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Know your numbers. 
Increase your profitability. 
From anywhere.



Happy Holidays from LMN.
We at LMN would like to take this opportunity to wish you and yours 
a wonderful and prosperous holiday season. Wherever you choose 
to spend time with family and friends, know that your business will 

be in the best possible hands - yours! So take a moment...

We’ve got you covered.

Not a member yet? Start your 30 day free trial today. No credit card required.
Find out more at:

golmn.com/freetrial

"Lawn &. Landscape subscribers use promo code GETMEPROFIT & receive an additional 30 days FREE!

landscape estimating 
& timesheet software
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that was your choice. Until now. Say hello to the
_̂_____________________With best-in-class* torque and horsepower it ’s

ready to take on any terrain. And with the $600/year**you save on fuel, it ’s the 
most fuel-effic ient engine we’ve ever made. Man, it ’s good to be king.

POWER OR FUEL SAVINGS
KOHLER. Engines

KohlerEngines.com/824

Command PRO® EFI 824,

*Class defined as vertical-shaft, commercial 800cc to 875cc gasoline engines. **Compared to a comparable 
KOHLER carbureted engine under comparable loads and duty cycles. Based on 600 hours of annual operation.



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

The most important part of any successful business is 

the equipment it uses to operate. Learn how to build 

a fight-ready fleet that meets all of your winter needs.

E
q u ip m e n t  f a il u r e  c a n  l e a d

to catastrophic results for your bot
tom line. The secret is simple: Be 
prepared by standardizing your fleet.

STRATEGIC PARTNERS. Think of your 
local dealerships as strategic partners 
in the endeavor to acquire equipment. 
Before purchasing ask yourself: Does 
the manufacturer of the equipment I 
am purchasing have replacement parts 
available locally? Do they sell and repair 
these parts locally? Do they have the 
ability to respond to my needs?

The best piece of equipment is only 
the best if you have a local dealer with a 
responsive service department that stocks 
all the parts you'll need. This partner must 
also have flexible hours to assist with 
recovery when unexpected breakdowns 
occur during snow and ice events.

Always do your due diligence in this 
area and nurture these relationships. 
Keeping close ties and current accounts

with your local dealership will ensure a 
quick response when you need it.

BUY OR TO LEASE? Never assume you 
have to own all of your equipment out
right to be successful through the season. 
In fact, I recommend leasing any piece of 
equipment that will be used less than 200 
hours per season. It's been my experi
ence, in considering the cost of leasing 
and the cost of acquisition in an overhead 
recovery model, it's cheaper to lease 
equipment as it keeps your overhead 
recovery rate lower.

When making this decision, it is 
important to consider cash flow and tax 
implications for the year. Leasing allows 
you the option to buy the equipment 
at the end of the lease term. Leasing 
usually has lower monthly payments, 
which will increase cash flow and 
allow for newer equipment still under 
warranty.

Read the full story at bit.ly/winterfleet.

TH E
SOI R E P O R T

very year, Lawn & Landscape releases 
its State of the Industry report, highlight- 

M L J  ing trends and the financial health of the 
industry. This year's report was included in our 
October issue, and featured five stories looking at 
industry data, the industry's steady growth, the 
new overtime rule, hiring challenges and upcoming 
pesticide bans.

Head over to bit.ly/2oi6LLSOI to download a 
copy of the full report.

GIE-EXPO? WE’VE GOT YOU COVERED
O IF YOU MISSED OUR COVERAGE OF THIS YEAR'S

CIE+EXPO in Louisville, Kentucky, don't worry.

Head over to bit.ly/GIEEXPOcover to check out 
all of the educational sessions, new products and important 
information we reported on from the show floor. You can also 
turn to page 54 for some of our coverage.

New this year, we highlighted a few speakers and events 
via video. Wondering what industry trends people saw for 
2016? Curious to hear what the Leadership Award winners 
had to say? Visit bit.ly/L-Lvideos to see the three videos. 
Whether you attended the show, or just want to see what it 
looked like, these videos will give you an inside look. ©
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Optimize Results
Get on the Path...
Use Microbial Technology

Sustainable Science for Increasing Productivity and Efficiency

Increased
• Root Growth and Development

• Nutrient Uptake and Utilization

• Photosynthesis

• Vigor and Uniformity

• Organic Matter Management

Improved
• Soil Structure

• Tolerance to Biotic

and Abiotic Interactions

• Flowering 

. CEC

Contact your Pathway distributor today.855- 356-3743
ììì E. Tever Street, Plant City, FL 335B3

www.PathwayBioLogic.com

http://www.PathwayBioLogic.com


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

In memoriam
You never met Helen Duerr, 

but you’ve held her work 
in your hands. She was 

production director for Lawn &
Landscape and the dozens of other 
titles that GIE Media publishes.

That means she made sure all 
the stories that we wrote and 
designed, and all the ads our sales 
team sold, made it safely down to the print
ing press in Kentucky in the right order, 
and then got mailed out to our thousands 
of subscribers all over the country.

Beyond that, Helen was a great editor. 
Each month, we’d give her a stack of print
outs for her to send to the press, and go 
back to our desks feeling pretty proud of 
ourselves. Then, about five minutes later, 
she would bring down one of those pages 
(usually my column) and point out that 
Ed missed a misspelled word, or I’d written 
something that didn’t make sense.

She was curious about all our markets 
(she did this with the other editors, too) and 
cared enough about each magazine to give 
it one more close read.

Helen had worked for GIE for 28 years, 
and was one of the first people hired into

the company. Since she started 
in 1987, GIE has moved offices, 
embraced digital publishing and 
grown to more than 100 employ
ees. On a masthead that has shifted 
greatly in my decade at this com
pany, Helen was a constant.

Helen died last month. She was 
56. She and her husband, Mick, 

were hit by a car going the wrong way on 
the Pennsylvania Turnpike.

We write a lot about profits and growth 
and ambition and all that. But this month, 
I want to instead recommend that you stop 
for just a minute and tell those who are 
important to you that you care about them.

At the close of the year, we step back 
and think about the past 12 months, and 
about what has changed. We think about 
the happy times, and think also about those 
we’ve lost.

This life can be unfair. It can be short. It 
can be confusing. The good ones seem to be 
taken from us far too soon.

I won’t pretend to say that I understand 
any of it. I don’t have any insight into why 
these things happen. That’s far beyond my 
pay grade. But I know that we’re not here

On a m asth ead  th at h as  

shifted g re a tly  in m y

decade at this company, 
Helen was a constant.

long -  some of us shorter than others. And 
I also know it’s important to spend that time 
helping one another, and letting those who 
are important to us know.

Helen, we’ll miss you. — Chuck Bowen

Helen DUERR
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Now backyards have a powerful new weapon 
in the fight against mosquitoes.
Introducing NuTone® HavenIM The first, and only, low-voltage mosquito repellent 
system. With just the flip of a switch, Haven releases an odorless, invisible vapor 
that repels up to 92.5% of mosquitoes. Each fixture provides 110 square feet 
of protection that lasts all season long.* Finally, backyards have a better way 
to defend themselves. See how to defeat mosquitoes at nutone.com/haven.

N u T o n e*  iN u io n ehaven
Mosquito Repellent System

'90 days at 2.4 hours per day.



For more news, visit www.lawnandlandscape.com

Lawn & Landscape recognized the inductees for their contributions to the industry.

LOUISVILLE, Ky. -  Lawn & Landscape welcomed four industry 
leaders to its 2016 Leadership Awards class.

The Lawn & Landscape Leadership Awards, sponsored exclu
sively by Syngenta, are given annually to business owners, educators 
and others allied to the green industry who have gone above and 
beyond in their dedication to their field.

The awards were presented in late October at the Ice House in 
Louisville, Kentucky.

“This industry and profession would not be successful without 
leaders like those we honored last night,” said Stephanie Schwenke, 
turf market manager at Syngenta.

“They set a great example for the rest of us to continue to strive

for excellence in our work. Syngenta is proud to partner with Lawn 
& Landscape to honor these industry leaders and their impact on 
the lawn and landscape profession.”

This year’s winners are:
• Paul Fields, Lambert’s Landscape
• Zachary Johnson, Colorado State University
• Larry Ryan, Ryan Lawn & Tree
• Larry Wilson, Lawrence Landscape Design
“We are so lucky to share the stories of this year’s Leadership 

Award winners,” said Lawn & Landscape Editor and Associate 
Publisher Chuck Bowen. “They are living examples of what makes 
the landscape industry great.”

ABOVE (from left): Leadership Award winners Larry Wilson, Zachary Johnson, Paul Fields, Stephanie Schwenke, turf market manager at Syngenta, 
Larry Ryan and Chuck Bowen, editor and associate publisher of L&L, pose following the awards ceremony, held in Louisville, Kentucky, in October. PH
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Vehicle inspection, driver training 
and installation ratios
Q: Our admin just asked me 
a question about the daily 
vehicle inspection reports. We 
currently fill out a single form 
for each vehicle for each day 
that it is used. It appears these 
forms are really stacking up. 
How long are we required to 
store these forms? Is there a 
DOT or OSHA requirement?
A: Depending on the size of 
the vehicle (I would assume 
commercial trucks), you may 
need to comply with both fed
eral and/or state department 
of transportation require
ments.

If your firm does not have 
larger commercial trucks, then

you would not need to be 
concerned with the Federal 
Motor Carrier regulations. 
These refer to large trucks like 
over-the-road semis used in 
interstate commerce. I worked 
for a landscape firm many years 
ago that owned three large 
tractor-plus-trailer rigs that 
hauled sod and ornamental 
plants from state to state and 
obviously had to comply with 
interstate regulations from the 
feds. These regulations have be
come more stringent with time 
and inspection reports must be 
filed and maintained for up to 
12 months.

However, if your firm's

\ \ / /  NATIONAL
ASSOCIATION OF 
LANDSCAPE 

✓ ✓ \ \  PROFESSIONALS

commercial vehicles are trucks 
like stake-body or pick-up truck 
types, and your drivers are 
required to fill out daily inspec
tion reports, the consensus 
appears to be to maintain the 
reports for six months. The 
final say would obviously come 
from your state DOT, so you 
may want to forward an online 
question on record mainte
nance to their website.

Sam Steel

NALP Safety Advisor

Q: Would you be able to 
help me find any available 
information on driver 
training and driver safety?
I am working on revamping 
our driver training to make 
it more systematized and 
thorough with specific 
requirements that each new 
driver must complete before 
being authorized to drive a 
company vehicle (e.g. drug 
test and DOT card, drive with 
a supervisor on the road 
for a total of 24 hours, back 
the truck and trailer into a 
parking spot, complete a 
circle check, etc.) A guideline 
would be helpful.



SMELL THE 
SEEDS OF 
SUCCESS
S ta rt stro n g  w ith  perfect 
seed-growing conditions
fro m  L e b a n o n T u rf

Healthy tu rf starts at the seed. So why 
not give it a head start w ith high-quality 
PennMulch seed accelerator? Featuring 
Moisture Cell Technology, it reduces weed 
breakthrough, eliminates dry spots and 
improves root development, creating the 
ideal environment to grow healthy grass.

For more news, visit wwwiawnandiaodscape.com

A: One option for you and the 
firm would be to check with the 
National Safety Council on their 
defensive driving programs.

There are various programs 
customized to the type of vehicle 
fleet your business utilizes.

The National Safety Council's 
website (bit.ly/defensedrive) 
should have a complete descrip
tion of the various programs and 
a listing of available trainers in 
your region.

Your approach with ride time 
of 24 hours minimum with a 
supervisor is a very good idea 
as long as the supervisor is well 
trained, perhaps the driver train
ing supervisors could be enrolled 
in a formal driver training pro
gram and then provide the ride 
time supervision of new drivers 
for the firm.

Some regions are high- 
traffic areas and vehicle fleets 
use interstates and a multitude 
of congested highways to reach 
jobsites. Please keep in mind 
that your drivers (and crew 
members) may be parking along 
roadways where they need to be 
visible to passing vehicles. Under 
these conditions, I would sug
gest training on safety vests and 
traffic cones to clearly mark and 
identify the work areas where 
your employees are present. 
OSHA has recommendations on 
their website about this topic.

And if your firm performs 
snow removal during the winter 
months, you should consider 
specialized training for your 
plow, sanding and salting 
vehicles.

Sam Steel

NALP Safety Advisor

Q: Where can I find industry 
installation ratios? I am looking 
for ratios for how long it would 
take to install a tree of certain 
dimension.
A: Production numbers are 
very important to track. I 
recommend tracking all jobs 
with actual hours vs. budgeted 
hours. Then after each job, de
termine if your hours were on 
target or not and why. Was it 
bid too low? Did you run into 
rock underground? There are 
so many variables that change 
from job to job. You will then 
want to get an average of the 
actuals for each task for future 
bidding.

The Illinois Landscape 
Contractors Association used to 
offer a book full of installation 
cost studies with production 
numbers. Also, look into Frank 
Ross’s book, “Pricing for the 
Green Industry.” This will help 
you make sure you know your 
cost of doing business and what 
to charge and why. The book is 
available on the NALP website.

It isn’t always easy to find 
industry data, so tracking your 
own is a good start. You can also 
ask other companies that you 
network with, peer groups or 
other places.

Adam Linnemann, Unnemann Lawn 

Care & Landscaping, NALP Trailblazer

A S K  THE EXPERTS is brought to 

you in partnership with NALP, the 

National Association of Landscape 

Professionals. Questions are fielded 

through NALP's Trailblazers, the 

industry's leading company mentor

ing program. For more questions visit 

Landscapeprofessionals.org.

Have a question for Ask the Experts? Send it to llexperts@gie.net

mailto:llexperts@gie.net


on the MESA side of the fence.
sn it comes to fertilizer, choose M

MESA is a unique nitrogen source that combines quick release 
with slow release in a single particle. It works! And it lasts! MESA 
provides consistent dark green color without surge growth. So 
shoot for the greener side of the fence and ask your distributor for 
fertilizer containing MESA...your customers will thank you for it. LebanonTurf

Learn more at LebanonTurf.com
Best of Al I Worlds™

www.LebanonTurf.com 1 -800-233-0628
Patented Controlled Release Nitrogen

http://www.LebanonTurf.com


For more news, visit www.lawnandlandscape.com

BRIGHTVIEW NAMES NEW PRESIDENT AND CEO
PLYMOUTH MEETING, Pa. -
BrightView Landscapes named 
Andrew Masterman president 
and CEO of the company.

Masterman, who w ill also 
join the company’s board of 
directors, succeeds Pat Velasco,, 
who served as interim CEO 
since July when Andrew Kerin 
resigned. Velasco will remain on 
BrightView’s board of directors.

“On behalf of the board, we 
are pleased to welcome An
drew to the team,” said Paul E.

Raether, chairman 
of the board of di
rectors. “He has a 
proven track record 
of delivering strong 
operational results 
and we feel strongly 
that he will continue 
that record of leader
ship at BrightView.”

Masterman said, “I am thrilled 
to join the team at BrightView. 
This is a tremendous opportu
nity to work with a passionate

and talented team 
to grow the premier 
commercial land
scaping company 
by continuing to 
deliver best-in-class 
landscape services 
across the nation to 
our valued clients.” 

M aste rm an  is 
joining BrightView after serv
ing as executive vice president at 
Precision Castparts, a Berkshire 
Hathaway company that spe-

cializes in manufacturing struc
tural investment castings, forged 
components and airfoil castings 
for aircraft engines and indus
trial gas turbines. At Precision 
Castparts, Masterman served as 
president of the Wyman Gordon 
and Structural Casting segments, 
two segments within the Invest
ment Cast Products and Forged 
Products segments.

Masterman will be working 
out of BrightView’s Plymouth 
Meeting location.

Outdoor Insect Control
v'-your cu sto m er’s m osquitos!

Sell and service our 
innovative misting systems 
that effectively control 
mosquitos and other 
annoying flying insects.

MistRway
L - —  - systems,____

k g r e a t

MARGWS a kkurrihg
R E I /EHUB

1 866 485 7255
WWW.MI5TAWRY.COM/GOODBIZ

http://www.lawnandlandscape.com
http://WWW.MI5TAWRY.COM/GOODBIZ


Honda
Engine,
your customers see this:

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.

e p s

Learn more at 
engines.honda.com

E N G I N E S

B u ilt lik e  no other.

For optimum performance and safety, please read the owner’s manual before operating your Honda Power Equipment. ©2016 American Honda Motor Co., Inc.
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SNOWCARE FOR TROOPS CELEDRATES SEVENTH YEAR
CLEVELAND -  For families of deployed 
military personnel and post-9/11 veterans 
with a service-connected disability, clearing 
driveways and sidewalks of snow and ice can 
be a real challenge.

To overcome that challenge, Project 
EverGreen, in partnership w ith BOSS 
Snowplow, established the SnowCare for 
Troops initiative in 2010 to provide com
plimentary snow and ice removal services 
to these deserving individuals who are our 
nation’s heroes.

From Nov. 13 to 20, Project EverGreen 
recognized National SnowCare for Troops 
Awareness Week to raise the profile of the 
program and spotlight the efforts of the 
initiative’s volunteers, military families and 
the wounded and disabled veterans it serves.

Now in its seventh year, SnowCare for 
Troops has seen more than 3,000 military 
families and 1,300 snow removal contractor 
volunteers across the country registered to 
either receive or provide services.

“SnowCare for Troops provides military 
families with peace of mind and lifts a 
significant burden from their plate,” said 
Cindy Code, executive director of Project 
EverGreen.

“W e’re very grateful for the commit
ment of our dedicated volunteers and the 
continued support from BOSS Snowplow. 
The leadership they have demonstrated in 
support of military families goes above and 
beyond the call of duty.”

More volunteers are always needed for 
SnowCare for Troops.

In particular, Fort Drum, New York, and 
Groton, Connecticut, are two high-demand 
service areas.

Snow removal contractors, able-bodied 
veterans or anyone with a shovel are encour
aged to volunteer.

Visit ProjectEverGreen.org for more infor
mation on how to volunteer or sign up for 
Project EverGreen’s SnowCare for Troops.

Engineered smarter 
so you look better.

Why choose Kichler 
Integrated LED?
All-weather performance 
Integrated solid-state drivers are 
fully potted and sealed to resist 
moisture
Superior results
Will not diminish lumen output or
truncate beam spread like drop-in
fixtures
Easy design & installation 
9 to 15 volt operating range nearly 
eliminates voltage drop and delivers 
full stated lumen output even over

■ 1  '

!  long wire runs

~  I2»  i f
*  C  year8 LIM ITED 

|  W ARRANTY

On the light engine and electrical components. 
Warranty subject to change without notice.
Visit www.kichler.com for full warranty and limitations.

View our full line of integrated products at 
kichler.com/landscape K I C H L E R

http://www.lawnandiandscape.com
http://www.kichler.com


SITEONE ACQUIRES KANSAS CITY NURSERY BUSINESS
ROSWELL, Ga. -  SiteOne Landscape Supply 
has announced the acquisition of the distribu
tion business of Loma Vista Nursery.

Loma Vista has two distribution loca
tions in the Kansas City area and distributes 
nursery and hardscape products to landscape 
professionals.

The acquisition provides SiteOne with its 
first nursery locations in the area.

“Loma Vista is a strong leader in the mar
ket and their nursery and hardscape business 
is a perfect complement to our existing busi
ness in agronomics, irrigation and outdoor 
lighting,” said Doug Black, CEO of SiteOne 
Landscape Supply.

“Joining forces with the Loma Vista team 
allows us to continue to expand our reach in 
the Kansas City area to better serve our cus
tomers with a full suite of product offerings.”

LANDOPT APPOINTS 
NEW PRESIDENT
P I T T SB URGH -
LandOpt has ap
pointed Don Evans 
as its new president.

Evans holds a 
bachelor's degree 
in international af- 
fairs/economics from 
George Washington Don EVANS
University and a Ju
ris Doctorate from the University of Virginia.

While he began his business life as a corpo
rate lawyer, Evans has spent most his career in 
customer-facing and solutions-focused roles.

According to a press release, Evans “looks 
forward to learning more about the chal
lenges of landscape contracting and finding 
pragmatic and effective solutions to serve each 
member of the LandOpt network.”

GREGSON-CLARK Spraying Equipment
A Division of Rhett M. Clark, Inc.

V-SERIES SKID SPRAYERS
50 I 100 I 150 I 200 I 300

(For lawns, trees... and your business)

i* Balanced space-saving 
designs

r Expandable with modular 
add-on tanks

p Many options and 
accessories available

800-706-9530
sales@gregsonclark.com | gregsonclark.com

mailto:sales@gregsonclark.com
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L&L ANNOUNCES WINNERS OF THE 2017 TURNAROUND TOUR
CLEVELAND -  Lawn & Land
scape magazine and the Harvest 
Group have chosen three win
ners of the inaugural Turn
around Tour.

“Bill and I have been coach
ing landscape business owners 
for 15 years and we can’t wait 
to get started helping these 
three companies,” said Head 
Harvester Ed Laflamme. “These 
folks are talented and driven 
and ambitious. We just need to 
help them focus and make some

k fr  lamiMcape T\|
TURNAROUND T#i  TOUR «il. 2017 .Ir 

w

adjustments, and they’ll be able 
to really harvest their potential.” 

A panel of experts sorted 
through nearly 50 applications 
and conducted several rounds

of interviews to choose the three 
winners of the program.

“We’ll work closely with all 
three companies throughout 
the year, touring their facilities, 
regular phone calls and help 
them develop what we call a 
Playbook,” says Head Harvester 
Bill Arman. “At the end of the 
next 12 months, if they follow 
our advice, they’ll see healthy 
growth and a true change in their 
operations.”

The winners are:

• Jeremy and Heather Dirk- 
sen of Freedom Lawn & 
Landscapes in Piedmont, 
Oklahoma

• William Gruccio, Michael 
D’Orazio and Jordan Gart
ner of Vineland Landscap
ing in Vineland, New Jersey

• Ira and Deborah Wade, of 
W ade’s Lawn Service in 
Goodlettsville, Tennessee

The three winning compa
nies will receive a year’s worth 
of consulting, including onsite

PROTECT YOUR ENGINE WITH 
GENUINE KUBOTA OIL AND FILTERS

KubotaEngine.com /GenumeParts

IF YOU RUN EQUIPMENT,
YOU PROBABLY RUN KUBOTA

Chances are good tha t your equipm ent is powered by Kubota  
If so, only one brand of oil and filte rs is designed to  unlock its 
fu ll potentia l: Genuine Kubota Oil and Filters. K u b o t a

KUBOTA ENGINE AMERICA

http://www.iawnandIaridsGape.com


YOU COULD LOSE HALFYOUR CUSTOMERS TO DANDELIONS.
Up to 50 percent* of customers who call to complain about dandelions cancel their 
service. Protect their lawns, and your business, with Defendor® specialty herbicide. It works 
when nothing else does. Apply Defendor in early spring or late fall to stop dandelions, clover 
and other broadleaf weeds before they cost you a client. That way, the next time your phone 
rings, you’ll be saying hello to more business. Learn more at www.FewerCallbacks.com.

Defendor*

SPECIALTY HERBICIDE

Dow AgroSciences

Mefferson Davis, 2012
®Trademark of The Dow Chemical Company (“Dow”) or an affiliated company of Dow 

State restrictions on the sale and use of Defendor apply. Consult the label before 
purchase or use for full details. Always read and follow label directions. 

Solutions for the Growing World ©2015 Dow AgroSciences LLC T38 - 900-003  (10/ 15) BR DATOTURF5061

http://www.FewerCallbacks.com


All-weather
performance

Superior results

Easy design & 
installation

YEAR
LIMITED

WARRANTY
On the light engine and electrical 

components. Warranty subject to change 
without notice. Visit www.kichler.com for 

full warranty and limitations.

View our full line of 
integrated products at 

k ic h le r.co m /la n d sca p e

Why choose 
Kichler 

Integrated 
LED?

For more news, visit www.lawnandlandscape.com

visits, phone calls and a customized plan for 
operations, growth and profitability from the 
Harvest Group, a $25,000 value. The entire 
process will be chronicled by Lawn & Land
scape starting with the February 2017 issue.

The Harvest Group also decided to give 
everyone who entered three months of free 
access to their Harvest Academy program.

“We had a tremendous response to our

inaugural Turnaround Tour program. Nearly 
50 companies from across the country ap
plied, and all of them had a great story. It 
was difficult to choose just three,” says Chuck 
Bowen, editor and associate publisher of Lawn 
& Landscape. “But I can’t wait to share their 
stories and how they work to overcome the 
challenges they’re facing. It will really help a 
lot of our readers.”

HEATING UP FOR 2017
There were a few engine-related news items at the GIE+EXPO 
in late October. For more news from the industry's largest 
trade show, turn to page 54.

Briggs & Stratton ------------------------
After four years of development, Briggs & 
Stratton is releasing a new oil system that 
reduces downtime and maintenance costs. 
Initially, the new technology will be available 
on Ferris mowers.

The oil tank is further from the engine 
to keep it cooler and it’s larger at a 6-quart 
capacity. “So you’ve got more oil doing less 
work,” said Jim Cross, commercial marketing 
manager.

The system keeps oil 6 to 18 degrees cooler 
than traditional systems, which reduces ther
mal breakdown. It features a dry sump en
gine, meaning the oil isn’t maintained in the 
cylinder, but instead in a separate reservoir. 
So, 1 quart of oil remains in the engine with 
5 in the reservoir rather than the typical 2 or 
2.5 quarts in the engine. This increases the life 
of the oil, said Ben Miller, product manager.

The cap and the dipstick are located at the 
top of the system, making them easily acces
sible for faster oil changes. There are three 
configurations in two engines: the Vanguard 
Big Block and the Vanguard 810 EFI.

“We wanted to extend oil change intervals 
from 100 to 500 hours. Why 500 hours? 
That’s a typical cutting season,” Cross said.

Cross said that means a 60 percent net cost 
savings, not including the money owners will 
save with less downtime and more time for 
mowers to be at work.

The tool-less oil change design means oil 
can be drained in less than five minutes.

Kawasaki
Kawasaki’s new 29.5-horsepower FX850V- 
EFI engine is the latest member of its engines 
division, using the most technologically ad
vanced EFI system ever built by the company. 
It incorporates a fully integrated electronic 
governor (e-Gov) and an advanced ECU that 
instantly matches power to cutting load and 
ground speed.

http://www.kichler.com
http://www.lawnandlandscape.com


Developed specifically with the commercial 
market in mind, the Kawasaki EFI system is 
available on select models of FX Series and 
FS Series engines, with plans to incorporate it 
in additional models. The FX850V-EFI joins 
two other units that currently employ the EFI 
system: FX730V-EFI, and FS730V-EFI.

Flelping to avoid typical hillside mowing 
slowdowns, the load-matching e-Gov system 
keeps drive wheels and cutting blades working 
at peak productivity.

The EFI is matched by a PC or tablet plug
in diagnostic system for troubleshooting and 
service, and helps minimize downtime. The EFI 
engines feature SAE Certified Critical Power, 
ensuring that engines deliver a minimum of 
98 percent of rated horsepower for the needed 
productivity commercial users can count on.

Tillotson
Tillotson, a carburetor manufacturer, intro
duced its first lawn mower engines: the Dia
mond Standard Vertical engines. The engines 
are powered by the Tillotson TCT fuel system, 
which can reduce emissions by up to 40 percent.

“The Tillotson name and reputation has been 
a powerhouse in the lawn and garden industry 
for more than 100 years. Now we’ve taken all 
of our engineering expertise and a century of 
industry knowledge to create one of the most 
powerful lawn mower engines in this space,” 
said Tillotson President Charles Demirjian. 
“Our design provides more power and torque 
along with greater stability and lower emissions.

Tillotson is introducing three engine sizes to 
the U.S. market: l40cc, 173cc and 196cc. All 
of the engines feature Tillotson’s new TCT fuel 
system technology, that is designed to provide 
more power and more torque under heavy loads.

Preserve natural 
water drainage 

through a classic 
segmental permeable 
clay pavement system

earth friendly...naturally green

americaspremierpaver.com
800.334.8689

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

EQUIPMENT COMPANY
HWY. 16 WEST 
BLUE EARTH, MN 56013 
5 0 7 . 5 2 6 . 3 2 4 7  
WWW.TAFC0 EQUIP.COM
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VERIZON COMPLETES ACQUISITION OF FLEETMATICS
“ We are very excited to join Verizon.

Together, we’ ll accelerate global market 
leadership, and empower more business with 
mobile workforces to find new ways to grow, 
get more done and delight their customers.”

Jim Travers, Fleetmatics CEO

NEW YORK -  Verizon Com
munications completed its $2.4 
billion acquisition of Fleetmatics 
Group PLC for $60.00 per share 
in cash.

As a result, Fleetmatics shares 
will no longer be traded on the 
New York Stock Exchange.

As a Verizon company, Fleet
matics, headquartered in Dub
lin, Ireland, with North Ameri
can headquarters in Waltham, 
Massachusetts, is now part of 
the Verizon Telematics business.

Fleetmatics brings to Verizon 
more than 42,000 customers, 
approximately 826,000 sub-

scribers, a broad portfolio of 
industry products, and a team 
of 1,200 employees that serve

businesses that deploy mobile 
workforces.

The transaction was first an
nounced on August 1.

“We are very excited to join 
Verizon,” said Jim Travers, Fleet
matics CEO and chairman of the 
board.

“Together, we’ll accelerate 
global market leadership, and 
empower more businesses with 
mobile workforces to find new 
ways to grow, get more done, and 
delight their customers.” l&l

Flexible. Powerful. 
Profitable.

Software that's flexible enough to design 
on any platform, powerful enough for any 
job, and created so that your profits are as 

beautiful as your proposals.

T h is is PRO Landscape.

prolandscape.com | 800-231-8574 
sales@prolandscape.com

PRO Lan d scap e

One Spray Lasts All Winter

DeerProRepellent.com

“We have been in  business since 1921 and this is the 
most effective and easy to use repellent in that entire 
time. We had almost NO DAMAGE especially in some 
heavily browsed areas. ” Palazzi Landscape Gardening

Newfoundland, PA

877.486.3337 TOLL FREE

Call today to learn how DeerPro 
can help your customers and 
your business, or visit:

D e e r P r o
PROFESSIONAL DEER REPELLENT

http://www.lawnandlandscape.com
mailto:sales@prolandscape.com


We’re confident in our comfort because we control our own climate. 
With powerful engines and temperature-controlled cabs, 

we let nothing stop us from getting the job done.
Our crews clear the way with quality that never fails, 

with equipment that fears no forecast 
and with features designed to perform.

We are covered, because Mother Nature demands It.

kubota.com
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THE BUSINESS OF DECISION MAKING
O

N ANY GIVEN DAY, w ere all 

faced with a slew of decisions 

to make. Some of them are 

relatively easy, like choos

ing where we're going to order 

lunch from. Others are much more 

difficult, their consequences much 

more serious for our businesses. 

These are the ones that can make or 

break us. This month I want to share 

with you the wisdom two of my 

mentors have shared with me about 

decision-making.

Clay Mathile took the lams pet 

food company from $500,000 a 

year in sales to $1 billion before sell

ing it to Procter & Gamble for $2.3 

billion in 1999. Today Clay is chair of 

Aileron, a non-profit organization he 

founded to help small business own

ers succeed. Painted on the walls of 

Aileron, you'll find Clay's philosophy 

for decision-making summed up in 

this quote: "Never make a decision 

before you have to." For Clay, it's 

practically a mantra.

What does it mean? It means

ONLINE: You can now view 

Marty's video series "60 

Seconds for Success," where Marty 

will give you quick 

tips on how to 
better run your 

business. Download the Layar app, 

then use your mobile device to 

scan this page. The video will then 

play on your mobile device. This 

month, Marty show you how his 

company stays organized.

never rush into a significant decision. 

Plan. Weigh all your options. Leave 

time and room for changing your

mind while you still can. With more 

time and more room come more 

information, better information, 

better data. Let's take the purchasing 

of equipment. Deciding what to buy 

and when is crucial -  and costly -  

for a landscaping business.

Now the smart landscaping com

pany assesses its needs and has a 

plan in place for what it will purchase 

in the year ahead and when. That 

way when the U.S. government 

suddenly announces in the last 
week of December that it will allow 

small businesses to take the Section 

179 tax deduction, you're not left 

to make split-second decisions like 

many were last year. Some compa

nies I know had no real plan in place, 

or ignored the one they did have, 

and rushed out to buy big-ticket 

items they didn't need.

At Grunder Landscaping Co., 

we had no plan to purchase any 
more equipment in 2015. When 

the announcement was made in 

December, we took another look at

our plan and decided to stick with 

it. That was the right decision for 

us, right when we needed to make 

it, and today I'm not the indebted 

owner of a $100,000 piece of equip

ment I don't need.

Another great piece of advice 

on the business of decision-making 

comes from Nido Quebein, an 

accomplished entrepreneur and 

president of High Point University in 

North Carolina where he oversees 

some 300 faculty members and 

4,500 students. Nido says every sig

nificant decision has three outcome 

scenarios: the best case, the worst 

case and the most likely to happen.

Spend the least time thinking 

about the best case. W hy? Because 

we can pretty much all handle 

the best outcome, right? If I buy a 

$100,000 piece of equipment and it 

doubles my profits, I can handle that. 

It's also very unlikely to happen.

Instead, I spend my time carefully 

considering the worst-case and 

most-likely-to-happen scenarios. The 

worst case can very well put you 

right out of business. The Wall Street 

Journal is filled every day with com

panies closing or struggling mightily 

to stay afloat after a bad decision.

Don't let this be you. Before you 

make a major decision, consider 

the worst that could happen. Weigh 

the potential risks against the 

potential benefits; which way do the 

scales tip? Consider the most likely 

outcome and see if you come out 

ahead. Think about the opportunity 

costs. What might you be losing out 

on? Scenario-planning like this has 

helped me over and over again to 

minimize risk and limit my financial 

exposure, and it can do the same 

for you.

So, the next time you're faced 

with a big decision to make, remem

ber Clay's and Nido's advice, l&l O
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CRAPE MYRTLES

burst into b lo o m  fro m

s u m m e r th ro u g h  fall in 

an aston ish ing  a r ra y  of 

show y f low ers  and 

v ib ra n t foliage.

PLANT SOME

Plum  M agic: H eavy bloom er
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CRAPE MYRTLES THAT MAGICALLY 
DELIVER WHAT CO N SU M ERS W ANT

D ISEASE  RES ISTANC E  Excellent resistance to Cercospora 
leaf spot and powdery mildew.
C O M P A C T  FORM  Most are intermediate height with bushy 
growth habit.
S H O W Y  LEAVES Dark-leaf varieties hold their color all season.

F I R S T

E D I T I O N S
S E L E C T E D  F O R  S U C C E S S New foliage on green-leaf forms emerges reddish or plum-purple.
w w w . f i r s te d i t io n s p la n ts . c o m R E B LO O M IN G ! Will flower again when first flower flush is 

deadheaded.

http://www.firsteditionsplants.com


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

N THE LAST ISSUE, I discussed 

the D A D . (delegate and disap

pear) principle and the first three 

of five levels that a green indus

try entrepreneur passes through on 

the way to achieving $5 million in 

annual revenue. Now, I'll explain the 

fourth and fifth levels.

HOW IT WORKS. A client doing 

$2.5 to $3 million a year had trouble 

growing his company beyond that 

level. Part of his problem was intel

lectual. He didn't understand the 

systems and the team members that 

needed to be in place to propel him 

and his company to the next level. 

However, some of his challenge was 

his corporate DNA, so to speak.

My client was similar to someone 

like Babe Ruth who was a great

baseball player but could never 

evolve into being a great manager. 

The combination of all that he was 

(his corporate DNA) lacked some

thing that would not allow him to 

reach the next level in his career.

Figuring out the right intellectual 

combination is the easy part. It's 

changing one's corporate DNA that 

presents the biggest challenge. For

tunately, changing one's corporate 

DNA is not impossible.

THE FOURTH LEVEL. For an

entrepreneur to get from the third 

to the fourth level (approximately 

$i to $3.5 million) you need strong 

divisional managers. You also need 

financials broken down to the 

division level for direct costs (ma

terials, field labor, labor burden,

equipment, rental equipment and 

subcontractor costs). This provides 

the division manager and the CEO 

with a report card for that division. 

It's at the fourth level that you 

might hire a general manager and/ 

or an operations manager.

THE FIFTH LEVEL. To reach the fifth 

level ($3.5 to $5 million-plus), an 

entrepreneur needs to make a very 

important hire: the controller. You 

could also call this position that of a 

chief financial officer or a comptrol

ler. This person is much more than 

just an accountant or a bookkeeper.

Often this person is a certified 

public accountant, and has to be 

very organized, excellent with 

numbers and able to manage the 

accounting system and a staff.

This position quite often oversees 

all of the information technology 

and human resource functions of the 

company. It's very important that 

this person not be a static thinker.

Static thinkers tend to put the 

business, its people and its functions 

into a straightjacket of sorts. Because 

they cannot adapt and keep up with

the fluid demands of the enterprise, 

they often compensate by placing 

unrealistic demands upon others.

In addition, the person holding 

this position should be able to mas

ter the company's accounting sys

tem to provide the data and reports 

needed by the division managers. 

These reports should be produced 

on a timely and accurate basis.

CONCLUSION. In order for an entre

preneur to build his or her company 

beyond the $i-million mark, he or 

she needs to transition from being 

very hands-on to building a team of 

high-performance division managers 

who handle all of the details.

However, the entrepreneur needs 

to ensure that these division manag

ers have the right scoreboards 

(report cards) that provide accurate 

and timely performance information.

This is where my client men

tioned earlier went wrong. He had 

weak division managers and an 

information system that did not 

provide timely accurate feedback.

Finally, in regards to the direct 

operational needs of the company is 

the need to hire a controller. The pri

mary responsibility of the person fill

ing this position is to provide timely, 

accurate feedback (scoreboards and 

report cards) to division managers 

and owners.

They need to be able to slice and 

dice all of the data (in other words; 

bend, spindle and mutilate the 

bureaucracy) in the company and 

condense it into meaningful reports 

for everyone.

Peter Drucker frames it best, I 

think, in his timeless best seller, "The 

Effective Executive." The purpose of 

managers is to ensure that things get 

done right. The purpose of leaders 

is to ensure that the right things get 

done. It's all about perspective, l&l ©
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BY JUAN  TORRES
■ r a g f  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.

I
N ANY INDUSTRY, the potential 

for upward mobility keeps us 

driven and enthusiastic about 

performing our tasks to our best 

abilities. We are more willing to put 

in extra effort if we feel appreciated 

and respected. This is a mutual 

feeling across society, regardless of 

race, ethnicity, religion, creed, etc.

In an industry such as ours, where 

there is a vast Hispanic workforce, 

there tend to exist strong cultural 

and linguistic barriers that can keep 

us from being able to offer some of 

our best talent opportunities to climb 

the ladder. By fostering relationships 

with site workers that encourage 

a productive and positive work 
environment, we can help our busi

nesses build a strong core team that 

consistently delivers quality results.

In many cases, a Spanish-speak

ing workforce creates demand for 

Spanish-speaking supervisors who 

can better communicate, train and 

retain those laborers with the same 

cultural and linguistic background, 

increasing profitability and decreas

ing turnover.

In order for Hispanic talent to take 

on higher roles and added respon

sibilities, they need the right tools 

and resources to learn new skills and 

prepare for their next big step.

DEVELOPING YOUR 
LATINO LEADERSHIP

JOIN ASSOCIATIONS. Hispanic 

laborers are willing and looking 

to learn but may not know where 

to begin. Associations such as the 

National Hispanic Landscape Alliance 

focus on educating Hispanic Ameri

cans in the industry and growing 

leadership. They often provide ma

terials in Spanish for members and 

offer networking opportunities with 

other more experienced members 

who can share tips for betterment, 

set an example and prove that 

growth is attainable.

TRAINING PROGRAMS. There 

are great training programs and 

workshops available, even some 

specifically tailored to capacitating 

the Hispanic workforce. Train the 

Trainer is an example of a program 

that focuses on the development of 

the Latino workforce, led by Ellen 

Ely who is a nationally recognized 

leader in this space. Another useful 

resource is 7 of 7 Best Business and 
Life Strategies, a guiding hand on 

the processes for managing a suc

cessful business.

MENTORSHIP. Bring in other suc

cessful Latino leaders and owners. 
Along your own path, having men

tors served as an inspiration. Listen

ing to successful individuals share 

personal trajectories and develop

ment processes is encouraging.

LANGUAGE COURSES. Offering staff 

the opportunity and an incentive 

to learn English more proficiently 

allows them to more effectively 
communicate with other supervi

sors, administration and clients. Lo-

cal colleges offer Spanish-language 

courses for non-English speakers. 

High schools also offer English as a 

Second Language courses for adults, 

many free of charge. You can also 

provide resources in house.

LICENSING EXAMINATIONS.

Encourage your laborers to become 

certified in specific skills. Sometimes 

what prevents Spanish-speaking 

laborers from becoming certified 

is the linguistic barrier itself and a 

lack of understanding of the test

taking process. In some states, local 

organizations and universities have 

partnered to create Spanish prep 

courses for certification exams.

ATTEND CONFERENCES. There are 

a great deal of Latino conferences 

throughout the country that are 

highly recommended.

• Association of Latino Profes

sionals for America offers 400 

combined events a year focusing 

on future Latino leaders.

• Associations such as the National 

Association of Landscape Profes

sionals offer great industry 

resources and value.

• United Way's Latino Leadership 

program provides Latinos the 

opportunity to enhance their 

professional and personal skills as 

business and community leaders.

ON A FINAL NOTE. The most im

portant thing to consider is to offer 

yourselves as resources. As some

one with experience and stature, 

make sure that you are personable 

and make yourself relatable to your 

workforce. Maintain a welcoming 

atmosphere and consider your 

colleagues and staff a family. Make 

your business a place where your 

employees look forward to being 

and feel appreciated, l&l ©
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I drive a pickup to work, 
not a hybrid.

I do love trees. I'm just not a 
hugger. Don't get me wrong, I 
care about the environment.
I mean, how couldn't I? I'm the 
one responsib le for keeping 
every one of my customers' 
properties looking spectacular, 
day in and day out. Then 
again, I care about a lot of things.
Number one on my hot list these 
days is how I'm going to remain profitable in the face of rising fuel costs. 
So when my Grasshopper dealer told me about how their fuel-injected 
diesel engines could save me literally tons of fuel AND put dramatically 
fewer emissions into the air we breathe, I was all ears. After a test ride, 
a night's sleep and kicking it around with my operators, I decided to give 
it a shot. And after a summer of flawless cuts with minimal downtime, 
and thousands of dollars of fuel savings, I became a true believer.

Model 725DT MaxTorque™ Diesel FrontMount™

Read one military hero's story at For more information, call 620-345-8621
grasshopperm ov/er.com /w arrior or visit grasshoppermower.com f j  *



Fleet Intelligence
For Your Landscape Business

VEHICLE & ASSET TRACKING SOLUTIONS

m
I N G H  T

Call today to find out what makes from every
other GPS tracking company. V isit our website to read how other 
landscape businesses benefit from using GPS Insight.

877-477-2690 GPSINSIGHT.COM

GPS Insight works with landscape businesses that have fleets of vehicles and 
other mobile assets to solve your unique business challenges through increased 
revenue, reduced costs, and reduced risk.



C ompany P rofile

Partners Paul 
Fraynd, left, and 
Hugh Morten merged 
companies in 2012 to 
become Sun Valley 
Landscaping.

Sun Valley Landscaping focuses on design/build, but the company has its roots in a stone yard

By Katie Tuttle

..........1 LL HARDSCAPE COMPANIES START SOMEWHERE,

A and for Sun Valley Landscaping, it was a stone yard.
Hugh Morten and his late partner, Don Schrack, met 

wmBBBBBmmM in 1994 when Morten went to an empty lot to dump grass 
clippings and found Schrack sitting in a construction trailer with 50 pine 
tree seedlings and 20 perennials in pots, ready to sell.
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Sun Valley's average job 
iS $8,000 tO $10,000, 
but the company doesn't 
have a minimum.
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Company P rofile

“Hugh asked Don what he was 
doing and Don said, T m  not re
ally sure yet,’” says Paul Fraynd, 
C EO  and partner o f the com
pany. When a job o f Morten’s 
didn’t work out 10 months later, 
he went back to the trailer, found 
Schrack, and the two got together 
to sell natural stone to landscape 
suppliers on the same lot where 
they met.

Eventually, the operation grew 
to include two installation crews 
and in 2012, Fraynd’s mainte
nance company merged with 
Morten’s to become Sun Valley.

The reason for the merger 
was a shared passion for the in
dustry. Fraynd and Morten had 
known each other for 10 years 
before combining companies. 
Sun Valley was a supplier o f 
Fraynd’s company, and Fraynd 
remembers his first trip to the 
supply yard vividly. “I was young 
and didn’t know much,” he says.

He stopped in to buy soil and 
Morten came out to ask what 
he was working on. “We started 
to talk and, next thing I knew, 
Hugh spent 20 minutes with 
me, teaching me how to esti
mate jobs, how to do the work 
properly and how to manage 
my newfound employees. He 
was a great mentor and spent so 
much time to teach me how to 
do things right.”

The two stayed close, with 
Morten acting as a snow sub
contractor for Fraynd’s accounts.

“He was my best contractor. 
He had my trust and always 
did what he said he would do,” 
Fraynd says. “When Hugh asked 
me if I would consider joining 
forces a few years later, I knew 
it would be a great partnership.

“We had some big goals about 
creating a very unique company

that people could thrive in as far 
as our employees go, but it could 
be considered something special 
in Omaha,” Fraynd says. “The 
nice thing is it worked. We’ve 
doubled in size and now we’re 
like a full-service company.”

BUMPY ROAD. Unfortunately, 
the merger didn’t go as smoothly 
as they thought it would. “We 
didn’t know where the guys were 
going to park. They all had differ
ent T-shirts,” Fraynd says. “We 
were two different companies 
that shared one roof, so we had 
to rebrand it to something that 
was new.”

To do this, the entire company 
sat down and finished the state
ment “In 12 years, this is what 
the com pany’s going to look 
like . . . ” They wrote a magazine 
article from the future, describ
ing the company and filling in 
that blank.

The article, along with funny 
team photos and other memo
rabilia from that year, were put 
in a time capsule that the team 
buried in the employee garden. 
Fraynd describes it as a bonding 
experience for the group. The 
plan is to dig up the capsule in 
2024 and hope that the magazine 
article is relevant to how much 
the company has grown.

“Now it’s kind of like a battle 
cry,” he says. “It’s this shared goal 
that we all work after, so we refer 
to it often.”

BABY STEPS. In an attempt to 
prevent being overenthusiastic 
and falling short, smaller goals 
are set each year with the eventual 
goal being the end result.

“One of our big strengths is 
we dream big, but we also have 
a good strategic process,” Fraynd 
says. “Every year is different 
because you make strides each

year. We’ve made it a process of 
continual improvement.”

He says this plan is important 
because it’s easy to feel like you’re 
not going anywhere, but if you 
sit back and look at where you 
were a year ago, you’re able to 
recognize the steps you’ve taken.

“I think a lot o f that comes 
from this big far-off dream,” he 
says. “It’s one thing to have an
nual goals, but it’s nice to have 
somewhere you want to go in 10 
years that seems almost impos
sible, but it keeps motivating you 
every day.”

BUILDING FRESH. Prior to that day 
in 1995 when he approached 
Schrack, Morten had been work
ing for a large local competitor. 
He was a landscape architect 
fresh out o f college and after a 
year, he decided the company 
wasn’t for him. He wanted to be 
in charge of his own company.
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Seventeen years later, Fraynd 
signed on.

“He’d kind of gotten to the 
max of what he could do,” he 
says. “So that’s why he wanted 
me to come along and make it 
into something bigger.”

The company now has five 
crews and a lot of the work they 
do has to do with Morten. “The 
type of leads and clients we get 
are mainly from Hugh’s reputa
tion and a lot from his designs,” 
Fraynd says.

W hile other companies are 
busy using up-to-date technology 
and computer programs to create 
a design the client wants, Morten 
does it the old fashioned way 
with a piece of paper, something 
Fraynd says makes the designs 
unique. They stand out from the 
competition.

ALL IN A DAY'S WORK. While the 
company does like to focus on 
the unique projects, the crews 
at Sun Valley Landscaping do 
all kinds of jobs, ranging in cost 
and size.

Fraynd says the average job 
is $8,000 to $10,000, but the 
company doesn’t have a m ini
mum, especially for current cli
ents. In 2016, the company even 
completed a handful of jobs 
in the $150,000 to $175,000 
range.

The company does primarily 
residential projects, giving Morten 
a chance to make each project 
unique to the homeowners.

“His style is simple,” Fraynd 
says. “It’s more about what you 
take out than what you put in. 
He always talks about letting a 
design breath -  letting the ele
ments shine.”

The company’s designs take 
open areas, such as large stone

A lthough Sun Valley Landscap
ing has grown and expanded 
its service offerings, the 
company will always remem

ber its roots as a stone yard."l think they go 
together," says Paul Fraynd, CEO and partner 
of the company. "We want to make the sup
ply yard a tangible extension of our brand."

Now sitting on about 5 acres, the company 
carries mostly natural stone products, includ
ing products like street paver bricks, which 
have been used on actual roads. "We'll buy 
that section of street and truck over the 
bricks and cobblestone that they tore out," 
Fraynd says. "Reusing lots of that stuff is 
where we get a lot of it from."

The company also offers quarry and flag
stone commercially, which they source from 
all over the country. "We get the products 
from all over so having a unique set of things 
to sell defines it," he says.

The supply yard isn't just limited to 
stones, however. The company stocks 
anything that can be reused, including plant 
materials. "We have juniper roots here a 
local guy cut down and now they're kind of a 
work of art," Fraynd says.

The supply yard supplies products for 
other contractors as well as local do-it-your-

selfers, but Sun Valley Landscaping is its big
gest client. It currently brings in 23.5 percent 
of the company's total revenue, which is just 
shy of a million. Sun Valley has also recently 
started a nursery that Fraynd is hoping will 
complement the supply yard.

"We want to have the same mindset," he 
says, referring to how the business is run. 
"We'll supply ourselves and contractors, and 
maybe the general public as well."

Along with offering products, the com
pany has created a unique outdoor space 
in the supply yard that the employees can 
enjoy. They hold barbecues in the area, 
which showcases an outdoor kitchen and 
several patios.

"We're building a bell tower in memorial 
for Don," Fraynd says.

Fraynd and Sun Valley's hopes are that 
the supply yard and company will grow to be 
something special in the next 10 years.

"We want to make the supply yard like a 
tangible extension of our brand," he says. 
"We've made a place here for our employ
ees to enjoy. Just things that we're thinking 
about that are growing this into something 
that will be special in 10 years. It being a des
tination place, the supply yard here, but also 
our company being a destination company."

patios, and balances them against 
big, powerful statements, like 
waterfalls, a bulk planting area or 
a natural stone wall. The elements 
are there, but the design isn’t 
layered and there’s no feeling 
of every inch being covered and 
designed.

“It tends to make them feel 
bigger than they are, more grand 
than they are, and you appreciate 
each piece more when you keep 
it simple,” Fraynd says.

Because of the com pany’s 
location in rural Idaho, Fraynd 
says they’re about five years be
hind other parts of the country

when it comes to design trends. 
Outdoor living is big and right 
now Fraynd says having outdoor 
kitchens as an extension of the 
home is what a lot of customers 
want, although he says that’s a 
pretty common request across 
the country.

Bio-retention and rain gardens 
are also a current trend in the 
area. “It’s a very hot topic right 
now on what to do with ground 
runoff,” he says.

They’re also seeing a lot of 
customers w anting to return 
to natural landscaping. “W e’re 
doing a lot more native planting

and things like prairies,” Fraynd 
says. “People are w anting to 
bring that back to what it used 
to be, what the landscape used 
to be here locally.”

He’s also seeing a lot of natural 
stone, as opposed to precast. “Us
ing natural elements is pretty hot 
right now,” he says.

The third most common trend 
allows Morten is create one-of- 
a-kind designs with the client’s 
existing art. “Hugh w ill find 
a unique element and stick it 
somewhere and let it sh ine,” 
Fraynd says. “It’s another way 
to make a garden your own.” l&l
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How Yellowstone 

Landscape combined 

solid southern brands 

and their owners into 

one thriving company

Story by Kristen Hampshire 
Photo by Alex Shelver

TWO WORDS 
CUT TO THE HEART
of operations at Yellowstone 
Landscape Group, one 
of the country’s largest 
firms that has expanded 
gradually and intentionally 
through acquiring solid 
southern brands: Own it.

In essence, Yellowstone 
is a company of owner- 
operators who agreed to 
bring their businesses into 
the fold, but didn’t give up 
the keys when they sold. 
They saw opportunity to 
grow and, in some cases, 
become a better, larger 
version of what they 
were before.

FROM LEFT TO RIGHT:
Jim Herth, vice president, business 
development; Brian Martin, 
regional vice president, south;
Jim Sivils, regional vice president, 
Texas region; Tim Portland, CEO; 
Bill Dellecker, executive vice 
president; Brian Wester, regional 
vice president, southeast;
Al LaLonde, CFO; Elise Johnson, 
vice president, human resources



“You can sell your company 
and then it becomes something 
else entirely, or you can become 
part of something bigger, and 
that’s the way we approach it,” 
says Bill Dellecker, who ran Flor
ida’s Austin Outdoor, a platform 
company of today’s totally inte
grated Yellowstone Landscape.

Dellecker was at the helm 
of Austin Outdoor when the 
company was making less than 
$10 m illion in revenue. The 
company had a well-working 
infrastructure in place, but Del
lecker wanted to see it do more.

“W e grew dramatically from 
2002 to 2007,” he says, noting 
that he saw an opportunity to 
reach higher-level clients.

In 2008 , Austin Outdoor, 
along with BIO Landscape & 
Maintenance in Houston and 
Piedmont Landscape Contrac
tors in Atlanta, became part of 
Yellowstone Landscape Group, 
which was then a holding com
pany. (Piedm ont was placed 
under the Austin name because 
of crossover customers)

W hen  you  ask peop le at 
Yellowstone what makes this 
company different than other 
conglomerates, they say it’s how 
each former owner is an integral

Yellowstone performs 
the maintenance work 
at the Swan and Dolphin 
Resort in Orlando.

part of the growth. “The fact 
that former owners have a voice, 
have an ab ility to share ideas 
and information -  their voice 
is respected and their ideas are 
embraced .. .  that makes a dif
ference,” Dellecker says.

W hat has been a rather com
plex fam ily tree to explain to 
customers and others is now a 
much simpler conversation with 
Yellowstone’s official rebrand
ing in 2016. “It allows us to

finally be that one name, that 
one voice — and it was the last 
step in the integration process,” 
Dellecker says.

All the heavy lifting that in
cludes meshing cultures, aligning 
visions, creating and rolling out 
infrastructure was capped off 
in 2014.

Y ellow stone’s decision  to 
retire the Austin Outdoor and 
BIO brands, and unify under the 
corporate name is, perhaps, the

recent headline. But the story is 
about a business of owners who 
see a future of growth.

“W ith  our m ix o f form er 
owner-operators and folks who 
have teamed up throughout the 
company, they’re all getting an 
opportunity to shine,” says Tim  
Portland, CEO.

TRACING THE TREE. W hen Yel
lowstone started in 2008, it was 
basically a holding company with

3+ MILLION PARTS ONLINE
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A snapshot of Yellow
stone Landscape's 
evolution during the 
last decade, marking 
major acquisitions 
that today are one, 
big family.

1982: BIO Landscape & Mainte

nance is founded in Houston.
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1994: Austin Outdoor is found

ed in Central Florida in 1994.

2008: Gridiron Capital acquires 

Piedmont Landscape Contract

ing in Atlanta, Austin Outdoor 

in Florida and BIO in Houston, 

Texas. Piedmont is rebranded 

as Austin Outdoor because of 

crossover client relationships, 

while BIO retained its brand 

name. Austin and BIO are 

known as "Yellowstone Land

scape Group companies."

JAN. 2010: BIO acquires 

Texas Services.

FEB. 2012: Austin Outdoor ac

quires Cornerstone Solutions 

Group Landscape Maintenance 

Operations.

JAN. 2015: Gridiron Capital,

LLC sells Yellowstone Land

scape Group to private equity 

firm CIVC Partners, the former 

investor in the Brickman 

Group. Yellowstone's 2014 rev

enues were $95.7 million.

JUNE 2015: Acquisition of the 

Atlanta operations of Perimeter 

Landscape Management, a 

$4-million firm founded in 1995

SEPT. 2015: Acquisition of 

Ackman Bros. Landscaping 

based in Orlando, Florida

AUG. 2015: Rollout of Yellow

stone Landscape unified brand

two platform companies: Austin 
Outdoor and BIO. That meant 
a strong presence in Texas and 
Florida, and a whole lot of geog
raphy in between to fill.

So Yellowstone was the name
sake and root of the family tree, 
and the two major brands formed 
a trunk for adding more branches. 
BIO and Austin Outdoor retained 
their names, adding the “a Yel
lowstone Landscape Group Com
pany” tag to recognize the parent.

Then, over the years, came 
additional acquisitions and more 
branching out. Austin Outdoor 
bought Cornerstone Solutions 
Group in Florida and Perimeter 
Landscape in Atlanta. BIO ac
quired Texas Services in Hous
ton and both brands continued 
to make smaller acquisitions.

The Yellowstone family tree 
grew, each new brand adding “a 
Yellowstone Landscape Group 
Company” to its name. By 2014,

revenues were $95.7 million and 
financing partner Gridiron Capi
tal sold Yellowstone to private eq
uity firm CIVC Partners, a former 
investor in the Brickman Group.

E xpansion was driven  by 
finding partners who sought op
portunity -  owners who wanted 
to jo in  the team , who were 
invested in helping to write the 
next chapters and who wanted to 
find place for their own people to 
continue growing careers.

“When you are talking about 
owners who nurtured and grew 
their businesses to a certain size, 
they are very worried about what 
happens with their people,” Del- 
lecker says.

“Our interest is having an 
owner who is engaged in the 
process o f m aking sure that 
their clients they have cared for 
continue to stay happy and that 
their employees and team have 
opportunities that m ight not

have existed before.”
That was the case for Dellecker, 

who went from running Austin 
Outdoor as an independent to 
now overseeing all of Yellow
stone’s operations, with a focus 
on recruiting. And, the same is 
true for Jim  Sivils, who owned 
Texas Services when it was ac
quired by BIO in 2010. In 2012, 
he became regional vice president 
of Yellowstone’s Texas business.

“As a business owner, every
one should be able to do what 
they ’re good a t ,” Sivils says. 
“Some guys are good in the 
field. Some are good behind the 
desk. Others are good in front 
of customers. I was the guy in 
the field, and I was better out in 
front of customers making sure

ABOVE: Yellowstone's main 
service is maintenace, while also 
providing, lawn care, installation 
and irrigation.



we were doing what we said we’d 
do and taking care of employees 
and equipment.”

Texas Services had the sales 
and customer retention. “Yel
lowstone had better systems and 
processes,” Sivils says. “That gives 
you the ability to know your busi
ness and it’s a huge driving point. 
W e were good at selling the work 
and performing it, but when it 
came to tracking, accounting and 
sharing data with account manag
ers, we were a little soft.”

BIO was a larger H ouston 
company than Texas Services, 
and Sivils saw an opening for his 
whole team to grow.

Overall, Sivils says the “fallout of 
key employees has been minimal” 
among all companies acquired by 
Yellowstone. “That has to do with 
the people who have passion to 
run their businesses,” he says. “The 
reason we have been able to grow 
and sustain the business is because 
our people are all in. They stay on 
board after acquisitions.”

By the tim e an acquisition 
deal was complete, both parties 
were fully invested in the future, 
Portland says. “You get to know 
the owner of the company you’re 
acqu iring  because you spend 
so much time with that person 
before you agree to do the deal 
and during negotiations,” he says.

Integration during the close 
and transition involves lots of 
reassuring clients and employees.

“M any folks don’t know about 
the transaction and the process, 
and they are trying to figure out, 
‘Is this going to be good for me?”’

The owners and employees 
who stay are passionate about 
their work. Owners who stay on 
board and commit to the next 
chapters are less focused on being 
the entrepreneur and more excited 
about the opportunities of aligning 
with a well-resourced corporation.

“W e measure everything, so if  
we have former owners who are 
used to m aking every decision 
based on gut and have an intu
ition, we don’t want them to lose 
that,” Portland says. “But they 
do have to put our processes in 
place and get accurate informa
tion into our systems, and some 
can get a bit frustrated.”

The owners who do not thrive 
feel pressured and perhaps over
managed by the systems. The 
owners that succeed and move up 
into the Yellowstone ranks -  as 
many do -  embrace how systems 
give them real-time information 
and data they could not capture 
previously.

Sivils says a number of his 
Texas Services team members are 
now managing business lines for 
Yellowstone. “W e have been able 
to retain those guys and treat 
them like they should be treated,” 
Sivils says.

“That is what makes Yellow
stone successful in Houston and

“A s a business owner, everyone should 
be able to do what they’re good at. 

Some guys are good in the field. 
Some are good behind the desk.”

J im  Sivils, vice president
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TRACK LIKE THE BIG DOGS
You don't need customized software or a proprietary enterprise system to know your numbers. 
Smaller landscape firms can track, compare and improve progress by keeping an eye on certain 
targets. Yellowstone CEO Tim Portland shares tips that be can used in companies of all sizes.

GET A FAIR PRICE.
"Don't sell yourself short," 

Portland says. "So many 

companies give away the great 

work they do. That undermines 

everyone." Act like a significant 

player by valuing your services 

and putting some hard math 

behind your job costing process.

TRACK HOURS.
Estimate your performance on 

every aspect of the job. You 

don't need a fancy system. Track 

hours by customer or by job. 

"This will help you get a good 

handle on revenue per hour that 

you are making by customer," 

Portland says.

KNOW YOUR OVERHEAD.
Identify all of your overhead 

expenses. Understand what it 

truly costs to do a single job. 

(Check out our Benchmarking 

Your Business report for details 

at bit.ly/lawn20i6benchmark.)

FIGURE OUT YOUR BREAKEVEN.
"You can use that information 

to help you price work and also 

to look back on performance," 

Portland says.

REVIEW PROGRESS 
REGULARLY.
"With some way of estimating, 

either by contract, by job or by 

property, determine how you 

are performing each month," 

Portland says. The more 

carefully you track, the more 

control you have over your 

profitability.

Yellowstone has provided maintenance services for the AAA national headquarters in Orlando, Florida, since 2011.

across the organization . W e 
retain people and let them act 
like owners.”

Portland says Yellowstone 
cares about five things: safety, 
customer quality, customer re
lationships, customer retention

and profitability.
Talking safety with clients has 

been a competitive advantage 
for the firm.

“Safety is not the first thing on 
customers’ radars,” Portland says. 
“But whenever we bring it up they

appreciate that we are focused on 
keeping our employees safe, and 
keeping their people or residents 
safe while we are working.”

ALIGNING INFRASTRUCTURE.
T here are about 1 ,800 em 

ployees across 18 branches in 
F lorida, Texas, Georgia and 
South Carolina. The attitude is 
one of -  here’s your branch, here 
are the systems, here are core 
values by which Yellowstone 
measures success.

“B ranch m anagers act as 
the CEOs of their branches,” 
Portland says. “Branch manag
ers act as the CEOs of their 
branches,” Portland says. “W e 
have crystalized around a very 
small number of values that we 
think are important, and we tied 
our system together to support 
that, and we drive the heck out 
of those (goals).”

A company of owners needs 
rules and systems to succeed at 
reaching those goals. A more 
formal way of saying it is, “align
ment around shared priorities.” 

That translates to infrastruc
ture, and getting a full dash
board in place has been the 
focus for Yellowstone during PH
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CASE
TV380

CAT
299D2

Bobcat

ADVANTAGEWE TESTED THE LATEST 
MACHINES TO FIND EVERY 
POSSIDLE ADVANTAGE.
THE PROOF IS IN THE PERFORMANCE. SEE THE RESULTS.

11 ,118  LB.
TOTAL FORCE

10 ,325  LB. 
TOTAL FORCE 10 ,055  LB.

TOTAL FORCE
9 ,2 63  LB. 

TOTAL FORCE

BOBCAT
T770

KUBOTA
SVL95-2S

We tested the new M 2-Series com pact track loader from Bobcat 
against a variety of comparable machines in our latest Bobcat 
Advantage® video series. W hich machine delivers more hydraulic 
power while m ultifunctioning? Watch our test and see for yourself.

I  Watch NEW side-by-side comparisons
at Bobcat.com/CTLAdvantage5

1.877.745.7813
Bobcat is a Doosan company. Doosan is a global leader in construction equipment, power and water solutions, engines, and engineering, proudly serving 
customers and communities for more than a century.
Bobcat®, the Bobcat logo and the colors of the Bobcat machine are registered trademarks of Bobcat Company in the United States and various other countries 
©2016 Bobcat Company. All rights reserved. 11321



the last five years, prior to the 
“final touch,” of rebranding.

“W ith the growth we were 
having, we had to put in place re
ally effective information systems 
and have the ability to capture 
information and put tools in 
place to allow branches to operate 
and make good decisions, and for 
the company centrally to moni
tor and manage based on that 
information,” Dellecker says.

That meant rolling out an en
terprise management system for 
collecting and measuring data.

“Otherwise, you end up with 
a lot of scattered business units, 
not a lot of cohesion in the way 
things are done, in the language 
of the business, the culture,” Del
lecker says. “Information systems 
became a big deal.”

W ere there problems? Not 
big ones, but the growth was 
dem anding greater structure. 
“We don’t want any branch to 
be on an island and not feel con-

ABOVE: The company's landscape 
installation work at Jim W. Hender
son Administration and Welcome 
Center at Embry-Riddle Aeronauti
cal University in Daytona Beach, 
Florida, was completed in 2013.

“ You can sell 
your company 

and then it becomes 
something else 

entirely, or you can 
become part of 

something bigger, 
and that’s the way 
we approach it.”

B ill Dellecker, 

executive vice president

nected,” Dellecker says. groan at the systems? Is it really
W ith a company-wide infor- that easy to go from autonomy to 

mation sharing system in place, systems and infrastructure?
branch managers can see how “For former owner-operators 
other branches handle issues. who have great business instincts 
“They also have opportunities to and great guts, but have been 
come together at our annual lead- operating without solid systems,
ership forum,” Dellecker says. once they see the information 

Because branches can tap they can have it generally doesn’t 
into what is basically a company take much convincing and they 
information bank, they can share understand that (aligning) is all 
best practices and measure their worthwhile,” Portland says, 
location’s success. O f course, putting processes

They can pass that information in place comes with headaches, 
along to their teams so everyone Like when a branch learns that 
realizes what they’re working its equipment might not meet the
toward. safety requirements, and must

And a defined mission clearly invest in newer machines, 
answers that question, “W hat’s “But when folks are brought 
the point here?” in, they know what we measure,”

Creating and integrating sys- he says. “And, we also say, ‘Here 
terns at Yellowstone began in late are some things that you are do- 
2012 and continued the first nine ing really well that we love and
months of 2013. Then, systems are going to keep on doing, and
were implemented and went live we want you to teach us how to 
in early 2014 across all markets. do that and deliver that,”’ Port- 

So, do any former owners land says, l&l
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At this point in the season your budget is often under as 
much pressure as the turf you’re managing. SipcamRotam’s 
Endow 2SC changes the economics of azoxystrobin to 
deliver great turf at an even better value. Endow contains 
2.08 lbs. of active ingredient. Th at’s 2.5x m ore azoxy than 
Heritage®TL and 4x m ore than Heritage® in every 
gallon of Endow.

En d o w ' 2S C
F u n g ic id e

For more info orto locate 
a distributor near you. 
contact SipcamRotam 
at877.898.95U.

©
SipcamRotam

So if you’re trying to balance the need for high-performance 
turf with a budget that’s stressed out, do the math.

Follow us on Twitter
©sipcamrotam

© S ip ca m  Agro USA, Inc. Endow  is a tradem ark of Sipcam  Agro USA, Inc. 
Heritage is a tradem ark of a Syngenta Group Com pany.

Always read and follow label directions.

S ip c a m F t o t a m
ENDGIE0716



L awn Care

Greenwise 
Organic Lawn 

Care employs 50 
people and only 
provides organic 

lawn services.

An alternative 1approach
The market for organic services is based on education and customer service.

By Kate Spirgen

O RGANIC LAWN CARE COMPANIES
believe in what they do, and their customers 
do too. Rather than spending time and money 
on marketing, these businesses rely on referrals, 

good customer service and well-educated clients to make 
up their customer base.

“W hat I find is that most people already understand 
the harmful effects of herbicides and chemical fertilizers,” 
says Marc Wise, founder and owner of Greenwise Organic 
Lawn Care in Evanston, Illinois. They want reassurance the 
program is safe and non-toxic. “They’re already coming 
to me because they don’t want chemicals on their lawns.”

Greenwise is a strictly organic lawn care service with 
about 50 employees that drew $3 million in revenue last 
year. Wise says the company decided to go that route for 
health and safety, as well as environmental reasons.

SELLING THEM ON SERVICE. Much of Greenwise’s business 
comes from referrals, and it’s the same for Purelawn, a 
mainly residential organic lawn care company. Since the 
company, which brought in about $450,000 last year, relies 
on word of mouth and online reviews, owner M att Maurer 
says personalized service is the biggest selling point.

“That’s the biggest part. W e’re going to be there if  they
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G e t a  h a n d le  o n  
y o u r jo b  s ite s .

need something,” he says. His 
employees give customized lawn 
quotes based on each individual 
property, taking the time to give 
deliver them in person. And it’s 
working. The company won the 
Angie’s List Super Service Award 
for the last four years running.

Purelawn makes sure all nine 
team members take pride in the 
service they provide to more than 
1,500 customers in the Dayton 
and Cincinnati, Ohio, areas.

Some larger companies in the 
area provide production bonuses 
to employees based on revenue 
or num ber of lawns serviced. 
Purelawn doesn’t because M au
rer wants crewmembers to take 
their time.

“Our selling point is that we’re 
a customer service business that 
does lawn care,” he says. “W e’re 
all about the service side. W e don’t 
have a big marketing budget. We 
need our customers to be happy 
and tell their neighbors or relatives 
for their family members.”

Although customers may be 
educated about why they want 
organic lawn care, Purelawn takes 
extra steps to teach them best prac
tices to keep lawns looking lush.

The company provides water
ing and mowing tips through 
newsletters, index cards, invoice 
bags and tips on the invoices 
themselves. “It’s a process so that’s 
what we try to educate them on,” 
Maurer says. “This isn’t that we 
come in and spray one time, put 
down fertilizer and your lawn 
looks like the one that’s been 
treated for 10 years.”

PRICE POINTS. Purelawn crews 
spend the extra time to spot-treat 
for weeds and put down a high- 
quality, custom-blended fertilizer 
made from vegetable byproducts,

so employees are spending more 
time on each lawn than many 
other crews. That means prices 
are about 10 percent higher than 
much of the competition.

“I like to say to potential clients 
that if  you’re buying organic fruits 
and vegetables, you ’re paying 
a little bit extra for it,” he says. 
“W hy would you do that and 
have somebody come in and spray 
chemicals all over your lawn? It’s 
well worth paying 10 percent 
more to at least reduce the amount 
or even eliminate the amount.”

Greenwise’s program works 
a little differently, so there isn’t 
always an increase in price, Wise 
says. While the organic product 
cost is higher, there aren’t always 
more labor costs, so the price 
increase depends on the size of 
the property.

WHY ORGANIC? Both M aurer 
and Wise say they chose to of
fer organic services because they 
don’t like the idea of adding more 
chemicals to the environment.

At first, Maurer saw organics as 
a niche, but after some research, 
he decided to get away from tradi
tional lawn care. Purelawn offers 
a bridge program with some spot 
herbicide treatment. Maurer says 
he doesn’t think chemicals are all 
bad, but he doesn’t think they’re 
as safe as most people believe.

“I think there’s a lot of unneces
sary chemicals being applied and 
that’s what we’re trying to get 
away from,” he says.

For W ise, the potential im 
pacts, are the reason he’s sticking 
to organic. “I think I’ve learned 
quite a bit after doing this for the 
eight years that we’ve been doing 
it and I think that, essentially, 
chemical herbicides and pesticides 
are just toxic,” he says, l&l

O ur mobile ap p ’s SiteHub  
screen lets you view  real
time clo ck-ins J o b  costs, 
field notes and more for 
any jo b  site, at a glance.

You can view a list of 
who is currently clocked  
in at any jo b  site.

The app is com patible  
with all iO S and Android  
devices.

For remote sites, you  
can also se e  w eather 
updates and get instant 
directions to the site.

See progress. Take action.
Track and manage your crews. Monitor their activities 
in the field for better budgeting and oversight, and 
nip overtime in the bud. Make informed business 
decisions on the go with our app and cloud-based 
software.

• Leave the pain and hassle of paper time cards
• Workers use our app to clock in and out on their 

own device
• Photo ID verification & GPS tracking enable better 

oversight
• Get real-time visibility on overtime and compliance
• Easily transfer time tracking data to your account

ing package

ExakTime 1.877.391.0475
www.exaktime.com/lal

http://www.exaktime.com/lal


POROUS PAVE
The pitch: Porous Pave is a pour-in- 
place permeable paving material made 
from recycled tires, aggregate and 
urethane binder.
• Unlike brick pavers, the entire sur
face is porous, not just certain areas.
• Less run-off minimizes and can elimi
nate the need for sub-surface plumb
ing, retention ponds or catch basins.
• Porous Pave is mixed on site and 
can be applied with little or no dam
age to the existing landscape.
For more information: 
Porouspaveinc.com

When creating a surface that prevents runoff and supports traffic, consider these permeable options

PINE HALL BRICK COMPANY STORMPAVE
The pitch: Pine Hall Brick Company’s StormPave permeable pavers can be 
used in both residential and commercial projects such as walkways, patios, 
plazas and streets.
• They are made of shale and water.
• They can eliminate the need for retention ponds and bioswales, thus sav
ing valuable real estate for other uses.
• Because they are intentionally designed to look identical to Pine Hall Brick 
conventional clay pavers, they can be installed in the same area with little to 
no noticeable difference between previously installed pavers and StormPave. 
For more information: Pinehallbrick.com

TECHO-BLOC PURE
The pitch: Pure brings the 
larger cobblestone look to 
permeable pavements for 
residential and commercial 
driveways and patios with 
four different color blends.
• The 3-piece slab system 
has ^ -inch  joint spacing.
• The infiltration rate is 
726 inches/hour
• The lifetime, transfer
able warranty includes 
deterioration caused by 
de-icing salts.
For more information: 
Techo-bloc.com

BELGARD AQUALINE 
PERMEABLE 
PAVERS
The pitch: Aqualine is 
designed to provide a 
large format permeable 
surface that is suitable 
for pedestrian and 
vehicular traffic.
• A combination of structural joints and infiltrating voids 
optimize system performance.
• All units are either an imperial 4.3-inch or 6-inch dimen
sional increment, allowing all pieces to fit together.
• Multiple patterns are available for aesthetic and func
tional applications.
For more information: Belgard.com
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OF SPRAYER SPREAD ERS

© 2016 PermaGreen Supreme, Inc. PermaGreen" is a registered trademark of Perrma-Green Supreme, Inc. The Triumph is protected by patents 6,336,600 and 7,954,573. Always follow safety and operating instructions in the Triumph 
Operator’s Manual. Giveaway rules are available upon request by contacting Permagreen at Attn: Giveaway Rules, 5609 Murvihill Road, Valparaiso, IN 46383-6315, e-mailing info@permagreen.com or online at permagreen.com

Spreader delivers the most even 
and accurate spray pattern, more 

than any other spray system tested
Visit permagreen.com/gold to see 
for yourself why PermaGreen is the 

GOLD STANDARD of sprayers ' - *

CALL FOR DEALER LOCATIONS &
R E G IS T E R  TO  WIN A TRIUM PH

800.346.2001 permagreen.com

TAKE THE 60-DAY CHALLENGE
TRY THE PERMAGREEN ON YOUR TOUGHEST PROPERTIES 
FOR 60  DAYS. IF YOU D O N ’T LOVE IT, W E ’LL BUY IT BAC K!

mailto:info@permagreen.com


Branching out
Instead of waiting for employees to come to the tree care industry, 

Brigitte Orrick is travelling to tree care hubs to develop a better labor 
pool for the arboriculture industry. Interviewed by Brian Horn

L
a b o r  i s n ’t  o n l y  a  p r o b l e m  o n  t h e  t u r f  s i d e  o f the industry;
it’s also a hurdle in the tree care segment. That’s where Brigitte Orrick steps in. She was 
hired in January of 2015 by the Tree Care Industry Association as its workforce develop
ment director. She’s tasked with developing sector partnerships in local communities to 
increase the labor pool for tree care companies.

“When a group of employers 
identify a shortage of skilled 
workers, a sector partnership 
engages those employers with 
workforce development enti
ties, community and technical 
colleges and other nonprofits 
that are interested in develop
ing a skilled workforce within 
the community,” she says. “It’s 
a grassroots-type model that 
engages a bigger group into a 
conversation where you can 
begin looking at local opportu
nities to change the landscape 
for businesses.”

L&L spoke with Orrick 
about the process and how it 
can help grow the tree care 
industry.

Brigitte ORRICK

Lawn & Landscape: How does 
this process work?
Brigitte Orrick: I act kind of 
like a facilitator. We establish a 
meeting location and we estab
lish who the partners are. Being

the trade association, I know 
who the employers are going 
to be. But we have to have 
some initial conversations with 
workforce development entities 
within the city or region, with 
some of the community and 
technical colleges.

W e’re looking for respon
siveness from those other part
ners before we begin position
ing the location for where that 
training would take place.

L&L: When you say "partners," 
do you mean schools or tree 
care companies?
Orrick: Both. Then the third 
partner would be the local 
workforce development board.

In some locations, we’re find
ing other nonprofit organiza
tions are helpful, too. W e’re 
working in the state of Georgia 
and we’ve also partnered with 
United W ay of Atlanta. W e’ve 
partnered with the Urban 
Conservation Corps and we’ve 
partnered with the Georgia 
Arborist Association.

W e look for some strategic 
partnerships because each one 
of those different groups or 
organizations has connections 
to different pots of money and 
different resources to leverage 
within their local region.

The conversation starts with 
the employers and the educa
tors, workforce development 
board. Then, if we learn that 
we need to really invite this 
group over here, we bring them 
into the conversation.

I facilitate a strategic plan on 
how to communicate the skills 
for arborists to the college to 
build the training program, 
and then also work with some 
of those other entities to build 
a pipeline of individuals to 
take the training program. 
Then, we make the connection 
back to employment.

L&L: Are you trying to get high 
school kids or are these going 
to be college-aged kids?



Kawasaki EFI Engines
U nrivaled s k ill,  streng th  and sm arts. It defines both you and your engine: 
the  new Kawasaki EFI series. In tegrated e lec tron ic  E-Governor m atches fu e l 
in jected  power and e ffic iency  to  changing tu r f  and te rra in , fo r p rod uc tiv ity  
th a t does you proud. In top-end FX and FS m odels fo r top  perform ers. 
www.kawasakienginesusa.com/efi

http://www.kawasakienginesusa.com/efi


Orrick: In a similar way that businesses 
don’t recruit just from one school or one 
age demographic, we’re building a pipeline 
that has multiple avenues associated with it.

In one particular community, the employ
ers may determine, “OK, we want to have 
short-term training that we partner with 
the Conservation Corps on. W e also want

S U ST A IN A B LE E D G IN G  S O L U T IO N S

No one knows edging like we know edging

800.356.9660 j permaloc.com

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

to deliver an apprenticeship program, and 
we also want to build an associate degree at 
a local community and technical college.” 

Those are three different avenues that 
could be built within one community and 
it just depends on what the employers really 
want. Those avenues are going to be at
tractive to different populations of people, 
so some of them are high school students, 
some of them are veterans, some of them 
are career changers and adult learners.

But it really just depends on what the 
employers are looking for, and then there’s 
a multifaceted approach. To help us with 
that, we’ve hired a marketing firm that 
is helping us to develop materials and 
resources and information for people from 
all those different demographics.

L&L: How are these programs funded? 
Orrick: The cost gets passed on to either a 
student, an employer or a workforce devel
opment agency.

L&L: How did you select the locations you 
wanted to target?
Orrick: We looked for communities where 
there already was a critical number of em
ployers and where there was some energy 
already moving forward.

L&L: By employers, do you mean tree care 
companies?
Orrick: Tree care companies and utility 
line companies. Metropolitan areas are 
kind of hubs for tree care businesses. If an 
employer came to me tomorrow and said, 
“Hey, can you come help us? W e’re located 
in the middle of North Dakota,” I would 
probably say, “You know, we really need 
to have eight to 12 employers within your 
community to make a workforce develop
ment initiative work.”

So that very quickly filters down which 
cities and communities we work in. In 
terms of a workforce development initia
tive, we pick cities like Atlanta, Georgia, 
where there are eight to 12 major employ
ers within a couple counties’ distance of 
each other. There’s a number of businesses 
that are in that location, and they’ve already



had some preliminary con
versations. Maybe some of the 
individuals have been working 
with the community and techni
cal college to try to get a new 
program built and nothing has 
come out of that.

I come in and facilitate a con
versation and reengage everyone 
back in those conversations 
that were had previously, or put 
more fuel behind it.

L&L: What is required of the 
tree care companies to get this 
going?
Orrick: It starts out with, “Well, 
we want to invite you into a stra
tegic planning process,” within a 
region. They decide they want to

develop an apprenticeship pro
gram and we start talking about 
where there are different pots of 
money within the state govern
ment and the federal govern
ment, and maybe where we can 
leverage grant resources locally.

At that point, maybe that 
local community then needs 
some matching funds from an 
employer. Then we would ask, 
but not up front. We need to 
get going down the path first of 
determining, “How are we going 
to fill the workforce shortage?” 
before we ask for money, because 
in some places, we may not need 
it. In some places, we may be 
able to find enough local grant 
funds to build something and

then we just need the employers 
to participate in the development 
of the training program and hir
ing people on the back end.

L&L: Would the employer teach 
the class?
Orrick: They would probably 
help identify a trainer. The 
businesses would probably help. 
They may know of a person 
that they think would be a re
ally great teacher.

L&L Is there anything else you 
want to add?
Orrick: Yes, there’s another piece 
to this that we have to be aware. 
In the landscape of different job 
opportunities that exist today,

the tree care industry and the 
horticulture industry -  we are 
competing against manufactur
ing, IT, health care, transporta
tion and construction. Those 
industry sectors have their act 
together and have access to tons 
of federal and state financial re
sources to build their workforce.

W e’re competing against 
them in terms of creating a 
desirable occupational field.
We have to communicate that 
not only is this a rewarding 
career path, but there’s financial 
incentive for you to pursue it. 
You’re going to have a great 
job. You’re going to be able to 
support your family if you pur
sue this as your career path, l&l

Discover a 
Better Way to Run 

Your Business

Consolidate all your landscape  
m anagem ent software and system s  

into one e asy -to -u se  solution.

The result? Increased profitability. 
Reduced expenses. Greater productivity.

"We can't imagine our 
business today without BOSS."

-  M egan Lowe, Milosi

www.bosslm.com/discover | 866-596-5971

3 ü 3 3 i m
Business Management Software

for The Green Industry

\
G R O U n D  L O G I C "

INTRODUCING THE VENTURE SERIES
ZERO-TURN SPREADERS AND SPRAYERS 

GROUNDLOGIQINC.COM I 877.423.4340

http://www.bosslm.com/discover


More than 22,000 people from around the world attended GIE+EXPO, a 12 percent increase in registration compared to last year.

1 It’s allhere
From education to new products, 

GIE+EXPO has something 

for all landscape contractors.

By Chuck Bowen, Brian Horn,
Kate Spirgen and Katie Tuttle

I
T WAS AN ACTION-PACKED THREE DAYS
for the green industry in Louisville, Kentucky, from Oct. 19- 
21. Not only does the Green Industry and Equipment Expo 
fill up the Kentucky Fair and Exposition Center with edu
cational opportunities and tons of new equipment, but the 

National Association of Landscape Professionals’ LANDSCAPES 
2016 and the Interlocking Concrete Pavement Institute’s Hardscape 
North America also hosted events with learning opportunities, new 
products and hands-on demonstrations.

More than 22,000 people from around the world represented 
a 12 percent increase in registration over last year, according to 
show organizer, Sellers Expositions. Thirty-three percent of dealer 
and 44 percent of landscaper attendees were first timers.

W e’ve compiled some of our coverage from the event and some 
of the new products unveiled over the next several pages. For more 
coverage, visit bit.ly/GIEEXPOcover. PH

O
TO

S 
CO

U
RT

ES
Y 

O
F 

G
IE

+E
XP

O



HOW TO POST. Gardocki said 
the best type of video for making 
a sale is a time-lapse video of a 
project. For his company, he 
tries to have a time lapse that 
highlights every type of job they 
do. It not only shows the poten

and after pictures, even if  those 
are the only photo slides in it, 
because people will assume it’s 
just a slideshow and won’t watch 
the whole thing.

MONEY OUTSIDE OF THE JOB.
W hen your video is edited and 
uploaded, Gardocki always rec
ommends saving the file forever. 
Fie said you never know when 
someone could contact you after 
seeing the video on YouTube, 
and ask to buy the unedited files.

He said he was contacted 
by the Discovery Channel and 
recently sold six videos to them 
for $100 each. An attendee in 
the audience added that he was 
contacted by ESPN regarding a 
video he’d posted on YouTube, 
and because he didn’t have the 
original file, he lost out on a lot 
of money.

Gardocki added that if  you 
get up enough subscribers (at 
least 1,000) and enough views 
(more than 1 million), you can 
become a YouTube partner. 
He became one in 2012 and 
currently makes around $600 a 
month from his videos.

If you’re wary about starting 
to post videos, and not sure if  
it’s worth it, Gardocki said to 
try anyway.

“The worst that will happen 
is nobody’s going to w atch,” 
he said.

He said to take the time to 
go out there, and make a video 
that represents you and your 
company.

“It’s just like creating a hard- 
scape; make it your own,” he 
said. “If a picture is worth a 
thousand words, how much is a 
video like that worth?”

YOUTUBE YOUR NEXT
HARDSCAPE PROJECT

Tom Gardocki, co-owner 
of the Interstate Land
scape Company, pre

sented on how to begin using 
YouTube with your hardscaping 
projects.

Gardocki has been in the in
dustry for 19 years, and started 
producing, filming and editing 
videos of jobsites seven years ago.

His YouTube channel, Dirt 
N in ja , now has m ore than  
30,000 followers over various 
social media platforms, includ
ing Facebook and Instagram.

During his session, he said he 
thinks YouTube is the forgotten 
social media.

“I think it’s one of the most 
powerful social media sites out 
there,” he said. “It’s highly inte
grated with the other social me- 
dias you hear about all the time."

By investing a little time and 
m oney, he said you can use 
YouTube to help make sales and 
get potential customers.

W hat this will take is a Go 
Pro, an external hard drive for 
more storage and any additional 
accessories you feel are necessary 
for your specific project and 
video goal.

The total investm ent w ill 
amount to $600-$ 1,000, which 
isn’t a lot when it could mean 
the creation of additional jobs.

tial customer what your team is 
capable of, it also shows them 
what all goes into each project.

That way, they comprehend 
what is involved so they un
derstand the bid price. You’re 
also able to bring an iPad to the 
initial meeting and show them 
the videos in person.

One type of video to avoid is 
a photo slideshow.

“You w ill get no v iew s ,” 
G ardocki said. “Believe me, 
I’ve done it. YouTube is not to 
show pictures. That’s what your 
portfolio is for on your website 
or Facebook page.”

He also said you shouldn’t 
start out your video with before



Consultant Jason Cupp stressed the importance of giving clients excellent customer service during his presentation at LANDSCAPES 2016.

G O O D  C U S T O M ER  S E R V IC E  
IS  A LW A Y S  R IG H T

E
ven if  your business 
mows lawns, you’re not 
in the business of mow
ing lawns. You’re in the business 
of delivering client expectations.

In his presentation, Delivering 
Over the Top Service Excellence, 
at LANDSCAPES, Jason Cupp 
stressed the importance of giving 
clients what they want, ask for 
and pay for.

The former business owner 
and now growth consu ltant 
said the question you need to 
ask yourself is: Is your company 
focused on the client every single 
day?

“I’m convinced one of the 
largest differentiators between 
companies who are successful

and not successful, both in mar
ket share and in sales profitabil
ity, would be a focus on laser-like, 
client-centric customers service 
and retention,” he said.

Cupp told the story of a doc
tor who called him after losing a 
patient and driving home, where 
Cupp had recently renovated the 
landscape. The doctor explained 
how he felt that he had arrived at 
an oasis, and that’s when Cupp 
realized he was selling a feeling, 
not a service.

That’s why he gave his staff a 
certain amount of money to use 
to make an unsatisfied client into 
a happy one with no authoriza
tion required.

“If we’re selling feelings and

emotion, we can’t let the emo
tion go to the other side,” he said.

GO THE EXTRA MILE. Cupp said 
customer service is so crucial 
because of the way people shop 
and the way they make their 
purchasing decisions.

• Clients want to know and 
be known.

• They are sick of just being 
“another num ber” espe
cially a dollar sign.

• They are more informed, 
and even more discriminat
ing, than ever before.

• They can find out virtually 
anything about your com
pany online.

• Value is not only an element 
of price, but of feeling.

• Clients will not settle for 
mediocrity.

Here’s one thing you can do 
immediately to start your interac-

“ If  a client takes the 
time to call us, we 
want to make sure 
that we’re there to 

answer that call. 
And if you answer 

your phone abruptly, 
that’s not setting you 

up for success.”

Jason  Cupp, consultant

tions with your customers on the 
right foot: Answer the phone the 
right way.

Cupp said that many compa
nies don’t even bother to answer 
the phone. “If a client takes the 
time to call us, we want to make 
sure that we’re there to answer



VANGUARD COMMERCIAL ENGINES OFFER MORE THAN 
JUST RELIABLE POWER TO KEEP YOU RUNNING.
Technology, strength and support to take on the world’s most demanding job sites. Vanguard offers 
easier maintenance, 24-hour parts delivery* and innovations like Vanguard EFI—providing unmatched 
performance and efficiency. And all engines are backed by the largest sales, service and support 
network in the industry. Experience the power to get more done every day.

PUT VANGUARD COMMERCIAL ENGINES TO WORK FOR YOU. Go to VanguardEngines.com to learn more.
*Avaitable in most states.
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that call,” he said. “And if you an
swer your phone abruptly, that’s 
not setting you up for success.” 

So instead of saying “ABC 
Landscaping,” say “Good morn
ing, thank you for calling ABC 
Landscape. This is Jason. How 
may I help you?”

That way the client will feel 
that their call matters to the 
company.

Do it quickly but do it right. 
“It doesn’t matter how big or 
small your company is, your 
clients care about how fast you 
are,” he said.

T h a t ’s w hat people w ant 
now, whether it’s answering the 
phone, getting an estimate or 
getting it done.

He used the example of Ama
zon, w hich has been w ild ly  
successful because it w ill send 
customers what they need right 
when they need it.

But you m ust m ake sure 
that you’re doing the job the 
right way to ensure customers 
satisfaction as well. So, how do 
you do it?

Cupp said that every single 
person in the company needs to 
be involved in customer service.

“The best way to do that is 
to ingrain it in the company 
culture,” he said.

“It has to be executed by every 
member of the team.” Start by 
developing a focus group of your 
key clients across all demograph

ics -  not just the ones who have 
been with you for years.

“Call that client you think 
you’re a day away from being 
fired from. It’s risky and they 
might yell at you but it’s worth 
it,” Cupp said.

Once you speak with them, 
you have a collaborative discus
sion with your team, which gets 
them on board from the start. 
Figure out what your gold stan
dard is and write it down.

Then let everyone know about 
it by putting it on contracts, your 
website, social media or press 
releases. And remember that you 
don’t have to do it all at once.

You can take it “one bite at a 
time,” Cupp said.

3 K E Y S TO
M ANAGING
M ILLEN N IALS

In a keynote address during 
Dealer Day at GIE+EXPO, 
Jason Dorsey explained 

that M illennials don’t have to 
be a mystery. They can actually 
be a great asset to your company.

“W hen it comes to the work
force today, manual labor jobs 
are not something that many 
(M illenn ials) thought they’d 
have to do or want to do,” said 
Dorsey, founder of the Cen
ter for Generational Kinetics, 
a Texas-based research firm .

Use Your ' 
Most Valuable Tool 

for Customer 
Satisfaction and 

Retention —

CLC LABS SOIL 
TESTING!

Call 614/888-1663 
and Start Todayl

CLC LABS*
325 Venture Drive 
Westerville, OH 43081 
614 888-1663 
FAX 614 888-1330

Exclusive Laboratory Services for the 
Turf & Ornamental Professional.

Were You Featured  
In This Issu e?

Reprints enable you to reuse your 
article and simply place it into the 
hands of your target audience. 
Having been featured in a 
well-respected publication adds the 
credibility o f a th ird-party  
endorsement to your message.

Give yourse lf a competitive  
advantage w ith reprints. Contact us 
fo r more information regarding 
reprints and additional applications  
designed to meet your challenging  
market needs.

JIIÂN TORRES:

Use Reprints As:
► Sa le s Aids
► Recruitment Tools 
* Managed ePrints
► Trade Show Handouts
► Media Kit Supplements

* Educational Programs 
► Employee Training
» Sale s Presentations
* Conference Materials
* Direct Mail Cam paigns

Call Bonnie Velikonya @ 
800- 456-0707



You’ve got a job to do and Husqvarna has the chainsaws 
to get it done. State-of-the-art ergonomics, rugged 
construction and innovative features, backed by 
industry-leading warranties -  that’s how we do it.
To get it done, get a Husqvarna. , , . * 1

SLIM DESIGN
Makes the chainsaw easy 
and convenient to handle 
in any situation.

RAPID ACCELERATION
RevBoost™ delivers higher chain 
speeds for best limbing performance.

POWERFUL ENGINES
The X-Torq® engine powers through tough 
cuts with lower fuel consumption and 
reduced exhaust emission levels.

MAGNESIUM CRANKCASE
Withstands high RPMs and tough 
professional use, ensuring a 
long service life.STARTING AT

h u sq varn a .co mFor chainsaw sales and service, head to your local Husqvarna dealer.
Features shown not ava ilab le  on all models.

READY WHEN YOU ARE
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“M any don't enter the landscaping business 
thinking that it's going to be a career. It's a 
job or stopover. But that doesn't mean they 
won't stay.”

Here’s his advice for landscapers and deal
ers managing M illenn ia l:

They have less experience. The average 
22- to 24-year-old enters the professional

workforce with two fewer jobs and three 
years less work experience than the previ
ous generation. “This creates all kinds of 
problems because you have people managing 
a younger generation, and owners going, 
‘W hy don't you know better?”’ Dorsey said. 
“It’s not that they can’t be great employees, 
they just don't know what doing a good job 
looks like, especially to you.”

Set clear performance expectations. 
Starting with the job interview, be clear 
on what the position entails and what you 
expect from them, Dorsey said. And then 
follow up during their first week or month 
with more training. “Provide specific ex
amples of the performance that you expect 
-  visual examples of the outcome,” Dorsey 
said. “This generation are visual learners .. .  
show me what it should look like, then tell 
me how to get there.”

Understand that they’re the future. The 
average landscape business owner is in their 
mid-50s, and many don’t have clear succes
sion plans. Dorsey said savvy contractors 
w ill look to their M ille n n ia l employees 
as a talent pool for the next phase of their 
company. “More progressive owners start 
grooming talent now and tell them they 
have a place,” Dorsey said.

Landscapers, dealers and hardscapers all had the 
chance to learn from experts during GIE+EXPO.

? IDEAS
* decorating

Becom e a  Brite Ideas 
Distributor Today!

Call us for more information: u

888.200.5131 No Rovifiti.

iM n e * *  'n o w :
• LED f
• C7 & C9 Lights ,
• Mini Lights
• Starbursts •$$$$>
• LED Cherry Blossom Trees
• Garland
.  Wreaths $$$$*:• •
• Trees
• Lawn Displays
• Marketing Materials M & îy-fyk
• Customer Support
• Estimating Software f  ¿if
• Design Software
.  Exclusive Linkables



Th
e o

nly
 b

ox
 p

low
 th

at
 w

ill 
go

 to
 an

y l
en

gth

Lea
rn 

mo
re 

ab
ou

t th
e w

orl
d’s

 m
ost

 ve
rsa

tile
 co

nta
inm

en
t p

low
 at 

me
yer

pro
du

cts
.co

m/
sno

wp
b 

r 
W

 P
O

W
ER

PC
»



MEAN GREEN
Mean Green Mowers introduced the new electric Nemesis NXR mower with zero gas emission, no gas, 

low noise and little maintenance.

• The all-aluminum mower is available with a 48- or 52-inch deck. The 48-volt battery gives 24 

horsepower at its peak. It comes with an LEM 4880 and LEM 48140, which have a 2,000 to 3,500 

mowing-hour capacity.

• The mower has a top speed of 8.5 mph and weighs 590 to 650 pounds. A light system shows 

operators how much power is left as they mow. The battery takes three to six hours to recharge.

• Another innovation is the optional solar-assisted mower canopy on the CXR that will charge the battery 

while crewmembers mow. The canopy may qualify owners for a 30 percent federal solar tax credit.

For more information: meangreenproducts.com

ALTOZ
The TRX, a tracked zero-turn mower, provides 

technology for commercial use on sloped, 

wet and rough terrain.

• Equipped with rear-mounted tracks and 

torsional suspension system, the TRX 

allows contractors, utility companies 

and municipalities to maintain places 

they simply can't effectively or safely 

cut with a traditional zero-turn mower.

• TorqFlex front suspension and rear 

torsional track suspension provide a 

smooth ride by bridging uneven terrain 

and reducing operator fatigue.

• TRX's commercial-grade track and flat-free front tires eliminate potential tire damage caused by sharp 

rocks, glass or debris commonly encountered in vacant lots, roadside ditches and spaces bordering 

high traffic areas.

• The TRX will include the option of 61-inch or 66-inch finish cut or rough cut mower decks, Kohler 

Command Pro EFI 33 horsepower or Vanguard EFI37 horsepower engines.

• The TRX will ship to Altoz dealers in the early Spring of 2017.

For more information: Altoz.com

STIHL
Celebrating its 90th anniversary, STIFIL 

introduced more new products at 

CIE+EXPO than it ever has before. "In 

2017, customers will be able to pick your 

power like never before," said Bjoern 

Fischer, president of STIFIL. Flere's some 

of what's on tap for Spring 2017:

STIHL Lightning Battery Systems

Technology

• The Advanced STIFIL Lithium-Ion 

battery technology offers users an 

option to reduce their impact on 

the environment and provides an 

alternative to gasoline-powered 

equipment.

• No battery memory limitation and no 

gradual drop in power means high 

performance. It runs at full speed 

until the battery is depleted.

• STIFIL lithium-ion batteries have 

indicator lights to indicate battery 

status/level of charge.

STIHL BGA 45 handheld blower

• Lightweight at 4.4 pounds including 

the integrated lithium-ion battery

• On a single charge, it clears up to 13 

parking spaces with a blowing speed 

of 85 mph and air volume of 235 cfm.

• An activation key prevent accidental 

use of the machine.

STIHL HSA 45 hedge trimmer

• Lightweight at 5.1 pounds for 

enhanced portability

• On a single charge, the HSA 45 

can trim a hedge up to 20 inches 

wide and a length longer than a 

football field

• High cutting speeds of 2,500 strokes 

per minute

For more information: Stihl.com



Isuzu NPR with 19’ Dovetail Landscaper Body
297 HP Gas or 210 HP Diesel Engine, Automatic Transmission, 

12,000 ib. or 14,500 lb. GVWR, Exhaust Brake (Diesel Oily), 
AM/FM CD Rayer, A/C, PIS, Power Windows & Locks, Tilt Wheel, 

(Other Options And G VW Ratings Available)

Isuzu NPR HD 4 Door with 19’ Dovetail Landscaper Be
297 HP Gas or 210 HP Diesel Engine, Automatic Transmission, K500 ib. G> 

Brake, AM/FM CD Rayer, A/C, PIS, Power Windows & Locks, 
Tilt Wheel (Other Options And 12,000 Ib. GVWR Gas Availble)

WE STOCK USED 
LA N D SC/fE TRUCKS!

Used Landscapers In Stock! Variety of Specs Available
If you are not in the market for 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!

Isuzu NPR HD with 12’ Dump Body
297 HP Gas Engine, Automatic Transmission, 14,500 Ib. GVWR, 19.5 Tires, 

AM/FM CD Rayer, A/C, WS, Power Windows & Locks, Tilt Wheel,
Tow Package & Brake Control, (Other Options And G V W Ratings Available)

Remove Dovetail 
In 5 Minutes!

Isuzu NPR with 18 Enclosed Landscape Boot
297 HP Gas Engine, Automatic Transmission, 12,000 Ib. GVWR, 
AM/FM CD Player, A/C, PIS,Power Windows & Locks, Tilt Wheel,

Split Dovetail Ramp, Side Door, (Other Options And G VW Ratings Available)

Isuzu NPR HD with 19’ Revolution Body
297 HP Gas Engine, Automatic Transmission, 14,500 Ib. GVWR, 19.5 Tires, 

AM/FMCD Player, A/C, P/S, Power Windows & Locks, TittVWieel, 
Electric Hoist, (Other Options AndGVW R/Äings Available)

Dual System Spray Unit!
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TORO
To improve productivity, Toro's Titan 

HD zero-turn mower series features tool

mounting brackets, allowing contractors to 

transport tools, including string trimmers, 

5-gallon buckets and other yard tools.

• The new models have deluxe 

suspension seats, an isolated floor 

pan design, deck step guide, easy side 

and front mower access, and a 12-volt 

outlet accompanied by deep storage 

pockets.

• Commercial-grade hydraulics 

minimize maintenance requirements.

• Titan HD mowers can be equipped 

with engines from Toro, Kohler and 

Kawasaki.

• The TITAN HD Series reaches top 

ground speeds of up to 10 mph with 

deck widths up to 60 inches.

For more information: toro.com

OREGON
The new Kinetic Log Splitter eliminates hydraulics by using two, precision- 

balanced 70-pound flywheels spinning at 325 RPMs to create and store 

kinetic energy. A pinion gear system applies that stored energy from the 

flywheels and drives the log through the wedge in roughly 2-3 seconds 

with minimal to no kickback.

• The splitter can be easily moved around the worksite with welded 

table-mounted handles. It can also be towed on the highway with its 

2-inch ball coupler and safety chains, while the stow-away retractable 

tongue makes loading and unloading easy.

• The work surface is smooth and aligned with the beam, which means 

fewer snags when bringing a log back for re-splitting. The splitter's 

wide slots reduce build-up that can jam the push plate assembly in 

other splitters. The 32-inch wide work table allows easy access to 

rounds and re-splits from either side.

• The handle design is designed to eliminate kickback by using torsion 

springs that absorb energy when a stall occurs.

• Powered by a Kohler SH265 engine, the splitter features a 6-inch 

wedge and the entire machine sits on 4x8-inch road towable tires 

rated at 45 mph.

For more information: OregonSplitters.com

HONDA
Honda Power 

Equipment is 

expanding its lineup 

of commercial lawn 

mowers with the 

HRC216K3HDA lawn 

mower.

• Users can start 

the engine while 

standing behind 

the mower and the 

flywheel brake safety 

system stops the engine 

and blades when the user 

lets go of the brake lever on 

the handle.

• The Honda GXV160 engine 

maintains consistent speed across all 

mowing conditions. The mower's hydrostatic transmission includes

a heavy-duty automotive style shaft drive that eliminates the belt that 

can slip or wear out.

• The exclusive Honda MicroCut Twin Blade System offers four cutting 

surfaces to produce finer clippings, and the mower can be adjusted to 

eight different heights.

• The outside of the Honda HRC216K3HDA features a 21-inch steel deck 

with front axle and bumper protection for additional structural stability 

and, durability. Completing the package are ergonomic heavy-duty 

steel piped reinforced handles designed for strength and operator 
comfort.

• The mower's dry weight is 117 pounds while the operating weight is 

121 pounds.

For more information: powerequipment.honda.com



IT JUST SCREAMS, "FAST!"
T Z o n e “  SE is th e  fa s te s t  t r ic lo p y r  

c o m b o  o n  th e  m a r k e t
F o rm u la ted  fo r  speed, and  d e live rin g  tw ic e  th e  tric lo p yr per acre as m ost 
co m b in a tio n  products, T Zo ne™  SE B ro a d le a f H erb ic ide For Tough W eeds  
leaves th e  c o m p e titio n  in th e  dust. The  reduced-so lvent ester fo rm u la tio n  
o f  T Z o n e  SE con tro ls  m o re  th a n  60  o f  th e  to u g h e s t b ro a d le a f  w eeds. 
A n d  T Z o n e  SE does it w ith  a fas t visual response fo r  fe w e r  com pla in ts  
an d  callbacks.

Leave the lesser herbicides behind: 
Choose TZone SE. ___ _ _  _

p b i / G Q R d o n  
c o n p o R s t i o n

TZone™ is a trademark and Checkered Flag Label Design®, Gordon's®, and Pro Form® E  m  p  l o y e e - O w n e d
are registered trademarks of PBI-Gordon Corp. 10/16 04538

GordonsProfessional.com



F inances

EXPLAINED
It's not alphabet soup. It's a no-fluff number that tells 

the story of what your company is really worth.

By Kristen Hampshire

H A T ’S Y O U R  BU S IN ESS  R E A L L Y  W O R T H ?
This is a question every owner should ask, whether or not selling 
is the plan. The operation you dedicate your time, resources and 
energy to growing is likely the greatest asset in your life. But 
how “great” is it, really, when you’re talking dollars and cents?

Fact is, there’s a significant value gap between a business that 
funds a comfortable lifestyle and one that can fetch a favorable 

price at the deal table. “A business should be built to sell,” says Tom  Fochtman, 
president o f Ceibass Venture Partners. “Whether or not you want to sell, let’s have 
it be the best operating company that it can.”

Enter a financial term that helps you get to the bottom of that value question: 
EBITDA, or earnings before interest, tax, depreciation and amortization. If this is 
the first you’ve heard of EBITDA, you’re not alone in the industry.

EBITDA is used to compare companies’ profitability because it takes out financing 
and accounting decisions. It removes debt, capital and tax effects by adding back 
interest and tax to earnings. Sound confusing? Basically, EBITD A  is a measure o f a 
company’s operating performance.

Most importantly, EBITD A  is the basis o f many M & A  transactions, and under
standing your adjusted EBITD A  (removing from the equation owner “add-backs” 
like a spouse’s vehicle or an exorbitant owner’s salary) provides a true picture o f how 
a company is actually doing and what its earning potential could be.

“As a small business, there are so many things you can take on as expenses that 
are not ‘operational expenses’ critical to running the business,” says Jim  Huston, 
president o f J.R. Huston Consulting. “When a consultant goes in to evaluate the 
business, they take into account these ‘adds’ and ‘deducts.’ The EBITD A  is basically 
looking at a financial statement and P& L and making adjustments to bring it in line 
with fair market value, or legitimate operating costs.”

6 6  DECEMBER 2016 | LAWNANDLANDSCAPE.COM
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w w w .bellam ystricklandisuzutrucks.com

■ P M * 1 Flat Bed Spray

Dumps

Debris Dump Irrigation

Van Scape

BELLAMY STRICKLAND ISUZU
MCDONOUGH, GA • 1-800-535-5229 • jw@ bellamystrickland.net

I S U Z U
TRUCK

BELLAMY
STRICKLAND

http://www.bellamystricklandisuzutrucks.com
mailto:jw@bellamystrickland.net


Inside the strong steel shell is 
deep-pleated h igh-capture filte r  
material to scrub your oil and help  
protect your engine. A louvered 
metal backbone means stronger 
oil flow, a steel spring absorbs 
shock, and bypass and an ti- 
drainback protection are bu ilt in. 
Not every filte r has th is  kind of 
guts. Keep it genuine Kawasaki. 
kawasakienginesusa.com

Get your firm

*
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Even if you're not selling, you should treat your business like 
it's on the market. You'll operate more efficiently and profitably. 

So what can a landscape company do to increase its value 
and cash out in a better position? Here are some pointers:

1. INCREASE CASH FLOW. 
EBITDA is earnings before 
interest, tax, depreciation and 
amortization -  and that's cash 
in the business. Increase cash 
in the business by watching 
expenses. Do you have cash 
tied up in inventory or aging 
accounts receivables? Are there 
ways to reduce your overhead 
expenses? Rake through that 
budget and see how savings 
can drive more cash into the 
business.

2. DRIVE RECURRING REVENUE. 
Lawn care and maintenance 
businesses hold value in part 
because the buyer is purchasing 
a contract book of business.
This limits the risk for buyers, 
therefore increasing the value 
of your business. Recurring 
revenue includes maintenance 
contracts, snow removal 
services, lawn care, irrigation 
maintenance and other "repeat" 
services that feed the cash flow 
on a consistent basis.

3. PRICE SERVICES PROPERLY. 
This goes back to Huston's 
advice: "Price it right, produce 
it right and produce enough 
of it." If you're barely making 
money on services, then cash 
flow and profit margins suffer. 
So focus on ensuring that 
industry benchmark of at least 
10 percent profit margin (and 
more is always better), and take 
into account labor, materials 
and other expenses.

So why should you know your EBITDA? 
In many ways, it’s the “get real” number. 
EBITDA takes out the fluff -  the extras that 
a buyer wouldn’t pay for -  and leaves you 
with a number that can be used as a platform 
for growth. Once you know your EBITDA, 
you can see how reducing spending and im
proving efficiency can improve the value of 
your business. It shows how a company that’s 
operating with a value-minded approach can 
ultimately walk away with a lot more cash 
than one that uses the business as a vehicle 
for funding life’s expenses.

EBITDA A T WORK. Let’s play out an EBITDA 
scenario here. A company does $ 1 million in 
sales and the net profit is 10 percent before 
tax, depreciation and amortization. You con

sider “adds” and “deducts.” For example, the 
owner’s salary is $200,000 when it should be 
closer to $60,000 (what a buyer would pay 
for), and the spouse’s car is $5,000 a year -  
another add-in.

After those extras are “normalized,” you 
get a number -  say, $150,000 of EBITDA.

Next, you apply the EBITDA multiple. 
This metric is used to measure a company’s 
cash return on investment. The ratio is a 
modification of operating and non-operating 
profits compared to market value of a com
pany’s equity plus its debt. So, if  we apply a 
five-times multiple to $150,000 EBITDA, 
the com pany’s value to a buyer is about 
$750,000. (Landscape multiples range from 
four on the low end to seven on the high end.)

Value varies significantly depending on



G R O W ! 2017
For landscape professionals, 
by landscape professionals
February 8th-10th

Dayton, Ohio—on location at 
Grunder Landscaping Company!

V
Here is wha t to  expect from  GROW! 2017:

■ U n p reced en ted , all-access to u r o f M arty's aw ard  
w inn ing , $5 m illion com pany, including tim e  
w ith  G ru n d e r te a m  m em b ers  (ask th em  anything  
you w ant!)

■ Learn to  A T TA IN , T R A IN , RETAIN & EN TER TA IN  a 
m odern-day , g reen  industry w orkfo rce

■ Learn how  to  g e t your en tire  te a m  to  strive fo r success

■ In ad d itio n  to  M a rty  and Team  G runder, learn from  
industry giants: S cott Jam ieson , Frank M arian i, Jim  
M cC u tch eo n , T o d d  Pugh and M ik e  Rorie

■ G e t th e  fire p o w e r you n ee d  to  g ro w  your business 
in 201 7

"Within the first hour it 
was apparent that GROW! 
was different than other 
industry events and it was 
obvious that I would be 
receiving a huge return on 
my investment. Marty and 
his team are experts at 
ensuring their audience is 
engaged throughout the 
event. I had the opportunity 
to have numerous one 
on one conversations 
and made invaluable 
connections with leaders in 
the industry."

Find out w h a t it m eans to  be
G runder-S truck

—  Loriena H arrin g to n , 
Beautifu l B loom s  

Landscape &  D esign

m a r t y  g r u n d e r
W here Landscape Pros GROW

Visit martygrunder.com for more information or call us at 1.866.Grunder



“As a small bui re are so many
things you can take on as expenses that 
are not ‘operational expenses’ critical to 

running the business.”

Jim Huston, president of J.R. Huston Consulting

how a company performs. Fo- 
chtman illustrates this example: 
A company with $8.5 million in 
revenue has a five-year track re
cord of 23 percent annual profit 
and renewal rates of 95 percent 
and higher. Its EBITDA is $2.4 
million with a 6.1 multiple. That 
business is under contract for 
$14 million. (That’s a significant 
gain for the owner.)

“Companies are selling for 
four to seven multiples, which 
means if you have an EBITDA 
of $ 1 million you will get $4 to 
$7 m illion for it ,” Fochtman 
says. “But, that depends on how 
good your company is.”

EBITDA in the landscape in

dustry is driven by high renewal 
rates, low workers’ compensa
tion modification rates, a strong 
management team and those 
operational efficiencies that in
crease revenue and profitability. 
“All of these things cause a com
pany to sell for a higher multiple 
of EBITDA,” Fochtman says.

TEASING OUT THE EXTRAS. All
of the add-ins a company pools 
into its financial picture can 
make all the difference in its val
ue at the time of sale. “Adjusted 
EBITDA takes into account all 
of the owner add-backs, and all 
owners have them at some level,” 
Fochtman says.

Typical add-backs include: a 
large owner’s salary and year-end 
bonus, lawsuits and insurance 
claims, one-time professional 
fees, excessive inventory (parts, 
m ateria ls), fam ily  m em bers’ 
wages and benefits when they 
do not play an active role in 
the business, repairs and main
tenance. Consider all of those 
extras (and then some). Like, 
how about the week of vacation 
added to a two-day business 
conference?

If a buyer comes to the table, 
he or she will not place value on 
these expenditures.

So consider what expenses 
exist because you yourself own

*CMJTtCw’;

N O  L O N G E R  J U S T  A

ST U M P  CUTTER
The Rayco stump cutter just became more versatile for the rental and landscape 

industries! Rayco’s RM27 Multi Tool Carrier is a new platform for carrying a variety 

of work tools, including Rayco stump cutters, plus: tillers, trenchers, snow throwers, 

power brooms, push blades, and more.

Q  RAYCO call -800.392.2686 visit - RAYCOMFG.COM



the business. Those are the 
expenses that must be normal
ized. “Things like funding an 
owner’s retirem ent plan w ill 
go away when you sell, and a 
new owner will not pay for a 
$75 ,000  pickup truck rather 
than a $45,000 truck,” Focht- 
man says. “If yo u ’re paying 
yourself $300,000 a year when 
you’d hire someone else to do 
your job for $ 150,000, you have 
to normalize the $150,000. All 
of this goes back on top of that 
EBITDA number.”

Some good news for owners 
in the landscape industry is that 
depreciation is put back into 
EBITDA. “D epreciation is a

non-cash event that helps you,” 
Fochtman says. “It lowers your 
profit number, which in turn 
lowers the tax you will pay. This 
is a big deal in the landscape 
industry because we have lots of 
trucks, trailers and equipment. 
So, depreciation can be your 
friend.”

W HAT DRIVES M ULTIPLES. The
type o f landscape com pany 
you’re running plays into what 
m u ltip le  your com pany can 
get. A service-based landscape 
company with recurring revenue 
through maintenance accounts 
w ill be valued higher than a 
construction-based firm where

sales are tied to the owner, Hus
ton points out.

Fochtman says another reason 
that design/build firms tend to 
not hold value like other types of 
landscape businesses is because 
accounts are largely residential. 
“Then, it becomes, how much 
will a buyer pay for residential 
install backlog?” he says.

On average, a maintenance 
company is worth roughly $0.35 
for every dollar of sales, Huston 
says. That means a $1-million 
com pany is valued at about 
$350,000 plus hard assets like 
equipment and inventory. How
ever, some companies do sell for 
$0.50 to $1 of revenue -  and

more. Fochtman refers back to 
the example of the $ 18.5-mil
lion company under contract 
for $14 m illion, and another 
$8 -m illio n  firm  he’s repre
senting that is under contract 
for $13.7 million. “Landscape 
maintenance companies of any 
size are being sold for (various 
multiples) of adjusted EBIT
DA,” he says.

Huston notes that lawn care 
companies generally sell for 1-to- 
1, so a business with $ 1 million 
in sales w ill often sell for $1 
million. “Irrigation service com
panies are usually worth $0.50 
on the dollar, plus or minus any 
equipment,” Huston says, l&l

Growing your business 
is our passion

That’s w hy w e focus on developing the nation ’s leading mobile 

software solutions to  manage your business, as well as 

autom ated digital marketing and print solutions to  prom ote and

P f lR e a lG r e e n
^ S Y S T E M S

grow  your business, and enhance custom er experience.

Need to energize your businessr?
Join us at Disney World !

POWERED BY REAL GREEN SYSTEMS

sp-lutions 
2017

JAN10-13 2017

This annual conference presents the opportunity to 
network with fellow lawn care business owners, vendor 

suppliers, and industry professionals.
Attend marketing, business management, leadership and industry- 
specific sessions led by national leaders in their fields, to gain the 

competitive knowledge you need to grow and sustain your business.

I have attended GIE-Expo 
and they have good 
classes, but they are 
nothing like Real Green’s.

- Butch Dellis (Owner of 
Nutri-Green Professional Services)

Disney’s Coronado Springs Resort
Lake Buena Vista, Florida

We enjoy seeing all the vendors’s 
new equipment and product releases, networking and 
learning about other businesses’ operations.
With the marketing and business speakers they bring in 
-  it’s impossible to miss! Our company really benefits.

For m ore inform ation & to register, visit:
RealGreen.com/Solutions2017

- Marv Kottke (Owner of Spring Touch Lawn & Pest Control) 00@©@ (8 0 0 )4 2 2 -7 4 7 8

© 2016 Real Green Systems. All rights reserved.



Customer Feedback

Sharing positive comments shows the value of your work. By Chad Diller

I F  Y O U ’ R E  A  R E M A R K A B L E  C O M P A N Y ,
your clients are going to sing your praises from time 
to time. Positive comments will make their way 
into your inbox, mailbox and voicemail throughout 
the year. Does your company have a process to 

maximize the power of these comments?
If someone has something valuable to say about your 

team or company, don’t be afraid to use it. Get every ounce 
of worth out of those comments. At Tomlinson Bomberger, 
we learned over the years that the kind words of a happy

client are an opportunity to inspire our team and validate 
our brand claims in a marketplace flooded with competitors.

GATHER FEEDBACK. Does your company struggle to gain 
positive feedback? After taking a hard look at your opera
tion, you may realize that you need to be proactive to get 
positive client feedback. Clients are far more likely to 
communicate dissatisfaction than to sing your praises. The 
key to getting that kind of feedback is to deliberately ask 
for it in the right place at the right time. C
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Editors note: Chad Diller wrote 
this when he was marketing 
coordinator fo r  Tomlinson Bom- 
berger Lawn Care, Landscape & 
Pest Control. Lie is noiv account 
manager with Landscape Lead
ership, a sales and marketing 
agency fo r  the green industry. « 
This article pertains to his time 
at Tomlinson Bomberger.

One of the processes Tom 
linson Bomberger put in place 
is to survey clients after certain 
projects are completed.

We send postage-paid survey 
cards with a space for the client 
to add specific comments. In 
addition to mail correspondence, 
one of our team members calls

to ask questions about their 
satisfaction. Our company also 
uses a prominent Net Promoter 
Score inquiry on all invoices and 
statements. The question asks the 
client, “On a scale of 1-10, how 
likely are you to recommend 
our company to your family or 
friends?” M any times the client 
will also write a comment.

There are also many times 
clients send positive comments 
via email or tell one of our team 
members over the phone.

Our team knows that when a 
client tells us they’re happy, it’s 
time to spread the word. Emails 
are forwarded, invoices are cop
ied and online reviews are passed 
along to those involved.

PROMOTE THE FEEDBACK. Don’t 
be afraid to get maximum usage 
of client feedback. When a com
ment comes into our organiza
tion, we make a point to share 
it with our whole team.

Unique comments are dis
played on a monitor in our crew 
room. Emails and notes are read 
aloud at company meetings.

The feedback gets filed into 
the client’s record in our data
base, and a copy goes in the per
sonnel file of the team members 
responsible. A team member that 
inspires regular positive custom
er feedback is worth rewarding.

Be proud enough of positive 
feedback to share it publicly. 
Become known as an organiza

tion that celebrates the successes 
of a team that makes each client 
feel like a rarity instead of a 
commodity.

Anonymize the client in the 
review and post it online, men
tioning your team members by 
name, even tagging them on 
social media when possible.

It’s amazing to see how fol
lowers will react to these kinds 
of posts. Just be sure to make the 
focus on praising your team and 
thanking your client.

Whether using it online or in 
printed materials, sharing client 
feedback can help your com
munity see how you feel about 
having a team that focuses on 
amazing clients, l&l

REVOLUTIONARY PLANT 
HEALTH SOLUTIONS

Garden Center • Greenhouse • Indoor Growing 
Landscape • Nursery • Trunk Injection

NO M AHER YOUR CHALLENGE, 
ARBORJET IS HERE FOR YOU.
Trunk injected insect & disease controls 

Botanical insect & disease controls 
Soil amendments & water management

call: 815.935.8383  
email: info@bradleymowers.com  
click: www.bradleymowers.com

SALES REPS WANTED - ALL REGIONS 
INTERESTED? CONTACT US TODAY!

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


i i f f l i i f y t o t e d ‘ U e U

A new collaboration by growers and garden centers aims to make plant 
selection less confusing for you and your customers.

By Matt McClellan

r HE INDUSTRY CONTINUES 
TO CHURN OUT NEW PLANTS

like clockwork, often before the nuances 
of last year’s introductions are completely 
understood. Even seasoned growers find 
themselves daunted by the sheer amount 
of new varieties.

If a dedicated plantsman has trouble 
staying on top of all the new genetics, it’s understandable 
that landscapers would be intimidated. A plant neophyte who 
enters a garden center for the first time is likely 
to be overwhelmed by the choices.

We might be suffering from new plant 
fatigue, but consider where the industry 
might be without Knock Out roses, Endless 
Summer hydrangeas or the countless other 
smash hit introductions that pumped a shot 
of vitality into the market.

New genetics are the adrenaline of our 
industry, says Ed Overdevest, president of 
Overdevest Nurseries. Reducing consumer 
choice is not the way forward.

“W e see the ever-increasing supply of new 
varieties as an opportunity -  if  processed 
properly,” he says.

Overdevest is part of a collaboration of growers, new plant 
introducers and retailers that is trying to solve this problem. 
The group has one major factor in common: a dedication to 
the independent garden center. The group was announced last 
year and its goal is to provide better choices to the consumer by 
improving the plant pipeline process. Not every new choice is a 
better choice. Retailers try to help landscapers and consumers, 
but the fear of failure is a major impediment.

And when a plant fails, the consumer feels 
that fear was justified. By filtering the myriad 
new varieties, “rush to market” failures can 
be avoided.

“By thoroughly trialing in all settings: 
production, landscape and retail, we expect 
to narrow the field of selections down to the 
truly outstanding,” Overdevest says. “That 
way, retailers, and u ltim ately consumers, 
can have confidence in the merit of these 

introductions.”

interest, we expect 
(the number of 

plants) to increase 
substantially with 

each year.”

Ed Overdevest, 
president,

Overdevest Nurseries

IN THE BEGINNING. In 2014, 
the Syn-RG group commis
sioned Kip Creel’s Standpoint 
Marketing to survey consum
ers about their gardening con
cerns. W hat stood out loud 
and clear among all age groups 
was a desire for plants to be 
“tested to succeed in my area” 
and accessing those “grown 
specifically for my area.” 

Similar to the way “trust- 
marks” such as the “Good 

Housekeeping” seal of approval have provided 
helpful reassurance to consumers for decades, 
the wording for a new plant certification pro
gram clearly emerged from this research. The 
group consulted with its collaborators, and the 
“Handpicked for You” trust-mark was born.

More than 1,400 logo designs were submit
ted as part of an online crowdsourcing project.
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This collaboration with IGCs 
is a vital part of the Syn-RG 
group’s DNA. The growers in
volved all understand the value 
of reinforcing IGCs as trusted 
plant experts.

“W e’re competitors, but we 
realize how much we can benefit 
from working together because 
we are aligned with the same 
values and marketing strategies 
of making IGCs successful,” says 
M ark Sellew, president of Prides 
Corner Farms.

“W e want them to be involved 
in trialing as much as we are 
as growers, so we can foster a 
partnership with them, and also 
know that these plants aren’t 
going to run off to a box store.”

ABC After a year of grower 
trials, several varieties will move 
on to retail trials this spring.

RETAILERS' ROLE. Independent 
garden centers have been unof
ficially involved in Syn-RG since 
its early days, as growers called 
upon a cross-section of their retail 
customers to weigh in on the 
StandPoint surveys, Overdevest 
says. Garden centers also pro
vided input during focus group 
sessions, which helped shape the 
Handpicked for You program.

Syn-RG is still developing its 
network of independent garden 
centers that will sell Handpicked 
for You plants, he says.

“During the lead up to spring,

each Syn-RG grower w ill be 
reaching out to interested gar
den center customers to be a 
part of our Handpicked for You 
certification network,” he says. 
“Actual ‘membership’ involves 
the original group of five Syn- 
RG growers.

These companies are providing 
all the investment capital for the 
Handpicked for You program. 
Retail participation is open to 
all garden centers purchasing the 
regional brands offered by the 
member growers.”

The in itial plant focus will 
be shrubs and perennials, but 
Overdevest says that it is likely 
that trees and annuals will be 
added as the program matures.

Sheridan Nurseries, which 
runs both robust growing and 
retail operations, is already gear
ing up for a soft launch at retail 
in 2017, says Rob Naraj, vice 
president of nursery sales for 
Sheridan Nurseries.

T hey are tria ling 150 new 
plant varieties that are not avail
able in the marketplace from 
several different breeders and 
propagators, Naraj says.

“I can tell you right now that 
there is a very large number that 
will be ripped out of the garden 
by spring of next year,” he says. 
“W e already know that they’re 
not cutting the mustard.”

The plants aren’t fed fertilizer 
and only get watered about once



The Syn-RG group of growers and retailers is working to ensure new plants are tested to thrive where they're installed.

a week to test their strength in 
conditions that a typical con
sumer would provide, Naraj says.

Overdevest says that in 2017, 
roughly 20 plants out of the 
in itial varieties trialed w ill be 
introduced in a soft launch-like 
introduction of the Handpicked 
For You program.

“Based on all the interest, we 
expect (the number of plants) to 
increase substantially with each 
year,” Overdevest says.

As the initial stream of new 
selections gets narrowed down 
from a production and landscape 
perspective, IGCs provide valued 
input on appearance and perfor
mance. Those that ultim ately 
get the thumbs up are certified 
as H andpicked for You and 
marketed through each partici
pating grower’s regional brand 
and network of IGC customers.

Handpicked for You is not 
intended to be another brand. 
The founding growers believe 
there are already enough good 
national brands in the market.

The certification will be added 
as an overlay to the Syn-RG 
growers’ own regional brands -  by 
virtue of an additional tag -  and 
marketed only through IGCs. 
A lthough new genetics from 
national brands will be trialed on 
an early access basis at the grower 
level for better mutual evaluation 
purposes, the release of these new 
plants is not currently authorized 
to be part of the Handpicked for 
You certification, distribution and 
marketing process.

N araj says the m ain goal 
throughout the trialing process 
is to test p lants over a long 
period of tim e and w ith in  a 
variety of conditions and areas 
to p inpo in t p lants that w ill 
thrive locally. They are also still

ham m ering out a m arketing 
and advertising plan to figure 
out how to com m unicate to 
consumers that these plants 
have been thoroughly vetted by 
a group of growers and retailers.

The overall goal is simple for 
Naraj. He hopes Handpicked for 
You allows “the retailer to sell it 
in confidence, and, more impor
tantly, the consumer to purchase 
it with confidence.”

Overdevest says he’s excited to 
collaborate with garden centers, 
and to “be able to partner with 
local garden centers in a way that 
respects their opinions and values 
their input -  with the end result 
being a strengthened future for 
the independent channel.”

TRIAL BY FIRE. The regional tri
als are a key part of the process. 
Throughout 2016, the first year 
of access to promising new vari
eties, Syn-RG growers have col
lected data on production capa
bility and landscape performance 
in their specific climatic region. 
During 2017, which will be year 
two of the process, the growers 
and their IGC partners will trial

for hardiness, drought-tolerance, 
production performance, land
scape value, disease and insect 
resistance, invasive tendencies 
and duration of interest.

Retailers can use these samples 
for planting in their own trial 
areas or as displays in their sales 
yard to gather consumer reac
tions. If a variety  receives a 
consensus positive opinion, the 
Handpicked for You certifica
tion will be awarded, and initial 
production will be targeted for 
sale at partnering IGCs during 
the third year, 2018.

Some new varieties will emerge 
from “Year 2” trialing for certi
fication in 2017. But there is 
a strong possibility consumers 
might see the Handpicked for 
You logo as soon as this spring 
on select varieties.

“Interestingly, we have been 
encouraged by IGCs in the 
meantime to extend this certi
fication to existing outstanding 
performers that have already 
proven themselves in the mar
ket,” Overdevest says. “W e have 
this under serious consideration 
for this coming spring.”

Certain plants may receive the 
Handpicked for You certification 
in some states, but not oth
ers. For instance, while a crape 
myrtle may meet the standards 
in Virginia, it might not in Con
necticut. The respective region 
will be reflected on the tag.

“That’s the magic of our re
gional network,” Sellew says. 
“Each of us will have a different 
mix. W e have Ohio, New Jersey, 
V irg in ia , O ntario  and C on
necticut. W e all made a promise 
that we were going to trial these 
not just in the container but in 
the garden to ensure it doesn’t 
just have good container per
formance, but also good garden 
performance.”

Earlier access to plant mate
rial is another lynchpin to the 
process. For that, the Syn-RG 
growers needed to get the new 
plant producers on board. Luck
ily, that was an easy sell.

“W e have a group of similarly 
minded growers who share the 
same goals as independent retail
ers and new plant introducers,” 
Overdevest says.

(continued on page 81)



BUSINESS OPPORTUNITIES

LANDSCAPES & JOBS

t  ‘ S a n a
* Two Profit Centers

1\TI1 P A V M F N T S  ¡vo i \ T r » r t T  * Two Revenue Streams1M I 1 A1 M L I\ 1» , 1MI If» 1 n u ll!»  I  * Xw0 Customer Bases
FOR DAYS - NO Payments/Interest

W p  Y o u r  I n s t a l l s  * A Simple, Easy Add-On Service
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www.allprogreens.com/training 1-800-334-9005

LANDSCAPES & JOBS

* Two Profit Centers
* Two ' Revenue Streams
* Two I W Customer Bases
* - NO Payments/Interest
* A Simple, Easy Add-On Service
* Buy Manufacturer Direct

1-800-334-9005

NO PAYMENTS, NO INTEREST 
FOR DAYS 

We > Your Installs 
www.allprogreens.com/training

MAXIMIZE YOUR 
ADVERTISING DOLLARS

We offer the industry’s low est c o sts  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.

ESTIMATING

Simplify Your Entire Bidding Process
Easy New Software from Jim Huston 
Proven with hundreds of contractors 

Fully Integrates Estimating, Job Costing & More

Learn more at www.jrhuston.biz 
Free on-line demo e-mail: jhuston@jrhuston.biz

¡MAKE MORE MONEY!
$$ Attention Landscapers $$

Add a Lawn and Ornamental Spray service 
or Bug route to your existing customers! 

Go to Pestcontrollicense.com  
Give us a call 3 5 2 -4 4 3 -1 1 9 3

BUSINESS FOR SALE

IB S  ACQUISITION 
FYPFRTS llc

EAST COAST OF FLORIDA 
LAWN AND LANDSCAPE

Gross Sales $1.3M, 80% Commercial 
Tree Business Sales: $3.2 Million 

Lawn Business Sales: $195K 
Lawn Business (Keys): $199K

Contact: John Brogan 
Office: 772-220-4455 • Cell: 772-284-4127 

E-maihjohn@acquisitionexperts.net 
Visit our website at www.acquisitionexperts.net

WE SELL BUSINESSES IN  FLORIDA

BOOKS

Benchmarks for Landscape 
Construction Professionals

Publication Special for Jim Huston's new book!

Benchmarks, Standards and Critical Numbers 
for your company, your industry and your life.

• Benchmarks book
• Benchmarks audiobook

• Benchmarks MS Word CD
3 3 %  Discount!

All three for $ 1 5 0  plus $ 1 9  S&H

Email Jim for more info at jhuston@jrhuston.biz

CONFERENCES/MEETINCS

Jackson Hole Brainstorming Meeting
Hosted by Jim  Huston

January 12-14,2017

3 days of interaction with up to 
20 non-competitive green industry 

companies at Jackson Hole, WY.

Great site-seeing and winter activities 
with plenty to do for the whole family.

For more details em ail:
Jim : jhuston@ jrhuston.biz

LAWN & LANDSCAPE IS ALSO ON:
Search Lawn & Landscape on www.facebook.com

mailto:bvelikonya@gie.net
http://www.allprogreens.com/training
http://www.allprogreens.com/training
mailto:bvelikonya@gie.net
http://www.jrhuston.biz
mailto:jhuston@jrhuston.biz
mailto:E-maihjohn@acquisitionexperts.net
http://www.acquisitionexperts.net
mailto:jhuston@jrhuston.biz
mailto:jhuston@jrhuston.biz
http://www.facebook.com


Classified s

FOR SALE

SNOW & ICE CONTROL 
ANTI-ICING 

PRE-WETTING 
CHLORIDE SAND

TRADEMARK OF OCCIDENTAL 
CHEMICAL CORPORATION

Bay Dust Control Division of

LIQUID CALCIUM 
CHLORIDE SALES, INC.

LIQUIDOW™ DOWFLAKE™ 
PELADOW™

2715 South Huron Road 
Kawkawlin, Ml 48631 

Ph: 989.684.5860 • Fx: 989.684.9953 
www.liquidcalciumchloride.com

NEW/USED/REBUILT
Plows, Spreaders and parts 

Largest diverse plow inventory 
Western, Fisher, Blizzard, 

Meyer, Diamond, Snoway, 
Snowman, Boss, Snowex 

1000 plows in stock 
WWW.STORKSPLOWS.COM 

610-488-1450

FOR SALE

* Unique Patent Pending Design *

Mighty-Spikes™ can
be used for holding 
down most any 
product securely to the 
ground. Made from 

strong Polycarbonate plastic with 8 unique 
Patent Pending alternating reverse arrows, 
designed to resist pulling back out.

* Last For Years * Re-Usable * Sharp Point
* Large 3/4" Head * Super Strong *6" Length

Proudly M anufactured In The USA

www.mightyspikes.com 
P h o n e :1-8 0 0 -4 10 -76 6 1

Discount
Small Engines & Parts

Small engines & parts 
from Briggs & Stratton, Kohler, 
Tecumseh, Robin and more. 

www.smallenginesuppliers.com

Also, look up your own parts 
and buy online at

www.smallenginepartssuppliers.com

Seat Warehouse
Quality Replacement Seats

Call 855-700-SEAT (7328) 
www.seat-warehouse.com

REDUCE PESTICIDE USE 
BY 5 0 %  OR MORE

C
GREGSON-CLARK

Spot-spray pesticide while 
blanket applying fertilizer

Toll free - 800.706.9530 
Phone - 585.538.9570 

Fax - 585.538.9577
Sales@GregsonClark.com 

a .Division at Rhett M. cir*, ine. Greg so nC lark, com
V J

VIEW CLASSIFIEDS ONLINE AT LAWNANDLANDSCAPE.COM

FOR SALE

Florasearch, Inc.
In our th ird  decade o f perfo rm ing  

confidentia l key employee searches 
fo r landscape and horticu ltu re  

employers worldw ide. Retained.
Career candidate contact welcome, 

confidentia l and always free.
Florasearch, Inc.

Phone: 407-320-8177 
Email: search(5)florasearch.com  

www.f1orasearch.com

GOT PLOW  
PARTS?

WWW.GOTPLOWPARTS.COM

IRRIGATION TECHNICIAN
Large Landscape company is seeking 

experienced Irrigation Technicians with valid 
driver's license. Must have a minimum of 

3- 5 years of previous experience. Qualified 
females are encouraged to apply. 

IN TER VIEW S:Tuesdays at 7 a.m. to 9 a.m. 
$ 1 4 -$ 1 8 /H R  | Full-tim e  

RESUMES: email to: paulw@fslandscape.com 
Call Paul (909) 8 5 1-3 7 6 3  

5 1 5 1  Pedley Rd.
Riverside, CA 92509

http://www.liquidcalciumchloride.com
http://WWW.STORKSPLOWS.COM
http://www.mightyspikes.com
http://www.smallenginesuppliers.com
http://www.smallenginepartssuppliers.com
http://www.seat-warehouse.com
mailto:Sales@GregsonClark.com
http://www.f1orasearch.com
http://WWW.GOTPLOWPARTS.COM
mailto:paulw@fslandscape.com


HELP WANTED HELP WANTED INSURANCE

G r e e n S e a r c h
Since 1995, G reenSearch 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 

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

e-mail info@ greensearch.com

LANDSCAPE EQUIPMENT

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 nationw ide.
Web site: www.jasper-inc.com

INSURANCE

Snow and Ice 
M anagement Com pany

We are looking fo r Subcontractors in 
DE, FL, GA, IN, KY, MD, NC, NJ,

NY, OH, PA, SC, TN, VA, WV 
to  p rov ide  SNOW rem oval, 

landscaping, park ing  lo t 
sweeping. Please go  to  ou r w ebsite  

www.snowandicemgmt.com 
and fill o u t ou r fo rm  

"Join our Team"

TREE TRIMMER
$ 1 5 -$ 2 5 /H R  | 3 -5  yrs. of experience

N. Calif Office 
43197 Osgood Rd.
Fremont, CA 94539

Call John (925) 786-2780  

john@ fslandscape.com  

5 1 5 1  Pedley Rd.
Riverside, CA 92509

INSURANCE PROGRAMS: ALL LAWN / LANDSCAPE BUSINESSES 

Auto, Equipment, LiabiUty^Property, Umbrella, Work Comp

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—QNLA—OLCA—CALCP

CALL 1-800-886-2398 TODAY FOR A QUOTE!
Daryl Erden, Green Industry Specialist 
daryLerden@biireninsiirancegroiip.com

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 sum m ary, 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 4 30 16  
6 14-764-70 00

Rick B e rsn a k -V ice  President 
rbersnak@keenanins.com

'  T H E  '  
K E E N A N  
A G E N C Y

V
Gen. Liab., W.C. and Com m . Auto, 
Property Programs also available.

J

LOOK FOR LAWN & LANDSCAPE ON

face b o o k .
facebook.com/lawnandlandscape

mailto:bvelikonya@gie.net
http://www.greensearch.com
mailto:info@greensearch.com
http://www.jasper-inc.com
http://www.snowandicemgmt.com
mailto:john@fslandscape.com
mailto:daryLerden@biireninsiirancegroiip.com
mailto:rbersnak@keenanins.com


Hedge Trimmer Chapps, Mower Trash Bags, 
Chemical Spray Vest and Chapps,

String Trimmer Chapps, Zero Turn Mower Covers, 
String Trimmer Covers, Arm Guard Chapps 

W . and Much Much More!!!

Buer SOB Sue Hty, Innovative landscaper accessories
=J 1  W W W .W E C I1A P P S .C O M  *\

MADE IN U.S.A. B O O -8 1  6 - 2 4 2 7  y ^

PLANTS, SEEDS & TREES

NATIVE SEEDS
Largest supplier of native seeds east 

of the Mississippi. Over 400 species of 
grass and wildflower seeds for upland to 
wetland sites. Bioengineering material 
for riparian areas and erosion control.

Contact ERNST SEEDS today.
www.ernstseed.com -  800/873-3321

SOFTWARE

BILLMASTER Software®
Simple, Reliable, Affordable

Perfect for Small Business 
Convert from any existing system 

All at a price your 
business can afford

Call today to get started. 
201-620-8566

Email: sales@billmaster.info 
www.billmaster.info

ADVERTISE WITH 
LAWN & LANDSCAPE TODAY!
Please contact Bonnie Velikonya 

at 800-456-0707 x291 
or bvelikonya@gie.net

SOFTWARE

O ur Business M anagem ent Software 
is specially designed for the lawn care  

and landscaping industry!

Features 
that include:
• Billing
• Scheduling
• Routing
• Estimating
• Much more!

With No M onthly Fees,
what are you waiting for?

IT'S TIME TO GET ORGANIZED!

A D KA D .CO M . 1.800.586.4683  

LAWNANDLANDSCAPE.COM

mailto:bvelikonya@gie.net
http://WWW.WECI1APPS.COM
http://www.ernstseed.com
http://www.billmaster.info
mailto:bvelikonya@gie.net


Advertiser Website Page#
American Honda honda.com 15

AMS0 IL amsoil.com 39

Arborjet arborjet.com 73

Ariens/Gravely gravely.com 83

Bellamy Strickland bellamystrickland.net 67*

Bobcat Bobcat.com 43

Boss LM bosslm.com 53

Bradley Mowers bradleymowers.com 73

Briggs & Stratton Briggsandstratton.com 57

Brite Ideas briteidea.com 60

Broan-NuTone broan-nutone.com 9

CLC Labs syntheticturftesting.com 58

Dow AgroSciences dowagro.com 19

ExakTime exaktime.com/lal 47

First Editions Plants FirstEditionsPlants.com 25

FX Luminaire fxl.com 84

GPS Insight gpsinsight.com 30

Grasshopper grasshoppermower.com 29

Great Oak DeerProRepellent.com 22

Gregson-Clark gregsonclark.com V

Ground Logic groundlogic.com 53

Husqvarna husqvarna.com 59

Jacks Small Engines JacksSmallEngines.com 38

Kawasaki kawasakienginesusa.com 51,68

Kichler Lighting landscapelighting.com 16,20

Kohler KohlerEngines.com/824 5

Kubota Engine KubotaEngine.com/GenuineParts 18

Kubota Tractor Corp. kubota.com 23

Lebanon Turf Products LebanonTurf.com 12,13

LMN golmn.com 2-3

Marty Grunder martygrunder.com 69

Meyer meyerproducts.com/snowpb 61

MistAway mistaway.com H

Neely Coble neelycoble.com 63

Nufarm nufarminsider.com 41

Pathway Biologic PathwayBioLogic.com 7

PBI/Gordon Corp. pbigordon.com 27*, 65*

PermaGreen Supreme permagreen.com 49

Permaloc Aluminum Edging permaloc.com 52

Pine Hall Brick americaspremierpaver.com 21

Pro Landscape /  Drafix prolandscape.com 22

Rayco Mfg. raycomfg.com 70

Real Green Systems RealGreen.com 71

SipcamRotam sipcamrotam.com 45

Tafco Equipment tafcoequip.com 21

Zoro zoro.com 35

* denotes regional advertising

A D V ER T ISE W ITH
LAWN & LAN D SCA PE TODAY!
Please contact Bonnie Velikonya at 
8 0 0 -4 5 6 -0 7 0 7  x291  or bvelikonya@ gie.net

H A N D P IC K E D  F O R  Y O U
(continued from page 76)
THE PLANT PIPELINE. The Syn-RG group is currently trial
ing several significant new selections. Among the highlights 
include boxwood selections from Saunders Brothers nursery. 
As one of the top boxwood producers in the U.S., Saunders 
has been actively studying new selections for blight resistance. 
Trialing of these varieties has been extended to the rest of the 
Syn-RG growers -  with retailer input being sought in the 
coming years.

Tom Saunders, container nursery manager at Saunders 
Brothers, used Kelly Ivors’ research into boxwood blight as a 
starting point. Ivors, currently of Cal Poly’s Horticulture & 
Crop Science department, was previously at North Carolina 
State University, where she researched which varieties are more 
susceptible to boxwood blight and which are more resistant. 
That, along with his own research into leaf miner resistance, 
helps him determine what to grow long term.

“Our goal is to release a couple varieties that are less prone 
to boxwood blight and not as susceptible to leaf miner injury, 
as well,” Saunders says.

Outside of boxwood blight, Saunders says leaf miners are 
the second-biggest threat to boxwood, because of how they 
change the aesthetic appeal of the plant.

Syn-RG also will be the exclusive marketing entity for a col
lection of virtually sterile barberries developed at the University 
of Connecticut by Mark Brand. M any current varieties of Ber- 
beris are on the hit list in several states because of their invasive 
nature. This collection represents the only barberries currently 
allowed to be sold in “barberry banning” states like New York.

Licensed propagation began in 2015. Grower trialing took 
place throughout 2016, and retailer samples will be available 
for testing in 2017. Handpicked for You certification for the 
barberry will be evaluated at the end of 2017 -  with retail sales 
commencing in 2018.

There is also a series of five reblooming daylily varieties, and 
a Bambini series dwarf Phlox paniculata in the program. Both 
are existing performers and potential “fast-track” candidates 
for a 2017 certification.

Overall, the group is optimistic about the collaboration, and 
its faith in the capability of its partners and its new executive 
director, Emily Bibens Chung. The vice president of Woody 
Bibens & Associates joined the Syn-RG venture in late August.

“W e’re in it for the long haul,” Sellew says. “All our busi
nesses have been successful because of our consistency and 
perseverance. I’m excited to be in this group because we’re not 
looking for a home run today. W e’re looking for sustainability 
and success over a long period of time.” l&l

The author is managing editor of Nursery Management magazine, a sister 
publication of Lawn & Landscape. Michelle Simakis, editor of Carden Center 
magazine, another sister publication, contributed to this article.

mailto:bvelikonya@gie.net


TIPS FROM THE TOP
interviewed by BRIAN HORN

P O T i  CO P SE S Y 1C 1  

PRESIDENT O f  G 1B8S

m m sa m m .Ksays
one of the most impor

tant lessons he's learned 

in the industry is to let his 

leaders lead, but not let 

long periods of time go 

by without checking in 

with them.

"I found when you do that, you become 

out of touch with maybe some things that are 

going on day to day," he says. "Usually that 

will pop up to where something big will come 

back to get you."

Lawn & Landscape spoke with Copses 
about how to give managers room to do 

their jobs, but also stay tuned in to what is 

happening.

L M : How do you keep 

your leaders from get

ting to disconnected 

from yo u?

PC: You have to be really 

in touch with leaders that 

are reporting to you in 
your organization, and to 

me it's basically in touch 

multiple times a week. 

You need to make sure they're not afraid of 

you, number one. They need to be able to 

come to you and let you know when there are 

issues that pop up because you certainly want 

to put your input into it, or you have som e

body else making a decision that could really 
affect you that you're not having input on.

I think that also with those types of leaders, 

you need to make sure that when you're

meeting with them, you have to focus on 

them too. You have to make sure that those 

people know that you're a caring person and 

you need to talk to them about themselves, 

what's going on in their lives. Everything just 

can't be about business or something nega

tive that's going on.

And then the flip side of that is that there's 

so many positive things that go on in our orga

nization, for sure, that you want to make sure 
you're re-sharing that with them and giving 

them the credit that's due to them when we 

have positive situations like that go on.

L&L* So stay aw ay from the no-new s-is- 

good-new s approach? You want to focus on 

both the good and the bad?

P C  Absolutely, you've got to. We had a de- 

sign/build job that we just completed a couple 
weeks ago. This was about a $30,000 job. The 

client had already had some hardscape work 

done about a year ago on their property, and 

with this hardscape work, there were several 

gas lines that were running to different things 

like a fire pit, an outdoor fireplace, etc.

And while we were there doing our work, 

we mark utilities; we talk to the client about 

if they have anything out there that they're 

aware of. But when you have people out there 

digging and planting large trees and putting in 

a large planting landscape, you're digging and 

you can hit things if they're not marked.

In this particular instance, we did hit in a 

couple different areas -  some gas lines that 

went to this new outdoor fire pit.

And in that particular situation, we had 

som ebody say, "OK, we're going to take care 

of it internally." Luckily, I happened to hear 

about it because I was having a lunch with my 

team and it was brought up to me. At least I 

was able to address that with the person that 

was managing the job, and in the end, we 

went back to the client and they were totally 

understanding, and they agreed to pay for 75 

percent of the cost of that.

You've got to be in touch day to day 
because if not, you have som ebody making 

a decision, which could really affect your 

company, l&l

PET ER  COPSES
/ /V IC E  PRESIDENT, GIBBS LANDSCAPE CO.

LOCATION

Smyrna. Georgia
TOP 100 RANKING74

2015 REVENUE

$23.2 million
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WELCOME TO THE FAMILY

SEE THE NEW FACE OF GRAVELY

GRAVELY.COM An Company Brand n  0  w  V o «



The possibilities are endless

With ZD and ZDC technology and Luxor Accessories, the Luxor® 
ZDC controls, zones, and dims almost any brand of 12V or 110V 
fixture. And it powers any relay-driven elements, like fountains and 
fire pits, all wirelessly. Plus, with over 30,000 color lighting 
possibilities, i t ’s the u ltim a te  system for outdoor autom ation .

Visit Hunter and FX Luminaire at the IA Show Booth #515 and 615

LA N D S C A P E  L IG H T IN G  | L e a m m o re .V is itfx l.c o m

A Hunter Industries Company FXLuminaire


