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t think one big thing that we're dealing with, 1 

and the whole industry's going to deal with - or is dealing with 
- is labor. The labor market is pretty difficult right now." 
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Standing out 
AVANT GARDENING AND LANDSCAPING has firmly 
planted its reputation for creative and quality work. 

"WM" iza Lightfoot was gardening on 

the side while attending University 

WLm of Wisconsin Madison, feeding a 

longtime fascination for plants by getting her 

hands dirty with side jobs around town. The 

plan, before landscaping took center stage, 

was to become a jazz singer. 

"But I realized that was probably not the 

best career choice if I wanted to survive," 

says Lightfoot, with a hint of a British 

accent. She was born in Johannesburg, 

South Africa, and came to the U.S. in 1974. 

"I was starting to get my jazz vocal degree 

and about two-thirds of the way through, 

I decided that if I worked half as hard at 

something else, I might actually make 

money." She was already drumming up 

business with a partner, and an aptitude 

test indicated that landscape architecture 

would suit her talents and personality. So 

she switched majors. 

That was 30 years ago, and now Avant 

Gardening and Landscaping is celebrating 

that landmark anniversary, serving high-

end clients in a market that has been 

generous to Lightfoot's business over the 

years, she says. Visit, bit.ly/llavant for 

the full version of this story. For more on 

Lightfoot, turn to page S19 of our State of 

the Industry report. 

M I K E D OUT 
One contractor interviewed in August's Rob and 

Duplicate section (bit.ly/lawnrd) described 

how he used punch-lists to keep his company 

efficient. He said: 

"We have found that using regular punch 
lists for our landscape management crews/ 
projects that are generated from one of the 
management team has been very useful 
in keeping productivity up and prioritizing 
workload. These lists may be short for smaller 
projects and longer for estate gardens." 

- Peter Estournes, Cardenworks, 
Healdsburg, Calif. 

He even shared those punchlists with us, which 

you can download by visiting bit.ly/llpunchi and 

bit.ly/llpunch2. You can read this month's Rob 

and Duplicate on page 24. If you have any ideas 

that have made your business run more smoothly, 

email Editor Chuck Bowen at cbowen@gie.net for 

a chance to be featured in a future issue. 

iiirnnur nn i p i i t 
M l r | l \ | l r I I p I I l i H I right now to see our brand new layout. We've made 
I I L U U I I L U L L I U I I I a number of changes, and some of them include: 

• The design is a lot cleaner and stories 

are easier to read. We also have better search 

functionality and more specific categories. 

• At the bottom of every story, we've added 

links to similar stories you might be interested in. 

• For those interested in numbers, we've 

created a section where you can find all of our 

research reports and stories to help you better 

understand how the industry is doing. 

• News sections are broken down into specific 

sections like mergers and acquisitions and 

technology. 

Email Editor Chuck Bowen at cbowen@gie.net 

and let him know what you think. 

É É t t c a p e 
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J L EDITOR'S INSIGHT 
What do you think? Email me at cbowen@gie.net. 

Forget H-2B. Start hustling. 

In case you've been living under a 
rock, there's a massive labor shortage 
in the landscape industry. Forty-four 
percent of contractors say they have 

at least one open position. Three-quarters 
say a lack of employees hinders their growth, 
and a lack of quality help is cited most often 
as the biggest problem facing the business in 
the next three years. 

Things should be going well. The economy 
is improving. Many contractors report they're 
having one of their best years. Customers 
are finally spending again after years of a 
recession-induced hangover. 

But that's just it. Because the economy is 
improving, entry-level laborers are getting 
better offers elsewhere. Guys who used to 
drive mowers can go make more hanging 
drywall or laying asphalt. Brian Lemmer-
man, who we interviewed for this month's 
Tips from the Top, lost an employee (and 
not even a good employee) to a road crew, 
where he turned a stop sign for $ 15 an hour. 

And the H-2B program, which used to 
be a reliable source of seasonal help for the 
industry, has been whittled down to nothing 
but a headache. The 66,000 cap gets met 
in the blink of an eye. And a shutdown of 

the program this year - caused by bickering 
among the federal agencies that oversee it — 
meant that landscapers who requested help 
got it weeks late, losing out on hundreds of 
thousands of dollars in spring revenue. 

Leonard Quiroz has taken matters into 
his own hands. Quiroz, the chief operating 
officer at Uyeta Landscape & Maintenance 
near Seattle, is working to get landscaping 
added to the curriculum at his local voca-
tional school. The goal is to have a two-year 
program that graduates students trained up 
in horticulture and the soft skills they need 
to succeed at a green industry company, and 
then take that curriculum to schools around 
the state. It's not a short-term solution, but 
it's something, and it can't hurt. 

"Everybody can win from this. It starts 
to get us a pool of people who have some 
experience right out of high school," Quiroz 
told me. "We have to solve this problem if we 
want to grow to where we want to be. Stop 
flapping your gums. Let's do something." 

There are many solutions to this labor 
problem. H-2B is dysfunctional and the in-
dustry must move past it, and keep hustling 
for other sources of labor. 

Maybe the answer is cheaper, more-
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efficient machines to save on back-breaking 
work. Maybe its paying crews more. Maybe 
its time to start poaching your guys back 
from the construction companies. In reality, 
it's some mix of all these things and more. 

Landscapers can hustle when it's time to 
get something done. If you're having trouble 
finding (or keeping) employees, you aren't 
alone in asking why. It's just time to find 
some better answers. — Chuck Bowen 
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GOT A BEAST OF A JOB? 
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L&L INSIDER 

W ith the economy 
cont inuing to 
i m p r o v e , the 
amount of com-

panies being bought and sold will 
surely heat up. Two companies 
who have incorporated mergers 
as a growth strategy were part of 
J im Huston's brainstorming ses-
sion, "Going M.A.D." (mergers, 
acquisitions and divestitures) in 
Raleigh, N.C. , in August. 

Brian D u M o n t , owner o f 
Yard-Nique, based in Raleigh, 
and Brian Lemmermann, owner 
of Somerset Landscape, based 
in Phoenix, talked about how 
they've approached mergers in 
recent years. 

Yard-Nique has seven loca-
tions across the Southeast U.S. 
and revenues approaching $25 
million. Three of those seven 
locations were acquired, with 
two taking place in the past 16 
months. Somerset has grown 
from almost $7 million in 2011 
to $35 million this year. Lem-
mermann, who you can read 
more about on page 226, has 
acquired 10 companies since 
2011 and currendy has offices in 
California, New Mexico, Texas, 
Utah and Nevada, and Arizona. 

KNOW W H A T Y O U WANT. D u -

Mont is usually looking at two 
to three companies at a time. 
He is open-minded about deals, 
but always has a strong idea 
about what he is looking for in 
a company. Whether it's a strong 
culture, the equipment or the 
book of business, you should 
have clear priorities, he said. 

SPREAD THE WORD. D u M o n t 
and Lemmermann will both 
send word out to people they 

For more news, visit www.lawnandlandscape.com 

Jim Huston's summer brainstorming session focused on 
the ups and downs of buying companies and an inside 
look at one of L&L's Top 100 companies. By Brian Horn 

1 0 O C J O BER 2 0 1 5 i LAW NAN DI. A X D S C A P E . C O M 
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meet in the industry, stating 
they are in acquisition mode. 
DuMont will also task branch 
managers with bringing back 
three potential companies that 
fill Yard-Nique's requirements. 

HELP AND HURT. When it comes 
to brokers, DuMont said: 

•A good broker is worth every 
penny. 

• Bad brokers can break a deal. 
•When not using a broker, 
things can get emotional and 
expectations and demands 
can become unrealistic. 

NO WHOLESALE CHANGES. When 

DuMont is in discussion with an 
owner about buying a company, 
he is clear he doesn't want to 
buy it and then completely erase 
what the owner has done. He 
said when he lays out this plan, 
the owner is more inclined to 
sell, and at a better price, because 
DuMont values the history of 
the company. 

AFTER THE SALE. DuMont said 
he has handled post-acquisition 
incorporation both ways. 

He has changed the name and 
leadership of an acquired com-
pany and rebranded it as Yard-
Nique, and he's left: a company's 
brand alone. It all depends on 
how strong the brand is and how 
much he likes the leaders. 

Both Lemmermann and Du-
Mont say they have learned a 
lot of new systems and prac-
tices from companies they've ac-
quired. They say you have to be 
humble and can't come in right 
away and start implementing 
your systems when the company 
you're acquiring may have better 
ones in place. 

THE FIRST VISIT. When first visit-
ing the site of a company he has 
acquired, Lemmermann doesn't 
want to "come in and make a 
splash." 

The first thing he does is get 
the buy-in from the lower and 
middle levels of the organization. 

The worst case scenario for 
Lemmermann is a manager who 
wants to start his own company 
and take the crews with him. If 
he can get immediate buy-in 
from the crews, he has a better 
chance of avoiding that situ-
ation. 

The first weekend after he ac-
quired a company in Las Vegas, 
he spent time with the employees 
below the supervisor/managerial 
level in the office and in the field. 
"We come in really softly," Lem-
mermann said. "We start with 
easy suggestions that can help 
operations, but we are taking just 
as many positive systems back to 
the parent company." 

DuMont approaches the first 
post-acquisition meeting by 
telling employees he admires 
what they've built and he has no 
plans to make wholesale changes. 
Yard-Nique also likes to start a 
newly-acquired company with a 
win like purchasing new mowers 
or repainting some trucks. 

ORGANIC GROWTH. W h i l e ac-

quiring companies is a great way 
to grow, it shouldn't be the only 
way you increase your revenue, 
Lemmermann said. 

"If you aren't able to grow 
organically, any acquisition can 
quickly become a liability and 
put your entire organization in 
jeopardy," he said. "Acquisitions 
can be dangerous and are only a 
piece of a strong growth plan." 

THINGS TO LEARN 
FROM DuMONT 

L&L visited two of Yard-Nique's offices in the Raleigh, 
N.C., area, including the corporate headquarters. 
Here's what we learned. 

• ONSITE FUELING. Workers fill up in the morning and fill up every truck 

and machine before leaving. This avoids crews making any stops for fuel 

during their routes. 

• ASSIGNED PARKING. Crews have assigned parking spots for trucks, 

which makes morning roll-out less chaotic. Every project manager has a 

pod to store equipment like blowers and excess materials near his crews' 

parking spots. Each project manager averages about three crews. 

• BREAKING NEWS. Every office has a newsboard where news about 

employees can be posted. This is a place where the company can share 

good news about the company and individual employees. The informa-

tion is collected and posted by the branch manager. 

• AHEAD OF THE REST. A construction member can earn a Y/N sticker on 

his hard hat for going above and beyond. The stickers are a public way the 

company can acknowledge workers who have gone above and beyond. 

The company also gives out awards, like a new pair of safety glasses, for 

workers who have been excelling on the job. 

• DRESSED FOR SUCCESS. The company makes all new laborers buy five 

uniform shirts as a way to show the worker is committed to Yard-Nique. 

The shirts cost about $5 and can be deducted from paychecks. Once the 

shirt becomes worn out the laborer can trade in the shirt for a new one 

at no cost. 

• LOOKING GOOD. The company is still in the process of painting 100 

trucks with the new company color (orange) and new company logo. "I 

wanted to set us apart from the typical brown and green," DuMont said. 

• HOUSE AIN'T A HOME. The company's main headquarters is spread 

out between three houses built in 1865,1901 and 1920. The houses were 

considered uninhabitable, and DuMont bought and rehabbed them. 

• ORGANIZED FROM THE START. The company hired a human resources 

director, Kelly Somers, two years ago, and among the many ways the 

hire has improved the company is the onboarding process that was 

installed after Somers joined. When new employees start, they are set up 

with everything they need on the first day. Whether it's new uniforms, a 

new truck or a laptop, the items are ready on the worker's first day. 

L A W N A N D L A N D S C A P E . C O M | OCTOBER 2015 11 



For more news, visit www.lawnandlandscape.com 

Design, build and sell 
L&L attended NALP's Design Build Installation Symposium in Boston 

to learn about best practices in a growing segment of the green industry. 
By Kate Spirgen 

Design/build business is booming again as the economy and the 
housing market recover, so we headed to Boston for the National 
Association of Professional Landscapers' symposium covering 
everything from hiring and retention to green walls and roofs. 

As part of the symposium, attendees toured different living wall locations. 

INBOUND MARKETING. Ty ler 
Richer, principal implementa-
tion specialist at Hub Spot, a 
inbound marketing and sales 
software company, gave tips on 
inbound marketing, creating 
buyer personas and creating 
the right content to keep them 
interested. 

• The customer now has con-
trol of the buying process 
and researches extensively 
before making a purchase. 

• To attract leads and en-
gage with prospects, cre-
ate authentic content and 
personalized interactions 
throughout the buying 
process. 

• More useful content means 
better search engine opti-
mization. 

In order to know your perfect 
customer, you have to know 
who you are trying to sell to 
and what their wants, needs and 
personality are. 

You can do this by identify-
ing certain factors and creating 
a buyer persona. Here are some 
of the common factors: 

• Common behavior pat-
terns 

• Pain points 
• Goals, wishes and dreams 
• General biographic and 

demographic information 
"If you don't know your 

buyer personas, every aspect of 
your inbound marketing will 
suffer," Richer said. 

The buyer's journey is the ac-
tive research process a potential 
buyer goes through. Once you 
can identify where they are in 
the buyer's process, you can send 
them the right content from 
your website. The stages are and 
appropriate content are: 

http://www.lawnandlandscape.com


I don't want to feel like 
my business is running me 
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Awareness: I have a problem 
or need. 
Content: Research reports, 
expert content, case studies, 
educational content 
Consideration: I have a solu-
tion. 

Content: Live interactions, 
expert guides, comparison white 
papers 
Decision: I need to buy the 
solution. 
Content: Vender comparisons, 
costs 

Once you know your buyer 
personas, you can create and 
optimize content around each 
keyword or phrase they would 
be searching. Be sure to target 

locally so that you're attracting j 
the right people. For help, get j 
a Google local listing and get j 
a report from GetListed.org to j 
show you where you're starting, j 

HIRING AND RETENTION. Alex j 
Pratt, area director of hiring j 
and retention for Omni Hotels j 
and Resorts, gave tips on hiring, j 
training and retaining the right j 
people. j 

• In order to find the right j 
people, you need to know j 
your market. j 

• To retain the right people, j 
you need to do repetitious j 
re inforcement . For ex- j 
ample, if someone is doing ; 

well, tell them every week. 
• To bu i ld your bench, 

identify your key players 
and ask them to help you 
recruit. 

• Hold everyone to the same 
standard. 

• Give those employees who 
want to move up the op-
portunity to do it. 

"Being known as a company 
that promotes from within is a 
major factor in impacting reten-
tion," he said. 

GROWTH AND PROFITS. Ken 

Thomas of Envisor Consulting 
gave strategies to help contrac-
tors grow their businesses to a 

j stable and profitable place. He 
j started out as a small operation 
; and while he knew a lot about 
; landscaping, the business side 
j was a tough lesson. "You can 
j be a great cook, but you might 
j not be able to run a restaurant," 

i he said. : 

j Thomas said the life cycle 
j of a business is like an S curve 
j starting with startup, moving 
j into growth, then adolescence, 
j maturity and succession and 
! decline. 
j "It takes the intentional ac-
j tions of leaders and management 
j doing the right things at the 
j right time to make it to ma-
! turity," he said. He noted that 

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

[ # G m b l R O N Wand 

Cham Saw Holder 

643 W. Ellsworth St. • Columbia City, IN 46725 
„ PH (260) 244-4654 • FAX (260) 244-7355 

http://www.iawnandlandscape.com
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process is key to moving from 
the adolescent to the ideal phase: 
maturity. But working harder is 
not the answer. 

Here are his tips for moving 
into maturity: 

• In the absence of a pro-
cess problem, if something 
goes wrong, it's a people 
problem. 

• Divide the duties of sales or 
you will be stuck working 
in your business instead 
of on it. 

• Your system is only as good 
as it performs during a rush. 

GREEN ROOFS. George Irwin, 
founder of Green Living Tech-
nologies International, went 
over some of the best prac-
tices for creating green roofs and 
walls, part of a growing niche. 
"Don't ever associate green roofs 
with low maintenance. There's 
no such thing," he said. 

• One of the biggest chal-
lenges is in the waterproof-
ing. Media will spill out 
and roots will grow out 
of the box if it isn't done 
properly. 

• If you don't fertilize, the 
first year will be fine, the 
next six months will see 
decline and then it will 
require a renovation. 

• Use 20 percent organics 
in the soil and topdressing 
with compost every spring. 

• Slow release fertilizer is a 
bad idea since it will just 
run off of the roof rather 
than sinking into the soil. 

• Make sure to take water 
weight into consideration. 

• Irwin recommends sod 
over seed to cut down on 
maintenance. 

ND Landscape keeps things running smoothly 
As part our trip to the Design/Build Symposium, 

we also stopped by ND Landscape in Georgetown, Mass., 
to find out how the company does business. 

D LANDSCAPE has been in business for 

33 years in Georgetown, Mass., providing 

design/build, maintenance, enhancement 

and snow removal services for both 

residential and commercial customers. The 

company does $8.4-8.5 million annually and has 

spent the last two years focusing on its commercial 

maintenance division, which brings in $1.3-1.4 

million, and the enhancement side, which does 

about $1 million. "That's absolutely our weakest 

link right now," said co-owner Nick DiBenedetto. 

It took ND Landscape 18 to 20 years to break the 

$1 million mark, which they did by taking a hard 

look at who was owning each area like sales and 

management. They put systems in place to keep 

things moving smoothly, which helped them stay 

on track, DiBenedetto said, but it was "really tough." 

The company uses BOSS Landscape 

Management software to track jobs, materials and 

man-hours. The software will spit out a job ticket 

telling crews what materials they need, where 

they're going and how much time they have to 

complete the project. 

That way, if a project uses too much material or 

Q ND Landscape has streamlined its yard for 

maximum efficiency with seven stations dedicated 

to a daily or weekly task. 

. STATION 1: Off-loading 

• STATION 2: Truck washing 

• STATION 3: Vehicle and equipment service 

• STATION 4: Communications 

. STATION 5: Bulk loading 

• STATION 6: Equipment loading 

• STATION 7: Parking 

takes too much time, managers can see the pain 

points and ask the right questions. 

The system didn't work well for them for two 

years but then they brought in a consultant who 

taught an employee how to best use it. "You really 

need a power user," DiBenedetto said. 

The software tracks hours live and ND Landscapes 

uses tablets to help crews stay on track. Getting 

some of the older crew members on board with the 

new system has been tough, DiBenedetto said, and 

the company has lost a few foremen because they 

didn't want to deal with the new regiment. 



NOONS ON THE MOVE AFTER 
T 
After selling their $8 million Noon Turf Care business to Tru-

Green last month, Christopher and Matthew Noon won't be 
sitting idle for very long. The duo is already working on a new 
franchise, Smart Lawn, which they plan to launch in January 

of 2016. 
"We found there's a niche to offer better service for clients across the 

country," said Christopher, who also operates Green Light Consulting. 
Noon said he's been in talks with TruGreen and its former parent 

company ServiceMaster since he entered the lawn care business in 
2007. The pair had been thinking about franchising for a couple of 
years. When they received a "generous" offer from TruGreen, the two 
took it and can now concentrate on the franchise. 

"It comes down to the opportunity," he said. "We were in one 
region and a small territory, and I think our talents will be served 
better nationally and hopefully internationally one day. 

Noon said eight employees from the Noon management team 
will join the start-up, while the rest of the company's employees were 

offered positions with 
TruGreen. The Noons 
will be co-CEOs of the 
new operation with 
Christopher focusing 
more on the sales and 
marketing side and 
Matthew on the vi-
sion and strategy. Their 
longtime CFO Stepha-
nie Lee will focus on 
finance and operations. 

While Noon has 
a non-compete with 

TruGreen in Noon's existing territories, which was a couple of coun-
ties, the plan right now is to start franchising along the East Coast to 
as far west as Illinois and then expand into the midwest and south. 

Noon said it was a difficult decision to sell the company he and his 
brother started from scratch at the end of2007, but he was impressed 
with the new TruGreen leadership team and vision for the future. 

"They were concerned about our employees, and very concerned 
about our client base and quality we were offering," he said. "We 
felt great about the deal. It's never easy because you are emotionally 
attached to clients and employees. We started with nothing and put 
our heart and soul and life into it. So it was tough to part ways but we 
knew we had another plan in line, sort of our second act." — Brian Horn 

|ted with nothing 
our heart and 

soul and life into it. So it 
was tough to part ways, 
but we knew we had 
another plan in line, 
sort of our second act.95 

- Christopher Noon 

INNOVÒ ION. DURABILITY. 

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

Visit booth 4153 
I * at the GIE+Expo 

Oct, 22-23 in 
Louisville, KY 
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W FORD. #1 IN COMMERCIAL VEHICLES FOR 30 YEARS 
With a lineup that ranges from the flexible Transit Connect to the powerful F-650 
& F-750, it's no wonder Ford has racked up nearly three decades of dominance. 
What does that mean for you? It means that whatever you do for work, you can 
bet there's a Ford commercial vehicle that can help you do it better. Find your 
perfect vehicle at ford.com/commercialvehicles. 

Based on IHS Automotive, CY 1985-2014 US Class lc-8 New Registrations, excluding SUVs 



2016 F-650/F-750 preproduction 
model with aftermarket equipment 
shown. Available fall 2015. 
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THE EASIEST WAY 
TO TRACK YOUR 

MOBILE WORKFORCE 

Visit ExakTime at 
Booth #10162 

IT'S TIME. 
With the industry's 

#1 mobile workforce 
management solution, 
employees can 

track themselves or 

supervisors can clock 

in an entire crew. Our 

award-winning app 

provides all the right tools to effectively manage 

crews and jobs on the go. 

• Leave the pain and hassle of paper time cards 

• Manage crews and job sites from your mobile device 

• Receive photo verification at clock-in and clock-out 

• Get a handle on overtime hours 

• Easily transfer time tracking data to your 
accounting package 

ExakTime 
1.877.391.0475 • www.exaktime.com/lal 

For more news, visit www.Iawnandlandscape.com 

NEW WAY LANDSCAPE ACQUIRES 
TIERRA VERDE LANDSCAPE 

n a whirlwind seven-day acqui-
sition, New Way Landscape 
& Tree Services in San Diego 
purchased Tierra Verde Land-

scape, a $4-million company in 
Huntington Beach, Calif. 

After Tierra Verde's owner, 
Allen Chariton died on July 24, 
his wife wanted a quick sale, 
according to Randy Newhard, 
New Way 's owner. Newhard 
agreed to the deal on Aug. 22 
and shut down Tierra Verde on 
Aug. 28. Newhard kept 30 of 
Tierra Verde's 74 employees, 
and 35 of its approximately 137 
maintenance jobs. 

"We had a team of 12 New 
W a y employees at (T i e r r a 
Verde's) old office performing a 
job fair, inventorying equipment 
and trucks, changing names on 
trucks, and had a mobile lab 
there to do physicals, e-verify 
and administering drug tests," 
Newhard said. 

"Potential employees were 
interviewed and were called 
on Sunday to start Monday. 
This deal all happened basically 
within a seven-day period. Ac-
quisitions should usually take 
four to eight weeks." 

Newhard said he was attracted 
to the business because of its tree 
care services and its presence in 
Orange County. 

"We have a book of business 
in Orange County and this ac-
quisition added to that portfolio. 
Plus it added an immediate list 
of new management companies 

we could potentially do busi-
ness with," he said. "Plus, they 
had a tree division and they also 
performed arbor care work for 
all their maintenance acts. We 
have had a plan to expand our 
San Diego tree company into 
Orange County and this made 
an immediate impact for that 
expansion." 

This is the second acquisi-
tion Newhard made this year, 
acquiring a competitor's book of 
business and employees in Inland 
Empire north of San Diego, 
earlier this year. 

"We also had a book of busi-
ness there and wanted to expand 
in that area," he said. 

Newhard said he is now look-
ing at another deal in San Diego, 
which he plans to do a little 
slower than the Tierra Verde 
deal. He said the company will 
move to a new facility in October 
of this year. 

"It has been a challenge to 
execute this all in a basically 
seven-day period," he said. "If 
not for my daughter Kathryn 
Dejong who is president and 
runs the operations, along with 
the rest of our staff who jumped 
in with both feet to get this up 
and running, I don't know if we 
could have pulled it off. Actually, 
I know we could not have." 

New W a y Landscape was 
number 88 on Lawn & Land-
scape's 2015 Top 100 list with 
revenue of $ 17.5 million and 235 
employees. — Brian Horn 

http://www.exaktime.com/lal
http://www.Iawnandlandscape.com


LebanonTurf 

It's not that complicated....for better turLuse better ingredients 

MESA 
Patented Controlled Release Nitrogen 

Long term feeding Fewer clippings 

Faster green-Up 

Dark green color 
without surge growth 

Not complicatecL.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. F j i r o S C c i p C 

Half a piece of MESA is still MESA 

\ 
Available in ProScape brand 

Best of Al I Worlds® 
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ARTISTREE ROLLS OUT 'THANK A LANDSCAPES PROGRAM 
Sometimes the smallest 

gestures have the biggest 
impacts. 

Like the gift of coconut 
bread and jam, which were given 
to ArtisTree Landscape Mainte-
nance and Design as a unique 
way of thanks. 

Tlie company had been asked 
to help transplant fruit trees that 
were being removed from the 
future site of a sales center. 

The landscape chairman of 
the homeowners association 
board didn't want to see the 
trees destroyed, so he asked 

ArtisTree to transplant them 
around the community. As a way 
of thanking ArtisTree, the chair-
man and his wife made bread 
and jam from the trees. This 
gesture sparked ArtisTree's new 
program, Thank A Landscaper, 
which was launched in the spring 
(thankalandscaper.com.) 

It gives people the chance to 
thank anyone that has had an 
impact on their experience with 
the green industry. 

"We want to go quietly into 
neighborhoods and transform 
their properties and maintain 

them well, but it 
would be nice to 
be acknowledged," 
said Debra Mor-
row, vice president 
of marketing. 

The company 
decided to start an 
initiative to thank 
landscapers for the 
work they do. 

A photograph 
taken of Orlando Otano Ramon, 
one of ArtisTree's crew mem-
bers, was turned into an artistic 
card and given out to people to 

LANDSCAPER 

raise awareness to 
the program. 

At the site, people 
can click a tab and 
thank any individu-
al or company. 

"If people have a 
more positive per-
ception of landscap-
ers, whether degreed 
or not, designers or 
not, manufacturers 

or not, we can all go down the 
river together and benefit from 
the positive perception," she said. 
— Katie Tuttle 

I AM ^ 
A LANDSCAPE. 
PROFESSIONAL 

T f f l 

mgf 

"Joining NALP is 
definitely worth the 
investment, not only for the 
professionalism that it brings 
to your company, but also 
for what you can learn." 
— Josh Kane, Landscape Industry 

Certified, Kane Landscapes, Inc. 
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Visit bit.ly/landscapeprofessionals to learn more. 
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When Barry Wynn started Wynn's Intensive Lawn Care, he bought 
his spray equipment from us because we were just three miles 
down the road. Now, more than 30 years later, he's found a few 

more reasons to do business with us. 

i i / y n n ' s 

Intensive 
Lawn Care 

(770) 949-1455 

w w w . w y n n s i a w n c a r e . c o m 

BARRY WYNN, CEO 
WYNN'S INTENSIVE LAWN CARE - DOUGLAS VILLE, GA 

For starters, he likes the way we build our products - not just 
the 48 man-hours that go into making each of our spray units -

but also our strong Tuflex® tanks, long-lasting cast-iron-and-steel 
Bean® pumps, reliable Honda® motors and hose reels so durable 

they set the standard for military applications. 

Add full service and lifetime phone support, and you can see 
that we're just as committed to Barry as he is to us. 

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 

http://www.wynnsiawncare.com


( g m ì DUPLICATE 
Simple solutions to common problems you face every day 

DIRECT REPORTS 
BY CHUCK B O W E N 

EACH OF ROBERT GROFF'S JOB SITES 
is a magnet: All materials are shipped there 
instead of his yard, and his crews report di-
rectly to the project. 

GrofF, president at Groff Landscape De-
sign in Fairfax Station, Va., does all design/ 
build work and about $1.4 million a year. 

Instead of paying his two crews of five 
field employees each to spend two hours a 
day in traffic, GrofF has them drive their 
own vehicles straight to the job site. 

He says this keeps them more engaged 
and focused. They aren't spending time at 
the shop gassing up equipment or load-

ANYTHING THAT WE USE 
frequently, it's in that trailer 
and nothing more" 
Robert Groff, Groff Landscape Design 

ing materials. None of the crew members 
need a CDL and having fewer trucks 
(and truck drivers) saves wear and tear on 
GrofFs pick-ups. 

"Instead of wasting one to three, four, 
five, six man-hours a day of travel and 
load up time, all of the guys are at the job 

I l i l l B E 
E> Email clients the day before you're set 
to arrive to make sure necessary utilities 
(like water and electric) are turned on. 

ABOVE: Any equipment or tools the crew will 
need for a job are delivered to the job site in 
one of the company's trailers. The trailer and 
enclosed equipment will stay on site until the 
job is finished. 

> Groff L a n d s c a p e D e s i g n is a 

$ 1 . 4 m i l l i o n - d e s i g n / b u i l d c o m p a n y 

b a s e d in F a i r f a x Station, V a . 

site," GrofF says. All tools and equipment 
are delivered in one of the company's 16-
foot enclosed trailers by the project manager, 
left at the site for the duration of the job and 
removed when the project is finished. 

The trailer is organized with anything the 
crew is going to need for the job: a Troy-Bilt 
tool box, a rack to hang shovels and rakes, 
and crates on shelves to hold fittings. Racks 
on top hold pipes and ladders. 

"Anything that we use frequently, it's in 
that trailer and nothing more," GrofF says. 

"IF we need it once a year, we're not go-
ing to put it in there because it's just wasted 
space." Instead, project managers will bring 
specialty equipment in their trucks as need-
ed. 

GrofF says the time his employees save us-
ing this direct-report system allows them to 
finish five more jobs each year. 

That adds up, especially when GrofF 
figures his average revenue per project is 
$32,000. l&L 

•HU.P:» 
Keep extra pieces of key equipment 

(saws, compressors, drills, etc.) in the 
trailer. 

I> Have all materials drop-shipped 
to your job site to save loading time 
at your yard. 
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© 2015 Mercedes-Benz USA, LLC 

*Excludes all options, taxes, title, registration, transportation charge and dealer prep fee. 
1 Crosswind Assist engages automatically when sensing dangerous wind gusts at 
highway speeds exceeding 50 mph. Performance is limited by wind severity and 
available traction, which snow, ice, and other conditions can affect. Always drive 
carefully, consistent with conditions. 2 Driver is responsible for monitoring fluid 
levels and tire pressure between service visits. See Maintenance Booklet for details. 
Options shown. Not all options are available in the U.S. 

Mercedes-Benz 
Vans. Born to run. 

The 2016 Mercedes-Benz Sprinter Crew Van helps your business grow today-and 

down the road. With seating for five, there's room for everyone and everything. 

Deliver tall plants, flowers and trees with ease thanks to interior heights that reach 

up to 6'4". Low step-in heights simplify access, while optional rear air conditioning 

keeps everything fresh. Plus, new standard Crosswind Assist1 can stabilize your 

Sprinter in gusty winds, and extended 20,000-mile service intervals2 reduce your 

total cost of ownership. To learn more, visit MBVans.com 



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

RAISING YOUR PRICES IS ONE OF THE WAYS YOU CAN BECOME 

MORE PROFITABLE. However, the best way to improve profitability 
is to work on your efficiencies. If you've read my column here in 
L&L for a long time, you'll recall that I mostly talk about leadership 
development, sales, marketing and family. Well, this month, I'm 

going to get really tactical with you and share my top five ways to add 
thousands of dollars to your bottom line right now. So, here goes: 

1. Create a sense of urgency at 

your company for the morning 

routine. At HighGrove Partners in 
Atlanta, owner Jim McCutcheon and 
his team have arguably created the 
most impressive rollout routine I 
have ever seen. Their team gathers 
in a circle in their mammoth shop. 
They get very quick safety instruc-
tions and updates for the day, and 
all methodically, like the U.S. Army, 
walk to their trucks and leave in 
single-file fashion quickly, safely 
and impressively. If you are late for 
work, you don't work. They have a 
clock that shows the goal and they 
track the departure time of every 
truck that leaves each morning. Their 
trucks are all the same, the equip-

ment on them is all the same, and 
they get parked inside, so there's no 
loading or unloading. 

2. Have clear, highly detailed 

work orders. Jarod Hyson at Earth, 
Turf & Wood in Denver, Pa., has 
work orders and drawings like I've 
never seen before. The hours bud-
geted for the job are on them. They 
have a planning meeting before his 
crews ever set foot on the property. 
Many people in his company are 
involved in the bidding process so 
there is experience share and buy-in. 
Which job do you think the crew 
is more excited to work on? The 
one they had a say in? Or the one 
they did not? Too many landscap-
e s don't plan well on the front end 

and they pay for it big time. Include 
photos and have correct prints. Put 
the work order together with the 
intention that whoever sold it won't 
be available, and your perspective 
will change. Detailed work orders 
don't cost; they pay. 

3. Have trucks with boxes that 

carry everything you may need. 

One of the first areas I help strug-
gling landscapers improve is their 
truck set up. You lose money when 
your team loads and unloads tools. 
You lose money when you have to 
drive clear across town with a pole 
pruner for a crew that should have 
something like that on their truck. 
When I see a company with a flatbed 
truck and no tool boxes, I see a 
company that must enjoy throwing 
money out the window. Grunder 
Landscaping Co.'s trucks cost more 
but they are worth it and make us 
a sizable return on our investment. 
Folks, think about that and stop 
buying trucks off the lot. Order them 
and have them customized. 

4. Have standard operating 

procedures (SOPs) for all that you 

do. The key word here is all. As I 
type this column, I am on a flight to 
Atlanta to work with a landscaper. 
Where do you think airlines would 
be without standard operating 
procedures? How many lives would 
be lost if the pilot didn't go through 
a series of steps before, during and 
after each takeoff and touchdown? 
Jeffrey Johns runs one of the 
Southeast's most successful land-
scape maintenance firms, Coastal 
Greenery. They have procedures 
for everything, and everyone there 
knows them, believes in them and 
practices them. Procedures take the 
guesswork out of things. When your 
team isn't guessing, they are work-
ing and gathering momentum that 
turns into dollars. 

5. Have a culture of continuous 

improvement. Industry equipment 
company Ariens/Gravely has this 
figured out as well as anyone. Its 
facility in Brillion, Wis., is the gold 
standard for continuous improve-
ment. (Full disclosure: I work with 
Ariens/Gravely to provide sales 
training and employee mentor-
ing.) Everyone there, including the 
company CEO Dan Ariens, is part 
of the process. It's an attitude; it's a 
culture. If Dan weren't behind this, 
think about how easy it would be 
for others to not be supportive of 
it. Everyone who works at Ariens/ 
Gravely is empowered to speak up 
about ideas that would make them 
more efficient and the leadership 
team there listens and implements 
the ideas. All of you can accomplish 
more working together than trying 
to improve by yourself. 

Look closely at how you are 
doing at the five things I laid out 
above and make a commitment to 
get better now! L&L 

mailto:mgrunder@giemedia.com


WHO'S WATCHING 
THE SITE TONIGHT? 
Networkfleet Asset Guard 

Your trucks, trailers, generators, and other assets are crucial to getting the job done. But what 

happens to them after your crew calls it a day? Combine Asset Guard with Networkfleet GPS 

vehicle management and you can quickly and accurately locate every fixed and movable asset 

in your fleet, day or night. 

— -

866.869.1353 | www.Networkfleet.com/LLAssets AD-N203 I 09.15.2015 

http://www.Networkfleet.com/LLAssets


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

WHAT GOES UP... 
THIS YEAR HAS TURNED OUT 

TO BE A BOOM YEAR for 
most green industry contrac-
tors. Phones have been ring-
ing off their hooks ever since 

the first hint of spring and good 
weather. Just about all facets of the 
industry are at pre-recession levels. 
However, the question is: "How 
long will this boom cycle last?" 

Just as water seeks its own level, 
the economy seeks equilibrium. 
What goes up cannot keep rising 
forever. At least this has been our 
economic history for almost 100 
years. While the overall trend is 
positive as our economy creates 
and sustains more and more wealth 
(capital), there are constant boom 
and bust cycles as the general 
economy grows. 

Too many entrepreneurs ignore 
these cycles and do not see them as 
being a good thing - a winnowing 
process of sorts. They expect the 
economy to perform like a roller 
coaster that eternally climbs and 
never drops. 

If you plan properly, you can 
counter the busts and ride the 
booms to prosperity. Just as a roller 
coaster climbs, dips, twists, turns 
and drops, creating an exhilarat-

ing experience, so too can proper 
planning turn the ebbs and flows of 
the economic cycle into a constant 
wealth building experience. Those 
who plan properly go on to a bigger 
and better future. Those who don't 
often lose their cookies - literally 
and figuratively. 

STRATEGY FOR SUCCESS. I recent-
ly hosted a brainstorming session 
(see page 10) in the Raleigh, N.C. 
area. It's a M.A.D. meeting where 
we focus on mergers, acquisitions 
and divestitures. 

The meeting primarily revolves 
around the M.A.D. process and cre-
ating a company that has value to 
prospective buyers. In order to cre-
ate value, a company has to create 
sustainability. This means it is able 
to counter the economic cycles and 
create wealth for its owners in both 
good times and bad. It is constant 
and dependable streams of cash 
that buyers are looking for. 

While no one segment of the 
green industry is bullet-proof, some 
get bullet-riddled in a recession. 
For instance, in a downturn, the 

first few markets to flush down the 
toilet are residential installations and 
commercial home production lots, 
followed by general commercial in-
stallations. Government installation 
projects are somewhat resilient until 
they become hyper-competitive 
when commercial and residential 
installers with no work jump into it, 
which is usually about a year into a 
recession. 

Once this happens and the 
economic pie begins to shrink, 
companies jump into the mainte-
nance market. 

It's almost too late to change 
your market course once you're 
in a recession. The smart thing is 
to build a sustainable company 
while the economy is robust. Smart 
contractors build on a foundation of 
repetitive service work. Providing a 
"full-service" spectrum to residential 
and/or commercial customers is a 
good place to start. 

You should then try to expand 
your chemical application lines. 
Irrigation service is also an excellent 
area to grow, as is Christmas décor. 
Tree services and pruning should 
not be overlooked due to the ne-
cessity to prune such for both safety 
and aesthetic reasons. Enhance-
ments for both residential and com-
mercial maintenance clients should 

be vigorously pursued as well as 
fine gardening for homeowners. 

It's not that you want to ignore 
installation projects. Just be aware 
that, like the blitz in football, if you 
live on installation projects alone, 
you'll die by them. If all you do is 
installation projects, it's not a ques-
tion if you're going to get burned, 
it's a question of when. 

Someone once said that the 
seeds of an organization's destruc-
tion are sown from within. How 
true. The good news is that you 
choose which seeds to sow. You 
can choose to plant the seeds that 
lead to long-term sustainability and 
that counter the economic roller 
coaster or you can fail to diversify 
and suffer the consequences. 

CONCLUSION. Roller coasters are 
specifically designed and built to 
provide a safe and exhilarating 
experience based upon gravity and 
numerous twists, turns, dips and 
drops. Economic downturns are not. 
Just as there is no eternally climbing 
roller coaster, there is no such thing 
as an eternally growing economy 
without cycles that go "Boom!" and 
then go "Bust!" The good news is 
that you can choose to grow con-
sistently through these cycles if you 
plan properly. It's up to you. Choose 
wisely, my friends, L&L 
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Built in America. Believing in America.' 
STIHL truly believes in the productivity 
of American workers and businesses. So 
we're proud to be one of the U.S. manu-
facturers rebuilding our economy one 
brick, one car and one power tool at a time. 
STIHL believes in supporting local business 
owners like you. It means something to 

your clients, to your company, and to us. 
Because it's the real people, STIHL people, 
who help make STIHL the number one 
selling brand of gasoline-powered outdoor 
power equipment in America.* 

To find a STIHL dealer: STIHLusa.com 

¿ M Selling Brand of Gasoline-Powered 
j ^ B Handheld Outdoor Power Equipment 

I in America 

* A majority of S T I H L powerheads are built in the United States from domestic and foreign parts and components. " N u m b e r 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 p o w e r equipment category combined sales to consumers and commercial landscapers. © 2 0 1 5 S T I H L 

STIHL 
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BY SCOTT JAMIESON 
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. 

INVESTIGATOR LOYALIST ENTHUSIAST 

O 

CHALLENGER PEACEMAKER REFORMER 

O 
HELPER ACHIEVER INDIVIDUALIST 

PERSONALITY PROFILES 
AS A HIRING TOOL 

AS MANAGERS AND LEADERS, 

we often look for that one 
thing that will be a magic 
bullet to propel our team to 

great performance. My experience 
has shown me that there is no one 
best program or training regime, but 
there are great tools to put in the 
toolbox. 

A few years ago, I was working 
with a consulting group called Trans-
form out of Maryland to help me 
with sales training, and during our 
work together they introduced me 
to the Enneagram. The Enneagram 
is a nine-pointed model (ennea 
means nine, gram means model) 
that helps people understand how 
they and their personality operate. 
The Enneagram has been taught at 
the Stanford Business School and 
has become more visible in busi-
ness training. Much of its previous 
use has been in spiritual teaching 
and therapy work, but my use of 
the Enneagram has focused on the 
business aspects. 

What gets in the way of what 
you want, whether it is in business, 
family, friendships or your spiritual 
connections is the same: It's you. 
What prevents you from being who 
you want to be or where you want 
to go is always the same: It's you. 

The Enneagram describes nine 
personality types, or "lenses," 
through which people see the 
world. These lenses are all different, 
and when we start working with 
the Enneagram we realize that 
everyone sees the world differently. 
We all have different strategies for 
a successful life. We all define a suc-
cessful life differently and, beyond 
that, we all have different pathways 
to achieve that success. 

The Enneagram's personality 
styles are those places each of us 
tend to center on, or spend most of 

our time. They are our home base. 
No one type is better or worse than 
another, but the true learning is 
that they are different and people 
view their lives and the world 
through their own personality lens. 
For example, when you walk into 
a room does your attention go to 
who has the power? Does your 
attention go to what is wrong and 
needs to be fixed? Does your at-

tention go to who needs help? Or 
does your attention find worry and 
worst-case scenarios? 

So what does this mean for you 
as a leader of your team, and how is 
it going to help you attract and keep 
great people? When leaders realize 
that people see the world differently 
than they do, they broaden their 
perspective and understand their 
team better. 

© TO LEARN MORE ABOUT 
the Enneagram, check out 
Enneagramworldwide.com 
and Transforminc.com. 

The best leaders I have ever 
worked with tended to be those 
who understood themselves first 
and had the capacity to at least 
acknowledge the perspective of oth-
ers. The Enneagram teaches us to 
enter into the journey of self-dis-
covery and appreciation first before 
trying to figure others out. When 
leaders begin to consciously impact 
others, they go off "automatic" and 
make their actions and behaviors 
much more intentional. 

For key meetings I ask myself, 
"What impact do I want to have in 
this situation?" It forces me to think 
of the outcomes and the results, not 
just the intention I might have going 
into the situation. Certainly this is 
much easier when you have time to 
plan and be conscious about a situa-
tion. Where we can get into trouble 
is "in the moment" where we 
actually spend most of our time. It is 
in the moment when we tend to be 
on automatic and not conscious of 
our impacts until it is too late. 

The best leaders are those who 
are present in the moment and very 
conscious of the impacts they are 
creating. The Enneagram is one tool 
that can help you better understand 
yourself - and your team - and be 
more present in the moment. I have 
found the Enneagram one of those 
studies that forces you to go deeper 
if you are interested in learning 
more. The Enneagram is a lifelong 
study and practice for those who 
see its value, L&L 

The author is a vice president at Bartlett 
Tree Experts, Northbrook, III., and 
president of the National Association of 
Landscape Professionals. 
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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 DATQTURF2068 
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While Jon Rick flies between two states to operate%tw6^mpanies# he is training his employees 

to take on more daily responsibilities so he can focus on the big picture. By Brooke N. Bates 

RENT A 
ON RICK BOARDED 143 FLIGHTS LAST YEAR. About every three days, he 

J landed in either Denver or Bismarck as he flew back and forth between two businesses. 
"If I don't keep moving, I get stir crazy," says Rick, who initially chose lawn care over 

finance (his college major) because he didn't want to be inside at a desk all day. He didn't 
realize that his "desk" would become a mobile office in the sky. 



FREQUENT 
FLYING 
ADVICE 

Don Rick lives most 

people's nightmare -

spending a lot of time 

in airports due to his 

frequent trips between. 

Bismarck, N.D., and Colorado Springs, Colo. 

"During landscape season, I'm in both 

offices every week," Rick says. "I'm in each 

place for about three days, so I'm usually in 

the airports two to three days a week going 

back and forth." 

Those airline miles have taught Rick how 

to manage his busy schedule effectively -

and technology helps. He prefers email to 

phone, for example, because if he only has 

a 20-minute window, it's much quicker to 

send several emails than to wait for people 

to pick up phone calls. 

Technology enables him to work 

anywhere - even in the air. Rick travels 

with his iPhone, iPad and laptop to work 

remotely. By using his iPad on his cellular 

network, he can connect anywhere without 

relying on Wi-Fi. Because the files for both 

companies are stored on the cloud, he can 

access anything at all times. 

"I carry a mobile office with me to 

manage my time effectively so I don't have 

down time," he says. 

He also plans his flights accordingly to 

maximize his time in each office. 

"I choose flights in the evening so I'm 

not missing phone calls or emails," he says. 

"It's being creative about scheduling times 

to travel, and being extremely effective 

when I'm there by setting up back-to-

back appointments. Any office work or 

phone calls, I need to do later or early in 

the morning so I can meet with people 

throughout the day." 

Hopefully, all the work now will pay off 

later, he says. 

"It is a lot of travel, which I enjoy for 

the most part, but it does get old when 

you pull in your driveway at 12:30 a.m. 

and you have to get up at 5:30," says 

Rick, 31. "I don't have a wife, I don't have 

kids, so it's easy for me to do. But at 

some point I will, so that's why, while I'm 

young, I'm trying to put certain pieces in 

place so I won't have to be in either spot 

at any certain time." 

After graduation, Rick became part-owner 
and general manager of the lawn care com-
pany where he worked during college. After 
several years building his experience, he 
started J. Rick Lawn & Tree in 2011. He 
did all sales and applications himself the first 
year, then hired technicians as the Colorado 
Springs-based company grew. 

Then, in the summer of 2012, wildfires 
ravaged Colorado, practically shutting 
down businesses like Rick's as thousands of 
residents evacuated. Rick traveled back to 
his hometown of Bismarck, N.D., where he 

* stumbled onto an opportunity. 
"I had quite a few friends that were 

° struggling to find landscape contractors. It 
§ was small stuff - grading and putting rocks 
g and edging around houses - but they just 
£ couldn't find contractors," he says. "So I 

ended up doing some work in Bismarck on 
my vacation. After talking to more, people, 
I realized the demand for good contractors 
was there due to all the new construction." 

That fall, Rick went on a "fact-finding 
research mission" to Bismarck with Tim 
Emick, owner of a landscaping company 
in Colorado Springs. They met with several 
builders, developers and realtors to evaluate 
the market opportunity. Blending Emick's 
landscape construction experience with 
Rick's sales savvy, they founded Dakota 
OutdoorScapes in time for the 2013 season. 

"Lawn care is an easier business model," 
Rick says. "The returning revenue and the 
sellable aspect is the best in the industry, 
where it's more recession-proof and it's 
easier to manage. Landscape construction is 
more exciting because you're transforming a 
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blank canvas into something beautiful, and 
you deal with higher dollars. But you have to 
sell it every year. So there are big differences 
and things to like and dislike about both." 

A TALE OF TWO COMPANIES. Though located 
about 775 miles apart, the Colorado lawn 
care company and North Dakota landscap-
ing company help each other grow. Besides 
sharing some key employees, including Rick, 
president of both J. Rick Lawn & Tree and 
Dakota OutdoorScapes, the businesses tap 
into each other's best practices. 

"There are always certain systems I see in 
place at one company that work really well 
that we'll implement at the other company," 
Rick says. "For example, we use Real Green 
software for lawn care in Colorado (at J. 
Rick). It's really not really applicable for 
landscape construction, but the back office 
work is cumbersome for smaller landscape 
jobs, so we've implemented Real Green 
software for Dakota as well." 

Both companies' software, data and files 
are stored on the cloud, making it easy to 
access anything from either company on 
any device. Starting this year, Dakota will 
add lawn care to its landscaping services -
further leveraging the Real Green software 
as well as J. Rick's lawn care experience. The 
companies share many of the same systems, 
processes and back-office staff. But even 
within similar frameworks, people interact 
differently across the country — giving Rick 
plenty of stories to share with his teams. 

"Having two companies in two different 
states gives you some perspective," he says. 
"You get to be around a lot more people, 
different attitudes and different cultures. 
... There's definitely a lot of sharing back 
and forth: saying, 'Here was the experience, 
here was the customer's take, and here's the 
outcome.'" 

Rick regularly shares customer feedback so 
employees can see examples of great service 
from both companies. When customers 
barbecue wild game to thank the crews, for 
example, or email Rick saying they can't be-
lieve how late the crew worked, or how clean 
they left the sidewalk - those examples can 
spur consistently high-quality work. 

Together, J. Rick Lawn & Tree and Dakota OutdoorScapes employed 19 people last year and expect 25 
this year. Rick hires people who can be self-sufficient and make their own decisions. 

"We want people to know that we'll take 
care of their property to the best of our abil-
ity, and make the experience as painless as 
possible," Rick says. 

GROOM AND GO. Though Rick is the main 
shared resource between the companies, 
several back-office associates also split their 
time - without leaving Colorado. 

Emick's other company, Timberline 
Landscaping, shares an estimator and an of-
fice manager with Dakota OutdoorScapes. 
J. Rick's office manager assisted with both 
companies, but since her recent promotion 
to operations manager, Rick hired an office 
assistant who now crosses over as well. 

At Dakota, Rick promoted an experienced 
foreman to project manager last year, increas-
ing his responsibility over crews and custom-
ers - both for Dakota and Timberline. He 
hired a project coordinator, who focuses on 
Dakota. Meanwhile, a strong lead technician 
at J. Rick ensures there aren't quality issues 
for Rick to deal with in Colorado, either. 

Rick's next hire will be a service manager 
to be in charge of the irrigation and lawn care 
divisions and help the warranty/irrigation/ 
lighting side of the construction division. 

"This area has seemed to take a lot of time 
away from our project manager, when he 
should be managing the construction side, 
and it has also taken a lot of my time," he says. 

Learning to delegate these responsibilities 
has been key to growing both companies. 
Rick used to manage every aspect himself 
- doing his own measurements, estimates, 
proposals and designs, often working until 
10 p.m. after a full day in the field. Now, he 

puts employees in charge of those pieces so 
he can focus on the big picture. 

While he's still the face of both companies, 
in terms of sales and networking, Rick is 
starting to train a newly promoted operations 
manager on sales calls. He'll keep training 
employees to pick up responsibilities, freeing 
him to grow the company. 

"In a lot of companies, you see owner/ 
operators get stuck working in the field, 
but as we've grown, my focus (has become) 
managing the people that do those things," 
Rick says. "My whole goal on hiring people 
is so, once they're trained, I can get out of 
their way and let them do their thing. One of 
the biggest things I look for is someone who 
can be self-sufficient, who has a proven track 
record of making his or her own decisions 
and not relying on somebody else." 

Together, the two companies employed 
19 last year and expect 25 this year. They 
made approximately $1.5 million in revenue 
in 2014, and Rick predicts 25-30 percent 
growth this year. That's slower than the 
70-80 percent growth he's been seeing, but 
he wants to make sure star employees are 
comfortable in their expanding roles before 
picking up pace again. 

"My plan is to groom employees this year 
to start taking over more of my roles and 
responsibilities so they can replace me, so we 
continue to grow and hire more people and 
the people I train will train people," he says. 
"The key has been putting the right people in 
the right places and promoting from within 
when we have superstars. We want to keep 
that train going because it's definitely those 
people that make it happen." L&L 
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Doing our part 
ONCE AGAIN, JOHN DEERE is proud to support 

Lawn & Landscape's State of the Industry Report. This 
valuable information helps all of us gain a deeper under-
standing of industry trends, identify opportunities and 

gain insight into what's ahead for our industry. 
As you review the data, you'll find 2015 has been a significant year 

for many in the industry. In fact, many landscape contractors report 
that they are experiencing one of the best - if not the best - year since 
the Great Recession. Many report that customers are spending again, 
especially on outdoor living spaces and landscape enhancements. 

This is great news for all of us, but the year was not without challenges. 
A lack of labor is creating a bottleneck in operations - 77 percent say 
a lack of qualified employees is a limiting factor to business growth. 
Finding quality employees also ranks as the top item on the list of 

concerns for contractors - 45 percent 
say it will have the most impact on 
their location's business in the next 
three years. 

But despite these challenges, the 
landscape business is a good business! 
Landscape contractors are generating 
a median revenue of $217,000, and 
nearly 70 percent of the contractors 
surveyed have been in business for 10 
or more years. 

Also, other indicators such as 
housing starts, home values and em-
ployment figures support a continued 
positive outlook for the industry. 

After you read through this issue and examine how your business 
compares to those included in the survey, I encourage you to tune in 
to what's happening in your community and local government. 

As landscape professionals, you certainly understand the value of 
well- managed green space in your community. But do your customers? 
How about your local officials? 

Turfgrass provides significant environmental benefits to our commu-
nities like stormwater management and filtration, environmental cool-
ing, carbon sequestration, oxygen production, dust control and more. 

Managed landscapes are not only important to our bottom lines, 
they are important for our environment. We all need to do our part to 
educate our customers and our lawmakers about the benefits of turf. 

I also urge you to get involved with industry associations, such as 
the National Association of Landscape Professionals and the National 
Hispanic Landscape Alliance. Both associations work on behalf of the 
landscape industry to ensure that policies and laws are created to protect 

:ouraye 
you to yet 
involved in the 
communities you 
serve to promote 
the benefits of 
well-planned9 
developed 
and managed 
landscapes 

KEN TAYLOR, CLP 
General Manager 

John Deere Corporate Business Division 

the rights of landscape professionals 
and their customers to create and 
maintain healthy, viable and beautiful 
landscaped spaces. 

We need to work together to ensure 
the outlook of the professional land-
scape industry continues to be bright. 

In addition to supporting the 
industry, John Deere is committed 
to supporting you, the landscape 
professional. Yes, we offer the most 
extensive line of equipment to meet 
your demanding needs, but we also 
support your business through the best 
dealer network in the industry. With 
GreenFleet Loyalty Rewards, Uptime 
Solutions and customized financing 
through John Deere Financial, John 
Deere can support you, and your 
business, like no other equipment 
manufacturer in the industry. 

We'd welcome the opportunity to 
earn your business and provide you 
with the support you need to harness 
the positive trends we see in the land-
scape industry. SOt 



For those who want to be 
on the cutting edge of mowing 
now's your chance. 
Be among the first to buy a ZTrak™zero-turn mower 

with MICHELIINP TWEEL8 TURF™tires at the John Deere 

booth (#1110) at the Green Industry Expo, Oct 22-23.* 

: 

l ^ i J O H N D EERE 

* Applies to select ZTrak models equipped with TWEELs and ordered onsite at the John Deere booth during the CIE Expo only. 
Quantities are limited. Available while supplies last. MICHELIN® X® TWEEL is a registered trademark, and MICHELIN® X® TWEEL® TURF™ 
is a trademark, owned by Michelin North America, Inc. JohnDeere.com/GIE 



Our latest data tell a story of an industry poised for more (and steady) growth. 

ON THE NEXT FEW PAGES, 

we've pulled out some of the most 
important data from this year's 
State of the Industry survey to help 

you better understand what's happening nation-
wide, and put your own operation in context. 
The landscape industry has finally recovered from 
the hangover of the Great Recession. Contractors 
across the country are raising prices, and report 
that customers are spending again - especially 
on outdoor living and construction projects. 
Maintenance continues to dominate the share of 
trailer (and P&L) for most landscapers, topping 

lists for both the fastest-growing and most-prof-
itable services offered. As owners age (more than 
half are 45 or older, and the median age is 51) 
and as more private equity money continues to 
pour into the industry, landscapers are looking 
to sell. A quarter of contractors say they plan on 
selling their business in 10 years, and 40 percent 
of those say they have an articulated exit strategy. 
The biggest limit on business is a lack of labor 
- owners cite a dearth of quality employees as 
having the biggest impact on their business in the 
next three years, more than insurance costs, low-
ball competitors and fuel prices. — Chuck Bowen 



WHAT WAS THE FASTEST-GROWING SERVICE 
YOUR LOCATION OFFERED IN 2014? 
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WHAT DO YOU PREDICT WILL BE THE FASTEST-GROWING 
SERVICE FOR YOUR LOCATION IN REVENUE IN 2015? 
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WHAT WAS YOUR LOCATION'S GROSS REVENUE IN 2014? 
• LESS THAN $300,000 . . .57% 
• $300,000-$999,999  19% 

[ R i MILLI0N-S1.9 MILLION 11% 
• $2 MILLION-$3.9 MILLION 7% 
• $4 MILLION OR MORE  

19o/0 Median revenue nationwide: 

I $217.000 
DID YOUR 
LOCATION 

TURN A PROFIT 
IN 2014? 1 8 : ° 

F 
4% 

NO ANSWER 



DO YOU ANTICIPATE YOUR 
LOCATION'S BUSINESS WILL 
BE SOLD IN THE NEXT 10 YEARS? 

• Y E S : 26% 
NO: 41% 

• D O NOT KNOW: 33% 

IS THERE AN EXIT STRATEGY 
- A N ARTICULATED PLAN TO 
SELL THE LOCATION'S BUSINESS? 

• YES: 40% 
NO: 43% 

• DO NOT KNOW: 15% 
• NO ANSWER: 2% 

HOW MANY YEARS HAS 
YOUR COMPANY LOCATION 
BEEN IN BUSINESS? 

• LESS THAN 5:17% 
5 -9 :15% 

# 1 0 - 1 9 : 2 7 % 
• 20-29 :19% 

30 OR MORE: 22% 

WHAT IS YOUR AGE? 

• UNDER 34:13% 
35 -44 :19% 

• 4 5 - 5 4 : 3 3 % 
• 55-64: 27% 

65 OR OLDER: 8% 

WHAT SERVICES HAS YOUR LOCATION STOPPED 
OFFERING IN THE LAST THREE YEARS? 

LAWN CARE 
LANDSCAPE CONSTRUCTION 
TREE AND ORNAMENTAL 
IRRIGATION 
LANDSCAPE MAINTENANCE 
OTHER 
NONE 

WHICH OF THESE ISSUES WOULD YOU RATE AS A TOP CONCERN FOR YOUR 
BUSINESS IN THE NEXT THREE YEARS? 

QUALITY LABOR 
SHORTAGE 

HIGH WORKERS' 
COMPENSATION 

COSTS 

HIGH HEALTH 
INSURANCE COSTS 

LOW-BALL 
COMPETITORS 

HIGH FUEL 
PRICES 

LOWER 
MARGINS 
ON WORK 

PERSONAL 
STRESS 

DIFFICULTY 
RAISING PRICES 

FOR WORK 

^REGULATION OF OR 
BAN ON WATER/ 
IRRIGATION 9% 

M REGULATION OF OR 
BAN ON PESTICIDE/ 
FERTILIZER USE 

SURVEY I f £ T H O D O L O f i ¥ 
• THE SURVEY SAMPLE OF 10,584 WAS SELECTED IN SYSTEMATIC FASHION BY LAWN & LANDSCAPE AND READEX RESEARCH FROM A LARGER SAMPLE 
REPRESENTING 21,167 RECIPIENTS. THE SURVEY RAN FROM JULY 7-16, AND THE MARGIN OF ERROR FOR PERCENTAGES BASED ON 241 USABLE RESPONSES 
IS 36.3 PERCENTAGE POINTS AT THE 95 PERCENT CONFIDENCE LEVEL. SOME CHARTS DO NOT TOTAL 100% DUE TO ROUNDING. 



WHERE'S YOUR COMPANY LOCATED? 

WHAT PERCENTAGE OF YOUR 
LOCATION'S 2014 GROSS REVENUE CAME 

FROM THE FOLLOWING SERVICES? 
I LANDSCAPE AND MOWING MAINTENANCE 
I LANDSCAPE DESIGN/CONSTRUCTION 
I LAWN CARE/CHEMICAL APPLICATION 
I IRRIGATION INSTALLATION/MAIN./SERVICE 
I SNOW AND ICE MANAGEMENT 

TREES & ORNAMENTAL 
OTHER 

WHICH OF THE FOLLOWING SERVICES 
DO YOU PLAN ON OFFERING IN 2015 

THAT YOU DON'T OFFER NOW? 
• LANDSCAPE CONSTRUCTION 5 0 % 
• LAWN CARE 
• TREE AND ORNAMENTAL 
• IRRIGATION 
• LANDSCAPE MAINTENANCE 

NONE 

17% 16% 

WHAT PERCENTAGE OF YOUR 
LOCATION'S 2014 SALES CAME FROM 
THE FOLLOWING PROPERTY TYPES? 

I SINGLE-FAMILY RESIDENTIAL 
I COMMERCIAL/INDUSTRIAL 

MULTI-FAMILY STRUCTURES 
I GOVERNMENT/INSTITUTIONAL 
I OTHER 

61% 

WHAT WAS THE MOST-PROFITABLE SERVICE YOUR LOCATION OFFERED IN 2014? 
LANDSCAPE 

MAINTENANCE 
(MOWING, ETC.) 

30% 

DESIGN/ 
BUILD SERVICES 

LAWN CARE/ 
CHEMICAL 

APPLICATION 

SNOW AND ICE 
MANAGEMENT 

IRRIGATION 
INSTALLATION/ 
MAINTENANCE/ 

SERVICE 

TREE AND 
ORNAMENTAL 

INSTALLATION/ 
CARE 

WATERSCAPES/ 
FOUNTAINS 

LANDSCAPE 
LIGHTING OTHER 

l f % 9% 6% 
f 

3% 1% 1% 9 « 



Wefcan9t make the grass grow a l l 
winter and we can9t make it snow 
all summer• Our H-2B staff only 
come in and fill seasonal jobs." 

Jerry Schill, owner, Schill Grounds Management in North Ridgevllle, Ohio 
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HAMSTRUNG BY H-2B 

®OR THE LAST 1 5 YEARS, Schill Grounds Management has prepared 
for the season by hiring H-2B workers in the early spring. These are skilled, 
seasonal employees who help tackle the large volume of work through the 
start of summer. 

"We can't make the grass grow all winter and we can't make it snow all 
summer. Our H-2B staff only come in and fill seasonal jobs," says Jerry Schill, president 
of the North Ridgeville, Ohio-based company. 



In the spring, a lawsuit and intra-agency 
bickering forced the H-2B program to 
shut down for two weeks. Applications 
started being processed again, but the 
program's future - and landscapers' ability 
to secure workers through it - remained in 
question throughout the season. 

In Ohio, the 20 H-2B workers Schill 
expected to start work in April weren't 
admitted into the program at all. And 
Schill didn't find out that this critical 
labor pool would not be available for the 
firm until May. 

In the past, by the time Memorial Day 
came around, an estimated 60 percent of 
man-hours dedicated to cleanup, pruning 
and mowing were already completed. 

"It was all hands on deck when we lost 
that staff," Schill says. "We had to hire 
a fractional HR firm and spend a ton of 
money on social media and advertising to 
recruit in any way, shape or form that we 
could. We were forced to expedite training 
and cram what we might take a couple 
weeks to do into five days to get people 
out in the field." 

In all, he spent $19,500 for the HR 
firm, $2,450 on advertising, $18,522 
for online training assessments and ori-
entations and figured an acquisition cost 
per employee of $336. The company's 
attrition rate was 55 percent. And after 
all that, Schill's crews still blew budgeted 
hours on jobs, and quality suffered. 

Not getting the H-2B crews this year 
set Schill back for the year, and there's 
a trickle-down effect of how a labor 
shortage impedes his business in the 
long term. 

"You slow down growth, stop buying 
trucks and mowers, quit opening other 
locations, stop hiring managers," he says, 
and the list goes on. 

HOW MANY EMPLOYEES 
(FULL-TIME, PART-TIME, SEASONAL) 

DOES YOUR LOCATION HAVE? 

• 1 • 10-29 
2-4 30 or more 

• 5 -9 No answer 

LABOR CRISIS. The delays and problems 
with the H-2B program are long-standing 
and are just the latest chapter in a grow-
ing labor crisis in the landscape industry. 
Based on the latest State of the Industry 
data, more than a third of landscapers 
have one to three open positions at their 
companies. And two-thirds say a lack of 
quality employees hinders their location's 
growth. A shortage of good help is cited as 
the top problem facing landscapers' busi-
ness success in the next three years - more 
of a problem than fuel costs, prices, health 
insurance costs and low-ball competitors. 

LOCAL REPLACEMENTS. Josh Denison, vice 
president of labor and human resources at 
D.C.-based Denison Landscaping, knows 
Schill's story all too well. His company's 

HOW MANY OPEN POSITIONS 
(FULL-TIME, PART-TIME, SEASONAL) 

DOES YOUR LOCATION HAVE? 

• 1-3 • M o r e than 10 
4 -5 Hone 

• 6-10 

H-2B workers were 9Vi weeks late this 
year, and he figures actual revenue lost at 
$70,000 per week - or about $665,000 
for the season. Add in opportunity loss 
(work turned away, missed deadlines, 
lost contracts) and that figure jumps to 
$120,000 per week. 

To cover the missing crews, the com-
pany clocked a total of 90,000 hours of 
overtime in the spring and workers were 
"dead on their feet," Denison says. "It was 
like working a 36-hour snowstorm and 
continuing at that pace for two months in 
a row," he says. Denison finally finished 
spring cleanup on July 2. 

H-2B has been a significant part of the 
labor pool for Denison Landscaping for 
many years, but the program has become 
increasingly difficult to manage. But the 

employees ar d of our industry ... 
and they're real happy to show up to work every day," 

Shayne Newman, president, Yard Apes 



company struggles to find employees 
domestically. 

"There is a lack of local workers," 
Denison says. "If companies such as my 
family's cannot perform on our contrac-
tual obligations, then we lose business. If 
we lose business, we lose customers. If we 
lose customers, we do not need our current 
employees. Without the H-2B program or 
a viable labor force, Denison and many 
companies will not survive and will be 
out of business." 

Denison took a gamble while watching 
the cap ahead of time, seeing that he might 
not receive his 200 workers on the date of 
need he prefers in February. 

"So, I called my agent and I asked, 'Is 
it too late to change my date of need?' He 
said, 'You're crazy,' and I said, 'I don't 
care,'" Denison says. "If I would have 
gone with the Feb. 15 or March 1 date 
like I normally do, we would have been 
capped out of the program completely. I 
would not have gotten any of my guys. 
But through all of the processing delays 
and the governmental red tape, I made the 
call to move our date of need to April 1." 

Denison's first group of H-2B workers 
showed up on April 24. The last group 
arrived by May 8. To make up for the 
delay, Denison hired 142 people locally 
between mid-February and late May. Of 
those, only a half-dozen were still working 
for Denison Landscaping in August. 

"The average turn-around time was one 
week," he says. 

CAREFUL PLANNING. Shayne Newman, 
president of Yard Apes in New Milford, 
Conn., posts a "help wanted" sign in the 
window of his high-visibility headquarters 
every spring. Usually that sign is up for a 
month before the busy spring season starts. 

"We kept the sign up all year," he says. 
Recruiting quality part-time labor 

locally is one of the biggest challenges for 
landscape firms, and programs like H-2B 
fill a critical personnel void. With the 
construction industry more vibrant now, 
the local labor pool in many regions is even 

more scarce, says Joe Gonzalez, president 
of ArtisTree Landscape Maintenance & 
Design in Venice, Fla. 

ArtisTree did not get its H-2B workers 
this year, and usually the company is 
awarded the same team of individuals 
from Mexico who have become part of the 
company over the last decade. "They know 
what the job requires, so they come and 
get right to work," Gonzalez says. 

When Gonzalez found out two weeks 
before the expected arrival of his H-2B 
that no one was coming, he scrambled. 
"We sent scouts out around town, and we 
ran ads, of course," he says. "We went to a 
temp agency and got the required people." 

But the quality of work dropped and 
overtime increased. "We only accumu-
lated half of the number of employees we 
needed, and the quality level was much 
lower so our jobs came under more scru-
tiny in that first month or two before we 
were caught up," Gonzalez says. 

Gonzalez estimates overtime cost of 
$20,000 per week because of not having 
his usual H-2B crews on board, and the 
local part-timers he brought on just didn't 
compare. "Their pace of work and famil-
iarity of the job and endurance is just not 
there," he says. 

Gonzalez knows he will have to curtail 
growth if he cannot recruit dependable 
labor - either H-2B or domestic. With the 
healthy HOA market in his region, there 
is plenty of maintenance work, he says. 
In spite of labor challenges, the company 
grew its landscaping business (staffed by 
local workers) by 30 percent in 2015. "We 
are getting ready for next year," he says, 
"and I believe that whether or not we have 
H-2B we can plan more intelligently and 
not get caught by surprise." 

WORTH THE HEADACHE. P l a n n i n g in 

advance for H-2B requires at least a sev-
en-month window, says Newman of Yard 
Apes, who got his 12 H-2B workers this 
year. He can tell the labor market is getting 
even tighter, though. When Yard Apes put 
out its fall advertisement for local workers 

© 
90,000 
HOURS 

HOW MANY HOURS OF TOTAL 
OVERTIME DENISON LANDSCAPING'S 

CREWS LOGGED IN THE SPRING 

"IT WAS LIKE WORKING 
A 36-HOUR SNOWSTORM 

AND CONTINUING AT THAT PACE FOR 
TWO MONTHS IN A ROW," 

SAYS JOSH DENISON, 
VICE PRESIDENT OF LABOR 

AND HUMAN RESOURCES AT THE 
D.C.-BASED COMPANY. 

as part of the H-2B process, the company 
received no applications. Usually, the firm 
receives 10 or so phone calls in response 
to the ad. 

During peak season, Yard Apes needs 
20 seasonal workers. Half of those are local 
staff, and the other positions are fulfilled 
by H-2B visas. 

"H-2B employees are proud of our 
industry; they're proud to call themselves 
landscapers, and they're real happy to 
show up to work every day," Newman 
says. "They are eager to learn." 

That's also why Denison has brought on 
more than 200 H-2B workers on average 
per year for its three locations since 2001 
- even though the cost and headaches, and 
downright risk of not getting employees, 
are a reality of the program. This year, 
Denison spent about a quarter-million 
dollars on the H-2B program. He figures 
the cost of one H-2B worker - "to get 



HOW MANY NEW EMPLOYEES DOES 
YOUR LOCATION HIRE EACH YEAR? 

• 1-3 
4-5 

• 6-10 
• More than 10 
i None 

HOW MUCH DOES A LACK OF 
QUALITY EMPLOYEES HINDER YOUR 

LOCATION'S GROWTH? 

• Hinders a lot 
Hinders 

• Hinders somewhat 
• Does not hinder 

HOW HAS YOUR LOCATION'S USE 
OF THE H-2B PROGRAM CHANGED 

IN THE LAST THREE YEARS? 

• Did not use at all in last 3 years 
Use more 

• No change 
• Use less 
i Stopped using 
• No answer 

them up the road, processed and to work" 
- is $1,600. That includes processing and 
visa fees, transportation/travel costs and 
uniforms. 

That's nothing compared to the loss of 
revenue when H-2B workers are not on the 
team, as Denison learned for two months 
last spring. Denison says politicians and 
even other business owners are shocked 
when he shares the numbers. Denison 
has traveled to Capitol Hill several times a 
month for the last nine months to make the 
case for removing cost and administrative 
obstacles from a program that provides the 
workers that are so vital to his business. 

"I tell people this and they look at me 
like I'm crazy," he says. "But that is the 
truth behind what the federal government 
has done to the H-2B program." 

Denison wonders what will happen if he 
doesn't use the H-2B program next year. 
His company has already moved forward 

with the application process - as have 
Schill, Yard Apes and Artis Tree. Denison 
wants to wean off the program. Right now 
he's spending as much as $2,000 a week 
advertising for fall labor. But as Gonzalez 
noted, it's not that easy. Workers in Mexi-
co and El Salvador are a dependable part of 
the team for nine months out of the year, 
and have been for the last decade and more. 
They've come to rely on the work just as 
much as the landscapers who hire them. 

ONE MORE FIGHT. With prevailing wage a 
concern and the DOL no longer accepting 
private or government wage surveys, the 
cost of paying H-2B and all employees 
could make the program, and simply 
keeping people on board, more expensive 
than what companies can afford. Denison 
is expecting his prevailing wage to come 
in at $13.80/hour, which is a 35-percent 
wage increase. 

"This causes a ripple effect in all wages 
across the board," Denison says. "If your 
$10.30 basic domestic or H-2B laborer 
has an arbitrary wage increase, then you 
have to adjust wages across the board in a 
sliding scale to keep it fair and balanced. 
What happens to the $ 12 guy if the new 
guy is making more? And what happens 
to the $ 15 guy?" 

Prevailing wage is one more labor battle 
to fight. In the meantime, Denison doesn't 
want to cut ofFH-2B. 

It's a conundrum. You can't work with 
the program; you can't work without 
it. The cost and administrative stress is 
mounting, but backing off isn't a solution 
if there's no other labor to fill the gap. 

"These are jobs we have proven (to 
the government) that we cannot fill 
domestically, so H-2B is not a short-cut 
or a crutch," Schill says. "We have this 
need." SOI 
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O n S i t e 

p ARTS 

JOHN DEERE 
F I N A N C I A L 

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

There's more to our support than meets the eye. Talk to your John Deere dealer 
today about what Uptime Solutions can do for your business. 

Uptime % 
Solutions 

Products • Parts • Support • Rewards • Partners • Finance 

( Q J O H N DEERE 

JohnDeere.com/UptimeSolutions 

* The NeverStop Loaner Guarantee from John Deere is only available on ZTrak™, QuikTrak™ and Walk-Behind mowers. 



By Chuck Bowen 

Mowing goes mobile 
Homeowners can now hire you with the tap of an app. 
How instant-ordering is changing the landscape industry for the better. 



O H E R E ' S A N E X C E S S O F S M A R T P H O N E A P P S 

that let homeowners order lawn mowing services with the 
tap of their finger. The apps are the next generation of 
online directories like Angie's List and Thumbtack, and 

join tech giants Google and Amazon, which have both invested in their 
own home services software. 

The app LawnStarter announced earlier this year that it's raised $6 mil-
lion, and is the latest in a long list of mostly regional apps that are building 
armies of landscapers in select markets who can provide services - mostly 
lawn maintenance, but also snow plowing and tree work - for a fixed price. 
They remove the burden of selling new work and collecting payment, send-
ing vetted leads directly to contractors and paying regularly twice a month. 

Steve Schell, who runs Schell's Lawn Care with his son, Ryan, typifies 
the contractor who uses these apps. He offers full-service landscaping to 
a mostly residential customer base. He started his part-time business this 
year - he does about $10,000 in annual revenue -
and relies on an app called Mowz almost entirely for 
marketing and new business. 

"We took off like gangbusters, and a lot of it's 
thanks to Mowz, to be honest," Schell says. "It's given 
us a lot of exposure to some interesting neighborhoods 
we probably wouldn't have ever thought of." 

Schell says he gets about 30 to 40 leads a day 
through the app, of which he accepts about four or 
five. Many of the jobs he accepts are repeat custom-
ers, too, as homeowners become more comfortable 
ordering lawn service via their phone. 

"I think this is becoming more the norm. I've 
definitely noticed over this last summer, we're getting 
a lot of repeat customers," he says. 

Mowz, which also offers snow plowing services, 
is the largest app of its kind with 2,500 contractors 
across 38 markets. Mowdo is beta-testing in Seattle, 
Austin and Omaha, and works with the website 
Thumbtack to provide contractor contacts in other 
markets. CEO Mike Fingado said that when the app 
launched in Seattle, it got more than 250 requests from contractors to join. 
He's currently working with 15, and has requests from 15 other states to ex-
pand. Ryan Farley, co-founder at LawnStarter, which just netted $6 million 
in funding, used to run his own landscaping company in high school. His 
app has about 100 contractors in Austin, Washington, D.C., and Orlando. 

The apps' algorithms set prices for services, using a combination of the 
lawn's size, length of grass, obstacles like fences and some market pricing data. 
From interviews with contractors, the prices are typically on par with the 
local market - often between $25 and $40 per cut. And users said they can 
report back if a homeowner's report of their lawn's condition isn't accurate. 

"They set the price until I get there. That's a big problem with the app - 1 
get there and people say they don't have a fence. They have a fence. They 
say their grass is short. I get there and it's 3 foot tall," says Lauren Cress, 
who runs HillCress Lawn Care in Atlanta with his uncle, Christopher Hill. 

]ooU off lihe 
gangbusters5 
and a lot of it's 
thanks to Mowz^ 
to be honest. It's 
given us a lot 
of exposure to 
some interesting 
neighborhoods 
we probably 
wouldn't have 
ever thought of 

Steve Schell, 
owner of Schell's Lawn Care 

Cress projects he'll hit $80,000 this year in 
total business, and says Mowz jobs bring in 
about $3,000 to $4,000 a month. 

Developers say most contractors on their 
rolls are one-man operations, or run a couple 
of crews. They must have some level of gen-
eral liability insurance and commercial-grade 
equipment. 

Landscapers we spoke with say they use the 
apps as a turn-key marketing and lead-gen 
service, picking up new work that helps fill 
gaps in their schedules and increases route 
density. There's no selling involved - leads 
come right to their phones - and they're free 
to accept or reject as they see fit. 

"At the end of the 
month, we send out 
statements and theo-
retically people pay in 
15 days. That doesn't 
mean they all do," says 
Erik Carvotta, owner of 
ETC Services in Hender-
sonville, Tenn. "I don't 
have to sit around print-
ing invoices I don't 
need to be on the phone 
hours every day talking 
to somebody if they had 
an issue. As far as pay-
ments, I don't have to 
worry about when we'll 
get paid." 

Carvotta has used 
GreenPal, Mowz and 
Task Easy to pick up 

business. GreenPal, which solicits bids from 
several contractors and allows the homeowner 
to choose, has been the biggest hit, he says. In 
July, it added $7,000 to his top line revenue. 

Last year, ETC did $270,000 in annual 
revenue, and Carvotta credits the apps for a 
good chunk of his growth, and for saving him 
a lot of aggravation. 

"There's no selling or haggling over prices. 
They get set by the app," he says. "I don't 
have to go out and hunt down customers. I 
don't have to advertise. I don't have to go out 
and quote. . . . I don't have to chase anyone 
down." SOi 





Shahethe 
money tree 

New Way Landscape and Tree 
Location: San Diego 
Revenue: $17.5 million 
Employees: 235 
Services: Design/build, 
maintenance, tree care 

Landscapers across the country are raising prices 
(and profit margins) as the economy improves. By Brian Horn 

OS C O S T S F O R L A B O R , M A T E R I A L S A N D E Q U I P M E N T 

CONTINUE TO INCREASE, landscapers are finding some 
solace in their success with raising prices. Nationwide, almost 
two-thirds - 63 percent - charge more for services now than 

they did three years ago. Here's how landscapers in several markets are taking 
initiative and upping the ante for their operations. 

POLITE PASS 

6iIf we lose th<^9W0e lose them.... 
We really want yood9 quality clients 

Liza Lightfoot, Avant Gardening and Landscaping 

When Randy Newhard presents 
customers with a price increase, 
he doesn't know if they will 

accept, but he is hoping they are at least 
open to negotiating. 

"Sometimes it's i percent, up to 5 if you 
can get it," says Newhard, owner of New 
Way Landscape & Tree Services. Newhard 
really only goes up to 4.8 percent so it 
doesn't seem as high as 5 percent. He has 
parted ways with smaller customers who 
rejected a price increase and who didn't fit 
in the company's ideal route density, as well 

as customers who haven't seen 
an increase in a few years 
and the jobs are 20 percent 

or more below where they 
should be price-wise. 

"We will politely say we can't perform 
to expectations at current rate and we will 
offer our 30-day notice," he says. 

The only customers he doesn't increase 
prices for are those who have been with 
the company less than a year, and any 

contracts for military housing, since those 
are non-negotiable contracts. Newhard's 
increases have been for cost of living, and he 
can't recall the last time he increased prices 
for existing customers to improve profit 
margins. But he is doing that by building in 
a 7-12 percent increase on new work he's 
bidding on this year. 

"All of us in San Diego are pretty close to 
the same bid rate," he says. "It's all a function 
of hours, which equals a monthly price. Say 
we come in at $3,300 and someone comes 
in at $3,000, well we probably aren't going 
to turn down the job, we'll just adjust the 
man hours." 



A NZJANCED APPROACH 

When pricing jobs, Robin Luce 

is always cautious about 

how to approach new clients 

compared to existing ones. 

"I am raising prices on new jobs," 

says Luce, owner of Jubilee Landscape in 

Fairhope, Ala. "On existing jobs, it's always 

sensitive. We are not as tolerant of bad 

customers. We've fired a few customers, 

and we will be seeking some increases." 

On new jobs, Luce will seek a 7-8 

percent increase, while on existing 

jobs he'll try to negotiate a 3-4 percent 

increase. He's parted ways with some 

customers who won't accept a steeper 

price, but tries to find them someone new 

to do the job. 

"Everybody agreed to move on, no 

hard feelings," he says. 

Jubilee Landscape 
Location: Fairhope, Ala. I 
Revenue: More than $4 million ffP 
Employees: 65 
Services: Design/build, maintenance 

But Luce isn't always willing to let a 

customer go and sometimes margins have 

to take a backseat, he says. Luce says he 

hasn't gotten too much resistance, partly 

because customers expected prices to 

go up this year, and because of the good 

relationships he's built with clients. 

"It's the person that you don't have a 

good relationship with that is really hard to 

raise prices on," he says. 

^Landscapeworks 1 
Location: Hawthorne, NJ. 
Revenue: More than $2 million 
Employees: 41 
Services: Design/build, i j r 
lawn care, irrigation w 

ROLLER COASTER APPROACH 

«usiness has been good 

for Nelson Lee and 

Landscapeworks, but that 

doesn't mean he's been able to increase 

his profit margins. Instead, he's only raised 

prices an average of 3-5 percent for more 

than half his customers to cover increases 

in materials and insurance. 

"A lot of people expected prices weren't 

going to increase, so there was a lot of 

expectation and a lot of competition," 

says Lee, president at the Hawthorne, N.J., 

company. He says there was also an ex-

pectation to cut some prices, which he did 

for 6-8 percent of commercial maintenance 

customers. 

"Commercially, the only thing I can explain 

is we had two bad seasons, snow-wise, back 

to back," he says. "Usually when you have 

two bad seasons of snow back to back com-

mercially it's a little more difficult because 

they were not expecting to sell that budget." 

The one area he was able to increase 

somewhat significantly was design/build 

where he raised prices 10-12 percent. If he 

received a call asking why he was raising 

the prices, he explained the cost of materials 

and insurance increased, so he had to cover 

that somehow. Plus, Lee hadn't raised their 

prices in a while. Lee says the last time he 

raised prices was seven or eight years ago, 

and that was a 5 percent increase. 

"They were on the low side to begin with. 

In order to come out with any kind of profit 

we had to increase them," he says. 

The customers that Nelson let stay at the 

same price had multi-year contracts or he 

promised when they were negotiating in the 

spring that he wouldn't ask for an increase. 

"We mentioned we wouldn't increase 

the prices and if we didn't increase, they 

wouldn't have to go out to bid and they 

would re-sign with us," he says. 

The Plant Concierge 
Location: Dallas ^ L ^ 
Revenue: $1.25 million ^ ^ ^ ^ H Q l 
Employees: 16 full time 
Services: Design/build, irrigation ^ 
maintenance, maintenance, interiorscape 

PURGING 
FOR PROFIT 

f n the past three years, Thomas 

Fancher has been steadily increasing 

prices, and decreasing his count of 

unprofitable customers. 

"Little by little, especially as we are bringing 

on new clients, and purging non-profitable 

clients, with every new client we have been 

increasing (prices)," says Fancher, who runs The 

Plant Concierge with co-owner Darren Ezell. 

"About three years ago we went up about $3 

per man-hour, so roughly 10 percent or so. We 

continued to go up until we felt we reached our 

peak as to what the customers were willing to 

pay based on our services." 

He made increases to current maintenance 

customers where needed but capped it at a 10 

percent increase. On new jobs, Fancher raised 

rates from $35-$42 a man-hour on mainte-

nance and $40-$50 on installation work. 

At the $42 and $50 (level), we felt we'd 

reached that and increased our profitability mar-

gin to a point where we were happy and the 

clients were happy," he says, He only received 

pushback on the price increase from about 

four to five of his more than 150 customers. 

"The customers that we lost due to price 

increase were the ones we were anticipating 

and hoping we would lose," he says. 

Since the company does high-end residen-

tial work - the average home is worth $1.2 

million - clients understand if they want a nice 

property it will take a lot of maintenance. 

"We are constantly seeking out better, 

more profitable-properties and/or larger prop-

erties that allow our guys to be on a property 

for a longer period of time so we can continue 

to increase without having to add more crews, 

because the Dallas market is very tough now," 

he says. "Labor is at a premium and it is very 

scarce. Your smallest properties are your 

biggest problems." 



ACROSS-THE-
BOARD INCREASE 

This year was the first time Daniel 

Sierra has had to significantly 

increase prices since he founded All 

American Lawn & Limb in 2008. 

He raised prices for his accounts 5-10 

percent across the board, and 10-15 percent 

for some of his bigger clients, where he did 

chemical lawn care and took care of flower 

beds with seasonal color. 

Sierra says he has raised tree prices a 

minimum of 10 percent based on the difficulty 

of the job. 

When Sierra first approached customers 

about a price increase he thought he'd get 

pushback, but says he experienced none. 

"I went in there with each customer 

preparing for a battle to explain myself in 

depth, but it didn't turn out that way," he says. 

"I said, 'This is where I need to be,' and they 

were happy with my work so they weren't 

resistant to paying a little bit more." 

Sierra, who is also a manager at a lumber 

company, has 15 steady customers and 10 

more he services occasionally. 

Sierra says he forecasted out a bit, so, for 

example, instead of raising a customer's price 

$10 now, he raised it $20, but promised he 

wouldn't increase it again for a few years. 

He increased prices because of some 

upgrades in equipment, but also for more 

money in his bank account. 

Sierra charges $75 for smaller jobs and $150 

for the larger maintenance jobs, and most 

are residential, but he has a few commercial 

accounts. 

"I had a little more cost there, but ultimately 

I needed a bigger margin. Life changes. I was 

married and I had a son," Sierra says. 

"He was a new addition to the family when 

I took some of these accounts in, so I had to 

grow my margins as well." 

VOI GET WHAT VOI CHARGE EOR 

iza Lightfoot decided enough 

was enough and it was time for a 

change. 

The president of Avant Gardening and 

Landscaping says she got fed up with her 2-3 

percent profit margins and decided to raise 

prices to generate a 9-10 percent margin. 

That meant raising prices in 2014 about 20 

percent on average, and she wishes she 

would have done it 30 years ago. 

"Coming out of the recession we had 

profit margins that were really low," she 

says. "I just decided with the upturn in the 

market that I was going to take advantage of 

that and it hasn't hurt me at all." 

The frustration led Lightfoot to approach 

any pushback without fear. To her, the 

team at Avant Gardening does quality work 

and she wants clients who will pay for it. 

She didn't get much resistance to a price 

increase, and didn't see any decrease in 

new customers. 

"If we lose them, we lose them," she 

says. "Our philosophy is we really want 

good quality clients. We've really changed 

our mindset from accepting at 2 percent to 

trying to hold steady at 9-10 percent." 

Avant Gardening and Landscaping 
Location: McFarland, Wis. J 
Revenue: $1.4 million 
Employees: 21 
Services: Design/build, maintenance, 
snow removal 

% 
itenance, 

In addition to price increases, she now 

charges $100 an hour for a design, and 

views it as a way to weed out clients who 

are price shopping. 

"It's made a tremendous difference to 

the business," she says. "We vet clients at 

the outset. So, if people aren't serious, they 

don't pay the fee. If they are, they do. It 

saved us time and increased success." 

While it may not be easy to get in the 

mindset of raising prices and possibly losing 

customers, Lightfoot has some advice: 

"Have courage," she says. "You aren't 

tearing your hair out running after lots and 

lots of work. You are doing better work with 

fewer customers and getting paid for it. 

Having fewer customers is not a bad thing if 

they are high-end customers." SO I 

a biggt **i needed a mgger margin. 
I was married and had a son 

D a n i e l Sierra, AH American Lawn & Limb 

Compared with three years 
ago, how have your location's 
prices changed in general? 

• I charge more now 
I've made no change 

• I charge less now 
• I can't compare - 1 wasn't 

in business three years ago 
No answer 



A maze of-m regulations 
Despite a ruling from the Supreme Court on the Affordable Care Act, 
landscapers still struggle to cut their way through increasing levels of red tape. 

6 4 m l ihs to the ACA5 employers 
can offer more and better 
quality benefits.** 

By Mark E. Battersby 

OH E U . S . S U P R E M E 

C O U R T H A S R U L E D 

that the tax subsidies for 
health insurance provid-

ed by the federal government to citizens 
in the 34 states that have not established 
the health insurance marketplaces or 
exchanges were legal. That means some 6 

million people, including the nearly 3.5 
million people on small business plans 
and small business owners, self-employed 
professionals and early retirees who 
depend on subsidized health care costs, 
will continue to receive them. 

Unfortunately, despite those subsidies 
and other tax incentives, healthcare costs 

continue to skyrocket. And, according 
to a report from the Urban Institute, a 
Washington, D.C.-based think tank, small 
businesses are among those most vulner-
able to the steep healthcare cost increases. 
In 2013, just 32 percent of businesses 
with fewer than 25 workers offered health 
coverage to employees. 



THE ACA TODAY. Admittedly, the Afford-

able Care Act (ACA) provides professional 
landscape contractors and their businesses 
with insurance options and increased buy-
ing power via the government-sponsored 
marketplace - as well as an overwhelming 
amount of confusion and paperwork. 
What can lawn care and landscaping 
business owners do to keep healthcare costs 

| manageable while complying the ACA's 
E updated and ever-changing rules? 
o First, it should be understood that the 

ACA's taxes and tax credits are based on the 
number of full-time equivalent employees 
(FTE) and their average annual wages, not 
solely on the number of full-time employ-
ees. In simple terms, FTE equals the total 
number of full-time employees plus the 
combined number of part-time employee 
hours divided by 30. Seasonal employees, 
contractors and business owners don't 
count toward the total. 

THE DOWNSIDE. Other than the sharply 
escalating costs, every landscape contractor 
should be aware of the ACA's downside. 
Although the negative side effects of the 
ACA are very real for some landscape busi-
nesses, many of the earlier radical claims 
were over-dramatized. 

Of those who are required to comply, 

Overtime could get overhauled 

The U.S. Department of Labor has 

proposed a change to federal overtime 

pay requirements, raising the exempt 

status of overtime pay to $50,440 in 2016. 

Under current rules, an employee is exempt 

from overtime if he earns a salary of more 

than $23,600 annually, and his primary duties 

are managerial, professional or administrative. 

The DOL's new proposal more than 

doubles the threshold to $50,440 annually. 

Employees who makes less than $970 a 

week would be classified as hourly, and 

would be paid overtime if they work more 

than 40 hours a week. 

According Lawn & Landscape research, the 

average landscape company pays its salaried 

employees (account managers, supervisors, 

crew foremen/leaders and designers) less 

than $50,000 a year. Under the DOL's 

proposal, all of these positions would 

become hourly jobs. 

"Everybody is going to have to look at 

their workforce, how they're being paid 

and how they're being classified, and 

make decisions of whether they're going 

to change how they do that to meet the 

requirements," says Tom Delaney, director 

of government affairs for the National 

Association of Landscape Professionals. 

The proposal hasn't been finalized, and 

likely won't be until 2016. - Katie Tuttle 



Waters of the United States rule stays murky 

In September, a federal judge in North Dakota clarified his Aug. 27 decision 

blocking the implementation of the EPA and the U.S. Army Corps of 

Engineers' Waters of the United States rule, which went into effect Aug. 28. 

He refused to impose a nationwide injunction on the EPA's rule clarifying the 

scope of the Clean Water Act. 

The rule is meant to clarify which streams, tributaries and wetlands are 

covered by the Clean Water Act. The judge's injunction applies only the 13 states 

that filed for it: Alaska, Arizona, Arkansas, Colorado, Idaho, Missouri, Montana, 

Nebraska, Nevada, New Mexico, North Dakota, South Dakota and Wyoming. 

Most other cases have been consolidated into one lawsuit at the U.S. Court 

of Appeals for the Sixth Circuit in Cincinnati. 

Proponents of the rule say it does not expand the Clean Water Act's 

coverage or add new permitting requirements, but opponents are calling the 

rule a power grab. Many are concerned about the impact this will have on land 

use and construction, as well as public and environmental health. If expanded, 

the rule could require landscapers and LCOs to file permits when working near 

vastly more bodies of water; it could also impose Total Maximum Daily Load 

limits on smaller bodies of water. - Chuck Bowen 

EPA tightens up training 

EPA in September proposed stronger standards for applicators who 

apply restricted-use pesticides. The agency's changes would require all 

applicators to be at least 18 years old, and certifications would have to be 

renewed every three years. And employees working under the supervision of 

certified applicators would now need training on using pesticides safely and 

protecting their families from take-home pesticide exposure. - Chuck Bowen 

only truly large businesses that don't currently offer benefits and employ 
many low wage full-time workers face truly hard decisions. Those business-
es offering higher wages typically already provide benefits, while smaller 
businesses (with between 100 and 50 FTE) will benefit greatly from not 
paying a fee on the first 30 employees. So, a business with 100 FTE and 
60 full-time workers will only owe the fee for 30 employees, assuming, of 
course, that they currently insure no full-time employees. 

THE UPSIDE. It's safe to say the smaller the businesses, the better the tax 
breaks. The ACA provides small businesses with affordable insurance op-
tions, cost assistance and increased buying power via the Small Business 
Health Options Program (SHOP). Small businesses with fewer than 50 
FTE employees can use SHOP to get better deals on employee insurance, 
but aren't mandated to do so. Consider a few of the ACA's other and 
applicable rules: 

• Small lawn care and landscaping businesses can see up to a 50 percent 
reduction in their share of the cost of employee premiums. Employers with 
fewer than 25 FTEs, paying average annual wages below $50,000, qualify 
for tax credits to help pay employee healthcare premiums. Employers with 
10 or fewer full-time employees, paying annual average wages of $25,000 

or less, qualify for the maximum credit of 50 percent. 
The amount employers do pay is tax deductible and 
can be carried forward or backward. 

• Thanks to the ACA, employers can offer more 
and better quality benefits. In fact, because small 
businesses are able to shop for group health plans on 
their state's health insurance marketplace via SHOP, 
a landscape contractor now has the same buying 
power as larger businesses. Along with tax credits 
and increased buying power, many landscaping 
businesses may now be able to provide benefits to 
their employees. 

• The self-employed with no employees can get 
health coverage through the health insurance mar-
ketplace for individuals, but not through SHOP. 

OPTIONAL STRATEGIES. Instead of shifting to the 
individual markets, some businesses have opted for 
a high-deductible group plan and set up a health 
reimbursement arrangement (HRA) to help offset 
employees' medical expenses. An employer can dictate 
the expenses they will reimburse, thus limiting their 
out-of-pocket exposure. 

An HRA can be structured so that if an employee 
does not use the money in an HRA, the money will 
still belong to the landscaping business. An HSA is 
another option, but it gives employers less control 
over how the money in an account is spent. 

THE SUBSIDIES. S e l f - emp loyed contractors and 

workers in small businesses can buy subsidized in-
dividual health insurance plans on government-run 
exchanges. This has reduced the uninsured rate among 
non-elderly workers at businesses with fewer than 50 
employees from 23.5 percent in June 2013 to 13.2 
percent currently. The uninsured rate among self-em-
ployed workers fell from 30.4 percent in mid-2013 
to 19.6 percent. 

The subsidies, available to anyone who earns 
between 100 and 400 percent of the poverty level, 
have helped reduce the cost of insurance — at least 
until recently. Escalating insurance costs have already 
begun impacting landscaping businesses. 

Despite the ACA's benefits to contractors and their 
employees, deciphering its ins and outs has been a 
challenge to many landscapers. Be sure to consult with 
a professional adviser to make sure you understand the 
law's implications for your company. SOi 

The author is a financial writer based in Ardmore, Pa. 



om Dig to small, 
om farm to business park 

lev all count. 

It's the new GreenFleet Loyalty Rewards Program and it's just getting better. How? 
Well, for starters, every John Deere self-propelled product counts towards your member-
ship level. From combines to lawn tractors, skid steers to zero-turn mowers. Signing up 
for GreenFleet is free. And once you purchase two pieces of equipment in the first twelve 
months, you'll start receiving significant discounts on John Deere products. 
Plus you'll save money on John Deere gifts and workshop products. To find ^QQtip/ 
out more on how GreenFleet can turn your loyalty into savings, go to 
JohnDeere.com/GreenFleet Sign up today! 

J O H N DEERE 

JohnDeere.com/GreenFleet 



Can a Commercial Mowing Lease be Forgiving? 

"Hey, it's no big dea 

Introducing our Ultimate Forgiveness Program.* 
We understand the mowing business. And, thanks to John Deere Financial, 
we also understand leasing. Exceed your hour limit? Half of your excess hours 
are forgiven if you lease another unit with us. Using fewer hours ? We'll give you 
a credit towards your next lease.** Even if you have some minor damage, 
we'll forgive up to $250 of wear and tear if you lease another unit. 

Plus you get all the other benefits of leasing: 
lower payments, reduced downtime, and fixed 
operating costs. So ask your dealer for a lease 
quote today. And discover true forgiveness. 

Uptime 
Solutions 

Q L J O H N DEERE 

JohnDeere.com/UptimeSolutions 
Keep Mowing 
* Offer ends October 30,2015 and is subject to approval by John Deere Financial. Not available for consumer use. Available only at participating dealers. 
* * See your dealer for details. Lease must go to maturity, credit will vary with number of hours with limits. 64484 



(I)f they're 
not budgeting 
properly or don't 
have a grasp on 
their financial 
situation and fuel 
costs, it could 
put them under 
if they aren't 
prepared for it." 

Zak Bittner, 
maintenance division 
manager, Mirror • 

FUEL 
SMART 

Your company isn't going anywhere without fuel. 
Here's how three landscape firms manage it wisely. 

By Kristen Hampshire 

FUEL KEEPS A LANDSCAPE BUSINESS RUNNING, but the cost 

can be a killer without careful monitoring and diligent budgeting. The 

good news is there are more tools out there than ever to help track fuel 

consumption and improve economy. Plus, several years of serious gas 

price spikes have taught business owners lessons about the importance of 

watching those pennies at the pump to maintain profitability on jobs. 

This month, Lawn & Landscape spoke to three companies about how 

they manage fuel expenses and the systems that keep them running strong. 

Here's what they had to say. 

S 3 6 M 

L Technology like GPS 
tracking and Google Maps 

h^s made monitoring 
fuel costs much easier in 

recent years. 

L A W N A N D L A N p S C A P E . C O M | OCTOBER 20J5 



SEBERT 
LANDSCAPE 

Steve Pearce, 
general manager 

L O C A T I O N : 

Bartlett, ill. 

E S T A B L I S H E D : 

1985 

E M P L O Y E E S : 

357 

2 0 1 4 R E V E N U E S : 

$31.2 million 

C U S T O M E R S : 

100% commercial 

S E R V I C E S : 

Maintenance, landscape 
installation, snow 

Fueling alternatives 
Trucks in the Sebert Land-

scape fleet travel no more 
than 20 miles per day 

during the green season because 
of tight routing. The 170 trucks 
are not guzzling the bulk of the 
gas consumed annually at the 
company. It's the equipment -
mowers, hand-held equipment 
and skid-steers. 

And, according to Steve 
Pearce, general manager, this 
season the mowers have been 
putting above-average hours 
on commercial properties in 
the Chicago area where Sebert 
is based. 

When the ground dries out, 

crews are encouraged to re-
ally examine whether mowing 
a property is essential. "Crews 
want to mow because they want 
to do a great job, but there are 
times when you just don't need 
to mow and we instruct our 
crews to revert to using that 
man-hour time to details on job 
sites (in late summer) when the 
weather is dry," Pearce says. 

During drier summer days, 
Sebert may pare down to four 
10- to 11-hour workdays rather 
than five days of operating in the 
field. "We end up with basically 
the same amount of man-hours 
per week, but we are not driving 

those trucks around or taking the 
mowers out and we can take one 
day of fuel use out of the picture." 

Fuel savings like this can 
make or break a fuel budget, 
which involves careful tracking, 
monitoring and input from key 
managers. Sebert spent about 
$1.3 million on fuel last year. 

The annual process includes 
figuring the average fuel con-
sumption per crew. Then, the 
company anticipates 15 percent 
increase in fuel prices for the 
coming year, which has generally 
been the price trend at pumps in 
Illinois, Pearce says. The com-
pany also accounts for an 8-12 
percent annual growth rate. 

"We keep our fuel budget in 
line with where we think the 

4 Learn more at wwH.mistaway.com/qoodbiz fc 
1 866 485 7255 

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. 



Weekend warriors know the difference between lawn mowers that 
make child's play out of yard work and those that are mere toys. 
They trust the equipment backed by a reliable Honda Engine. 
That's because Honda GCV160 engines pack power, legendary 
performance and quiet operation into a lighter weight that increases 
fuel efficiency and user satisfaction. Go with the engine that tells your 
customers they're getting the very best — Honda Engines. 

Without a 

Honda 
9 

your customers see this 

s a g a 
f l ^ r i Learn more at 
H ü í í i engines.honda.com 

E N G I N E S 

B u i l t l i k e no other. 
For optimum performance and safety, please read the owner's manual before operating your Honda Power Equipment. ©2015 American Honda Motor Co., Inc. 



market will be," Pearce says, not-
ing that Sebert is conservative so 
the company doesn't lose money 
if fuel prices increase. Adding a 
fuel surcharge is not an option. 
"We tried that in 2009/2010 and 
it was just a small surcharge, but 
we cut that out right away. It 
wasn't a good business decision 
based on our clients' reaction to 
it," Pearce says. 

Some efforts Sebert takes to 
reduce fuel consumption that 
make an impact on the bottom 
line include using the trucks' 
GPS system to monitor idle 
time. An "idle alert" email is 
emailed to supervisors when 
trucks idle for longer than 30 
minutes. Then, based on the 
situation, crews may get a gentle 

reminder about the status. 
"Because we use our trucks as 

tools, there are a lot of reasons 
for leaving trucks running - such 
as moving through a property 
to pick up debris," Pearce says, 
adding that the company does 
not want to be "Big Brother" 
about idle time. "But we educate 
our crews that we don't want to 
see idling. Turn off the truck." 

Also, 70 percent of Sebert's 
mower fleet runs on propane 
fuel. The up-front cost of pro-
pane is a bit less than gasoline, 
though per man-hour the fuel 
cost ends up being about the 
same because a mower will use 
about 1.25 gallons of propane 
to 1 gallon of gas. But the ability 
to fuel mowers on site saves time 

and money, and when all Sebert 
branches have that capability 
within the next year, Pearce says 
propane will become "much 
cheaper because you are getting 
a bulk service." 

Mainly, propane fuel supports 
Sebert's sustainability initiative 
by reducing its carbon footprint. 
The fuel savings is a bonus. 

Ongoing fuel monitoring 
through data collection and 
supporting efforts that save fuel 
like utilizing GPS features and 
alternative fuel sources can go 
a long way toward minimizing 
this critical cost of doing busi-
ness. "Those (fuel) numbers are 
very important to the overall 
forecast for our company so we 
can react," Pearce says. 

T A K E - A W A Y T I P S 

C R U N C H T H E 

N U M B E R S . 

Sebert Landscape tracks fuel 
consumption per crew, figures 
on an annual fuel cost increase 
of about 15 percent and also 
adds projected company growth 
when creating the next year's 
fuel budget. "Our fleet manager 
is responsible for purchasing and 
monitoring fuel," Pearce says. 

T R A C K I D L E T I M E . 

Does your GPS system monitor 
vehicle idle time? If so, use this 
information to educate crews 
about fuel consumption. "We 
trust our foremen, and we don't 
want them to think that we are 
always watching, but idle time 
burns fuel so it's a strong tool." 

W h o k n e w ' l l l l l l l l l 

a r e t e n t i o n | 

p o n d c o u l d 

h a v e s u c h a w l p 

p r e t t y f a c e 

With a BMP installation, you 
can have a traditional clay paver 
hardscape and storm water 
storage too. Storm Pave 
permeable clay pavers have been 
independently tested to have an 
infiltration rate of 720 inches per 
hour. From the base storage, 
storm water can dissipate back 
into the soil or be routed to 
underground tanks to be used 
for landscape irrigation. 
Either way, you 
don't have to ^ ¡ ¡ L 
give up valuable ^ m i ^ - S B g 
real estate for a mvÈ^^S^  
retention pond. ' W i f f 

/ - t X a ^ x 
G E N U I N E 

800.334.8689 
pathwaycafe.com 
americaspremierpaverxom 



GOING THE XTRA MILE 
The XCaliber from Dixie Chopper 

XTRA 
Cut through commercial jobs at over 6 acres per hour 
with our new drivetrain 

XTRA 
Pick your power with commercial-quality engines from 
Kawasaki® Vanguard® or a fuel efficient Kohler® EFI 

XTRA 
m I Ind^ftfyjeading a2 Wincl Junnel de^feduces debris' 

#ibuildji i |) giving you a cleaner r u t , § k 

Join the 
CHOPPER ARMY 

alGIE+EXPO m 
October 21-23 I Booth 1134 & 7500D 

765.246.7737 (H www.dixiechopper.com The World's Fastest Lawn Mower 

Sperleiice the Dixie Chopper XCaliber zero-turn at your 
local dealer today or visit online for more information. 

http://www.dixiechopper.com


Let Your Crew Clock in and 
Get Schedules Anywhere 

MIRROR 
LANDSCAPES 

Zak Blttner, 
maintenance division manager 

LOCATION: 
Dixon, III. 

ESTABLISHED: 
2001 

EMPLOYEES: 
5 

2 0 1 4 REVENUES: 
$250,000 

CUSTOMERS: 
60% commercial, 

40% residential 

SERVICES: 
Design/build, maintenance, 

snow 

Tuning up fuel economy 
This season, Mirror Land-

scapes invested in its first 
open trailer for hauling 

mowers and hand-held equip-
ment - a change from the two 
24-foot enclosed trailers its Ford 
F-350 diesel trucks usually haul. 
Maintenance Division Manager 
Zak Bittner can't measure the 
exact fuel savings from the 
lighter load just yet. "But I no-
tice that our fuel is lasting a little 
bit longer each week," he says. 
"It's definitely helping." 

Fuel is a carefully monitored 
operating expense at Mirror 
Landscapes in Dixon, 111. "For 
smaller companies, if they're 

not budgeting properly or don't 
have a grasp on their financial 
situation and fuel costs, it could 
put them under if they aren't 
prepared for it," Bittner says. 

That's why Mirror Land-
scapes budgets based on a 20 
percent fuel increase each year. If 
there's a spike in fuel prices, the 
company will consider increas-
ing service prices. In 2014, the 
company spent $10,000 on fuel. 

"I don't think customers 
would have a problem paying $5 
to $ 10 more per job if we had to 
do that," Bittner says. 

But the company has not had 
to make an adjustment like that 

so far because of careful plan-
ning. As for tracking, Bittner 
uses Google Maps to create tight 
routes for crews, then he moni-
tors truck odometers to record 
mileage. He then figures in the 
cost per mile so jobs can be 
properly priced, and so the an-
nual fuel budget can be created 
based on real numbers - plus 
that 20-percent cushion for the 
coming year's potential pump 
price increases. 

A Shell fleet credit card keeps 
fuel costs contained and makes it 
easy to see exactly how much is 
spent on fuel each month. And 
Mirror Landscapes also uses a 

Try It Free! 
{No Credit Card Required} 

Go to TrackSmart.com/lawn 

Trim inefficiency with online employee time and scheduling 
software. Workers can clock in and out right on their smart-
phones at any work site. Create and update work schedules 
from any computer or tablet with Web access. 

iìrackSmart 
Save Time with Hassle-Free, 
Online Employee Software 

T I M E C L O C K j 
The Easy Employee Time-Clock 
Software for Small Businesses 



Just because the trees are going dormant doesn't mean your business has to. With Mauget 
microinjections, you can treat trees well into the fall, alleviating the spring rush, creating 
new revenue opportunities and, most importantly, allowing you to retain your labor force 
for a longer period. Plus, many Mauget treatments are as effective against diseases and 
pests when administered in the fall as they are in the spring. So unlike deciduous trees in 
autumn, you have nothing to lose. 

Cal l 800-TREES Rx ( 8 0 0 - 8 7 3 - 3 7 7 9 ) or v i s i t www.mauge t . com 
to learn more about Mauget m ic ro in jec t ion . 

Mauget. The Right Way to Treat a Tree. 

http://www.mauget.com


Bittner has noticed a 
difference in fuel use with 
the new open trailer. 

TAKE-AWAY TIPS 
ADD FOR TRAVEL. 
If Mirror Landscapes bids ori a 
job that's outside of its usual 
routing area, Bittner is careful 
to figure in the cost of more 
mileage. "We figure in the price 
of fuel based on the miles we'll 
travel in case we have to charge 
a travel fee for a job outside of 
the area," he says. 

performance chip on its trucks 
that optimizes fuel economy. 
The fuel economy programmer 
by SCT Performance optimizes 
a truck's engine management 
computer. "You can buy the 
chip for your year/make/model 
of vehicle and it can increase 

your power or you can adjust 
settings where you focus on pro-
gramming the fuel economy," 
Bittner says. 

Bittner estimates that the 1999 
Ford F-350 diesel with the chip 
- the vehicle used on mowing 
routes - gets about 15 miles per 

gallon compared to 10 miles per 
gallon with other trucks without 
the fuel management tool. 

The best fuel management 
advice Bittner can give: "Don't 
overlook the expense," he says. 
"It may seem like a small num-
ber, but it can creep up." 

T R Y NEW 
TECHNOLOGY. 
The fuel economy optimizing 
"chip" that Mirror Landscapes 
uses is improving mileage by 
50 percent for the vehicle that 
clocks miles on maintenance 
routes. Plus, an open trailer is 
helping save gas because there's 
less drag on the truck's engine. 

Corona's 1" PVC pipe cu t te r breaks new g round w i t h 
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Pumping up productivity 

The gas prices were already 
close to $4 per gallon, 
and word was they'd 

spike to $4.99 during a holiday 
weekend a few years back. Ran-
dy Kellogg personally filled up 
TLC Landscape's two trucks, 
which generally get about 9 
miles per gallon and less when 
they're hauling open trailers of 
landscape equipment. 

"The fuel prices dropped 50 
cents the next day," Kellogg 
says, adding that the lesson 
learned is predicting fuel prices 
is like forecasting weather. You 
think you've got a handle on 
what's to come — but you just 
never know. 

That's why Kellogg tries not 
to get too tied up in prices at the 
pump. There's not a whole lot 

he can do about it - but he can 
track the expense and make sure 
he accounts for it in the budget. 
And, managing productivity is 
a big part of that, he says. 

Kellogg prefers to fuel up 
trucks himself, which is easy 
with a two-truck fleet. The ser-
vice stations and convenience 
stores can be a time suck for 
crews. "Ten minutes inside to 
get a snack times four people is 
almost an hour of work lost," he 
says. "It's about productivity." 

Kellogg runs gasoline-pow-
ered trucks rather than diesel. 
Most of the equipment is gas, 
too, except for a diesel tractor 
and skid-steer. Kellogg finds 
that gasoline provides the ef-
ficiency he's looking for. 

As for winter fueling, snow 

routes can be rigorous but 
Kellogg says that a truck will 
typically go through one tank of 
gas during a 10-hour workday, 
burning through 28 gallons of 
gasoline. "That's not too bad," 
he says. 

It's not bad when you ac-
count for the cost in the budget. 
"We figure on the high side," 
Kellogg says of estimating gas 
prices. And he also keeps tabs 
on the monthly fuel bill. 

As for fuel prices, no one has 
a crystal ball but Kellogg says 
he's noticed fewer spikes now 
that there's more domestic oil 
production. "We have already 
seen the positive outcomes of 
that - the influx of new oil from 
this country is why fuel prices 
have dropped," he says, L&L 

TLC LANDSCAPE 
Randy Kellogg, president 

LOCATION: 
Swansea, III. 

ESTABLISHED: 
1990 

EMPLOYEES: 
4 

2 0 1 4 REVENUES: 
Not disclosed 

CUSTOMERS: 
80% residential, 
20% commercial 

SERVICES: 
Landscape installation, snow 

TAKE-AWAY TIPS 
AVOID WEEKENDS. 
Kellogg likes to fuel the company 
vehicles himself if possible, and 
he stays away from gas stations 
on weekends when the prices 
tend to be higher. He aims 
for fuel-ups on Mondays and 
Tuesdays instead. "When my 
tank gets down to a quarter full, 
I start watching the prices," he 
says. 

AVOID TEMPTATIONS. 
Service stations can be 
productivity killers if grabbing a 
quick snack at the convenience 
store is part of the fuel break. 
Since Kellogg runs a couple of 
trucks, he prefers to fuel them 
himself if possible. That way, 
man-hours are spent earning 
revenue rather than generating 
an expense. 

PARK A TRUCK. 
Do we really need to take the 
truck out? That's a question 
Kellogg suggests landscapers ask 
before hitting the road. "We'll 
leave a second truck at the shop 
if we don't really need it," he 
says. "There's not much we can 
do about fuel prices other than 
minimizing driving." 

Ten minutes inside to get a snack times four people is almost an 
Hour or work lost. It's about productivity." 

Randy Kellogg, president, TLC Landscape 
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HEN IT COMES TO MAKING A BACKYARD MORE INTERESTING, 
dynamic and three-dimensional, Joe Apice says building a deck is the way to 
go. "It adds a whole other aspect to the landscape," says Apice, president of 
Colorado Deck and Landscape, an Aurora, Colo.-based residential deck-building 
and landscape design/build company. 

As much as a deck can be the perfect backyard destination for homeowners, deck-building has its 
perks for contractors, too. "Building decks really broadens a landscape outfit's scope of work," says 
Mike Krause, project manager for the woodwork division of Backyard Paradise Landscaping, a mostly 
residential landscape design/build company in Hudson, Wis., that specializes in outdoor living spaces, 
decks and pergolas, swimming pools, hardscapes, water features, decorative concrete and masonry. 

Before jumping into deck-building, however, it pays to understand the potential perks - and pitfalls 
- of adding woodworking to your service offerings. 

BUILDING BENEFITS. Decks can dramatically change 
an outdoor space. "A deck has a whole different 
feel to it because of the texture. It's actually warmer 
than a patio. Concrete or pavers are hard, whereas 
a deck has a softer feel to it," Apice says. "It's hard 
to understand unless you're on a deck, but they're 
smooth, even, the colors are soft and consistent." 

A deck is a better option than a patio at some 
sites. For instance, decks are ideally suited for sites 
one foot or more off grade. 

In addition, Krause says an increasing number of 
homeowners in his area are opting for decks to fin-
ish outdoor spaces behind two-story homes where 
the builders included second-floor patio doors. In 
such instances, Backyard Paradise Landscaping 
often bundles services: Krause might build a deck, 
then another crew from his company will add a 
paver patio beside it. Or after he builds stairs, a 
landscaping team will add plantings at the bottom. 

Apice also acknowledges the benefits of com-
bining services. "We often incorporate a deck and 
a patio, especially today with fire pits, outdoor 
kitchens and whatnot being so popular." 

Unlike with patio building, Krause says, building 
a deck requires minimal overhead. Although build-
ing a deck does not require a massive investment in 
equipment or tools, Krause acknowledges that it's 
important to purchase the right tools - compound 
miter saw, circular saws, drills, laser level. "When 
you get the proper tools it makes the jobs go much 
more efficiently," Krause says. 

One of the benefits of deck-building, both Apice 
and Krause say, are the newer maintenance-free 

composite decking options. Composites often come 
with 25-year warranties, which make them an at-
tractive alternative to wood despite the added cost. 
Composites run from $4 to $5 per linear foot of 
decking, compared to around $ 1 per linear foot for 
wood). "Ifyou built it maintenance-free, that deck 
will look like the day it was put in 15 to 20 years 
later. It may be four times as expensive (as wood), 
but wood has a lot of maintenance," Krause says. 

CHOICE CHALLENGES. Deck-building isn't without 
its share of challenges, however. One of the biggest 
is finding the right people to work on deck projects. 
"It's hard to get people who are skilled at deck build-
ing. It's complicated, and the materials you work 
with are very expensive. If you mess up a board, 
you've messed up a $100 bill or more," Apice says. 

With decks, Krause says screw placement is im-
portant, as is having everything look symmetrical. 
"A lot of people think easy, small, wood when they 
think decks," Krause says. "But they're very tricky. 
There's an efficient way of doing them and a quality 
way of doing them. There are a lot of ins and outs 
that make a quality deck." 

Price can also be a barrier. "With decks there are 
so many variables. Is it high enough you need a rail-
ing? Low enough you don't? How many steps? How 
many angles? Is it square?" Apice says. All those 
extra considerations often come with a higher cost. 

Yet there are also times when installing a deck 
makes more sense - and in some cases, opting 
for a deck can actually save homeowners money. 
That might be the case, Apice says, in a yard with 

F i n a n 
i n s t a l l e r , 
s o I ' l l p u t 
i n w h a t e v e r 
t h e y w a n t , 
b u t m o s t 
p e o p l e a r e 
d e p e n d i n g 
o n m e t o 
e d u c a t e 
t h e m , s o 
t h a t ' s w h a t 
I d o . " 

Joe Apice, 
president at 
Colorado Deck 
and Landscape 
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DECKS 

a massive slope or where a deck can be used 
to cover up an old patio. Another example 
Krause cites involves two big, separate decks 
he recently built for a client. 

Originally the client wanted a paver patio, 
but the ground was so sandy that Backyard 
Paradise convinced the client decks would 
offer better drainage at less expense than 
having to install drain tile and direct water 
elsewhere before putting in the patio. 

KEY CONSIDERATIONS. Contractors who are 
contemplating adding deck-building services 
should take note of a few things first, both 
Apice and Krause stress. Chief among them 
is the importance of understanding local 
building codes, permits and licensing. 

Krause says a contractor's license is gen-
erally needed when it comes to building 
decks, which isn't something all landscaping 
contractors already have. Krause has to be 
licensed in both Wisconsin and Minnesota 
because his company works in both states. 

A variety of permits may be necessary 
when building a deck, ranging from a permit 
for decks of certain heights to zoning permits 
to ensure a deck isn't being built too close to 
a fence or other existing structure. 

"There are so many different things that 
need to be followed pretty strictly that would 
definitely screw it up for somebody if they 
didn't do it right," Krause says. 

Equally valuable, Krause says, is knowl-
edge of material options and costs. Educating 
customers is a particularly important compo-
nent of any deck-building job, Apice adds. 
"I'm an installer, so I'll put in whatever they 
want, but most people are depending on me 
to educate them, so that's what I do," he says. 

That education has become more impor-
tant as decking options have increased. "I 
try to keep it simple. To get a deck, it used 
to be pick redwood or cedar and one of 
three railing options. Today, it's much more 
complicated. There are so many choices. 
It can be confusing and overwhelming for 
homeowners," Apice says. "If I show them 
one or two brands with a few lines and color 
options, they'll find something they like. 
That makes life easier." 

It also pays for contractors to stay updated 
on deck trends. Such trends vary by region, 
Apice says. For instance, on the East Coast 
he often sees railings with a rounded cap, 
whereas in Colorado customers often ask 
for a flat cap. 

Krause says an increasing number of 
people in his area are asking for island land-
ing stairways. "Say you have a higher 12 
by 12-foot deck with stairs coming off it. It 
might come down eight steps, land on a small 
platform deck, then turn and go down the 
other way," Krause says. 

Yet the biggest trend right now, both 
Krause and Apice say, continues to be an 

is changing how decks are built. They're not 
as cool looking, unfortunately, because if you 
start putting a lot of stuff on them they're 
very expensive." 

MAKING IT WORK. Regardless of whether a 
company has its own woodworking team or 
hires out, Apice and Krause see the value in 
offering such services to clients. 

Apice says his company often is hired by 
other landscaping companies to build per-
golas for their customers. "Whenever their 
customers want a pergola, they don't want 
to deal with it because it's a whole other 
skill set, so they call on me as a subcontrac-

Contractors contemplating adding deck-building services should take note of a few things first. Chief 
among them is the importance of understanding local building codes, permits and licensing. 

interest in composite decking. "It's expen-
sive, but I'd bet 80 percent of what I do 
now is maintenance-free," Krause says. In 
particular, Apice says many customers are 
interested in capped composite decking be-
cause it is more durable and more economic 
to manufacture. 

Apice says because of the cost of composite 
decking, deck extras, such as built-in planters 
and storage containers, aren't as popular as 
they used to be. "In the days of redwood, 
almost every deck had some built on it, but 
with composite everything is so expensive it 

tor. It makes them look more dynamic as 
a landscaping company," he says. Plus, if 
he gets a bigger landscaping job than he'd 
normally handle, he'll hire those same com-
panies to assist. 

Even if it doesn't make sense to add wood-
working services, Apice says it is worthwhile 
to find a subcontractor who can come in 
and build decks for clients when needed. "It 
gives you another tool, another arrow in your 
quiver when you're trying to sell a job." L&L 

The author is a freelance writer based in Lincoln, III. 
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2DQ contains three active ingredients that provide 

weed control of annual and perennial broadleaf weeds 

in warm-season and cool-season turfgrasses. 2DQ is for 
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HANDLE HEAVY LOA 
Try these compact track and wheel loaders to get jobs moving. 

TAKEUCHITW65 AND 
TW80 COMPACT WHEEL LOADERS • 
Hie pitch: The new wheel loaders deliver increased performance, 
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better operator comfort. 
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engine, which is EPA Tier 4 Final certified. 
• They operate with a maximum torque <J>f 192 foot-pounds at 1,800 
RPM delivering 73 horsepower with a rated engine speed of 2,200. 
• Both loaders are equipped with air conditioning, heat and adjustable 
armrest and controller position, as well 
the operator. 
For more information: Takeuchi-US.c 
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BECOMING A LEADER IN THE LAWN AND LANDSCAPE PROFESSION 

means going above and beyond in your dedication to your staff, 
customers and industry. Syngenta and Lawn & Landscape are 
committed to recognizing the lawn and landscape frontrunners 
bold enough to break through the pack and lead the path toward 
innovation. 

For 15 years, Lawn & Landscape has honored industry leaders with the 
Lawn & Landscape Leadership Awards, an annual recognition of business 
owners and educators in the industry who have the vision, drive and ability 
to empower those around them. To recognize the work of outstanding 
lawn care professionals, Syngenta is a proud sponsor of the 2015 Lawn & 
Landscape Leadership Awards. 

Industry leaders are not only seen as successful by their peers but by 
their customers as well. For this reason, Syngenta is dedicated to support 
your business with products that perform. Additionally, we supplement 
those products with complimentary, homeowner-friendly marketing 
brochures that set you and your service apart from the competition. For 
more information and to order brochures, contact your local Syngenta 
territory manager. 

Syngenta is committed to your success, which is why we offer agronomic 
expertise, guarantee programs and SummerPay as a part of our annual 
savings program, GreenTrust 365. This program maximizes the purchas-
ing power of your business, and offers extended terms until July 6, 2016. 

Each year, Syngenta is inspired by the recipients of the Lawn & Land-
scape Leadership Awards and their stories. It is passion and dedication like 
theirs that fuels our desire to develop new products and solutions to solve 
industry problems. We are honored to have the opportunity to play a part 
in the recognition of these green industry leaders. 

So to this year's deserving recipients, thank you for the enthusiasm and 
expertise you bring to the lawn and landscape profession. Syngenta is ex-
cited to work together to find ways to further the success of your business 
and increase your customers' satisfaction. 

For more information on the resources available to your business, please 
visit GreenCastOnline.com. 

STEPHANIE SCHWENKE 
SYNGENTA LAWN AND GARDEN 

"TO THIS • ¡ R B S E R V I N G 
RECIPIENTS, THANK YOU 

FOR THE ENTHUSIASM AND 
EXPERTISE YOU BRING TO 

THE LAWN AND LANDSCAPE 
PROFESSION." 

Stephanie Schwenke 

Turf Market Manager 
Syngenta Lawn and Garden 

©2015 Syngenta. Important: Always read and follow label instructions. Some products may not be registered for sale or use in all states or counties. 
Please check with your state or local Extension Service to ensure registration status. CreenCast®, GreenTrust™, SummerPay™ and the Syngenta logo 
are trademarks of a Syngenta Group Company. Syngenta Customer Center: i-866-SYNGENT(A) (796-4368). 
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Davitt, middle, with Craig Ruppert, left and Chris Ruppert, 
a partner at the company, in the late 1980s during a planning meeting. 

S C H O O L 

0 F 
Y A R D 

K N O C K S 
CHRIS DAVITT NEVER 

GRADUATED COLLEGE, BUT 
HE WAS A GUIDING FORCE 

BEHIND THE SUCCESS 
OF RUPPERT LANDSCAPE. 

BY BRIAN HORN 

HE M A Y H A V E JUST B E E N HITTING PUBERTY, b u t 12-year-

old Chris Davitt had no trouble hitting his 
prospecting goals. 

Actually, he was exceeding his goals. By a lot. 
Tlie pre-teen and other neighborhood kids 

were tasked with handing out fliers advertising then 
18-year-old Craig Ruppert's upstart lawn mowing business. 

"We had, like, six of us in the back of the pickup 
truck," says Davitt, now 55, who retired as president from 
Ruppert Landscape based in Laytonsville, Md., in 2014 
after 34 years with the company. "Craig would let us off 
on the sides of the street and then he would pick us up 
a few blocks later and take us to the next neighborhood. 

"Well, we all had to count our fliers. And between 
some of these sessions, Craig would get me up in the cab 
and say, 'You delivered 263. The next guy delivered 180. 
Keep going.' And these other guys didn't know why I was 
running and just trying to deliver two for their every one." 



But to Davitt, whose old-
er brother was friends with 
Ruppert and mowed with the 
group, it was a no-brainer: He 
was in control of how well 
he could do something. That 
type of drive was something 
Ruppert noticed right away. 

"Part of the reason I invited 
Chris to come was I wanted 
to set the base for these other 
guys," Ruppert says. "So, Chris 
was jogging or running to get 
it done because he wanted it. 
That's just one little early ex-
ample of Chris' hustle." 

To Davitt, who still serves 
as an advisor for the company, 
those early trips with Ruppert 
and the other kids set the tone 
for the culture that drove Rup-
pert to success. 

"Thinking back on it, we 
were going to outwork every-
one," Davitt says. "That was 
our strategic plan, but perhaps 
we didn't know what a strate-
gic plan was. And what Craig 
would do is make hard work 
and the dirtiest of the jobs sort 
of honorable. If you outworked 
someone and you got dirtier 
than they did, then that was a 
real badge of honor." 

IF IT AIN'T BROKE. Davitt liked 
working for Ruppert so much 
he continued doing it part-time 
and seasonally through college 
where he was shooting for a de-
gree in business administration. 
By his late teens and early 20s, 
he was managing a crew made 
up of 30 year-olds. 

"You have to have a moxie, 
and a confidence and the ability 
to take risk to put yourself out 
there," Ruppert says. "Chris 
demonstrated that early that 
he didn't have a fear of leading, 

which is often what limits us." 
While Davitt genuinely 

enjoyed what he was doing 
and was darn good at it, he 
intended to finish college. All 
nine of his siblings graduated 
with a degree, but with every 
lecture and term paper, Davitt 
knew higher learning wasn't 
his calling. 

"I was not working hard at 
it at all," he says. "I realized I 
had to change things and it was 
time to do something well. And 
I was learning more about busi-
ness and people management 
that the exciting things were 
happening at work." 

After three years at Frost-
burg State University and one 
semester at the University of 
Maryland, Davitt decided to 
focus fulltime on Ruppert. He 
was doing so well at the com-

pany that not even his parents 
could question his decision. 

"By the time I committed to 
Ruppert, I was married, I had 
a kid, and I was progressing in 
the business and the business 
was growing," he says. 

BAD FIRST IMPRESSION. B o b 

Jones, vice president of Rup-
pert Companies, has a great 
respect and appreciation for 
Davitt. But that wasn't the case 
the first time the two met. Or 
the second or third time. 

Hailing from Ohio and 
getting his green industry start 
in the Buckeye state, Jones 
decided to take a job as a divi-
sion manager at a landscaping 
company in Philadelphia. But 
after seven months, that didn't 
work out, and going back to 
Ohio wasn't an option. 

"I'm kind of a proud person 
and didn't want to go back to 
Ohio with my tail between my 
legs and ask for my job back," 
he says. So he took a job at 
Ruppert as an assistant foreman 
- a job below Jones' skill level 
and one with hefty paycut. 

Jones eventually worked 
his way to a promotion, but 
didn't get the raise he was 
promised. Davitt told Jones he 
was getting paid more than he 
should, and if the promotion 
failed, Davitt wanted to move 
him back into his old role. That 
didn't sit well with Jones. 

"I thought, 'Who was this 
guy telling me that I'm getting 
paid too much?' So, for the first 
four years of my employment 
at Ruppert, I didn't like Chris 
very much - maybe because I 
thought he was undervaluing 

Ruppert, left, invited a 12-year-old Davitt to work at his landscaping company decades ago. Davitt would go 
on to become president of Ruppert Landscape, retiring from the company in 2014 after more than 30 years. 
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INVENTING 
ENHANCEMENTS 

If you've ever used the 

term "enhancements" 

in the industry, you 

can thank Chris Davitt. 

At least that's what 

Davitt, Ruppert and 

former Ruppert CFO, Ken 

Hochkeppel say. And in 

the mid-1980s, when they 

coined the term, there was 

no Internet or Twitter to 

find out if someone four 

states over was using it. 

So, when the company 

started using the term, 

they had never heard 

anyone else use it. 

Davitt hired Hochkeppel 

to run a division they then 

called "extras" - essential-

ly, jobs that a current client 

needed that didn't really 

warrant a maintenance 

or design/build manager 

handling, like removing a 

tree stump. Hochkeppel 

wanted a better name for 

it, and came to Davitt was 

a list of 30. 

"The second thing he 

had on his list was the 

Enhancement Department. 

I said, 'Hoch, that's it. 

That describes it exactly 

as it is," Davitt says. 

"We are enhancing their 

landscape." 

And the rest is history. 

"I had never heard 

it before used in the 

industry, so I do believe 

we were the ones who 

coined the phrase," 

Hochkeppel says. "I guess 

you can say we chose it 

together, but he was the 

guy that picked it." 

me and didn't appreciate what 
I was capable of doing," Jones 
says. "Chris always thought I 
was a field guy." 

Jones says he eventually 
became close with Davitt when 
the two moved over to Rup-
pert Nursery in 1999 after 

Davitt (front row, second from right) with his team during an early 
1980s Ruppert Field Day competition. 

TruGreen Landcare bought 
Ruppert Landscape. "We joke 
about it these days," Jones says. 
"I just didn't like him, but for 
the wrong reasons." 

LEARNING FROM MISTAKES. But 

the situation Jones describes is 
something Davitt admits was 
a problem in his early days as 
a leader. He was quick to give 
up on people if they didn't fit 
a position perfectly. 

"You see there being one 
way to do things, perhaps you 
put people into categories of 
this person doesn't get it be-
cause they're not approaching 
it the way I would," Davitt 
says. "I think there are people 
perhaps I couldn't reach earlier 
in my career because things 
were too absolute for me. And 
over time, you get tolerance 

and you get understanding, 
like, 'You know, I didn't think 
that was going to work. And I 
didn't think that person had it.' 
And, in fact, they did." 

Davitt says it was a move 
away from this type of man-
agement style that allowed the 
company to grow. The lead-
ership team began attending 
Dale Carnegie management 
courses, and they brought on 
a consultant to help. 

The consultant, Clyde Vad-
ner, drilled home that commu-
nication is the responsibility of 
the sender. Davitt came from 
the perspective of "I told the 
person. They should have got-
ten it," he says. Vadner, who 
had a merit award named after 
him at Ruppert, countered that 
if they didn't get it, then it was 
Davitt's fault. 

"Initially it was, 'Get out 
of here. I'll tell ya whose fault 
it is,'" Davitt says now with a 
laugh. In the late 1980s, the 
company began to track turn-
over, and to Davitt's surprise, 
people didn't always leave 
because they couldn't hack it. 

"In the early 80s, when you 
were turning over people, you 
thought you were working 
hard because it meant you 
were setting a high standard," 
he says. "But in fact you're 
setting a high standard and 
you're not doing a good job 
as a manager if you're turning 
a lot of people over." 

Though the company did 
begin to focus on systems to 
help guide employees, it was 
leadership's overall shift in 
managing that allowed them to 
jump from a company pulling 
in a few million dollars to one 
opening branches, resulting in 
new revenue streams. 

"We couldn't have crossed 
that hurdle without really 
understanding management, 
trusting people, developing 
people, and everything that 
goes with that," Davitt says. 

Eventually, even Jones began 
to see Davitt as a strong leader. 

"The best managers and the 
people who excel the most run 
to conflict, run to the hard 
issues, versus trying to avoid 
them," Jones says. "If there 
was a tough issue, Chris was 
generally in the middle of it 
trying to figure it out." 

Jones grew so close to Da-
vitt, he even sought him out for 
work and life advice. "We used 
to call him the Ann Landers of 
landscaping," he says. "Chris 
had a great way of looking at 
everything and still does." • 



AS EXECUTIVE 
DIRECTOR OF THE ALCC, 

KRISTENFEFESGOES 
ABOVE AND BEYOND 

TO HELP THE 
GREEN INDUSTRY. 

BY KATIE TUTTLE 

HEN IT COMES TO BEING A STRONG L E A D E R , it 's n o t on ly i m p o r t a n t to give 

direction, but to also lead by example. 
That rings true for Kristen Fefes. 
"We preach the value of industry certification," says Becky 

Garber, Associated Landscape Contractors of Colorado (ALCC) 
director of communication. "Kristen, as a true professional, went 
out and earned the certification for people who run associations. She 
made the effort to do it and I think that says a lot about her and her 
commitment to professionalism and doing herself what we preach." 



Fefes joined the ALCC in 1999 as the 
assistant executive director. Prior to that, 
she'd been working at Selz/Seabolt Com-
munications in Washington, D.C., after 
she graduated from Catholic University 
in 1992. 

After seven years there, she was ready 
to leave Washington and head back to her 
native Denver, although she wanted to stay 
in the trade association world. 

"(The) concept of people coming to-
gether in a volunteer capacity to make an 
industry better and to make standards; 
I had really enjoyed that," she says. "I 
wanted to stay in that." 

Although she had no previous experi-
ence in the landscape industry, she called 
herself "lucky" for finding the open posi-
tion with the ALCC. 

"I think that's one of the fun things 
about working for associations," she says. 
"Is that you quickly learn how to talk about 
the important things that matter. You learn 
the lingo of horticulture." 

A year after starting, the ALCC long-
time executive director resigned and Fefes 
became the acting director. In October of 
2001, she was named Executive Director. 

"The thing I've always found fascinat-
ing about Kristen," says Dean Murphy, 
president of Terracare Associates and past 
president of ALCC for 2014, "is she can 
do anything she wanted, she's that talent-
ed. I've always found it interesting that 
she chose this industry to be part of. It's 
because she likes it." 

And it's her love of the industry that plays 
a role in the work she does with ALCC. 

"She really gives back to the industry, and 
puts her heart and soul into what she does," 
says Sandy Munley, OLA executive director. 
"She's definitely one of the leaders in the 

industry on the association side of things." 
When asked about the best and worst 

advice she'd ever been given, Fefes had a 
list. The advice ranged from things told to 
her by family members and peers in the 
industry, and it's obvious that she follows 
all of them in her daily life. 

ALWAYS KNOW WHAT YOU WANT OUT OF 
A MEETING. "If you asked my husband what 
I did all day, he'd say go to meetings," Fefes 
says. And though she's joking, her day is 
packed with them. From January through 
May, the Colorado legislature is in session. 

She's part of an umbrella organization 
in Colorado called GreenCO (The Green 
Industries of Colorado). It brings together 
seven green industries (landscape compa-

Fefes has been 
with ALCC 
since 1999, first 
as assistant 
executive 
director before 
being named 
executive 
director in 
2001. 

nies/contractors, nursery, garden center, 
sod growers, lawn care, landscape architects 
and arborists), and helps them collaborate 
on legislative and regulatory issues. 

She's also part of ProGreen Expo, which 
is the largest green industry conference in 
the Rocky Mountain Region. It is present-
ed by a group of organizations, including 
ALCC. 

At each of her meetings, Fefes makes 
sure the focus stays on the people she rep-
resents in the association, but she also puts 
focus on the industry as a whole. 

"It's not just about Colorado for her," 
Garber says. "It's about how can we throw 
our weight as an association into some-
thing that is impactful at a national level 
that does come back to our members?" 

taint I i I'VE ALWAYS FOUND FASCINATING ABOUT KRISTEN IS SHE CAN DO ANYTHING SHE 
WANTED, SHE'S THAT TALENTED. I'VE ALWAYS FOUND IT INTERESTING THAT SHE CHOSE THIS 
INDUSTRY TO BE PART OF. IT'S BECAUSE SHE LIKES IT." 
DEAN MURPHY, PRESIDENT, TERRACARE ASSOCIATES AND PAST PRESIDENT OF ALCC 



Fefes, her husband, Dimitri, their two sons (Peter and Michael) and Fefes' stepson, Tyler, enjoy 
spending time outdoors where they can soak up the Colorado sunshine. 

Fefes travels to Washington almost 
every year, advocating for the industry at 
NALP's Legislative Day on the Hill. She 
also lobbies at the statehouse for things 
important to the industry in Colorado, 
including H-2B and pesticide regulations. 

"It's your job to advocate for the in-
dustry and represent them," Fefes says. 
"You quickly learn how to talk about the 
important things that matter." 

LISTENING IS A LEARNED SKILL, NOT AN 
INNATE ONE - ANYONE CAN DO IT WITH 
PRACTICE. "She's very reasonable about 
listening to someone else and their posi-
tion," Murphy says. "Intellect has nothing 
to do with what you know, it's more based 
on what you ask. People who ask the best 
questions are the best people to deal with, 
and she's one of those people." 

Fefes says some of the best parts of board 
meetings are when everyone's talking be-
fore the meeting gets started. 

"That's how I learn," she says. "Open 
your eyes to the nuances." 

A good listener doesn't listen to the 
loudest talkers in the room, and Fefes is 
certainly a good listener. 

"She's equally attentive to the leader of a 
huge company as she is to a young person 
getting started out and trying to make a 
place in the industry," Garber says. "I think 
that speaks volumes. Kristen makes time for 
everyone, and we're here to serve everyone." 

YOU GREW BECAUSE OF SOMEONE. HELP 
SOMEONE GROW BECAUSE OF YOU. Fefes 

has done a lot to help the industry, but 
it's more the manner of how she's done it 
that affects people so much. Being available 
and willing to help others is what helps 
someone stand out in a crowd. 

"I think she's just a dynamic leader 
who's very thoughtful and very easy to 
work with because she is so thoughtful and 
always makes sure to be very inclusive to 
people," says Munley. 

In fact, Fefes has stood out so much, 
many of her industry peers feel she's helped 
make their jobs better. 

"We love Kristen. When she leaves, we 
may have to follow because we love work-
ing with her so much," says Garber, talking 
about what she and another coworker tell 
applicants when they ask about the associa-
tion in interviews. "That's the truth and we 
have told countless applicants that. That's 
just what resonates with us: how much we 
admire her and appreciate her." 

Murphy agrees. 
"She's on my short list of people I'd trust 

with anything," he says. "We talk all the 
time about anything that happened where 
we lose her would be a step down." 

YOU'LL BE AMAZED AT WHAT 10 MINUTES 
OUTSIDE EVERY DAY WILL DO FOR YOUR 
DISPOSITION. Living in Colorado, where 
there are over 300 days of sun each year, 
Fefes finds a lot of time to spend outdoors. 
When she's not in the office or at meetings, 
she can be found hiking or riding bikes 
with her husband, Dimitri, and her two 
sons, ages four and five. 

"My five-year-old can actually ride his 
bike now," she says. "So that's one less 

person in the Burley that I have to pull." 
Fefes and her husband are both avid 

skiers, so her hope is to start skiing again 
when her sons get old enough. But even 
if it doesn't involve the outdoors, Fefes is 
almost constantly active in her free time. 

"I'm an early morning exercise person," 
she says. "I feel like I'm in on a secret when 
I'm awake and the rest of the house isn't." 

YOU CAN'T GOVERN WITHOUT THE WILL 
OF THE GOVERNED. After taking over the 
role of Executive Director, Fefes put an 
emphasis on teamwork within the asso-
ciation, something she feels associations 
should be about. 

"You've got to create the two-way com-
munication," Fefes says. "It's not about one 
person's agenda. Nobody in my position 
can do their job without the membership. 
Associations are so interesting because the 
shareholders, the customers and the work-
force are all the same people. We really can't 
do our jobs without them, and I feel lucky 
that I wouldn't want to. That's what makes 
our work fun; what makes my work fun." • 
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MARK UTENDORF HELPS THE INDUSTRY THRIVE BY GATHERING 
KNOWLEDGE AND SHARING IT WITH EVERYONE HE CAN. BY KATE SPIRGEN 

THERE'S ALWAYS MORE TO LEARN IN THE Attending as many educational sessions 

LAWN CARE INDUSTRY, and Mark and industry events as he could, he was 
Utendorf wants to know it all. shocked by how open and welcoming his 

"It's odd, even now, after new colleagues were. At his first conference, 
doing it all these years, I'm Utendorf met Harold Enger, director 
shocked that I'm not finished," of education at Spring-Green, and even 
says the owner of Emerald though the two are direct competitors, they 

Lawn Care in the northwest suburbs of talked shop. 
Chicago. "I keeping thinking at some point "So many people don't think that it's 
I'll get to a point where I've got it all figured necessary to go on and get education or 
out and I just never get there." attend these different meetings, but Mark 

Utendorf bought Emerald eight years was there right from the beginning to learn 
ago and jumped headfirst into the business, about the industry," Enger says. 

ABOVE: Mark Utendorf and his team attend as many educational events in the industry as they can. 
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That attitude and his collab-
orative spirit made him stand 
out right away. When Enger, 
Bill Leuenberger of Chalet 
Landscape Nursery and Gar-
den Center and Scott Roberts 
of TruGreen first formed the 
Illinois Professional Lawn Care 
Association, Utendorf was one 
of the founding members and 
one of the first presidents. 

"I could tell right away that 
he was going to be great," 
Enger says. "He did an ex-
cellent job (as president). He 
was very much involved. He 
was really interested in how 
things work, talking to other 
lawn care companies, getting 
us all together. That was his 
main focus." 

And Utendorf is willing 
to give as much as he gets. 
He currently serves as the 
group's legislative/regulation 
chairman, advocating for the 
industry. While he says that 
he's a relative newbie to the 
industry, he's sharing what 
he learns. 

"He makes himself available 
and you don't have to push any 
buttons," says Norm Kleber, 
IPLCA education chairman. 
"He's automatically there. If 
you need something, if an issue 
comes up, he's right on top of 
it and lets our membership 
know. And he's very good at 
networking with other individ-
uals in the industry and I think 
that's what sets him apart." 

"IN HIS COMPANY, HE lJS|S|ÜXAMPLE, AND I THINK 
THAT'S WHAT MAKES HIM SO SUCCESSFUL" 

NORM KLEBER, IPLCA EDUCATION CHAIRMAN 



WORKING 
TOGETHER 

BEATING THE ODDS. Utendorf s career in lawn 
care has its roots in his childhood, when he 
would help his father in the yard. He was 
always outdoors planting and he loved to 
mow the lawn. He earned his gardening 
and forestry merit badges in Boy Scouts and 
when he turned 16, he started working for 
a nursery. 

He stayed in the green industry through-
out high school and college, opting then to 
work for Caterpillar, and then doing market-
ing for a couple of large public corporations. 
Eventually he decided he wanted to get back 
into the green industry and went to work 
selling design/build jobs for a Chicago-area 
landscaping and lawn care company. After 
a year of doing that, he decided it wasn't a 
good fit and went into banking for four years. 

Then, in 2007, he got a call from the 
landscaper he used to work for and everything 
changed. "He asked me if I wanted to buy 
his lawn care business and I said, 'Absolute-
ly' because I like that business model much 
better," Utendorf says. "I didn't really want 
to do the project end of things. I really like 
the annuity piece of lawn care so I jumped 
at the opportunity." 

The deal was closed a month later and 
Utendorf started his first season as a lawn 

care operator. Then the Great Recession hit. 
The business had fewer accounts than he had 
thought, but it grew aggressively thanks to 
Utendorf s marketing background. 

Kleber says that background set him up 
well to jump into the green industry and learn 
all he could. "The best way to excel is to learn 
and he's a very educated individual. When it 
comes time for more education, he doesn't 
hinder himself or his employees to go get 
trained and learn more about the industry. 
In his company, he leads by example and I 
think that's what makes him so successful." 

What started out as a two-man operation 
has grown every year, and now has six team 
members. Utendorf loves the business model 
and the process. "I feel like I'm trying to 
provide Nordstrom quality by implement-
ing McDonald's process and really trying 
to hone the efficiency and improve our 
service," he says. 

Utendorf says he's "a bit of a perfectionist" 
but sees that as a benefit in the service indus-
try. Losing a customer will even keep him up 
at night as he tries to figure out what hap-
pened. "We're laser-focused on retention," he 
says, and Emerald keeps it in the 90 percent 
range. "If you can keep your retention in that 
ballpark, you almost can't fail." • 

ü « E I'M TRYING TO PROVIDE NORDSTROM QUALITY BY IMPLEMENTING 
MCDONALD'S PROCESS AND REALLY TRYING TO HONE THE EFFICIENCY AND 
IMPROVE OUR SERVICE-
MARK UTENDORF, EMERALD LAWN CARE 

Mark Utendorf 

recognizes that 

every company is 

having the same 

problems, no matter which 

state it's in, says Norm 

Kleber, education chairman 

for the IPLCA. Utendorf has 

been very involved in the 

neonicotinoid controversy, 

among other issues, going 

to bat for the green industry 

in D.C. 

"I think I could see the 

fire in his eyes when (NALP 

Director of Government 

Affairs) Tom Delaney and a 

few others started pushing 

the issue a few years ago 

about the neo-nics and how 

our industry was getting 

attacked from all angles. And 

he just took passionately a 

call to arms," Kleber says. 

Utendorf says the collab-

orative spirit of the industry 

is one of the things he loves 

most about lawn care. "I've 

never been in an industry that 

was as open as this industry 

and it still blows me away. It 

just encourages me to be that 

much more engaged." 

When Utendorf built the 

website for Emerald Lawn 

Care, the first thing on it 

was information on cultural 

practices. Even his business 

card is educational, describing 

ideal mowing heights and tips 

for a beautiful lawn. 

The goal is healthy turf and 

happy customers for all, not 

just Emerald Lawn Care, and 

that passion has really made 

Utendorf stand out. 

"He has renewed my own 

faith in the industry in the 

sense that I see this younger 

guy, this upcoming person 

who really is excited about 

this industry and it's not just 

because he can make money 

at it, but because he sees 

the benefits," says Harold 

Enger, director of education at 

Spring-Green. 



T A L K 
L E S S , 

L I S T E N 
MORE 

BRUCE WILSON'S FINGERPRINTS 
CAN BE SEEN ON DOZENS 

OF COMPANIES IN THE 
LANDSCAPE INDUSTRY. 

BY CHUCK BOWEN 

BRUCE WILSON STARTED IN THE INDUSTRY LIKE MOST - he mowed 
lawns as a kid to make some extra money around his 
upstate New York home. One of his former clients, 
who'd hired Wilson to maintain his small greenhouse, 
recommended the budding horticulturist for a garden club 

scholarship. Wilson got it, and it led him to SUNY Farmingdale. 
He transferred to Cornell, where he graduated with a horticulture 
degree. 

After graduating, he got a job at another tree company, climbing 
trees in the brutal Rye, N.Y. winters. His wife, Gail, thought that 
was a bit too dangerous. They decided that if his career would be 
in landscaping, it made sense to move somewhere where he could 
work full time. So Wilson answered a classified ad and was hired as a 
spray operator at Green Valley Landscaping in sunny San Jose, Calif. 

It was 1971. He was 25 years old, and at the start of a career that 
would see him run the largest landscape company in the world, 
establish maintenance as the green industry's dominant service, and 
hire, train and consult with dozens of people who would become 
standout leaders and successful business owners in their own right. 



GREEN VALLEY. Wilson started 
his days early - afternoon 
winds in the Bay area made it 
hard to spray - so he had a few 
hours to kill each afternoon at 
the shop before his wife picked 
him up after work. So he asked 
his boss, Joe Marsh, if he could 
learn more about the other 
work Green Valley did. 

"I got to see all the jobs we 
did, met all the foremen and 
managers and got to learn the 
operation pretty fast," he says. 

That same year, ValleyCrest, 
which at the time was mainly 
a construction company, ac-
quired Green Valley to start 
a maintenance division. Burt 
Sperber asked Wilson to head 
to Colorado to open a branch 
office there, and acted as the 
branch manager, salesperson 
mower operator and mechanic. 

Then began a series of pro-
motions that would ultimately 
make Wilson the president of 
Environmental Care, Valley-
Crest's maintenance division, 
and put him in a position to 
lead and teach some of the 
industry's greatest luminaries. 

When Wilson became pres-
ident, it had just four branches 
- in San Diego, Las Vegas, 
Denver and Phoenix - plus 
Green Valley, doing about $7 
million. "That's what we had, 
then we grew from there," 
Wilson says. 

"Grew it from there" is a bit 
of an understatement. By the 
time Wilson retired in 1999, 

Wilson is now president of Conserve Landcare in Palm Springs, Calif. He recruited Bob Scofield, far left, 
another horticulturist and former ValleyCrest executive, to join the board of directors. 

ValleyCrest was doing $140 
million a year and had grown 
to that level almost entirely 
organically. Wilson had made 
just one acquisition worth 
more than $5 million - the 
Oyler Brothers in Florida. 

"We never planned to be a 
$100 million company. We 
just grew," Wilson says. "We 
budgeted to grow every year, 
but we didn't really realize the 
compounding effect of it. The 
only thing that was holding us 
back from growing even more 
was people." 

And it was with people 
where Wilson truly excelled. 
He spent most of his time 
out of the office, visiting with 
branch managers across the 
state and then country, lis-
tening to what their problems 
were and spreading knowledge 
of what was working elsewhere. 

One of Wilson's hires was 
Tom Fochtman, who would 
go on to run CoCal Landscape 
(and compete with his former 
boss) in the Denver market. 
As vice president of sales and 
marketing, where he would 
visit branches throughout Cal-
ifornia with Wilson. 

"He gave me plenty of direc-
tion and a lot of autonomy," 
Fochtman says. "We had a lot 
of quality time driving to Palm 
Desert. I'm confident and I 
have an ego - he was good at 
showing me how to keep that 
in check and how to empower 
people." 

CONSULTING. After growing 
ValleyCrest to nine-digit reve-
nue, Wilson could have retired. 
But he got a call from Rich An-
gelo, the founder of Stay Green 
in Santa Clarita, Calif. He had 

hired ValleyCrest to do the tree 
work on his own maintenance 
accounts, and after he'd heard 
that Wilson retired, asked him 
if he'd come consult with his 
company. 

"I said, 'I guess so, yeah," 
Wilson says. "I hadn't thought 
about it until Rich called." 

He teamed up with Tom 
Oyler, who had joined Val-
leyCrest after the acquisition, 
and the two formed the Wil-
son-Oyler group. It was then 
that Wilson got involved with 
peer groups, facilitating meet-
ings among similar-sized but 
non-competing landscapers 
around the country. 

Wilson didn't invent peer 
groups, but he started the 
most successful ones in the 
industry. He now runs eight 
groups, and can count among 
his clients some of the largest 

HE'S mm TO GIVE YOU AN ANSWER.... I TRUST HIM COMPLETELY. THAT'S NOT TO SAY HE'S ALWAYS RIGHT, BUT 
I'D BE HARD PRESSED TO TELL YOU A TIME HE WAS WRONG." 
FRANK MARIANI, MARIANI LANDSCAPE 

f 



FROMMANAGER 
TO ENABLER 

My most 

influential 

mentor is Joe 

Trickett, Ph.D., 

the Dean of the graduate 

school of business at Santa 

Clara University. He had a 

student that we hired do 

his thesis on our company, 

and an attitude survey of 

our field employees and 

why they stayed with us 

for years doing what was 

- and is - perceived as a 

menial job. 

During the process of 

his verifying if this was 

a legitimate project, he 

met with me regularly 

and we developed a 

bond. He took a liking 

to me and we got into 

numerous philosophical 

conversations about 

management. His area of 

expertise was industrial 

psychology. One day when 

he came in he asked me 

how things were going. 

We had a problem where 

some in the company 

wanted to fire a guy and 

some did not. 

To make this a short 

story, it came down to 

what I believed: Did I be-

lieve that people got a job 

to screw up and get fired, 

or did they want to suc-

ceed in some w a y ? I chose 

succeed. He asked me if 

I liked being managed. I 

didn't, but knew that was 

part of the deal. 

He convinced me to 

think about instead of 

being a manager to be an 

enabler. From that point 

forward, I saw my role as 

enabling people to attain 

the success they wanted. 

It worked. I enabled many 

people to achieve more 

than their dreams. - Bruce 
Wilson 

companies and biggest names 
in landscaping. 

One of those clients and 
friends is Frank Mariani, who 
was a member of Wilson's first 
peer group, Next Level Net-
work, and has hired him as a 
private consultant for Mariani 
Landscape. He says Wilson's 
best skill is his ability to manage 
the sometimes-inflated egos of 
the owners who hire him. 

"I think that too many of us 
believe our own bullshit, excuse 
my French. He's not afraid to 
pop our bubbles. . . . He'll call 
a spade a spade," Mariani says. 
"He's going to give you an 
answer - to me that is invalu-
able. You can't put a price tag 
on that, because I trust him 
completely. That's not to say 
he's always right, but I'd be 
hard pressed to tell you a time 
he was wrong." 

As a consultant, Wilson 
helped Mariani improve how it 
ran its residential maintenance 
business. He analyzed every-
thing from how crews rolled 
out in the morning to how the 
yard was organized to how job 
sites were set up. 

"He was there as early as the 
earliest guy the next morning. 
He said, 'I don't want you to 
pick me up at the hotel. I want 
to see what's going on,'" says 
Fred Wacker, Mariani's presi-
dent. "He was in our yard at a 
quarter of six, watching people. 
He just has an energy level that 
is inspiring and motivating." 

Bob Grover, president at Pa-
cific Landscape Management 
in Oregon, is another member 
of Next Level Network, and 
says Wilson's great skill is 
listening more than he talks. 

"No disrespect to anybody 

else, but there are some very 
large personalities in our indus-
try," Grover says. "And I think 
he is smarter than any of those 
large personalities. The thing 
about Bruce that impresses 
me the most ... he listens. He 
is one of the best listeners I 
know because he's not trying 
to command the conversation. 
He truly wants to know what 
other people are saying and 

dominate the market, espe-
cially in California. Though 
he never met Wilson during 
his time there, he knew him 
by reputation. 

"In our industry, there's a 
bit of a disconnect if you've got 
an owner who doesn't speak 
Spanish and all Hispanic field 
guys. I was born in Cuba, and 
my first language is Spanish, so 
I've been able to relate to the 

Wilson, at right, relaxes with members of Next Level Network, his first 
peer group, during a meeting in Oregon in 2014. 

thinking and process that in 
his mind, and come up with 
a thought-provoking nugget." 

STILL LEARNING. Wi lson, now 

68, has found time to run 
another landscape company. 

George Gonzalez hired Wil-
son in 2005 as a consultant 
for Sierra Landscape in Palm 
Springs. During the recession, 
he was forced to shut it down. 

But with Wilson's help, the 
two men relaunched the com-
pany as Conserve LandCare in 
2011, with a stronger focus on 
maintenance and using tech-
nology to run more efficiently. 

For years, Gonzalez had 
seen ValleyCrest grow and 

guys from day one," Gonzalez 
says. "When I first met Bruce, 
knowing his background as 
president of Environmental 
Care and corporate structure, 
I thought 'This guy is just 
management only.'" 

But he learned quickly - as 
everyone who meets Wilson 
does - that he's just as com-
fortable in the boardroom as 
he is in a box truck. 

"When we stuck him out 
there in the middle of a fore-
man meeting, he did great. The 
guys really warmed up to him," 
Gonzalez says. "And you can't 
fake that. .. . The guys pick up 
on it. The guy is genuine with 
that." • 
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There's a better way than this to stand out from your competition. 

5 S 5 - 6 8 2 3 X 

Get noticed for industry-leading performance. All it takes is one application of 
Acelepryn® insecticide in the spring for season-long control of all white grub species, 
billbugs, and turf caterpillars. With no signal word and a low impact on non-target 
organisms including bees? Acelepryn is also an excellent fit for ornamental land-
scapes. So use Acelepryn and give customers' lawns, as well as your business, the 
look they deserve. For more information visit GreenCastOnline.com/Acelepryn. 

b •^smmm, 

* Acelepryn syngent 
Insecticide 

Acelepryn was registered in 2008 by the U.S. EPA under its Reduced Risk Program** 
•Larson, Jonathan L, Redmond, Carl T., Potter, Daniel A. "Assessing insecticide Hazard to Bumble Bees Foraging on Flowering Weeds in Treated Lawns." PLOS ONE 6.8 (2013): n.pag. Web 

'*A reduced risk pesticide is defined as one which may reasonably be expected to accomplish one or more of the following; (1) reduces pesticide risks to human health; (2) reduces pesticide 
risks to non-target organisms; (3) reduces the potential for contamination of valued, environmental resources, or (4) broadens adoption of IPM or makes it more effective. Acelepryn 
qualifies under one or more of the above criteria. 

Acelepryn® and Acelepryn® G are not for sale, sale into, distribution and/or use in Nassau, Suffolk, Kings, Queens counties of New York State: ? 

©2015 Syngenta. Important: Always read and follow label instructions. Some products may not be registered for sale or use in all states or counties. Please check with your state or 
local Extension Service to ensure registration status. Acelepryn? the Alliance Frame, the Purpose loon and the Syngenta logo are trademarks of a Syngenta Group Company. MW1LGT5008-P1 



The pitch: The C232 features a Fiat Powertrain diesel four-
cylinder turbocharged and after-cooled engine. 
• The engines meet the Tier 4 Final emissions mandate with 
a maintenance-free diesel oxidation catalyst-only solution 
• It features a high pressure common rail fuel system design. 
• It has electronic controls and and 82 horsepower engine. 
For more information: Newholland.com 

• BOBCAT M-SERIES 600 
COMPACT TRACK LOADERS 

The pitch: The 74-horsepower Bobcat 
M-Series 600 frame-size compact 

track loaders provide operators with 
performance benefits, hydraulic power, 

comfort and easy serviceability. 
• The engines meet Tier 4 emissions 

standards without a diesel particulate filter. 
• The hydraulic systems have been 

engineered for higher standard flow 
and pressure, which provides increased 

attachment performance. 
• Engine horsepower and hydraulic flow 

are matched to the loader's rated operating 
capacity, size and weight. 

For more information: Bobcat.com 

The NewSnowEx® Plows. Featuring the 
Innovative Automatixx™ Attachment System. 
When winter rears its ugly head, you want to get out quickly to battle the snow — not 
waste time messing around with your plow attachment system. The new SnowEx 
plows were built using ideas from real contractors. So we made them stronger, 
smoother, and incredibly easy to hook up — thanks to the Automatixx system. It gets 
you out plowing faster than ever. There's nothing else like it on the market. 

Automatixx 
ATTACHMENT SYSTEM 

Plug In the electrical connections. 

Activate power switches, plow 

- attaches and pulls stand up automatically. 

Engage pin lever to lock onto truck. 

Co to snowexproducts.com/automatixx to 
see the new plows and Automatixx in action. 1 S n o w Q ^ / 

Light-Duty / Regular-Duty / Heavy-Duty / SPEEDWING™ / POWER PLOW™ 



< KUBOTA SVL SERIES COMPACT TRACK LOADERS 
The pitch: The SVL75-2 and SVL90-2 are powered by 4-cylinder Kubota 
CRT Tier 4-compliant engines with 74.3 and 92 gross horsepower. 
• The vertical lift is designed for a reach of 41.7 inches. 
• The SVL75-2 has a bucket breakout force of 6,204 pounds and a lifting 
capacity of 4,881 pounds. 
•The SVL90-2 delivers a bucket breakout force of 7,961 pounds and a lifting 
capacity of 5,869 pounds. 
For more information: Kubota.com 

A M E R I C A N VISTA 800-766-8478 | www.vistapro.com 

FEATURES & PERFORMANCE: 
» Comparable light levels in the 20W to 50W+ range 

(200 to 740 Lumens) 

» Light patterns from Very Narrow Spot to Wide Flood 
» Wattages from 4.5W to 13W 
» Dimming of low voltage options using Vista vPRO 

electronic transformer 

» Die-cast aluminum construction 

» Water-tight enclosure 

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

K m l ^ i k l M LANDSCAPE 
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• JOHN DEERE 323E 
COMPACT TRACK LOADER 

Hie pitch: The John Deere 323E 
compact track loader features a 74 

horsepower, Final Tier 4 certified engine 
and a rated operating capacity of 2,590 

pounds. 
• The 323E includes low-effort electro-

hydraulic controls and an option to allow 
the operator to switch between three 

popular industry control patterns: ISO, 
H and foot control patterns. 

• Other features include connect-under-
pressure auxiliary hydraulic couplers and 
courtesy lighting that stays on up to 90 
seconds after the engine is shut down, 

illuminating the way for easier exists out 
of dark barns or after-hour jobsites. 
• Optimized boom design provides 

improved bucket breakout performance 
throughout the lift path and improved 

reach at truck beds. 
For more information: Deere.com 

Introducing 3100 Series Up & Accent Fixtures 
Each luminaire is expertly crafted and arrives ready to install with 
factory fitted, integrated high-density array (HDA) LEDs. 

http://www.vistapro.com
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Lawn & Landscape is ^ 

Innovat i ve i SIX STEPS TO KEEP YOUR CREWS SAFE h 

t-K-mim • 

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, Linkedin and Instagram. 

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. 

LEARN MORE AT WWW.LAWNANDLANDSCAPE.COM 

http://WWW.LAWNANDLANDSCAPE.COM




FUEL INJECTION 
REDEFINED 

NEW KAWASAKI EFI ENGINES 
Introducing the power of new Kawasaki EFI. Fuel-efficient, torque/load Learn more at 
matching, integrated ECU-governed performance that's a game changer. kawasakienginesusa.com/efi 

See your Kawasaki dealer or kawasakienginesusa.com/efi for EFI details and availability. 



LAWN CARE 

ECOLAWN 
The Eco250 and Ecol 50 are the 
company's newest generation of 
top dressing spreaders on the 
market. Along with moving all 
of the levers and handles to a 

more convenient location by 
the operator's hands, the com-
pany also made the sides of the 
hopper steeper in order to avoid 
bridging of the product, which 
is when the bottom of the wet 

Working Side by Side with the 
Landscaping Industry for Over 15 Years 

p •m, 
General Liability > Auto > Property > Equipment > Umbrella > Workers' Compensation 

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

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

PROGRAM BROKERAGE CORPORATION 
David Sirles, Vice President - Sales 
Office: 843-971-0036 | dsirles@programbrokerage.com  
www.programbrokerage.com 

product (either sand or compost) 
drops down and the top remains 
in place. 

Ecolawn also updated its 
spreading system from a single 
disc to two spinners. 

"With the single spreading 
mechanism it tends to be a 
heavier spread on the one side 
instead of the other," says Keith 
Schuler, sales manager. "We 
went with a dual spin to get an 
even spread on both sides." 

Ecolawn's spreaders are walk 
behinds so the operator can see 
what he's doing. However, new 
this year, the company took the 
whole system and turned it into 
a tow-behind. 

"As you pull it, the mecha-

nism works and it spreads," 
Schuler says. "When you move 
your tractor forward, the wheels 
turn on your spreader and it 
operates our spreading system." 

The company also turned the 
spreader into an attachment 
that can be put on the front of a 
Walker mower and a Grasshop-
per brand mower. The attach-
ment hooks into the PPO and 
spreads in front. 

One point on the Ecolawn 
spreaders is that they are specific 
to top dressing, not fertilizing. 

"Our machine isn't designed 
for that," Schuler says. "You 
can do it, but it's designed to 
spread bulk material. They 
won't be happy with our ma-

Haul More Profit. 
• Eby aluminum truck bodies increase payload 
• Custom designed for your business 
• Tough, fuel-efficient, long-lasting 

aluminum means lower cost of ownership 
• Contact us for info and a dealer near you 

800-292 4752 
mheby.com Custom Aluminum Truck Bodies 

Visit us at GIE-Expo Booth 11212 to see our all-aluminum truck bodies and trailers built for landscapers. See you in Louisville! 

mailto:dsirles@programbrokerage.com
http://www.programbrokerage.com


spreaders because top dressing is dealing 
with bulk material, not bags. While fertil-
izer is used for nutrients, bulk material 
such as sand or soil is used to supplement 
the yard. 

"They're doing it to promote growth; 
ours is to change the soil structure," 
Schuler says. 

LT RICH 
Every unit LT Rich offers is a spreader-
sprayer combo, meaning operators can use 
them to put down both liquid herbicides 
and dry fertilizers at the same time. 

"There's really not one time it's using 
a liquid or one time it's using a dry," says 
Tom Rich, president. "Normally they're 
using both." 

Taking the idea from the agricultural 
market, LT Rich has incorporated ground 
metering into its spreaders/sprayers. 
Ground metering is when the flow is con-
trolled given the ground speed of the unit. 

"The faster the operator goes, more 
product is going down," Rich says. "It's a 
lot more consistent application. It's more 
environmentally friendly." 

This is because you're not wasting prod-
uct when the operator slows his pace. To 
maintain this, the company has speedom-
eters on the units to show ground speed. 

LT Rich also changed its entire lineup 
a year ago, resulting in units with a lower 
center of gravity and multiple spray tanks 
for putting down different products. Some 
of the units can carry up to four different 
liquid products at once. 

One of the other updates LT Rich has 
done includes completely changing the 
chassis. The company went to suspension 
in order to soften the ride, and also made 
the chassis stiffer. The transmission was 
also changed. 

"It handles the commercial application 
a lot better for the environment we're in," 
Rich says. 

J 
RITTENHOUSE 
Located in Canada, where strict regulations 
have banned pesticide use, Rittenhouse has 
had to design equipment specifically for 
organic programs. 

"We're seeing more and more sales go-
ing to the U.S.," says Mark Rittenhouse, 
president. 

Because of iron-based treatments, the 
company has made their sprayers more 
corrosion-resistant. 

"We're talking about more than the ma-
chine," Rittenhouse says. The company has 
had to develop a whole line of applicators, as 
well as spray guns. Before, they offered two 
spray guns; now they offer a dozen. The spray 
guns come with options such as a ceramic tip 
that's corrosion resistant. 

"We removed all exposure to metal parts 
completely - all plastic, rubber or Teflon," 
he says. 

They've also provided a flush out for the 
hose reels so the product doesn't stay there. 
The suction assembly had to be redesigned 
as well because the product can't be allowed 
to settle in the tank. 

"What we've found is sometimes small 
particles are in the mix, so we've had to ac-
commodate how we design the machines." 

The benefit of this is that the same ma-
chines are now popular for applying compost 
tea to lawns. 

Rittenhouse supplies traditional skid 
sprayers, but the company has been sup-
plying more and more backpack sprayers 
to customers. 

"The cost of the product is expensive," 
he says. "Instead of blanket spraying a yard, 
we're seeing a lot more spot treatment." 

Backpacks are also handy if you're doing 
a quick service call with touch ups. You're 
able to throw the backpack in the truck and 
not worry about a large piece of equipment. 

They've also become more consistent as 
technology has improved. 

"Traditionally pressure is inconsistent; up 
and down. A very difficult thing to calculate," 
Rittenhouse says. "Electric is consistent pres-
sure; very accurate." 

In past years, the company only offered 
one electric backpack to choose. Now there's 
been a definite shift and the market has 
expanded to allow for a full selection. Rit-
tenhouse said they're popular because you 
don't have to hand pump them. 

TURFCO 
As contractors continue to focus on growing 
their businesses, Turfco continues to focus 
on how its products can help them. One of 
the ways is to offer a three-in-one tank. 

"Having a variety of properties is common 
in the business," says Scott Kinkead, execu-
tive vice president. "(And) being able to do 



LAWN CARE 

that wide variety of properties 
with one machine, instead of a 
bunch of machines." 

The three-in-one tank gives 
operators the ability to cover 
up to 1 3 2 , 0 0 0 square feet, 
fully loaded, while still being 
able to fit through a 36-inch 
residential gate. 

This also helps with route 
management, because you don't 
need to send two crews to one 
location, just because one prop-
erty has the small gate access and 
the other needs a larger piece of 
equipment. 

Turfco's unit also features a 
steering wheel with hands free 
speed control. This allows the 

operator to use his foot for speed 
control, keep one hand on the 
steering wheel and use the other 
to operate the sprayer/spreader. 

"It frees your hands up so 
you're not like Edward Scis-
sorhands, trying to operate dif-

ferent levels," Kinkead says. "It's 
not artistry. You really only flip 
two levers and you're going." 

This also adds value in that 
you don't have to take a lot of 
time teaching new employees 
how to operate the equipment. 

"Frankly, if the guy can't use a 
steering wheel and hands free, 
you shouldn't have him drive a 
truck to the property," he says. 
"It's not like they have to get 
used to something they've never 
seen before." L&L 

SAKATÄ 
www.SakataOmamentals.com 

©2015 Sakata Seed America, Inc. 

SunPatiens* 
I m p a t i e n s 

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

http://www.SakataOmamentals.com


j w b » 

M^m * - f w1*; 
n'V o 
1 • . i . . . . > i ** 

Think about what it takes to get landscaping right 
Improving efficiency on landscaping jobs starts with understanding each job site: Do you need to access tight 
spaces? Dig close to buildings? Protect existing turf? Haul heavy materials? With our full line of compact loaders, 
you'll always have the right machine to tackle any landscaping challenge. 

To find a dealer near you, visit 
www.wackerneuson.com/locator U f 4 # < i # f i 
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http://www.wackerneuson.com/locator


CHEM TECH 

KICK 'EM TO THE CORB 
These new lawn care products are on the market to help you get rid of weeds and diseases in turf. 

i H ^ Spectacle 
^ ViX TOTAL 

/GL Spectwcte ! 

BAYER 
SPECTICLE TOTAL 

Hie pitch: Specticle Total 
is a non-selective herbicide 

that kills existing weeds and 
prevents new ones for up 

to six months. 
• It is rainproof in 30 minutes 
and uses less active ingredient, 
which results in less herbicide 

in the environment. 
• It's easily mixed in a 

backpack sprayer and can be 
used in both landscapes and 

hardscapes, including mulched 
areas and around ornamental 

plants and grasses. 
• Specticle Total gives 

landscape managers total 
control of weeds for up to six 

months. 
For more information: 

Bayercropscience.us 

CIVITAS WEEDFREE 
BRAND CONCENTRATE 

The pitch: CIVITAS 
WEEDfree BRAND Concen-
trate is a hybrid selective her-
bicide formulated with fewer 
active ingredients to kill more 
than 60 listed broadleaf weeds, 
including clover, dandelions, 

poison ivy and sumac. 
• Its microtechnology 

minimizes the three-way 
mix active ingredients while 

enhancing the penetration into 
the plant. 

• Visible injury can be seen on 
weeds within 12 hours. 

• The white emulsion produced 
when sprayed identifies treated 
areas, reducing duplication of 

efforts and product waste. 
For more information: 

Civitaslawn.com 

«-ast-Call 

NUFARM 
LAST CALL 

The pitch: Last Call provides 
postemergent control of 

crabgrass, particularly in the 
mid-tiller stage of growth 
where quinclorac-based 

herbicides struggle to provide 
consistent control. 

• Last Call also controls 
a broad spectrum of grassy 

and broadleaf weeds including 
goosegrass, foxtail, Japanese 
stiltgrass, dandelion, clover 

and lespedeza. 
• It can be used for the 

selective removal of 
Bermudagrass from zoysiagrass 

and cool season turf. 
• Last Call can be applied 
to all managed turf areas 
including residential and 

commercial lawns. 
For more information: 

Nufarm.com 

TRIATHLON BA 

dtp 

TRIATHLON BA 
BIOF^IGICIDE/BACTERICIDE 

The pitch: A preventative 
biofungicide, Triathlon BA is 
labeled for use in both organic 
and non-organic production 

on a wide variety of fungal and 
bacterial diseases. 

• With the active ingredient 
Bacillus amyloliquefaciens, 

Triathlon BA provides 
preventive control of many 

foliar and soil-borne diseases 
such as botrytis, powdery 

mildew, downy mildew, rusts, 
leaf spots, alternaria, pythium, 

phytophthora, rhizoctonia, 
fusarium and bacterial spot. 
• The product is packaged in 

one-gallon containers, four to a 
case, 36 cases to a pallet. 
• Triathlon BA features a 
"caution" signal word and 
carries a 4-hour restricted 

entry interval. 
For more information: 

Ohp.com 



Walker has spent 3 years trying to determine the 
most productive mower in the industry . . . 
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High-efficiency nozzles save time and 
money for you and your customers. 

By Ken Wysocky 

Here's a heads-up for landscapers who install 
irrigation systems: Using high-efficiency 
nozzles instead of traditional models pro-
vides the proverbial win-win situation for 
you and your customers. 

On the customer side, high-efficiency 
nozzles can reduce water usage, decrease water bills 
and provide better, more consistent coverage, which 
translates into nicer-looking lawns and landscapes. 
On the contractor's side of the equation, the high-
efficiency models aren't significantly more expensive 
and offer better watering coverage. This results in fewer 
profit-killing callbacks to keep readjusting inconsistent 
sprinkler systems. 

"From my experience, our customers average about 
a 10 to 15 percent savings in water usage with high-
efficiency nozzles," says Darren Nosseck, account 
manager at Jensen Landscape Services in San Jose, Calif. 
In fact, in one test installation for a client who owns 
a shopping mall and needed to meet a local mandate 
to reduce water usage by 30 percent, converting from 
older nozzles to Rain Bird 5000 series high-efficiency 
nozzles resulted in a 41 percent reduction in water usage. 

"It was a huge success," Nosseck says. "I was quite 



WELLS 
FARGO 

Y o u r c u s t o m e r s ' p r o j e c t s d o n ' t h a v e t o t a k e y e a r s t o c o m p l e t e . 

Offer the Wells Fargo Outdoor Solutions Visa® credit card program. 
It's customer financing designed to spread project costs, not projects, over time. 

Good for your customers 

• Convenient monthly payments 
and time to pay 

• Immediate purchase power 
• The landscape they want 

Good for your business 

• Competitive advantage in 
your market 

• Easy-to-use program 
• Relationship and marketing 

support 

Complete more of your customers' outdoor projects in the same season with 
contractor-recommended financing. It's easy to sign up — enroll now. Call us at 
1-866-840-9445 Monday through Friday from 7:30 a.m. to 5:30 p.m. Central 
Time, or visit us online at wellsfargo.com/outdoorsolutions. 

WELLS FARGO 
OUTDOOR SOLUTIONS 
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The Wells Fargo Outdoor Solutions Visa® 
credit card is issued by Wells Fargo Financial -
National Bank. 
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Offered and recommended by fellow 
landscape contractors: 

"The convenience of the Wells Fargo 
Outdoor Solutions credit card 
program has allowed Meadows 
Farms'customers to be comfortable 
doing phases of their landscape 
projects that would typically be 
undertaken after another year or 
two, and sometimes never," 

— Dave Reed, Meadow Farms, Inc. 

Together we'll go far 

LENDER © 2015 Wells Fargo Retail Services. All rights reserved. Wells Fargo Retail Services is a division of Wells Fargo Financial National Bank. ECG-13272010815 



IRRIGATION TECHNOLOGY 

ecstatic about that and so was the client." 
A key benefit of high-efficiency nozzles 

is minimal misting, so less water is lost to 
evaporation. With traditional nozzles, Nosseck 
estimates that misting causes clients to lose 10 to 
20 percent of their water to evaporation because 
the water droplets are so small they never hit the 
ground. Moreover, older nozzles can leak after 
the sprinkler system is turned off, but Rain Bird 
technology features check valves that create a 
strong, leak-proof seal after the sprinkler heads 
pop down, he says. 

BETTER PRESSURE CONTROL. With traditional 
systems, the water pressure at each sprinkler 
head decreases incrementally the farther they're 
located from a water valve, and coverage con-
sistency decreases accordingly. 

"But the Rain Bird heads are pressure-
compensating," he says. "All the heads put 
out the same pressure and flow, so you won't 
have a burnt spot at the end because there's 
less pressure, which we used to see a lot. That's 
important because commercially, you can't have 
a dead-looking lawn. It's just not acceptable." 

Nosseck says he doesn't have to worry about 
different nozzle sizes to increase the pressure at 
the end of a row, making installation faster and 
adjustments fewer. 

It wasn't unusual for Jensen crews to go 
back and spend two or three more hours mak-
ing sprinkler-system adjustments on a job the 
company had already invoiced. "You can't 
invoice the customer for that time," he says. 
"And the fact that you have to keep going 
back and forth doesn't look good to the client, 
either ... It makes it look like we don't know 
what we're doing." 

MORE EFFECTIVE COVERAGE. At TerraWorks 
Landscaping in Salt Lake City, owner Paul 
Sannar says the use of high-efficiency nozzles 
has become more commonplace in his market, 
for both new installations and upgrades. 

"When we retrofit existing systems, we almost 
always use high-efficiency nozzles," he says. "For 
new installations, about 60 percent of customers 
go with high-efficiency nozzles. We're in the 
third year of a drought, so people are realizing 
they need to be better stewards of water." 

PREMIUM COMMERCIAL SPREADING & SPRAYING EQUIPMENT 
Call or visit us online to find out more about our models 

and the Ground Logic® advantage. 

W W W . G R O U N D L O G I C I N C . C O M I 8 7 7 . 4 2 3 . 4 3 4 0 

IDEAL FOR TREE AND LAWN DEBRIS 
» 56" sides 
• 30" 2-pc. endgates 
• Doghouse in front 

bulkhead for front 
mount hoist 

• Standard long skills for 
scissors hoist installation 

• (Optional) Aluminum top 
• Available in 8-12' 

lengths with wood or 
aluminum floors 

• Knocked down for 
economical shipping 

• Easy dealer set up 
MANUFACTURED BY HWY. 16 WEST 

BLUE EARTH, MN 56013 

EQUIPMENT COMPANY gg&Sgggffi 

Pathfinder 
(shown) Rover XR 

Ishown) 

http://WWW.GROUNDLOGICINC.COM


Imagine. Innovate. 
Excel. Repeat. 

It's a 20 year pattern of success we continue to build upon 

Stop by BOOTH 1216 arid see where America's 
leading hardscape brand is headed next. 

BELGARD.COM B E L (3 A R D BOOTH 1216 



Partner with an Industry Leader and 

Enjoy the Rewards. IRRIGATION TECHNOLOGY 

K I C H L E R 
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Visit us at 
GIE+Expo 
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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 
LightPro™ 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. 

• Free Kichler landscape lighting product samples -
demonstrate the impact Kichler landscape lighting 
and close more deals. 

Learn more or apply for membership 
at landscapelightirig.com. 

Receive 500 LightPro Rewards 
bonus points for registering online. 

KICHLER 

Sannar also cites less misting and more 
consistent and accurate spraying coverage as 
primary reasons to use or convert to high-
efficiency nozzles. "With traditional nozzles, 
we often had to install more nozzles to get 
more coverage," he says. "But with high-
efficiency nozzles, the spray patterns are more 
consistent - and lawns are healthier when they 
get the right amount of water." 

Another consideration: Over-spraying or 
leaky valves that produce excess water runoff 
can damage clients' assets, such as driveways 
and parking lots. "Water is one of the worst 
things for asphalt," Nosseck says. 

"If water sits in low spots before evaporat-
ing, it breaks down the asphalt and eventually 
destroys it. 

"So when you're making a repair, do 
you want to replace a 
broken sprinkler head 
with another leaky head 
without a check valve, or 
replace it with one that 
has a check valve and a 
pressure-compensating 
feature that prevents the 
head from leaking onto 
their asphalt?" he asks. 

"It's a no-brainer. I f 
you've been over-spraying 
for years and not giving a client suggestions 
about how to fix it, and they need $200,000 
in asphalt repairs that a contractor says was 
caused by years of over-spraying, that can get 
you fired in an instant." 

STILL NOT A SLAM DUNK. Despite all the ben-
efits, high-efficiency nozzles aren't always an 
easier sell, Sannar says. In his market, for in-
stance, about 80 percent of people use what's 
known as secondary water (unfiltered water 
from holding ponds) to irrigate their yards. 

For about a $50 to $80 annual flat fee, 
homeowners can use as much water as they 
want, which diminishes the motivation to 
spend a little more on high-efficiency nozzles. 

Nosseck says he sometimes encounters 
clients who don't have money budgeted for 
an irrigation system upgrade. So he asks them 
to consider including it in the next year's 

"Commercially, you 
can't have a dead-

looking lawn. It's just 
not acceptable." 

Darren Nosseck, 
an account manager at 

Jensen Landscape Services 

budget, and emphasizes that reducing water 
usage will help pay for the upgrade. Moreover, 
manufacturers often offer a better warranty 
for a complete sprinkler system replacement 
compared to nozzle replacement, he says. 

On the other hand, with more and more 
municipalities levying fines for excess water 
runoff and approving drought-induced water-
ing restrictions, Nosseck says he's also seeing 
more clients upgrade their sprinkler systems 
even if the cost is not in their current budgets. 

"Now it's all about being proactive with 
customers, not waiting for them to get a fine 
or a warning," he says. 

Sannar also observes that environmental 
awareness and municipal water restrictions 
are motivating customers to make the switch. 

"We've even seen some cases of 'water 
shaming, '" he says, in 
which people call a local 
radio station to complain 
about neighbors who wa-
ter their lawns during the 
middle of a day or a day 
after a rainfall. 

In addition, Sannar 
says local government 
agencies are offering re-
bates to customers who 
convert their sprinkler 

systems to more advanced technologies. 

LITTLE TRAINING REQUIRED. Both Nosseck 
and Sannar say there's very little additional 
training required and no need for additional 
equipment in order to make the switch to 
high-efficiency nozzles. 

In the end, lower water bills and increased 
eco-consciousness are paving the way for 
conversions, Sannar says. "Instead of over-
watering, people are giving their lawns what 
they need, when they need it - and their water 
bills will be lower, too," he says. 

"If we don't manage water effectively, it 
affects all of us. We don't want to get to the 
point where we're tearing out landscapes and 
going to xeriscaping. It's much better to just 
be smart about how we use our water." L&L 

The author is a freelance writer based in Milwaukee. 
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NEW EDUCATION CLASSES 
FOR 2015 

The business of landscape 
irrigation contracting 
Intermediate I Business 
8 CEUs 
Monday, Nov. 9, 8 a.m.-5 p.m. 
•Provides opportunities for stu-
dents to be exposed to current 
business practices in strategic 
planning, business finances and 
marketing. 

Landscape drainage design 
Intermediate I Landscape 
6 CEUs 
Tuesday, Nov. io, 8 a.m.-3 p.m. 
•Improve landscape drain-
age design with this class for 
manufacturers, distributors and 
contractors. (Includes manual) 

Hydraulic troubleshooting 
Intermediate I Landscape 
4 CEUs 
Tuesday, Nov. 10, 8 a.m.-noon 
•Review the essentials of hy-
draulics for landscape irrigation. 

NEW IRRIGATION SEMINARS 
FOR 2015 

Thursday, Nov. 12, n a.m.-5 p.m. 
A new way to evaluate 
sprinkler performance 
Speaker: Brent Mecham 
Sprinkler operational efficiency 
is a new performance metric 
looking at how sprinklers 
distribute water when used in 
different spacing configurations. 

Sustainable landscapes 
and water use efficiency 
Speaker: Michael Dukes 
Learn about new opportunities 
for irrigation professionals to 
become part of the solution to 
managing water resources. 

Commissioning 
an irrigation system 
Speaker: Ted Moriarty 
This seminar will discuss the 
commissioning process. 

Smart phone apps 
for irrigation management 
Speaker: Kati Migliaccio 
Learn about how the latest 
tools for managing irrigation 
systems can help you become a 
more effective water manager. © To learn more and register, visit lrrigation.org/lrrigationShow 

IRRIGATION SHOW 

EXPERT OPINIONS 
Important issues facing the industry will be front and center 

at this year's Irrigation Show. 

Drought is a hot topic across the country, even for those not living in an area affected 
by the problem. 

It will also be a much-discussed topic at the Irrigation Association show taking 
place in Long Beach, Calif., Nov. 9-13. This year's show will feature industry leaders 

discussing water use during drought at IA's Drought Summit. Breakout sessions will address the 
West's water shortage, groundwater sustainability and infrastructure challenges. A panel of experts 
will debate the irrigation industry's role in finding long-term solutions for drought in the United 
States and around the world. 

The event will also feature a research symposium, co-sponsored by the American Society of 
Agricultural & Biological Engineers. The 2015 Irrigation Symposium will include a poster session 
on the show floor and more than 60 sessions on évapotranspiration, ground-based and remote 
sensing, deficit irrigation, microirrigation, irrigation scheduling and more. 

Along with a trade show and networking events, the event will also include classes and irrigation 
seminars for members of the agricultural, landscape and golf course irrigation industries. 

The show's general session will feature famed artist and activist Robert Wyland who will speak 
on environmental awareness and conservation. Through community and education events across 
the globe, the non-profit Wyland Foundation has turned more than 1 million kids into passionate 
advocates for the world's oceans and marine life, L&L 



Downtime costs you both time and money. AMSOIL synthetic 
lubricants will keep your equipment up and running. It's engine 
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Landscapers offer tips on how to keep your 
shop well stocked without overspending. 
By Lindsey Getz 

[ven the best landscape company, with the most efficient 
crews, tightest scheduling and fanciest equipment can 
be ground to a halt by something as simple as a busted 
drive belt. 

"When equipment breaks down - and it always will -
you need to have parts on hand," says Peter M. Schepis, 
vice president of The Greenwood Group in New Melle, 

Mo. "A machine is not making us any money when it is not 
in service. You need an established stock of parts that can get 
equipment back into production as quickly as possible. You also 
need reliable vendors that can get parts quickly for the parts we 
don't normally stock." 

"Just like you wouldn't want to run around half a day picking 
up plants, soil amendments and other supplies needed to install 
a landscape, you wouldn't want to run around picking up parts 
for the equipment maintenance and repair side of your business," 
says John Newman, president of Classic Landscapes, in Hamp-
ton, Ga., who says he budgets one percent of gross revenues to OCTOBER 2015 | LAWNANDLANDSCAPE.COM 



Used Landscapes in Stock! Vi 

NPR HD with 19' Revolution Body 
ine, Automatic Transmission, 14,500 Ib. GVWR 19.5 Tires, 
Player, AC, P/S, Power Windows & Locks. Tilt Wheel. 
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Brake, AM/FM CD Player, A/C, P/S, Power Windows & Locks, 
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Tow Package & Brake Control, (Other Options And GVW Ratings Available) 

if you are not in the market tor a new landscape truck, maybe a premium used unit will 
work for you. We are one of the few dealers in the country that is dedicated to providing 

you with used landscaper trucks. Many have brand new bodies! 

Remove Doveteli 
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keep extra parts stocked up. But 
these owners also admit that a 
well-stocked garage can be costly 
if not making wise investments 
in the right parts. As a result, 
smart planning is critical. 

Peter Schepis, Jr., director of 
Greenwood's operations says it 
can be as much as 50 percent 
savings when buying aftermarket 
parts. 

"There have been times we've 
had to buy parts last minute and 
that's painful," he says. "It can be 
anywhere from 30 to 50 percent 
more than what we would have 
paid in aftermarket parts." 

OVERSEEING THE STOCK. T h e 

responsibility of stocking and 

overseeing parts inventory typi-
cally falls to the mechanic, or 
the operations manager. David 
Fairburn, owner of North Point 
Outdoors in Windham, N.H., 
says his mechanic stocks the 
shop, but that job is overseen by 
the operations manager. 

"It's always good to have two 
sets of eyes on the job," Fairburn 
says. "Parts can be costly and 
it's important that we're not 
over-ordering and having a lot 
of money sitting on the shelf. 
But it's even worse not to have 
enough parts." 

Bill Trimmer, owner of Pro-
fessional Grounds, based in 
Lorton, Va., says the company 
has had the same shop manager 

for more than 30 years and he 
handles all of the ordering. 

"Having had the same shop 
manager that long we feel lucky 
not to have much turnover in 
that area, however, we do also 
employ two additional mechan-
ics," Trimmer says. 

"Great landscape equipment 
and vehicle repairman are hard to 
come by so when we find a good 
one, we do everything we can to 
keep them engaged and happy in 
their position." 

TOO MUCH OR NOT ENOUGH. 
Since it's impossible to predict 
what parts will fail when, it's easy 
to over-prepare - and over-stock 
- especially if they're able to get a 

good deal on parts. Schepis says 
The Greenwood Group budgets 
$4,000 per month for parts. For 
the 40 mowers its crews run, that 
means more than 120 blades on 
hand, plus another 30 spares. 
The same goes for tires and belts. 

Each machine size will use 
different belts and have different 
sized tires so they try to keep one 
or two of each in stock. Other 
necessities include filters, string 
trimmer parts, hydraulic hoses, 
pulleys and some switches. 

"You can never have enough 
tires and belts," adds Josh Cam-
eron, facility supervisor for The 
Greenwood Group. "I try to 
keep at least two of each belt for 
most machines but there have 

Commercial leaf 
cleanup made easy! 

Take the chore out of the chore with Billy Goat! www.hillygoat.com 
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been times we've gone through 
three or four in a day." 

Cameron says the company's 
machines run all day and they're 
being pushed to their maximum 
ability. In fact, The Greenwood 
Group operates on a seven-day-
a-week mowing schedule. Every 
crew is mowing all week and a 
lot of "swapping out" occurs as 
machines go down. 

"Since we're really putting the 
mowers to work, it's expected 
that parts will fail," Cameron 
says." While stocking up on 
aftermarket parts can be a great 
way to save money, it's also 
possible to take it too far, says 
Fairburn. If you invest in a lot of 
parts you never use, you leave a 

lot of money sitting on the shelf. 
"It's important to keep a good 

inventory and have a good sense 
of what parts get the most use," 
he says. "It's absolutely wise to 
take advantage of those great 
discounts, you just want to make 
sure you're investing wisely." 

Like others, Trimmer has had 
the most success with aftermar-
ket tires, blades and pulleys. He 
purchases O E M parts for en-
gines and hydraulic equipment. 

But Trimmer says he's also 
aware that aftermarket parts are 
not always "top quality," de-
pending where they came from. 

"It's important that we pay 
close attention to the parts we 
receive and perform our own 

BILL TRIMMED ON 
HIRING A MECHANIC 
© Hiring mechanics is a 
different ballgame because 
you typically won't find these 
people on employment sites. 
The one online resource that 
does seem to work for us 
is Craigslist, but networking 
with our vendors in almost 
always where we find our 
best mechanics. Once we 
find them we're not overly 
concerned with "ASE 
Certified Mechanics." The 
best mechanics we have are 
self-taught and that's been 
true for the 40 years we have 
been in business. 

quality control measures when 
possible to ensure the parts we 
are getting are legitimate work-
ing pieces that are the same 
quality you would expect when 
buying non-aftermarket," Trim-
mer says. Ultimately, Fairburn 
says he believes a well-stocked 
shop has a good balance of both 
aftermarket and O E M parts. 

"My advice is to save your 
money on aftermarket parts 
where it is wise to do so," Fair-
burn says. "A good balance of 
both kinds of parts will give 
you the best of both worlds and 
help you to continue operating 
efficiently." L&L 

The author is a freelance writer 
based in Philadelphia. 
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THE ALL-NEW 
LARGE-FRAME 
TS80 
For site prep and grading, 
you need a machine that 
can handle tough demands. 
And you'll get it with our 
new large-frame TS80 
skid-steer loaders. They're 
powerful, maneuverable and 
exceptionally comfortable, 
with a lower threshold for 
easy entry and exit. Check 
out both radial lift and 
vertical lift models and learn 
more at takeuchi-us.com 
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Landscapers have a growing number 
of service vehicle options to replace heavier, 
pricier pick-ups. By Robert Schoenberger 

A utomakers are in the midst of 
V H launching dozens of new van 

I • models at a time when many 
fleet managers are looking to 

I • cut costs by using relatively 
wim J L inexpensive light vehicles 

instead of multi-axle trucks. 
"Vans have just been blown wide open. 

A few years ago, you had six or seven com-
mercial options, and now you have dozens. 
There seems to be more models every year," 
says George Mayhew, vehicle engineering 
and development director for telecommu-
nications company Verizon. 

New vans on the show floor at this year's 
Work Truck Show in Indianapolis included: 

• Chevrolet's City Express - Launched 
last year, it competes with Ford's Transit 
Connect in the small van market. 

• Ram Promaster City - Fiat Chrysler 
Automobiles' (FCA) competitor to the Tran-
sit Connect and City Express began arriving 

at dealerships in January, but supplies have 
been very limited. 

• Ford Transit lineup - Also launched last 
year, Ford is replacing the aging Econoline 
series with the high-roofed, more fuel-
efficient Transit. 

• Mercedes-Benz Metris - A minivan-
sized vehicle announced at the show, Mer-
cedes calls the van the Vito in Europe, but 
didn't want to deal with Godfather jokes in 
the U.S. 

MORE NAMES, MORE VARIETY. Officials from 
the automakers say several trends are leading 
to the big increase in van options - Ford 
and Ram are speeding up efforts to bring 

DOWNSIZING 
CARGO VANS 

to the U.S. lighter, more fuel-efficient, 
European-designed vehicles from their 
partners overseas. Ford sold about 40,000 
Transit Connects in 2013 and 2014, show-
ing that there is a market for small vans, and 
demand continues to grow from fleet buyers 
for lower-cost options. 

Ford Commercial Vehicles chief engineer 
John Davis says that in addition to more 
brands and names, automakers are offering 
more variants and options on their vans. 
Commercial fleet buyórs went from having 
three or four layout options at the begin-
ning of the decade to having several dozen 
opportunities to customize products for 
specific tasks. 

OLD VEHICLE: %-ton commercial van NEW VEHICLE: Commercial-spec 
minivan (no side windows, carpeting, or extra seats) COST: approx. $23,000, 
down from approx. $33,000 LOADED VEHICLE WEIGHT: 5,000 lbs., down 
from 7,000 lbs. to 7,500 lbs. WEIGHT SAVINGS: 2,000 lbs. to 2,500 lbs. 
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A Spring without dandelion 
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"When we went from the E-Series van to 
the Transit, we went from about two dozen 
combinations of engine, cargo box size, 
suspension, etc. . . . to 68 combinations. We 
have different roof heights, different engines, 
different transmissions, different load-out 

options," Davis says. "Even within product 
lines, there's a lot more diversity. And we 
know that we don't satisfy all of the vocations 
with the Transit. That's why we're still keep-
ing the E-Series around on the cutaways." 

At Ram, FCA's commercial and truck 

division, brand marketing director Becky 
Blanchard says intense competition for com-
mercial buyers has every automaker revamping 
its lineup to offer everything from micro-vans 
suitable for small businesses such as locksmiths, 
up to giant cutaway vans (unfinished large 

2015 Chevrolet City Express 

LANDSCAPER'S SPECIAL 
n hopes of winning more work from 
landscapers and similar businesses, General 
Motors is launching a stripped-down version 
of its Chevrolet Colorado small pickup. By 

selecting a box-delete option, buyers will get a 
chassis and cab with no pickup bed, effectively 
prepping the truck for upfitters to add unique 
work spaces. GM officials say they expect the 
option to be particularly popular with landscapers 
seeking inexpensive flat-bed options to carry 
mowers and other mobile equipment. 

"The Colorado was developed with the 
upfitter industry in mind," says Mike Jones, 
product manager, mid-pickups, CNG, and 
LPG. "Input from body manufacturers and 
fleet owners helped us make the most of the 
optional fuel filler mounting location to suit 
their unique needs." 

Available since April, the box-delete option, 
order code ZW9: 

• Comes only with trucks equipped with the 
3.6L V-6 engine and six-speed automatic 
transmission 

• Includes a $300 credit vs. a pickup with a bed 
• Has a 2,200-lb. payload 
• Has a 6,001-lb. gross vehicle weight rating 

(GVWR) 
• Includes temporary taillamps installed on the 

rear of the frame 
• Deletes the rear bumper 
• Features eight body mount provisions for 

adding custom rear ends 
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Inside every propane cylinder is the power to win more bids. 
By increasing productivity, cutting fuel costs, and reducing spills 
and pilferage — you will have what you need to stand out against 
the competition. No wonder more businesses are switching to this 
clean, American fuel to improve both sides of the balance sheet. 

Learn more about propane-powered equipment at 
propane.com/commercial~landscape. 
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vans that get sent to upfitters for conversion 
into ambulances, beverage delivery vehicles, or 
airport shuttles) for big fleet customers. 

"We're really excited to see how Promaster 
City does in the market. We'll know a lot more 
about what commercial buyers are looking for 

as we launch these products," Blanchard says. 
"There's a migration out of bigger commercial 
products, but there's a migration in as well. 
Some businesses are growing, and they need 
more capability, so they're looking at bigger ve-
hicles. And some people are downsizing from 

Class 5 or Class 3 products into Promaster and 
Promaster City vans." 

MID-SIZED OPTION. While Ford, Ram, and 
Chevrolet fight for smaller businesses with 
their compact vans, Mercedes officials say 
they think the right commercial option for 
fleet customers is about the same size as 
consumer minivans. About the only thing 
separating the Metris from Toyota's Sienna 
or Chrysler's Town and Country are the en-
gine and the rear doors. The Metris features a 
2-liter, four-cylinder engine, while minivans 
tend to have bigger V-6 engines, and in back, 
it has armoire-style open-out doors instead 
of the one-piece liftgate favored by family-
oriented vans. 

Intense competition for 
commercial buyers has every 
automaker revamping its 
lineup from micro-vans up 
to giant cutaway vans. 

Bernhard Glaser, vice president and man-
aging director of Mercedes Vans USA, says 
company officials considered bringing over 
the Citan, a van selling in Europe that com-
petes with the Transit Connect and versions 
of the Promaster City and City Express. But 
after much deliberation, he and others decided 
that the mid-sized Metris made more sense. 

"In Europe, we have a smaller option, 
but for North America, we think the larger 
Metris makes more sense. The smaller vans 
are often too small for commercial purposes," 
Glaser explains. 

He adds that Mercedes' Sprinter line -
vehicles that compete directly with Transit 
- has helped the company grow its com-
mercial business in North America. Having 
established itself as a player in the bigger 
end of the commercial van world, Glaser 
says Mercedes is inching its way down with 
a mid-sized offering, rather than jumping all 
the way to compacts, L&L 

The author is editor of Today's Motor Vehicles, 
a sister publication of Lawn & Landscape. 
Email him at rschoenberger@gie.net. 

A Proven Combination 
For Turf and 

Landscape Success. 

MAIN EVENT™ 
Plant and Soil Nutrients 

MAIN EVENT DRY IRON 
MAIN EVENT DRY MANGANESE 

For use on: 
Turf, Trees, Landscape Plants, Golf Course Tees, 

Greens, Fairways, And Sports Turf. 

rfieTafë^ëTeâsëRafés 

" Reliant Systemic Fungicide in combina-
tion with Main Event Iron and Main Event 
Manganese are the basic building blocks 
of our plant heath care program" 

Nick G. 
Plant Health Care Div. Manager; 
Urban Tree Specialists, 
Kansas City MO. 

Main Event Plant and Soil Nutrients are 
designed for an initial quick response and a 
sustained release. 

Main Event products use a proprietary 
blend of short-term and long-term chelating 
technologies. 

This technology has been developed and 
proven through years of technology testing 
on a variety of plants and turf. 

Q> 
m \ Products 

Finding New Ways to Improve the 
Treatment of Trees and Plants. 

iuest 

ChelafeLonqevlfy 

Proven Results With Superior Release Rates 

Please call or visit the website for additional 

information on products or programs. 

785-542-2577 
www.QuestProducts.us 

mailto:rschoenberger@gie.net
http://www.QuestProducts.us


Full-Size Software 
for Your Growing 

Business! 
Service Assistant 500 
is perfect for companies with 

500 or fewer customers. 

You get everything you need 

to successfully manage 

and grow your business. 

When you exceed 

500 customers, 

and with our tools - you will, 

it's simple and quick 

to upgrade. 

ASK HOW YOU CAN EARN $150 FOR 
EVERY REFERRAL WHO BECOMES A 
^ SERVICE ASSISTANT USER. , 

Visit us at 
GIE+Expo: 

Booths #9180 & #10189 

O O O 0 © RealGreen 
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Sign up on or before October 31,2015 
and pay no monthly fees until 

January 2016! 

RealGreen.com/SAFree 
(866) 308-9422 

This deal is screamin' ho 
We'll also be at PestWorld: 

Booth #404 Free offer expires October 31,2015. 
Offer subject to change. Offer cannot be combined with other offers 

or applied to previous purchases. 

© 2015 Real Green Systems. All rights reserved. 



CUT TO SIZE 
When a job requires felling trees or cutting logsf this equipment will help you get the job done. 

ECHO BEAR CAT LS27 
27 TON LOG SPLITTER 

The pitch: The ECHO Bear Cat LS27 log 
splitter comes with a 4.5-gallon hydraulic 

system filled with Dexron III rated 
automatic transmission fluid. 

• It features a 30-inch bed height, designed 
to give the user a comfortable operating 
position, while decreasing physical effort 

and maximizing efficiency. 
• It features an engine guard plate and log 
stripper plate as standard equipment. The 

wide end plate increases stability when 
operating in the vertical position. 

• The LS27 model is available with a range 
of options and kits to design a custom 

machine to fit user needs. 
For more information: 

Bearcatproducts.com 

EFCO MT 6500 
The pitch: The M T 6500 is designed 

for uses such as felling medium to large 
trees and frequent firewood cutting. 

• It includes a separate one-piece 
handle section to reduce vibrations and 

increase operator comfort. 
• The 63.4-cc engine delivers 

4.7 horsepower, giving the user a high 
power-to-weight ratio on a professional 

saw that only weighs 14.8 pounds. 
• The lateral chain tensioner simplifies 

adjustments, avoiding any contact 
with the chain, and an adjustable 

oil pump that activates automatically 
when the chain starts moving. 

For more information: 
Efcopower.com 

• The adjustable oil pump allows 
you to control oil flow depend-
ing on the job and weather 
conditions. 
• The saw's centrifugal air clean-
ing system removes larger dust 
and debris particles before reaching 
the air filter. 
For more information: Husqvarna.com 

J 

' ©Husqvarna 

STIHL MS 261C-MQ CHAINSAW 
The pitch: The MS 261 C - M Q has all 

the same features as the MS 261, with the 
addition of the STIHL M-Tronic engine 

management system. 
• An onboard microprocessor digitally 

monitors and automatically compensates 
for changes in work conditions including 
elevation, temperature, fuel quality, vary-

ing octane levels and dirty air filters. 
• The saw also features STIHL Quickstop 
Plus, an additional chain braking feature 

designed to stop the chain in less than one 
second when you completely release the 
rear handle. The MS 261 C - M Q comes 
equipped with a pre-separation air filtra-

tion system, doubling the time between air 
filter cleanings. 

For more information: Stihlusa.com 

HUSOVARNA 555 
The pitch: The Husqvarna 555 features X-Torq, which delivers lower fuel con-
sumption and reduced exhaust emission levels. 
• It comes with the LowVib System, designed to reduce vibration levels to the 
operator, which lessens fatigue. 

3 M « « W t . M i t w t , 



Super Powered Poop! 
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THE NEXT CENTURY 

FOR 100 YEARS WE'VE LISTENED, LEARNED AND IMPROVED. 
DRIVING THE STANDARD FROM WITHIN. UNDERSTANDING 

OUR USERS TO PERFECT THEIR EXPERIENCE. 

THE RESULT IS A PRETTY POWERFUL THING. 

SEE FOR YOURSELF AS WE UNVEIL THE NEXT 
GENERATION OF GRAVELY AT GIE+ EXPO. 

VISIT US INSIDE AT BOOTH #7120 OR STEP 
OUTSIDE AND FIND US AT6160D AND 6162D. GRAVELY 



There's no surefire way to build and retain a quality team, 
but there are a number of ways to make the process easier. 

By Catherine Pomiecko 

m 
In partnership with Sponsored by 



ASK ANY LANDSCAPE BUSINESS OWNER 
what has helped them become successful and they all 
will likely say the same thing - having great people. But 
for many contractors, the challenge is getting those good 
people to work for their company. 

"You have to do a little bit of everything, whether it's 
referrals or advertising or just being the best place to 
work. That's what it boils down to/5 says Brian Steers, 
regional franchise adviser for U.S. Lawns. "Hiring is 
just like sales. You never stop. I would say we have good 
retention rates once we get the guys. It's going through 
10 guys to get to one that is the challenge." 

Steers suggests contractors for-
mulate a written hiring process 
and follow it the same way every 
time. The process should include 
a phone screening piece to nar-
row down candidates before 
bringing them in for face-to-face 
interviews. Contractors should 
also ask the same questions in 
every interview so that they can 
see patterns of answers and spot 
differences easily. 

"It's all about streamlining 
and being as efficient as possible, 
because (hiring) is a huge com-
mitment of time, and making 
sure you make a good hire so 
you don't have to go through it 
all over again," Steers says. 

Know what you want. 

For David Tucker, owner 
of CLIP Landscaping in 
Frederick, Md., a good 

hire is someone whose values 
align with those of the company. 
He's not looking for workahol-
ics; he wants well-rounded em-

ployees with a sense of humor. 
"I am looking for people who 
are intensely interested in win, 
win, win across the board. I want 
someone who says 'I want to 
work for this company so I can 
give value to the company, I can 
give value to the customers and I 
can give value to my own family.' 

"I don't want to take you 
away from something else. We 
should be able to do everything 
together," he says. 

Internal recruiters. 
ost contractors find 
that hiring from re-
ferrals is more suc-

cessful for their businesses than 
hiring someone off the street. 
The referring employee passes 
on the expectations and the 
reality of the job so there are no 
surprises, says Michael Danley, 
owner of D-Lite Lawn Mainte-
nance in Fort Wayne, Ind. 

"If one of my people recom-
mends someone, I trust their 

"My goal in life 
is to become 
completely 

useless. I don't 
want any part 
of any one of 
my businesses 
to depend on 
me. I am an 

entrepreneur. 
I like to start 

businesses and 
find good people 
that can run them, 
and sit back and 

be useless." 
David Tucker, 
owner of CLIP 
Landscaping 

in Frederick, Md. 

judgment because they wouldn't 
be with me for the last 10 years 
if they didn't believe in what we 
were doing," he says. "If you're 
looking for a common laborer, 
there are a million of those guys 
out there. Anybody can do that. 
But if you need someone who is 
going to have some skill when it 
comes to hardscape or irrigation 
or fertilizing, it's a little harder 
to find." 

Another set of eyes. 

Typically, Brad Hayes, 
C E O of Greenbee 
Landscape in Palmdale, 

Cali., tries to hire from within or 
use referrals, but as his business 
is expanding, he is beginning to 
look outside of his workforce for 
new hires. 

"That's one place where we 
are lacking - people qualified 
to step up into management 
roles," Hayes says. "In the past, 
we have hired people who have 
really good skills and talents 
and then we've created a posi-
tion for that person based on 
their abilities. But that's really 
not the way we want to do it in 
the future." 

Hayes is currently working 
with an independent business 
consultant to set up organiza-
tional management charts, an 
employee manual, an operations 
manual, incentive programs and 
other tools that will help keep 
employees satisfied and make 
all areas of his business more 
efficient. 

"We want to develop an or-
ganization where you are able to 
plug people in and out of posi-
tions and allow them to move up 
the chain. That's where we have 
gone wrong in the past," he says. 

Many of Hayes' manage-
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surveyed nearly 
500 contractors 

about their experiences with 
staffing. Nearly 16 percent 
of respondents said they 
are the only fulltime staff 
member in their operation 
and 38 percent have 
fewer than five fulltime 
employees. More than 75 
percent have 1-5 part-time 
employees. Referrals were 
the most popular way to 
find new employees by 
far, but only 36 percent of 
contractors say they offer 
incentives for referrals. 

Less t h a n 
$200,000 

What is your company's overall gross revenue for 2014? 

? ) ( 9*) 
P̂ERCENT̂  P̂ERCENTJf 

$200,000 
- $ 4 9 9 , 0 0 0 

$ 5 0 0 , 0 0 0 
- $ 7 4 9 , 0 0 0 

$750 ,000 
- $ 9 9 9 , 0 0 0 

$1-$6.9 
m i l l i o n 

How many non-seasonal employees do you have? 

$7 m i l l i o n 
or m o r e 

PERCENT. 

More t h a n 25 

ment-level employees have been 
with the company for many 
years. While they are very loyal 
and productive, Hayes sees that 
they are somewhat resistant to 
change. 

"When you're trying to imple-
ment new policies and a new 
business plan so that you can 
expand, their natural tendency 
is to be afraid," he says. "Trying 
to integrate a foreign leadership 
member into a core group of 
people is difficult." 

Hayes found that having a 
business consultant has been 
helpful when implementing 
new policies because the ideas 
are coming from a neutral, 
outside voice who has been 
hired to make each employee's 
life better. 

The consultant interviewed 
every employee and spent time 
on jobs with them to find out 
what their biggest challenges 

were, and will be working with 
the company until the goals 
are met. 

"We want to remove road 
blocks for our employees and 
remove any bottlenecks in the 
way that we are organized and 
the way we process things," he 
says. "We want to give everyone 
the information and tools that 
they need to be successful." 

The reward attraction. 

Another area Hayes' 
consultant is focusing 
on is developing an 

incentive program to reward his 
existing employees for finishing 
projects on time and make them 
feel appreciated. 

"There's nothing more valu-
able than a loyal employee who 
is honest and dedicated. You 
can't buy equipment to replace 
that," he says. 

In most cases, it will take 

more than competitive wages to 
attract employees and to keep 
them working for you, Steers 
says. "Take care of your people. 
We're all offering competitive 
wages, so it's the little things 
that will add up to a good work 
environment." 

Danley makes sure to focus 
on those little things to make 
his employees feel appreciated. 
He has been known to give 
employees holiday gifts and give 
their families baby shower and 
graduation gifts, and has even 
cosigned on vehicles and loaned 
money to employees in need. 

"You have to show people you 
care about them. If you do, they 
will do anything for you. If you 
expect it, you're not going to get 
the results you want," he says. 

Hayes tries to keep lines of 
communication open and clear 
between management and em-
ployees for the same reason. 

If employees at all levels are 
working toward a shared goal, 
everyone will feel fulfilled in 
achieving those goals. 

"I know that's where we've 
failed in the past," he says. "It's 
critical that the people running 
the jobs are on the exact same 
page as the owners." 

More responsibility, 
better retention. 

Besides bonuses and 
monetary incentives, 
the most effective re-

tention factor is often just be-
ing a good place to work. For 
Tucker, that means delegating. 

"Contractors are constantly 
complaining, saying 'I can't find 
good people,' but at the same 
time, they are micromanaging 
people. They don't allow them 
to make their mistakes and they 
don't allow them to be respon-
sible. They haven't put in pay 



How many seasonal 
employees do you have? 
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Have you had to turn down jobs 
due to difficulties with hiring and retention 

in the last three years? 

No: 38% Yes: 62% 

How much does a lack of quality employees 
hinder your company's growth? 

1) Does not hinder: 8% 
2) Hinders slightly: 15% 
3) Hinders somewhat: 23% 
4) Hinders a lot: 31% 
5) Hinders immensly: 23% 

H 

Do you use the H-2B program? 

No: 89% Yes: 11% 

structures that reward people 
for being good," he says. "So 
the good people, if they do even 
get hired to begin with, end up 
leaving because they can't fill 
their need there." 

Tucker encourages contractors 
to step out of the roles they had 
when starting out in their busi-
nesses, when they were doing 
everything from mowing the 
grass to data entry to marketing 
decisions, and trust their employ-
ees with those tasks. Tucker's 
top manager gets 10 percent of 
profits at the end of the year, 
which allows Tucker to trust her 
with any decisions she makes in 
regard to spending money. 

"I spend about two weeks a 
year managing that company," 
he says. "Otherwise, it manages 
itself. All I have to do is get out of 
the way. To me, that is a beauti-
ful business. My goal in life is 
to become completely useless. I 
don't want any part of any one 
of my businesses to depend on 
me. I am an entrepreneur. I like 
to start businesses and find good 
people that can run them, and sit 
back and be useless." 

That relationship between 
Tucker and his managers is more 
valuable to him than a few dol-
lars lost. For example, the afore-
mentioned manager wanted to 
spend money this year on radio 
advertising. Even though Tucker 
knew that it hadn't worked for 
them years ago, he let her try it. 
It didn't work out, but Tucker 
believes the shared monetary loss 
was much less valuable than the 
amount gained by trusting. 

"If I had squashed that right 
off the bat, then I would have 
been squashing attitude, and 
that was key to me," he says. 
"They will do the wrong thing 

and there will be some losses, 
but the amount that you will 
gain by being able to just watch 
your business from afar is going 
to be so much better than what 
you lost." 

Hayes has also found that giv-
ing his crew leaders responsibil-
ity has paid off in high retention 
rates for his company. Each crew 
operates like its own business, 

seeing a project through from 
beginning to end. The crew 
leaders are given expense cards 
to buy the materials they need, 
which gives them a sense of 
ownership of the project. 

Furthermore, Hayes looks 
to his crew leaders to help find 
solutions to problems that come 
up. Including them in the pro-
cess makes them feel like they 

can really make a difference. 
"Our employees have come 

up with some of our best ideas," 
he says. "Listening to them and 
letting them experiment - giving 
them a chance to fail sometimes 
with a new system or procedure 
has been very good because it 
gives them an opportunity." L&L 

The author is a freelance writer 
based in Louisville, Ky. 



C I V l t A S 
WEEDfree 

BRAND 

Concentrate 

Theres a new and 
better way to kill weeds 
Corner the weed-free market with 
this affordable and effective hybrid 
selective herbicide. 

Weeds are nothing new. But everything about CIViTAS WEEDfree 
BRAND™ Concentrate* is. This hybrid herbicide kills more than 60 
listed broadleaf weeds without harming lawns.* The innovative 
Microtechnology enables the product to penetrate more efficiently 
into broadleaf weeds, resulting in no offensive odor and significantly 
less active ingredients required to kill weeds right down to the root. 

Take advantage of the first hybrid selective herbicide featuring 
Microtechnology. Stake your claim for a better solution with 
CIVITAS WEEDfree BRAND Concentrate today. 

Civitaslawn.com 

'Compared with other p|©%|cts using the same a c t i v S ^ ^ ^ ^ ^ ^ ^ ^ * 
Important: Do not apply to Bgjj|to||ss and Floratam. 
See full list of controlled weeds and use directions on peel away label. 
Not for use in California. \ h • 
Patent(s): www.suncor.com/patfhts 
™Trademarkof Suncor Energy Inc. Used under license? \ 
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THEY ASK, YOU ANSWER 
Stop chasing customers and get them to come to you. 

By Chris Heiler 

As consumers, we have grown more 
and more impatient as we search for 
information online. I'm cursing at a 
company if I have to wait more than 
five seconds for their website to load. 

We've been conditioned to believe we can 
find the answer to any question or problem 
we may have simply by entering a string of 
words into a search engine. Got a question? 
Just Google it. We know we'll find the answer 
somewhere online as long as we look hard 
enough. That's our expectation today. 

A CULTURE OF LISTENERS AND TEACHERS. This 
need and expectation we have to quickly find 
the answers we're searching for is the essence 
of inbound marketing: Attracting qualified 
prospects to you when they are actually 
searching for an answer to their question or 
a solution to their problem. 

How often do you get asked about the 
best time to fertilize a lawn? Or when to 
prune back trees? Or how to get flowers to 
grow in this shady spot over here? 

How many of these questions are an-
swered in a comprehensive way on your 
website? If you're like most companies, 
the answer is "not many" or "none at all." 

Wait. We know people rely on search 
engines like Google to find answers to their 
questions. After all, we do it ourselves. So 
why do companies overlook or flat-out 
ignore this reality and not directly address 
the most frequently asked questions their 
prospects and customers have in a transpar-
ent way on their websites? 

If you want to be successful marketing 
and selling your landscaping and lawn care 
services today, you need to create a culture 
of listening and teaching within your com-

To attract more customers you need to start 
educating your prospects. 



It isn't how many people you employ. 
It's the equipment you deploy. 

Chris Shipp, Owner 
Shipp Shape Lawn Service I Sylvester, Ga. 

If you want to increase your profitability, you've basically got two choices: 

cut costs or increase the productivity of the people you've got. For my 

company choosing the right equipment made it possible to do both. 

Which is why I rely on my fleet of eight Grasshopper diesel mowers. 

Where we used to need more machines to keep up, we're actually running 

fewer now and doing the same amount of work because of the extra power 

diesel provides. And that extra power delivers a better quality cut, which 

keeps our customers happy. Of course, the fuel savings with diesel don't 

hurt, either. We're saving more than $ 1 3 , 0 0 0 a year compared to gas. 

And when you combine that with less maintenance and less downtime, it means 

you can do a lot more profitable work and keep overhead to a minimum. 

Thanks to our Grasshoppers, we're doing and earning more than ever. 

For more information, call 6 2 0 - 3 4 5 - 8 6 2 1 or visit g rasshoppermower .com. 



pany. You need to make a simple 
choice. Do you want to attract 
prospects or chase them? To at-
tract more customers you need 
to start educating your prospects, 
not send more postcards or bang 
on more doors. 

The most effective way to do 
this is with content marketing. 
More specifically, you should 
have a blog on your website where 
you address the questions and 
problems you know your pros-
pects and customers have and are 
online searching for answers to. 

ATTRACTING BUYERS. The goal is 
to attract buyers to your website. 
This requires a very purposeful 

and deliberate approach to con-
tent marketing, creating content 
that resonates with visitors at 
various stages of the "buyer's 
journey." 

As we plan the content strategy 
and develop editorial calendars 
for our clients at Landscape 
Leadership, we utilize a simple 
framework to determine topics 
in a purposeful way. The goal 
is to create content (blog posts, 
case studies, videos, etc.) that 
will appeal to visitors who are in 
three basic stages of the buyer's 
journey: awareness, consider-
ation and intent. 

• Awareness: Visitors in the 
awareness stage are just starting 

Buyer's Content 

LANDSCAPE 

www.LandscapeLeadership.com 

on their journey, typically by 
doing some basic research. For 
instance, a homeowner with a 

lawn full of dandelions may be 
researching the problem with the 
intent to fix it herself. 

http://www.LandscapeLeadership.com
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• Consideration: Visitors in 
the consideration stage are fur-
ther into their buying journey. 
At this point the homeowner 
mentioned above may now 
be debating between handling 
the problem herself or hiring a 
professional. 

• Intent: A homeowner in the 
intent stage will actively research 
companies and pricing with her 
eye on hiring a professional in the 
very near future. 

Your content strategy should 
cover a range of topics in each 
of these three stages. It should 
attract visitors at the top of the 
funnel who are just beginning 
their research and also attract 

those folks who are serious about 
taking action in the near term. 

THE BIG 5. Now let's go a little 
deeper into how to select topics 
to write about. There are five big 
categories that fit this buyer's 
content framework. These cat-
egories are based on how people 
really search online. 

1. How much does it cost? 
How do you think visitors on 
your website feel when they can't 
find the pricing and cost-related 
information that they seek? We 
know people have questions 
related to pricing. Own the 
conversation. 

I've heard every excuse from 

business owners as to why they 
shouldn't address price and cost 
on their websites. Let me be blunt: 
They are all BS and don't hold 
up to the reality of today's mar-
ketplace. Remember: The buyer 
is in control today, not you. Give 
them the information they seek. 
Otherwise your competitors will. 

Want some proof showing 
how well this approach can work? 
Consider River Pools and Spas 
in Richmond Va. They wrote 
an article (bit.ly/llriver) on their 
blog in 2009 titled "How Much 
Does a Fiberglass Pool Cost?" 
This single article, which analyzes 
the dollars and cents of a pool 
project - generates hundreds of 

leads for the company each year 
and has directly attributed to over 
$2.5 million in sales. 

Not bad, eh? All because they 
had the guts to address the topic 
head-on when their competitors 
were too busy making excuses as 
to why they shouldn't. 

2. What are the problems? 
If you've had elective surgery, I 
would bet that you conducted 
some extensive research online 
related to the problems and risks 
associated with the surgery. This 
is what we do as consumers. We 
want to know the good and bad in 
everything and be aware of poten-
tial problems. It's all a natural part 
of the buying process. As a busi-

More Effective 
Less Expensive 

Insecticides - DendreXHarpoon®, Merif Injectable, and Vivid® II 
Fungicides - ALSA®, Systre^/Nutrient 

Fertilizers - Nutri-Jecf formulations 
Bactericides - Tree Tech® OTC 

PGR - Snipper9 

950 SE 215th Ave. I Morriston, FL 32668 11-800-622-2831 I info@treetech.net 
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Building your landscape business together. When we talk to landscape 
contractors like you, we hear a lot about versatil ity. So the upgraded 
244K and 324K Loaders f rom John Deere give you plenty of it. Oscillating 
stereo steering provides a turning radius up to 20% t ighter than 
comparable loaders. And a hydrostatic drivetrain wi th shi f t -on-the-f ly 
travel speeds lets you match your working speed to whatever job is at 
hand. Add our high-f low hydraulic opt ion to power a wider range of 
Worksite Pro™ attachments, and you've got a loader that covers a lot 
of ground. To learn more, see your dealer or visit our website. 

J O H N DEERE 

JohnDeere.com/loaders 



u.s. LAWNS 
Your Turf. Our Lawn. 

ness, you need to address potential 
problems head on. In doing so 
you build trust and eliminate fear 
and buyer's remorse. 

River Pools tackled some of 
the issues fiberglass pools can 
have by penning a blog post 
(bit.ly/lIfiber) titled "The Top 
5 Fiberglass Pool Problems and 
Solutions." This article generates 
hundreds of leads each year for 
the company. 

Neave Group Outdoor Solu-
tions (a client of mine) in New 
York tackled the problems as-
sociated with organic lawn care 
in a blog post (bit.ly/llglass) 
titled "The Pros and Cons of 
Organic Lawn Care for Com-

The Best Landscaping BSogs of 
2014 (Review) 
http-.//www.landscapeieadershtp.c... 
iandscaping-blogs-2014-revlew 

The Best Ways to Advertise a 
Landscaping Business in the 
Digital Age 
http://vww.iandscapeieadershfp.c., 
ways-to-advertise-a-iandscaping-
business-irv-the-digitai-age 

The 5 Best Landscaping Logos 
{According to Us, Anyway) 
http://www.íandscapei8adershíp.c.,, 
tandscaping-logos 
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Writing "best of" blogs can generate thousands of page views for a site or 
blog and is a great way to attract customers. 

mercial Properties." 
3. Versus and comparisons. 

Which is best: seeding or sod-

ding a lawn? What's the dif-
ference between aeration and 
dethatching? How does the price 

compare among concrete, pavers 
and natural stone? 

This is another common 
way we search for information 
online. I would bet when you 
were comparing GPS software 
or fleet management software 
for your company this is one way 
you did your research. 

Creating content comparing 
products, services or techniques 
is a great way to attract prospects 
in the awareness stage of the 
buyer's journey. 

Neave Group wrote a blog 
post (bit.ly/llgunite), "Gunite 
Pools vs. Vinyl Liner Pools: 
What's the Best Type of In-
ground Pool." 

http://www.landscapeieadershtp.c
http://vww.iandscapeieadershfp.c
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ON THE BLOCK JUST GOT 

SMARTER. 
BIG BLOCK NOW WITH VANGUARD EFI. PROVEN POWERAND UP TO 25% FUEL SAVINGS.** 
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Our new Big Block engine with Vanguard EFI combines up to 37 gross hp* with 

the smart technology of automotive-based, closed loop electronic fuel injection. 

It delivers just the right amount of fuel needed to power through even the heaviest 

of grass. You get easier starting and superior load y p j w » • » « / 

pickup for a more consistent quality of cut. Rule T O C / O 

your turf with more get up and go, reduced fuel J " ™ " + 

costs and maximum productivity. FUEL SAVINGS 

* Based on 3600 RPM per SAE J1940 
" Savings will vary based on cutting conditions and operator usage 

EXPERIENCE THE POWER. CONTACT YOUR DEALER AND ASK FOR VANGUARD EFI. 
VANGUARDEFI.COM 



Sebert Landscaping (another 
client) in Chicago published 
a post (bit.ly/llicemelt) titled 
"What is the Best Ice Melt 
Product? Calcium Chloride vs. 
Sodium Chloride." 

Neither of these is a very sexy 
topic. But they are helpful to 
your potential customers. 

4. The best. We love asking 
best-based questions online, 
usually unaware that we are even 
doing it. What's the best Italian 
restaurant in Cleveland? What's 
the best way to dice a tomato? 
When is the best time to fertilize 
a lawn? 

River Pools has direcdy attribut-
ed over $500,000 in pool sales to a 

blog post they wrote, "Who are the 
Best Pool Builders in Richmond 
Virginia?'' (bit.ly/llpoolbuild) in 
2012. And they didn't even men-
tion their own name. 

We've taken this same ap-
proach on the Landscape Leader-
ship blog and have written three 
best-based articles this year, 
which have received over 7,000 
combined views to date. (See 
screenshot on page 136.) 

5. Reviews and awards. Peo-
ple like to read reviews online. 
Take advantage of this habit 
in your approach to content 
marketing. 

We've done this with our arti-
cle "The Best Landscaping Blogs 

of 2014" in which we reviewed 
our favorite landscaping blogs 
and created an annual award. 

Here are three more examples 
from our clients: 

• A review of the Best Mem-
phis Irrigation Companies 
(bit.ly/memirr) by Michael 
Hatcher & Associates, 
Memphis, Tenn. 

• The Best Residential Sprin-
kler Heads for Your Prop-
erty (bit.ly/lloutback) by 
Outback Landscape, Idaho 
Falls, Idaho. 

• Swimming Pool Lighting: 
LED Pool Lighting Re-
views (bit.ly/llswimpool) 
by Structure Studios. 

The essence of inbound mar-
keting is to attract qualified 
prospects to you when they are 
actually searching for an answer 
to their question or a solution to 
their problem. 

Don't underestimate the ex-
traordinary value in creating con-
tent on your website that answers 
questions and solves problems for 
potential customers. 

It's time to create a culture 
of listeners and teachers in our 
companies, L&L 

Chris Heiler is the founder and CEO of 

Landscape Leadership, a sales and market-

ing agency for lawn and landscape indus-

try companies. He is a regular contributor 

to Lawn & Landscape magazine. 

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

www.bairproducts.com 
PRODUCTS, INC. Email: info@bairproducts.com 

- Parts Can Be Installed W/ Factory Parts -
- Installation Videos On YouTube -

HYDRAULIC TRACK 
INSTALLATION KIT 

Bolt-On Replacement 
Track Drive Lugs 

• Install rubber tracks fast 
•with Hydraulic Tools 

CAT / ASV / 
TEREX PARTS 

Pictured: Slim-Edg™, Super-Edg™, and Teco-Edg1 

Many profiles available 
with heights from 1"-6" 

INDUSTRY'S STRONGEST GUARANTEE 
MAUDES FREIGHT & LABOR Call the edging specialists 

at 1-800-EDGINGS 
Visit us at www.olyola.com 

http://www.bairproducts.com
mailto:info@bairproducts.com
http://www.olyola.com




FICTION: 
FACT: 

The Sectional Sno-Pusher™ has too many "moving" parts! 
The Sectional s individual "moving" mold boards contact 
and clean the asphalt better than any plow on the market! 
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FACT: 
JimdKB The Sectional is too hard to use! 

The Sectional's unique drop-and-go technology allows 
your operator to set the pusher down and start plowing. 
Floating side plates, poly-suspended mold boards and 
Slip Hitch™ connection allows the plow to stay level and 
flat to the ground everytime! 

FICTION: The Sectional is too expensive! 
The Sectional has the best cost justification of any plow 
on the market! Reduction in salt usage, reduction in fuel, 
reduction in labor. No snow pusher adds value to your 
business like the Sectional! 
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A SNAPSHOT OF WHERE THE 
INDUSTRY IS AT ADDRESSING 
ITS SALT AND DEICING NEEDS 
FOR THE UPCOMING WINTER. 

By Mike Zawacki 

Salt has been a hot topic among snow and ice management 
professionals since the conclusion of the 2014-15 snow season. 

Last winter's unprecedented tenacity for many regions of 
the snow industry - we're talking about you. New England -
left many commercial snow and ice management professionals 
scrambling for available salt or counting their change to meet 

rising prices. 
To better gauge how snow fighters are addressing the winter 2015-

16 salt and deicing needs, our sister publication. Snow Magazine, in 
partnership with Arctic Sno Pushers, surveyed readers from throughout 
North America in late summer via the internet research portal 
SurveyMonkey. Here are some of the results to better benchmark the 
salt and deicing needs of your winter operations against. 

A snapshot of how the average snow fighter integrates 
salt and deicing services into their overall winter operations. 

t'Tii. y 

11-20 WINTERS 
MORE THAN 20 WINTERS 

HOW DO YOU BILL FOR 
SALT AND DEICING SERVICES? 

PER APPLICATION: 68% 

P E R S E I M 46% 

fmmmmmmmw^^^ 
PER TON: 32% 

?\mm 
P E R P 0 0 M 

BY THE SQUARE FOOT: 4% 

GROSS PROFIT MARGIN 
FOR SALT AND DEICING SERVICES 

LESS THAN 10%: 7% 36'/. TO 40%: 7% 

| 0 % M % j l 4 % fl%T050%j|7% 

21% TO 25%: 14% 51% TO 60%: 14% 

26% TO 30%: 6% 61% TO 70%: 7% 

31% TO 35%: 3% Œ 

OUTFITTED ONLY WITH SPREADERS 

BOTH 

HOW 00 YOU TREAT 
SIDEWALKS AND WALKWAYS? 

BLENDED PRODUCT:56% 

CALCIDM CHLORIDE: 47% 

M O R M ^ ^ 

M S A O j ^ 

OTHER*:5% 

EDITOR'S NOTE: "Other" responses included: 
liquid deicer; and powerbrooms. 



fi | I • I here am I going to 

I I I get my Sdlt?" 
V V It's a common 
• • question heard 

around the industry when win-
ter is at its worst. 

According to respondents, 
contractors prefer to purchase 
both bagged and in bulk, typ-
ically from a supplier they've 
been using for some time. In 
fact, only 35% indicated they've 
changed suppliers recently. 

However, contractors con-
tinue to hedge their bets on 
winter's severity and are nearly 
evenly split as to how much 
salt they'll secure before winter 
begins, with only 27% commit-
ting to the full amount. 

And despite last season's 
severity, more than half (52%) 
plan to purchase the same 
amount as last season, and 
nearly half (47%) expect to pay 
around the same price. 

OCTOBER 2015 | LAWNANDLANDSC APE .CO 

SALT PRICE: 
2014 VS. 2015 

EXPECT TO PAY THE SAME 

HOW DO YOU PURCHASE YOUR DEIGING PRODUCTS? 



• NONE 
• THE FULL AMOUNT 
• MORE THAN HALF, BUT NOT FULL AMOUNT 
• HALF 

LESS THAN HALF, BUT MORE THAN QUARTER 
• LESS THAN A QUARTER 

• MORE SALT THAN LAST WINTER 
• THESAMEAMOUNTSALT 
• LESSSALTTHANLASTWINTER 

EXPECT TO PAY LESS PER TON EXPECT TO PAY MORE PER TON 
H H H H H E J | tm W u 

JM 
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2D1516 STATE OF THE SALT MARKET 

DEFICIENCY. 
hen the going gets tough, the tough purchase from multiple 
suppliers, at least when it comes to securing winter salt for the 
majority (67%) of respondents. 

In addition to buying from multiple sources, respondents 
indicated they will also purchase salt from outside their home 
state (25%); network with other contractors to bulk purchase 
(23%); and even purchase from other contractors (22%). 

Ofc-

HOW DO YOU PLAN TO MAKE UP SALT DEFICIENCIES? 
1) 67%: PURCHASE FROM MULTIPLE LOCAL SUPPLIERS 
2) 25%: PURCHASE FROM SUPPLIERS OUTSIDE YOUR HOME STATE 
3) 23%: NETWORK WITH OTHER CONTRACTORS TO PURCHASE BULK AMOUNTS OF SALT 
4) 22%: PURCHASE FROM OTHER SNOW CONTRACTORS 
5) 15%: SWITCHED TO OTHER ICE-MELT PRODUCTS 
6) 15%: INVEST IN LIQUID DEICING TECHNOLOGY 
7) 13%: PRE-BOUGHT AND STOCKED MORE THAN NORMAL 
8) 10%: PURCHASE SNOW REMOVAL EQUIPMENT (PLOWS, P0WERBR00MS, ETC] THAT 

PRODUCE CLEANER PAVEMENT SURFACES 
9) 6%: OTHER* 
10) 4%: PURCHASE BULK SHIPMENTS FROM AN OVERSEAS SUPPLIER 
11) 0%: INVEST IN A FOREIGN SALT MINE 

EDITOR'S NOTE: "Other" responses included: switching to liquid deicer; purchasing f rom "big box" stores; and 
use stock-piled salt. 



DO YOU PROVIDE PRESEASON 
SALT & DEICING TRAINING? 

DO YOU HAVE WRITTEN PROCEDURES 
FOR SALT 0 [ I C I N G ACTIVITIES? 

WHAT DO THOSE PROCEDORESINCLDDE? 
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FICTION: 
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The Sectional Sno-Pusher™ has too many "moving " parts! 
The Sectional's individual "moving" mold boards contact 
and clean the asphalt better than any plow on the market! 
The Sectional is too hard to use! 
The Sectional's unique drop-and-go technology allows 
your operator to set the pusher down and start plowing. 
Floating side plates, poly-suspended mold boards and 
Slip Hitch™ connection allows the plow to stay level and 
flat to the ground everytime! 

¡IB The Sectional is too expensive! 
The Sectional has the best cost justification of any plow 
on the market! Reduction in salt usage, reduction in fuel, 
reduction in labor. No snow pusher adds value to your 
business like the Sectional! 
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Your office employees could be robbing you blind. 
Here's what you can do to prevent it. 
By Katie Tuttle 

LOST TOOLS, MISSING CASH, CREWS DOING SIDE JOBS. 

Theft takes many forms, and a landscape business offers many 
temptations to would-be thieves. But what if those thieves are 
on the payroll? 

Joseph Holland, president of Majestic Lawn & Landscape Service, has 
experienced the worst case scenario: theft from two past employees, both 
resulting in the loss of thousands of dollars of company money. 
THE BACKGROUND. The first situation started with Majestic's bookkeeper/ 
office manager. Although business was building back up following the 2009 
recession, and gross profit margin was high, the company still seemed un-

g able to pay its bills, something the employee blamed on the results of the 
I o 

| crash. She said catching up with payments was having a negative impact, 
M something Holland says he didn't understand. 

"I was on top of analyzing job costs and profitability on every project," 
Holland says. "My percentages were where they should be in order to 

H o turn a profit." I 

THEFT 

She had all the 
IDs and passwords 
on complete 
lockdown." 

Jodi Petrilli, 
Majestic Lawn 
& Landscape Service 

When the bookkeeper went on vacation, 
Holland brought in the daughter of a close 
friend. She was an accountant and offered to 
do research on the finances in the company. 

"She found a lot of theft instantly," Hol-
land says. 

When the bookkeeper returned from 
vacation, Holland fired her and hired his 
friend's daughter to help get them back on 
the right track. 

A few years later, the company was still 
having financial problems, which the new 
employee blamed on the previous book-
keeper's damage. However, when Holland 
asked his girlfriend, Jodi Petrilli (an accoun-
tant), to come in and help with the office, 
the employee got defensive. 

"She had a fit and said she was insulted 
that Joe had sent his girlfriend in," Petrilli 
says. "I said to Joe, 'I don't want to give 
the girl a hard time. I'm not gonna get 
involved.'" 

When the bookkeeper was out of the office 
for extended health reasons, Holland asked 
Petrilli to come in and take over the job short 
term. It was immediately apparent that this 
employee had also been stealing from the 
company. 

"I looked at her as a niece, and the whole 
while she was stabbing me in the back," 
Holland says. 

"She came in and said she was saving the 
day," Petrilli says. "She gave him a false sense 
of security and trust." 

LONG-TERM IMPACT. But it's not just about 
the money. It also impacts your credit, which 

fcg* MI 
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can affect future purchases. As 
a result of the two thefts, Hol-
land's credit score dropped from 
above 800 to 0.003. Over time 
,he's been able to slowly build it 
back up, but it still has a ways 
to go. 

"Thankfully I have a good 
reputation in the community 
that I work at," Holland says. 
"We're just now starting to be 
able to buy new things again." 

The company is going to 
need a new truck, and Hol-
land is counting on his 20-year 
relationship with his Ford dealer 
because his credit may not be 
good enough for the purchase. 

"It'll be another year before I 

get up past 700, and banks won't 
even look at you if it's under 
700," he says. 

Holland and Petrilli have a 
few suggestions on how land-
scapes can prevent office theft. 

MAIL. Never allow the book-
keeper to get the mail, Petrilli 
says. "She's the person that has 
the easiest way to steal." Another 
employee should get the mail 
and deliver it directly to you. 
If you're not there, the mail 
shouldn't be left on your desk for 
anyone to go through. It should 
be put in a locked drawer or safe. 
This way you are aware of every 
letter that comes in. 

BANK STATEMENTS. Whether 
you get electronic copies or 
monthly paper statements, don't 
leave them to your bookkeeper 
to review. You should examine 
each statement and question 
anything that doesn't make 
sense. This also helps because 
it lets your bookkeeper know 
you're on top of your accounts. 

It's also important to check 
in with the bank as often as pos-
sible, just in case anything is go-
ing on that you're not aware of. 

"If anything funky is going 
on, it'll be spoken about," Petrilli 
says. "Just keep the line of com-
munication open." 

In Holland's case, checks 

were bouncing, but because the 
bank knew him, no one said 
anything to him and kept paying 
the checks and charging him an 
overdraft fee, which he wasn't 
aware of since bank statements 
went to the bookkeeper's email 
address. Now, he makes sure to 
stop by on a regular basis, just 
to say hello to the manager and 
check up on any issues. 

CERTIFIED MAIL. The second book-
keeper never paid the company's 
taxes, didn't pay workman's com-
pensation fees and didn't send 
any of the checks Holland wrote 
to pay his distributors. If any of 
these situations happen and they 

www.JacksSmallEngines.com 
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Place a Classified today! 
Please contact Bonnie Velikonya 
at 8 0 0 / 4 5 6 - 0 7 0 7 X291 or 
bvelikonya@gie.net. 

SMAT T -ENGINES 
•AFTER THE SALE IT'S THE SERVICE THAT COUNTS!" 

C O M M E R C I A L 
& BUSINESS 

SAVINGS 
DISCOUNTED PRICING 

ON OUR ALREADY LOW PRICES 

http://www.JacksSmallEngines.com
mailto:bvelikonya@gie.net
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BUSINESS 

work order 
P E R M I T # 

wo# 1029534 
CUSTOMER 0 0 1 - 0 0 0 5 2 3 4 

IN ON THE JOB 
INCENTIVES 
IN ADDITION TO 
CURRENT OFFERS2 

BEST-IN-CLASS 37,500 GCWR1 

BEST-IN-CLASS AVAILABLE 74 GALL0N DUAL-TANK FUEL CAPACITY1 

1 Based on 3-5 pickup-based conventional cab chassis over 10,000 GCWR. 2 Includes $500 On The Job (OTJ) 
Upfit Bonus Allowance on most 2015 and 2016 Ram Commercial vehicles (excludes 2500 and 3500 pickups). Must take 
delivery by 1/4/16. See dealer for OTJ incentive details and eligibility requirements. ©2015 FCA US LLC. All 
Rights Reserved. Ram is a registered trademark of FCA US LLC. Cummins is a registered trademark of Cummins Inc. 
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receive no response from you, they will usually 
send a letter via certified mail. 

"We found a box of certified letters hid-
den because she didn't want Joe to know she 

hadn't paid them," Petrilli says. She also had 
a box of checks signed by Joe that she hadn't 
sent out. "She was preparing the checks, hav-
ing him sign them, then not sending them." 

If you're looking for a unique tradeshow experience to take your 
business and education to a new level, register for CENTS16 today: 

Re-Invented Tradeshow Experience 
Educational opportunities outside of the classroom setting and our new 
ONLA garage offer more value for your tradeshow pass. 

Personalize Your Education 
Select from 120+ diverse courses by expert educators and earn CEUs from 
leading organizations to create a learning experience that meets your needs. 

Expand Your Network 
Interact with over 400 exhibitors and 5,000 attendees, including industry 
experts and next generation professionals. 

NEW SHOW DATES! n c r i C T C n ^ T T T Z A T REGISTER ONLINE AT 
JANUARY 
2016 CENTS16.COM/LAWN 

Monday 1 Wednesday Multiple packages and education options available 
Greater Columbus Convention Center, Columbus, Ohio 

GROWING TOGETHER 

CASH RECEIPTS. The first bookkeeper was 
stealing cash from jobs and rental proper-
ties Holland runs through the business. 
When the cash was received, she would 
take it to deposit, and never go to the bank. 
Majestic now uses a two- to three-person 
deposit process. The first person logs the 
cash and gives it to the bookkeeper. Both 
then initial on the deposit slip that they 
agree with the amount being deposited. 
The bookkeeper deposits the money and 
then gives the slip to the first person, who 
verifies the amount before giving it to Hol-
land to file. 

EMPLOYEE CONTRACT. Holland suggests 
making a job description for each position 
in your office and writing up a contract for 
the employee to sign, stating that no personal 
purchases will be made with the company 
card. The first employee's name was on the 
card and she used it for personal purchases. 
You can also get employee dishonesty in-
surance through your insurance carrier and 
credit card company. 

If an employee is stealing from you, you 
can apply for a claim, provide proof of the 
theft, and the insurance will cover a speci-
fied amount. 

USERNAMES AND PASSWORDS. When the 
second bookkeeper was out of the office and 
Petrilli had to step in, it was discovered that 
none of the usernames and passwords listed 
in the designated book were accurate. "She 
had control of everything," Petrilli says. "She 
had all the IDs and passwords on complete 
lockdown." 

Holland and Petrilli suggest keeping a list 
of all employee login credentials for their 
company computer accounts. You should 
also make sure you have administrator rights 
to every computer your company owns, so 
you can access them if need be. 

THIRD-PARTY AUDIT. Once a year, be sure 
to have your books examined by a licensed 
accountant to verify everything is above 
board, L&L 
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F: 800-772-0255 
An Employee Owned Company 

H E K C O . INC. 
hter Movement Solutions 

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

fcit Sfrtiir Line 
Adapters & Nozzles m u m for Dptail«?' 
WATER ACT PROP 6 5 COM PLIANT KOCHEK.COM 

NOT YOUR TYPICAL HOSE 
•Rugged «Durable 

•UV Resistant «Non Kinking 
•High Pressure Rating 

BUILT TO LAST! 

LEAD FREE ADAPTERS 5/8" & 3/4" CONTRACTOR HOSE 

WL Rei 
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H 

Designed For: 
Residential Water Pressures 

IRNZ029-ZBL 
Low Volume 

High Pressure IRNZ033-ZBL 
High Pressure 
High Volume 

LEAD FREE NOZZLES • 



When you choose Hunter irrigation products or FX Luminaire 

lighting, you're getting the most innovative products incorporating 

the latest technology and most durable materials. From our rugged 

stainless steel rotors to our long-lasting brass, copper and powder 

coated aluminum light fixtures, we have the products you need for 

the most demanding commercial projects. 

We're proud to help you bring landscapes alive 24 hours a day, 

and to stand behind every product we sell with the service and 

support you need. 

Visit us at GIE+Expo/HNA, Booth 4138 
i -20-06 ROTOR NP UP LIGHT 

Learri more. Visit hunterindustries.com Hmiler" FXLuminaire 
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McHALE 
LANDSCAPE 

DESIGN 

SHOW YOUR STUFF 
If you have a design/build project 
you are proud of, email Managing 
Editor Brian Horn (bhorn@gie.net) 
information about the job 
and photos, and you could be 
featured in a future issue of 
Lawn & Landscape. 

MCHALE'S DESIGNER 
DANIEL ROBEY 

worked on this property renovation 
project in Vienna, Va., that included 

numerous structures, water features, 
outdoor living spaces and 

expansive plantings. 

O 
An architectural deck was added 

to the rear façade to better 
connect the main interior living 

spaces with the exterior. 

© 

The Pennsylvania bluestone 
pool coping and stair treads 
complement the quarried 

stone walls, and contrast against 
the pool deck's walnut 

travertine. 

© 

The cool blue pool space 
takes advantage of a sun shelf 

and vanishing edge that 
doubles as a water feature 

to the pavilion beyond. 

W c l l c r f c Landscape Desi 
had a blank canvas lot 
this $2 million projec 

%t a Virginia home 

^ S 
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"Don't wait for it to hurt," Witt says. 
"The pain threshold comes a lot later than 
the damage." 

Because of individual variability, OSHA 
requires a hearing test for workers exposed to 
loud noises. The test compares your current 
hearing results to the results of previous years' 
tests to see if there's any change. 

"It would take months and years before we 
lose that hearing," Witt says. "It is permanent 
hearing loss, so when you lose hearing from 
loud noise, it's gone for good." 

Hearing loss doesn't just mean sounds 
get softer. Loud noise causes high frequency 
hearing loss, which means you wouldn't be 
able to pick up certain verbal sounds, such 
as the T or S. That causes words to become 
garbled and hard to understand. 

As far as the ringing in your ears, everyone 
experiences it for a few seconds and it goes 
away. But if you have serious hearing loss, it 
could be permanent. 

Imagine lying in bed at night, unable 
to sleep because your ears are ringing. 
Or what about not being able to hear 
people say S or T sounds? Suddenly 

the word "stop" sounds a lot different. 
These two scenarios can become a reality 

if you don't wear ear protection on the job. 
The Occupational Safety and Health 

Administration defines hazardous noise as 
starting around 85 decibels. Standard lawn 
mowers are between 90 and 100 decibels. 

"Noise exposure in the landscape industry 
certainly falls in that category of hazardous," 
says Brad Witt, director of hearing conserva-
tion for Honeywell Safety Products. "It's a 
tricky occupational hazard." 

An important thing to remember is that 
noise is an on-the-job injury. Just like heavy 

lifting and climbing stairs, noise can also 
cause a long term disabling injury, and it's 
not something landscapers can easily avoid. 

"Users are holding or sitting on the noise 
source," he says. "You can't get away from 
(it) because you're carrying it with you." 

HOW IT HAPPENS. Hearing damage isn't 
caused by a single exposure to noise. It hap-
pens from a balance between the intensity of 
the sound and the duration of the exposure. 

"If you're working around 90 decibels for 
eight hours a day, it certainly takes its toll," 
Witt says. "Ears can recover from that a few 
times, but if you do that day after day and 
your ears don't recover, (the damage) stays." 

And while that noise may not bother you, 
it doesn't mean it's not still causing damage. 

Users are holding or sitting on the noise source. You can't get 
away from (the noise) because you're carrying it with you." 

Brad Witt, director of hearing conservation for Honeywell Safety Products 

YOUR CREW. As the person in charge, it's 
important to make sure you're offering your 
workers good personal protective equipment. 
You can't force them to wear it, but Witt sug-
gests giving them multiple choices so they're 
more likely to use it on the job. 

He suggests earmuffs, which are easy to 
put on and take off when you're working 
with intermittent noise. However, he says 
it's hard to wear muffs with a hat, so another 
option is earplugs. Muffs that go behind your 
neck or banded/corded earplugs so you can 
leave them around your neck when you're 
not in the noise are other options. 

And while it may sound easy to just head 
up to the home improvement store and pick 
out some earplugs by the register, Witt says 
those aren't typically the best options for 
professional landscapers who deal with so 
much continuous noise. You may have to 
search for them, or order them specifically, 
but your crew's safety is worth it. 

It's also important to remind workers that 
hearing loss doesn't have to happen to them. 

"You don't have to give up hearing to work 
this job," he says. "That's not the price you 
pay for being in this industry." L&L 
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The world's best landscape edging. 

A project is defined by its lines. For over 30 years, Permaloc has dedicated itself to 
developing edging and restraint products that assure the lines you draw are achieved 
and sustained in reality. 

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

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



Design/Build 

Make your designs - and your company - more valuable 
to your customers by building adaptable landscapes. By Katie Tuttle 

j J W ransitional landscapes are created with the 
J idea that people are staying in their homes 

K longer, so their landscapes should be adap-
B tive. Customer's needs 

K and wants will change 
over time, and creating 

a landscape design that takes this all 
into account can make your services 
more valuable to the client. 

"In my opinion, to truly gain an un-
derstanding of a transitional landscape 
or whether or not it needs to be transi-
tional, know the lifestyle of your folks 
and how that lifestyle may or may not 
change over the course of time they're 
at that home," says Roger Hupfer, a 
landscape architect with Cooperative 
Design Resource in Centennial, Colo. 
"When I sit down in front of a client, 
my conversation tends to be more about 
their lifestyle and how they presently 
plan on using their landscape and poten-

KNOWING WHAT 

YOU WANT 

IF YOU HAVE A CUSTOMER who is 
considering a transitional landscape 
for their property, here are a few 
questions to ask them prior to the 
design process. And make sure to 
specify wants and needs. 
• What do you need/want in your 

yard now? 

• What do you need/want in your yard 
that doesn't fit your current budget? 

• Do you have children? 
(if so, what age?) 

• How long do you expect to live here? 

• What do you think you'll need/want 
in your yard io years from now? 

daily what they might be looking for in 10 years or 20 years." 
Hupfer says customers' needs can change for a variety of 

reasons, and some of them require a change in landscape. 
"Do they have the same time to spend 

on their landscape now, as opposed to 
10 years from now?" he says. "Will they 
have the physical ability and desire to 
do that 10 years from now? If I walk in 
and they've got a couple of puppies and 
a 4-year-old and an 8-year-old and one 
of their first comments is, 'We plan on 
being here for 10 to 15 years,' I know 
right away we are already talking about 
something that should be considered a 
transitional landscape." 

Hupfer says the client's lifestyle is 
important because a family may want a 
kid-friendly yard now, but in 10 years 
when those kids are grown up, they'll 
want a more adult-centered yard, with 
less playground equipment and more 
entertainment elements. 
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BOB-CAT® Mowers New MOW WITH CONFIDENCE Warranty 

BUILT TOUGH WITH WARRANTIES TO PROVE IT. 
Our groundbreaking 6-year / 2,750-hour warranties on Predator-Pro™ and ProCat™ 
and 3-year / 2,500-hour warranty on our waik-behinds are the best in the industry. 
The tough new QuickCat is now covered for 6 years or 2,000 hours. We back our 
mowers so you feel as confident as we do in the durability of the products we build. 
Durability, quality of cut and ease of ownership, that's the BOB-CAT® Promise 
and we stand behind it! 

DURABILITY - QUALITY OF CUT - EASE OF OWNERSHIP 
HUNT DOWN YOUR NEAREST BOB-CAT® DEALER AT BOBCAHURF.COM 866-469-1242 MOWERS 



" F i n d out m o r e about the user," he says. 

"L ikes , dislikes, hobbies . T a k e a look o n a 

m u c h larger scale." 

A n o t h e r th ing for clients to consider is en-

tertaining. Are they p l ann ing o n entertaining 

in their yard, a n d if so h o w m a n y peop le are 

they expect ing over? Wil l the entertaining be 

once a year or once a m o n t h ? O r d o they have 

a j o b n o w that doesn ' t require entertaining, 

bu t after a few p r o m o t i o n s there's a chance 

that cou ld change? 

THINKING IN THE LONG TERM. T o m T r e n c h , 

a partner wi th C o o p e r a t i v e D e s i g n Resource 

in Centennia l , C o l o . , says the first th ing he 

does wi th clients is create a wish list. 

" W e walk ou t in the backyard to d o des ign 

w o r k a n d I say, "This is the t ime for your 

wish list. Te l l m e all the things y o u th ink 

y o u m i g h t w a n t to have in the backyard so 

| Transitional landscape design 
THE DESIGN ABOVE ALLOWS FOR THESE LANDSCAPING TRANSITIONS: 

1. Seed on north will transition to sod when budget allows. The irrigation was zoned accordingly to 

accommodate this change when it happens. 

2. Additional vehicle parking will be required near garage as the children begin to drive. Therefore limited 

planting and development was proposed there initially. 

3. A circular island within the driveway will eventually house a large elk sculpture. Planting was designed 

to reflect this. In addition, irrigation had to be designed so as not to spray the sculpture. 

4. An access path front to back was placed to allow for future expansion of the backyard landscape and 

also act as service path for maintenance equipment. 

5. A flagstone path at the deck was incorporated to serve as future access to a suite in the basement. 

It's t i m e t o g r o w s o m e g r e e n in your p o c k e t b o o k . Give 
your customers t h e healthy, br ight g r e e n lawns t h e y love 
w i t h RYAN's rel iable, durab le tu r f renovat ion e q u i p m e n t . 

Featuring Easy Steer Technology the RYAN Lawnaire® IV and V 
aerators cover up to 45,000 sq. ft. per hour and let you turn without 
removing the tines from the ground. 

The new Ren-O-Thin® with optional seed box is a versatile dethatcher/ 

power rake /overseeder for all-around performance. 

Get your customers' lawns ready ... RYAN ready. 

REN-O-THIN® with 
OPTIONAL SEED BOX 

AERATORS | DETHATCHERS | OVERSEEDERS | SOD CUTTERS 

Request FREE product information | Locate a dealer | Schedule your FREE demo 

Call (toll-free) 866-469-1242 or visit ryanturf .com I ©2015 Schiller Grounds Care, fnc 

LAWNAIRE®V with 
EASY STEER TECHNOLOGY 

The First Name in Türf Renovation™ 
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Because Green Matters* 
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WOULDN'T THIS 
MOWER LOOK 
GOOD ON THE 
BACK OF YOUR 
TRAILER? 

Enter To Win An Exmark Lazer Z-X Series Mower and Help Support 
Project EverGreen's "Healthy Turf. Healthy Kids." Initiative 

v 
WHAT YOU COULD WIN 

• A top of the line Exmark Lazer Z X-Series 
mower equipped with the new suspended 
operator platform providing 3.6 inches of 
controlled travel in vertical and fore/aft 
directions 

Raffle Ticket Pricing 

$10 per ticket or six (6) tickets for $50 
Limited Number of Tickets Available - Buy Yours Now! 

How To Buy Your Raffle Tickets? 
Visit www.projectevergreen.org 

Drawing Will Take Place Friday, October 23 at 2:00 p.m. in the 
Project EverGreen booth (# 463) at the GIE + EXPO 

(winner need not be present) 

Raffle Sponsored By 

A 60-inch UltraCut Series 6 cutting deck 

A Kawasaki FX801V twin-cylinder engine 

A mower from the brand purchased 
2-to-1 over the next best-selling brand by 
landscape maintenance professionals 

http://www.projectevergreen.org
http://www.projectevergreen.org


we can take it into consideration 
and we can plan for it,"' Trench 
says. "Get the client thinking 
about the long term." 

Once you know what your 
client wants, look at each element 
of your design. Consider how 
important it is and how it will 
fit into the vision 10 or 20 years 
down the road. 

For example, if you're putting 
in a patio for a customer and they 
plan to install a fire pit in a few 
years, it's important to take that 
into consideration. 

"I don't want to go out there 
and build a 200 square foot patio 
when they need a 500 square foot 
patio," Trench says. 

"If it's, for instance, somewhat 

important but not critical, and 
five years from now becomes 
even less important, it's certainly 
not something that's going to 
take center stage in the design," 
Hupfer says. "I wouldn't design 
around it." 

If the element you're looking 
at isn't critical to the design in the 
future, it's important to make it 
something that can be changed 
pretty easily into something else, 
or taken away from the design 
completely. 

"You allow space for some-
thing to happen," Trench says. 
"If I think in 15 years I'm go-
ing to put an addition on here, 
I wouldn't put a swimming 
pool here." 

Whether or not something is 
expected to change in 10 years, 
it's still important to make it part 
of the current design, because 
there's always a chance the proj-
ect will fall through. 

NOT JUST ABOUT THE CLIENT. 
Another important thing to con-
sider when designing transitional 
landscapes is resources. 

"Where I do my business in 
Colorado, years and years ago 
water was not an issue. We had 
all we needed," Hupfer says. 

He says water is an important 
example of something to con-
sider. With the drought going 
on, the cost of water is continu-
ing to go up, and as people stay 

in their homes and potentially 
start to retire, their income may 
decrease and they may not be 
able to afford the design origi-
nally discussed years prior. 

For a designer, Hupfer says 
designing a transitional landscape 
should be nothing new. He says 
everything considered for the 
design are things you should be 
thinking about anyway. 

"It's a wonderful tool to walk 
a homeowner through 'Here's 
what it's going to look like when 
it's done, however when your 
children grow out of this playset, 
this is what I envision this space 
becoming,'" he says. "I think it's 
a good way to lobby for using 
design as a very effective tool." L&L 

Versatility: One machine for all jobs 
Maneuverability: Articulated compact-sized machines 
Minimal turf impact 
Powerful: Excellent power to weight ratio 
Economical: Low operating and maintenance costs 
Special features: Easy to drive, side entry, 
great visibility, telescopic boom 

www.avanttecnousa.com 

All In One 

Avant Tecno USA Inc. 
847.380.9822 

sales@avanttecnousa.com 
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ONE FUEL. MANY ADVANTAGES 

S-SERIES 

DOING MORE WITH PROPANE 
Powered by Kohler® EFI engines. 
The Closed Loop EFI system 
continuously monitors and adjusts 
for ever-changing ambient conditions. 
Whether the barometric pressure 
is low or high, the temperature is 
32° F or 102° F, at sea level or mile 
high, the EFI system senses those 
conditions and adjusts the fuel 
delivery to maximize fuel efficiency 
and performance in real time. 

PROPANE FEATURES: 
• Reduced fuel consumption, 

meaning lower operating 
costs for you. 

• Cleaner and greener alternative 
fuel, producing up to 25% less 
greenhouse gas than gasoline. 

• More uptime and less downtime 
when compared to the conventional 
carbureted systems. 

MODELS INCLUDE: 
• 52", 60" or 72" Lazer Z® 

S-Series rider 
• 48 " Turf Tracer® 

S-Series walk-behind 
• 52" or 60" Turf Tracer® 

X-Series walk-behind 

• 52" Vantage® S-Series stand-on 

BEFORE RUNNING 
PROPANE WITHOUT EFI, 
WE WERE SAVING ABOUT 
25 PERCENT, JUST ON THE 
COST OF FUEL ... NOW, 
WE HAVE THE EXMARK 
UNITS WITH THE KOHLER 
EFI ENGINES, AND WE 
HAVE GONE FROM 
NEEDING TWO TANKS 
(OF FUEL) A DAY, TO JUST 
NEEDING ONE TANK EACH 
DAY. 
DAVE BARR 
Regional Branch Manager 
Mainscape, Inc., Jacksonville, North Carolina 



Helping hands 
Goodwill franchises across the country are offering landscape services 

to help individuals with employment barriers. By Katie Tuttie 

p 

hile widely known for its 
clothing stores and accepting 
donations, Goodwill Indus-

tries International also provides landscaping 
and lawn care services. 

"When you think of Goodwill, you don't 
really think of landscape services," says 
Terry Hayes, president and CEO, Good-
will of the Olympics and Rainier Region, 
which offers commercial and residential 
landscape services through Go2 Property 
Services, the branch's landscaping com-
pany. "Sometimes folks think Goodwill is 
all about stores and donations." 

In reality, Goodwill is about helping 
people in the community who need to work 
to get their lives back on track. 

"Our stores and the Go2 Property Services 

do two things for us," Hayes says. "They 
provide us jobs for people to go to work, and 
then we use profits from those businesses to 
provide training to help more." 

The landscape services are run somewhat 
independently from the Goodwill stores. 
Goodwill franchises have the option to start 
their own landscape service and run it the 
best way they see fit. This means they each 
vary on types of contracts, kinds of work of-
fered and how they find crews to do the work. 

CONTRACTS. Since its first contract 15 years 
ago, Goodwill San Antonio's landscape 

program has grown to two facilities, doing 
about 3,000 acres of landscape maintenance. 

"We do about $5 million a year in land-
scape maintenance on our federal contracts," 
says Mark Ramirez, director of contract 
services for Goodwill San Antonio. The 
company also started contracts with some 
commercial clients in San Antonio. 

Unlike San Antonio, Go2 Property 
Services bids on jobs just like a "typical" 
landscape company, even bidding against 
local companies. A custom website allows 
potential customers to learn about the 
company and the services it provides, and 
request services. 

"It's amazing how people get excited 
about buying into using a business that has 
a mission like we have," Hayes says, referring 

Goodwill 
franchise 
landscaping 
services range 
from routine 
maintenance 
to tree care 
and chemical 
applications. 
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to Goodwill's mission to help 
people in need reach their full 
potential through learning and 
the power of work. The com-
pany maintains 21 of its own 
Goodwill facilities, along with 
71 commercial and residential 
customers. In Ohio, Goodwill 
of Erie, Huron, Ottawa and 
Sandusky Counties does the 
mowing and maintainence for 
the city of Sandusky. 

The company set up a meeting 
with the city manager to discuss 
Goodwill helping maintain city 
properties that were overgrown. 

After the city manager ap-
proved the deal, Goodwill re-
ceived grants and help from 

private foundations to purchase 
$17,000 worth of equipment. 

N o w , the company has 
branched out and does local 
cemeteries, border control offices 
and another municipality in the 
area. This year to date, the com-
pany has done 73 city properties. 
Last year it did more than 150. 

It also maintains rental prop-
erties in the area. aA lot of the 
properties we have here (in 
Sandusky) are very high rental-
based," says Eric Kochendoer-
fer, president and CEO of the 
branch. "The landlords aren't 
around and the people move 
out and the properties are not 
taken care of." 

SERVICES OFFERED. A l though 
the company started off doing 
just landscape maintenance, 
Goodwill San Antonio now 
offers irrigation and gardening. 
They have certified arborists to 
do tree care work and certified 
technicians to apply herbicides. 
The company is also looking to 
get into landscape architecture. 

The organization also recently 
received a contract from the San 
Antonio housing authority. In 
the proposal, Goodwill said it 
would utilize a percentage of 
the people living in the housing 
community in order to help 
those individuals obtain an 
income and be able to transi-

tion from subsidized housing 
to something more permanent. 

Goodwill of Erie, Huron, Ot-
tawa and Sandusky Counties in 
Ohio focuses on maintenance. 

They also don't deal with any 
chemicals, and if a job came 
along that needed chemical 
treatments, the group would 
subcontract it out. 

Since Goodwill is a nonprofit, 
the organization doesn't bid jobs 
at a profit. Instead, it focuses 
on what the group of workers 
will get out of job, such as job 
training, good public relations 
and being a good neighbor to 
the city. Go2 Property Services 
offers five different lines of busi-

m 
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The most 

blower in the 

HUSQVARNA 580BTs BLOWER 
The Husqvarna 580BTs is the most powerful commercial backpack 
blower in the industry, delivering large air flow and high air speed 
from it 's efficient fan design and powerful X-Torq® engine. It also 
features a highly maneuverable ergonomie design, commercial 
grade air filter and harness with wide shoulder straps, so you 
can enjoy comfort and performance at the highest level. 

75.6 cc | 908 cfm | 206 mph | 26.9 lbs 

For more information visit husqvarna.com 

Take cutting and clearing to the highest level with 
Husqvarna's commercial-grade 500 Series handheld 
products. Our latest innovations, advanced X-Torq® 
engine and an ergonomie design provide operator 
comfort and superior performance. Built for the 
toughest jobs and the most demanding professionals, 
this lineup delivers the power and durability you 
need to finish the job right. 

©Husqvarna 
READY WHEN YOU ARE 



ness to customers: landscaping 
services, custodial services, con-
crete polishing services, facilities 
maintenance and painting. 

Some of the organization's 
larger customers are local YMCA 
facilities, which means the crews 
are maintaining manicured fields 
as well as mowing and normal 
maintenance. 

Go2 Property Services also 
has two unique projects under 
its belt. 

The first is a green wall at 
the Goodwill of Seattle head-
quarters. It features around 
100 varieties of plants native to 
Washington and Oregon, and 
the landscape crew maintains it. 

The other project was install-
ing a grant-funded playground at 
the Lakewood YMCA. The crews 
converted the area in preparation 
for the elaborate playground, 

including hiring a subcontractor 
for concrete curbing. 

CREWS. For Goodwill of Seattle, 
Go2 Property Services hires 

individuals who need employ-
ment help to get their lives back 
on track. The organization gives 
them training (including GED 
programs) and all employees 
are professionally licensed and 
certified. 

The landscape department is 
a member of the Washington 
Association of Landscape Profes-
sionals, and all lead employees 
are USDA certified pesticide 
applicators. 

"A lot of people have that first 
initial question of 'Who am I 
expecting when I hire Go2? Are 
these volunteers, are these indi-
viduals getting job training on 
my property?'" Morrison says. 

GEMPLER 
From handheld to skid sprayers and everything 

in between. GEMPLER'S is your complete 
source for sprayers and sprayer parts. 

BIRCHmEiER 
151247 

G68542 27987 

147753 

Buy Today! Find 43,000+ products 
1-800-382-8473 | gemplers.com 
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"That's not the case. By the time 
someone is with Go2, they are a 
skilled employee." 

Prior to hiring the individu-
als, Go2 Property Services does 
a background check, drug screen 
and interview process. Depend-
ing on the position they're ap-
plying for, they may also need 
one to five years of experience 
in the landscape industry. 

Morrison says it's important 
for the crews to have previous 
experience because all of their 
customers pay for services, so it's 
important to make sure they're 
getting the best quality product 
they can. 

The employees are divided 

up into five different crews, and 
each crew will focus on a dif-
ferent trade associated with the 
landscaping. The crews stay the 
same each day and they go to the 
jobs where that particular service 
is needed. 

Goodwill San Antonio works 
with the Ability One Program, a 
federal program designed to as-
sist people with disabilities gain 
employment. Goodwill bids on 
a project with the government 
and if it's selected, people with 
disabilities are employed to work 
on those contracts. Seventy-five 
percent of the hours worked on 
a contract have to be performed 
by someone with a disability. 

"They are provided with case 
management and assessed every 
90 days," Ramirez says. "They 
have to meet certain criteria to 
work on it for their hours to be 
counted." 

Most of the crew members 
don't have experience in land-
scaping prior to joining. 

"They may have cut their 
grass," Ramirez says. "They may 
understand, but to the degree 
that we do it, I would say 75 
percent of them have not had 
that experience." 

When someone new is hired, 
they go through a one week 
training course, featuring videos 
provided by manufacturers of 

the equipment the crews use. 
They are also briefed by the 
project manager and an environ-
mental specialist. They also go 
through Occupational Safety & 
Health Administration training, 
and during the off season, all 
crew members have a refresher 
training course. They also have 
monthly safety meetings and 
training. 

After training is complete, 
individuals are put on estab-
lished crews, and crew leaders 
are required to have at least five 
years of landscaping experience 
before getting promoted. 

"There is a lot of team work 
to make sure the team is success-
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careers in the industry. Currently, they have barriers to employment in the commercial 
approximately 10 certified technicians to world to gain some experience and training 
apply herbicide. and knowledge so he can reenter the workforce 

"The goal is always to help a person with without the need for support," Ramirez says. 
Goodwill of San Antonio also works with 

the Wounded Warrior Project and currently 
has 135 disabled veterans working on the 
organization's federal contract services. 
Roughly 85 of those veterans are combat 
disabled and a number of them work in the 
landscape service. 

"We try to employ people that the Federal 
Government is either subsidizing or has a 
disablement," Ramirez says. "We think we 
should try to employ those people that are 
unemployed." Goodwill of Erie, Huron, 
Ottawa and Sandusky Counties hires in-
dividuals with developmental disabilities, 
employment disadvantages or felonies who 
don't have lawn care or landscape experience. 

"We have a team leader at each property 
who does have experience," Kochendoerfer 
says. The remaining of the crews get trained 
on the job. Since the organization only 
focuses on maintenance, their crews don't 
need as much experience as a crew that offers 
multiple services. 

Each year, the organization tries to bring 
back the same individuals. A raise is offered 
and typically the crews are similar year-to-
year. They also get a fair amount of internal 
applicants for open positions. 

"We're a pretty unique Goodwill in the 
aspect that only 50 percent of our revenue 
is generated from retail," Link says. The 
organization has two actual factories where 
employees do assembly and manufacturing 
for other companies. Sometimes these indi-
viduals will then apply for open jobs in the 
lawn care section. If they have skills that fit, 
and will be able to handle the functions of 
the job, they are hired to fill openings. 

"We're in it for the job training aspects," 
Kochendoerfer says. "That's really what 
brought us into this particular service: trying 
to help the city save money and remove the 
blight while fulfilling our mission by provid-
ing job training to individuals with disabili-
ties or disadvantaging conditions. It's been 
a great program; it's been a win-win." L&L 

ful," Ramirez says. 
The organization helps the crew members 

get training and any certification they may 
need in order to help them advance their 
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business, I know the importance of a 
quality spreader. I've used every brand 
under the sun. I can tell you without 
a doubt Spyker will be the only thing 
I use going forward. When customers 
ask or suggestions on spreaders, 

I HAVE ONE ANSWER: SPYKER." 
- ADAM LEATHERMAN 
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Five simple ways you can become a great boss. By Leslie Allebach 

Right: Use opportunities like morning rollout or safety inspections to connect with your 
team. This is a chance to check in and be approachable if things need to be addressed. 

l. Thank your employees for a job well done. 

Much good comes from a simple 
expression of gratitude. Employees 

feel important and cared for when their 
bosses take notice of their hard work. If they 
do something well, take the time to thank 
them for it. It could be as simple as faithfully 
arriving on time every morning, or as 
complex as designing a large project. Don't 
take anything for granted, but instead, be 
sure to say thank you. 

In our company, we say thanks in a variety 
of ways. First of all, we try to say the actual 

words often. We never want any of our 30 
employees to feel like we don't appreciate 
them. Our managers also choose one of our 
field crew members to be Employee of the 
Month and they are awarded a $50 Wal-Mart 
gift card. For our office staff, who are not part 
of this, we sometimes will just surprise them 
with a gift card to a restaurant or department 
store. Another way we say thanks is by having 
a big wheel with our employees' names on it. 
We spin it at every monthly meeting and give 
a $25 gas card to the winner. 

hen most of us start our companies, being a 
boss is the furthest thing from our minds. We 
buy a truck, a trailer and a few pieces of equip-
ment and we get to work. But, eventually, if 

we are honest and fair and organized, our businesses start to 
grow. We hire employees and we end up as a boss - whether 
we wanted to be one or not. Whether you have two employ-
ees or 200, here are five things you can do to be a great boss. 
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HARDASYOU 

To keep up with the non-stop 

demands of grounds maintenance, 

Hannay Reels delivers every time with: 

More than 3,800 reel models 

Heavy-gauge steel frame, discs and drums 

Quicker deployment and pick-up features 

Reels built to order and shipped fast 

Come to the Hannay 
Booth #3040 at this 
year's GIE+Expo and 
register to win a 
GH1100 hose reel 
from Hannay Reels. 

Matie In 
U.S.A. 

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

LEADERSHIP TIPS 

2. Be willing to do some of the 
unappealing or tedious jobs yourself 

Of course, bosses are busy 
running the company and 

generally don't have to do the 
grunt work. But if you want to gain 
the respect and admiration of your 
employee force, pick up a shovel or 
get behind a mower once in a while. 
Join a crew occasionally, and help 
them. When you get to a job site, 

don't be too proud to do the worst 
task there. This could mean helping 
your office staff file or type estimates. 
The key is to not be too good for any 
task. By doing this, you will show 
that you consider yourself no better 
than they are. This also shows them 
that you know how to work hard and 
that you respect their diligent efforts. 

3. Communicate expectations 
and resolve problems immediately. 

Develop detailed job 
descriptions and then meet 

with each employee to discuss 
them. How can we be upset with 
an employee who was never 
given clear expectations? This is 
probably one of the hardest things 
for bosses to accomplish. At The 
Creenskeeper, we functioned 
without a policy and procedures 
manual and job descriptions for 
many years. When problems arose, 
we really had nothing to fall back 
on. All of our expectations were in 
our heads and there was a big lack 
of communication. About fifteen 
years ago, we put a policy and 
procedures manual in place, which 
our employees sign every year. 
We also put together very specific 
job descriptions and make sure 
each employee has a copy. These 
are updated every few years as job 
responsibilities seem to change on a 
regular basis. 

When problems arise, address 
them with a calm voice and develop 
a reasonable plan for resolution. If 
you want to have a company that 
runs smoothly and where you are 
respected, troublesome situations 
need to be addressed in a consistent 
manner. Most of us hate conflict and 

really try to avoid it. 
Occasionally, a plan of resolution 

doesn't work for an employee and, 
for the benefit of the company and 
your employees, the person needs 
to be fired. Several years ago, we 
had three employees who were 
causing pretty serious problems 
within our company. Up until that 
point we had rarely fired anyone. 
But it became pretty clear that the 
problems that were a result of these 
employees and their attitudes were 
not going away. Within a year, each 
of them had given us just cause 
to fire them and, this time, we 
chose to do just that. Our company 
culture improved immensely and 
we were back to a more peaceful 
working environment for the rest of 
our work staff. 

Just remember that being a great 
boss means that firing must always 
be done for valid reasons. It should 
be our last resort, after we have 
tried a specific plan of resolution. 
And in the process of all this, keep 
your employees' respect by staying 
calm and kind. Angry fits and temper 
tantrums have no place in the life of 
an excellent boss. Resolve problems 
and, if necessary, fire employees, but 
do so with great care and kindness. 

Employees feel important and cared for when 
their bosses take notice of their hard work.59 | l | Hannay Reels9 

The reel leader. 
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LEADERSHIP TIPS 

4. Be approachable. 

How do we do this? First, let's 
list a few of the many ways 

we make ourselves unapproachable. 
We do this by our moodiness, our 
defensive and angry responses 
or our lack of interest in what our 
employees are sharing with us. 
Instead of responding in these ways, 
the next time an employee asks you 
to talk, take them to your office or to 
a quiet place, look them in the eye 
and listen - really listen - to what 

they have to share. Be very careful to 
keep your demeanor and responses 
free of arrogance or condescension. 
Even if the employee is dead wrong 
and you know it, respect him or her 
enough to hear them out and then 
take the time to explain in a calm 
voice why you don't agree with him. 
And never dismiss the option that 
you actually may be wrong. Be open 
to suggested changes. Be willing to 
humbly apologize, if necessary. 

5. Be genuinely concerned 
about your employees' welfare. 

If something exciting is going on 
in their lives, be sure to ask them 

about it. Always remember that 
their lives are filled with families 
and friends who are important 
to them. Work is not their life. 
Be interested in them personally. 
Consider buying wedding and baby 
gifts. Be as generous as you can 
afford to be. In our company, we 
have a wonderful secretary who 

took it upon herself to make each 
employees' favorite snack for their 
birthdays, as well as wrap up a little 
gift for them from the company. 
Our employees love this! It makes 
them feel special and shows them 
we care. We believe this is money 
well-spent. We want them to know 
that they are important to us and 
that we couldn't run the company 
successfully without them. 

CONCLUSION. In our company, 
we are always working on these 
things. We certainly have not 
arrived and we make many mis-
takes. But we don't give up trying 
to be the best bosses we can be. 
We have learned much over the 
years and continue to work at 
improving our relationships with 
our employees. 

These five things could really be 
summarized into one main point: 
Be humble. So often, as bosses, 
we tend to get the idea that we are 
really important and indispens-
able (and many times, we actually 
are,) but when we communicate 
that we are the most important 
person in the company, we also 
often imply that everyone else is 

Leslie 
ALLEBACH 

not. When we 
treat our em-
ployees as we 
would want to 
be treated, we 
can't go wrong. 
Before making 
any dec i s ion , 

always ask, " H o w would I feel 
if I were the employee in this 
situation?" 

Asking this simple question 
regularly and putting into prac-
tice the five things listed above 
will invariably turn us into the 
wonderful boss that we have the 
potential of being, L&L 

The author is vice president 
of The Creenskeeper, a full-service 
landscape firm based in Palmyra, Pa 

mailto:jguariano@greenlcs.com
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Landscapers use time-and-motion studies to boost productivity and profits. 

By Lindsey Getz 

OW LONG DOES IT TAKE YOUR CREWS TO ROLL OUT in the 
morning? How many minutes do they spend mowing a lawn? How 
many man-hours does it take to plant six two-inch trees? Knowing this 

data is key to developing profitable bids, and keeping employees motivated. 
"You need to make sure you're operating at an efficient level and maximizing your profit," 

says Joe Gonzalez, CEO of ArtisTree Landscape Maintenance and Design in Venice, Fla. 
"That's especially important for a business like ours that is so labor intensive. Labor cost 
represents well more than 50 percent of our total cost of doing business. We need to ensure 
we're being as efficient as possible. If you haven't done time and motion studies and don't 
have a good sense of your efficiencies, you're bidding jobs mindlessly." 



TIME MANAGEMENT 

I know at all times how we're doing. That 
even helps me forecast and change my 
game plan as I look to the future." 

Chris Speen, Twin Oaks Landscape 

Without time and motion 
studies - or at least some form of 
testing efficiencies - it's virtually 
impossible to truly know if your 
job bid is going to be profitable, 
says Bill Arman, a consultant with 
the Harvest Group who works on 
time studies with his clients. 

"The core element of an es-
timate involves knowing what 
it costs you to do something," 
Arman says. "That includes 
knowing how many hours it 
will take. A lot of guys leave that 
purely to experience. They feel 
they can make a knowledgeable 
guesstimate based on the fact that 
they've been doing this a long 
time. Many do come up with a 
good guesstimate. But the ones 

who are bringing it to the next 
level are those that have done 
time and motion studies and 
know exactly how long it takes 
to perform a task." 

It's that competition that 
drives Mark Borst, owner of 
Borst Landscape & Design in 
Allendale, N.J., to track his crews 
and review the numbers with 
them each week. 

He says once the crew is aware 
of where things stand, they can 

work on ways to save time. 
"If you're not analyzing your 

hours, you can't improve upon 
the unknown," Borst says. "You 
can tell your crew to work faster 
but if you haven't given them 
goals to aim for, it's not going 
to help." 

BATHROOM BREAKS. Gonzalez 
says writing a smart bid requires 
a combination of historic num-
bers and experience. 

"You have a human element 
you have to account for that can 
change your timing," Gonzalez 
says. "Did the crew stop for 
a snack? Or take a bathroom 
break? You also have to account 
for the weather. Is it windy and 
is that going to slow the crew 
down? Even the client is a vari-
able. You show up to the job site 
and they're waiting with a list of 
new projects. Each of these things 
can change the amount of time it 
may take you to do a job and you 
have to factor that into your bid. 
That is where experience helps." 

Jeffrey Johns, president of 
Coastal Greenery, in Bruns-
wick, Ga., says for the past 14 
years he's been going into the 
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LIVING 
LANDSCAPES 

^ MATTER 
à, 

Yards provide a safe place for families to gather and for children and pets to play. But did you know these managed landscapes, 
including your lawn, also provide a host of environmental benefits? 
- - — — — — — — — j Kris Kiser, 

Having a lawn and being a good environment steward are not mutually exclusive. Grass is a vital / 
part of our living landscapes that contribute to our communities, our families and our health. C j T ^ H 

WHAT ARE THE BENEFITS OF A LAWN? 'M 

FILTERS AND CAPTURES RUNOFF 
Hardscapes, parking lots, driveways and roads turn rainwater into fast-moving, storm water runoff. 
Grass slows down and absorbs runoff, while also cleansing water of impurities and dust. Rainwater 
filtered through a healthy lawn can be 10 times less acidic than water running off a hard surface.1 

REDUCES HEAT 
Grass dissipates the heat island effect caused by asphalt, concrete and other hardscapes. 
Lawns can be 3 1 degrees cooler than asphalt and 20 degrees cooler than bare soil. 

<s£b 
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IMPROVES AIR QUALITY $ \ 
Grass also plays a vital role in capturing dust, smoke particles and other pollutants.2 Without grass, 
these pollutants will remain in the air we breathe, resulting in more "code red" air quality days. 

SEQUESTERS CARBON DIOXIDE 
Lawns are the largest carbon sink in the U.S. They suck up and remove greenhouse gas 
carbon dioxide from the atmosphere. Grass sequesters carbon so well, that it outweighs 
the carbon used for maintaining the lawn by as much as seven-fold.3 

GENERATES OXYGEN 
A turf area of 50' x 50' produces enough oxygen to meet the daily needs of a family of 4.4 

SUPPORTS BIODIVERSITY 
Grass, trees, shrubs and other plants provide food and habitat for birds and small mammals. Insects, 
spiders and worms live among the grass blades and below the surface, supporting wildlife. 

CONTROLS SOIL EROSION 
Grass controls erosion through its natural, dense and fibrous root system. Without grass, soil erodes 
into streams and lakes, muddying the waters and limits how sunlight penetrates the water. The nutrients 
and chemicals carried with soil can cause algae blooms, which steal oxygen from the water and kill fish.5 

So how do we maintain a living landscape - even under drought conditions? 

Choose the right grass 
for your climate zone and lifestyle. 
Some - such as buffalo and 
Bermuda grass - require very little 
water and survive foot traffic, 
children's play and pets well. 

Don't Overwater. 
Less water makes grass work 
harder so roots grow deeper in 
search of moisture. It then 
does a better job of trapping 

Go brown. 
With less water, grass 
slows down, goes dormant 
and turns golden brown. It 
will "green up" again when 

carbon and releasing oxygen. the rains return. 

Diversify. 
Incorporate native plants with 
adaptive plants and grasses. 
Add pollinator plants for local 
bees, butterflies, hummingbirds 
and other animals and insects. 

For more information, go to: w w w . o p e i . o r g / s t e w a r d s h i p / 
x: 1. The Lawn lastituts 
S. Department of Agncuti 
c- lawn Institute, http://' 

ttp://www.thaiawninstitute.on^^ 2. The Lawn Institute, http://www.theiawniretfitute.org/pa^ 

rw.scienturfk^xom/growir^reaMawns S. Kansas Green Yancfs, http://www.kansasgreenyards.org/p.asi7x?tabW=35 

http://www.opei.org/stewardship/
http://www.theiawniretfitute.org/pa%5e
http://www.kansasgreenyards.org/p.asi7x?tabW=35
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LANDSCAPES 
Many families and communit ies are being told to rip out their lawns 
due to drought and replace them wi th rocks, mulch, cacti and artificial 
grass. But these changes could do more harm than good! Grown-ups, 
kids and pets can-enjoy their backyard during a drought—and be good 
environmental stewards. Find the right grass for your climate. 

stalks rainstorms, pushing rainwater from cement, 
pavement and other hard surfaces into streams, picking 
up nasty chemicals and pollutants along the way. 

CARBON CREEP 
is the single-biggest cause of 
climate change. He struts around 
the atmosphere, puffing up his 
chest and increasing the greenhouse 
effect with every breath. 

a 

TurfMutt and the Outdoor 
Powers know living landscapes 
matter. Drought-tolerant grass, 
trees and other plants help fight 
evil forces that attack our 
environment. They also provide a 
safe place for kids and pets to play. 

LUCKY the 
TURFMUTT 
wants you to remember that 
the outdoors starts in your own 
backyard! Help him and the 
Outdoor Powers eliminate the 
Environmental Villains by being 
a backyard superhero. 

GREEN RANGER 
reminds you that planting the right grass for 
your climate helps defeat Dr. Runoff, slow 
soil erosion, remove Carbon Creep from the 
atmosphere, and cool Heat Freak. 

instructs you to plant grass, trees, 
shrubs and other living landscapes 
to provide food and habitat for 
backyard wildlife. 

BIG ROOTY 
wants you to plant trees that grow 
strong roots to keep soil in place and 
big leafy tops to topple Heat Freak. 

warns you not to Overwater! 
Be sure to capture his rainfall 
with living landscapes. 

Will you help TurfMutt by being a backyard superhero and taking 
care of your living landscapes? Nature starts at your backdoor. 

The TurfMutt program, created in conjunction with 
Scholastic, the global children's publishing, education 
and media company, includes lesson plans for 
teachers, take home sheets and learning activities for 
families, a website and blog, interactive games and a 
digital storybook. 

4* S C H O L A S T I C 
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# For sample square footage maintenance estimating guidelines, 
a landscape maintenance field estimate sheet and a field hours verification 
helper, visit LAWNANDLANDSCAPE.COM and search "On the clock." 

field with a stopwatch to time 
his crew doing various tasks -
without them knowing, so that 
they're performing tasks at their 
typical speed. Johns says he's ac-
cumulated a lot of data over the 
last 14 years - how long it takes 
to install a three-gallon, seven-
gallon, and 15-gallon plant, for 
instance - but he continues to 
go out each year and check on 
those numbers. 

"You have to make sure your 
numbers are still accurate," Johns 
says. "Things can change with 
different crew members, weather 
conditions and new job sites." 

While being as efficient as 
possible is the name of the game, 

Ryan Scoggins, co-owner and 
operator of Top Notch Turf in 
Houston, says failing to account 
for "quality time" is a mistake. 
"If you give a guy nine hours for 
a job, including 8.5 hours of labor 
time and a half-hour of driving 
time, you're not allowing for any 
quality time," Scoggins says. "We 
account for three-minutes of qual-
ity time per stop in our estimates 
so that our crew has enough time 
to interact with customers when 
the opportunity arises." 

ORGANIZING DATA. Many of the 
companies that track this data 
also utilize spreadsheets and/or 
software to organize and digitize 

the information. This can sim-
plify things as Arman says the 
information on a new job can 
just be "plugged in" and costs 
can be automatically generated. 

Chris Speen, general man-
ager of Twin Oaks Landscape in 
Ann Arbor, Mich., says in 2006 
he developed a cost book that 
incorporates all of the materials 
purchased. He also developed 
gross profit margin job sheets. 
All of this was incorporated with 
the company's software system. 
Having all this data at the tap 
of a fingertip with the ability to 
plug in information and receive 
updated data has helped the 
company improve efficiencies. 

But Speen says it was a lot of 
work to get to that point. 

"This took years to develop, 
and it can be a lot of work to stay 
on top of your hours. The crew 
doesn't always love it but they do 
always know how many hours 
they have on a job each day and 
that's critical to our profitability." 

And Speen says that by staying 
so on top of hours, he knows 
exactly where the company's 
profitability stands at all times. 

"I know at all times how we're 
doing. That even helps me fore-
cast and change my game plan as 
I look to the future." L&L 

The author is a freelance writer 
based in Philadelphia. 
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Speedcutters Outdoor Maintenance 
uses subs for most snow plowing 

instead of paying for equipment. I PG. i86 
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When winter strikes, BOSS answers with the tools, technologies and 
services you need to restore order, including plows for trucks, ATVs, 
UTVs, box plows, and both tailgate and V-Box spreaders. So when 
Mother Nature is at her worst, you can rest assured BOSS will always 
be there to BACK YOU UP. 



CALLAHAN'S CORNER I 

BY MIKE CALLAHAN 

Appropriately training a team of snow 
removal experts regarding standard 
operating procedures is the central 
component to business success. You are 

only as strong as your weakest link; therefore, 
standardized training is crucial. 

At Callahan's we provide a three-pronged 
training approach: a pre-season preparation 
program, on-the-job embedded training and 
continuous quality control training. These 
training programs consist of online videos 
as well as physical training to ensure the 
company's standard workflow procedures are 
being adhered to. 

P R E S E A S O N TRAINING. A t C a l l a h a n ' s , pre-

season training for new and returning em-
ployees begins with reviewing the company 
rules and the employee's job description. This 
includes reviewing their roles and responsi-
bilities, expectations surrounding availability 
during snow and ice events, work to be com-
pleted, how to record work completed and 
repercussions for failure to follow through 
on their commitments. 

Next, all employees begin the online video 
training series. The series begins with a seg-
ment on properly staking a driveway or a 
parking lot. The second segment documents 
the proper plowing technique that is to be 
utilized, including how to back drag, plow 
open areas and curb lines correctly, and 
includes proper snow stacking techniques. 

Residential experts are also trained on 
proper placement of snow piles for safety and 
compliance with local laws. In the final step 
of pre-season training, new team members 
have the opportunity to practice operating 
equipment so they are comfortable when 
the snow flies. 

All members of the team are trained in 
pre-season operations including sidewalk 
crews, truck, loader and skid-steer operators. 

The use of the online training series 
throughout our training process has been 
instrumental in our success each winter. 
These training videos, which can be viewed 
by clicking, bit.ly/callahanvid, have helped 
Callahan's overcome the obstacle many com-
panies face of having to wait until the first 

snow and ice event to begin training employ-
ees. The online training series guarantees that 
each of our employees receives some formal 
training prior to hitting the road during the 
first snow and ice event. 

IN-SEASON TRAINING. Once the snow flies and 
the ice accumulates it's all systems go. New 
employees are now paired up with veteran 
drivers until they are competent enough to 
work on their own. 

We are required, due to more sensitive 
trigger points, to plow commercial properties 
prior to residential properties. This allows 
our new employees the opportunity to be 
cross-trained. First, they ride along with our 
commercial plow operators and then train 
on residential properties without the stress of 
clearing large amounts of snow and pressing 
deadlines. Just like our plowing crews, we 
pair our new salt truck operators with veteran 
operators to ensure they are loading the hop-
per correctly and applying salt appropriately 
for the conditions. 

But even the most experienced operators 
will tend to deviate from the standard work-
flow procedures at times. We, as managers 
and company owners, must continually 
train and encourage our staff to follow the 
set plan. Diligence in the areas of training 
and quality control during mid-season and 
end-of-season will deliver predictable results 
and desired production rate producing prof-
its every winter. 

Finally, maintaining control over docu-
mentation of work completed at this point 
in the season is essential. Without proper 
documentation of completed work, it be-
comes impossible to produce invoices and 
production rates and job costing will suffer. 

Lack of documentation of work could 
also leave your company and your customer 
open to liability in the event of a slip and fall. 
These three simple steps to building a team of 
snow plow experts will save you time, money 
and lots of headaches during the snow and 
ice season, L&L 

The author is owner of Callahan Lawn Care and Property 
Maintenance. He has been in the snow business for 
more than 15 years. 
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Speedcutters Outdoor Maintenance uses subs for most snow plowing 

instead of paying for equipment, BY HOLLY HAMMERSMITH 

Unlike most industry peers who entered the snow removal 
business after starting a lawn care business, the owners 
of Speedcutters Outdoor Maintenance did the opposite, 
adding the green side of the business after plowing snow 
for a season. 

Co-owners Tom Langlais and John Lane started in late 2004 
with one truck, a plow and a contract with a national homebuilder 
in the northern suburbs of the Minneapolis/St. Paul market. 

John Lane Tom Langlais 

"It was our goal always to provide 
lawn services as part of it," Langlais says. 
"Obviously starting this kind of a busi-
ness in Minnesota in August, the odds 
of you landing very many accounts for 
lawn services are going to be pretty slim. 
In order to continue generating revenue 
on a 12-month basis you've got to kind 
of be in both areas at once." 

They expanded into lawn and outdoor 
services the following spring. Annual 

revenue for the company was $650,000 
in 2014. The majority of that revenue 
still comes from snow removal work. The 
remaining 40 percent comes from lawn 
care and other outdoors services. 

"Our main focus in the summer is lawn 
care, both mowing and chemical applica-
tions, but there's not really an outdoor 
service that we don't provide," he says. 

Clients of Speedcutters are primar-
ily commercial and include townhome 

associations, strip malls, corporate com-
plexes, warehouses and industrial build-
ings. Only about 5 percent of clients are 
residential, he says. 

The company is based in Elk River, 
Minn., and clients are primarily based in 
the Northwest suburbs of Minneapolis. 
Contracts for snow removal work typi-
cally run Nov. 1 through March 31. 

NO EQUIPMENT NEEDED. Prep for the 
winter season begins mid-September to 
early October, but Speedcutters has mini-
mal equipment in house. The company 
owns three trucks that can handle plows, 
a handful of snow blowers and shovels. 
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FACT: 
The Sectional Sno-Pusher™ has too many "moving" parts! 
The Sectional's individual "moving" mold hoards contact 
and clean the asphalt better than any plow on the market! 

i d The Sectional is too hard to use! 
The Sectional s unique drop-and-go technology allows 
our operator to set the pusher down and start plowing, 

side plates, poly-suspended mold boards and 
itch™ connection allows the plow to stay level and 
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the ground everytime! 
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tional is too expensive! 
The Sectional has the best cost Justification 
on the market! Reduction in salt usage, reduction in f 
reduction in labor. No snow pusher adds value to your 

siness like the Sectional! 
• i i 

COM • 888-2-ICE-SNO 
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WANT TO GROW YOUR SNOW BUSINESS? 

HARDOX 
W E A R P A R T S Member of International HARDOX* Wearparts Network 

The staff at Speedcutters is 
small, but multi-functional. 
The company employs about 10 
individuals year-round. Most are 
part-time snow shoveling staff 
who work in the winter and 
transition to full-time lawn care 
employees during the summer. 

Langlais and his partner are 
both full-time and they have 
a full-time crew leader. Sub-
contractors make up the bulk 
of the remaining manpower at 
Speedcutters. Langlais says the 
idea to subcontract came about 
three years into the business, 
when the two partners realized 
how much money could be tied 
up in expensive equipment. 

"If we were to do it all in-house 

ourselves, it would require us to 
have a fleet of Bobcats, as well 
as probably half a dozen more 
trucks. We don't need the trucks 
in the summertime, and we don't 
need the Bobcats in the summer-
time," he says. 

So instead, reliable subcon-
tractors are hired and trained 
specifically on how snow removal 
work should be done at each 
jobsite and with what type of 
equipment. They have their own 
equipment and open availability 
during the winter. For example, 
one is a landscaper who plows 
for Speedcutters in the winter. 
Another runs an excavating 
company during the summer and 
needs winter work, Langlais says. 

Subcontractors are rotated and 
typically not asked to work more 
than an eight-hour shift at a time. 
They typically return every season 
and will be assigned to the same 
properties because they already 
know what to do from previous 
training, he adds. 

WORKING THE REFERRAL CHAIN. 
New customers at Speedcutters 
are gained primarily through 
referrals from current customers. 
About 15 percent of business 
comes from cold calling. 

"A lot of times it just takes 
getting our foot in the door and 
going through one or two or three 
years or contract cycles before we 
get a call from somebody," he says. 

Social media has also been 
used a little bit, but Langlais 
says the results so far have been 
intangible. 

"We're not discounting it at 
all because I think it still can 
be valuable, but we just haven't 
figured out quite how to make it 
work for us yet," he says. 

The company's only other 
advertising comes from logos on 
their trucks and business cards. 
Almost all clients are on both 
lawn care and snow removal 
contracts. 

CHARGING TOP DOLLAR. What 
allows Speedcutters to charge a 
bit more than its competition? 

"It's attention to detail and 

TrucBrush, a mobile device, allows contractors 
to clear accumulated snow off the rooftops of 
their clients' fleets. 

Spend more time 
PLOWING SNOW. 
Get 2X+ wearlife on your 
cutting edges by using genuine 
EccoFab Hardox parts. 

I added TrucBrush services 
at two clients'DCs last wintem 
Truckbrush is a great way to 
grow your business and show 
your clients that you can assist 
them with one of their biggest 
winter-related issues." 

See how TrucBrush 
rtyj clears off a trailer in 
W? one minute! 
is* Visit: 

0 

TrucBrush 
TrucBrush.com/TrucBrushWinter.mp4 (877) 7 8 3 . 0 2 3 7 

lnfo@TrucBrush.com 

r mmmmmmmmmmmmmmmmmmmm 
CALL G E R R Y i 877.926.1511 

f DIRECT ^ FAX ^ EMAIL 
815.226.1511 e 815.226.9722 W gbauer@eccofab.com 

mailto:lnfo@TrucBrush.com
mailto:gbauer@eccofab.com


Handling what Mother Nature delivers 
The worst weather demands machines that perform no matter how much the snow or the hours pile up. Available 
with high flow auxiliary hydraulics, a 48-inch wide stance and a panoramic view, Wacker Neuson wheel loaders have 
the power, endurance, agility and visibility to quickly and precisely manage heavy loads, even in blizzard conditions. 
So, when the snow starts blowing, you have all it takes to clear the way. 

To find a dealer near you, visit www.wackerneuson.com 
WACKER 
NEUSON 

http://www.wackerneuson.com
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common sense work when we're 
on a jobsite," Langlais says. 

Teams plan for future snowfall, 
he adds. Some companies will pile 
snow in the same area starting in 
November and by February they 
run out of room to pile snow. At 
Speedcutters, crews will often pile 
snow further back at the begin-
ning of the season in preparation. 

Keeping open lines of com-
munication with customers is 
also paramount. That contact is 
typically made via mass email. 

"We'll let them know there's 
a big snow event coming up and 
here's what we plan on doing," 
he says, L&L 

The author is a freelancer based in Cleveland. 

Speedcutters will add a new 
service to their already robust 
line of snow and ice control 

services - ice melt delivery. Many 
businesses have on-site crews to 
ensure sidewalks are clear, says 
Tom Langlais, co-owner. 

"They spread ice melt on their 
sidewalks, and they do it as an 
internal function of their company," 
he says. "But they have to get that 
ice melt from somewhere, so we 
will bring ice melt to you and make 
sure those containers are filled on a 
regular basis." 

In addition to this new ice melt 
delivery service, Speedcutters 
already offers power brooming, 

which is used to move massive 
amounts of snow from sidewalks, 
such as at outlet malls. The snow is 
then plowed away. 

"From a time savings and 
efficiency standpoint, it's much 
easier to broom off a sidewalk and 
sweep off a sidewalk than it is to 
shovel it," he says. 

Other clients use a service where 
Speedcutters hauls snow off site. 
This is typically implemented when, 
despite advanced planning, there 
simply is no room left to move 
snow anymore on a property, 
Langlais says. 

Snow is moved off site with a 
dump truck and placed on open 

land owned by area cities. 
"Cities a lot of times will have 

dedicated places that you can 
dump snow. Because it contains 
salt and things, they need to 
be aware of the sites that they 
pick for that so that there's no 
contamination of ground water," 
he says. Dump fees usually range 
from $15 to $25 per load. 

Ice and snow site monitoring 
is another service offered to 
customers who would rather pay 
a company to monitor a portion 
of a property for safety, and then 
quickly remove snow or ice when 
there becomes an issue, rather than 
do that in-house, Langlais says. 
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Galvanized Steel Finish 
NO FLAT Tire 
Safe and Easy Access Under Deck 
Stable 2 Arm Adjustable Design 
24" Safe Clearance 
Works on all ZTR's and Walk Behinds 
Works on Stand on Walk Behind also 
Quality i-Year Warranty 
Warehouse stock - show some signs of a 
works the same! 

Save Time - reduce raking, blowing and re-mowing 
Save Money - Using fewer man hours and less fuel 
Increase Safety - By protecting motorist, pedestrians, 
workers and equipment from debris 
Decrease Liability - By stopping costly debris from 
damaging windows, vehicles and people 
Works on all major brands and deck sizes 

M ^ M M i 877.965.0951 

Reduces the Lifting by 90% 
Universal 1-Hour Installation 

& 4' Dovetail Kits Available also 
Best Selling Gate Assist for 10 years 
I Kit Works on Gates up to 200lbs. 
Stainless Housing and Aluminum Hardware 

3 Saves on Work Comp Claims Due to Back Injury 
Quality 1-Year Warranty 

Green Industry Accessories 



fabric structures 

ADE I N 

Fabric Structures 
Natural Light i Low Cost Per Sq Ft 

Hybrid Buildings 
Benefits of Metal & Fabric Buildings 

Foundation Solutions 
Build Anywhere & Quick Construction 

O F I N A N C I N G 84 MONTHS BIG CASH 



The snow season is right around 
the corner, so be prepared when it 

hits. Check out these products so 
you're not left in the cold. 

HONDA SNOWBLOWER 
The pitch: Honda Power 
Equipment's HSS928A is one of 
20 all-new U.S. HSS snow blower 
models to replace the existing HS 
Series. 
• The location of the hand lever 
controls allows for maneuvering and 
disengagement of transmission for 
easy movement when not powered. 
• In regards to the old HS Series, the 
blower diameter of the HSS928A 
has increased from 300 to 340 mm 
(13.4 inches). 
• It features an adjustable gas strut 
to raise, lower and position the 
entire auger housing precisely, 
providing ground clearance over 
gravel or non-smooth surfaces. 
For more information: Honda.com 

0 Zero turn all whee l dr ive skid steer 
° All hydraulic blade movement L T R i c h P r o d u c t s 
° 20 Gal lon de- ic ing spray sys tem S H O W P S C O P : ¡ ¡ 7 * ( B T 1 ) 4 B E - 2 0 4 0 
0 Electr ic start 13 HP Honda eng ine w w w . s n a w r a t a r . c a m  
0 Can be converted for lawn applications 

NECESSITY IS THE 
HOTHER OF INVENTION 

% • - 4 ? \. 
i t rtfl&lr 

http://www.snawratar.cam


Adding Ground Tracking Technology* (GTT) to any Meyer straight blade plow allows the blade to automatically 
pivot up to 12-degrees and stay engaged with uneven surfaces, so you can clean in just one pass. Ground Tracking 
Technology also allows the plow to remain level during transport and keeps the mount straight when mounting/ 
dismounting on uneven surfaces. Add the 5-year warranty, and you have a combination that can't be beat. 

*Available on Meyer Lot Pro, Diamond-Edge and Road Pro 32-Series plows only. 

REINVENTED E V E R Y DAC 
NEED PROOF? VISIT SWITCHTOMEYER.COM/LLSNOWICE 

• ' AMERICA'S 

"BEST 
WARRANTY 

» r ? A 

Introducing GROUND TRACKING TECHNOLOGY ' 



Make your own brine s ^ T ^ r 
for 10 cents a gallon 

Brine Makers priced from $ 2,995.00 

TURBO TECHNOLOGIES, INC. 
1500 First Ave., Beaver Falls, PA 15010 

1-800-822-2347 www.lceControlSprayers.com 

LawnórLandscape S N O W 

REIST 2000 SERIES SNOW THROWER 
The pitch: The REIST 2000 series snow 
thrower features a single-stage system 

that can generate the power to throw 
snow efficiently. 

• The units come with a carbon-fibre 
cutting edge that's set on an angle, plus 

carbon fibre feet to help it glide over 
sidewalk cracks. 

• With a 42-inch wide option, the 
thrower can fit on smaller sidewalks, 

replacing the need to shovel by hand. 
• Optional kits include a hydraulic hood 

turner kit, a hydraulic hood deflector 
kit and a hydraulic drive kit available on 
all series, as well as an adapter plate for 

3PH to universal skid steer quick hitch. 
For more information: 

Reistindustries.com 

Polyurethane 
Snow 

Removal 
Products 

Snow Plow Cutting Edges 

F a N L i n e 
1 . 8 0 0 . F A L L I N E 

3 2 5 5 4 6 3 

www.FallLine.com 

TURBO TURI 

5 0 1 6 0 0 
Gallon Sizes. 

• Snow Plow Edges 
• Bucket Edges 
• Spinners 
• Hand Tools 

Polyurethane Spinners 

Call today to learn how 
FallLine's polyurethane 

products can benefit your 
snow removal operation. 

Wireless & 
GPS available 

Gas, Electric or Hydraulic 

http://www.lceControlSprayers.com
http://www.FallLine.com
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HLAÍSNOW 
www.hlasnow.com 1.866.567.4162 

Stay in the Cab 
it's an 

For the last 20 years HLA Snow has been committed to 
providing our customers with innovative equipment. With a 
comprehensive line up of snow and ice management tools 
HLA Snow has the right blade, pusher, bucket, or spreader 
for your team. 

SNOWEX MINI PRO 575 
The pitch: The SnowEx Mini Pro 575 Tailgate Spreader is designed to be 

an option for both large and small snow and ice control contractors. 
• It comes standard with a receiver hitch mount. Optional mounting 

kits include a utility mount and three-point mount for tractors. 
• Mounted in a weather-tight enclosure, the direct-drive system 
includes a 12-volt DC motor and maximum torque transmission. 

• Designed to carry up to 350 pounds of salt, sand or de-icing material, 
the Mini Pro 575 is recommended for use with utility vehicles, 
compact pickups, sport utility vehicles, 1/2-ton pickups, small-

to mid-size tractors and skid steer loaders. 
For more information: Snowexproducts.com 

The pitch: TrucBrush can solve the challenge 
of snow accumulation on fleet rooftops without making unsafe 

conditions for your employees. 
• The polypropylene-bristled broom device quickly 

connects to most front-end loaders. Its hydraulic system has dual 
rotation operation and is run from the loader. 

• With a conversion kit that makes the brush usable 
for lot sweeping, TrucBrush has multi-seasonal use. 

• It's manufactured with heavy gauge steel and features 
a paint finish designed for a lifetime of use. 

For more information: Trucbrush.com 

HLA Snow products are engineered and field tested by our 
dedicated staff. They bear the cold and scrape their knuckles 
in real world environments to ensure that when you receive 
your HLA product, it performs as promised. 

On those cold dark nights when the snow won't stop falling, 
you can stay in the cab and rest easy because it's an HLA. 

TRUCBRUSH 

http://www.hlasnow.com


awn & Landscape's sister publication, 
Snow Magazine, recently named its 
2015 Leadership Award winners. The 
following pages are snippets about a 

few of the award winners. For full coverage, 
check out Snow's September issue, or visit 
bit.ly/llsnowaward to read it online. 

BUYING A BUSINESS IS A BIG ENOUGH CHALLENGE ON 

ITS OWN. Throw in having a child the same year, and you 
have quite a task on your hands. That's what Jeannie 
Schenderline was facing 1990 when she and her then 
husband welcomed their son Damen Koso into the world 

and bought Jeffco Grounds Maintenance, a snow management 
and landscaping company in Anchorage, Alaska. Jeffco was already 
established with a reputation in the Anchorage area, and the project 
looked like a solid investment. 

But what she couldn't account for at the time was her and 
her husband separating in 1992, leaving her at the head of the 
company, alone. A commercial fisherman, he died not long after 
while king crab fishing. Schenderline was on her own with a toddler 
to care for and a company to lead. 

"When you're a parent and you're in that type of situation, what 
are you going to do? 
What are you going to 
do with your child when 
they don't have another 
parent?" she says. "I 
walked into it. Right from 
the get-go, it was 'I have 
to make this work.'" 

The first step to doing 
that was finding out just 
how to run a grounds 

maintenance company. She had spent most of her career in the 
office working in accounting, but if she and Koso were going to 
survive, she had to face that challenge. "I was scared," she laughs. 

But Schenderline perservered and has been at the head of Jeffco 
for as long as Koso, who grew up working alongside his mother, 
can remember. It meant a lot of sacrifice, and it was a different 
family life than he saw others living, but it was theirs. It wasn't easy 
making friends and keeping up with school with a plow schedule to 
work around. But some of those things "get thrown out the door 
when you have to put food on the table, and you have other staff 
who have to put food on the table to make sure their families are 
taken care of too," he says. 

JEANNIESCHENDERLINE 
JEFFCO GROUNDS MAINTENANCE 
ANCHORAGE, ALASKA 
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With access to the first-ever 
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Industry Standards, insurance 

discounts, world-class education, 

and legislative events, ASCA 

members are way ahead of their 

competition. And 9 7 % of our 

members would recommend 

membership to a colleague. Be a 

snow industry trailblazer 

JOIN TODAY! 
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YOU'RE NEVER GOING TO FIND A BEER 

CAN in the garbage can at Oberson's 
Snow and Ice Management in Cincinnati. 
Owner Chad Oberson has established a 
culture of professionalism and pride at his 

$7-million snow and landscape business. 
"In 99 percent of landscape companies, when 

they're done at the end of the day, they get 
together and have a beer," Oberson says. "That's 
the atmosphere a lot of these companies portray, 
and that's fine, but we just don't let that go on at 
our company." 

He says most of his laborers have been 
working for his company for n years. 

"They love it and try to get their acquaintances 
to come work for us," he says. "We have a very 
different culture than most companies in our 
industry in that it's very structured and safety 
conscious. Our industry is very blue collar, but 
we have a lot of policies and procedures in place 
regarding safety, alcohol, smoking and tobacco." 

Oberson leads by example, being present at 
the shop at 6:15 a.m. every morning, seven days a 
week and putting in io-hour days. He visits with all 
of his employees, making sure everyone is happy 
and supplied with what they need. 

"A lot of times, all the interaction happens 
between 6 and 9 p.m. when guys are rolling in," 
Oberson says. "I'll see a truck pull into the nursery 
and I'll hop in my golf cart and run down there to 
see how the guys are doing and how their day 
went to make sure everything is good. 

"That's what I do. I want them to know I 
am part of every part of the business and want 
to make sure they succeed. I will take care of 
whatever they need." 

And it's easy for Oberson to check in with 
his crews in person that late because his main 
location is also his home, as well as the home 
of his H2B workforce. Being so dedicated to the 
job and having work so close to home has led to 
having to make a lot of sacrifices, but Oberson 
doesn't mind a bit. 

"I'm 39, and I'm going to work seven days a 
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CHAD OBERSON 
OBERSON'S SNOW 
AND ICE MANAGEMENT 
CINCINNATI. OHIO 

week," he says. "I love my job and I love what I 
do almost to the point where it doesn't seem like 
work because I have such a good staff. It does 
take time away from my wife and family. My wife 
is wonderful and helps run the business as well as 

our household. I am not the dad who takes their 
kids everywhere or the dad you see at school 
functions because I simply don't get to do that. It's 
just not going to happen with the type of business 
and workforce I have." 

http://www.ascaonline


EXECUTIVE SUMMIT 
STEVESUMMER 
ABOUT TIME SNOW 
HUNTINGTON VALLEY, 
PENNSYLVANIA 

STEVEN SUMMER 

REMEMBERS the first time 

he felt like he couldn't do his 

job properly. It was around 

when his company, About 

Time Snow in Huntington Valley, 

Pa., hit $300,000 in gross sales, and 

Summer began to feel tremendous 

pressure. 

"So I went out to look to hire 

someone who was in the landscape 

industry who also managed snow," 

he says. "After I hired them, they 

did a really good job at it, and then 

we hired more people through the 

years. I think it forced me, as we 

grew, to go out and try to get some 

of that responsibility off to other 

people. That process of continual 

growth and not being able to get 

a handle on the books and run 

the business and do sales and do 

operations - it really pushes you 

out." 

Now, Summer is in a completely 

different phase of his business where 

he is intentionally trying to transition 

out of the day-to-day operations so 

that he doesn't necessarily have to 

be at his business every day. 

"My management style is really a 

hands-off approach now," he says. 

"When I manage people, I do it from 

a global perspective or big picture 

view. I don't like to give a lot of 

details. If I'm pressed, I will get into 

details, but then everybody rolls 

their eyes and I talk for hours. 

"So I like to stay away from the 

details and stay near the bigger 

picture and let other people figure 

out the details. But I do like people 

to follow up with me, and that's the 

type of person I'm looking for. So 

if you're working in our business 

and directly under me, I will be 

completely hands off but you should 

update me on where you're at with 

your project." 

The company's COO, Jenn Bubba, 

says Summer recently overhauled 

the business and put in a different 

management team. 

"I come with a strong manage-

ment style and he comes with a 

strong knowledge of the snow 

industry and how to make things 

work," Bubba says. "He knows 

where to put people in place when it 

is something he can't do." 

CARBIDE BLADES 

ALL Products Made & Shipped from 
MHL Systems Facility have a 

[100%] Warranty Against Breakage 

^WWW.MHLSYSTEMS.COM VIEW OUR OTHER CARBIDE PRODUCTS 

33 E Columbia Ave, Salt Lake City, UT 84107 Phone: 800-999-7517 ? (801) 268-1946* 

[100%] of Our Carbide Inserts are 
Made in The U.S.A. byECd 

MHL Systems Manufactures ALL Types 
of Carbide Truck & Grader Blades 

http://WWW.MHLSYSTEMS.COM
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CALCIUM CHLORIDE PELLETS 
PREMIER SNOW AND ICE MELTER 

IF HISTORY REPEATS 
ITSELFJEXT.WINTER 
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BEING SURROUNDED BY 

FAMILY is important to 
Michael Weiss and treating 
his employees like family is 
another important priority 

to him. Some employees have been 
with Weiss Commercial Service 
Properties, which also provides 
landscaping services, for more than 
20 years, so it's hard to not consider 
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PETERS CHEMICAL COMPANY QUALITY MADE IN USA S — 

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

them as family. 
"I'm out on the truck with the 

guys. I'm there before, I'm there 
afterward. I'm not an absentee 
boss," Weiss says. "I got into it 
because I like doing it. I still like 
doing it. I believe that when I'm out 

there working with them or beside 
them, we are working together so 
we can all achieve the same goal. I 
do set a time to sleep. I don't think 
I've ever been woken up by my 
guys. I've been woken up by friends 
and they're like, 'Hey, what are you 
doing? Look at the snow.' They're 
good guys. They just take care of it." 

Besides being family orientated 
and a hands-on boss, Weiss is pas-
sionate about his customers. John 
Allin, a consultant of Weiss's, knows 
that Weiss's clients come first. "He is 
customer oriented, not to a fault, but 
he is obsessed with customer satisfac-
tion," Allin says. "And he passes that 

on to the troops. It permeates down 
through everyone's psyche. His cul-
ture is one that the customer needs 
to be taken care of. It is probably the 
biggest reason for his success. Once 
he gets a customer, it is very rare that 
they leave." 

Allin, who has done business 
with Weiss for five years, attests that 
Weiss's singular way of running his 
business has made him stand out. 

"Michael is a very private 
individual, however, people that 
know him and know how his 
company operates try to mimic 
him and espouse to be like him," 
Allin says. 

I'M OUT ON THE TRUCK WITH THE GUYS... I'M NOT AN ABSENTEE BOSS." 

'Trademark of Occidental Chemical Corporation 
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Networking 
Event planners at the 2015 ASCA Executive 
Summit made sure attendees had ample time to 
network with one another. Contractors took this 
time to talk a lot of shop and pick each other's 
brains about their approaches and philosophies 
toward snow and ice management. 
• For more photos and a complete run down of 
the Executive Summit, check out next month's 
L&L Snow and Ice Report. 
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What you may have missed 
BY KEVIN GILBRIDE 

e recently closed the 
books on the 2015 
Executive Summit, a 
nearly one-year labor 

of love that goes from concept 
to event in what seems like the 
blink of an eye. Along the way, 
my team, who are much smarter 
and a lot more efficient than me, 
make sure all of the I's are dotted 
and the T's are crossed before we 
reach the event site. And, if I do 
say so myself, they put together 
one heck of an event this year. 

Nearly 200 of your peers 
joined the ASCA team out in 
beautiful Stowe, Vt., for three 
days of high-end education and 
networking. But ask anyone to 
sum it all up, and there's a good 
chance they'll say those three days 
were just a lot of fun. 

ASCA's Executive Summit 
continues to grow and expand, 
and that was evident by the large 
number of new faces among this 
year's attendees. When we first 
started the Executive Summit 
conference, I made a silent pledge 
to myself to shake hands with 
and talk to each attendee. This 
year, with the evolution of the 
event as it is, that was a difficult 
task. I tried my best, and I apolo-
gize if I missed anyone. If I did, 
feel free to contact me because I'd 
love to hear your story. 

BIG WINNERS. As we've done in 
years past, we paired Executive 
Summit with our Leadership 
Awards event. Every year we 
honor three to four snow profes-

sionals for the leadership they've 
displayed in their companies, 
in the industry and within the 
communities they live and work 
in. This year we honored four 
outstanding individuals: Mike 
Weiss, Jeannie Schenderline, 
Chad Oberson and Stephen 
Summer. 

You can read about the win-
ners on page 196. During the 
awards presentation we shared 
their compelling stories with 
attendees. However, it was their 
own personal words as they ad-
dressed the audience that left 
the most profound impression 
on us all. 

We also recognized the out-
going members of the ASCA's 
first advisory panel - Kyle Rose, 
John Allin, Peter Smolka and 
Jeff Herold. Troy Clogg and 
Matt Peterson have agreed to 
serve another four-year term. 
Each should be commended for 
his contributions and tireless 
efforts over the last four years. 
It's their work that helped shape 
the ASCA's direction during 
its critical formative years and 
their keen guidance transpired 
into establishing the Industry 
Standards, ASCA-C, ISO 9001/ 
SN 9000, a snow industry insur-
ance program, and much of our 
legislative initiatives at the state 
and federal levels. 

All of these things were firsts 
for the professional snow and ice 
management industry. We also 
had the opportunity to welcome 
our new board members David 

WHEN WE FIRST 
STARTED THE 
EXECUTIVE 

CONFERENCE,! 
MADE A SILENT 
PLEDGE TO 
MYSELF TO SHAKE 
HANDS WITH AND 
TALK TO EACH 
ATTENDEE. 

J. Frank, Matt Boelman and 
Mike Jones, who join Troy and 
Matt as well as current board 
members Dick Churchill and 
Ken Hutcheson. We are excited 
about this group shaping the 
future of the ASCA and the snow 
and ice management industry. 

NEW PROGRAM. A n d w h a t ' s a n 

Executive Summit without some 

sort of major announcement? I 
had the pleasure of unveiling to 
attendees the association's new 
ASCA Action Network (AAN) 
program. This state-based initia-
tive is intended to build support 
at a grassroots level for legislative 
initiatives that will improve the 
environment you do business 
in. To date, the ASCA has been 
successful in getting tort reform 
legislation introduced at the 
federal level. 

At the state level, the associa-
tion has gotten bills introduced 
in Illinois and New Jersey that 
would eliminate hold-harmless 
agreements from your winter 
service contracts. When adopted, 
this legislation will have an im-
mense impact on how you do 
business by essentially placing 
the job of winter snow and ice 
mitigation into the hands of the 
professional, where it belongs. 

It is the association's intention 
that AAN will help rally support 
and influence your legislative 
officials. Stay tuned for more 
details on the AAN program. 

Lastly, it was at an Executive 
Summit in Cleveland where 
attendees said there was a need 
for a group to take a leadership 
role and address the needs -
primarily insurance and high-
end contractor education - of 
the professional snow and ice 
management industry. 

The rest, as they say, is history. 
Thank you to all of those over 

the last few years who have con-
tributed to the ASCA's growth. 
Now it's time for other indi-
viduals to pick up the mantel of 
leadership and work to grow and 
improve the professional snow 
and ice management industry, L&L 

The author is executive director 
of the ASCA. 
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• Proud Supporters of RISE 

Foster 

Before you read our special section honoring 
the 25th anniversary of RISE, just take a 
minute to do this: 

Imagine trying to do your job without 
the thoroughly tested, rigorously approved and 
carefully applied chemical tools you have today. 
How would you effectively control harmful, 
damaging pests? How could you successfully 
maintain America's much-needed greenspaces 
or keep bugs out of family homes? How would 
your business survive without the benefits those 
scientifically sound tools provide? 

If you're like most of GIE Media's 150,000+ 
wmmmmm readers in the turf, horticulture and pest 

control markets, a world without proven 
control solutions would be a bleaker 
place. And you might very well be in a 
very different business. 

But, thanks to a quarter century of 
remarkable work by the leadership, 
volunteers and staff of RISE, the 
unimaginable has yet to happen. For 
that, we should all be very grateful. 

I'm particularly grateful for RISE's 
track record of fighting for common-
sense solutions despite the nonsense we 
sometimes face from activists and the 

uninformed. It's tough to play defense against a 
team that doesn't follow the rules, but RISE has 
done an admirable job. 

I'm also grateful to be part of a uniquely 
volunteer-driven association. We work with 
dozens and dozens of non-profits in the many 
markets our company serves, but none relies on 
the talents and dedication of individual members 
more than RISE. I learned early on that serving 
on a RISE committee is a real and important 
commitment. RISE volunteers are engaged and 
active, something nearly every other association 
would envy. 

But, as I think back on 25 years of our 
company's deep involvement with RISE, it's 
the people and the passion for which I'm most 
grateful. I have made and kept many wonderful 
friends that I met at annual meetings. I treasure 
those relationships not just because RISE 
members are supporters of our publications but 
because they are truly passionate about helping 
their companies and customers survive and 
thrive. They may compete like warriors against 
each other every day, but RISE brings all of 
them together as allies for a common and very 
important cause. The association unifies us as a 
community in a very special way. 

Finally, I'm grateful to RISE members who 
have been important partners of ours in the lawn, 
pest control, golf, nursery, greenhouse and garden 
center markets. Their investment in advertising 
and sponsorships allows us to deliver great 
business education to you and tens of thousands 
more people like you who keep our nation 
healthy, beautiful and clean. 

As a small way of saying "thanks" to RISE and 
its members, we are publishing this tribute to the 
association's 25th anniversary in all of our industry 
publications without sponsorship. We're grateful 
for all the association has done for you, our 
readers, and we will always continue to be proud 
supporters of RISE. # # 0 

Sincerely, 

Christopher Foster 
President 
GIE Media 





Defending Specialty 
Pesticides for 
25 Years 
You may not realize it but every time you reach for an 
active ingredient you can thank RISE for its availability. 
by Anne Nagro 

When members of RISE (Responsible Indus-
try for a Sound Environment) gathered 
for their annual meeting in September, 
they had a major milestone to celebrate: 

25 years of successfully defending specialty pesticides. 

That's significant for industry profession-
als serving a number of specialty markets. 
"Our job is to make sure the chemistry and the tools 
in their toolbox are always there for them to use," 
said Aaron Hobbs, president of RISE. 

RISE helps shape the regulatory playing field 
so "there are more options and more freedom for the 
pest control operator and green industry professional 
to make decisions that are best for particular pest 
conditions," explained Josh Weeks, who led Bayer 

CropScience's North American professional products 
division and also was the associations governing board 
chair. It would be very hard for them to do their jobs if 
they didn't have that toolbox, Weeks noted. 

Preserving tools and use patterns so industry 
professionals can deliver value to customers "is the 
center of what RISE brings to the table," added 
Dave Morris, former global business leader for 
Dow Agro Sciences and RISE governing board 
chair. The association does this at the local, state 
and federal levels of government. 

While groups like the National Pest Manage-
ment Association (NPMA), National Association 
of Landscape Professionals (NALP) and the Golf 
Course Superintendents Association of America 
(GCSAA) represent users of specialty pesticides, 

RISE History & 
Milestones 
As RISE celebrates 
its silver anniversary 
as the national trade 
association representing 
manufacturers, 
formulators, distributors 
and other industry leaders 
involved with specialty 
pesticide and fertilizer 
products, we look at the 
history and milestones 
that made the 25-year-
old organization what it is ' 
today 

U.S. Senators Harry Reid(D-NV) 
and Joseph Lieberman (D-CT), 
hold hearings to examine 
possible health problems 
associated with lawn pesticides; 
exploratory meetings are held 
by industry representatives 
to discuss the possibility of 
establishing a new national 
trade association representing 
manufacturers, formulators 
and distributors involved with 
specialty pesticide products. 

In January 1991, 
the steering 
committee, 
along with 
NACA'sJay 
Vroom (now 
CropLife America's president and 
CEO), interviews job candidates 
who will serve as the specialty 
pesticide association's first 
executive director. Allen James 
is hired and begins work on 
Feb. 1, the official birth date of 
RISE. Twelve founding members 
were there to welcome James 
to the new association that 
was established to address the 
critical needs of the specialty 
pesticide industry. 

In cooperation 
with the U.S. 
Environmental 
Protection 
Agency, 
National School 
Board Association, National Pest 
Management Association and 
Professional Lawn Care Association 
of America, RISE develops an "IPM 
in Schools" kit, mailed to more 
than 16,000 school districts. RISE 
hires consultants David Crow, 
founder of D.C. Legislatives 
Regulatory Services, and Angela 
Bendorf Jamison, a PR specialist 
and owner ofCommunicopia 
Marketing Services. 

The Food Quality Protection Act (FQPA) is passed unanimously 
by Congress and signed into law by President Clinton. It 

fundamentally changes the way pesticides are scientifically 
evaluated by the Environmental Protection Agency. Pestfacts.org, 

the new RISE website, is launched providing facts about pests, 
tips on how to use pesticides responsibly and links to member 

company websites. 

Funding from RISE helps 
establish the Environmental 
Sensitivities Research 
Institute to support sound 
scientific and media research 
as it relates to environmental 
intolerance issues (multiple 
chemical sensitivity), and 
to compile and disseminate 
information on such issues. 

The organization begins to reach 
out to the consumer media, send-
ing letters and Rolodex cards with 
RISE contact information on them 
to "Inside-the-Beltway" media 
contacts. A series of syndicated 
news releases are written and 
distributed to mid- and small-sized 
newspapers across the country. 

1990 1991 1993 1994 1995 1996 
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RISE advocates on behalf of 220 manu-
facturers, formulators and distributors of 
these products, which are used in structural 
pest control and lawn care, but also nursery 
and greenhouse use, aquatic weed control, 
vector mosquito control, forestry and con-
sumer markets. 

"We are unmatched in our ability to 
have a positive influence on public policy; 
there is no one that does the work that we 
do" or has made the long-term investments 
in community building, said Hobbs. 

Strong partnerships play a key role. 
Over the years, RISE and NPMA have 
"accomplished a lot because we were able 
to work together," said NPMA C E O Bob 
Rosenberg. RISE is NPMAs "closest ally 
in Washington" and the two groups hold a 
weekly call to coordinate efforts; on the rare 
occasion they don t agree on an issue, they 
"respect each other s charges," said Rosenberg. 

"It's been a great relationship" with 
NPMA and is one that's "vital to our 
continued ability to be successful," said 
Hobbs. In October, RISE will host its third 
breakfast at NPMA's annual PestWorld 
conference to build member unity and 
thank PMPs for their grassroots support. 

Working with groups like NPMA, 
GCSAA and NALP, RISE has built a 
stronger industry. Most notable is getting 
state pesticide preemption laws passed 
in 41 states in the late 1990s. These laws 
established FIFRA, which regulates the in-

INVOLVED 
"RISE is a great place to do network ing, to 
gain a d i f ferent experience and some broader 
perspect ive" on issues, said Dan Stahl, current 
govern ing board chair of RISE and vice presi-
dent of market ing and business deve lopment 
at OHP Inc. He encouraged professionals to get 
involved and to give back. "You can' t underest i-
mate the impor tance of the volunteer work fo rce 
that we're able to employ ef fect ively w i th in the 
RISE association," he said. 

• Learn more: (202) 872-3860 

dustry at the federal level, as the law of the 
land and made state regulatory agencies the 
rule makers at the state level. This prevents 
local governments from passing their own 
pesticide regulations on private property. 

Preemption gives industry professionals 
certainty. If every locale could set its own 
rules on pesticide use, it'd be "total chaos" 
from a business operations perspective, 
said Morris. With anti-pesticide groups 
constantly trying to erode preemption, the 
issue will be a major focus of RISE going 
forward, said Hobbs. 

Even the pollinator issue isn't just about 
pollinators. It "generally is being used as a 
tool to attack preemption," Hobbs noted. 

Being proactive helps RISE take 
the lead on these and other issues. 
It all stems from a fundamental shift in 
strategy eight years ago. Back then, RISE 
was more defensive; it relied mainly on 
traditional advocacy and responding to the 
activist agenda. RISE tracked issues and 
got involved once they were burning. "We 
were fire fighters," explained Morris. 

Today, the association is "involved early 
in the conversation" so it can "build up 
good will" for how specialty products solve 
problems and for the local professionals who 
apply them, said Dan Stahl, RISE governing 
board chair and vice president of marketing 
and business development at OHP Inc. 

The associations begins 
its long relationship 
with Dr. Jerome 
Goddard, who speaks 
about the "Impact 
of Pests on Human 
Health" during a Termite Media Tour in New 
Orleans. Dr. Goddard will lend his expertise 
to later campaigns for West Nile virus and 
children's health. 

The Children's Health Act 
of 2000 reaffirms the FQPA 
definition of IPM. The law states 
that "Integrated Pest Manage-
ment" means an approach to 
the management of pests in 
public facilities that combines 
biological, cultural, physical and 
chemical tools in a way that 
minimizes economic, health 
and environmental risks." 

RISE convenes a Children's Health Task Force to create 
"Pest Threats: A Resource for Decision Makers." The Pest 

Threat educational materials are distributed nationally 
with the support of the Annapolis Center to all school 

superintendents, public health officials and their associ-
ations, school nurses and their associations, allergy and 

asthma associations, and all members of Congress. 

A RISE staff position is added 
to focus on fertilizers and plant 
health issues as formulator mem-
bers who produce combination 
products for the consumer market 
are impacted by regulations and 
restrictions on fertilizer use. 

RISE undertakes a campaign to 
pass state fertilizer preemption. 

Six states adopt fertilizer preemp-
tion as a result of these advocacy 

efforts. The Turf & Ornamental 
Communicators Association 

names RISE'S Allen James the 
Environmental Communicator of 

the Year. Canadian activists begin 
using the term "cosmetic use," 

defining it as using pesticides 
for "non-essential or cosmetic 
purposes," calling for bans on 

lawn and garden products. 

tettile 
VIRUS 

The California 
West Nile 

Virus 
Grassroots 

Mobilization 
Plan is imple-

mented by RISE, its California 
members, state alliance groups 
and other interested stakehold-

ers who want to protect public 
health and minimize the threat 

ofWNV through the safe and 
responsible use of mosquito 

control products. 
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RISE has become "much more flexible 
and nimble in our work," explained Hobbs. 
It uses social media to track hot topics in 
real time, pinpoint the localities where 
they're heating up, and identify where not 
to get involved — where doing so will only 
lend credibility to anti-pesticide efforts. 

The association has developed an 
extensive grassroots network, which lets it 
"quickly reach out and ask for help if we've 
got a local issue or state issue," said Stahl. 
This empowers volunteers — "really smart, 
passionate people in the industry" — to ad-
vocate for their business and the industry, 
he said. These messages are received much 
better from local business people than 
folks from Washington, D.C. "That local 

RISE members have been pro-active throughout the 
organization's history, becoming engaged locally when 
the industry is threatened by onerous regulations. 

voice with a positive message makes a huge 
difference," said Morris. 

Plus, it lets RISE be more visible in more 
places. Earlier this year, 450 local pest and 
lawn management professionals attended 
two meetings in Montgomery County, Md., 
to oppose a proposed ban on turf pesticides 
for private property. Not many associations 
can claim to have achieved that level of 
grassroots support, said Hobbs. 

As such, the association has forced envi-
ronmental activists in Maryland to "work 
very hard these past two years," said Hobbs. 
In Connecticut, grassroots efforts helped 
RISE defeat legislation for five straight 
years, he noted. 

No surprise, it is one of the four pillars 
of RISE's new strategic 
plan. "If there's been one 
game-changer for this 
association, it's the addition 
of grassroots to our tool 
box," said Hobbs. 

The national, state and 
regional scope of RISE 
provides immeasur-
able support, said Terry 
Higgins, general manager 
at OHP, whose company 
specializes in products for 
the nursery and greenhouse 
production market. 

"You can't put a price 
on the value of a group 
like RISE. Being based in 

D.C., they can look out for our industry's 
needs on a national level, but they're just as 
effective when it comes to local challenges," 
Higgins said. "RISE is able to cut through 
the noise of an issue and promote the ben-
efits our products provide society." 

RISE provides impartial support, 
no matter the chemical specialty of the 
company they represent, said Arden Bull, 
national greenhouse/nursery accounts 
manager at Nufarm. 

"All of the chemical companies are 
on a level playing field when it comes to 
working with RISE," he said. "They're an 
advocate to our industry, and they do a 
superb job of addressing the public when 
it comes to the safety and necessity of our 
products. They use scientific reasoning to 
address the products being used and being 
introduced in the marketplace." 

Still, challenges will continue. Issues 
like pollinators and clean water rules, 
especially on local levels, will remain hot 
topics. "It would be silly to expect that 
those people that want to put our industry 
out of business are just going to fold up 
their tents and go home," said Hobbs. "We 
will continue to be in those conversations 
wherever they may happen." 

The decidedly green attitudes of Millen-
nials, who now make up the largest share of 
the U.S. workforce, will influence these issues, 
said Weeks. So will pressures from abroad. 
Montgomery County's proposed legislation 

The first RISE Issues Breakfast is held at the Golf 
Course Superintendents Association of America 
conference and trade show in Orlando, Florida. 
Superintendents are invited to the early-morning 
breakfast. 

Specialty pesticide use regulations are proposed by 
non-government organizations in U.S. communities 
as well as at the state level, emboldened by such bans 
in Canada. RISE promotes the benefits of maintaining 
healthy turf, flowers and trees and the public's 
personal rights to do so. 

As a way to remind consumers 
to select the right products 

and use them properly, RISE 
implements the Choose 

Right-Use Right Consumer 
Campaign using educational 

signage at point-of-selection. 
RISE creates a set of English 

and Spanish educational pieces 
for consumers and works for 
two years with large format 

retailers, independent hardware 
stores and nurseries to place 

the pieces. 

RISE creates i 
itsfirst I 

30-second I 
television 

ad and 
60-second radio spot that air 

on garden shows in the greater 
Washington, D.C. and Baltimore 
areas, reaching an audience of 

more than 35 million people. Titled 
"Just Two Minutes," the ads explain 

it only takes two minutes to read 
the directions on products used to 

control weeds and pests. 

The RISE Governing Board begins 
discussion and investment to transform 

how the association manages issues 
and communicates with policy makers 

and consumers. They vote unanimously 
to fund a research-based and targeted 

outreach program. 

Debug the Myths, which transformed 
the association's advocacy model to 

positive and proactive, is launched as the 
industry faces an ever-increasing number 

of policy and regulatory challenges and 
opportunities. 

2005 
w 

2006 2007 
W 

2008 
w 

2009 



u 
COVER STORY 

Direct action at'the grassroots level by its members has been critical to the success of 
RISE in representing the interests of the specialty chemicals industry. 

"is right out the Canadian playbook, and 
a bit out of the European playbook," said 
Weeks. What happens in those countries is a 
"harbinger of future trends," he said. 

"We fill our space perfectly today and 
we're doing an outstanding job representing 
our members and supporting our custom-
ers," said Hobbs. "But we need to grow to 
address those challenges in the future." 

To do this, RISE is expanding its staff to 
six professionals by year end, is re-evaluating 
its brand, and creating more opportunities 
for member engagement. The more people 
engaged, the greater the voice, the bigger 
reach, Hobbs explained. This also will help 
the association "assimilate future leaders 
and participants" as senior Baby Boomer 
leaders phase out, said Weeks. "A constant 
education process" is required to bring them 
up to speed on "the history (of RISE) and 
the importance of advocacy," he said. 

Today the specialty products industry 
is mature — when RISE was founded 
in 1991 it was just emerging — and that 
brings additional considerations. "When 
you're a mature industry, there's always the 
concern for resources," and as the business 
climate changes opportunities may open up 
for some products and markets but not for 
others, said Karen Reardon, vice-president, 
public affairs, RISE. 

That makes preserving industry 
unity job number one. It might appear 
that an issue affects only one segment of 
the specialty products industry but "we 
know that is a very short-term view of the 
challenge," said Hobbs. The anti-pesticide 
lobby doesn't dislike one use pattern over 
another, "they dislike them all," he remind-
ed. These groups constantly look for chinks 
in the armor. One year a bill may target 

the golf industry; the next year the same 
bill may have structural pest control in the 
cross-hairs. 

"By having the industry unified, 
speaking for the most part with one voice 
about the safety and appropriateness of the 
development, supply and use of products, 
has meant everything to the continued 
success of the industry," said Allen James, 
former president of RISE (now retired). 
Because of this, the association is respected 
at federal agencies like the U.S. Environ-
mental Protection Agency and at state and 
local levels, he said. 

"We are very successful in the work that 
we do due to the great investment that our 
members make in the association, the sup-
port that they give us," which allows RISE 
to be flexible and innovative, said Hobbs. 

There is no issue too big or too signifi-
cant that RISE can't influence, he noted. 

Working with "very smart, thoughtful 
leaders" — some who've been involved 
since RISE's founding — makes for "an 
exciting time" and will help RISE prepare 
for what lies ahead, Hobbs said. # # 0 

To v iew a full t imel ine of 
RISE'S history visit: 

www.giemedla .com/RISE.html 
• 

In June, Aaron Hobbs 
is named president 
of RISE, taking over 
the association's 
leadership position 
following the retirement 
of Allen James. Hobbs served as 
the association's president-elect from 
May 1 - Aug. 31, and was the RISE director of 
legislative affairs and grassroots outreach 
since March 2009. The E. Allen James 
Leadership Award is established. 

The Debug the Myths Road Show 
moves west to California with 
activities in Fresno, Modesto and 
Sacramento. 

2010 

o \ « The Pesticide Regis- -
tration Improvement \ 
Extension Act (PRIA ' 
3) of 2012 becomes 
law, reauthorizing PRIA, 
creating a pesticide registration 
tracking system, additional resources 
for registration information technology 
improvements, and other process 
changes intended to reduce due date 
renegotiations. 

Karen Reardon 
becomes the 
first to hold the 
newly created 
position of vice 
president at RISE, 
becoming vice president of public 
affairs. RISE completes the work 
of fully integrating the tools of 
public relations into all aspects of 
its advocacy. 

The RISE Governing Board and 
Strategic Oversight Council create 
anew mission and vision for the 
association along with a five-year 
2020 strategic plan. 

2011 2012 2013 2014 2015 
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EXECUTIVE FORUM 

Aaron Hobbs 

RISE President Aaron Hobbs is a passionate advocate for the specialty pesticide and 
fertilizer industry, serving as Director of Legislative Affairs and Grassroots Outreach 
before being named President of the organization in 2010. 

Q: What specific factors/market 
conditions prompted a commit-
ted group of industry leaders to 
create RISE 25 years ago? 
RISE was created in 1991 to address the 
critical needs of the specialty pesticide in-
dustry. At that time the most critical need 
was addressing attacks at the federal level 
on the lawn and turf uses of pesticides and 
on federal preemption. 

Q: How has the organization's 
mission evolved over time? 
We have stayed true to the RISE mission, 
which has always been to protect our 
industry's ability to operate and to provide 
effective pest management and plant health 
solutions to the marketplace. We have 
and will always represent all sectors of the 
specialty industry — both pesticides and 
fertilizers. Over time we have become very 
flexible, which allows us to shift our focus 
to meet the needs of our members and 
their customers in the current environment. 
We have been strategic about expanding 
our capabilities to become the only associa-
tion defending preemption at the state and 
local levels. 

Q: On a day-to-day basis, how 
does RISE protect/advance the 
interests of the specialty pesticide 
and fertilizer industry? 
Everything we do supports our advoca-



EXECUTIVE FORUM 

"We have stayed true 
to the RISE mission, 

which has always been 
to protect our industry's 
ability to operate and to 

provide effective pest 
management and plant 
health solutions to the 

marketplace." 
- RISE President Aaron Hobbs 

cy. We work across all 
channels, mainly through 
engagement with EPA, 
policy makers, members, 
members' customers, allies, 
consumers, and media. 
Our engagement includes 
old fashioned face-to-face 
dialogue and collabora-
tion, along with social 
and traditional media and 
grassroots. 

Q : What are some of 
the key issues being 
addressed by RISE 
today? How are those 
issues different/simi-
lar to issues of the past? 
Maintaining federal and state preemption 
is job one and a job we continue do very 
well. I believe this issue will always need 
our leadership to promote and defend it. 
Pollinator health now forms a big part of 
the preemption issue, and has changed 
relatively quickly from being something 
new into simply a different tactic to attack 
preemption — both EPA's regulatory 
authority and policy at the state level. 

The expansion of the Clean Water Act is 
another issue that has evolved over our his-
tory. We've worked state and local issues re-
lated to nutrients and most recently worked 
to oppose expansion of the Clean Water 
Act at the federal level. Overall, our issues 
remain somewhat constant, but evolve with 
time as does our approach to them. 

Q: In your opinion, what has been 
RISE'S most significant accom-
plishment since becoming an 
association? 
Building our grassroots advocacy capac-
ity has been one of our most important 
strategic activities and began virtually from 
the day the doors opened at RISE. Also, 
our work to defend preemption is the other 
defining activity of the association. 

Qi What has been the organization's 
most significant disappointment? 

Ongoing efforts to dilute and weaken the 
federal definition of IPM are something we 
find very challenging to address because of 
the range of stakeholders and many defini-
tions being promoted and published. 

Q: What is RISE doing currently 
to remain relevant for the next 25 
years? 
We are always asking, listening, observing, 
learning, and are flexible in our approach 
to our issues. We really focus on being suc-
cessful as defined by our members, and not 
by being bound to "the way we've always 
done it."This means we are willing to take 
risks in our approach to issues, in the use 
of new tools, and being in any conversation 
about our industry anywhere. 

Q: There's been some discussion 
about rebranding the organiza-
tion. What has prompted those 
discussions and where do those 
efforts currently stand? 
Our Communications Committee vol-
unteered to kick off the discussion this 
summer. The discussion about our brand 
was prompted by good questions from 
our members about what our brand is 
delivering for us at the 25-year mark, espe-
cially given all of the new communication 
channels available to us. We know there 
are some challenges communicating who 
we are to certain audiences. Our goal is to 

be as accessible as possible 
to all of our stakeholders, 
so the Communications 
Committee's look at 
our brand is timely and 
relevant. 

Q : What are your 
hopes/aspirations for 
RISE members in the 
years ahead? 
My aspiration for our 
members is that they con-
tinue to be innovative lead-
ers and that they expect the 
same from their association. 
Our goal is to deliver value 
every day in an innovative 

way. Also, I want members to continue to 
expect us to be leaders for the industry and 
to make the necessary investment in the 
association for it to grow and become even 
more effective with a broader reach. 

Q : At the end of your career, what 
would you like RISE members to 
say about your tenure leading the 
association? 
I would like them to say we learned, we 
grew, we tried new things and we were suc-
cessful. We weren't afraid to take risks to be 
successful and we listened and responded 
to the industry's needs. 

Q : Is there anything we haven't 
asked that you would like to com-
ment on? 
We are just wrapping up a very successful 
first year executing against our new five-
year strategic plan. Our volunteer leaders 
have fully embraced the new plan and are 
working hard to achieve our mission. I'm 
excited about the future of our industry 
and association as we work to achieve our 
vision: an industry free to create inspiring 
and healthy places where we live, work and 
play. With the continued leadership of our 
governing board and all of our member 
volunteers, I know we will have many 
more successes to discuss over the next 25 
years. # # 0 



RISE Grassroots Network 
When issues about pesticides and fertilizers pop up in 
your neck of the woods, you don't have to address 
them alone. Join the free RISE Grassroots Network at 
pestfacts.org/grassroots or scan the QR code below. 
Access resources you can use on the local, state and 
federal levels with customers, neighbors, community 
leaders and policy makers to communicate the benefits of 

your services and the products you use. Keep up-to-date 
on policy and regulations running the gamut from private 
and public pesticide property bans to specific restrictions 
on sales, use and display of fertilizers and pesticides. RISE 
is a national trade association of pesticide and fertilizer 
suppliers serving as a resource to help you keep these 
products in your toolbox and you out of the woods. 

grassroots@pestfacts.org I pestfacts.org/grassroots I DebugTheMyths.com 

RISE Responsible Industry for a Sound Environment® 
1156 15th St., N.W. Washington D.C. 20005 (202) 872-3860 0 
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Looking Back: 
The Rise of RISE 
by Anne Nagro 

At the risk of sounding simple, RISE 
(Responsible Industry for a Sound 
Environment) started with a single 
phone call. 

"It was Joe Lieberman making noise that 
initiated the conversation," recalled Bill Cul-
pepper, president of life sciences company 
SePRO and a founder of RISE. He woke 
one morning in 1989 to the former U.S. 
Senator questioning the use of pesticides 
and herbicides on turfgrass and lawns. 

Activist groups had begun arguing these 
products — used in public spaces like golf 
courses, athletic fields and parks — were 
harmful to people, pets and the environ-
ment. Manufacturers, they claimed, were 
selling unsafe products; state and federal 
pressure increased. 

Eventually Senator Liebermans con-
cerns blossomed into Capitol Hill hearings 
with Senator Harry Reid. The hearings 
were "horrible" and "staged in an era when 
staging wasn't so common," recalled Bob 
Rosenberg, C E O of the National Pest 
Management Association. It was "a black 

eye for the lawn care industry but it spilled 
over to the pest control industry," he said. 

For Culpepper, it was a wake-up call in 
more ways than one. With "no industry 
organization whatsoever" for the emerging 
turf and lawn care business, attacks like this 
were likely to happen again and perhaps 
with greater intensity, and "we were not 
prepared to have a discussion to defend 
ourselves," he said. 

Culpepper, who at the time was director 
of non-agricultural products at Elanco 
Products, phoned his counterpart at 
Ciba-Geigy (now Syngenta).The two 
agreed to call colleagues at other green 
industry companies; the group met at the 
Golf Course Superintendents Association 
of America meeting that year in Anaheim, 
Calif. "Not everybody was as passionate or 
concerned as we were," but "most had been 
impacted to some extent and were begin-
ning to ask the question, what do we do as 
an industry," recalled Culpepper. 

Over the next two years the group 
hammered out the associations mission 



HISTORY & ACCOMPLISHMENTS 

WHAT IS JAMES UP TO THESE DAYS? 
A LOT! 

Allen James was RISE 
president through the as-
sociation's formative years. 
He retired in 2010 after 20 
years. But "retired" is a rela-
tive term. 

If 

Sciences Research Founda-
tion, which helps North Carolina State University 
researchers f ind funding and bring the individual 
chemicals they have developed to the market-
place. "There's always a challenge of get t ing prod-
ucts f rom the bench to commercial ization," and 
the foundat ion aims to streamline this process, he 
said. James makes good use of his industry con-
tacts, especially those in Research Triangle Park, 
N.C., and encourages colleagues to serve on the 
foundat ion wi th him. 

i M 

James is involved in other volunteer groups at N.C. 
State, is an alumni advisor for his college fraternity 
(he once served as national executive director) 
and travels wi th his wife. He's also an avid college 
sports fan, at tending as many baseball, basketball 
and footbal l games as he can. Go Wolfpack! 

and structure and formed a partnership 
with CropLife America (then the National 
Agricultural Chemicals Association). This 
let RISE operate as a separate entity but tap 
existing legal and administrative support 
functions. The alliance made sense as many 
manufacturers made active ingredients for 
both agricultural and specialty product mar-
kets. RISE also was fundamentally inclusive: 
Beside manufacturers, its membership in-
cluded product formulators and distributors. 

With 12 member companies, RISE of-
ficially started in 1991, hiring Allen James, 
its first president, that February. James 
was charged with building the association, 
speaking for the industry, and working with 
other groups like the NPMA, GCSAA 
and NALP (formerly PLANET) to build 
an ally base. 

Finally, industry people didn't have to 
"throw somebody else under the bus to take 
the pressure off of themselves," recalled 
Dave Morris, a former RISE governing 
board chair and global business leader for 
Dow AgroSciences who now leads the 
company's seeds affiliates business. "We 
didn't want anybody to be the problem, 
because that meant there was a problem." 
RISE "really made sense because you could 
pool your resources and have a unified 
voice on an issue," he said. 

Preemption Challenges Heat Up. 
And it was just in time. On June 21,1991, 
the U.S. Supreme Court ruled in Wiscon-
sin Public Intervenor v. Mortier that local 
governments had the power under the 
Federal Insecticide, Fungicide, and Roden-
ticide Act (FIFRA) to regulate pesticides 
in their own jurisdictions. For decades 
prior, FIFRA was viewed as preempting 
state and local regulations. The ruling was 
a game-changer with the potential for 
83,000 local units of government to enact 
their own pesticide laws. 

RISE, along with CropLife America 
and a host of other organizations, led the 
initiative to pass state pesticide preemption 
laws. Within a few years, the coalition had 
successfully passed laws in 41 states. 

"There's probably not much of anything 

today that you could write and get enacted 
into law in 40 states, particularly some-
thing that's limiting municipalities' ability 
to regulate pesticides," said Rosenberg. "It 
was an enormous accomplishment" and it 
would be a "very different" industry today 
without those laws in place, he said. 

In the fall of 1991, RISE won a local 
battle in Missoula, Mont., that secured 

its future. The city had proposed a ban 
on pesticide use for lawn care. It was the 
association's first chance to "prove we 
had some value to the industry," recalled 
James. Through advocacy and media and 
education campaigns, RISE defeated the 
referendum. 

"That was an early and very important 
challenge" that had national implications, 



h RISE STRATEGIC FRAMEWORK 2015 - 2020 
A five-year plan that gives clarity to RISE members/volunteers/staff 

and promotes the continued growth of the association. 

MISSION WHAT WE DO 

VISION OUR IMPACT 

Protect and advance the specialty pest 
management and health industries by: 
• Representing a strong industry voice 
• Advocating to shape public policy 
• Influencing positive public opinion 

An industry free to create inspiring and 
healthy places where we live, work and play. 

AUDIENCE OUR FOCUS 
RISE member companies 
Federal, state and local public policy makers 
Regulatory agencies 

O 

said James. "Our industry began to believe 
in what we could do. Membership recruit-
ment became quite easy after that." By 
years end, RISE had nearly 100 members, 
within two years it had well-surpassed the 
100-member mark. Today, RISE has 220 
member companies — representing 95 
percent of the manufacturers, formulators 
and distributors of specialty pesticides and 
fertilizers. 

"Allen, through his tenure, was able to 
bring most every industry player into RISE 
as a member, which I think was a tremen-
dous accomplishment," said Culpepper. "It 
was a ripe scenario where conflict could 
have existed but I think Allen's demeanor 
and the way he approached things and 
his goal of getting the industry together 
worked out very well," he said. 

RISE brought groups together "across 
markets, across artificial boundary lines," 
and "as a result, the industry has got-
ten stronger," said James, who retired in 
October 2010 after 20 years leading the 
association. Aaron Hobbs, current RISE 
president, joined the organization in 2009. 

Over the years, RISE became a respect-
ed voice of the industry, working closely 
with the U.S. Environmental Protection 
Agency, U.S. Department of Agriculture 
and other federal agencies, as well as state 
and local regulatory bodies. James and 
Rosenberg even testified together before 
Congress. "We were successful in that no 
negative legislation has ever really passed 
Congress during the 25 years that RISE 
has existed, that I'm aware of, that would 
have restricted the development of these 
products," said James. 

Adding Capabilities. RISE upped 
its game in 2008 when it made the 
strategic shift to be more proactive. "You 
have to realize you're moving an entire 
organization with a variety of member 
companies and a variety of perspectives, 
and this was going to cost money," recalled 
Joshua Weeks, the RISE governing board 
chair who worked with James to develop 
the plan and led the two-year transition. 

Following significant research, testing 

and assessments, members were presented 
the findings and individually told at the 
association's annual meeting how adding 
the new capability would raise their dues. 
"It's not often people vote themselves a 
dues increase, but that's what they did," 
recalled Weeks, an industry consultant 
who then led Bayer Crop Science's North 
American professional products division. 

"For me, it was a moment," he said. "It 
was an overwhelming kind of support 
and a validation of what RISE means 
to the people who understand it and 
participate in it. They voted with their 
wallets. It was sort of a turning point in 
the organization," Weeks explained. 

Led by RISE Public Affairs Vice 
President Karen Reardon, the proactive 
component "has been a huge success" and 
complements the "very good traditional 
advocacy work that goes on at RISE," said 
Weeks. 

What's happened over the last decade 

is "pretty dramatic," added Dan Stahl, 
current governing board chair of RISE 
and vice president of marketing and 
business development at OHP Inc. 
Through focus groups, RISE learned that 
talk of LD5QS and scientific studies "wasn't 
resonating with the general public," he 
said. It became clear that the public 
recognized the value of the industry but 
RISE had to communicate this value 
differently. "That was a huge shift," he 
said. 

Bringing "the conversation down to a 
personal level" like how pesticides control 
ants in the kitchen and help prevent 
Lyme disease, has had a big impact, said 
Culpepper. So has building grassroots 
support and using social media. 

RISE is aiming high for the next 25 
years. "We have in place an organization 
that can deal with issues as well as 
improve the industry, itself," said 
Culpepper. # # 0 



me 
MEMBERS 

KD 

Advanced Turf Solutions, Inc. 

AG Rx 

Agra Turf 

Agri-Turf Distributing LLC 

Allen's Seed 

Alligare LLC 

All Pro Horticulture 

American Mosquito 
Control Association 

AmeriTurf LLC 

A MVAC 

Andre and Son 

Applied Biochemists 

Aqua Services, Inc. 

Aquatic Control Inc. 

Aquatic Plant Management 
Society 

Aquatic Vegetation Control 

Aquatrols Corporation of 
America Inc. 

Arborchem Products 
Company 

Arrow Exterminators 

Atlantic Golf & Turf LLC 

Atlantic Paste and Glue Co. 

Bader Rutter and Associates 

Ball Publishing 

BASF Corporation 

Bayer Environmental Science 

Bell Labs 

Brandt Consolidated 

Brewer International 

BTSI 

California Association of Pest 
Control Advisors 

CCL Label, Inc. 

Central Farm & Garden 

Central Garden & Pet 

Central Irrigation Supply, Inc. 

Central Life Sciences 

Cheminova, Inc. 

Chicagoland Turf Ventures 

Clarke, Inc. 

2015 

Colorado Association of Lawn 
Care Professionals 

Conserv FS, Inc. 

Control Solutions 

Corbin Turf Supply 

Crop Production Services 

CWC Chemical, Inc. 

Cygnet Enterprises, Inc. 

DeAngelo Brothers 

Diamond R. Fertilizer Co., Inc. 

Dickens Turf & Landscape 

Dow AgroSciences, LLC 

E. H. Griffith 

Eastern Shore Association of 
Golf Course Superintendents 

EC Grow 

Engage Agro 

Environmental Aquatic 
Management 

Environmental Care 
Association of Idaho 

Everris, North America 

Exponent 

Fertizona-Fennemore LLC 

Fine Americas, Inc. 

Fleming & Van Metre 
Advertising, Inc. (FVM) 

Florida Nursery and 
Landscape Growers 
Association 

Florida Vegetation 
Management Association 

FMC Corporation 

Foster-Gardner, Inc. 

Gardex Chemicals 

Georgia Vegetation 
Management Association 

GIE Media, Inc. 

Golf Course Superintendents 
Association of America 

Gordon & Rees, LLP 

Gowan Company 

Grass Pad Inc. 

Greenkeeper Company, Inc. 

GreenLife Supply 

Green Resource 

Green Velvet Sod Farms LTD 

GreensPro, Inc. 

Griffin Greenhouse & 
Nursery Supplies 

Gulf Coast Organic 

Hawaii Grower Products, Inc. 

Helena Chemical Company 

HORIZON 

Iowa Turfgrass Institute 
The Turf Office 

ITODA-Independént Turf 
& Ornamental Distributors 
Association 

John Deere Landscape Inc. 

Joshua H. Weeks Consulting 

JRK Seed & Supply 

Kadant GranTek Inc. 

Kenneth D. Morris, Esq., LLC 

Kline & Company, Inc. 

Knox Fertilizer Company 

Landscape Supply, Inc. 

Lawn Care Supply 

Lebanon Seaboard 
Corporation 

LePoidevin Marketing 

LiphaTech, Inc. 

Lonza AgroSolutions 

Louisiana Vegetation 
Management Association 

Meister Media Worldwide 

Metro Turf Specialists 

MGK 

Michigan Aquatic Managers 
Association 

Mid-America Green Industry 
Council 

Midwest Aquatic Plant 
Management Society 

Midwest Association of Golf 
Course Superintendents 

Monsanto Company 

Moose River 

Mountain Lake Vegetation 
Management 

Namron Business Consulting 

National Association of 
Landscape Professionals 

National Pest Management 
Association 

National Railroad Contractors 
Association 

New Jersey Pest Management 
Association 

Newsom Seed, Inc. 

New York State Aquatic 
Managers Association 

North Carolina Vegetation 
Management Association 

North Coast Media 

Nouvel Inc. 

Nufarm Americas, Inc 

OHP, Inc. 

Oklahoma Vegetation 
Management Association 

Orkin Pest Control Company 

Owen Tree Service H.D., Inc. 

Palm Beach Aquatics, Inc. 

PBI-Gordon Corporation 

Phyton Corporation 

Precision Laboratories, Inc. 

Primera Turf 

Pro Chem Sales 

Product & Regulatory 
Associates, LLC 

Progressive Solutions LLC 

Prokoz, Inc. 

Red River Specialties, Inc. 

Reed & Perrine Sales 

Reinders Inc. 

Residex Corporation 

Rhodes Chemical Company 

Rivard's Turf & Forage Inc. 

Rockwell Labs 

Romeo Packing Company 

SePRO Corporation 

Sierra Pacific Turf Supply, Inc. 

Sigma Organics, Inc. 

Simplot Partners 

SipcamAdvan LLC 

Source Dynamics LLC 

Southern Seeds, Inc. 

Specialty Products 
Consultants LLC 

Spring Valley 

S.R.C. Corp. dba Steve 
Regan Co. 

SSI Maxim 

Superior-Angran, Inc. 

Superior Forestry Service, Inc. 

Superior Turf Services, Inc. 

Supreme Turf Products 

Swanson Russell Associates 

SynaTek 

Syngenta Crop Protection 

TenBarge Seed and Turfgrass 

Tennessee Vegetation 
Management Association 

The Andersons Inc. Lawn 
Products Group 

Tom Irwin, Inc. 

Turf & Garden, Inc. 

Turfgrass Producers 
International 

Turf Trade 

United Phosphorous, Inc. 

United Producers, Formulators 
and Distributors Association 

Utility Arborist Association 

Valley Green 

Vegetation Management 
Association of Kentucky 

Walker Supply, Inc. 

Warnë Chemical & Equipment 
Co. 

Weed Control Inc. 

Westchester Turf Supply Co. 

West Virginia Vegetation 
Management Association 

Wilbur-Ellis Co. 

Winfield 

Wisconsin Golf Course 
Superintendents Association 

XSInc. 

Zimco Supply Co. 
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Surprise 
them with 

a free 
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today! 

ITS QUICK AND EASY. 

Just send an email to 
subscriptions® 

iawnandlandscape.com 
with the following information, 

and we'll get them 
subscribed right away! 
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Job Descriptions 
for Green Industry Professionals 

Publication Special 
for Jim Huston's new book! 

Over 95 Industry Specific Job Descriptions! 
• Job Description book 

• Job Description audio book on CD 
• Job Description MS Word CD 

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

Email Tiffany for more info at tiffany@jrhuston.biz 

BUSINESS OPPORTUNITIES 

SELLING YOUR BUSINESS? 

FREE NO BROKER 
APPRAISAL FEES 
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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. 
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708-744-6715 
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EAST COAST OF FLORIDA 
LAWN AND LANDSCAPE 

Palm Beach .....Sold $195,000 
St. Lucie Asking $85,000 

Garden Center Asking $299,000 
Dixie Chopper Dealer Asking $599,000 

Contact: John Brogan 
for a confidential conversation. 

Office: 772-220-4455 • Cell: 772-284-4127 
E-mail: john@acquisitionexperts.net 

Visit our website at www.acquisitionexperts.net 

WE SELL BUSINESSES IN FLORIDA 

M A X I M I Z E Y O U R 
A D V E R T I S I N G D O L L A R S 

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

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

W E C O L L E C T U N P A I D I N V O I C E S 

A b s o l u t e C o l l e c t i o n s Corp. 

800-713-0670 
info@absolutecollectionscorp.com 

V I E W C L A S S I F I E D S O N L I N E A T 

L A W N A N D L A N D S C A P E . C O M 

http://www.allprogreens.com/training
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BUSINESS FOR SALE FOR SALE 

For Sa le : 
C o m p l e t e L a w n 

M a i n t e n a n c e C o m p a n y 
V i r g i n i a Beach , VA 

Premier company with excellent reputation 
in its 30th year of business. Fully staffed; 

experienced, efficient team. Approximately 
385 weekly/bi-weekly residential accounts 

plus commercial properties.Tight, profitable 
routes in great neighborhoods. Sales averag-

ing $750K per year for past three years. 
Original owner desires to retire. Sale price: 

$685K which includes lawn & landscape 
equipment and vehicles. Option to lease or 
buy current facility in prime area of Virginia 

Beach. Owner will help with transition. 

Serious inquiries only 757-651-5266 

Premier Indiana Landscaping & Supply 
Business FOR SALE 

Annual revenues: $2,000,000 
SDE: $500,000 

Assets: $4,200,000 
Asking Price: $6,450,000 
For more information, 

contact Art Corrigan: 630-779-5355 

CONSULTANT 

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

efficient and profitable. 
I help you: 

Develop and Implement a Strategic Plan 
Create Accurate Budgets 

Bid Jobs More Confidently 

Our consulting can be customized to your needs. 

For more details email 
Jim at jhuston@jrhuston.biz 

ESTIMATING 

Simpl i fy 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 

T H E L&L MEDIA G R O U P ' S 
R E P R I N T S E R V I C E 

Email: reprints@gie.net or call 
800-456-0707 to learn more. 

• I 

2006 - GMC FLAT BEDS I CONTRACTOR BODIES 
7.8L Durmax With Allison Transmissions. 
Miles Vary Bodies are new from Crysteel. 

Please Contact Mike Schmitz with full details and pricing. 
mikes@davesyverson.com • 507-269-8757 

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 onl ine at 

www.smallenginepartssuppliers.com 

NEED PLOW PARTS? 
www.plowpartsdirect.com 

The name says it all. 
Western, Snoway, Meyer 

NEW/USED/REBUILT 
Plows, Spreaders and parts 

Largest diverse plow inventory 
Western, Fisher, Blizzard, 

Meyer, Diamond, Snoway, 
Snowman, Boss, Snowex 

1000 plows in stock 
W W W . S T O R K S P L O W S . C O M 

610-488-1450 

GOT PLOW 
PARTS? 

WWW.GOTPLOWPARTS.COM 

REDUCE PESTICIDE USE 
BY 50% OR MORE 

LAWNANDLANDSCAPE.COM 

EC0-505 
INJECTION SYSTEM 
Spot-spray pesticide while 

c ^ 
^ J P F Toll free - 8 0 0 . 7 0 6 . 9 5 3 0 

m A M f Phone - 585 . 538 . 9570 
6RE6$0M-€LAiK Fax - 585 .538 .9577 

Sales@GregsonClark.com 
a Division of Rhett m. ctark, lac, GregsonClark.com 

SNOW & ICE CONTROL 
ANTI-ICING 

PRE-WETTING 
CHLORIDE SAND 

TRADEMARK OF OCCIDENTAL 
CHEMICAL CORPORATION 

Bay Dust Control Division of 

LIQUID CALCIUM 
CHLORIDE SALES, INC. 

L I Q U I D O W ™ D O W F L A K E ™ 

P E L A D O W ™ 

2715 South Huron Road 
Kawkawlin, Ml 48631 

Ph: 989.684.5860 • Fx: 989.684.9953 
www.liquidcalciumchloride.com 

mailto:jhuston@jrhuston.biz
http://www.jrhuston.biz
mailto:jhuston@jrhuston.biz
mailto:reprints@gie.net
mailto:mikes@davesyverson.com
http://www.smallenginesuppliers.com
http://www.smallenginepartssuppliers.com
http://www.plowpartsdirect.com
http://WWW.STORKSPLOWS.COM
http://WWW.GOTPLOWPARTS.COM
mailto:Sales@GregsonClark.com
http://www.liquidcalciumchloride.com


LANDSCAPE EQUIPMENT HELP W A N T E D INSURANCE 

TREESTAKES 
Doweled Lodgepole Pine 

CCA Pressure Treated 
2" Diameter, Various Lengths 

Economical, Strong and Attractive 
Phone: 800-238-6540 

Fax: 509-238-4695 
JASPER ENTERPRISES, INC. 

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

LANDSCAPER ACCESSORIES 

Hedge Trimmer Chapps, Mower Trash Bags, 
Chemical Spray Vest and Chapps, 

String Trimmer Chapps, Zero Turn Mower Covers, 
String Trimmer Covers, Arm Guard Chapps 

and Much Much More!!! 

Biter ¡MB Quality, Innovative laniscater accessories 
W W W . W K C I 1 A P P S . C O M  

m¡^IA 8 0 0 - 8 1 6 - 2 4 2 7 W 

HELP WANTED 

GreenSearch 
Since 1995, GreenSearch is recognized 
as the premier provider of professional 

and confidential employment search 
exclusively for exterior and interior landscape, 

irrigation, and the overall green industry 
throughout North America. 
Check us out on the Web at 

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

e-mail info@greensearch.com 

m RUPPERT §J¡S¡§ L A N D S C A P E 

We offer an environment that is: 
• Devoted to employee development 

&team building 
• Committed for the long-term 

• Eager to appreciate & celebrate our 
employees 

• Employee & family owned 

Come be a part of a: 
• History of growth and success 

• Tradition of community support 

We are expanding and have immediate 
openings for landscape management 

and construction positions 
inPA,MD,VA, NC&GA. 

Contact Lauren Moyer at: 
lmoyer@ruppertcompanies.com 

Check us out at: 
www.ruppertlandscape.com 

Florasearch, Inc. 
In our th i rd decade of per forming 

confidential key employee searches 
for landscape and hort icul ture 

employers wor ldwide. Retained. 

Career candidate contact welcome, 
confidential and always free. 

Florasearch, Inc. 
Phone: 407-320-8177 

Email: sea rch@fl orasearch.com 
www.florasearch.com 

the greenery, inc.. 
- EMPLOYEE O W N E D -

Some of the best people in the industry 
work at The Greenery. If you can make 
a positive impact in an energetic and 

customer-friendly environment where the 
employees are the owners of the company, 

then we want to talk with you. 

I M M E D I A T E OPENINGS 
In Charleston and Hilton Head, SC 

and Savannah, GA 

Account Managers 
Irrigation Managers/Technicians 
Construction Project Managers 

Paid Internships 
(available year round) 

Medical/Dental Insurance, PTO, 
Employee Stock Ownership, 

and many more great benefits. 

Send your resume, with 5 years 
of work experience and 2 references to: 

JerryAshmore@TheGreenerylnc.com 
or call 843.785.3848 

See if we are a good fit for you. 
View our short video, "Why We Go To Work" 

(in English y Espanola) on our website: 
TheGreenerylnc.com/video-gallery 

To see a complete list of jobs available: 
TheGreenerylnc.com/current-job-postings 

T H E 
K E E N A N 
A G E N C Y 

Liability Insurance 
For Your Work 

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

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

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

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

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

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

Premiums as low as $550/yr. 

The Keenan Agency, Inc. 
6805 Avery-Muirfield Dr., Suite 200 

Dublin, Ohio 43016 
614-764-7000 

Rick Bersnak - Vice President 
rbersnak@keenanins.com 

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

ADVERTISE WITH 
LAWN & LANDSCAPE TODAY! 

Please contact Bonnie Velikonya at 8 0 0 - 4 5 6 - 0 7 0 7 x 2 9 1 or bvel ikonya@gie.net 

http://www.jasper-inc.com
http://WWW.WKCI1APPS.COM
http://www.greensearch.com
mailto:info@greensearch.com
mailto:lmoyer@ruppertcompanies.com
http://www.ruppertlandscape.com
http://www.florasearch.com
mailto:JerryAshmore@TheGreenerylnc.com
mailto:rbersnak@keenanins.com
mailto:bvelikonya@gie.net


INSURANCE PLANTS, SEEDS a TREES 

INSURANCE PROGRAMS; ALL LAWN / LANDSCAPE BUSINESSES 

PLUS SPECIALTY COVERAGES INCLUDING: 

• Professional Liability 

• Damage to YOUR Customer's Property / Your Work 

• Pollution Liability Including Auto Spill 

• Herb/Pest Endorsement 

Active Members of: NALP—ON LA—PLC A—CALCP 

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

D a r y l E r d e n , G r e e n I n d u s t r y Spec ia l i s t 

daryI . e rden@buren ins i t r aneegro i ip . com 

LAWN SIGNS 

PROMOTE TO 
NEIGHBORS 

PROMOTIONAL 
POSTING SIGNS 

SIGNS 
Marketing, Design & Print 

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

R N D s i g n s . c o m • 8 0 0 . 3 2 8 . 4 0 0 9 
Posting Signs • Door Hangers 

Brochures • Mailers More 

LETTERS Want!°„ 
sound Off 

the EDITOR on some-
thing you 

saw in this issue? Have an idea that 
you think would be worth featuring 
in next month's Lawn & Landscape? 
We want to know. Call or email 
Chuck Bowen at 216-393-0227 
or cbowen@gie.net. 

LOOK FOR 
LAWN & LANDSCAPE ON 

facebook 
facebook.com/lawnandlandscape 

LIGHTING 

At Creative Displays we carry 
only commercial-grade LED 
and incandescent lighting 

at factory-direct prices. ^ ^ 

Make the switch to Creative Displays 
and you'll also discover a level 

of customer service that's 
unmatched in the industry. ^ 

For your free copy of our 28-page 
catalog, call 8 0 0 - 7 3 3 - 9 6 1 7 

or email paul@creativedisplays.com 

C r e a t i 
SPLA1 

[ I N C O R P O R A T E D 

ADVERTISE WITH 
LAWN & LANDSCAPE TODAY! 

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

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 

SOFTWARE 

MA$T£R 
Software 

Slash Your Recurring 
Monthly Costs and Save Big 

There are no maintenance or support fees with 
BILLMASTER. BILLMASTER is a one time fee product 

(which you can pay off in interest free payments) 

S i m p l e , R e l i a b l e , A f f o r d a b l e 

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 Cale, 
Reports, E-mail Billing, Integrated 
Credit Card Processing. No need 

to learn another software package, 
BILLMASTER is customized to fit your 
needs. Conversion from ANY system 

included. New Tablet Apps for Windows 
8! Unlimited training, support, updates. 
New Product: BiLLMASTER-OnTheGo 

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 

LAWNANDLANDSCAPE.COM 

mailto:daryI.erden@bureninsitraneegroiip.com
mailto:cbowen@gie.net
mailto:paul@creativedisplays.com
mailto:bvelikonya@gie.net
http://www.ernstseed.com
http://www.billmaster.info


You became a member. 

You became certified. 

Now you are REWARDED 

An A-rated National Insurance carrier became 
the first to recognize the Accredited Snow 
Contractors Association and our programs 
through premium discounts. ASCA Certified 
contractors are seeing an average of 20% in 
discounts while ISO 9001/SN 9001 certified 
contractors are seeing even more. 

If you are interested in bettering your business, 
your industry, and your bottom line... 

Join today! 

www.ascaonline.org  
info@ascaonline.org 
216-393-0303 Accredited Snow 

Contractors Association 

1 Advertiser Website Page # 
Altoz Altoz.com 2 

AM Leonard amleo.com 132 

American Honda honda.com 6l 

AMSOIL amsoil.com 109 

Ariens/Gravely gravely.com 124, 227 

Avant Tecno USA AvantTecnoUSA.com 160 

Bair Products bairproducts.com 138 

Belgard belgard.com cover tip, 105 

Bellamy Strickland bellamystrickland.com 219* 

Billy Coat billygoat.com 112 

BOB-CAT BOBCATTURF.COM 157 

Bobcat Co. bobcat.com 9 

Briggs & Stratton Commercial Power VanguardEFI.com 137 

Brite Ideas briteidea.com 133 

Cascade Lighting cascadelighting.com 168 

Ceibass ceibass.com 182 

Civitas Civitaslawn.com 129 

Corona Clipper coronatoolsusa.com 66 

Deist Industries switchngo.com 98 

Dixie Chopper dixiechopper.com 63 

Dodge Ram ramtrucks.com/commercial 149 

Dow AgroSciences dowagro.com 31 

Ewing Ewinglrrigation.com 171 

Exaktime exaktime.com 20 

Exmark exmark.com 161 

Ferris FerrisMowers.com 175 

Ford ford.com/commercial-trucks 18-19 

FX Luminare fxl.com 151 

Gemplers gemplers.com 166 

GIS Dynamics GoiLawn.com 69 

Graham Spray grahamse.com 23 

Grasshopper grasshoppermower.com 131 

Great Oak DeerProRepellent.com 176 

Ground Guys, The GroundGuysFranchise.com 164 

Ground Logic groundlogic.com 104 

Hannay Reels hannay.com 174 

Holiday Bright Lights HolidayBrightLights.com 179 

Husqvarna husqvarna.com 165 

Isuzu isuzucv.com 167 

Jacks Small Engines JacksSmallEngines.com 148 

JCB JCBMidwest.com insert 

John Deere Construction JohnDeere.com/MowPro 135 

Kawasaki kawpower.com 95 

Kichler Lighting landscapelighting.com 106,173 

Koch Agronomic Services KASTurf.com 169 

Kochek Co. kochek.com 150 

Kohler KohlerEngines.com 5 

Kubota Tractor Corp. kubota.com 71 

LandOpt landopt.com 13 

Landscape Ontario landscapeontario.com 182 

Lebanon Turf Products LebanonTurf.com 2U77 

Little Giant Outdoor Living lg-outdoor.com 17 

Mauget mauget.com 65 

Mercedes-Benz USA, LLC mbsprinterusa.com 25 

MH Eby mheby.com 96 

Mills Insurance Group millsinsurancegroup.com 202 

MistAway mistaway.com 60 

National Association of Landscape 
Professionals landscapeprofessionals.org 22 

Neely Coble neelycoble.com 111 

New England Grows NewEnglandGrows.org 225 

Nissan NissanCommercialVehides.com 7 

Noon Turf Care jguariano@greenlcs.com 176 

http://www.ascaonline.org
mailto:info@ascaonline.org
mailto:jguariano@greenlcs.com


Advertiser Website Page# 
Northeast CAT cat.com 163* 

Novae NovaeCorp.com 14 

Nufarm nufarm.com/us 15 

Oly-Ola olyola.com 138 

ONLA Cents centsi6.com/lawn 150 

OPEI OPEI.org 180-181 

Pathway Biologic PathwayBioLogic.com 114 

PBI/Gordon Corp. pbigordon.com 93*, 107*, 
113*, 163* 

Pearl Valley Organix healthygrowpro.com 123 

PermaGreen Supreme permagreen.com 117 

Permaloc Aluminum Edging permaloc.com 155 

Pine Hall Brick americaspremierpaver.com 62 

Pro Landscape / Drafix prolandscape.com 228 

Project Evergreen projectevergreen.org 159 

Propane Education propane.com 118 

Qualipro quali-pro.com 73 

Quest Products QuestProducts.us 120 

Real Green Systems RealGreen.com 121 

Ryan ryanturf.com 158 

Sakata SakataOrnamentals.com 98 

SnowEx snowexproducts.com 91 

Spyker-Spreader spyker.com 170 

Stihl STIHLusa.com 29 

Tafco Equipment tafcoequip.com 104 

Takeuchi takeuchi-us.com 115 

Toro Irrigation toro.com 119 

TrackSmart TrackSmart.com/lawn 64 

Tree Tech treetech.net 134 

US Lawns uslawnsfranchise.com 136 

Verizon Network Fleet networkfleet.com 27 

Vista Professional Lighting vistapro.com 92 

Wacker Neuson wackerneuson.com 99 

Walker walkermowers.com 101 

Weisburger Insurance programbrokerage.com 96 

Wells Fargo wellsfargo.com 103 

Snow Supplement 
Arctic Snow & Ice arcticsnowandice.com 187 

Avalanche Snowplows avalancheplow.com 200 

Ballard Inc. ballard-inc.com 190 

Boss Snowplow bossplow.com 184 

ClearSpan Fabric Structures ClearSpan.com 191 

Earthway earthway.com 199 

Eccofab eccofab.com 188 

Fall Line FallLine.com 194 

Horst Welding hlasnow.com 195 

LT Rich Products snowrator.com 192 

Meyer switchtomeyer.com 193 

MHL Systems mhlsystems.com 198 

Michigan Truck Spring TruckSpring.com 200 

Peters Chemical peterschemical.com 199 

TrucBrush TrucBrush.com 188 

Turbo Tech TurboTurf.com 194 

Wacker Neuson wackerneuson.com 189 

State of the Industry Report 
John Deere JohnDeere.com 3,13, 23-24 

Leadership Awards 
Syngenta syngenta.com 9,16 

State of the Salt Industry 
Arctic Snow & Ice arcticsnowandice.com 2,8 
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^ffißows 
LEARN 

SAVE 

Attend expert-led educational 
sessions & earn valuable CEU credit 

Take advantage of GROWS-only 
specials from leading suppliers 

i i r p T Get down to business with thousands 
l i V L u of green industry colleagues 

Dig deep at live builds, demos & 

LAUGH 

sprint sessions on the expo floor 

Meet up with old & new friends 
at GROWS After Dark events 

Registration starts at just $29! 

Find the 

best people, 

plants, and 

products 

only at 

GROWS! 

N E W E N G L A N D 

GROWS 
NewEnglandGROWS.org 

December 2-4 
2015 

BOSTON CONVENTION & 
EXHIBITION CENTER 



TIPS FROM THE TOP 
Interviewed by BRIAN HORN 

Sponsored by 

BRIAN LEMMERMANN 
//OWNER, SOMERSET LANDSCAPE & MAINTENANCE 

Landscaping was kind of 
a way to pay for college. 

I was playing football at 

a community college. 

Then when I was going 

to transition from the 

community college to 

a full, four-year school 

- there was a chance 

of getting a scholarship 

in Nevada. I'm a real 

numbers guy, and I ran the numbers on 

how many hours you had to practice and 

how much the scholarship was worth, and I 

realized it was about $2.50 an hour. I decided 

I was going do something else. 

Our first expansion was from Phoenix to 
Dallas. We thought we were actually buying a 

small company in Dallas. We started winning 

contracts out there with a 60- or a 90-day 

start, and the deal fell through. The week it 

LOCATION 

TOP 100 RANKING 

Chandler, Ariz. 

nnsEC 

58 
2014 REVENUE 

$25.6 million 

was supposed to close, 

the guy wanted to be a 

teacher, and didn't realize 

until we were about to 

close that he needed a 

teaching license to be a 

teacher. 

We said, "OK, we 
already signed up to do 

this contract," so we just 

sent some people out with some equipment, 

and we moved them out to Texas, and we 

finally got started. Once you start doing the 

work, it's hard to focus on sales because 

we have a budget for the company, and 

the majority of the focus is getting put on 

getting work done. You're not established, 

so people don't know who you are. We were 

passed over on some jobs because they just 

said we didn't have the experience rating 

over there. 

I think one big thing that we're dealing 

with, and the whole industry's going to deal 

with - or is dealing with - is labor. The labor 

market is pretty difficult right now. There's 

construction coming back. There are a lot of 

high-paying, low-skill jobs out there right now, 

and so we spend a lot of time training guys. 

We had a guy that was working for us. He 
worked for probably a week. He was really 

not a good worker, not good at all, but we 

were paying him probably more than we 

should have because we needed guys at the 

time. He didn't show up the next Monday. On 

my way home from work, I saw him holding 

a stop sign at a construction site. And I said, 

"Hey, what are you doing?" He said, "They're 

paying me $15 an hour to turn the sign back 

and forth, from go to stop." I said, "Good for 

you, man. I don't know what to say. I can't 

pay you $15 an hour to do that." 

If we did an acquisition that would make 

a revenue jump - there's been a couple 

times in the past, as we were growing 

from $3 million to $5 million or $6 million 

to $9 million in a year, that we had to catch 

our breath. We were really a cash-based 

company. If we were buying equipment, 

we didn't finance it. I know that's not the 

typical way, but that's just how I was always 

comfortable growing. 

Then I met with the bank, and I said, "I'd like 

to look at doing a loan on equipment going 

forward." And they said, "Well, we don't like 

your finances because you don't cash flow 

as much." And I said, "I don't have any debt." 

And they said, "Well, we would rather you 

have debt and cash flow more money than 

have no debt and not show big profits." I 

said, "OK, well, that doesn't make a lot of 

sense, but OK." 

I've changed my outlook. I understand more 

what they're looking for and why they're 

looking for that, and we've made a transition 

into more of a long-term financing and 

banking relationship, L&L 



THE NEXT CENTURY 
STARTS NOW. 

FOR 100 YEARS WE'VE LISTENED, LEARNED AND IMPROVED 
DRIVING THE STANDARD FROM WITHIN. UNDERSTANDING 

OUR USERS TO PERFECT THEIR EXPERIENCE. 

THE RESULT IS A PRETTY POWERFUL THING. 

SEE FOR YOURSELF AS WE UNVEIL THE NEXT 
GENERATION OF GRAVELY AT GIE+ EXPO. 

VISIT US INSIDE AT BOOTH #7120 OR STEP 
OUTSIDE AND FIND US AT 6160D AND 6262D. G R A V E L Y 



WHAT THEY HEAR 

WHAT WE SAY TO CUSTOMERS 
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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 

Photo Imaging | CAD | Lighting | Estimating | 3D Rendering | TablejXpp.fi 

mailto:sales@prolandscape.com

