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- 'INTRODUCING THE
" ALL-NEW 2017 SUPER DUTY®

- WELCOME TO
- THE NEXT LEVE

WE OWN WORK

High strength, military grade, aluminum alloy body

Fully boxed, high strength steel frame ft i
@ l\ i

Weight savings reinvested to make the truck even stronger i {;fh S

(N
The most capable heavy-duty pickup in America* %‘f{wi

THIS IS THE NEXT LEVEL
FORD.COM

*Most capable hased on-best-in-classtawing, payload, torque and horsepower when praperly equipped.
Class is Full-Size Pickups over 8,500 Ibs. GVWR based on Ford segmentation
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Now backyards have a powerful new weapon
in the fight against mosquitoes.

Introducing NuTone® Haven'" 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.

*00 days at 2.4 hours per day.

haven.

Mosquito Repellent System
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BING N THE BACKLF

Finding temporary workers can alleviate the pressures of the big storms.
By Kate Spirgen

ou can't alway§ be staffed for the huge snow events that can hit states
like Minnesota, So what do you do when you need some extra help?
We talked tdh;om Hougnon, owner and chief operational officer af, =
Reliable Property Services, which also has locations in Wisconsin and
lowa, where an 18-inch storm'means bulking up the shoveling crews.

L&L: How do you find good people?

Hougnon: It's the foremen that know the people. It's really important to
have those good foremen.

We tend to shy away from just going to thé temp service and saying,
“Send us 35 guys.” If we do that we want to work with a temp service and
say, “We need 10 guys every event and we want the same 10 people.”

For the full story on hiring temporary staff, head to bit.ly/Snowbackup.

HORTICULTURAL TOOL & SUPPLY Co
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 VERY:BEST: IN TUULS AND SUPPLIES

,31‘“
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P—— T T B SRR . RN

AMLED coM ‘I 800-543-8955
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MORE THAN A MOWER
ALL-NEW TITAN" HD

" R oF < ¢ ‘ 2 ¢ A ;“__:'. ;4,!‘.:.,‘";0‘,1 it :
¥ GET:MORE DONE ON OR OFF THE MOWER -
with the all-new TITAN"'HD. Mount trimmers, tools, buckets and more on the specially

designed frame. Stay comfortable on the adjustable suspension seat. Plus, get heavy-duty
performance with an unmatched quality of cut from the rugged TURBO FORCE® deck.

QUICK CARRY SYSTEM UNIVERSAL TOOL MOUNT BUCKET MOUNT TRIMMER MOUNT

EXPLORE THE POSSIBILITIES AT YOUR LOCAL TORO DEALER

TORO@ Countonit.



EDITOR'S INSIGHT

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

Glad to be back, ready for more

ell, after four and a half months

away on sabbatical, I'm back. 1

spent abouta week processing a
bunch of emails, reading through a giant stack
of magazines and tracking down a new office
chair, and I've settled back into the routine of
editing and writing.

I'm truly grateful to have had the chance to
take a sabbatical this summer. I did many of
the things I set out to do: planted a garden,
rode my bike, spent time with my family.

But mainly, I used this summer to slow
down and step back from the stress and
frantic lifestyle that can come from publish-
ing a monthly magazine, and I couldnt have
done it withour the full support of my team
here at Lawn & Landscape and GIE Media.

If you look ar this page, my column rests
on all the people listed in the masthead below.
That's not an accident of design: They sup-
port me and are the foundation of this fine
publication. I'm just lucky to get to have my
mugshot up here and prattle on for 400 words
every month.

Every year in our State of the Industry
Report, we ask landscapers about their stress
level, and it consistently ranks near the top of
the list of their major concerns. No surprise

LawnésLandscape

EDITORIAL
CHUCK BOWEN &/ SSOCATE PURLSHER chowen@gie.net
BRIAN HORN /! ok bhorn@gie.net
KATIE TUTTLE /& * ktuttle@gie.net
! 1o kspirgen@gie.net
« mgrunder@giemedia.com
jhuston@giemedia.com
JUSTIN ARMBURGER /47 (405 10 jarmburger@gie.net

there, but what can you do about it? The
average landscaper can't take the summer
off, but what abour a week’s vacation? A long
weekend? Even just a day where you stop wor-
rying abourt everything and just unplug and
recharge. A short respite from the constant
stress of running your business, your branch
or your crew can make you a better leader in
the long run.

It is counterintuitive, I think, that slow-
ing down allows us to speed up. But some
time away from the grindstone helps us see
where we are, and gives us some perspective
on what we're doing. It gives us the energy
to make the changes necessary to improve
for the future.

Working on and in your business is fun —at
least I hope you enjoy it — but it can be very
easy to get lost in the weeds of day-to-day
management and operations and to lose sight
of why you're busting your butt every day.

Whether its your family, your bank ac-
count or something else, there’s a reason you
get out of bed every day, fire up your truck
and head out into the world. My time away
hclped me se¢ a“ my own reasons more
clearly. I knew them before, sure, but I didn't
always see them.

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

INQUIRIES

JODI SHIPLEY jshipley@gie.net

» dheberlein@gie.net
tmueller@gie.net
groberts@gie.net
tschuld@gie.net

\DVERTISING 5465 bvelikonya@gie.net

There’s a reason you get
out of bed every day,
fire up your truck and

head out into the world.

I'm excited to be back, and I'm looking
forward to the next few months. We've got
some very cool stuff coming down the pike
this fall and in 2017, and I can’t wait to show
you. — Chuck Bowen

LAWN & LANDSCAPE MARKET INSIGHT COUNCIL BILL ARMAN, The Harvest Group, Cota de Caza, Calit; ANOREW BLANCHFORD, Blanchford Landscape Contractors, Bozeman, Mont.; KURT BLAND, Bland Landscaping, Apex, N.C.; BENTON FORET, Chackbay

Nursery & Landscaping/Foret Land and Tree, Thibod:

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

JIM HUSTON, J R, Huston Enterprises, Englewood, Colo.; BRAD JOHNSON, Lawn America of Tulsa, Tulsa, Okla,; JESUS “CHUY™ MEDRANO, CoCal Landsape, Denver; TAYLOR MILLIKEN, Elite Landscape Company, Hendersonyille, Tenn., CHRIS & MATT NOON,
Noon Landscape, Hudson, Mass.; RICHARD RESTUCCIA, Jain frrigafion, Fresno, Calif PHIL SARROS, Sarros Landscaping, Cumming, Ga.; JERRY SCHILL, Schill Grounds Management, North Ridgeville, Ohio

10 OCTOBER 2016 | LAWNANDLANDSCAPE.COM
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YOU COULD LOSE HALF YOUR 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 Defendor
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.
SPECIALTY HERBICIDE

*Jefferson 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 detalls, Always read and follow label directions.
Dow AgroSciences Solutions for the Growing World ©2015 Dow AgroSciences LLC T38-800-003-A(10/15)BR DATOTURF5061
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The best o

WE

Orange County California contractors received
prestigious honors for commercial and residential
properties that span the entire area.

he Orange County chapter of the

California Landscape Contractors

Association 2016 Beautification

Awards honored 18 local landscape
contractors for excellence in landscape instal-
lation and maintenance, and demonstrating
the best quality, construction, originality and
attention to detail on projects completed within
the last year.

A rtotal of 55 awards were presented in 29
categories, culled from 90 entries which encom-
passed residential and commercial landscape
construction, maintenance and renovation,
along with water features, outdoor lighting and
water-saving California-friendly landscaping.

OCTOBER 2016 | LAWNANDLANDSCAPE.COM
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DMA Greencare won the Robert Wade
Presidents Award for this project in Villa Park.

The four top award winners are:

* Allen Chariton Memorial Judges Award
for the best landscape maintenance to Marina
Landscape for the Citadel Outlets project in
Los x\ngclcs.

* Sweepstakes Award for the best overall
entry from all categories to Richard Cohen
Landscape of the McLean Residence Project
in Villa Park.

* Bill Vandergeest Excelsior Award given

to a contractor who has been a member of

CLCA for less than a year to Solscapes for the
Lascari-Placentia project in Placentia.

* Robert Wade Memorial Presidents
Award for best landscape installation, land-
scape renovation, or water conservation to
DMA Greencare Contracting for the Kreut-

zinger Residence in Villa Park.

Multiple award winners included (each
received two to eight awards):

* DMA Greencare Contracting

* Glen's Landscape

* Gothic Landscape

* Land Mechanics

* Marina Landscape

* Mission Landscape Companies

* Richard Cohen Landscape

* Roger’s Gardens Landscape

* SoCal Concepts

* Solena Landscape

* Tropical Plaza

* Visionscape

* Wm. Vandergeest Landscape Care

LAWNANDLANDSCAPE.COM | OCTOBER 2016 13

Companies receiving a single award include: :

* Bemus Landscape

* BrightView Landscape Services

¢ California Landcare

i« Eureka Landscape Services

i1 Solscapes

Nurture your business, and your customers.

Trust the brand that offers a variety of reliable water pumping solutions. With easy
installations, energy efficiency savings, and premium standard features, Little Giant'
is the ideal partner to expand your product offering and grow your business.

Yol ud

«.'p

Little GIANT
T5yenrs




SMELL THE
SEEDS OF
SUCCESS

Start strong with perfect
seed-growing conditions
from LebanonTurf

Healthy turf starts at the seed. So why
not give it a head start with 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.

Pﬂllll,lllcll.,

SeedYAccelerator
Start today at LebanonTurf.com

=~ Lebanonlurf _

!
th

'/’(

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

000
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For more news, visit www.lawnandlandscape.com

Yes to GPS?

Q. I have been thinking about
getting a GPS tracking system
for my trucks but | don’t know
if the employees will like it, so |
am not sure if it is worth it.

A. GPS tools have helped our
industry to see improved effi-
ciency in many areas: crew rout-
ing, fuel consumption and even
asset recovery, to name a few;
but they are really helpful for
accountability and fleet safety.

I look at the investment most
importantly in terms of driver
and vehicle safety, which have to
be priorities every day. We have
an obligation to the communi-
ties where we work to provide
maintained vehicles and com-
petent, responsible operators. It

is also our legal obligation. We

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

N\ /7 NATIONAL

))(( ASSOCIATION OF
LANDSCAPE

7N\ PROFESSIONALS

have an obligation to our crews
to provide a safe work environ-
ment.

If this is the first time your em-
ployees are using GPS tracking,
it is true that you may have to
battle and overcome the gossip of
Big Brother is watching everyone.
While this is a valid point, use
the introduction of this tool as a
teaching moment. These systems
are used to benefit the whole
team, from the billing office to
the mechanics, to the driver’s
themselves. The drivers, really?
Yes, the drivers benefit by becom-
ing more accountable, in real
time, for their driving behavior.

The correction of bad habits

will carry over to their per-

sonal vehicle use. Also, there

14 OCTOBER 2016 | LAWNANDLANDSCAPE.COM
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LAUNCH
A LEGACY

Keep your lawns forever
young with Winning Colors

Your reputation is like your turf. It can grow, it
can wither... it can even last for generations.
Investing in quality LebanonTurf products
now—Ilike our best-selling Winning Colors tall
fescue seed blend—will help you reap huge

rewards in the long run. Through it all, your
lawns will stay looking young and healthy. /

—=h "uh L

WINNINGCOLORS

TURF TYPE TALL FESCUE BLEND

Start your legacy at LebanonTurf.com
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Work through some GPS demo instructions and ask if you can visit with a
firm using a system before purchasing a GPS product.

16

are advantages of this constant
behind-the-scenes monitoring
to support and defend your
drivers from accusations on the
road.

Within six months of our
new system coming online,
one of our drivers was cleared
in minutes after being accused
of causing a minor crash. The
dara showed that the truck
was at a complete stop and
had not moved just prior to
or after the impact. Just one
example, of how Big Brother
can be a friend.

Research the options avail-
able and ask your insurance

T P—

Is this how your
enjoy théil{

~— - systems :

Qutdoor Insect Control

BECOME R

DERLER TODRY!

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

1-866-485-7255

WWW.MISTRWRY.COM/GOODBIZ

S e i
< MistRway

GRERT
MARGINS &
RECURRING

. REVENUES)
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company's loss prevention
specialist their opinion on what
actions they would like you

to monitor. List the priorities
and objectives you would like
to accomplish witch your fleet
management solution. Work
through some demo instruc-
tions, check references in our
industry and ask if you can visit
a firm using the system live.
See how the information and
feedback are provided.

Reports, emails and text
alerts should be able to be set
up and delivered to the right
member of your team. Is driver

behavior going to be monitored
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IRING?®
"M REA
T0 WORK.

I'M THE NEW VERMEER CTX100 — one of the most powerful skid steers in my class. I'll add value to your
landscape operation with my compact size and huge performance. I'm so efficient, | can help your crew get :
more done every day. My exceptional lift and tipping capacities allow me to do the heavy lifting and carrying on Vzl‘meer
tough jobsites. Plus dual auxiliary hydraulic controls and a universal mounting plate give me an advanced degree
of flexibility — | can adapt to almost any challenge. Visit Vermeer.com or your local Vermeer dealer to see my
credentials and learn more
MEET ME AT BOOTH #4038 AT GIE+EXPO
DO MORE
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by one manager or a supervisor,
or set up to include the safety
director? Do you want alerts

or reports going directly to the
driver? (Caution here: Re-
member real time text or email
may sound great, however,

you may be distractinu a driver
already violating some operating :
standard.)

Some systems actually offer

mounted lights to show the

drivers how they are performing :

: * | watching everyone.
Here are some features offered

compared to their coworkers.

by GPS Fleer Management

Systems which were considered

r EM‘ a:R' i

ows.n'g‘v "\A

Commercial e-Mowers

TR

, visit www.lawnandlandscape.com

- tracking,

If this is the
first time

. your employees
- are using GPS

it is

: true that you may
. have to battle
: and overcome

red, yellow and green dashboard the gOSSil) of

Big Brother is

Visit us at GIE+Expo
Booth 21090

™ The Electric Advantage
*Low Noise
*No Gas, Oil or Fluids
*Clean, Zero Emissions
*Powerful
*Low Maintenance

+All Day Mowing
On One Charge

. Featuring S.A.M.

. (Solar Assisted Mower)
Our latest e-Mower
technology

Manufacturing a full line of Electric,
Commercial, Lithium Powered Mowers ,

during our due diligence:

1) Speeding: This can be

i monitored by setting company
i policy thresholds/speed limits
i or for violations of posted lim-

its. Tolerances for generating

i alerts can be adjusted.

2) Hard breaking/quick

i acceleration: These items often
: have adjustable thresholds.
Viewed by many as an impor-
tant item to monitor to adjust

! driver behavior. Both tailgat-

i ing and race-like starting line

takeoffs from a red light will

i show up here.

3) Cab-mounted cameras:

i See bad behavior or distracted

i driving as it happens.

4) Odd or after hour alerts:

If the staff is allowed to use the
i vehicles for their commute ro

i and from work, this feature
allows for instant notification

i of any after hour activity. Insur-
i ance carriers like to know that

i this type of use is monitored,

i cutting down on excess mileage

i and therefore their risk.

5) Geo-fencing: This feature

i allows you to confine a vehicle’s
i use to an area or to flag loca-
i tions where your vehicles and

i staff are prohibited from going.

6) Driver key fobs: Do

i other drivers operate a vehicle

Automatic driveway gates,
garden gates and matching fence

Hot Dip Galvanized and
powder coated - will not rust!

Easy installation with
no welding or painting required

Solar Gates are our specialty!

Become an Amazing Gates Dealer and increase
your service revenue with gate installations

Hand Held Products and Backpack Blowers

Made in USA

AMAZINGGATES.COM 877-313-8901

18 OCTOBER 2016 | LAWNANDLANDSCAPE.COM

T X [ N 1y TRy


http://www.iawnandlandscape.com

Doyvntime COStS you



http://www.amsoil.com/landscape

L&L INSIDER

For more news, visit www.lawnandlandscape.com

We have an

from time to time or are they

swapped out for supply runs,
maintenance, etc.? Are you con- |
tent to only monitor by truck the communities
or do you want dcar<dnvcr ac i where we work
countability? These fobs can be i 4
swiped to enable the vehicles’ to PI'OV“le
ignition or just as part of your
olicy, allowing operation if the i
! Sk . and competent,
- responsible

operators. It is

fob is forgotten.
7) Diagnostic alerts: Engine
and computer codes from your

fleet as they are generated. :
- also our legal

. obligation.

Know of a possible break-
down before it causes an ac-
cident or down time.

8) Routine maintenance re- ;

minders and alerts: Preventa-

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.

This is PRO Landscape.

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

PRO Landscape

20 OCTOBER 2016 | LAWNANDLANDSCAPE.COM

— obligation to

- maintained vehicles
i GPS tracking lowers commer-

tive and scheduled maintenance
i helps to keep your team safe.

i Roadside repairs are a danger-
ous place to correct missed
maintenance items.

When asked about GPS as a

i safety tool, my insurance agent

gave me the top four reasons

i cial auto insurance rates:

1) Lower chance of claims
due to vehicle theft

2) Improved driver behavior
3) Discourages misuse of
vehicles

4) Proper maintenance
prevents accidents

In our company, the fear of

i Big Brother was out-weighted
¢ by the benefits. If you intro-

i duce the benefits to your team,
i they will probably agree, too.

{ ASK THE EXPERTS is brought fo
you in partnership with NALP, the
National Association of Landscape
Professionals. Questions are fielded
through NALP's Trailblazers, the in-
dustry’s leading company mentoring
program. For more questions visit
Landscapeprofessionals.org.

“9 WE&RLDLAWN

WORLD
PROVEN
COMMERCIAL
MOWERS AT AN
EXCEPTIONAL

Yard-tested, powerful

equipment built
for your

bottom line &

ENCORE
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THE KEY TO EARNING
AN EXTRA $200K A YEAR.

y

4l
LITERALLY.

But don't just take our word for it. Do the math.

Buy our 600-gallon spray unit and truck for just $49,900 and
spray an average of twenty 6,000-square-foot lawns a day for
ten months. At $50 per lawn, that's $200,000 in one year.
Add Graham'’s reputation for lifelong reliability and service,
and you have the key to success.

Graham’ Spray
Equipment

YOUR IDEAS ARE WHERE WE START

See this money-making machine in pei'son at GIE+EXPO 2016, Booth #21078.

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




THE FUTURE DF SCREEDING
TECHNOLOGY IS HERE

GIE+EXPO '-_

| THE GREEN INDUSTRY & EQUIFMENT EXPO |

OCTOBER 20-21, 2016 KENTUCKY EXPO CENTER

For 30 years Pave Tech has
been the leader in hardscape
tools & equipment. Stop by
our booths at GIE+EXPO and
pick up a catalog to see our

huge selection of essential
hardscape gear.

INDOOR #3214 BOUTDOOR #6121 D

WHILE YOUR THERE
DONT FORGET TO JOIN US FOR THE PAVE TECH

HARDSCAPE

CONTRACTOR PARTY

FIND US ON FACEBOOK TO LEARN MORE

RUGGEDLY BUILT 1-PERSON
TOOL FOR HANDLING
PAVING SLABS

pavetech.com

952-226-6400
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For more new VISIT www.la
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LETTERS
—T0 THE-

EDITOR

A FIX FOR HIRING PROBLEMS

WAS READING THE LATEST ISSUE of Lawn

& Landscape and came across your arficle

relating to hiring issues.

We are a small engine repair facility located
in South Florida for over 30 years. One of our
top struggles is the ability to attract and retain
experienced small engine mechanics.

There are no schools offering a small
engine training program other than Vatterrott
that | am aware of. | have contacted the local
area schools in the area and the state as well
with no resuls.

This is a very difficult issue to address as

the recruiting agencies typically do not have
much in the supply of these types of resumes
The manufacturing companies do offer
training programs, but | believe they should
do more to promote this field through high
schools, colleges etc.

The GIE+EXPQ'is soon approaching and

it would be wonderful to see if there are any
companies interested in sponsoring this type
of recruiting activity.

CONNIE DURAND, office

CONTRAGTORS GET A LOOK INSIDE MARIANI LANDSCAPE

ndustry veteran and Lawn & Landscape

columnist Marty Grunder, in conjunction

with the National Association of Land-
scape Professionals, conducted a two-day trip
to the Chicago suburbs in August for semi-
nars at the Marriott Lincolnshire Resort.

Arttendees also visited Mariani Land-
scape’s Lake Bluff, Illinois, headquarters
for a series of guided tours to each business
operation throughour the facility including
briefings from financial, operational, pur-
chasing, sales, HR, production, construc-
tion and IT leaders at Mariani.

The first day for the 150 awendees in-
cluded a full program of seminars including
a presentation by Mariani Landscape Vice
President of Operations Ron Fiocchi, who
gave the group a presentation of the many
different vehicle and rtrailer configurations
used by Mariani Landscape.

Mariani Vice President of Design/Build
Lee Keenan and Director of Client Care Ed

22 OCTOBER 2016 | LAWNANDLANDSCAPE.COM

I'always wanted to be the
boss and I thought everyone
was like me.”

Frank Mariani. NALP board member
and Mariani Landscape CEOQ

Furner also gave a comprehensive presenta-
tion on selling the “Mariani way.”

The final speech was provided by com-
pany CEO Frank Mariani. Speaking of his
labor force, he talked about creating a career
path for associates at Mariani.

I always wanted to be the boss and [
thought everyone was like me,” he said.

“But that wasn’t their dream and each in-
dividual has a different perspective on how
far and which path they want to pursue. But
ultimately helping each associate map out
their career path, wherever it may lead, is a

fantastic tool to retain people.”
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LAWNAMERICA
MERGES WITH
SWINGLE

DENVER — LawnAmerica has merged with

Swingle Lawn, Tree & Landscape Care lo-
cated in Denver. The merger results in Swingle
Lawn, Tree & Landscape Care owning the
majority of the assets of LawnAmerica, an
Oklahoma-based lawn care business. LawnA-
merica has been in business since 1999, em-
ploys approximately 60 people and is located
in Tulsa, Oklahoma City and portions of the
North Carolina and South Carolina markets.
[t is also a Christmas décor franchise.

“Swingle has been in business for nearly 70
years, and are well respected in their market
and nationally,” said Brad Johnson, founder
and former majority owner of LawnAmerica.
“After lengthy discussions with many indus-
try advisors, I've decided Swingle is the best
fit for the next steps for LawnAmerica.”

Both companies will continue to operate
as independent businesses, and each com-
pany remains committed to providing their
respective customers with industry-leading
services, while also exploring new ways to
combine resources, experience and shar-
ing of best practices to improve efficiencies
where possible.

“A 20-year industry friendship between
Brad Johnson and myself has provided the
foundation for this excellent opportunity,”
said Thomas R. Tolkacz, CEO of Swingle
and new majority owner of LawnAmerica.
“Combining our businesses provides an op-
portunity to grow stronger as multi-regional
businesses, providing additional opportuni-
ties for team members and expanded service
offerings to customers.”
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DOWNSPOUTS
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Turn this unsignty

tripping yzard into

BIG PROFITS!

[2/ Easy to Install
d Quick & Easy Mowing

[j Protect Flower Beds
& Landscaping

651-644-2000

www.Downspouts.com




No contract, no setup fees & a dedicated business advisor to help you
get up and running in 5 easy steps.

Get your first month free by visiting golmn.com/signup,
using coupon code:

GETMEPROFIT

2Ilmn

landscape estimating
& timesheet software



building profits for life workshops

At an LMN Workshop, you'll connect with professional peers and learn to grow a
profitable landscape company. Bring some simple company numbers and walk away
with systems that will drive your business for a lifetime. Take the guesswork out of
pricing jobs, set profitable goals, benchmark your results, and best of all, leave with a

hundred different ideas to out-smart, out-think, and out-perform your competition.

Over 4,000 previous attendees and 44,000+ LMN users can't be wrong - find out

what you've been missing at a workshop near you.

For dates and information, please visit:
workshop.golmn.com

& g

landscape estimating
& timesheet software
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BAYER AI]UIJIR[S MONSANT

LEVERKUSEN / ST. LOUIS -
Bayer acquired Monsanto for
$128 per share in an all-cash
transaction. Monsanto’s board
of directors,
management and Bayer's super-
visory board have unanimously
approved the agreement. Based
on Monsanto’s closing share
price on May 9, 2016, the day
before Bayer’s first written pro-
posal, the offer represents a pre-
mium of 44 percent to that price.

According to CNNMoney,

Bayer’s board of

the $66 billion deal was the

biggest takeover this year, as of

late September.

“We are pleased to announce
the combination of our two
great organizations. This repre-
sents a major step forward for
our crop science business and
reinforces Bayer’s leadership
position as a global innovation
driven life science company
with leadership positions in its
core segments, delivering sub-
stantial value to shareholders,

EXCELLENCE,
REFINED.

At Nufarm, we're improving facilities, increasing efficiency and
expanding our solutions offering. The reasoning is simple: we
know that excellence in our products and people results in

excellence in your turf and landscape.

Baumann, left, CEO of Bayer AG, with Grant, CEO of Monsanto

our customers, employees and
society at large,”
Baumann, CEO of Bayer AG.

Bloomberg.com reported

Visit your Nufarm distributor to learn how our products can
deliver excellence for you.

OFFERING COMPLETE

PLANT PROTECTION

ALOFT'LC / ARENA'
ESCALADE'2 / LAST CALL"
SAFARI' / SUREGUARD

Nufarm Grow a better tomorrow.

said Werner

Bayer is considering dropping
the Monsanto name, and the
purchase isn’t likely to be com-

pleted until late 2017.

26 OCTOBER 2010 | LAWNANDLANDSCAPE.COM
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IF JOE’S STORY SOUNDS FAMILIAR. ..

CALL NOW TO SEE HOW YOU CAN HAVE
THE BUSINESS YOU'VE ALWAYS WANTED

866 — 470 — 9538

th
Grounds “uvs

Get Your FREE eBook

Working ON Your Business,
Not IN Your Business

go.dwyr.com/lawn

JOE ALWAYS WANTED TO BE AN ENTREPRENEUR, SO HE
STARTED HIS OWN LAWN MAINTENANCE BUSINESS.

BOSS.
[

TR NS
/ I'M MY OWN [

BUT NOW JOE'S WORKING MORE HOURS AND EARNING
LESS EVEN THOUGH REVENUE IS UP! AND HE HAS NO
FAMILY LIFE, VACATIONS OR RETIREMENT.

UGH! T'M EXHAUSTED AND
GETTING NOWHERE!
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HE CALLS GEORGE, A FRIEND WHO OWNS A GROUNDS
GUYS FRANCHISE, TO GET HIS ADVICE. GEORGE WAS
LIKE JOE, TRYING TO DO EVERYTHING HIMSELF. THAT

ALL CHANGED WHEN HE CONVERTED TO THE GROUND GUYS.

= = AL\

GEORGE RECEIVES GREAT TRAINING TO GET MORE
RESIDENTIAL AND COMMERCIAL ACCOUNTS, AND HAS
MARKETING AND OTHER SERVICES AVAILABLE TO HIM.
AND HE ENJOYS TIME WITH HIS FAMILY-

{ JOE, T FINALLY HAVE
] THE BUSINESS T

JOE CALLS THE GROUNDS GUYS TO LEARN HOW HE CAN
HAVE THE BUSINESS HE'S ALWAYS WANTED-

LET'S TALK.-

CALL NOW! 866-470-9538 (

go.dwyr.com/lawn
.
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MIKE PICKEL BROUGHT a “Bunny” on

board to k‘ecp his land‘scap“' crcws-ﬁ)c.m?l thatyour production people
on production. Bunny, in this case, is his fa- Nichle tith 1d
ther, Maurice, who acts as a “gofer” at Pickel : are more valuable in t eﬁe

- installing plants or building
- patios than they are making
deliveries.”

Landscape Group in Landen, Pennsylvania,
to pick up and deliver materials, transport
equipment and much more.

“Anything that can keep our production
team on a jobsite, he does that,” Pickel, 35,
says of Bunny, 68, who got his nickname
from a baby blanker years ago.

“It’s the little stuff that happens when :
you own a business that the business own- :
er, manager and team leader shouldn’t have :

INEA #1
IUEA #1
P> Let crews concentrate on production by |
creating a “gofer” role to deliver materials |

and equipment to the field.

28
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r n
EA #2
P> Put parameters around the position

and monitor activity to ensure crews
don't take advantage of the “gofer.”

|

“THE KEY IS understanding

Mike Pickel, owner,
 Pickel Landscape Group

to worry about because they need to focus :

on getting work done. He helps our team
by letting them do their jobs.”

1 D)
o IDEA #3
P Communicate the value this position

adds. A “gofer” is much more than just
a trash man or delivery boy.

Bunny started working for Pickel as a
fertilizer technician in 2010. But in 2012,

i when Pickel started outsourcing applica-

tions and moved into a new facility, he real-
ized that his dad could add more value as
fleet and facilities manager.

In this role, Bunny keeps the facility

i clean, in addition to jockeying equipment
i and materials to and from the field.

The position, which also includes the

¢ responsibilities of chief safety reminder:

inspecting crews and jobsites for required

i safety gear, is part-time, four days a week —a
i great opportunity for a semi-retired worker
i at the company.

“Some people might look at this position

i for a company that just does a little over $1

million in revenue as a big overhead expense,

i but it allows us to be way more productive,”

Pickel says. “The key is understanding that

i your production people are more valuable in
i yourp peop

the field installing plants or building patios
than they are making deliveries.”
Pickel learned the hard way that the

i downside of Bunny’s position is abuse by

forgetful crews. Pickel was shocked to hear
how often team leaders called Bunny to
bring materials, safety gear and tools they

i should always have on hand.

So last year, Bunny started getting a daily

i agenda (that he can adjust for legitimate re-
i quests), and creating a daily time report to

monitor his activity. At spring orientation,
he explained to crews what he would — and

i would not —do for them.

“You need to put parameters in place so
the position doesnt get abused ... and so

i you don't get upset because he spent half a
i day taking plastic edging for a paver patio

that the guys should have brought days ago,”
Pickel says. “We've learned to set up param-

i eters so we can be hard on those parameters,

not the person.” L&t

PHOTO COURTESY OF PICKEL LANDSCAPE GROUP

o ON TWITTER AT #ROBANDDUPLICATE



GET A GREAT DEAL AND
A GREAT TAX DEDUCTION.

VISIT YOUR CHEVY DEALER THIS OCTOBER FINDNEWROADS

e e ‘EDMMEREIFIL
: PRI e R - cnevrorer  VEHICLES

-1 Each indlvlciua)js’ tax situation is'Unique; therefore; please consult your tax professional :
- -tocanfirm vehicle depreciation deduction and tax benefits. For more detaifs visit IRS.gov.
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MARTY GRUNDER is a speaker, consultant and author. He owns Grunder Landscaping Co.

THE SELF-ASSURED LEADER

HE OPPOSITE OF COUR-
AGE is not cowardice, it's
conformity. Even a dead
fish can go with the flow."”

- Jim Hightower

One of the qualities | admire most,
both in a leader and in a business,
is confidence. | love to work with
confident people and businesses —
with those who know what they're
doing and show it, with those who
challenge the status quo and are
driven to keep gefting better. Let me
give you some examples.

My right-hand man at Grunder
Landscaping Co. is Paul Stoll. Paul
knows plants. Paul knows what
grows where and what won't. He
knows finance. He knows people.
He knows how to deal with the
challenges that arise all the time at a
landscaping company.

| can't tell you how many fimes
I thought a plant or a tree was dead
and Paul said to me with absolute
cerfainty, “Nope, it'll be fine." And
he's always right. He knows more
about landscaping than anyone else
I've ever met. The reason we're able
to do awesome work at Grunder
Landscaping is due in no small part

i my team. Never content with the

i .??ﬂ ONLINE: You can now view
HE

= Marty's new video series

“60 Seconds for Success,” where
i Marty will give
you quick tips on
i how fo better run
your business. Download the Layar
i app, then use your mobile device
to scan this page. The video will
i then play on your mobile device.
This month, Marty explains how to
show appreciation for customers.

% Rl Judl

o Ll

to what he's taught me and my team
in the 19 years he's been with us. He
knows what he's doing, and it shows.
He's confident, but not cocky.

And he's a brilliant teacher. |
love working with him and so does

i status quo, Paul is always finding
ways to improve our business, and
i his example pushes us all - myself
included - to do the same.

My right-hand at home is my wife,

Lisa. She knows how to run a house-
i hold. She knows how to parent - her
years of teaching and her study of

i childhood development have practi-
cally made her a pro at raising kids.

i And she can cook like you wouldn't
believe. Like Paul, she's confident in

loy@:

what she does. She wants the best
for us and she drives me to set an
example for my kids to follow. She
pushes herself and our whole family
to always do better.

expertise, and their confidence en-
ables me to succeed. Businesses that
are confident often succeed, too.
Here's a couple I've encountered.
Recently we started working

: with a concrete subcontractor

whose confidence impresses me.
Initially they told me they didn't like
working with contractors like us and
they might not be a good fit for us.
When | asked why, they said they

Fv—-——il

i had so much direct work with clients
i that they didn't really need any
subcontract projects. They've also

i had problems getting paid for sub-
contract work and with getting stuck
¢ in the middle of disputes between
customers and their contractors.

But they had heard of Grunder

Landscaping and were willing to sit

i down and speak with us. We had

a great meeting and we liked what

¢ we saw — a sub that has beautiful
equipment, great processes, defailed
i proposals, deep knowledge of con-
crete, and ideas for making projects
i better. And they're responsive. They
insisted on a deposit and signed our
i subcontractor agreement, and then,
like clockwork, they started our first
jobs on time.

But first they made us wait 9o

i days, insisting it wouldn't be fair to
their other clients to jump our jobs
Paul and Lisa are confident in their
sold. | must admit | didn't like wait-

i ing, but | also admired their refusal
to break, even for someone who can
i sendthema lot of work. Now that's
i confidence. And that confidence

before the ones they had already

makes me want to find more op-
portunities to work with them.

Here's the lesson if you haven't
goften it yet. Too many entrepre-
neurs and their businesses aren't
confident. They don't know who
they are, and they don't try fo get
better. They just go with the flow.
They say yes to everything and that
only puts them farther and farther
behind the confident leaders who
know when fo say no and have the
confidence to say it.

So know who you are and hire
confident experts for your team.
Don't apologize for your price or
your approach, and don't be afraid
to walk away from prospects and
clients who don'’t trust you fo do the
job you know how fo do. Lt
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POWER OR FUEL SAVINGS — that was your choice. Until now. Say hello to the
(N C RPN K- P28 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-efficient engine we've ever made. Man, it’s good to be king.

*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,

KOHLER Engines

KohlerEngines.com/824




ENCHMARKS, STANDARDS

AND CRITICAL NUMBERS

can help you understand your

business better and run it
more effectively if you know how to

you with some measuring sticks, to
help you measure what's important
but they also can provide you with
context as you compare your busi-
ness with others both within your
market and outside. Here are some
suggestions for using them.

STUDY (DO YOUR HOMEWORK).

| was once told that the only place
where “success” precedes "work” is
in the dictionary. Many people fail

in this industry because they refuse
to put in the time and really work

at their business. Don't just go into
business, grow into business. You
need to prepare to own a business.
I've seen hundreds of business
owners who lack the discipline and
refuse to study their business as
they attempt to master it. You need
to seriously study your business and
all that it has to teach you. If you do,
the rewards, both financially and
personally, can be significant.

BENCHMARKS, STANDARDS
(PRODUCTION RATES), CRITICAL
NUMBERS AND VITAL SIGNS.
Benchmarks and standards are
somewhat synonymous. They are
industry averages of certain activi-
ties, ratios or functions. Produc-
tion rates (e.g., the number
of man-hours required

to plant a 2" caliper

tree) are also

32 ng'm:

JIM HUSTON runs J.R. Hust

rhuston.biz; jnustonc

UT YOUR NUMBERS T0 USE

i FORMATTING DATA. I'll bef that

i you didn't go into business to
measure things and format data.

i It's working outdoors, designing
and creating beautiful landscapes,

i maintaining a beautiful property,
fine gardening, installing an efficient
i sprinkler system, etc., that turns
your crank. Unfortunately, you have
i fo understand the numbers. To do
50, you have to format data properly
i sothat it makes sense and is opera-

i sometimes referred to as standards.
Not all benchmarks are created

i equal. Some are more important fo
i some people than others. Financial
ratios are usually more important to
use them. They not only can provide i
they are to contractors. Profitability

i ratios are usually more important to
i contractors than they are fo bankers,
i financiers and vendors. Vital signs

: are to a medical doctor what crifical

i numbers are to a contractor. If vital
signs exceed a cerfain viable range,

i you're probably dead - literally. In
business, if cerfain critical numbers

i exceed a certain viable range, you

bankers, financiers and vendors than

may also be dead - figuratively.

ANALYTICAL AND OBJECTIVE VS.
INTUITIVE BENCHMARKS. Intuitive
benchmarks are benchmarks that
you personally know by direct ex-
perience. You know if you're happy
or not. You know if your chosen
career is fulfilling or frustrating You
don't need a calculator to measure
such things. Analytical or objec-
tive benchmarks are ones that are
measurable and quantifiable. For

: these, you do use a calcula-

i tor to determine them. \‘
Financial ratios are a

good example.

i POINT OF REFERENCE AND POINT

OF DEPARTURE. By this | mean that
a particular benchmark is a starting
point — a number to use that may or
may not be close to reality. But one
has to start somewhere, and it's as
good a place to start as any.

: DEFINITIONS. Individual bench-

marks need to be clearly defined. |
spend a lot of time defining things
like general and administrative
(G&A) overhead, labor burden,

i direct costs, indirect costs, account
i managers vs. project managers,
etc. Study these definitions as you
i analyze your business.

| QUANTIFYING DATA. In business
as in sports, you have to measure

i the dynamic of what is faking
place. You need fo know if you are
i winning or losing. In sports, if you
don't measure things, you're merely i
i exercising. It's no more than "sweat-
i ing fo the oldies” or Jazzercise. In

business, if you don't pay attention
to the numbers, it's commonly
referred to as “going broke."

tionally meaningful fo you and your

staff. So get used to it!

i LOOKING FORWARD. The study of
i benchmarks, standards and critical

numbers is a study of past perfor-
mance for the purpose of improving
future performance. Once they are
understood, one can project into

: the future more accurately and con-
fidently. For instance, if you study

i and understand the historical data in
your profit and loss statement, you

can then project your growth and

i profitability for the upcoming year
: with much greater accuracy. st
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/ONE FUEL CAN
(STRAIGHT GAS)
FOR ALL YOUR

LAWN CARE EQUIPMENT

T

4-STROKE ENGINE

EE2650H
25.4 cc MM4° Edger

- Adjustable wheel for quick and easy
adjustment to desired cutting depth

- Powerful and fuel efficient
MM4® commercial duty engine

SEE US AT GIE EXPO

Indoor Booth: 11138 e Also in the outdoor demonstration area
GIE+EXPg
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BY BILL ARMAN

HIRE POWER is a monthly column desi
We've got a rotating panel

Email Chuck Bowen at cbowen@gie.net with fopic ideas.

ETOFF T0 A GOOD START

HAVE NOT WITNESSED MANY
good employee orientations or
on-boarding processes in the
landscape industry. The usual
process has the new person look at
videos, fill out paper work and take
a drug test. Then after three to four
hours they are sent out to the field
to fend for themselves, never to be
seen again until they quit, get fired,
beg for a raise or worse, get injured.
I would highly recommend you
take another look at your orienta-
tion/on-boarding system and see
how it can have a positive effect on
your new team members. I'm not
suggesting this process only last
9o days, as it really should be for

several months until they are literally
i the field. Have a sit down review of
i the safety program, the company vi-

on board with the culture.

At minimum this should include
a clear explanation of the compa-
ny's values, culture, dos and don'ts,
what are the success behaviors
expected, as well as a review of the
employee manual and safety rules.
Here are 10 action items o improve
your on-boarding process.

N

o

1. Have all materials and as-

i signed items ready. Anything a new
employee should have will be ready
i and waiting for their arrival or at very
least in short order. Get them gear
i —auniform, hat, PPEs, employee
manual, etc., before they get there.

i Depending on the position, other
items such as credit cards, assigned
vehicles, a computer, or an email ad-
dress may need to be ready, too.

2. Take a photo and display

it. Take a picture of the new team

i memberand have it on a nice space
: where everyone can see it and say

i welcome! Send the local paper a

: press release about your new addi-

tion if appropriate.
3. Cover basics before entering

sion, mission and core values, along
with the employee manual. Cover all

¢ of the legal required areas including

Equal Opportunity Employer, sexual
harassment, FMLA, efc.
4. Have leadership or owner

 involvement. Leadership should be

i involved in your orientation or on-
i boarding process. Always remember
i people are watching the leaders and

where they spend their time. The

i general manager of the Ritz-Carlton,
who is the highest-ranking person
at the facility, is personally involved
with every orientation. They actually
give a portion of the presentation on
the history of the Ritz-Carlton chain
and how the logo came about. Just
i think what an impact it would be

to have the owner of the company

i spend a little time with all new
employees.

5. Have a mini-boot camp or

training crew entry point. Here is

i where it's critical to take the fime
and host a hands-on mini boot

i camp with two to four hours of
training exercises. Have designated
i crews equipped to handle a new
employee with very specific areas
to teach them, and have very spe-
cific fundamentals clearly spelled

i outalong with a certification-verifi-
cation process that assures the skills
i were learned.

»—>

6. Give regular and specific feed-

back. If for any reason the new hire

i is not performing to your standards
or expectations, they will receive a

i sit down coaching session before the
end of the go-day on-boarding pe-

i riod. Make it clear what is expected

of them and what will need to be

i worked on to remain an employee.

7. ldentify training objectives.

They will receive the appropriate
training that comes along with the

i position during the on-boarding
period. Review their basic training

i expectation and make certain these
skills are learned during their first go
i days. The foreman/ supervisor will
assist the new hire with the training
i needed to learn these skills, They
should be required to demonstrate
i these skills on their own with a
certification process.

8. Place an emphasis on safety.

They won't be asked to do things

i they're not qualified to do. If they're
asked to do something and don't

i feel comfortable doing it, have
them contact their supervisor. Have
them always wear the appropriate
personal protective equipment

9. Get feedback/input from the

new team member. The new hire

i will be able to give the company

some feedback through a confi-

i dential survey. Have them fill out a

survey and also allow for feedback
during their weekly “touch base."

10. Assign a coach or buddy.
Assign a coach or buddy to help
them become a successful safe
and productive team member. The
coach will touch base with them
weekly until they have got their feet
on the ground or around 9o days.
After that there will be a monthly
“touch base," LaL

The author is co-founder
of The Harvest Group.
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The right direction

JOHN DEERE IS PROUD TO ONCE AGAIN
SPONSOR LAWN & LANDSCAPE’'S
STATE OF THE INDUSTRY REPORT.

Each year this report helps us to better understand our industry by sharing
trends, identifying concerns and allowing us to see what is on the horizon
for the landscape industry.

2016 proved to be a significant year, with many changes across the
industry. Landscape contractors are more confident than ever, with many
expecting increased profit and growth. This is completely different from
justa few years ago in 2011, when 20 percent of respondents reported they
were not confident the industry would grow. What a difference a few years
can make! But this also illustrates how quickly our industry can change.

While the outlook is positive, there are still many challenges landscape

contractors continue to face as they navigate the tricky business waters. KEN TAYLOR’ CLP

Labor and wages continue to be a concern for business owners, and as

regulations change, it is going to be vital for business owners and man- Gh:ne'al Manager
agers to stay on top of the rules and adjust their businesses accordingly. John Deere C.Olll orate
Business Division

Because of these challenges, landscape contractors need to understand
their true costs of operation. Fully examine your business, review all of your
expenses and determine where change is needed. Research new technology
and industry offerings. Also, identify manufacturer initiatives, including
John Deere’s NeverStop program, which can help your business stay up
and running, getting the most out of your equipment.

Also consider professional associations, like the National Association of
Landscape Professionals (NALP) and the National Hispanic Landscape
Alliance (NHLA). These organizations are dedicated to promoting the
landscape industry and advocate for policies and laws that protect the
future success of landscape professionals.

At John Deere, we are also dedicated to supporting the landscape
industry, as well as you, the professional landscape contractor. We are
continuing to expand and improve our equipment, offering a full line of
solutions. Additionally, our extensive dealer network is a dedicated partner
for your business, ensuring that you are supported from purchasing to
maintaining your equipment after the sale.

Through business solutions like NeverStop, and customized financing
through John Deere Financial, John Deere can help you and your business
grow and prosper. We are committed to offering the best equipment,
programs and dealer support in the industry, and we welcome the op-
portunity to earn your business.

We hope you have a safe and prosperous year! o

COVER ILLUSTRATION: © CARLY BARTEL




Now GreenFleet discounts can be combined with ‘hat'ibh‘al'SéVings;

If you're a John Deere GreenFleet Platinum member, you can now combine the standard -
discount you get on select John Deere self-propelled equipment with any national savings offer!
Reaching Platinum status is easy: all you have to do is purchase two John Deere self-propelled
vehicles in a 12-month period. With GreenFleet, loyalty now gets you even more rewards.

For more, visit us at JohnDeere.com/GreenFleet.

e .
ZTrak™ Z920M Savings Example: qt:l‘esf

Platinum 3 National Total
GreenFleet Discount Savings2 _  Savings

$700 $300  $1,000

$300 off Z920M offer available August 02, 2016 through October 28, 2016. Savings based on the purchase of eligible equipment. Offers available on new equipment
and in the US. only. Prices and savings in US, dollars. See your dealer for details

*$1000 off offer includes the $300 Z920M national offer plus $700 off with Platinum 3 GreenFleet Member discount. GreenFleet discount offer expires October 28, 2016.
CreenFieet level savings are based on total units purchased. A member’s per unit discount for an eligible sale will be based on the highest accumulated qualifying
equipment purchased at the time of an eligible sale. See terms and conditions at JohnDeere.com/Greenfleet for detals.

]

JohnDeere.com/GreenFleet




Dig into our data to find out what’s going on in the industry.

HE OUTLOOK IS PROMISING

in the green industry, but there is

always uncertainty. That’s what

we’ve gathered from this year’s State
of the Industry report. Contractors continue to
express greater confidence in growing revenue
and turning a profit compared to last year.

Lack of quality labor, health insurance
costs, weather and government regulations
can keep optimism from getting too high, but
contractors like where they stand.

Contractors continue to have trouble finding
workers and with questions surrounding new
overtime/salary rules from the Department of
Labor, contractors may now have issues with

NOTE: Not all percentages will equal 100% due to rounding/non-resp Not all

how to pay current employees. The average
landscape company pays its salaried employees
less than $47,476, and these positions will
become hourly and eligible for overtime when
the new rules are implemented.

Maintenance continues to be the fastest
growing service, while design/build continues
to get a big boost as consumers spend on
hardscapes and outdoor living features. Lawn
care is third and irrigation is fourth.

Finding quality labor is once again the top
concern (45 percent) while health insurance,
worker’s comp costs, personal stress and low-
ball competitors round out the top five.

— Brian Horn

options are listed here.

© WILDPIXEL | THINKSTOCX
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How many years has Approximately what
your company location was your location’s @ THEINDUSTRY CONTINUES
been in business? gross revenue in 2015? (g Ect LIPS et
demographic has a larger
19% 15% 18% 22% percentage of respondents this
year compared to the 45-54 age
13% range last year taking the largest
percentage. Last year, 55-64 made
29 up 27 percent of the response rate
24% * 26% 15% 16% while 45-54 was 33 percent.
@® Less than 5 @ More than $1 million What is 32%
®5-9 ® $999,999-$500,000 your age?
®10-19 ® $499,999-$200,000 28%
®20-29 ® $199,999-$50,000
30 or more Less than $49,999
19%
Which of the following services does
your location offer? (Listed in percentages)
11%
82 79 71 43 59 9%
5 5
Lawn care/ Landscape Landscape Irrigation Trees & o -.g
chemical maintenance design/ ornamental “nl 3 .7-. g -
application construction 2 1 "', 1h :
2 (2] < n o
Where is your company located?
' NORTHEAST ,
B New England: CT, MA, ME, NH, RI, VT
Il Middle Atlantic: NJ, NY, PA
MIDWEST
B East North Central: 1L, IN, MI, OH, Wi 2
[E West North Central: 1A, KS, MN, MO, NE, ND; SD ..ccescsassisasasaens 9%
SOUTH
B South Atlantic: DC, DE, FL, GA, MD, NC, PR/V), SC, VA, WV ..eeees 22%
[ East South Central N
[J west South Central: AR, LA, OK, TX 10%
WEST
S o B Mountain: AZ, CO, ID, MT, NM, NV, UT, WY «cucsceesassssssensassasesonass
.'.’ B Pacific: AK, CA, HI, OR, WA «cceereessassesssessssssessosassenssesssasnananene
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a Median revenue nationwide was $256,000 this year compared to $217,000 last year.
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CONTRACTORS ARE MUCH MORE CONFIDENT than

they were last year, and much more confident than
5 years ago. In 2015, 84 percent said they turned a profit,
compared to 78 percent in 2014. In 2011, 20 percent said
they were not confident at all that the industry would grow
in 2012, while just 2 percent said the same about 2017. And
77 percent are confident or very confident their location
will grow in revenue compared to 71 percent last year.

What percentage of your location's
2015 gross revenue came from each

of the following services?

Landscape and mowing maintenance 42%
Landscape design/construction 20%
Lawn care/chemical application 12%
Snow and ice management 6%
Irrigation installation/maintenance/service 6%
Trees & ornamental 3%
Other 10%

What was the MOST PROFITABLE
service your location offered in 2015?

Landscape maintenance (mowing, edging/trimming, pruning) ....c.... 30%
Design/build services 21%
Lawn care/chemical application 15%
Snow and ice manag t 9%
Irrigation installation/maintenance/service 6%
Tree and ornamental installation/care 4%

9 MAINTENANCE IS ONCE AGAIN THE CHAMPION
when it comes to gross revenue at 42 percent,
down from 43 percent last year. Single-family residential
continues to dominate the properties you serve,

though it makes up the smallest percentage of property types serviced

by companies with more than $1 million in revenue. Maintenance also
maintained its lead for fastest growing service, but design/build is catching
up. In last year’s report, 36 percent said maintenance was the fastest
growing service, but in this year’s report it was only 28 percent, while design
build went from 15 percent in last year’s report to 22 percent in this year’s.

What was the FASTEST GROWING

service for your location in revenue in 20157

B LANDSCAPE MAINTENANCE
B DESIGN/BUILD SERVICES
221 ¥ LAWN CARE/CHEMICAL APPLICATION
¥ IRRIGATION INSTALLATION/MAINTENANCE/SERVICE
SNOW AND ICE MANAGEMENT
14% ©! TREE AND ORNAMENTAL INSTALLATION/CARE

B LIGHTING

5% 4y 43

iz

What do you predict will be the
FASTEST GROWING service for your
location in revenue in 20167

27%

26% B LANDSCAPE MAINTENANCE

B DESIGN/BUILD SERVICES
B LAWN CARE/CHEMICAL APPLICATION
W IRRIGATION INSTALLATION/MAINTENANCE/SERVICE

15% SNOW AND ICE MANAGEMENT

" TREE AND ORNAMENTAL INSTALLATION/CARE
B LIGHTING

3% 3% 54
2]

SURVEY METHODOLOGY

The survey sample of 8,627 was selected in systematic fashion by Lawn & Landscape and Readex Research. The sample represented
17,253 recipients (or 25 percent of Lawn & Landscape’s entire circulation of 70,800) at the time of sample selection. The survey ran from
July 18-25, and the margin of error for percentages based on 330 usable responses is +5.3 percentage points at a 95 percent confidence level.

© WILDPIXEL | THINKSTOCK



Which of the
following NEW
services does your
location plan to offer
next year?

17%
16%
8% 8%
I I 2%

B LAWN CARE/CHEMICAL APPLICATION
M DESIGN/BUILD SERVICES
¥ IRRIGATION
B TREES & ORNAMENTAL
LANDSCAPE MAINTENANCE

What services
has your location
STOPPED offering
in the past THREE
YEARS?*

(*NONE: 60%)

B LAWN CARE/CHEMICAL APPLICATION
M DESIGN/BUILD SERVICES
B IRRIGATION
W TREES & ORNAMENTAL
LANDSCAPE MAINTENANCE

What percentage of your

location’s 2015 sales
came from each of the

following property types?

WHILE QUALITY LABOR IS

STILL THE TOP CONCERN
WITH 45 PERCENT SAYING SO (the
same percentage as it was last year),
low-ball competitors, a top three
concern last year with 44 percent,
dropped to 37 percent. The other big
changes in this year’s numbers were
high fuel prices, which received
41 percent of the vote, dropped to
32 percent this year and difficulty
raising prices for work dropped
from 39 percent to 32 percent.

Which one of these issues would you rate as a top concern
for your business in the next three years? (Listed in percentages)

QUALITY : HIGH |  HIGH

PERSONAL : LOW-BALL

LABOR | HEALTH | WORKERS’ : STRESS : COMPETITORS
SHORTAGE : INSURANCE :COMPENSATION :
COSTS : COSTS :

33\ 32\ 28\ 26 b - 24 b
DIFFICULTY HIGH FUEL LOWER : REGULATION @ REGULATION
RAISING PRICES MARGINS OF ORBAN : OF ORBANON

PRICES ON WORK ON WATER/ PESTICIDE/

FOR WORK IRRIGATION FERTILIZER

USE

COMMERCIALIINDUSTRIAL OTHER

E_-EEIZ%

MULTI-FAMILY STRUCTURES GOVERNMENT/INSTITUTIONAI.

SINGLE-FAMILY RESIDENTIAL
I



“ve seen an uptick of younger people asking us to maintain their property,
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Blue skies

AHEAD

Contractors forecast steady growth for the industry
heading into next year. By Katie Tuttle

CONFIDENCE
IN THE
INDUSTRY
IS HIGH.

In our State of the Industry survey, we asked
respondents how confident they were that
the green industry will grow in 2017. When
we asked the same question back in 2011,
20 percent of respondents said they were not
confident in the industry at all. This year, that
number dropped and only 2 percent said they
had no confidence in the industry’s growth.

“I know the industry is going to grow,” says
Daniel L. McCurry, branch manager of Father
Nature Landscapes in Birmingham, Alabama.

“People are craving what we have and it
could be because the labor force sucks so
bad, people are having a tough time finding
companies that really care about the details
because the laborers don’t really care much
about the derails.”

© MATT COLLINS

whereas before they’d maintain it themselves.” - Chris Capone, Capone Landscape
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In 2015, with 28 to 32
fulltime employees, Father
Nature Landscapes had a
revenue of $4.2 million. Cur-
rently, the company offers de-
sign/planning, outdoor living
rooms, plantings, driveways,
custom mailboxes and hard-
scape services.

“We have more leads than
we know what to do with,”
McCurry says. “Right now,
we're sending work away.”

Because of a lack of skilled
employees, the company cur-
rently subcontracts out por-
tions of excavation, irrigation,
driveways, tree work, block and
brick work, electrical, plumb-
ing and carpentry, depending
on schedule and technical skill.

Chris Capone, office man-
ager at Capone Landscape in
Wakefield, Massachusetts, says
the economy — as well as the
company’s reputation — is the
reasoning behind this.

Capone Landscape provides
maintenance, lawn service, fer-
tilizing, aeration, spring and fall
clean-up and remulching as the
bulk of its business. Last year’s
revenue was $1 million.

“We just went through
the busiest spring ever,” she
says. “We were drowning this

are
craving what
we have and
it could be
because the
labor force
sucks so
bad, people
are having
a tough
time finding
companies
that really
care about
the details
because the
laborers don’t
really care
much about
the details.”

Daniel L.
McCurry,
Father Nature
Landscapes

spring, absolutely drowning in
work. We feel as though the
business will continue to grow
into 2017.”

She also credits this growth
to the younger generations,
who are growing up with dif-
ferent ideals than their parents
and grandparents.

“I think that the younger
generation has decided that they
can afford to have their lawn

mowed, which is the bulk of

our business,” she says, “We've
seen an uptick of younger peo-
ple asking us to maintain their
property, whereas before they’d
maintain it themselves.”

GOING SOUTH UP NORTH. While
confidence in the industry is
strong for contractors, there

are problems in some parts of

North America. In Canada, the
shift has come in the opposite
direction, and it’s happened in
the past few months.

Darren Kovacs, COO and
founder of Exact ET in Calgary,
Alberta, Canada says the oil and
gas industries are the major mar-
ket drivers in his area. Within
the past six to 12 months, they
took a bigger drop than anyone
in the area anticipated, which
has resulted in people being

tighter with their money.
“The market isn’t what it
was,” he says. “There’s so
many people in that (oil and
gas) industry it really impacts.
For example, there’s been a
significant number of business
4,000 this

year alone in the Calgary area,

closures, I think

because of the indirect rela-
tionship with the oil and gas.”
However, he says they're
staying optimistic about 2017
and into 2018 because oil and
gas markets are reciprocal.
“So, by that time around 1
can see that either companies
have become extremely effi-
cient in what they’re doing,
and naturally they can survive
on a lower value for oil, or
by that time I think the mar-
ket's going to come around,”
he says. “There’s still a fair
amount of investment that’s
gone into this area. As soon
as it comes around | think the
market’s going to be good.”

TOMARKET, ORNOT. McCurry
credits some of the revenue
growth to grassroots market-
ing, such as advertising on
Facebook.

“You can get your name
around so easily for less money

How confident
are you that
your location’s
business

will grow in
revenue next
year

-~

B VERY CONFIDENT M CONFIDENT

471
301
a
21 21
I i I .
TOTAL

HAINTENANCE

¥ SOMEWHAT CONFIDENT M NOT AT ALL CONFIDENT | NO ANSWER
501
491 o
|
31%
281 271
19%
I A8% I 16%
3% 24 I A% % I 31
I = 12} -
LAWN CARE/ | IRRIGATION
CHEMICAL DESIGN/
APPLICATIONS CONSTRUCTION



than you've ever been able to,”

he says. “We've cut our mar-
keting budger back to ridicu-
lous numbers. We might hit
half a percent in marketing.”

McCurry says that with
Facebook, his company is
able to target a specific client
based on a set of qualifications,
including age, what services
they might want and where
they’re located.

The cost isn’t high, and
McCurry says they've been
able to reach more potential
clients than ever.

“The wealth is being spread
“We're
very acute in how we market.

massively,” he says.
We don’t broadcast marker,
Wwe just try to communicate
to our clients. We have more
leads than we know what to
do with.”

In Shelton, Connecticut,
Robert Hansen, owner of Rob-
ert Hansen Landscape, which
currently employs eight to nine
full-time employees and a total
of 21 in season, doesn’t credit
the growth to marketing,

“I have friends in the busi-
ness and they’re way more ad-
ept to the younger generation
with social media,” he says.

“I don’t do any advertise-

mentat all, other than through
our website or word of mouth.”
He says the growth is be-
cause a lot of homeowners,
as well as business owners,
are looking to hire others to
do their landscaping, mainte-
nance and yard work.
“Nobody wants to do it
themselves, and I think that
opens a market for landscap-

rs,” he says. “There’s plenty

of work out there. Plenty of

competition out there too, but
it’s not competition that really
affects us in our area.”
Capone doesn’t advertise
cither, something that is sur-
prising since her company had
so many inquiries this spring.
“Phone ringing off the hook,
and we did zero advertising,”
she says. “I was telling people,
‘T'm sorry, I can’tattend to that
work right now,’ if they called
in April, but, by the end of July,
we could probably get to it.
And some people wait for us.”

THE POLITICAL CLIMATE. Nor-
mally, a year with a presi-
dential election can cause
uncertainty in the business,
but, while McCurry has heard
a few customers mentioning
they’d have to cancel his ser-

vices based on the outcome of

the election, he isn’t worried
about a big drop-off.

“You know, I think a lot of

people are scared right now,
and I feel like a lot of people
are going to find, just like Y2K,
the day after the election the
world isn’t going to melt,”
McCurry says.

“We have a lot of people
that are still doing work with
us, and a lot of them are threat-
ening to say after Hillary or
after Trump, we're going to
have to massively cut back, but
how many times over the past
20 years have we heard people
say thae?” ;

Capone says she doesn’t
see much of an effect on her
company, although she doesn’t
know if that rings true for
others in the industry.

“We're very fortunate that
all of our employees are here
legally,” she says. “I'm sure
there are landscapers out there
who will be hit hard.”

McCurry says we’ve all
experienced these Armaged-
don-type moments in life and
it takes an emotionally mature
person to understand what
your client is going through
and is patient about it.

“People go through their
emotional ups and downs,”
he says. “Everything’s going to
come back and balance out.”

Being in Canada, Kovacs
says he doesn’t know how
the upcoming election might
impact his business.

“There’s a direct relation-
ship between Canada and the
U.S.,” he says. “They’re the

largest trading partners.

INTO THE FUTURE. Confidence
is high, but do landscapers see
it waning anytime soon?

“I feel confident in my busi-
ness,” Hansen says. “I can’t
answer for other people, but I
see continued growth. We're
to the point where we can keep
growing. We always have work.”

Capone says she also doesn’t
see her company losing confi-
dence, but isn’t as sure about
other companies.

“Landscapers who are out
there and have specific crews
just for design or construction,
they were the ones hurting in
2008,”

“We don’t expose ourselves

she says.

to that level. Grass always
grows and here in the North-
east, there’s always people who
need their lawn mowed.”

How confident
are you that
the national

landscape
industry will
grow in overall
revenue next
year?

B VERY CONFIDENT

B CONFIDENT

241
21- 2% Z'I. 2%

MAIN’I'ENANCE

¥ SOMEWHAT CONFIDENT W NOT AT ALL CONFIDENT = NO ANSWER
391 391
36% 36% 37% 351
233 251
Iu. 1% IZ" 2% In 1%
LAWN CARE/ IRRIGATION
CHEMICAL DESIGH/
APPLICATIONS CONSTRUCTION |







New rules from the Department of Labor

could

mean big changes to your payroll.

By Kate Spirgen

GET READY. BEGINNING
DEC. 1, EVERYTHING YOU
THOUGHT YOU KNEW ABOUT
OVERTIME IS CHANGING.

Starting in a few weeks, any em-
ployee making less than $47,476
annually will be eligible for over-
time pay, more than doubling the
former threshold of $23,660. And

for the first time, employers will be

able to meet up to 10 percent of

the salary level with bonuses and
commissions.

The rule will impact 4.2 million
workers, according to the Depart-
ment of Labor.

In response to the new overtime
rule, employers can:

* Pay time and a half for all
work performed over 40
hours per week.

* Raise workers’ salaries above
$47 476 per year.

* Limit workers’ hours to no
more than 40 hours per week.

* Combine any of the above.

Moving forward, the salary level
will be increased every three years
beginning in 2020 based on the
40" percentile of full-time wages
in the region where that level is
lowest. Bur it’s not just how land-
scapers are going to pay their staff,
they’ll also have to keep records.

‘Landscape and lawn care

professionals should be aware
that these new regulations will

change the way their employees

are paid, but most importantly,
the record-keeping requirements
to track hours for salary and hour-
ly employees is now even more
important than ever before,” says
green industry consultant Jason
Cupp. “T've seen cases in the DOL
that have been decided by the lack
of proper record-keeping, so thatis

paramount.”

Beau Hartman, manager of

Hartman Landscaping in Zanes-
ville, Ohio, had been planning to
create more salaried positions in
the coming years, but says that’s
now impossible. Instead, he'll
have to move his employees from
salaried to hourly.

Hartman Landscaping’s reve-
nue falls into the $800,000 to $1
million range with a staff of 12
crewmembers, Hartman and one
office staff member. He started

the business in 2005 and the it

became his primary source of

income in 2011.

Hartman says salaried positions
were something he had just started
considering two years ago.

Only two of his staff will be
directly impacted by the Depart-
ment of Labor changes, with his
operations manager being the most

affected.

15
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Hartman had planned on |
creating a third salaried posi-
tion but says he is no longer
able to do that due to the
changes. He had also been |
planning to move a couple of
his snow team members to a
salary of about $25,000 in the
next few years, but now that
idea is impossible.

“We don’t really have much
choice other than to go back to
hourly,” he says.

Rich Arlington, owner of Ar-
lington Lawn Care, an all-sea-
son, full-service landscape con-
struction and maintenance
firm in Erie, Pennsylvania, says
31 of his 41 employees will be
affected by the change. He's
been preparing by putting new
rules in place, and educating
and training employees.

“We have instituted a rigid
no working after hours policy
and have made it a termina-
tion offense if they break the
policy,” he says.

Arlington Lawn Care hasalso
stopped supplying company cell
phones to all employees except

executive and on-call staff.

THE EMPLOYEE REACTION. The
response from his staff was
negative but Arlington has told
them that they need to get out |

HOLDING

WHEN CONTRACTORS WERE ASKED how they would
rate their concern the DOL overtime change would have
on their location’s business in the next three years, the
result was a 4.6, which ranked 14th out of 25 options.
(10 = very concerned, 1 = not at all concerned)

and vote if they want to see
anything change.

Hartman says he was sur-
prised by the reaction he got
from his employees when he
first discussed the changes with
them a few months ago. He was

expecting them to be in favor of

the possibility of more overtime
to earn some extra money, but
that wasn't the case.

“They liked the fact that they
didn’t have to worry about
timecards,” he says, adding that
they’ve worked at the company
long enough to know what is
expected of them, and they en-
joyed knowing that they would
have the same paycheck every
week no matter what.

He says his operations man-
ager expressed concerns since
he knows the cost of running

OoU

30%

a small business and agreed to
the salaried position knowing
that he might be working 50
or 60 hours one week and 30
the next, but that it would all
even out.

“We're a small company so
it's definitely tough to get up
from $23,000 to $47,000 or
$48,000,” Hartman says. But
since his operations manager
is not far under that threshold,
he is hoping to move him back
to salaried position in the next
couple of years.

“But in the meantime, he’s
going to have to go back to
punching that time clock along
with the other guys as well.”

Hartman originally start-
ed offering salaried positions
primarily to retain employees
during the off season. “It made

MANY CONTRACTORS WE SPOKE
with said that while they're concerned

about the changes to overtime, they haven't come up with a plan on how to handle the new
rules yet. And they may not have to make such drastic changes if a group of 12 bipartisan House
members are successful in their effort to phase in the new salary threshold over the next three
years. Their proposal is to increase the limit to about $36,000 and gradually increase until 2019.

And 21 states have filed a lawsuit against the federal government over the new rule, arguing
that it’s unconstitutional because it issues fiscal mandates to states. Led by Nevada Attorney
General Adam Laxalt, the suit claims the administration has overstepped its authority.

it a litcle bit easier to stomach
the fact that we're going to
have more guys here through
the winter that might now be
doing very much some days
aside from maintenance and
some sales.”

THE MAN-HOUR COSTS. Over-
all, Hartman is expecting an
increase in labor costs, butisn’t
quite sure how much that will
be yet. He plans to reevaluate
hourly pay for his workers and
make sure that they're happy
“Ir will
probably increase our costs
slightly. I don’t think it will be
too terrible though,” he says.
While he would like to
increase the billing rate, Ar-
lington says that in the current
climate, customers are want-

with where they are.

ing more for less. “There is no
way to increase our price to the
client so we cannot increase
pay to the staff,” he says.

In terms of selling jobs,
Hartman expects his capacity
to remain generally the same,
but says it will make it more
difficult to bring on a new
team member or offer a year-
“We
can’t offer a mowing crew
$48,000 a year here in Ohio,”
“I wish I could burt
unfortunately, I can’t.”

round salaried position.

he says.

Arlington also doesn’t expect
to sell fewer jobs or service
fewer accounts. He plans to
just keep selling and hire more
employees to make up for the
end of overtime.

The biggest challenge, Hart-
man says, will be getting his
crews to remember to clock in
and out again. e
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With the Next Day Parts Guarantee Program” from

John Deere, you'll get select OEM parts delivered @ JOHN DEERE
immediately so you stay up and running. It's simple — visit

your dealer to get the parts you need . If a part isn’t in stock,

you'll have it the NEXT DAY or it's FREE! JohnDeere.com/CommercialParts

Ask us for details on how we'll get you the part you need,
when you need it with the Next Day Parts Guarantee.




Seats to

FILL

Hiring continues to be at the forefront of what is holding landscaping
companies back from growth. By Katie Tuttle
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© MATT COLLINS

WHEN WE ASKED CONTRACTORS how much

a lack of quality employees hindered their growth, the following said
it does not hinder at all: 25 percent in the Midwest; 23 percent in
the Northeast and South and only 11 percent in the West.

Read on to find out how contractors across the country assess
their market when it comes to hiring and what they are doing to

get ahead.
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1. Sean Sandri, Dallas
SEAN’S LAWNS AND LANDSCAPING

I could, generally speaking, say that staffing has
been a growing challenge. The qualified labor pool has
diminished as the demand for skilled workers has in-
creased. There has been a corresponding spike in demand
for higher wages. Compared to last year, the challenge has
increased.

We've found basing starting wage on experience and
then increasing incrementally sooner rather than later
based on merit has been effective in retaining labor.

2. Christian Nardi,

Southampton, N.]J.
SOD SERVICES

We've always hired guys right out of high school
approximately 18 to 22 years old. I've come to notice
that there are very few 18- to 22-year-old people that
are mature enough to handle a job and take it seriously.
They are out there but they're hard to find. It’s been very
frustrating trying to build around people like that. So,
in the winter of 2015 into 2016 I hit the reset button. |
went out and hired people specifically older than the age
of 25. I do have to offer higher starting pay. I've come to
realize with getting the older, more mature guys you have
to start them out between $14 and $16 an hour.

If they have experience, they're worth more and
usually I'm starting them out between $16 and $18
per hour. Most of these people have families and a lot
more financial obligations than kids fresh out of high
school. I've come to realize that these people have more
willingness to learn and do things efficiently. It’s almost
as if they just flat out care more. I think it has to do with
the maturity level. In the long run, it’s money worth
spending.

These are guys that need a job. They have wives, kids,
families to support and bills to pay. This year has been
great. I've had cooperation like I've never had before. 1
also have people that will actually take the job seriously
and do things correctly. It’s hard managing people who
have their minds on everything else other than work.

I learned my lesson the past few years and I have run
myself ragged trying to babysit. I'm done doing that.

3. Aaron Rodolph, Casper, Wyo.

RODOLPH BROTHERS

Here in Casper, Wyoming, there’s a bit of a recession
going on in the oil field, so we've actually hired some really
great people because they lost their job in the oil field. We
have a little bit of a glut of people to hire right now, ever
since the oil market crashed in late 2014.

We're highly dependent on the price of oil here in Wyoming.
Unfortunately, of course
during the boom years

How many full-time, it’s hard to find anybody.
part-time, and seasonal We pay almost twice what
employees does your anyone else in the industry
location currently have?  pays because of the energy
329 industry. Those guys are

= making $30 an hour so
W 100 OR MORE - .
i 28% 27% for us to come in and have
R to pay them $25 dollars
=49 an hour, which is really
high for our industry:
LESS THAN 4 gn %
they're still taking a pay cut
but the benefit is they're
working in town and not
s los .
4% 4% W orl\'mg out of town all
l I the time so they can be
home with their families.

“e had to change my philosophy to reflect this new market. It is no longer hire




4. Jim Zylstra, Byron Center, Mich.

TUFF TURF MOLEBUSTERS

I am in the second largest city in Michigan. The labor market is the worst
it has ever been in my market. The chamber of commerce reports that for every job
opening there is half an applicant. We have been looking for an administrative assistant
for over two months. We have very little employee turnover and we pay higher than
anybody else in the industry. We pay our office staff more than most companies in any
industry. We had a dozen candidates that we called back for a second interview that had
already accepred a different job within hours of their initial interview with us.

We are seeing a lot of wage inflation. We had one technician leave us to work for a

trash company. Our supervisor has friends in the trash industry and was surprised to find
out that our former technician was starting at a higher wage than people that had been
with the trash company for nine years. They were also paying for all his CDL training

and testing, which can be several thousand dollars.

I have had to change my philosophy to reflect this new market. It is no longer hire
slow, fire fast. Many companies have taken the approach of hiring decent candidates
at the first interview so as to eliminate the candidate going on other interviews. I am
embarrassed to say we tolerate employee behavior that we never would've before. The
reality is if we have to replace somebody, we will be paying a person with little or no

CXPL‘FiCﬂCC more money than our veterans.

5. George D. Ward, Jr.,

Eastlake, Ohio
WARD’S LAWN CARE & LANDSCAPE CO.

I would have to say thar the hiring/labor
force in my particular area (Northeast Ohio)
is the same or slightly worse than it has been
in the past.

Our continued difficulties are finding people
that have valid driver’ licenses or, I should say,
would be able to be insured to drive our vehi-
cles. DUIs or crashes are automatic scratches.

If we do find a person that is eligible to
drive, very few times do they have experience.
If they are able to drive and have experience,
there is usually some crazy reason why they are
no longer working.

This is our 30" year and I have yet to find a
solution to this problem. We pay well and offer
competitive benefits. Finding someone that is
willing to work and show up to work every day
has been quite the challenge.

6. Alaina Bible,
St. Petersburg, Fla.

MJ’S HOME AND LAWN
CARE SERVICE

We were actually in the market
to try and find, basically, a partner so
we could start up a second crew. When
I initially posted for the listing, we had
80 people within a matter of an hour
until I realized I forgot to put on there
that a driver’s license was required. That
went from 80 people in one hour to five
people in three days just to find some-
body with a driver’s license that wanted
to make a percentage of the business.

I mean, there’s always a whole bunch

of people that are willing to work. We
have problems actually finding good
quality people. There's always a quantity
of people who are helpers, it’s finding
good, responsible candidates. o

slow, fire fast.” - Jim Zylstra, Tuff Turf Molebusters

Y-

bit of a glut of
people to hire
right now.”

Aaron Rodolph,
Rodolph Brothers

How many new
employees does your
location typically hire
each year?

20% 55

18%
11%
7i I I

B MORE THAN 10
N 6-10
w45
m23
1
B NONE

How much does
a lack of quality
employees hinder
your location’s
growth?

agy  29%
21%
18% |

B HINDERS A LOT

W HINDERS

¥ HINDERS SOMEWHAT
¥ DOES NOT HINDER
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A moratorium on pesticides in one Maryland county
is putting the industry on watch. By Kate Spirgen

LAWN AND LANDSCAPE PROFESSIONALS IN
MONTGOMERY COUNTY, MARYLAND, WILL SOON
BE LOSING AN IMPORTANT TOOL IN THE TOOL BOX.

Beginning Jan. 1, 2018, all cosmetic pes-
ticides will be banned in the county with

some exceptions for athletic fields, golf

courses and invasive species treatments.

Mowing & More in Chevy Chase,
Maryland, services about 450 residential
clients in the county, about 150 of whom
receive lawn care applications. Chad Stern,
manager, says his company will continue
to do the best it can, but he knows that the
quality of his customers’ lawns will suffer
if the ban goes into effect.

“I guess I'm kind of waiting to see what
happens as far as this legislation actually
being enforced. I'm kind of keeping my
fingers crossed for perhaps some last-min-
ute modification to this that wouldn’t
make it into such a cumbersome and
heavy-handed bill,” he says.

There are no enforcement provisions
in the ordinance, which is leaving many
to wonder what will happen to those who
don’t abide by the new law.

“I have heard that applicators are con-

cerned because it was never the county’s
intention to enforce this,” says Karen
Reardon, vice president of public affairs
for Responsible Industry for a Sound
Environment.
Environmental Protection in the county
has told us they will not be enforcing it

because the law is silent on enforcement.”

CURRENT EFFECTS. Brandon Sheppard,
owner of a Weed Man franchise in
Maryland says Montgomery County was
a big part of his expansion plan until the
pesticide ban was passed.

He currently services areas west, east

and south of Montgomery, and the size of

the county plus the affluent demographic
made it attractive. But those plans were
scrapped when the ban was passed.
When the ordinance was first intro-
duced, Stern alerted his customers via
email, and if the ban goes into effect in
2018, he'll do his best to explain the sit-

uation to them. He also plans to include

“And the Department of

the information on the yearly renewals he
sends his customers.

“If there are clients who are dissatisfied
with the lawn care service, then I would
explain to them the situation and how
our hands are tied because we can’t use
herbicides, and we can stop that part of
the service and then continue with other
services,” he says.

He says his company has been asked to
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stop using herbicides by several clients in the past
who then called Mowing & More to complain
about weeds. “It’s kind of like there’s a disconnect
between us not being able to use herbicides and
there being weeds in the lawn,” he says.

POTENTIAL IMPACT. Sheppard has seen the effects
of bans like this and says the impact is “catastroph-
ic.” He and his family ran a lawn care company in
Tillsonburg, Ontario, before joining Weed Man
and although they sold the business before the ban
took effect, he saw the impacts it had.

“Many of the offices in Toronto have yet to
recover their sales that were lost after that,” he
says. “And we're going
more than 15 years
out since they passed
the bill and they still

can’t make the sales

“Over

dollars back from it.”
He says that the
bans being proposed
in the U.S. very closely
mirror those that have
been passed in Canada
and expects similar re-
sults in Montgomery
County. The prob-
lem, he says, is that
LCOs and landscapers
don’t have the ability
to achieve the same
results they once did,
but customers’ expec-
tations don’t change.
“Many of the products that are allowed for
weed control and pest control are just simply not
very effective and so you have increased cost of the
material, reduced effectiveness and a massive jump
in the labor required to deliver the service because
of the number of reapplications you have to do
with a less comparable product,” Sheppard says.

WHAT HAPPENS NEXT. Although there are state
laws regarding the safe use of pesticides, Maryland
is one of seven states that does not have preemp-
tion laws. This means that local ordinances, like
the pesticide ban, can override state laws. The

realized that if you just sit
back, then there’s always
an abundance of people
who have great ideas that
could be harmful to your
company and unless you’re
actively involved in the
regulatory process, then
your business will just
kind of get steamrolled.”

Chad Stern, Mowing & More

others are Alaska, Hawaii, Maine, Nevada, Utah and Vermont. A recent ban
in South Portland, Maine, and a movement to spread the ban to the city of
Portland, has many in the industry keeping watch on the issue. The National
Association of Landscape Professionals is still trying to assess the impact and
look at the options available. Both NALP and RISE have said thar taking the
issue to court is on the table.

“I think any state that does not have pesticide preemption — they should be
cognizant and vigilant about this. We're monitoring those states in particular,”
says NALP Vice President of Governmental Affairs Paul Mendelsohn.

He says one of the key steps is getting a better handle on the business and
practice impacts, which have been difficult to monitor so far. “We're not really
hearing of members who have clients who have called them up and said, “We’re
not going to have you providing service any longer,” he says.

Some say that the ban could spread quickly, while others say that only those
in states without preemption need to be concerned.
But Sheppard says everyone should be ready. “I
xS, I've think anybody who thinks it’s not going to happen

is kidding themselves,” he says.

WHAT YOU CAN DO. Industry professionals say the
issue is that anti-pesticide groups are only telling
their side of the story, and while there is scientific
research supporting responsible pesticide use, it
needs to get into the right hands.

“For every study that they cite, we can also cite
research that was done that finds the opposite,”
Mendelsohn says. “The jury on this is very much
out and there’s a lack of consensus in the scientific
community about the impact, so we're trying to
make sure that when communities make decisions,
they're well informed."

Sheppard stresses the importance of putting a
face on the industry and showing those in govern-
ment the benefits of what landscapers do in terms
of public health.

“The argument thar is always made against it is health and safety but we're
the ones protecting the public from the very real dangers of things like Lyme
disease, West Nile and now Zika,” he says. “I've had Lyme disease. As a rela-
tively, young, fit guy, it was like getting thrown down a flight of stairs with a
bag of hammers. Those are very real, tangible risks and we're often confronted
by groups that oppose us with risks that are essentially academic. They're
hypothetical and theoretical.”

In Montgomery County, Stern has gotten involved in County Council
hearings during the debate and agrees that industry voices need to be heard.

“Opver the years, I've realized that if you just sit back, then there’s always
an abundance of people who have great ideas that could be harmful to your
company and unless you're actively involved in the regulatory process, then
your business will just kind of get steamrolled,” he says. o
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Manage your cash flow with seasonal and skip payments
from John Deere Financial.

As a landscape contractor, you know the ebbs and flows of your business. Spring and summer
are usually boom months, while fall and winter can be a bit slower. And your cash flow follows
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Want to improve your company's
operations and credibility?

ASCA

Accredited Snow
Contractors Association

Don't rely on haphazard practices. Adopt the
ASCA Industry Standards and let the positive
changes within your company begin.

www.ascacnline.org
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HEN STORMS WASHED
AWAY THE BEACH of an
oceanfront hotel property
d serviced by Park West Land-
scape Management, President Dustin
Kemmerer knew the earth-moving needs
surpassed the capabilities of his main-
tenance crews. Park West Landscape
Management's forte is planting, mowing,
weeding, trimming, light construction and
irrigation maintenance — not operating
front loaders and other heavy equipment
this situation required.

Instead of calling subcontractors or
stretching his crews beyond their core com-
petencies, Kemmerer turned to the built-in
support of Park West Landscape Construc-

) tion, led by that de-
FROM LEFT: Jim ) :
Tracy-CEO Park West  Partment’s president,
Companies, Dustin  Bart Ryder.
Kemmerer-president A separate company

Park West Landscape yjerneath the same
Management, Mike bes
Tracy-founder, Bart  PAT€Nt organization
Ryder-president Park of Park West Compa-

West Landscape. nies, which landed at

number 10 on Lawn
& Landscape’s Top 100 list, Park West
Landscape Construction provided the
equipment and experience Park West Land-
scape Maintenance needed.

Plus, the client didn’t have to hassle
with an unfamiliar subcontractor or doubt
whether crews specialized in each phase of
work being performed.

“The cohesion between the companies is
fantastic,” Kemmerer says. “These compa-
nies work hand-in-hand and support each
other. There’s collaboration almost daily.”

Kemmerer says it’s not too often that
a decision has to be made by the three
company leaders thac will affect the entire

Park West Com panies organization. If there is, and they can’t come
proves Why three to0 a consensus, CEO Jim Tracy, brother of

: the company’s founder, Mike Tracy, and
companies are better than the company’s board of directors will serve

one. By Brooke N. Bates as the tie-breaker.

PHOTO COURTESY OF PARK WEST COMPANIES
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Kemmerer, Ryder and Corey Gallagher,
who leads the tree division, meet monthly to

discuss issues, and are in daily communica-

“Even though I run the construction
company on a daily basis, all three companies
operate out of the same corporate office,

tion with each other. Ryder says. “We literally see each other every
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day and discuss business matters, whether it
pertains to maintenance, construction or the
tree care company.

“From a procedural stand point we all fol-
low the same guideline. From an operational
point of view, we are very different — different
clients, different equipment needs, different
staffing requirements.”

GROWING THROUGH HARD TIMES. In 1978,
long before Park West Companies, Mike
Tracy graduarted from high school and adver-
tised his landscape services in the PennySaver.
By 1986, he built Tracy Landscaping to $5
million in annual revenue by focusing on
commercial landscape installation.

Tracy saw opportunities to service projects
after completion, but he didn’t want to take
attention away from construction. So he
founded a separate landscape maintenance
company in 1986 called Park Maintenance
to take over the work his construction com-
pany installed. Park West Companies, the
parent organization, formed in 1997. Tracy
Landscaping became Park West Landscape
Construction a few years later, and Park
Maintenance became Park West Landscape
Management in 2004,

When Kemmerer became president in
2004, Park West Landscape Management
was doing $12 million in revenue with 275
employees. It has grown steadily every year
since, to a projected 2016 revenue of $55
million, with 860 of the parent organization’s
1,500 employees and 337 of its 491 vehicles.

“IN MANY CASES,
to reduce operational costs for
struggling HOAs, maintenance
crews removed annual color
and installed permanent plant
material, which reduced the
need for multiple change outs
annually, thus reducing cost.”

Dustin Kemmerer, president,
Park West Landscape
Management

62 OCTOBER 2016 | LAWNANDLANDSCAPE.COM
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Pre-recession, Park West Companies’
revenue peaked at $186 million in 2007;
encompassing $168 million from landscape
construction and about $18 million from
landscape management. By 2010, as reces-
sion halted most construction, Landscape
Construction dropped to $45 million while
Landscape Management grew to $28 million.

“About 75 to 80 percent of our business is
HOAs and master planned communities, and
they got hit hard,” Kemmerer says. “Foreclo-
sures were up, directly effecting (HOA) dues.
But we partered with our customers through
those times and continued to grow.

“In many cases, to reduce operational costs
for struggling HOAs, maintenance crews re-
moved annual color and installed permanent
plant material, which reduced the need for
multiple change outs annually, thus reducing
cost. We also gave our customers options for
more drought-tolerant plant material and
drip irrigation that would ultimately reduce
their water costs.”

“More importantly, we communicated
with our customers through these times. Each
customer had its own unique challenges and
needs, and we worked with them to achieve
those objectives. Our goal with all of our cli-
ents is to create long-term mutually beneficial
relationships, and being flexible is essential to
achieving those objectives.”

CLIMBING HIGHER. Last year, Park West
Landscape Management's revenue grew to
$45 million, while construction climbed to
$83 million. Other than sharing administra-
tive functions like IT and accounting, the
companies operate independently and partner
often. Kemmerer's crews may take over post-
construction maintenance work that’s built
into construction contracts, and construction
crews might assist maintenance with large-
scale enhancements, especially when work
requires heavy equipment.

However, there are still some jobs that,
even together, both companies can’t do. Hir-
ing a few hardscaping subcontractors here and
there was no big deal, but the amount of busi-
ness being outsourced to tree care specialists

signaled big opportunity for Park West. That

led the organization to expand again in 2015
by adding Park West Tree Care, and bringing
in Gallagher to lead that department.

“We were subcontracting significant

= -

LAWNANDLANDSCAPE.COM | OCTOBER 2016 63

revenues and we were able to open our tree
company to absorb that revenue,” Kemmerer
says, projecting more than $3 million for first-
year tree revenue. “The timing was right and

The GO-TO
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Last year, Park West Landscape Management's revenue grew to $45 million, while Park West
Construction climbed to $83 million. In its first year, Park West Tree Care is projected to be $3 million.

it made perfect sense to perform the tree work
on our accounts. We have built-in revenue
because it’s vertically integrated.”

Now, instead of sending away revenue to
tree contractors, Kemmerer can call Park West
Tree Care and the customer is only dealing
with one company.

“Some customers just want one invoice,
one contact, so we invoice them under main-
tenance and then the tree company bills us,”
Kemmerer says. “In some cases, we connect
our maintenance customer directly with our
tree care representatives and they work directly
with each other. At the end of the day, we
want to make sure that customers get the best
experience with the least amount of effort.”

THREE ARE BETTER THAN ONE. Park West
Landscape Management is successful inde-
pendently; construction referrals only make
up 20 percent of its customer base. But in
the process of building its own brand as a
maintenance company, it benefits from the
added strengths and specialties of two vertically
integrated companies.

64 OCTOBER 2016 | LAWNANDLANDSCAPE.COM

“When we market the maintenance com-
pany, we share the capabilities of our construc-
tion company and our tree care company, and
explain how that helps us service the client,”
Kemmerer says. “It’s a holistic approach where
we can satisfy all of their needs, instead of
being limited ro maintenance. We want to
serve all of their needs, so the marketing and
branding needs to emulate that.”

Opver the past year, Park West Companies
has been putting more effort into marketing
its companies collectively in addition to pro-
moting brands individually by hiring a PR
firm to accentuate its three-in-one combined
strengths. By building a full-service reputa-
tion, Park West positions all three companies
for growth.

“You’ll start to see a lor more ‘Park West
Companies’ branding,” Kemmerer says.
“That’s one of the reasons we brought on the
tree company, because we want to be able
to serve all of our customers with whatever
they need. Whether it’s landscape, irrigation,
enhancements or tree care, we want to be full-

service for these customers.” &L




TECHNOLOGICAL

TRACKING

n 2013, to help supervisors and managers
I at Park West Companies manage their
respective areas, the corporate IT
department developed a robust database to track
real-fime metrics.

The in-house application tracks job costing,
fleet maintenance, materials procurement, labor
reporting and more.

“As timecards are submitted and material is
procured, that all hits the job profitability report,”
says Dustin Kemmerer, president of Park West
Landscape Management, one of thee companies
under the Park West umbrella.

“If somebody purchases plant material and we
receive the invoice from the vendor, that payable
is coded to a job. As material is purchased and
as labor is logged and processed, because it's all
coded with job specifics, it populates the report.”

Quality and safety inspections are logged
through a remote tablet application to sync with
this software automatically, giving managers real-
time access to current data.

For example, clicking the asset number of a
vehicle reveals photos, fuel purchases and main-
tenance records, along with current mileage.

When the company rolled out the application,
Kemmerer says management and the developers
didn’t think enough about what it would be like
to use it in the field.

“It's easy to do things here from a corporate
office, but there were some things that did not
apply perfectly well,” he says.

For example, there was a punch list applica-
tion on their iPad, where they could write the
punch list down in a template in their iPad, and
as soon as the walk was done, email it to the
property manager's inbox,

“But the problem is as you're writing and
typing the landscape walk is happening and it
doesn't allow you to be present, so to speak, in
the walk,” Kemmerer says.

"Technology in that instance was a stumbling
block because it slows things down where you
want to be present in the walk and presenting
ideas.”

To fix that, they brought in the ground team
for feedback and made adjustments, but the
team is still working on it, which is a theme for
technology in general at the company.

Kemmerer says even smaller companies that
might not have the funds to spend on technol-
ogy should still think about taking a chance on a
larger investment in technology

"Sometimes you have to move with the
times, or develop things that oftentimes cost
money,” he says.
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FORMULAS FOR SUCCESS

PRIORITY

ON PART

66

An organized shop can mean quicker
turnaround with busted equipment, which results
in more money to your bottom line.

By Kristen Hampshire

OCTOBER 2016 | LAWNANDLANDSCAPE.COM
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La Rosa has stramg==
relationships with dealérs
that allows the company
to hold parts and pay as it
uses them.

PIECES AND PARTS - they add up
to a load of inventory and a major
investment when you're talking
about the shop at your landscape
firm. How do you track parts and
order what you really need? What
systems keep your shop organized,
productive and profitable?

This month, Lawn & Landscape
spoke with three companies to learn
how they manage their shops.
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FORMULAS FOR SUCCESS

RUSH MANAGEMENT

Richard Rush, president

Lafayette, Colorado

ESTABLISHED: :

2003 (landscaping division), :
1992 company
EMPLOYEES: :

50+ :

2015 REVENUE:

Not disclosed :
CUSTOMERS: :

90% commercial, 10% :

residential

SERVICES: '
Maintenance, snow removal, :
lot and driveway sweeping

" € put a premi-
um on track-
ing parts and
i service, and managing where the
: dollars are going,” says Richard
i Rush, operations manager at
¢ Rush Management in Lafayette,
¢ Colorado.

To accomplish this, the com-
i pany uses an online asset man-
agement system called EMA. It
: allows Rush Management to list
every vehicle and piece of equip-
ment, and set up service alerts.
“If we need an oil change every
¢ 5,000 to 7,000 miles, the system

DO MORE. EARN MORE.

WITH SWITCH-N-GOs HOIST SYSTEMS &
INTERCHANGEABLE SWITCH-N-GO» BODIES.

WWW.SWITCH-N-GO.COM
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square-foot area where they can
store parts and a few different
bays where they can pull in trucks
and equipment for service.

“We have a good amount
of space and we can always use
more,” he says, relating that not
every landscape firm has the area
a functional shop requires.

But it’s worth dedicating real
estate to repairs at Rush Manage-
ment. The ability to stock parts
and service vehicles and equip-
ment without sending assets out
for repair is huge for preventing
downtime, Rush says. Keeping
up with maintenance is critical.

“We bring in trimmers, blow-
ers and mowers on a weekly
basis,” he says. Older vehicles are

“We put a premium
on tracking parts
and service, and

managing where the

dollars are going.”

Richard Rush,
operations manager,

Rush Management

in the shop every two weeks or so.
As for parts, Rush keeps mow-
er blades, fuel filters and other
common parts on the shelves.
“We have relationships with lo-
cal dealers so we can run out and
grab parts as needed,” he says.

Now, the company is working
on a more accurate parts inven-
tory system that will include bar
codes, Rush says. Knowing how
important tracking is, Rush says
embracing technology has been
critical to keeping the shop or-
ganized. Before using EMA, the
firm relied on an automorive in-
dustry program called ShopKey.
“We graduated to the system
we are using now,” Rush says,
relating that the online access to
information is a real benefit.

Because, depending on how
a shop is organized and main-
tained, it can be a blessing or
curse to the bottom line. “As a
business owner, it's up to you to

implementa system,” Rush says.

Follow the
numbers

helves full of parts are si-
lent but costly, especially
when economic speed
bumps crop up and business
slows down. “I'm a numbers
guy — very data driven,” says
Mike La Rosa, president of La
Rosa Landscape in Cedarburg,
Wisconsin, explaining his ap-
proach to managing parts and
the shop overall.
After 27 years in business, he
has learned that the little things

add up rto big expenses. So even

We Have Commercial Customers

o [For You]

U.S. Lawns is expanding its market coverage. We're interviewing landscape and lawn care
business owners wanting to grow their commercial customer base. U.S. Lawns provides
the resources below. Take control of your destiny, contact us today.

* Access to commercial accounts

* Apy

commercial de on makers

(866) 781-4875 | www.uslawnsfranchise.com O

* Automated marketing programs to drive business

* Employee recruiting programs to help build your team
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Since 1921, Jacobsen turf equipment

has been trusted to maintain municipal parks

and green spaces, schools, airports, cemeteries, sports

fields and golf courses. The bright orange color of our quality

equipment has become synonymous with superior reliability, durability and performance.

We've built a colorful legacy in the turf industry by manufacturing equipment that is easy to operate,
service and maintain. Every Jacobsen machine is built to the highest standard, ready to provide years
of trouble-free service day in and day out.

Your investment in Jacobsen equipment is maximized by our national network of dedicated dealers,
training programs, and technical support personnel. See what the Power of Orange can do for you,
visit Jacobsen.com today.

1.888.922.TURF | www.jacobsen.com JACOBSEN"
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Reliable. Durable. Muscle-bound. The Kubota SVL. Compact Track Loaders
are model employees. And models of engineering. Featuring proven Kubota
engines, best-in-class breakout force and a smooth ride, they show up ready
to work, day in and day out. Locate your dealer at Kubota.com/Construction.

'i © Kubota Tractor Corporation, 2015.
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parts we consistently use.” A
fleer manager oversees the shop.
“If there are bigger repair issues
that we are challenged with, we
conference in and make decisions
together,” La Rosa says. “But the
day-to-day operations and keep-
ing the fleet on the road is his job.”

For now, La Rosa Landscape
does not use a parts or inventory
software program to track its shop
inventory. “We use Include busi-
ness software and our assets are
managed through that program,”
he says. “But honestly, we use
more of a manual system than
anything else.”

In the field, crews are aware
of when service is due on equip-
ment. Based on hours, manual
requests are created for service and
machines are rotated in and out of
the company shop.

As for the amount of inven-
tory La Rosa stocks, “It’s quite a
bit,” he says. Tires, filters, belts,
hydraulic hoses and more are
right at hand.

“I'd guess that's between
$10,000 and $20,000 in parts,”
he says. But a stock-now-pay-
later system with vendors takes
the financial burden off of the
company.

“Our vendors know what we
are using, and they check with our
mechanics so they can anticipate
what to stock here,” La Rosa says.

Meanwhile, maintaining a
positive attitude in the shop is an
important for morale and pro-
ductivity — and all this feeds into
performance at the end of the day,
La Rosa says.

“We keep a mindset that the
repair shop’s customers are our
crews in the field, and their job is
to keep crews productive,” he says.
“With that philosophy, it really

becomes a team effort.”

Owning
minor
maintenance

oseph Rabago had always

depended on his equipment

dealer to manage all of the
maintenance on his equipment —
the mower, trimmer, blower. “But
[ get so busy that we just don’t
have the time stop and take some-
thing to the shop, especially if
it’s located across town,” says the
president of Divine Landscapes in
Dinuba, California.

The closest dealer Rabago
works with is about a half-hour
drive. That's not far, but round-
trip plus downtime without the
equipment could add up to a
half-day’s work. And in a smaller
organization, there isn’t back-up
equipment or crews to step in and
keep the revenue rolling in while
a piece is down.

“So recently, I've started doing
some service myself,” Rabago says.

He purchases parts online or
at local outlets. He can change
oil and filters, no problem. “It’s
cheaper and | get it done faster,”
he says, adding that of course he’d
prefer to have the dealer manage
these maintenance points. But
time is money.

Minor equipment upkeep is
work Rabago can do before the
day starts, but he reserves any
major repairs for the dealership.
As for trucks and trailers, “I don't
mess with that,” he says. So, he
doesn’t need to stock parts for this
type of maintenance.

But Rabago does need to stock
parts to run his irrigation divi-
sion, and having the right pieces
on hand is critical for completing
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DON KOON

Sr. Director of Commercial Sales

In 1997, Toyota introduced the Prius, its first
mass produced hybrid, to the Japanese market.
It was a very peculiar looking vehicle that was
imported into the US in 2000 and the automobile
market has continued to evolve ever since.
Fast forward to today and some of the highest
performing automobiles on the planet are now
electric.

You may ask, what does that have to do with lawns and landscaping?
Actually, the answer is quite simple; as the auto industry goes, so goes
outdoor power equipment.

Landscapers today are facing pressures of conformity on numerous
fronts. Inthe US, over 150 municipalities now enforce noise ordinances
that limit operating hours of landscapers’ power equipment. In many
parts of the country, there are now environmental restrictions on
emissions created by Outdoor Power Equipment (OPE) that didn't exist
before. There are rising concerns of fatigue related to vibration and
finally, the rising cost of fuel and our reliance on oil. Currently, the
government allows up to 10% ethanol as a gasoline additive but that
number could increase to 30% in the near future. The bad thing is that
ethanol wreaks havoc on small engines. What's a landscaper to do?

Naturally, in an industry that has always been powered by gasoline,
there are skeptics when you first mention battery operated power
equipment. The same thing happened when the first hybrid arrived
on our shore. However, lithium-ion technology has improved tool
performance at a compounded rate and magic happens when you
put the tool in an end-user's hand and have them start it up. The
satisfaction is apparent as they realize power is not compromised and
these tools are game changers.

Much like Toyota, Greenworks Commercial™ has been a pioneer in
developing this technology. Our tools are built on an 82-volt platform,
the most powerful in the industry. When anyone tries a Greenworks
Commercial™ 82 tool, the power always exceeds expectations. Users
marvel at how quiet they operate, the obvious lack of vibration and
ease of operation. No more pull cords, simply press the button and go.
And then, there's the surprising performance. All of our tools operate
on the same battery platform, meaning when you finish trimming,
simply put the battery in the blower or another tool and keep running!
It's like moving gas from one tank to another. And let’s talk about
efficiency and cost savings. A 5-amp hour battery costs about $.10 to

fully charge. Daily operating cost savings is substantial. In the long
term, batteries can be recharged up to 500 times and can last up to 5
years.

This cordless segment of OPE is rapidly growing, just like the auto
industry. Nearly all gas OPE manufacturers either have or are quickly
developing battery operated tools in anticipation of the coming trend.
There is value for landscapers to advertise the use of battery operated
tools and sell it as a value-added service as restrictions become a
reality. Those who embrace this technology now are likely the ones
who will benefit the most as the future unfolds.

The following pages will dive deeper into cordless and more
specifically, Greenworks Commercial™ 82. We hope you enjoy your
look into the future.
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ver equipment from the very first time you picked up a string

1at your grandfat sed. It's always gotten the job done. Yes,

and mixing. And then there's the maintenance

. but it's what you know. It is what it is, if you want to get the job

_ 7 "LITHIUM-ION:
'‘NOT YOUR GRANDFATHER'S
BATTERY

Lithium-ion battery operated cordless tools provide all the power of a gas-engine with many
benefits that make it the clear choice to replace your gas operated tools. Developments in Lithium-
ion battery technology have enhanced the performance of cordless outdoor power equipment.
Lithium-ion batteries are not the same as the Nickel Cadmium (NiCad) batteries that first took the
cordless world by storm only to deliver heavy weight, weak, and inconsistent power. Lithium-ion

batteries dellver a longer life, higher and reliable power, and quicker recharge times. They can be recharged before they are fully discharged
without creating a “memory effect” and operate in a wider temperature range. These are common issues users were faced with NiCad batteries.
Lithium-ion batteries are smaller, lighter weight and environmentally safe, as lithium is nonhazardous and recyclable waste.

'NO GAS. NO OIL.
NO FUMES.

LOW
MAINTENAN CE

EASYTO

OPERATE

No fluctuating fuel costs. No mixing. No spills. No smelling like fuel and exhaust all day long.
Cordless tools deliver outdoor power without the mess and smell of gas and oil, so you can
breathe easy. Charging a battery is typically a fraction of the cost of a tank of gas, lowering
operating costs.

Because there is no gas going through the engine, cordless outdoor power equipment requires
lower maintenance. No carburetors to service, no lines to be replaced, no oil to change, no
replacing spark plugs, no cleaning air filters. .. means no down time. With cordless outdoor power
equipment, the tools are ready to work when you are.

Cordless outdoor power equipment, especially when powered by a brushless motor, are up to
50% quieter than a gas-powered tool. This quiet operation allows you to work in sites where
there are noise restrictions in place. Quieter operation means you can start your day earlier, get
to more jobs, and work later — all without disturbing your clients. Additionally, lower noise levels
protect the hearing of the tool operator.

Cordless outdoor power equipment starts with the push of a button, or squeeze of a trigger —
no more pulling a cord. Start and restart easily. When brushless motor technology is involved,
cordless outdoor power equipment drastically reduces vibrations as compared to gas-powered
equipment. Lighter-weight tools with reduced vibrations means less user fatigue, resulting in
extended use and an easier week of work. When you're using these tools 8-12 hours a day, this

is a huge benefit. When you make a living with your tools, you want something that you can rely on, and will deliver the power and performance
you need. Thanks to advancements in lithium-ion battery technology and brushless motors, today's cordless outdoor power equipment can deliver
just that. Cordless tools give you reliable power without the hassle of gas.

w
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BATTERY-POWERED OUTDOOR POWE

In one hour, one walk-behind gas mower emits the same amount of
pollutants as eight cars operating for the same period of time. And
for a ride-on gas mower it is even worse — 34 cars in one hour! The
US Government continues to look for ways to reduce emissions from
engines that burn gas and oil. For years, Ethanol has been their answer,
and recently has come under scrutiny.

Ethanol is a renewable fuel made from various plant materials
collectively known as biomass. Almost 97% of U.S. gasoline contains
E10 ethanol (10% ethanol, 30% gasoline), to oxygenate the fuel and
reduce air pollution.(Energy.gov).

According to the US Environmental Protection Agency (EPA), the
increased use of ethanol will help reduce emissions and improve air
quality, increase energy independence, and replace MTBE (Methyl
Tert-Butyl Ether), an oxygenate used to raise the octane number, and
which has known to occur in our groundwater. In addition, the US
Department of Energy credits ethanol for job creation and fuel economy
and performance in vehicles.

The EPA is pushing for higher ethanol levels in the gasoline that fuels
our cars, boats, snow mobiles, ATVs and small engine lawn and snow
equipment. But small, two-stroke engines, if not properly maintained
while running E10 are subject to condensation in fuel tanks which
can lead to corrosion of engine components. Ethanol is a solvent. It
can release sludge and other deposits into the fuel and combustion
systems and damage the engine. Two-stroke engines have ports
and jets that can become clogged from these deposits causing the
engine to be harmed. (Matthew W. Veal, PhD, NC State Cooperative
Extension, August 2014)

WALK-BEHIND MOWERS

OPEl is pushing for more education for consumers who don’t understand
what ethanol is doing to their lawn equipment when buying their
gasoline at the pump. Recently, the EPA approved a waiver that
allowed the ethanol formulation to be increased to 15% Ethanol or
E15, but outdoor power equipment remains exempt from this waiver.
There is not enough data on two-stroke engine performance when
burning E15. But its time will come. Over 150 cities and towns in the
US have some type of ban on gas-powered lawn equipment either due
to noise or emissions.

While ethanol continues to wreak havoc on two-stroke engines across
the country, there is a new movement in commercial outdoor power
equipment. Like electric cars, battery-powered lawn equipment is
growing in popularity with both consumers and now commercial
landscape professionals.  During the last decade, lithium-ion
technology has replaced nickel-cadmium batteries in handheld power
tools on every jobsite increasing confidence in performance and
offering advantages versus gas as well. Lithium-ion batteries are
smaller in size and lighter weight with virtually no self-discharge. This
means the battery can be stored for many months without losing its
charge.

What about power? New innovative technologies have brought higher
voltage platforms and brushless motors which offer greater efficiency,
durability and tool performance. These tools can tackle more difficult
applications because the power and the mechanics work together
to increase output. Increasing voltage or motor efficiency increases
power. One key advantage to lithium-ion batteries is that you can get
more power without increasing weight.
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RIDING MOWERS

For over 10 years, Greenworks Commercial™, a leader in electric
& battery-powered equipment, has designed and manufactured
innovative lithium-ion battery platforms which power multiple outdoor
tools, delivering gas-equivalent power and performance without the
mess, fumes and noise. After years of research and development,
Greenworks Commercial™ debuts nationwide to professional
landscapers at GIE & EXPO. Designed with input from landscape
professionals, Greenworks Commercial™ 82V battery-powered tools
offer easy start, low maintenance, low vibration and quiet tools
compared to gas.

ENVIRONMENTAL HAZARDS

. = ‘o e~
83 POUNDS OF 34 POUNDS OF 1S SPEWED FROM
GREENHOUSE GAS C02 OTHER POLLUTANTS ONE GAS MOWER

IF EACH GAS-POWERED LAWN MOWER SPILLS ONE
LITRE OF FUEL PER SEASON, THERE WOULD BE

56 MILLION LITERS OF WASTED

Designed with the professional in mind, Greenworks Commercial™
offer tool balance, streamline design, with quality parts. With over
13 tools and accessory items, Greenworks Commercial™ 82V offers
one of the widest assortments, and highest voltage platforms in the
business. Hassle-free lithium-ion battery powered tools also offer
cost savings versus gas considering engine maintenance, the time and
cost of gas and oil mixing and trips to the gas station. No purging or
winterizing necessary. Just push the button without the worry and
hassle of cold starts. Greenworks Commercial™ 82V Battery Powered
Outdoor Tools offer the best alternative to gas-powered tools.

‘| 7 MILLICN
GALLONS OF FUEL
ARE SPILLED EVERY YEAR INTO THE GROUND
DURING THE REFUELING OF LAWN AND
GARDEN EQUIPMENT. THAT'S 50% MORE
THAN WAS SPILLED BY THE EXXON VALDEZ.
THAT'S THE SAME
AMOUNT CARRIED BY i~
2,800 TANKER .

Solaris: Green Facts

EPA; Steinberg T. American Green: The Obsessive Quest for the Perfect Lawn, 200



ADVERTORIAL

Brian Webber, Owner of Whispering Pines Landscaping, Inc. has been in business since 1988. He chose to base his business just North of
Charlotte, in Denver, NC, and has completed many landscaping projects throughout the area. He has enjoyed continued growth by building
relationships with the area’s finest builders, maintaining a substantial customer base and inviting referrals

Whispering Pines is a full service full service lawn care and landscape construction company, serving both residential and commercial clients
Brian offers customers a wide variety of services such as custom landscape design, irrigation, drainage, lighting, hardscapes, installation,
maintenance and more

We asked Brian why he decided to go to battery power. He said, “|
decided to try the battery tools after | went to a tool demonstration. At
that time, | was able to use the hedge trimmer and chainsaw for one
week. After doing that, | was sold.” “They really worked out well.
That was when | started to purchase these tools for my team. Now
that | made the change, the team asks for these tools. They don't want
to mess with the old ones.”

Searching for a better way to manage his costs, Brian noted that with
the Greenworks Commercial™ battery operated tools, “the battery
is a fixed cost and the tools are more reliable.” When asked about
those costs, he said “We can better determine our costs when we are
pricing a contract, whether it's for a year or a season.” He continued,
“with gas tools there is an unknown cost of fuel, tool maintenance
and/or replacement. As an example, when using gas tools, the crew
may set the tool down without turning it off because it is difficult to
start, wasting fuel and stressing the tool.” And as another thought, he
added "There Is also savings in hearing protection because the tools
are so much quieter that the crew does not require as many earplugs
It is a small cost, but these small things add up.”

=N\
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Whispering Pines has a busy business and we were curious about how
they kept up with the demands of the business. He noted that “Once
we get the labor force managed, we need efficient, reliable tools. In
the past we have had to plan for downtime, due to tool breakdown
and problems. Now we can schedule our days and feel confident that
we will accomplish what is on the schedule because we have reliable
tools.” He added, “Ethanol fuel eats carburetors and hoses and can
even crumble a tool within a year. That's a frustration and an expense.
You may be able to use other fuels to help, but it doesn’t really save
you money. Fuel costs are an issue and an unknown factor with fuel
costs changing all the time. “

Scheduling has been an additional challenge to the growing Whispering
Pines business. When considering scheduling and efficiencies, he said
“when | send my guys out, they are on the job right away because the
battery tools always start.” “There is no fussing around with mixing
fuel; you don’t have to pull and pull, so they get started right away
with the push of a button as soon as they arrive and are ready to start
the job.” “It is nice knowing | can send a trimming crew to a job and
can count on the Greenworks Commercial™ battery tools. The crew
doesn’t have to chase gas, clean gas spills if sloshed or tipped over,
worry about getting fuel on their skin or have any other issues that
come with gas, they just get started and get the job finished quickly.”

USER FRIENDLY

When we talked about health concerns, Brian said “I have had people
injure their shoulders pulling and pulling to start gas tools. Now, with
the simple push button start, that worry goes away.” He also noted
the benefit of his employees not being exposed to the gas fumes,
exhaust and possible personal injury. He also mentioned that the tools
are quieter so the concerns of hearing damage is lower. “Not only
are they quieter, but the tools are lighter, resulting in less fatigue for
my crew. After an 8-hour day working with these tools, it is so much
easier on them. They also have less shoulder and arm injuries because
they don't have to pull and pull on a pull cord.”

“The battery tools have been a great surprise. After the test crew tested
the mower, they loved it.” It's quiet, no pulling and it cuts extremely
well. We also like that it is lightweight and easy to maneuver. It's
lighter and easier to get on and off the truck, and once again, it is nice
to know it will always start.

Whispering Pines crew gives rave reviews on the push mower, blower
and hedge trimmer — “rave reviews on all those and the chainsaw.”
They are now requesting Greenworks Commercial™ tools for all their
jobs. One of my team noted that “the hedge trimmer ran all day on
one battery.” Our workers are asking for Greenworks Commercial™,
not gas.
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Brian noted that they have seen the value in the Greenworks Commercial™ tools in many
ways. He said, “we don't have to replace tools as often, repairs are minimized, pull cords never
have to be replaced, fuel costs, oil costs, maintenance on carburetors, adjusting valves, and
maintenance costs in general are lower.” "It also saves us down time due to unexpected tool
breakdowns. The quality of the Greenworks Commercial™ tools are superior, and the cutting
quality is great. My crew loves them. *

Another value he notes was that the Greenworks Commercial™ tools helps him economically
perform what they need to do at 10-12 houses a day. He said, “If the crew spends an hour a
day starting equipment, that is a huge loss of time. Multiply the time it takes to pull the start
cord every work day over a year, the time the Greenworks Commercial™ tools save is huge.”

“It's easy to talk about how Greenworks Commercial™ saves me time and money,” said Brian.
“Just think about the time spent stopping for gas, mixing gas and oil, fueling up the tools,
starting the tools — all those are expensive time factors.”

“The Greenworks Commercial™ tools are more efficient in just about every way. As an
example, the chainsaw always starts; never a problem - hit the trigger and it goes — Greenworks
Commercial™ really nailed this tool. Compared to gas chainsaws that can be the most
frustrating — even with the best maintenance they can a problem — and they are frustrating to
start. With the Greenworks Commercial™ tools, they start every time, cut and wait for the next
cut. We have found that the battery lasts the equal to 3 tanks of gas.”
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He also noted other environmental benefits. “The lower noise is huge - no one wants to hear
loud blowers. We can start jobs as early as 7:30 A.M. due to the lower noise factor. Or maybe
a job runs late, 5:30 PM., dinner time — we can continue to work and not worry that we are
bothering our clients with the noise.”

He went on to say “Obviously the tool emissions and the problems with gas spillage when filling
or mixing. We don't worry about those things with Greenworks Commercial™.”

Brian mentioned that as an owner, the warranty is very attractive to him. “With Greenworks
Commercial™ 2-year tool and one-year battery warranty, it makes purchasing these tools an
easy decision. Overall, we are extremely pleased with the Greenworks Commercial™ tools and
look forward to new tools coming out such as a power lopper, extended reach trimmer and
charging case. | will be buying several more sets for my crew. When | found out you have power
tools, | bought some of those, too.”
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AGZA SERVICE PROVIDERS AND AGZA GREEN ZONES"ARE
CHANGING THE LANDSCAPE OF GROUNDS MAINTENANCE

The American Green Zone Alliance is the global leader
in zero-emission sustainable grounds maintenance
strategies. Our sustainability consultancy helps your
grounds maintenance service make informed, practical
and profitable decisions as we guide your transition to
quieter, zero-emission technologies. Our decade of ex-
perience has proven that the best way to take care of
your bottom line while also taking care of your crew,
your community, and the environment is to evolve your
gas equipment to the best performing commercial-
ready electric tools.

AGZA’s two core Services are accre
Providers and certifying AGZA Gr

AGZA Service

AGZA educates grounds supervisors
sionals, and property owners on the hazards
chines, the performance, features and benefits of bat-
tery-electric equipment, their safe and optimal opera-
tion, and effective charging infrastructure. Mastery of
our proprietary materials is distinguished with accredi-
tation as an AGZA Service Provider.

- AGZA Green Zones® are properties on which routine
maintenance is serviced with zero-emission equipment,
hand tools, and sustainable land care practices. These
pristine zones are coveted in communities and campus-
es for their quiet, fume-free maintenance and extremely
low carbon footprint. Green Zones can be created in out-
door spaces of any size, from residential to academic,
commercial, and municipal.

AGZA is proud to have publicly certified Malibu Country
Mart as the nation’s first AGZA Green Zone commercial
property, Torrance American Baseball Fields as the na-
tion’s first AGZA Green Zone sports complex, and South
Pasadena as the nation’s first entirely AGZA Green Zone

City.

AGZA's passion for electric operations actually comes
from our roots in the gas-powered lawn and garden in-
dustry. Like millions of other hard working grounds
crews, we experienced the noise, fumes, and pollution
of gas equipment every day, simply because there
hadn't been a serious, commercial alterative.

But stunning leaps in battery tech and industrial
like those in the Greenworks Commercial™ 8
Commercial line have resulted in entire suites o?feord
less electric tools that finally rival the raw performance
of gas. The lawn care industry is experiencing a ze-
ro-emission, low-noise revolution. The cost savings by
completely eliminating fuel, oil, spark plugs, filters,
hoses, and the maintenance thereof ensures a healthy
ROI to go along with your much healthier lawncare, air
quality, and peace of mind.

Green Gardening Service and Evergreen Lawn Care are
two impressive accredited AGZA Service Providers
whose commercial operations are built around 100%
electric machinery, including top-of-the-line tools from
Greenworks. In fact Green Gardening Service uses ex-
clusively Greenworks equipment to maintain their route
of over 70 homes.

AGZA is busy accrediting forward-thinking zero-emis-
sion grounds crews across the country, and developing
AGZA Green Zones which require their services. Collab-
orating with our East Coast partner Quiet Communities,
AGZA is in the process of certifying the first AGZA
Green Zone on the East Coast in the city of Southamp-
ton, NY.

For more info on the latest commercial-ready zero-
emissoin lawn and garden equipment, AGZA Service
Provider Accreditation, and AGZA Green Zone Certifica-

itioq,‘visit AGZA.net or call 1 (310) 779-9785.

"TWIS AGZA GREEN ZONE CITY CERTIFICATION WILL AFFECT MORE THAN
¥) ACRES OF CITY-OWNED LAND AND AVOID MORE THAN B) TONS OF
POLLVUTANTS PER YEAR FROM BEING EMITTED INTO THE AlR. WERE
PROVD TO HAVE PARTNERED WITH AGZA TO PROVIDE CLEANER AlR AND
MORE PEACE AND QUIET TO EVERYONE WHO LIVES N SOVTH PASADENA."”

~ Michael Cacciotti, Mayor Pro Tem of South Pasadena and a Governing Board Member of the SCAQMD
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“It can take you
months to save for a
piece of equipment
or save up for extra
parts, and it takes
someone about 15
seconds to steal it.”

Joseph Rabago.
prrsidvm e

Divine Landscape

jobs on time. He keeps these parts

secure in an enclosed trailer.
“You have to keep your eye

on parts, otherwise, they'll grow
legs.” he says, relating how easy !
it is to misplace or for others to i
lift small and large assets. “It i
can take you months to save :

for a piece of equipment or save i
up for extra parts, and it takes i
someone about 15 seconds to i

steal it,” he says.

Because Rabago is based at
home, he relies on the enclosed i
trailer as a “warchouse” that is '
equipped with an alarm system. :
“Tt goes off when the doors open,”

he says.

Rabago plans on servicing his
equipment about three to four
times annually, and gradually he
is growing his firm and investing
in the flect. With 19 years of :
experience in the industry, and a
previous career working for a large
landscape design firm, he’s proud

to be growing his own.

That includes learning what
works with parts and mainte-
nance, to adding services like
synthetic turf. “I'm a bit of a per-
fectionist,” Rabago says, adding
that he hopes to add two more

people to his team this year. 18t

LAWNANDLANDSCAPE.COM | OCTORER 2010

DIVINE
LANDSCAPES

Joseph Rabago, president

LOCATION:
Dinuba, California

ESTABLISHED:

2008

EMPLOYEES:

1

2015 REVENUE:

Not disclosed
CUSTOMERS:
Design/build: 95%
residential, 5% commercial;
Maintenance: 95%
commercial, 5% residential

SERVICES:
Landscape maintenance,
design/bvild, irrigation

CONSIDER TIME.

While Rabago would prefer to
have a technician at his dealer
perform all service, he knows
he can manage basic tasks like
changing oil and filters. This
prevents costly drive time.
“We don't have time for that,”
he says.

SECURE PARTS.

An enclosed trailer serves as

a safe storehouse for parts
Rabago uses for equipment
and on irrigation jobs. “As
soon as that trailer door opens,
that alarm is loud,” he says.

START SLOW.

Rabago is an owner/operator
who realizes he can't do it all
But he is taking on tasks as he
feels comfortable — and that
includes keeping basic parts on
hand so he can handle some
minor repairs.
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BROUGHT TO YOU BY LMN

The Six Deadly
Mistakes of Jobcosting

m not sure there’s any

topic in the landscape

industry that's talked

about more and executed
less than jobcosting. Every owner
|'ve ever talked to would like to
know more about what's working
and what's not. | don't know if
you'd be able to find a consultant/

expert who says “lgnore jobcosting.

It's a waste of time.”

But for many companies, jobcost-

ing is-a waste of time. It's too much
effort, it's too late with information
and it's too inaccurate to trust the

information coming back. Unfortu-

nately, most landscape companies
fall into one of these categories:
« Don’t do jobcosting - don't
have time or the resources
to start
« Gave up on jobcosting -
information was too late with
oo many mistakes to be worth
the time to enter it all
« Going through the motions
of jobcosting - but rarely
use or trust the information
provided
If any of the above scenarios
sound familiar, your business is fall-
ing victim to one (or more) of the six

deadly mistakes of jobcosting.

Deadly Mistake #1:
Doing Jobcosting In
Your Head
“We're a small company. | know
how we're doing on our jobs."
Owners of small businesses are
often involved enough on the job
to keep tabs on where each job is
at. But these owners usually end
up as their own worst enemy, The
information is all contained in their
head, but as they grow, they get
too busy to communicate properly.
Employees, who don't have the

i facts to make good decisions,

: depend on the owner for all the

i answers to every who, what, when,
where and why. The owner then
gets frustrated with staff because

they feel like the staff have to be
spoon-fed everything.

And if/when you do grow, all that
information in your head is going
to be very difficult to teach anyone
else. If you had results tracked in a
systern, anyone could look back at
old estimates and old jobcosting to
learn how long things take.

But maybe the biggest reason
for jobcosting when you're small is
the perception to your staff. If you
don't show that tracking hours and
communicating “the score’ are
important, your people will never
value bringing jobs in on-time and
on-budget, either.

Deadly Mistake #2:
Working Without

a Good Estimate
Without a good, cost-based esti-
mate, you're missing most of the
benefits of jobcosting:

« The estimate defines success
for the job (the crew has x
many hours to complete the
work given a specific list of
equipment).

« The estimate defines how time
and costs should be tracked. It
breaks down jobs into major
sub-totals and dictates the
level of detail for jobcosting and
hours tracking.

Without standardizing how jobs
are tracked, crews and bookkeepers
have to guess how to record time
and costs. Some people are going
to make little effort to guess well
and the results will be useless. Oth-
er people are going try their best to
guess.correctly, but if they're enter-

L




ing information in areas that don't
line up with your expectations, the
results are still useless. For instance,
if you estimate 80 hours fora patio,
but the crew records 18 hours for
Excavation (without identifying it
was for a patio), the office has to
either guess what those excavation
hours were for, or waste valuable
time chasing the foreman with
more guestions.

Deadly Mistake #3:
Too Complicated

Mistake #3 is a common mistake for
the companies who start jobcosting.
| certainly made this one for years in
my own business. In theory, detalil
is'great. You want good production
metrics. We'd all like to dial-in our
estimating, knowing things like:

+ How much time does it take

to excavate 100 ft? at 87

- How much time does it

take to install/compact that
much base?

- How much time to plant

a 5G shrub?

« How much time to pour each

yard/meter of concrete?

= How much time to trim 100’

of turf edge?

With all this information, we were
sure to become much better at
estimating, right?

But there's little chance that a
foreman who is trying to dig the
area to the correct grade, chasing
laborers, receiving deliveries, and
planning their next task is going
to be able to tell you exactly how
much time each staff member spent
on each task — not at that level of

detail. At best, they're going to guess
: payroll. Another
i system for jobcosting

¢ When a timeclock (or some

at the end of the day.

So instead of getting good,
accurate data, the information we
were getting wasn't what actually

If you don't show that
tracking hours and
communicating “the

score” are important,

your people will
never value bringing
jobs in on-time and

on-budget, either.

happened, it was what the foreman
thought | wanted to see. They
simply made actual hours as close
to estimated hours as they could,
filling in hours not by what actually
happened, but by what our jobcost-
ing sheet said should be happening.
Soeven though | had all this data, |
didn’t trust any of it.

On top of that, when we com-
piled all the results, the complex
time breakdowns meant things
often got missed and forgotten.
Some tasks on the job had 0 hours,
while others had four times their
budgeted hours. Again, the reports
didn't reflect reality, foremen were
guessing at the end of each day,
and it only took a few of those jobs
to poison the totals for the whole
season, so that none of our task-
tracking was trustworthy.

Too much detail in your

jobcosting gives you the worst of
i both worlds: a time-consuming,

confusing, detail-oriented system
and nobody really trusts or uses
the results.

Deadly Mistake
#4: One system for

i timekeeping system) is used for

payroll, and daily sheets are filled
out by the foreman for jobcosting,
you're going to get a lot of
inaccuracy and a lot of extra work.
When payrall is separate from
jobcosting, you end up with a lot
of ‘missing hours’ and a whole lot
of overhead time wasted trying to
reconcile the missing hours.

Payroll and jobcosting should
be the same system, not different
systems, In order for crews to get
paid for hours worked, they have to
account for all their time to some
task. That's how they get paid, and
that's how you cost their time.

Your staff is likely fantastic at
tracking their time. .. short them
10 min on their next pay, and just
watch how quickly they catch the
mistake! Payroll and jobcosting
should be the same system/form
and EVERY payroll hour needs
to get allocated to something (it
doesn't have to be a customer job
— it can be shop time, driving time,
or deliveries, etc.). When the two
systems are the same, jobcosting
information will be far more ac-
curate and complete.

Deadly Mistake #5:
Too Many Systems

Most companies already have
everything they need to use for bet-
ter jobcosting. ... theiraccounting
software. Its where you enter all your
costs - vendor invoices, employee
paychecks, subcontractor invoices,
rental invoices - all the costs you
need to track. The most efficient,
and most accurate, way 1o jobcost
your projects is to use your account-
ing software. Unfortunately, most
companies only use their account-
ing for end-of-year statements and
paying taxes. The major accounting
packages do jobcosting, but most

Mark Bradley is the CEO of TBG
Landscape and LMN (Landscape
Management Network). TBG
Landscape is one of L&L's top 100
companies of 2016 while LMN is one
of the largest estimating and mobile
timesheet software products for the
green industry. www.golmn.com.

contractors haven't setup their ac-
counting, or their interal processes,
to take advantage of it. Instead,
there's some office staff plug-
ging costs into accounting, while
other staff enter the same costs into
spreadsheets or other software.

You don't need information get-
ting entered twice and three times
in different systems. You need it to

i get entered once, correctly.

Deadly Mistake #6: No

Feedback Back to the
Crews

If you're going to do jobcosting, you
need to share the results often. One
of the biggest advantages is “know-
Ing the score” while the game is
being played. It's nice to know when
we went over budget - but it's even
better to avoid going over budgetin
the first place.

Consistent feedback and a
scoreboard attracts good em-
ployees and repels the bad ones.
Share jobcosting information, Give
updates as often as you can. You're
not only keeping your crews in
the loop, you're reinforcing the
fact that being profitable is not
something to take for granted - it's
something that needs attention
every single day,

Mark Bradley's Corner is an occasional
advertorial series sponsored by LMN.
For more information, visit their
website at www.golmn.com.
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Compact wheel and track loaders can help your
business in different ways. By Neil Moran

wo invaluable machines in the landscape
construction and maintenance business are
the compact track and wheel loaders. These
two pieces of equipment have specific func-
tions — as well as limitations — as they relate to land-

scape constmction, maintenance ;md Snow l'CITl()V;lI.

78 OCTOBER 2016 | LAWNANDLANDSCAPE.COM

Track loaders are kind of

like that power washer sit-
ting in the garage. It's not
something some contractors

need all the time, but when it

is needed it sure saves a lot of

work. Wheel loaders, on the
other hand, are needed mostly
when the weatherman is calling

for snow, and lots of it.

TREAD LIGHTLY. Mark Smith,
project manager with Belknap
Landscape Company, knows
a thing or two abour track and
wheel loaders. They service
high end clients in the Lakes
Region in the heart of New
Hampshire. Much of their
work is concentrated around
Lake Winnipesaukee, the larg-
est lake in the state.

“Ninety percent are second
homes, high end residential,”
Smith says. “We also have
high end commercial accounts:
shopping malls, schools, private,
university and local hospirals
these people really value what
they get out of a contractor.”

‘The track loader is the equip-

ment of choice for most of

this work, especially landscape
maintenance, where it leaves less
of an impact on existing lawns.

“We focus mostly around
a lake and a lot of the terrain
is very steep and difficult to
traverse with a wheel loader,”
says Smith. “It works good on
existing lots, wheel loaders do
much more damage to existing

landscapes.”

Martthew Stano, owner of

Stano Landscaping in Mil-
waukee has a similar opinion
on track loaders.

“Two of our Bobcats are
track loaders,” he says. “We

use them specifically when we

have site conditions where we
need to preserve the appear-
ance of the lawn.” He says they
will also use them when the
ground is wet and they need
to grade out the site. He says
the two compact track loaders
they own work better than a
skid-steer in these conditions.

“They're absolutely required
in our business,” says Stano. “I
wouldn’t say we have a crew
going out every day with them,
bur we use them a lot.”

Belknap Landscape has had
a good year as well. While they
haye a lot of landscape mainte-
nance and repeat business, new
construction definitely helps
their bottom line and helps to
justify the purchase of the two
track loaders they own. He
says they've been busy this past
year with a good deal of new
landscape construction taking
place around the lake and other
properties in the area.

Belknap’s business runs the
gamut from traditional land-
scaping, including landscape
design, to masonry work, pool
excavation, and brick pavers.
They employ 90-100 people
during peak season. The track
loaders with different attach-
ments make it easier and more
efficient to perform the tasks at
hand with less labor.

“The name of the game
today is to be more mechani-
cal and not as heavy on staff,”
says Smith. “We rely on a
diversity of wheel and track
loaders, they’re more reliable
than labor.”

The must-have labor-sav-
ing accessories they can at-
tach to a track loader include
standard buckets, forks and

brush grapplers.



Running a large-scale business
requires effort, commitment
and a strong pain reliever.

Sure, a larger business means bigger profits — but it also means
bigger headaches. Take my operation, for instance. On any given
day, we're running 8 mowers at more than 40 locations across a
120-square-mile area, so logistics alone is challenging enough.

Add staffing, scheduling and

maintenance into the equation,

and you're looking at enough '
variables to make Einstein recheck P .
| ,
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his figures. And when you've got
a mower or two down for repair,
it's even more complicated. That's
why | started buying Grasshopper
mowers a few years back. They
just keep running, no matter
what. And they're designed fo cut
maintenance just as well as they
cut grass, which — believe me —
my crews appreciate after a long day. Since we're running diesel
mowers, they also save us thousands of dollars a year in fuel costs.
And | don't know any businessman who wouldn’t welcome
adding a chunk of change that size to his bottom line. After all,
running a business on this scale has enough headaches. At least
now, my equipment isn't one of them. Talk about a pain reliever.
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Track loaders aren’t without
some disadvantages. They're not
as versatile for snow removal as
wheel loaders, and they're more
expensive to maintain due to
track replacement that is peri-
odically required.

“The largest disadvantage of
track loaders is the sheer cost
of the track,” says Smith. “We
take that into account with our
financial planning and charge
rates.” He says track replacement
can run up to $10,000.

THE HEAVY LIFTERS. One thing
both Stano and Smich have in
common is they live in areas that
receive a significant amount of

snowfall. This makes the wheel

80

loaders invaluable, especially for
clearing large, open lots.

“We use everything for snow
removal in some fashion,” Smith
says. He says this even includes
compact track loaders, but more
for smaller amounts of snow. The
large bucket makes the wheel
loader their equipment of choice
for clearing large parking lots and
pushing back snow.

Belknap deploys seven wheel
loaders during the winter for
snow removal and rents three
more as needed.

One advantage of the wheel
loaders Belknap owns, which are
mostly Caterpillar, is the fact that
the attachments they use with

them are interchangeable with

their skid-steer, making both
machines much more diverse.

“We have a couple of Caterpil-
lars (wheel loaders) that are very
diverse that can service smaller
lots,” Smith says. “They can go
through tight locations, such as
ATM drive thrus.”

The wheel loaders aren’t ex-
actly left idle in the summer.
They can be used in the yard to
load large amounts of mulch,

stone or mp.\'nil.

PRIORITY ON MAINTENANCE. The
only thing worse about having to
shell out thousands of dollars on
equipment would be to not prop-
erly maintain it. Both Stano and
Smith can sleep a little better at

night knowing they have reliable
maintenance staff to keep these
expensive pieces of equipment
in shape. Their maintenance staff
can rake care of most of the main-
tenance issues. Like a lot of heavy
equipment in this industry, a well
maintained machine should last
at least 10 years, something both
landscapers strive to achieve.

“Generally, maintenance
is done in-house,” Smith says.
“Some of our equipment have
1-2-year maintenance plans. We
have three in-house mechanics,
they are our firefighters and
general maintenance technicians.
Large repairs are sent out.” L&t
The author is a freelance writer based in
Michigan

Grow your Green Industry
Career with Over 20 Years
of Expertise Backing You

franchise costs.

SmartLawn'’s founders have been in the lawn care
industry for over 20 years and have successfully built,
operated, and sold multi-million dollar businesses.

Our goal is to enable you to create a profitable lawn
care business by teaching exceptional customer service,
environmentally friendly practices, and a patented sales
technique created by CEO Chris Noon.

Current Green Industry business*
owners, managers, or employees
receive $5,000 off initial SmartLawn

*lawn or landscape, irrigation and/or pest company, have a current pesti-
cide state license, own or work at any home service

www.smartlawn.com/franchising
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WAC

LANDSCAPE LIGHTING

The Wait is Over.

You asked, we delivered. One LED accent light,
fully adjustable. Multiple beam angles and
wattage are controlled directly on board.

Yes, really.

Wattage (Output): 2W-16W (100-1000 Lumens)
Comparable to:  10-75W Halogen MR16

Construction: Corrosion Resistant Cast Aluminum
Marine Grade Cast Brass
CCT:. Warm White (2700K), Pure White (3000K)

Offered in both 9V-15V and 110V-120V

See the entire WAC Landscape Lighting line — waclandscapelighting.com
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TREATMENT

While the product does most of the work on
a lawn, the right sprayer or spreader can make the
application easier for the technician. By Neil Moran

2010 | LAWNANDLANDSCAPE.COM

n the lawn care industry where profit margins can
be tight and the competition stiff, it's important
that you're getting all you can out of your equip-
ment, including your spreaders and sprayers.

Not to be taken for granted, these pieces of

equipment can save time and money, that is, if

you have chosen the right pieces of equipment and main-
tain them properly. Here is the inside scoop on spreaders
and sprayers from three lawn care operators, each who have

been in the business for over two decades.

SPREADERS AND SPRAYERS. Nick Brummel and his crew
at Brummel Lawn & Landscape can’tafford to have issues
with their equipment, especially their spreaders and spray-
ers. They use them on a daily basis in the greater Kansas
Ciry area to service mus(ly commercial properties.

Like most lawn care companies, Brummel’s lawn care
regimen includes a mix of granular and liquid applications
at different times of the year. For smaller properties, they’ll
use Lesco spreaders with 80 pound-capacity hoppers.
Technicians use them to apply granular pre-emergent

and grub control products. Brummel selects his brand




ZERO-TURN JUST
TOOK A TURN.

PRO £ SERIES

PROFESSIONAL ZERO-TURN MOWERS

In developing our all-new zero-turn series, we went back to the
drawing board. We designed around the landscaper who relies
on it day in, day out. That meant questioning everything from the
front-end construction to the placement of user controls to the
cutting deck The result? See for yourself at GIE.

VISIT US AT GIE OCTOBER 20 - 21, 2016 AND ENTER FOR A
CHANCE TO WIN THE ALL-NEW PRO Z 960 L.

Cub Cadel”



LAWN CARE

of spreaders based on product
reviews, making sure there aren’t
issues with the spreader before
making the investment.

“We look at the quality and
make sure they're stainless steel
and have grease points,” Brum-
mel says.

These push behind units may
be great for smaller properties,
but they just don’t cut it for the
larger properties they service.

“We're spraying and fertilizing
at some point every 10 days,
compared to a residential lawn
we only see six times a year,”
Brummel says.

For large commercial proper-
ties and lawns they’ll use the
ride-on Z-sprayers with their

5

“Wé};oﬁ;t the

ok
quality and make
sure they’re stainless

steel and have
- 2 2
grease pomts.

Nick Brummel,
Brummel Lawn

& Landscape

combination sprayer and spread-
er capability. They own two of
these machines which sell for
abour $12,000 each.

Mark Black, owner of Coun-
try Club Lawn & Tree Spe-
cialists, out of South Roxana,
Hlinois, wants his spreaders and

DEERPRO

PROFESSIONAL DEER REPELLENT
One Spray Lasts All Winter

“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.”

your business, or visit:

Palazzi Landscape Gardening
Newfowndland, PA

87 7- 486-33371’0“. FREE

Call today to learn how DeerPro
can help your customers and

DeerProRepellent.com
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other equipment to be consistent
from one job to the next.

“I'm looking for the McDon-
ald (restaurant) effect,” Black
says, which is evident in his fleet
of vehicles, all mid-size pickup
trucks, which are identical in
appearance. The spreaders and
sprayers his trucks are equipped
with are identical as well.

Black prefers the Anderson
spreaders. He says the hopper on
these pieces of equipment hold
80 pounds, but he says techni-
cians use a little common sense
and don’t over work them.

“You have to look at the mate-
rial,” Black says. “Bulkier mate-
rial should be limited to about
50 Ibs. The more you put in the

hopper the more potential for
damage, the gears tend to strip
underneath a whole lot quicker
when guys really fill them up.”

He says one thing he has
learned over the years is to fill
them according to the square
foorage of the property. He says
if the property is under 15,000
square feet, then only 25-30
pounds should be poured into
the hopper.

For the guys doing routine
spraying on what he calls the nor-
mal rourte, they use the ride-on
PermaGreen and Z-Spray units.

Paul Wagner and his crew at
Fit Turf see it all when it comes
to variable weather and climate

conditions as it relates to lawn

CONSISTENTLY SHARPENED

BLADE ANGLES

One major issue overlooked by
lawn care professionals is the
consistency of the cutting edge
angle.

Inconsistent angles greatly
reduces the life of the mower

blade and provides a poor cut of

the turf itself.

Save time, money, and blades by

using Magna-Matic professional
sharpeners.

Compact design

MAGNA-MATIC

60 second sharpening time
Cool cutting, without burning
Consistant 30 degree angle

No limit to cutting edge length
Right or left-handed blades

No wheel dressing

All safety gaurds included

Vac hook-up ready

e USAS

www.magna-matic.com

800-328-1110

Call for Free Catalog

Scan with your
smart phone

Watch Videos

(11 Tube§



http://www.magna-matic.com

care. With four locations, two
in rainy Michigan, and two out
in drought-prone Denver, Colo-
rado, Wagner and his crew face a
challenge keeping turf in tip top
shape; it’s made a little easier by
the equipment he has chosen.

Like Black, Wagner appreci-
ates the versatility of the Z-Spray,
and thinks the investment is
worth it. “I've found with over 30
years in this business that you're
always better off spending a little
extra,” says Wagner.

Although these machines are
generally safe to operate, itis nev-
ertheless prudent to follow some
safety precautions. He says the
Z-Spray isn’t the best choice for

real hilly properties. In fact, an

employee rolled one, so he makes
sure one of his more experienced
crew members operate this ma-
chine, although he occasionally
trains new hires to operate one.

One feature Wagner likes
about his ride-on sprayer/spread-
er is the fact that it causes less
fatigue for his crew. This is pretty
important in the Denver area,
where the summer temperatures
routinely top 90 degrees.

“For automated equipment
you don’t have to have a 25-year-
old person,” Wagner says. “You
can have an older individual out
there with a lot of experience and
they’re not killing themselves.”

The crew also uses tanks
mounted on a pick-up truck for

lawn and tree care applications.
The ranks have separate pumps
and hoses concealed from view.

They use the front tank for
lawn care and the back rank

for trees.

IF IT AIN'T BROKE. Spreaders and
sprayers haven’t changed a great
deal over the years, according to
these LCOs. It’s mostly an “if it
ain’t broke, why fix it,” situation.
If there have been any changes,
it’s with the sprayers which have
seen improvements in the pumps
and the number of hoses that
can be used at one time. It is
also easier to calibrate the new
machines like the Z-Spray,
Since they hold their value

IF YOU RUN EQUIPMENT,
YOU PROBABLY RUN KUBOTA

Chances are good that your equipment is powered by Kubota.
If so, only one brand of oil and filters is designed to uniock its

well, purchasing used spreaders
and sprayers may be an option,
just be sure to carefully inspect
the entire unit before purchas-
ing it.

As for backpack sprayers, they
haven’t exactly gone the way of
the typewriter in the lawn care
industry. They come in handy
for spot weed control and around
rocks in a rock garden, accord-
ing to Wagner, a point that was
echoed by the other LCOs.

MAINTAINING PERFORMANCE.
Much like you wouldn’t take
shortcuts servicing a customer’s
lawn, the same should be said
for your approach to petforming
maintenance on your spreaders

full potential;: Genuine Kubota Oil and Filters.

IKubotg

KUBOTA ENGINE AMERICA
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and sprayers. If you consistently
adhere to best practices not only
will this important equipment
go the distance, but you'll con-
sistently and efficiently apply the
products that keep lawns looking
beauriful.

The number one rule in
spreader maintenance, one that
many a foreman harps on, is
keeping the hoppers free of the
corrosive material you're using.

A telltale sign of a slipshod op-
eration is product left in a hopper
“until the nextapplication.” The
screens in the hoppers will clog
quickly, resulting in inconsistent
application of fertilizers and
other lawn care products.

“Some of our crew members

be in business for
a long time, spend
the extra two to
three thousand
dollars and buy the
best equipment
and maintain the
hell out of it.”

Paul Wagner, Fit Turf
are pretty good about pulling the
grates out,” Brummel says. “And
we find if they do they clog up,
chunks of product fall through
and clog the spreaders.”

As for maintenance, he says to
make sure you grease them and
clean them out since the product
is pretty corrosive.

“We have maintenance kits on
each truck,” Wagner says. “Oil
changes, lubrication, cleanliness
of the units is the most important
thing.

“If you neglect any of this
— and it has to be done on a
daily basis — you’re going to
have something that is going to
break down.

Sprayers are a littde different
animal when it comes to main-
tenance. The ride-on machines,
like the Z-Spray, need regular
oil changes.

The hoppers and hoses also
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need to be flushed regularly to
rinse out corrosive product. And
of course sprayers and spreaders
alike need to be properly cleaned,
drained and stored in the winter
so they're ready to go before the
first Aush of growth in the spring
lawns.

Perhaps Wagner sums it up
the best when it comes to pur-
chasing and maintaining spread-
ers and sprayers:

“If you expect to be in business
for a long time, spend the extra
two to three thousand dollars
and buy the best equipment and
maintain the hell our of it,” he
says. L&l

The author is a freelance writer
based in Michigan

402.932.5321 1o 7.« Zrisrees.. 7t Suppors

® Patented Waterproof LED Light Sets ~ ® LED Wall washers * Decorators Training programs Decorators Business Software
 LED (7 & (9 SMD Bulbs o LED Patio Lights ® LED Light Links » Decorators Training programs
» Commercial Grade Wreaths & Garlands  © Pre-Lit Christmas Trees  ® LED Twinkle Rice Lights » Exdusive Decorators Products
* LED 3D Starburst & Lightburst o LED Cherry Blossom Trees LED Tower Trees ® (lark Griswold Approved Lights

 And much more!!

Get o FREE Catalog and Pricelist by signing up on www.HolidayBrightLights.com OWlaking Qeasons Quight!
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SIMA and ASCA Members Special

Save up to $2,000 on qualifying John Deere
skid steers, compact track loaders, and
compact wheel loaders!

Visit JohnDeere.com/dealer to find a
Commercial Worksite Products dealer near you.

Building your snow removal business together. As long as Old Man Winter

cooperates, there is no offseason for landscapers. But you'll need the right @ JOHN DEERE
snow removal equipment — like the new E-Series Skid Steers and Compact Track

Loaders from John Deere. Thanks to input from all-season pros like you, they

accommodate a wide range of snow removal attachments, including blades,

blowers, pushers, brooms and buckets. And with our universal Quik-Tatch™

system, your machine can go from blade to broom in no time. Our forecast calls

for accumulating revenue. To learn more, see your dealer or visit our website. JohnDeere.com/Eskid




As we head toward the end of 2016, chemical manufacturers are getting
a head start on how they can help your company in the new year.

L J <
INTELLIGRO intelliaro
CIVITAS WEEDfree BRAND suter gromts fur  better workd D
Concentrate, an Intelligro brand,
launched last year and continues to enter new markets across
the United States with its most recent approval in California.
The goal was to use technology to answer the needs of lawn and
landscape professionals to create a solution that has staying power
in an ever-evolving environment that demands sustainability and
accountability.

It is as effective as the traditional three-way mixes but its micro-
technology delivery system penetrates into weeds more efficiently,
resulting in significantly less active ingredients required to kill
weeds down to the root. It also addresses a common industry con-
cern with a no-offensive-odor formula. As regulations and public
interest in product makeup increase, a solution with fewer active
ingredients will continue to be a competitive point of difference

for lawn care businesses.
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SYNGENTA

GrowWithSyngenta.com

&
syngenta

als LCOs can order to inform homeowners about topics like

offers free marketing materi-

mosquito control, fire ant control and lawn disease identification.
Additionally, new this year for the lawn market, GreenTrust
Rewards gives LCOs opportunities to earn points from product
purchases as part of the GreenTrust 365 program. Points can be
redeemed for a variety of gift cards from Visa, Amazon, Lowe’s,
Staples and more to purchase items for their business or reward
their staff. Learn more at GreenCastOnline.com/Lawn.

The 2017 GreenTrust 365 Lawn Program kicked off Oct. 1
with new GreenTrust Rewards. The annual program provides
LCOs with the Barricade herbicide Brand Bonus, a Paller Solu-
tion, multipaks, ProductAssurances, SummerPay terms and
more. LCOs can contact their local Syngenta territory manager or
visit GreenTrust365.com for more information on the program.
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Soil Amending, and Turf and
Ornamental Roots.

Visit us at the GIE Show

Verde-l_aw T
"Hyd@ NS 22
October 19-21 Enhanced quick
45 day ame
agen bene;i';g
*\, i) M ;
.’: /:‘.‘ .
/1
A +
',
. /\ ]
Ry T SN - 5484 S. Old Carriage Road

\ ) - < N
T 2 £ 4‘,“.\_. @< 2y -. % Fpe Kk J
S B8 e b G AQUATAID St

aquaaid.com | verde-cal.com



LawN CARE

LEBANONTURF

ProScape fertilizer with Acele-

PBI-GORDON G pbi/cordon
=

An Employee-Owned Company

One of the biggest challenges

LebanonTurf

ryn plus Dimension is finish- in the industry right now is labor.
pryn p Iy g

We hear it from LCOs, and Lawn

ing its first full season after a

successful launch. Powered by i & Landscape has had more than a few stories about labor shortages
the proprietary, non-coated nutrient sources of Meth-Ex | and related issues. While we can’t help increase the labor pool, we can
(methylene urea), MESA (ammonium sulfate and methy- i help LCOs alleviate other issues so they have more time to work on
lene urea complex) and Expo (slow-release potassium), this the labor problem.
combination product delivers season-long nutrition while For instance, the PBI-Gordon Early Order Rebate Program helps
providing season-long protection against crabgrass and i pros prepare for next season, so they can focus on tasks like building
grubs. One spring application of ProScape fertilizer with i and training crews.
Acelepryn plus Dimension provides pre-emergent and early Through the PBI-Gordon Early Order Program, participating end-
post-emergent control of crabgrass, as well as season-long {  users must purchase a minimum $1,500 of PBI-Gordon qualifying
control of other grassy weeds. i products from a PBI-Gordon distributor between Oct. 1, 2016 and
Additionally, it controls multiple insect pests including Jan. 15, 2017. End-users can maximize their rebate by placing an order
grubs, chinch bugs, billbugs and annual bluegrass weevils. before Oct. 31, 2016.

Rebate values can be as high as $412.50 per unit, and PBI-Gordon
also offers a Bonus Booster plan. With a minimum purchase of $2,500 in
qualifying products, end-users can earn an extra 1.5 percent bonus rebate.

IS THE CLOCK TICKING ON
YOUR ROOT INTRUSION
PROTECTION?

The ONLY Root Intrusion Protection
Designed to Last as Long as Your Dripline

The latest addition to the best-selling line of landscape dripline,
Netafim’s Techline® HCVXR is the ONLY landscape dripline that
infuses Cupron® Copper Oxide directly into the mold of each

emitter to provide a long-lasting root barrier for subsurface drip
irrigation systems that won't wash away after years of use.

15 YEAR

* Infused C i Oxide Combined with
nfused Lupron™ Lopper Uxide Lombined wi WARRANTY

Netafim’s Physical Root Barrier Properties
Provide Long Lasting Protection Against Roots
Throughout the Life of the Dripline

» High Check Valve in Each Emitter for Uniform
Distribution on Sloped Landscapes

e Built-in Anti-Siphon Feature Protects Against Debris

* Four New Emitter Flow Rates

* Laser Etching on the Dripline for Easy Identification

GIE+Expo Booth #8235
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The Landscape

Industry’s
Longest Root
Intrusion
Warranty

“ NETAFIM

(888) 638-2346 www.netafimusa.com
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Get $300 off "plus 0% financing for 48 months
on any new Z920M Mower.
Maybe the season is starting to wind down, but a deal on a terrific ZTrak

is just starting up. Right now, until October 28, we're offering $300 off
any Z920M Mower plus 0% Financing for 48 months. Better yet, if you're a

GreenFleet Platinum 1 member, you can get an additional $400 off instantly.**
See your John Deere dealer today for a deal on the ultimate zero-turn mower.

Keep Mowing

d on tota
purchased at the t
et for details.

Stay Yards Ahead Next Year
With a Great Deal This Fall.

°/o FOR 48 MONTHS

AND $300 OFF”

R I XN

i

@ JOHN DEERE

JohnDeere.com/MowPro
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aPEX

www.OPEl.org

JOIN THE INDUSTRY'’S LEADERS

E+EXPO ATTENDEES: IF YOU ARE NOT A MEMBER, STOP BY THE OPEI BOOTH AND SEE KRIS KISER. SEE GIE+EXPO APP FOR LOCATION.

MEMBER ROSTER

* Associate Member + Affiliate Member

* Sheffield Financial, Div. of BB&T
Financial FSB
Stanley Black & Decker, Inc.
Stihl Incorporated
Subaru Industrial Power Products
Sunrise Global Marketing, Inc.
* Synerject LLC
* TCF Inventory Finance
* TD Retail Card Services
Techtronic Industries
Power Equipment
The Toro Company

* A. Schulman, Inc. * Inhance Technologies
Active Exhaust Corporation iRobot Corporation

* Advanced Technology Group Jacobsen, a Textron Company

* Agri-Industrial Plastics Company Jiang Dong North America, Inc.
Altoz, Inc K-100 Fuel Treatment
American Honda Motor Corporation Kawasaki Motors Corp., U.S.A.

* Ampacet Corporation KIOTI Tractor Division
Ariens Company Kipor Power Equipment, Inc
Bad Boy Mowers, Inc. Kohler Company

* BASF Performance Materials Kubota Canada

* Bemis Manufacturing Company Kubota Tractor Corporation
Blount International Lesjofors Springs America, Inc.

-

»

Briggs & Stratton Corporation Loncin Motor Co., Ltd. * TriLink Saw Chain, LLC.
* Brinly-Hardy Company, Inc. * Lubrication Technologies * Tuff Torg Corporation
Bush Hog, Inc. * The Lubrizol Corporation * USA Zama, Inc.
Chervon North America Inc. Mahindra USA, Inc. Venture Products, Inc.
Club Car, LLC Makita U.S.A., Inc. * Walbro Engine Management
Comet USA, Inc. Maruyama U.S. Inc. Walker Manufacturing Company
* The Carlstar Group, LLC. Masport, Ltd. * Warner Electric LLC
* Custom Engineered Wheels, Inc. * Metal Powder Products Co. * Wells Fargo Commercial
* Custom Products of Litchfield, Inc. * Milsco Manufacturing Co. Distribution Finance
Deere & Company MTD Products Inc. * Wescon Controls
* Delta Systems Inc. * Omni Industries, LLC. * Whirltronics, Inc.
* DSM Engineering Plastics * NHI Wright Manufacturing, Inc.
* Duramatic Products + Qutdoor Power Equipment & Engine * Wright Metal Product Crates, LLC

E-Z-GO Textron Service Assoc. (OPEESA) Yamaha Motor Corp., U.S.A.

* East Penn Manufacturing Co., Inc.
* Ebco Inc.

Echo Incorporated

Excel Industries
* Femco, Inc.
* Fisher Barton, Inc.
Flambeau Fluid Systems, Inc.
Gates Corporation
* General Transmissions, Inc.
Global Digital Instruments LLC

-

* Heraeus Emissions Control Catalysts
Hitachi Koki USA Ltd. /Tanaka Power

Equipment
Husqgvarna
Husgvarna Canada Corp.
* Hydro-Gear

-

Owner Research Group
Parker Hannifin Corporation
PEER Bearing Company
* Phillips 66 Spectrum Corporation
The Plastics Group
Polaris
Positec USA, Inc.
* Precision Work, Inc.
+ Propane Education and Research
Council
* PRUFREX USA
* Revere Plastics Systems, LLC
* Saint-Gobain
Scag Power Equipment, Inc.
* Scepter Corporation
Schiller Grounds Care, Inc.

»

-

Yanmar American Corporation
* Zhejiang Ruixing Carburetor
Manufacturing Co., Ltd.

LIVING %>
LANDSCAPES
<y MATTER

LOOK BEFORE
YOU PUMP!

As managing partner of the GIE+EXPO, the Outdoor Power Equipment Institute (OPEI) is proud to serve as the
industry’s leading trade association representing more than 100 power equipment, engine and utility vehicle
manufacturers and suppliers. Beyond our industry leading work as a Standards Development Organization for the
American National Standards Institute, OPEI is also the advocacy organization and voice behind some of the industry’s

most successful outreach programs.

SUPPORT THE INDUSTRY. BECOME A MEMBER TODAY. www.OPEl.org
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The right
spray head
or nozzle can
assure water
gets to all the
right spots.
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HUNTER MP NOZZLE

The pitch: The MP Nozzle delivers

rate, allowing water to gently soak
into the soil for even distribution.
* [t has the ability to control the
amount of water flowing through
the nozzle at various arc and
radius settings.

* The nozzle pops up from its
protected position only after the
riser is fully extended, providing a defense against dirt
and debris.

* The standard MP Rotator line applies water at

0.4 in/hr, while the SR Series has a precipitation rate
of 0.8 in/hr.

For more information: Hunterindustries.com

K-RAIN HE KVF NOZZLES

The pitch: K-Rain’s High Efficiency KVF nozzles are
good for contractors working with sprays in a variety
of terrains.

* The fully adjustable, female threaded nozzles fit the
K-Rain Pro-S series and the NP spray bodies, as well
as any other male threaded spray body on the market.
» K-Rain KVF Nozzles can be easily set (no tools
required) at any angle from 0 to 360 degrees, allow-
ing sprinklers to be fine-tuned to exactly the precise
pattern needed.

* Available in 8, 10,
12, 15, and 17-foot
configurations.

For more
information:
Krain.com
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multiple streams of water at a steady
P )

RAIN BIRD ROTARY NOZZLES

The pitch: Rain Bird’s Rotary Nozzles have multiple
rotating streams to deliver close-in watering and even
coverage throughout the radius range.

* Rorary Nozzles can be zoned with Rain Bird
5000/5000 Plus MPR Rotor Nozzles.

* Stainless steel radius reduction screw allows reduction
down to 13 feet on the R13-18 and to 17 feet on the
R17-24 to accommodate varying landscape needs.

* Rain Bird Rotary Nozzles offer color-coded rop plugs
to help you quickly identify the arc/pattern, and color
coded radius adjustment plugs.

For more information: Rainbird.com

IRRITROL I-PRO SPRAY HEADS

The pitch: Irritrol’s [-PROTM Series spray heads
combine a pressure-activated wiper seal and advanced
formula lubricant for troublesome stick ups.

* A tapered lip design prevents debris from entering

HHI

TORO IRRIGATION 570Z PRX SERIES

The pitch: The 570Z PRX Series features 115 different
nozzles to provide versatility in applications.

the body.

* Prevents low-head drainage,
eliminating flood or erosion
damage by keeping water

in lateral pipes in elevation
changes up to 14 feet.

* They are available in four
pop-up heights with side
inlet, pressure regulation and
check valve options.

For more information:
Irritrol.com

* [t comes with the X-flow water shut-off device,

which is built into the riser and restricts water loss by
99 percent if the nozzle is

L removed or damaged.

* The in-riser pressure regu-

lator minimizes misting and

fogging caused by pressures

above 30 psi (2.1 bar).

* With a small, 2-inch

diameter cap, the nozzles

are less visible, reducing

damage from exposure.

For more information:

Toro.com




Plum Magic: Heavy bloomer

F
EDITIQINS

SELECTED FOR SUCCESS

www.firsteditionsplants.com

Purple Magic: Good border mixer
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"CRAPE MYRTLES THAT MAGICALLY
DELIVER WHAT CONSUMERS WANT

DISEASE RESISTANCE Excellent resistance to Cercospora
leaf spot and powdery mildew.

COMPACT FORM Most are intermediate height with bushy
growth habit.

SHOWY LEAVES Dark-leaf varieties hold their color all season.
New foliage on green-leaf forms emerges reddish or plum-purple.

REBLOOMING! Will flower again when first flower flush is
deadheaded.


http://www.firsteditionsplants.com

IRRIGATION SHOW

FRESH WATER

There are a number of new elements at the
2016 Irrigation Show and Education Conference.

t this year’s Irrigation

Show and Education

Conference, you'll have

a full plate, but don’t

forget to check out these can’t-

miss events Dec. 5-9 in Las Vegas.

This year, IA is co-locating

with the National Ground Warter

Association. The co-location is

expected to double the atten-

dance to 9,000, and will give

attendees the opportunity to visit
more than 600 exhibitors.

TUESDAY, DEC. 6
Contractor common
interest group tour
Thc CcONtractor common interest

group is inviting attendees to a
site overview tour of the Springs
Preserve in Las Vegas.

The bus will depart promptly

at 8 a.m. from the Las Vegas
Convention Center. A boxed
lunch will be provided. To regis-
ter for the tour, RSVP by email-

ing cducarion@irrigation.org.

WEDNESDAY, DEC.7
“Thirsty Land” film

screening

Join award-winning filmmaker
Conrad Weaver for a special
screening of his newest full-length
documentary, “Thirsty Land,”
from 5-6:30 p.m. “Thirsty Land”
is a story about extreme drought,
agriculture and the water crisis
in the western United States,
and how these challenges impact
farmers, communities and the
environment. The screening is
open to all [A and NGWA at-
tendees and exhibitors.

TUESDAY AND
WEDNESDAY, DEC.7 -8
Oasis

The Oasis, sponsored by Smart
Water Application Technolo-
gies, on the show floor allows
participants to:

¢ Network with warer

providers

* Discuss SWAT initiatives

* Share highlights of

successful water efficient
programs.

The Oasis provides an oppor-
tunity to bring irrigation profes-
sionals and water conservation
specialists together to brainstorm
new and refreshing ideas for the
products or programs.

WEDNESDAY, DEC.8 o
Young professionals ¢
breakfast

Are you 40 years-old or younger?
Join your fellow young profes-
sionals from 8-9 a.m. for a cup
of coffee and breakfast, while
learning how you can succeed
in the irrigation industry from

96 OCTOBER 2016 | LAWNANDLANDSCAPE.COM

those who have walked in your
shoes.

Pitcher's Mound
Modeled after ABC’s
popular “Shark Tank,”
IA’s Pitcher’'s Mound is meant
to be an avenue to help inven-
tors, entrepreneurs and business
people in the irrigation arena
bring new products to market.
Entrepreneurs can apply for one
of just six seats available during
this session, held from 1-3 p.m.
Contact Shannon Pluta, office
coordinator (shannonpluta@
irrigation.org; 703-536-7080) if
you're interested in being on the

Pitcher’'s Mound.

CLASSES

All classes are priced separately
and are not included in the full
registration fee. Each class regis-
tration includes a free exhibits-
only pass, which includes access
to exhibits, the new product
contest, show floor presentations,
keynote address, general session
and drought summit.

Those interested must regis-
ter by Nov. 18 for discounted
pricing. All classes are taught in
Imperial units.

IA SEMINARS
Irrigation seminars allow in-
structors to delve into practi-
cal techniques, best practices
and how-to’s for landscape
irrigation.

There are five one-hour ses-
sions spread out over a three-
day period from Dec. 6 to 8.
They are open to all attendees
with a full registration. Par-
ticipants will earn 1 CEU for
each hour.

The full show schedule can be
found at Irrigationshow.com.
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Rainbow Early Order Program
NO PAYMENTS UNTILJUNE 2017

IROW EOP?

> Save on Trimtect and ALL your other plant healthcare products and equipment!
» No payments until June 1,2017
» Get an extra 2.0% off on top of your savings with an early pay option

NS O
LEARN MORE: c.«;gﬂ"{'-'?‘ MY,

www.treecarescience.com/eop A \\’ ' / " 7 ".‘7"’;,

W1/ 17

ALSO LEARN MORE ABOUT TRIMTECT FROM BN oW T ESCare

THESE FREE UPCOMING WEBINARS Scientific Advancements

How Trimtect Can Reduce Your Labor Costs  »» Trimtect Uncut: Advancements
And Improve Your Return On Investment In Plant Growth Regulation REGISTER ONLINE

10/27/2016, 11 AM CDT 11/3/2016, 11 AM CDT
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cRU NCH TH CHEVROLET LOW
CAB FORWARD

Lawn & Landscape surveyed more than 500 contractors on how they approach TRUCKS

buying trucks. The majority of respondents (78 percent) make less than $1 The pitch: The new

million in revenue. For more results from this survey, check out the truck L(’“L_u\b O] ok
marks Chevrolet’s return

supplement sponsored by BOSS Snowplow in our September issue. You can to the medium duty
also use the hashtag #LLTruck h fo follow along on social media. market.

* The new trucks are
WHAT AMENITY WOULD YOU WANT MOST IN YOUR TRUCK?  : HOW MANY TRUCKS DO offered in regular cab
55% YOU HAVE IN YOUR FLEET? and crew cab body
Other suggestions: He: Sl)’lcs.
: : 4% 9% * The Low Cab Forward
comes with the option
5%."' W05 of either a 6.0L V-8 gas

6-10 engine, a 3.0L turbo-

9% 12% ' - :;]250 diesel engine or a 5.2L

=2 ]] MORE
: THAN 20
LEGROOM  COPLAYER/ GPS POWER  CREWCAB '

HS:JS/L}IJ]I’JE(} EVERYTHING transmissions. Class 3

: DO YOU NORMALLY BUY OR LEASE? through 5 models are
HOW MUCH ARE YOU WILLING TO SPEND ONATRUCK? available with maximum

GVWR ranges of up to

23% 26% 25% 19,500 pounds.

1 0 % ]6% W BUY- 94% For more information:

- LEASE: 6%

LESS THAN $15,001 $25,001 $35,001 MORE THAN
$15000  T0S25000 T0S$35000 TOS45000  $45000 - MORE TRUCKS ON PGS. 100-101

turbo-diesel engine.

* All engines are mated

o 5iX-SpCL'd automartic

Chevrolet.com
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HOURS

THIS CHANGES
EVERYTHING...

FERRIS

r

Visit us at our GIE+EXPO outdoor booth 6470-D.

(800) 933-6175 - www.FerrisMowers.com § & >


http://www.FerrisMowers.com

ON THE ROAD || A VEHICLE IS ONE OF THE MOST IMPORTANT PIECES (

E RAM 5500

The pitch: The new Ram 5500 has a max trailer weight
of 29,600 pounds and GCWR of up to 37,500 pounds.

* 6.4-liter V-8 powers the truck with 370 horsepower at 4,600
rpm (410 horsepower at 5,600 rpm under 10,000-Ib. GVWR)
and 429 Ib.-ft. of torque at 4,000 rpm.

* 6.7-liter Cummins available producing 325 horsepower
at 2,400 rpm and 750 Ib.-ft. of torque at 1,500 rpm
* Features a manual six-speed transmissions diesel output.
For more information: Ramtrucks.com

HARPER DEWEZE 1000 SERIES FLATBED

The pitch: The DewEze 1000 Series comes standard with
features for functional performance and lasting durability.

* Gatorhyde lining, a polyurethane coating, covers the flatbed

deck to create a corrosion-resistant surface that can withstand

inclement weather and extreme conditions.
¢ Ultra-bright LEDs, located on the full-view headache rack, side
clearance and railgate, offer improved lighting and visibility.

* Across-the-bed and underbody toolboxes, with stainless steel

latches, and side rails can be added for additional storage.
For more information: Deweze.com

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.
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QUIPMENT IN A LANDSCAPER'S ARSENAL.

MORGAN CORPORATION PROSCAPE VAN

The pitch: The new Proscape Van is geared toward
the landscape industry.

* The van's door and ramp has a 2,500-pound load
capacity and eliminates the need for an internal
beavertail/doverail (saving floor space).

* Because there is no external fold-up ramp, a full palate
can fit on the back of the truck for advertising,

* Enclosed cap assures that expensive equipment
is locked up and our of the weather.

For more information: Morgancorp.com

((GRIDIRON

Cuatom Tool Storage™

R

NISSAN NV CARGO

The pitch: The 2016 Nissan NV Cargo van features a square-top
wheelwell housings and nearly vertical sidewalls.

* It offers body-on-frame construction and a high roof, offering
most users the ability to walk, stand and work in the cargo area.
* Powering the rear-wheel drive Nissan NV Cargo is a choice
berween a 4.0-liter V6 and 5.6-liter V8.

* NissanConnectSM features A 5.8-inch touch screen display,
Nissan Voice Recognition for audio and navigation, SiriusXM
Traffic and Hands-free Text Messaging Assistant.

For more information: Nissancommercialvehicles.com

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

\\\\\\nnm/ me

\\\\\\\\\\\\\W///////// -
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hen Erik Ringstrand,

owner of Ringers

Landscaping in the

Chicago suburbs,

began investigating
propane, he quickly became a believer. He
converted one mower to propane using a
kit from a local dealer in 2014 and last year,
he converted the rest of his fleet. “Now I'm
thinking about propane for other equip-
ment such as trucks, string trimmers and
blowers,” he says.

For Ringstrand and other companies,
the biggest draw is reduced fuel cost. “Con-
verting saved me $10,000 the first year in
fuel and efficiencies,” Ringstrand says. In
fact, surveys of propane mower users by the

102 OCTOBEE 2010 | LAWNANDLANDSCAPE.COM

UTTING
CONVERSION

Two contractors explain why they made the switch to propane, and what to consider
if you are thinking about making the move. By Arricca Elin SanSone

Propane Education & Research Council
estimate propane mowers usually yield
about 30 percent fuel cost savings.

GREEN POWER. A recent third party re-
search study says propane mowers reduce
greenhouse gas emissions by more than 15
percent and carbon monoxide emissions
by more than 40 percent compared to
gas mowers. For many companies, that’s
reason enough to switch. And in some
parts of the country, if you’re submitting
proposals for commercial jobs, alternative
fuel usage is required in the bid specs.
Since converting his fleet during the
past four years, “We see less issues with
fouling,” says Mark Barnes, president of

Barnes, a full-service landscape company
in Madison, Wisconsin. “The oil is cleaner.
We could run our intervals longer, but
right now, we're following the manufac-
turer’s reccommendations for oil changes.”
Another benefit: “We've always promoted
ourselves as green, and the crews say they
feel good doing right for the environment.”

Performance is comparable to gaso-
line. “We don’t see an appreciable loss
of power,” Barnes says. To manage fuel,
PERC suggests the usual common sense
tips: Teach crews to avoid idling and use
the appropriate power for the task.

REFUELING IS EFFICIENT. There’s a gas station
on every corner, which makes gas mowers




Healthy Trees Start Here Mauget Keeps Them That Way

=\

From every seed, a tree. And healthy trees come from Mauget — the leader in
free injection technology. Using environmentally friendly and safe methods of
applying chemicals directly into the trunk, Mauget has targeted the world’s most
damaging tree care issues. Put our proven chemistry to work and learn more
about tree care by visiting mauget.com or call 800-TREES Rx (800-873-3779)

n e The Right Way to Treat a Tree. Mﬂ%@tf




MAINTENANCE

easy to refuel no matter where you are. But that
may negatively impact productivity, says Troy
Grindle, fleet manager for Barnes.

“We find propane more efficient. Many
companies don’t grasp how much time is
wasted going to the fuel pumps 15 minutes a
day, five days a week.”

Generally, small fleets set up a propane
cylinder exchange and delivery program with
a supplier. Larger fleets (those with more
than 10 mowers) lease or own dispensing
tanks to refill on site.

According to PERC, a typical cylinder lease
price is $15-$35 per month. Owning runs
$250-$400 per cylinder. For onsite dispens-
ing leases, the fuel price often includes the
cost of refueling. For owned onsite dispens-
ing, costs run from $5,000-$15,000, plus site
prep (which can run another $800-$1,500).

Most mowers require two to four propane

| AMa

A LANDSCAPE

PROFESSI
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cylinders, which are 33.5 or 43.5 pounds.
One disadvantage is that you must store
cylinders outside. According to PERC, the
average storage cage fora landscape contractor
is eight to 10 cylinders at 35 feet wide, 40 feet
deep and 72 feet high.

“If you're renting space to park but
don’t have additional outdoor storage for
the cage and tanks, it could be an issue,”
Ringstrand says.

Because propane mowers use tanks with
a proprietary thread pattern that doesn’t fit
anything else, theft isn’t an issue as it can be
with gasoline. There’s also less waste because
gasoline can evaporate in an open container
or spill if a tank tips over on your trailer.

BUYING NEW VS. CONVERTING. There are 15
original equipment manufacturers, includ-
ing all of the major players such as John

-

INAL -

>4

Jeremy Wishart, deputy director
of PERC, debunks these myths:

IT'S DANGEROUS. “People think of that
Hollywood factor and believe tanks will
explode,” Wishart says. “But propane has
a higher ignition point than gasoline, and
the cylinders are 20 times more puncture-
resistant than mower gas tanks.”

IT’S INCONVENIENT. Refueling means a
quick tank swap with no trips to the gas
station. Check the PERC website to find a
propane retailer near you.

IT’S EXPENSIVE. The cost of a gas barbecue

grill cylinder exchange, which has a lot of
middle men, isn’t an accurate pricing model
for mowers. “You negotiate price with your
provider for a specified contract of a few
months to multiple years. You can lock that
price in and budget it out versus driving
to the gas station to refuel every day,”
Wishart says.

AR A A A d L i i d i i it dd il ddddddddddddd

“Membership
in NALP takes the

professionalism of your
organization to a whole
new level.”

— Jim Campanella, Lawn Dawg, Inc.
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Visit bit.ly/landscapeprofessionals to learn more.
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THE POWER TO MAKE THING
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NUTRITION

LIMESTONE FILLER

If you didn’t get the nutrition
you expected, you’d send it back.

Your turfgrass doesn’t have that option. Here’s why knowing what's in the
bag is important. Fertilizers with high filler content have less of the nutrients that you want.
More filler means more bags, more handling, more spreading and more transportation.

Ask the Experts in Booth #9168 at GIE+EXPO to show you why
replacing filler with enhanced efficiency fertilizers (EEFs) delivers more nutrition to help
support healthy, vigorous and sustained growth. Not only is this better for the turfgrass,
it's A Better Way to Fertilize}" saving you time and money.

High-Performance Gas Grill*

Pt SN

OMAHA STEAKS

=

1 of 8 $50 Gift Cards

Savor This.
After exploring how EEFs can assist in maximizing your
nutritional investment, take a minute in the booth and
qualify for a chance to win one of these sizzling prizes.
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Deere, Exmark and Toro, with
more than 150 different propane
mower configurations available.
A number of EPA-approved
conversion kits also are available.
One caveat is that conversion is
not recommended for engines
with more than 250 hours on
them. “Carbon deposits may be
built up too much on older en-
gines so you won’t get the results
you want,” says Jeremy Wishart,
deputy director of PERC.
Typically, new mowers cost
about $1,200-$1,600 more than
gas models with similar specs.
Convyersion kits run around
$700-$1,200 each. To offset
costs, business owners are eligible
for up to 25 incentives per season

(check the PERC website for this
year’s program). Some state pro-
pane associations offer additional
incentives.

DO YOUR HOMEWORK. As appeal-
ing as switching sounds, it’s not
feasible for everyone. “Run the
numbers,” Barnes says. “Know
the hours per year you're oper-
ating, how many gallons you're
using and how much waste you
have so you can calculate your
ROI. You can’t make decisions
if you don’t understand your
company's particulars.”

PERC has a Propane Mower
Calculator you can download
from the Google Play or iTunes
store that allows you to compare

fuel costs using real numbers from
your business. It's a tool to figure
out whether or not to convert and
how much you might save.

Even with rebates and in-
centives, you're going to have
upfront out-of-pocket expenses.
According to Wishart, ROI typi-
cally is reaped within eight to 16
months per mower. It varies ac-
cording to your business model.

For example, if you're a small
operation, you'll see more im-
mediate upfront fuel costs sav-
ings but a longer ROI because
you're not pushing as much fuel
through as you would with a
multiple mower fleet.

Other factors, such as the life
expectancy of your fleet, play a

¥ Scan the OR code
E.] E %0 soe the (L ronge
of dobris looders in

- [=]ry ockeal

part in the decision. If you have
new equipment, are you really
going to be able or does it even
make sense to jump into more
expenses right now? If you're in
a new lease, what's the cost of
getting out of it?

To learn more, contagr
PERC, obtain a dealer demo
model to use in the field and
find an industry mentor to talk
it through. “I'm happy to ralk
to fellow professionals to share
the real story,” Ringstrand says.
“We're in this together. We
have to learn from each other
instead of being afraid of com-
petition.” L&t

The author is a freelance writer
based in the Northeast

For the ultimate in leaf blowing and

loading productivity, Billy Goat Force™
blowers and the DL3500V 35 HP truck
loader with @ massive 14" infake will make
quick work of all your commecial jobs!

See the lineup af GIE+Expo Booth #10168
and for outdoor action at our new booth
location 7340-D!

C Scan the OR
X ‘ code fo s6e
the F9-£18
ideo!

body ong
(From parfic

Demo any Billy Goat
product at our outside
booth for a chance to
win a Debris Loader!
Details at booth!

DL3500V shown
with optioml troiler POWERED by

HONDA.
Take the chore out of the chore with Billy Goat!

www.billygoat.com

106

OCTOBER 2016 | LAWNANDLANDSCAPE.COM



http://www.billygoat.com

LEADERSHIP
AWARDS

Presented in partnership by:

laméansiae syngenta®



LEADERSHIP
AWARDS

L2

Lawn and landscape
leaders set industry up
for lasting success

OW CAN YOU SPOT LEADERS in the lawn and landscape

profession? They're the ones who listen to customers and teams

to create value, and those with businesses that push the industry

toward innovation. These individuals who lead by example keep our
industry climbing, and their vision and determination are essential for industry
advancement.

Syngenta and Lawn & Landscape are dedicated to recognizing professionals
in the lawn and landscape industry who keep us moving forward. For 16 years,
the Lawn & Landscape Leadership Awards have honored individuals who step
up to guide others toward empowerment, opportunity and growth. Syngenta is
proud to sponsor the 2016 Lawn & Landscape Leadership Awards because we
value those willing to work hard to shape our industry’s future.

When faced with a challenge, industry leaders seek the point where preparation
and opportunity meet, transforming boundaries into success. Syngenta is fueled
by this drive, and we are committed to supporting your business with a variety
of products and tools to help you prepare for success in a variety of conditions.
Our annual program, GreenTrust 365, offers the opportunity for yearlong rebates
to help maximize your business’s purchasing power. Additionally, our compli-
mentary customer-facing brochures can help set your business apart by extending
easy-to-read resources to your clientele for informed, confident decision-making.
To order these customizable brochures, please visit GrowWithSyngenta.com.

Syngenta is inspired by the recipients of the 2016 Lawn & Landscape Lead-
ership Awards; their dedication to lead the industry forward drives our passion
to develop solutions that make a difference. As former President John Quincy
Adams said, “If your actions inspire others to dream more, learn more, do more
and become more, you are a leader.”

Congratulations to this year’s recipients. We appreciate the vision and expertise
you bring to the lawn and landscape profession, and we look forward to growing
beside leaders like you in the years to come.

For more information on the resources available for your business, please visit
GreenCastOnline.com/Lawn.

Stephanie Schwenke
Turf Market Manager
Syngenta Lawn and Garden

STEPHANIE
SCHWENKE

SYNGENTA
LAWN AND GARDEN

“When faced
with a challenge,
industry leaders

seek the point

where preparation
and opportunity
meet, transforming
boundaries into
success.”

©2016 Syngenta. GreenCast®, GreenTrust™ and the Syngenta logo are trademarks of a Syngenta Group Company.

Syngenta Customer Center: 1-866-SYNGENT(A) (796-4368).

2016 LEADERSHIP AWARDS | OCTOBER 2016
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Growing a healthy lawn.
Growing a strong business.

Both require the right tools.

From lawns to customer relationships, using the ri
the growth of your business. Take advantage of i e array of
free homeowner marketing materials that Syng to help your
business flourish. When you use the right too ing grows.

S ensures

Learn more at GrowWithSyngenta.com or scan below.

Tools to help you grow:

SRS

ONE SMART
CHOICE TO
PROTECT

YOUR
LAWN

AGAINST INSECTS

Mosquito Selective Lawn Disease Fast-Acting Reduced Risk
Protection Herbicide ID Guide Fire Ant Bait Grub Control*
Brochure Brochure Brochure Brochure

"

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

©2016 Syngenta. Important: Always read and follow label instructions. Some products may not be registered for sale or use in all states or
counties. Please check with your state or local extension service to ensure registration status. SecureChoice, the Alliance Frame, the Purpose
fcon and the logo are of a Syng Group Company. MW 1LGTB013-LP-AG51 09/16
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DESIGN

What started with a toy designed for kids took Paul Fields
to the top of a multi-million-dollar landscaping company.

By Brian Horn

LL PAUL FIELDS NEEDED FOR ENTERTAINMENT

as a child was an Etch A Sketch and tiller. But it was his moth-

er’s taste in magazines that really got him thinking about a

career in landscape architecture.

One day after school in the mid-1980s, Fields came home and picked up

a copy of his mother’s Southern Living magazine. He came across an article

about a garden that was designed by a landscape architect.

A landscape architect?

Fields had no idea what those two words together meant, but they com-

bined two hobbies he loved: drawing and working in gardens.

“I did a litcle more rescarch
and found out there was actu-
ally a career called landscape
architecture,” says Fields, who
is president and director of
design at Lambert Landscape
Company in Dallas.

“The next year, senior year,
I started looking at possibil-
ities of different universities
that offered degrees in land-
scape architecture and ended
up suddenly at Mississippi
State getting my degree in
landscape architecture.”

What started out as fun
stuff for a kid rturned into a
storied career in the landscap-
ing industry where he took a
well-established company and

made it even more successful.
“Lambert’s had been there
a long time, but when Paul
came along they really went to
the next level,” says Michael
Hatcher, owner of Hatcher
Landscape in Memphis, and a
friend of Fields.

“He really took the company
to the next level with the clients
and the designs that he had put
together.”

Dirt and drawing
For as long as Fields can re-
member, he loved drawing and
wanted to be an architect.

As a first-grader, he loved
drawing floor plans and build-
ings, and would use an Ecch A

Sketch to create the drawings.
Fields was so proficient at
using the Etch A Sketch as a
first-grader that his parents
would want to save them.

“I remember drawing a full
three-dimensional rendering of
the family room of my parents’
home and them just being
amazed,” he says. “They put it
up on the mantle and wouldn’t
let me touch it.”

When he wasn’t sketching
away on his toy, he was help-
ing his grandfather, who was
a farmer, and his father, who
grew up on the farm, with
landscaping and gardening
projects.

“My grandfather gave me

LEADERSHIP
AWARDS

his old tiller,” he says. “I can
remember coming home from
school and the first thing |
would do —and the handlebars
were about at eye level on the
tiller — 1 could work and work
and get it started, and loved to
till the garden when I got home
from school in first grade.”

As Fields got older, his love
for both drawing and landscap-
ing didn’t wane, but became
more intense, especially after he
realized he could make a career
as a landscape architect.

In high school, he had a
vision of owning a nursery and
design/build firm, and while in
college, he found that company
already existed.

“I ran into someone from
Lambert’s, got to talking to
him, and he encouraged me
to come over to their booth,”
he says.

“And he told me more
about the company, and I got
this eerie feeling at the time.
I'm like, “Wow. That sounds
exactly like the company I've
envisioned in my mind that I
want to build.”

After three internships with
the company, Fields was hired

OCTOBER 2016 | 2016 LEADERSHIP AWARDS LS
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full time, burt little did he
know those internships would
eventually lead to becoming
president of he company.

All eyes on you

Frank Mariani, owner of Mar-
iani Landscape in Chicago,
has known Fields for almost
25 years, and often refers to
Lambert’s as “Mariani West”
and vice versa.

Both companies service
high-end clientele, and Mar-
iani says Fields' love for the
industry, specifically landscape
architecture is evident in his
company’s work.

“His passion and his atten-
tion to detail are something
that I find inspiring and hard
to emulate,” he says.

“He will focus in on the
most minute detail just to make
a project perfect. It's what rakes
a project from being very, very
good to excellent.”

While that passion has
helped Fields, who bought
the company with two other
partners in 2005, become a
top-notch landscape architect,
it has made the transition to
president somewhat difficult
for him.

“It’s been really challenging

for me, primarily because I

“] remember
drawing a full
three-dimensional
rendering of the
family room of my
parents’ home and
them just being
amazed. They put
it up on the mantle
and wouldn’t let
me touch it.”

Paul Fields,

president and director
of design, Lambert
Landscape Company

can’t focus solely on the thing
I enjoy most, which is design-
ing,” he says.

The biggest surprises he en-
countered when stepping into
the role was how much money
went to overhead.

“As an employee, you al-
ways look at what a company
charges and think, ‘Oh, my
gosh, the owners are making a
killing,” he says.

“But when you actually get
into the nuts and bolts, so to

speak, of the financial side of

Magical meeting

IELDS HAS ONLY WORKED
one other place as a professional, and
that was an internship at Disney World
after his freshman year at Mississippi
State University. An advisor/professor fold Fields
he thought he'd be a great fit for the company
and discovered last minute they were on campus
that day. After spending two long nights in a row
working on a project, which gave him no time to

L6 2016 LEADERSHIP AWARDS | OCTOBER 2016

a business, it really shows you
how there’s a small fraction of
every dollar we earn that actu-
ally goes to the bottom line.”

There is always pressure to
grow the bottom line and, as
vice president, the spotlight
wasn’t on him to make a final
decision on how that can ex-
actly be done.

“Everybody’s looking at you
for direction, and sometimes
you just have to admit you
don’t always have the answer,”
he says. “You have to start
reaching out to different people
that you know.”

That is one personality trait
Mariani says serves Fields well
in a leadership role.

“He’s not afraid to seek out-
side help and he recognizes
where he is weak,” Mariani says.

“Any entrepreneur can gain
from that because some entre-
preneurs make the silly mis-
take of thinking they need to
be all things to all people. I
think the best entrepreneur is a
team-builder.”

Being the boss

As if the pressure of making
crucial decisions for the compa-
ny wasn't enough when transi-
tioning to president, Fields also
had to come to the realization

shower, Fields got word that if he could interview
immediately, they would meet with him.

“So, not having had a shower, | was dressed
in shorts and a T-shirt, didn't have anything with
me other than the roll of drawings that | was
going fo present that project on," he says. “I
walked in and she said, "You know what? | think
you'd be a great fit for us," and hired me for an
internship at Disney."

that he was now the boss. “I
try to approach everyone as a
peer, but people look at you
differently when you’re in the
actual leadership role,” he says.

“I guess that was the hardest
thing for me to kind of under-
stand. I don’t know that I still
fully get it or grasp it.”

Fields says it was easier to
solve personnel or organiza-
tional issues when he wasn’t
president because people were
more open with him ac the
time and more willing to talk
abourt the issues.

“Sometimes they’re not al-
ways as open or willing to
admit there are issues or prob-
lems to somebody who's in that
leadership position,” he says.

So, he tries to take an em-
ployee to lunch on days that
he doesn’t have something on
his calendar.

“I love to eat, so it’s kind of
a fun thing for me to get an
employee away from the office
and just ralk a little bit abourt
what’s going on in their life
personally, but also delve into
the professional side a little
bit,” Fields says.

“It gives me a little berter in-
sight to the day-to-day goings
on in the company, as well.”

Eventually, Fields would
like to relinquish control of the
day-to-day operations, while
still designing and serving in a
visionary role.

“Titles don’t mean much to
me,” he says.

“I'd be perfectly happy if
someone picked up the pres-
ident title and ran with the
running of the day-to-day
business and allowed me to do
those other things.”



“(Zach is) all about exposing
his kids to different parts

of the world and different
kinds of lives,” says Kristen
Fefes, executive director of

the Associated Landscape
Contractors of Colorado. “Until
you get to know him, you don't
know how deep he really runs.
It's really impressive.”
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HE INDUSTRY IS EVOLVING,

and more and more companies are

seeking out employees with horticulture

degrees that they hope will carry on the

green industry legacy. In order to achieve
this, industry members need to take the time to guide
future industry leaders.

One person doing so is Zachary Johnson.

Zachary
Johnson spends
his time in the
industry
molding the
minds of others
around him.
By Katie Tuttle
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Currently, Johnson teaches
a program at Colorado State
University — a program he
took when he was a student
there. That previous knowl-
edge, as well as his industry
experiences, provide him the
chance to give his students a
unique look at what opportu-
nities are out there for them.

As part of the program,
Johnson has a class called Pro-
fessional Landscape Practices,
which he started with the late
Todd Williams, former pres-
ident of Terracare Associates.
Every week, the class invites in-
dustry professionals to come do
a guest lecture on a variety of
landscape topics ranging from
landscape design to finances.

“It’s a way for students
who have been in the phil-
osophical, theoretical world
learning about these things,
to hear from business owners,”
says Kristen Fefes, executive
director of the Associated
Landscape Contractors of
Colorado. She knows Johnson
through the ALCC, which he’s
been a member of for more
than 20 years.

Fefes says real world ex-
perience for the students is
something the ALCC board
has been trying to work on
with the university. Because of
this, the ALCC helps fund the
program.

“We think the outcome is so
important,” she says. “And so
is the idea behind it.”

“While university study is
important, it’s just a piece,”
Johnson says. “I think it’s cool
to get that perspective from
people who have been out
and done that. It benefits the
students.”
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“While university
study is
important, it’s just
a piece. | think
it’s cool to get
that perspective
from people who
have been out
and done that.

It benefits the
students.”

Zachary Johnson,
professor, Colorado
State University

This program is his brain-
child, and it earned him AL-
CC’s Person of the Year Award.

“I've had the occasion just
here and there to be around
him in his classroom or see him
interact with his students,” says
Becky Garber, communica-
tions director with the ALCC.
“It’s very clear that his students
respect him and it’s just fun to
watch him interact with them.”

Peer focused
Education in the industry
shouldn’t just be limited to stu-
dents, and Johnson is playing a
role in that.

Next Level Network is one
of Bruce Wilson’s peer groups

that Johnson is involved it.
Each year, a handful of profes-
sors come to the annual meet-
ing and have the opportunity
to educate members on how
to better recruit students and
new employees.

“We work with them and
help them understand that
each generation is a litde dif-
ferent,” he says.

Fefes credits Johnson with

sometimes being the voice of

reason at association board
meetings.

“I think he is one of the
smartest people in our indus-
try,” she says. “He’s incredibly
thoughtful, meaning he really
thinks through things.”

F ZACHARY JOHNSON

OURTES
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In 2014, the PLANET
Academic Excellence

Foundation named
Johnson Outstanding
Educator of the Year.

RIGHT: Johnson
is an avid bicyclist,
sometimes taking

his bike with him
when he travels.
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When a topic is being dis-
cussed, Johnson will often
focus on the other side of the
conversation or ask the group
if they were really talking about
the bigger picture and how it
would affect members and the
industry.

“We teased him sometimes
around the board table of being
the contrarian,” Fefes says. “At
ALCC he was not always out
front in the most vocal way,
but he did it from behind to
make sure the right discussion
was being had.”

Sustainable partners

Johnson also chaired a group
with the ALCC that started

a program called the Green
Strategies Program. “It’s a
program where companies and
businesses can actually become
what we're calling sustainable
partners,” he says.

Each year, participants go
through a series of classes, with
different presentations on de-
sign, construction and main-
tenance ideas to make projects
more sustainable.

“It’s a way to really look at
our profession in a way that
demonstrates that we do good
things,” he says. “The reality
is a lot of things we do aren’t
good for the planet. We drive
around trucks all day long, we
drive around mowers all day
long. At the end of the day,
there’s a lot of offsets in terms
of what we're doing.”

He says the key idea to the
program is to improve a com-
pany’s bottom line in terms of
fiscal importance, and in terms
of environmental practices.

The Green Strategies Pro-
gram is part of the ALCC, but
Garber credits Johnson with
taking the lead starting it.

“Zach has had a vision for

quite some time to promote
our industry doing things in
terms of its practices,” she
says. “And promoting those
things (that are sustainable) to
companies and clients.”

For the program, the first
step was to create a blueprint
for how to become a sustain-
able company, specific to Col-
orado. Johnson directed and
facilitated the document into
writing, and his involvement
in the program earned him his
second Person of the Year from
the ALCC in 2015.

“I think it's remarkable that
Zach’s vision has actually re-
sulted in building a wave of
momentum within our indus-
try and within our membership
thar really looks at and cares
about sustainability,” Garber
says. “It’s not just marketing;
it’s serious. We want to do this.
We want to do more and get
this message out to our clients
and help them understand it.”

Out of the office
Just because Johnson can’t be
found in his office at CSU,

doesn’t mean he’s not on the

job. This fall he’ll be traveling
to Costa Rica to help students
work on a project to design wet-
lands that help clean up water.

“Costa Rica has a reputa-
tion as a pristine place,” he
says. “(Bur) the water just gets
drained out to small streams.”
They plan to clean up that
water by designing simple wet-
lands so it’s done sustainably.

The university also sends
him to different campuses
around the world, including
one being built in Mexico.

Johnson says he loves to
travel, and his family — includ-
ing his wife, Ellen, 13-year-old
daughter, Juno, and 11-year-
old son, Leo, — travel a lot. He's
also an avid cyclist, something
which connects him to the
environment he cares about
so much.

“I was in New Zealand and
took my bicycle down there,”
he says. “It's amazing, you see
things so much differently.
When you're in a car it’s one
speed, bur a bike is a different
speed.”

Fefes says that his travels
serve a double purpose: work
and the thrill of showing his
kids other cultures.

“Until you get to know him,
you don’t know how deep he
really runs. It’s really impres-
sive,” she says.

Garber agrees.

“It’s just been great to be on
the sidelines and watch him de-
velop from the young designer
who is learning the ropes to
now being this imminent per-
son within the university and
the industry,” she says.

“We don't often get to see
that: someone cross all those
lines in their career.”
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Larry Ryan started Ryan
Lawn & Tree in 1987 and
is now a minority owner
of the company.

Although Larry Ryan doesn't own most of his company,
he still puts his entire heart into the operation. By Katie Tuttle
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OST PEOPLE WILL SAY that the best jobs they had
were the ones where their boss, CEO, owner and other
higher ups knew them and took the time to make them feel
like a part of the work family.

This can be said about Larry Ryan, founder of Ryan Lawn & Tree.

“Most people who were around the office felt very free to pop in and say
something to Larry,” says Chris Senske, president of Senske Services, who
visited Ryan’s company for business reasons. “And it didn’t matter whether

it was a manager or a service technician, a field person or office person. He

knew them all by name, which I think is awesome.”

Started by Ryan in 1987,
Ryan Lawn & Tree has a
unique setup in that it’s now
an employee stock ownership
plan (ESOP).

“If you told me 29 years
ago that we'd had this today, I
would not believe it,” Ryan says.

Ryan says the idea to have
the ESOP came from his bank.
One of the employees told him
how they owned part of the
bank, and he decided to look
into it. Previously, Ryan Lawn
& Tree had shared profits
in a similar situation with its
employees, but Ryan liked the
idea of giving more to his team.

“They were growing the
company so shouldn’t they
share the rewards?” he says.
Every year, employees are giv-
en stock based on profitability.
As the current owners, Ryan
and his wife had to sell off
part of the company, which
they did at a time when it
was small enough that shares
didn’t cost much.

At one point, the Ryans sold
$3 million of the company to
their more than 240 employees
for the price of $1 million. The
couple then donated part of
that money to local charites,

which in return use Ryan Lawn
& Tree for services. Ryan and
his wife now own 40 percent
of the company.

“My wife’s and my goal
is to not get rich out of this
deal,” he says. “It’s to create
an environment where our
employees turn into owners of
the company.” He likens it to
a farmer passing on the family
farm to his children.

Ryan does admit that ic’s
not always a perfect setup to no
longer fully own his company.

“I don’t want this to sound
like utopia,” he says. “It’s in-

credible, but every day I have to
realize I'm losing control of the
company. So you have to work
with that side of yourself. Are
you really willing to live being
the giver?”

In company meetings and
in day-to-day activities, the as-
sociates come up with ideas to
make the company better. They
also work together to plan their
days, maintain and purchase
equipment, and brainstorm
how to solve problems for
upset clients.

Those ideas are helping.
Ryan says they expect the
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company to reach $100 million
by 2030 through both organic
growth and acquisitions of
other companies.

About the team
Focusing on employee needs is
something Ryan does a lot of.

“His main concern is mak-
ing sure our futures are secure
and that we have a fulfilling
career,” says Debra Warner,
staffing coordinator with Ryan
Lawn & Tree. “There are few
multi-million dollar companies
where the president is accessi-
ble and works just as hard as his
employees either in the field or
in the office. Larry challenges
all of us to be the best version
of ourselves.”

“I'm an encourager,” he
says. “One of my jobs that
I feel very strongly for is to
encourage the people who join
us — to thank them.”

He makes an effort to show
new employees whata job with
Ryan Lawn & Tree can give
them. He shows them that
they can raise a family with

As an ESOP, the
majority of the company
is owned by its
employees. Ryan and his
wife own 40 percent.
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this job, and that it’s a way to
start a career.

“Their job will grow. Their
salary will grow. There’s a fu-
ture for them,” he says.

And a future in the business
for his employees is something
he strives o nurture.

“Every single person has got
to believe in what we do and
who we are,” he says. “That is
better than any training you
can do.”

Training is important, which
is why Ryan Lawn & Tree has
a training center with a coordi-
nator to handle all the training
requirements for new and cur-
rent crew members.

However, Ryan says a good
employee starts with the hiring
process.

“Selecting the right people
is a huge part of the whole
equation,” he says. “We spend
a lot of time selecting the right
people.”

But according to Senske,
it's not just abour selecting the
right people. Ryan also puts in
an extra effort to build relation-
ships with employees.

“He knows all his employees
and all of the things going on in
their lives,” Senske says. “There
wasn 't a single one we bumped
into that he didn’t ask about a
wife, or somebody’s surgery or
how they’re healing after an
injury. That kind of thing.”

When Ryan says “selecting
the right people,” he’s not
just talking about new hires.
Ryan Lawn & Tree also does a
number of acquisitions, which
is important for him because
those companies’ employees
become Ryan Lawn & Tree
owners.

“At the end of the day, every

More than 30 of the company's associates have more than $100,000
of value in Ryan Lawn & Tree.

“Pm an encourager.
One of my jobs
that | feel very

strongly for is to
encourage the

people who join us.
To thank them.”

Larry Ryan, founder,
Ryan Lawn & Tree

single associate becomes the
face of Ryan,” he says. “If a
person doesn’t fit, there is not
magic.”

Before acquiring a company,
Ryan makes sure the current
owner and employees are will-
ing to continue operating under
the Ryan Lawn & Tree format.
After an acquired company
joins Ryan, he tries to visit that
new branch frequently.

“Branch visits are very im-
portant. You can’t visit a
branch two times a year and
have the associates in the
branch understand who you
are, have your values or get
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your culture,” he says. “Visits
need to be frequent and the
newly acquired associates need
to see your sincerity.”

Thomas Tolkacz, CEO and
owner of Swingle Lawn, Tree
and Landscape Care, says Ryan
has a passion for the industry,
but it might be trumped by his
passion for those in it.

“I think behind this person,
who is sincerely dedicated to the
green industry from a horticul-
wral standpoint, there is a very
intuitive, well read, sharp, driv-
en, savvy business person who
likes to be a winner, he says.

“It is rare you find someone
who, I think, has combined
their avocation and their voca-
tion so closely together, notonly
to their own personal success
and benefit, but to the team
members and community.”

On the job
Because he’s not technically a
majority owner of the compa-
ny, Ryan could easily spend the
majority of his time outside of
the office, managing from afar.
He doesn’t, however, instead
choosing to be immersed in

the company culture with his
employees.

His day typically starts at a
branch, where he'll take time
to talk to the crews and see
how they’re doing. His hands-
on approach continues as he
usually will then ride with one
of the technicians for the day,
keeping his finger on the pulse
of the company as he's out in
the field, experiencing what the
crews are doing.

The rest of his day is spent
reading articles and ralking
with different people to figure
out who Ryan Lawn & Tree
is and where the company is
going.

“The real key ingredient, |
think, is the passion for the
business and the compassion
for employees,” Senske says.
“And building that business
based on sharing and every-
body participating.”

Although Ryan can’t take all
the credit for himself, it's safe to
say he plays a large role in how
Ryan Lawn & Tree impacts the
industry.

“We have been so blessed for
29 years,” he says. “We work
every day to try to be a role
model company.”

“We know we can’t change
the industry or other com-
panies,” he says. “If we put
all our energy into the Ryan
organization, we have a chance
to affect some change. The first
words in our mission statement
are ‘Serve God.’

“We only do this when
our people feel good about
what they do, take those good
feelings to our clients, and at
the end of the year, get pay
checks that allow them to live
a worthwhile life.”



HEN BURDENSOME
RULES and regulations
hit the New York legisla-

ture, Larry Wilson is the man to call. For
the past 16 years, Wilson has worked tire-
lessly to fight legislation that would harm
or hinder green industry companies, and

he’s had great success.

A late start

Wilson did some landscape work in col-
lege, but he never really thought of a career
in the industry. He eventually went on to
own a wine store, but after he turned 40, he
decided he wanted a career change.

When Wilson'’s father-in-law asked him
to watch his business, Lawrence Landscape
Design, while he dealt with an illness,
Wilson agreed and realized he loved it. So
in 1990, when his father-in-law retired,
Wilson rook over the business.

“I wanted to express myself,” he says.
“I never really thought of doing that
through horticulture bur it soon became
a passion for me. I enjoy seeing my work
and I enjoyed making mistakes because
I made a lot of mistakes and it was very
enlightening to me.”

Wilson says he suffered from a lack of
confidence when he was first starting out,
but through the New York State Turfand
Landscape Association, he learned how
to succeed.

“I would be nowhere without them,” he

says. “They taught me everything I need
to know.”

He says that through his positions as
first director, then vice president and
then president, he gained the confidence

he needed to feel comfortable speaking

=

—_——
with other people, writing communica-
tion and running his business in lower
Westchester County.

. . . A taste for politics
Larry Wilson has Spent years brlnglng Wilson became president of the New York

New York lawn and landsca pe p rofessionals State Turf and Landscape Association in
. : 1997 but really got passionate about green

toget her to fi 9 ht harmful o lations. industry politics in 2000 when the state of

Z By Kate Spirgen New York passed the Neighbor Notifica-

URTESY OF LARRY WILSON
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tion Law, requiring applicators
to post notifications and notify
neighboring properties when
applying down pesticides in
participating counties.

“We knew there would be
more coming our way and
the industry all of a sudden
said, “We need ro get together
here. We need to be unified,’
at the time and I was sort of a
facilitator,” he says. He called
the right people, organized
meetings and started the fight
against crippling legislation.

Elizabeth Seme, executive
director of the New York
State Turfgrass Association,
has worked with Wilson on
legislative issues for more than
20 years and says that no one
works harder than he does. By
keeping up to date with issues,
keeping industry members
informed and involved, raising
funds and making the right
strategic moves, she says he’s a
uniting force lobbying for lawn
and landscape operators.

“He made good inroads, he
communicated and he started
to compile all of this and use
his connections and his influ-
ence to kind of pull the state
together,” she says. “And he’s
been able to do it, with help, of
course. He kceps us moving in
the right direction. And I think
we've even gotten stronger in
the last five or six years.”

Wilson brought together
12 different trade organiza-
tions through the New York
Alliance of Environmental
Concerns, where he serves as
chairman, and started making
great progress on the legislative
front. Wilson’s area is a hotbed
for legislative activity and so
he was on the forefront of the

Larry Wilson
volunteersat the
National Association
of Landscape
Professionals’ Renewal
and Rememberence
event at Arlington
Cemetery.

“As a volunteer,
you do not see
anybody that is
more tenacious,
dedicated and
loyal to an industry
than Larry.”

Elizabeth Seme,
executive director,
New York State
Turfgrass Association
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action. He says he didn’t expect
to be the leader, but when he
was asked, he stepped up to
the plate.

“We were basically angry,”
he says. “We were angry we
were really being ignored by the
legislature. They would ignore
our story and they couldn’t
care less about passing laws.
They were listening to those
that knew nothing about what
we do and that still aggravates
me a great deal. Being so well
educated, it was disconcerting
to me to hear someone telling

me that we didn’t know what
we were doing. That was a
great motivating factor to get
involved in the legislature.”

And thanks to his efforts,
the organizations have been
working together for years. By
staying on top of the issues,
taking the time to effectively
communicate and fight legisla-
tion pesticide issues, applicator
fees, applicator reporting, pes-
ticide use, fertilizer regulation
and more.

“The biggest thing is that un-
der his leadership we’ve main-




tained a communication base
within the government and
regulatory arenas of the state
and we have either stopped leg-
islation from coming through
or lessened the impact of it or
in some cases, we were able to
get some of our own agenda
items through so that’s a pret-
ty big statement right there,”
Seme says.

Continuing the fight
Now, at the age of 68, Wilson
is still as passionate about his
work as chair of the New York
Alliance for Environmental
Concerns. “If I don’t stay on
the cutting edge, I'm going to
go over it. And I do sometimes
fall asleep at night on the
computer doing my job and
helping others do their jobs,”
he says. “I'm proud of the fact
that I've stopped 16 years of
onerous legislation.”

He does it to defend the
best interests of businesses in
the state of New York, par-
ticularly because New York
is such a bellwether state for
pesticide legislation. And he
has plenty of work ro keep
him busy. Right now, there
are more than 100 bills in the
legislature dealing with the
application, storage, use and
transportation of pesticidcs.

“As a volunteer, you do
not see anybody that is more
tenacious, dedicated and loyal
to an industry than Larry,”
Seme says.

Through the New York
State Turf and Landscape
Alliance, Wilson helps or-
ganize all kinds of seminars
and educational sessions for
applicators since the state of
New York’s applicator licenses

“When | see people walk in and tell us
how to do our jobs and tell us what we’re
doing wrong without the basis of any
experience, without even knowing the
challenges that we face and how we
work, that still aggravates me.”

Larry Wilson, owner, Lawrence Landscape

require continuing education
credits.

Working with Cornell Uni-
versity, the University of
Connecticut, the University
of Massachusetts and others,
the organization works hard
to make sure those credits are
available.

Even after many successes
in his years fighting for the
lawn and landscape industry,
Wilson still gets fired up at
the current state of politics in
his sector.

“When I see people walk in
and tell us how to do our jobs

and rell us what we're doing
wrong without the basis of
any experience, without even
knowing the challenges that
we face and how we work, that

still aggravates me,” he says.

The end of the year
Wilson’s favorite part of the
year is when then legisla-
ture closes and he can take a
look back at what he and his
colleagues have been able to
accomplish and spend more
time on his own business.
He’s is an avid skier, bicy-
clist and reader, making sure
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he sneaks at least a half hour
or 45 minutes of reading in
before bed. And when he can,
he loves to spend time with
his wife, JoAnne, his daughter,
Christina, and his son, James.

But the closing of the New
York legislature isn’t the end
of Wilson’s duties. Besides
running his own business,
he also serves as vice chair of
the Westchester Parks Recre-
ational Conservation Board
and president of the Hyatt
Community Association, and
he continues to be active with
GREENPAC, the New York
state green industry political
action committee he helped
establish in 2006.

“I think the fact that he’s
been able to stay in this and
continue on and people trust
him and follow him is a huge
compliment to his abilities,”
Seme says. “He holds every-
thing all together and it’s not
an easy industry. It’s a tough
game, it really is, and yet he’s
withstood the test of time.”

When he istif fighting
legislation, Wilsogis an avid
skier, readet.and bicyclist.
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Raised patios with flowable fill will reduce
construction time. By David R. Smith

he market for raised patios continues

to grow where the backyard ground

elevation is well below the rear en-
trance. A construction method using flowable
fill can shave off days of construction time
for raised patios, depending on their size and
design. With a pancake batter consistency,
flowable fill is a low-strength (150-200 psi)
concrete available in most markets from
ready-mix concrete producers.

While the material is about four to five
times more expensive than dense-graded
aggregate base typically used to raise patios,
the labor savings can be more than worth the
extra material cost.

Contractor Tom Arthur of West Grove,
Pennsylvania was one of the first contrac-
tors to use this construction method in
2005 and provided the photos for this
article. Arthur has done many raised patio
projects with this construction method. For
this Pennsylvania project built in 2004, a
raised patio with flowable fill “reduced
construction time by a week compared to
endless compacting of dense-graded base.”
He said all of his raised patios use flowable
fill as long as the ready-mix truck can access
the backyard for delivery.

Construction begins like a typical raised
patio, i.e., a footer trench is dug, lined with
geotextile and filled with compacted, dense-
graded aggregate and a segmental retaining
wall course raised to begin forming the rest
of the wall. As it rises, the wall interior is
lined with geotextile to prevent loss of flow-
able fill through joints. Any drain pipes and
conduit for electrical lines are placed prior
to each pour.

The flowable fill is poured in layers. This
project required four pours, each 18-inch
deep (3 courses) with geogrids at each in-
terval. This minimizes lateral forces against
the wall units and the house during curing.

A ready-mix concrete fruck delivers flowable fill,
a mix of sand, cement and water that reduces
the longer installation time using dense-graded
aggregate.

Onc-e thé flowable fill is poured in lifts and each
allowed to harden, a 4-in. thick compacted
aggregate base is installed.

: 2 R o oo
An inch of bedding sand and concrete pavers are
then installed and cut to fit the patio area.

By
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The finished patio project saved time and
money compared to using a dense-graded base.

Lateral forces are minimized once the flow-
able fill cures.

After each pour cures, the geotextile is
trimmed away and geogrid is installed be-
tween the next courses of wall units and po-
sitioned on the cured fill. Additional courses
are placed, glued and geotextile placed against
them in preparation for the next pour. Each
pour was done in the afternoon and allowed
to cure overnight so it could receive a new
pour the next day.

Conduit is positioned for wiring step lights
and the same treatment can be done for
water, sewer and storm drains, plus natural
gas supply lines for barbecue grills, fireplaces
and fire pits.

Because cured flowable fill can be dug with
a shovel, it can be excavated to install lines
after the pour, making it a forgiving material
if a conduit is inadvertently left out.

Once the final fill layer has cured, a 4-inch
thick aggregate base is placed and compacted.
While the outer wall elevations help create
a slope for the paver surface, the base layer
surface provides an opportunity to fine tune
or sculpt the final slope for drainage. After
the base is compacted, a 1-inch thick layer
of bedding sand is screeded.

Pavers are installed as in any patio project,
.., placed, cut, compacted, joints sanded and
the entire payer area compacred again. A small
strip of geotextile is placed against the wall
units to prevent migration of bedding sand.

Once the flowable fill is poured in lifts
and each allowed to harden, a 4-inch thick
compacted aggregate base is installed. An inch
of bedding sand and concrete pavers are then
installed and cut to fit the patio area.

Time is money on hardscape projects.
When labor is saved, money is saved. That's
the idea behind using flowable fill. Assuming
site access by the delivery truck and a house
foundation that can withstand the additional
lateral load, a raised patio project should be
estimated comparing costs of an aggregate
base to flowable fill. This might render lower
labor costs, faster project delivery and po-
tential for doing more projects per year. 1at

The author is technical director for the Interlocking
Concrete Paving Institute.
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MATTERS TO US

OUT OF RESPECT FOR YOUR LINES, OUR EDGING WORKS

We believe in the importance of lines in every landscape design, and have
dedicated ourselves to creating products that will maintain those lines for
generations. We have designed, engineered, and manufactured the world's
best application-specific aluminum edging and restraint products that
perform at the highest standards in the industry.

Your lines matter to us because they matter to you.

Find us at permaloc.com or contact us at 800.356.9660.
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Down to Earth i 4

Garden Center gives
customers the unique
experience of seeing
plants displayed
creatively, instead of
in traditional rows.

Double coverage

Down to Earth is building two sides of a brand that feed each other. By Kristen Hampshire

ROM GROWING A BOND TO PLANTING A CAREER PATH,

the purpose of Down to Earth Garden Center was naturally simple.
Benjamin Polzin was 12 years old, and his father suggested starting a lawn
mowing business as a way to spend time together outside. So, after school

and during weekends, the duo cut locals’ properties in semi-rural Cadott, Wisconsin,

PHOTO COURTESY OF DXOWN TO EARTM GARUEN CENTER

where a city billboard boasts you are “half-way between the equator and the North Pole.”
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Walker has spent 3 years trying to determlne the
most productive mower 1n the 1ndustry
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and request a free demonstration
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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
kichler.com/landscape
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Down tfo Earth Garden Center features a more experiential environment than some other centers,
making it a showroom where they display plants they can use in customers’ landscapes.

A year after the Polzin father-son team
started “playing” outdoors together, momen-
tum picked up and cousin Dominic came on
board, t0o. “We were learning, growing and
one thing led to another,” Polzin says.

But more than anything, Polzin really loved
plants. He participated in Future Farmers of
America and entrepreneurial activities in high
school, continuing to grow the business with
Dominicand his father. He also thoughtabout
all the driving he was doing to acquire plants
for customers.

“We decided as a side gig to start grow-
ing our own so we’d have plants in stock for
landscaping jobs,” Polzin says of the modest

plot of perennials he cultivated in 2000 on his
family’s farm.

Eventually, Down to Earth was landscap-
ing Monday through Thursday and selling
plants out of the farm-based landscape yard
on Fridays and weekends.

There are plenty of garden centers that start
landscape divisions as a complimentary busi-
ness — their customers want help putting the
right plants in the right place in their yards.

But Polzin’s story is “unusual,” he says.
That's because the thriving destination that
today is Eau Claire’s Down to Earth Garden
Center came after the landscape maintenance
operation had taken off.

PHOTO COURTESY OF DOWN T0 EARTH GARDEN CENTER
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WATERING BN -srsus

For challenging sites
with or without AC power

7X0A Series

Two, Four and Six

Stations Battery
Operated Controllers

» Waterproof (IP68)

* 4 Independent programs

« Sensor & master valve

connections Creating a landscaped atmosphere at the garden center allows customers to see the possibilities for
their yards, resulting in more landscape customers for Down to Earth.

= Up to 3 year battery life

Today, the landscape maintenance and And, the three original partners are still at
« 3 year warranty design/build operation feeds the garden  the helm steering the company’s success.
center and vice versa. “When I was 12, I don’t think I ever could

Down to Earth is a garden center on the  have dreamed what we were doing would turn
map in Chippewa County, Wisconsin, as into this,” Polzin says.

760.209.6755 a visitor’s stop and plant lover’s paradise.

www.digcorp.com/710A/LL “We've grown tremendously in size,” RETAILBUSINESS AND CLIENT BASE. Stop, stroll
Polzin says of the 25,000 perennials the and meditate on the simple. That’s the invita-
garden center grows annually, with increased  tion at the garden center that opened in 2010.

‘ capacity or display given a recent expansion. By then, the plant portion of the family
Down to Earth will grow 25 percent this  business had grown enough critical mass to

| year and employs roughly 50 people during justify a more robust retail experience than
the busy season. stopping in at the farm for plants. Though,

water matters
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Polzin points out that the Cadott
growing farm is still a familiar,
loved spot for some customers
and is “open by chance or by
appointment.”

Of course, running a garden
center isn’t all that simple, as
Polzin will tell you. Branching
out into the original 2.2-acre
facility in growing Eau Claire was
certainly “aleap of faith,” he says.

But opening a garden center
was something Polzin had always
wanted to do since Future Farm-
ers of America and high school
and planting some perennials on
a plot at the family farm. “Plants

have always been a passion of
mine. I love the plantand people

side of the business,” he says.

STRONG ROOTS

tarting as a landscape

firm gave Down to Earth

in Eau Claire, Wisconsin,
the construction background to
realistically embark on a garden
center expansion. “We had worked
on enough new construction
projects that helped us be the
general contractor of our own
project,” says owner Benjamin
Polzin, noting that they had
contacts with plumbers, electricians
and other trades. "We had those
relationships already.”

Another critical relationship: a
positive rapport with their bank.
“That has made it easier on us
to go through the expansion

by-step outdoor living designs:

« fireplaces

« fire pits

* benches

« outdoor tables

« water features

» mailbox columns
« grill stations

» kitchens

v Keystone's ¢

In addition to the retaining walls solutions
you know and trust, Keystone offers a full
hardscapes portfolio which includes step-

Our broad hardscapes line presents the
perfect opportunity to add profitable
services to expand your business.

Connect with us to learn more.

orn,’){fw'f»? line of

e pr ducts and project ideas,
visit us online at www.keystonewalls.com
or call 1-800-747-8971

process,” Polzin says.

And by expansion, Polzin is
talking about ultimately tripling
the size of Down to Earth Garden
Center from 2.2 acres to 6 total
during the next two years. Such
significant growth requires careful
planning and market knowledge.
Down fo Earth visits garden centers
in the region and across the
country several times each year,
"We got the idea for our café in
Philadelphia,” Polzin says.

Here are some considerations

the Down to Earth team considered:

* PARKING AND TRAFFIC FLOW.
“General parking and layout is a
big thing — making sure you have

enough spaces and how the lot

is laid out in conjunction with the
building,” Polzin says. “Now, we
have separate 'in’ and 'out’ lanes so
there is no congestion at a single
point. Because if people think

you are too busy, you can lose
customers.”

« SIGNAGE. "Until you have a busy
Mother’s Day weekend, you don't
know where lines will form inside
and how people will move - even if
there is a big sign that says 'Enter,"
Polzin says.

o CHECKOUTS. Who wants to wait
in line? "We added checkouts so it's
more streamlined and efficient for
people,” he says.
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“I know tha

e landscape

customers that only know about us
because they stopped here.”

Benjamin Polzin, co-founder

So when the opportunity came
to expand from the growing farm
into a full-blown rerail center in
Eau Claire six years ago, Polzin
jumped on it.

He took the lead on manag-
ing the garden center side of the
business while Dominic focused
on landscape operations.

The Eau Claire location ex-
tended landscaping opportuni-
ties into a growing region of the
county with lots of commercial
and residential development.
“The whole area is exploding with
growth,” Polzin says. “Eau Claire
is really finding its own, growing
the downtown and also in the
outskirts.”

So the customer base was there,
and while there were garden cen-
ters, they were more traditional
rows-of-plants retailers vs. the
experiential environment Down
to Earth wants to provide.

The garden center drew in land-
scape customers, and for some
time, Down to Earth’s overall
business mix was about 75 percent
landscaping and 25 percent retail.
Today, the revenue split is 50/50.

“The daily interactions with
new people on the retail side helps
guide a lot of landscape business
and the garden center is a show-
room for us to display plants we
can use in customers’ landscapes,”
Polzin says of the complimentary
business lines.

Landscaping customers can
peruse plants and sit down at The

Five & Two Café inside Down to
Earth Garden Center for a healthy
lunch or cup of specialty coffee.
They can sip and dream about
the potential in their back yards.

“We can have that one-on-
one experience with customers
as we walk them through the
showroom,” Polzin says, adding
that getting into the food service
business of running a café was

new territory.

CREATING A GARDEN EXPERIENCE.
Down to Earth Garden Center
is in the midst of a significant
$1.5-million expansion now,
growing from 2 to 6 roral acres.
“It’s not just a greenhouse,” Polzin
says of the center. “It’s a whole ex-
perience — the expansion changes
everything.”

Dreaming up the next phase of
the garden center involved travel
to other rerailers throughour the
country to gather ideas.

“We wanted to have strategic
goals in mind, and everything
we have done this past winter
has been part of our bigger plan,”
Polzin says.

That is, to create the ultimarte
garden center experience that
feeds a robust landscaping op-
eration focused on helping people
realize their backyard dreams.

“We knew during the last five
years that we couldn’t stay with
the structure we had. We needed
more,” Polzin says.

The Down to Earth team evalu-
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device.
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A PLACE TO PLAN

oused inside Down to

Earth Garden Center in

Eau Claire, Wisconsin,
is a sweet spot to stop for coffee,
lunch or even reserve the space for
an event. The Five & Two Café was
born after owner Benjamin Polzin
went touring garden centers and
landed on an enticing food service
experience in Philadelphia. Polzin
wanted to create a similar concept
at Down to Earth, giving shoppers a
place to relax and landscape custom-
ers a venue fo meet.

So at first, Polzin invited a local cof-
fee shop to set up inside the garden
center, But, the traffic wasn’t there to
make the arrangement a real success
for the owner, and Down to Earth
recognized its food service needed

to be an in-house effort. So within
a year, Polzin hired a café manager
with some experience,

Polzin says the café is “not the
most profitable, but it gives our land- -
scape customers a place to sit down,
grab a coffee and go over a proposal,
and it's a place where friends can
meet out for breakfast or lunch and
shop our greenhouses,” Polzin says.

Food service is a complement to
the plant business and it adds to the
experience Polzin wants customers to
have when they visit Down to Earth.
The menu includes gourmet cracker
crust pizzas, panini sandwiches, local
ingredients and sweet treats fo go
with specialty coffee drinks.

“It's an extra service for our cus-
tomers,” Polzin says.

ated other garden centers’ park-
ing, displays and amenities, what
they sold (and didn’t). Polzin
reconfigured the shopping experi-
ence, so now there are 2 acres of
parking and outdoor selling space
with evergreens, shrubs and trees.

The traffic flow inside the gar-
den center has evolved with two
checkouts and double the space
in that area.

The café continues to be a draw,
as does a country store inside the
garden center that sells gifts and
novelties. Shoppers can pick up
garden tools, home décor and
even a birthday gift. It’s all about
the experience.

The expansion is opening up
opportunity for more creativity
and differentiation in the marker,
Polzin says. “We want guests to
have fun — and we always greet
people with a smile,” he adds.

“We have unique plants they
might not find other places, and

we merchandise differently by lay-
ering displays. It’s not the straight
rows of plants you normally see
in garden centers and nurseries.”

Polzin can measure the suc-
cess by the garden center’s traffic
and increased inquiries about
landscaping services. (In fact, the
extra capacity at the garden center
is a large part of that 25 percent
projected growth this year.)

“A lot of times, customers
shop the retail side before we do
any landscape install work for
them,” he says. “I know that we
have landscape customers that
only know about us because they
stopped here.”

What's more, the garden center
really cements the Down to Earth
brand, Polzin says.

“We have a presence. We have
a reputation and goes with our
name, and people know what to
expect when they come here. They
trust us.” LaL
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The fire pit pictured
was originally

going to be just one
burner, but Landscape
Designworks was
given permission to
expand the design.

—

.7 50me

e 1t

A Michigan company grew what began as a small
firepit project into one of the company’s biggest.

his firepit was part of a year-
long landscape project for
a custom house. The actval
firepit was a small piece of
the project, but it took several months to
finish, says Troy Stefl, owner of Landscape
Designworks located near Kalamazoo,
Michigan.

“Initially, the firepit was going to be
just one burner down the middle of the
water feature,” Stefl says. “Upon further
consideration of the design, we were
given permission from the owner to really
expand the interaction between the water
feature and fire pit."

Stefl says there was enough room in
the firepit to create several turns to the
burner, and integrate planters and more
water info the design.

The stone coping around the water fea-
ture was changed to allow for a “bridge”
to get closer to the firepit. The company
designed the shape of the burners and
was able to get them custom made to
spec.

“The burners are liquid propane, so
we had to consulf with the manufacturer,
gas company and mechanical contractor
to make sure we could get enough gas
to the burner and maintain a nice sized
flame,"” he says.

LAWNANDLANDSCAPE.COM | OCTOBER 2016

SUPPLIES USED ON THIS
PROJECT INCLUDE:

Fire pit: Hearth Products Controls
Laminar: Jandy

Stone Veneer and caps:

Buechel Stone

Pavers: Wausau Tile

“Because of the water surrounding the
firepit, we had to tunnel under the water
feature to provide adequate venting for
the space under the burners.

Due to the complexity of the project,
there were a number of people work-
ing on it, which increased the need for
constant communication,” he says.

Along with Landscape Designworks,

a poured wall contractor, mechanical
contractor, electrician, burner manufacturer,
propane supplier, masonry contractor, con-
crete finisher, pool installer, general contrac-
tor for the house, pool finish contractor and
the homeowner were all involved.

Stefl says cost is hard to pin down since
the firepit/water feature was all assembled
together, but it was in excess of $75,000

"This is the biggest job | have ever
done, and will probably ever do,” he says.
"My onsite foreman, Will Hamel, did a
great job keeping it all on track.” LaL
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A LOOK BACK

After 12 months of the Hardscape Profit
Builder, you have plenty of resources for
your next hardscape project.

e’re coming up on

the 1-year anniver-

sary of our Hard-
scape Profit Builder section, and
what better way to celebrate then
to take a look back at some of our
favorite HPB stories.

DECKS OR PATIOS. In the April
section of Hardscape Profit
Builder, we looked at the U.S.

Census Bureau’s Survey of
Y

Construction for 2014, which
indicated a clear preference for
patios over decks in new single-
family homes.

In 2014, just over 640,000
single family homes were con-
structed. Of these, 56 percent
were graced by a patio. Only 23
percent had a deck.

Even more telling is reviewing
the Census Bureau data in its

nine census regions. Favorable

climate most of the year might
influence regional patio instal-
lation in new homes. Patios are
most common in new homes in
the West South Central region,
with 79 percent, followed by
the Mountain region with 66
percent and the Pacific region
with 65 percent.

To read our complete article
on the data, head over to
bit.ly/deckvspatio.

BUSINESS AND PLEASURE. Each
month, the section highlights
a submitted project, looking at
before and after pictures of what
the company did to the property
and why.

In January, we featured a

© For upcoming
Certified Concrete Paver
Installer courses, visit
bit.ly/ICPIcourses.

project from Columbus, Ohio,
where homeowners had recently
purchased the home when they
called the designer, Archie C.
Suttles, looking to rework their
back patio area. The existing
wooden deck was in poor shape,
rotting and falling apart, and the
homeowners wanted a patio that
was appropriate for having fun
and conducting business. Visit
bit.ly/Suttlesdesign to see
what Suttles did to complete
this look. et

Concept | Design | Support
Unmatched Lighting Fixture Variety

[=]
[=]

3395 Miller Park Drive, Suite 1 Akron, OH 44312 // Toll Free: 1-800-758-6359 // www.cascadelighting.com // info@cascadelighting.com

"

- 140  OCTOBER 2016 | LAWNANDLANDSCAPE.COM

KICHIT_..hE_B ri

Your Complete
Outdoor & Landscape
Lighting Resource

american
fighting
association

PUPS

LANDSCAPE LIGHTING
Advantage Lightsource
Alliance Outdoor Lighting
American Lighting
Arroyo Craftsman
Auroralight

B-K Lighting

Escort Lighting

Focus Industries

FX Luminaire

Hadco

Hevi Lite Inc.

Hinkley Lighting

HK Lighting

Hunza

lluminFX

Integral Lighting
Kichler

Kim Lighting

Lumiere

Qtran

Stone Manor Lighting
Sollos

TEKA

The Lighting Division
Troy Landscape Lighting
Unique Lighting Systems
Universal Lighting Systems
Vision3

Vista

OUTDOOR LIGHTING
Arroyo Craftsman
Genie House

Hinkley Lighting

Kichler Lighting

Maxim Lighting

Minka Lavery



http://www.cascadelighl
mailto:info@cascadelighting.com

v, - -
(%3 v,

awn & Landscape is looking for

companies in the industry to submit the

best work they’ve done. We’ll feature

some of the best submissions we receive
in future issues of the magazine. All we
need are a few high resolution photos
(preferably before and after) along with
some information on why you are submitting
this project. We’re open to taking a wide
range of jobs - pools, patios, driveways, rain
gardens, xeriscapes, etc.

TETION RSB COTRGTRS

wd -

HOW TO ENTER:

Send two to three high resolution
photos (7X5 or bigger at 300 DPI)
and 300-400 words describing your
project with details like: Why you
chose to submit it, challenges on

the project and how you overcame
them, how long the project took, etc.

GOCOOIOOOOOOA ‘ OO0 SOOOCOROOOVOTUOOOOETOCOOVOTOISODIOOTCO

Please email submissions
or any questions to Managing Editor
Brian Horn at bhorn@gie.net.
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Instead of focusing on the lack of good labor,
think about how you can be a better employer.

have four kids ages 11 and
under. My wife and | work
really hard to raise and train
them. Sometimes people
will comment on our kids,
saying, “You have good
kids.” We appreciate that.
But you know what really makes us
feel good? When an experienced par-
ent looks at our kids and says, “You
guys are doing a good job as parents.”
‘They understand thar when you see
well-behaved children, it says more
about the parents.
[ see something similar in the em-

ployee/employer relationship.

READ THE INDUSTRY SURVEYS. Go to
the online forums. They all say the
same thing — finding and keeping
high-quality employees is one of the

biggest, if not the biggest, problem we

OCTOBER 2016 | LAWNANDLANDSCAPE.COM

By Ben Bowen

face. And yet, in every market there are
exceptions. Some companies (like my
family firm) don't rate employees as
a major problem. Are they just lucky
enough to have found great employ-
ees? No, these companies understand
something important: You attract and
retain good employees when you are a
good employer.

Stop fretting about the work ethic
of Millennials, immigration issues
or whatever you think is driving the
problem. Focus instead on something
you can control. Start thinking really
hard about being a better employer.

I assume if you're reading this, you're
already trying to be a good employer.
You pay fair wages for your market,
follow local labor laws and don't make
your people's work day miserable. Butin
today's competitive job market “good”
is not good enough. So how can you

be a great employer — the kind people
really want to work for?

RESPECT YOUR EMPLOYEES. We op-
erate on the assumption thar all of
our employees are honest and hard-
working. This starts day one; they
don't have to earn it. People have a
tendency to live up to the expectations
we have for them.

When someone gives us a gift we
naturally want to give something back.
This natural human tendency can help
you as a leader. Give the gift of respect
and employees will give back by living
up to your expectations for them.

Not all people will respond to your
respect. The employee we caught
smoking meth in the boss’s backyard
certainly didn't value it. But you have
to fight to keep from becoming cyni-
cal. Think abour it. You can distrust
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STAFFING

people and make everyone un-
happy or you can trust everyone
and then deal with the few who
let you down.

One important way to convey
respect is by getting to know your
employees. Start with names, but
don't stop there. The more you
know and understand them, the
easier it is to treat them with
respect — especially on days when
they are nor at their best.

[t is just as important to let
your employees get to know you.
[ occasionally bring my kids to
job site visits. I will introduce my
kids to the crew. They get to see
me interact with my kids, which
is obviously a side they don't

normally see. When something
big is going on in my life, I don't
hide it. When I recently had my
fourth child, I sent a picture to
my crew leaders. It was a simple
way to show I counted them as
important. They also understand
why | haven't been in the field
as often.

This simple concepr affects
many other work situations as
well. It has a positive impact on
the way our team members treat
each other. I'm able to confi-
dently rell clients they can trust
my team to be at their home,
around their family.

Perhaps the biggest benefit is
the loyalty that is earned by treat-

ing people this way. Our senior
crew leader was approached by a
former employer. He was offered
double what we were paying him
to return.

He immediately let us know
about the offer and assured us he
would give at least 60 days notice
before quitting. After deliberating
for a couple weeks he decided to
stay. Why? The former employer
is an amazing landscape architect
and landscaper, but he treats his
employees like cogs in a machine.

He stayed with us because we
respect him. Don't underesti-
mate how highly your people will
value being treated as valuable

individuals.

GEMPLER'S.

BE AS FLEXIBLE AS POSSIBLE.
We offer a small amount of paid
time off and the state required
paid sick leave. Nothing fancy
there. But we have found ways
to add flexibility in ways our
people value.

Employees can take unpaid
leave whenever they want, and
with very little notice required.
Construction personnel can call
in the morning and get the day
off. During the mowing season
we ask for a day or two notice
from maintenance crew mem-
bers. Our crew leaders decide
when their crews start and stop
for the day. And if a crew wants
Friday off but wants to work on

FINDING PRODUCTS. SUPPLYING SOLUTIONS.
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STAFFING

Saturday, we allow it. What comes of all this
flexibility? Our team members miss very few
days of work, but are able to take time when

Our crews vary when they start and stop
based on the time of year and weather. They

usually start earlier and work later than me,

they really need it. and miss maybe two to three days a year due

Become a Brite Ideas
. _Distributor Today!

5

Call us for more information:

888.200.5131

No Fees:
No Roylatigg

C7 & C9 Lights
Mini Lights

e Starbursts
LED Cherry Blossom Trees:;

¢ Garland

e Wreaths

e Trees

¢ Lawn Displays
Marketing Materials
Customer Support
Estimating Software
Design Software
Exclusive Linkables

to weather. But they have a level of control
and autonomy that’s obviously valued.

Treating our people with respect and
giving them a high level of flexibility is not
always easy. For example, we had a large
design/build project in the summer of 2014
that seemed to be moving very slowly. We
were behind schedule and the homeowner
was concerned. He was a great client, but
he was retired and often spent the day just
watching the project crawl along,

We spoke to our crew leader about the is-
sue. Because we respect him and he hasa long
history of excellent work we never implied he
was doing anything wrong. And since we have
given him flexibility we resisted the urge to
mandate more hours or weekend work. We
simply presented the problem and the client’s
concern, and asked for his thoughts.

The resule? The crew volunteered to work
the next two Saturdays. This showed the cli-
ent we were taking his concern seriously. We
also realized part of the problem was cosmetic
in nature. The crew would arrive early and
drink coffee in their trucks before starting.
Lunch breaks were taken in view of large back
windows. By parking a couple blocks away
to drink a morning cup of coffee and raking
lunch in the more private side yard we were
able to lessen the mistaken impression that
the crew was not working hard enough. In
the end the client and crew were both happy.

To a large degree, your success, or lack
thereof, in building a team will depend on
you. Take the initiative to treat people with
respect from day one. Decide how much
flexibility you can give your people. Then
give them a little more.

Of course these are not the only ways to
be a great employer. Maybe you can provide
other benefits. The key is to provide some-
thing that your people will value — notsimply
something that you value.

The most important thing to remember?
Just as great parents are more likely to have
grear kids, great employers are more likely to
have great employees. L&t
The author is head landscape designer and salesman
at Ross NW Watergardens in Oregon
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KNOCK,

While digital marketing continues to grow, door-to-door sales can still
be a useful strategy to add clients. By Keith Freeman

oor-to-door sales is a type of outside
or direct sales. A direct salesperson not
only has to sell a product or service but
also has to seek out prospects before
they necessarily know they are in the marker for
the product or service. They create their prospects.
This job is usually a commission-only position and
is an easy way to begin a sales career. The success
rate for these entry-level positions can be low but
those who stick with it can have a high reward.
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Just like any other sales position, direct sales
has activities that will drive results. It requires the
proper plan and scheduling for the day’s activities.
Best practices also exist that can help ensure the
activities are yielding the growth results needed
to drive the business forward and provide a good
compensation for salespeople. These best practices
are simple: count, connect and close.

Any sales position can be broken down into
activities and numbers. Daily expectations for

WALK THIS WAY
FOEETI W

Before going door
to door, make

sure you check
with your local
municipality about
what permits you
need. You should
wear a uniform and
an 1.D. badge when
knocking on doors.

PHOTO COURTESY OF GREENVIEW PARTNERS
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A key to door-to-door sales is to invite a customer out to their yard and point out problem spots on the lawn.
Common problems to point out include weeds, thin areas, poor color, tree and shrub issues and insect damage.

door-to-door selling are easy to
establish and measure, and will
produce results when imple-

mented. A common goal for a

door-to-door lawn care salesper-
son is three sales per day. In order
to achieve this goal we can apply
some standard conversion rates:

GOAL: 3 sales

* Fifteen percent conversion
rate means you need to pitch 20
homeowners to make 3 sales.

* An average 20 percent con-
tact rate means you need to
knock on 100 doors to pitch
to 20 homeowners.

One note, before going door
to door, is make sure you check
with your local municipality
about what permits you need.

STICK TO THE PLAN. At first, it
would seem you could never

find 100 new homes to knock
each day. You actually don’t need
100 because you will canvas each
neighborhood twice — to do a
knock and a re-knock. Each sales-
person should have a scheduled
area of streets that will yield 60
new knocks per day. When you
add in 40 re-knocks, you will
achieve a total of 100 knocks
required each day.

Here is how a typical day
might go, assuming you want to
end the day by 8 p.m.

* Noon: Team meeting and
role play

* 1 p.m.: Start walking and
knocking in the neighborhood.
Complete the section assigned
to you and plan to knock on 60
new doors. Track your progress
through the neighborhood and
count the knocks.
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* 4:30 p.m.: Begin re-knocks
in your second pass through
the neighborhood — looking for
homeowners that have returned
home. Check for door hangers
that have been removed or cars
that are in the driveway.

* 8 p.m.: Follow up on any
prospects via phone that need a
call back. Go home and celebrate
your success.

There should be no less than
6.5 field hours each day. This
is critical to ensure the proper
number of knocks are achieved.

Salespeople should avoid
house skipping and rely on re-
knocks to improve their daily
contact rate. Often, salespeople
feel the need to roam around
looking for people who are home
rather than executing the knocks
on the streets assigned. Stick to

REJECTION
READY

nderstand objections

you will hear and be

prepared with what
you will say to overcome them.

« NOT INTERESTED: "l am sorry
to hear that. What holds you back,
if you don't mind me asking?"

« DO IT MYSELF: "l am glad

fo see you fake an interest

in the lawn and see value in
mainfaining it, We work hard

to correct (ex. kneel down and
touch a thin area in the lawn) thin
areas like this to prevent weeds
from filling in. We can certainly
help and work in conjunction
with what you're already doing
here to enhance your property
even more.”

« TOO EXPENSIVE: "| hear where
you're coming from. 'mon a
budget myself. What are you
comparing the cost to, if you
don't mind me asking? If you
could improve one thing would
it be the weeds right here (ex.
kneel down and touch) or the
color?”

« LET ME THINK ABOUT IT: "I
can certainly do that but what
would prevent you from letting
me get rid of these weeds, if you
don't mind me asking?” (They're
interested but you just haven't
satisfied all their questions and
found a compelling reason.
Continue to probe,)

« DO NOT CARE ABOUT THE
LAWN: “| understand. | realize
it's not in your top five but

your house is the single largest
investment we make and the
value of your lawn and landscape
about 10 percent of the tofal
value of the home. You have to
maintain if just like you do the oil
in your car."

o LAWN LOOKS FINE: "l agree!
You do have a nice lawn and | am
glad you are doing something to
care for it. We can help maintain
the lawn at this level and even
improve it for you giving you
your fime back on the weekends.
Can | have the truck out here
next week to show you what we
can do?"
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SALES

the plan to ensure efficiency and drive the
100 knocks each day.

BE PREPARED. The tools needed in the field

are simple but essential to ensure the level of

activity is achieved. An ample supply of door
hangers is required for the day. Every house

knocked should get a door hanger which

THE TRX

...the best thing to happen to
zero-turn mowers since the wheel.

Experience the agility of a zero-turn mower with the added

traction, stability and safety of a tracked machine. Get on an

Altoz TRX and head for the hills.

and the ditches and the

lowlands. The TRX will take you places that other zero-turn

mowers have never been. Visit AltozTRX.com to learn more.

ALTOZ

ALWAYS AMHEAD

Engineered and made in the USA / Altoz.com

LLI0I6-B ©2016 Altoz, Inc.

will drive leads later. Service plans for sales
or call backs are needed to caprure prospect
information. Prospecting street assignments
are required.

Associates should wear a uniform and
identification badges while knocking. Other
items needed include a clipboard, calculator,
laminated price list, maps, water bottle and a
rain poncho. The activity for the day of 100
knocks is key. Ensuring that the salesperson
has a plan and is equipped with all the per-
tinent supplies will help avoid distractions
or reasons to fail on the achievement of the
daily goals.

The market area must be marketed per
a developed plan to ensure efficiency and
results. It also helps to avoid drive time.
Develop a strategy to penetrate your market
by month and week.

When working an area, park the car and
walk from house to house knocking. Once
the streets have been fully knocked then walk
them again re-knocking on houses where
homeowners have returned home. The goal is
to ensure a contact rate of 20 percent.

Your seasonal plan can also assist in pro-
duction density and be used to augment
areas that need more customers for the route
density.

Training and daily role play are impor-
tant. Just like an athlete, practice improves
the skills. A team meeting each day that
incorporates situational role play will help
drive results. Teaching agronomics and
horticulture will aid in proper expectations
and establishing good retention. Sales skill
training and overcoming objections will
create growth. Knowing what to say and
when to say it, accompanied with proper
body language, will increase conversions of
the 20 percent of residents that are home.

After you have developed a strategic plan
to contact 100 homes, it is time to connect.
The approach during knocking is important.

* The salesperson’s appearance must be
appropriate and should represent your brand
in the best possible way. You only have a few
seconds to make a positive impression to the
homeowner. Make it count. Pants should be

pressed with a uniformed shirt or jacker and
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SALES

only hats with a company logo.
A name badge should be worn
at all times. Good walking shoes
with little to no color or design
helps avoid distraction from the
uniform.

* Knock on the door. Keep fac-
ing the door. Do not turn away
because the homeowner needs to
see who you are.

* Introduce yourself and your
company name. Hand them a
flyer immediately.

* Establish rapport and raise
awareness. Let them know you
were in the area visiting custom-
ers (neighbors) and ensuring the
yards look good. Let them know
you noticed some areas that
could improve and want to find
out what they are doing for the
yard this year.

* Pull them out to the yard.
Don't let fear keep you on the
porch. Wave your hands toward
the lawn, turn and walk out to
the lawn and show them some
issues going on. People only
solve problems they are aware of
so creating awareness is key. Get
them on the lawn so they can see
what is happening.

* Common problems to point
out include weeds, thin areas,
poor color, tree and shrub issues
and insect damage

* Ask for the business. Re-
member, if you can’t get the sale
then get a phone number so you
can call them later to follow up.

* Good retention will only
happen if proper expectations
are set. Training is essential to
accomplish proper expectations
for the customer.

SEAL THE DEAL. Now you are
ready for the final step — closing.
Ask for the business to ger the
sale. What do you think you will

hear — no? Buffer and probe dur-

ing the conversation. Buffers let
the homeowner know we identify
with them and we understand
their feelings.

This will take the edge off of the
questions we need to ask to get.
the sale. “No” is the first reaction
when asking for the sale so be pre-
pared. They are not saying “no” to
your service but rather the idea of
buying something. Keep smiling
and stay the course. Buffer the
prospect; “I am sorry to hear that
...”s “I understand how you feel.
A lot of my present customers felt
the same way but what they found

..y or “I am glad to see you take
interest in the lawn.”

The objection usually does not
provide enough information so
ask probing questions to begin
the conversation. Prepare for
the objections and practice your
responses (See sidebar, Rejection
ready). After you overcome each
objection with your response then
close and ask for the business.

There are a few things to re-
member. Keep it simple in your
plan and execute the metrics of
100 knocks per day. The contact
rate and close rate will happen
and if not, then work on the
presentation. Always finish with a
close when overcoming an objec-
tion. That is a basic for any sales
position. Smile and show enthu-
siasm and remember your body
language is important. Always
get the homeowner involved.
Exercise good posture and eye
contact at all times. Success with
door-to-door sales depends on
your activities. Remember to

count, connect and close. L&t

The author is an owning partner with
GreenView Partners, a landscaping
company based in the Raleigh-Durham,
North Carolina area
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Emily Goodwin,
pictured with
her family,
co-owns Back
Meadow Farm,

a landscaping
company in
mid-coast Maine.
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VEMENT

Recruiting younger falent can be a challenge, but selling
the industry fo the next generation is one way to do it.

very vivid memory of

mine is missing the

bus and having my

father drop me off

at school in a big, loud, dirty
dump truck. In the fourth grade,
[ just wanted to fit in, fly under
the radar of my classmates and
be “normal.” Let’s just say my
arrival that day was mortifying,
I've come back to this memory
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By Emily Goodwin

a couple of times, most recently
when dropping my son off at
day care in my company let-
tered truck. To my 2-year-old,
driving around in Mom’s truck
apparently is quite amazing. His
big “diggers,” loaders and dump
trucks are the toys he runs to as
soon as he wakes.

I wonder if this attitude will
change. If he grows to hate

,,77,4%1* =
)
@

Mom’s trucks, how can I convey
to him that the landscape and
construction industry or trade
is an important part of today’s
economy and a good livelihood?

When I think about my fa-
ther’s big, loud dump truck,
I contemplate the decision he
made for himself and eventually
our family. From the early 1970s
to today, things have evolved on

so many levels. Is he an entre-
preneur?

He removed himself from the
norm — the expected and poten-
tially desirable corporate financial
world. He set roots in his family’s
vacationing community and got
his hands in the dirt. At the time,
creating a landscape company
and supporting a young family
was a courageous and entrepre-
neurial decision. Today, maybe it
is less entrepreneurial. There are
a multitude of landscape trades
today. Now the struggle is setting
yourself apart from the rest.

REDISCOVERING A PATH. Grow-
ing up, I could not wait to get
out of our little coastal commu-
nity — get away from mowing
lawns, pulling weeds, being dirty,
getting up early. I saw bigger
and berter things for my future.

LoE-C —1‘\_‘ i

PHOTO COURTESY OF EMILY COODWIN
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Fast forward 30 years. I went
to boarding school and college,
played lacrosse in Australia, spent
winters skiing, traveled, coached
lacrosse, yolunteered in Vietnam
and worked an office job.

So, 1 did it. I got out of Maine
and saw parts of the world the
average person may never see, but
1 always came back to my small
community. And I started to see
the bigger picture. Maybe that
loud, dirty truck wasn't so bad.
After all, it helped me afford a
fortunate start to life.

In the fourth grade did I ever
think I would be helping fa-
cilitate our multi-million-dollar
family landscaping business? No
way! Did I in high school? Nope.
In college I started to see things a
bit differently. Decisions needed
to be made. Career? Family? |
wanted to start my own path,
and I knew I needed to make
some decisions.

Our family business was at
a transition point. Would we
stay where we were or jump to
the next level? My brother and |
decided to take the leap with our
father. Today we are operating,
give or rake, 20 crew members,
a fleet of vehicles and machinery,
and a multitude of projects.

GOOD HELP WANTED. One of
our biggest struggles is finding
the help. It is a tough sell. The
5 a.m. alarm clock, the green
stained boots, the hard work in
every kind of inclement weather.
Our average employee age is
40. Finding young, hardwork-
ing, reliable, experienced and
Sresourceful employees has been
near impossible.
We have tried word of mouth,
newspapers, online advertising,
listing through colleges, you

“If he grows to hate
Mom’s trucks, how
can I convey to him
that the landscape
and construction
industry or trade
is an important
part of today’s

economy and
a good livelihood?”

name it. My father actually found
one of our standout employees at
ayard sale. We've tried all anglles.
We have given financial incen-
tive, offering retirement em-
ployee matching, paid holidays
and vacation time, bonuses, etc.

My conclusion: industry-wide
we have to be forward thinking.
We find we not only have to set
ourselves apart from other firms,
but we need to sell the industry
to the next generation.

A HEALTHY ALTERNATIVE. | have
a couple of sales pitches. Come at
it from the angle of personal and
environmental health. I chink it
is fair to say being “healthy” is no
longera trend but the expectation
and the hopeful “norm.” Whether
we all live by this or not, it is the
direction the world and the envi-
ronment is aspiring to.

You do not have to dig oo
deep in a Google search to find
studies linking better health and
longevity to merely spending
more time outside. Our bodies
need the fresh air, the leaves,
the dire, the light to keep us
all human. On the surface the
landscape industry does not look
very enticing to an untrained or
youthful eye. Sure, it's long hours

and dirty, hard work. We may all
start off small and take a'few years
to get our feet under us, bur the
payoff can be rewarding, lucra-
tive and significant. My father is
a prime example.

He is 74 years-old, takes no
medication, is out in the field
every day, and shows by ex-
ample. His counterparts are on
a plethora of medications and
have heart problems, bad hips,
surgeries, you name it.

On the environmental side,
across the board, whatever indus-
try we are in we need to be con-
scious of how we affect the planet
today and moving forward. What
could be better than being at the
forefront of the impact? Depend-
ing on your chosen area of land-
scaping, you could be an integral
part of the environmental change
we need, whether you're at a big
or small firm.

The overall impact this indus-
try has is immeasurable. Prior to
including lawn treatments in our
repertoire of services, | remember
the absurd number of improper
homeowner lawn treatments
applied seasonally to numerous
coastal properties.

Today, 95 percent of our 40-
plus clients hire a professional
turf treatment company through
us, and I specifically select a turf
company that is acutely aware of
the impacts of their treatments in
a coastal area.

OPPORTUNITIES ABOUND. We
could sell the depth and variety
of work this industry offers. You
could be designing and install-
ing award-winning city parks
or elaborate infinity pools or
outdoor living rooms. You could
get an adrenaline rush climbing
trees or fulfill your childhood

dreams of moving earth with
massive pieces of machinery. This
industry is constantly evolving.

We should recognize that we
are in the instant gratification
millennium and landscaping
should be an enticing field for
youth who are easily bored and
need steady change along with-
a sense of achievement and
satisfaction.

Even at our small firm, the
projects are never the same, and
they can be extremely complex
and challenging. My most re-
cent approach to the couple of
young employees we have is to
expose them to all aspects of our
firm, from the business side to
the various levels of construc-
tion and landscaping we offer.
Purting them behind a weed
whacker or giving them a 5-gal-
lon bucket and telling them to
weed this area will not sell them
on our business or entice them
to stay.

Whatever the sales approach
may be, we have to be realistic
and understanding of the rising
generation. College degrees come
with high expectations and may
not be everyone’s path. Potential
employees might jump around
from job to job, but could find a
niche in landscaping.

We need to go out on a limb
for the right individuals by offer-
ing training and continued edu-
cation to help them to improve
and grow. Landscaping led me
down roads that I never imagined
and introduced me to people I
would have otherwise never met.
I know it could do the same for
my young employees. Lat

The author co-owns Back Meadow
Farm, a family-owned business in mid-
coast Maine providing landscape and
development services.
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A LEVEL PLAYING FIELD IN ILLINOIS  rcic

n August, lllinois Governor
Bruce Rauner signed into law
The Snow Removal Service Li-
ability Limitation Act (Senate
Bill 2138). This is the ASCA’s
model legislation, which we
created, introduced and lobbied
hard for throughout the process.

HOW IT STARTED. In May of
2015, ASCA staff and a group
of Illinois members descended
upon Springfield to introduce
our model legislation. We suc-
ceeded in gerting sponsors from
both sides of the aisle, securing
bipartisan support for the bill.

We followed up with let-
ters, meetings and phone calls
to maintain momentum and
achieve forward progress. The
Illinois Landscape Contractors
Association (ILCA) also jumped
on board to support the bill. In
May of this year, I testified on
behalf of the industry and ASCA
members in the Illinois Senate
Judiciary Committee.

Later that month, the bill
passed unanimously through
the Illinois Senate, and shortly
thereafter, it received unanimous
support in the House. It was sent
to Governor Rauner on June 29,
and signed on Aug. 25, a mere
15 months after its introduction.

While the legislation had
unanimous support, the bill was
not without its opposition. The
ASCA worked behind the scenes
to massage the language in the
original bill to bring fairness to
all of the parties involved. The
obvious opposition to this bill
were your clients. However,
after working with their asso-

ciation repre-
sentatives, we
came to terms
on acceprable

language.
Once the .
legislation hit el
& GILBRIDE

the floor of the

[llinois House, we had already
overcome any objections to the
bill. David Manning, with the
ILCA, did a great job navigating
these conversations.

HOW IT HELPS. This law now
makes indemnification agree-
ments and hold-harmless lan-
guage passing liability from
the property owner or property
managers to the contractor null
and void in Illinois.

For example, if a customer
wants a two-inch trigger, and
they have an indemnification
clause that says the snow con-
tractor is responsible for any and
all incidents or injuries related to
snow or ice, that clause is unen-
forceable with an injury and only
one-inch of snow. In a scenario
where the customer tells you not
to salt, then they are responsible.

At the same time, ifa snowand
ice manager contracted to pro-
vide service does a poor job that
results in a personal injury, then
that contractor is responsible.

This legislation is straight for-
ward and simply places respon-
sibility on the appropriate party.

HOW WE WERE SURPRISED. Ear-
lier in August, at Executive
Summit, I had an interesting
conversation with Illinois snow
contractor Peter Smolka of Ever-

WORKING
TOGETHER WE
HAVE THE ABILITY
T0DELIVER A
POWERFUL STORY
10 THOSE WHO CAN
HELP LEVEL THE
PLAYING FIELD FOR
OUR INDUSTRY.

est Snow Management. Peter
was instrumental in lobbying for
the ASCA legislation in his state
throughourt the process.

During our conversation, Pe-
ter noted that while a fairamount
of hard work was involved, the
entirety of the legislative effort
was a lot easier than anticipated.

Peter said to me that we are
always led to believe that govern-
ment is broken and our elected
officials can never get anything
accomplished. But the experience
so far taught him this notion re-
ally isn’t the case.

He marveled that once the
meetings were set, the industry’s
story was told and the elected
officials were educated on the
issue, the momentum generated
carried it the rest of the way. “I
guess government really does
work,” he told me.

Peter wasn'’t far off the mark
with his observation. Many of

162

OCTOBER 2016 | LAWNANDLANDSCAPE.COM

[

us have bought into the think-
ing that nothing ever changes,
so why bother trying?

Well, I'm here to point out
that within 15 months, the ac-
tions of a small upstart associa-
tion and its membership resulted
in some pretty important positive
legislative change in Illinois for
the professional snow and ice
management industry.

So just image what we could
accomplish together. If more of
you were involved at the grass-
roots level? The ASCA continues
to work in all snow-industry
states for the introduction and
adoprion of this same legislation.

At this time, the ASCA has
succeeded in getting our bill
introduced in Michigan, Penn-
sylvania, New Jersey, New York
and Indiana. ASCA staff and
membership are working dili-
gently to get these bills moving,
and we are close to the finish line
in many others.

It’s important to understand
that the ASCA has nor accom-
plished this on our own. These
efforts require membership
because dues support these
important legislativc initiatives.

For this legislation to become
law in your state, we encourage
you to join ASCA and actively
support the cause at the local
level. Working together we have
the ability to deliver a powerful
story to those who can help
level the playing field for our
industry. Lat

The author is the executive director
of the ASCA.
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At a glance, snow pushers look
a lot alike. Don’t be snowed.

If it’s not the original Arctic Sectional
Sno-Pusher™, you risk damage and injury.

Arctic’s combination of components — the
patented Slip-Hitch™ and moldboard design,

the spring-loaded trip edges, steel cutting
edges, mechanical side panels and polyurethane
mounting blocks — aggressively play it safe. The
Sectional Sno-Pusher™ easily moves over hard
objects under the snow, keeping your plow intact
and your operator inside the cab.

Don’t be a crash test dummy.
Choose smart. Choose Arctic.

A, SiN"E - c (888) 2- ICE-SNO
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sectionalsnopusher.com
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The team at Sunshine
Landscapes only uses
ATVs and UTVs to plow
sidewalks for customers.

!

or many landscape con-
tractors based in the east-
ern United States, snow
management is a staple
service. Burt not in Idaho,
says Levi Duckett, president of
Sunshine Landscape, a commer-
cial landscape services company.
“It’s not a consistently reliable
revenue driver. The price can
be good when there’s a lot of
snow, but we haven’t had a year
like that for at least five years,”
he says.
“Most of our revenue on the

snow removal is driven off of
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Short seas

The team at Sunshine Landscape doesn't experience snow for too long,
but still has to stay alert for offseason storms. By Holly Hammersmith

deicing and what I would call ice
management.” Still, Duckett says
he has offered the service since
2007 and will continue to do so
for the foreseeable future.

Of his 45 employees, about
seven work full time in the
winter. Additional workers are
called in as needed for snow
and ice removal events. All of
Sunshine Landscape’s customers
are commercial and last year the
company brought in $2.4 mil-
lion. Of that amount, in 2015
abour $100,000 was snow and

ice removal work.

OCTOBER 20106 | LAWNANDLANDSCAPE.COM

“Most of our properties that
we do snow removal are just
an add-on service to our land-
scape maintenance contracts,”
Ducketr says, adding that the
company'’s clients come from
word of mouth and some door-
to-door sales.

The company provides
grounds maintenance and land-
scape construction in addition to
snow and ice removal.

Clients include the govern-
ment, such as the Idaho State
Capital, a regional hospital and
a commercial bank.

A QUICK BURST. Because the
winter season in Idaho is both
shortand unpredictable, Duckett
says he charges for snow removal
work per event or by the hour.

“Qur customers just don't
want to pay for it unless it actu-
ally happens,” he says.

Ducketr says the season only
runs about two months, Decem-
ber and January. On occasion he
has had crews out for November
or March snowstorms, but not
regularly.

“By March, we’re landscaping
hot and heavy here,” he says,
adding that this past winter was
so mild, crews began landscaping
work the first of February.

Snow and ice management
contracts are usually finalized
by mid-October and trucks are
ready mid-November.

“It is hard for us though be-
cause we use those same trucks
for landscaping,” Ducketr says.
“On our maintenance side, we'll
be doing leaf cleanup somerimes
clear into December.”

D




Discover the new look and improved
line of professional-grade deicers.
IceAway® deicers provide you with a full line of winter solutions
to handle any form of ice and snow. With five formulations, from

budget friendly to high-performance, lceAway blazes new trails
in delivering the results you want, each and every time.

1-800-755-7258
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Levi Duckett (right), who co-owns Sunshine Landscape just outside of Boise, Idaho,
says winters in the area are short but unpredictable.

In order to combat this
unpredictability, Duckert
says he usually hooks up one
to two plow trucks by mid-
November “just in case.”
The rest of the fleet con-
tinues with end of season

landscaping and cleanup.

MOTHER NATURE'S MERCY.
Business is most lucrative
when temps stay frigid.
“When it snows and then
stays really cold, it doesn’t
all mele right off,” Duckett
says. “It warms up enough
during the day that it melts
in the parking lots and then
we have to go back the

next night and reapply de-
icer.” Sunshine Landscape
is based in Meridian, Idaho,
just outside of Boise. Most
of the company’s work is
performed within a popu-
lated area known as the
Treasure Valley. This valley
tends to warm up quickly
after a snowfall, he says.

[t may be freezing and
snow overnight, but by
noon it can warm up to 40
degrees or more, he adds.

This past season Duckett
says his team only expe-
rich(‘d WO SNOw events.
There were about 15 deic-

ing events.

Polyurethane Spinners

Snow Plow Cutting Edges

Polyurethane

Snow
Removal
Products

* Snow Plow Edges
* Bucket Edges

* Spinners

* Hand Tools

Call today to learn how
FallLine’s polyurethane
products can benefit your
snow removal operation.
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A\ \\ \
Fallline
1.800.FALLINE

325546 3
www.FallLine.com
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“l added TrucBrush servfﬁe's"
at two clients' DCs lasrwufj 3
Truckbrush is a great way e
grow your business and ffﬁw*
your clients that you
them with one of the
winter-related i

See how TrucBrush .
clears off a trailer in
one minute!

Visit: TrucBrush®
TrucBrush.com/TrucBrushWinter.mp4 (877) 783.0237
info@TrucBrush.com

166

OCTOBER 2016 | LAWNANDLANDSCAPE.COM



http://www.FallLine.com
mailto:info@TrucBrush.com

NOTHING IS FUN AT 2 A.M.

t Sunshine Landscape, every truck has its own route.
"Every plow truck has a binder that's got time sheets
and a route,” Duckett says. “The route is assigned fo that
truck not the driver. We've built the routes under the
belief that nothing’s that fun at 2 o'clock in the morning.”

Routes are assigned based on what each truck is best suited
for, he says.

“We try to line them (drivers) up with routes that we feel
like they'll be best at. A new guy, we're not going to put on a
complicated route,” he says.

The same goes for trucks used to spread calcium chloride
and for hand crews clearing sidewalks. In addition, trucks are
restocked and prepped for the next day before crews go home.

“We have them reload (trucks) with deicer ... and wash out
their spreaders and make sure everything is good to go the
next morning,” Duckett says. "When they show up at 2 o'clock
they're not running around trying to find a shovel and some
bags of ice melt. They just jump in the truck and they have their
routes and away they go."

MANAGING MANPOWER. One to 2
inches will usually be enough to get
the plows out, Duckett says. “We
call in people when we need them.
On a good storm we may have
30 people working,” he says. “I
can’t keep my laborers on full time
through the winter just to respond
to snow removal because we don’t
get enough of it to make that pay.”

Employees from the green season
who offer to be available for snow
removal work are used. They are
guaranteed at least two hours of pay
when they are called in, whether
they end up working 30 minutes or
the full two hours. During a hard
snow, they may work a 17-hour
shift. Most of the time, though,

they will tend to work four to six
hours per snow event, Duckett says.
“The biggest challenge we face here
with snow removal is keeping guys
on board that want to do it because
there’s no guarantee in the hours,”
he says. “You may get nothing one
week and 35 hours the next week.”
To combat this challenge, Duck-
ett pays employees more per hour
during the winter season and tries
to offer an end-of-season bonus.
“We're really fair with them. We're
honest and up front. We pay them
on time,” he says. "1 think it’s the
little things like that that they ap-
preciate.” &L
The author is a freelance writer
based in Ohio

The Proper Way
To Shovel Snow

Snowrator
(877) 482-2040
www.snowrator.com
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Jela

and make the moves necessary

A bill passed in late 2015 could mean more money to reap the benefits of PATH in
; 2016 and later.
for snow contractors in 2016 and beyond. By Mark E. Battersby S

The so-called “Cadillac” rax

on the high-cost health insurance

nce again, lawmakers
waited until late in the
year to pass yet another
“extenders” bill. The
“Protecting Ameri-
cans from Tax Hikes
(PATH) Act of 2015" passed
late in December 2015, is caus-
ing many professional snow
removal and ice management
professionals to scramble to take
advantage of tax breaks for 2015
transactions, change or correct

already-filed 2015 tax returns

plans so many snow removal
contractors provide themselves
and key employees will be de-
layed from 2018 to 2020. And
beginning with the Forms W-2,
W-3, and returns for reporting
non-employee compensation
(e.g.; Form 1099-MISC) filed
for the 2016 tax year, PATH will
require filing before January 31.

FIRST-YEAR WRITE-OFFS. The so-
called “Section 179" deduction
allows a snow and ice removal
business an up-front expense
deduction for the entire cost of
equipment ranging from com-
puters to furniture to vehicles
and machinery. The amount
allowed as a write off in the first
year (instead of slowly deduct-
ing or depreciating over several
years), is now permanently fixed
at $500,000 per year (phased out
dollar-for-dollar as expenditures
begin to exceed $2,010,000 in
a year).

|

Beware of the often-ignored

trap when trade-ins are involved.
Although either new or used

:
£
g
:
3
(]

equipment purchases can be
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expensed and deducted, if pur-
chased using a trade-in as part

of the price, only the portion of

the purchase price in excess of the
undepreciated book value of the
property traded in will qualify for
the Section 179 first-year write-
off or bonus depreciation.

A BONUS WRITE-OFF. Originally
created as a short-term stimulus
measure, bonus depreciation is
back albeit phased out over a
five-year period. Bonus deprecia-
tion, which permits the immedi-
ate deduction of any business
equipment expenses, rather than
a depreciated tax benefit over
time, has been extended at the

former 50 percent rate for the

GENERALLY, ANY SNOW REMOVAL BUSINESS - OR
ITS OWNER - CAN CHANGE THEIR MIND ABOUT A
PREVIOUSLY FILED TAX RETURN WITHIN THREE YEARS.

2015-2017 tax years, phased
down to 40 percent in 2018 and
30 percent in 2019.

Making it even semi-perma-
nent allows businesses which
spend heavily on equipment,
machinery and other business
property to reap large up-front
tax breaks. Overall rax savings
are predicted to be $281 billion
over a 10-year period.

Many snow and ice removal
operations will find the bonus

VN
AVALANCHE
TN

Watch the video online:

avalancheplow.com 800-232-6950

depreciation break may be more
valuable than the Section 179
deduction because the Section
179 expensing deduction is lim-
ited to the taxable income of the
business with any excess carried
forward.

Naturally, losses generated
by the 50 percent bonus depre-
ciation can offset other income.
They can also be carried back for
two years, thereby generating a
refund from Uncle Sam.

ENERGY EFFICIENT BUILDINGS.
A provision in PATH extends
through the 2016 tax year, the
above-the-line deduction for
the cost of energy efficient im-
provements made to commercial
buildings.

A snow removal business can
get tax deductions for new or
renovated buildings that save
50 percent or more of projected
annual energy costs for heating,
cooling and lighting compared
to model national standards, and
partial deductions for efficiency
improvements to individual
lighting, HVAC and water heat-
ing, or envelope systems.

The tax deduction amount is
up to $1.80 per square foot and

(IN TPLOW TWICGE

Avalanche® Optimus™ Series

Sectional cutting edge contours to
uneven ground for ‘one-pass’ plowing

Floating receivers and wear shoes
allow ‘drop-and-go’ operation
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is available to owners or tenants
of new or existing commercial
buildings. A partial deduction
of $0.60 per square foot can be
taken for improvements made to
one of three building systems —
the building envelope, lighting or
heating and the cooling system.

ENERGY EFFICIENT FLEETS. Those
snow removal professionals
thinking green will enjoy the
tax credit for alternate fuel re-
fueling “property” that has been
extended as has the biodiesel
and renewable diesel incen-
tives. The existing $1.00 per
gallon tax credit for biodiesel
and biodiesel mixtures has been
extended through 2016. Also
extended through 2016 is the
50 cents per gallon alternative
fuel tax credit and alternative
fuel mixture tax credit.

And don’t forget the credit
for purchasing qualifying new
fuel cell motor vehicles. It too,
has been extended through the
2016 tax year. The new extend-
ed rules make a rax credit of
between $4,000 and $40,000,
depending on the weight of
the vehicle, available on the
purchase of such vehicles.

WORK OPPORTUNITY CREDIT.
PATH retroactively extend-
ed and greatly expanded the
Work Opportunity Tax Credit
(WOTC) through the 2019
tax year. The WOTC allows
employers who hire members
of certain targeted groups to get
a credit against income tax of a
percentage of first-year wages up
t0 $6,000 per employee ($3,000
for qualified summer youth
employees).

In situations where the em-
ployee is a long-term family

MANY
REMOVAL AND

PROFESSIONAL SNOW
(£ MANAGEMENT

PROFESSIONALS ARE SCRAMBLING

AS ARESULT 0

- LAWMAKERS.

assistance (LTFA) recipient, the

WOTC is a percentage of first
and second year wages, up to
$10,000 per employee.

While the maximum WOTC
for a snow removal and ice
management business hiring a
qualifying veteran is generally
also $6.000, it can be as high as
$12,000, $14,000 or $24,000,
depending on factors such as
whether the veteran has a service-
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connected disability, the period
of his or her unemployment
before being hired, and when
that period of unemployment
occurred relative to the WOTC-
eligible hiring date.

In other words, the amount
of WOTC employers can claim
depends upon the target group
of the individual hired, the wages
paid to that individual in the first
year of employment, and the

number of hours that individual
worked. There is also a maximum
tax credit that can be earned.

For the long-term Temporary
Assistance for Needy Families
(TANF) target group only, the
credit is available to employers
who hire members of this group
for up to a two-year period.

* In the first year, the employer
may claim a tax credit equal to 40
percent of the first-year wages,
up to the maximum tax credit,
if the individual works ar least
400 hours.

* In the second year, the em-
ployer may claim a tax credit
equal to 50 percent of the sec-
ond-year wages, up to the maxi-
mum tax credit, if the individual
works at least 400 hours.

For all other rarget groups,
the credit is available to employ-
ers who hire members of these
groups, based on the individual's
hours worked and wages earned
in the first year.

* If the individual works at
least 120 hours, the employer
may claim a tax credit equal to
25 percent of the individual's first
year wages, up to the maximum
tax credit.

e If the individual works at
least 400 hours, the employer
may claim a tax credit equal to
40 percent of the individual's first
year wages, up to the maximum
tax credit.

GAINS OF S CORPORATIONS. As
the economy improves, many
snow removal businesses are
replacing much of their equip-
ment and other assets. Unfortu-
nately, many are just discovering
a corporate-level rax is being
imposed at the highest marginal
rate (currently 35 percent) on
the so-called “built-in gain”

© MANGROOVE | DREAMS TIME
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of a business operating as an S
corporation. That built-in gain
is usually gains that arose prior
to the snow removal operation’s
conversion from a regular ‘C’
corporation to an S corpora-
tion, and arises when assets are
sold. PATH retroactively and
permanently provides that, for
determining the net recognized
built-in gain, the recognition
period is a 5-year period — the
same period that applied to tax
years beginning in 2014.

In other words, the built-in
capital gains of a corporation
which has become an S-corpo-
ration must be held for five years
in order to avoid a conversion

capital gains tax. Permanently

reducing the S corporation rec-
ognition period for the built-in
gains tax will make it easier for in-
corporated businesses to become
Subchapter-S corporations and
more fluidly change the status of
their business entity to respond

to changing market conditions.

REAPING RETROACTIVELY. Cor-
recting or amending any tax
return because of errors, omis-
sions, mistakes, overlooked de-
ductions or ignorcd retroactive
law changes is both necessary
and encouraged by the IRS.
Generally, any snow removal
business — or its owner — can
change their mind about a previ-
ously filed tax return within three

years from the time the return
was filed, or within two years
from the time the tax was fully
paid, whichever is later. It’s seven
years if the refund claim involves
the deductibility of bad debts or
worthless securities.

Individuals, sole proprietors,
etc., use Form 1040X, Amended
Individual Tax Return. A cor-
poration that filed Form 1120
uses Form 1120X, Amended
U.S. Corporation Income Tax
Return, to file an amended re-
turn, while S corporations and
partnerships check a box on the
Form 1120S or Form 1065.

There are, of course, quite a
few more tax-saving provisions,
many of them quite narrow in

scope such as those for film and
theater producers, NASCAR
racetrack owners, racehorse own-
ers, and rum producers in Puerto
Rico and the Virgin Islands, all
included as part of PATH.

The complexity, the fact that
many of its provisions apply to
transactions occurring in 2015
and the uneven expiration date
for many of these tax benefits
makes professional assistance
almost mandatory.

But, which of the provisions
will best help your snow removal
and ice management business
reap its share of the $622 billion
in rax savings? Lat

The author is a financial writer based in
Pennsylvania.

HLA Snow products are engineered and field tested by our dedicated staff. They bear the
cold and scrape their knuckles in real world environments to ensure that when you receive
your HLA product, it performs as promised. That's not just something we say its something
we do and we back it with a 2 year commercial warranty.

www.hlasnow.com

2 Year Com,

1.866.567.4162
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Control during the chaos

In-cab controls can make all the difference during a huge storm.
BY HOLLY HAMMERSMITH

implicity is at the forefront
when picking out snow
removal equipment con-
taining in-cab controls,
according to snow contractors.

At Lawns & Beyond in Char-
lottetown, Prince Edward Island,
Owner and Operator Mark T're-
mere uses a Kioti CK35 cabbed
tractor, which he purchased new
for the 2014-2015 season.

It was also the first season he
offered snow removal service
and the machine was broken in
right out of the gate. In addi-
tion to snow removal, Lawns &
Beyond offers maintenance and
landscaping services, and some
hardscaping, to commercial and
residential customers.

“That first season I think there
was 550 centimeters (216 inches)

of snow,” he says. The average
seasonal snowfall in Prince Ed-
ward Island is 98 to 118 inches.

Controls to move the tractor’s
plow are in the cab on the right,
Tremere says.

“You're turned around a lot
of times watching backwards,
so you've got to use the controls
without seeing them,” he says.
“Once you get efficient ar it,
there’s no problem reaching
them or going from left to right,
or up and down.”

Lawns & Beyond has an an-
nual revenue of about $250,000
to $300,000 and employs eight
full-time seasonal workers. It
takes about 20 to 30 hours of
on-the-job use with the tractor
to become proficient using the
controls, he says.

At Seasons Change Services,
based in Comstock Park, Michi-
gan, President and Owner An-
drew Stachowiak runs pick-up
trucks with BOSS Snowplow
straight blades and V-plows.

The company offers property
maintenance including lawn care
and landscaping to commercial,
residential and small municipal
clients, in addition to snow and
ice removal.

“I can run mine now without
thinking. It’s kind of just an
extension of your hand,” he says
of his plow controls. “I've put
people that have never run one
(snow plow) in a pick-up truck
and they’ve caught on very well.”

FAVORITE CONTROLS. “The [hing
I do like abour the BOSS, there’s

no mode buttons where you
have to push another button to
do another type of movement,”
Stachowiak says. “The BOSS is
all self-contained and it’s really
simple.”

The controls will move the
blades up and down, and left
and right. The V-plow controller
can be used to run either blade,
if needed in an emergency situa-
tion, adding versatility.

“I can move either left or right
wing (on the V-plow) indepen-
dently,” he says.

Tremere’s Kioti has a hydro-
static transmission similar to an
automatic transmission in a car,
which also makes employee train-
ing simple.

“You don’t have to shift gears
quite so much,” he says. “I'm
basically, with my right foort,
pushing forward for forward,
and I push back on my heel to
go in reverse.”

The snow blower'’s hydraulic
controls help place snow in a
specific location, Tremere says.

“If there’s shrub beds and cars
around, you don’t have a lot of
room to maneuver, so you really
have to kind of dial it in and
pinpoint where you're throwing
the snow,” he says.

PRECISE APPLICATION. At Sea-
sons Change Services, SnowEx
spreaders are used to apply rock
salt to properties. The company
has two year-round employees
and has annual revenue of about
$150,000.

“There are fewer parts to it,”
Stachowiak says. “It has an auger
system versus the chain drive or
a bele drive.

“It’s nice to be able to control
the flow of your material as well
as the speed of your spinner so

© MARIANVEJCIK | THINKSTOCK
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you can either broadcast further
or less.”

The SnowEx also has a blast
control, which allows the user
to give a quick burst of salt ap-
plication.

“If you run into a parking lot
that maybe has just a small ice
patch in the center, you can just
do a quick shot,” Stachowiak says.

Controlling the flow amount
on the spreader, as well as the
spinner, is done from inside
the cab.

“With the Western (spreader
he had previously), the feed rate
was controlled by a gate, so
you had to exit the vehicle at
the time to control the feed,”
Stachowiak says.

“IVEPUT PEOPLE THAT HAVE NEVER RUN
ONE N A PICK-LP TRUCK AND THEY VE
CAUGHT ON VERY WELL”

ANOREW STACHOWIAK, PRESIDENT AND OWNER, SEASONS CHANGE SERVICES

Tremere’s tractor has more
compact cab than other Kioti
models. “The four-way flashers
are ina bad spot. My knee always
hits them and turns them off,”
he says.

“You wouldn’t want to be
much larger ro fitin a cab of that
size.” Defrost controls in the cab

In addition, the SnowEx
spreader has a digital readout,
which allows the user to set the
machine’s motor to run at zero
to 100 percent throwing power.

“The old system was pretty
much you just turned it up a lictle
bit or you turned it down. There
was no telling where you were
at,” Stachowiak says.

American Safety & Supply Inc.

Please call toll-free to order

800-472-3892
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would be nice, Tremere says.
PREFERENCES OVER CONTROLS.
For Stachowiak, having larger

“Having window defrosters
like you do in your car with the
in-cab controls is important. wires going through the back
“There are companies that  windows thatactually apply heat
offer different types of wireless  to the glass that defrost ice off
controls, but some of those the actual glass — that would be
controllers look pretty small —  fantastic,” he says. a1
easily losable within a cab,” he
says. “They’re almost the size of The author is a freelance writer

a key fob.” based in Ohio.
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HITTING THE

One New York contractor swears by blended ice melts. By Hilary Daninhirsch

ith the crisp, fall air

hanging overhead, the

snow and ice season is

right around the cor-
ners. Snow contractors must be-
gin thinking abour the products
they use to melt ice.

Traditional single compound
products such as sodium chlo-
ride (rock salt), magnesium
chloride or calcium chloride get
the job done. However, deicing
blends composed of a mixture
of compounds, have becoming
increasingly popular over the past
several years.

Bur are they worth their sale?

Several considerations to
weigh include whether and how
well the product performs in very
cold temperatures, whether it
will prevent refreezing and how
quickly it will work once applied.

In the snowy region of Buf-
falo, New York, Gary Benson
operates a snowplowing and

snow removal service during
winter months. Benson, general
manager of Dreamscapes Land-
scaping, is a proponent ofdcicing
blends and uses them for virtually
all of his company’s customers.

“Our customers have become
more aware of them and are
requesting and requiring them
in place of standard rock salt,”
he says.

One major reason is the cus-
tomers awareness of the immedi-
ate effectiveness of a blend.

Deicers can be endothermic
(absorbing heat) or exothermic
(releasing heat.) Generally, en-
dothermic takes longer ro work.

Rock salt is exothermic; once
it’s activated, it creates a brine
that reduces the freezing point
of liquid.

“The problem is that once it is
activated, there is nothing for the
liquid to convert to so that it does
not refreeze,” he says. Blends

melt immediately, and the brine
created helps prevent refreezing.
Benson says unlike pure rock
salt, blended products work
longer when they are activated
and come into contact with the
ground surfaces being treated.
At extremely cold tempera-
tures, rock salt does not have
enough water content to activate,
becoming ineffective below 20
degrees or so, he says. Plus, rock
salt needs to be reapplied regu-
larly to reap the same benefits.
Another bonus of using the
blended products is they are
gentler on the environment, in-
cluding surrounding shrubs and
grass as well as concrete surfaces.
“If you use (standard rock
salt) as your primary ice control
product over a long period of
time, it will start to destroy your
concrete and will change the pH
of the ground, which in effect has
an impact on the way grass will

grow. In most cases it will stunt

the grass growth and will dam-
age plant materials, especially
those that are not salt tolerant,”
Benson says.

Also, rock salt, if tracked into
a building, can scratch hardwood
and tile floors. Blended prod-
ucts are less likely to track into
buildings.

‘There are not many downsides
to using blends, but in general,
blended products do cost more
money than traditional products.

However, Benson says the

overall cost is well worth it, as
the product’s effectiveness out-
weighs the potential for reduced
slips and falls, thereby resulting
in fewer liability claims. It also
leads to increased customer
confidence.

Another potential challenge
is the availability of the product,
although he says this past year,
there wasn’t much of an issue.

In addition to the increased
popularity of blends among
private snow contractors, Benson
says many municipalities have
started to use deicing blends in
a liquid form.

For the few customers who
insist on single source ice mels,
primarily due to costs, Benson
asks them to sign an indemnifica-
tion waiver.

“The risk is too high to use
anything but blended,” he says.
And even if he didn’t live in
Buffalo’s notorious polar zone,
he would still use blends.

“If I were to pick up my busi-
ness and move it anywhere else
in country, I would absolutely
incorporate the blended product
into my sidewalk ice control,”
he says. L8t

The author is a freelance writer based in
Pennsylvania,

174

OCTORER 2016 | LAWNANDLANDSCAPE,COM

© ROBSONPHOTO2011 | DREAMSTIME



-

7 |/ \ N
@@mﬁ@m \fabric structures)

AVAVZ/ANX: ‘
1.866.643.1010 ClémSpan. coneZADSH \“\ ' A""AMV
WEIMANIE *

)l‘/,%}kl /

2L\

FACTURE WE NSRS e
U TEOMG o Al
§5 IEOGS OF KT~

a

* RS D/ e Ay
S ' X 2 | AR o AN ’
vy v A B LV i
. . e s % . o
g ) ) @ I e ot
A R, R L] E N e L I
X v AR Iy - A ) e oy
¥ B e 3 4 et A N
=4

¥

Fabric Structures | Hybrid Buildings Foundation Solutions B
Natural Light & Low Cost Per Sq Ft | Benefits of Metal & Fabric Buildings Build Anywhere & Quick Construction \




LEAD PLOW

awn & Landscape's sister publication, Snow magazine, presents its
Leadership Awards to individuals in the professional snow and ice
management industry who demonstrate outstanding leadership with-
in their companies, as well as in the industry and in the communities
they live and do business in. The nomination process began after the first of
the year through an open call for submissions. After collecting nominations,
a committee of industry insiders was convened to determine the recipients.

T AT
EXECUTIVESURNI]

THE ROAD HOME

Joe Kujawa may not have been raised in the snow
business, but he was born for it.

o say Joe Kujawa took a

road less traveled would

be an understatement,

but one that, in retrospect,
makes perfect sense.

Unlike his older brother and

partner Chris, who has worked

with Kujawa Enterprises business

176

full-time since 1982, Joe never
aspired to join the family busi-
ness. He dreamed of becoming
an architect, and took the first
step. by earning a 5-year profes-
sional architecture degree at
Cornell University, then joining
prominent national engineering

OCTOBER 2016 | LAWNANDLANDSCAPE.COM

and architectural firm HOK
after college. A few years later, he
added an MBA from Vanderbilt
University, and relocated to Chi-
cago, where he found himselfon
the road far too often to suit him,
his wife Patty and their three
young children.

After visiting the new KEI
headquarters in Milwaukee, Joe
asked Patty on the drive home
if he should consider asking his
father Ron for a job. Concluding
it might not be fair to Chris, he
shelved the idea. Then, while on
a consulting trip to Washington,
D.C., his cell phone rang and it
was Chris, asking if Joe would
consider coming home to work
with the company.

“Joe is very intelligent, and
looks at the business side,” Chris
says. - He works directly with the
operations people, and keeps an

eye on the nuts and bolts side of

the business."
KEI has evolved into what Joe
calls “a full service, four-season

service company  with four

major divisions: landscape man-
agement, SNOW management,
interior plants and holiday decor
and landscape construction.

People who know Kujawa
cite his dedication to facts and
data as the basis for business
decisions, rather than opinion
or speculation.

“Joe is not one for lase-minute
changes,” says Tom Jurasinski,
KEI's operations manager, who
has been with the company for
26 years.

Because of the importance
Joe and the rest of the Kujawa
family place on employee de-
velopment and well-being, Ku-
jawa has implemented what the
company calls Higher Ground
University for key employees, a
way to share thoughts and ideas
and spark creative thinking,

He has actually started a book
club on staff, with employees
assigned to various business or
management-themed books and
invited to share their thoughts
on them.

Creative and critical thinking
is encouraged at KEI. Freedom to
formulate their own solutions to
problems is part of the company's
culture.

“Joe is one heck of an awe-
some boss,” Jurasinski says. “You
always know where you stand,
and he’s very consistent. He truly
conducts himself by the Golden
Rule, and that makes him an
awesome guy to work for. And,
he believes in job fulfillment and
a life balance berween home life
and work. During snow season,
you might work 40-50 hour
weeks, but in slow season you
might work 35-40."

Jim Dunlap is 3 freélance Writer based in
California
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A GARDEN OF GROWT

David Lammers, president of Garden Grove Landscaping, has grown his
company and his life through the tenants of faith, integrity and dedication.

PATRICI MLLIAM

hat began as the
brainchild of a
15-year-old boy be-
came the first em-
ployee- and custom-
er-driven multimillion-dollar
snow and landscape company
to become an ISO-certified snow
contractor in Canada.

David Lammers, president
of Garden Grove Landscaping,
founded the business our of his
parents’ Burlington, Ontario,
home in 1990. For several years,
he maintained lawns under‘the
name Lammers Landscape; but
he changed it to reflect his \;isiori
for the business.

“I thought, ‘I can’t lec.this bc

about me. If this business is go-~
ing to be ab()ut me then i's go-A4 '

organization and I'm going to
have people surround it with a
culture,™ he says. “I knew that
back then already. I don’t know
how. It’s just intuition.”

Now the company serves as
a leader in the landscaping and
snow and ice markets in the
Toronto area and in the com-
mercial landscape construction
market throughout Ontario. The
company’s values, including to
“honor God” and “operate ethi-
cally and with integrity,” spell it
out clearly.

Through family and faich,
L‘ammcn grew up learning the
valuc of loye and nurturing.

Asiboth his: work and personal

?g ‘hetakes c;u@?of the people
comes, t.ntd"_co.n ct with.

Wi

il b La

while ' diff

leading by his own example.
Lammers recalls something his
father told him when he was in
his early 20s. “He says, ‘Listen,
if.y()u want to make a go at this,
I'll tell you right now, you're
going to have one big, big, big
problem,”” Lammers says. “I
says, ‘What's that?’

“He says, "You are going to
have endless problems with your
workforce.”

“I say, “Well, Dad, you know
what — if that’s going to be my
biggest problem — then I'm
going to make that my biggest
focus then,” he says. “‘1f
number one probhﬁ

1§ omg
1o be in‘my work&rca,

them to keep up with the com-
pany’s growth. He and his team
hire for positive attitude and
teach skill from there. If employ-
ees are struggling with an issue,
Lammers is willing to do what
he can — whether it’s finding
them a mentor or someone to aid
them in financial management
or something else — to achieve
the sense of family he strives for
in his company. “We're nothing
without our people,” he says.
“We're absolutely dead in the
water. We can’t do a thing if we
don’t have a solid team that’s
committed to the vision of who
we are.”

Not always focused on the
green industry, Lammers studied
classical piano at the prestigious
Toronto Royal Conservatory
of Music, learning about music
theory and composers while
writing pieces of his own. He
received his ARCT diploma
from the conservatory, which
required a two-hour memorized
performance of compositions by
the likes of Bach, Debussy, Liszt,
Mozart and Rachmaninoff.

At the young age he juggled the
responsibilities of lawn mainte-
nance with classical piano perfor-
mance and business studies. He
knew no one was going to do the
work for him. Twenty years later,
he’s placed trust in colleagues to
allow himself to continue looking
at the bigger picture.

“That’s the beauty of people
being aligned collcctivc&and as

_ongj and when. xauvc ? dnity
. ang\nsmn. you

B&l c1o ce?”
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SNOW AWARDS

BORN T0 LEAD

Starting a business in high school, Peter Smolka
was destined to be a leader for the industry.

JIM DUNLAP

ew people are destined
from adolescence to be-
come trailblazers in their
chosen field, but Peter
Smolka may come as close
as anyone. Smolka, the founder
and day-to-day leader of Chi-
cago area-based Everest Snow
Management, has run his own

business since his junior year of

high school.
After building his landscape

maintenance business, while
doing some snow and ice work
in the winters, he had something
of an epiphany and made what
turned out to be a life-changing
career decision.

“I realized that focusing on
one thing was the key,” he says.
“I sold the landscape division
and focused strictly on snow. I
realized that [ was more passion-
ate about snow. It’s easier for me
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to understand, and I enjoy figur-
ing out the challenges that each
different storm poses.”

While many may wonder
about the business model of a
company that essentially has no
income stream for six or more
months a year, Smolka and his
executive team make maximum
use of the off-season time. In
addition to making sales and
marketing for the upcoming sea-
son, company personnel spend
the warmer months reviewing
events from the previous winter
and analyzing both problems
and successes, along with rasks
like equipment maintenance,
inventory and professional de-
velopment.

TURBO

HYDRO SEZDING SYSTENS

1-800-822-3431

We have a core group in
the office of 15 people, and we
always look at what we do,” says
Chris Carter, Everest's vice presi-
dent. “We're not set in our ways,
and we constantly look at ways
we can improve and do things
differently. That keeps every-
body engaged, and everyone is
involved in company meetings.

“No two storms are exactly
alike, so how did we handle each,
and how can we do it differently
and better? It’s almost like we're
busier in the summer with all
that than we are in the season.”

One gets the feeling from
talking with Everest staff mem-
bers that their worth as both

employees and individuals is

TURF

Spray 100% wood mulches,
BFM's, Flexterra and any hard to
spray material with ease

Load full bales
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just as important to Smolka as
the company’s net worth. “I've
been here for four years, and |
couldn’t imagine working for a
greater boss,” says the company’s

client satisfaction manager,

Robin Strasser. “There’s a lot of

team building that goes on here,
and Peter goes above and beyond
to make sure that we're all happy
and productive.”

Smolka also does his part to
support the industry in which
he and Everest make their living.

Troy Clogg, owner of Troy
Clogg Landscape and Snow
Associates in the Detroit area,
applauds Smolka’s business
acumen and his dedication to

advancing the success of the

IR AA————————WWWWWWwWw

snow management industry.

“I have a lot of respect for
Peter,” Clogg says. “He’s a great
role model for the industry. He

strives for professionalism and

what's right for everybody in the
industry, not just for him.” One
critical endeavor cited by both
Clogg and Smolka is a legislative

initiative in the state of Illinois

LAWNANDLANDSCAPE.COM | OCTOBER 2016

which could have industry-
wide ramifications. It involves
a change in the legal language
dealing with the assessment of
liability in claims involving snow
and ice and lawsuits resulting
from those situations.

“Peter has been a great advo-
cate, and is making the industry
better for everyone,” Clogg says.
“He’s created a number of differ-
ent kinds of technology and ap-
plications to make the industry
better — he’s led the charge, and
some of what he’s shared with
the rest of us is proprietary stuff,
just to help improve the indus-
try’s level of professionalism.” 1at

Jim Dunlap is a freelance writer
based in California

Ice-free sidewalks and entryways
extend a thoughtful welcome to
tenants and visitors, and help
prevent costly slip-and-fall
litigation and other claims.

Calcium chioride deicing prducts from
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ice removal to Increase pedestrian safely.
which helps protect your business.

Learn more by visiting www,
IceFreeSidewalks.com
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Mike Callahan is owner of Callahan Lawn Care and Property Maintenance
in New York. He has been in the snow business for 20 years

He can be reached at mcallahan@giemedia.com.

POSITIVE PEER PRESSURE

to get lost in the minutia. The

very entrepreneur dreams
of striking it rich in a very
big way. I know I did when
I pursued running my own
lawn care and snow removal
business more than 20 years
ago. As entrepreneurs, we chase
a dream we are passionate about
and dump every ounce of our
being into making it a successful
reality. The truth is, it's much
more difficult than we imagine
it to be at the outset. It’s simple

most important lesson I have
learned in these 20 years in busi-
ness is this: Entrepreneurs can-
not go it alone and expect to be
wildly successful. It was through
co-creating and maintaining
a “mastermind group” thart I
learned this difficult lesson.
Four years ago, I needed help
learning how to equip my busi-
ness with office systems and
procedures that would allow me

4-CAST

Sidewalk & Parking Lot De-Icer

* More Effective at Low Temps

¢ Melts faster

+ Environmentally Sound
* Helps Prevent Black ice

* Works to -15°

to scale to $5 million in sales and
beyond. I attended a roundrtable
event whereall of the participants
were seeking to understand how
to capitalize on their strengths
and expose their weaknesses in
an attempt to overcome them
and grow.

It was ar this event that I was
lucky enough to meet two other
individuals who share my passion
for business and drive to suc-
ceed. It was not until about two

months after I returned home
that I realized the impact these
friendships would have on me
and my business. We became our
own mastermind group.

Our group meets twice a
month using screen share tech-
nology to discuss our businesses.
We support one another through
our willingness to both provide
and accept constructive criticism
and positive feedback regarding
business progress. We brainstorm
together and help one another set
realistic goals for the future.

Finally, we host on-site meet-
ings three times per year at our
respective businesses to uncover
issues and help with day-to-day
operations and planning. It
is through true commitment,
honesty and mutual respect that
we are able to help one another
improve the quality of our busi-
ness and our personal lives.

I began to rely on my mas-
termind group to help me make
the changes I wanted for my
business. This group of profes-
sionals acts as a peer advisory
group; we help each other set
realistic goals and practical
timelines and then hold each
other accountable for achiev-
ing them. The group members

© AOMIST | THINKSTOCK
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constantly remind one another
to remain flexible enough with
executables and timelines to al-
low for adapration to fluctuating
market conditions. The group
requires constant communica-
tion of changing expectations;
we discuss the changes and
document them to assist with
accountability measures. Finally,
we are constantly collaboratively
problem-solving and helping
each other think bigger.
Joining and sustaining a suc-
cessful mastermind group means
having the ability to trust the
members. Honesty is the first
step in building this trust. Each
member must be willing to be
honest when looking inward, as

AS ENTREPRENEURS, WE CHASE A DREAM WE ARE
PASSIONATE ABOUT AND DUMP EVERY OUNGE OF OUR
BEING INTO MAKING IT A SUCCESSFUL REALITY.

your business will be exposed for
what it really is. At the same time,
members must be honest when
sharing outward abourt the reality
of others businesses.

My mastermind group has
quickly learned the process of
peeling back the layers in every-
one’s operations - service offer-
ings, staffing, pricing and even
the owner’s ability to run their
own company - can be seriously
intense. We have helped group

YOU WILL
PLOW MORE
IN LESS TIME

LY PRI
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members make tough decisions
and drastic changes in their
operations which have often
become catalysts for growth.
Because trust is of utmost
importance, the group has fluc-
tuated in size over the years.
Although we have accepted
and dismissed members from
the group if there is a lack of
willingness to be honest and
truly commit to the process, the

core group has always remained

the same for the values we share.
Being a member of this group
is the best thing I have done in
all my years in business. I have
come to rely heavily on the com-
munication, supportand positive
peer pressure this group provides
me. The insights | have gained
from the diverse members have
single-handedly helped me grow
my operations and my capacity as
a business owner.

I now know there is nothing
better than having a support
group to help you deal with
the daily grind of being an en-
trepreneur. If you can handle a
little peer pressure, secking out a
mastermind group could be the
best investment you make. L&t
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Professionals weigh in on the current
and future state of green rooftops,
and how it can apply fo landscaping
and beyond. By Conner Howard

Ii. el T34
Jide

HE CONSTRUCTION OF NEW BUILDINGS
is a given — but their styles and forms are not. Design
sensibilities are constantly changing, and the green
industry is rapidly taking notice of one trend in
particular: green roofs.

Elevated gardening is not a new concept. People
g g

have been planting gardens on rooftops for decades,

but the practicality and appeal of green roofs, which function
similarly to a yard planted on the roof of a building, are catching
on with architects, landscapers, urban planners, homeowners
and more.

To plant a green roof or living roof, a waterproofing
membrane is built into the surface of a building’s roof (or
wall to create a living wall) and a growing medium is layered
over the membrane, in which ornamental grasses, turf and
other plants can be grown. This provides extra color, life

and vibrancy to new and existing structures, and can also

enhance the rain water drainage capabilities of the building,
Coinciding with the increasing popularity of urban
gardens, green roofing is gaining favor with planners and
landscapers alike. Ed Snodgrass, president and owner of
Green Roof Plants in Maryland, says the perception of
green roofs has certainly changed during the past 10 to

PHOTO COURTESY OF,

20 years.
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Green roofs, or living roofs, are gaining popularity as a method of beautification and storm water filtration on new and existing structures.

“It’s not been parabolic
growth, but if I look all the way
back to 1999 or something, there
would be no one on architecture
boards who would have a green
roof,” Snodgrass says. “Now, |
think, almost all flac-roof com-
mercial buildings probably start
with a green roof, and it has to be
taken out (of the plan) for finan-
cial reasons or structural loading,
They are part of the conversation
now, so that marketing hurdle
has been crossed.

“Roofers used to say, T've
spent my whole career trying to
move water off the roof and now
you're trying to hold it?” Now,
roofers are some of the biggest
advocates,” Snodgrass says.

However, the growth of green
roofs is determined in large
part by government action and
public policy, which varies drasti-
cally between counties, states and

countries.

“Gréen roofs,
no matter which
country they’re in,
are going to
go as far as
public policy
pushes them.”

Ed Snodgrass, owner,

Green Roof Plants

RULE OF LAW. Around the world,
national leaders are recognizing
the importance of green space
to the point that in some coun-
tries, green roofs are expected
for buildings of a certain size,
Snodgrass says.

“Green roofs, no matter which
country they’re in, are going to
go as far as public policy pushes
them,” he says. “If there’s a
robust public policy, like in
Germany (where various tax
credits heavily incentivize green
roof construction) ... we’re not
quite there in the U.S., and our
jurisdictions are not national.
Building codes are local in the
U.S., so each market might have
a different way to incentivize a
green roof or to require it.”

Some American markets and
regions are beginning to catch
on to the positive aspects of green
roofs, says green roof system
installer Kate Ancaya. Along
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with her husband, Emilio, Kate
is co-founder and operator of
Living Roofs in Asheville, North
Carolina, a company thar also
specializes in living walls.

“Cities like Washington D.C.,
Philadelphia, Pennsylvania, and
Portland, Oregon, are demon-
strating how green roof policy
influences the quantity and qual-
ity of green roofs,” she says. “Itis
our hope that other municipali-
ties will pay attention and adopt
their own green roof policies.”

The city of Philadelphia’s
water department encourages
green roof construction by offer-
ing a tax credit to businesses that
install green roofs and advises
homeowners that they can reduce
their storm water treatment bills
by doing the same.

This push for treatment
of storm water by running it
through soil is possibly the begin-
ning ofa greater trend toward bi-

PHOTOS COURTESY OF LIVING ROOFS INC
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GREEN RooOFs

ological filtration, Snodgrass says.
As with many new technologies,
green roofs are being incentivized
by governments for now, bur at
some point, businesses will start
to see the business sense on their
own, he says.

“It will be driven by govern-
ment in terms of investment
because businesses don’t invest
more than they have to, but even-
wually, the system gets cheaper,”
Snodgrass says. “It’s like the solar
panel thing 20 years ago. Now,
you see Apple and Google and
Oracle building their own power
plants for themselves. They don’t
need the incentive because they
say, ‘Oh, energy independence.
Yeah, we'll take that.” I think
the same thing will happen with
biological water filtration.”

THE RIGHT PLANTS FOR THE JOB.
Although impressions of green
roof technology are moving in
a positive direction, profession-
als involved in their design and
implementation warn against
jumpi o such projects un-
' caya green
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“It is important to understand

the conditions on a roof are very
different than the conditions

of an at-grade landscape.”

Kate Ancaya. co-founder, Living Roofs

roofs face a much different set of
challenges than a traditional lawn
or garden.

“It is important to under-
stand the conditions on a roof
are very different than the
conditions of an at-grade land-
scape,” she says. “Roofs are
typically harsh environments
with extreme wind, heat, expo-
sure and limited soil depths.”

Additionally, too many green
roof installers fail to take the time
to consider which plants fic the
environment of the roof they're
working on, Snodgrass says.
Coming from a growing back-
ground before getting involved in
green roof consulting, he knows
to think about what will survive
on the roof, thrive in the region’s
climateand provide lasting value.

¥ COPE TN ]
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by some manufacturers to use
the same plants everywhere in
the U.S. So, it’s a funny thing
coming from a horticulture and
plant background ... and all the
CONLIactors ... just want to say,
‘Here’s what worked in New
York, and we're doing a project
in Phoenix, so why don’t we just
do the same thing there?’

“There’s that hurdle to cross
yet, where the systems (should
be) really optimized horticultur-
ally for that locale,” Snodgrass
says. “That's what we've been
focused on. I think plant people
want the right plant in the right
place, generally.”

Another consideration that
plant people can bring to the
green roof process is the question
of what a business or homeowner
wants to accomplish with their

green roof. Goals can range
from storm water treatment and
mitigation to pollinator-friendly
gardens to pure ornamental
landscapes.

“We have found that some
homeowners are most excited
abour environmental benefits
while others are pleased with the
economic benefits,” Ancaya says.
“For a homeowner looking out
onto their green roof, they have
the added appeal of the aesthetic
quality of a green roof.”

Whatever a client wants to
do with their green roof, Snod-
grass says it all comes down to
knowing what different plants
are capable of and how they

can be used.

GETTING INPUT Landscap-
ing experts are seeing an
opportunity to apply
their skills in the
green roof mar-
ket, but they

g £
o Experts say green roof, |
. "installers should heavily ™
g consider the local '~
“environmenf when deciding
on which plants to use.
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GREEN Roors

Some cities in the U.S. offer tax incentives to businesses that incorporate green roofs into their construction plans.

don’t have to do it alone.

Snodgrass says that with more
homeowners adding onto their
homes and asking their archi-
tects to incorporate green roofs
into the design/build process,
there’s an indication that the
trend could start to be applied
in smaller-scale projects around
the home.

Customers building a green
roof on their house will most
likely go to a contractor for the
plants they'll need, but a local

retailer could help a contractor
and a customer plan out a living
wall for the side of a house, for
example.

“I think you're looking at the
retail level — it’s something where
you could use green roof rech-
nology but on a homeowner's
scale,” Snodgrass says.

“Whether that would be bird-
houses, doghouses, dish gardens
or xeriscaping. It’s saying, “Well,
if I'm going to put something on
the roof and it’s going to grow in

1-877-737-2787

www.JacksSmallEngines.com
www.MowersAtJacks.com
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Husqvarna Chainsaws
From $159

4 inches of non-irrigated media,
also T have this hillside in my
you can use that

property’ ...
same technology to solve other
residential problems.”
Contracrors can also look to
their suppliers as possible cus-
tomers because green roofs can
be an asset for a garden center.
When rerailers improve or
update their facilities, it's worth it

for them to consider a green roof

or living wall for their building.
8
Such a move toward extra

G .\

COMMERCIAL &
BUSINESS

Billy Goat Blowers
From $729

greenery can brand the busi-
ness and signal to the world:
This company is in the business
of plants.

“It becomes another billboard
for them,” Snodgrass says. “If
you're driving down the highway
and you see a roof — especially if
it has a littde pitch to it — full of
plants, your eye is going to go to
that. ‘Oh, that’s a garden center!’
And you may not have even seen
the sign that says ‘garden center.”™

Time will rell where the green
roof trend will lead, but as with
any investment, green roofing
will not be a simple matter
of spending or even market
research.

An investment of personnel
and knowledge is also critical
for retailers interested in living
roofs and walls.

“It’s not just the plant any
more,” Snodgrass says. “It’s not
for the garden center that just
wants to plop down some plants
and think it’s going to happen.

“You're going to have to
invest the intellectual capiral
in these lines if you want to get
into it.” L8t
The author is an associate editor

of Garden Center magazine, a sister
publication of Lawn & Landscape
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TEcHNOLOGY

fast

GPS systems help contractors save time and money, and recover their vehicles.
By Catherine Meany

ate one night in Sarasota, Florida,
burglars drove a truck and trailer filled
with over $80,000 worth of landscaping
equipment right off of ArtisTree Land-
scaping Maintenance & Design’s lot and into Miami.

In a village just outside Chicago, $120,000 worth
of landscaping equipment was stolen from Straight-
line Landscaping and Lawn Maintenance and driven
about 25 miles south to Richton Park.

What each incidentalso had in common was a hap-
py endmg thanks to the GPS systems installed in each
companies’ fleets. In both cases, the tracking devices
were able to quickly and accurately locate the stolen
trucks and assist police in arresting those resy

“We were targeted, hit, ar
erything a couple hours after it

Stewart Parazaider, manager at Straightline. “I
can only imagine coming into work and losing
$120,000 of equipment and not being able to
service our clients. It's a horrible feeling to have
to get that call. These trailers and this equipment
is our livelihood.”

Fleetmatics, the GPS system installed in Straight-
line Landscaping’s fleet, pinpointed the location of
the truck right away. But the trailer filled with equip-
ment wasn't there. Parazaider credits Fleetmatics” in-
depth reports that tracked the truck’s route as a critical
component in finding the rest of the stolen property.

“You could see that the truck stopped in another
own for 45 minutes prior,” he says. “They sent a
cam of police to that location, and there was

with everything in ir.”

AWNANDLANDSCAPE, G(
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TEcHNOLOGY

At ArtisTree Landscaping Maintenance & Design, iQ4Mobility is installed in every vehicle to monitor for costly habits.

MEASUREABLES. The level of
detail measured by GPS systems
continues to improve, measuring
everything from driver behavior to
vehicle diagnostics. It has become
an invaluable tool for contractors
to more efficiently manage their
companies, says Paul Hurlock,
fleet manager at ArtisTree.

“The theft was a weird kind
of case, but we see savings all the
time,” Hurlock says.

iQ4Mobility, the GPS system
installed in every vehicle at Art-
isTree, monitors for costly habits
such as excessive idling. The
system is programmed to make
an entry on a report whenever a
certain threshold of idling time
is met, Hurlock says.

“That was one of the reports
I created very early on,” he says.
“The guys weren't turning the
vehicles off all day, which cost
me a ton of money.”

Another way the GPS system
has reduced costs for ArtisTree is
by identifying places where crews
are spending too much time or
going off route on the clock. A
feature called geofencing allows
contractors to draw boundaries

ona map and be alerted when ve-
hicles travel outside of that area.

This tool allowed Hurlock to
notice his crews were spending
significantdy more time at gas sta-
tions in the morning than in the
afternoon. He adjusted the com-
pany policy so all crews gassed up
in the afternoons instead.

“If they gas up when they
are tired and they want to get
home, it takes them about 10 or
15 minutes,” Hurlock says. “But
if they gas up in the morning,
they all stop and go in and get
their coffees, which they should
have done before they punched
in. If you have a crew of six guys,
there goes halfan hour. Ac$12 an
hour, the savings soon add up.”

GPS systems are also able to
track which trucks are due for
maintenance as well as identify
driver behaviors that might be
costing more in gas or leading
to more repairs, Parazaider says.

“Beyond tracking where a ve-
hicle goes and when it turns on, I
can track anything from hard ac-
celeration to hard braking to hard
cornering; any possible liability
when a truck is on,” he says.

FOR YOUR RECORDS. With all
of this data collected and stored
by their GPS systems, landscap-
ing companies have a complete
record they can refer to when
dealing with complaints or even
warranties. Whether a customer
claims crews never showed up to
plow their driveway or a com-
pany truck sped pasta neighbor-
hood, contractors have proof one
way or the other, Hurlock says.
“This system allows me to look
at the history and say ‘on such and
such date, crews were there foran
hour and a half,”” he says. “It’s
been very helpful that way. People
believe when you say ‘let me send
you a copy of the report that says
when we were at your place,” or
‘how fast a truck was driving.”™
The data can provide both
concrete evidence against fraudu-
lent claims as well as confirma-
tion if an incident does happen.
And ifit does, the contractor can
tell the caller they know exactly
which truck and driver it was so
they can address the problem.
“You can never cover all the
bases, but it definitely minimizes
our liability,” Parazaider says.

HELP WANTED. As GPS systems
evolve, contractors should look
for companies with great cus-
tomer service and support to help
them take advantage of the latest
features, Hurlock says.

“I am still learning about the
system and what I can do with
it,” he says. “Learning the basics
was very simple, but I couldn’t
learn it all in one or two hour-
long training sessions. As 1 keep
expanding the usage of my sys-
tem, | just call our representative
and ask for her to come out and
help me set it up.”

After trying out two different
GPS systems and finding short-
comings with both of them, Hur-
lock has come to find the value
in having local support like what
is available with iQ4Mobility.

“IQ4 is in Sarasota and the
representative here is available
at 2 moment’s notice if [ need
anything,” Hurlock says. “Most
of the GPS technologies are
similar, but it's the local support
that I find is key. Maybe some
people are really savvy and can
do it online, but I like to have
somebody showing me how to
draw this geofence around a
community.”

Fleetmatics holds conference
calls and web-based tutorials to
train Straightline’s staff on new
features, and has been readily
available for troubleshooting.

“We need to be more efficient
in saving time and money,
which is the reason we looked
at Fleetmatics technology,”
Parazaider says.

“Our company is now better
managed and we can create more
efficient driving routes for our
employees.” L&t
The author is a freelance writer
based in Kentucky.

PHOTO COURTESY OFF ARTISTREE MAINTENANCE LANDSCAPING & DESIGN
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BACK OFFICE BLUES

There are a few simple steps you can take to organize your administrative world.
By Leslie Allebach




EARS AGO, | REMEMBER HAVING A CONVERSATION wich my

accountant about how many of her clients would

hand her shoe boxes full of receipts at the end of

the year and expect her to sort through them in

order to prepare their taxes. She expressed frus-

tration over this, and rightly so. In order to run

a successful business, we cannot be throwing all

of our receipts in a box. Instead, we need to be organized,

although I admir that this can be a big challenge.

Many times we are so
busy returning phone
calls, meeting with cus-
tomers and doing actual
landscaping work, our
office takes last place.
However, having an
organized office saves
money by keeping us
efficient, diminishes the
frustration that naturally comes with
disorganization and gives us access
to real-time information about our
profits and expenses.

You may be thinking that you agree
with me. You know that you should
organize your office, but you just
don’t know where to begin. Hope-
fully, after reading this article, you will
have some ideas to put into practice.

USE TECHNOLOGY. There are a few
key things that need to be in place
before you get started. First, I would

Leslie ALLEBACH

recommend you find
a good software pro-
gram. You will find this
is worth every penny of
your investment, no mat-
ter if you gross $40,000
or $4 million per year.
[n our company we use
QuickBooks as our main
accounting software and
then two additional landscape-specif-
ic programs that link to QuickBooks
and help us with routing, designing
and billing.

There are a lot of programs out
there so be sure to take your time
and pick the one that is right for your
company. If you choose not to use a
computer for your bookwork, then it
is critical you head to your local office
supply store and invest in what you
need for keeping accurate records.

MAKE THE TIME. The second key thing

A DMINISTRATIVE

every business owner needs to give in
order to have an organized office is
time. Whether it is your own personal
time or the time of a trusted employee,
someone needs to be designated to do
this job on a consistent basis. It isn’t
something that can be done once a
month or every other week. Daily is
best and weekly is doable.

Once you have figured out what
method you are going to use to keep
your books and who is going to invest
their time to organize the office and
then maintain that organization, it is
time to take a realistic look at your
office and get started. If you have piles
and piles of receipts and bills laying
around, it is time to buy a good file
cabinet, hanging files and file folders.

PAY THE BILLS. Let’s start with ac-
counts payables. Enter each bill into
your accounting software and then file
itin a folder labeled ‘unpaid bills." Pay
bills on a biweekly basis and then file
any hard copies in alphabetical folders
designated for this use.

Use all 30 days to pay your bills if
you so choose, but do not go over the
30 days or you will end up paying a
finance charge. There are two options
to use when paying bills — computer-
printed (or hand-written) checks or
automatic payments via credit cards
or a deduction from your bank ac-
count. Never use a credit card for an
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ADMINISTRATIVE

Having an organized office saves The Greenskeeper money by diminishing the frustration that comes with
disorganization, and gives employees access to real-time information about profits and expenses.

automatic payment unless you
have the funds to pay it off each
month. Doing so sets you up to
operate in constant debr. If you
set up automatic payments for
utilities, cellphone and other
regular monthly bills, you will
avoid paying finance charges for
late payments. Of course, this
means you need to always have
enough in your checking account
to cover these bills.

If you just don’t have the
cash flow to pay bills in a timely
fashion, it is important to be in
communication with the vendor.
Offering to pay a small portion
of the bill or make monthly
payments will aid in keeping
your company in good standing
with vendors. In our early days,
we had some situations like this
and we found most vendors to
be very amenable to the idea of
accepting small installments as
we worked to pay an account in
full. Never ignore bills or pretend
they don’t exist.

One way to make sure you
never have to worry about not
paying your bills is to make sure

you invoice your jobs on time.
Cash flow is considerably en-
hanced when jobs are billed in a
timely manner. Using your soft-
ware (or a handwritten invoice, if
you prefer), give your best efforts
to invoice your customers within
aweek for one-time jobs (such as
landscape projects) or per month
for weekly jobs (such as mowing).

Never demand payment im-
mediately when a job is com-
pleted as this indicates you're a
poor money manager and are
struggling financially.

HC['C in our CO"]Pany we are
set up on 30 days, but anywhere
between 15 and 30 days is best
for all involved. It doesn’tappear
too demanding but it keeps the
cash Aow coming in.

COLLECT YOUR MONEY. Once you
have billed your customers, email
or send the invoice and then file
any hard copies alphabetically.
Be sure to look at your accounts
receivable report once a month to
make sure customers are paying
you in a timely fashion.

If you have a non-paying

customer, first, it is important
you contact them and make sure
there are no problems. If they’re
upset about something that’s
your responsibility like a dying
plant or a broken window, see
that it’s fixed before demanding
your money. Once you're as-
sured there aren’t any problems,
contact them once a week unil
payment is made in full. Always
be courteous and gentle.

If you are still having trouble
receiving payment, you have a
few options. In our company,
we generally choose to write off
anything less than $1,000. If it
is over that, we head to small
claims court. If you choose to go
this direction, it is imperative you
have a signed contract stating all
the details of the work.

You can also use a collection
agency if you would prefer to
hand over the hassle to someone
else. Thankfully, most customers
have integrity and are willing to
work things out so court or a col-
lection agency is rarely necessary.

Once you've been in business
for a while, you may need to hire

a few employees. This is one area
where you want to make sure you
do things properly. When we
hired our first employee more
than 30 years ago, we had no
idea what we were doing and
made a mess. It took us a long
time to find a contact at the [RS
who would help us sort through
all of the mistakes we made. This
taught us an important lesson to
pass along to others just begin-
ning their own companies: Know
what you are doing before you
hire an employee.

Ifyou've already hired one and
find yourself in the same fix we
did, I suggest you keep calling
the IRS until you find someone
willing to work with you in a
kind and courteous manner. It
took many phone calls, but once
I found someone who took some
interest in my case, she became
a lifesaver.

If you have software such as
QuickBooks, it will calculate
payroll taxes for you. If you do
not, you will need to do this on
your own. Whichever way you
choose, make sure paying your
payroll taxes is a priority. Start
a savings account just for this, if
you need to, so that you have the
money available when you need
itand aren’t tempted to putit off.

If you decide you don’t want
to hassle with calculating payroll,
you can contract with a payroll
company to do it for you. This
is the safest way to keep from
making costly errors, but it can
be expensive.

If you start putting some of
these ideas in place today, you
will be well on your way to hav-
ing your own organized office.
The author is vice president of The

Greenskeeper, a landscape firm based
in Palmyra, Pennsylvania.

PHOTO COURTESY OF THE GREENSKEEPER
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CRri1s1S MANAGEME

Stay

Cou

"

When a crisis hits, it helps to keep the simple steps
in mind when weathering the storm. By Joy Diaz

crisis plan cannot
possibly cover
every situation,
but at its foun-
dation you will
know how to respond. Think-
ing ahead now to when you are
served papers, sued or when scan-
dal hits will help you be prepared.
Here are some steps to help you
formulate the crisis plan.

198

GO ON THE OFFENSE. You will
need to communicate, but not
too much. There is a fine line on
answering questions, confirming
information and responding,
Remember, silence deems ap-
proval. Be prepared to address
rumors in an honest, positive
and frank manner. It’s up to you
to sift out what's true and what's
not. It’s up to you to know what

OCTOBER 2016 | LAWNANDLANDSCAPE.COM

you want others to know and
it’s your job to make sure the
point is shouted loud, clear and
consistently above all other voices
out there.

In this day of quick social me-
dia posts, you need to be ahead to
decide where and when it's going
to crash. Don't be afraid to use
social media to skillfully ger the
message out that you need. When

"y o B

KEEP IT POSITIVE. You need to
make your message honest and
truthful while maintaining the
positive belief that you'll come
out the backside as a better,
stronger person. Responding in
a positive manner is an integral
part to a successful resolution.

Don’t forget your team is
watching you, they're taking
their cue on how to respond
from your example. Even when
you deliver hard or difficult
news, speak clearly and slowly,
make sure you make eye contact,
use hand gestures that convey
warmth and openness.

b



“ment, be prcpamd to accept full
responsibility, apologize or ask
forgiveness and then show the
steps you're taking to rectify the
situation.

We're wired to be gracious

when human error occurs and
it helps when the person admits
with humility and honesty when
they've made a mistake.

ASK FOR HELP. Finding a trusted
source can be a tiring process
so make sure you have already
started the process of verting
that person.

You need to start with defining
your ethical, moral, character and
value standards and how your
trusted source needs to share your

views in different areas.

It is wise to ask around, check
social media; seek references and

then always interview on marters
; ﬁmmuwillneedkeyadviceon

used and thcu' rcsults This is

‘where organizations like the

National Association of Land-
scape Professionals deliver such
a valuable resource in providing
opportunities for green industry
professionals to network and
connectand find trusted sources.

Don't be too proud to accept
help or ask for help.

USE THAT HELP. You have to
know who your support system
is. This is when the trusted
business relationships you have
builtand managed over the years
come into play.

Ifyou have already established a
clear and honest communication
path with your contacts, then
letting them know that what you
need and how they can support
you through the crisis should be
well received.

Using a trusted source as a
sounding board is wise and may

be a lifesaving experience to offset

paid professtonal
‘counselors, not just

the high’ emotional
pnbt crises bring.
Trusted sources can-
include clergy and

those within our

green industry.

your office to sivand
- breathe deeply for a
few minutes can_be
rejuvenating. Your
music choice can also
play a large part in
your brain response,
so choose wisely.

Finally, 1 would
advise you to trust
your gur feeling. It’s there for

4 reason.

TAKE CARE OF YOURSELF. You
need sleep, rest, exercise and
quier time to get you through
high stress situations and you
have to make this a key priority.

You won’t be able to think or
respond clearly and efficiently
if your brain is fighting to stay
awake or your body is lethargic
due to overloading with bad eat-
ing choices.

Your brain needs mental
breaks — free from thinking about
“it” and whether you can focus
on other things during exercise
or quiet time, you will be able to
focus better on problem solving
if you have given your brain a
reprise from the stress.

Taking a walk, stretching your
body or turning off the light in
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JOURNAL WHAT YOU
LEARNED. Write down the things
that worked and the things that
failed so when the next crisis hits,
you will be better prepared to
fight the experience. I find that
writing, on paper is therapeutic,
but there are some days when
pounding out the words on my
keyboard is satisfying also.

I have a set quiet time for
journaling to allow my mind to
reflect, and then record those
thoughts, so when the crisis hits
you can review the emotions,
actions and responses you had.

This will give you strength and
hope as you power through and
remind yourselfyou have already
made it through a dark time and,
when the next crisis hits, you will
be prepared. et
The author is CMO and executive vice

president of Land Care, a landscaping
company in North Las Vegas, Nevada

199



INSURANCE

Customize your coverage

Get a better grasp on your insurance options to create a package
that's right for your company. By Misty Johns

nsurance. It's a word

that makes me uncom-

fortable only because I

personally do not enjoy

paying for the “what if”
to happen.

I am somewhat of a controller
and | felt like Coastal Green-
ery was being held hostage by
insurance companies. All of
this thinking had to be altered
because doing business as a land-

scape company means that our
company has to be protected. |
had to leave my personal issues
with insurance behind and make
certain that Coastal Greenery
was insured and prepared for the
day when we would have a claim.

So instead of fighting insur-
ance, I learned all that I could
and in doing this I found we
were not captives to insurance;
we did have choices and options.

Coastal Greenery has had some
hard lessons learned when it
comes to insurance but we were
able to take away a few useful
tools to help us navigate the
insurance world.

CHOOSE A SMART BROKER. An
insurance broker represents your
company in purchasing and ne-
gotiating with insurance carriers.

Find a broker who knows the

landscape business and the situ-
ations that you are up against
daily. Let’s face the facts. We
know landscapes, not insurance
so choosing a broker is not an
area where you want to tread

lightly.

KNOW YOUR POLICIES. Your
broker should go over every
policy and what they mean in
layman’s terms with you. This is
not a time for you to be quiet.
Ask questions.

Our general liability policy
had coverage that I finally ques-




Only K-Rain offers these smart advances in irrigation control

B he
Cutting Edge Contractor

You've been waiting for this — we know. Now it's here...finally, a robust,
reliable, feature-packed conventional controller with WiFi capabilities!

Pro EX 2.0 WiFi Enabled Controller offers proven power and functionality

of the popular and rugged Pro EX 2.0 with the convenience of world-wide

control through your smartphone, tablet or web browser! Easily and securely
sync with homeowners' WiFi, manage multiple accounts and increase your
productivity tenfold! You will appreciate the easy programming and installation too!

K-Rain’s family of smart controllers is growing!

Our Bluetooth controllers will change the way you manage your client’s
irrigation systems with simple programming from your smart phone or tablet.
Efficiently change watering days, watering duration, test valves, add additional
controllers and more! These controllers work seamlessly via K-Rain's free app
on your smartphone or tablet. No need to wait for your client to be around,

you can make necessary changes and test systems from the palm of your hand.

Choose from 3 controllers:

» BL-KR Battery Powered Bluetooth Smart Controller
100% waterproof for use inside the valve box

» BL-24 Bluetooth Smart Indoor Controller
manages up to 12 zones without direct contact with the controller

» TC-KR Bluetooth Tap Timer
perfect for irrigating/misting small lawn or garden areas, terraces and potted plants

K5 Wi

INTELLIGENCE. TECHNOLOGY. INNOVATION.

RA|N 1640 Australian Avenue | Riviera Beach, FL 33404 USA | 561.844.1002 | FAX: 561.842.9493 | 1.800.735.7246 | www.krain.com
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INSURANCE

tioned after a year or two and found out
that “terrorism” coverage didn’t have to be
included in our policy, thus saving us few

dollars.

UNDERSTAND THE TYPES OF COVERAGE.
General liability is insurance coverage to
protect a company from a variety of losses

that can arise while you are in business. Areas

Expertise. Reliability.
Professionalism.

Certified

Your customers know that

in the industry

You have the most

possible

Business know-how from the

You have a

not found anywhere else

Visit the

and earn your certification today!

-
Accredited Snov
Contractors Association

ASCA

www.ascaonline.org

thatare covered within the GL policy should
be designed to fit your company’s needs, so
to speak and can include:

* Protection of property: The ways in
which property can be damaged are endless so
it is much easier for you to know what is not
covered by your policy than what is covered.

* Coinsurance: A clause in a policy which
you must know and understand. Coinsur-
ance has a few meanings in the insurance
world so make sure you know how it relates
to your policy. This is one of those areas
where not understanding could leave you
penalized in the event of a loss.

* Commercial liability: Covers damage
to third parties that the company becomes
legally obligated to pay. Years ago our com-
pany found this coverage to be well worth the
money. An employee didn’t dilute a chemical
he applied to turfon a property and, needless
to say, our commercial GL coverage paid
for the labor and materials to re-sod this
property. A business owner not carrying this
coverage could result in business suicide.

* Business automobile: This coverage is
the same as personal auto insurance and can
include liability, comprehensive and colli-
sion. Save some money by taking a look at
the trucks within your fleet and determine if
the older trucks need full coverage. If totaled,
would you receive enough money from the
policy to replace the vehicle or is the cost pf
insurance more than the value of the vehicle?

* Inland marine: This coverage involves
the tools and equipmenta company owns and
uses to do business. You will need to have the
insurance company define for you what they

consider a “tool” and a piece of “equipment.”

Workers’ compensation is insurance
provided to employees who sustain a work-
related injury. State law requires most em-
ployees to carry this coverage. This coverage
is another policy that if your business doesn’t
have it, you could be committing business

suicide.

Umbrella policies are policies that are car-
ried on top of your general liability coverage

to increase limits. Umbrella policies are

202 OCTOBER 2016 | LAWNANDLANDSCAPE.COM
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Discover a
Better Way to Run

really a determina-
tion of the business
owner and need to
be carefully thought
out. A great reason
to carry an umbrella
policy would be for
a business owner to
obtain extra personal
insurance to cover
their personal assets from being
targeted from a claim that is at-

tached rto their business.

ADDITIONAL INSURANCE TOOLS

* Have one individual in the
company “own’ the insurance
process and be the “go to” per-
son for insurance.

* Keep an inventory of all
equipment and include serial
numbers, VINs, dates of pur-
chase, purchase price, etc. The
more key information you have,
the better your chances of recoup-
ing your loss on equipment.

* Small tools can be inventoried
by crew with little information
other than type and brand needed.

* Keep records of all employees
who drive company vehicles. Run
a motor vehicle report on driving
employees upon hire. Make cer-
tain that you have the employee
sign an MVR agreement giving
you permission to run the report
and make a clear copy of the
driver’s license.

¢ Have a vendor/contractor
agreement signed by all subcon-
tractors that you hire and keep
it on file before they step foot on
your job site. With this agree-
ment, they agree to carry insur-
ance coverage and will provide
you with updated insurance cer-
tificates. These agreements release
your business from any and all
liability if they or their employees
are injured on the job.

Misty JOHNS

* Keep in mind
that any contractor
on your job site is
considered your em-
ployee by WC and
you will be charged
for their work during
your yearly WC audit
unless the contractor
carries WC insurance.

* Make safety training a priority
and hold weekly, if not daily, safety
meetings. Enforce safety on all job
sites and at your facility. Hold all
employees accountable for safety
violations and reward employees
who display safety on the job.

* Maintain a drug-free work-
place. Test for drugs upon hire,
periodically, after accidents and
when speculation arises. Main-
taining a drug-free workplace
will lower your WC insurance in
some states.

* Each year your company is
given an MOD score that reflects
the accidents that have occurred
in the past year. This “company
report card” can affect your WC
rates for three years as each in-
cident stays on your MOD for
three years.

Since 1994, my view on insur-
ance has changed. Although I do
not like paying the high premiums
every month, nor do | enjoy being
audited every year to basically pay
additional premiums, I do feel
confident that if and when an
accident occurs, we are covered.

[tis a must for a business owner
1o protect their company and em-
ployees with the proper insurance
coverage. Let’s face it: there are a
few certainties in the landscape
world, namely weeds, taxes and
insurance. L&t

The author is director of administration
at Coastal Greenery in Brunswick, Georgia
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Your Business

Consolidate all your landscape
management software and systems
into one easy-to-use solution.

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

Were You Featured
In This Issue?

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

Give yourself a competitive
advantage with reprints. Contact us
for more information regarding
reprints and additional applications
designed to meet your challenging
market needs.
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Use Reprints As:

+» Sales Aids
* Recruitment Tools
+ Managed ePrints

+ Educational Programs
+ Employee Training
+ Sales Presentations

« Trade Show Handouts + Conference Maternials
+ Media Kit Supplements + Direct Mail Campaigns

Call Bonnie Velikonya @
800-456-0707
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CLASSIFIEDS

SELL ' )11 1 LANDScAPES & Jois N T

i & P $$ Attention Landscapers $$
o Wi s o P gr Add a Lawn and Ornamental Spray service

or Bug route to your existing customers!
Go to Pestcontrollicense.com
Give us a call 352-443-1193

SELLING YOUR BUSINESS?

FREE NO BROKER
APPRAISAL FEES
Professional Business Consultants
S - A \q,uslness
o Profit Centers $° 2
*Two Revenue Streams ¥ \ %
\f ’ Jy : W AN JrgY “ “ U A\l = E A Q :
NO PAYMENTS, NO INTEREST . T Customer Bases & =
FOR DAYS - NO Payments/Interest _— m”' ‘( i ']" e 11 h
* / 1 'Y “; .~ ) £ i A‘ S o0 rofessiona usiness Lonsultants can o )I.llll Pllfk asc
\\/e You r lnstalls A Sl“l[)lt. K ASY Add ,(.)“ Service offers from qualified buyers withour disclosing your
o ; B"."' Manufacturer Direct identity. Consultants’ fees are paid by the buyer.
www.allprogreens.com/training 1-800-334-9005 CALL:

708-744-6715

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

SELL '/ ()21 LANDSCAPES & JOBS

AEy ACQUISH ION
W EXPERTS '«

EAST COAST OF FLORIDA
LAWN AND LANDSCAPE

Gross Sales $1.3M, 80% Commercial
Great Reputation, SBA Financing

Contact: John Brogan
P ‘- Cotiters for a confidential conversation.
il R ovcris R Office: 772-220-4455 - Cell: 772-284-4127
NO PAYMENTS, NO INTEREST , | Custonior Dasia. E-mail: john@acquisitionexperts.net
FOR DAYS ; \()‘ p “ ” < At ¢ Visit our website at www.acquisitionexperts.net
2 AYS » -1 ayments/Interes
A Simnla BasvAdd On Service WE SELL BUSINESSES IN FLORIDA
We \% Installs A Simple, Easy Add-On Service
€ our ins ; .5 * Buy Manufacturer Direct
www.allprogreens.com/training 1-800-334-9005 WELL-ESTABLISHED
LANDSCAPING AND
FINE GARDENING
MAXIMIZE YOUR ESTIMATING Business for sale in Colorado
ADVERTISING DOLLARS Simplify Your Entire Bidding Process Turnkey operation
We offer the industry's lowest costs for Easy New Software from Jim Huston Annual gross sales - $1M
you to be seen in both Lawn & Landscape Proven with hundreds of contractors Management/staff in place
magazine and on Lawnandlandscape.com. Fully Integrates Estimating, Job Costing & More Includes vehicles and equipment $1.2M
800/456.0707 291 of belkonyabgienet Learn more at wiwjrhuston.biz Contact anne@cri2consulting.com
y i Free on-line demo e-mail: jhuston@jrhuston.biz
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Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 x291 or bvelikonya@agie.net.

BOOKS FOR SALE HELP WANTED

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

Email Jim for more info at jhuston@jrhuston.biz

BUSINESS SERVICES

Need to calculate the value
for a Green Industry Company?
From the Green Industry’s Leading
Management Consultant!

Obtain a written evaluation for your
business or a business that you're
thinking about buying.

Cost to you $3,500.00

Email Jim Huston for details at:
jhuston@jrhuston.biz

Or call: 1-800-451-5588

FOR SALE

SNOW & ICE CONTROL
ANTI-ICING
PRE-WETTING

CHLORIDE SAND

Bay Dust Control Division of

LIQUID CALCIUM
CHLORIDE SALES, INC.

LIQUIDOW™ DOWFLAKE™
PELADOW'"

2715 South Huron Road
Kawkawlin, M1 48631

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

GOT PLOW
PARTS?

WWW.GOTPLOWPARTS.COM

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

AR A=W

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

HELP WANTED

GreenSearch

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

irrigation, and the overall green industry

throughout North America.

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

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

Landscape Sales
Estimator / Designer

We are seeking a talented individual that
has the desire and drive to help grow a
thriving landscaping company. Candidate
will spend majority of time finding new
clients to sell lawn care and landscape
contracts to. Other responsibilities would
include, but are not limited to, building
relationships with property managers
and monitoring and controlling costs and
increase profitability.

Qualified candidate would have proven
track record of sales and experience
in measuring, bidding and estimating
landscape and lawn care properties
including shopping centers, parks,
schools and homeowners associations.
Candidates must also be self-motivated,
persistent and professional, have excellent
organizational skills, be personable, have
good communications skills and capable
of building strong relationships. Design
experience a plus.

Position entails both office and field work.
Must have confidence selling to customers
face to face, and be able to close the deal.

For immediate consideration please
send resume and salary requirements
to jamie@lehighlandscaping.com
or fax to (845) 463- 6918.

IRRIGATION TECHNICIAN

Large Landscape company is seeking
experienced Irrigation Technicians with a
driver’s license. Must have a minimum of

3-5 years of previous experience. Bilingual a
plus. Must have a valid driver’s license for a
minimum of 3 years but currently hold a valid
driver’s license and a clean driving record.
Qualified females are encouraged to apply.
($500.00 cash signing bonus)

INTERVIEWS: Wednesday's at 1 p.m.

other interview times available
RESUMES: email to: john@fslandscape.com
Call (925) 786-2780
5151 Pedley rd.
Riverside, Ca 92509
$14-518/HR
Full-Time
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CLASSIFIEDS

HELP WANTED HELP WANTED HELP WANTED

Florasearch, Inc.

In our third decade of performing
confidential key employee searches
for landscape and horticulture
employers worldwide. Retained.

Career candidate contact welcome,
confidential and always free.

Florasearch, Inc.
Phone: 407-320-8177
Email: search@florasearch.com
www.florasearch.com

ALL GREEN CORPORATION ...

... where our name is our guarantee!

ALL GREEN, a leader in residential and
commercial lawn care was founded 30
years ago in 1987 by the original founder
of TruGreen. We are looking for aggressive,
career-minded individuals who recognize
the importance of being “in the know”
and attaining “feelings of success” We
need individuals who are looking to grow
with our company and we will offer the
potential of becoming an owner partner
after vesting. We have locations in M, IN,
WI, OH, AL and LA with plans to open 18
additional locations over the next five
years. We need people who can recruit and
lead an experienced sales staff to reach the
dynamic growth that is planned for each
location. Qualified candidates will have
a proven track record of generating sales
within the lawn care industry. Experi-
ence in residential sales, marketing and
supervision is essential. College education
preferred but not a must.

We combine a competitive base salary
and the opportunity to be part of a rapidly
growing lawn care company. Top manage-

ment plan is to build a national employee
owned perpetuating legacy business.

Send resumes to: angola@allgreen.net

Snow and Ice
Management Company
We are looking for Subcontractors in
DE, FL, GA, IN, KY, MD, NC, NJ,
NY, OH, PA, SC, TN, VA, WV
to provide SNOW removal,
landscaping, parking lot
sweeping. Please go to our website
www.snowandicemgmt.com
and fill out our form
“Join our Team”

206 OCTOBER 2016 | LAWNANDLANDSCAPE.COM

ESTIMATOR

Eatontown, NJ. Landscaping Company
Benefits Offered: Medical
Employment Type: Full-Time

Landscape design/build construction
company looking for landscape, hardscape
estimator, a minimum of 3 years experience.
Reliable, thorough, accurate, analytical,
organized, responsible individual for
quantity measuring and compilation of
residential and commercial plans, Disciplines
include but not limited to landscape, soils,
hardscape, irrigation, drainage, masonry and
site furnishings. Ability to interpret written
and schematic details into proposal form
within company guidelines. Interact with
vendors, field personnel and contractors.
Self starter able to multi-task numerous
projects and duties simultaneously. Other
duties as related: materials pricing, file
administration, submittals for approval, and
project labor and cost tracking.

Please email resume to:
mihnow15@gmail.com

NOW HIRING!!!
ACCOUNT MANAGER

Meet with clients and provide landscape
upgrades, and estimates.

Run small crew of three to complete work.
Knowledge of plants and sprinklers required.
10 years of experience, and need clean
driver's license.

Call John (925) 786-2780
or john@fslandscape.com
5151 Pedley Rd.

Riverside,CA 92509
Salary: $70,000/year
Full-time

HORTICULTURE

Eatontown, N.J. Landscaping Company
Benefits Offered: Medical
Employment Type: Full-Time

Upscale design/build firm seeks
knowledgeable horticulturalist to supervise,
maintain accounts for overall quality control

and also to provide all on-site urns
and pottery w/seasonal displays. Individual

must be passionate about customer

contact and customer satisfaction.,

Please email resume to:
mihnow15@gmail.com

OPERATIONS MANAGER -
LANDSCAPE MAINTENANCE

Eatontown, N.J. Landscaping Company
Benefits Offered: Medical
Employment Type: Full-Time

We are a leading provider of landscape
maintenance, design/build construction
firm. Seeking experienced individual to help
lead and grow our Landscape Maintenance
Division. Looking for unique individual
with proven leadership skills, strong
customer service relations and diversified
green industry background. Organized
and energetic, 5 years experience required.
Resumes only with salary requirements.

Please email resume to:
mihnow15@gmail.com

PEST CONTROL TECHNICIAN

Eatontown, N.J. Landscaping Company
Benefits Offered: Medical
Employment Type: Full-Time

Now hiring certified applicator to provide
horticultural enhancement services for
high-end design/build and landscape
maintenance company. Individual to
have in-depth knowledge of pesticide,
control measures, and control techniques
accompanied with horticultural expertise
to join our expanding team.

Please email resume to:
mihnow15@gmail.com

Irrigation Technician
Working Supervisor

Large landscape company is seeking
experienced Irrigation Technician working
supervisor with a driver’s license. Must have
5-10 years of previous commercial irrigation
experience. Bilingual a plus. Must have a
valid state driver's license for a minimum of
3 years but currently hold a valid CA driver's
license and a clean driving record. Qualified
females are encouraged to apply.
Contact John 925-786-2780
john@fslandscape.com
($750.00 cash signing bonus)
INTERVIEWS: Wednesday 1 p.m.
(other interview times available)

5151 Pedley Rd.

Riverside, CA 92509
$18-520/HR
Full-time

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

INSURANCE INSURANCE

\
Liability Insurance

For Your Work

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

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

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

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

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

Please contact The Keenan Agency, Inc.

if you are concerned that your current

coverage does not cover your work.

Premiums as low as $550/yr.

The Keenan Agency, Inc.
6805 Avery-Muirfield Dr., Suite 200
Dublin, Ohio 43016
614-764-7000
Rick Bersnak - Vice President
rbersnak@keenanins.com

Gen. Liab., W.C. and Comm. Auto,

Property Programs also available.

=i

ADVERTISE WITH
LAWN & LANDSCAPE TODAY!

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

helping cover your grass since 1985
WwWw.coveryouryrass.com
1.800.886.2398

INSURANCE PROGRAMS: ALL LAWN / LANDSCAPE BUSINESSES
Auto, Equipment, Liability, 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—ONLA-—~OLCA—CALCP

CALL 1-800-886-2398 TODAY FOR A QUOTE!
Daryl Erden, Green Industry Specialist

daryl.erden@bureninsurancegroup.com

LANDSCAPER ACCESSORIES LIGHTING

Hedge Trimmer Chapps, Mower Trash Bags,
Chemical Spray Vest and Chapps,
String Trimmer Chapps, Zero Turn Mower Covers,
String Trimmer Covers, Arm Guard Chapps
and Much Much Morell!

Over 200 Quality, Innovative Landscaper Accessories
WWW. WECHAPPS.COM . "
800-816-2427 L4

LANDSCAPE EQUIPMENT

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

We ship nationwide.

Web site: www.jasper-inc.com

PLANTS, SEEDS & TREES

NATIVE SEEDS

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

www.ernstseed.com - 800/873-3321

Factory-direct prices on
LED and incandescent bulbs,
light strings, mini-lights and more!*

For your free copy of our 28-page,
full-color catalog, call 800-733-9617
or email paul@creativedisplays.com

www.creativedisplays.com

LOOK FOR LAWN & LANDSCAPE ON

facebook.

facebook.com/lawnandlandscape
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CLASSIFIEDS

Bill [IMASTCR

Simple, Reliable, Affordable

Tired of Quickbooks ™
or your current software?

We can convert from any
system to BILLMASTER.

BILLMASTER is the best software in
the Landscape industry. CRM, Billing,
Scheduling, Renewals, Service Slips,
Chemical Tracking, Job Costing, Reports,
Email Billing, Integrated Credit Card
Processing.

No need to learn another software package,
BILLMASTER Is customized to fit your needs.
All at a price your business can afford

BILLMASTER - On the Go - Mobile App
Supports iPhone & Android
Record work, payments, create estimates
Create accounts, send statements

Call today to get started.
201-620-8566 | www.billmaster.info
Email: sales@billmaster.info

iss @ -

Our Business Management Software
is specially designed for the lawn care
and landscaping industry!

Features
that include:
« Billing

« Scheduling
+ Routing

« Estimating

» Much more!

With No Monthly Fees,
what are you waiting for?

IT’S TIME TO GET ORGANIZED!

VIEW CLASSIFIEDS ONLINE AT
LAWNANDLANDSCAPE.COM
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Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 x5291 or bvelikonya@gie.net.

SOFTWARE

Were You
Featured In
This Issue?

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

1 SOFTWARE
DOES IT ALL!

239904:0363

Servmg Landscapers and
Chem, pph ors 25 yrs!

“FREEYEAR

Give yourself a competitive
advantage with reprints.
Contact us for more
information regarding reprints
and additional applications
designed to meet your
challenging market needs.

Call 800-456-0707

DEC Online Filing

Network Ready
Secure Backup
www.rmponline.com/software.html
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| TIPSFROMTHETOP

BRIAN HORN

JODY O’DONNELL

// PRESIDENT, LMI LANDSCAPES

JODY O'DONNELL is better,” says O'Donnell,
trying to bring more g owner of LMl Landscapes
technology into his (‘a“.O“ton’ Texas in Texas. Lawn &

business in a number Landscape spoke with

of ways, one of which O'Donnell about how he

is through adding GPS 71 rolled out these changes.
systems on trucks and B 2015 REVENUE [

big equipment like
trenchers and skid-steers.
In the first six months, he
saw a return on his investment.

"Our number of vehicle incidents
decreased substantially, and | just think when
people know that somebody else is looking,
they have a tendency to behave a little

210 OCTOBER 2016 | LAWNANDLANDSCAPE.COM

L&L: Is there anything

Sponsored by

i it helps to be notified when it occurs. You
don't want to have to go back and pull it up
and then see it, and then try to address it
then. Some people, the terminology of the
vernacular | think in that industry, they set
up a geo zone, and if someone goes out of
that zone or info that zone, we get notified
instantaneously via email.

Also, via the routes and roads that these

folks travel on, it'll give us speeding notices
instantaneously. There's a series of alerts that
you can set up, and having that flexibility in
what things matter most, | mean idling time
is a big one, speeding is a big one, getting
away from where they're supposed to be
going or the route that they're supposed to
be on is another.

L&L: When you first started getting those
reports in, how did you address it without
making it seem like big brother is watching
them?

JO: | want them to know that Big Brother is
watching them. We may not be watching
them every second of every day, but they
know we have access to data that can show
us where they've been versus where they
were supposed to be.

Ironically, the very first day we

implemented it, and the guys have routes,
we had a guy - he took one of the company
vehicles and drove it home to go do
whatever, and was there for 45 minutes.
When confronted with it, initially it was denial
that he ever did it, and then, when they pull-

up the report there was some excuse, and

then it cost him his job.

L&L: Was he the only one that you found
out was doing that stuff?

JO: He was the one example and we

i haven't found or caught anybody else that's
you should pay attention
to when you're shopping
i or any features that you find specifically

: helpful?

JO: You want to be able to know when
people are going outside of their designated
i routes and be notified, and we found that

doing anything they weren't supposed to
be doing. It's been good. | think initially it

was somewhat of a sense of surprise that
somebody was actually looking, and then
once they realized that we were, it pretty
much fell in line and did what they were
supposed to do. et
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GRAVELY

WELCOME TO THE FAMILY

SEE THE NEW FACE OF GRAVELY

Visit Ariens and Gravely at GIE+EXPO,
booth #7120 inside and 6060D and 6262D outside.

GRAVELY.COM yBrand | fheiR Al Tube]




Fountains Specialty Lights Line Voltage

With ZD and ZDC technology and Luxor Accessories, the Luxor
ZDC controllers, zone and dim almost any brand of dimmable 12V or

110V fixture. And it powers any relay-driven elements such as

fountains and firepits- all wirelessly. Plus, with over 30,000 color

lighting possibilities, it’s the ultimate system for outdoor automation.
Visit Hunter and FX Luminaire at GIE+Expo/HNA Booth #25040

LANDSCAPE LIGHTING Learn more. Visit fxl.com

FXLuminaire



