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do it will change
the industry. 55

No-shows

to show-offs

After a miserable few years, David
Alexander talks with Lawn &
Landscape about what he and his
team had to do to improve the
operations and company morale
at TruGreen.
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ONLINE CONTENTS

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

ONLINE EXCLUSIV

E
n“MMIII[“ I“ “Al"Y GENERATIONS OF OWNERS at Toms Creek Nursery
& Landscaping have stayed true to their family roots.

ustaining a business through

good times and bad is part of

the lifecycle of a generations-

old operation, and at Toms
Creek Nursery & Landscaping
in Farmer, N.C., a tradition of
staying the course has resulted in
a rich, evolving legacy.

Ovie Henson started

Toms Creek during the Great
Depression, and current owner
Brandon Vaughn, her great-
grandson, has learned how
to run a lean, quality-focused
business because he’s “a product
of the recession.” Like many
design/build ouffits in this
region, strip malls and ongoing
development in the 1990s reeled
in what seemed as endless
business. Visit bit.ly/tomsquality
to read the full story.

A A
.~ Half of Toms Creek
" “Landscaping’s business
is design/build.

Vaughn talks about what the team has learned from
operating for almost 100 years. bit.ly/tomscentury

Find out why Toms Creek charges
for its design work. bif.ly/tomsmoney

MORE FRON
TOMS CREEK |

Safety Sheets
' / |

t can be a real chal-
lenge to get new
employees up to speed
while you're gearing up for
the busiest time of the year,”

says Ellen Bauske, program
coordinator for the UGA
Center for Urban Agriculture.
Language barriers can pres-
ent a further complication.
To help with this chal-
lenge, the center developed
Safety Checklists for New
Landscape Employees,
which can be downloaded
by visiting bit.ly/safteylist.

F
Ny

IOV YOUR WORY

" | | [l E WANT TO SHOWCASE THE BEST DESIGN/BUILD JOBS IN THE
i “:‘{ ~ INDUSTRY, and we need your help. We are collecting entries for
{8 afeature that will run in the magazine for the rest of the year. All
we need you fo do is send photos (preferably before and after

photos) and a couple of paragraphs describing the job to Managing
Editor Brian Horn at bhorn@gie.net. We are specifically looking for
driveways, xeriscapes, rain gardens and pools. If you are selected as
the winner we will send you a $25 Lowe's gift card and you will be
featured in a future issue of Lawn & Landscape. The deadline is June 15.

© BRETT PELLETIER | DREAMSTIME.COM

FOUCATION
D 1RENS

WE HOSTED TWO WEBINARS
sponsored by Koch Turf
& Ornamental to help LCOs
operate their businesses better.
You will have to register to
receive access to the webinars,
but when you do, you'll be able
to hear the following:

o0

How to find and kee
lawn care labor
Your products are only as good as
the people who apply them. Brad
Johnson, CEO at Lawn America,
offers his advice and practical
tips on how to keep the best
technicians at your company to
ensure profitability and high rates
of customer retention.
bit.ly/lcomarketing

BOVOIOOOOOCOICOCOOOOOD

Lawn care
marketing mastery
The way consumers make their
purchasing decisions today has
changed compared to how they
decided 10 years ago. Chris Heiler
explains how lawn care operators
can improve their marketing
programs and keep up with the
changes. bit.ly/lcomarketing

[HE PLAGE 10 BE

If you are looking for an event in
the industry, whether for fun or
education, we have a calendar of
events at bit.ly/lawnevents just
waiting for you. Email lleditors@
gie.net to have an event listed.

TOP PHOTO COURTESY OF TOMS CREEK NURSERY & LANDSCAPING
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Keep Your Customers Coming Back

WITH AN EFFICIENT VEHICLE
MANAGEMENT SYSTEM

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

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

Syt

© 866.869.1353 | networkfleet.com
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EDITOR'S INSIGHT

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

The standard bearers

ndrew Kerin and Roger Zino

have the unprecented challenge

of leading the creation of the

largest landscape company in
the history of the industry.

It wasn't a difficult decision to put their
story on the cover — the biggest news in the
landscape industry in the last two years has
been the purchase of Brickman and Val-
leyCrest by private equity company KKR,
and the subsequent efforts to combine them.

The Brickman and Sperber families were
arguably the founding families of the indus-
try. What they started in the 30s and 40s grew
into the modern landscape industry that we
all know and love today.

And when I was ralking with Andrew
Kerin and Roger Zino at the Brickman-
cum-BrightView headquarters in a swanky
office park in suburban Maryland, I realized
something. Despite the fact that these guys
don't look like your typical landscapers, they
are now the standard bearers for the landscape
industry.

How they decide to operate — pricing,
safety, design style, employee training, recruit-
ment, wages, etc. —will trickle down through

LamérLandscape

EDITORIAL

CHUCK BOWEN £D{TOR AND ASSOCIATE PUBLISHER cbowen@gie.net
BRIAN HORN MANAGING EDITOR bhorn@gie.net

KATIE TUTTLE ASSOCIATE E0iToR kiuttle@gie.net

KATE SPIRGEN DIGITAL CONTENT EDMTOR kspirgen@gie.net

MARTY GRUNDER MARTY CRUNDER. InC. mgrunder@giemedia.com
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BROOKE BATES CONTRIEUTING EDITOR

KRISTEN HAMPSHIRE COnTHIBUTING EDTTOR

CREATIVE
JUSTIN ARMBURGER (AP HIC DESICNER jarmburger@gie.net

other commercial maintenance firms, prop-
erty managers and customers. Because, like it
or not, like ValleyCrest and Brickman before,
BrightView is the landscape industry to many
people. They have the most trucks, the most
employees, the most high-profile jobs.

What BrightView and other Top 100
companies do defines what the green industry
looks like to the outside world.

And that’s why the Top 100 matters to
every landscaper out there — from the large,
regional companies that actually go toe-to-toe

with the BrightViews and the TruGreens of

the world, to the independent entrepreneurs
running mom-and-pop operations who make
up the bulk of the industry.

This issue is not meant to be a bragging
contest about who has the biggest company.
While that’s interesting, it’s not particularly
useful. It’s about helping you understand who
these guys are and how they're going to shape
the next 50 or 100 years of the industry.

I asked Zino and Kerin about combin-
ing two of the industry’s most storied and
influential companies into one, and how they
approached that idea. Zino told me this: “The
way that you honor pioneers who created

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

ADVERTISING/PRODUCTION INQUIRIES
JODI SHIPLEY jshipley@gie.net
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PAT JONES PUBLISHER pjones@gie.net
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decades of opportunity is to be a pioneer and
create the next five and six and 10 decades
of opportunity. So that’s what BrightView
is about. We honor the Brickmans and the
Sperbers and their pioneering by being pio-
neers — taking this industry to the next level
and providing opportunities for thousands of
people like both those families did.”

The mega-merger of these two companies
makes for splashy headlines, but the rub lies
in how Kerin and Zino lead the industry, like
their forebears did. So far, they seem up for
the challenge. — Chuck Bowen

CORPORATE
RICHARD FOSTER CHAIRMAN

MARIA MILLER CONFERENCE MANA
KELLY ORZECH ACCOUNTING DiRECTOR
IRENE SWEENEY CORPORATE COMMUNICATIONS MANAGER

KEVIN GILBRIDE BUSINESS MANAGER, GIE VENTURES

LAWN & LANDSCAPE MARKET INSIGHT COUNCIL BILL ARMAN, The Harvest Group, Cota de Caza, Calif; ANDREW BLANCHFORD, Blanchford Landscape Contractors, Bozernan, Mont.; KURT BLAND, Bland Landscaping, Apex, N.C.; TOM DELANEY, NALP, Lilburn,

Ga. BENTON FORET, Chackbay Nursery & Land /F

Land and Tree, Thibod:

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

Marty Grunder Inc., Miamisburg, Ohio; SHANNON HATHAWAY, Green Heron Landscaping, Cary, N.C; JIM HUSTON, J.R. Huston Enterprises, Englewood, Colo.; BRAD JOHNSON, Lawn America of Tulsa, Tulsa, Okda ; JESUS "CHUY" MEDRANO, CoCal Landsape,
Denver; TAYLOR MILLIKEN, Elite Landscape Company, Hendersonville, Tenn.; CHRIS & MATT NOON, Noon Landscape, Hudson, Mass.; RICHARD RESTUCCIA, Jain Irrigation, Fresno, Calif; PHIL SARROS, Sarros Landscaping, Cumming, Ga.; JERRY SCHILL, Schill

Grounds Management, North Ridgeville, Ohio

8 MAY 2015 | LAWNANDLANDSCAPE.COM
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Lawn & Landscape visited the company’s research
laboratories to get the latest on tree care. By Kate Spirgen

CHARLOTTE, N.C. — Bartlett Tree Experts, ranked fifth on L&L’s 2015 Top 100 list,
had its best year ever revenue-wise last year and expects this year to be even better.
We took a tour of the company's laboratories to find out what employees are
researching right now.
Visit, bit.ly/treebart for more photos from the visit.

10 MAY 2015 | LAWNANDLANDSCAPE.COM

Clockwise from left: Can you tell which brace is
in the right place? “We have this just fo show
you the different tree support systems,” said
Tom Smiley, arboriculture researcher.

At the urban sidewalk plots, researchers can see
how different types of sidewalk structures affect
the root structures of urban trees.

This is what happens to a container tree whose
root ball was not broken up before planting.

Researchers pollarded this sycamore tree to

e ——

&
treat for bacterial leaf scorch. “It never becomes §
systemic because we believe we're pruning g
it out,” said Bruce Fraedrich, vice president of z
research. “That's the only way you can grow g
those here. They all get bacterial leaf scorch.” E3

=3
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Student Career Days features a career fair on Friday, giving students the chance fo meet with representatives from
companies in the industry and interview for potential job opportunities.

Talent in the Tar Heel state

Green industry

students descended

on North Carolina
for the annual

Student Career Days.

By Katie Tuttle

RALEIGH, N.C. - A future in the
green industry was at the top of
every student’s list at the annual
Student Career Days event or- |
ganized by NALP, the National

Association of Landscape Profes- :

sionals (formerly PLANET.)

This year’s event featured
757 students from 65 differ- :
ent schools across the country :

competing in 28 green industry- :

related events.

The event kicked off on March
12 at the N.C. State Fairgrounds :
where students attended work-

shops on the events they would

be competing in.

Jeremy Thorne of ThorneCare :

Landscape Solutions was pre- :
sented with the Young Entrepre- :

neur of the Year Award.

Students were given a chance ;
to design a T-shirt for the event, :
and Alysha N. Lawless of Vir- :

ginia Tech won for her design.

The NALP Academic Excel-
lence Foundation also awarded :

77 scholarships to students, i

valued at a toral of $93,700.

Kelsey Hatesohl, a student
from Kansas State University,
said she was hoping to better her-
self as a member of the industry.

“I'm looking forward to going :
to the workshops and learning

about the programs I thought I

knew about, and then getting to i

actually learn more about them,”
she said.

Along with the competitions, :
one of the highlights of Student :
Career Days was the career fair :

that took place on Friday.

Companies had representa- :
tives at booths for students to :

talk with and interviews took :

FINAL RESULTS

The top school, BYU-Idaho,
won $5,000 from Platinum
Sponsor STIHL.

1. Brigham Young University - Idaho
2. Michigan State University

3. Cal Poly — Pomona

4. Colorado State University

5. Brigham Young University — Provo
6. University of Georgia

7. Alamance Community College

8. Kansas State University

9. Cuyahoga Community College

10. Mississippi State University

place throughout the day. Erin

White and Jessica Smith of The
Fockele Garden Co., said they :

came to the career fair because :

their company isn’t very well

known and they want to look for :

qualified workers,

“I think there’s definitely a
push to find more educated em-
ployees,” Smith said. “I knew one
of the best ways to find someone

was to go someplace with a lot of

students.”

L&L INSIDER

, visit www.lawnandlandscape.com
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“As a company, we're looking
for the next best thing,” White
said. “We want to become a
destination company and ad-
vertise to the next generation of
landscape professionals.”

While a lot of students were
focused on preparing for the
competitions, some were focused
on the networking involved with
the career fair.

“I'm trying to get some in-
ternships to prepare for what
it will be like after I graduate,”
said Karen Schneck, a studentat
Kansas State University. “I really
want to find a company thart |
can stay in after | graduate and
then make a career out of it.”

“This is an incredible net-

: working opportunity just meet-
: )

ing industry professionals,” said
Kevin Boylan, a student from
Penn State University.

“It’s always nice to compete
and stuff, but definitely the
networking and getting out
and meeting some important
people in the industry is great,
and meeting some of the other
students too.”

The event was sponsored
by: platinum sponsor STIHL;
gold sponsor John Deere; silver
sponsors Caterpillar, Gravely,
Husqvarna and New Holland;
and bronze sponsors Anchor,
Belgard Hardscapes, Brickman,
ValleyCrest and Toro.

LAWNANDLANDSCAPE.COM | MAY 2015 11
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L&L got an up-close
look at a handful of
new loaders and a
new facility, which
will produce six
products. By Katie Tuttle

ATHENS, Ga. - Caterpillar’s new
products feature a Tier 4 Final
solution and were designed with
five customer values in mind:
fuel efficiency, productivity,
technology, comfort and safety.

The products were introduced
ata media event held in April at
the company’s new facility in
Athens, Ga.

In the loader market, Cater-
pillar has four new small-chassis
models: two compact track
loaders (the 239D and 249D)
and two skid-steer loaders (the
226D and 232D). All are Tier 4
Final and maintenance-free. The
smaller loaders have redesigned
chassis and lift arms.

“We're excited about these

models because of all that D

Seri fal { o i One of the products unveiled at the event was Caterpillar's 415F2 backhoe
SHES Yo us that e dhthoguce : loader, which is part of the new F2 Series, an update of the F series.

in 2013 that we're able to ex- i

tend down to these smaller ma-
chines,” said Jeff Brown, product
specialist.

Caterpillar has improved vis-
ibility on the D Series machines
with low profile lift arms that
allow for more visibility both
above and below the arms on
the sides of the machine. The
loaders feature an optional ad-
vanced display, available with a
rear-view camera, which offers
more visibility behind the ma-
chine as well.

The D Series loaders feature
creep control and continuous
flow, which allow operators

to slow the track speed of the
equipment while maintaining
high RPMs on attachment tools.

“This allows the operator to
be very precise and productive in
grading and other applications,”
Brown said.

A new, optional track tread
pattern on the 239 and 249 track
loaders is a 15-inch track with
a wide bar tread. This different
pattern delivers better flotation,
lower ground disturbance and
better snow traction.

“(I’s) ultimately delivering
a better finished product for

the customer,” Brown said. i

“Especially for that landscape
contractor that's working on a

house pad or finished grading :
a housing development. We're

really excited about what this
track can do on a small CTL.”

feature slope-assist, part of the
Cart accugrade ready attach-

ment, which allows controllers i

to automatically maintain a
pre-established blade angle for a
consistent grade.

Along with the new slope-

assist, automatic traction-control
and slope-indicate, the models
also retain the hydrostatic drive,
stable blade, power pitch systems
and eco mode found on previous
models.

Caterpillar has released four
F2 Series backhoe loaders that
are Tier 4 Final: the 416F2,
420F2, 430F2 and the 415F2.
The F2 series is an update from
Caterpillar’s previous F series.

A new model to the range, the
415F2, is an entry-level machine
featuring a 68 HP Cat engine.

NEW LOCATION. Along with
the new products, Caterpillar
also unveiled a new production
facility. In 2011, the company
made the decision to relocate its
Sagami, Japan facility to Athens,
Ga., the result of a large market
shift from the Asia Pacific region
to North America.

Todd Henry, operations man-
ager for Caterpillar, explained
that the site selection process
included seven criteria: loca-
tion to Eastern export/import
ports, location in relation to
highway and rail transportation,
availability and qualification of
workforce, workforce training
capability, 250-acre site with in-
frastructure to support, location
of a potential supply base and a

i good relationship with state and
 local government.

Caterpillar has three new track
type tractors: the D3K2, D4K2
and D5K2, which are all Tier
4 Final. These new K2 models :

The new facility will produce
nine of the Caterpillar’s building
construction products: six mini
hydraulic excavators and three
small track-type tractors.

Currendy, 1,100 people are
employed at the Athens facility,
with 1,400 expected as the site
matures over the next few years.
Most of the employees will be
new to Caterpillar.

PHOTO BY KATIE TUTTLE
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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 miles' and legendary durability,
the 2015 Sprinter is “The best full-size

van for cargo and passenger purposes”
(Edmunds). Plus, new standard Crosswind

Assist? helps stabilize your Sprinter in
~strong, gusting crosswinds. The 2015
Sprinter—your hardest worker.

; ; www.freightlinersprinterusa.com

1 Driverds responsible for moritoring fluid fevels and
e secvice visits. See Maintenance Booklet for
2 ind Assist engages automatically when sensing
- Wind gusts at highway speeds exceeding 50 mph. Performian
by wind severity and avalable traction, which snow. i
\,%Mlms canaffect. Feature not available on 3500 1K

e

&FREIGHTLINER
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Turf Masters makes largest acquisition

ROSWELL, Ga. — Turf Masters, a lawn and
pest control company based in Georgia,
acquired Dorsey Services, a lawn care, tree |
and shrub, and pest service company, earlier

this month.

The transaction is the largest investment :

made by Turf Masters and it expands the

company’s quality services throughout central

Georgia.

With this acquisition, as well as expansion
markets completed in 2013 and 2014, the
lawn care business now has nine company-
owned operations in four southern states:
Alabama, Georgia, South Carolina, and |
Tennessee. Turf Masters employs 60 people

and posts more than $5 million in revenue.

After looking at several companies, Turf :

v |

Masters decided to acquire Dorsey Services, :

which employs 23 people and posted revenue

of $2.1 million in 2014, because of its estab- :
lished customer base, its proven ability to i
i retain customers and its growth potential, the

company said in a statement. Dorsey Services

was founded by Larry Dorsey in 1985.

“What Larry founded in central Georgia

i was built on the same philosophy and com-

mitment to quality that I used in starting

said Andrew Kadrich, Turf Masters owner.
“The company's employee culture, from

service technicians to administrative sup-
port, understands that the customer always :
i comes first.”
Turf Masters plans to continue the Dorsey

[ A\ [

DY A |
Y= M NS

|22 g

PRODUCTS, INC.

www.bairproducts.com

name. Employees, trucks and will operate as

i Dorsey Services in their current local offices.

Turf Masters will retain all existing Dorsey
employees. Dorsey’s decision to sell to Turf

i Masters was based on Kadrich’s reputation of

i treating employees well, Dorsey said.

“Andy is committed to all the employees

i who have made his company strong,” he said.

“Along with his reputation as the best sales

i and marketing guy in the industry, Andy’s
Turf Masters in the North Atlanta suburbs,” :

commitment to the Dorsey employees was

i the most significant factor in my decision to
i sell to him.”

“Our focus will continue to be on cus-
tomer satisfaction and retention by holding

i all of our locations to our high standards,”

Kadrich says.

913-947-3934 (LUGS)
855-575-5847 ToLL FREE

Email: info@bairproducts.com

- Parts Can Be Installed W/ Factory Parts -

- Installation Videos On YouTube -

DRIVE CARRIER PARTS

+ Greaseable Bearing Carrier

+ 25% Thicker Steel Plates and
Sprocket Base

* Inner/Outer Sleeve Tubes

HYDRAU
INSTALL

LIC
ATI
")

Bolt-On Replacement
Track Drive Lugs

* Modify Existing Factory Wheels
+ Capture Track Cleats at all sides.

CAT 247/257/267/277/287
ASV/ Terex 50/60/85/100

14 MAY 2015 | LAWNANDLANDSCAPE.COM

* Install rubber tracks fast with
Hydraulic Tools
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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.

Lebanonlurf

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

ASK THE EXPERTS

For more news, visit www.lawnandlandscape.com

Sales benchmarks

Q: 1 am a designer and | want
to improve my company'’s
closing ratios and sales. In
doing so, | am trying to set
new benchmarks per month
to ensure we end the year
either meeting or, hopefully,
exceeding them.

The benchmarks we have
come up with are sales target
by month and closing ratio by
month. Would you provide me
with any information to help

| us set these benchmarks?

| A: In our design/build process,

most of our sales/closings hap-
pen upfront with the initial
meeting process. During this
initial talk/call, we describe
our process and what they can
expect with an initial meeting.

For example, we describe
about how long an onsite meet-
ing can take, what we hope to
accomplish by the end of that
meeting, our design process,
and the fees associated with
that process. We also mention
we will discuss a budget for the
customer.

Our initial meeting is a
definite process and by the end
of this meeting, they will know
what the design fees will be and
there will be a discussion of
budgets to set the parameters.

I say all this because we
understand that once we have
signed up a client for our
design services, that client is
ours to lose. We need to set
a revenue goal for design first
before we look to our installa-
tion sales.

Once they are our client,
we look at our closing ratio

N\ /7 NATIONAL
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based on the client signing up
for construction work and not
necessarily on the total dollars
we have proposed.

Most of our clients accom-
plish their projects in multiple
phases because they understand
what is financially required.

With that said, we know we
need to close 50-60 percent of
our initial meetings and convert
them to designs. We also know
that over a period of time, we
need to convert 70-80 percent
of these clients to work.

We set our sales goals,
knowing that we have a lead
time and that we need to be
prospecting double to triple
our budget in the next 2-3
months.

For example, if our budget
for May is $300,000, we know
we need to have a minimum of
$600,000 that we are working
on right now. We primarily
focus on in-house revenue as
opposed to subcontract work
(e.g., pools, carpentry, etc.).
Subcontractor revenue can
greatly create a false echo.

Pete Wilkerson, Scapes, Trailblazer,

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.
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It's not that complicated...for better turf..use better ingredients

®

Patented Controlled Release Nitrogen

Long term feeding Fewer clippings
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Dark green color
without surge growth

Faster green-Up E
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Not complicated..just easy! For better turf, use better ingredients. MESA is a unique nitrogen source that combines

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

LebanonTurf

Best of All Worlds®
LebanonTurf.com - 1-800-233-0628
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For more news, visit www.lawnandlandscape.com
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WHAT SERVICES DO YOU PROVIDE? CHOOSE ALL THAT APPLY.
MAINTENANCE: 79%
LAWN CARE (CHEMICAL, FERTILIZER APPLICATIONS, ETC.): 65%
DESIGN/BUILD: 57%
IRRIGATION: 45%
TREE CARE: 34%
SNOW REMOVAL: 33%

DO YOU DRUG TEST PROSPECTIVE EMPLOYEES?
YES: 38%
NO: 62%

WHY DON'T YOU DRUG TEST?
TOO EXPENSIVE: 17%

TOO DIFFICULT TO FACILITATE: 24%

TOO MUCH PAPERWORK: 6%

HER (PLEASE SPECIFY): 53%

|.
-

‘ v‘sc’w POLLED OUR READERS

EIR STANCE ON DRUG

As noted at left, one of the most popular written-in answers was:

S . While the research from the 346 » Trouble finding employees and drug testing would only make it more difficult.
= . i Others were:
“eSpomenfs showed the ma]Oﬂfy did not + What folks do on their own time is their business. | expect them to be sober and not suffering any
drUg fesf, one reason in pafﬁCUIar Why ill-effects from off-work activities when they come to work and while they are at work.
i+ What they do on their own time is none of my business, but they are told in person and given a written
contractors don't test was a bit ShOCking statement that if they get hurt and drugs are in their body they are not covered under workers’ comp.

+ Good idea, it's something | would do if | suspected it. | trust my guys currently.

(we didn't even give it as a multiple choice
answer): They don't want to turn away ‘
employees who can do the work, but DO YOU HAVE A DRUG USE POLICY FOR CURRENT EMPLOYEES?
who also use drugs. Others only test truck VES. 1%

drivers or after accidents. We'll continue
to monitor how the changes in state drug
laws will affect how you hire.

+ Does not tell us if employees use since most expect this test and make sure they can pass.

NO: 29%

HAVE YOU EVER DRUG TESTED IN THE PAST AND STOPPED?

YES: 13%

| @ Let us know how you feel W

i about drug testing by emailing
Editor Chuck Bowen, at
cbowen@gie.net. We may print

IF YOU DID TEST, WHY DID YOU STOP?

L Reasons included:
your letter in a {:Uture Issue. W + Not worth the trouble. (Stopped) using for
TOO DIFFICULT TO FACILITATE: 26% pre-hire testing and random testing always
o Eormore.on coptractars’ P S e il confirmed what we already suspected.
TOO MUCH PAPERWORK: 5% + Ran out of employees who weren't posi-
perspectives on drug testing, T tive and hard to find people that don't do

OTHER: 46% drugs that want to cut grass,

+ Pee for enjoyment not for employment.

turn to page 34.
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Automotive grade alloy. 1400 scorching degrees.
1900 tons of casting pressure. Ductile-grade cast iron
and 1045 forged steel, induction-tempered and heat-
hardened. In-house machining, precise assembling,

E microscopic testing. Making a Kawasaki engine is

P : demanding work. But that's what makes it a Kawasaki.

For more information
please visit our website

www.kawasakienginesusa.com
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LETRESULTS DO THE MARKETING

ne of the questions my team at Marty
Grunder! gets asked the most is, “What is
your best way to market your landscaping
company?” The answer is really easy. The
best way to market your landscaping company is
to do great, high-quality work. Yep, it's that simple.
Trouble is, many of us don't understand that.

Quality is the magical differentiator in all busi-
nesses. It's even better than service. Don't believe
me? Okay, let me ask you this question: What
pizza do you buy to have delivered to your house
for dinner? The one that tastes like flaming hot
cardboard that is delivered in 19 minutes? Or the
one that you salivate over when you are hungry
and think of them because it's so delicious, even
though it takes 45 minutes to an hour to be
delivered? If you say the 19-minute one, | think
you have a problem! Your customers will do more
business with you if you offer quality. Now the
trick is to offer top-quality, awesome service and a
fair price. | said fair, not cheap.

If your quality isn't great, then you need to
make it great. It's a maturation process for us
landscapers. The work Grunder Landscaping did in
1984 was not very good. We pruned boxwoods in
a way that makes me cringe now when | see work
like that. We did paver patios that drained back
towards the patio door and had horrible cuts that

20  MAY 2015 | LAWNANDLANDSCAPE.COM

only a 3-year-old could do worse. Fast forward 30
years, and I'll put the quality of the work we do up
against any contractor in the country.

1. We want to get better. Drive is what

differentiates winners from losers in all businesses.

You have to want to get better. Matt Esch is a
client of mine based in the thumb of Michigan.
His firm, Esch Landscaping, does awesome work.
I have learned a lot from him just by looking

at his jobsites and the photos of his work at
EschLandscaping.com. Matt is very driven. He
attends seminars; he visits with other companies;
he is passionate about improving. A 15-minute
conversation with him shows you he wants to
get better. Do you want fo get better? If you

can honestly answer “no” to that question, you
need to take a trip and visit another successful
landscaper in another area of the country and see
what's possible for your business. Matt wakes up
every day trying to get better. He stays motivated
by being networked with other landscapers that
are more successful than he is. He has a target he
is chasing and this works.

2. We have a dialog with our clients. If you
don’t have a dialog with your clients, you are
missing a great opportunity to get better. | feel
that the most successful landscaping companies
are market-focused. What this means is that what

MARTY GRUNDER is a speaker, consultant and author. He owns Grunder Landscaping Co.
www.martygrunder.com; mgrunder@giemedia.com

the market wants is what shapes their decisions.
They know what their clients want and need and
make decisions based on that. Frank Mariani and
his team at Mariani Landscape in Chicago listen
to their customers better than any landscaping
company | have ever encountered. | could go on
for days talking about the things they do to listen
to their clients. Let me boil it down to something
Frank told a group of my clients that | had in to
tour his operation. He said, “We ask our clients
when interviewing them about their backyard
projects: ‘What would make you pull that door
handle and go out in your backyard for four
hours? | absolutely love that question. | have
shared it with my sales team at GLC and we are
going to get some great insight from that and
make a lot of money from that question as well.

3. Work at quality 24/7. Having the drive to get
better and talking to your clients are the first two
steps; the last step is to spend time on your qual-
ity. You can be motivated to get better; you can
talk to your clients; however, if you don't get your
whole team to take action on quality, then you're
never going to realize your utmost potential.

Talking about it and learning and listening is
great, but execution is the way to find permanent
improvement. | have a friend who is constantly
trying to find new and better ways to run his
business. He goes to seminars and he reads more
books than anyone | know. He writes wonderful
columns on business success and is perceived as a
“go-to” person in his industry. Trouble is, he really
doesn’t make much money and quite frankly
doesn't have a company that is going to succeed
beyond him as he doesn't have anyone else on
his team, and this is because he never executes.

He never gets the work done. At a certain
point, we have to take action; that's when true
learning takes place. You can't go through life as a
business owner in the ready, aim, aim, aim, aim,
aim mentality. It has to be ready, aim, fire. Take
action. Do the work. You don't get better at golf
by just reading about it and watching it. You get
better at golf by playing it.

Quality is the great differentiator. Use the three
steps above to initiate your quest to get better.
Oh, and read Lawn & Landscape magazine cover
to cover. Seriously, this publication is full of ideas
that will help you improve your quality. Lat

PHOTO COURTESY OF MARTY GRUNDER
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Path & Spread Hardscape Accent, Well & Water

Precise, powerful & efficient
landscape lighting.

Get more bids, close more jobs ...

We now offer 12V & 120V LED Lamps. For more information
and warranty details, go to www.landscapelighting.com.
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JIM HUSTON runs J.R. Huston Consulting, a green industry consulting firm.

www.jrhuston.biz; jhuston@giemedia.com

HE POWER OF PRESENTATION

he jelly basket. | travel a lot and I've learned

how to spot a good breakfast restaurant

by applying these two benchmarks to the

jelly basket at the table. The first deals with
quantity, while the second addresses presenta-
tion. If the jelly basket has lots of brand-name
strawberry jam (preferably Smucker’s) and some
grape jam, you're probably going to get good
service and a good meal. If the basket is filled
with grape but no strawberry jam, you might go
elsewhere. If the basket is filled with no-name
orange marmalade but neither strawberry nor
grape jam, you definitely should go elsewhere.

Second, but of less importance, is the

presentation of the jelly basket. If it's in disarray,
that's strike one. If it's missing altogether and
the waitress has to go find it, that's strike fwo. If,
when she returns with it, it's filled with orange
marmalade, you got it - strike three.

NO STOOGE HERE. | met an irrigation contractor
from the East Coast at a seminar | conducted.
He wanted me to benchmark his company.
However, his wife thought my services were a
waste of time and she didn't hide her feelings
the morning of my one-day visit with them and
their company. | told them not to tell me how

22 MAY 2015 | LAWNANDLANDSCAPE.COM

much they were charging for their products and
services. During the remainder of the morning,
the three of us reviewed financials and prepared
a thorough budget for the upcoming year.

After lunch, | calculated their irrigation
service technician’s rate and told them they
should be charging at least $75 per man-hour.
The wife grinned, looked at me and mockingly
pronounced, “We're already charging $85 (per
man-hour).” | could tell she wanted to put her
thumb on the end of her nose, give me a Three
Stooges' salute, and say, “See, we don't need
your services after all.”

I knew this was a good rate to charge. It hand-
ily beat my national minimum service technician
benchmark rate of $60 per man-hour. | also knew
| really wanted to humbly say to the wife, “Gee,
don't | look foolish.” But I held my tongue and
asked, “Tell me. How do you present your rate to
your clients?”

The husband volunteered that they charged
the $8s to show up for a service call and the
technician would spend up to one hour on the
client's property. Time after that was billed out at
the same rate on a pro-rated basis.

As | had previously thought, their service
technicians were working a nine-hour payroll day

but were only charging for seven or eight of the
nine man-hours. Each day they should have been
billing $765 (9 x $85) but were missing one to two
man-hours of billing per day.

| recommended they keep the $85 show-up
rate but only give the client up to thirty minutes
for it. After the thirty minutes, they should bill
the technician’s time in fifteen minute incre-
ments, or parts thereof, at a rate of $21.25 per
fifteen minute increment ($85 + 4). The husband
said that would be fine and the clients would
willingly pay it. | then added that this would give
them at least one more billable man-hour per
day per technician at $85 per man-hour.

| then said, “That's an extra $8s per day for
22 days per month or an additional $1,870 per
technician per month.

“That's $1,870 multiplied by seven months
per year or an additional $13,090 per technician
per year.

"That's $13,090 multiplied by your n techni-
cians or an additional $143,990 of revenue per
year.”

| wanted to give the wife the Three-Stooges'
salute and say, “I guess you don’t need my
services.” Fortunately, my good angel and
professionalism prevailed, and | let the arithmetic
do the talking.

It amazes me how many irrigation contractors
have good service rates but have no clue how to
present their rates to their clients. It had cost this
contractor hundreds of thousands of dollars over
the previous five years. And that was all profit.

STAY OUT OF TROUBLE. Not all restaurants
serve good breakfasts. The trick is to find the
good ones and eliminate the bad ones. Studying
the right little things like a jelly basket can help
you in your quest.

Not all irrigation service companies make
money. This company was making money, but
it could have made a lot more. Many irrigation
service companies get themselves into serious
jams because they don't study the right little
things. You not only need to have a good rate,
but you also need to know how to present it to
your customers.

You have to study the right benchmarks
because, as we all now know, not all jams are
created equal. LaL
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NEW TZone™ SE is the fastest triclopyr
combo on the market.

Formulated for speed, and delivering twice the triclopyr per acre
as most combination products, new TZone™ SE is leaving the
competition in the dust. The reduced-solvent ester formulation
of TZone SE controls more than 60 of the toughest broadleaf
weeds. And TZone SE does it with a fast visual response for fewer
complaints and callbacks.

m u Leave the lesser herbicides behind:
Choose new TZone SE.

G PbLI /cordon
corporation

800.884.3179 - GordonsProfessional.com An Emplovee-Owned Company




BY AMY SNYDER

ONE GOOD DEED

inding the right employees can be a chal-
lenge for any employer. Today, employees
are looking for more than just health insur-
ance, a good salary and a 4o1(k) program.
So what is that something extra that might attract
a prospective employee to your organization
or keep them there for the long haul? Well the
answer may lie in something most companies are
already doing: giving back to the community.
The concept of social responsibility certainly
isn‘t new. Most organizations have figured out
that giving to community causes is a good way to
develop a positive reputation, reinforce relation-
ships with customers and community members,
and create vibrant and healthy business environ-
ments. But what does it have to do with attracting
and keeping employees? One of the biggest fac-
tors affecting employee happiness is knowing that
they work for a company that shares their values.
A company with a philanthropic culture pro-
vides the type of shared value system that keeps
employees productive, enthusiastic and loyal.
Here are a few ways giving can have a positive
effect on your recruiting and retention efforts.

BUILDS COMPANY PRIDE. Donating money fo a
cause can have a positive effect. But involving em-
ployees in an event or a cause that enables them
to work side-by-side with other team members,
managers and even those who are the recipients
of the help, provides a unique opportunity for
team building. It can help remind team members
how their special skills and elbow grease, as well
as the collective help of the team, can have a
direct benefit for others who are in need. When
employees make the connection that the effort
they put toward keeping customers happy, hit-
ting budgets and making profits are tied to the
dollars that a company is able fo give back to the
community, it can help generate a real feeling of
purpose in their day-to-day efforts.

Whether those projects involve cleaning up a
park, renovating a school playground or serving
at a soup kitchen, it allows employees to experi-
ence firsthand the feeling of goodwill that comes
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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.

Five hundred of Ruppert Landscape’s employees provided nearly $180,000 worth of landscape
renovations to Baltimore’s Carroll Park last fall.

with giving back and creates pride in what they
have been able to achieve through their organiza-
tion. In turn, an organization should operate as a
good steward of the charitable funds, recognizing
that the giving is made possible through the hard
work of the company's employees and therefore
should largely be directed by the employees.

KEEPS THE MILLENNIALS ENGAGED. Millennials
or Generation Y, who are now in the 15-35 age
group, think very differently about where they
want to work and what keeps them happy once
there. Engaging this age group requires employ-
ers to be tuned into what motivates them, and
those motivators are very different than the Baby
Boomer generation who are more influenced
by salary and benefits. In a recent CareerBuilder
survey, class of 2014 graduates expressed an
interest in wanting jobs with companies that
“made a difference in the world" and provided
employees with opportunities fo meaningfully
contribute to society.

Nearly three out of four of those surveyed
were also willing o accept a lower salary at a
company that provided those opportunities. So
by keeping this younger set of employees at the
forefront of your company's giving initiatives,
having them recommend causes near and dear

to their hearts and encouraging them to get the
company involved, you up the chances that they
will feel fulfilled and will commit for the long haul.

CREATES SOCIAL MEDIA BUZZ. Ralph Waldo
Emerson said “Doing well is the result of doing
good.” Whether you interpret “"doing well”

to mean profit or reputation, the idea that a
company will prosper based on the good deeds it
does certfainly resonates.

When employees respect their employer,
they are more likely to share their optimism with
others. In this day and age, a lot of that sharing
is done on social media. A picture posted on
Facebook or a review given on Indeed can go a
long way toward generating positive interest in
an organization.

When employees are given an opportunity to
work and make an impact in their communities,
the result can be increased morale, greater job
satisfaction and a shared pride in the company's
role in the community. By capitalizing on the
good your company is likely already involved
with, it is possible to not only keep existing
employees motivated, but also attract new team
members who value community giving. L&t

The author is director of public relations at Ruppert
Landscape.

PHOTO COURTESY OF RUPPERT LANDSCAPE
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When you make a living in lawn care, you'’re used to things
growing. Some of those things are good, some of them
bad. With the unparalleled weed control and residual
benefit of Specticle, weeds may have a tough time
growing, but your business won’t. To help you solve your
toughest weed challenges, Bayer offers a flexible array of
Specticle solutions. Business growth not only means

y The BackedbyBayer app is available for fewer callbacks but more referrals. So next time you buy
@M download at the iTunes Store and Google Play. Specticle, buy more business cards, too. You'll need them.

, Follow us on Twitter @BayerLawn

Bayer CropScience LP, Environmental Science Division, 2 TW Alexander Drive, Research Triangle Park, NC 27709. 1-800-331-2867. www.BackedbyBayer.com. Bayer, the Bayer Cross, and Specticle are registered trademarks of
Bayer. Not all products are registered in all states. Aways read and follow label directions. ©2015 Bayer CropScience LP.
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- *Before you bet $10,000 on the fiyth that a blgger
and faster machine will put more money in your pocket
you owe it to yourself to get all the facts,

"We guarantee that our rede5|gned 2015 Trlﬁmph is the most pract’ cal a}d .
productlve spreader sprayer - in the universe, or your money bac’ﬁ’g ;
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Visit permagreen com your chance to win a 2015 T«’iumph'
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’ 800. 346.2001 permagreeﬂ com

*Visit. permagreen.com for details and limitations of our 60-day buy back ntee. © 2014,PermaGreen™ Supreme, Inc. U.S. Patents 6,366,600 & 7,954,573.
PermaGreen is a registered trademark ofiPérmaGreen™ Supreme, Inc: All rights reserved.
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im Eccleton grew up on

the golf course. Naturally,

he started working for a

club, where he

became grounds superintendent and
worked for more than a dozen years.
Members were so impressed with
the property, they often asked him
for advice about turf issues at their
homes and businesses. “I finally
determined I should start a business

ABOVE: Country Club Turf Cos., started as basic lawn care and sprinkler service
company, but gradually added many services, including design/build.

CompPANY PROFILE

seemed like a good name since I
was a country club superintendent,”
Eccleton says. At first, he offered
basic lawn care and sprinkler ser-
vices, which opened the door to
other services.

Over several years and a handful of
acquisitions, Eccleton added equip-
ment and skills to meet customers’
needs and Country Club Turf Cos.,
eventually become a full-service,

—l'()\llld company.

LAWNANDLANDSCAPE.COM | MAY 2015

How Country Club Turf
Cos. transitioned to

a 12-month property
management company
through acquisitions.

By Brooke N. Bates

[



CompANY PROFILE

IRRIGATION IMPROVEMENT. Eccleton saw
his first acquisition opportunity in 2000,
when a business in the area went up for sale.

The company, Silver Rain Irrigation, had
been larger than Country Club Turf at one

time, but the business was struggling. Still,
it possessed the equipment Eccleton needed
to improve his irrigation services, adding
installation and repair capabilities. Plus, the
price was right.

HOW SAM LEARNED THAT CONVENIENCE
HAS NOTHING TO DO WITH LOCATION

711/,

91939060

9 | 4

SAM LANG, CEO
FAIRWAY GREEN - RALEIGH, NC

In 1984, Sam Lang began his career in ‘

Georgia using Graham rigs and equipment. ‘
But when he started his own business in
North Carolina, he thought a local supplier
would be more convenient and switched.
He soon learned that convenience has more
to do with quality, service and reliability
than with location. So, he switched back to
Graham and has been with us ever since.
After more than 30 years, he knows we'll always
go the distance for him, no matter where he is.

STILL GOING STRONG
Sam'’s original Graham
rig, purchased in 1984

Al-

Graham’Spray
Equipment

YOUR IDEAS ARE WHERE WE START

To learn more about our products,
visit our website or give us a call.

© 2015 Graham Spray Equipment

(770) 942-1617 | (800) 543-2810 | GrahamSE.com

He purchased Silver Rain Irrigation, in-
creasing his sprinkler business. By combining
the company’s inventory with his attentive
approach to customer service, growth was
inevitable.

“The business was not doing well, so when
I purchased it, I instantly gained a large per-
centage of their customers because they were
not being serviced properly,” Eccleton says.

Then, the owner of nearby Lakewood Ir-
rigation suddenly died, leaving no transition
strategy behind.

The regional Rain Bird representative
asked Eccleton to help the man’s widow
handle service calls for a while. Eccleton
relieved her altogether.

“After getting all of the work orders caught
up, I purchased the company for the cost of
equipment and inventory,” he says. “That

WHEN | WAS IN THE GOLF
BUSINESS, changing cup holes
was one of the most tedious
tasks. When one guy gets
good at it, that poor guy has
to do the same thing every
single day. Cross-training is
important for morale because
it takes out the monotony. You
enjoy your job more if you’re
not stuck to one routine.

- Jim Eccleton, owner
of Country Club Turf,
based in Jackson, Mich.
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added about 20 percent more customers to
my database.”

Leveraging the strengths of two irrigation
acquisitions, Country Club Turf was better
suited to serve customers.

BUILDING 12-MONTH SERVICES. Mean-
while, Eccleton noticed a growing trend
among larger clients as they requested year-
round property management. Country Club
Turf offered some services, but relied on
subcontractors to supplement certain jobs,
such as mowing.

So, in 2012, Eccleton acquired Sunshine
Landscaping. Although several of Sunshine’s
services overlapped with Country Club
Turf’s, it had something Eccleton didn’t:
12-month property management contracts.

“When I purchased Sunshine, they had
some lucrative contracts already established,”
Eccelton says.

“By leveraging their equipment and
manpower, we became a true 12-month
property management company without
subcontracting any labor. That was my goal
— to do everything in-house and have more
quality control, more billing control, and
deal directly with supervisors on site to meet
needs in a timely fashion.”

Customers have been hugely appreciative
of the change. Instead of different trucks
showing up for each service, they get the con-
sistency of dealing with one person and the
convenience of 12 equal monthly invoices.

SMOOTH BRAND TRANSITION. Though
acquisitions aren’t always easy, Eccleton
prefers this growth strategy over bootstrap-
ping. Country Club Turf grew at double
digits during the acquisition period, and still
maintains about 7 percent annual growth,
with $1.5 million in revenue.

“If you start from scratch and have to
buy equipment, hire all new employees and

advertise, it’s hard to get a footprint out of

the gate,” he says. “I can acquire a company
for the cost of equipment — that’s huge if it
already comes with a couple of employees
and some customers - even better if it comes
with a good reputation.”

The Sunshine purchase was valued at

LAWNANDLANDSCAPE.COM | MAY 2015 29

about 50 percent equipment and 50 percent
goodwill. The existing reputation and rela-
tionships looked lucrative, but tapping into
those required a smooth transition into the

Country Club Turf brand.

Eccleton’s first step after acquisition is
liquidating any duplicate equipment. To
initiate acquired customers to the new par-
ent brand, most trucks and trailers are all
lettered with the Country Club Turf logo

Press play on your workday.

/n\‘.

Start the season right with the 3M™ WorkTunes™ Hearing Protector.

[ This seamless combination of hearing protection and entertainment
‘ features Voice Assist for easier use and Bass Boost technology for
\ enhanced sound quality and performance. Strong construction and
’ durable materials hold up to daily use — perfect for the shop, yard or
‘ job site. Who says you can’t have fun at work?
|
|
|
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(except for a couple from Sun-
shine that survived liquidation).
Eccleton doesn’t advertise the
names of acquired companies,
although the sign outside of
the company’s headquarters in
Jackson, Mich., lists them — at
least for now.

The names drop off as acqui-
sitions slowly integrate into the
Country Club Turf brand.

“When I acquire a company,
I keep the name for a year or
two, and then blend it into
the parent company,” he says.
“I don’t want to confuse my
customers with two names, but
I want them to know that we
are still Sunshine.

After a year or two, custom-
ers start getting invoices that

WHAT RVS HAVE TO DO WITH TURF

bought a foreclosed property to house his grow-

ing lawn care business. Country Club Turf moved
into its new headquarters, which had been home to
Larry’s RV Center since the 60s.

"The previous owner told me | would have to hire

a full-time employee at both gates to tell people as
they drove in that there was no longer an RV business
there,” Eccleton says. "He was correct. | reopened

I n 2010, after renting for 10 years, Jim Eccleton

Larry's RV and it now grosses more than all of my
lawn care companies combined.”

Although “the businesses don't really go to-
gether,” he has noticed that “the synergies abound.”
For example, employees are cross-trained early on to
help RV customers get propane gas for their campers
from the company tank.

Cross-fraining between companies helps Eccleton
make the best use of each employee. For example,

if Larry’s RV needs campers moved to the secure lot
across town, or if mechanics need help installing an
awning, it doesn't make sense to pull salesmen or
store clerks into the shop. Instead, crews from the turf
business may lend a hand in between service calls.

"If somebody calls for service, | can react quickly
because so many of my employees are cross-trained.”

Dreaming of a
complementary
business with
recurring revenues?
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Outdoor Insect Control

HELP! LANDSCAPE
PROFESSIONALS

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

.. 1-866-485-7255
A Learn more at www.mistaway.com/goodbiz %
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Install Rain Bird Drainage.
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Compatible with competitive drainage components.

» Bigger Rewards Rebate:
Drainage purchases count toward Rain Bird® Rewards rebates.
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CoMmPANY PROFILE

say Country Club Turf, not Sunshine.
We transition them slowly into the brand,
until they get all the correspondence from
Country Club Turf.”

To avoid confusion during the transition,

each company maintains separate phone
lines. “We can tell by the display on the
phone which company customers are call-
ing,” he says.

“If they call a number associated with

e SGy -

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

Find us at permaloc.com or contact us at
800.356.9660.

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

) SUSTAINABLE EDGING SOLUTIONS

Country Club Turf, you would see CCT
on the display, so you know how to answer
the phone.” One employee may answer calls
for any company, because operations are
streamlined under one roof.

This allows Eccleton to integrate phone
systems, administrative support and other
resources, while reducing costs.

CROSS-TRAINED TO MULTI-TASK. Cross-
training is crucial at Country Club Turf,
where employees often hop between services
and even companies.

New employees, who typically come
through word-of-mouth, start in one divi-

Most trucks and trailers are all lettered with the
Country Club Turf logo (except for a couple from
a prior acquisition that survived liquidation).

sion. If Eccleton likes what he sees, he starts
to pair them up with various crews to learn
as many skills as possible.

“As long as you've got one person who
knows what's going on, the second person
should always be a trainee,” Eccleton says.

“You would never send two people who
were good at one thing; that’s a waste of
manpower. If you send one person who’s
specialized and another person who can
help, he can learn as he works.”

Eccleton learned that cross-training
doesn’t just make his staff members more
productive, it often makes them happier.

“When I was in the golf business, chang-
ing cup holes was one of the most tedious
tasks,” he says.

“When one guy gets good at it, that poor
guy has to do the same thing every single
day. Cross-training is important for morale
because it takes out the monotony. You
enjoy your job more if you’re not stuck to
one routine.” L&t
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XCALIBER

Now with a 60-inch deck

XTRASPEED
XTRAPOWER
XTRAPERFORMANCE

The Xcaliber now comes with 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® EF

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.

DIXIE CHOPPER.

765.246.7737 www.dixiechopper.com The World’s Fastest Lawn Mower.


http://www.dixiechopper.com
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This is only a test

While drug testing can be used as a marketing
tool and a way to weed out bad workers,

it can also limit the employee pool.

By Kristen Hampshire

ho are you really hiring? And, could this person
potentially sacrifice the safety of a crew because of
irresponsible lifestyle choices? These are questions
that employers consider when putting a drug test-
ing program in place. There are two camps: companies that wonder,
“What organization can afford not to test?” and businesses that
believe life happens; people make bad choices. If someone is on a
clean track, give him a chance to work and be a productive contrib-
utor. What employees do on their own time is their own business.
Some insurance providers want to know if your company requires
pre-employment, post-accident or random drug testing. Elana Daley,
co-owner of Daley Landscape in Ojai, Calif., says clients might not
directly ask the question, but they want assurance that workers on
their properties are living responsibly.
This month, Lawn & Landscape spoke with three firms about their
drug testing policies and how the choice to test, or not, affects hiring,
retention and the overall business environment.
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he high-profile and celebrity clients

Daley Landscape serve in the Los

Angeles and Santa Barbara market
trust the company to safely enter their
properties and perform quality work. And
homeowners don’t invite just anyone onto
their grounds.

“When you work on someone’s property
you are essentially coming into the home,
and because clients entrust us to go into
their homes at any time — whether for
maintenance, renovation or fixing a leaky
sprinkler — we want them to know that
the work will get done, that our people are
clean,” Daley says.

Daley Landscape began drug testing
about four years ago, when Daley noticed
that insurers were asking the question: Do
you have a safety program? Do you perform
pre-employment screening, and if so do
you require a drug test? Do you conduct
background checks?

So, the company decided to ramp up its
application process and institute these pre-
employment screening tests, including check-
ing employees’ driving records and criminal
records, and testing for drugs.

Daley began by reviewing the application
for employment and adding a couple of key
questions: Have you been convicted of a mis-
demeanor or a felony? If yes, provide a date
of conviction, state and county, and describe
the circumstances.

The application asks: Has your employ-
ment with anyone ever been involuntarily
terminated? If so, please explain.

After offering a prospect a job, Daley
Landscape asks the potential hire to go
immediately to get a drug test through its
third-party provider, HireRight.

Employmunt is contingent on getting

the drug test, and the complete screening

©® For Lawn & Landscape’s survey
results on landscapers’ views on
drug testing, turn to pg. 18.

© KIRBY HAMILTON | ISTOCKPHOTO




Broad Spectrum Insect Control - Now Injectable

Nothing works faster than Dinocide at treating trees and shrubs for scale insects.

Micro-injectable Dinocide is usually effective within 3-7 days, getting the job done twice as fast.
The time it takes to be on and off your customer’s properties will be cut in half by using injectable
dinocide applications. It kills a full spectrum of scale insect species, including whiteflies, Japanese
beetles, mealybugs and flathead borers. Scale your insect treatment program down from weeks to
days on any customer property that requires it.

Call 800-TREES Rx (800-873-3779) or visit www.maugetico.com
to learn more about tree care with Mauget.

Mﬂ_ 3et Mauget. The Right Way to Treat a Tree. n wy
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Pathfinder (shown)

PREMIUM COMMERCIAL SPREADING & SPRAYING EQUIPMENT

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

WWW.GROUNDLOGICINC.COM | 877.423.4340
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package costs the company about $150 per
candidate. “This process has made a differ-
ence with hiring, and it has shown us that we
can’t always trust our own experience about a
person,” Daley says.

For example, the company hired one candi-
date who admitted to a drug conviction on his
application. He explained that he had cleaned
up his life. He passed the pre-employment
drug test, so Daley hired him.

However, because of the drug conviction,
Daley’s insurance company would not allow
this employee to drive a company vehicle.
“We knew we had a guy we could hire, but
we could not let him drive a vehicle, which
posed a problem,” Daley says.

But Daley decided to give him a chance
and hire him anyway. “He came to work for
us for a week and he showed his true colors,
and then we cut him loose,” she says. “There
was a red flag there, and you learn.”

Daley has had job applicants refuse the drug
test, though this does not happen often because
they know that it’s part of the onboarding
process. “I have had guys who have great refer-
ences but they won’t go in and test,” she says.

“We offered them a job. We said we’d love
for you to come work for us, you interviewed
successfully, now if you can demonstrate by a
drug test and background screening, we will
be assured that what you are telling us is, in
fact, what you are living.”

This frustrates Daley because the reality is,
sometimes the background screening does
not match what the prospect reveals on an
application. But, because the application
does ask pointed questions about a person’s
background, she says that the company tends
to attract clean, reliable candidates most of
the time.

“If something shows up on their back-
ground check that they do not reveal on the
application, we can immediately terminate
the (hiring) process because they falsified the
application,” Daley says.

Daley doesn’t directly advertise to clients that
employees are drug-tested, but she does promote
that the people who will work on their properties
are of high integrity. “I let them know we hire
people who want to work and who are interested
in leading a clean life,” she says.
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TAGKLE TOUGH JOBS

EXPERIENCE OUR

NEW TRACK
T ~aKeucH! Ty LOADERS
A e l Need to get more done in a
{ f o day? Count on Takeuchi track

loaders. Featuring a'light
footprint and-an impressive
rated operating capacity of
2,105 Ibs, the new TL8 track
loader offers an unrivaled
blendof power and efficiency.
With bucket breakout forces
exceeding 6,800 lbs, and loader
lift arm forces of over 6,700 Ibs
the TL8 is able to deliver
unmatched performance in the
most demanding applications.

Find your new edge on

(BN 1. . productivity. See the full line

— ; at takeuchi-us.com.

4

T1TaKeuUuCH!I

- Those in the know, know Takeuchi

2015 Takeuchi Manufacturing.
Contact your dealer for current warranty-and financing pregram details.
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ROSES & PLANTS

Conard-Pyle

We ave more than

Star® Roses and Plants also offers
an extensive range of perennials,
woodies and roses. Rigorously
trialed throughout the country,
all of our varieties are put to the
test ensuring only the strongest

and most reliable are introduced.

Contact your Territory Manager or
Customer Service to place your
order today! | 1.800.457.1859
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wwwi.starrosesandplants.com
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DALEY LANDSCAPE
(FROM PG. 36)

Elana Daley, co-owner

LOCATION:
Ojai, Calif.

ESTABLISHED:

1992 i

EMPLOYEES:
9

2014 REVENUES:
$750,000

CUSTOMERS:
99% residential, 1% commercial

SERVICES:
Design/build and maintenance

TAKE-AWAY TIPS
REVIEW THE APPLICATION.
Be sure your application for
employment is compliant with the
law. You can ask questions about

a candidate’s background, but you
must ask those questions in a manner
that is legal. “We had to change our
application a few years back, and

the one we use now is simple, in
compliance with state law and it works
for us,” Daley says.

GO BEYOND A RESUME.
Resumes provide helpful information,
but every candidate must fill out the
company job application. Otherwise,
Daley might not collect the information
she needs to move forward with a
hire. “That sentence about previous
misdemeanors or convictions has to
be filled out,” she says.

FIND A REPUTABLE
PARTNER.

Select a third-party vendor to
manage the background

screening and drug testing.

As part of the hiring process, every
candidate is screened through

a national company

before they are officially made

an employee, Daley says.

Create a
safety culture

rotecting employees’ safety is the crux
P of the drug testing program at Total

Lawn Care (TLC) based in Weslaco,
Texas, because the what-ifs associated with
not screening are just too risky, if you ask
president, Gary Bower.

“We have four guys in a truck. What if one
of them is high on cocaine? Everyone is at risk,”
Bower says.

In fact, the company has experienced some
accidents where drug use was involved, though
not necessarily the cause of the
incidents. And these situations
occurred after Bower insti-
tuted pre-employment drug

v screening in 2003 — part of a
A\ mission to provide an “excel-
. \ : lent working environment.”
Gy OER t"Ihe No. 1 way we do rhzft
is through safety, and that is
why we implemented drug testing,” he says.

TLC requires individuals who are offered a
job to take a pre-employment drug test. The
company also requires post-accident drug
testing, and random drug testing several times
a year. “We have terminated employees based
on them not doing the post-accident drug-test,”
Bower says, referring to two scenarios.

In one case, an employee drove a zero-turn
mower over a curb and fell off the machine. His
arm landed on the muffler and he was severely
burned. “We took him to the hospital right
away, where we said, “We have to do a drug
test,” and he refused,” Bower says. “He said,
‘No. I'm high on coke. I'm not going to do it.”

In effect, the employee terminated himself.

The other situation involved a key employee
who hit a building’s canopy with a truck. “I
said, ‘No problem, let’s deal with the accident,
get the drug test and we're all good,” Bower
says. “He refused to go (get the test).”

Other managers wondered if Bower would let
the guy off and give him a break since he was on
the foreman level. “Losing that employee was
huge,” Bower says, but he could not allow him

38 MAY 2015 | LAWNANDLANDSCAPE.COM
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Building your landscape business together. Our 17G and 26G Compact
Excavators, with Final Tier 4 engines, are loaded with features we gathered
from customers like you. For example, the new larger door opening on the 26G
with closed cab means easier in and out, and a larger front window improves
your visibility. We also improved access and reconfigured

cooling cores for easier maintenance and enhanced

cooling. Finally, their reliable engines meet Final Tier 4

requirements —without an after-treatment device.

To learn more, see your dealer or visit our website.
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THE REEL

THAT WORKS AS
HARDASYOU

To keep up with the non-stop
demands of grounds maintenance,
Hannay Reels delivers every time with:

Find your local dealer:
hannay.com or 877-467-3357

Hannay Reels

The reel leader.
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TOTAL LAWN CARE '
i fast to the company policy. “Drug

Gary Bower, president i testing is not about catching an

LOCATION:
Weslaco, Texas (branches in

San Antonio and Laredo)

ESTABLISHED:
2000 :
i wrong. I was akid once. It’s about

En Lol EEEB the safety of others,” Bower adds.

2014 REVENUES: !

i happens every quarter, when three
$2.4 million  to five employees’ social security

CUSTOMERS:

i party that administers the drug

95% commercial,
5% residential

message that the desire to play it
safe is a whole-company effort.

have a development program

and one of the modules talks :

about the expectation of the
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to continue employment. He held

i employee,” Bower says. “It’s about
i investing in your company. Our

people are our greatest asset, so it’s
sad to lose someone.
It’s not about saying drugs are
o te

Random drug testing at TLC

numbers are drawn by the third

i tests. Bower has had his name

SERVICES: '
Maintenance, design i onits random drug testing during
and installation :

i been in place for some time and

pulled, too. TLC will loosen up

periods when all employees have

I’S i there’s consistency. “But the last
i couple of years we have had an

f GAIN BUY-IN. influx of employment,” Bower
TLC formed a safety cqmmnﬁeg says. The random drug testing
that focuses on accidents in : & %
_ i reaffirms TLC’s commitment to

general — not drug testing : RO S S
specifically. This sets the tone i P18 @ S, Clrug-iree Workprace.

for a culture focused on acting
responsibly, Bower says. And, down side. “It can be demotivat-
involving employees sends a

i like they are not trusted,” Bower

But, random testing has a

ing and some field employees feel

i says. Others might say that they
i were chosen for the test because

STICK TO THE POLICY. :

i the company wants to get rid of
Even if a key employee refuses a i them. “There are types who are
post-accident drug test, the policy } defensive, maybe not being the
: still ap.phes. The drug festing great performers they feel like
policy. applies fo all employees at-; they are being targeted, but that
all levels of the company. : % BIo B
i has nothing to do with it.

MAKE IT A SYSTEM. :
Pre-employment, post-accident how the company helps employ-

and random drug testing are just ees understand that drug testing is
part of the system at TLC. “We i

i like any other process in place.

Bower says communication is

part of the system at TLC. It’s just

Overall, drug testing has been

i a positive experience for TLC be-
drug policy and why we do it, i cause it gives employees and Bow-
Bowgr says. “Employees h,ave i er peace of mind thar the people
to read it and test on it - so they ’ y .
, i operating trucks and equipment

have to explain back to us that : N 2 1.2
, i are safe and reliable. “It’s about
they understand. It's all about . "
.. u : protecting my people,” he says.

communication.” oS ’

“When they are on a zero-turn
mower, they have control.”
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" Downtime costs you both time and
money. AMSOIL synthetic lubricants
will keep your equipment up and
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L.A. Dreamin’ Hydrangea

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.

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

Brian Scott, president

ESTABLISHED:
2009

2014 REVENUES:

CUSTOMERS:

75% residential, 25%
commercial :
SERVICES:
Landscape maintenance :
and installation :

SET EXPECTATIONS.

Scott is most focused on §
whether a candidate can
perform the job, meet the : need a break to improve their

COmPanys s?andqrds a“nd Show i lives. He is willing to give those
up to work on time. “My time : . |, . N
: e i individuals a chance if their per-
is money; their time is money i . : i
i formance on the job aligns with

and if their time is being wasted :
then they are wasting my
money,” he says. i

i have had issues in the past who

GET EXPLANATIONS.

One worker told Scott he had

a drug issue in the past but wake up and do something,” says

had just completed a recovery i

I offered him work to : scapes in Spotswood, N.J.

keep him on a schedule,” i

he says. “When you have i
those issues, half of (staying i i 5 AP
Alaan)yo0r schedule anidhatt: —and if your after-hours activities
i do not interfere with job perfor-

| program.

of it is mental.”

BE A REFERENCE.

Scott wants to open up an
opportunity for candidates with :
“If you i
can give someone a second § work you have to work and no
chance, then maybe someone | questions asked.”

else will give them a third :
chance and they C.an be on The” business owner, though he’s
way to making something : =

he says.

drug records to improve.

out of life,”

[ 42
|

Operate

on trust

LOCATION:
Spotswood, N.J. :

alculated risk and second
chances — these principles
explain why Brian Scott

EMPLOYEES: :

i will hire an employee without

3

performing a drug test, and why

i he will also consider a worker

$100,000 :

i the law before. Scott is careful

who has been in trouble with

about who he hires to work at

his small business, because it’s

{

a close-knit
crew working

in a small com-
munity where
everyone knows
your name.

But he is also
aware that some

Brian SCOTT .
people just

his company’s high standards.
“There are a lot of people who

i need job security — they need

something regular, they need to
Scott, president of Elite Land-

Scott’s theory is, if you show
up and do the work as expected

i mance — then your time is your
i business. He’s had this discussion

“I said, ‘It

doesn’t matter to me what you

with workers before.

do at home, but when you are at

Scott calls himself a relaxed

(continued on page 104)
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NN/ 7/ NATIONAL JOIN US

>>< ASSOCIATION OF Special introductory offer —

LANDSCAPE 2
20% off your first year of
PROFESSIONALS membership dues!*

(formerly PLANET, Professional Landcare Network)

ESSENTIAL FOR GROWTH

EDUCATION
Delivering invaluable access to the best ideas and practices.

ADVOCACY
Fighting tirelessly in support of your business.

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

* Offer expires June 30, 2015 and cannot be combined with other offers. Visit bit.ly/landscapeprofessionals for complete details.




MID-SUMMER WEED CONTROL

THAT GIVES YOU SUMMER HOURS.

Last Call™ herbicide delivers post-emerge control of more than 40 grassy and broadleaf weeds - including
mid-tiller crabgrass — when most other herbicides check out. And since Last Call is labeled for all managed
areas in cool-season turf, there is no reason to feel the heat this summer. Plan your summer, it’s your call.

SEE YOUR DISTRIBUTOR OR NUFARM.COM/USTO FOR MORE INFORMATION ON LAST CALL.

v
www.rlwufarm.‘c‘om/us LaStgc al I
~
"N

Nufarm Grow abetter tomorrow.
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@ FROM OUR SPONSOR

STRIVE FOR SUCCESS

The Toro Company is proud to sponsor this list

recognizing some of the industry’s most successful

landscape contractors. We look forward to the Top 100

issue every year, not only because it recognizes these

growing businesses, but also because it’s a chance to

learn what some of them are doing to stay on top.

n & Landscape Top
2014 revenue from
ofit centers, as reported by
isted companies. Companies
earned a total revenue of
,707 in 2014, which is an
776,283,627, or 11 percent,
over 2013. Companies on the list also

on

reported total employment (seasonal plus
year-round employees) of 86,255.

The list is comprised of companies from
31 states and three firms in Canada. From
the oldest company on the list — Davey
Tree Expert Co., in Kent, Ohio, founded
in 1880, to the youngest company, Bright-

is all about. For more than 100 years, Toro
has been focused on listening to, and serving,
customers by finding new ways to help them
increase productivity and profits.

We never stop working on new in-
novations that can make a difference on
the bottom lines of our customers’ busi-
nesses. And our local dealers are just as
focused on helping our customers grow
their business with the right equipment,
service and support.

As you look at this list, we hope you'll be
encouraged and energized by the possibili-
ties. Just as these companies are growing
and raising their revenues, you can achieve

View, founded in 2014 — these landscape professionals all share  your goals — and Toro is ready to serve you with the equipment
the same challenge: staying productive and profitable. Doing that  you need to get there.
day after day requires innovative thinking, and that’s what Toro We hope you have a very safe and profitable year!

Oyt~

David Alkire | Vice President, RLC Businesses

46 MAY 2015 | LAWNANDLANDSCAPE.COM



LawnésLandscape

Sponsored By
TORO.

COMMEMORATIVE

POSTER




LOCATING THE TOP 100

CALIFORNIA, ILLINOIS AND FLORIDA LEAD LEL’S LIST FOR ANOTHER YEAR.
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NEW KIDS ON THE BLOCK

Of the companies listed in this year’s Top 100 list, eight are new to the list. To get to know

some of these companies better, we asked them what makes their company unique,

what their biggest challenge of 2015 is and one thing people might not know about them.

NEW WAY LANDSCAPE
& TREE SERVICE

@ IT'S A CLICHE, BUT
WE CARE about our
employees. We have an open-
door policy. People aren’t

a number in a large firm.
They have tremendous input
authority. (My daughter/co-
owner) Kath and | are pretty
hands off and all regional
and account managers run
their divisions like their own
company.

(OUR BIGGEST CHALLENGE
IS TO) figure ways to reduce
overhead to make decent
profits, as we are in the
landscape construction arena
now - figuring the correct
pricing strategy to win large
installation work. Also to keep
inspiring the managers to run
their divisions to be the most
safe, efficient and productive.

I NEVER WENT TO COLLEGE
— just took a few classes and
learned all on the job through
hard work, long hours for
many, many years. () came
to San Diego in fall of 1976

on an Enduro dirt bike with
$800 in my pocket.

- RANDY NEWHARD, CEO

SITEWORKS

@ SINCE ITS VERY
BEGINNING, SiteWorks
has an established presence as
a compatible and user-friendly
landscape contractor that
develops mutually beneficial
relationships with those we
selectively work with.

THE DIMINISHING
AVAILABILITY of skilled

and qualified landscape field
personnel that can meet the
required individual identity and
work eligibility as validated

by E-Verify is today's biggest
challenge for SiteWorks.

IN THE FALL OF 2004,

i SiteWorks was founded
i in the kitchen of a small
i two-bedroom apartment

at a complex located in the
East Valley of the Phoenix
metropolitan area. We had
business cards printed up

that showed our address as
“Suite 2020" instead of “Apt.
2020," whereas we wanted to
create the image that we were
located in an office park instead
of an apartment complex.

— CHRIS MALHAM,
PRESIDENT

PACIFIC OUTDOOR
LIVING

@ THE MOST UNIQUE
THING about our

i company is that we do

everything in-house, from the

i design all the way through
installation. There is no need for

our customers to get multiple
bids from multiple contractors
for each aspect of their project.
We are able to give them a one-

i stop-shop experience through

the entire project.

OUR BIGGEST CHALLENGE

is expanding our service area to
be able fo cover all of southern
California and eventually all

of California. Finding the right
quys to install and supervise
projects can be quite a task.

WE ARE FAMILY OWNED
and operated. The company
was started in 1999 by Terry
Morrill and his two sons, Trent

i and Chad, and fo this day

they still run the day-to-day
operations of the company.

- ANTHONY BARRAGAN,
MARKETING MANAGER

PERFICUT

WHAT MAKES OUR
COMPANY UNIQUE

is our continued commitment
i to our mission. This includes
working very hard in honoring
¢ our partnerships with our
clients as well as recognizing

i and rewarding our employees.

| OUR BIGGEST CHALLENGE

! is making sure the processes

¢ and procedures are in place

to continue to grow info the

i future. Staffing is one area we
are really focusing on now

i —from how we recruit, hire,
train, retain and offer long term
careers in the green industry.

LIKE MANY great companies,
we continue to be very

i passionate about our business

and telling the Perficut story of
who we are and what we do
differently than everyone else.
This isn't to say that we do

i one particular service better

than the competition, but how
we go about serving

i our clients’ needs.

| -~ KORY BALLARD,

PRESIDENT

© MATTHEW LAZNICKA



WHOSAIDIT?

Find out which Top 100 executives said the following
quotes by turning to the page listed next to it.

DAVID DuBOIS

WE BELIEVE we
should be at the
highest quality
and that should
create advocacy
for the craft, for
the trade and
for being part
of that either as
an employee or
a team member
or as a client.
Pg. 57

5 I

FRANK MARIANI

WHEN | WAS
a kid, you
couldn't wait to
be outside. Kids
today can't wait
to get on the
Internet or play
a video game.
So, the point is
that we want to
connect with
our customers.
We want them
to get to know
their neighbors,
want them to
live outside with
their families.
Pg. 64

JIM McCUTCHEON

| REMEMBER
years and years
ago | would
hear horror
stories about
people taking
kid interns
and basically
throwing them
on a lawnmower
and leaving
them there, or
putting them
GRUCRELELT
they’re watering
or pulling
weeds. Pg. 67

WHEN TWO COMPANIES are not enough alike,
chances are it’s not going to work and for us it ended
up taking a very long road to bring it around. Pg. 72

DAVID ALEXANDER

| KNOW
everybody
around the
country, and P’ve
done it myself,
thinks they can
do residential
and commercial.
I will debate it
with anybody,
all day long,
that I've never
seen anybody in
this country do
both of those
very, very well.
I've seen people
that do one very
well and the
other one pretty
well, but never
seen anybody
that does both
very well. Pg. 68

{
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IN AN
EXCLUSIVE
INTERVIEW,
L&L gets an
update on
the creation
of the largest

landscape ;H

company v Wl R Wi ,

in history. || g S W RIS W
e, NEEST ) &

BUILDING ™ ~ =

IN FEBRUARY CHUCK BOWEN: How did you CB: Can you give me an ex-
9 guys first get into a room and  ample of one of those markets
I sat down with Andrew Kerin and Roger Zino. start talking? where you've been able to really
strengthen those local ties? Be-
ANDREW KERIN: Fortunately, cause I think the legacy com-
rCSPeCtiVCIY‘ before both companies were bOUght Roger and I had met some time  panies never had that were-the-
by private equity firm KKR. Now, they are leading before then and when KKR got  local-guy reputation.
involved and obviously MSD
Capital on the ValleyCrest side, AK: One great example is the
company in history. In an exclusive interview with we had an opportunity to visit community work that we're

The two men headed up Brickman and ValleyCrest,

the creation of BrightView, the largest landscape

L&L‘ they talked abou[ hO\V they’re in[egrating WO and Roger and I first talked to doing in Dallas, as well as the

¢ : see how we feel about that. work we're doing for our clients.
already-huge companies, how they see their place . ; oo
Now we are together provid-  Maintenance service is now add-

in the mdUStf,V and what it means to carry on the ing more comprehensive service,  ing tree services. Where there

]egacy of two of the landscape industry’s founding providing more opportunity for ~ was development work going
our people which is clearly atop  on, now they add maintenance.

families. — Chuck Bowen SRR g %
priority. Being more local. If you And I think, importantly,

think about it, we have so much  just the sharing of resources that

ABOVE: Andrew Kerin, left, and Roger Zino are faced with the challenge of density, we're so much more lo-  we have across horticulture, ir-
creating the largest landscaping company in history. cal in many markets. rigation, maintenance, develop-

LAWNANDLANDSCAPE.COM | MAY 2015




G BRIGHTVIEW

S AS YOU FLIP THROUGH OUR

TOP 100 COVERAGE, keep an
eye out for the noteworthy
news stories since May 2014.

JUNE 2014

THE DAVEY TREE EXPERT
COMPANY was named the largest
employee-owned service firm
company in the U.S., according to
data from the National Center for
Employee Ownership (NCEQ).

QOO0

AUGUST 2014

FERRANDINO & SON, based in
Farmingdale, N.Y., hired Tom Panek
as vice president of operations.
Panek is responsible for the day-
to-day operations across all of
Ferrandino & Son's programs.

SOOOOO0

AUGUST 2014

THE DWYER GROUP, parent
company of The Grounds Guys, was
acquired for the second time by The
Riverside Co., a private equity fund.

QOO0

AUGUST 2014

ABM rebrands its landscape and turf
management business - formerly
OneSource Landscape & Golf - to
ABM Landscape and Turf Services.

QOO0

SEPTEMBER 2014

Dan Carrothers, who was marketing
manager at BASF, created WEED
MAN Houston, and purchased 22
territories, the largest Weed Man

franchise to date.

ment. We are the local company
in Dallas and we're all stronger
for it. Our people are stronger
for it; our clients have better ser-
vice because of it.

CB: So, as you guys have brought
the two companies together,
what’s surprised you the most?

ROGER ZINO: When you get
people in the room, how excit-
ed they got about being in the
room with each other. I mean,
you have a bunch of landscape
people coming together, right?
And just sort of unprecedented
in terms of people saying, “Hey,
how do you do this?” And,
“Here’s how we do this,” and,
“Let’s compare notes.”

This sort of shared vision of
how do we get and do things
better and the opportunity to
have so much experience, dif-
ferent in a lot of ways but simi-
lar in so many ways too. It was
really cool to see.

AK: Whats been surprising — 1
think what's important to under-
stand and you asked about the
process is, we as a senior team
spent a lot of time together dur-
ing the effort. So we got to know
one another.

CB: Tell me what that was like.
Tell me what you guys did.

AK: Two senior teams getting
together. We got together mul-
tiple times to begin to explore
how we might work together, to
understand who each other was.
We understood and we came
together on what we were all in-

ROGER

vesting in and what that future
would look like and what we
were to aspire to.

That brought us to Bright-
View later on. As soon as we
closed, we began getting input.
The first day we got over 6,000
inputs from our team members
out in the field about what they
thought about certain things.
During the branding process,
during the priority-setting pro-
cess, we had thousands of in-
terviews with clients, with our
team members, and so we've
been very proactive about get-
ting perspective.

CB: So when you guys were
talking about spending time

together as an executive team,
were you playing golf, going to
dinner — what are you doing?

AK: We're not playing golf.

RZ: We're not playing golf. As
leadership goes and sets a tone,
that’s how the organizations be-
lieve in the possible. So we have
to come together to form rela-
tionships, form friendships, get
to know one another.

CB: Sure, because if you two don’t
get along it’s not gonna work.

AK: That’s correct and we hap-
pen to, but the whole senior
team (does). And I think what’s

Q © MIKE MORGAN -

Q& way that you honor pioneers who created decades of

and their pioneering by being pioneers ... and providing
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important is we now have one
operating structure where we
operate as one company even
though today we go to market
with the ValleyCrest brand and
the Brickman brand until we
transition to BrightView.

RZ: It was nothing fancy at the
end of the day. We get together
and talk about some set of top-
ics about how we do X or how
we do Y, and some social time.
It was very important not only
that we did the same things but
we saw the world the same way,
we cared about the same things.

And in the end, we keep it
pretty simple. We love the in-
dustry; we love developing our

B e

Sisbessisinnsiie

people and we like serving our
customers, and found a lot of
alignment on that.

And then you get into spe-
cific topics and say, “OK, what
really matters?” Well, having
our people work safely matters
not just to us but the whole in-
dustry, righe? So let’s talk about
how we continue to be leaders
in the area of safety and how we
can continue to do that for the
whole industry.

CB: I'd imagine you guys are
going to be on the acquisition
hunt soon if you're not already.

AK: I think that what were fo-
cused on is doing great work,

doing a consistently high qual-
ity everywhere, every day, all the
time. What we're focused on is
engaging in a professionalism,
and raising the professionalism
and the opportunities for our
teams, right. And what we're
focused on is helping build the
brand awareness of not just
BrightView but the value that
landscaping brings to clients.

Our job is to raise the level
of the field, it’s not just about
M&A. We will be inquisitive
where we think it makes sense.
But importantly our goal is to
raise the standard in the indus-
try, and have the breadth and
scale to do that so that it actually
moves the industry.

RZ: In simple terms, we think
we do our job right, we make
the pie bigger.

CB: I don't want to put words
in your mouth, but it sounds
like you view BrightView as the
standard bearer for the industry
— a very strong advocate for the
landscaping industry.

AK: I think we love the land-
scape industry and we love the
opportunities that it provides
people who want to take care of
landscapes. And we love what it
means for those clients and im-
portantly, those customers.

We believe we should be at
the highest quality and that
should create advocacy for the
craft, for the trade and for be-
ing part of that either as an em-
ployee or a team member or as
a client. So in that way, yes, our
charge is to do that.

To read this interview in its entirety,

visit LAWNANDLANDSCAPE.COM
and search "Building BrightView."

CB: In Brickman and Valley-
Crest, you've got the two fami-
lies who arguably started the
landscape industry. What's your
take on that legacy, and how
that impacts BrightView?

AK: When you think about the
legacy, its important. It very
much lives on in the people of
both companies. So we've got
20,000-plus people with a large
number of years of experience
in both companies that grew up
and have the legacy in there, in
their being, and part of carry-
ing forward is the spirit of that
moving forward. And its the
spirit of both families believing,
doing great work, taking care of
your people, growing the busi-
ness, and they love the landscape
business. And that spirit very
much is alive and well in the
companies, and it lives in people
that lived it for many years.

RZ: The way that you honor
pioneers who created decades of
opportunity is to be a pioneer
and create the next five and six
and 10 decades of opportunity.
So that’s: what BrightView is
about. We honor the Brick-
mans and the Sperbers and their
pioneering by being pioneers —
taking this industry to the next
level and providing opportuni-
ties for thousands of people like
both those families did. @

opportunity is to be a pioneer. ... We honor the Brickmans and the Sperbers

opportunities for thousands of people like both those families did.” - Roger Zino
| TS RN ST G RN IR e PSR
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TRUGREEN

I,

s
\% Wheﬁﬁbawd Alcxandcr ac-
cepred @ position of CEO
at TtuCr&n hc had first-hand
kn cdge oii why the com-
pany was str‘ixgglmg
“I fired (TruGreen) a few
months before I was offered the
job,” Alexander says, adding that
he rehired them the weekend
after he was hired. “I cancelled
my service because they weren't
doing what they said — because
they weren't showing up when
they said.”

So, it wasn't a surprise that Al-
exander intially balked when he
was approached about the CEO
job. But after discovering his
values aligned with TruGreen’s
parent company, ServiceMaster,
he changed his mind and joined
the struggling company.

Those no-shows were a good
indicator of why TruGreen had
an 8 percent revenue decline
in 2013 revenue, lost 400,000
customers in two years and

went through three presidents
in three years. The company
was also spun off from publicly

pel S A Y /)
/’ / ,’i ij(} Eg % j l “ traded ServiceMaster and s
\i\ g 2 z now owned by the private eq-

uity firm Clayton, Dubilier &
Rice, who also owns a majority
share of ServiceMaster.

But that split from Service-

Master gave Alexander and his

2 , team at TruGreen the flexibility

After a miserable few years, David Alexander to get back on the right path.
e Alexander says 2014 was “prob-
talks with Lawn & Landscape about what he bl et 5 T b i

and his team had to do to improve the operations e A

and revenue has increased by
and company morale at TruGreen. $40 million.
“We probably measure, [
e don’t know, 25 or 30 different
metrics, all of which we exceed-

By Brian Horn ed in 2014, so it was our first

LAWNANDLANDSCAPE.COM | MAY 2015 59




HAUSBECK MARTIN

OLIVER DEWITT MANN CLICK

ALLEN

COHEN FLYNN

TURNAROUND TEAM

BILL HAUSBECK, North Division vice president since 2002,
joined company in 1984

DAVID MARTIN, chief financial officer, transferred from
ServiceMaster in January 2014

KIRK HURTO, VP of Technical Services since 1981

ERIC DAVIDOFSKY, South Divison vice president, transferred
from Terminix in 2013

ERIC MINKS, West Division vice president since 2005,

joined company in 1975

JEFF FEDORCHAK, VP of Corporate Affairs (a new

position created by Alexander), transferred from
ServiceMaster in 2013

KARI RAJANIEMI, executive vice president and chief
marketing officer, hired from SenecaOne in 2013

KATE OLIVER, vice president of Customer Service since 1990
KEN DEWITT, chief information officer, hired from United
Rentals in 2013

KEVIN MANN, general counsel and chief legal officer,
transferred from ServiceMaster in 2013

MARTIN CLICK, vice president of Process Improvement,
hired from UPS in 2013

MARK ALLEN, vice president of Residential Sales, transferred
from ServiceMaster in 2013

ROY COHEN, chief human resources officer, transferred from
ServiceMaster January 2014

SHAWN FLYNN, promoted to vice president of Commercial
Sales in 2013, joined TruGreen in 2002 and was most recently
Atlanta region manager

hen Alexander

accepted

the job, he

changed 10 of
his 14 direct reports. Even though
TruGreen was the fourth company
where he has served as CEO or
president, he never had to make
that many changes with direct
reports. Some were brought over
from ServiceMaster, while others
were promoted from within.

"I wanted a management team
that really believed in where
we could take the company,”
Alexander says. “We had some
great folks, but we had some
folks who were either not good
fits for the roles they were in, or
they were somewhat beat down
in terms of feeling like they'd
been through a bunch. They
were tired. And | wanted people
who were very high-energy and
enthusiastic and believed where
we could take the company.
Today, we have a team that is
very excited about where we can
take the company.”
At left is a list of Alexander's

direct reports.

year as a standalone company,
and we literally cannot be more
pleased with the kind of year we
had,” he says. “We added 44,000
or 45,000 customers. So, it was
a pretty phenomenal year for
us” One major hang-up was
the routing software TruGreen
shared with other ServiceMas-
ter companies including Merry
Maids and Terminix — compa-
nies that performed services in-
doors and didn’t have to change
plans when it rained.

“We're using the same soft-
ware dramatically customized
for us, and then we have some
internal software we've devel-
oped that is also very valuable
for our business,” he says.

But the software wasn't the
only reason for TruGreen’s
struggles, and those problems
were weighing a lot of em-
ployees down. Alexander had
to do the basics and make sure
employees were showing up on
time and servicing customers’
lawns the right way, but he also
had to boost morale and shape
a culture that would make staff
proud of their employer.

As the largest lawn care com-
pany in the United States, the
masses judge lawn care com-
panies by how TruGreen does
business, leaving Alexander with
a lot of influence on how the in-
dustry is viewed in the publics
eye. In this exclusive conversa-
tion with L&L, Alexander talks
about his first months on the
job, why he describes the Tru-
Green acquisition mode as his-
toric, what he sees in TruGreen's
future and much more.

Lawn & Landscape: You came
into what sounds like, from the
outside, a mess. What was the
atmosphere like and what were

60
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some things you did to repair it?
David Alexander: That was kind
of a fairly accurate description.
It kind of was a mess. I came
in December of 2012, started
a week or so before Christmas,
and one of the first things that
I tried to do was get out in the
branches and listen to our folks.
In the two years I've been with
the company, I've been to 88 of
our branches (as of Feb. 2015),
and what I try to do in a branch
visit is listen to our frontine
people, our service managers,
our specialists, our general man-
agers, our sales managers.

I try to learn what they think
is going on, and what I heard
in my first few months here
was that we didnt give them
the tools that they needed to
do their jobs. That they were
very, very frustrated with rout-
ing, with scheduling, with
planning. Not that our folks
in planning and scheduling
and routing weren't strong, but
their tools were so misapplied
and so inappropriate for what
they were trying to accomplish
that, in effect, we handcuffed
them in terms of being able to
do their jobs.

L&L: These branch visits, which
you still do, are unannounced.
Why do you choose to do them
that way?

DA: I don't want people spend-
ing a lot of

(1976-1980) East Tennessee State
University, BBA, Business

“I FIRED (TRUGREEN)
a few months before I was
offered the job. I cancelled

my service because they

weren’t doing what they said.

Because they weren’t showing

up when they said.”

time making a branch pretty
and working all night and
doing those kind of things. I
never announce I'm coming,
I just show up, and I talk to
whoever’s there. So, sometimes
thats the rtechs, depending
on the time of day it may be
the specialists. Other times it
may be the service managers,
the sales manager, the general
manager, it may be customer
service people, it may be the
office manager.

Bug, [ try to talk to whoever’s
there and try to learn as much
as I can about how they think
the company’s doing. So, even
at Family Dollar (Alexander
was president of Family Dollar
from 1995-2005) when [ vis-
ited 600 stores a year, they were
all unannounced. I've never
done announced visits, and the
reason | haven't is, very early in
my career wed hear the CEO
was coming, and we'd work all

night to make the store perfect
and he wouldn't show up half
the time. So, instead of being
a positive, it became a nega-
tive. I don't want to see what's
not real, and I don't want them
working lots of hours to make
it just right for me. I'm there to
listen, so for that reason I don’t
tell them I'm coming.

L&L: When you first started do-
ing these visits, I have to imag-
ine people were a little worried
about losing their jobs. How do
you get them to be honest with
you?

DA: It was fairly easy, actually
because they were so frustrat-
ed that they were ready to be
honest with somebody. It was
surprising though how hon-
est they were. I had one guy I
talked to early on whod been
with us for almost 40 years,
and I said, “I appreciate all your
service to the company. It’s so

| THE ALEXANDER FILE | DAVID ALEXANDER, PRESIDENT AND CEO, TRUGREEN -

Educational @ Professional

(2005 -2007) Chairman and CEO, PCA International
(1985-1993) Senior Vice President of Distribuﬂon Best Products

: (1995-2005) President and COO0, Family Dollar
(1993-1995) Senior Vice President, CSK Auto

great, almost 40 years.” And he
looked at me and said, “The key
word is ‘almost.” I don’t think
Il make it 40 years.”

I said, “Why would you say
that?” He said,

trated with the systems, the

“I'm so frus-

fact that nothing works, and
the fact that I can't serve my
customers today like I always
have that I don’t think TIll
make it another six months.”

We had a lot of folks with
a lot of tenure and a lot of
loyalty both to the company
and their customers, who felt
extremely frustrated that they
couldn’t deliver the service that
they wanted to deliver.

L&L: Did you have to do any
layoffs when you first got there?
DA: No, we have not done any
layoffs at all.

L&L: What was the most shock-
ing thing you saw when you
did these visits?

DA: I think it was the consis-
tency of concern that I heard
everywhere | went. If you're
the CEO, some people will
tell you, “Oh, he’s the CEO
I need to tell him something
nice, something good, some-
Folks
pretty straightforward that this
aint working, so probably the
tone and the tenor of the com-
ments and the consistency of
the comments that we needed

thing positive.” were

(2009 -2012) Presidenf and CEO, Citi Trends

(2008) Consultant, Apax Partners
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OCTOBER 2014

Terracare acquired VMC
LANDSCAPE. The purchase of VMC
added more than 160 employees to

Terracare's rolls and another state
to its territory. It previously
had operations in Colorado,

California and Utah.

0000000
NOVEMBER 2014

MICHAEL BOGAN appointed CEO
of TruGreen Landcare. Bogan
succeeded Vidu Kulkarni, who

remained on the company's board.

QOO0

DECEMBER 2014

BRICKMAN and VALLEYCREST
announce BrightView as the name
of combined companies.

QOO0

JANUARY 2015

CIVC PARTNERS, L.P.,

a Chicago-based middle market
private equity firm, acquired
Yellowstone Landscape Group
in partnership with management.

THE DAVEY TREE EXPERT CO.,
made the following acquisitions:
Nature First, Santa Cruz, Calif.;
Klebasko Environmental Services,
Odenton, Md.; Cortese Tree
Specialists in Knoxville, Tenn.; Lawn
Logic Landscaping, in Davie, Fla.;
Maier Forest and Tree in Rochester,
Minn.; Superior NW Tree & Shrub
Care, in Seattle; and Wetland Studies
and Solutions in Gainesville, Va.

e

to fix things, and we needed to
fix them soon, and people were
frustrated, and people felt very
defeated.

And now, if you talk to folks
at TruGreen, I think
people feel very positive. We

most

do what’s called an engagement
score where we survey all our
employees every year on how
they feel about the company.

And there’s four or five dif-
ferent levels of response, but
the top two levels of response
are what we call an engaged
associate. They're proud of the
company, they like their jobs,
they’re not looking for another
job. We saw a 20 percent im-
provement in that this year.

But, most significandy, in
our branch managers, that went
from a 50 score to a 76 score.
So, 76 percent of our branch
managers today are very excited
and proud of their company.

Two years ago that number
was in the 40s and now it’s
in the 70s. Their belief in the
company, which then radiates
to the service managers and
then down to the employees,
has dramatically changed in the
last two years.

L&L: What have you done to
improve the culture?
DA: We began to do a lot of
things to incent our employ-
ees around retaining custom-
ers. One of the things we did is
what we call Lawn Stars. Every
quarter, every branch competes
around customer count, and
the branch that wins in each
region, we have 21 regions, we
have a prize catalog for all the
employees. In addition, each
branch competes for a charity
each quarter.

So, if the branch wins, not

64 MAY 2015 | LAWNANDLANDSCAPE.COM

only do they win prizes, but they
pick a charity we then make a
$2,000 donation to. Last year
we made about $125,000 in
donations off of that competi-
tion, (It was) a lot of cultural
change in the company, being a
lot more focused on the places
they live and work, and begin-
ning to feel like they’re winning
again, seeing customer count
grow again, having tools that
they can really believe in that
work, both in terms of routing,
planning and scheduling, but
also mobility tools.

turned the business around,
and we've proved that we have
a very good business model,—
Dublier and Rice
now is very supportive of both

Clayton,

acquisitions and conversions of
satellites to branches.

L&L: What kind of acquisitions
are you looking at?

DA: Most of the acquisitions
we're looking at are more fill-
in acquisitions. So, if we have
a market that we already have
a good branch and we do well
in, a chance to be much more
dense in terms of customer

“WE’RE SPENDING

a significant amount of

money in advertising for

the first time in years. One
of the rules that I learned a
long time ago in retail — don’t

invite people into your store

until you fixed it.”

We did a survey around what
values did they think we should
have. We had about 900 people
participate in that. They talked
about how we want to be a
company of integrity. We want
to be a company that focuses
on their community. We want
to be a company that provides
great service.

L&L: Have you opened or
closed any branches?

DA: We haven't closed any and
we have four satellites we'll
convert to full branches this
year. Because we had such a
good year — and because we've

count. Those are kind of the
acquisitions we're focusing on.

L&L: Strictly lawn care?
DA: Yes, strictly lawn care.

L&L: What's TruGreen’s ap-
proach to acquisitions?

DA: I guess a term I'd use is
historic. So, if you go back two
or three years, and you look at
how TruGreen was acquiring,
that’s kind of what we want to
do now. We want to invest — it’s
not a small number, it’s in the
millions. So we want to invest
in acquisitions and this is the
year we'll start back. We have a




half dozen or so in the pipeline
that we're seriously considering.
We'll put some more in soon
that we're beginning to consider,
SO it is somcthing we're getting
back into.

L&L: You also did focus groups
with customers. What did you
learn from those?

DA: If you look at what we're
starting to do advertising-wise,
we ask our customers, when
they hire us, what they are really
trying to accomplish. We want-
ed to identify, is our purpose
to just make lawns green and
kill weeds or is there something
higher we should aspire for?

And what we found was
that our customers look at us
as a way to live life outside. If
you listen to our consumers,
they feel like they've almost
lost touch with their physical
senses. They're so focused on
the Internet and the iPhone.
When I was a kid you couldn’t
wait to be outside. Kids today
can't wait to get on the Internet
or play a video game.

So, the point is that we want
to connect with our customers.
We want them to get to know
their neighbors, want them to
live outside with their families.
One of the things that came out
of the focus groups is, the more
that we can help our consum-
ers understand that a beautiful
yard, insect control, weed con-
trol — all those things are ways
that help them live outside and
spend more time outside.

L&L: How do you, as the larg-
est lawn care company in the
country, have to approach is-
sues like pesticide bans?

DA: You're talking about a level
of science that I don't actually

Alexander (pictured here in a white shirt at the company’s annual meeting
in Savannah, Ga.) makes unannounced visits to branches across the
country to find out how the company can be improved.

have great expertise in. But we
have a VP of government af-
fairs, we have 12 technical re-
gional managers around the
country.

There are chemicals that we
don’t use and we shouldn’t use.
We dont use any chemicals
thar are carcinogens. We don't
use any chemicals that are not
EPA-approved.

And the reality is, there have
(We've
worked with lots of universities)

been lots of studies
that the work we do is actually
beneficial to the environment.

Healthy turf grass reduces ero-
sion, reduces water runoff. So,
a lot of what we do is trying to
help educate decision-makers
that there are a lot of benefits
to what we do as opposed to
just negatives. You have people
screaming, “Ban pesticides, ban
herbicides!”

We're trying to help people
understand thart they're hearing
a very one-sided argument.
L&L: Do you do that through
going to government meetings?

DA: Not me personally, but
our team does. We have a VP
of government affairs who
does that. Our technical man-
agers sit in on town councils
and community meetings. We
have lobbying groups we sup-
port and we work with uni-
versities. What we try to do
is try to get enough truthful
information out so the loudest
voice in the room isn’t the one
you listen to. You listen to facts
and science.

L&L: Where do you see the
company in five years?

DA: We've begun to grow
customers again. I think that’s
We're

spending a significant amount

going to accelerate.
of money in advertising for
the first time in years. One of
the rules that I learned a long
time ago in retail — don't invite
people into your store until you
fixed it.

The worst thing you can do
is take a store that’s out of stock
and broken and run an ad, and

everybody comes and they go,
“Oh, your store is out of stock
and broken.” So, last year we
didnt advertise a lot. This year
we'll spend about $10 million
on TV advertising because we
think we have the ability today
not just to attract customers but
to keep customers. When I look
five years from now, I think we'll
have grown a lot.

We have a number of, I'd
call them tangential businesses,
that I'm not really ready to talk
about. But, again, they relate to
living life outside, and they're
very close to what we do.

They're not mowing and cut-
ting and so on, but they're close
to what we do, and there’s some
of those that are kind of in a
pilot phase or incubation phase
that we think we can grow.
There are aspects of our busi-
ness that we think we can grow.
For example, as weve done
focus groups out west where
customers don't typically have
lawns, they have a lot of trees
and shrubs and desert scape
and so on.

We think there’s a big op-
portunity for us there. When
you help a customer under-
stand the investment they
have in trees and shrubs, and
they've never done anything
to protect them or treat them,
and now you have like emerald
ash borer and things attacking
their plants.

We think there’s a big upside
in that area to educate consum-
ers and then to increase the
penetration around trees and
shrubs. We think there’s a big
opportunity around nuisance
pest control. Those are all areas
that over the next four or five
years I think you'll see us grow

alotin. @
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our TOUGHNESS is
vouR STRENGTH

In this business, downtime is not an option. That's why every piece of Toro landscape contractor
equipmentis engineered to be extraordinarily tough. We're talking heavy-duty welded 7-gauge steel
decks, high-strength spindlesandblades,commercial-gradeenginesandtorture-tested components—
all built to stand up to the harshest job conditions. Let's face it: When you can’t be out making maney,
j you're losing it. Choose the mowers that pay off with longer life, fewer repairs and less downtime.

TORO@ Countonit.

AVAILABLE AT YOUR LOCAL TORO DEALER | TORO.COM/DEALER




CONVERSATIONS

LEMCKE: Recruiting right
now is one of our big issues.
We're seeing it in pockets
across the U.S. Gone are the
days when you can put an
ad in the newspaper and get
the phone ringing for people
coming in.

Its also acquiring online
customers and really adapt-
ing our technology with
some of our processes with

customer service. People are

\ ( ( )\\ l I\\ \ [ ]()\ \\ ITI l ! Il expecting a higher level of

service, and we've got some

of the highest retention rates
in our segment of the indus-
try, so we're very happy with
that, but I think we could be

better, and I think technol-
ogy will help us be better.
Leaders from the Top 100 discuss the biggest
WACKER: Jen, you're talking
about the need for assistance

challenges facing their companies

and how they’re solving them. Turns out, taallaglr oo slie

to Weed Man to be able to

their solutions work for landscapers of any size. engage with you in an easy-
to-do-business way so that

they could start their pro-

gram with you?

s part of this year’s Top 100 coverage, Lawn & Landscape
LEMCKE: A little beyond that.

convened CEOs, presidents and other leaders from companies
If they want a quote, they

on the list. We asked to eavesdrop on their conversations — which Bl cnit sndiit gersrcer the
ranged from how to find good employees to how to choose right franchisee. What I'm
services to how to make the landscape industry sexier — so we talking about are the people
could share their ideas with the broader industry. On the pages that follow, we that come to our website ...

3 X but they didnt quite request
have two of those conversations for you. The first is among Jen Lemcke, COO 3. oW e Hetig

at Weed Man USA in Oshawa, Ontario, and Frank Mariani and Fred Wacker, enough for those people, and
CEO and president, respectively, at Mariani Landscape, Lake Bluff, Ill. The then on top of that bringing
second is between Christy Webber, president Christy Webber Landscapes in
Chicago, and Jim McCutcheon, CEO, HighGrove Partners in Austell, Ga.

people to our website.

We have a system where
you can manage your ac-
count online, pay your bills
online, order services, all of
that but its going beyond
that, Fred — allow them to
maybe not commit fully to

! . ; . a quote or engage with the
JEN LEMCKE FRANK MARIANI FRED WACKER company. You get these ser-
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JIM McCUTCHEON

CHRISTY WEBBER

COMMERCIAL VS. RESIDENTIAL

Jim McCutcheon lays out why he doesn’t do residential work,

and Christy Webber outlines why she’ll never give it up.

MCCUTCHEON: | know everybody around the
country, and I've done it myself, thinks they can
do residential and commercial. | will debate it with
anybody, all day long, that I've never seen anybody
in this country do both of those very, very well. I've
seen people that do one very well and the other
one pretty well, but never seen anybody that does
both very well. And | recognize that we're better on
the commercial side of things. So, I've eliminated all
the residential.

WEBBER: So how much revenue did you give up
when you got rid of your residential?

MCCUTCHEON: | sold Charlotte about 10 years ago
now. That was about a $s-million branch. | sold
about $3- or $4-million worth of residential work
here in Atlanta.

WEBBER: We did an acquisition of Kinsella Landscape,
which focused basically on HOAs and commercial
work, because we were so heavy into the municipal
work. And three days ago somebody said to me, this
residential gig is so intense — men, trucks, is it worth
it? - one of my VPs.

| said, “I will never, ever get out of residential
maintenance because it's always been what we're

known for.” When | started it, many customers that
I've spent 25 years with are still my customers.

MCCUTCHEON: About nine or 10 years ago we started
looking at things very differently and kind of split
off traditional account managers and reworked that
whole thing. Once we got over that hill, the dynamic
in that changed significantly. Our enhancements went
through the roof.

WEBBER: So you don't have account managers. What
do you call them now?

MCCUTCHEON: We split the role down the middle
and we have what we call CRMs, or customer relation
managers, and they are the ones that deal with the
customers. They are managing the portfolios, they
are selling enhancements. They're also doing new
sales and then they work in conjunction with a
separate operations manager.

WEBBER: We call them account managers but they
definitely do not deal with the operations at all. | have
operations guys that manage the crews, and each guy
has four to five crews, so that's 20-some-odd people.
Every account manager does about $1 million. A
million-two is about the most they can handle well.

vice companies now, and these
are small industries, that will
tell you 10 minutes before your
technician’s about to come in
and do a service on your fridge.

WACKER: I can take a shot at
our lead challenge in 2015. We
probably get a lot of the same

challenges, Jen, but I think re-
cruitment is really important to
us, too.

Professionally, we know that
sales talent is going to come out
of the colleges and universities
that have good horticultural
programs, and weve turned
them into our best source.
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Is more than sales, but sales
is an important aspect, but it’s
the people that really get en-
gaged with the clients on a pro-
fessional dialogue and be able to
manage a landscape program.

MARIANE T think Fred brings
up an excellent point. Nobody’s

going to do a better job of en-
ticing people and getting people
excited than their peers. So hav-
ing these young people visit the
schools for the job fairs — they
can see students that they were
in school with a year or two
ago, and say, “Hey, this is a great
place to work.”

We, in turn, need to be very
open and honest and make sure
everybody understands that this
is what you're going to do when
you're at Mariani. We like to say
you're going to get your MBA in
the field.

I remember years and years
ago I would hear horror stories
about people taking kid interns
and basically throwing them
on a lawnmower and leaving
them there, or putting them in
the field and they're watering or
pulling weeds.

At the end of the day too, the
thing we can't forget is that this
is an industry where the hours
can be long and there can be a
lot of manual labor. So we want
everybody to have an open,
honest look at what we're all
about and quite frankly — Fred,
if 'm not putting words in your
mouth — but we feel racher bull-
ish when it comes to middle-
management and up.

WACKER: I agree 110 percent.
Frank and I painted the picture
of what we needed and it took
a little while for the leaders to
kinda get their arms around
the fact that if we just continue
to grow at the rate that we're
growing, you're gonna need to
replicate this many people per
year in your department to be
able to stay even. And once we
kinda did that simple math
and laid it on the table, its
amazing the uptake.
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JUST ONE APPLICATION FOR ONE
FULL YEAR WITHOUT FIRE ANTS.

With just a single application of Topchoice® insecticide from Bayer,

® ®
I O p C ho I Ce 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.

’ Follow us on Twitter @BayerLawn For more information, visit BayerTopchoice.com
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CONVERSATIONS

JANUARY 2015

SCOTTS acquired Action Pest
Control, the first time Scotts has
purchased a home pest control

business.

QOO0

FEBRUARY 2015

SOUTHERN BOTANICAL expanded
into Houston. The maintenance-
only firm announced it will begin

offering a complete package of
services in 2016.

OO0

FEBRUARY 2015

RYAN LAWN & TREE
acquired Maisch Small Engine,
a Kansas City-based STIHL dealer.

OO0

MARCH 2015

YARD-NIQUE acquired Estes
Landscape in Sharpsburg Ga.,
which was the company's third
acquisition in five years.

QOO0

MAY 2015

Scott Jamieson, BARTLETT TREE
EXPERTS, took over as president
of the National Association of
Landscape Professionals. He
replaced Jim McCutcheon, CEO of
HIGHGROVE PARTNERS.

MASSEY SERVICES made the
following acquisitions: Green Pest
Services, Austin, Texas; BACO
Exterminating Services, Norcross,
Ga.; MayDay Pest Solutions, Austin,
Texas and Wolf Pest Control,
Charleston, S.C.

And our guys and gals ran it
out this year and did a great job
of recruiting and they got more
than we budgeted for. If we get
good people, we don’t want to
lose them to another opportu-
nity that they might take, and
then when we get these young
folks from the schools recruit-
ing, and then bring in people
that are inspired to come be-
cause of the enthusiasm that
those young folks showed them,
then they see, they understand
our culture.

LEMCKE: We did an appren-
ticeship program and what you
said, Frank and Fred, its so
true. I had the opportunity to
co-chair an event with Steven
Cohen from Maryland and he’s
a professor.

He said exactly what you
said. “I'm sick of sending stu-
dents to these companies and
they just put them into these
jobs just to get work done over
the summers. They didn’t give
them the tools that they need
to succeed after they finish
this.”

But you're absolutely right,
you need a roadmap for these
kids to come in to see where
they could go with this.

WACKER: We connect them
with someone and they have
a mentor. They've got a clear

path in what their early weeks,

months and year are gonna look
like. They meet with me and
Frank, and then carry around a
piece of paper that gets signed
off by every department. So that
time when suddenly they are
coming into a company (we're)
not just saying, “Thats your
desk, or that’s your truck; get up
and work.”
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To read both inferviews
in their entirety, visit
LAWNANDLANDSCAPE.COM
and search “conversations.”
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MARIANI: Last year, we made a
decision to raise our minimum
wage substantially, and to com-
municate that to Latinos and
other minority organizations,
and to the public at large.

And so far this spring, we've
got about 40 percent more
applicants than we had the same
period last year.

We just did the math on
how many guys were turning
over last year where a dime or a
quarter or a dollar make a differ-
ence. And we just raised it and
people are telling their friends.
We're getting a lot of men and
women coming in the door that
were from somewhere else and
once they come in and see, and
learn the Mariani culture, which
is one of respect and reward for
hard work, they want to say.

You know, this industry is re-
ally a litcle sad when it comes to
the way you promote somebody.
If they've been there two years,
they do this. If they're three
years, then they do thay four
years they do that, but quite
frankly, they may not have the
skill to climb that ladder.

For example, if you can con-
vince us that you're gonna sign
up for a class at a local junior
college because it’s actually gon-
na increase your skills or your
skillset to do something better
at Mariani, get a passing grade —
we're happy to pay for it.

Its kinda silly, but to a lot
of people in the industry, well
you're a crew leader when you
get a driver’s license. I mean,

really? I mean you're a truck
driver when you get a driver’s li-
cense. And what — did that help
you hone your pruning skills,
your horticultural knowledge

and all that?

LEMCKE: You're creating a com-
petitive spirit, you know, where
you had maybe guys that were
motivated before but they’re see-
ing people bypass them. They've
either got it or they leave.

MARIANI: Looking at the last
40 years, one of the mistakes I
made — I assumed wrongfully
that everybody was like me and
if you were a laborer then you
want to become a crew leader
in training, then you want to
become a crew leader, then you
want to become a supervisor,
then you want to become a cli-
ent representative. And guess
what? There are a lot of people
that are happy and content be-
ing a laborer. You should cel-
ebrate that. There’s nothing
wrong with that.

LEMCKE: It is a huge concern,
and to attract good people to
our industry, because we're not
that sexy industry when kids
are coming out of their busi-
ness schools, their marketing
schools, and how do we get in
front of them?

MARIANI: Well, when you walk
the floor at the trade show in
Louisville, it just kills me that we
can't make all the different jobs a
little bit more sexy — everything
from designing multi-million
dollar machines, or working for
the chemical companies devel-
oping new products. I mean,
there’s so much more than cut-

ting grass and digging holes. ¢




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
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IN HINDSIGHT

We asked some Top 100 company leaders about

decisions they’d want to do over, and some choices

they made that they wouldn’t change.

LARRY RYAN
RYAN LAWN & TREE @

| WOULD NOT HAVE GOTTEN
into Christmas lights. Too much
risk and too little revenue when
we are still producing revenue
from other sources. Also, land-
scaping was an area we got info
then out of. It is complicated and
needs high detail people running
it. We did not have that and
gladly exited. We would like to
someday get back in, but that is
in the future.

Compiled by Brian Horn

KEVIN McHALE

MCHALE LANDSCAPE DESIGN®

| WOULDN'T BUY A SMALL

i company because it didn't
work out too well. Companies
i have values they work by that
drive their culture and support
i their goals fo success. When
two companies are not enough
i alike, chances are it's not going
to work and for us it ended up

i faking a very long road to bring
it around.

i | WOULD LIKE A DO-OVER
with regard to developing a

maintenance division sooner
than we did. It took us almost

¢ 20 years before we understood

the importance of renewable
income that comes with

annual maintenance. Today our
maintenance division brings in 25
percent of our fotal revenue. The
benefit of its positive impact on

i monthly cash flow is huge.
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DAVID DuBOIS
MISSION LANDSCAPE @

JOE GONZALEZ
ARTISTREE @

WE WOULD HAVE CHANGED
our company name sooner.
When | bought this business
back in 1990 - which was then
a four-man mow crew - | kept
its existing name, Save-On. It
was just easier that way, and
it also implied that we offered
services at affordable prices.

i But over time, as we expanded

i our maintenance services and
added a design center, we

i decided that Save-On didn't fit us
anymore. We brainstormed new
i names, held focus groups - and
when the name ArtisTree was

i suggested, we knew we had a

: winner and had a distinctive new
i logo created.

We liked the play on

words - how the name tied

into our industry but also

i how it suggested our artistic
capabilities. When we rolled out
i our new name and logo in 2002,
the public embraced it very

i enthusiastically and we received
incredible positive feedback.

i Our employees really liked the
new name, too, because it made
i them feel like they were working
for a trendsetting firm vs. a
generic-type company. If gave
them a stronger sense of pride.

0 MISTAKES
i @: ACHIEVEMENTS

© MATTHEW LAZNICKA
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Comfort, Maneuverability And Visibility With A Low Cab Forward Design
More Carrying Weight — Accepts Diverse Applications
Class Leading Fuel Economy

310,000 Mile B-10 Diesel Engine Service Life

For a limited time, take advantage of
0.99% APR financing offered through
S Isuzu Finance of America, Inc.

0.99%

FINANCING

WWW.isuzucv.com
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MARIA CANDLER
© JAMES RIVER GROUNDS MANAGEMENT

SEVERAL YEARS AGO | DELIBERATELY PUT
our company in the painful place of reducing
our dependency on H-2B workers. This was so
painful and literally changed almost everything
about the way we operate. Some locations
went cold turkey while others greatly reduced
their numbers. As | sit here and watch the
ridiculous actions of the DOL and DHS, I'm so
thankful that we went through that exercise.
There is still such an extraordinary need for
these workers, but it requires serious balance.

CRAIG RUPPERT
RUPPERT LANDSCAPE @

WE CHANGED TO A DIFFERENT BRAND OF
mowers. Even with asking the questions that
we thought were the right questions, there
were a number of ramifications. Challenges

we experienced, like the quality of the cut and
operator comfort/ergonomics, became sticking
points. If we could go back and ask some of
the questions we now know were relevant, it
would have led to a more thorough analysis.
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TEDDY
RUSSELL

RUSSELL
LANDSCAPE®

OUR COMPANY'S
LARGEST
CUSTOMER WAS
NOT PROFITABLE
AND WE DECIDED
TO ASK FOR AN
INCREASE. The
customer went fo a
formal bid process
and at the end,
they gave us an

i opportunity to match
i pricing of the lowest

bid which was less

than what we were
originally being

paid. We declined

to match the pricing

and although we
did not retain the
property, it has
freed up our staff
and resources to

¢ focus on much more

profitable work. |

wouldn't think twice
i about changing this i

decision and am
confident we will
perform work on
this property again
one day.

CHRIS SENSKE | SENSKE SERVICES ©

: IN THE EARLY DAYS OF MY CAREER, | HAD A TEAM OF THREE
employees who worked with me. One early morning they all showed
up on my front porch at home and quit. | was really saddened that here
i was a group of young guys that wanted to do a good job but there was
an environment that made the job not worth the hassle. | had made the
i decision that they were not going fo be welcome back to work. A day

i later, one of them came and asked for his position back. That person
has been part of the Senske team for almost 40 years, making incred-
ibly valuable contributions along the way and is VP of the corporation. |
i sometimes wonder how many others we lost along the way due to our
policies or procedures that could have made equal or greater impact on
i Senske's success.

TOM HOUGHNON
RELIABLE PROPERTY SERVICES ©

THE LAST 12 MONTHS, WE HAVE HAD
to make decisions on a number of

large package bids with some historical
low margins, particularly some winter
work that had drastic margin variability
depending on the amount of snowfall.
These were long-term customers and we
had very solid relationships with each of
them. We based our analysis on historical
data, seasonal data and what type of

higher margin work we would sell to make up for the losses. It was a

i difficult decision but we were not in the price range that our customer
was willing to pay and we lost the business. Over all this work repre-

i sented over 10 percent of our top-line revenue. We have managed to
replace the work with higher margin work that provides the financial

i goals we need to meet to continue our growth. We also want to make
sure we can provide the customer the “contracted experience” they

i need from their vendors.
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YOUR SALES TO LANDSCAPE PROS?

Check out Lawn & Landscape’s affordable, measurable and effective digital marketing options:

* Billboard ads on #1 most-visited website in the industry
* E-newsletter ads that reach 50,000+ customers
» Targeted e-blasts sent to exactly the customers you want to reach.

Info is a click away at mediakit.lawnandlandscape.com

or call 800-456-0707 and ask for a Lawn & Landscape account manager.




MowER ATTACHMENTS

GRASS-CUTTING GADGETS

Find the right mower attachments to help crews work smarter. By Holly Hammersmith

sing \[H‘l'i;l“/,l'll mower attachments can

free up time,

manpower and cash. allowing

contractors to take on more clients

and streamline their current workload.

Contractors say it just takes time and

practice to find the right fit.

RECOMMENDED ATTACHMENTS. Geoff :
Proffict, president and director of salesand
marketing at Hedge Above, based in Wa-

pello, Towa, has one “go-to” attachment:
the Grass Gobbler. This small metal cage
with handles sits on a mounting bracket

pings for customers throughout the year.
It comes on and off the mower in 30

¢ seconds and is so easy to remove, Proffitt

says his 12-year-old daughter could do it.
This is key to the efficiency of the attach-

and is designed to catch grass while mow-

ing for customers that want their lawns
bagged. However, Proffitt uses his attach-
ments for spring and fall cleanup to pick :

ABOVE: Finding the right mower
attachments can make your team more
efficient and save your company money.
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up leaves. He does not bag regular clip- i

ment as crews will often
remove the attachment
| to dump debris several
times during use.

“You want to consider
safety,” he says. “When a
guy’soutin the field, ora
gal, and has to take that
off repeatedly and dump

Geoff
PROFFITT

i the leaves out, you don’t want something
i that they're going to struggle with.”

Hedge Above provides landscape and

! bed maintenance to residential and com-
i mercial customers. The company employs
‘16 people and annual revenue for 2015 is
projected at $850,000.

Ed Hoffman, director of production

i for Clarence Davids & Company, serving

PHOTO COURTESY OF PACIFIC LANDSCAPE MANAGEMENT
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solid business strategy. And, by across the U.S., enabling them
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MowER ATTACHMENTS

the Chicago area, says his top attachment is
a mulching kit that mounts under the deck
where the mower blades are. The kit helps
grind clippings during mowing and provides
a clean cut without any collection of clip-
pings on the turf.

“It’s staying right on the lawn,” he says.

Michael Casper, operations manager of
production for ArtisTree Landscape Main-
tenance & Design, headquartered in Venice,
Fla., says his company also uses a mulching
deck on all 60 of its mowers.

SNOWAcademy

ASCA

Accredited Snow
Centracton Asseciation

Chicago, Illinois. May 11, 2015.
Westchester, New York. May 19, 2015.
Trenton, New Jersey. June 11, 2015.

ASCA’s Snow Academy is a half-day
of education on the topics you need to know
to improve your snow business.
For complete schedule and registration
details, visit our website.

WWW.ASCAONLINE.ORG/SNOWACADEMY.ASPX

ArtisTree is a full service maintenance
and design company focused on serving
large residential communities. They employ
250 people during peak season and annual
revenue is $16 million.

“We do not discharge any grass. We
mulch it, and we do that for many reasons
... for the health of the
turf, the environment,”
Casper says.

Additionally, Casper
uses a turbine blower at-
tachment on some mowers,
in particular when mowing
roadways. The attachment

Michael

CASPER provides cleanup along

the way and is quicker
and more efficient than a simple backpack
blower, he says.

SAVING TIME AND MONEY. In every case,
the use of attachments saves both time and
money, the contractors say.

“It benefits our company timewise because
we’re using less time to mow because we're
not collecting clippings,” Hoffman says of
the mulching kit. “That is really time con-
suming — to bag your clippings. And it helps
with your disposal costs because all your
debris is staying on site where it belongs, and
it also helps environmentally because you're
recycling that debris back into the lawn.”

‘This means Hoffman has fewer employees
assigned to each job. Hoffman estimates
the use of the mulching kit, along with not
bagging clippings, has led to a 15 to 20 per-
cent reduction in manpower on a job. “It’s
significant,” he says.

Company-wide, Clarence Davids & Co.
employs 250 people and annual revenue is
at $18.5 million. It offers maintenance and
landscape construction primarily to com-
mercial and multi-family living spaces.

Casper says he has done internal case stud-
ies with the turbine blowers. In a year’s time,
he found he was able to reduce a six-man crew
to a five-man crew because of the time saved
using the blower. One challenge, however,
has been customer perception associated
with this smaller and more efficient crew.
“You have to put yourself in their shoes to
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MowWER ATTACHMENTS

kind of see that those efficiencies can actu-
ally hurt you because it’s very competitive
business,” he says.

“The faster you go or the more efficient
that you are, the perception is that you're

going too fast.” Some customers, in turn,

PLACE LIMITLESS

POSSIBILITIES®

IN\THE HANDS OF YOUR
CUSTOMERS

Homeowners have wanted more control over their
outdoor lighting for years. You can make that
happen by installing vPRO Transformers with

YOU DECIDE if giving

homeowners more control also
gives you a sales advantage

think they should be charged less for ser-
vice, Casper says.

In order to combat this, Casper says he
points out how thorough his crew is, show-
ing an employee will still use a backpack

blower to double check the job. With the

’)0 ,H'

HINHOJISNYHIL OHdA MIN S . YISIA

~—

solid-state technology. A proprietary, downloadable app allows

the transformer to be controlled by any Bluetooth® enabled device.

With multiple dimming/event programming options and adjustable

astronomic timing, your customers can easily change up how they
want their outdoor living spaces to be illuminated, whenever they like.

Voted TOP THREE in its category—
2014 LIGHTFAIR® International Innovation Awards \\I //
\/

EXPERIENCE THE VISTA DIFFERENCE
Consult with your sales representative
or visit vistapro.com for product details.

= (4]
avERicay  VISTAGREEN

SIEPONIBIT UGHINGG JOCY!

800-766-8478 | www.vistapro.com

LANDSCAPE

//l\\ LIGHTING

Grass Gobblers, Proffitt estimates that us-
ing them reduces time spent on a job by
60 percent.

“I know the amount of time that it takes
to do a typical fall cleanup using nothing but
backpack blowers, tarps and rakes versus the
way we're doing it now,” he says. “It’s just a
huge, huge timesaver.”

Both Proffitt and Hoffman say the train-
ing involved with the attachments they use
is minimal. In the case of the mulching kit,
once it’s installed, the kit simply stays in
place, Hoffman says.

ADVICE FOR RESEARCH AND PURCHASING.
Contractors say it’s important to thoroughly
research and think about the intended pur-
pose of an attachment before buying them
for the entire fleet.

Proffitt purchased his Grass Gobblers new

(continued on page 104)

THE RIGHT TIME

ifferent attachments aid different
D seasons. Proffitt says he uses Grass

Gobblers primarily in the spring
and fall for cleanup of leaves. The attachment
is meant to pick up clippings year-round, so
other contractors may find this tool to be
something they use on an ongoing basis.

Mulching decks are used year-round
at ArtisTree, based in Florida. The turbine
blower and edger attachments are typically
used most in the summertime, Casper adds.

“Our season is in the summer here. When
it reaches temperatures in the mid-9o5 to
upper-9os, obviously plants are growing very
aggressively — the grass and the shrubs,” he
says. “We mow every week in the summer
so when we get around back to cutting a
certain area, there could be 3 or 4 or 5 inches
of growth on the grass itself. So imagine that
being cut off and kind of spit out onto the
roadways and sidewalks.”

At Clarence Davids & Co., Hoffman says
that the mulching kit is a huge benefit in the
fall when leaf buildup is at its height.

“Usually | just leave them on the whole
year,” he says. “(They are) a big benefit in the
spring with spring cleanups, blowing out the
beds and then you mulch up all the debris
that comes out of the beds."
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THE NATURAL CHOICE

ORE

weed control
options
under

ONE ROOF.

SipcamAdvan and Rotam’s new alliance
expands your solutions for weed control.

Cavalcade® 65WDG Prodiamine for preemergence control of crabgrass

Cavalcade® PQ Prodiamine + Quinclorac for preemergence and
postemergence control of crabgrass

Rometsol® MSM for post emergence control of over 75 species of
I I
weeds including perennial grasses and broadleaf weeds

Eject® 4L  Quinclorac for postemergence control of crabgrass

Rowrunner ATO Diquat dibromide for aquatic weed control. Also labeled for
weed control in landscape, commercial greenhouses and nurseries

 J—

Sipcam L ROTAM

TWO COMPANIES | ONET&O SOLUTION

www.sipcamadvan.com

800-295-0733

©Sipcam Agro USA, Inc. Cavalcade and Eject are registered trademarks of Sipcam Agro USA, Inc. Romefsol is a registered frademark of Rotam. SIPROTADA15
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“If you take pride in what you do, get a STIHL.”

Matt Tanksley appreciates the value in well-made, dependable products. It's why he
chooses the full line of STIHL products. “On the job site, time is money and efficiency
is key. Equipment means everything.” The power and performance of STIHL, backed e——

by servicing dealers that protect his investment, make it easy for Tanksley and his v N
crews to get the toughest jobs done right. #1 SellogBrand o Gsoline-Powerd

in America

R S

To find a dealer: STIHLdealers.com
For product information: STIHLusa.com

*"Number one selling brand" is based on syndicated Irwin Broh Research as well
as independent consumer research of 2009-2014 U.S. sales and market share
data for the gasoline-powered handheld outdoor power equipment category
combined sales to consumers and commercial landscapers. ©2015 STIHL




WEED CONTROL
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~YOUR CUSTOMERS'
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When it comes to

best wnih your program

prmg is upon us, and that

means 1t’§ time to start thmk
"igng about p post—emergent
herbicides to help handle any
problems your customers’

lawns may be having. Before
picking one off the shelf, take a side-
by-side look at these products to help ™
make the best decision for your needs.

,‘s
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WEED ConTROL

Bayer Celsius

The pitch: Celsius controls more than 150
weeds, including many difficult-to-control

broadleaf and grassy weeds.
* Controls weeds and grasses with a
wettable granule formulation.
* Has an application window without
high temperature limitations.

* Controls annual and perennial weeds
in St. Augustine grass, Centipedegrass,
Bermudagrass, Zoysiagrass and
Buffalograss.

For more information:

Backedbybayer.com

<P cowAgrosciences

SPECIALTY HERBICIDE

DOW LockUp
The pitch: LockUp specialty herbicide

provides lawn care operators with post-
emergence broadleaf weed control in a
convenient granular formulation.
* Labeled for use on both warm- and

i cool-season grasses, LockUp offers control
i of broadleaf weeds, including white clover,

dollarweed and dandelion.

* It provides activity at low use rates.
* It’s available in single, two-way and
three-way combinations to provide the
broadest spectrum of weed control.
For more information: Dowagro.com

o 412N

.“"lVERSAﬂ'

SERVING THE BEST

FOR OVER

Discover why companies large and small have
been returning to us for over 130 years; great tools,

great service, great value.

« Industry leading one-on-one service.

«Over 10,000 products in stock and ready to ship today!

« 20-million square feet of poly on site, ready to cut and ship!
- Place your order by 4PM EST and your order ships same day!
- Leonard brand“lifetime warranty".

800-543-8955
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FMC QuickSilver

The pitch: QuickSilver is a contact
herbicide that’s safe on many established
cool- and warm-season grasses.

* The addition of QuickSilver
to a broadleaf spray program enhances
your application by broadening the
spectrum of control.

* Responses to QuickSilver are visible
within 48 hours.

* Reduced three-way herbicide use rates
when adding QuickSilver into the mix.
For more information:
fmcprosolutions.com
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With a high efficiency‘cutting deck an;i turﬁ-bh-a;dime

maneuverability, thelHusqvarna Zero=Turn mower makes.
short work of tall grass. Its rugged chassis and ergonomic

controls put mow-anywhere performance at your <
fingertips. Visit your local Husqvarpa Dealer to see how
hlgher cutting speed means shorter cutting time. .

For more informationvisit husqvarna.com

H)Husqvarna

READY WHEN YOU ARE
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Last Call w Tenacity

: : Herbicide
LebanonTurf Proscape ' Nufarm Last Call @  Syngenta Tenacity
The pitch: LebanonTurf has three The pitch: Last Call is a selective i The pitch: Tenacity herbicide protects
Proscape products that feature pre- and i herbicide used in cool-season i your turf, including newly seeded turf,
post-emergent weed control. turf weed management. { from 46 weeds like crabgrass, ground ivy,
* With both pre- and post-emergent * It is a post-emergent product that clover and nimblewill.
control, LCOs are able to combine two  {  contains a proprietary formulation of  { ¢ Controls weeds and grasses pre-and
steps into one. i fenoxaprop, fluroxypyr and dicamba. i post-emergence, and removes weeds from
« Controlled release of LebanonTurfs * It is effective in controlling established and newly seeded turf.
MESA fertilizer technology. i perennial weeds because the product * Once applied, Tenacity moves
* Choose from three options: Proscape moves to parts of the plant where throughout the weed and terminates
19-0-6 40 percent MESA .17 Dimension/ it wasn’t originally applied. growth within two to three weeks.
LockUp, Proscape 19-0-6 33 percent * Controls a wide spectrum * Soon after application, weeds stop
MESA .16 Dimension/Trimec or i of broadleaf weeds including dandelions, i competing with the desirable turf as
Proscape 19-0-6 33 percent MESA .145 §  clover and lespedeza and it can be used photosynthesis is disrupted.
Dimension/Confront 3. for the removal of bermudagrass. For more information:
For more information: Lebanon.com For more information: Nufarm.com TenacityHerbicide.com

Experience the ultimate in-field
production and processing

freedom

with Real Green Systems’

Mobile Apps

MM MO

First THE MOBILE
2 Months

ol

¥J RealGreen

SYSTEMS

Target Marketing

Estimates

ADVANTAGE

Tracking

Navigation
Mobile Solutions you need to
Grow and Manage your business
Data Syncs

Want a demo? Visit:

RealGreen.com/MobileGreen
1.844.336.0RGS (0747) 00O

© 2015 Roal Groen Systoms All rights reserved.
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TAKE BACK

YOUR

WEEKENDS

WHAT'S YOUR IDEA OF ' ” ;
AN ULTIMATE WEEKEND? . : \
Submit your video at & 2 v W
exmark.com/weekends

& J

IT'SNEW. AND, THERZ'S NEVER
BEEN ANYTHING LIKEIT.

Lookung for the mdustrys most advanced, most innovative
Stand-On Spreader-Sprayer? Then look no further. This
versatile, easy-to-operatg, easy-to-maneuver machine offers
our most advanced lean-to-steer technology and outstanding
stability—even on hillsides.

Scan the GR code to learn more about Exmark’'s new
Spreader-Sprayer. Visit one of our 1,500+ servicing
dealers today to experience why Exmark mowers are

purchased two-to-one over the next best-selling brand X
by landscape professionals. www.exmark.com §



http://www.exmark.com

Compact EQl,'lI‘;\IE.»\'T

. BIGGER ISN’T ALWAYS BETTER

Manufacturers have spent time and money

1 v

il updating their compact excavators. By Katie Tuttle

ompact excavators can get shoved aside | BOBCAT

in the landscape industry, with many { For the past two years, Bobcat has been getting Tier

contractors focusing money and spaceon {4 up and running on its compact excavators. Tier 4

skid-steers and track loaders. But before { Final is a set of emissions requirements established by
you go ahead and convince yourself that the bigger the | the EPA, which comes into effect this year.
machine, the better it is for your company, consider “It may not be that exciting, but it is what hap-
giving these smaller pieces of equipment a try. i pened,” says Tom Connor, product specialist for

88  MAY 2015 | LAWNANDLANDSCAPE.COM
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 Complete rack systems to keep
you organized r“ c s

 Call us to find out ahout our Lawn
Max Landscaping Body or visit:
gatrucks.com/landscaping

- Standard or crew cabs

* ForIsuzu truck partsonlinevisit: &
facehook.com/IsuzuTruckParts &

1l .ﬁl‘ f
LN

NEW & USED AVAILABLE!

For truck sales contact:
michelle.collins@gatrucks.com

P 1:666; 308 4601
WWWgatrucks!Coim

Followus  f in [37]  @GATrucks 6391 Hawkinsville Road, Macon, GA 31216



Compact EQuUIPMENT

Bobcat. “Tier 4 is a fair amount
of work for one thing.”

Bobcat now offers four types
of compact excavators in the
3-ton category, which is the bulk
of its business in North America.

To coincide with that, Bobcat
also came out with a new instru-
mentation package that offers
two different levels: a basic level
and then a more advanced one,
which comes with a full color
screen, full diagnostic capabilities
of the machine and the ability to
support other programs.

“The instrumentation was a
big hit with the dealers and of
course, ultimately, the custom-
ers,” Connor says.

Bobcat also added a depth
check, which can guide the

» TAKEUCHI. The company
added a new compact track loader
to ifs line last year.

The TL8 is Tier 4 Final compliant
with high pressure common rail
injection and both DOC and DPF
exhaust after-treatment.

The track loader comes with
a sealed and pressurized cab for
operator comfort and the cab
features a multi-information display.
The cab also comes with the option
of an overhead door and hydraulic
attachment quick connect.

Compact excavators weren't the only machines updated recently. Here's what’s new with mini and compact track loaders.

» TEREX. Last fall, Terex intfroduced its Generation 2 line of compact loaders,
including a mini-track loader. These new loaders feature more than 100
enhancements from the previous models. The improvements were made
based on customer and distributor feedback, as well as warranty data
collected over the last six years.

“These features combine to offer operators powerful machine
productivity on every jobsite, and equipment owners a high return on
investment,” says Jonathan Ferguson, regional sales manager for Terex
Construction Americas.

Based on the previous loader models, Terex's new GEN2 compact
track loader utilizes the company's Posi-Track suspended undercarriage
technology. It also features an all-rubber track system, which allows it
to achieve higher traction and higher flotation, allowing for use of the
machine's higher travel speeds.

operator as he’s digging. It helps
sustain depth and grade, and
create a slope if the machine is

not that common on minis and
that’s what we wanted to bring
down and make it simpler and

being used for that.
“These systems have been
common on large machines, but

It has never been a more critical time to use landscape irrigation

water use wisely, efficiently and effectively.

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

MEGADROUGHT MAY

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

visit WWW.ASIC.ORG FOR A LiST OF ASIC PROFESSIONAL IRRIGATION CONSULTANTS AND INFORMATION ON HOW TO JOIN OUR ASSOICATION

OF DEDICATED PROFESSIONALS.
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Toro T5 Series Rotor
Introducing the NEW...
RapidSet™ Arc Adjustment

/ /

Optional RapidSet™ 5” Pop-Up In A 4” Body Industry Leading
Arc Adjustment Extra 1” Pop-Up Without Extra Digging Distribution Uniformity

3.0 Nozzle, 45 PSI, Square Spacing

| 100%
80%
60%
40%
20%

% - 3
Competitor Competitor Toro
1 2 T5

Based on publicly available
performance profiles from the
Center for Irrigation Technology

The Toro® TS5 Series Rotor has the features

to satisfy all your basic irrigation needs and

a few extras. The T5 offers an extra inch of

pop-up height compared to most competitive

units. Now available with the optional patent !
pending RapidSet™ feature, a quick and easy E_ TORO. countonit.
way to make arc adjustments—with NO TOOLS.

Visit us at: toro.com/T5 © 2014 The Toro Company.
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easier to adapt,” Connor says.
Connor says you shouldn’t as-
sume that everyone can drive a
compact excavator or mini-track
loader just because they can
drive other forms of compact
equipment.

“Whereas with bigger equip-
ment, I see fleets where they
would never dream of assigning a
worker to hop on a 3,500-pound
excavator and dig a hole, I see
that too often on the mini exca-
vators and compact equipment
in general, he says.”

Bobcat has also updated its
attachments for compact ex-
cavators. Fifteen years ago,
the company came out with a
clamp on the larger machines,
and now has made an enhanced

clamp, called the Pro-Clamp. It
provides multiple positions for
the clamp tip and an alternative
tip for that clamp structure to
help contractors with a wider
variety of tasks.

“It’s beginning to really be-
come the norm on machines,”
Connor says. “We wanted to
take it a step further.”

Working Side by Side with the

Landscaping Industry for Over 15 Years

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

For over 80 years, Program Brokerage Corporation has specialized
in insurance programs for the landscaping industry, cultivating
loyal relationships with over 2,500 lawn care and landscaping

companies nationwide.

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

PROGRAM BROKERAGE CORPORATION
David Sirles, Vice President - Sales

Office: 843-971-0036 | dsirles@programbrokerage.com
www.programbrokerage.com
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JcB

“Right now we’re going through

a full new generation change
for our excavators starting with
our 8.5 ton and then it’ll start
to slowly migrate its way down
our line,” says Jake Jeffords,
compact excavator product
manager for JCB.

JCB is updating its compact

E,'AN cneenl

excavators completely to Tier
4 Final.

Instead of having the Tier
4 Final with a diesel particular
filter on its machines, JCB has a
diesel oxidation catalyst (DOC).
With the DPF, the engine will
have to regenerate at some point,
forcing some operators to stop
the machine. The DOC burns
while the machine is running,
meaning it’s able to burn all the
gases off.

JCB is also moving away from
a hard plastic or fiberglass body
on the machine to a 100 percent
steel body.

The reasoning behind this is
that JCB wants contractors to
be able to keep the machine in

good condition.

|

(XA

>~ MOWERS —\{

POWERFUL ELECTRIC PRODUCTS
The Commercial Electric Alternative

owerful Quiet, lnstantTorq

~ Clean, Gas 0 *
AN Day Mowing On One Charge!
ero Turn, Stand On, Walk Behind, Push Mower

Maintenance

W.meangreenmowers.com 513-

PHOTO COURTESY OF JCB
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“A lot of contractors will try to sell them
again so (the steel body) makes them look
good,” says Jeffords.

JCB has also updated the service intervals
and service access, making the machines
easier to access for checking the oil, check-
ing the hydraulic fluid and anything that
involves walking around the machine.

The company also added a 30-degree
roll back cab to give access to any of the
hydraulic components under the cab for
easy maintenance.

JOHN DEERE

Over the past two years, John Deere has
been upgrading the five models of compact
excavators in its lineup, with the final two
launched at the beginning of March.

All of John Deere’s compact excavators are
now Tier 4 Final.

“Just like the big machines, the smaller
ones have to meet those requirements,” says
Mark Wall, John Deere product market-
ing manager for excavators. “So now they

can take those machines into any area that

401-742-1177
F: 800-772-0255

An Employee Owned Company

CHEK CO.inc.

REVI_1-9-14

Kochek's unique PVC 1/2" SOAKER HOSE
Consistent flow up to 400 feet without emitters

\%
“ater Movement Solutions Gﬁ@ <

isit the Web
for Details:

NOT YOUR TYPICAL HOSE
eRugged eDurable

#UV Resistant  eNon Kinking
eHigh Pressure Rating

BUILT TO LAST!

EAD FREE ADAPTERS

58" & 34" CONTRACTOR HOSE

ned For:

RNZ029-ZB! Desig
; 3 Residential Water Pressures

Low Volume

High Pressure

IRNZ033-ZBL
High Pressure
High Volume

1-877-737-2787

www.JacksSmallEngines.com
www.MowersAtJacks.com
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Power Washers
From $299

Husgvarna Chainsaws
From $1 59

requires those emissions standards.”

With the Final Tier 4 update, John Deere
didn’t want the changes visible to operators.

As a result, three of the models run with-
out after treatment devices on them, meaning
no change for the operator. The remaining
two do have after treatment devices, but
running the machine is still seamless to the
operator.

“We don’t ask them to pause; we don’t
We don’t ask
them to do anything outside of their normal
“Just get
in the machine, run it, dig dirt. Do what
John Deere has
also redesigned the cooling to increase the

ask them to hit a button.

operating regiment,” Wall says.

you've got to do with it.”

uptime of the machines. The company has
gone from a stacked cooling system to a
side-by-side cooling system.

“We've listened to what a lot of our
customers had told us about compacts and
what they were looking for,” Wall says.
“We tried to incorporate those into the
new series.”

To help with operator comfort in these
smaller machines, John Deere has redesigned

| the operator station as well, making the door

wider for easy entry and exit and giving the
operator better visibility through the door
and the front.

“The guy that has the big machine, they’re
coming down to the little ones and getting
in those machines,” Wall says. “We want
them to feel like they’re sitting in the big
machines.”

|
|
——

Billy Goat Blowers
From $729

Ryan Aerators
From $2,495

COMMERCIAL &

SAVE ON EQUIPMENT

AAERLL LI e B LY FREF SHIPPING & NO SALES TAX OUTSIDE OF MARYLAND

BUSINESS

SIGN UP FOR AN ACCOUNT TO RECEIVE DISCOUNTED PRICING

SAVINGS

PHOTO COURTESY OF JOHN DEERE
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Partner with an Industry Leader and

Enjoy the Rewards.

CERTIFIED

Partner with Kichler to gain the benefits
of our industry leading professional-
grade lighting products. Prosper from
the knowledge and support of our
professional landscape lighting team

Our goal is simple: to provide the

tools to help YOU SUCCEED! Kichler’s
LightProm™ Rewards program is
instrumental in helping thousands of
landscape lighting contractors succeed

Grow your business and enjoy the
rewards of that success including
fantastic sponsored trips!

Key LightPro Rewards Program Benefits:

¢ LightPro Rewards points for purchasing Kichler®
landscape lighting products — the more you
purchase, the more you earn!

¢ Kichler's Design Pro Spotlight e-newsletter —
first-rate resource for product information, as well
as trends, tips and strategies to keep you on the
cutting edge of the industry.

¢ Free business building materials — facilitate growth
of your business and generate leads.

o Free Kichler landscape lighting product samples —

demonstrate the impact Kichler landscape lighting
and close more deals.

Learn more or apply for membership
at landscapelighting.com.

Receive 500 LightPro Rewards
bonus points for registering online.

KICHLER

Compact EQUIPMENT

TAKEUCHI

Takeuchi has redesigned its compact excava-

tors from the ground up.

“Takeuchi took the opportunity to build its
newest excavator platforms around the new Tier
4 power plants,” says David Caldwell, Takeuchi
product and training manager. “Machines gota
little bigger and a lot more capable.”

The company updated the operator sta-
tions on the compact excavators, making
them more functional and spacious. One of
the updates was to put multi-information
displays on both of the canopy/cab models.
These displays provide the operator with a
lot of machine information and allow the
operator to adjust the hydraulic flow for the
attachments.

The operator station also features a multi-
function switch bank that includes DPF
control, auto idle, multiple work modes,
detent for primary auxiliary circuit and a lift/
overload alarm.

TEREX

Terex recently introduced two new Tier 4

Final compact excavator models to its North
American line-up. The machines offer the
same features popular on older Terex models,
such as load independent flow distribution
and Terex Fingertip controls, with the capa-
bilities of the Tier 4 Final diesel engine. 181

GOING
COMPACT

f you already have larger equipment,
I it may seem foolish or wasteful to put
money toward a smaller machine.
However, you may find that the benefits
outweigh the price, especially with the
option to rent the equipment.

“Contractors are savvy when it comes
to using this equipment,” says Jonathan
Ferguson, regional sales manager for
Terex Construction Americas. “What they
continue to struggle with is when to rent
versus when to buy.”

His advice is to make sure the compact
excavator or mini-track loader is going to
be adequate for 85 to 9o percent of your
jobsite needs.

"Don'’t sacrifice power, breakout force
or anything else just to save a dollar,”
he says. "Always buy quality. A compact
excavator or mini-track loader needs to be
durable and reliable because downtime is
expensive."

When you decide fo buy, it's also
important to decide what brand is best for
your company.

"You should look for a distributor who is
conveniently located to your jobsites, who
can deliver the parts and services you need
quickly,” Ferguson says. “He says it's also a
good idea to consider how responsive and
expansive the company's dealer network
is and if you're comfortable with the tech-
nology that company has put under the
machine’s hood.”

“Contractors generally use the equip-
ment to meet their specific needs,” says
David Caldwell, Takeuchi product and train-
ing manager. “There are many variables a
contractor must consider when making an
equipment purchase.”

One of the variables he includes is
transportability. Make sure you don’t need
special license requirements to move the
equipment from jobsite to jobsite. It's also
important to consider size.

For more on compact equipment,
visit lawnandlandscape.com
and search “going compact.”
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No matter where or when you look to get the
information you need to grow your business,
Lawn & Landscape is there.

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

WHEREVER, WHENEVER - LAWN & LANDSCAPE IS THERE FOR YOU
WITH INFORMATION YOU NEED TO GROW YOUR BUSINESS.
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LEARN MORE AT WWW.LAWNANDLANDSCAPE.COM



L o

98

IRRIGATION EQUIPMEN

MAY 2015 | LAWNANDLANDSCAPE.COM

Contractors weigh
the pros and cons
of trenchers and
vibratory plows.

By Catherine Pomiecko

efore contrac-
tors dig into an
irrigation job,
they should consider everything
from the soil to the sky. Between
trenchers, vibratory plows and
their attachments, factors like
scaping logistics and ma-
chine performance in varying
weather conditions can play a
key role in determining which
equipment will be the best
for the job.

TRENCHERS. Gilbert Turner,
owner of Richmond Irrigation
in Midlothian, Va., near Rich-
mond, prefers trenching for
most of his work.

“Different projects mandate
which machine makes the most
sense to use,” Turner says. “The
biggest factor is disturbance. For
existing lawns and landscapes,
you want to plow if possible, but
in new construction we trer
everything.”

Although they can tear up a
yard, trenchers allow contractors
to dig deeper and wider than a vi-
bratory plow. The size and scope
of the project should be taken
into account when choosing a
trencher or trenching attach-
ment. If the job requires p
installation with a diameter that
is more than an inch and a half,
trenching is the way to go, says

Choose your equipment based on
the project at hand, considering
disturbance and turf damage.



Their lives. Your livelihood.

ENHANCE BOTH.

Memories are made in backyards. And green grass is a big part of it.
Apply DURATION CR® controlled-release fertilizer. This polymer-coated
enhanced efficiency fertilizer precisely delivers nutrition so grass grows
to be a sustainable source of pleasure and pride. With nutrient release of
45, 90 and 120 days and fewer applications, you can tailor programs that

Consult with your distributor for more applied advantages, or visit KochTurf.com.

THE POWER T0 MAKE THINGS GRow | EEKOCH.

create opportunities to add more customers or expand your list of services.
Choose DURATION CR® fertilizer. To enhance their lifestyle. Your business.

Durationcr.

Controlled-Release Fertilizer
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Brian Moran, president of American
Lawn Sprinkler in Dryden, Michigan
near Detroit.

To minimize the turf damage cre-
ated by trenching, Turner looks for
machines that have tracks instead
of rubber tires. He has found those
trenchers to have less ground pressure,
better traction in different conditions
and less likelihood of getting stuck.

Contractors should also look for
machines that fit the logistics of
the jobsite. On many residential
properties, contractors may need
to maneuver tight spaces. A more
compact model or a ride-along may
be necessary to safely navigate those
spaces. Alternatively, a larger and
more powerful model will be more
efficient on larger spaces, Moran says.

“You have to figure out what it is

2 WAYS TO DIG

OOOOOOOOOOOO

CLOCKWISE, FROM TOP LEFT:

« Trenchers allow contractors to dig deeper
and wider than a vibratory plow.

« V-plows create minimal ground
disturbance, resulting in less cleanup and
faster completion.

« This machine can have a trencher
attachment on the front and a plow
attachment on the rear.

PHOTOS COURTESY OF RICHMOND IRRIGATION

Connecting the Industry
Across the Southeast —@

-
SNAMS @ ’vly 21-23 2015 Alanta Georgio

Georgia International Convention Center

SNA 2015 combines the SNA Regional Marketplace with the Southern Plant Conference, the
SNA Research Conference, the SNA Annual Business Meeting, and SNA State Officer’s Conference
to bring one unparalleled event — all under one roof!

® Plants @ Products @ People @ Education and More
Featuring the best Featuring the latest in retail, Connect with industry’s most forward Educational sessions for retailers,
oramental trees, shrubs, landscape and outdoor thinking growers, breeders, researchers growers and landscapers by top
and color from top growers living products, garden gifts, relailers, landscapers, manufacturers, industry experts (CEUs approved

across the region accessories and more and distributors from across the by ISA, PLANET, FNGLA, VNLA
b fut Southeast TXNLA and more)

Dccia @Y lnctaisa

Southern Nursery Association
www.sna.org
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WORK VISAS

“Are you having a difficult time finding
legal low wage workers? Let us help you
get the low wage labor force that you
need, just as we have for hundreds of
other companies.”

Robert Kershaw ~Robert Kershaw, Attomey 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
$2,800.*

That's $2,800 in feesforall of your visas—not $2,800 pervisa!
*Flat rate per application for Texas landscape companies paid in advance, or pay
instaliments 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

Kershaw, atLaw
TheKevshawLawﬁnnég 33558600&!&!.” #307, Austin, TX78746 ;
Office: 512.347.0007, 1. 321.0077, Fax 512 0009, www.workvisasusa.com 1
E-mail: robert kershaw@kershawlaw.com For more info

visit switchngo.com <

Licensed by the Texas Supreme Court. Not certified by the Texas Board of Legal Specialization or ca l.l (888]3 1 1 0867 :f,:,?,cs’ﬁ,';'{}f."“"

Extra Storage that’s
Lockable, Weatherproof
and Oh So Strong!

4] « Simple & safe to use—there’s no exposed
Hide, lock and protect valuable tools cumng edges.

and equipment in our new line of . S5lad | SR e
traller tongue boxes. You get: » Fits on your keyring—ready when it's time to

+ Rotationally molded design for refill your trimmer.

o Wk SR, « Cuts trimmer line from .065 to .130 in diameter.

polyethylene : « Customizeable with your company’s logo!
* Aerodynamic shape for fuel savings

Shaping vuuaes:masnc * Long-lasting durability, year after year 888-400-3545 ,
Call to order 440.998.1202 NovaeOPE.com  Novae

Or go to www.TruckandTrailerBoxes.com Line Snap is a trademark of Novae Corp. ©2010 Novae Corp. All rights reserved



http://www.TruckandTrailerBoxes.com
http://www.workvisasusa.com
mailto:robertkershaw@kershawlaw.com

Faster clover control
from Quali-Pro...

Herbicide

2DQ
Herbicide

2DQ contains three active
ingredients that provide

weed control of annual and
perennial broadleaf weeds in
warm-season and cool-season
turfgrasses.

A recent study :
has shown that

2DQG demonstrates

faster control of clover at
cooler temperatures than
the competition.

QUALFPR0 w3

Innovation you can apply.

For more information on our wide selection of
turf and ornamental products, visit quali-pro.
com or call 800-242-5562

You may want to rent or purchase plows, depending on how much irrigation work your company does.
If you decide to buy, be sure to find a brand that is serviced locally to ensure continued dealer support.

you're going to mostly be doing. If you're
getting something too big, you're going to be
tearing up the yard a little too much, and you
want to do as little disturbing of the ground
as possible,” Moran says.

VIBRATORY PLOWS. For residential areas and
brand new lawns, a vibratory plow may be
a smarter choice. V-plows create minimal
ground disturbance, resulting in less cleanup
and faster completion, Moran says.

“If you're in someone’s brand new yard,
you don’t want to have to replace the whole
lawn when you’re done. You want it to look
exactly like it did when you got there, before
you started. And it’s possible to do that with
vibratory plows,” he says.

Turner warns that first-time v-plow users
may be in for a learning experience. With
plows, you cannot inspect the trenches for
unknown utilities or rock, and it is more
difficult to gauge exactly how deep pipes will
lie below the surface. This is especially prob-
lematic in tough terrain where soil settles in
multiple layers of varying densities, he says.

“The first couple of jobs you use a plow
on, you're not going to be efficient,” he says.
“You're going to start thinking to yourself
that you could have done just as well with a
trenching unit.”

But after those first few jobs, employees
will learn by trial and error the most effec-
tive starting points, ending points and other
strategies that go into using a v-plow. Before
long, Turner says contractors will see how the
plow’s minimal disturbance can save time.

RENTING VS. OWNING. For Asa Hastings, owner
of Aces Landscaping & Irrigation in Dracut,
Mass., near Lowell, renting trenchers and
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their attachments makes the most sense for his
business. “Even just the attachment is still very
expensive to buy,” Hastings says. “It’s really
easy to rent it for a half a day, pull the pipes
and bring it back. Right now, we just don’t
do the volume that justifies the 10 or 15 grand
to buy a trencher. The costs of fuel to pick it
up, fuel to drop it off, and the machine rental
itself can all be billed to the job.”

On the other hand, businesses like Turner’s
that specialize in irrigation work make pur-
chasing the machine a no-brainer.

“We don’t spend a lot of money on equip-
ment repairs. [ expect to get 6,000 hours out
of a piece of equipment. Once you get past
that point, it will keep going, but it will give
you some maintenance costs, and worse,
downtime,” he says.

The same goes for Moran, whose company
uses its plows every day in the summer. Al-
though yearly routine maintenance costs may be
high for his machines, Moran considers owning
the plows to be a worthwhile investment.

“They are expensive to maintain — every
time you take it in it is about $2,000 — but if
you buy one, you'll have it for over 20 years,”
he says. “We buy ours used, and long as you
get the maintenance done, they will last you
a long time.”

If purchasing a plow or trencher makes
sense, Moran advises finding a brand serviced
locally so you'll have continued dealer support.

“A very important thing is to look for
someone who can service the machine in your
area,” he says. “If you find a good deal on a
brand but there’s no one in your state that
fixes them, then you are really out of luck.” tat

The author is a freelance writer
based in Louisville, Ky.

PHOTO COURTESY OF DITCH WITCH



All it takes to get it done right

Whether you're working with hardscape or softscape, the Wacker Neuson equipment line is always growing to meet
your needs. From compaction to wheel loaders and compact excavators, we offer multi-use equipment designed for
efficient and economical landscape construction. Let us help you get the job done right.

www.wackerneuson.com

WACKER
NEUSON



http://www.wackerneuson.com

MOWER ATTACHMENTS (continued from page 80)

after deciding it would be too
challenging to try and fabricate
his own. “That’s not what we’re
in the business of doing,” he says.
“Let’s stay focused on our
core business of mowing and
chemical lawn applications.”
For busy contractors, it can
help to have an employee desig-
nated to perform the research and
sourcing of these attachments.
For Proffitt, that responsibility
fell to his director of retail ser-
vices, maintenance and safety.
Casper also recommends pur-
chasing equipment new and
building a strong relationship
with a local vendor.
“You don’t know what you're
getting when you buy a used

: lG

piece of equipment,” he says.
“You don’t know how it’s been
treated. You don’t know whether
that person used that equipment
properly in the manner it was
made to be used, so therefore we
just buy everything new.”

Other considerations include
if an attachment will impact
mower size, and if it will impact
the organization and size of the
company’s trailer, Casper adds.

“If that attachment goes down,
every minute it’s down obviously
you’re spending more time on
the job manually than you would
be with that attachment,” he
says. L&l

The author is a freelance writer
based in Cleveland.

NEW! grubGONE!® and beetleGONE!® ‘

bio insect controls

Target the Pest, Not the Rest!

Protect the value of lawns, landscapes, trees, nursery
or greenhouse grown ornamental and edible plants

from certain white grubs, beetles, weevils and borers. ‘

Based on patented, Bacillus thuringiensis galleriae (BTG), 1

bio insect control, apply even when bees and beneficials are foraging

For a distributor, trial results or more info. email: info@phyllom.com
Or tel. 916-719-6176 or www.phyllombioproducts.com

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

Y

Phyllom Bio

Protecting Forests, Farms and Landscape:
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FORMULAS @ SUCCESS (continued from page 42)

serious about getting the work
done for his clients and he has
grown his operation over the
years.

He says his firm’s job is to
provide labor. “That is what
landscaping is,” Scott says, when
you take away materials and de-
signs. “I sell labor to put in those
products.”

One could argue that drug
testing provides assurance that
the people he hires are clean.
But Scott operates on trust. He
expects his employees to come
clean and tell him about their
past if there are issues he should
be aware of.

But he understands that trou-
ble happens. For instance, one

employee got tied up “in the
wrong situation” and was in
court for fraud.

Essentially, he was in a vehicle
when a passenger tried to cash a
bogus check in the bank drive-
through. “That’s a red flag and
some employers might not look
past his application,” Scott says.

But Scott hired this person
and he has been a reliable, hard-
working employee. “You can’t
change what happened in the
past,” he says.

“It happened. And maybe a
larger company won't hire the
person, but that job will put
money in the bank so he can
pay the bills and get back on
track.” a1

www.barretomfg.com

THE ADVANTAGE IS ALL YOURS.

The hydraulic design of the TK track trencher provides the
most efficient utilization of horsepower of any trencher in its
class. Available with engine options ranging from 13-23hp, this
trencher is the answer to any need.

Call us today at 1-800-525-7348 for more information or visit
your local rental store to rent a Barreto for your next project.
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Visit our NEW downloads
page to get more of what you

love from Lawn & Landscape.

WWW.LAWNANDLANDSCAPE.COM/DOWNLOADS
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Download our Sign up to receive new Tell us about industry
free reports, series download notices directly issues or interests
and other bonus to your inbox. you’d like to explore
industry-related material. more deeply.

Lawnés andstape
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CL \SSIFIEDS Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 x5322 or bvelikonya@gie.net.

SKE LL LANDSCAPES A J()BS

SELLING YOUR BUSINESS?

FREE NO BROKER
APPRAISAL FEES
Professional Business Consultants
\v,usmess C‘
I
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Merger & Acquisition Specialists
Professional Business Consultants can obtain purchase
offers from qualified buyers without disclosing your
identity. Consultants’ fees are paid by the buyer.

N | SEE\ CALL:
s o
I’mhl ( enters 708'744‘671 5
*Two Revenue Streams FAX: 508-252-4447
\{ \ B 4 NTE N W N N Ny M ) : ) ;
NO PAYMENTS, NO INTEREST )/ Coctaror Bascs shcadiol Ok com

FOR DAYS - NO Payments/Interest _
We % - Installs * A Simple, Easy Add-On Service BUSINESS FOR SALE
¢ our ins ‘-l .S * Buy Manufacturer Direct ‘
www.allprogreens.com/training 1-800-334-9005 ey A( QUISITION
W  EXPERTS «

EAST COAST OF FLORIDA
LAWN AND LANDSCAPE

Palm Beach ..... Asking $225,000
St. Ludie ..... Asking $85,000
Garden Center ..... Asking 325,000
Dixie Chopper Dealer ..... Asking $599,000

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

WE SELL BUSINESSES IN FLORIDA

BOOKS

LANDSCAPES & JOBS

Profit Centers
AIDRAITC R SR e WO Revenue Streams Job Descriptions
NO PAYMENTS, NO INTEREST . Two Customer Rases for Green Industry Professionals

FOR DAYS - NO Payments/Interest

Publication Special

for Jim Huston’s new book!

Over 95 Industry Specific Job Descriptions!
« Job Description book
« Job Description audio book on CD
- Job Description MS Word CD
339% Discount!
All three for $200 plus $19 S&H

MaXi m ize you r advertiSi ng dOIla rs Email Tiffany for more info at tiffany@jrhuston.biz

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

- y _ talle “ASimple, Easy Add-On Service
\\ € \ our ll]Std"S * Buy Manufacturer Direct

www.allprogreens.com/training 1-800-334-9005

The Lawn & Landscape magazine's
Reprint Service

Please contact Bonnie Velikonya Email: reprints@gie.net or call
at 800/456-0707 x291 or bvelikonya@gie.net. : 800-456-0707 to learn more.
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CONSULTANT

Jim Huston’s Consulting
I will provide your company with the tools and
training you need to make your business more
efficient and profitable.
| help you:
Develop and Implement a Strategic Plan
Create Accurate Budgets
Bid Jobs More Confidently

Our consulting can be customized to your needs.

For more details email
Jim at jhuston@jrhuston.biz

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.smallenginesuppliers.com

Also, look up your own parts
and buy online at

www.smallenginepartssuppliers.com

REDUCE PESTICIDE USE
BY 50% OR MORE

ECO-505
INJECTION SYSTEM
Spot-spray pesticide while
blanket applying fertilizer

Toll free - 800.706.9530
Phone - 585.538.9570
Fax - 585.538.9577
Sales@GregsonClark.com
GregsonClark.com

GREGSON-CLARK

A Division of Kbett M. Clark, Inc.

FOR SALE HELP WANTED

NEW/USED/REBUILT
Plows, Spreaders and parts
Largest diverse plow inventory
Western, Fisher, Blizzard,
Meyer, Diamond, Snoway,
Snowman, Boss, Snowex
1000 plows in stock
WWW.STORKSPLOWS.COM

610-488-1450

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

GOT PLOW
PARTS?

WWW.GOTPLOWPARTS.COM

LAWN SIGNS

M |

PROMOTIONAL &
POSTING SIGNS

RNDSIGNS ©=

Marketing, Design & Print

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

RNDsigns.com -« 800.3283309

Posting Signs * Door Hangers
Brochures « Mailers More

LANDSCAPE EQUIPMENT

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

We ship nationwide.

Web site: www.jasper-inc.com

LVIL
LANDSCAPES
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

RUPPERT

LANDSCAPE

We offer an environment that is:
- Devoted to employee development
& team building
+ Committed for the long-term
- Eager to appreciate & celebrate our
employees
« Employee & family owned

Come be a part of a:
- History of growth and success
- Tradition of community support

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

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

Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 x5322 or bvelikonya@gie.net.

HELP WANTED HELP WANTED INSURANCE

ALL GREEN CORPORATION ...

... where our name is our guarantee!

ALL GREEN, a leader in residential and
commercial lawn care was founded 30
years ago in 1987 by the original founder
of TruGreen. We are looking for aggressive,
career-minded individuals who recognize
the importance of being “in the know”
and attaining “feelings of success”. We
need individuals who are looking to grow
with our company and we will offer the
potential of becoming an owner partner
after vesting. We have locations in Ml, IN,
WI, OH, AL and LA with plans to open 18
additional locations over the next five
years. We need people who can recruit and
lead an experienced sales staff to reach the
dynamic growth that is planned for each
location. Qualified candidates will have
a proven track record of generating sales
within the lawn care industry. Experi-
ence in residential sales, marketing and
supervision is essential. College education
preferred but not a must.

We combine a competitive base salary
and the opportunity to be part of a rapidly
growing lawn care company. Top manage-
ment plan is to build a national employee

owned perpetuating legacy business.

Send resumes to: angola@allgreen.net

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

=
Liability Insurance

LANDSCAPEJOBS.COM

Jobs & Resumes for Landscape Pros.

http://www.landscapejobs.com/
1-717-479-1850

PLANTS, SEEDS & TREES

NATIVE SEEDS

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

www.ernstseed.com - 800/873-3321

INSURANCE

helping cover your grass since 1985

W COVETYORrEIasCom

1800.886.2398

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

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

e Programs for Lawn Care & Landscape,

Big & Small

e Specialty Coverages for:

e Professional Liability

e Damage to YOUR customer’s
property

e Pollution Liability (including Auto
Spill)

e Herb/Pest Endorsement

e Member: PLANET - CALCP -

ONLA - OLCA

k Property Programs also available.

For Your Work

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

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

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

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

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

Please contact The Keenan Agency, Inc.

if you are concerned that your current

coverage does not cover your work.

Premiums as low as $550/yr.

The Keenan Agency, Inc.
6805 Avery-Muirfield Dr., Suite 200
Dublin, Ohio 43016
614-764-7000
Rick Bersnak - Vice President
rbersnak@keenanins.com

Gen. Liab., W.C. and Comm. Auto,

e
v THE ©
KEENAN
AGENCY

=4

ADVERTISE WITH
LAWN & LANDSCAPE TODAY!

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

LAWN & LANDSCAPE ON

facebook.
facebook.com/lawnandlandscape ‘
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Bifll [EMASTER

Software

Were You
Featured In
This Issue?

Slash Your Recurring
Monthly Costs and Save Big

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

Simple, Reliable, Affordable

We can convert ANY system

to BILLMASTER in minutes!
Start today for as little as $50

Tired of QuickBooks™ or your
current software?

Billmaster is the best software in
the Landscape industry. ALL at a
price your business can afford, with
no recurring costs. CRM, Billing,
Scheduling, Proposals, Sales Tax Calc,
Reports, E-mail Billing, Integrated

BUILDING
BRIGHTVIEW

Credit Card Processing. No need
to learn another software package,
BILLMASTER is customized to fit your
needs. Conversion from ANY system
included. New Tablet Apps for Windows
8! Unlimited training, support, updates.
New Product: BILLMASTER-OnTheGo
mobile app solution for your business.
Record work, payments, create
estimates and automatically update
your office computer.
FREE tablet when you sign up
for BILLMASTER - On the Go

VISA, MC and AMEX, Checks.
GET YOUR BILLS DONE FASTER
WITH BILLMASTER!
e-mail: sales@billmaster.info
201-620-8566 www.billmaster.info

WEB DESIGNERS

Web Design, Brochures, Logos, Lettering
and Printing Services for Landscapers.
Your single source for marketing
your landscape business.
Samples online:
www.landscapermarketing.com
or call 888-28-DSIGN.

VIEW CLASSIFIEDS ONLINE AT

LAWNANDLANDSCAPE.COM

Reprints enable you
to reuse your article
and simply place it
into the hands of
your target audience.
Having been featured
in a well-respected
publication adds the
credibility of a third-
party endorsement
to your message.

Give yourself
a competitive
advantage with
reprints. Contact us
for more information
regarding reprints and
additional applications
designed to meet your
challenging market
needs.

Call Dolores Franta
at 800-456-0707

..’
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Innovative Turf Technology

the ﬂood

= wam beginning my fifth

year as an arborist with SavATree/SavalLawn
and | am grateful to be here. This company ‘
supports, trains and challenges me to be a igamm
better arborist. | have participated in community ‘!\
outreach platforms at the Chicago Botanic
Garden, local garden clubs and Earth Day
celebrations. These activities have grown
my customer base as | connect with the
community that | serve. My Northbrook
office is like a family where office staff and peers assist me
in realizing and achieving my true potential.”
Are you ready to join forces with Savalawn?

Officesin CT, DC, IL, MA,
MD, MN, NJ, NY, PA ,VA & WI|

Please fax or email
your resume to
914-242-3934 /

careers@savatree.com
Your first choice for a green career. . .ww savatree.com

Troy Williams
ISA Cerlified Arborist

v
¥

SavaLawn

THE RESPONSIBLE CHOICE

110 MAY 2015 | LAWNANDLANDSCAPE.COM

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!
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Defendor

SPECIALTY HERBICIDE SPECIALTY HERBICIDE

CALLBACKS DAMAGE RELATIONSHIPS.

Callbacks are more than an inconvenience; they're costly and can destroy your business.
Fifty percent* of customers who call to complain about dandelions will eventually end up
canceling your service. Defendor® specialty herbicide helps reduce callbacks by providing
early season control of dandelions, clover and other winter annual and perennial weeds.

For proven crabgrass and broadleaf weed control, apply Defendor when you make your first
applications of Dimension® 2EW specialty herbicide. So spend time building relationships and
keep the honeymoon with your customers alive. To learn more, visit FewerCallbacks.com.

@ Dow AgroSciences Solutions for the Growing World

“Jefferson Davis Consumer Research 2012. *Trademark of The Dow Chemical Company (“Dow”) or an affiliated company of Dow. State restrictions on the sale and use of Defendor and Dimension 2EW
apply. Consult the label before purchase or use for full details. Always read and follow label directions. ©2014 Dow AgroSciences LLC T38-337-012(12/14) BR 010-60828 DATOTURF2068
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SPECIALLY DESIGNED FOR THE LAWN CARE AND LANDSCAPING INDUSTRY

FEATURES INCLUDE: ==~
* Billing *Contracts
»Scheduling -Time & Materials

« Routing *Income Reporting
«Estimating +Expense Reporting

and more!

IT’S TIME TO GET ORGANIZED!

Save thousands
compared to similar A o b | .
software! | & : ) \ :

www.adkad.com

Adkad Technologies, Inc. 1.800.586.4683

Get your FREE TRIAL

www.adkad.com/free/LawnAndLandscape |

Q0 (reenheart

B nawww greenheart.farms.com'l 805 481-2234
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Connect with industry peers.
Find answers to challenges.

Discover new business tools.
Follow market news, trends and events.

Find us on Facebook, Twitter and LinkedIn lawn@landscape

by searching “Lawn & Landscape.”



TIPS FROM THE TOP

Interviewed by BRIAN HORN

CHRIS GRAEBER

// GENERAL MANAGER, GARDEN DESIGN

I’'m one of the few that
started from the onset. |
worked at a garden center
in high school, went

Farmers Branch, Texas

Garden Design started
about 22 years ago. The
company started doing
builder work for builders

straight into landscape on new homes. It's still a
architecture at Texas 2 9 big chunk of our revenue.
Tech, came out and went ~ : It's probably half maybe
into business. That was a BN 2014 REVENUE | or just under half. We also

long time ago, like 1978. |
owned my own deal for

$40.6 million

do commercial installa-
tions for any commercial

18 years and sold in with
the TruGreen rollup back in the late 1990s with
Minor’s Landscape Services.

I started and just loved the landscape instal-
lation part of it. Even though | have my license
and degree in landscape architecture, I've
always migrated to the operations end of the
business. I've not been a designer for quite
some fime.

1 think the operations side is financially more
lucrative than the design side. If you're in the
design side, you have to build up a pretty large
firm of other designers to equal what you can
do in the operations side.

projects — mostly private
stuff, not the municipal, public, commercial
work. We do also do design/build for retail
clients working directly for the homeowners.
These projects are not always related to build-
ers we work with. We're primarily in Dallas.
We're also in San Antonio and Austin Texas
and in Houston, and we're aduallyAdoing a
major, $4 million job in Monroe, La., right now.

I've been here about two years and we've
doubled. The revenue doubled from $19
million in 2012 to just under $41 million in
December for 2014. So the growth has been
phenomenal the last two years and | don't
know if it will continue with that kind of a

pace, but it's still definitely healthy.

Part of it's economics. The housing business
in Texas anyway is really healthy and so we
have a lot of builder work. There is a good bit
more commercial work than there used to
be. So more than anything, it's the economy
improving the markets. We haven't expanded
our service lines footprint too much other
than we've pushed more commercial into the
Austin-San Antonio market, which previously
had just been builder.

We're an ESOP. When we're hiring a manager;

: we're really hiring a partner. You don't want to
go through that process and then have some-

body leave six months down the road.

1 think the big thing that will hopefully contin-
ue to move forward and evolve is more of the
smaller and mid-sized companies embracing
technology becoming more professional. This
industry, back when | started, was your pick-
up truck and a magnetic sign on your door and
you're in business.

Many companies never bothered with
licenses and insurance and all the things

that you really have to have so hopefully the
industry will continue to evolve to be better at

the game of business. When they're as good
i at that as they are at the game of landscape -

you'll see companies that are started by a guy
who is just looking to make fast money and
not really looking to have a company that's
going to be a real business. That's what | see
improving over the next five years. I've seen
it the last five or 10 years. That's come a long,
long ways and it's still got a ways to go.

Don’t to be afraid of competition. There's not
very many secrets left in the landscape busi-
ness. Much of it's been printed in magazines
like Lawn & Landscape over the years. We

all use the same labor markets. We buy our
plants from the same places pretty much and
we buy the trucks from Chevy and Ford so the
difference is really understanding the business
part of if. L&L

PHOTO COURTESY OF GARDEN DESIGN
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SPEND $7000 OR MORE ON A PRO-TURN® SERIES, PRO-WALK GEAR SERIES,
COMMERCIAL 21 WALK-BEHIND MOWER & GRAVELY CHORE AND RECEIVE A

12% DISCOUNT. chore products (limited quantities available). March 18th through May 31st, 2015

TAKE ADVANTAGE OF GRAVELY’S ONE UNIT FLEET
PRICING ON COMPACT-PRO AND PRO-STANCE
MODELS FROM MARCH 18 THROUGH MAY 31, 2015.

After the initial purchase, buy any additional Pro-Stance or

- >
Compact-Pro and be qualified for our 12-month fleet program. { a

e

TO TAKE ADVANTAGE OF THESE OFFERS TODAY, FIND A WWW.GRAVELY.COM
LOCAL DEALER AT GRAVELY.COM/LOCATOR. SEE DEALER FOR MORE DETAILS. an Abéens. company srand
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WHAT WE SAY TO CUSTOMERS

"Some Otto Luyken Laurel, Fothergilla major
Mount Airy, Orange Storm Flowering Quince
and Cotoneaster Hessei would look great.
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blah, blah, blah, blah, blah, and,
blah, blah would ook great.
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WHAT THEY HEAR 1
1

Communicating your vision to prospective customers has never been easier
with PRO Landscape design software. Whether your design platform is a desktop,
laptop or tablet you can design and sell anytime, and now — anywhere.

Start Speaking Their Language Today!

prolandscape.com | sales@prolandscape.com | 800-231-8574

PRO Landscape

Industry-Leading Landscape Design Software geserzaasiritt
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