRIS,
IRIS PSEUDACORUS

is a water-lover. Yellow
flag is used to clean
waterways as it absorbs
heavy metals. Plants

can spread aggressively,
creating dense clumps of
foliage. However, when
planted in rain gardens
that periodically dry

out, their spread will be
slowed. Plants produce
bright yellow blooms in
spring or summer atop
sword-like foliage. Plants
can tolerate very acidic
soils but are also adapted to soil with a high pH. While plants bloom heavier in sunny
locations, they will also bloom in shadier locations. Yellow flag can be grown in a
variety of conditions throughout USDA Zones 3-9.

MAIDEN
it ©

SOME PLANTS
HAVE THE ABILITY
to perform double
duty in the landscape
by tolerating both
drought and wet
conditions. Maiden grass, a species in the genus Miscanthus,
have that ability. This makes them perfect for use in rain
gardens that may experience big swings from very wet to
very dry and back again. There are many varieties available
that offer up different foliage types, colors and plant sizes.
Some varieties of maiden grass, such as ‘Cosmopolitan’ can
grow up to 10 feet tall while dwarf varieties such as 'Adagio’
top out at 3 feet tall. There's a maiden grass for almost any
type or size of landscape space. Plants perform best in a
sunny location, but can tolerate some shade. Maiden grasses
are typically cold hardy to USDA Zone 4 and are grown
through Zone 9.
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ADVERTORIAL

ADD LANDSCAPE LIGHTING TO YOUR BUSINESS -
AND ADD TO YOUR BOTTOM LINE.

When Jim Lewis started mowing lawns
and trimming hedges nearly 20 years
ago, he had no idea he would become
one of Oregon's premier landscape
lighting contractors. Today, Lewis Land-
scaping Services, Inc. offers clients a
full spectrum of landscape design and
build services, including hardscaping,
greenscaping, irrigation and lighting. In
particular, Jim’s company is known for
creating dynamic outdoor living spaces:
taking outdated patios and re-imaging
them into gathering spots with kitchens,
grill stations, fireplaces and more. With
each job, lighting is a big part of the
initial design —and a profitable end result.
Here's how Jim grew his business while
becoming a pro in landscape lighting:

Three Reasons To Add
Landscape Lighting
To Your Business:

1. Higher profit margins. The
landscape lighting category
provides greater profit
opportunities than hardscaping
and greenscaping products.

. Happier customers. Jim says that
with his landscape lighting jobs,
the only callbacks he tends to get
are for more work.

. Untapped opportunity. “When
you get good at landscape light-
ing, all of your work stands apart,”
notes Jim.

Photograph everything. Great, high
definition photography of his work is the
number one secret to Jim’s success — yet
he admits that getting these images was
a struggle at first. “It's a Catch-22 when
you're starting out: people want to see
examples of your work, but you can't
get those photos until you do the jobs.”
Jim overcame this by lighting his own
yard and photographing the results. He
also invested in a good quality camera
and went to online forums and training
classes to leamm how to capture

landscape lighting effectively. “I'm not a
photographer, and | don't claim to
be, but this is such a critical part of my
business. | invested the time in leaming
all | could.”

Get the right product. “When | find a
company | like, I'm loyal to it — it takes
a lot to get me to switch,” Jim says. A
few years ago, Jim began using Kichler
Design Pro LED landscape lighting
products based on several factors
that were important to him, including
installation ease, warranty and the over-
all profit margin he gets. “I loved their
15-year warranty and the fact that we
could swap product at the distributor’s
counter if we needed a replacement.”
Because of the variety of high-quality
products Kichler offers, Jim is able to
light outdoor living spaces for maximum
use and enjoyment. Consumers get more
value out of their investment and Jim
makes more off of every job, since
landscape lighting provides a higher
profit margin than the other products
he installs.

Make it easier on yourself (and your
crews). Another big reason Jim chose
Kichler Design Pro LED product was
the way it simplified installation, since
his crew didn’t have to calculate voltage
drop. “With the halogen product we
were using, my crews used the hub
system to run lines, which can be tricky
to caleulate. If you don't get it right,
you'll have some lights that are brighter
than others.” With Kichler's daisy-chain
installation, Jim was able to eliminate
the frustration — and time — that came
with these calculations. “This was a huge
challenge Kichler helped us overcome.”

Train, train - then train some more.
Jim has taken dozens of landscape
lighting classes over the years, and one
in particular that stood apart was a full-
day, hands-on training session Kichler
offered. "That session was more in-
depth than anything | had ever done,
and really focused on how to design

things properly. It included photography
information, as well, which was important
to me.” Training isn't a one and done
deal for Jim either. “Technologies can
change or a manufacturer can come up
with a better solution. You've got to go
to training year after year so you know
you've got the latest information.”

Top Tips For Getting
Started with Landscape
Lighting:

. Make sure you choose the right
landscape lighting manufacturer
- one who offers quality product

and outstanding support.

. Learn as much as you can; take as
many training classes as you can.

. Market to the right people:
hemeowners who can afford
high-end landscape lighting.

. Learn how to take great
photographs of your work.

Don't be afraid of the “lighting only”
contractors. Jim’s stiffest competition
typically comes from contractors that
only do lighting. Jim uses his varied
experience to prove he's up to the job.
He not only shows clients his portfolio,
but he also emphasizes that because of
his hardscaping and greenscaping skills,
he can retrofit existing patios and put
them back together like new. “You have
to be prepared to prove that you know
landscape lighting just as good as the
other guys,” Jim says “We're not just
dabbling in landscape lighting design;
it's something we've invested time in to
become true experts.”

Tolearn more about Jim's business, visit
lewislandscape.com. To learn more
about Kichler Design Pro LED fixtures,
including how to register for a hands-
on training seminar, visit kichler.com/
landscape.
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KICHLER Integrated LED Landscape Lighting
Delivers Superior Performance & Reliability.
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JON'T FORGET
ABOUT TURF

hile many
homeowners are
looking to replace
lawn areas with
drought-tolerant plants or
rain gardens, lawns still
offer important benefits
to the urban dweller and
ecosystem. For areas that
need to support regular foot
traffic and playtime for kids
and pefs, turfgrass is still a
good solution. Lawns can
be made more sustainable if
the right variety is selected
and a proper maintenance
regimen is established.
According to Jack
Karlin, program director
for the Turfgrass Water
Conservation Alliance,
water-efficient turfgrasses
use 30 percent less water
than conventional varieties
and provide a whole suife
of ecological benefits.
Dense fibrous root systems
nearly double water
infiltration rates while high
plant density is excellent
at securing and protecting
topsoil. Turf also sequesters
carbon into the soil and
produces oxygen at a
tremendous rate.
Turf also lowers the
ambient temperature of
an urban area, helping to
mitigate the urban heat
island effect, Karlin says.
“Beyond ecological
services, turf has been
correlated to increased
mental and physical
wellbeing, especially in
children, and provides
an affordable, attractive
groundcover that enhances
any landscape,” he says.

WHILE NOT TRUE LILIES,
Zantedeschia spp., are very
elegant flowers for the
spring and summer garden.
Plants grow from tubers
that are best planted bar-
eroot in the fall. Container
specimens can be planted
any time in the growing
season. Once mature, each
tuber will produce a plant
that offers up 10-30 flowers.
The classic white calla lily

is Zantedeschia aethiopica,
but there are other species
and cultivars in a variety

of colors. Callas grow best
in consistently moist soils
with a sun to part shade
exposure. Afternoon shade
is recommended in very
hot climates. Calla lilies
are best suited to warmer
climates and are margin-
ally cold hardy to USDA
Zone 7.

SPIDERWORT WILL BRIGHTEN UP shady spots in rain gardens and along streams and ponds. If there is soggy soil,

this plant is bound to thrive. Tradescantia spp. grow in spreading clumps that can spread and seed quickly given the
right environment. Choose sterile hybrids for smaller areas or if spreading is a concern. Plants grow to about 2 feet in
height. The unique flowers appear in intense shades of purple, violet, pink and even white. Individual blooms last only
a day, but are continually replaced by new flowers from spring through summer. Spiderworts are cold hardy to USDA
Zone 4 and grown through Zone 9.
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WATER MANAGEMENT

Where to drain all that rain

If you work in an area that has too much water, then don’t let it go to waste.

By Hilary Daninhirsch

hile the drought

continued in

California,

just a couple of
states to the east, areas of Texas
were drenched, leading to seri-
ous flooding. And although the
West is dry, certain areas of the
country get a steady dose of rain
on a regular basis.

This provides great opportu-
nities for contractors who want
to help customers be more eco-
friendly, and save some money.
Here are four systems that use
rain where water is needed,

instead of it coming from your
hose or faucet.

PERMEABLE PAVERS. Permeable
pavers are an alternative to con-
crete and asphalt. Typical pave-
ment materials are impervious to
fluid, resulting in runoff, but per-
meable pavers permit rainfall to
percolate through, or permeate,
voids or cracks in the pavement
surface to the underlying soil.
Camille Stauber, landscape
architect and president of Sus-
tainable Places in Skokie, III.,
says that a lot of landscape design

60 JULY 2015 | LAWNANDLANDSCAPE.COM

Plant materials along the edges of permeable pavers play an important
part in absorbing stormwater. There is a wide range of permeable
paver choices for every budget and for every situation.

PHOTO COURTESY OF CAMILLE STAUBER | TOP: © KATARZYNABIALASIEWICZ
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practices have resulted in very
compacted soil, which shed
water and prevent rain from
entering the underground water
system. She says, especially in
larger areas, it is important to
use a paving system that has a
neutral stone base with a sand
topping that is well-compacted
and constructed.

“It’s a little more expensive,
but in the long run, it is a much
better system. You can do plant-
ings along the side so that water
underneath the paved system
gets absorbed quickly,” she says.

Stauber says not to use lime-
stone, as the chemical reaction
from lime and water makes the
soil harder and less porous.

“I would always use permeable
pavers whenever you can, and I
always provide different kinds of
plant materials in low elevation
areas,” says Stauber, stressing
that you should use native plants
when possible and plants that
will tolerate wet conditions.

Stauber says permeable pav-
ers wear really well and are a
very good and durable choice.
“Unlike asphalt or concrete that
will crack and give, if they sag
or heave, you take them out one
by one, fix it, and put them back
again,” she says.

She adds there exists a wide
range of choices in this product
for every budget and for every
situation.

POROUS MATERIAL. Porous Pave
isa brand of pavers made primar-
ily from recycled tires, which
allows water to drain through
the entire surface. The mate-
rial can be used in areas such as
driveways and parking lots. The
product is used in at least 35
states now and in both private
and commercial properties.

Tim Allen, owner of T&K
Qutdoors, in Bemidji, Minn.,
says the product doesn’t plug up
like a lot of permeable surfaces or
crack like concrete.

Plus, he says, it can get into
tight areas, is easily workable
and is easy to maintain with
glue. Another bonus is that he is
now able to blend up the basic

solid colors, which has led to
more sales to correlate with the
numerous color options.

“You can put it in a planting
bed, around tree rings instead of
big metal grates, and the water
runs right through it,” Allen says.

He says he would not install
them in a clay-based area, as clay
needs to be sealed. He says that
they also can be used on very
steep slopes.

“It doesn’t slough off, as it is
rubber, and it doesn’t get slip-
pery," Allen says. “In winter, this
is a huge asset because it doesn’t
hold the moisture. Water goes
through it. Customers don’t
have to worry about slip and fall
incidents.”
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It has never been a more critical time to use landscape irrigation

water use wisely, efficiently and effectively.

Start by wisely, efficiently and effectively choosing the right
irrigation professional for your next project. ASIC professional-
advocates for responsible irrigation for the past 45 years.

MEGADROUGHT MAY

PLAGUE PARTS OF USA:
g USA Today 5:52 pm Est February 12, 2015

visiT WWW.LASIC.ORG For A LIST OF ASIC PROFESSIONAL IRRIGATION CONSULTANTS AND INFORMATION ON HOW TO JOIN OUR ASSOICATION

OF DEDICATED PROFESSIONALS
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RAINWATER HARVESTING. Rain-
water harvesting involves collect-
ing or carching rainwater where
it falls to store for future uses,
such as irrigation.

The rainwater can be collected
from rooftops or other above-
ground hard surfaces. It then
goes through a pre-filter and
is piped into the containment
system.

“In the past this has meant
a rooftop petroleum tank that
could be considered an eyesore,”
says Chad Turpin, co-founder
and co-owner of EcoDrainage
Solutions, a drainage system
installation company in Coates-
ville, Pa.

“Recent improvements in

Porous Pave is a brand of pavers made primarily from recycled tires, which
allows water to drain through the entire surface. The material can be used
in areas such as driveways and parking lots. The product is used in at least
35 states now on both private and commercial properties.

rainwater harvesting allow us to
capture the excess water from
gutters and downspouts, send it
through a pre-filter and store it
in an underground cistern. Then
distribution can range from a
simple pump to an entire fully
automated drip irrigation system
and treatment.”

Once it has been captuted and
pre-filtered, Turpin, who also
co-owns Turpin Landscaping,
says the water can be used in a
number of ways, such as irrigat-
ing landscaping and vegetable
gardens, sustaining a water fea-
ture, providing water to wildlife
and livestock and even assisting
in fire protection. And those are
just the bigger uses. “Consider
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things uke washing your car, power wash-
ing your home, etc.,” he says. “The list goes
on and on.”

Depending on size, though, a system can
be costly to set up. Turpin says a professoin-

ally installed system starts at about $6,000.
Harvesting rainwater is an option under
most normal circumstances, but for those
with well water as their only source, it can
be especially useful as a supplement to the

IR RS

From sketch to project completion, the design
lines are the foundation of every project. To
assure these lines hold true for the project's
lifetime, look to the edging experts at
Permaloc.

Find us at permaloc.com or contact us at
800.356.9660.
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Landscape Bed » Maintenance Strip « Aggregate Walkway ,

Brick Paver « Permeable Pavement « Asphalt Surface « Sports Surface « Green Roof

Rainwater can be collected from rooftops or
other above-ground hard surfaces. It then
goes through a pre-filter and is piped into the
containment system.

well, particularly if the well is unreliable,
Turbin says.

RAIN GARDENS/BIOSWALES. Rain gardens
and bioswales are similar landscaping con-
cepts. Both are used to caprure and filter
storm water by being positioned near a
runoff source.

“A rain garden is a bed that has soil
amended and allows plants to survive in
both wet and dry conditions,” says Matt
Ciminelli, owner of Ciminelli’s Landscape
Services in Lothian, Md.

A rain garden will collect contaminants
that run off of asphalt and from the roof. It
should only be able to hold water temporar-
ily while it absorbs during storms and then
it filters through the amendments of the
soil layers.

Bioswales are essentially ditches with
plants that channel surface water to slowly
intercept water pollutants. They are primar-
ily used when there are significant slopes or
hills, and are less common than a typical
rain garden.

Ciminelli says he doesn’t think of rain gar-
dens as an expense but rather as a necessary
cost or an investment. “If we keep polluting
our water and environment, and not treating
our property, there is a cost down the road,”
he says. The expense lies in the cubic footage
of the soil and plant bed, and the number of
specifications for materials will drive the price
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Introducing Endow™ 2SC azoxystrobin |
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up further. Rain gardens and bioswales can
be planted anywhere you’d have storm water
runoff that needs to be controlled, though
Ciminelli says they are more prevalent on the
East Coast than on the West Coast.

Some commercial properties in the
mid-Atlantic region require them, such as
parking lots.

Also, those who plant rain gardens can
often obtain tax credits and refunds from

¥ REGISTER TODAY ¥

AUGUST 5-7, 2015 « STOWE MOUNTAIN LODGE
STOWE, VERMONT
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event.ascaonline.org
I e

A rain garden will collect contaminants that
run off of asphalt and from the roof. It should
only be able to hold water temporarily while
it absorbs during storms, and then it filters
through the amendments of the soil layers.

municipalities, as they are storm warter
management tools.

In general, Ciminelli says he’d use them
in any circumstance where there is the ability
to capture storm water. “We would not use a
rain garden or bioswale in an area that would
prevent proper construction method and
regular maintenance,” he says, which would
include any severe slope or subsoil that could
not be excavated properly.

“You should only use native plants which
would benefit insects, birds and wildlife, and
reestablish those plants that were removed
when construction was done,” he says. “You
are recreating a habitat, so you should put
natives in.”

The downsides are few, though Ciminelli
cautions that many people do not understand
how to maintain them, or they are some-
times not installed properly or are “overly
planted” with weeds. Owners should pick up
trash regularly, keep out invasive plants and
promote the plants that were planted there.
Another option is putting a maintenance
clause in the contract.

“That’s the number one thing for me:

Are they going to do the maintenance?”

Ciminelli says. “Don’t take that lightly; you
want to make sure it is still functioning 20
years from now.” LaL
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The author is a freelance writer based in Pittsburgh.
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WHAT YOU PAY

FOR WATLER

Combined water, sewer and stormwater prices for households in 21 major cities

wll

SEATILE
SAN FRARCISCO ”@" DENVER
LAS VEGAS @
@ SANTA FE
!Il AUSTIN nAu.As | :
@ \Q’- ™ @ \ WATER PRICES
LOS ANGELES PHOENIX .“gm El” ::::::;:iisms

SAN DIEGD ( , slsz i chm‘m )

SAN ANTONIO

» NOTES: Rates current as of April 1, 2015. | Monthly bill calculated for a family of four using 100 gallons per person per day. » SOURCE: Circle of Blue research, based on utility wafer rates

AVERAGE MONTHLY BILL FOR FAMILY OF FOUR USING 100 GALLONS/PERSON/DAY

@ ATLANTA
2010: §72.95 2015: $91.92

@ BOSTON
2010: $65.47 | 2015: $81.67

@ LOS ANGELES
2010: $58.49 | 2015: $82.42

@ CHARLOTTE
2010: §35.68 | 2015: §58.61

© CHICAGD
2010: $24.12 | 2015: $45.72

© DALLAS
2010: $37.81 | 2015: $46.51

||V | A | R | I |
COST OF 100 GALLONS OF ... STARBUCKS COFFEE: §1,867 ... 2% MILK: §348 ...
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REGULAR UNLEADED GAS: $276 ...

f you look at a map of

the country, you'd be

hard pressed to find

much logic to the price
of water. It costs just as
much for 100 gallons of
water in Boston as it does
in Los Angeles (about
$82), and less than half as
much in Las Vegas ($44)
as in Seattle ($99).

The price for 100 gal-
lons of water — what the
EPA says is the average
an American uses each
day - varies dramaticalty
throughout the country,
according to a recent
study of water, sewer and
stormwater rates from
Circle of Blue, a Michigan-
based non-profit that
reports on freshwater.

"Prices are going
up pretty much
everywhere,” says Brett
Walton, a reporter with
Circle of Blue. And what's
driving those prices
isn't geography, but
infrastructure. "The price
of water isn't tied all that
closely to scarcity. Prices
are what it costs to treat
and deliver.”

Many cities are
coupling price increases
with efforts to find or
make more water.

San Antonio plans to
pipe in water from farms
142 miles away. A private
company is building a
$r-billion desalination
plant in San Diego that
it says will produce so
million gallons of fresh
water a day. In 2014,
two small towns in West
Texas started pumping
treated wastewater
directly to municipal taps.

However cities are
finding new water, one
fact remains: Prices are
only going one way.
“They're not going to go
back down,"” Walton says.
“That's for sure.” LaL
— Chuck Bowen

BUD LIGHT (IN CANS): $810
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Lawn & Landscape
connects you to your
industry, because we
are connected to the
industry. We don'’t just
sit behind our desks

and conduct phone

interviews, either.
We are in the
field talking with
landscapers face to
face. We drive the
equipment, run our
fingers through the
soil, feel the power ...

tent editor Kate Spilﬁg e
Rere in Arliﬁ'gton:ya_.

From conferences
to demo days to
trade shows, we

walk with you

to better help

you solve your
problems.

Lawnérlandstape

LEARN MORE AT WWW.LAWNANDLANDSCAPE.COM
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You already know how to manage
water. Here's how to tell your
prospects why they should eare.”

3y Richard Restuecia

he contractors doing the best

job in water management

today are contractors who are

successful in explaining why

customers should save water
instead of spending time telling customers
how to save water.

If a customer or prospect does not
understand the importance of saving water,
they simply will not care about how you will
save them water. Make sure you have the
following marketing tools in your tool kit
and you are well on your way to explaining
the why, not the how.
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A SIMPLE LEAVE-BEHIND. Sav-
ing water will save money, and
if you are installing tools to
more effectively manage water,
you should have more time to
focus on other key areas of their

V
{ /

When presentingyater management
concepts to our customers, it is
important to remember that they are

asking one question: So what?

landscape, therefore saving the
customer labor costs or time.

Your leave-behind should convey  save water, save

this message. money and
The key concept you need to  improve your
make answers the question: Why  landscape” —

save water? Saving water saves providcs an

money and improves the look of  opportunity to
further explain

why your cus-

your landscape. —
Richard
RESTUCCIA

want to save water. Be sure to

You need to show them, pref-
erably with a picture, whatawa-  tomer should
ter-efficient landscape looks like.
A simple call to action — “call me  include your contact information

for more information on how to  and website.

WATER USE ANALYSIS. This anal-
ysis should include a minimum
three-year history of water use on
your customer’s property. Most
water agencies accept a letter
from your customer giving you
authorization to access their wa-
ter bills. Do this first — do not ask
your customer to get the infor-
mation for you. Water agencies
will be happy to tell you exactly
what they require in the letter so

WHOLESALE WATER GARDEN SUPPLIES

Pondliner

WHOLESALE

ASk aboul our
2015 catalo9

—

3 REASONS TO CHOOSE PONDLINER WHOLESALE

(

WHOLESALE PRICING AND SERVICE

We support your business with a large variety of equipment from
multiple brands. Most orders ship the same or next business day.

EDUCATION

Our customer service representatives are always happy to help
with any technical assistance and are able to provide professional
advice on products, design & construction.

HUGE INVENTORY
Over $1,000,000 of inventory in our warehouse. We handle most
warranty issues for you, no need to contact the manufacturer.

866) 219-3561 *+ www.pondlinerwholesale.com
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you get the proper authorization
the first time.

The next step is calculating
the proper amount of water the
customer should have used based
on their landscape and historical
evapotranspiration. If it is a cur-
rent customer you should have
the square footage information
and breakdown of percentages
of groundcover, shrubs and turf.
If it is a new customer, you may
have to measure or use Google
Earth or Bing maps for square
footage information. These web
services aren’t always perfect, but
don’tlet perfection get in the way
of progress. A solid estimate can
accurately forecast water savings.

Once you have the square

Working Side by Side with the

Y
\

Landsf{zping Industry for Over 15 Years

General Liability > Auto > Property > Equipment > Umbrella > Workers' Compensation

For over 15 years, Program Brokerage Corporation has specialized
in insurance programs for the landscaping industry, cultivating
loyal relationships with over 2,500 lawn care and landscaping
companies nationwide.

We specialize in providing insurance to protect you against risks
that can jeopardize the growth of your business.

PROGRAM BROKERAGE CORPORATION
David Sirles, Vice President - Sales

Office: 843-971-0036 | dsirles@programbrokerage.com
www.programbrokerage.com
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LANDSCAPE
77N\ PROFESSIONALS

Visit bit.ly/landscapeprofessionals today!

(formerly PLANET, Professional Landcare Network)

ESSENTIAL FOR GROWTH

EDUCATION
Delivering invaluable access to the best ideas and practices.

ADVOCACY
Fighting tirelessly in support of your business.

PROFESSIONALISM
Establishing the highest standards and driving the future of our industry.



footage and plant material esti-
mates, you will need ET data for
the property. There are a number
of websites providing ET darta
for cities or whole ZIP codes.
You will also need to estimate or
calculate the efficiency of the irri-
gation system. If this is for a cur-
rent customer you should have a
good idea of this already. With a
new customer you should gain
permission to turn the system on
and take some measurements.
Once you have gathered all
this information, you will be
able to put together your water
use analysis and have something
that looks like the table above.
This is a simple example of
a water use analysis, and you

// i

ESTIMATED IRRIGATED LANDSCAPE SIZE

5 ACRES

AVERAGE COST OF WATER

$4.23 PER UNIT

AVERAGE 12-MONTH WATER USE

$150,000

PROJECTED 12-MONTH WATER USE  $112,500 (25% WATER SAVINGS)

12-MONTH PROJECTED SAVINGS

have the opportunity to make it
more specific based on the data
available and time you spend on
the analysis.

I would also include a monthly
bar chart of projected water use
compared to historical water use
and a discussion of water price

trends.

ROI CALCULATION. Instead of

$37,500

selling water management as
the “right”

protect the environment and

thing to do to

ensure the long term aesthetic
of your landscape, the industry
decided to sell the dollar sav-
ings.

As a result, customers won't
invest in water savings unless
they see a return on their invest-
ment in less than two years. I've
worked with some customers
who won’t make an investment
in saving water unless the ROI is
less than a year. I have met with
several who accept three years,
but almost none who will agree
to make changes if the ROI is
more than four years.

The exception to this has been
customers in California who, due
to the drought, are now willing
to spend money to be sustainable,

FOR A MAI’ ANI] MIALYSIS I]F WATER PRIBES ACRUSS

THE COUNTRY, TURN T0 PAGE 60
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Learn more at

www.PathwauyBioLogic.com // 813-719-7284 ‘
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Pathway utilizes the latestadvancements in microbial
technology to increase soil productivity and root
growth. Healthier root systems provide more efficient
capture and use of water and nutrients. Pathway
products also contain select microbial strains that
disassociate Na ions from soil particles mitigating
salt stress.

AR
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Lawn & Landscape is
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INDUSTRY REPORT
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No matter where or when you look to get the
information you need to grow your business,
Lawn & Landscape is there.

Grab your phone and get your daily fix with us on
Twitter, Facebook and LinkedIn. Thumb through
our sublime print issue, or tap into our amazing app
to interact with us on your tablet. Get the latest news
delivered directly to your inbox every week, and
check out the myriad topic-specific enewsletters
available throughout the year.

WHEREVER, WHENEVER - LAWN & LANDSCAPE IS THERE FOR YOU
WITH INFORMATION YOU NEED TO GROW YOUR BUSINESS.

LaunéLandscape

LEARN MORE AT WWW.LAWNANDLANDSCAPE.COM
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DISEASE
PROTECTION
FOR TURF AND
ORNAMENTALS

Strobe® 50WG

Broad Spectrum Fungicide

The first post-patent azoxystrobin is
awettable granule that prevents or
cures over 27 turf diseases and over 30
ornamental diseases. As a curative, it
controls diseases that are already present
when applied to turf. As a systemic
preventative, the turfgrass will absorb
the fungicide to control fungal diseases,
protect lawns, landscapes and golf
courses. Make Strobe 50WG a key part
of your integrated disease management
program. Also available in a liquid
formulation: Strobe® 2L.

QUALKPR0

Innovation you can apply.

Get connected: n qm

For more information on our wide selection of turf and

omamental products, visit quali-pro.com or call 800-242-

5562. Strobe is reg o k of Control Soluti
Inc., Pasadena Texas, 77507.

PROPERTY

WHITE
HORSEHOA | 940,125 25%

ANNUAL SAVINGS : % SAVINGS

MICRO IRRIGATION :
AND INSTALLATION :
AND MATERIAL :

$127,185.77

PAYBACK EST.
IN YEARS

3.17

“SAVINGS CALCULATIONS ARE FOR WATER COSTS ONLY AND DO NOT INCLUDE ANY OTHER AVOIDED COSTS

not because it is going to pay off for them in a
short period of time. Your calculation should
include historic water costs, the projected
dollar savings from the recommended changes
and the amount of time the changes will take
to “pay off.” Above is a simple example of
an ROI calculation.

CASE STUDIES. When presenting water man-
agement concepts to our customers, it is
important to remember that they are asking
one question: So what?

Keep this in mind and you will never find
yourself straying into the world of distribu-
tion uniformity, Water Use Classification of
Landscape Species or crop coefficients when
trying to make a sale. That “so what” often
leads to questions like, Why should I save
water? How much money will I save? Will 1
have a better-looking landscape?

Once the so-what question is answered, the
next thing they say is: “Prove it.”

The committees, decision makers and HOA
boards typically hear similar promises from
all companies. “We do the best work, we care
about our work more, we will do a great job for
you, and here is our price ... is it low enough?”

Promises are made to decision makers who
have been lied to before. We don’t provide
them with the proof they need to select a
higher price and we get mad when they go
with the lowest price. Often it is our fault for
not providing enough proof for them to select
a higher price.

Water management case studies are the
proof you and your customers need. Every

» T0 DOWNLOAD A TEMPLATE T0 CREATE YOUR
OWN SALES PROPOSALS, FIND THIS STORY

\ 2\ AT LAWNANDLANDSCAPE.COM BY SEARCHING

“LEAD YOUR CUSTOMERS

water management job you start should begin
with a case study in mind. Water management
provides objective measurement, allowing you
to document the results of the changes you
made to an irrigation system. Take pictures of
the property before you start your work. You
already should have water use information
from your water analysis so you can compare
water use to previous years.

Keep your case study simple. I prefer a three-
part case study. Part one states the challenges
the customer is having. For example: White
Horse HOA is a 20-year-old association with
steep slopes surrounding homes and many of
the slopes were planted with turf.

Part two provides the information for the
solution. For example: We removed 60 per-
cent of the turf and replaced it with a more
water-wise landscape including drip irrigation.
For the remaining turf areas we installed smart
controllers that adjust water schedules daily
based on actual water requirements.

Part three provides the results: The first year
we cut water use by more than 50 percent for
a total of $63,000 annually in water cost. This
project paid for itself in the first eight months.

A simple challenge-solution-result formula
provides the answer to the prove-it question
your customer is asking. It provides a solution
to their specific problem in an easy-to-under-
stand manner. It provides the justification the
customer needs to say yes to a higher price.

If you don’t have a job with water manage-
ment history, you can create a case study when
you start a job. The formula is very similar, but
instead of results you include expected results.

For example: Based on our water use analy-
sis, White Horse HOA will save 50 percent
on water the first year, which equals $63,000
in annual water costs savings. Then supply a
reference name and number for the prospect
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to call to see how the savings are progressing at
another job. Itis not as effective as actual results,
but much more effective than just a blanket
promise to save water. You need a case study
for all the customer segments you work with.
Don'’t forget to share these case studies on your
website and social media.

PROPOSAL. Once you have your water analysis,
ROI calculation and case studies assembled,
writing the proposal will be easy. A clean cover
page with a picture of the property helps convey
thar this proposal was designed specifically for
the customer and is not just a generic template.

A proposal is your opportunity to show the
customer how you are solving their problem, so
mention that rightaway: “A Water Management
Solution for White Horse HOA.” I am provid-
ing a solution, not a proposal.

The next page should be your summary. Start
by thanking the customer for the opportunity
to provide the proposal. Tell them what you
are going to do without going into too much
detail: We are converting spray irrigation to
drip irrigation, which has proven to be a much
more efficient way to apply water. We are also
recommending smart controllers, which have
been shown to save 20-25 percent of water on
similar properties.

The next paragraph should explain that what
your client is about to see is the scope of your
services, and the final paragraph covers why they
should invest in their irrigation system: saving
water, saving money and improving the look of
their landscape is critical for the investment they
have in their property.

The next page is where you go into the specif-
ics of reccommended products, the time it will
take to do the project and the cost. This is where
you insert your ROI calculation. Use this page
to present any type of financing program you
have to offer. The next page should be what
every customer wants — the case study provides
justification to pay a higher price and peace of
mind because the contractor has the necessary
experience to deliver on his promises. L&t

The author is vice president, landscape solutions at
Jain Irrigation. He is also the former director of water
management solutions at ValleyCrest Landscape Co.
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GROUND LoGIC”

Pathfinder (shown)

PREMIUM COMMERCIAL SPREADING & SPRAYING EQUIPMENT

Call or visit us online to find out more about our models
and the Ground Logic® advantage.

WWW.GROUNDLOGICINC.COM | 877.423.4340

g

FEATURES INCLUDE: " =

*Billing +Contracts
«Scheduling - Time & Materials
+ Routing *Income Report
+Estimating +Expense Rep

and more!

IT’S TIME TO GET ORGANIZED!

Save thousands
compared to similar
software!

www.adkad.com

Adkad Technologies, Inc. 1.800.586.4683
Get your FREE TRIAL

www.adkad.com/free/LawnAndLandscape
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BUILTTO

CONSER!

The MP Rotator’s
nozzle pops up from
its protected position
only after the riser is water to gently soak into the soil, significantly reducing runoff. The MP Rotator’s
fully extended,

providing a superior .
defense against dirt sprays, and covers distances of up to 35. And now, the NEW MP80OSR series

Hunter's MP Rotator delivers multi-trajectory streams at a slower rate, allowing

uniform distribution results in 30% less water use when compared to traditional

and debris. offers increased versatility for spaces as tight as 6'

The MP Tool makes
radius adjustments MPS80OSR 6'-12'
easy; matched : S

precipitation is

(I jipiy O
maintained at any ! ’ P | ©
arc or radius o

9
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RESIDENTIAL & COMMERCIAL IRRIGATION | Built on Innovation®
Learn more. Visit hunterindustries.com



PARTNERING

TO SAVE WATER

Water conservation has been top of mind in
California, the home of Hunter Industries. But
no matter where you live, we all need to think
about responsible water use. Our industry can
take action today to preserve the enjoyment

of the outdoors for tomorrow. It will take a
partnership of manufacturers and professionals
to address our current water conservation needs.

The good news is that the solutions already
exist. But products are only one part of the
solution. We believe that regionally-appropriate

landscaping and the selective use of turfare a GREGORY R. HUNTER | PRESIDENT | HUNTER INDUSTRIES
must. Well-informed contractors will play a key

role in adapting and efficiently irrigating outdoor spaces. With high-quality proven water-saving
products and online training programs, irrigation professionals will be able to achieve water savings
throughout the country.

Retrofitting spray systems with more efficient rotator-type sprinklers is the easiest way to see an
immediate reduction in water use. And every system, no matter where it’s located, should have a
smart controller to water landscapes based on local weather conditions to maximize savings. Other
solutions include converting small areas from overhead sprays to drip irrigation and adding pressure
regulation to any system for optimal product performance.

Of course, we want to be your manufacturer of choice. We believe that Hunter’s product innovations,
training, and local support combined with your professional partnership will achieve the goal to save
water and preserve it for the future.

J A A=

Gregory R. Hunter, President of Hunter Industries

¢ Hunfer
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Irritrol
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Climate Logic is compatible with
most Irritrol controllers and meets
the criteria for the EPA WaterSense
label.

CLIMATE LOGIC: AN IRRIGATION EXPERT
AT EVERY JOBSITE, EVERY SINGLE DAY

an you imagine how
C much water your clients
would save if you could
send an irrigation expert to the
jobsite every single day? He
could measure the site's sun
exposure and temperature,
monitor current and historical
weather patterns, take into
account the turf or ornamental
plant materials in each zone
and make irrigation schedule
adjustments on the spot.
Sending a staffer to every
customer site every day isn't
practical. But, it is possible
through the use of the Climate
Logic wireless weather sens-
ing system from Irritrol.
Climate Logic is a wireless
transmitting weather sensor
that combines a rain sensor
with an automatic shut off for
precipitation events, a solar
sensor and a temperature
sensor with historical data

to more accurately schedule
site-specific irrigation cycles.
The Climate Logic system
includes an outdoor wireless
transmitting weather sensor,
a receiver module and an SD
card with 40 years' worth of
historical weather informa-
tion based on longitude and
latitude. Climate Logic is com-
patible with most Irritrol con-
trollers and meets the criteria
for the EPA WaterSense label.

“This gets down to almost
a microclimate of a particular
landscape, looking at current
and historical data for a pin-
point on the North American
map,” says Alexis Bookman,
marketing communication
manager for Irritrol, based in
Riverside, Calif.

Because the data used to
make decisions about how
much water to apply and
when to apply it are deter-

mined by information for a
particular site, Climate Logic
“makes adjustments to pre-
vent over-watering that is in
and of itself a key factor to
address drought issues,”
Bookman says.

The system is easy to install.
It has a built-in radio which
means it's wireless. There
are no wires to run through a
jobsite, requiring much less
labor for installation.

Online tutorials in both Eng-
lish and Spanish on the Ir-
ritrol YouTube channel offer
step-by-step instructions for
installation and management
of the system.

An optional handheld re-
mote control adds to the
system’s ease of use. The
remote utilizes the same re-
ceiver module as the Climate
Logic wireless transmitting
sensor. One remote can oper-

ate multiple sensors. “Sitting
in your truck, you can do
maintenance and whatever is
necessary,” Bookman says.

The Climate Logic wireless
water sensing system may
be installed to monitor and
schedule irrigation for single
family or multi-family residen-
tial landscapes, commercial
properties or HOAs.

“Even as experts, we tend
to apply more water than the
landscape calls for most of
the time. The Climate Logic
system takes the decision out
of human hands and leaves it
to the weather and historical
data. You end up with an ir-
rigation expert at your location
and it will save you water in
the long run,” Bookman says.
“When you leave it to the smart
irrigation system, it's a benefit
to the environment and to the
landscape.”

To learn more, visit the Irritrol Climate Logic YouTube channel at: https://www.youtube.com/playlist?list=PL571A45A727F42101
Or visit the Irritrol website at: http://irritrol.com/sensors_climatelogic.aspx.
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Track monthly water savings
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team mare about how the Climate Logic
Weather Sensing System works!

Irritrol

For Professionals Only.™

Visit us at: www.irritrol.com

Tel 800-634-TURF (8873) » Fax 800-862-8676
© 2015 lrritrol
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EAGLE PLUS CONTROL SYSTEM
SAVING WATER AND YOUR WEEKEND

and Anthony Lardieri’'s

phone rings. It's the
coach of a youth group
calling to say that the irriga-
tion system is running on
the field at Fontana High
School and he's got a game
scheduled.

Just a few years ago, Lard-
ieri, as operations supervisor
for Fontana Unified School
District in Southern Califor-
nia, would have had to track
down a crewmember who
lives nearby and pay him a
minimum two hours of over-
time to go in and manually
shut off the irrigation system.

Or even worse, if he
couldn'’t find a staffer to do
the work, he'd have to drive
the 30 miles from his home
to the field and do it himself.

But since the school dis-
trict began switching over its
older central control systems
to the new Rain Master Eagle
Plus central control sys-
tem equipped with i-Central
internet-based control, that
scenario has become less
frequent of an occurrence.
Now, even before he hangs
up the phone with the coach,
Lardieri can boot up his lap-
top or smart phone and shut
off the system without having
to leave his house.

As the Eagle Plus is a
weather-based system that

I t's a Sunday afternoon

ADVERTORIAL

Shutdown

Anthony Lardieri, above, uses Rain Master's Eagle Plus control
system to remotely manage the irrigation systems at Fontana
Unified School District in Southern California.

senses precipitation, it has
the ability to automatically
initiate a “rain shutdown” in
case of unexpected show-
ers. This feature, alone, Lar-
dieri says, has dramatically
changed the way the district
manages its irrigation at all
47 school and administrative
building sites.

“When | first started at
the district in 1990, when
it would rain, our irrigation
guys would spend the whole
day driving around the dis-

trict going to each controller,
shutting them off manually.
Now | can go to a computer
and shut them all off all at
one time with the click of a
mouse button,” he says.

But more than just labor
costs are saved. A recent
comparison between two
schools in the Fontana Uni-
fied School District tells the
real story.

The comparison looked
at an elementary school
with an older manual sys-

tem and a middle school
with the Eagle Plus central
control system with ZipET, a
component of the i-Central
internet software that sends
ZIP code-based weather
data to the central controller
every 24 hours.

The elementary school
using the manual system
without weather sensors
used 9.9 acre-feet (3.25
million gallons) of water to ir-
rigate less than one acre (.94
acres) of greenspace in the
calendar year 2014. Else-
where in the district, amiddle
school using the Eagle Plus
central control with i-Central
and ZipET used just 2.6
acre-feet (326,000 gallons)
of water to irrigate 9.9 acres
of greenspace. That's right,
the site with 10 times more
greenspace used 1.2 million
gallons less water.

“Especially down here
with the drought in California,
| think that for school dis-
tricts, cities and municipali-
ties affected by restrictions
brought down by the state
and governor, it’s really im-
portant to conserve water,”
Lardieri says. “Everybody
has to do their part. This is
a very good tool that shows
tax payers that we are doing
things to try to save as much
water as possible and use it
as wisely as we can.”

For more information visit: http://www.rainmaster.com/eagle_plus.aspx
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Irrigation systems are as unique as the people who manage them.
That's why we innovate and maintain a variety of control system
solutions. From commercial-quality controllers for your home,
to internet-based solutions accessible from your mobile device,

we've got you covered.

N

IRRIGATION  \°
CMONTH— &

RIGHT AS RAIN"
(800) 777-1477 RAINMASTER.COM

©2015 Rain Master Control Systems, All Rights Reserved.
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Toro's new precision series spray nozzles are an
easily installed upgrade that can provide major
water savings.

ACHIEVE 30 PERCENT WATER SAVINGS
WITH TORO'S PRECISION SERIES SPRAY NOZZLES

atched precipitation
rate (MPR) irrigation
spray nozzles have

been the industry standard
for pop-up irrigation for more
than two decades. Yet, a new
advance in nozzle technology
from The Toro Company,
the Precision Series Spray
Nozzles — a new spray head
compatible with nearly every
MPR system installed in the
U.S. today - could help land-
scape contractors achieve a
30 percent water savings for
their clients over traditional
MPR nozzles.

“You can just swap the noz-
zles out, and not change the
run times, and realize about
a 30 percent water savings,”
says Burnett (B.J.) Jones,
senior marketing manager for
Toro ResCom lrrigation.

The secret to the high-
efficiency Precision Series
Spray Nozzles with patented
H20O Chip technology lies

within the chamber of the
H20O Chip. Invisible to the
naked eye, and only seen
with strobe light illumination,
water in the spray head oscil-
lates at over 200 cycles per
second. Water droplets of
consistent size and velocity
exit the nozzle as high-fre-
quency oscillating streams
that create a spray pattern
offering better coverage,
defined edges, reduced run-
off and lower flow rates. The
consistently sized droplets
also reduce misting.

“What we're able to do is
create a much more evenly
distributed area of water as
compared to the MPR nozzles
of old,” Jones says.

More even distribution, or
higher distribution uniformity,
results in superior coverage
while using less water.

Jones says the new Preci-
sion Series Spray Nozzles
target a 1-inch per hour flow

rate. Traditional MPRs aver-
age about a 1.5-inch per hour
flow rate to achieve the same
coverage, hence the 30 per-
cent reduction in water use.

For systems that operate at
higher pressures, Toro devel-
oped pressure compensating
versions of the Precision
Series Spray Nozzles to mini-
mize misting up to inlet pres-
sures of more than 40 PSI.

For even more efficient
irrigation, Precision Series
Spray Nozzles may be inte-
grated into systems operated
by the Evolution Controller
with Smart Connect to “auto-
matically manage and adjust”
irrigation schedules. The
system offers two sensor op-
tions: weather-based or ET/
soil sensor.

Based in Riverside, Calif.,
Jones says he and his col-
leagues at Toro are acutely
aware of the irrigation restric-
tions placed on landscape

professionals who work to
keep their clients’ lawns and
ornamentals healthy and
green, while saving water at
the same time.

For professionals, Jones
says, “Your customers are
looking for solutions. You
as the contractor can bring
these forward as a solution” to
manage drought conditions.

“Many people are being
faced with the decision of
what to do to become com-
pliant with water restrictions
being imposed. What they
don't realize is there are other
options to avoid ripping your
turf out. Simply by doing
retrofits to existing irrigation
systems, they do have other
options to reduce their water
usage,” Jones says. “The Pre-
cision Series is one of those
products to help them save
significant amounts of water
with their existing irrigation
system.”

Learn more by visiting www.toro.com
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TORO WATERSMART
IRRIGATION SOLUTIONS

UPGRADE TO A SMARTER SYSTEM

AUTOMATED WATERING ADJUSTMENTS

Wireless ET Sensor Precision” Soil Sensor

Precision™ Rotating Nozzles Precision” Spray Nozzles T5 RapidSet” Rotor Landscape Dripline P-220 Valves

HIGH EFFICIENCY WATER DISTRIBUTION

Rising water costs, restrictions, and incentives to pull out turf are forcing your customers to make
changes they don't want to make. Toro WaterSmart® products offer options to upgrade existing
systems to be more efficient, so they can keep their landscape the way they like it.

Learn more at: www.toro.com/irrigation
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ADVERTORIAL

A PROFITABLE SOLUTION FOR
LANDSCAPE WATER CONSERVATION

cologel's flagship tech-
Enology, Hydretain, was

designed to reduce
watering requirements by as
much as 50% or more.

Through a unique combina-
tion of hygroscopic humec-
tant compounds, Hydretain
is the only product of its
kind that actually captures
moisture in the soil that would
otherwise be lost to evapora-
tion and passes it to the roots
of plants, minimizing drought
stress and reducing the bur-
den on irrigation.

The ultimate drought buster
product, Hydretain is cur-
rently being used throughout
the state of California where
Governor Jerry Brown has
ordered a mandatory 25%
reduction in water use.

To help achieve this man-
date, the city of Rocklin has
added Hydretain to their 2015
Drought Mitigation Plan. They
have applied the product to
the turf in city parks and re-
duced watering by 50%.

Not only are they doing
their part to conserve, but
the difference is stark when
compared to nearby proper-
ties who have also reduced
watering by half without ap-
plication of the product.

The use in California and
other western states provides
an example of Hydretain's
ability to perform under ex-
treme conditions; however,

Treated with Hydretain, Twin Oaks Community Park in Rocklin, CA is much

greener than the adjacent untreated Elementary School grounds. Both
properties have reduced water use by 50%.

the product's benefits are not
limited to dry climates. While
drought is characterized by
prolonged periods without
adequate rainfall, drought
stress can happen every day.

According to Agronomist,
Jim Spindler, “drought stress
occurs when moisture loss
from the plant exceeds the
roots’ ability to absorb water
and the plant's water con-
tent is reduced enough to
interfere with standard plant
processes.

“Under normal condi-
tions, plants can experience
drought stress regularly in
between periods of rainfall
or scheduled irrigation.” By
maximizing water use in the
root zone, Hydretain protects
against everyday drought

stresses. In addition to the
product, Ecologel offers a
program to help landscape
contractors capitalize on the
opportunity to turn landscape
water management chal-
lenges into profitable service
option.

The Hydretain Advantage
Program provides members
with product training, techni-
cal support, and free market-
ing materials (including mate-
rials for private label brands,
LESCO Moisture Manager
and BioPro's H30 Plus).

Program members also
have the option to be included
in an online professional ap-
plicator directory.

For many applicators, Hy-
dretain has had an immediate
impact on their bottom line:

“We have increased our
business revenue by $10,000
in the first season. We have
added approximately 100
new customers and this year
we are expecting to double
this number. It is an easy
sale.”

- C. Ford, Ford's Hometown
Services - MA

“We sold $961 of Moisture
Manager applications in just
4 days!”

- Max Todd, Fairway Lawn
Service - CA

After several years of use
by golf course superinten-
dents and sports turf manag-
ers, Hydretain has a proven
track record, and is becoming
increasingly popular amongst
landscape professionals.

“Whether your goal is to
reduce watering, eliminate
localized dry spots, minimize
summer stress, insure trans-
plant success or improve
seed germination, we are
confident in Hydretain's ability
to perform,” says company
President, Rick Irwin.

“Allwe ask is that you give it
atry. We guarantee your initial
purchase of up to five gallons
or five bags. If you are not
completely satisfied with the
results, give us a call.”

For more information on the science of hygroscopic humectants, please visit www.hydretain.com/humectants
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. Less Water.

A Product. A Program. A Promise »

Drought and Watering Restrictions are No Match for Hydretain

* Reduce Overall Watering by up to 50%
* Help All Plants Fight Drought Stress
* Enhance Nutrient Efficiency & Uptake
* Improve Transplant Establishment
* One Application Lasts up to 3 Months
* Liquid & Granular Products Available

Join Our Advantage Program
& Offer Hydretain as a Service:

* New Revenue Streams For You
« Reduced Water Use For Them
+ Healthier Landscapes For All

Results Are Guaranteed on your initial trial
purchase - That'’s our promise! See details
online at www.hydretainadvantage.com.

UNTREATED TREATED

S SRR SR S,

Hydretain

ROOTZONE MOISTURE MANAGER

For More Info, Call Us Today at 352-620-2020
or Visit Us Online at www.hydretain.com
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Jain holds the most irrigation device patents and is committed to the
largest research and development effort in irrigation.

SUSTAINABILITY CHAMPS

ain Irrigation was recog-

nized by Harvard Business

to be one of five global

sustainability champions
and also recognized by the
G20 with a “Business Innova-
tion Award." The G20 award
was for teaching proper irriga-
tion methods to thousand of
farmers shedding their depen-
dence on wasteful traditional
forms of irrigation, while in-
creasing theirincome by $100
to $1,000 per acre. This was
accomplished while conserv-
ing 500 million cubic meters of
water per year lifting people
out of poverty. Jain believes
in being insightful servants of
the environment. Exploding
population and diminishing
water indicate water is going
to play a central role in the
future of humanity. We want
to help you make every drop
productive so Jain focuses
on drip and micro irrigation.

Acquisitions of Chapin, the
founding company of drip
tape; NaanDan, the emit-
ter leader, and Thomas Ma-
chines, the manufacturing
equipment leader, along with
PureSense a field monitoring
software, helping growers
save money and manage
limited resources responsibly.
These all help make Jain the
nexus of irrigation technolo-
gy. Today Jain holds the most
irrigation device patents and
is committed to the largest
research and development
effort in irrigation to ensure
water consumption is deliver-
ing the best return. We offer
a full line of products to the
landscape irrigation market
and invite you to try some of
our innovative products. This
is all to fulfill the Jain mission
statement,

“Leave this World Better
than You Found it.

Learn more about us at JainsUSA.com
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ARE YOU READY

TOGET SMART

ABOUT SUSTAINABLE

IRRIGATION?

Jain Irrigation, Inc

the world leader in sustainable
irrigation industry for more than
30 years, is a manufacturer of
quality drip irrigation products
for the agricultural, turf,
greenhouse, nursery, industrial
and landscape markets
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Plantscapers
in Irvine,
Calif., gives
designers
and architects
the tools
they need to
incorporate
green space
indoors.

INTERIORSCAPES

Interiorscaping is taking plant design and installation to a whole new frontier.

Part design, part horticulture and all customer service,
interiorscaping is taking off as the idea of incorporating
natural elements into interior design gains popularity.
Architects and interior designers are starting to include
some green in their designs, and interiorscape companies
are diversifying, branching into furniture, art and more.

In Irvine, Calif., Julie Farrow has been installing indoor
plants for more than 30 years, working with designers
and architects to raise awareness of the benefits of adding
plantings. And now designers are putting green space in
their plans.

“We're being specified where we weren’t before,” says
the presidentand founder of Plantscapers. “We give them
the tools to actually put in living walls in their CAD
designs and we speak to them a lot. It’s a really hot topic
right now. People are actually starting to listen.”

For Plantscapers, working with the designers is crucial

By Kate Spirgen

to a great product. Not only does the endorsement of the
architect help sell the client on planters or green walls,
but knowing the design helps Farrow’s team complement
the office environment.

“There’s nothing worse than having a design that’s very
traditional and then you go in there and you disregard it
and put in chrome pots,” Farrow says. “You really have
to be respectful of what they’re doing.”

At Hoffman Design Group in Folcroft, Pa., the team
does it all, from furniture to artwork to outdoor planters
and window boxes to weddings and holidays displays for
nearly 400 clients in an 85-mile radius of Philadelphia.
The company has been doing so well that it moved to a
larger, 50,000-square foot facility in June.

The goal is to create a happy and healthy environ-
ment to improve people’s well-being. “A company that
is going to succeed now in this day and age needs to
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INTERIORSCAPES

rends move much faster inside than they

do outside, says Julie Farrow, founder

and president of Plantscapers in Irvine,

Calif. Customers want more than just the
standard pots and planters, so interiorscapers need to
keep up to date with the latest design trends to keep
their customers happy.

Plantscapers is always expanding its design horizons,
using cutting-edge elements like preserved grasses,
replica equisetum, character plants, unique pottery and
contemporary lines of squares. Cool tones and steel ele-
ments like gunmetal pottery are big in California right
now, so Farrow incorporates them into her work.

“We're really paying attention to what the architect
and design movement is right now and if we can keep
on that and complement that, | think we're going to do
really exciting things,” she says.

Bryan Hoffman, founder and owner of Hoffman
Design Group in Folcroft, Pa., keeps his customers
intrigued by surprising them with elements like pop-up
gardens and found object planters. From parking lot
gardens to temporary displays, the company is always
trying fo keep clients guessing.

“We're looking at these ways that we can incorporate
changes into the accounts and surprises because the
whole idea of surprising people and capturing people's
attention is a big trend right now," Hoffman says.

Inspiring creativity and interrupting routines in sur-
prising ways is Hoffman's goal, and he says that's what
sets his company apart. Hoffman gets his inspiration
from some of the latest movements in street art like
seed bombing where someone will throw a handful of
seeds into an open lot and see what grows.

Hoffman Design Group is always trying to find new
ways to display plants beyond the green wall and
green roof, looking at ways to combine art and hor-

Power Washers
From $299

1-877-737-2787
www.JacksSmallEngines.com
www.MowersAtJacks.com
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Indoor design trends change much faster than
outdoor landscaping trends, meaning interiorscapers
need to stay up to date on the latest styles.

ticulture in ways no one has seen before. Capitalizing
on the popularity of biophilia (the idea that there is an
instinctive bond between human beings and other liv-
ing systems), Hoffman and his group create a natural
office environment.

“Why would people want to use us if we didn’t have
the newest, latest innovations to share with them?”
he asks. “They could just go to Home Depot and buy
some pots and plants and do it themselves."

Husqvarna Chainsaws
From $159

Cahadtod 4

SAVE ON EQUIPMENT

MLl il FREE SHIPPING & NO SALES TAX OUTSIDE OF MARYLAND

Billy Goat Blowers
From $729

COMMERCIAL &

BUSINESS SAVINGS

SIGN UP FOR AN ACCOUNT TO RECEIVE DISCOUNTED PRICING

be more focused on plants and
their effects on the office as well
as how they relate to the interior
design of the office,” says Bryan
Hoffman, founder and owner of
Hoffman Design Group. “Plants
by themselves — anyone can do
that. You really need to be able
to figure out a way to provide
a whole environment for the
people in the office.”

STRICTLY BUSINESS. Plantscapers
and Hoffman Design Group
both service mostly corporate
clients like hotels, retail centers,
offices and other public spaces,
with Hoffman’s clientele 100
percent commercial, and Far-
row’s 80 percent commercial and
20 percent high-end residential.

Both companies employ 18
fulltime workers, and Hoff-
man also has 30 to 40 seasonal
employees. While Plantscapers
is all interior, Hoffman’s land-
scape services make up about 45
percent of the company’s rotal
revenue. That includes interi-
orscapes and outdoor planters.
The rest comes from displays
and design.

Plantscapers’ goal for net gross
profit is 55 percent with a 2014
revenue of $2 million.

Each department at Hoffman

Ryan Aerators
From $2,495

v
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Design Group has its
own goals with an overall
ideal of 15 percent profit
margin.

Last year, the interi-
orscape department had
a goal of 45 percent net
profit and exceeded it by
2 percent.

“Interior landscapes
has a lot of reoccurring
revenue so it’s easier to
predict what revenue is
going to be coming in
every month and as long
as the routes are managed
efficiently and there’s not
a lot of turnover, things
can move along nicely
according to plan with-

out too many surprises,”

Pop-up gardens and unique displays keep Hoffman Design
Group's clients guessing what’s coming next.

You really need to be able to

figure out a way to provide a whole

environment for the people in the

office.”

Bryan Hoffman, founder and owner

of Hoffman Design Group

Hoffman says.

Both Hoffman and
Farrow got into the in-
dustry for their love of
plants, but stress that it’s
a business, not a hobby.
Since interior landscap-
ing is a luxury service, she
stresses that it’s important
to be a perfectionistand a
professional at all times.
And if you don’t know

how to do something,
find someone who does.

“Hire people to do the
things that you don’tdo,”
Farrow says. “So if you're
not good at accounting; if
you're not good at busi-
ness, then hire people
who can help you with
those things because you
can’t be great at every-
thing.” 1aL

OFFERING BOTH FUNCTION AND BEAUTY these surface spray aerators are engineered C€
to provide results, and are supported by a 5-year warranty and Pattern Guarantee.
Widely used throughout the world, Otterbine’s Aerating Fountains improve and
maintain water quality in ponds and lakes by controlling algae and eliminating odors
while providing attractive fountain-like displays. LED light systems available!

To learn more call us at 1-800-237-8837 or visit us online at www.otterbine.com/aerating_fountains

LGy

Aerating Fountains
by Otterbine®
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CLASSIFIEDS

Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 x291 or bvelikonya@gie.net.

BUSINESS OPPORTUNITIES BUSINESS OPPORTUNITIES

SELL LANDSCAPES « c\ J()BS

W‘

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

SELI
N ARAR4

LANDSCAPES & JOBS

I’mht C enters
Revenue Streams
Customer Bases
- NO Payments/Interest
* A Simple, Easy Add-On Service
* Buy Manufacturer Direct

1-800-334-9005

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.

Lawnstandscape

Please contact Bonnie Velikonya
at 800/456-0707 x291 or bvelikonya@gie.net.
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SELLING YOUR BUSINESS?

FREE
APPRAISAL

NO BROKER
FEES

Professional Business Consultants
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Mugu & Acquisition Specialists
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Professional Business Consultants can obtain purchase
offers from qualified buyers without disclosing your
identity. Consultants’ fees are paid by the buyer.
CALL:

708-744-6715

FAX: 508-252-4447
pbcmello1@aol.com

BUSINESS FOR SALE

ey ACQUISITION

W  EXPERTS «
EAST COAST OF FLORIDA
LAWN AND LANDSCAPE
Palm Beach ..... Asking $295,000
St. Lucie ..... Asking $85,000
Garden Center ..... Asking $299,000
Dixie Chopper Dealer ..... Asking $599,000

Contact: John Brogan
for a confidential conversation.
Office: 772-220-4455 - Cell: 772-284-4127
E-mail: john@acquisitionexperts.net
Visit our website at www.acquisitionexperts.net

WE SELL BUSINESSES IN FLORIDA

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
33% Discount!
All three for $200 plus $19 S&H

Email Tiffany for more info at tiffany@jrhuston.biz

VIEW CLASSIFIEDS ONLINE AT

LAWNANDLANDSCAPE.COM
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BRAINSTORMING MEETING FOR SALE HELP WANTED

Raleigh-Durham, NC
BRAINSTORMING MEETING
Hosted by Jim Huston
August 20-22, 2015
2.5 days of interaction with up to 20 non-competitive
green industry companies.

Two primary topics:

1. Buying & selling Green Industry companies
2. Building a high-performance & highly profitable
business.

For more details email:

Tiffany: tiffany@jrhuston.biz
Or Jim: jhuston@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

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, Spreaders and parts |
Largest diverse plow inventory
Western, Fisher, Blizzard,
Meyer, Diamond, Snoway,
Snowman, Boss, Snowex
1000 plows in stock
WWW.STORKSPLOWS.COM
610-488-1450

LAWN MAINTENANCE
AND LANDSCAPING FORMS
Order online and save. Invoices, Proposals, Work
Orders, Door Hangers, Promotional Products and
more. ShortysPrinting.com. 1-800-746-7897.

GOT PLOW
PARTS?

WWW.GOTPLOWPARTS.COM

GreenSearch

Since 1995, GreenSearch is recognized
as the premier provider of professional
and confidential employment search
exclusively for exterior and interior landscape,

irrigation, and the overall green industry

throughout North America.

Check us out on the Web at
www.greensearch.com or call toll free

at 888-375-7787 or via
e-mail info@greensearch.com

e
INIL
LANDSCAPE |

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@lmilandscapes.com.

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

LANDSCAPEJOBS.COM

Jobs & Resumes for Landscape Pros.
http://www.landscapejobs.com.
1-717-479-1850

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 part of a:
« History of growth and success
« Tradition of community support

We are expanding and have immediate
openings for landscape management
and construction positions
in PA, MD, VA, NC & GA.

Contact Lauren Moyer at:
Imoyer@ruppertcompanies.com
Check us out at:
www.ruppertlandscape.com

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.

Call Dolores Franta
at 800-456-0707
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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,

helping cover your grass since 1985

WIH COVEryOurgrass com

1800.886.2398

CALL 1-800-886-2398 TODAY
FOR A QUOTE!
Brett Adams, Green Industry Specialist
brett.adams@coveryourgrass.com

e Programs for Lawn Care & Landscape,
Big & Small
e Specialty Coverages for:
e Professional Liability
e Damage to YOUR customer’s
property
e Pollution Liability (including Auto
Spill)
e Herb/Pest Endorsement
e Member: PLANET - CALCP -
ONLA - OLCA

LANDSCAPE EQUIPMENT

TREE STAKES
Doweled Lodgepole Pine
CCA Pressure Treated
2" Diameter, Various Lengths
Economical, Strong and Attractive
Phone: 800-238-6540
Fax: 509-238-4695
JASPER ENTERPRISES, INC.

We ship nationwide.

Web site: www.jasper-inc.com

PLANTS, SEEDS & TREES

NATIVE SEEDS

Largest supplier of native seeds east
of the Mississippi. Over 400 species of
grass and wildflower seeds for upland to
wetland sites. Bioengineering material
for riparian areas and erosion control.
Contact ERNST SEEDS today.

www.ernstseed.com - 800/873-3321

LAWN SIGNS

POSTING SIGNS

RNDSIGNS

Marketing, Design & Print

View Hundreds of
Promotional Ideas, Layouts
& Exclusive Images Online!

PROMOTIONAL [

RNDsigns.com « 800.328.4009
Posting Signs *« Door Hangers

MAXIMIZE
YOUR
ADVERTISING
DOLLARS

We offer the industry’s
lowest costs for you to
be seen in both Lawn &
Landscape magazine and
on Lawnandlandscape.com.

4

94

Property Programs also available. j Brochures « Mailers More
LAWN &w Lg:;gg”e ON The Lawn & Landscape magazine’s
Reprint Service
faCEbOOk. Email: reprints@gie.net or call
facebook.com/lawnandlandscape ‘ 800-456-0707 to learn more.
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LanGelandseape

Please contact Bonnie Velikonya at
800/456-0707 x291 or bvelikonya@gie.net.



mailto:rbersnak@keenanins.com
http://www.jasper-inc.com
mailto:reprints@gie.net
http://www.ernstseed.com
mailto:bvelikonya@gie.net

Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 x291 or bvelikonya@gie.net.
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Software

B

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. ALL at a
price your business can afford, with
no recurring costs. CRM, Billing,
Scheduling, Proposals, Sales Tax Calc,
Reports, E-mail Billing, Integrated
Credit Card Processing. No need
to learn another software package,
BILLMASTER is customized to fit your
needs. Conversion from ANY system
included. New Tablet Apps for Windows
8! Unlimited training, support, updates.
New Product: BILLMASTER-OnTheGo

mobile app solution for your business.
Record work, payments, create

estimates and automatically update
your office computer.

FREE tablet when you sign up
for BILLMASTER - On the Go

VISA, MC and AMEX, Checks.
GET YOUR BILLS DONE FASTER
WITH BILLMASTER!
e-mail: sales@billmaster.info
201-620-8566 www.billmaster.info

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.

VlEW CLASSIF!EDS ONLINE AT

DEADLINE:

CLASSIFIEDS

Pleas@ email LR
2 subm,SS,Or,S
r

any Questions

Zf’naJ,ng Editor
x Fian Horn at .
S bhornag,e net.

ALL ENTRIES WILL BE ACCEPTED BY JULY 27

A

. e

ATENTON BESGUBILEOIRATR

awn & Landscape is looking for the best design/build

companies in the industry to submit the best work they’ve

done in the 7 different categories below. All we need are

a few photos along with some information on why you are
submitting this project for the particular section. Once we’ve
gathered all the entries, the L&L team will select which ones will
be featured in Lawn & Landscape magazine. The winner from
each section will receive a $25 gift card to Lowe’s.

THE CATEGORIES ARE:
Front door/entryway
Patio (no pool)

Pool

Driveway
Outdoor kitchen
Rain garden
Xeriscape

XERISCAPE

HOW TO ENTER:

Send two to three high
resolution photos (7X5 or
bigger at 300 DPI) and 300-
400 words describing your
project with details like:

Why you chose to submit it,
challenges on the project and
how you overcame them, how
long the project took, etc.

DRIVEWAY e
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AD INDEX

Advertiser
Adkad Tech
Altoz
AMSOIL
Aqua-Aid
Ariens/Gravely
ASIC
Atlantic Water Gardens
Bayer
Cascade Lighting
Case Construction
Equipment
Chevrolet
CLC Labs
Corona Clipper
Ewing Irrigation
Exmark
Ford
Gempler's
GIE+Expo
GopherX

Website

adkad.com

Alfoz.com

amsoil.com

aquaaid.com
gravely.com

ASIC.org
atlanticwatergardens.com
BackedbyBayer.com
cascadelighting.com

CaseCE.com

chevrolet.com
syntheticturftesting.com
coronatoolsusa.com
ewingi.com
exmark.com

ford.com

gemplers.com
GIE-EXPO.com
GopherX.com

Page #

77
2

47
33

99
62

10

23, 75"
63

2]

5

96
45
37

61
50-51
48
7l
96
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 Visitour |,
§ Wwebsite ¢
9 forademo |
L Video!

Advertiser Website Page #
Ground Logic groundlogic.com 77
Hunter hunterindustries.com 24
Jacks Small Engines JacksSmallEngines.com 90
John Deere Construction JohnDeere.com/Eskid 19
Kawasaki kawpower.com 38
Kichler Lighting landscapelighting.com 56-57
Kubota Tractor Corp. kubota.com 67
Lebanon Turf Products  LebanonTurf.com 16,17
Little Giant |
Outdoor Living g-outdoor.com 3%
MistAway mistaway.com 28
Neely Coble neelycoble.com 59*
Otterbine otterbine.com ]
Pathway Biologicals PathwayBioLogic.com 74
PBI/Gordon Corp. pbigordon.com Nn*, 69*
Pennington penningfon.com 15
PermaGreen Supreme permagreen.com 12
Permaloc
Aluminum Edging permaloc.com 64
Phyllom Bioproducts phyllombioproducts.com 36
o USE YOUR

d33a

4N O A

SY4IWOLSND

MosT VALUABLE TooOL
FOR CUSTOMER
SATISFACTION AND
RETENTION —

CLC LABS SOIL
TESTING!

Call 614/888-1663
and Start Today!

325 Venture Drive
Westerville, OH 43081
614 888-1663

FAX 614 888-1330

Exclusive Laboratory Services for the
Turf & Ornamental Professional.




AD INDEX

Advertiser Website Page # Advertiser Website Page #

Pondliner Wholesale pondlinerwholesale.com 72 Verizon Network Fleet  networkfleet.com 7

Pro Landscape / Drafix ~ prolandscape.com 100 Wacker Neuson wackerneuson.com 27,29

Qualipro quali-pro.com 76 Weisburger Insurance programbrokerage.com 72

Real Green Systems RealGreen.com 13

Sakata SakataOrnamentals.com 36 Drought Busters

SipcamAdvan sipcamadvan.com 65 Ecologel hydretain.com 86-87

Southern Nursery Hunter hunterindustries.com 7879
i sna.org 97 : 2

Association Irritrol irritrol.com 80-81

SUREthrlve / Vitamin supetihriveicom A Jain Irrigation, Inc. jainsusa.com 88

Institute Rain Master rainmaster.com 82-83

Turfco turfco.com 52 Toro Irrigation toro.com/irrigation 84-85

US Lawns uslawnsfranchise.com 49 * denotes regional advertising

Place a Classified today!

Please contact Bonnie Velikonya
at 800/456-0707 x291 or
bvelikonya@gie.net.

Connecting the Industry
Across the Southeast —@

-—
SNAms E July 21-23 2015 Atlanta Georgia

Georgia International Convention Center

SNA 2015 combines the SNA Regional Marketplace with the Southern Plant Conference, the
SNA Research Conference, the SNA Annual Business Meeting, and SNA State Officer’s Conference
to bring one unparalleled event — all under one roof!

@ Plants @ Products @ People ® Education and More
Featuring the best Featuring the lotest in retail, Connect with industry’s most forward Educational sessions for retailers,
ornamental trees, shrubs, landscape and outdoor thinking growers, breeders, researchers, growers and landscapers by top
and color from top growers living products, garden gifts, retailers, landscapers, manutacturers ndustry experts (CEUs approved

across the region accessories and more and distributors from across the by ISA, PLANET, FNGLA, VNLA,
" Southeast TXNLA and more)

Southern Nursery Association
WWWw.sna.org

D GGIA |
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TIPS FROM THE TOP

Sponsored by

Interviewed by CHUCK BOWEN

—

MARK TOMKO

// PRESIDENT, METCO LANDSCAPE

1 got into landscaping
because | didn't have a
job. | was a stock broker
back in the mid-eighties

Aurora, Colo.

that's easy. We could do
that." So we just started
doing install work and
we learned kind of the

| TOP 100 RANKING [
and the stock market hard way. And then
blew up. So | got out of 31 about 1999, a home-
the stock broker business (t) ¢ builder asked us to help
and couldn't get a job, so 2014 REVENUE _ NI him. That's when things

I said, “OK, I'm going to
start mowing lawns.”

i $40 million

started to take off pretty
good.

1 don’t know anything about landscaping -
still don't. Mostly I'm a customer service guy.

So we just started mowing some lawns and
then trying to find work. So that's ‘87. Prob-
ably all the way until about ‘98 we were this
little goofy mowing company that didn't do
anything right. | mean, we were horrible.

In ‘98, somebody asked me to do some
install work. Of course | told him, “Yeah,

We just started chugging along for many,
i many years. We really didn't start o become a
i real company until after g/n.

A guy sent me a brochure. It said, “Hey,
would you like a business consultant to come
in and help you?” So he came over and started
fo organize us.

| was on a trip in Hawaii. | called him from
i my balcony and | said, “Hey, dude, I'm not

98 JULY 2015 | LAWNANDLANDSCAPE.COM

i going to implement any of this shit. You need
to come work here yourself." Because, you

: know, I'm a marketing and customer service
person. | come up with the great ideas and |
can tell people once to do it, but I'm not so
good at implementing.

His name is Greg Ritscher. He came over
here for six years and got us organized. And
we went from - 2001 our revenue was $3

¢ million. By the time he was done with us in ‘06
our revenue was $33 million.

! It was a hell of a lot. We had some serious
growth. Then the housing market crashed -
‘07, '08 and ‘o9 were just horrendous years.
We went down to $15 million.

When the market did crash, even though we
weren't necessarily very profitable, we didn't
have too much debt. So for a couple of years -
‘07, '08 and ‘o9 — we paid off all our debt and
managed things there very closely. We came
out of that crash very strong, and in 2010 we
started growing again.

So second time around, we did a lotf better
because in the early growth of 2000 to 2006,
we were just developing systems. Mostly just
corporate structure-type stuff because prior
to Greg coming, the guys didn’t even have
time cards. We just kept their time on a pad of
paper in the office. We'd call them every day
and there would be their name and then we'd
just write the hours down.

We put in safety procedures, we put in
purchasing procedures, any kind of opera-
tional procedure he helped us develop. We
evaluated talent. We'd have people come over,
“Hey, you want a job?" You know, “You like
Mountain Dew? | like Mountain Dew. Come on,
let's go to work.” That's true.

We were just like cowboys. He just modern-
ized us. So he brought in key people: a CFO,

a CPA group. We got hooked up with some
banks, so that things started to become more
! real. et

PHOTO COURTESY OF MARK TOMKO
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slaa-( IA-, PAYMENTS AS LOW AS
FINANCE : 8L

b IVIONLL
FIND A LOCAL DEALER AT GRAVELY.COM/LOCATOR TO TAKE ADVANTAGE OF THIS OFFER.

SEE DEALER FOR MORE DETAILS.

1stallment loan account. Offer is subject to credit approval by TD Bank N.A. Applies to a financed purchase of $1,500 or more on a Yard installment loan account.
ayment re q'mnd A Loan Processing Fee of $125 will be added to the account. Loan balance is payable in 48 equal installments with an interest rate of 0.00%
f ed on an Amount Financed of $13,000 over a 48 month term with a $125 Loan Processing Fee and an interest rate of 0.00%, required equal

monthly paym’em; will be $273.44 with a 0.47% APR.
An (/l?l.ﬂld Company Brand GRAVELY-COM




WHAT WE SAY TO CUSTOMERS

Some Otto Luyken Laurel, Fothergilla major
Mount Airy, Orange Storm Flowering Quince

WHAT THEY HEAR

Some blah, blah, blah, blah, blah, blah,
blah, blah, blah, blah, blah, and,
blah, blah would look great.

R

Communicating your vision to prospective customers has never been easier
with PRO Landscape design software. Whether your design platform is a desktop,
laptop or tablet you can design and sell anytime, and now — anywhere.

Start Speaking Their Language Today!

prolandscape.com | sales@prolandscape.com | 800-231-8574

PROLandscape TRE \mgm

Industry-Leading Landscape Design Software



mailto:sales@prolandscape.com

