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Check out the bold engineering of 
our Altoz mowers at Al loz .com. 

Wi th its exhi larat ing performance, 
A l toz wi l l sat is fy all your mowing 
needs — especially if your 
customers do the work for you. 
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*Class is 6-7 Conventional Chassis Cabs. **See dealer for details. Requires the GNG/Propane Gaseous Engine Prep Package at time of order 
Vehicle shown with aftermarket equipment. 



When you need to pull ahead, just hit the gas — with the 6.8L Triton® V10 3-valve 
gasoline engine in the Ford F-650/F-750. Only Ford offers you a gas engine in 
this class* of trucks. With a substantial 362 hp, 457 Ib.-ft. of torque and available 
CNG/propane conversion capability,** Ford Commercial Vehicles give you some great 
business choices to make. Find out more at ford.com/commercialvehicles. 
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ONLINE CONTENTS 

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

TAKE HE TI THE IIP 
AST MONTH WAS 
OUR 2015 TOP 100 
ISSUE, where we 

i not only gave you a 
list of the highest-gross-
ing-revenue companies, 
but also featured stories 
on some of those busi-
nesses. We've created a 

one-stop-shop for all things Top 100, including pre-
vious lists and links to virtual tours we did of four 
companies last year. Visit bit.ly/LLTopioo to get a 
recap of the largest companies in the industry. 

Major gas 
retailers plan 
expanded 
E15 availability 
GASOLINE RETAILERS KUM & GO AND SHEETZ 
announced recently that they will sell E15 fuel 
in three new states and 125 stations, Reuters 
reported. The Outdoor Power Equipment 
Institute and other trade groups have been 
trying for several years to prevent the blended 
fuel - which contains 15 percent ethanol -
from coming to market. Research has shown 
that the higher level of ethanol can damage or 
destroy engines that aren't designed to run it. 
Visit bit.ly/LLeisgas for the full story. 

Employee retention 
FIVE YEARS AGO, WE COVERED THE TOPIC OF 
RETAINING EMPLOYEES. Visit, b i t . l y / re ta in2o io 
to find out if you use the same methods now, 
or maybe you have drifted away from a tried 
and true strategy and need a refresher. 
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Show 
us what 
you9ve got 

We want to see your beautiful 
projects and how you 

make them come to life. Join us on 
Instagram at @lawnlandscape and 
use #lawnlandscape to show off your 
teams and their hard work. We'll 
even give you a look at some of the 
behind-the-scenes action here at L&L. 

And speaking of showing off, 
we're looking for your best tips and 
tricks for staying efficient. Whether 
it's getting out the door on time in 
the morning, tightening up routes or 
closing deals, tell us how you trim 
the fat. Just use #landscapehacks on 
Twitter, Facebook or Instagram to 
share your best practices. You could 
be featured in a future issue of Lawn 
& Landscape magazine. 

THE SPOKEN WORD LAUUN CARE 
R-A-D-l-O N-E-T-UU-OR-K 

Below are just a few of the great podcasts on our Lawn Care Radio Network. 
Visit, bit.ly/lcrnweb to listen to all of them, or visit, bit. ly/lcrnetwork 
to subscribe for free on iTunes. 

How to sell 
your company 

Bringing in good 
employees can be 

tough - but you can 
get better quality hires 

when you show off how 
your company cares 
for the team. Jason 

Cupp, former business 
owner and now growth 

consultant, talks with 
Editor Chuck Bowen 

about making the right 
connections, 

b i t . l y / l c rnse l l 

Branch out 

No one wants to book 
a job and then show up 
with no plants to put in 
the ground. And with 
more jobs available, 

there can be less plant 
material around when 

it's needed. Bud Powell, 
vice president of sales 

and marketing for 
PlantBid, talks about 

how reaching out 
by using technology 

can help, 
b i t . l y / l c rnb ranch 

The state of 
social media for 

business 

It's not a bad thing, but 
Landscape Leadership's 

Chris Heiler says the 
buzz of social media 
has worn off a bit for 

companies. Heiler gives 
tips on how you can still 

use it to market your 
company, and discusses 

some other trends he 
sees happening in 2015. 

b i t . l y / l l soc ia lmed ia 



ËË I trust STIHL to get the job done. 
Zack Kline is committed to finding a better, greener approach to land-
scaping and he chooses STIHL. "STIHL electric and battery-powered 
equipment is powerful, efficient and stands up to hard work," says Kline. 
"STIHL earns my loyalty because of the great service they provide. If I 
ever have an issue with my equipment, I can take it to my local STIHL 
Dealer and they'll take care of me so I can keep taking care of my clients." 

To find a dealer: S T I H L d e a l e r s . c o m 
For product information: S T I H L u s a . c o m 

STIHL 



EDITOR'S INSIGHT 

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

These kids today 

It's official: Millennial now make up 

the largest chunk of the American 

workforce. According to the Pew Re-

search Center, this group of 18-to-34-

year-olds represents 53.5 million employees, 

and that number is only going to get bigger. 

What's more: Millennial have even infiltrated 

the highest levels of this very magazine. 
Generational conflicts are real. My 

grandparents complained about my parents' 

generation, who then complained about my 

generation, and I complain about my kids' 

generation (but not my kids — my kids are 

angels). And while real, those differences 

between generations can help you more than 

they hurt you. 

This summer, a new crop of Millennial 

graduated and entered the landscape in-

dustry. They are talented, excited and ready 

to make a difference. Finding students to 

profile for the cover story was easy. Choosing 

just six was very difficult. 

So how can you attract the best and 

brightest landscapers coming out of places 

like BYU and Cal Poly and Michigan State? 

Well, we asked them for you. 

As part of our continuing effort to help 

you find and keep good employees, we 

surveyed students from landscape and hor-

ticulture programs across the country. Not 

surprisingly — if you read up on the general 

behavior of Millennial — what they want 

is a chance to do work that helps people. A 

big salary or company truck didn't top the 

list of desired perks. 

The landscape students we surveyed said 

the most important thing they're looking 

for in a place to work is a positive culture. 

More than half said upward movement is 

important, and more than a third want flex-

ible hours and a chance to have a positive 

impact on the environment. 

But the best way to hire these students 

is to get on their radar at the National 

Collegiate Landscape Competition. Put on 

every year by the National Association of 

Landscape Professionals, the event brings 

together the smartest and most enthusiastic 

landscape students from all over. As they say, 

it's best to hunt where the deer are, so plan 

now for a couple days at Mississippi State 

next March and bring your business cards. 

I'm a Millennial, as you can probably tell by 

the photo up there in the corner, but I don't 

speak for the rest of the 75 million members 

of my generation. I can, though, speak from 

my own experience that I find it much more 

rewarding to get an email from a landscaper 

saying the latest issue helped him solve a 

problem than I do seeing my direct deposit 

post to my bank account on the 15th. 

And while I appreciate the paycheck, it's 

not what gets me out of bed in the morn-

ing. What I love most about this job is that 

I get a chance every day to work with really 

smart and creative people, and have the op-

portunity to help others. 

These kids today are ready to make the 

landscape industry even better. Now's your 

chance to hire them. — Chuck Bow en 
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Topchoice With just a single application of Topchoice® insecticide from Bayer, 
you can protect your turf from fire ants for a full year. It controls 
existing colonies as well as prevents new infestations so you can 
defend your turf all season long and keep customers happy. 

I 

^ f f Follow us on Twitter @Bayerl_awn Purchase Topchoice from an authorized distributor, or contract 
application service by a licensed professional. 

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

JUST ONE APPLICATION FOR ONEFULL YEAR WITHOUT FIRE ANTS.RESTRICTED USE PESTICIDE DUE TO TOXICITY TO AQUATIC INVERTEBRATES. For retail sale to and use only by Certified Applicators or persons under their direct supervision 
and only for those uses covered by the Certified Applicator's certification. 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 (reg'd), and Topchoice® are registered trademarks of Bayer. Not all products are registered in all states. Always read and follow label instructions. ©2015 Bayer CropScience LP. 

http://www.BackedbyBayer.com
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Enrique Herrera, left, and Jorge Aguirre are part of Serpico's team that 
volunteers its services at George Mark Children's House. 

A place to breathe 
Serpico Landscaping services a location 
where nature serves as a much-needed 
calming influence. By Brian Horn 

o 
J I f h no! Not if I can 

~ help it." 

That was Sha-

ron Serpico Hanson's reaction 

in 2009 when she saw a news 

story about George Mark Chil-

dren's House in the greater San 

Francisco area having to close for 

funding reasons. 

The next day she called the 

organization and said Serpico 

would care for their grounds 

for free, which the company has 

been doing since April of 2009. 

George Mark Children's 

House is a nonprofit organiza-

tion that operates a pediatric 

palliative care center. The 15,000 

square-foot house sits on 5 acres 

of land and helps families with 

sick children live in a more re-

laxed environment. 

"Every child has what would 

be considered a life-limiting ill-

ness," says Ken Sommer, director 

of advancement at the house. 

The home has three different 

programs: 

• Respite care - This gives 

a break to families who have to 

provide constant care for their 

child. "The child will stay here 

for anywhere from a weekend to 

a couple of weeks," Sommer says. 

"The mom and dad know that 

the medical needs for the child 

will be taken care of and then 

maybe they can have a night off." 

• Transitional care - The 

child has a life-limiting illnesses 

GOOD WORKS 

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

and they've been in the hospital 

for an extended period of time. 

They no longer have to be in 

the acute hospital, but they're 

not quite ready to go home or 

the family isn't ready for them 

to come home. "We'll take 

them here, continue for some 

treatments, could be chemo or 

something like that, and then 

the real beauty of it is we'll help 

train the parents how to take care 

of that child," Sommer says. 

• End of life care - "That's 

typically about 25 percent of our 

patients," he says. 

Sommer says in 2010 the 

house closed for six months, and 

is doing better now financially, 

but still not completely out of 

the woods. That's why Serpico's 

volunteer work is so important, 

along with the physical im-

provements they do to help the 

patients and their families. 

"They are here every single 

Tuesday with their crew of guys 

who do an impeccable job of 

maintaining the grounds," he 

says. "So having the beautiful 

scenery outside the windows is 

very settling and relaxing, but 

likewise, getting our kids and 

families out into this beautiful 

environment - again, it just 

helps the mind, body and spirit." 

A couple of years ago, Serpico 

Hanson says the company want-

ed to have a different branch 

do the work to spread the costs 

around, but that disappointed 

the current crew. 

"That crew came to their man-

ager and said, 'Please do not take 

this account away from us. We 

want to continue doing this. This 

is about why we come to work. 

It's so important to us.' And I 

get emotional just even thinking 

about that because it's absolutely 

the core of the values that we talk 

about at Serpico," she says. 

Carson Brown, a branch 

manager who works on the prop-

erty, recalls a time he was about 

to do a quality inspection and 

his crew stopped him and asked 

him to avoid a garden. From a 

distance he could see a family 

consoling each other. 

"Before I left, we were ap-

proached by a person from the 

group that was gathered," Brown 

says. "She stated how much they 

appreciated us not working in 

this area while they were there 

and that they were going inside. 

"She also told me that they 

love the gardens and use them all 

of the time to gather themselves. 

It means a lot to me that these 

gardens means so much to the 

families and that Serpico has 

become a known member of this 

great place." 

Brown also says he feels a per-

sonal connection to the house. 

"I have friends and family 

who have lost children and it 

is unimaginable the grief they 

deal with," he says. "It is truly a 

tranquil setting where they can 

meditate or just enjoy not being 

restricted to their rooms." 

http://www.lawnandlandscapexom
mailto:bhorn@gie.net
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Left: Grasshopper Lawns gave a Pennsylvania soccer 
field a proper spring start up, including aeration 
and seeding, fertilizing, weed control and liming. 
ABOVE: Bartlett's Maryland branch passed out 
seedling trees to groups in the area. 

The industry celebrates Day of Service 
Taking place on Earth day, the national event had nearly 60 registered projects. 

As a way to celebrate Earth Day and unite the 
green industry around giving back to the 
community, NALP's annual Day of Service 
took place on April 22, with nearly 60 

registered projects done in 24 states across the U.S. 
Started in 2009, a total of 1,000 projects have been 

completed by 16,000 volunteers for a value of $4 million. 
Using the hashtag #PLANETDOS, companies 

tweeted pictures of crews and projects throughout the 
day as jobs were completed. Lawn & Landscape has 
compiled a number of the projects. 

AmericanHort - Ohio 
In honor of Earth Day, AmericanHort maintained 
the landscape outside of the company's office. Two 
honeybee hives were installed and plans were made 
to incorporate a pollinator garden into the landscape 
when the weather gets warmer. Staff also planted 
a new tri-colored beech tree and cleaned up litter 
around the neighborhood. 

Bartlett Tree Experts - Maryland 
As part of Day of Service, Bartlett passed out seedling 
trees to students, community groups and local 
reforestation efforts. 

Bland Landscaping -
North Carolina 
Bland's estate 
gardening team did 
a workday with the 
farmers at Burkett 
Farm. The floriculture 
and account manag-
ing team donated 
design and install of 
annuals for a project. 
On the following 
day, various team 
members donated 
two home land-
scapes for Habitat for 
Humanity of Wake 
County. 

Grasshopper Lawns 
- Pennsylvania 
The company 
donated time and 
services to a local 
soccer field, McDade 
Park, in Scranton. 
Grasshopper Lawns 
gave the field a 
proper spring start 
up, including aera-
tion and seeding, 
fertilizing, weed 
control and liming. 

• For more pictures of 
other projects done for 
Day of Service, head to 
NALP's flickr page. 

Milosi Landscape -
Tennessee 
Milosi provided 
landscape services to 
the Hendersonville 
Public Library. The 
company refurbished 
the landscape, 
including plant bed 
maintenance, shrub 
and tree pruning, 
new mulch, weed 
control and plant 
health care. A 
sensory garden for 
the children's area 
was also installed. 

GrowinGreen - North Carolina 
GrowinCreen partnered with the Victory Junction Gang Camp to prep 
the camp's entrance for campers arriving this season. Victory Junction 
enriches the lives of children with serious illnesses by providing life-
changing camping experiences that are exciting, fun and empowering, at 
no cost the children or their families. 

http://www.lawnandlandscape.com


ASK THE EXPERTS 

For more news, visit www.lawnandlandscape.com 

Q: Wha t are you r recommenda-

t ions fo r deve lop ing an effec-

t ive sa fe ty and heal th t ra in ing 

program? 

A: 1) Create safety and health 

policies and procedures. 

This should include manage-

ment's full commitment to a 

comprehensive safety and health 

training program for all employ-

ees. Policies should be written 

and shared with all employees, es-

pecially during your new worker 

orientation. 

2) Identify all regulations and 

laws related to worker safety and 

health that impact your firm. 

These may be local, state or 

federal regulations that you will 

need to comply with. 

3) Identify all hazards that 

may expose your employees to 

injury or illness. 

Rank the identified hazards 

based on work environments, 

equipment, chemicals, etc. Rank-

ing these hazards helps you 

prioritize the time available for 

worker training. 

4) Develop and deliver train-

ing based on the prioritized 

hazards identified in Step 3. 

Include selecting training 

materials from reputable pro-

viders like NALP, insurance 

companies and universities 

(Kansas State, Ohio State, etc.). 

Also ensure that all training is 

documented regarding date, 

topic and presenter and is 

signed off on by all attendees. 

Documentation of training is 

important if you are subjected 

to an inspection. 

5) Evaluate all safety and 

health programs using a mini-

mum of post-tests to determine 

if the trainees learned from their 

training programs. You may 

STEPS TO 
STAYING SAFE 

also include a brief pre-test to 

determine their knowledge level 

before the training was delivered 

and compare it to your post-

training results. If the training 

evaluation indicates shortfalls, 

retraining may be required on a 

group or one-on-one basis. 

Landscape work involves the 

use of some type of equipment 

or tools depending on the ser-

vices provided. 

Lawn maintenance, for ex-

ample, often requires using 

commercial equipment such 

as zero-turn mowers or larger 

mowing equipment. It is im-

portant to include the various 

types of equipment under the 

equipment listing. 

Zero-turns have proven to be 

very dangerous for untrained 

workers using them at work sites 

with uneven terrain, drop-offs 

and water-retention areas. 

Zero-turns and other com-

mercial equipment can be quite 

noisy. Personal protective equip-

ment in the form of hearing 

protection is very important and 

should be part of the training for 

all equipment. 

Proving training in both Eng-

lish and Spanish is critical if some 

of your workers are not fluent 

in English. They need to under-

\ V / / NATIONAL 
V V / / ASSOCIATION OF 
/ / > > LANDSCAPE 

PROFESSIONALS 

stand the training and you may 

need to take into consideration 

Latinos' culture and beliefs about 

safety and health issues. One 

example is eye protection and the 

need for certified eyewear. 

During a project I conducted 

in the Chicago area, Latino work-

ers were very concerned about 

the appearance of their eyewear 

and often resisted protective eye-

wear in place of more fashionable 

sunglasses. 

It was an uphill battle, but 

most workers were willing to 

wear the new generation of eye-

wear that meets the ANSI Z-87.1 

(2010) standard. 

Depending on your equip-

ment, there are many items 

that can create hazardous work 

conditions unless your employees 

are adequately trained and fol-

low your safety procedures at all 

times. You may need to develop 

employee remediation practices 

for those workers who refuse to 

follow the firm's safety rules. 

And remember, all of the com-

ponents of your safety and health 

program must be in written form 

to avoid an inspector writing you 

up for failure to have a written 

safety program (a common cita-

tion issued by OSHA). 

Sam Steel, safety adviser 
National Association of Landscape 
Professionals 

ASK THE EXPERTS is brought to you 
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 
www.landscapeprofessionals.org. 

http://www.lawnandlandscape.com
http://www.landscapeprofessionals.org


4 BECOME A MISTAMAY DEALER TODAY! ^ 

Is this how yffir clients 
enjoying their not landsc 

HELP! LANDSCAPERS! 
We are actively seeking Landscaping Professionals ti 
sell, install and service our innovative outdoor mistini 

systems that effectively control mosquitoes and 
other annoying insects. 
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HIT THE 
BOOKS 

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

WE SURVEYED 
HORTICULTURE STUDENTS 
on a number of items, 
including what family and 
friends thought of a green 
industry major. You can find 
more results from the survey 
on pg. 46. 

COMMENTS: 
My father didn't think there were any jobs. 

Joke's on him because I found one before 

graduating and will make enough money to move 

out and be independent. 

i My parents thought I couldn't take the hard 

work that goes into certain green industry jobs. 

i They worry about the off season when grass 

doesn't grow. 

Being a female in the green industry, they felt 

like I wouldn't be able to perform with the men or 

that an employer wouldn't give me a chance. 

It was one my dad always compared to why I 

should go to college, so I wouldn't have to do that 

kind of work every day. 

COMMENTS: mmmmmammmmmmmmmmummmmmwmmmmm 

My father was a building planner for the 

county and knew this was a good choice. 

They aren't familiar with the industry, but 

they have been coming around and becoming 

more proud and interested as they've been 

more exposed. They think it is pretty cool now. 

My mother has always been supportive 

of my decisions for the career path I am on. 

After having seen what all there is to offer in 

the green industry, I think she feels better now 

than when I initially started. 

My parents trusted in my decision to join 

this industry. They are big believers in the 

service industry because of the potential jobs 

that are created and the opportunity for one to 

own their own business. L&L 
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WEEDS 

Before They Start! 
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Tired of dealing with weeds week after week? 

Woodace Preen Plus stops weeds from growing by 

providing a barrier so they can't even sprout. Don't kill 

your weeds, prevent them. To find out more, ask your 

local LebanonTurf distributor or visit our website. 

DID YOUR PARENTS/GUARDIANS 
QUESTION YOUR ABILITY TO MAKE A 

CAREER OUT OF A GREEN INDUSTRY MAJOR? 

YES: 24% 
NO: 76% 
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It's not that complicatecL..for better turLuse better ingredients 

MESA 
Patented Controlled Release Nitrogen 

Long term feeding 

Faster green-Up 

Half a piece of MESA is still MESA 

Fewer clippings 

Dark green color 
without surge growth 

Available in ProScape brand 

Not complicatecLjust 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. 

LebanonTurf 

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 

THINGS THAT MAKE YOU GO 'HUM 
I'VE BEEN REALLY BUSY THE PAST SIX MONTHS TRAVELING AROUND, helping landscapers grow their businesses 

and working hard to grow my own. As I reflect back on some experiences I have had (I put them all down in my 
journal so I remember), I felt compelled to share what I saw in hopes of teaching in the process. 

I upgraded my cable at my house to the mega-super, duper fast one - no new cables, just a flip of a switch and, 
presto, my internet goes so fast when I order from Amazon, the package is in the mailbox in 10 minutes. (Okay, just 
kidding about the last part.) The thing that is interesting about Time Warner Cable is if you call to report a problem, you 
get put on hold; if you call to add new service or buy new things, you can talk to someone right away. Hmmmmmm. 

I took my family on vacation to 
the Key Largo Marriott. It was, with-
out question, the worst Marriott I 
have ever been to in my life. The 
rooms we had for my family were 
dirty and worn out. I specifically 
requested adjoining rooms so I 
could keep an eye on my teenag-
ers, but that didn't happen. We 
were on opposite ends of the hotel. 
The entire staff we encountered, 
with the exception of Simon, Luz 
and Barbara, was grumpy, rude 
and disengaged. I asked to speak 

to David, the manager, and I asked 
for him to call me. I never heard 
from him. I did see him on the way 
out with a couple boxes of Dunkin' 
Donuts for his team. Donuts aren't 
going to help them; leadership will. 
After two nights, we moved to an-
other Marriott on Hollywood Beach, 
Fla., and it was lovely. Same brand, 
two totally different experiences. 
Hmmmmmm. 

I had one of my ACE groups into 
Dayton for a meeting. I took them 
to Firebirds, a new restaurant by my 

office I like. One of my ACEs, John 
Richter, from Birmingham, Ala., said 
in his lovely Alabama accent, "Oh 
man, the Firebirds by us is terrible; 
we won't go there." After John and 
my other guests ate at Firebirds, 
they were happy and agreed "my 
Firebirds" is a good one. Same 
restaurant, different experiences. 
Hmmmmmm. 

In the last year, five of my 
landscaper clients have traveled to 
Dayton, Ohio, to have their truck 
beds built by the little company that 

does all of ours. We have a pretty 
slick set up they are copying. Even 
though there are tons and tons of 
bed manufacturers, these landscap-
ers come to Dayton, Ohio. One of 
them came all the way from Oregon 
and spent three days driving the 
thing home. Hmmmmmm. 

Folks, at the end of the day, we 
all have a product to offer. For the 
most part it's pretty easy for the 
competition to copy your products, 
your plants and materials, use the 
same equipment and trucks as 
you and even hire some of your 
team away from you. However, it's 
impossible for them to duplicate and 
copy the way you treat your clients, 
which is a direct result of the culture 
you have at your organization. It's 
not what one person does that 
can make or break the successful 
landscaper, it's what all of you can 
do together focused on an end goal, 
a vision, a desired outcome, your 
ideal state. 

Your job as a leader is to make 
sure that when a client needs 
service, you deliver it in such a way 
they say, "Man, I am glad they're my 
landscaper" and not, "I really wish 
I wouldn't have done this project 
with them." Your job as a leader is to 
walk around your business and get 
out on jobsites. You can't sit in your 
office and hope things are going 
well. Get out and make certain. 

Your job is to make sure your 
offering is consistent. If you have 
branch locations, they all need to 
perform at a high level, not just 
some of them. And your job is to be 
so good at your work, people will 
stand in line, bring you in from two 
towns over, and pay you to do what | 
you do because you do it better than | 
anyone else in your marketplace. 
Quit competing on price - compete | 
on service and quality. That's the 
zone to be in. L&L o 
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J IM HUSTON runs J.R. Huston Consulting, a green industry consulting firm. 
www.jrhuston.biz;jhuston@giemedia.com 

STONEWALL JACKSON 

STONEWALL JACKSON WAS ONE OF THE 
GREATEST MILITARY GENIUSES TO EVER 
COME OUT OF WEST POINT. He was 

meticulous with the details in his prepara-
tion for battle. He could zoom out and almost 
instantly understand a battlefield's numerous 
threats and opportunities. 

Unfortunately, for all of his brilliance, he 
was extremely headstrong and often kept his 
troops in the dark regarding important battlefield 
details. 

My mind drifted to my clients and what I tried 
to do for them in my seminars, workshops and 
consultations. I attempt to quantify and measure 
the business process and utilize this information 
by means of easily understood metrics. 

The whole purpose of this process is to mini-
mize risk and maximize certainty in a business. I 
use two tools for doing so. The first is the annual 
budget (the big or strategic picture). The second 
is individual pricing scenarios for a company's 
services and projects (the little or tactical picture). 

N THE FOG 
DIG DEEP. The previous day I had worked with 
my client Jim Webb. Jim is the president of 
Valley Landscape Service in Jackson, Wyo. As 
we had done for the previous IO years, Jim and 
I sat down and prepared his 2015 annual budget. 
Using 2014 data from QuickBooks as a point of 
departure, we projected 2015 revenue. 

Next we calculated material, field labor, field 
labor burden, equipment, rental equipment and 
subcontractor costs for all his profit centers. We 
then calculated his general and administrative 
(G&A) overhead costs for the year. 

This annual budget process took us 2-3 hours 
and it gave us the big picture for 2015. We had 
measurable sales goals, costs and projected net 
profit margins for each division. If something 
went wrong in a division, we could analyze the 
data and determine what went wrong and why. 

Once we had the annual budget (the big 
picture) in place, we then reviewed Jim's pric-
ing for all of his services (the little picture) to 
include irrigation service, mowing, fertilization, 

cleanups, fine gardening and so forth. When 
reviewing each service, Jim and I scrutinized 
each cost to ensure they accurately reflected the 
costs for Jim's company. 

This process gave us unit prices for services 
sold by the man-hour (mowing, cleanups, 
irrigation service, etc.) and those sold by the 
material unit. Jim had pricing worksheets going 
back almost 10 years. We could review them 
and see how his pricing had evolved over the 
past decade. 

It was a tedious process. However, once 
completed, Jim had accurate prices for all of his 
services which not only included healthy net 
profit margins but also accurately reflected costs 
specific to his company. In addition, Jim had 
quantifiable and easily measured hourly, daily, 
weekly, monthly and yearly revenue goals for 
each member of his team. 

If Jim's crews hit these benchmarks, the com-
pany would be profitable as projected. If they 
did not hit these benchmarks, Jim and his team 
had the data to analyze what went wrong and 
then make the appropriate adjustments. 

SMART BUT SILENT. General Jackson was a 
brilliant tactician. His analysis of both big picture 
and little picture events was superb. Sadly, as he 
was scouting for the battle of Chancellorsville, 
Va., his scouting party inadvertently rode their 
horses in front of the Confederate battle lines. 

When Jackson's party turned to cross back 
through those lines in the dark, friendly forces 
thought they were being attacked by Union 
cavalry and they opened fire. Jackson died May 
10, the victim of "friendly" fire and, you could 
argue, the self-inflicted fog of war. 

Too often, contractors, while brilliant in 
some areas, grope around in the fog as they 
are oblivious to threats that loom in the dark. 
Proper analysis of both big and little picture 
details is critical. Doing so provides the data that 
everyone in a company can use to improve the 
operation. 

Not doing so keeps everyone in the dark. 
Jackson learned the hard way that keeping sub-
ordinates in the dark can be costly. Fortunately 
for green industry contractors, shooting yourself 
in the foot is a form of friendly fire that costs 
you money and not your life, L&L 
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BY BROCK McREA 

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

GET TO THE GOOD STUFF 
T'S HARD ENOUGH TO CREATE A JOB 

DESCRIPTION, POST IT AND THEN REVIEW 

APPLICATIONS. And yet, you haven't even 
gotten to the most important part - the 

dreaded interview. 

To me, interviews are dreaded by most 
because they are hard to do and most hiring 
managers and supervisors are afraid of making the 
wrong hiring decision due to lack of information 
they are getting from their interviews. 

You may be asking how it's possible to go 
through an interview and still not know anything 
about a candidate. Well, the next question to ask 
yourself is what kind of questions am I asking? Are 
they traditional yes or no questions that lead to a 
yes or no response, or are they open-ended ques-
tions that help you get a real life example from the 
candidate? 

To take the dread and guess-work away from 
interviewing, we should be asking open ended 
questions and using a proven technique called be-
havioral interviewing (Bl). So what does this mean 

to you as a hiring manger or supervisor? 
Behavioral interviewing is also known as 

competency-based interviewing or targeted 
selection. It focuses on questions that delve into 
candidates' past behaviors. These questions are 
designed to get the candidate to develop stories 
to illustrate that they have the necessary skills for 
the position and or employer. 

The behavioral interview technique is used 
for many reasons, but the main reason is 
because past behavior predicts future success. 
It's also used as in indicator of personal traits and 
characteristics. When asking the right questions 
and listening to a candidate's answers it will help 
you look at their thought process and problem 
solving skills. 

Looking at behavioral interviewing more 
closely, there are three basic steps to follow. 

The first thing you need to do as a hiring 
manager or supervisor is nail down the skills and 
qualifications that you are looking for in an ap-
plicant that will have them do well in the positon 

they are interviewing for. You can find these in 
your job descriptions or, more importantly, your 
current employees. Next, write open-ended ques-
tions based on the requirements and skills you've 
identified. These questions will get the applicant 
to talk about their experiences where they were 
successful or not successful in the past. Lastly, if 
you feel the applicant didn't answer the question 
fully, you can use probing follow-up questions to 
get more information. 

When creating your behavioral interview ques-
tions there are some basic recommendations to 
consider. First, these are almost always written as 
open-ended questions. This is to ensure that the 
applicant provides a description of past behavior 
and experiences, not a simple yes or no answer or 
canned answer. 

Because the questions aren't asked in a yes 
or no format, there is no one right answer. The 
applicant is simply describing a past experience. 
In addition, the questions are geared towards 
past performance, allowing the applicant to relate 
what they actually did in a situation rather than a 
made-up answer. 

There is a common tool called the S.T.A.R. 
method that is used to create effective behavioral 
interview questions. S.T.A.R. is an acronym that 
represents what you are asking the applicant: 

• Situation - Tell me about a time... 
• Task - Where you had to problem-solve 

with a group... 
• Action - What role did you play? 
• Results - And what was the outcome? 

Now let's say the applicant did not specify what 
role they played in the group. An example of a 
follow-up question might be, "What was your 
specific role in the group?" 

As you can see, a well-written behavioral 
interview question based on the role you are 
interviewing for can provide great information on 
a person's past successes. Spending extra time to 
create these types of questions for each job will 
improve your chances of hiring the right person 
for the job and the company culture. 

Mastering the technique of behavioral interview-
ing will be sure to get you more excited about 
interviewing once you see the positive results, L&L 

The author is a recruiter at Swingle Lawn, Tree 
and Landscape company in Denver. 
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GAMING 
m ) 
GREENING 
Roxy Wolosenko hit 
reset and quit her 
desk job designing 
popular video 
games to start 
a career outdoors. 

By Brooke N. Bates 
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\ 
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s a computer 

game design-

er, Roxy Wo-

losenko spent her days at a desk 

creating virtual environments for 

simulation games like the popular 

series The Sims. On weekends, 

she couldn't wait to get out in the 

real world to do something more 

tangible, like gardening. 

She started taking some grad-

uate-level landscape architect 

classes through UC Berkley 

Extension, but didn't finish. "I 

was making good money with 

a good career in computer game 

design," Wolosenko says, "so I 

thought, why jump ship?" 



Eventually, she got tired of sitting in 

front of a computer all day and took the 

leap. She left gaming and started Roxy 

Designs in Moraga, Calif., to focus on 

landscape design. She soon realized design 

alone wouldn't pay the bills like it did in 

the digital world, so she got her contractor's 

license in 2007 and hired a crew to handle 

the installs. 

"We started with small jobs, mostly just 

planting and some irrigation, and then as 

the business grew, we took on more of the 

full installation," she says. "We got more 

involved in concrete, retaining walls, drain-

age and construction." 

Since 2007, Roxy Designs has grown 

about 10 percent annually, and generates 

revenue of $750,000. Wolosenko plans 

to add another maintenance crew to her 

team of 10 employees this year. And to 

build a successful full-service landscaping 

firm, Wolosenko had to overcome some 

obstacles. Fortunately, she'd already con-

quered some of them in the gaming world. 

"Computer game development was a 

completely male-dominated field, and now 

I'm a female-owned business in a mostly 

male-owned business world," she says. 

"If a job requires construction, there's 

an assumption that I don't know what 

I'm doing. There's a double standard that 

women know flowers but they don't know 

drainage. One of the lessons I learned in my 

previous career was that I can do it just as 

If you have a well-designed garden, Wolosenko 
says it shouldn't require very much maintenance 
in the long run. 

well as the men." To prove she could cut it 

in landscaping, Wolosenko borrowed a les-

son from her career designing video games. 

"A game's success is about the way it 

connects with the people who play it," she 

says. "Similarly, you can apply that same 

psychology to understand who your clients 

are. Some clients just want a pretty landscape 

to look at; other clients want to get out there 

and start a vegetable garden. Understanding 

the dream people have for their experience is 

what allows you to create a good garden - or, 

conversely, to design a good game." 
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CLIENT COMMUNICATION. Listening is the 

key to understanding what clients want. The 

problem is that most clients don't often have 

the design vocabulary to explain what they 

want, so there's some decoding involved. 

"When people want a design, what they 

do is they describe a feeling, an activity 

and then a style," Wolosenko says. "What's 

critical is listening - not telling them what 

you think they want to hear, but listening 

- and then trying to come up with ideas 

from your own experience and testing to 

see if they resonate with them." 

For Wolosenko, listening is an iterative 

process of observing how clients react to 

suggestions. When she mentions the popu-

larity of vegetable gardens, for example, 

she'll get one of two reactions: "Yes, that's 

exactly what I want," or, "That's what 

supermarkets are for." By floating ideas, 

understanding what gets traction and 

building on those, Wolosenko learns about 

clients' dream environments. 

"People have a hard time coming up with 

ideas on their own, but they're very good 

at reacting to pictures, so engage them in 

that way," Wolosenko says. 

"I've put together plant palettes on Pin-

terest, and people can look at the plants 

instead of looking at little circles on a 

top-down plan. Giving them pictures so 

they can see how they would see it if they 

were standing there, that helps connect 

the dots." 

APPLYING TECHNICAL KNOWLEDGE. But 

listening to clients is only half the battle, 

because you can't always do what they ask. 

The hardest part is aligning what clients 

want with what's sustainable in California, 

Wolosenko says. For example, clients might 

show her pictures of their dream gardens - in 

much wetter climates like England or Japan. 

If she can't give them that exact Japanese 

garden, she can design a space with the 

same feeling. "It's designing the right kind 

of garden for where we live. It's conserving 

water and putting plants in that fit the spot 

at the mature size, not at baby size," Wo-

losenko says. 

"A tremendous amount of it has to do with 

Roxy Designs 
has grown 
about IO percent 
annually, and 
owner Roxy 
Wolosenko plans 
to add another 
crew to her team 
of io employees 
this year. 

3M helps keep you safe 365 days a year. 
June is National Safety Month — the perfect time to make 
sure you're covered on the job site. Trust 3M for complete 
protection. Our full line of safety products helps keep you 
safe — every job, every day. Because just like you, safety 
works hard all year. 



M AIN TA ININ G WHAT YOU'VE BUILT 

Since Roxy Design 
launched as a landscape 
contracting business with 
design/build services 

in 2007, clients have been asking 
owner Roxy Wolosenko for more. 

"They kept asking me to come 
back and spruce up their gardens or 
just help them, because they hired 
people who didn't really know what 
to do with the native or Mediterra-
nean plants I installed," she says. 

A couple of years ago she 
added maintenance, and now it is 10 
percent of her service mix. Just as a 
contracting license gave her more 
control to bring her designs to life, 
handling the maintenance allows 
Wolosenko to keep her designs 
pristine as gardens grow and fill in. 

Wolosenko designs gardens that require as little maintenance as possible. 
While some of her clients need weekly lawn maintenance, most only 
require her crew to come out monthy. 

At first, Wolosenko just started main-
taining the gardens she installed for 
existing clients. Now, clients seek out 
Roxy Designs for installations explic-
itly because the company can keep 
the landscape looking great with 
long-term maintenance, she says. 

While a few clients require weekly 
lawn maintenance, most of Wo-
losenko's clients only need monthly 
visits. Wolosenko selects drought-
tolerant plants instead of large 
patches of lawn and installs efficient 
irrigation systems. She also selects 
plants that will fit the space at their 
mature size so they don't need to 
be prunned often. "You really don't 
have to do that much maintenance 
if you have a well-designed garden," 
she says. 
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deep plant knowledge, what goes with what, 

and what can be substituted for a particular 

look or feel." 

Wolosenko's goal is to design gardens 

that require as little maintenance as pos-

sible. Water is everyone's top concern in 

drought-stricken California, so Wolosenko 

approaches each job with conservation in 

mind. After selecting native plants, she 

implements drip irrigation, or systems with 

high-efficiency rotors and smart controllers 

that adjust automatically based on weather 

conditions. 

Currently, she's converting a pool into a 

rainwater collection system for a client. As 

a master gardener in Contra Costa County, 

she often gives free educational lectures 

about conserving water through simple 

landscaping tips, like adjusting irrigation 

controllers for each season instead of setting 

and forgetting. 

"If you're not installing drought-tolerant 

landscapes, putting in as little lawn as pos-

sible and selecting plants that don't require 

water, then you're doing a disservice to your 

2 clients," she says. 

3 "I try to talk my clients out of plant-

2 ing large lawn patches or riparian species, 

| and talk them into more drought-tolerant 

| plants. Some clients don't care, but I want 

jS to feel like I'm contributing to positive 

£ change in the world." L&L 

IF A JOB REQUIRES CONSTRUCTION, there's an assumption 
that I don't know what I'm doing. There's a double standard that 

women know flowers but they don't know drainage. 

- Roxy Wolosenko, owner, Roxy Designs 

NOW AVAILABLEJN 
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• Advanced genetics provide exceptionally high turf quality and density 
• Water Star® varieties require up to 40% less water than ordinary grass seed 
• Persistent turfgrass quality under heavy use 
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CAUG CULTURE 
How successful 

landscape firms 

get their seasonal 

and full-time 

employees 

to live the 

company values. 

By Kristen Hampshire 

Posting a mission statement to the lobby wall or defining core values in a company bro-

chure are one thing. But culture is living those words in the field, and employees are 

responsible for executing "who you are" as a landscape professional. Establishing a strong 

culture can be a challenge in a seasonal industry because employees regularly come and 

go. How can you ingrain your company spirit in workers that may only be with your 

firm for several months? 

Meanwhile, growing companies are constantly integrating new employees into the mix, and "train-

ing culture" isn't easy. You can't roll out a manual and test new team members to make sure they're 

"ingrained." Creating culture takes time, dedicated leadership that sets an 

example and, above all, consistency. ABOVE: As a way to build 
This month, Lawn & Landscape spoke to three firms about how thev 3 fu '*ure# Turfscape 

, , , J organizes a company 
maintain a strong culture while integrating seasonal workers, interns and Olympics where branch 
new employees. teams compete. 

s e e * * - - ' 



BEYOND OUR PAGES 
Visit our NEW downloads 
page to get more of what you 
love from Lawn & Landscape. 

Chuck Boweri, 
Editor 

WWW.LAWNANDLANDSCAPE.COM/DOWNLOADS 

Download our 
free reports, series 

arid other bonus 
industry-related material 

Sign up to receive new 
download notices directly 

to your inbox. 

Tell us about industry 
issues or interests 

you'd like to explore 
more deeply. 
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SunPatiens* 
Impatiens 

Fast coverage and easy care 
in the landscape! 
• Thrives under high heat and humid conditions 
• Continuous flowering from spring through fall 
• Wide color range with full-sun to shade versatility 
• Robust plants are unaffected by downy mildew 

SAKATA 
www.SakataOrnamentals.com 

© 2 0 1 5 Sakata Seed America, Inc. 

IR REMETE 

T.R. GEAR 

LANDSCAPING 

Thomas Gear, president 

LOCATION: 

Fairfield, Ohio 

ESTABLISHED: 

1980 

EMPLOYEES: 

60 full-time, 90 seasonal 

2014 REVENUES: 

$14 million 

CUSTOMERS: 

100% commercial 

SERVICES: 

Landscape maintenance, 

snow and ice management, 

design/installation, irrigation 

TAKE-AWAY TIPS 

BE CONSISTENT. 

• "Do not waver from your core 
values," Gear says, adding that 

when employees understand 
expectations and recognize 

they will be rewarded for meet-
ing goals, they work together 

and the culture benefits. 

TOSS THE 

BAD APPLES. 

Often, employees who do not 
fit in with the culture weed 

themselves out by underperfor-
maning, resulting in disciplinary 
action and termination, or they 
leave because they don't want 
to adhere to the standards. But 

don't ignore "bad apples." "Either 
try to fix the problem or get rid of 

the problem," Gear says. 

MAKE THE 

MISSION CLEAR. 

The mission statement at T.R. 
Gear is posted on the lobby wall 
for everyone to see. "We live by 

it," Gear says. The mission sets 
the tone for the company culture. 
Leaders demonstrate the mission 

in the field, and employees fol-
low the example. 

Setting 
an example 

Aculture clash is ulti-

mately the reason why 

Thomas Gear founded 

his business, T.R. Gear Land-

scaping, 35 years ago. He spent 

a year working for a large com-

mercial landscape contracting 

company that focused more on 

quantity than quality. "They had 

no interest in doing anything 

unless it was the fastest, cheapest 

way," Gear says. 

"I started this company with 

the culture of doing things right, 

treating customers and employ-

ees right," Gear says. "And I 

never looked back." 

Culture is an aspect of the 

working environment that em-

ployees "see and feel right away," 

Gear says, and that's because man-

agers live the company mission 

and set the example for all work-

ers at T.R. Gear, whether they're 

working at the company for the 

summer season or full-time. 

Employees who adopt these 

habits and mesh with the com-

pany culture are rewarded with 

incentives, including oppor-

tunities to advance and share 

in the company's profits when 

financial goals are met. 

One key component of T.R. 

Gear's company mission is to 

"provide a corporate culture 

based on integrity and continu-

ous improvement processes that 

enable employees to achieve 

personal and career goals." 

"When employees are at the 

technician level, we talk to them 

about what they need to do to 

become crew leaders, and from 

there we let them know how 

they can get to the supervisor 

http://www.SakataOrnamentals.com
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ExakTime 
1.877.391.0475 www.exaktime.com/lal 

level and then account man-

ager," Gear says. 

Showing employees a career 

path is a big part of the culture 

at T.R. Gear because workers 

know their commitment to the 

company's success will pay off 

personally and professionally. 

For example, during the snow 

season there are "add-ons" to pay 

for working at night, serving on a 

sidewalk crew, and managers can 

earn a commission based on the 

snow department's gross margin. 

"We share a percentage of our 

profit with people so we are all 

working for the same reasons: 

to give our customers excellent 

service and create a strong busi-

ness," Gear says. "All of that 

feeds back into the culture." 

These incentives help weed 

out the bad apples who are not 

focused on performance, Gear 

says. A common work ethic and 

aligned vision creates a stronger 

team. That includes seasonal 

workers, who are given uni-

forms and treated with the same 

respect as full-time employees. 

"They are trained by our 

people who know our culture 

and when they come in, they 

are part of the team," Gear says. 

Contagious 
culture 

The cult-like culture that 

Jim Collins describes in 

his book "Good to Great" 

is the type of environment you'll 

find at Turfscape. "People want 

to feel like they are part of some-

thing bigger than themselves, 

and culture is what grabs people. 

They want to be a part of it and 

they want to stay," says George 

Hohman, who started the busi-

Track work crews on your own device 
with ExakTime Mobile. 

With the industry's 
# 1 m o b i l e w o r k f o r c e 

m a n a g e m e n t solut ion, 

employees can 
track themselves or 
supervisors can clock 
in an entire crew. Our 
award-winning app 
provides all the right toe 
crews and jobs on the c 

to effectively manage 

• Leave the pain and hassle of paper time cards 
• Eliminate buddy punching—pay only for hours 

worked 
• Get a handle on overtime hours 
• Easily transfer time tracking data to your 

accounting package 

ness 27 years ago while he was 

in college. 

Today, Turfscape has three 

locations: North Canton, Twins-

burg and Avon, Ohio. And, ev-

ery year, Turf-

scape brings in 

about 35 H-2B 

workers, some 

of whom have 

been coming 

to work at the 

business for the George 
i i / HOHMAN 
last 14 years. 

"They got in on a Saturday 

night, and we had a big wel 

come party for them. They had 

been traveling on a bus for two 

to three days to get back up to 

us," Hohman says. "We include 

them in everything we do, from 

company meetings to the events 

we host during the year. 

The company even holds a 

Turfscape Olympics, where 

branch teams - full-time and 

seasonal employees - compete 

and have fun. H-2B employees 

who are bilingual help each other 

out by translating during events 

and meetings, Hohman says. 

Integrating all employees into 

the culture is a matter of living the 

core values, which are the "DNA 

of the company," Hohman says. 

The five core values are: to do the 

right thing, be humbly confiden 

compete in everything they do, 

have fun at work and have "Turf-

scape passion." 

"When we interview people we 

are gauging them against these 

core values, and we retain and 

promote people based on how 

they measure up to those five 

values," Hohman adds. 

At company meetings, manag-

ers and employees share "core 

values stories" that illustrate exam-

ples of how team members show 

Turfscape passion in the field. 

s 

http://www.exaktime.com/lal
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DINGO® w <0®®® 
GET THE STRENGTH AND REACH YOU NEED for 
a wide range of landscape tasks with Toro's new 
DINGO TX 1000. This lightweight, compact and 
maneuverable Dingo lets you: 
• Lift more with 1,000-lb rated operating capacity 
• Work in tight spaces with machine width of just 

33.7" (narrow track) or 41" (wide track) 
• Reach over 30-yard dumpsters and one-ton 

trucks with 81" hinge pin height 
• Boost productivity with increased reach 

throughout the loader arm range 

TORO. Count on it. 

C H E C K IT OUT AT TORO.COM/DINGO OR S E E YOUR L O C A L D E A L E R FOR D E T A I L S . T O R O . C O M / D E A L E R 



From 
s99.00! 

Extra Storage that's 
Lockable, Weatherproof 

and Oh, So Strong! 

Call to order 440.998.1202 
Or go to www,TruckandTrailerBoxes.com 

TURFSCAPE 

George Hohman, 

founder and president 

LOCATION: 

Bath Township, Ohio 

ESTABLISHED: 

1988 

EMPLOYEES: 

35 H-2B workers, 

45 seasonal American workers, 

8o full-time employees 

2014 REVENUES: 

$8.5 million 

CUSTOMERS: 

100% commercial 

SERVICES: 

Landscape maintenance, 

snow and ice management 

TAKE-AWAY TIPS 

WELCOME 

THEM BACK. 

H-2B workers at Turfscape are part 
of the family. Rolling out a red 

carpet welcome with a picnic and 
showing them they are valued 

goes a long way toward building 
an integrated team during the 

summer season, Hohman says. 

R E W A R D 'CORE ' 

BEHAVIOR . 

When employees are living 
the core values in the field, 

Turfscape rewards them with in-
centives. During staff meetings, 

team members share ways they 
set a positive example in the 

field. "We are always encourag-
ing staff to recognize others who 
are serving as examples of what 

being a Turfscape employee is 
all about," Hohman says. 

RE INFORCE VALUES. 

New employees enter the business 
on a continuous basis, so reaffirm-

ing core values is critical. "It may 
feel like you are repeating yourself, 

but it's necessary," he says. 

"Turfscape passion is always 

willing to do what it takes and 

helping others out," Hohman 

says, adding that this is often 

best demonstrated during winter 

when multiple-day snow events 

take a toll on the team. 

"It's about sleeping on the air 

mattress at the shop so you can 

get ready to go back (and plow) 

that night — and it's about the 

person who takes the new Turf-

scape employee under his wing," 

Hohman says. 

Employees who join the team 

feel the dedication of other em-

ployees at Turfscape, and they 

follow suit. "We have a lot of 

people who come to us from 

other companies and maybe they 

were not as dedicated to provid-

ing emergency services like snow, 

but when they come to Turfscape 

and see how many people here are 

dedicated to it, that attitude be-

comes contagious," Hohman says. 

Hiring 
passionate 
players 

Landscape design is more 

than a career - it's a calling. 

And it's hard work. That's 

a message that's illustrated to 

candidates seeking employment 

at Hidden Lane Landscaping & 

Design in Herndon, Va., where 

a strong work ethic and personal 

accountability contribute to a 

culture in which employees can 

make a difference at the company. 

"When someone says, 'This is 

what I always knew I wanted to 

do,' we know they will fit in with 

everyone else here," says Peter 

Murray, who started working at 

Get mobile-friendly access to unique products like 
L.A. Dreamin' hydrangeas, showing pink and blue 
blooms with no special treatment! Find a supplier 
plus the latest THRIVE magazine at 
BallLandscape.com. 

Bail. 
©2015 Ball Horticultural Company 15179-REV-GIE 
Visit balllandscape.com for current Terms & Conditions of Sale. 

Shaping Your Ideas in Plastic 

Hide, lock and p ro tec t va luab le too ls 
and e q u i p m e n t in our new l ine of 
t ra i ler t o n g u e boxes. You get : 
• Rotationally molded design for 

superior strength 
• 100% waterproof, chemical-resistant 

polyethylene 
• Aerodynamic shape for fuel savings 
• Long-lasting durability, year after year 
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1 Driver; is responsible for monitoring fluid levels and tire pressure 
between service visits. See Maintenance Booklet for details. 
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The Freightliner Sprinter Van drives the 
growth of your business today-and 
down the road. With the superior fuel 
efficiency of its 2-stage turbocharged 
diesel engine, service intervals extended 
to 20,000 miles1 and legendary durability, 
the 2015 Sprinter is "The best full-size 
van for cargo and passenger purposes" 
(Edmunds). Plus, new standard Crosswind 
Assist2 helps stabilize your Sprinter in 
strong, gusting crosswinds. The 2015 
Sprinter-your hardest worker. 

www.freightlinersprinterusa.com 
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Kill Gophers, Ground Squirrels, 
Moles and Other Burrowing 
Bodents quickly and safely. 
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Aerosol & Bulk Turf Paints and Turf Colorants 

JRM's field of expertise is not solely contained to the golf course. Our products 
serve as a valuable tool for landscapers and contractors. We supply the Aerivator 
tine (2A625101) and Closed Spoon tines (1N750102,1N100103), which are popular 
tools in the landscaping and sports field industry. For service contactors, we offer 
a full line of solid and coring tines for Wiedenmann®, VERTI-DRAIN®, and Soil 
Reliever®. Our deep tine line is also suited for sports fields and race tracks. Also, we 
offer a selection of rotary blades, edger blades and trimmer line that are readily used 
in the landscaping, service contracting and sports field industries. Call our Customer 
Service Department with your parts specifications, and we'll match you right up! 

www.irmonline.com • 888-576-7007 

HIDDEN LANE 

LANDSCAPING 

& DESIGN 

Peter Murray, president 

L O C A T I O N : 

Herndon, Va. 

ESTABL ISHED : 

1957 

E M P L O Y E E S : 

25 

2 0 1 4 REVENUES : 

About $3 million 

CUSTOMERS : 

100% residential 

SERVICES : 

Landscape design 

and installation, 

garden maintenance 

TAKE-AWAY TIPS 

H I R E F O R C U L T U R E . 

Hidden Lane only hires recent 
college graduates because 

Murray wants fresh talent that 
he can mold to succeed at his 

company. "We can develop 
them in our way," he says. 

TELL Y O U R S T O R Y . 

During interviews, Murray 
shares his work background 

and how he grew the 
business. He wants to inspire 

candidates, but also to help 
them understand that everyone 

at Hidden Lane works hard to 
get where they are today -

including the owner. 

C H E C K Y O U R S E L F . 

As an owner, are you setting 
the right example for staff? 
"Are you coming into work 

with a positive attitude? Are 
you looking out for employees' 

best interests? If they make 
mistakes, do you back them up 

and help them by making 
it a learning experience?" 

Murray asks. 

Hidden Lane in 1982 out of col-

lege and took ownership of the 

business in 1994. 

When Murray interviews 

young professionals, whether for 

an open position or internship 

opportunity, he begins by shar-

ing the company history. Then 

he talks about his own climb at 

the business. "I let them know 

that I started out just like them, 

as a graduate out of college do-

ing design work, and I gradually 

learned more and more about 

the business and took care of my 

clients," he says. "I want them 

to know that this wasn't easy for 

me. I had to work to get where I 

am today." 

As a result, new employees 

know what to expect when they 

come to work at Hidden Lane - a 

rigorous schedule, many respon-

sibilities and rewarding work. 

"Our average employee has been 

with us for 15 years, and that's 

really important from a culture 

standpoint," Murray says. Train-

ing and mentoring begins on the 

first day of employment. 

New hires are partnered with 

seasoned employees and rotate 

throughout the company to dif-

ferent departments so they can 

learn the ropes. They see how staff 

serves clients and solves problems. 

"Employees are going to learn the 

culture by watching what you are 

doing, not hearing what you are 

saying," Murray says. 

Ultimately, culture is the living 

part of the company's mission 

statement. The words inscribed 

on a sign in the lobby or posted 

on a website only mean some-

thing if employees make it real. 

"We are passionate about what 

we do and have that attitude that 

if you do something you love, it 

doesn't feel like work," Murray 

says, L&L 

http://www.irmonline.com
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Callbacks are more than an inconvenience; they're costly and can destroy your business. 
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early season control of dandelions, clover and other winter annual and perennial weeds. 
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keep the honeymoon with your customers alive. To learn more, visit FewerCallbacks.com. 
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IN GOOD HANDS 

WE SPEND A LOT OF WORDS AND PAGES EACH MONTH IN LAWN & LANDSCAPE 
FOCUSING ON WHAT CURRENT CONTRACTORS CAN DO TO IMPROVE THEIR 
BUSINESSES AND, IN TURN, HELP THE INDUSTRY. 
But, right now, there are students and recent graduates who will be the ones carrying the industry. They'll 

be the professionals building companies with great customer service and engaged employees. We've 

found six students and recent graduates who will do their best to make sure landscaping is a desirable 

career and a valuable service. It's not just their high GPAs, but the stories they tell about what this 

industry means to them. Their mix of intelligence and passion for improving the environment makes them 

great ambassadors who will represent the industry as a professional one to those inside and out. 

OPPOSITE PAGE: Molly Palmer, Kansas State University. CLOCKWISE, STARTING AT TOP LEFT: Michael Sciardi, University of Florida; Eric Anderson, 
Brigham Young University (Idaho); Zach VanDyke, Michigan State University; Matt Case, Alamance Community College; and Tracy Sewell, Gwinnett 
Technical College. INSIDE: We polled 180 students about their perspective on a future in the industry. Turn to pages 14 and 48 for the results. 



Eric Anderson 
BYU, Idaho (graduated 2015) 
Major: Horticulture, emphasis 
on design/build and 
maintenance 
GPA: 3.8 

{More than mowing} 

The landscape industry has more to offer than jobs cutting 
grass. Brigham Young University - Idaho graduate Eric Ander-
son wants to help make that known to the masses. 

"I have a passion for the industry and the industry is mov-
ing toward being more known for what we do," he says. 

"People don't realize that when they're at their desk job and all stressed and 
take their lunch break, they go out to a landscape and take that for granted 
as a stress reliever. What I'd like to make an impact on is helping people 
understand what we do and why it's so important." 

Anderson graduated in April of this year, majoring in horticulture with an 
emphasis on design/build and maintenance. 

When he first started school, Anderson didn't know what he wanted to 
choose as a major. To help figure it out, he took almost every intro class 
he could, settling on veterinary science. However, after shadowing a vet 
on the job, he realized he didn't like it at all. He also signed up for intro to 
landscape design, which was much more to his liking. 

Anderson got design experience at the horticulture department's cam-
pus garden. Each semester students get a project - installing pavers or a 
water feature, for example - and build it as a class. 

"We're able to get a hands-on experience with the equipment we're 
using," he says. "A lot of schools don't really get that extra hands-on experi-
ence that we got. Like the landscape maintenance class, we're able to get 
on a lawn mower and actually use all that maintenance equipment. Learn-
ing the proper way of doing it and getting the application correct helps." 

In 2014, Anderson interned with ValleyCrest in the San Francisco Bay 
Area, getting to experience different areas of the landscaping industry from 
maintenance to irrigation to sales. His time in California had the opposite 
effect of the ill-fated vet visit. 

"When I was doing my internship, I felt like this is something I can actu-
ally do and enjoy the rest of my life," he says, "It helped me develop my 
opinion a little more, building confidence in my major." 

His time with ValleyCrest from May through September of 2014 built 
confidence with them as well. Following graduation, Anderson started as an 
account specialist in the irrigation department at that same branch. 

As someone who didn't know what he wanted to do when he started col-
lege, Anderson says students should go for what they're passionate about. 

"I feel like a lot of people are trying get rich quick schemes that are high-
paying, but what matters most is what you're passionate about and what 
you're good at," he says. "If you like being outside and working with plants, 
go for it. Do what you want to do." 

-story by KATIE TUTTLE 

Matt Case 
Alamance Community 
College, senior 
Major: Horticulture 
technology 
GPA: 3.25 

{A green industry 6fix' j 

The transformation from broken to fixed, from overgrown to 
manicured, from empty to brimming with plants is what really 
gets Matt Case. 

"I love the gratification you get when you leave a property 
and you have a finished product, and everything looks nice 

and in its place," says Case, who discovered a niche for "repair" when he 
was a boy helping his great uncle restore cars in their garage. 

Case thought he'd pursue a career in automotive mechanics until he 
got a part-time job in high school working for a landscaper. Immediately, 
he was hooked on the feeling. "I got that same gratification. The effort 
you put in just makes you feel good," he says. 

So, Case dove into landscaping and ramped up to full time after 
high school. He decided to pursue a horticulture degree at Alamance 
Community College in North Carolina, about a 50-mmute drive from 
where he lives now in Bear Creek. 

Like many students balancing work and school, Case took on the 
course load that he could while maintaining a landscaping job and even 
adding to his schedule with a full-time position working at a lawn and 
garden store, getting education in the field as he completed bookwork. 

For a year, Case worked as a horticultural grounds worker at the 
North Carolina Zoo while still attending classes and helping the landscaper 
who gave him his first job in high school. Case admits the schedule has 
been rigorous, and after three and a half years in his associate's degree 
program, he has a few classes left to complete before earning his degree 
in applied science horticulture technology. 

Meanwhile, Case found an opportunity that meshes his love 
for mechanics and passion for the green industry. Eight months ago, 
he began working as a full-time mechanic for Ruppert Landscape in 
Laytonsville, Md. "There is a lot of variety," he says. "I work on the whole 
fleet - I get to work on the small Toyota pick-ups, Bobcats, zero-turn 
mowers, two-cycle equipment." 

Case showcased his talent for small engine repair at NALP's National 
Collegiate Landscape Competition the past two years, walking away with 
second place Superstar last year and third place Superstar this year. He 
has also won first place in plant installation and small engine repair. 

As a student beginning a career in horticulture, Case says he didn't 
realize the variety of opportunities he could pursue. Wrenching on cars 
with his great uncle as a kid, he never thought he'd be a small engine 
mechanic, but the path makes perfect sense. 

Today, Case continues to work hard every day to continue his 
education while learning in the shop. "This is what I really enjoy doing," 
he says. 

- story by KRISTEN HAMPSHIRE 
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Molly Palmer 
Kansas State University 
(graduated 2015) 
Major: Horticulture, landscape 
design specialization 
GPA: 3.7 

{Plants over pets} 

UT was always outside as a kid," says Molly Palmer, remembering 
I childhood days in the garden with her grandparents. Little did 
I she know that her time toiling and tinkering in the landscape 

J L were the seeds of a career in horticulture. 
In fact, Palmer went to Kansas State University as an animal science 

major, planning to be a veterinarian. But the classes just didn't click. "I 
wasn't enjoying it," she says. "I took some career placement tests here on 
campus and everything pointed to horticulture." 

Palmer, a recent graduate, says the people are what make the green 
industry so engaging and special. "Anyone who is in this industry just loves 
it and is very hard-working," she says. "And everyone is really comfortable 
and, I think, laid back - and I really like that." 

Easing into her new major as a sophomore, Palmer dug in and joined 
the university's horticulture club, serving as vice president and leading a 
campaign to create a park-like outdoor space in front of Throckmorton Hall, 
where the horticulture classes meet. "We knew we wanted a space where 
any student could go outside and eat lunch or just enjoy it and hang out 
with friends," she says. 

Palmer had a hand in the design and plant installation, and she led the 
charge in raising funds, launching a brick campaign where alumni were 
invited to make donations. The club raised $8,000. "Several alumni wrote 
notes about what they were doing today, so we got to learn more about 
them, and we shared what we were doing in the department and on 
campus," Palmer says. 

Again, it all goes back to good people. 
"I'm really interested in working with people and for people," Palmer 

says of how she hopes to make an impact in her green industry career. One 
day, she hopes to work in public horticulture. While she thoroughly enjoys 
design and the opportunity to work with clients to create spaces, she enjoys 
a balance of outside time. 

She gained some experience doing this during an internship at Botanica, 
a public garden in Wichita, Kan. "I was basically a gardener there, and I 
rotated throughout the garden and also helped coordinate volunteers and 
do general maintenance," she says. 

Before graduation, Palmer secured a position working for Rothwell 
Landscape in Manhattan, Kan., a landscape company owned by brothers 
and alumni of Kansas State. "Landscape design is a culmination of art and 
science," Palmer says. "You get to work with plants and arrange them in an 
artistic way." 

- story by KRISTEN HAMPSHIRE 

Michael Sciar di 
University of Florida, senior 
Major: Landscape and 
Nursery Horticulture 
GPA: 3.92 

{Second time around} 

Those stereotypes about not being able to make a living as a 
landscaper extend all the way down under. 

"People used to laugh at me back at home when I used to say 
I have a lawn and landscaping business," says Michael Sciardi, a 

native of Australia and a current senior at the University of Florida. "They 
thought I wasn't making any money." 

Well, they thought wrong. After four years of owning the business, he 
was pulling in enough revenue to hire four employees. But he decided to 
sell it to join a friend who was going backpacking through Europe. 

"I was only 21 and I thought I was invincible, so I decided to sell it," he 
says. While he may have sacrificed a salary to go on the trip, he gained a lot 
of good life experiences, and it forced him to grow up, he says. 

Oh, and he also met his future wife, Caley, who is studying to be a vet 
at UF, while on a bus tour in Berlin. After moving to Jacksonville, Fla., to be 
with her, he decided to go back to school and learn about the business side 
of owning a landscaping company. 

"I just knew how to cut grass," he says. "I didn't know any educational 
value or any scientific terms or what was wrong with plants or grass or how 
to prune a tree." 

But going back to school proved to be more difficult than he thought. 
Because he'd dropped out of high school to run his landscaping business in 
Australia, he had to first get his GED, then earn his associate degree at Santa 
Fe community college in Florida before enrolling at UF. 

While he chose to major in landscape and nursery horticulture, he 
minored in agribusiness management to get that valuable business 
background. 

"It is extremely important to have this knowledge on business 
management because running a landscaping business is not just about 
plants, turf and trees," he says. "Without attention to the business aspect, 
many companies have closed their doors even though they were providing 
an excellent landscaping service." 

Sciardi is currently in the process of starting another company, Aussie 
Landscape Management, and doesn't plan on making the same mistakes he 
did in Australia as a teenage business owner. 

"When operating my business in Australia, I educated myself through trial 
and error when running the business aspect of my company," he says. "With 
no formal education in the business industry, I approached all new business 
aspects with almost a sense of blindness." 

And while Sciardi doesn't have any specific goals right now that he'd like 
to reach with his business, he knows he only wants to provide maintenance, 
plant installation and small tree pruning, while subbing out chemical work. 

"I'd rather be professional in three or four aspects," he says, "then try to 
do 10 aspects and not be an expert at any of them." 

- story by BRIAN HORN 
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Tracy Lee Sewell 
Gwinnett Technical College 
(graduated 2015) 
Major: Landscape design/ 
urban agriculture 
GPA: 4.0 

{One crop at a time} 

Tracy Lee Sewell wants you to eat your veggies. To be more 
accurate, she wants to design you a landscape full of produce. 
The recent Gwinnett Technical College graduate, known to most 
as Tylee, plans to start her own firm as a landscape designer, 

creating edible landscapes for residents and restaurants in Georgia. 
Sewell, a self-confessed plant addict and former elementary school art 

teacher, always had a green thumb, but she fell in love with the horticulture 
industry when she and a colleague started a teaching garden. 

"That was the moment when I realized how important growing food 
in the landscape was for children," she says. "That's the year that I really 
decided this is what I love to do." 

Two years and a divorce later, she moved from Virginia to Georgia and 
decided to go back to school to pursue her dream full time. Although her 
family was telling her to take advantage of the fact that she could retire in a 
few years if she went back to teaching art, Sewell wanted to make a different 
kind of impact. 

Not exactly sure what she wanted to do with her degree, she took a 
sustainable urban agriculture class and realized that she could incorporate 
food into the landscapes she wanted to design. "I fell so hard that I ended up 
staying in the program," she says. 

She's now the campus farm manager, leading a team that cultivates more 
than 3 acres of fruits and vegetables. The produce has been used by the 
school's culinary department and the team is working on approval to sell to 
faculty, students and the community. They'll also be donating a portion to a 
local food pantry. 

While she loved teaching children about growing their own food, Sewell 
wants to influence their parents to make a bigger impact. 

"It's not going to happen just by the children going home and telling their 
parents, 'Oh, we ate great radishes today!' You have to hook the parents." 

Sewell hopes that edible landscaping will not only change the way people 
plant, but the way people eat and feed their children. She wants to teach 
people one crop at time, the same way she learned all about growing. 

"If you add one new thing or two new things - if you grow it on your 
balcony or in your backyard, you start finding recipes for that thing, then you 
want another thing and another thing," she says. 

A busy farm manager, volunteer and student with a 15-year-old daughter, 
she managed to maintain a 4.0 GPA in her major. 

Sewell manages to get it all done by taking it one step at a time. And 
she's always focused on her goal of designing beautiful, sustainable and 
edible spaces. 

"I don't try to do everything in one day," she says. "I know my big picture 
and I do one thing each day to work toward that big picture and somehow I 
do hit those targets." 

- story by KATE SPIRCEN 

Zach VanDyke 
Michigan State University 
(graduated 2015) 
Major: Horticulture 
GPA: 3.45 

{Bleeding green} 

Something different every day - that's life in the green industry. 
And Zach VanDyke has been immersed since he was 12 years old 
when his dad bought him a commercial mower. Dad's advice: Start 
mowing and you'll.make some money for a vehicle. 

"That's what dad did in high school and college, and for a while he owned 
his own lawn care company," VanDyke says. His father would drop him off at 
accounts and wait in his truck while VanDyke mowed lawns in and around his 
hometown of Fremont, Mich., an hour north of Grand Rapids. 

By the time VanDyke was 16 and purchased a truck, he had about 60 
clients and his homegrown operation continued to expand. Then, he secured 
a job at Mellema Nursery. "I grew to love the plants and the nursery life," he 
says. VanDyke worked with shrubs in the retail division, caring for the plant 
stock. He eventually became the foreman of the landscaping division, running 
two crews. 

When the time came to declare a major at Michigan State University, 
VanDyke knew horticulture was the answer for him, but a great deal of his 
learning has happened outside of the classroom. He was an officer in the 
campus horticulture club as the green industries representative, serving as a 
liaison between the students and companies in Michigan and beyond. 

Van Dyke headed up the donations committee for the club's annual 
spring show and plant sale, spending up to 40 hours during the busy 
week before the show acquiring plants from local companies. He used that 
type of motivation to earn first place awards in NALP's National Collegiate 
Landscape Competition in 2015 in the construction cost estimating event and 
in landscape maintenance operations. 

VanDyke has also taken on leadership responsibilities outside of school. 
During an internship with Drost Landscape, he managed a crew for a portion 
of the summer. 

The experience at this high-end design/build firm in Northern Michigan 
turned VanDyke on to creative possibilities in the green industry. "I got to see 
projects that I would never dream of," he says. 

VanDyke says he hopes that he can bring his interest in systems and 
processes - finding ways to do it better - to a fulfilling career in the green 
industry. "Ever since I was young, I have always been very driven, and I've 
had the opportunity to meet a lot of people and learn how to do things 
different ways," he says. 

"I want to bring my knowledge and experience to think about different, 
more efficient ways to do things. I think that's my true talent - and I'd love to 
implement that in a way that can benefit the whole industry. 

After graduation this spring, VanDyke went back to work for Mellema 
Nursery where he will manage crews and continue caring for plants. 

"I just love working in the green industry so much; I couldn't care less 
where it is. I can't think of anything I'd love to do more," he says. 

- story by KRISTEN HAMPSHIRE 
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You're a l l wrong 
Horticulture students aren't letting misconceptions about 

their major stand in the way of living their dream. 

Story and sidebar by Brooke N. Bates 

Though students have different 

reasons for seeking degrees in 

the industry, they're all pas-

sionate about the opportuni-

ties that led them here. 

But that passion is sometimes met with 

confusion from those who only view land-

scaping as mowing lawns. In fact, the idea 

of making a career in horticulture was even 

foreign to many of those working at it now. 

"When I graduated high school, I had 

no idea what I wanted to 

do," says Jordan Poole, 

who recently graduated 

from Hinds Commu-

nity College in Jackson, 

Miss., with a degree in 

landscape management. 

"I was going to mow 

grass until I figured out 

what I wanted to do. I never knew it was 

so much bigger than the neighborhood kid 

pushing a mower." 

Poole has thought of starting his own 

business, but first, he wants to work his 

way up to production manager at a national 

company. 

4 STEPS TO BUILD 

A GREAT INTERNSHIP 

PROGRAM: For tips on 
creating a talent pipeline 

for your company, visit 
Lawnandlandscape.com 

Friends and family support his path but 

worry how he'll make a living in the off 

season, which is a common sentiment. 

"When I tell people I'm a horticulture 

major, they're surprised that it's a major," 

says Conner White, who's studying the 

landscape maintenance option with a busi-

ness minor at Kansas State University. 

"They don't think you can really de-

velop a career out of it, but you can." 

When Ruth Morgan told her family she 

was going back to school 

to study landscape design 

after a 40-year career in 

textile design, they were 

similarly bewildered. 

"I don't think my sib-

lings had any idea what 

scope the landscape in-

dustry encompasses," 

says Morgan, who graduates from Alamance 

Community College in July with a major in 

horticulture technology. "They didn't really 

know anything about the design aspects or 

other career paths that were possible. 

"The misconceptions are that it's mostly 

low-level jobs and labor." L&L 

FUTURE D E M A N D S 

While a positive company 

culture is what students 

look for most in potential 

employers, there can be 

a number of components that build that 

culture. Here are a few must-haves for those 

entering the industry. For more results from 

our survey on what horticulture students look 

for in a company, turn to pages 14 and 48. 

PAY AND BENEFITS. Nearly half of the land-

scaping students surveyed said money will 

affect their job search - ranking it third. 

They expect steady pay increases as well as 

benefits like health insurance. But it's not 

about the numbers as much as an underly-

ing commitment to take care of employees. 

"The people out there sweating in the hot 

sun are making the money for the people 

sitting in the office," says Jordan Poole, who 

recently graduated from Hinds Community 

College in Jackson, Miss., with a degree in 

landscape management. "When you're just 

a guy on the lawn crew and they don't take 

care of you the way you feel like you should 

be taken care of, (that's what makes you feel) 

overworked and underpaid." 

FLEXIBILITY. Students understand that hard 

work and long hours are part of this busi-

ness, but they don't want to be workaholics. 

About 33 percent of students, according to 

our survey, demand flexible schedules to al-

low work-life balance. As they start families, 

they want employers to be sensitive to their 

priorities outside of work. 

"I don't want to see a culture where busi-

ness comes first and family takes the back-

burner," says Chris Lambert, a student at 

Brigham Young University in Idaho, with a 

wife and three children younger than 4 years 

old. "The more flexible you are with your 

employees, the more willing they'll be to give 

back to you. If my boss says, 'It's OK that 

For extended versions of these two stories, 

visit LAWNANDLANDSCAPE.COM 
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you need to leave early,' then I'm more willing to work 

extra hours, because you're willing to work with me." 

OPEN MINDS. If contractors hope to harness the energy 

of younger employees, they'd better be willing to listen. 

"Companies need to be open to suggestions," Poole says. 

"I did an internship with a major company, and there were 

so many things I knew could be done more efficiently, but 

they weren't open to it because they liked the way they 

did things. It's hard for me to enjoy my work when I feel 

like I'm working twice as hard to get the same result." 

Young landscapers understand technologies and ap-

proaches that could simplify certain tasks. Contractors 

should embrace this innovative spirit, not buck it. 

"Some companies want to do the same things the same 

way, over and over again, but as technology improves and 

education improves, the industry changes and there are 

different ways of doing things," Lambert says. "A com-

pany that's not willing to learn from recently educated 

individuals would be a deal-breaker for me." 

The next generation strives to make work easier - not 

out of laziness, but ingenuity - to improve efficiency and 

sustainability. 

" I WANT A HIGHER POSITION 

BECAUSE OF MY EDUCATION, 

AND I UNDERSTAND THAT 

I'M GOING TO HAVE TO WORK 

ON A CREW FIRST." 

— Jordan Poole, a recent graduate 

of Hinds Community College 

in Jackson, Miss., with a degree 

in landscape management 

"We like to work 

more efficiently," says 

Chad Emanuel, who's 

studying horticulture 

and landscape design 

at The University of 

Wisconsin , River 

Falls, while working 

at a landscaping com-

pany and serving in 

the Minnesota National Guard. "We like to work hard, 

but we will do anything possible to make work easier on 

ourselves. So listen to your workers. 

"Tliey can come up with something more efficient and 

less time-consuming, saving money on the job to make 

more profit at the end." 

GROWTH POTENTIAL. Listening to employees' ideas 

makes you attractive to young landscapers, but actively 

developing employees by offering continuing education 

and growth opportunities makes you irresistible. Upward 

movement is the second-most important attribute stu-

dents seek, according to our survey. 

"Not being able to move up in the company would 

be a deal-breaker," Poole says. "I want a higher position 

because of my education, and I understand that I'm going 

to have to work on a crew first. But I want the opportunity 

to work on the crew, then run the crew, then run the crew 

managers. I want to be able to move up." L&L 

W E S U R V E Y E D 180 STUDENTS majoring in a green industry 

related field about different aspects of a career in the industry (60 

percent male, 40 percent female responded). Most respondents were 

ages 18-23, sought a positive company culture in a future employer 

and either want to own their own company or eventually work in a 

senior role at a company. 

Turn to pg. 14 for more findings from the research. 
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A L S 
Landscapers improve efficiency 

and increase sales with design software. 
By Stacie Zinn Roberts 

Sitting in a cozy living room in northeastern Wisconsin, Gerry Andrews, president of 

Landscape Associates of De Pere, taps his iPad and watches his prospective client's 

eyes light up. Gone are the days when Andrews had to tote flat paper drawings to 

a client meeting to show examples of his company's work. Now he shows his clients 3D 

color renderings that bring his portfolio of designs to life. 

"They sit up and take notice," Andrews says. "They know automatically that they will 

P R P S 

ABOVE: A 3D color rendering can help increase sales by showing your customers what the landscape 
will look like with and without different options. 
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understand what we're talking about. Most 

people don't know or don't get a 2D plan 

drawing. As soon as we output it into the 

3D they say, 'Oh that's what that is!' They 

get it. It's huge." So huge, in fact, that 

since Andrews' firm began using landscape 

design software six years ago as a part of a 

first-meeting sales process to demonstrate its 

portfolio, its sales close rate has increased a 

full 25 percent. 

Now instead of closing just half of pre-

sentations made, Landscape Associates of 

De Pere closes 75 percent of its prospective 

customers. And that's just for customers 

shown sample work during the initial con-

sultation. The close rate for clients shown a 

3D rendering of their own project is nearly 

perfect at 99 percent. 

Andrews' company does more than 200 

drawings a year, but only about 20 percent 

of the client projects actually go into the 3D 

design stage. 

"The 3D drawing is really just a sales tool 

that we reserve for only those projects where 

we need that kind of communication," he 

says. He won't use 3D for a simple founda-

tion planting job, but he will for a complex 

$20,000 job. 

Andrews uses DynaSCAPE landscape 

design software and Google SketchUp to 

convert the plans into 3D. 

In Eden Prairie, Minn., Joe Schroeder, 

landscape manager, serves as a designer, 

bidder and estimator for Neil's Outdoor 

Services. He's been using PRO Landscape 

design software for more than a decade. 

"Design software helps to close deals, 

giving the client an exact design and scale 

drawing, not something sketched up on a 

napkin," Schroeder says. 

Todd Bangs, operations manager for 

Windswept Gardens in Bangor, Maine, has 

experience the same success with the software 

as Schroeder. "I feel it helps the customer ac-

tually see what the finished project will look 

like. With traditional 2D flat hand work, it's 

hard to get the picture into the customer's 

head." Bangs' company uses Univision 3D 

Landscape Creator from Unilock. 

Before he used design software in the sales 

process, Bangs says he'd present to customers 

by showing them photos of similar projects 

or ideas. 

Now, he does rough sketches based on the 

customer's ideas to use as a guide for his work 

with the software. At the next meeting, he'll 

present a digital vision. 

"When someone sees their yard all done 

on the screen, it sells itself," Bangs says. 

IMPROVING EFFICIENCY. "With the company 

growing, I am trying to incorporate (software) 

designs on most projects. This gives the job 



foreman exacts on what the job consists of, 

and to-scale measurements on how to install," 

Schroeder says. Andrews says pricing jobs de-

signed in the software is also easier, and more 

accurate, which in turn saves money and adds 

profitability to the bottom line. 

"A major benefit of the software is in the 

estimating after design. A click at the bottom 

gives you all your take off and totals, so it 

makes ordering and pricing much faster and 

helps us to up-sell items because they see it 

with all the 'bells and whistles' then, with 

just a click of the mouse you can start taking 

them away," Bangs says. 

Andrews says using design software in 

every stage of the sales and construction 

of a job has completely revolutionized his 

business. "Sales are better, accuracy is better, 

profitability on jobs is better," Andrews says. 

"Why would you ever go back?" L&L 

The author is a freelance writer based in Mount 
Vernon, Wash. 

Performance You 
Can Count Ori 

Of the 200 drawings Landscape Associates does 
a year, 20 percent go into the 3D stage. 

easier," Bangs says. Andrews says using the 

digital software for sales actually does make 

the rest of the process more efficient. "We 

do the take-off of the plans and go over into 

estimating. That way, we're more accurate. 

You can have the computer count up the 

square footage of the lawn and drop that 

into estimating." 

Another helpful feature is the "ability 

to make changes quickly and efficiently," 

Schroeder says. 

"The speed you can make changes is a 

huge plus over the traditional pen and paper. 

In just a few seconds it can be switched up, 

made bigger or smaller. Anything is easier to 

change," Bangs says. 

"Now drawing on the computer is so 

much faster and especially as we work with 

clients and make changes, it saves so much 

time. We can just change a few things and we 

| don't have to start over," Andrews says. "If 

g we want to give people options, it's so easy 

< to have it on the computer to switch between 

to present options to a client." 

An added bonus to easy changes is the 

| ability to demonstrate those differences to 

g clients - which can increase sales. "It just 

£ makes a connection with the customer and 

Path & Spread Hardscape Accent, Well & Water 

Precise, powerful & efficient 
landscape lighting. 

Get more bids, close more jobs ... 
15 year warranty on LED components 

For more information and warranty details, 
go to www.landscapelighting.com. 

© Copyright All rights reserved. Kichler KICHLER 

http://www.landscapelighting.com
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BEST-IN-CLASS 37,500 GRWR1 

PROVEN AVAILABLE 6.7L CUMMINS*TURBO DIESEL ENGINE 

6.4L HEMI* WITH MDS FUEL SAVER TECHNOLOGY 

5-YEAR/100,000-MILE POWERTRAIN LIMITED WARRANTY2 

IN ON THE JOB 
INCENTIVES 
IN ADDITION TO 
CURRENT OFFERS 1 

1 Based on 3-5 pickup-based conventional cab chassis over 10,000 GCWR. 2 See dealer for details and a copy of Limited 
Warranty. 3 Includes $500 On The Job Upfit Bonus Cash Allowance on most 2014 and 2015 Ram Commercial vehicles. Must take 
delivery by 6/30/15. See participating dealer for incentive details and eligibility requirements. ©2015 FCA US LLC. 
All Rights Reserved. Ram is a registered trademark of FCA US LLC. Cummins is a registered trademark of Cummins Inc. 
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DESIGN on a DIME 
With the technology available today, designing and presenting 

clients with proposals is a breeze thanks to these products. 

Drafix P R O Landscape Version 21 

The pitch: Version 21 of PRO Landscape 

contains more than 13,000 images, and the 

updated library contains new plant material 

for all climate zones, hardscapes, water 

features and lighting. 

• Save drawings as scaled PDF files that you 

can email to customers or to print shop. 

• New pencil sketch and blended water-

color symbols and patterns give designers 

eight pre-set color render modes to quickly 

create color CAD drawings. 

• Version 21 also includes new features 

such as an enhanced edit menu, auto-save 

feature, legend options, improved backup 

utility, symbol array offset tool and an 

update check tool. 

For more information: Drafix.com 

Describeit 
The pitch: Describeit is a sales tool that 

allows landscape contractors, designers and 

salespersons to create detailed proposals 

on site or in the office. 

• Your client can ask questions directly 

through the platform. 

• Cost for a single user is $30/month and the 

cost for multiple users starts at $150/month. 

• All proposals have opportunities to 

showcase photo and video portfolios and 

other branding and marketing opportuni-

ties. Customers can accept the proposal 

and pay via Describeit. 

For more information: Describeit.com 

E A S Y L I F T E R 
SOMETIMES A NAME 
TELLS YOU EVERYTHING 
YOU NEED TO KNOW. 

Our innovat ive bui l t - in f u l c rum bars make 

it easier to d u m p a 6 cubic foo t load. And 

tha t means it's easier on you. Made w i th 

heavy du ty steel and re in fo rcements 

t h roughou t , EasyLif ter is t ough as nails 

and designed to take wha teve r you th row 

at it, season a f te r season. 

v is i t C o r o n a M a x . c o m / W B l 

Scan for 
additional 
information 

Patents USA #5,884,924 | Canada #2,291,159 

i C O R O N I X 
SEASON AFTER SEASON 

Find Corona Tools on f * 8 0 0 . 8 4 7 . 7 8 6 3 | co ronatoo lsusa .com 



PGP® ULTRA 
The upgraded 
PGP 
packed with 
professional 
features 

PRO-C® SOLAR SYNC® MP ROTATOR® 
The most reliable and Smart control made simple The world's most 

robust residential controller efficient nozzle 

Hunter has developed time-tested products and reliable irrigation systems that 
professionals know and trust. We're committed to helping you grow your business 
by providing the innovative, water-saving products that your customers demand. 
And, our local sales experts are always there for you in the field with the service 
and support you deserve. 

Hunter - dedicated to professional partnerships. 

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



DynaSCAPE Design 

version 6.4 
The pitch: DynaSCAPE Design 6.4 allows 

designers to produce landscape designs in 

hand-drawn quality black and white. 

• DynaSCAPE users can now organize their 

figure library as they see fit to access figures 

and symbols in the order they prefer. 

• This update improves operation of the 

software on Windows 8.1. 

• The software is now compatible 

with the latest version of SketchUp. 

For more information: Dynascape.com 

Idea Spectrum Realtime 

Landscaping Architect 
The pitch: Realtime Landscaping 

Architect includes everything you need to 

create plans, 3D presentations and CAD 

drawings of your landscape designs. 

• Help clients visualize your proposals 

and design ideas using accurately scaled 

drawings and renderings. 

• Smart objects simplify the design 

process of creating houses, decks, fencing, 

gardens and water features. Customize 

your plans with a wide variety of plant 

symbols and color washes. 

• The program can switch between 

2D and 3D views as you design. 

For more information: 

Ideaspectrum.com 

Vectorworks 

Hie pitch: The Vectorworks 2015 software 

contains more than 100 updates and new 

features in the areas of architecture, BIM, 

urban planning and entertainment design. 

• The product line includes Vectorworks 

Designer, Architect, Landmark, Spotlight, 

Fundamentals and Renderworks. 

• In previous versions, 64-bit was only 

available in the platform's photorealistic 

rendering engine, Renderworks, but has 

now been integrated throughout the 

entire Vectorworks 2015 product line, 

providing designers with the ability to 

handle larger projects, as well as better 

performance and stability. 

For more information: 

Vectorworks2015. net 

Connecting the Industry 
Across the Southeast 

Ju l y 2 1 - 2 3 2 0 1 5 Atlanta Georgia 
Georg ia International Convention Center 

S N A 2 0 1 5 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 
Featuring the best 
ornamental trees, shrubs, 
and color from top growers 
across the region 

• Products 
Featuring the latest in retail, 
landscape and outdoor 
living products, garden gifts, 
accessories and more 

• People 
Connect with industry's most forward 
thinking growers, breeders, researchers, 
retailers, landscapers, manufacturers, 
and distributors from across the 
Southeast 

# Education and More 
Educational sessions for retailers, 
growers and landscapers by top 
industry experts (CEUs approved 
by ISA, PLANET, FNGLA, VNLA, 
TXNLA and more) 



XCALIBER 
Now with a 60-inch deck 

The Xcaliber now comes w i t h three deck sizes — 60-, 66- and 74-inches — to bring you more 
Speed, Power and Performance for your commercial mowing jobs. 

Xtra Speed: Cut through commercial jobs at over 6 acres per hour with our new drivetrain 

Xtra Power: Pick your power with commercial-quality engines from-Kawasaki®, Vanguard®, or a 
fuel efficient Kohler® EFI 

Xtra Performance: Industry leading X2 Wind Tunnel deck reduces debris build-up giving you a 
cleaner cut 

Experience the Dixie Chopper XCaliber zero-turn at your local dealer 
today. For more information about Dixie Chopper products or to 
find a dealer near you, call or visit online. 

765.246.7737 i l www.dixiechopper.com The World's Fastest Lawn Mower 

XTRASPEED 
XTRAPOWER 
XTRAPERFORMANCE 

http://www.dixiechopper.com


Consumer confidence is rising and backlogs are getting bigger 
for design/build contractors across the country. By Kate Spirgen 

RIPE J for the picking 



DESIGN/BUILD UPDATE 

ANDSCAPE COMPANIES FROM COAST 
TO COAST HAD A GREAT YEAR IN 2014, 
and while most say that the market has still 

not fully recovered to pre-recession numbers, 

things are looking good. Consumer confidence 

is on the rise, and coupled with a healthy hous-

ing market, jobs are really starting to take off. 

Mirror Landscapes in Dixon, 111., grew 10 to 15 percent last year, with 

most of the new work coming from the design/build side of the business. 

"When we were looking at jobs and talking to customers, there was 

definitely a little bit more confidence - a little bit more willingness to 

spend more money," says Operations and Sales Manager Jason Hem-

mer. "We actually had one very large job that probably wouldn't have 

happened a couple of years ago with the way 

the economy was." 

A willingness to spend has led to comfortable 

backlogs and good profit margins for most, giv-

ing them a strong foundation for a great 2015. 

Of 160 respondents to our survey, 96 percent 

say customer confidence is either strong or 

average, and 26 percent have a backlog of five 

weeks or more. 

Companies are still struggling to find and 

keep talent on their teams, and to educate 

customers about the value of the work they 

do in order to charge reasonable prices, but in 

general, things are looking up. 

A STRONG MARKET. As the economy 

and the housing market recover, customer con-

fidence is up from coast to coast. With more 

money to go around, projects are increasing in 

numbers and in scope. 

"The area we're in is very agriculturally 

based and so last year was a real good year 

for farm prices, so that always helps us," says 

Dave Wright, president at Kimberly Nurseries 

Landscape & Irrigation in Twin Falls, Idaho. 

A solid year for farmers, plus a generally improving local economy 

has his company already 10 percent ahead of budget for the year. Many 

contractors report that their customers are staying in their homes longer 

and investing in projects they've had to put off due to the financial crisis 

in 2008. Homeowners seem to be leaning toward backyard renovations 

to enjoy the time they spend at home. 

ProGreen Lawn and Landscape in Birmingham, Ala., is up about 18 

percent over 2014, which CEO Wade Horton says is due to increased 

consumer confidence. His company deals mainly in high-end residential 

accounts, and he says he sees people updating and investing in the homes 

they're in. "They might have had a mediocre backyard before and now 

they want an ultimate backyard that's as nice as can be because they're 

going to stay there another 20 years," he says. 

To learn more about the state of the design/build industry, including the most 
popular design elements and projected revenues, see our exclusive research on pg. 66. 

For more photos of design/build projects by landscapers in this article, turn to pg. 68. 

When we were looking at jobs 
and talking to customers, there 

was definitely a little bit more 
confidence - a little bit more 

willingness to spend more money. 
- Jason Hemmer, operations and 

sales manager, Mirror Landscapes 



DESIGN/BUILD UPDATE 

STAYING ON TREND. 

Gone are the days of the basic 

hot tub and flat patio designs. 

Nowadays, homeowners want to 

bring the indoors out, and they're 

asking for fire pits, outdoor 

kitchens and other elements to 

turn their backyards into more 

enclosed outdoor living areas. 

"What we're working on now 

is a lot of intimate home space 

for people, so things like fire 

pits, water features, pergolas -

things that really add character 

to their outdoor living space," 

Wright says. 

For Bahler Brothers in South 

Windsor, Conn., patios, walk-

How would you categorize 
customer confidence 

in your market? 

• Strong - 53% 
• Average - 43% 

Weak - 4% 

ways and retaining walls have 

been the staple for 30 years, but 

landscape lighting has recently 

seen a lot of growth. The com-

pany added residential putting 

greens to its offerings this year 

and has gotten a great response. 

"We had quite a few people re-

questing it last year, so we started 

doing some research and figuring 

out this might be a little niche we 

can carve out for ourselves," says 

Jen Kloter, landscape designer 

and salesperson, noting that it's a 

natural fit since the artificial turf 

goes on the same base as pavers. 

"It's a good fit for the type of cli-

ent that we're going for." 

How to hire construction crews 

Good help is still hard to find (and to keep), but 

there are ways to do it. Look for a good attitude 

and a willingness to learn, landscapers say. Some 

experience is nice, but many say they would prefer 

not to hire employees that could bring bad habits to the shop. 

As a growing company, Hiner 

Landscapes had 100 percent 

turnover last year - twice. Owner 

Matt Hiner says it was the hardest 

year he's gone through. Jobs that 

should have taken two weeks 

were taking four. The labor 

shortage in Colorado Springs 

made it easy for employees to 

chase that extra dollar an hour, 

and because Hiner was locked 

into contracts with existing labor 

rates, he was stuck. 

"This year, I just didn't play 

around with it," he says. "I raised 

my rates and I've since hired guys 

that are much more expensive 

than I'm used to but it's what 

I had to do." His bids have 

increased about 5 percent to deal 

with the increased cost. 

He built his budget around the 

increased labor costs, stuck to his 

guns on pricing and hasn't seen an 

impact on sales because of it. 

Greg Omasta, founder of 

Omasta Landscaping in Hadley, 

Mass., has been in business 

for 36 years and says he never 

steals employees from other 

companies. He prefers to teach 

his crews the right way to do 

things from the start. And with 

the University of Massachusetts 

and the Stockbridge School of 

Agriculture right next door, he's 

looking to hire more people with 

some college background. 

Mike latona, vice president 

of operations at Desperate 

Landscapes in Dunmore, Penn., 

goes through around a dozen 

employees a year, but now he 

has a good crew of four guys -

all referrals - he can rely on to 

get the job done right. The crew 

is almost like family now. He'll 

fire up the grill and throw a few 

steaks on after work on Fridays. 

"They are employees; that's first 

and foremost," he says. "But we 

treat them good and they treat us 

good so that's really it." 

Treating people the right 

way is also key for Rich Schipul, 

president of Designing Eden in 

Connecticut. He tries to make 

sure his estimates are realistic so 

he isn't acting as a task master. 

And it's crucial to show crews 

that they're not only appreciated, 

but there are opportunities for 

them to grow with the company. 

"I think it's important to see that 

there's room to grow," says Kevin 

O'Brien, landscape designer with 

Lifestyle Landscaping in Ohio. "It's 

not a dead-end company; it's not 

just a job." 

Younger customers are leaning 

toward low-maintenance and 

sustainable options like polli-

nator-friendly plantings. They 

don't want their mom and dad's 

garden. Instead, they're looking 

for an easier option. "They feel 

like they're contributing to a 

bigger cause and maybe that's 

part of it," says Kevin O'Brien, 

landscape designer with Lifestyle 

Landscaping in North Ridgeville, 

Ohio. "I think with that age 

group, they want to make sure 

that the money they're investing 

is at least perceived as serving a 

greater good." 

In Colorado Springs, Colo., 

Matt Hiner, owner of Hiner 

Landscapes, says his company 

is putting in a lot less grass than 
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MyBAYER Rewards 
myrewards.cropscience.bayer.com 

Backed by 
BAYER 

To your customers, their lawns are a sacred place where 
memories are made. But without you, some of those memories 
aren't all they could be. That's why we back our customers with 
the full scope of our global scientific development, vast array of 
products and solutions, technical expertise, business-building 
tools, education and industry advocacy - putting you, and your 
customers, in good hands. 
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http://www.BackedbyBayer.com


DESIGN/BUILD UPDATE 

before. "We're high plains desert here so everybody is trying to 

follow xeriscape rules," he says. "Long gone are the days when 

you put down grass because that's what you do. Water is such 

a precious commodity here that people don't want to waste it." 

EDUCATING THE CUSTOMER. One of the biggest 
challenges for companies offering design/build services is show-

ing potential customers the value of what they're buying. With 

all of the do-it-yourself shows on TV, plus competition from 

"fly-by-nighters," as Mike Iatona says, an emphasis on quality 

craftsmanship is key. 

The biggest challenge 

right now for Iatona, vice 

president of operations 

at Desperate Landscapes 

) in Dunmore, Penn., is 

customer perception. 

Potential clients either 

think a project will be 

too expensive for their 

budget, or people who 

think the price is much 

higher than it should be. 

He gets around the 

problem by giving free 

estimates, then spelling 

out the price line by line 

with the client. "There's 

really no way around it 

other than 'Here's the 

price,'" he says. "Educa-

tion is the biggest key." 

Wright uses advertis-

ing and social media to 

show customers the value 

of what he does. Exist-

ing clients are all asked 

to take a survey once their projects are complete and Wright 

shares the results that show high satisfaction and good value 

for the dollar spent. He also shares written testimonials from 

happy clients with potential customers. 

In Ohio, O'Brien also tries to show the care and passion he 

and his team have for their work. Rather than showing potential 

clients what his company does, he tells them why. He uses the 

company blog, social media and marketing to showcase his team 

and humanize the work, which helps the company find the right 

kind of customer - one who isn't just focused on a cheap price. 

"It gets people to get to know them so we're not necessarily 

showing built patios anymore; we're kind of showing our people 

and why our people are excited about what they do and that 

excitement kind of translates to the job," he says, L&L 

ABOVE: Stone paver patios ranked at the top of the list of design elements 
requested by customers this year. BELOW: Also high on the list were 

pergolas, retaining walls and firepits. Turn to pg. 66 for more. 

They might have had a mediocre 
backyard before and now they want 
an ultimate backyard that's as nice 

as can be because they're going to 
stay there for another 20 years. 

- Wade Horton, CEO, 
ProGreen Lawn and Landscape 



Lawn & Landscape is 

As the industry's leading publication for 35 years, we take pride 
in staying close to our readers, understanding your needs and 

giving you must-have information to help grow your businesses, 

From cutting-edge business and technical coverage, to the industry's 
most robust news section, to in-depth industry research, Lawn & Landscape 

covers what is really going on in your business and gives you the most 
relevant and useful information you need to grow every day. 

LEARN MORE AT WWW.LAWNANDLANDSCAPE.COM 

>> 

http://WWW.LAWNANDLANDSCAPE.COM


D e s i c x / B u i u ) ¡Update 

Design/build is on the rise 

We asked 160 landscape contractors about the 
state of their design/build business this spring. 
The responses were overwhelmingly positive 
with good backlog and high levels of customer 

confidence in the market, as well as revenue growth in 2015. Top 
challenges include finding good, reliable employees, low-cost 
competition and managing customer expectations. 

What is your company 's overa l l gross revenue fo r 2 0 1 4 , 

and w h a t ' s your company 's pro jected overa l l gross revenue fo r 2 0 1 5 ? 

2014 2015 
0s  

m 
m 

NP 0s 
10 
CM 

6s  

m 
CM 

rv 

I l i 
Less than $ 2 0 0 , 0 0 0 - $ 5 0 0 , 0 0 0 - $ 7 5 0 , 0 0 0 - $1 million- $ 7 mil l ion 
$ 2 0 0 , 0 0 0 $499,999 $749#999 $999,999 $6 .9 mil l ion or more 

Wha t is your company 's construct ion or des ign /bu i ld revenue fo r 2 0 1 4 , and 

w h a t is your company 's projected construct ion or des ign /bu i ld revenue fo r 2 0 1 5 ? 

2014 2015 

00 01 

o o 

II 
Less than $ 2 0 0 , 0 0 0 - $ 5 0 0 , 0 0 0 - $ 7 5 0 , 0 0 0 - $1 million- $ 7 mil l ion 
$200,000 $499,999 $749,999 $999,999 $6.9 million or more 

What ' s t he average price fo r a 

des ign /bu i l d j ob fo r you r company? 
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What were your customers' most-

requested design elements last year? 

These are the t op 1 0 responses: 

*Other answers 
included outdoor 

kitchens, irrigation 
systems and 

pavilions 
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W h a t is you r backlog fo r 

const ruc t ion pro jects go ing 

in to t he 2 0 1 5 season?-

Wha t ' s your 
average gross 

pro f i t marg in on 
des ign /bu i ld or 

construct ion w o r k ? 

More than 
50% 

4i%-50% 

3 i % - 4 0 % 

21%-30% 

1 0 % - 2 0 % 

I 
• 1 week: 1 2 % 

• 2 weeks: 2 0 % 

• 3 weeks: 2 3 % 

4 weeks: 1 9 % 

5 or more weeks: 2 6 % 

Less than 
10% 

> H o w does you r backlog 

compare t o t he same 

t i m e last year? 

• About the same: 5 1 % 

Better - we have more: 4 4 % 

Worse - w e have less: 5 % 



OVER 11,000 OUTDOOR POWER 1 RETAIL FINANCE PROVIDER 
EQUIPMENT PARTNERS 

Introducing Synchrony Financial, formerly GE Capital 

Retail Finance. With over 80 years of retail heritage, we 

are bringing new meaning to the word partnership. 

From the individual dealers to the largest manufacturers 

in outdoor power equipment, we bring together consumer 

financing solutions and deep industry expertise to 

help you engage your consumers in new and more 

meaningful ways. Find out what Synchrony Financial 

can do to strengthen consumer loyalty, and increase 

average transaction size at SynchronyBusiness.com/OPE 

or call 1(855) 433-4756. 

Built from GE heritage. 

J l synchrony 
F I N A N C I A L 

Engage with us. 
Credit is extended by Synchrony Bank. 
© 2015 Synchrony Financial. All rights reserved. 



• Customers are focused on 
outdoor living and connection 
with nature. Their most-
requested design elements 
include stone patios, walkways, 
firepits and water features. 

Miner Landscapes 

Designing Eden 

Lifestyle Landscaping 

BahJer Brothers Lifestyle Landscaping 

Lifestyle Landscaping 



WILDING. TOGETHER. 

LANDSCAPERS LIKE YOU 
HELPED DESIGN OUR 
SKID 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, t i l t-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. 

J O H N DEERE 

www.JohnDeere.com/Eskid 

http://www.JohnDeere.com/Eskid


R E M TO ROLL { These compact tractors can come in handy 
on your next design/build project. 

1. John Deere 

3038E 
The pitch: The 2015 John 

Deere 3038E compact utility 

tractor features customer-

driven updates. 

• The 3038E is equipped with 

emissions-compliant Final Tier 

4 engines with 37.3 (27.4 kW) 

horsepower. 

• A hydrostatic transmission 

with Twin Touch pedals makes 

it as easy as pressing a single foot 

pedal to go forward and another 

foot pedal to go in reverse. 

• Four-wheel drive comes 

standard on the 3038E. To 

get the most versatility, the 

machines can be equipped 

with the John Deere iMatch 

Quick-Hitch. 

For more information: 

JohnDeere.com 

2. Kioti DK 

" 1 0 " Series 
The pitch: Kioti Tractor's 

new DK "10" Series includes 

six new tractor models: 

the DK4510, DK4510H, 

DK5010, DK5010H, DK5510 

and DK5510H. 

• The engines gross 45 to 55 

horsepower and are available 

with a synchro or H-shuttle 

transmission. 

• The new DK's fuel filter, oil 

filter, coolant reservoir, dipstick 

and fuel tank are all accessible 

from one side for easy access. 

• The models are equipped with 

standard features such as 4WD, 

rear differential lock, adjustable 

RH lift link, wet disc brakes, 

front work lights and auto 

power take-off (PTO). 

For more information: 

Kioti.com 

3. Kubota L2501 
The pitch: The new Kubota 

L2501 compact tractor features 

a 24.8 horsepower Kubota diesel 

engine, a larger chassis, cleaner 

emissions and modern styling. 

• The transmission delivers 

four main-shift speeds in two 

ranges for high and low, for a 

total of eight forward and four 

reverse speeds. 

• The gear drive transmission 

models come in two-wheel 

drive or four-wheel drive, 

and the optional hydrostatic 

transmission offers simple 

forward and reverse change 

and 3-range shifting 

• The L2501 complies with the 

latest EPA emissions regula-

tions without the need for a 

Diesel Particulate Filter (DPF). 

For more information: 

Kubota.com 

USA eMax 
The pitch: The eMax sub-

compact tractor is available 

in three open-station 

configurations: eMax 22 Gear, 

eMax 22 hydrostatic, eMax 25 

hydrostatic and one cab eMax 

25 hydrostatic. 

• The sub-compact tractors 

feature more built-in weight 

and larger tires. 

• Has a loader lift capacity 

at 900 lbs., and a 1,320 lbs. 

3-point lift capacity. 

• Comes with the option of 

22 and 25 horsepower, Tier 

4-compliant diesel engines, 

with a lower rated engine RPM 

for better fuel economy, longer 

life and less noise. 

For more information: 

Mahindrausa.com 

4. Mahindra 



H I G H 
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information is then used to determine 

the area's évapotranspiration rate and 

then exactly how much should be 

added back via irrigation. 

"ET sensors is where contrac-

tors are making the real gains," says 

Richard Restuccia, vice president, 

landscape solutions, Jain Irrigation. 

"They soon learn that if you apply 

water properly to the landscape, your 

landscape thrives, it looks better. 

I always go back to the analogy of 

hunger. If I could be fed so I never got 

too hungry or too full, boy would I be 

a lot more productive of a person." 

FLOW SENSORS. Primarily used on large, 

commercial properties, flow sensors can 

alert the contractor to sudden changes in 

flow rates and shut down the system if 

too much water is moving through too 

fast - preventing erosion, flooding and 

high water bills. 

POTENTIAL CHALLENGES. One of the 

risks with sensor responsive water 

management is that the contractor 

is largely dependent on the irrigated 

system functioning effectively. 

"If you have a very old irrigation 

delivery system, undersized, or bad 

sprinkler heads, then the irrigation 

will not be very uniform," Adams says. 

"Dry spots show up that much 

quicker when irrigating based on the 

sensor. It is easy to point a finger at 

the controller or the sensor. That's 

not the problem. The problem is that 

the delivery system needs to be either 

repaired or even replaced." 

Jones agrees, stating that when con-

tractors start to use sensors, they find 

the areas of weakness in the system that 

may have been previously masked. It is 

easy to dismiss this "new finding" on 

the sensor, but in most cases, the dry | 
CÛ 

areas are directly related to inconsisten- | 

cies in the irrigation system, L&L 
g 
8 

The author is a freelance writer g 
based in Ontario, Canada. £ 

the contractor thinks the 

plant needs," says Brad 

Adams, Irrometer factory 

sales representative. "A 

sensor acts like a transla-

tor, telling the end user 

whether the area needs to 

be irrigated or not." 

KNOW YOUR SENSORS. 
Irrigation system sensors 

monitor four key areas: 

rain, soil, weather and 

flow. The most common 

are rain shut-off sensors. 

A disk inside collects and 

absorbs water. When it 

swells to a certain size, the 

device trips a switch, shuts 

down the entire system 

and prevents further irriga-

tion until the disk dries up. 

SOIL SENSORS. These de-

vices work in a similar 

way to rain sensors - they 

trip the system when a 

maximum level of mois-

ture is reached - but are 

Landscapers can save water with 
data-driven irrigation. By Anne-Marie Hardy 

fficient irrigation doesn't always mean water-

ing less. It means watering plants according 

to their needs. Integrating irrigation sensors 

into a system makes it more responsive, and 

contractors can more intelligently monitor 

and manage how the landscape uses water. 

"The purpose of a sensor is to give the nec-

essary water that the plant requires, not what 

calibrated to the specific 

needs of plant material 

and soil types. So, a system 

with multiple sensors can 

understand that a light rain 

is enough for the shrubs, 

but still allow zones in the 

lawn to run. 

"You are basically teach-

ing (the system) what is the 

maximum moisture level," 

says Burnett Jones, senior 

marketing manager for 

Toro. "Once you calibrate, 

it then has a reference point of where 

to get back to." 

WEATHER SENSORS. Evapotranspira-

tion (or ET) sensors determine when 

to irrigate by monitoring four weather 

characteristics: solar radiation, wind 

speed, temperature and humidity. This 
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I HEY COME BY BOAT, TRAVEL BY PLANE, NESTLE IN SHIP-

PING CRATES AND BURROW INTO THE SOIL OF IMPORTED 

PLANTS. Exotic species of pests travel to the United States and slip 

through ports of entry in spite of rigorous federal inspections, and once 

"exotics" get a foothold in a region and proliferate with no natural enemy 

to control their expansion, they can pose a threat to plants in the landscape 

- and in agriculture and our forests. Then, they become "invasive species." 

"What makes species invasive 

is that nothing preys on them -

nothing kills them, nothing eats 

them, so they get all the food 

they want," says Dan Suiter, a 

professor of entomology at the 

University of Georgia College of 

Agricultural & Environmental 

Sciences. 

Over time, natural enemies 

emerge and can gradually control 

invasive species. Nature takes its 

course. But before that happens, 

invasive species can destroy desir-

able plants, trees and turf if left 

to their own devices. 

Invasive species are especially 

a problem in states like Florida, 

where Steven Arthurs, assistant 

professor of entomology at Uni-

versity of Florida, says invasive 

pests enter the state at a rate of two 

new species per month. (That's up 

from an average of one.) "They 

largely come in from the plant 

trade," he says, adding that the 

best efforts to keep them out of 

the country just aren't enough. 

So that makes identifying 

invasive species and controlling 

them a priority. Some invasive 

species can be managed with 

insecticides and other lawn care 

products, while other pest con-

trol requires removal of infected 

plants or turf. 

Arthurs recommends land-

scapes take a diligent course of 

action that begins with report-

ing the pest to a local extension 

by taking photographs (close 

up and long distance), and col-

lecting a sample (if possible) to 

send to a lab, where the pest can 

be properly identified. "If it is 

a new species, the government 

might want to take 

over and eradicate 

it," he says. 

That has been the 

case when treating 

the Asian long-

horned beetle, says 

David Shetlar, en-

tomologist known as the "Bug 

Doc" at The Ohio State Univer-

sity. This pest has been a threat 

in New York and Massachusetts, 

and along the eastern seaboard. 

"The federal and state govern-

ments have identified territories 

where they go in and do treat-

ments to eradicate it," he says of 

the elimination process. 

This can involve removing 

trees in the affected zones, and 

treating areas in the perimeter. 

Landscapers who treat proper-

ties without taking the case to a 

local extension agency could be 

unintentionally thwarting the 

eradication effort, Shetlar says. 

So, first identify, then under-

stand the proper course of action 

for managing invasive pests. 

Here is a cheat sheet to identify-

ing "nasties" that are causing a 

The Asian longhorn beetle 
has been a threat all along 
the eastern seaboard of 
the U.S. Invasive species 
often enter the country 
through the plant trade, 
despite the best efforts of 
government regulators. 

What makes 

species invasive 

is that nothing 

preys on them 

— nothing kills 

them, nothing 

eats them, so 

they get all the 

food they want." 

— Dan Suiter, professor 

of entomology, 

University of Georgia 

College of Agricultural 

& Environmental 

Sciences 

asive Species 

A guide to invasive species researchers 
are watching now, and what you need 
to know in order to manage them. 

By Kristen Hampshire 



Maintain your edge 

Permaloc has been the quality leader in landscape edgings and 
restraints for over 30 years. Our low profile aluminum edgings work 
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problem now, how to spot an infestation and 

what courses of action are appropriate for 

controlling damage. For more information, 

always consult with a local extension office. 

KUDZU BUG. In 2009, pest control operators 

cited cases of the kudzu bug on the sides of 

homes and cars, and some genetic research 

uncovered that the pest was probably related 

to a group of bugs from Japan. And there 

happened to be a direct flight from Japan to 

Atlanta at that time, Suiter says. 

By June 2010, the kudzu bug was infesting 

soybeans in northeast Georgia and South 

Carolina. "It became a tremendous soybean 

pest," Suiter says. 

As the name implies, the preferred host 

plant is kudzu. They peak in early spring 

when kudzu emerges, and as the kudzu grows 

in summer they are less of a problem in the 

landscape as they nosh on their favorite plant. 

In the fall, they become a problem again. 

The problem for homeowners comes 

when kudzu bugs overwinter and burrow 

into cracks and crevices in the home, or 

underneath the bark of trees. They reproduce 

on legume plants, but you'll find them hang-

ing out on non-hosts like oak and pine trees 

and azaleas. The bugs are a nuisance, leaving 

behind a rust-colored stain and unpleasant 

odor, Suiter says. 

Herbicide treatments can be effective 

in kudzu patches, before the kudzu bug 

overwinters and heads to the home to cause 

a nuisance. The pest is mainly a problem in 

the Gulf-coast states and north up into Ten-

nessee, the Carolinas and parts of Virginia. 

EMERALD ASH BORER. The old EAB is still a 

concern in the Midwest and Eastern states, 

and its trail runs all the way west to Colorado, 

Shetlar says. Adults are a bright metallic green, 

a half-inch long and begin their damage in the 

top third canopy of ash trees. They progress 

downward until the tree is bare from leaf drop. 

Symptoms include bark splitting, and 

underneath the bark you'll find serpentine 

galleries (trails) and D-shaped exit holes. A 

side effect is increased woodpecker damage as 

the birds work to extract the insects. 

"We grossly underestimated the power of 

this insect's ability to expand its range," Shedar 

says, adding that the initial infestation of a tree 

is often missed for a couple of years until real 

damage sets in. 

"In the third year you see significant die-out 

in the middle of the tree, and that is often when 

treatments get started, and by that time you 

may have lost half of the tree." 

If emerald ash borer is within a 20-mile 

radius of your area, treatments are recom-

mended to prevent infestation as opposed 

to curative treatment. 

Property owners will have to decide 

whether to continue the treatment invest-

ment, in spite of the fact that the tree may 

not be recoupable if damage was identified 

too late; or carefully take down and replace 

the tree. Control methods include soil 

drench, basal spray and trunk injection. A S I A N C I T R U S P S Y L L I D 

K U D Z U B U G 

E M E R A L D A S H B O R E R 

BROWN MARMORATED STINKBUG 
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BROWN MARMORATED STINK 

BUG. These sucking bugs can 

build up significant populations 

on a variety of ornamental trees, 

including butterfly bush, fruit 

trees, berries, grapes, citrus, avo-

cado and more - up to 60 host 

plant species. The bug feeds on 

the fruit, causing damage. You'll 

spot this pest on the east and 

west coasts, says Mark Hoddle, 

biological control specialist and 

principle investigator at Univer-

sity of California Riverside. 

The pest is a nuisance to home-

owners when it migrates indoors 

during winter and goes outdoors 

in summer and destroys backyard 

crops. The stink bugs have shield-

shaped bodies and are about 15 

O N L I N E : For more on 

invasive species such 

as the tuttle mealybug, 

rugose spira l ing whitef ly 

and polyphagous 

shot hole bearer , visit 

Lawnand landscape .com 

mm in length. Their piercing-

sucking behavior leads to dis-

torted fruit and fruit drop. They 

can contaminate grape vines and 

leave behind a strong odor. 

Insecticides have proven ef-

fective, according to the Uni-

versity of California Riverside, 

though further research to iden-

tify control is ongoing. 

ASIAN CITRUS PSYLLID. This 

citrus-grazing pest is persistent 

in Florida and Southern Cali-

fornia in commercial groves and 

on ornamental citrus trees in 

home lawns. "It likes to feed on 

the flush growth, causing leaves 

to curl up. It's nasty looking," 

Hoddle says. 

"The bigger problem is that 

the psyllid spreads a bacterium 

that kills citrus." Once infected 

with the bacterium, a citrus 

plant will die within five to 

eight years. 

"The disease has killed 50 

percent of the citrus trees in 

Florida, and we recently found 

it in Southern California," 

Hoddle says. 

"Some experts suggest that if 

a cure is not found in five to 10 

years, Florida may not have a 

commercial citrus industry. It is 

that bad of a problem." 

Asian citrus psyllid is often 

identified when a tree is already 

dying. Its leaves become yellow. 

The nyphs produce a toxin, 

causing the flush tips of leaves 

to die back or become twisted. 

The leaves then do not expand 

normally. 

The pysllids vector is a bac-

terial disease that causes mot-

tling of leaves and affects fruit 

maturation. 

Control through pesticide can 

reduce the problem, but there 

is no "cure" for the disease, L&L 
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TRIMMERS & EDGERS 

CUT THE OVERGROWTH 

2015 | LAWNANDLANDSCAPE.COM 

There's more to 
trimmers and edgers 

than just making a yard 
look nice. By Katie Tuttle 

hile some contractors 

are probably using the 

same tools homeown-

ers can pick up at any 

home supply store, it's important to 

consider your options and what will 

work best for your jobs. 

"There is a difference between a 

commercial product and a residential 

product," says Linda Beattie, public re-

lations specialist with Schiller Grounds 

Care, the parent company to Little 

Wonder. "There are some products 

that are built for heavy duty daily use 

which you might find with a landscaper 

or groundskeeper, but it differs from 

the homeowners who may trim 

their hedges maybe five or six 

times a season." 

CORE. MTD Products acquired CORE 

Outdoor Power Equipment in January, 

TRIMMERS 

and the company is offering CORE 

products, including the CGT400 Trim-

mer and the Elite E400 Trimmer. 

CORE (Conductor Optimized 

Rotary Energy) technology features 

a power cell to provide the operator 

with a gas-free alternative to fuel. The 

CGT400 has a runtime equal to one 

tank of gas, while the Elite E400 has 

a runtime equal to two tanks of gas. 

"It is truly made to displace gas," says 

Lincoln Jore, CORE co-founder. 

DEWALT. If a job requires you to cut 

through a heavy amount of growth, 

you might consider DeWALT's string 

trimmer, which features a gear drive 

transmission that increases torque, 

allowing you to plow through 

without slowing down. 

"What's the most impor-

tant for (users) is always 

the power, the run 
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TRIMMERS & EDGERS 
© F o r a more in-depth look at the 
mentioned trimmers and edgers, 

visit Lawnandlandscape.com 

time and the durability," 

says Product Manager 

Jola Wodka. "With the 

technology built into 

the string trimmer, we 

answer and manage all 

three of those." 

Another feature of De-

WALT's string trimmer 

is impact-resistant Xe-

noy housing, which has 

the ability to be flexible 

material. "Those tools get 

mishandled quite a bit in 

operation and transporta-

tion," Wodka says. "They 

can take some impressive 

shock absorption." 

If a DeWALT string 

trimmer happens to fall 

off a truck, or if there's 

some bending of the ma-

terial, it will return to its 

regular shape and form. 

LITTLE WONDER. The 

company offers hedge 

trimmers as either com-

mercial electric or gas-

powered. The double-

insulated housing of the 

engine now allows the 

trimmers to cut hedges 

up to a half inch thick. 

The gas engine trimmers 

can cut hedges up to a 

full inch thick, making 

both trimmers a good 

option for when a job 

requires more than just 

hedge upkeep. 

STIHL. In 2014, STIHL 

launched the FF94R, a 

two-stroke mid-range 

trimmer. Prior to that, 

most of STIHL's trim-

mers had four-cycle 

engines. But according 

to Marvin Mathwig, a 

product manager for 

STIHL, some people 

weren't comfortable with 

a four-cycle machine. 

Because of this, STIHL 

now has three different 

options for its customers: 

four-cycle, two-stroke 

and lithium ion battery. 

"We're trying to expand 

to all three to get the land-

scaper what they need, 

prefer, are comfortable 

with, as well as what their 

clients are demanding," 

Mathwig says. 

EDGERS 
LITTLE WONDER. Little 

Wonder's stick blade 

edger is a wheeled unit, 

featuring a four-cycle 

engine. 

"It 's a dedicated 

straight line edger for 

large commercial proper-

ties or along long walk-

ways," Beattie says. "It'll 

edge up to 90 feet per 

minute." 

Little Wonder also has 

a bed shaper, a specific 

type of edger able to han-

dle curves and serpentine 

shapes. It can cut around 

tree rings and along ob-

long, arced beds, working 

at a rate of up to 100 feet 

per minute. Because of 

the concave blade, the 

shaper takes out one long 

strip of sod. 

"Ours is more of a bed 

refiner, but it edges, it 

shapes, it also trenches," 

Beattie says. "You can do 

it in forward or reverse. 

But the beauty of it is 

with the concave blade, 

you can have a strip of 

sod to throw in a truck 

and you're done." 

STIHL. The company has 

completely updated its 

edgers, with the first ones 

being shipped out in De-

cember and January. The 

highlight is the weight-

reduced gear boxes and 

reflectors. 

"We've reduced the 

weight by about 9 ounces 

or so," Mathwig says. 

"What that means is a 

better power to weight 

ratio, which is really im-

portant to our profes-

sional customers." 

Another updated fea-

ture is the switch from 

a closed guard to a pro-

fessional design open 

guard on the curve chap 

machines. The pro chap 

units used to have a lip 

that prevented material 

from freely falling out. 

The open guard mini-

mizes clogging. 

TURFCO. Turfco intro-

duced its Edge-R-Rite II 

Edger to the market two 

years ago. The edger now 

comes with an optional 

30-degree tree ring blade. 

The blade minimizes root 

damage as it makes a fin-

ished edge around beds, 

similar to an edge made 

with a spade. 

"We started offering 

this option because a 

lot of our landscaping 

customers want to use 

the edger around existing 

flower beds and bushes," 

says Will Haselbauer, 

regional sales manager 

for Turfco. "There are a 

lot of jobs you can use it 

for, depending on what 

blade you're using." 

Along with the 30-de-

gree tree ring blade, 

Turfco also offers a right 

angle blade, for edging 

and installation around 

flowerbeds and baseball 

diamonds; a v-trencher, 

for removal of turf along 

hard/paved surfaces such 

as sidewalks and curbs; 

the circular blade, which 

cuts through overgrowth 

a rotary can't handle and 

a sod cutter, which cuts 

a 3-inch strip of sod and 

is useful for installing 

concrete or wood edging. 

The Edge-R-Rite II 

Edger features a Honda 

4-horsepower engine 

and an oscillating blade, 

which allows the edger 

to cut without throwing 

debris, L&L 

15" 40V MAX* 

ó.OAh Brushless 

String Trimmer 

^f Elite Trimmer E-400 

Turfco Edge-R-

Rite I I Edger 
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EDGING PRODUCT ROUNDUP 

EPIC BENDA BOARD 

The pitch: Epic's landscape edging 

profile, 1x4 Benda Board is made from 

100 percent recycled feedstock. 

• Benda Board can be used as mow strip, 

rock garden definition, pathway borders, 

weed creep prevention, concrete forming, 

flower bed delineation and tree Rings. 

• It complies with LEED accreditation 

for recycled content. 

• It features a slip joint technology for 

coupling boards, and with no sharp 

edges, it has zero liability for municipal 

and pet/child sensitive landscapes. 

For more information: 

Epicplastics.com 

SUREFLEX PAYER EDGING 

The pitch: Sureflex Paver Edging is 

a durable edging product that is cost 

effective and quick and easy to install. 

• Sureflex requires no cutting 

and can flex for curved applications. 

• It can be installed outside or 

underneath pavers, making it ideal 

for walkways, driveways and patios. 

• Sureflex is made from 

100-percent recycled material. 

For more information: 

Surefootedging.com 

PERMALOC CLEANLINE 

The pitch: Permaloc CleanLine is a com-

plete series of commercial grade aluminum 

landscape edgings designed to function in 

professional landscapes. 

• It's engineered to allow for easy installa-

tion and creates a clean edge. 

• Designed with a stakeless connection 

system that snaps down to permanently 

interlock adjacent edging sections - elimi-

nating horizontal separation. 

• Includes heavy-duty 12-inch interlocking 

aluminum stakes that securely anchor it 

into the ground, providing long-term reten-

tion and ensuring that your designs last. 

For more information: Permaloc.com 
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"Are you having a difficult time finding 

legal low wage workers? Let us help you 

get the legal labor force that you need, 

just as we have for hundreds of other 

companies." 

-Robert Kershaw, Attorney at Law 

The Kershaw Law Firm PC 

Legal foreign workers with H2B 
visas may be the answer to your labor needs! 

EARLY SIGN UP OFFER 
1-99 H2B Visas 

$ 2 , 8 0 0 . * 1 
That's $2,800 in fees for all of your visas-not $2,800 per visa' 

*Flat rate per application for Texas companies paid in advance, or pay 
installments of $1,000.00 down, with three installments of $700.00. 

Does not include bus fare, USCIS (INS) fees, required newspaper ads, foreign processing 
& consulate fees, nor foreign recruiting fees. 

Give us the opportunity to beat any competitor's published price. 
Number of potential clients is limited! Call toll-free for more information 

1.855.321.0077 
Robert Kershaw, Attorney at Law 

The Kershaw Law Firm PC, 3355 Bee Caves Rd. Suite #307, Austin, TX 78746 
Office: 512.347.0007,1.855.321.0077, Fax: 512.347.0009, www.workvisasusa.com 

E-mail: robert.kershaw@kershawlaw.com 

Licensed by the Texas Supreme Court. Not certified by the Texas Board of Legal Specialization. 

WGONELg V*meG0NE! 

NEW! grubGONE!® and beetleGONEP 
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 beneficiáis are foraging 

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

4 
grubGONE! & beetleGONE! are not yet registered 

in all states including California, contact Phyllom for a list. 

Phyllom BioProducts 
Protecting Forests, Farms and Landscapes * 

http://www.workvisasusa.com
mailto:robert.kershaw@kershawlaw.com
mailto:info@phyllom.com
http://www.phyllombioproducts.com


ALL TOGETHER NOW 
ALL THIS & MORE FOR REGISTER BY SEPT. 10 

GIE+EXPO is designed with one thing in mind - t o bring together 
landscape contractors looking to take their business to the next level. 

QPIANETI 

$ 
w'y -

TEST & COMPARE 
New products, equipment, technology and services in 750 
exhibits, covering more than 700,000 sq. ft. - indoors & out. 

TEST DRIVE EQUIPMENT 

in the 19-acre, natural turf demo area. 

CONNECT WITH 18,000 PEERS S HAVE FUN 

during FREE nightly concerts. See these headliners & special guests! 

4fL 

GAIN COMPETITIVE INTELLIGENCE 

with education & training for ALL industry segments. 

OIE+EXPO 
THE GREEN INDUSTRY & EQUIPMENT EXPO 

G R A N D F U N K R A I L R O A D I KELL IE P I C K L E R I THE R I G B Y S 

fi FROM PARIS I & THE CRASHERS I & LYNDSEY HENKEN I 

SPONSORED BY DIXIE CHOPPER ON THE M i l i t i 
The World's Fastest Lawn Mower. STAGE 

OCTOBER 22-23, 2015 ALL INDUSTRY 

KENTUCKY EXPO CENTER LOUISVILLE. KY 

[800] 558-87B7 infWW.GIE-EXPO.COM 

GIE+EXPO IS SPONSORED BY 

H g M S 

CO-LOCATED WITH 

HNB HARDSCAPE 
• B B H i N o r t h A m e r i c a 



866.8691353 | networkfleet.com 1 

©2014 Verizon. All Right?Reserved. AD-N056-

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. 
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Lawn̂rLandsoape SNOW 

Call 1 . 8 6 6 . 5 6 7 . 4 1 6 2 or visit w w w . h l a s n o w . c o m and slice through winter with a new Razor from HLA. 

a predictable net profit margin 

regardless of snowfall. 

The prepaid residential con-

tracts allow for enough cash to 

support payroll for large storms, 

negotiate the best price on rock 

salt and they provide ample cash 

flow to accommodate for slower 

paying commercial clients. These 

contracts also guarantee profit 

in the event of a light winter. 

My main source of profit exists 

within my commercial contracts. 

To plan for each year, I use the 

historical snowfall averages, job 

costing data and average plow 

runs data from the northeast 

region. By using these averages 

and tracking production rates 

for our equipment, I have been 

able to create predictability in 

our profit margins. 

I continue to analyze the per-

centages of each type of contract 

as the overhead recovery model 

changes as the company grows. It 

is critical to adjust these percent-

ages to achieve profit goals. 

HIRING. Managing a diverse port-

folio means managing multiple 

employees and subcontractors. 

Unfortunately, the seemingly 

endless winter led to higher 

than usual burnout rates and 

therefore, turnover rates. 

I attempted to combat this 

issue by providing training, 

standardized processes and pro-

cedures, and an incentivized pay 

Limit risk with diversification 
BY MIKE CALLAHAN 

Get a close shave in one pass with Razor Snow Pushers from HLA. With 24" sections and 6" of vertical travel 
the Razor's edge easily adapts to the contours of the ground. Equipped with both a spring trip mould board 
and cutting edge the Razor easily handles obstacles such as manhole covers and curbs without sacrificing 
cleaning. 

Snow and ice removal compa-

nies that are able to diversify 

their contracts stand out in 

their markets, and this is true in 

my own market, Rochester, N.Y. 

I work each year to procure a 

well-rounded portfolio including 

the following contracts: prepaid 

with unlimited trips, prepaid re-

tainers (set number of visits with 

per trip fee thereafter) and per 

push contracts (with a minimum 

trip requirement). 

Last season's portfolio in-

cludes 575 residential prepaid 

Mike 
CALLAHAN 

contracts and 

70 commer-

cial contracts, 

which generat-

ed $400,000 in 

snow revenue. 

Our business 

model requires 

residential customers to pre-pay 

in full without a discount for the 

snow season. 

This diversification has al-

lowed me to cover fixed and vari-

able costs throughout the year as 

well as remain liquid and create 

http://www.hlasnow.com


Arctic Snow & Ice Products, Inc. 

We are growing and improving our manufacturing facility to meet your 
growing needs. New dedicated materials processing center, larger, faster 
paint process center and a larger multi station shipping center. All these 

improvements were done to service you, our partner in business. Our 
commitment to you is being the best we can be and provide the finest 

products in the snow removal industry. 

SELL THE MOST SOUGHT AFTER SNOW REMOVAL 
PRODUCT ON THE MARKET TODAY! 

We support the 

ASCA 
Contractors Association 

Arctic Sectional Sno-Pusher 
Sectionalsnopusher.com • (888) 2-ICE-SNO 
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MAINTENANCE PERSONNEL 
iFHEYICOUUD¡DEPEND ON? 

W E A T H E R R E R F O R I Y I A N G E 

SNOW 

structure. Instituting a standard 

training model of online videos 

and on-the-job training allowed 

for quick and predictable on-

boarding. 

Having clearly documented 

job descriptions, including a list 

of responsibilities and clear ex-

pectations, was crucial to success. 

Furthermore, I offered a one-

time incentive payment tendered 

at the season's end in addition 

to weekly pay for those who 

persisted through the season. 

Employees earned this incen-

tive payment, which averaged 

approximately an extra dollar 

per hour of pay, if they worked 

for the duration of the season. 

Subcontractors' first payment 

C A L L A H A N ' S LAWN CARE 

& PROPERTY MAINTENANCE 

PORTFOLIO PERCENTAGES IN 2014-15 

• Prepaid Residential Contracts 

• Unlimited Commercial Contracts 

• Per Push Commercial Contracts 

• Commercial Contracts 
(17-Trip Retainer 
and Per Trip Overage) 

installment for the year was held 

by the company until the end 

of the season to ensure commit-

ment for the season. 

SUPPLIES. The biggest challenge 

this season was ensuring ample 

rock salt and bagged ice melt 

during a declared salt shortage. It 

was necessary to have enough liq-

uid cash on hand to pre-purchase 

all bagged ice melt prior to the 

start of the season. 

Prepaid contracts helped off-

set these costs. These contracts 

specifically included a clause to 

guard against the increase in 

salt prices. Contrary to popular 

belief, this practice does not hin-

der acquisition of contracts as we 

solidified 575 accounts prior to 

the season and had a waiting list 

of approximately 450 accounts. 

Ultimately, I had to allocate a 

large enough rock salt allotment 

to last the whole season. 

When salt supplies started to 

dwindle, I made sure to expand 

and stock our salt bins to secure 

enough rock salt at the budgeted 

price to finish the season, L&L 

The author is owner of Callahan 
Lawn Care and Property Mainte-
nance. He has been in the snow 
business for more than 15 years. 

PELADOW™ Premier Snow & Ice Melter works in a wide range 
of temperatures, even down to -25 degrees F. 
Pedestrian safety is not an option. Why risk itHfooose wisely. 

V ^ c 

CALCIUM CHLORIDE PELLETS 
PREMIER S N O W A N D ICE MELTER 

PETERS CHEMICAL COMPANY 
P.O. BOX 193 
Hawthorne,NJ 07507 
973-427-8844 Fax: 973-427-7748 
www. peterschemical. com 

QUALITY MADE IN USA 

rrademaik t i Ctódentei Q w i c a l Corporation 



CLEARSPAN IS YOUR PREFERRED 
CHOICE FOR MATERIAL AND EQUIPMENT STORAGE 

Prevent sand and salt runoff. Low in cost per square foot. 
Store a season's worth of material. Lower energy costs with natural light. 

Operate and store large vehicles and equipment. 
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A GREEN 
AND WHITE 

MIXTURE 

Chicago winters are harsh. Snowfall is frequent and 

winds off of Lake Michigan add an extra chill to 

the air. But Greenwise Organic Lawn Care has 

found a way to add a touch of "green" to even 

the whitest winter day. 

Greenwise Organic 
Lawn Care uses 

a non-traditional 
approach to its snow 

removal services. 

BY HOLLY HAMMERSMITH 

ABOVE: Jose 
Caballero is snow 

removal field 
operations manager 

at Greenwise Organic 
Lawn Care. The 

company began 
offering snow removal 

services in 2008 as a 
way to become a year-

round business. 

Greenwise, founded in 2006, 

is an eco-friendly lawn care, 

design/build and snow removal 

company based in Evanston, 111. 

The company takes a non-

traditional approach to snow 

removal, says Michael Kormanik, 

marketing director and snow 

removal crew dispatcher. 

"Here in Chicago, there's just 

an attitude of do what you need 

to do to get through the winter, 

and then worry about the conse-

quences later," he says. 

"So you just see the road salt 

getting dumped on everything, 

just landscapes getting torn up 

by plows and hardscapes getting 

damaged, and it just wasn't really 

what we would consider the best 

way of doing things." 

Greenwise entered the snow 

removal business in 2008 as a 

way to expand business year-

round in the snowbelt. 

The company primarily serves 

residential clients in and north 

of Chicago, but the company 

is slowly expanding more into 

the commercial side of business. 

Right now, business is split about 

70 percent residential and 30 

percent commercial. 

TOOLS OF THE TRADE. Green-

wise trucks use biodiesel fuel, 

which is a renewable fuel source. 

Additionally, they do not use 

traditional rock salt which, 

while cheap, can damage lawns, 

sidewalks and tender pet paws. 

"In the snow removal busi-

ness, because it's more of an 

emergency service, traditionally, 

there's not a lot green about it," 

he says. 

"But then we took a look at it 

and thought, well, even if we're 

making some changes and mak-

ing it more sustainable and more 

environmentally friendly, it will 

make a difference." 

He points out that traditional 

rock salt use can dry out soil 

and prompt Mother Nature to 

intervene and try to remedy the 

situation. 

Her remedy? Often dande-

lions, which are a natural soil 

aerator - but are often consid-

ered weeds. 



I N S U R A N C E GROUP,LLC 

Take Contro l of the Unknown 
Finding snow insurance doesn't have to be a question 
mark. Take control by becoming A S C A Certified or 
ISO 9001/SN 9001 certified. Many contractors who 
follow Industry Standards and become certified are 
seeing thousands of dollars in savings. 

Will you be one of them? 

Mills Insurance Group, LLC 
www.millsinsurancegroup.com  
info@millsinsurancegroup.com 
888-360-SNOW (7669) 

Don't leave money on the table. 
Call Mills Insurance today! 

http://www.millsinsurancegroup.com
mailto:info@millsinsurancegroup.com


SNOW 

So we did our homework. We spent years getting feedback from people 
just like you...true contractors who dedicate their days, nights, weekends 
and holidays to fighting snow. Then we translated your experiences and 
expertise into a new line of durable plows ready to tackle the toughest 
jobs. They're the perfect fit for your operation — because it was your ideas 
that built them. And these ideas are so good, we just couldn't contain 
them any longer. 

Unleash the Full Power of SnowEx. 
See what's new at SIMA booth #106. 

out, they can call and alert Greenwise not to 

come to their residence. 

Other clients do not want to deal with any 

snow removal on their own - no matter how 

little - and pay a flat fee for a season-long 

pass, which offers unlimited snow removal. 

"Any time we come out and there's more 

than an inch of snow, we do the clearing," 

Kormanik says. "They pay a flat fee, and we 

come out as often as needed." 

Last season, there were 23 incidents 

in which more than an inch of snow fell. 

And most incidents were higher, around 

3 to 4 inches. 

"That was definitely a money saver for folks 

last year," he says. 

BUILDING A CLIENT LIST. Many of the Green-

wise snow removal clients are the same 

O M I C DIFFERENCE. SiME PRICE 

After some initial trial and error, managers at 
Greenwise Organic Lawn Care determined 
they could operate a green snow removal 

service - and at a profit. 
Today, snow removal makes up n percent of 

the company's $2.3 million in annual revenue 
says Michael Kormanik, marketing director and 
snow removal crew dispatcher. 

"Even with organic lawn care, you don't need 
to cut corners to still make a profit, and you don't 
need to do things irresponsibly," he says. "We're 
growing every year." 

Labor-wise, Kormanik says the company 
uses more manual labor to remove snow than 
traditional companies. However, these employees 
mostly work year-round. 

About 30 employees of the company's 50 
make up the snow crew at Greenwise - which 
operates routes in a strategic and cost-effective 
manner. 

Rock salt is cheaper than the de-icer product 
Greenwise uses, but the company uses far less 
product. In the end the cost evens out, Kormanik 
says. Avoiding the use of heavy equipment means 
there is less chance for damage and repair to a 
property or landscape. 

"It's almost along the lines of the measure 
twice and cut once sort of the thing. If you do 
it right the first time, you're saving money right 
there," he says. 

The All New SnowEx® Plowi 
Built On Your Terms. 

Hinged Blades / Straight Blades / Pushers 

Instead, Greenwise uses a more environ-

mentally friendly deicer product. Crews will 

shovel snow as much as possible rather than use 

snow blowers. When teams are more attentive 

when removing snow, less deicer is needed. 

FLEXIBLE SERVICE PLANS. Some clients only 

want snow removal when there is a lot of 

snowfall. 

They often opt for a 10-pass package. If it 

snows a little and they do not want the crews 

mm. 

For years, contractors have asked when SnowEx would develop a line of 
plows. But we understood that just because we were experts in ice control 
didn't necessarily make us experts in snow removal. 

snowexproducts.com 

S n o w Q ^ 





CALCIUM CHLORIDE PELLETS 
PREMIER SNOW AND ICE MELTER 

888-293-2336 www.oxycalciumchloride.com 

sk yourself 
What is in the bag? 
Is it worth the risk? 

MYSTERY 
ICE MELT 
BLEND 

(90%-99% ROCK SALT) 

'%0\ 
i 90% 
m i u m c h l o r i d e 

Helps make sidewalks safer. 

COMPANY PROFILE ^ 

"Trademark of Occidental Chemical Corporation 

Think about it. 
m 

OXY 

better manage cash flow, and plan ahead 

for the necessary supplies, equipment and 

manpower needed for the upcoming snow 

removal season. 

"We went into the summer (last year) 

knowing that we had snow clients already 

signed up and committed, and then we start 

in the early fall just reminding people that, 

as much as you don't want to think about it, 

you live in Chicago, and there's going to be 

a winter," he says. 

OPEN COMMUNICATION. The snow removal 

service at Greenwise mirrors its customer 

service philosophy for lawn care, where com-

munication is paramount. 

"One of the reasons why people would 

come to us if they weren't a client already 

was they had a bad experience with the service 

they got from other snow removal companies, 

and a lot of that was really just the commu-

nication," Kormanik says. 

"They didn't know if they were a client still. 

Sometimes they'd sign up, and they would 

never hear from the snow company." 

Greenwise offers service alerts via email to 

clients to let them know the snow routes are 

activating soon and when they can expect to 

receive service. 

Another alert tells them crews have left 

the building. Email alerts are also sent out 

in advance of the arrival of a front of inclem-

ent weather. 

The company also has a snow removal 

phone number that is answered 24/7 during 

a snow event. Lastly, being flexible helps 

keep clients satisfied, he adds. Kormanik 

says they have also personalized their service 

at Greenwise. 

If a client is nine-months pregnant and 

needs to go somewhere, the company will 

work with the client to try and prioritize 

service. Similarly, service may be prioritized 

for a church or pastor on a Sunday morning. 

"Here in Chicago, when it snows, it snows, 

and it's not just a little ice on the ground," 

he says. "It locks you in, and people have to 

be places." L&L 

The author is a freelance writer based in Cleveland. 

b d t w 

clients that hire the company for lawn care 

or design/build work, Kormanik says. 

Additionally, maintaining a high rating on 

Angie's List has been a positive for promoting 

the company, as have client referrals netting 

customers a $50 credit in "green bucks" 

toward a future service. The company also 

offers one free visit for clients who pre-pay 

for services before November 1. 

On the business side, Greenwise can 

http://www.oxycalciumchloride.com


Downtime costs you both time and 
money AMSOIL synthetic lubricants 

will keep your equipment up and 
running. It's engine insurance 

you can depend on. 
AMSOIL for any engine. 

riflW-30«ft£̂ 0 I 

wwwamsoi l .com 
Diesel 4-Stroke 2-Stroke Grease 

Oil Oil Oil 
IVanny 

Fluid 
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ACE TORWEL'S 
1Q-FQOT ECONOMIZER 

The pitch: ACE Torwel's snow and ice 
management division has a io-foot 

Economizer spreader for long bed trucks. 
• The Economizer V-box spreaders are 
lightweight and feature 304 stainless 

steel construction. 
• The new io-foot Economizer 

mechanical drive unit is powered by a 
9 hp Honda gas engine with an in-cab 
panel control operating electric start, 

choke and throttle flow speed. 
• The io-foot Economizer second 
power option is with truck PTO 

hydraulics (hydra-spread) and has 
a quiet dual hydraulic drive system 

all controlled in-cab. 
For more information: 

Acetorwel.com 

BRODY CHEMICAL ICE BEATER 
The pitch: Brody's Ice Beater is sized to fit broadcast 
and handheld spreaders. 
• Ice Beater's blend of ice-melting agents allows it 
to be effective at temperatures ranging from freezing 
to sub-zero. 
• The exothermic pellets give off heat to make the product 
work fast on surfaces. 
• Ice Beater is colored light blue to help you see where it 
has been spread. 
For more information: Brodychemical.com 

PRO-TECH BUCKET CLAMP 
The pitch: The Bucket Clamp is a new custom 
connection option for the Sno Pusher 
product line. 
• This new connection eliminates chains, 
shackles and loose ratchet binders that can 
be difficult to maintain. 
• It decreases the average connection time 
and gives operators a new level of control 
when clearing snow. 
• It replaces the post-style connection found 
on standard rubber edge loader and backhoe 
models. The customer simply ratchets the clamp's jaws to the bucket. 
For more information: Snopusher.com 

SNOWEX AUTOMATIXX 
The pitch: The Automatixx power-
assisted attachment system is a 
feature standard on the new line of 
SnowEx truck-mounted plows. 
• The attachment system uses 
a simple process, which can be 
completed entirely from the driver's 
side of the vehicle. 
• The system includes removable 
receiver brackets, which provide 
good ground clearance when the 
plows are detached from the truck. 
. The Automatixx attachment system is found on SnowEx POWER PLOW, SPEEDWINC, 
Heavy-Duty, Regular-Duty and Light-Duty snowplow models. 
For more information: Snowexproducts.com 

STEINER SNOW BLOWER ATTACHMENT 
The pitch: The Steiner snow blower attachment has the power to clear snow from sidewalks, 
driveways and lots. 
• The solid steel hydraulic chute features a 237-degree rotation standard and optional electric 
chute deflection. 
• Roller bearings and brass bushings support a high-RPM auger and 1100-RPM impeller. 
• Choose the 48-inch two-stage snow blower for the 440 tractor or the 54-inch two-stage snow 
thrower for both the 440 and 235 tractors. 
For more information: Steinerturf.com 
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State of the ASCA 
BY KEVIN GILBRIDE 

The mission of the Accredited agers, who are 

Snow Contractors Associa- our customers 

tion (ASCA) is to establish and cannot dif-

programs for snow and ice man- ferentiate (or 

agement companies to influence don't care to) 

those who affect this industry. between pro-

Those outside influences include fessional snow 

the insurance world, where ris- and ice man-

ing premiums make it difficult agement companies and those 

to do business in our industry, that are not professional, 

legislative bodies, where poor laws To accomplish this goal, the 

allow for crazy insurance claims first thing we needed to do was 

that raise premiums, and prop- create a way for snow and ice 

erty owners and property man- management companies to prove 

K e v i n 

GILBRIDE 

they had taken their industry 

back, taken control of their own 

destinies and proved they were 

controlling the risks they should 

be controlling. 

This is the first of the four 

pillars we founded the ASCA 

on. It was the creation of the 

first-ever set of written industry 

standards - the ASCA's Industry 

Standards, which earned accredi-

tation by the American National 

Standards Institute (ANSI). 

The second accomplishment 

and pillar was the creation of 

ASCA Certified education (AS-

CA-C). This education proves to 

the outside world that you and 

your employees have been edu-

cated on the Industry Standards 

and the topic of risk manage-

ment in general. To date, more 

than 300 individuals have be-

come ASCA-C and the number 

is growing on a weekly basis. 

The third pillar was creating a 

quality management system that 

is third-party verified to prove 

not only that you were educated 

on the Industry Standards, but 

that you implemented them into 

your business model. For this, 

we worked with ANSI again, 

through a partnership they have 

called the ANSI-ASQ National 

Accreditation Board (ANAB). 

Through ANAB we used the ISO 

9001 Quality management Sys-

tem and added the customized 

snow industry requirements. 

• . . 
For i n f o r m a t i o n c a l l 1 -800-294-0671 
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«O SOLVENTS 
«ST PERFORMANCE 

S I M A 

about 

ce 

S e e u s a t t h e S I M A 
S n o w & I c e S y m p o s i u m 
Booth #215 

r í NN BR 
Corrosion Prevention. m  
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The snow portion is called SN9001. This 

quality management system proves that 

you have the processes and procedures to 

ensure service quality and that you have 

implemented the industry standards into 

your business. IS09001 andSN9001 are the 

ultimate proof that you are managing risk in 

your business and that you are doing things 

to protect yourself, your company and your 

clients. In the event of a claim against you, 

you can provide the insurance company the 

information needed to defend you. 

At this time, 10 companies have earned 

their IS09001 and SN9001 certifications. 

However, there are dozens more actively 

working through the process. Those that 

have taken on this process have found that 

they are already 80-95 percent of the way to 

compliance when they start. 

There is an assumption that this is overly 

complicated, but many contractors have 

found they are already doing most of what is 

needed to comply. These first three pillars are 

about the snow and ice management industry 

taking control of its own destiny. 

The first sign that this was working came 

last August when an A-rated insurance carrier 

began providing credits on its snow insurance 

policies to companies that were ASCA-C and 

even larger credits for ISO and SN 9001 

companies. 

The fourth pillar is working toward posi-

tive legislative change. To influence elected 

officials to enact legislation to protect this 

industry, we have been working diligently at 

the federal level to support tort reform and 

reduce frivolous lawsuits. We are not the only 

professional organization supporting this. 

As a matter of fact, organizations across 

the country, including the NFIB, actively 

support this legislation. At this time, it is in 

committee at the House of Representatives 

and beginning to move. We are working at 

the state level to enact change there as well. 

We are seeing the industry take advantage 

of our work to get the insurance world and 

legislative bodies to recognize snow contrac-

tors for responsible business practices and an 

elite level of professionalism. To be more 

effective we need more of you involved in 

representing your industry. 

As we continue our quest to influence 

legislative bodies on the state and federal 

levels, the more professional snow and ice 

managers involved, the better our chances 

of achieving success, L&L 

The author is executive director of ASCA. 

TRAILBLAZERS 
With access to the first-ever 
Industry Standards, insurance 
discounts, world-class education, 
and legislative events, ASCA 
members are way ahead of their 
competition. And 97% of our 
members would recommend 
membership to a colleague. Be a m m 
snow industry trailblazer. ^ É i l 

JOIN TODAY! • j j M ^ ^ É j 
w w w . a s c a o n l i n e . o r g 4 È M 

Accredited Snow 
Contractor^ Association V 

ASCAonline • yp f @ASCAexec 

http://www.ascaonline.org4


BUSINESS FOR SALE BUSINESS OPPORTUNITIES 

LANDSCAPES & JOBS 
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LANDSCAPES & JOBS 
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www.aIlprogreens.com/training 1-800-334-9005 

Job D e s c r i p t i o n s 
for Green I n d u s t r y P r o f e s s i o n a l s 

Publication Special 
for J im 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 

CONSULTANT 

J i m H u s t o n ' s C o n s u l t i n g 
I will provide your company with the tools and 
training you need to make your business more 

efficient and profitable. 
I help you: 

Develop and Implement a Strategic Plan 
Create Accurate Budgets 

Bid Jobs More Confidently 

Our consulting can be customized to your needs. 

For more details email 
Jim at jhuston@jrhuston.biz 

LAWNANDLANDSCAPE.COM 

K E S ACQUISITION 
EXPERTS L L C 

EAST COAST OF FLORIDA 
LAWN AND LANDSCAPE 

Palm Beach Asking $225,000 
St. Lucie Asking $85,000 

Garden Center Asking $325,000 
Dixie Chopper Dealer Asking $599,000 

Contact : J o h n B r o g a n 
for a conf ident ia l conversat ion . 

Off ice: 772-220-4455 • Cell: 772-284-4127 
E-mai l : j o h n @ a c q u i s i t i o n e x p e r t s . n e t 

Visit our website at www.acquisitionexperts.net 

WE SELL BUSINESSES IN FLORIDA 

Business For Sale 
Residential Landscape Company 

in sunny Phoenix, AZ 
Revenue $10MM Nets $1.3MM 

Price $5.8MM. Contact Phil @ 
480-707-7721 or philreeseaz@gmail.com, 

West USA Realty 

Maximize your advertising dollars 
We of fer the indust ry 's l owes t costs for y o u to be seen in bo th 
Lawn & Landscape magaz ine and o n www. lawnand landscape .com. 

Please contact Bonnie Velikonya 

at 8 0 0 / 4 5 6 - 0 7 0 7 X 2 9 1 or bvelikonya@gie.net. LaiMcape 

http://www.aHprogreens.com/training
http://www.aIlprogreens.com/training
mailto:tiffany@jrhuston.biz
mailto:jhuston@jrhuston.biz
mailto:john@acquisitionexperts.net
http://www.acquisitionexperts.net
mailto:philreeseaz@gmail.com
http://www.lawnandlandscape.com
mailto:bvelikonya@gie.net


ESTIMATING 

Simplify Your Entire Bidding Process 
Easy New Software from Jim Huston 

Proven with hundreds of pro contractors 
Fully Integrates Estimating, Job Costing & More 

Links with QuickBooks 
Learn more at www.jrhuston.biz 

Free on-line demo e-mail: jhuston@jrhuston.biz 

FOR SALE 

Discount 
Small Engines & Parts 

Small engines & parts 
from Briggs & Stratton, Kohler, 

Tecumseh, Robin and more. 
www.smailenginesuppliers.com 

Also, look up your own parts 
and buy online at 

www.smailenginepartssuppliers.com 

NEW/USED/REBUILT 
Plows, Spreaders and parts 

Largest diverse p l o w inven to ry 
Western, Fisher, Blizzard, 

Meyer, D iamond , Snoway, 
Snowman , Boss, Snowex 

1000 p lows in stock 
WWW.STORKSPLOWS.COM 

610-488-1450 

GOT PLOW 
PARTS? 

WWW.GOTPLOWPARTS.COM 

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. 

Let us help you 
get the word out. 
The L&L Media Group's reprint service. 
Email reprints@gie.net to learn more. 

HELP WANTED 

I J V M 
L A N D S C A P E S 

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 

RIIPPERT 
L A N D S C A P E 

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, N C & G A . 

Contact Lauren Moyer at: 
lmoyer@ruppertcompanies.com 

Check us out at: 
www.ruppertlandscape.com 

HELP WANTED 

GreenSearch 
Since 1995, GreenSearch is recognized 
as the premier provider of professional 
and confidential employment search 

exclusively for exterior and interior landscape, 
irrigation, and the overall green industry 

throughout North America. 
Check us out on the Web at 

www.greensearch.com or call toll free 
at 888-375-7787 or via 

e-mail info@greensearch.com 

LANDSCAPEJOBS.COM 
Jobs & Resumes for Landscape Pros. 

http://www.landscapejobs.com/ 
1 - 7 1 7 - 4 7 9 - 1 8 5 0 

neaves roup 

ACCOUNT MANAGER WANTED! 
Hudson Valley Region of NY 

One of the fastest growing landscape and outdoor 
solutions firms in the region is seeking an energetic, 

hard-working and highly motivated Property 
Maintenance Account Manager. This position is 
responsible for selling, planning, and facilitating 

the completion of property maintenance services 
for commercial and residential properties. We offer 
exciting advancement opportunities, performance-

based wages, health benefits and paid-time-off. 
Requirements: 

• College or trade degree or at least 
two (2) years Property Maintenance experience 

with at least one (I) year of Sales experience 
• Thorough knowledge of property 
maintenance practices & procedures 

• Computer savvy 
• Valid driver's license orCDL 

See all our positions and apply online at 
www.neavegroup.com or send your résumé 

to Hiring@neavegroup.com. 

MAXIMIZE 
YOUR ADVERTISING DOLLARS 

We of fer the industry 's 
lowest costs 

for you to be seen in both 
Lawn & Landscape magazine and 
on www. lawnand landscape.com. 

Please contact Bonnie Velikonya at 
800/456-0707 x5291 or bvelikonya@gie.net. 

http://www.jrhuston.biz
mailto:jhuston@jrhuston.biz
http://www.smailenginesuppliers.com
http://www.smailenginepartssuppliers.com
http://WWW.STORKSPLOWS.COM
http://WWW.GOTPLOWPARTS.COM
mailto:reprints@gie.net
mailto:hr@lmilandscapes.com
mailto:search@florasearch.com
http://www.florasearch.com
mailto:lmoyer@ruppertcompanies.com
http://www.ruppertlandscape.com
http://www.greensearch.com
mailto:info@greensearch.com
http://www.landscapejobs.com/
http://www.neavegroup.com
mailto:Hiring@neavegroup.com
http://www.lawnandlandscape.com
mailto:bvelikonya@gie.net


INSURANCE INSURANCE 

K E E N A N 
A G E N C Y 

Liability Insurance 
For Your Work 

Most insurers will not 
provide coverage for 
damaged lawns as a 
result of your work as 
defined in all standard 
General Liability policies. 
If your tech is negligent, 
the product applied is 
improperly mixed or 
agitated, a rogue em-
ployee intentionally damages the yards, 
or perhaps the lawn was not properly 
diagnosed, there is no coverage for the 
damage done to the customer's lawn as 
a result of your work. Some insurers call 
this the business risk exclusion. 

Other common endorsements that 
have been added to General Liability 
policies in the past such as the Pesti-
cide-Herbicide Applicators endorsement 
and various forms of Contractors Limited 
Worksite Pollution endorsements will not 
cover damages to your customer's lawns 
based on the issues discussed above and 
damages caused as a result of your work. 

The Keenan Agency, Inc. has designed 
a stand alone Lawn Care Professional 
Liability policy which will provide cover-
age for damaged customers lawns due 
to your negligence including damages 
which are/were the result of your work. 

This program is not a replacement 
for your standard commercial general 
liability policy. 

In summary, you probably do not 
have the coverage you think you have. 

Please contact The Keenan Agency, Inc. 
if you are concerned that your current 
coverage does not cover your work. 

Premiums as low as $550/yr. 

The Keenan Agency, Inc. 
6805 Avery-Muir f ie ld Dr., Suite 200 

Dubl in, Ohio 43016 
614-764-7000 

Rick Bersnak - Vice President 
rbersnak@keenanins.com 

Gen. Liab., W.C. and Comm. Auto, 
Property Programs also available. 

CALL 1-800-886-2398 TODAY 
FOR A QUOTE! • 

Brett Adams, Green Industry Specialist 
brett. adams@coveryourgrass. com 

Programs for Lawn Care & Landscape, 
Big & Small 
Specialty Coverages for: 
• Professional Liability 
• Damage to YOUR customer's 

property 
• Pollution Liability (including Auto 

Spill) 
• Herb/Pest Endorsement 
Member: PLANET - CALCP-
ONLA-OLCA 

LAWN SIGNS • LANDSCAPE EQUIPMENT 

PROMOTE TO 
NEIGHBORS 

PROMOTIONAL 
POSTING SIGNS 

MR I SHY 

'SIGNS 
Marketing, Design & Print 

View Hundreds of 
Promotional Ideas, Layouts 
& Exclusive Images Online! 
RNDsigns.com • 800.328 

Posting Signs • Door Hang 
Brochures • Mailers Mo! 

A 009 
ers 
re 

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 - 8 0 0 / 8 7 3 - 3 3 2 1 

ADVERTISE WITH 
LAWN & LANDSCAPE TODAY! 

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

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, I N C 

We ship nationwide. 
Web site: www.jasper-inc.com 

Were You 
Featured In 
This Issue? 

Repr in ts enab le y o u t o reuse 
you r a r t i c le and s imp ly p lace 

it i n to t h e hands o f you r 
t a r g e t aud ience. Hav ing 
been f ea tu red in a we l l -

r espec ted pub l i ca t i on adds 
t he c red ib i l i t y o f a t h i r d - p a r t y 

e n d o r s e m e n t 
t o you r message. 

Give yourse l f a c o m p e t i t i v e 
advan tage w i t h repr ints. 

Con tac t us for mo re 
i n fo rma t i on regard ing repr in ts 

and add i t i ona l app l i ca t ions 
des igned t o mee t your 

cha l leng ing marke t needs. 

Call Dolores Franta 
at 800-456-0707 

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


SOFTWARE 

WEB DESIGNERS 

b e s t i ó n , 
a " a g f n g Edito 

» m i 
Lawn & 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. 

T H E C A T E G O R I E S A R E : 
1. F r o n t d o o r / e n t r y w a y 
2. P a t i o ( n o p o o l ) 
3. P o o l 
4 . D r i v e w a y 
5. O u t d o o r k i t c h e n 
6 . Ra in g a r d e n 
7. X e r i s c a p e 

H O W T O E N T E R : 
S e n d t w o t o t h r e e h i g h 
r e s o l u t i o n p h o t o s ( 7 X 5 o r 
b i g g e r a t 3 0 0 D P I ) a n d 3 0 0 -
4 0 0 w o r d s d e s c r i b i n g y o u r 
p r o j e c t w i t h d e t a i l s l i ke : 
W h y y o u c h o s e t o s u b m i t i t , 
c h a l l e n g e s o n t h e p r o j e c t a n d 
h o w y o u o v e r c a m e t h e m , h o w 
l o n g t h e p r o j e c t t o o k , e t c . 

mobile app solution for your business. 
Record work, payments, create 

estimates and automatically update 
your office computer. 

F R E E t ab le t w h e n y o u sign up 

for BILLMASTER - On t h e Go 

VISA, MC and AMEX, Checks. 
G E T Y O U R BILLS D O N E FASTER 

WITH BILLMASTER! 
e-mail: sales@billmaster.info 

201-620-8566 www.billmaster.info 

MA$T£R 
Software 

Slash Your Recurring 
Monthly Costs and Save Big 

There are no maintenance or support fees with 
BILLMASTER. BILLMASTER is a one time fee product 
(which you can pay off in interest free payments) 

Simple, Reliable, Af fordable 

We can convert ANY system 
to BILLMASTER in minutes! 
Start today for as little as $50 
Tired of Q u i c k B o o k s ™ or y o u r 

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 Cale, 
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 

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. 

VIEW CLASSIFIEDS ONLINE AT 
LAWNANDLANDSCAPE.COM 

http://www.billmaster.info
http://www.landscapermarketing.com
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3M 3M.c0m 25 
Adkad Tech adkad.com 26 
Altoz Altoz.com 2 
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Ball Horticultural 
Company 

balllandscape.com 34 

Bayer BackedbyBayer.com 9» 63,77 
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TIPS FROM THE TOP 

Interviewed by KATE SPIEGEN 

Sponsored by 

HARVEY MASSEY 
//CHAIRMAN AND CEO, MASSEY SERVICES 

I've been in the busi-

ness over 50 years. I 

went to work in the pest 

management industry. 

LOCATION 

I had thought initially 

about eventually getting 

out of the lawn business, 

but I was $4 million in 

debt with two kids in col-

lege and one going into 

high school. I decided I couldn't afford to lose 

the revenue and whatever profitability existed. 

So I decided to start managing it and really 

spending some time with it and as a result, I 

liked it. I liked the business; I understood more 

about it and as a result of that we decided to 

stay in it and make an investment in it. 

By and large we were maintaining and 
decided to take an approach with our whole 

Orlando, Fla. 

m \ h M \ 

18 
TOP 100 RANKING 

2014 REVENUE 

$64.1 million 

lawn care business -try 

to figure out ways to 

environmentally and 

economically reduce the 

consumption of water 

and the waste of water 

on the maintenance and 

irrigation of landscapes. 

We've had 30 consecu-

tive years of increased 

profitable revenue. We've never had a year 

when we've been down. This recession was 

the deepest, but this was the third one that 

we've gone through in 30 years. 

I made a talk to an MBA graduating class at 

Rollins College and I said, "You can't manage 

what you don't know." So I guess the question 

is; What is it you need to know? And I told 

them the three things you must know in every 

business. You must know why people buy 

from you. Two, you must know why people 

don't buy from you. And three, you must 

know when people do buy from you, why do 

they cancel? 

When a young banker asked me about 

retiring I said, "And doing what?" He just said, 

"Well anything you want to do." And I said, 

"Well, hell, I do that now." 

We've never contributed less than 50 cents 

on a dollar to our 40i(K) program and we've 

done that for 25 consecutive years. I said to 

our employees, "What I want everybody to 

clearly understand is we have the ability to do 

this and we do this not because of what you 

do, but how well you do it." 

We don't have a lot of turnover in our com-

pany. We've just got people.who have been 

with us a long time so what I'm most proud of, 

and what I get most of the compliments about 

our business, is our people. 

I don't spend a lot of time looking back. I 

really don't. And I've made a lot of mistakes. 

None have been fatal - factually, financially, 

business-wise or personally. I've been married 

to the same lady close to 52 years. 

The best advice I got was this: There never 

has been, isn't today and never will be, a 

business model that's permanent. The market 

never stops changing. The consumer never 

stops changing. And you never stop asking 

yourself, "who are my customers, where are 

my customers and what is it that they want, 

need and expect?" Your job is to make those 

transitions and modifications and alterations 

to deliver that. I think that's the reason we've 

grown for 30 years. We embrace change. 

I believe we're going to continue to grow and 
we're going to continue to grow profitably. 
That's the confidence that I have in our people, 
in our business and the model that we operate 
from. The anticipated challenges would be 
to some extent the unpredictability of the 
economy, L&L 



When you're on the jobsite, nothing's worse than a UTV with a wimpy 
haul. Atlas doesn't have that problem. With a class-leading bed capacity 
of 1250 lbs. and a 1900-lb. total payload, the Atlas JSV is tough enough 
to truly move your world. Add to that industry-leading payload, a full 
ton of towing capacity and you'll see just how hard Atlas wants to work. 
Hitch up a full 2000 lbs. of trailer and cargo and you'll get more done in 
less time. And with work-grade de Dion rear suspension, all that weight 
gets evenly distributed across the vehicle, so you'll maintain your ground 
clearance and handling even when fully loaded. 

THIS IS NO UTV. ITPS A JOB SITE VEHICLE. 
AND IT CAME TO WORK. 

WWW.GRAVELY.COM 
An Ç^/ttà&tà, Company Brand ATLAS JSV. MOVE YOUR WORLD. 

http://WWW.GRAVELY.COM


WHAT WE SAY TO CUSTOMERS 

Somt 0++0 Lwi^tn Uurtl, fo+htrgilla irwyor 
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WHAT THEY HEAR 

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. 

rr»« » i * 
Industry-Leading Landscape Design Software 

Start Speaking Their Language Today! 
prolandscape.com | sales@prolandscape.com | 800-231-8574 

PRO Landscape 

Photo Imaging | CAD | Lighting | Estimating | 3D Rendering | Tablet App 
* 

mailto:sales@prolandscape.com

