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WHEN BEING BLOOD
ALMOST MADE THEM

THE PUGHS HAD TO CHANGE THE WAY
THEY OPERATED THEIR BUSINESS.
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Win this brand new

CAT 242D

Sign up and attend one of our Snow Workshops this summer and be automatically entered to

win a brand new Caterpillar 242D

No more snow binders.

We take training to a new le

el with over 150 training events for your team each year. Learn tc

leverage our software and become the company you always wanted to be.

Imn landscape estimating
& timesheet software

VISIT GOLMN.COM OR CALL 888-34



GOLMN.COM

Better your business.

NNYV/Vordshops +

NOW WITH

LMNPro

Light years ahead.

The Paperless Snow Co. Workshop

is presented in collaboration with Caterpillar® & SIMA®.

Managing a business that depends on sudden shifts in the weather can be tough. Luckily we're here to
take a little weight off your shoulders. Our Snow Workshops will prepare you for the upcoming season,
giving you the tools you need to get out ahead of the drifts for good.

Workshop Day 1 Workshop Day 2
» Build Your Snow Budget o Estimating Snow & Ice
o Establish Sales Goals » Paperless Snow Logs

o Calculate Equipment Cost Recovery o Live Job Tracking

o Calculate Overhead for Snow e Billing & Jobcosting

@ Imn landscape estimating
& timesheet software

VISIT GOLMN.COM OR CALL 888-347-9864

SNOW.GOLMN.COM


GOLMN.COM
SNOW.GOLMN.COM
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When being blood almost
made them draw blood,
the Pughs had to change
the way they operated
their business. 34

 FEATURES

i Summer stress adds up

I8 We asked what stresses you out the

i most during the busiest time of year.

01D YOU KNOW?

@ Only 12 percent of contractors who took
our stress survey said they were less
stressed than last year. pG. 18
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¢ Soilful living

28 James Sottilo builds sustainable

i landscapes from the soil up to inspire
i healthier connections.

SNOW

00 CALLMANSCORNER
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- 80 UNDIVIDED ATTENTION ——>
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FEATURES

{ Making headway

46 Our Turnaround Tour winners made
¢ it through the spring, but the work

i is just beginning.

i Don’t get in over your head
82 Contractors share their best do’s

i and don’ts of pool and spa work.

i Due diligence

96 Take the time to research and care
¢ for your fall equipment.

¢ Drip-free for life

08 Do the prep work to make your

i installations last.

i Clear cut

12 Power through the job with new

i concrete and masonry saws.

i Time to shine

T4 Holiday lighting is set to take

off fast this year.

: Crew communication

18 Technology platforms are improving
i the way companies communicate with
i employees and customers.

i Clean up your act

86 Blowers and vacuums can help you
i put the finishing touches on the job.

: Learn at your own pace

88 A new educational experience
i awaits at this year’s GIE+EXPO.
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TWO WAYS TO ROCK
YOUR WORKDAY.

Help protect your hearing and make the day
fly by with your music. Work on. Play on.

%4 WORKTUNES
e il s melan R A

3M” WORKTUNES" CONNECT

Hearing Protector + Wireless Headphones
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3M” WORKTUNES™ WIRELESS

Hearing Protector + Wireless Headphones + Radio

(8 + AM/FM + ' + '2“4%';)

3MSafety.com


3MSafety.com

EDITOR’S INSIGHT
ehorn@gie.net

\ hate the Pittsburgh Steelers. But, un-
fortunately for me, they have had a
coaching succession tree that has led the

organization to consistent success. The team

has employed three head coaches since 1969,

while my beloved Cleveland Browns, by my

count, have employed 18 head coaches.

So it’s safe to say while I can’t stand the Steel-

Brian Horn

ers, | hope to emulate their coaching tree as |
take over as editor of Lawn & Landscape for
Chuck Bowen.

In case you missed it, June was Chuck’s last

Editor | Lawn & Landscape

column for Lawn & Landscape. He is now
the vice president of communications for the

This industry Outdoor Power Equipment Institute.

is filled with

people who

When Chuck hired me seven years ago, he
was carrying a lot of the load on his own until
I joined him, along with another editor. Chuck
worked his butr off to meet the expectations
have a lot of that you have had for Lawn & Landscape since

. 15 . its inception in 1980.
knowl dg( Chuck did a great job building relationships
lll&ll [ll(‘_V want in this industry, and I hope to continue those
and build my own.

I worked side by side with him since 2010,

and I've been knee-deep in articles about

to share, but

also can admit
thev have a skid-steers and zero-turns since then. I learned
vy i quickly that owning a landscaping company

lot to learn.

Lamndstandseape

is more than just mowing lawns or installing

Leading business media for landscape contractors.
58n Canal Rd., Valley View, OH, 44125

EDITORIAL ADVERTISING/PRODUCTION INQUIRIES
BRIAN HORN 1 11110 bhorn@gie.net CAITUIN McCOY cmecoy@gie.net
KATE SPIRGEN /A0 kspirgen@gie.net

i Irathmell@gie.net

- mgrunder@giemedia.com
« jhuston@giemedia.com

11 bwilson@giemedia.com

groberts@gie.net
tschuld@gie net

KRISTEN HAMPSHIRE (0T o

CREATIVE
JUSTIN ARMBURGER AT [H2£CT04 jarmburger@gie.net

Phone: 800-456-0707 Editorial Fax: 216-651-0830 Subscriptions & Classifieds: 800-456-0707

AT saues bvelikonya@gie.net

Transition time

patios. It's marketing, budgeting, pricing,
building a team — you know, actually running
a professional company.

While Chuck has left big shoes to fill, we
have to step into those and keep moving.

I say “we” because Chuck did not succeed
on his own, and neither will I, which leads me
to more changes.

We've promoted Kate Spirgen to my former
role of managing editor. Kate has been with
GIE Media since 2012 and with Lawn & Land-
scape since 2014 as our digital content editor.

We've also hired a new assistant editor,
Lauren Rathmell, who is replacing our former
associate editor Katie Tuttle, who is moving
over to the marketing department at GIE
Media. Lauren just graduated from Kent State
University, and is looking forward to learning
more about the green industry.

One thing I rold Lauren abour this industry
is how enthusiastic you are about your work.

This is industry is filled with people who have
a lot of knowledge that they want to share, but
also can admit they have a lot to learn.

And that’s the way I'll approach being the
editor. | have learned a lot, but there’s more 1
need to know. Please contact me at
bhorn@gie.net or call me ar 216-393-0250. I'd
love to hear from you. — Brian Horn

LAWN & LANDSCAPE MARKET INSIGHT COUNCIL BILL ARMAN & ED LAFLAMME, The Harvest Group; ANDREW BLANCHFORD, Blanchiord Landscape Contractors, Bozeman, Mont; KURT BLAND, Bland Landscaping, Apex, N.C.; BENTON FORET, Chackbay
Nursery & Landscaping/Foret Land and Tree, Thibodaux, La.; JOHN GIBSON, Swingle Lawn & Troe 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, Okda.; JESUS “CHUY™ MEDRANO, CoCal Landscape, Denver; TAYLOR MILLIKEN, Elife Landscape Company, Hendersonville, Tenn,; RICHARD RESTUCCIA,

Jain lrrigation, Fresno, Calif; PHIL SARROS, Satros Landscaping, Cumming, Ga.; JERRY SCHILL, Schill Grounds Management, North Ridgeville, Ohio
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XN Isuzu NPR with 19' Dovetail Landscaper Bod J

" 2287 HP Gas or 210 HP DieSEl Engine, Automatic Transmission, 12,000 Ib. or 14,500 Ib. GVWR,

% "Exh3ust Brake (Diesel Only), AWFM CD Player, AIC, PIS, Power Windows & Locks, Tilt Wheel,
. (Other Options And GVW Ratings Available)

Istizu NPR HD with 12' Dump Bod
297 HP Gas Engine, Automatic Transmission, 14,500 Ib. GVWR, 19.5 Tires, AWFM CD Player,
AIC, PIS -Power Wifidows & Locks, Tilt Wheel, Tow Backage & Brake Conlrol,

(Other Options And GVW RatingsiAvallable)

Isuzu NPR HD with Spray Rig 13' Bed & 600/200 Gallon Tanks
297 HP.Gas Englne, Automatic Transmission, 14,500 Ib. GVWR, 19.5 Tires, AWFM CD Player,
AIC, PIS, Power Windows & Locks, Tilt Wheel, (4) Boxes, 400° Hose, Hand Wash, Tow Pkg,
(Other Options And GVW Ratings Available)

Isuzu NPR HD with 19° Revolution Body
297 HP Gas Engine, Automatic Transmission, 14,500 Ib. GVWR, 1.5 Tires, AWFM CD Player,
AIC, PIS, Power Windows & Locks, Tilt Wheel, Electric Hoist,
(Other Options And GVW Ralings Available)

JIsuzu NPR HD 4 Door with 19' Dovetail Landscaper Bod
297 HP Gas or 210 HP Diesel Engine, Automatic Transmission, 14,500 Ib. GVWR, Exhaust
Brake, AMIFM CD Player, AIC, PIS, Power Windows & Locks, Tilt Wheel
(Other Options And 12,000 |b. GVWR Gas Availble)

Isuzu NPR with 18' Enclosed Landsme Body
207 HP Gas Engine, Automatic Transmission, 12,000 Ib. G , AMIFM CD Player,
AIC, PJS, Power Windows & Locks, Tilt Wheel, Split Dovetail Ramp,
(Other Options And GYW Ratings Available)

J

Used Landscapers In Stock! Variety of Specs Available
If you are not in the market for a new landscape truck, maybe a premium used unit will work for
you. We are one of the féw dealers in the country that Is dedicated to providing you with used
landscaper trucks. Many have brand new bodies!

Isuzu NPR with 19' Custom Irrigation Bod
297 HP Gas or 210 HP Diesel Engine, Automalic Transmission, 12,000 Ib. or 14,500 Ib. GVWR,
Exhaust Brake (Diesel Only), AMFM CD Player, AIC, PIS, Power Windows & Locks, Till Wheel,
{Other Options And GVW Ratings Available)

HUGE INVENTORY!
NATIONWIDE DELIVERY OPTIONS!
VARIETY OF WORK READY TRUCKS IN STOCKI
INNOVATIVE EQUIPMENT SOLUTIONS FOR THE LANDSCAPE INDUSTRY!
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10P-GRUSOING LANDSUAPE GOMPANIES

GATHER
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AWN & LANDSCAPE HELD ITS INAUGURAL TOP 100 EVENT,
an exclusive event for the highest-grossing lawncare and landscape companies
in North America, June 6-7. Industry leaders from coast to coast gathered in
Cleveland to network, learn from each other and, of course, receive their awards.

Read on to find out how Top 100 companies deal with company culture, hiring
and mergers and acquisitions. Plus, get the lowdown on bridging the generational

© VICKI BLAYNEY

gap from the event’s keynote speaker, Phil Gwoke.

38 AUGUST 2017 | 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 details. Always read and follow label directions.
Dow AgroSciences Solutions for the Growing World ©2015 Dow AgroSciences LLC T38-900-003-A(10/15)BR DATOTURF5061
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For more news, visit
Lawnandlandscape.com

PEOPLE PERSON

Brian DuMont focuses
on his people as his
No. 1 priority, reaching
out to at least one per
day to ask them about
something personal in
their lives.

Top 100 CEOS share thejf bes
S g et Y
practices to make sure ff

is a.good company culfure

P

BUST 2017 | LAWNANDEANDSCAP

uring Lawn & Landscape’s Top
100 event, a few industry leaders
sat down to discuss best practices
in their companies. Whether your
yearly revenue is $50 million or $50,000,
these are takeaways everyone can use.

When it comes to focus, Jason Cra-
ven, president and CEO of Southern
Botanical, said at his company, quality
comes first. “It’s always been a big part
of our culture,” he said. When it comes
to deciding what's right for the client,
he gives his team leeway to make those
decisions in the field.

Brian DuMont, president and CEO
of Yard-Nique, said at his company, he
focuses on quality, but said it can’t be
No. 1. “For me, it’s focusing on people
and letting them handle the rest,” he said.

To do this, DuMont makes sure to put
in his schedule to reach out to a different
employee each day. He asks them about
their families, themselves and anything
else to show he cares as more than a
boss. When an employee’s daughter had
an upcoming surgery, DuMont even
scheduled it in his phone so he knew to
ask how the surgery had gone.

“I make a big effort to empower people
and focus on people,” he said.

“The key is that the core values are not
separable,” said Joe Ciffolillo, president
and CEO of Greenscape. Driving effi-
ciency, increasing customer loyalty and
increasing quality go hand-in-hand, and
none can take more focus than the others.

Ciffolillo’s company has also imple-
mented a point system to recognize
employees who step up on the job.

Ciffolillo’s managers can award points
to employees who are doing something
well. The employees can then use those
points to go online and buy new TVs,
vacations, etc.

“It spreads like wild fire when some-
body starts gerting the points,” Cif-
folillo said.

For more on this story and other best
practices from the Top 100, visit
bit.ly/LLTopioopractices. — Katie Tuttle
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\NOVATIVE HIRING

Even Top 100 companies aren't immune to the industry’s hiring woes.

eing a Top 100 company :
doesn’t make you immune
to some of the hiring and :

retention challenges the :

industry is facing. But four

executives from Top 100 com- :
{ ANALYZE THE PROCESS. If you '

hiring and retention during a :

panies gave their thoughts on

discussion on the issue. Here are :

some thoughts from the panel:

John Gibson, president, Swingle :
Lawn, Tree and Landscape Care; :

Jen Lemcke, chief operating of- :

ficer, WeedMan USA; Christy
Webber, president and CEO,
Christy Webber Landscapes,

. DUR PROBLEMS. WE TAKE FOR
- GRANTED WHAT WE HAVE RIGHT.

and Tim Portland, chairman and

CEO, Yellowstone Landscape.

are having issues with hiring,

i at your recruitment process, :
Lemcke said. When resumes :
come in, what is happening to :

them? Are they being looked :

“WEAS MANAGERS
TEND T0 FOCUS ON

Tim Portiand, chairman and CED,

3oy aadn! lona

: Yollowstone Landscape
you need to step back and look :
/ e — |

i hesitation in hiring the recruiter

EVENT COVERAGE

£ at or sitting on a desk? Look at
: your referral bonus program and
{ where you are posting jobs. “You
i need to be innovative; you can’t

keep complaining about not

finding people,” she said.

i INVEST WISELY. Gibson said
i Swingle offers a $1,500 referral
i bonus for an employee who stays
i a year. The company also in-
vested in a contract recruiter for
{ 30-60 days who, based on quali-
i fications given from Swingle,
¢ found workers for the company.
i Gibson said there was initial

i because of the cost, but he said
i the upfront costs paid off in the

i long term.

GET A YETI COOLER

Visit your local pro dealer for more details or www.coronatoolsusa.com/yeti
Offer expires August 31, 2017
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Just for the Health of it
raats' ‘BioPak Plus® 3-0-20

BioPak Plus delivers the
best nutrition with beautiful results for all your

landscape plants, including turfl Grow brighter blooms,
hardier trees, greener turf and healthier plants. Help
plants recover from winter stress and prepare for the

harshness of summer stress...just for the Health of it.

LebanonTurf

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

000

FOCUS ON THE GOOD. “We as
managers tend to focus on our
problems. We take for granted
what we have right,” Portland
said. Portland tells his supervisors
to celebrate success. Ifa crew gets
a compliment from a customer
or an employee does something
well, take them to lunch or get
them a gift card. “That makes
them feel like they are succeed-
ing,” Portland said, adding that
those accolades coupled with
company growth makes them ex-
cited to stay around. If you don’t
celebrate, “that has a dampening
impact on morale,” Portland said.

ASK THE RIGHT QUESTIONS. Gib-
son said the team at Swingle asks
behavioral questions. “We don’t
ask as much about experience,
rather how they would react to

certain situations,” he said.

BE REALISTIC. Gibson said Swingle
began realizing that some em-

A o

EVENT COVERAGE

ployees were only going to stay
with them 12 to 18 months, so
they started Succeed from the
Start, a program that tells new
employees what they need to
know in their first 60 days. “So we
can at least get them on a launch
pad,” he said. Gibson added that
the program gives Swingle the
best chance to get the most out
of the employee for the time they
do stay, and it creates a positive
atmosphere where the employee
may recommend others to apply
after they leave.

CREATE OPPORTUNITIES. Swingle
has what Gibson called “an em-
ployee journey.” It allows workers
who may not be manager material
to grow with the company and be
cross-trained in a different divi-
sion of the business. As they learn
more skills, they are rewarded
with pay increases. “It gives them
an opportunity to do something
different,” he said. — Brian Horn

BRIDGE THE GAP

Understanding the differences between the
generations is the first step to better marketing

and a happier workforce.

ach generation has its own
idea of what greatness looks
like whether it's an indi-
vidual, a product or an ex-
perience. Phil Gwoke, consultant
with Bridgeworks, laid out the dif-
ferences between the generations
and how to understand them as he
gave the keynote speech at Lawn

& Landscape’s Top 100 event.

“Each generation is vital to the
success of a community, a com-
pany,” he said. Whether you're
marketing to or working with
people of different generations,
it’s important to understand and
respect their differences.

In general, each generation
wants a different kind of work-
ing relationship. While Boomers

12 AUGUST 2017 | LAWNANDLANDSCAPE.COM
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The Grass is
on the MESA side of the fence.

MESA is a unique nitrogen source that combines quick release
with slow release in a single particle. It works! And it lasts! MESA
provides consistent dark green color without surge growth. So

shoot for the greener side of the fence and ask your distributor for
fertilizer containing MESA...your customers will thank you for it. LebanonTurf

Best of All Worlds™
Learn more at LebanonTurf.com www.LebanonTurf.com 1-800-233-0628
Patented Controlled Release Nitrogen o Q o


LebanonTurf.com
http://www.LebanonTurf.com
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vt YOUR ENGINE

time, Keep it genuine Kawasaki.

kawasakienginesusa.com

want professional, productive and effective :

relationships, Gen Xers want transparency,
honesty and efficiency. The newest addition
to the workforce, Millennials, want relatable,
authentic and accessible interactions.

GETTING THE WORD OUT. When you're
marketing to the different generations,
it’s key to understand that they want and
value different things. Boomers are stuck
in a sandwich, Gwoke said. On one side,

they're taking care of their children, and

on the other side, they're taking care of :

their aging parents. “They want things to
be easy,” he said.

Gen Xers grew up being told they won’t
have it as good as their parents did. And due
to a tumultuous atmosphere during their
childhood, they find it hard to trust anyone,
Gwoke said, citing the example of NASA.
When Baby Boomers think of NASA, they
think of Neil Armstrong walking on the
moon. Bur when Gen Xers think of NASA,
the first thing to come to mind is the Chal-
lenger explosion.

So Generation X doesn’t trust salesmen.
They prefer to find out what end-users think,
which is what brought us sites like Angie’s

14 AUGUST 2017 | LAWNANDLANDSCAPE.COM

BOOMER BUYING

The Baby Boomer
generation is busy taking
care of children as well as
aging parents, so they're

looking for options that
will make their lives
easier when it comes to
purchasing lawn care and
landscaping services.

List. “Say you're an expert and don’t push so
much,” Gwoke said. “They’ve seen so much
fall apart that they can detect insincerity.”

Millennials have a bit of a PR problem,
Gwoke said, but they’re expected to spend
$200 billion annually starting in 2017.

Threats of violence to Millennials were
much closer to home than previous genera-
tions so they're more likely to live in the
moment. Eighty percent are more likely
to buy an experience than a 1|1ing SO cam-
paigns like Weed Man’s “Transform your
lawn from a burden into a paradise” work
well, he said.

But Millennials aren’t ever going to be loyal
buyers. They’ve been hardwired to always be
looking for the next best thing. Gwoke cited
the difference between how Millennials and
their parents look at phones. He (a Gen Xer)
grew up with the same phone in his house
his entire life. Millennials, on the other hand,
upgrade their phones every two years or less
on average.

“To arttract them, lead with why you
do what you do,” Gwoke said. For more
on how to bridge the generational gap
in the workplace, visit bit.ly/LLTop
100generations. — Kate Spirgen
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BRINGING EVERYONE UNDER ONE ROOF

Learn the dos and don'ts

of M&A from some of the
top landscape companies
in the country.

hile M&A can be exciting, don’t get

caught up in the enthusiasm and

emotion. Instead, make sure you're

looking at things like location, busi-
ness mix and, above all, culture. “At the very
top of the list, the business has to fit into the
culture of our organization,” said Mike Bo-
gan, CEO of LandCare. “The team members
of the organization tend to follow their leader.
[f they buy in, their team will, too.”

Expanding is a great opportunity, but
it’s also a painstaking process that requires
derailed research when done properly.
“Rcscnrching the company, you use every-
thing that’s available to you — interviews,
customers, dealers, website, social media,”
Bogan said.

Look at the customer concentration and
really dig in. Many companies are in the $6-8
million range with about 350 customers,
said Dean Murphy, president of Terracare
Associates. “Sometimes it looks right when
you first look at customers, but 30 to 50 of
the largest are with the same company.”

That’s a customer concentration problem.
Also consider how long customers have been
with the company and whether or not the
company you're acquiring has been raising
their prices.

And don’t forget to inspect the equip-
ment. Terracare looks at each piece of field
equipment and pulls oil samples from each
truck. “It may sound excessive to some folks,
but we do that,” Murphy said, noting that if
the oil looks bad, it’s a sign that the company
wasn’t doing general upkeep.

On the other hand, Ruppert plans to sell
80 percent of what it acquires so Phil Key,
partner, Ruppert Companies, and his team

LAWNANDLANDSCAPE.COM | AUGUST 2017 15

HOW ONE CUSTOM SPRAY UNIT GREW
INTO A BUSINESS 100 RIGS STRONG

11

ANDY KADRICH, CEO
TURF MASTERS, INC. - ROSWELL, GA

When Andy Kadrich came to us for a
spray unit, we asked, “How do you
want it built?” For a strong start to his
one-man business, Andy knew what
he wanted from his first Turf Masters rig:

high capacity, incredible efficiency, and easy maintenance.

We collaborated with him on a custom design, and it's safe to say
it worked. Fifteen years later and 100 Graham rigs strong,

Turf Masters serves 30,000 customers.

What's more, the original unit is
still in the field.
Graham'Spray
Equipment
YOUR IDEAS ARE WHERE WE START

Tell us what you want from your
rig and we'll make it happen.

© 2017 Graham Spray Equipment

(770) 942-1617 | (800) 543-2810 | GrahamSE.com
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For more news, visit
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just look for wholesale numbers.
LandCare also plans to sell most
of the equipment from a merger
or acquisition. They’ll start with
the owner’s assessment and go
from there.

PAY ATTENTION TO PEOPLE. It’s

as well, particularly in terms of
strategic planning. “I think it’s
more efficient to understand
market-wise where you want
to go,” Key said. And the one
thing to never forget, no matter
if you decide to acquire or merge

something from any company
you're looking at. “Never think

important to look to the future :

with another company or not, i
is that you can always take away i

you can’t,” Murphy said.

Once you've made the transi-
tion, it’s a martter of commu- :
nication with your customers
to make sure they keep your !
services. Key said keeping the i
crews in place on the routes is :
always best. He says the process
of transitioning takes about three
months at Ruppert. :

His company sends out an :
initial letter and schedules :
meetings with larger clients |
to explain how the transition !
will work. “To some degree, :
it's no different than transi-
tioning when an employee is :
promoted,” he said.

You have to keep the account
managers engaged, Bogan said.

\
}
J

[\l “THE TEAM MEMBERS OF
= THE ORGANIZATION TEND

. TOFOLLOW THEIR LEADER. IF THEY

BUY IN, THEIR TEAM WILL, T00.”

: — Mike Bogan, CED, LandCare

If the higher-ups in the company

happening, it’s easy for them to i
leave and start their own busi- i
ness, taking a big chunk of your

customers with them.
To make the transition as

ent throughout the merging or :
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EVENT COVERAGE

i acquiring process. “Try to get
i out in front of negative antici-

pation,” Murphy said. “Unfor-

i tunately, people have a sense

that if you're sold, that means

something bad — ‘Something

is going to change and I'm not

i going to like it.””

He recommends trying to

have individual conversations

i and allowing employees to ask
i questions to dissuade their fears.
don’t want to be a part of what's

At the end of the day, remem-
ber what you're really buying. It’s
not the brand; it’s the people and
the customer accounts, Murphy

i said. “To me, at the end of the
i day, we’re going to run the busi-
painless as possible, be transpar-

ness the way we're going to run
the business.” — Kate Spirgen a1
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Introducing the all-new John Deere 1R Cab Tractor - until you don't need the cab. That's when the

new IR is truly open for business. Removable doors and nearly 90-degree extension of your front and

rear windows let you work in total comfort to get after those lawn and landscaping jobs.

And just think, when green season starts to give way to autumn, you can close up shop in a nice,
heated cab. Now that’s versatility from America’s Tractor, the IR Cab from John Deere.

www.JohnDeere.com/IFamily
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DATA DRIVEN

MR 51REo0 ADDS UP

t's the busiest time of the year and sometimes it can be a race to the finish line
at the end of the day. Below, you can get a look at how stressed out the average
landscaper is. We'll be delving deeper into the problem in the September issue,
so keep an eye out for that, plus more research and tips on how to manage.

HOW STRESSED ARE YOU TODAY WHAT’S YOUR BIGGEST SOURCE
| COMPARED TO A YEAR AGO? OF STRESS AT WORK?
Much more Too much to do and not enough time
19% 37%
More Finding/keeping employees
36% 33%
The same Cash flow
30% 19%
Less Other
* Finding a healthy
12% 6% work/family/life
. balance 2
Much less Interpersonal issues « Weather -
3% 3% « Customers not 3
communicating 2
Finding/keeping customers what they want :
29 * The H-2B program £

Source: Lawn & Landscape exclusive research of 500 contractors * Job scheduling o
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* “IT°S HARD TO DO A REALLY GOOD JOB

on anything you don’t think about in the shower.”

— Paul Graham

The other week | came across this
quote from Paul Graham, founder of
YCombinator, a leading provider of
seed funding for start-ups in Silicon
Valley. Graham and team count tech
giants like Airbnb, DropBox, Reddit
and Instacart among its successes —

in other words, he's done pretty well.

The quote jumped out at me
because it so neatly distills what it
means o think like an owner. As an
owner, you are never not thinking
about your business, even —
sometimes especially — during your
down time, when you're perform-
ing a mundane routine like taking
a shower, And that’s how it should
be. As Graham's quote makes clear,

MARTY GRUNDER

is a speaker,
consultant and author.
He owns Grunder
Landscaping Co.

that's how it has to be if you want to
do a really good job and succeed.
What's trickier is how you get
your feam to think like an owner - a
question | often hear from those
who are frustrated that their staff
doesn't seem fo care about their
work in the same way they do.
And indeed, most don't or won't,
for the simple reason they are not
invested - literally and figuratively
— in the way you are. They don’t
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SALES CALL offers landscapers Marty Grunder's

practical and tactical advice on how to improve their sales

4

own the business and consequently
they don't own its challenges or its
profits. | take great care of my Jeep,
keeping it immaculately clean and
maintained, but put me in an airport
rental and | don't care so much.
That said, | also think most
employees care more than owners
tend to think they do, and there
are concrete steps you can take to
motivate them to care more. Here
are my top three:

1. GIVE THEM AUTONOMY. No one
likes working for a micro-manager.
Have confidence in your feam to
make good decisions and then give
them the reins to do it. You don't
need to be a part of every interview,
purchase decision or communica-
tion. Clearly articulate your vision for
your company, clarify roles and cre-
afe a meaningful reporting structure
that keeps team members regularly
accountable — and then back off.
You'll be surprised by what your
team can accomplish without you,
and the confidence you'll instill in
them in the process will inspire them
to do their best.

2. FOCUS ON RESULTS, NOT
TACTICS. There's more than one
way fo skin a cat, as the saying goes.
At Grunder Landscaping, we have
a sales team of three—me, our
landscape archifect, Brent, and our
landkeeping lead, Kent. The three
of us regularly discuss and share
our factics for closing deals, but we
each have our own approaches,
influenced by our personalities and
preferences. And that's fine—I hire
people, not robots. What matters
is the resulfs, and Brent and Kent
consistently meet or surpass their
numbers. They care about the job
they do because they're left fo do
it in their own way, making it a true
reflection of their talent and skill.
Anytime | catch myself thinking
there’s only one way of doing
something and it's my way, | think
of Pefe Rose at home plate contort-

and marketing, and grow their company's bottom line.

ing himself info that weird crouched
stance that shouldn’t have worked
but did, for him. No batting coach
would tell you fo take a pitch that
way, and yet Rose remains the all-
time leader in hits.

3. SHOW THEM A FUTURE. Every-
one wants a bright one. Do what you
can fo help your team achieve theirs.
Establish a compensation structure
that rewards hard work. Provide
paths for advancement. Foster their
professional growth, whether it's by
sending them to industry confer-
ences, signing them up for webinars
or passing on articles or books that
expand their horizons.

At our annual MCI conference
last February, my friend Todd Pugh,
founder and CEO of Enviroscapes,
told us about the Growing Day he
holds every year at his company.
Todd invites all of his employees
to the main office for eight hours
of learning and barbecue. He has
experts come in fo teach his feam
about personal financial planning
and how to set long-term goals.

He brings in the CEO of the local
hospifal, who started out as the
health center’s scaffolding guy, to
speak about his own path fo success.
He hangs posters up of longtime
team members that show how
they've risen in the ranks. This, Todd
explained, helps his employees see
there are profitable roles other than
owner and they can have a great
future at his company if they work
hard. “If they can see it," he said,
“they can believe it

Will these three steps lead your
team to think like an owner all the
time? No - that's your job. But they
will get them thinking more like you
more of the time, and that's invalu-
able to your bottom line. L&t
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Before going into the tree care industry, Jim Gollnick was an auto mechanic. He knows machines. So
when he started Gollnick and Sons Tree Service, he bought Vermeer brush chippers, stump grinders and
mini skid steers because he wanted the best. Gollnick says the productivity of Vermeer equipment helps
him hold his prices in a cost-competitive industry. For example, Vermeer brush chippers save his crews
from the tedious work of cutting brush into small pieces to feed into a less-powerful chipper.

FROM THOSE WHO KNOW.

Visit TreeViews.com to learn more.
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TRAVELS WITH JIM follows Jim Husfon around

the country as he visits with landscapers and helps them
understand their numbers to make smarter decisions

¢ A RESIDENTIAL LANDSCAPE INSTALLATION CONTRACTOR

in the Midwest was doing about $2 million in annual revenue but barely

breaking even at year’s end. He had no idea what the problem was. A residential

maintenance contractor in California needed to bill $700 per day for his two-

person crew. When analyzed, he was billing far less than his goal.

His crew was getting paid for nine
man-hours of work each per day
but the contractor was only billing
his clients for the time that the crew
was on site — missing an average
of two hours of revenue per day
per man. An irrigation client on the
east coast had n service technicians
working 10-hour days. The service
billing rate was reasonably priced at
$80 per man-hour. Unfortunately,
the contractor was only billing for
onsite time, which averaged eight
man-hours per technician per day.

I hear it all the time ~ billable
versus non-billable man-hours. “The
time that my crews spend on the
jobsite is billable time but the drive,
load/unload, training or failgate
meeting time is non-billable time.”
That same thinking often applies fo
many of the other costs a company
incurs. “If we charged for all the costs
{marketing, equipment repairs, insur-
ances, employee benefits, spouse’s
time in business) that my business

22

JIM HUSTON
runs J.R. Huston
Consulfing, a
green industry
consulting firm,

has, we wouldn't get any work.”

This mentality is one of the big-
gest reasons so many green industry
contractors don't make the profits
that they should. Every legitimate
cost that you have in your business
should be passed onto your custom-
ers with an appropriate margin
applied to it.

WHAT'S A LEGITIMATE COST?

A legitimate cost is what | call 3
fair-market value (FMV) one, and is
reasonable for a business to incur. As
such, it is also reasonable fo expect
fo pass this cost onto a customer.

If you pay your crews for 10 man-
hours per day, it is fair and reason-
able to charge your customers for 10
man-hours per day. If you pay your
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crews for drive time to and from a
job, it's reasonable to charge your
clients for it. You should also build a
reasonable salary for the time that
you spend on the business into your
pricing structure. A reasonable rent
for your office and facilities should
be built into your pricing structure
too, along with the cost of all of your
utilities, equipment expenses, and
insurances.

Costs that are not reasonable or
fair-market value may include non-
business-related vacation expenses,
a spouse’s automobile costs, an
unrealistic salary for a spouse or ex-
cessive margins applied fo materials.
These costs should not be included
in your pricing structure.

HOW IT SHOULD WORK. When
| prepare an annual budget, it is com-
prised of reasonable costs.

| do essentially the same thing as
the SEC. This allows me fo calculate
accurate man-hour and equipment

|

rates that reflect all legitimate costs
as well as market conditions.

The residential landscape installa-
tion contractor in the Midwest wasn't
charging for his trucks or his drive
time. He started doing so and added
about 8 percent to his bottom line.
The California residential mainte-
nance contractor adjusted his rates
for new clients fo reflect drive time.
He also analyzed all of his routes to
see how close they were to hitting
the $700 daily revenue goal. He
then gradually increased rates for
existing customers. The irrigation
service contractor focused on billing
$800 per day ($80 x 10 man-hours)
per technician for labor. To achieve
this goal, he would bill a trip charge
of $80 to the customer and give the
customer up to thirty minutes on
site. Time beyond the 30 minutes on
site was billed at $20 per 15-minute
increment or part thereof. Labor
revenue per fechnician increased
dramatically, anywhere from $8o to
$160 per day.

GET PAID WHAT YOU'RE WORTH
Too many green industry contrac-
tors fall victim to the myth that they
have man-hours and costs that are
non-billable. This is absolutely false

‘ when it comes to legitimate and rea-

sonable costs, but most contractors
cannot distinguish between reason-
able and unreasonable costs. This is
why | teach my clients to prepare an
annual budget that includes reason-
able costs. This allows them to
calculate labor and equipment rates
that reflect market conditions and
include all of their costs. Remember:
Every legitimate cost you have in
your business should be passed onto
your customers with an appropriate
margin applied fo it. If you apply this
business lesson to your company, it
will add thousands of dollars to your
bottom line. If you don't, you'll more
than likely stay in the company of
thousands of green industry contrac-
tors who are barely and unnecessar-
ily scraping by. L&t
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Seeing is believing.
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AMSOIL SABER?® Professional ECHO* Power Blend*
(Exhaust Side) (Exhaust Side)

300-HOUR TEST DURATION

Deposits are the enemy of productivity. In the ring grooves, they can cause
rings to stick and lose effectiveness, leading to decreased engine rpm and
lost compression which, in turn, can lead to engine failure. On the piston skirt,
deposits increase friction and reduce performance. SABER Professional
MR delivers clean, protected power to maximize the life and efficiency of your
p equipment. Mix at any ratio: 50:1, 80:1, 100:1. The most versatile option
to accommodate all your equipment.

See the difference and get the SABER Edge!
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WORDS OF WILSON ¢
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7 SIMPLE STEPS e

1

WORDS OF WILSON will teach you each month

to better understand, develop and manage your
most valuable resource - your people.

I AM ASKED REGULARLY BY OWNERS, “Am I doing the right things

for my company?” While there is no one-size-fits-all answer, there are seven

simple things you can do to have a positive impact on your workplace.

1. BE ACCESSIBLE.

Set aside quality time for direct
reports on a regular basis. Use the
time to mentor, motivate, boost
morale and make sure you are

on the same page with goals and
expectations. Employees find great
value in time with you. It's both
empowering and a learning oppor-
tunity, so do it consistently.

2. BE THE VOICE OF YOUR
COMPANY'’S MISSION.

Employees look to owners for clar-
ity of purpose. Simply put, let them
know what is important to you,

BRUCE WILSON

is principal of green
industry consulting
firm Bruce Wilson
& Company.

BoSssres———— o=

what you expect from your team
and why. Back up your words with
actions and put your money where
your mouth is. Employees want to
work for companies where the boss
invests in them professionally, and
where they can grow their skills
through training and flourish.

3. BE THE PULSE-TAKER.
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The best way to gauge your
company's vital signs is fo stay on
top of how employees feel. One-on-
one meetings help with this. Ask
your employees if they feel your
company cares or if they are given
opportunities fo grow. Successful
companies institutionalize their
search for and commitment o tal-
ent; the key is understanding what
talent attributes you need and build-
ing your business around a diverse
group who embody them.

4. BE CONNECTED.
Find an effective way to com-

municate and inspire interaction
with people on your team. Share
updates and progress, celebrate
wins and acknowledge losses.
Allow for an exchange of ideas and
opportunities for collaboration. Call
employees by their first names;
learn what's on their plate and what
makes them tick.

5. BE THE STANDARD BEARER.
Good ownership requires reinforce-
ment of company standards. Owners
need fo remind everyone what they
expect in the way of deliverables.
Standards of behavior and quality
can slip if the owner doesn't lead
with the message or by example.
When reinforcing the standards do
not forget context. Employees are
more likely fo live up to and perform
at higher standards if they know why
it impacts the outcome.

6. BE THE COMPASS

AND THE RUDDER.

Set direction, make the growth
strategy clear and maintain a steady
course. When times are tough, keep
employees focused on the big pic-
ture and bring them into the conver-
sation. If your company is struggling
to hire, if there are fluctuations in ac-
counts or if employees are stressed,
be a realistic cheerleader. It's a
leader's role to remind them that
the problems will work themselves
out. Providing timely guidance and
a personal touch when it's needed
most will always be relevant.

7. BE A CO-PILOT.

The best leaders know they can't
fly solo. Develop a team of wing-
men or advisors, join a peer group
or seek counsel from an informal
group of outside directors. Commu-
nal inspiration comes in a number
of forms. Learning from other CEOs
and owners who share similar
challenges and having a sounding
board to test ideas for growth is an
empowering way to feel less lonely
at the top. LaL
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£ 20 GREEN GUIDES

GREEN GUIDES features a rofating panel of LCOs
sharing their real-world experience on how to build
and grow a successful lawn care business

* THE TOPIC OF POLLINATORS IN LAWN CARE is one of the most

fascinating I have encountered in my career. Each time I think I have my arms

around the subject, another unexpected twist or turn will come my way and

smash all of my preconceived notions of how we care for lawns, interact with our

customers, and act as good stewards of the environment.

Pollinators like the honeybee
and bumblebee have been having a
tough time of it in the past few years.
If it's not colony collapse disorder
causing entire hives of honeybees to
disappear suddenly, it's the varroa
mite, poor nutrition or pesticide ex-
posure that ails them. The challenges
to commercial beekeeping, those
hives that travel across the nation
pollinating everything from almonds
in California fo blueberries in Maine,
have seeped into the native bee
populations, affecting them as well.

The bulk of the problem lies
outside of professional lawn care,
as we are only responsible for a tiny
fraction of the pesticides used in
agriculture and we have no need to
employ commercial pollinators in
our industry.

That said, we come under intense
scrutiny for our use of all pesticides,
not just insecticides, because we
tend to be the ‘low-hanging fruit’ for
those environmental activists who
feel the need to do something when

»
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BOB MANN
is the corporate
agronomist for
Lawn Dawg.

confronted with a crisis. New laws
and regulations are passed, usually
targeting the very people who use
pesticides responsibly and ignoring
completely those who have no
training at all.

As we start the new lawn care
season, it's a good idea to pause for
a moment to consider the products
we use and how we use them. By
reviewing some simple principles,
we can provide our customers with
the resulfs they expect and enhance
pollinafor safety, too.

KNOW YOUR ENEMY. Understand
the weeds, insects and diseases that
infest your lawns, their life cycles and
the best management practices for
controlling them. Have a working
knowledge of cultural practices that
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can be employed to reduce the need
for pesticides. Know what products
will control best while impacting
least. For instance, knowing that pre-
ventive grub controls have a definite
window of time for application is

| not only essential for good control,

|

it helps you to avoid applying when
there's no chance of success.

ERADICATION IS NOT AN OPTION.
A solid best management practice is
to understand the number of insects
the lawn can tolerate without dam-
age being apparent. Consider that

a healthy, well-managed lawn can
tolerate up to eight to 15 Japanese
beetle grubs per square foot suc-
cessfully. Even with a well-executed
insecticide application, not every
insect will be controlled. However,
eradication should never be your
goal, but rather it should be manag-
ing the insect population below the
damage threshold.

| KEEP THEM SEPARATE. Insecti-

cides kill insects and honeybees
are insects. That simple arithmetic
should always be in the back of your
head as you formulate your lawn
care program. When you do decide
an insecticide application is the best
course of action, your awareness of
pollinators in your environment will
go a long way towards protecting
them — keep the pesticides over
here and the pollinators over there.

In lawn settings, turf grasses do
not require pollinators for reproduc-
tion, but many lawn weeds do.
Controlling flowering weeds prior fo
an insecticide application will keep
pollinators from being attracted to
the lawn. Another good strategy is
to mow off weed flowers prior to an
insecticide application.

The formulation of the insecticide
has an impact as well. When sprayed
on the lawn surface, insecticides
are right on the leaf surface where
pollinators can incidentally encounter
them. Using a granular formulation,
such as a fertilizer/insecticide combi-
nation product, allows the insecticide
to fall quickly to the soil surface out
of reach of pollinators. As always,
read and follow the label directions
to the letter, including passing along
to the customer any information and
instructions, such as watering the
product in after application.

“BEE"” THE EXPERT. These days,
almost every turf grass conference
has at least one session devoted to
the issue of pollinators. Coopera-
tive extension services nationwide
have online resources available on
turf grass management that are
indispensable. Pesticide manufactur-
ers have developed literature that
serves to educate both you and your
customers on the safe use products.

The National Association of Land-
scape Professionals has training and
resources available. Another fantastic
resource is industry message boards
where you can interact with your
peers, asking questions and offering
advice. L&t
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Science For A Better Life

Specticle® & Celsius®—
When Weeds Don'’t Grow,
Your Business Can.

The Bayer herbicide portfolio featuring Specticle and Celsius
offers more than just outstanding pre-emergence and post-
emergence weed control, it offers peace of mind. Fewer weeds
mean fewer call backs, and fewer call backs can lead to more
business referrals. When weeds don’t grow, your business can.

Visit backedbybayer.com/lawn-herbicides to learn more.

’ Follow us on Twitter @BayerL.awn

o™ are registered trademarks of Bayer
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Company Profile | Ecological Landscape Management

Ecological Landscape
Management adopted
an organic approach in
the '90s and has grown
business by leaps and
bounds ever since.

James Sottilo builds sustainable landscapes from the soil up fo inspire healthier connections.

By Brooke N. Bates

EMENT

PE MANAG

A

OME LANDSCAPE CONTRACTORS WANT PRISTINE PROPERTIES
S that are meticulously maintained. But James Sottilo would rather see landscapes full of
life — being enjoyed by people, pollinators, beneficial pests and, most importantly, all the

NOGICAL LANDSC

right soil microbes.
“There’s nothing worse than perfectly crisp hedges and quiet green lawns. And there’s nothing better than

I ECC

seeing a kid walk into a landscape and be mesmerized by bees buzzing or butterflies flying. That's the excit-

OURTESY (

ing part; that’s a living landscape,” says Sottilo, who founded Ecological Landscape Management (ELM) in

H0TO (

2010. “We're looking to build a thriving ecology on these landscapes, not make them sterile environments.” z
g g 2) I
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Company Profile | Ecological Landscape Management

With that focus, ELM offers
organic lawn, shrub and plant
maintenance services that reduce
input requirements over time.
By focusing on each site’s health
from the soil up, Sottilo and his
team build strong foundations
for more sustainable landscapes.

ORGANIC ORIGINS. Sottilo entered
the field in high school, spend-
ing spring and summer breaks
working for a tree care company
his friend’s father owned. After
studying horticulture in college,
Sottilo worked for several com-
panies, initially as an arborist.
In the early '90s, the company
where he worked began focusing
on integrated pest management

All of ELM's landscapes have customized compost teas created by Sottilo.

and plant health care, so Sottilo
started thinking about ways to re-
duce chemical inputs. But then,
a personal health scare made him
get serious about organic living,

“In the mid-90s, I was diag-
nosed with a bizarre bone cancer.
I was one of only 10 people in the
world with that specific cancer,”

says Sottilo, who has completely

recovered since a surgery replaced
his upper jaw with prosthetics 21
years ago. “Looking at me now,
you'd never know what I went
through, but that really pushed
me to find more organic ways
of working with the landscape
to minimize inputs. I made a
decision to live a healthier, more
holistic lifestyle.”

That cemented Sottilo’s focus
on sustainable landscaping. As
plant health care manager, Sot-
tilo helped the company adopt
an organic approach during the
90s — then grew the division by
25-30 percent annually.

Sottilo later partnered with the
owner of that company to run
a sustainable landscaping firm

VAme
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in the Hamptons from 2001
until 2009, where he honed his
expertise in soil management.
When the recession struck their
high-end residential clients, Sot-
tilo gravitated back into urban
landscapes and started his own
company.

“When I opened Ecological
Landscape Managementin 2010,
the goal was to understand how
to optimize the urban land-
scape,” he says. “A lot of these
public projects were built on
waterfronts, so fertilizers and pes-
ticides were not allowed. So the
question was: How do we build a
better ecology without the use of
any inputs, or only with organic

inputs? It forced us to understand

the foundation by looking at soil

from a different point of view.”

FROM COMPOST TO CONSULTANT.
ELM begins by carefully analyz-
ing a site’s soil profile. Then,
based on the nutrients needed
to support the plant palette
(which is usually determined by
the architect or designer), Sottilo
concocts a customized compost
tea for each landscape.

ELM spends eight months
adding specific food sources to
each project’s compost pile to
build the ideal microbial balance.
For example, “compost piles
for Memorial Park in Houston
are going to be grown out with
rudbeckia on them, because
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rudbeckia are incredible mycor-
rhizal colonizers. So, when they
add the compost to the soil, it
already has the exact microbial
components we want,” Sottilo
says. “There’s more of a science
to it than just throwing fertilizer
on a landscape.”

With this approach to ma-
nipulating soil nutrients, ELM
reports an average plant loss of
half a percent — compared to the
industry average of 8 percent.
The firm carefully tracks micro-
bial increase over time so clients
can see results, in the landscape
and in the merrics.

During restoration of Central
Park’s Grand Army Plaza, for
example, project delays kept

FIND the

nursery stock above ground too
long before planting, and the
newly installed London Plane
trees showed signs of stress.
Sottilo’s soil tests revealed low
microbial carbon and nitrogen
content and weak mycorrhizal
colonization rates. He prescribed
asorghum cover crop to break up
compacted soil while releasing
carbon and producing mycor-
rhizal spores. Within six months,
the microbial biomass grew 67
percent while mycorrhizal colo-
nization rate increased from 6 to
14 percent.

Sometimes, ELM’s role is
concentrated during the capital
phase of a project. Other times,
the firm may provide ongoing

parts
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maintenance — including organic
soil amendment applications, soil
moisture management programs,
pruning or other services. ELM
also releases beneficial pests like
lacewings, ladybugs, scale destroy-
ers and predator mites to combat
pests and disease naturally.

Compost teas composed the
bulk of ELM’s work when the
firm first started. Then the firm
transitioned from services into
sustainability consulting, with
a focus on “increasing the ac-
climation of the landscape and
the overall ecology of the site.”
Sottilo says consulting now con-
stitutes a quarter of his business,
and he plans to keep growing in
that direction.

UNCOMMON COLLABORATION.
To influence asite’s ecology from
the ground up, ELM has to get
involved in large-scale landscape
projects early on —which requires
constant collaboration with other
firms. Over time, Sottilo has built
a reputation and relationship
with other landscape contractors,
landscape architects and property
managers. As these partners have
grown and expanded across the
country, they've taken ELM
with them.

“They see the value, not just in
our service but also in our creative
ideas for making projects more
sustainable,” Sottilo says. “They
bring us in on the front end of
projects and integrate us into the

overall process, so we're part of
the design or engineering team’s
presentation to project owners.”

To build on ELM’s experi-
ence, Sottilo also pulls inde-
pendent experts into projects.
He may involve a soil scientist,
agronomist or mycologist spe-
cialized in mycorrhizal fungi —
like the one who recommended
rudbeckia for Memorial Park.

“We're bringing in perspec-
tives outside the traditional
landscape realm to figure out the
best way to approach projects,”
Sottilo says.

This kind of collaboration
isn’t common in the industry,
and Sottilo doesn’t want local
contractors to feel threatened —

he wants to partner with them.
“I wish there was more peer
collaboration in the industry,”
Sottilo says. “The most impor-
tant thing is for everyone to
understand their niche, because
nobody can be an expert in every-
thing. Collaborating with a team
of experts provides a better end
product, and also gives project
owners more confidence that
you're looking out for the best
interests of the project more than
your own personal best interests.”

SUSTAINABLE GROWTH. Partner-
ships have expanded ELM’s
reach beyond its headquarters in
Smithtown, New York. The firm
works on high-profile projects

INSTANT GRATIFICATION
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Soil test in real-time

ames Sottilo doesn't just look at soil from one point of view.

“We don't do a soil chemistry fest and say, ‘The pHis off; let’s

add calcium or lime,"" says the founder of Ecological Landscape
Management. “We're festing mycorrhizal colonization and we're testing
soil chemistry, living biologyand physical componeMs We're. develop-
ing a soil management program based on four dimensions rather than
just one. It gives us a more holistic view of how fo fix the problem,
instead of just applying a Band-aid to the immediate situation."

The biggest challenge to this approach was that it often fook two or
three weeks to get soil fest results back from labs. “Sometimes there are
biological rhythms, like the expansion of leaves, that we ma’vmtss"by
the fime we get the dafa back to make adecision,” Softilo says.

While lecturing af a community college, Sohllo met prof&csar Judith
Fitzpatrick, a microbiologist who had developed several dlagnoshc kits:
for the medical industry. Using ELM as her “field exploration feam,”
Fitzpatrick began developing a way to test soil microbes. She intro-
duced The MicroBiometer - a ool that scientifically measures microbial
biomass, which Sottilo says is the main indicator of soil health. The test
only takes 10 minutes, and syncs to a mobile app so'soil experfs can
provide resuits and recommendations immediafely.

Sottilo says the MicroBiometer also adds long-term value by allowing
clients to scientifically monitor sustalnabllity over fime.

“The numbers illustrate an increase in carbon sequestering as clients
change their practices, so they-can fook at data and say, ‘OK. we're
saving carbon, we're reducing these inputs and we're becoming more.
sustainable,”” he says. "Without that data, you're just throwing a dart in
the dark.”

THE UA40 AERA-VATOR
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seed box, the vibrating solid tines create
the ideal seedbed for germination. T
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sales@1stproducts.com « 1-800-363-8780 « 1stproducts.com

coast to coast, including Central
Park, Harvard Business School
and the St. Louis Gateway Arch.
ELM’s business is 60 percent
commercial work, 30 percent
government and municipal, and
10 percent high-end residential.

“At any given time, we'll have
anywhere from four to eight
projects going on out of state,”
says Sottilo, who travels every
couple weeks, visiting each site
about once a month.

With annual revenue near
$1.4 million, ELM maintains
about 12 percent annual growth
and 24 percent profit margins
with only seven employees. Sot-
tilo says the movement to green

up urban spaces will continue to

catapult the firm’s growth.

“In high-end public and com-
mercial campuses, sustainability
is the primary driving force over
project design. The residential
market wants it too, but there’s
still a learning curve until the
maintenance industry can pro-
vide organic landscaping beauti-
fully and affordably,”
noting that ELM is working to

says Sottilo,

develop residential programs
that offer sustainable landscape
management at the right price.
“As science continues to move
forward at a rapid pace, the ma-
terials will become available to
maintain that aesthetic ata lower
cost. It will only be a couple of
years before it’s all in place.” Lat
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.WE REALIZED
THAT WE NEEDED COUNSELING
BECAUSE WE WERE GOING TO
DESTROY THE BUSINESS.

When being blood almost made
them draw blood, the Pughs had to change
the way they operated their business.

Story by Brooke N. Bates | Photography by Jen Howell

ness partners wasn't easy for the Pughs. In fact, two

o HE TRANSITION FROM BROTHERS to busi-

of the brothers came to blows in a conference room,
which eventually led to family counseling (more on that later.).

But when their father suddenly passed away, leaving behind
several flower shops in Memphis, they had to learn how to work
together — or they would fall apart.

LAWNANDLANDSCAPE.COM | AUGUST 2017 35
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LOVE

When Bill Pugh died in
1987, Mark, president and
owner, was only 16, Tim, vice
president and owner was 19
and Michael, chief financial
officer was 22. The older Pughs
helped deliver flowers for years.
But Mark’s busy sports sched-
ule didn’t allow him to work
regular hours, so he landscaped
around the neighborhood.

They had no idea they'd end
up owning their father’s business,
spinning off several companies or
expanding throughout the region.

“I actually took a leave of
absence from my job for a few
months to help dad’s partner
with some of dad’s responsibilities
because I thought we were going

ONE DAY MY BROTHER'’S DRIVING A
DELIVERY VAN, THE NEXT DAY HE'S THE
OWNER OF THE COMPANY.” - MICHAEL PUGH

to sell the business,” says Michael,
who was managing a sporting
goods store at the time. Instead,
with their mom’s help, Tim,
bought out their father’s business
partner to keep the flower shops
in the family.

“One day my brother’s driving
a delivery van, the next day he’s
the owner of the company,” Mi-
chael says. “The employees were
twice our age; they'd known us
since we were 10 or 12, and now
we're their bosses.

“To have that much respon-
sibility all of a sudden in your
early 20s was a challenge. We
had no clue how to divide up
our responsibilities — or even that
we needed to. It took us years to

One Spray in the Fall Lasts all Winter!
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figure out where we fit and how
to respect each other.”

MERGING OWNERSHIP.
Although Tim and Michael
shared a 10-by-10 office, they
struggled to get on the same page.
Tim mightwrite a check without
telling Michael, leading to an
overdrawn account. Employees
picked up on the discord, so if
they didn’t get the answer they
wanted from one brother, they’d
go ask the other.

The Pughs worked long, hard
hours — even refusing to pay
themselves to ensure that em-
ployees got paid — but times were
tough. When the Gulf War hit
in the early 1990s, the economy

contracted and the flower shop
business shrank from six loca-
tions to three.

The brothers rebranded the
business to stay top-of-mind
in tough times. They worked
with marketing consultant John
Malmo, who suggested branding
the name Pugh’s Flowers with a
cute cartoon skunk —an unlikely
icon that quickly caught on.

Meanwhile, Mark’s landscape
business was booming. The ac-
quisition of a small commercial
maintenance company intro-
duced him to yearly commer-
cial contracts, which eventually
became his sole focus as a full-
service commercial maintenance
contractor.
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When Mark saw the Pugh’s brand gaining
traction, and his brothers saw the commercial
landscape business growing, they realized they
needed each other. “Subconsciously, we knew we
could be better together than we could be on our
own,” Mark says. “The draw for Tim and Michael
was the rapid growth of the landscape company
and the diversification that it brought.”

Michael knew there was no way to grow a
retail flower shop the same way they could grow
commercial lawn care, which brought in steady
income year-round.

“What we brought to the lawn care side was
top-of-mind awareness and name recognition,
and the value of that branding was tremendous,”
he says. “It gave the lawn care business instant
credibility when people saw Pugh’s logo on the
side of the truck because they’d seen the flower
shops in town for years.”

The Pugh brothers merged ownership of
their businesses in 1992. As part of the family
brand, the landscaping company became Pugh’s
Earthworks. Mark gave two-thirds ownership to
his brothers and gained one-third ownership in
Pugh’s Flowers.

BRAWLING BROTHERS.
The problems that began brewing in a two-Pugh
office started seething with three brothers on board.

“I was used to being autonomous and then
when we merged, I had to be accountable to two
partners,” Mark says. “All of a sudden to have
somebody telling me what I should or shouldn’t
be doing and questioning whart I was doing was
very difficult for me — which was very frustrating
for them. So you can see where the lack of respect
continued to build.”

For example, Mark would be in the field, he
says, “and then all of a sudden I'd get a call from
Michael about cash flow. He didn’t understand
I'm covered in mud, knee-deep in a hole, fixing an
irrigation head. It was the timeframes of how and
when we interacted that really caused the strife
— not so much what we were interacting about.”

Clashing schedules and unclear division of duties
caused interruptions and frustrations all around.
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“Part of the problem was that we didn’t have
any boundaries set up — for ourselves or our
employees,” Michael says. “I'd be in the middle
of running payroll and somebody would come
into my office and say, ‘Michael, you've got to
come out here and help us.” I couldn’t stop what
I was doing, and they didn’t understand why. It
caused Tim more problems because I'd make the
employees mad, so that caused some friction.”

Although employees wanted the brothers to
succeed, they started to worry.

“The employees could hear the screaming
matches,” Michael says. “We had no private space
to have a meeting; we were right there amongst
employees, so there was no way to have a disagree-
ment without people hearing about it.

“So it started to affect the employees: ‘Are they
going to close the business? Are we going to have
jobs?” And that went against everything our dad
wanted.”

Itaffected the family, too, because the brothers
were reluctant to get together outside of work.
They did it “for mom’s sake,” Mark says, “but
didn’t enjoy it.”

Ultimately, the tension erupted when the feud
got physical.

“When it finally came to blows, me and Mi-
chael were actually fixing to have a fist fight in
our conference room,” Mark says. “That’s how
bad it had gotten.

“We grew up beating each other up, and

then you ger in a business setting and you have
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to figure out how to respect one another
on that level. We realized that we needed
counseling because we were going to destroy
the business.”

LEARNING TO SHARE
RESPONSIBILITY.
When fists started flying, Tim, who Mark

says has always been the peacekeeper, sug-
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gested counseling. “We just needed a third-
party mediator to listen and say, ‘Look, you
don’t respect what he does; he doesn’t respect
what you do, and if you can’t figure out
how to respect one another, it’s not going to
work,”™ Mark says. “We just had to get over
ourselves.”

Itonly took a couple of counseling sessions
to straighten out. The counselor interviewed
everyone individually and asked what they
each like to do and what they gravitate toward
in the business.

“It was pretty clear that I'm not a people
person,” Michael says. “I'm an introvert.
I like accounting and technology. Tim’s
always been the people person in the fam-
ily, and Mark’s always been the worker bee.
When we figured out that everybody had a
responsibility and a niche to fill, that was the
turning point.”

[t was a natural decision for Tim to take
charge of Pugh’s Flowers, Mark to lead the
landscape company and Michael to become
chief financial officer of both. The counselor
had them create an organizational chart to
establish clear chains of command. Once they
divided their responsibilities, they could defer
to each other and focus on their strengths
without fighting for control.

“By going through counseling, we found
a way to respect one another, and having
multiple businesses was key to that,” Mark
says. “The three of us jointly own all of the
businesses equally; they all operate separately.
The separation and clear delineation of roles
keeps us from killing one another. The three
of us have very different skill sets. That's a
prime reason why we have been successful.”

The first change the counselor recom-
mended was separate offices, so Michael re-
located to another flower shop for a few years.
“Everybody needs a private space,” he says.

“Especially when it’s a family business, it’s
hard to share space 24/7. Part of our problem
was when Tim and I got mad at each other,
there was nowhere to go blow off steam
except right there in front of him. When I
moved my office, that smoothed things out.”

The counselor’s next recommendation was
carving out time for regular communication.
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The Pughs ser a weekly “brother meeting” to touch
base, often having lunch away from the office before
discussing business. Then, once a month (still to this
day) the brothers have a longer meeting to review
each company’s operations and finances.

About 15 years ago, the Pughs consolidated their
businesses into one location in Memphis that serves
as retail headquarters for the flower shops, with
space behind the building to house landscaping
and corporate offices located upstairs. The fam-
ily businesses fill all but 4,000 square feet of the
20,000-square-foot building, and the 3 acres out
back have doubled to 6 acres as they've bought out
surrounding neighbors to accommodate growth.
Each brother has his own office now — next door
to each other.

As the brothers have matured and gained busi-
ness experience, it's become easier to make joint
decisions. “The biggest thing we did is changed the
way we interacted,” Mark says.
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REFOCUSING ON THE CORE:

Why Earthworks dropped design/build

to focus on maintenance

has grown from a one-man
mowing and mulching
crew into a full-service
commercial maintenance contractor.
“We do basically everything," says
president/owner Mark Pugh, who co-
owns the business (and three others) with
his two older brothers. “Typically, our
package includes weekly mowing, chemi-
cals, mulching, seasonal flower displays,
leaf removal and irrigation maintenance.”
Actually, Earthworks used to do basi-
cally everything, until four years ago,
when the company reined in its design/
build division to focus on maintenance.
"Design/build was difficult on our

staff properly for the peaks and valleys,”
Mark says. “We would always end up hav-
ing to pull some maintenance employees
over to construction projects, and in furn
we shorted ourselves on maintenance,
and then we'd have to play catch up.”

“The margins on construction work

far exceed, almost double, maintenance.
But maintenance was our bread-and-

i butter, and that's really the core of our
business. At that point, we were at about
i $1.5 million on the construction side, and
we decided to get rid of that, take those

i same resources and refocus them toward
maintenance.”

Earthworks still has designers on staff

to do enhancements and new landscapes
i for existing customers, but “what we

got away from is design/builds for new

i clients,” he says.

It only took one year for maintenance

to recoup the construction revenue, while
strengthening the company at its core.
maintenance side, because you can never

“Our business has become more

i predictable, which is what we wanted,

i he says. "By getting rid of that small
segment of our business and refocusing
it, we streamlined our maintenance and
improved all of the things that we wanted
i toimprove.”
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thrown cigarette to penetrate its surface. As you know most seeds are wind-
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“We still have our moments,
they’re just not as frequent or as
heated as they used to be. There’s
a shared commonality now that
we can vocalize more than we
could in the past.”

They still disagree — like when
Mark wants a new truck but
Michael wants to make sure they
can afford it — but “that’s why
it's good there’s three of us,”
Michael says, so there’s always a
tiebreaker.

“We may argue, but when you
get outvoted and the decision is
made, once you leave the room
you're on board. We present it
to employees as a unified front.”

As a result, communication

kichler.com/landscape

WE REALIZED THAT WE NEEDED
COUNSELING BECAUSE WE WERE GOING
TO DESTROY THE BUSINESS.” - MARK PUGH

View our full line of integrated products at

and camaraderie have become
central to Pugh’s company cul-
ture. They regularly provide do-
nuts or pizza for the staff to show
employees their appreciation.

They also have two-day
managers’ retreats off-site for
training, strategy sessions and
socializing.

“Irallows guys to interact with
one another away from work,
away from tension, in a fun
environment, so that will carry
over when they do get into tense
moments,” Mark says.

“That’s one of the most impor-
tant lessons we've learned — is the
importance of communicating
outside of work.”

DIVERSIFYING

WITH SPIN-OFFS.

Once the Pughs learned to work
together, their companies grew
organically. They began spinning
()ffscp;amtc businesses — creating
value for customers and opportu-
nity for employees.

The first spin-off, Lickety
Split Couriers, grew out of the
flower shops. The company had
a delivery department with seven
or eight trucks on the road each
day delivering flowers.

When the economy took a
turn in 2007, they filled that void
by delivering other products.
When the flower business picked
back up and continued to grow,

the brothers separated it into a
courier service.

The next addition came a
couple of years ago when Earth-
works’ pest control division spun
off into Rosie’s Pest Control.

“We've always looked at pest
control because it's a very good
business with recurring income.
We have such a large pool of
clients that have pest control,
so we've got a built-in customer
base,” Mark says.

“To keep costs down, we
started it within our landscape
company, using Earthworks
employees, but once we built

enough clientele, we split it out.”

(continued on page 95)

Discover why Kichler has been the
industry standard in LED landscape
lighting for more than 25 years.

All-weather performance

Why choose Kichler Integrated LED?
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Integrated solid-state drivers are fully potted and sealed

to resist moisture

Superior results

Will not diminish lumen output or truncate beam spread

like drop-in fixtures

Easy design & installation

9to 15 volt operating range nearly eliminates voltage drop and
delivers full stated lumen output even over long wire runs

1 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.

KICHLER
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TRUCKS

A Toyota Group Company
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TELEMATICS AND PREVENTIVE CARE ARE STANDARD:
2 MORE REASONS HINO IS THE RIGHT CHOICE FOR
YOUR LANDSCAPE BUSINESS:

At Hino, we think it's about more than just delivering a class-leading truck... a lot more. Thats
why we support our product with a host of benefits and features that remain unmatched in
the industry - from a 5 year, 200,000 mile warranty and 24/7 roadside service, to available
preventive maintenance plans and Hino Insight, the industry’s first fully connected vehicle
platform with telematics, remote diagnostics and case management... standard.

We call it the Ultimate Ownership Experience. POWERON

INSIGHT

Learn more at www.hino.com/landscape
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WILL
GRUCCIO
& MICHAEL
D’ORAZIO

Vineland Landscaping
is faced with weighing
their subcontractin
options to lessen
heavy wo
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aking headway

Our Turnaround Tour winners made it through the spring,
but the work is just beginning. By Brian Horn

OW THAT THE BUSY SPRING IS OVER,

our Turnaround Tour winners have settled into the

season and are getting a grasp on their numbers, managing

workloads and getting rid of overhead. As The Harvesters,
Bill Arman and Ed Laflamme, continue to work with-them, they are
seeing some good progress, but a lot of room for improvement.
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Fleetmatics REVEAL GPS Vehicle Tracking

Get more done with the techs you have.

Growing your company means seizing
every opportunity to cut waste and boost
productivity. With Fleetmatics REVEAL

GPS fleet monitoring, you'll know when
your workers enter and leave jobsites, the
routes they're taking, how they're driving,
and when your vehicles need maintenance.

GET YOUR LIVE DEMO NOW | | FLEETMATICS.COM
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Lawn Service revamped their sales strategy
and brought their fleet up to standards.
They also ironed out some hiring issues by
paying a few dollars more an hour, which

No one kno edging like we know edging.

800.356.9660 | permaloc.com
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Landscape Bed « Maintenance Strip « Aggregate Walkway
Brick Paver « Permeable Pavement « Asphalt Surface « Sports Surface « Green Roof
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SUSTAINABLE EDGING SOLUTIONS

Ira, Darris and Deborah Wade

has worked with recruitment and retention.
The company also over-hired at the start of
the season knowing there would be turnover,
and co-owner Deborah Wade says they have
enough workers and are happy with the staff.

“The amount we are paying them, they are
fine and working here,” she says.

Latest update: Wade’s must get back to
basics when it comes to figuring out gross
margins, and how much revenue is coming
from maintenance and how much is coming
from enhancements.

Deborah has hung a whiteboard in
her office with all their employees’ names
written on it. The board will also have the
hours someone worked in maintenance and
enhancements and is a straightforward way
to keep track of how much time a worker
spent in each area.

The workers will write the hours they spent
on maintenance work and on enhancement
work on their route sheets. Deborah can col-
lect those and then transfer that information
to the whiteboard.

“It’s going to help us see where we can
tweak some things,” she says. “It’s going to
help us get better systems in place as far as
labor hours and who needs to be where and
doing what. It’s just making sure we have
people in the right box.”

Bill and Ed’s take: Ed and Bill think the
Wades are making money on jobs but no one
is sure because there is no system to track it
on a detailed scale. The whiteboard is a good
place to start to find out where revenue and
profits are produced. Once a daily revenue
number can be established, then a more ac-
curate budgert can be built.

“We're going to track them daily, and then
weekly,” Bill says. “Then we’re going to get
that weekly into a month. Then we are going
to get the month into what we call the mini

budget. Then we can have a trajectory to see

48 AUGUST 2017 | LAWNANDLANDSCAPE.COM
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where we are going with the financials both
revenue and gross margins. That’s all we care
about is revenue and gross margin.”

Bill and Ed would also like to change the
way Wade’s bills for mowing. Instead of
charging per mow and billing at the end of
the month, they want to figure out how many
mows they do in a season for a customer,
and average that out on a monthly payment
schedule. For example, if a company mows
30 times a year and charges $75 a mow, they
can multiply those two numbers and then that
by seven (if it’s a seven-month season), which
would come out to about $321 a month.

“We are trying to get them to charge that
at the beginning of the month, rather than
wait until the end of the month, for cash
flow,” Bill says. “That’s a big step for these
guys and their customers.”

Last time we checked in: Vineland
Landscaping was working on improving
accounts receivable, and have moved some
clients to pre-billed contracts so they will
pay for maintenance services before they
are performed, similar to what Ed and Bill
want Wade’s to do. They also hired a virtual
assistant as a friendly reminder for clients
to pay. At 30 days, the client gets an email
and at 60 days they get a call. The company
discovered customers aren’t annoyed, but
more embarrassed they haven’t paid yet, says
Will Gruccio, president.

“We were always of the mindset that we
don’t want to harass people because no one
likes that,” he says. “At the end of the day,
people are actually happy about it, which is
really interesting, because I did not think that
would be the case.”

Gruccio alerted close customers ahead of
time that they would be contacted via email
as a reminder so they weren’t offended. Over
all, he was happy with the change.

“It still is a problem, but it’s better than
where we were. [ won’t think that it’s fully
corrected until next year, but we're in a better
place,” he says.

LAWNANDLANDSCAPE.COM | AUGUST 2017 19

Latest update: Two major problems
arose recently, the first of which was taking
on too much work. Gruccio says he wouldn’t
have been able to get the equipment or em-
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ployees soon enough to maintain the quality
of work Vineland wants to deliver.

One idea floating around was dropping
some subcontract work Vineland was do-

GEMPLER’S is your go-to source for safety products.

Check out our top items for the fall season.
HURRY! Special pricing available through September.
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ing. But that may have meant
damaging their reputation with
the company they were working
with. So instead of dropping
the subcontracted work, they
did something they never have
before and subbed out mainte-
nance work.

“We came up with the solu-
tion of subcontracting to a sub
that we're very close with and
who understood the quality we
have to have,” Gruccio says. “It’s
a smaller, local company, and
they’ve been wanting to work
together, maybe at some point
even have a partnership.”

While construction helps
keep maintenance afloat, Gruc-

cio and his partner D’Orazio
need to decide if they want to
kccp it long term. Gruccio is
passionate about maintenance
while D’Orazio is passionate
about construction work.

“The difference is in mainte-
nance, theoretically, it’s system-
“The busi-

ness runs itselfonce you getittoa

ized,” Gruccio says.

certain point, which we're notat,
but I can see how it can become
systematic. In construction, it’s
impossible to become systematic,
because you constantly have ma-
terial orders. You constantly have
issues on jobs.”

But construction work is prof-
itable for Vineland and it’s actu-

Our Vacs Fit Most
Major Brands!!

)

PRO 120FS

Electric Sprayer

Eliminates

Hand Pumping or Lugging
= aHeavy Tank on Your Back

Check Out The
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Trim While You Mow!

America’s Lawn Vac Leader - For All Your Cleanup Needs!
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ally supporting the maintenance
work while the duo improves
their accounts receivable.
They’ve asked Bill and Ed to
find a company they can visit
to see how a construction and
maintenance company should

work.

“My partner is in charge of

operations and we’re not as ef-
ficient as we should be,” Gruccio
says. “He takes responsibility for
that. I mean, he’s doing a great
job, but we want to see what
we can change to get where we
need to be. For me, | want to
see what a larger company what
it looks like from their CEQO’s

perspective.”

Bill and Ed’s take: Ed says
Vineland panicked a bit in deal-
“100 days of Hell”
and the new work they booked.

ing with the

Ed describes the 100 days of Hell
as the start of the season to the
Fourth of July, when work settles
down. Subbing out the work
took place of possibly buying
new equipment, which they may
have only needed temporarily.
“You can't just go run out
and buys trucks for $50,000,”
Ed says. “You only need it for
six weeks. Go rent trucks”
After getting through the 100
days of Hell, Ed and Bill received
the phone call about possibly

dropping construction.

VPAVE TECH)

Hardscape Outfitters \

-\ﬁii

SUPER-EFFICIENT AND RUGGBDLY
BUILT 1-PERSON TOOL FOR

HANDLING PAVING SLABS

VISIT PAVETECH.COM
TO DOWNLOAD OUR 2017
PRODUCT CATALOG

952-226-6400
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Cutless 0.33G

Landscape/Ornamental Growth Regulator

Contact your SePRO Technical Specialist at 800-419-7779
See the How-To Video at stewardsofturf.com/cutlessg

Always read and follow label directions, Cutless s a regi rk of SePRO C: CCopyright 2017 SePRO Corporation




Example of reduced shoot growth and
enhanced bud development of the treated jasmine
on the right versus non-treated on the left.

Features and Benefits of Cutless Granular

Features Benefits

Systemic Flurprimidol is root absorbed and distributed evenly throughout a plant via water movement
throughout the plant.

Broad-Spectrum Effectiveness on a wide range of species ensures consistent regulation across your landscape.

Long-Lasting Several months of regulation following application means fewer applications for better results.

Promotes Flowering Some species will increase flowering following application, improving beauty of the landscape.

Cost Effective Research has demonstrated shoot growth can be reduced up to 70% and green waste reduced
up to 60%.

Forgiving Flurprimidol has low phytotoxicity potential. You don't have to sacrifice plant appearance.

Residue Free No unsightly residue remains on the leaf surface following application. In addition. worker

exposure is minimized.

Unique Activity Cutless Granular is the only granular, systemic, landscape growth regulator for small to medium
sized landscape ornamentals available.

6 Easy Steps to Cutless Granular Application

© Q09

1. Dripline 2.Rate 3. Calculate 4. Weight 5. Water 6. Shape
Determine the Select the Determine the Weigh out the Water-in with Trim and
dripline area (ft?) rate specific amount of material needed at least 2" reshape 4 weeks
beneath the to the target Cutless Granular to treat the of irrigation, or following
plants, plants. needed. target area. rainfall application

Untreated

Enhanced flowering in Ixora after treatment with Cutless Granular

Contact your SePRO Technical Specialist at 800-419-7779

See the How-To Video at stewardsofturf.com/cutlessg

Alwiys read and foliow label directions. Cutiess is a registered trademark of SePRO Corporation, ©Copyright 2017 SeP
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The Harvesters try to drive
people to recurring revenue,
which is why they admit they
don’t like construction. “We
are guilty of that,” Bill says.
“We'll always sort of pooh-pooh
construction because we’ve seen
them go way up and we've seen
them go crash into the ground.”

But Vineland is making
money off construction, and
enough money to support the
maintenance division, so Bill
and Ed recommended Vineland
continue doing it. And once

the construction job is done,

Vineland is doing a good job of

getting the maintenance work
on the job.

“If you are just doing construc-
tion for construction and there
is no line to long-range mainte-
nance, then it better be making
you money,” Bill says. “Otherwise

you are just wasting energy.”

Last time we checked in:
Heather and Jeremy Dirksen up-
dated their Heet and l‘cpl;lccd old
non-profitable clients with new
profitable ones. Overall, things
were going well and Freedom
Laywn & Landscapes continues

to make good progress.

Latest update: Heather
and Jeremy Dirksen are operat-

ing Freedom on a big piece of

land with a big shop, a small
garage and a cabin that was
about 1,200 square feet that
they were using for an ofhce.
Since they didn’'t need that
much space, they moved their
office to the garage, and have

rented the cabin out saving

o

abourt $1,500 a month.

“It was way more for what we
needed for an office, but for its
location, and for the garage that
we got and the big shop, itwas a
good price,” Heather says.

Freedom also had a safety in-
spection performed after hearing
how it helped a company that
had a facality.

“They were able to go back
and show that he had done
an inspection, they passed the
inspection, and that they had
done everything within their

power to train the employees to
prevent accidents like that that
happened,” Heather says.

But it’s not all sunshine at
Freedom — one of their oldest
spray trucks broke down and

Jeremy isn’t confident ic’d be

worth the cost to fix it, which
means they may have to purchase
another one.

“We haven’t decided a num-
ber. I mean, if it’s a couple grand,
we might fix it, but if it’s any
more than that, we probably

won’t,” he says.

Bill and Ed’s take: The

company is in a great spot and

heading in the right direction,
but Bill and Ed would like to see
Jeremy continue to delegate field

work so he can work on bigger
picture items.

“The problem is he gets swal-
lowed up by it and it takes all
his time up,” Ed says. “As he
grows, he has to grow out of that.
Then I'd like to see him run the
operational part of it, but not be
required to work in it. By next
year he should be there.” a1
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A POOL IS THE
FOCAL POINT OF AN
OUTDOOR LIVING SPACE.

It’s the foundation from which the rest of the landscape de-
sign evolves. For many contractors, that’s why they’ve chosen
to add the service to their business rather than subbing it out.

“Pools are a component of the overall picture,” says Mike
Mainland, project manager at Steven Dubner Landscaping
in Long Island, New York. “The ability to design and execute
the construction of the pool completes the ability to handle
the entire exterior; that’s why we’ve always done it.”

If a landscape revolves around the pool, a landscaping

business should also center on perfecting pool installation
and maintenance. Before a contractor dives head first into
this line of work, here are five dos and don’ts we've gathered
from some of the pros:

LAWNANDLANDSCAPE.COM | AUGUST
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DO LOOK FOR A NEED IN YOUR MARKET AREA. Fransen
Group added pool and spa services two years ago when
they realized that there were not enough pool companies
in the Louisville, Kentucky, area to keep up with the
demand. President Alex Fransen hired a friend with 15
years experience installing pools so that they could hit the
ground running. Two years later, pool and spa work alone
keeps several employees busy full time. The crew does an
average of two site visits each evening and converts about
70 percent of those to jobs, Fransen says.

“It’s probably been our easiest sell and one of our most
expensive as well,” he says.

In other markets, there may be a need for a certain pool
aesthetic or type of customer service. In New York, Main-
land has found that requests for higher-end, higher-priced
pools such as rim flow, knife edge and infinity pools have
grown substandially. Over in Poughkeepsie, New York,
Elite Landscaping has found its niche with clients who are
looking for more attention from their pool installers, says
President David Katz.

“Our business model is about very attentive, custom,
concierge service, which is not always the case. It doesn’t
make a business good or not good because they don’t havea
concierge service, it just makes a difference to some clients.
Some want budget and some want attention,” he says.

DO EDUCATE YOURSELF. While Fransen was lucky to find an
experienced pool installer and was able to hire him on, not

54 AUGUST 2017 | LAWNANDLANDSCAPE.COM

Pool

installations
can be a case of
trial and error
for beginners,
but there are
always learning
opportunities
available - even
for experienced
installers.

everyone will have that opportunity.

Contractors can take advantage
of educational programs available
through organizations such as the As-
sociation of Pool and Spa Professionals
and the National Swimming Pool
Foundation, through manufacturers’
training systems or through home
improvement licensing and certifica-
tion programs, Katz says.

“There’s lot of ways to be educated,
and that can be daunting in itself,” he
says. “When you go into a seminar
where you become enlightened about
how much you don’t know, you may
start to panic. That’s why people don’t
ask questions because they are embar-
rassed about what they don't know
and they don’t want to feel ignorant
or exposed.”

Even with years of experience, there
are opportunities to continue learning,
Prior to 2004, Elite Landscaping would sub out pool care
and maintenance because its staff was not yer skilled in
that area. They were then invited to get involved in the
Northeast Spa and Pool Association education program and
became certified to offer those services, Katz says.

“I would encourage everyone to seek any level of educa-
tion. When you build a pool the same way for 40 years,
you become stale and irrelevant. It is imperative that you
updare your knowledge regularly. There isn’t one company
that isn’t going to learn something,” he says.

DO LEARN FROM EXPERIENCE. Some education comes from
trial and error. With each installation, contractors will
become familiar with the intricacies of each type of pool,
and develop best practices for each stage of the process.

Contractors will need to address site-specific conditions
such as where egress points of the pool are, how the design
of the pool affects circulation and hydraulics, and the area’s
specific code requirements, Katz says.

“We did the best we thought we could do and then we
learned that we could do it berter. I learned most of what
I know by seeing somebody else doing it and seeing how
I could do it more efficiently. We've made as many mis-
takes that anyone can make, and we've learned from those
mistakes just like anyone. The factor is how you resolve it.
You're going to make mistakes and then you're going to beat
yourself up about it if you care about what you do. Just go
back and take care of itand do better the next time,” he says.

ISTOCKPHOTO; ABOVE PHOTO COURTESY OF FRANSEN GROUP OF LOUISVILLE

SPREAD PHOTO. © TERRY J ALCORN |
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DON'T RUSH THROUGH IT. Pool
installation work is front-heavy.
First and foremost, contractors
need to consider the logistical
factors of physically bringing
heavy equipment or cumbersome
fiberglass shells across town and
onto a property, Fransen says.
“All of those things add cost,
you can get burned on that.
There's a lot of liability and a
lot of legwork. A pool goof-up
is very costly and you can lose
all your profit on the job with
a very minor screw up. If you're
not ‘installing correct drainage
and pump systems, you can
have catastrophic failure down
the road that will fall back on

whoever installed it,” he says.

Understand the systems that you’re installing
and understand your limitations.”

Mike Mainland, project manager, Steven Dubner Landscaping

Once construction begins,
contractors must be diligent.
Mistakes are much more dif-
ficult to fix after the fact. Patios
can settle and crack. Backwater
can build up. A pool can even
float out of the ground if the
hydrostatic pressure is imbal-
anced, Mainland says.

“That can be a rather painful
and expensive lesson to learn.
Understand the systems that
you're installing and understand
your limitations. Be cognizant
of the ground conditions. Has
it been disturbed? Does it need
to be removed? The most im-
portant thing for a pool is that
it's built on solid, load-bearing
ground,” he says.

MAKE SOME

TruGreen” wants to acquire fertilization and
weed-control businesses. To have yours valued

confidentially, please contact: [

Jerry Solon Senior Dir
901-251-3970

mergers@trugreenmail.com
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ctor of Acquisitions
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As a result, contractors may
need to implement grade beams,
well points or other compen-
sating design precautions to
complete the project safely and

successfully, Katz says.

DON'T DO IT FOR THE MONEY.
Katz cautions contractors to
evaluate whether their business
has the capacity to take on pool
installations. It might be more
profitable to build a referral
relationship with another busi-
ness rather than take on the
work in house. This symbiotic
relationship could limit liability
and add profit.

“The truth is, there’s a per-
centage of profit that's made

on every job, and it’s far less on
quality hardscaping projects,”
Katz says.

He adds that the labor, com-
mitment of materials and the
liability is more intensive.

“If you'’re going to expose
yourself to this kind of work
and you're not going to make
more than you would in the
stock market, then you really
have to decide why you're do-
ing it,” he says. “If you can geta
referral fee and get involved with
facilitating the management of
it, you might make the same
amount of money with half of
the headache.” tat
The author is a freelance writer
based in Kentucky.

'W@RLDLAWN'

RESIDENTIAL AND
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OUR MOWERS ARE PROBABLY

your most heavily used equipment, but

coming up a tight second are your acrators,

dethatchers, and seeders. Making the right
purchase and keeping each piece in top condition will
not only keep business humming along smoothly, but
can be vital to growth. Brandon Harris, sales and market-
ing leader of Tee Time Lawn Care in Plainfield, Illinois,
experienced this in the fall of 2014.

“We had grown by 2,000 customers that year, which
was great, (but) we were also falling way behind in aera-
tions and seedlings,” Harris says. “We got our CEO at
that time to purchase two new Ryan ride-on aerators and
we ended up getting all of our work done, and selling
another 500 aerations that season,” Harris recalls.

GET OFF TO THE RIGHT START. Making the right purchase
isn't always a time for bargain hunting. Spending a bit
more up front is often more cost-efficient in the long run.

Brad LaBree, warechouse manager of Virginia Green
Lawn Care in Richmond, Virginia, says he likes to stick
with a brand he trusts, and then looks for the lowest price.

“We own 57 Classen spilt aerators, and 32 Classen
single drive aerators. We also own three Lawn Solution
ride-on aerators,” LaBree says.

Combined with diligent care and maintenance, that
approach has worked well for the company. “After 12
years, (we're) still using the same aeration equipment
that we started with. I have not had to replace a small
engine on anything that we are using.”

Harris says another important factor at purchase time
is insurance.

“Ilook for long-term quality and equipment with war-
ranties,” he says. “Ensuring your equipment is covered
and produces top of the line work is what you need, and
if takes a little more financially up front, it does pay off
in the long run.”

[t's important to consider the type of clients you’ll be
servicing. Do you need your machines to maneuver tight
corners and places or do you mainly work in open fields?
Finally, look into ease of routine maintenance, such as oil
changes or chain replacements, and availability of parts.

ILIGENCE

Take the time to research and care for your fall

equipment. By Debbie Swanson

TIPS FOR BETTER UPK

« Adhere to a schedule for lubricat-
ing moving parts, such as chains,
wheels and tines. A common
guideline is lubricating after every
40 hours of use. Check with your
specific manufacturer for their
recommendation.

Brush clippings and organic matter
away from tines, gears and wheels,
d motor.

Always wear gloves and use a

brush when cleaning slit seeder

blades.

Inspect chains daily and adjust to

correct for excessive tightness or

slack. A poorly fitting chain can

result in further damage to the

chain or sprockets

Aerator tines wear down over time,
so monifor their size and replace
when more than an inch of tine is
gone (or the amount recommend-
ed by the manufacturer), Replace
any bent or broken aerator tines
On painted surfaces, lightly sand
away any rust and then touch up
with a light coat of enamel paint
Empty your seeder ed bin,
discs and discharge area thorough

KEEPING THINGS RUNNING. Keeping up
with routine care and maintenance can
improve daily operations and reduce
lost profits due to a down machine.

“Nothing will last forever, it all
depends on what kind of maintenance
you do to that machine,” LaBree says.
“I change the oil, spark plug, the air
filter and tines plus inspect everything
that moves on the equipment. I've also
showed the technicians how to adjust
the chains and keep them lubed. A
dry chain can wear faster than an
oiled chain.”

The best way to make sure preven-
tive maintenance is performed is to
establish a system that
works for your crews —
one that both allocates
time for the repair and
documents when the
work is done. Harris
says thatall technicians
at Tee Time Lawn

LawN CARE

Care are taught to clean and care for
equipment daily, and record their
work on a check-in sheet that goes to
their staff mechanic.

Creating a routine for annual main-
tenance can also promote longevity.

“Our team literally breaks down
anything without a warranty (at the
end of the season) and rebuilds it with
our on-staff mechanic,” Harris says.
“We send (anything under warranty) to
the proper care professionals for care.”

TAKE TIME FOR SAFE STORAGE. Be-
tween getting your clients ready for
winter and putting your machines
away properly, the end of the season
is a busy time. But, paying extra atten-
tion to your equipment at the end of
the season will get you up and running
faster once when spring arrives.

Take time to thoroughly inspect
and clean each machine for any dam-
age before putting it into storage.
Drain or treat any fuel remaining in
the tanks.

LaBree had trouble with gas left in
a tank over the winter one year. “The
machines sat for three-fourths of the
year so the gas would go bad and had
to pull the carburetor off and clean it
out,” he says. “Then I started using an
additive, and that helps dramatically.”

LaBree ends every season by main-
taining the oil, air filters and spark
plugs to keep the engine running
smoothly, and also adds an additive
to the gas to prevent possible damage
from ethanol in the gas.

Finally, let your equipment dry
out completely before storing it in a
place where it will be protected from
the elements.

Your equipment is what keeps your
business running, and with the right
purchases followed by diligent upkeep,
every investment you make will be
money well spent. ta1

The author is a freelance writer based in
Massachusetts.
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AKING SURE YOUR FITTINGS
are solid is a basic step to ensure an irrigation
system stays trouble-free for years, yert it's

often overlooked or rushed. “You can’t get

sloppy,” says Mitch Kalamian, president of
Solena Landscape Company in Huntington Beach,
California. “Taking shortcuts will undermine the
foundation of the whole system.”

In warm climates, schedule 40 or 80 PVC pipe is
typically used. While there are a variety of push or
quick fittings now available, many contractors still
swear by older methods for longevity’s sake. Solvent
weld — which is just a fancy term for glue joints — is
still commonplace with PVC.

After laying out your design, cut the PVC to length.
Follow the old adage to measure twice, cut once.
Use a pipe cutter, which has a ratcheting mechanism
that makes the cleanest cut. A hacksaw is not recom-
mended, as it leaves behind too many burrs, or jagged
edges, which are where leaks start down the road,
Kalamian says. If burrs do remain after cutting, use a
file or sandpaper to remove them.

The next step is to dry fit your connection. If it’s
good, wipe purple primer inside the fitting and on
the outside of the pipe. Hit the entire pipe all the way
around a couple of times. Next, apply glue where
you just applied primer. Be generous but don’t let it
get sloppy. Slip the fitting in and give it a twist about
halfway around, which spreads the glue. Hold in place
for about 15 seconds until the cement grabs.

While some contractors only use primer on main
lines, Kalamian believes in priming all lines. “This is
one of the biggest newbie mistakes we see,” Kalamian
says. “People skip primer, but the primer breaks down
the coating of the pipe to ensure adhesion. It’s a few
extra seconds of work for very little extra cost, and it
makes a better connection.” Another tip: Duct tape the
cans of primer and glue together to keep them upright
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Do the prep work
to make your
installations last.

By Arricca Elin
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Solvent weld is st
“commonplace with

and handy as you move around the yard.

Poly pipe, sometimes called tube, is used in areas
where the ground freezes because it’s more flexible and
less susceptible to freeze-thaw cycles than PVC. “We
make our connections old-school because they last
forever,” says Joe Sganga, owner of Irrigation Solu-
tions, LLC in Southampton, New York. He prefers
1-inch diameter minimum poly. Use a pipe cutter to
make a clean cut, then make the connection with an
insert ficting, which has barbs that go into the tube.
Place stainless steel crimp clamps (not screw clamps)
on either side of the fitting, push the fitting all the way
into the tube, then clamp.

Sganga says the most common mistakes he sees are
when contractors use tube that's too small in diameter,
or they let dirt or rocks get into the pipes. He also be-
lieves it’s crucial to train your technicians thoroughly.
“We have people come to us who say they have prior
experience, but they have to work in the field with one
of our crews for a minimum of three years before they
can go solo,” Sganga says. “It’s a tough industry. We
want to be sure they learn to do it right the first time
so we're not going out on callbacks.” a1

The author is a freelance writer based in the Northeast
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The business model for this Ontario snow removal company is ever-evolving. 62
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A ROADMAP FOR SUCCES

fyou are anything like me, you are an entrepreneur

who dreams big, has the drive to make things hap-

pen and does not rest until you have found a way

to make your goals a reality. At Callahan’s, we are
striving to grow our snow business sales and bottom
line profit in a very big way. Callahan’s is using a simple
goal setting and execution approach which serves as our
road map for success.

This success begins with a laser-like focus on a BHAG
or Big Hairy Audacious Goal. In their book, “Built
to Last: Successful Habits of Visionary Companies,”
James C. Collins & Jerry I. Porras state, “a true BHAG
is clear and compelling, serves as a unifying focal point
of effort, and acts as a clear catalyst for team spirit. It
has a clear finish line, so the organization can know
when it has achieved the goal ...” Every step after is
one taken in an effort to achieve this end. Planning fol-
lows this path: First, establish yearly priorities, then set
quarterly goals that align to the year-end outcomes and
finally develop and commit to “the big three” weekly
executables which drive all stakeholders to meeting
quarterly benchmarks.

The core leadership team meets off site on various
occasions each year to address strategic planning. First,
the team meets, typically for three days, to address long-
range strategy by establishing several yearly priorities for
the company. The yearly priorities are created to directly
support the attainment of the BHAG and govern the

R B

PRIORITIES

T
OPERATING
PRIORITIES

Report
lanciatze SNOW

work of the entire company. Next, the leadership team
meets, typically for two days, to address short-range
benchmarks that will drive progress. These quarterly
Tactical Operating Priorities or TOPS are limited to
three in total to ensure that we remain focused on the
goals and are able to effectively manage continuous
movement toward success. These TOPS are assigned
to an individual on the leadership team who becomes
solely responsible for the desired outcomes.
Transparency is key and therefore, once the lead-
ership team finishes strategic planning, the work is
presented to the entire company for further consider-
ation and planning. At this point, TOP owners begin
to share TOPS with members of the company who
work collaboratively to establish SMART (specific,
measurable, achievable, relevant, time-bound) goals
that will encourage execution of the TOPs. These
goals are divided up amongst the members of the TOP
team and the final step includes creating the weekly
“big three.” The weekly big three are executables that
each individual is to engage in on a daily basis. A point
system is used to ensure appropriate accountability and
progress to meeting quarterly TOPs. An example of the
big three for a member of the office team may include:
weekly credic card processing on a specified day, weekly
payroll processing, and completing daily/weekly billing.
The work does not end with planning and goal set-
ting. There isa cycle of continuous meetings that foster
collaboration, accountability and further planning.
Quarterly meetings allow for progress reporting by
TOP leaders regarding the measurable progress for the
TOPS they are responsible for. After this the majority
of the time is spent performing a SWOT analysis for
each division of the company including commercial
and residential snow removal. During this analysis,
we address the strengths, weaknesses, opportunities
and threats for each division. Weekly staff meetings
allow for members of the team to review the week
prior and discuss the current week through the lens of
the following questions: What were the problems we
faced last week? How can we help you perform better
this week? What are we expecting for the current week?
It is critical to maintain a strong focus and com-
mitment to strategic planning in order to grow your
company. Withour this focused cycle of continuous
improvement, it is easy to forget about our goals with
the ebb and flow of the winter season. Having both a
strategic long-term view and laser-like focus on short-
term executables has allowed us to grow and scale our
snow operation with a clear road map for success. st

© BRIANAJACKSON | ISTOCKPHOTO
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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.
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WORK SMARTER

Allocating extra
money for quality
equipment, like the
right shovels, will
lessen the fatigue

of the snow season
and add to employee
productivity.

DEEP IN THc ohNOW

The business model for this Ontario snow removal

company is ever-evolving. &y HOLLY

recision Snow Removal began in 1992 as a landscape
company with a focus on landscape overhaul and
construction. But, about six years ago, the company
transitioned to primarily offer snow removal.

“Landscaping is such a seasonal business, and at the time
we were having a fairly large turnover in staff,” says Kent
Peddie, president of Precision Snow Removal, based in
Orttawa, Onrario.

With the change in business model, Peddie has less
employee turnover. “It’s a fairly different skill set,” he says.
“When you're doing landscape construction work, you
need staff members who probably have been in school for

62
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one or two years.”

Then field experience is required.

“With snow removal, you need to have a
strong back if you're doing a lot of the hand
work or otherwise it's mostly equipment op-
eration, and that's a much easier skill set to
pick up and to learn,” Peddie says.

ERSMITH

CHANGING GEARS. Precision Snow Removal
has an annual revenue of $800,000 to $1 million with about
85 to 90 percent coming from winter work. The remaining
revenue comes from the green season, during which the
company will do some landscape construction, subcon-
tracting for other companies. In addition, Peddie says he
earns some off-season income through equipment rental.

Customers are split half and half between commercial and
residential. The commercial side is primarily condominiums,
homeowner associations and businesses. Peddie says he plans
to further grow the commercial side.

“For us to expand our residential work, we would have
to then enter into a new neighborhood which already has

PHOTO COURTESY OF PRECISION SNOW REMOVAL
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some large players that have
virtually control of the whole
market,” he says.

To compete in that market,
Peddie says he would need to sell
mostly based on price — which
is not a business move he wants
to take.

“Our superior training meth-
ods and our emphasis on keeping
up to date with current technol-
ogy and best practices — that will
give us a leading edge moving
torward, marketing to the larger
accounts,” he says.

PREPPING FOR THE SEASON. Cus-
tomer contracts usually begin
in November and end in April,
Peddie says.

As soon as the 18-week sea-
son ends, preparation for the
next season begins — including
meetings with property manag-
ers seeking quotes for the next
season, Peddie says.

“Starting at about mid-June,
we'll start putting a push for
new quotations and starting in
July, we'll begin the recruiting
processes,” Peddie says.

Commercial contracts are sent
out before residential contracts,
as commercial customers usually
plan ahead a little more. Resi-
dential customers usually make a
decision by the end of September
to early October.

This past season, snowfall was
nearly twice the average in the

region. “We needed additional
staff to handle all of the snow,” he
says. “Our recruiting and hiring
process was virtually ongoing.”

Instead of wrapping up re-
cruiting and training in the fall,
Peddie says he was still hiring
new workers in February.

On top of that, customers
were hit with extra bills due to
the higher-than-average snowfall.

INTENSIVE TRAINING. During
peak season, the company has
48 employees, including six full-
time managers. The remaining
staff are seasonal hourly employ-
ees who come from landscaping
backgrounds, roofing, renova-
tion or the military.

[

“Anything we can do prior

to the first snowfall thar would
make our job easier during the
first snowfall, will be a huge
benefit for us,” Peddie says.
“Training is just critical.”

Classroom training includes
slideshow presentations of equip-
ment features and operation.
Another class focuses on cus-
tomer relations. And there is
training for specific operational
techniques — such as how to clear
parking lots and driveways, and
best practices for snow removal,
Peddie says.

After the classroom training,
all employees take a written
exam. The exam is not a pass
or fail exam bur it is useful for

www.AvantTecnoUSA.com
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Miesws Hsey usea lot of shove%s with a

“That really lessens fatigue over the

course of a shiff, because as you're shovel-
‘ing as the shovel hits small imperfections

in the pavement, that sort of ripples up the
tool and it actually hits and absorbs into our
team members' wrists and arms,” he says.
“Imagine doing that for eight hours ina row
or 12 hours in a row."

Weight of the shovel is also important,
he adds.

A larger shovel would just start exhaust-
ing one's muscles over the course of a long
shift, so if it's a heavier snowfall, we encour-
age them to use shovels that are smaller and
ifit's light or fluffy show, then we encourage
them to use larger shovels,” Peddie says.

revealing employee strengths and weaknesses.
Additionally, exams reveal which employees
need more education.

“What we did learn from the tests, some
potential recruits and potential team mem-
bers really don't have the best reading and
writing skills,” Peddie says. “That was good
for us to know, so that if we gave them de-
tailed documents in terms of what ro do at
each job site, we would realize they probably
can't read this.”

Finally, field training begins.

FLEET STRUCTURE. The Precision Snow Re-
moval fleet is structured uniquely — there
are 27 skid steer loaders — along with three
other machines. There are also 14 to 18
pedestrians removing snow with shovels and
snow blowers.

Teams operate from three different sites or
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hubs — or storage equipment sites.

“Then even if they have to drive a machine
for half an hour, 45 minutes to start getting
to the route, it's more efficient for us to do
that than have them self-dispatching out of
locations that might be closer,” Peddie says.

The hubs provide support and account-
ability.

“If machines have a hard time starting,
they're able to help each other,” Peddie says.

A few pickup trucks are driven by man-
agers to inspect commercial properties, and
trucks are used for salting as well. Pedestrian
crews also use the pickup trucks equipped
with shovels and snow blowers.

“A lot of our market is in urban Ottawa.
The streets tend to be narrower because
they're old cities and that's why we use skid-
steer loaders. We specialize in these unique
and tight areas,” he says. 181
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ATTENTION

Have you been asking yourself what went wrong when customers
switch to another snow and ice contractor?
Here are three questions that capture your customers’ attention.
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ou may be asking yourself, “Why didn’t I get the

follow-up meeting with that recent prospect?”

You asked all the right questions and got the

answers you needed to qualify them. You had

their budger, knew their goals and needs, and
their time frame to make the decision. You knew who
the decision-maker was, were keenly aware of your
competitors in play and felt that you had the perfect
solution to meet their needs.

So why didn't it work our?

Unfortunately, this happens to many sales profes-
sionals, yet only one will earn the customer’s business.
While you may be asking good questions, you may not
be asking the right questions. You want to ask the type
of questions that make the customer take notice of who
you are and what you have to offer. What makes them
pay attention to you? What are the questions that get
the customer to say, “Tell me more.”

Customers get bored when you ask the basic surface
questions. These are the questions that you need to have
answered to better understand the customer’s situation
so your solution can be positioned to meet the cus-
tomer’s needs. Customers already know their situation.
They want to know what makes you different from the
pack, and how you can help them in a way that provides
value no one else can deliver. And remember, the last
thing your prospects want on a first appointment is a
presentation! This meeting is not about you and what
you offer. It should be all about your customer and
how you can help them meet and exceed their needs
and achieve their goals and objectives. Customers want
the conversation to be all about them. In other words,
let them ralk — you should be listening,

What questions you should ask? Customers engage
best when they are asked specific and targeted questions
that pique their interest and highlight the consequences
of unsolved issues. There are three critical types of ques-
tions you need to ask to build momentum and ensure
that you ger the next meering,

WHAT ARE THE ISSUES? To build the critical trusting
relationship, you need to understand what's really going
on. Ask them, “What issues are you facing that most
need to be resolved?” Do not start by asking what type
of solution they are looking for or how much they will
spend. Aim to learn where they are experiencing pain,
how bad is the pain and how long has it been going on.

WHEN THE
CUSTOMER SEES
THE IMPACT OF
THEIR [SSUES IN
MULTIPLE AREAS,
WE CAN START
TOCRAFTA
VIABLE SOLUTION.
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The best sales people dig deep when it comes to under-
standing customer issues. You can further understand the
pain by asking “why” questions. When you ask “why,”
you're bringing the customer into the past which allows
them to elaborate on what happened in the first place.

WHAT IS THE CAUSE? Ask them, “How long have you
been having this issue? Is it getting better or worse?
Do you have any thoughts on why?” These probing
questions will demonstrate that you are truly interested
in understanding their situation to the fullest extent. It
means you are building credibility with the customer
and showing them you care. This approach takes the
conversation to a better level of understanding and of-
ten they will even discover something they hadn’tseen
before. Helping your customers understand the cause
of their issue helps you understand which solutions
to offer and helps them think through the situation.

WHAT IS THE IMPACT? Impact questions help to cre-
ate a sense of urgency about the issue. Now that you
more fully understand the problem and how it was
caused, it’s time to talk about the possible impact
on the business. Ask them, “How do you think this
issue is having an impact on productivity, customer
service, revenues or operating expenses?” When you
can help them understand the impact, they are one
step closer to taking action in your direction. When
the customer sees the impact of their issues in multiple
areas, we can start to craft a viable solution. You can
start to help them see the future in a positive light by
asking “what” questions. “What” questions focus on
the possibilities. Now you can work with customer as
a partner because you have a solid understanding of
their issues, how they came about and how they are
impacting the business.

Good selling is all about going below the surface
by asking thoughtful, probing questions that help to
uncover the key issues, the root causes and finally the
impact their most painful issues can have on their busi-
ness. As the saying goes, “If you ask better questions,
you'll get better answers.” The best sales professionals
have great skill in asking the more significant thought-
provoking questions that make a difference in the
customer dialogue. et

The author is a sales expert and accomplished speaker.
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| DIRECTOR'S NOTE

BY KEVIN GILBRIDE

arlier this year, the Mas-
sachusetts House of Rep-
resentatives introduced Bill
H.2369 — an act relative to
prohibit contract provisions re-
quiring subcontractors to assume
liability for negligence of others.
In short, it’s an all-encompassing
piece of legislation that fulfills the
same mission as the Accredited
Snow Contractors Association’s
model legislation, namely pro-

hibiting your clients from pass- |

ing on their negligence through
hold-harmless agreements and
indemnification clauses. The
difference with H.2369 is this
legislation would cover all in-
dustries, not solely snow and ice
management.

‘The ASCA has kepta watchful
eye on H.2369, and this week re-
turned to the Massachusetts State
House to support the legislation,
not only to ensure its legislative
momentum, but to protect the

A LEGISLATIVE UPDATE

interests of the professional snow
and ice management industry in
H.2369’s legislative language.
Mike Weiss, founder and
president of Weiss Commercial
Property Services, has champi-
oned H.2369 and maintains
constant communication with
state legislators on its prog-
ress. In early June, Weiss and
myself visited 20 state senate
and house offices to share our
industry’s message with state

legislative representatives.

H.2369 has been assigned to

| the Labor and Workforce De-

velopment Committee. This is a
joint committee with both state
house and senate representatives.
We stopped into each committee
member’s office to educate and
generate support.

We also met with the office of
the bill’s sponsor, State Repre-
sentative Thomas A. Golden, Jr.
(D-Lowell), and offered support-
ing statements for him ro use to
help pass H.2369.

Finally, Weiss and I met with
Senate Minority Leader Bruce
Tarr (R-Gloucester). Senator
Tarr was encouraged by the bill’s
progress, and added he felt posi-

Spend more time
PLOWING SNOW.

Get 2X+ wearlife on your
cutting edges by using genuine
EccoFab Hardox parts.

Call today with your specific plow specs!

EXSTROM, CARLSON FAIFRCATING COMPANY.

HARDOX

Member of intermational HARDOK™  Wearpats Network

CALL GERRY \, 877.926.1511 1o e

DIRECT EMAIL

FAX
815.226.1511 é 815.226.9722 @

68

AUGUST 2017 | LAWNANDLANDSCAPE.COM

gbauer@eccofab.com

Salt Logger™

In-Truck Tablet App uses Environmental
Conditions to set coverage rate on salter.

Never Over Salt Again!

: Coverage Rate approx = 134 Lb/Acre }

e Works with any size or style salter

e GPS track shows map of applied salt
e Accommodates multiple salt routes
@ |SO 9001 Compatible Reports

e Realize Significant Salt Savings

www.saltlogger.com 508-294-3929

RORTHEASY SNOWFIGHTERS ING.



mailto:gbauer%40eccofab.com
LAWNANDLANDSCAPE.COM

SPEED PLUS TURF SAFETY WINS.

» Avenue™ South gives you both speed and safety
In sensitive warm-season grasses.
Your goal: beautiful turf and happy clients. But between you and that

finish line are weeds and sensitive grasses. Kill the weeds fast without
sacrificing turf safety with Avenue™ South Broadleaf Herbicide for Turf.

Avenue South offers fast, dependable control of more than 90 broadleaf
weeds. And it's formulated to perform in sensitive warm-season grasses,
including Floratam and other improved St. Augustinegrass varieties.

Don’t Sacrifice Speed for Turf Safety:

Choose Avenue South. « -

G pbi /cordon
corporation

Employee-Owned

~ GordonsProfessional.com


GordonsProfessional.com

. DIRECTOR'S NOTE

tive about the bill's continued
forward momentum.

If you are a Massachuserts
snow and ice management con-
tractor, please reach out to your
elected representative and ask
them to support H.2369 when
it comes up for consideration.

In other legislative news, The
ASCA is planning a snow and ice
management industry Legislative
Day on the Hill in Washington,
D.C. for Sept. 11 and 12.

A tentative agenda and specific
derails abour a host hotel for the
event are being finalized, and the

announcement will be made in
the coming weeks.
The association’s board and

70

ASCA will make a more detailed |

the Government Affairs Com-
mittee elected to begin holding
its own Day on the Hill in D.C.
this year, as opposed to partner-
ing with the National Associa-
tion of Landscape Professionals.
We've experienced great success
in the many years we've taken
part in Day on the Hill in con-
junction with NALP. However,
as we've grown as an association
and our legislative message has
become more focused, the board
believes it is the right time to
begin scheduling an initiative
solely for those in the snow and
ice management industry.

We welcome snow and ice
management industry profession-
als from across the nation to take

AUGUST 2017 | LAWNANDLANDSCAPE,COM

WE HAVE T0 BUILD
AN AWARENESS OF

WHO WE ARE AS

INDIVIDUALS AND AS
ANINDUSTRY T0 OUR
GONGRESS MEMBERS.

2077

SNOW &

ICE
Report
milacg SNOW

| partin thisevent. We have to build
an awareness of who we are as in-
dividuals and as an industry to our
Congress members. While some
details are still being finalized, it is
important to get the initial infor-
mation and, mostimportantly, the
dates out in the industry to those
planning to participate.

Those individuals planning to
attend the ASCA’s Day on the
Hill should email me as soon
as possible at kgilbride@gie.net.

Once we have an idea of the
number of attendees and the
need for rooms, we will find a
hotel in the area that can accom-
modate our group. L8t

The author is the executive director
of the ASCA

The revolutionary snow
removal machine
From the makers of the
Z-Spray and Z-Plug

« 48 inch snow plow with
downforce and float

+ 20 gallon liquid de-icing
spray system

« RAll-wheel drive skid steer
drive train

« Powerful and dependable
Honda GX39a enging

Snowrator{z2-

871-482-2844

| WWW.Z-Spray.comv/snowrator

Patent Pending
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Arctic’s Slip-Hitch™ and Slide-Rail
combination enables Arctic pushers
and snowplows to hook-up to all
machines OEM couplers.

Select coupler hooks
that fit your machine

Adjust hooks on the slic

-

g 5

= ~ match width of your mach

Install hooks using
2" pins

- 2 <

ARCT¢
—C

SEcnoNAL
NO~PUSHER
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TSA 230 STIHL CUTQUIK
CUT-OFF MACHINE

The pitch: The TSA 230 STIHL
Curquik is a lithium-ion powered
battery cut-off machine that is
lightweight, easy-to-handle and gets
jobs started and finished fast.
* With zero-exhaust emissions, the
machine enables indoor cutting in
enclosed spaces and other jobsites
where users are not permitted to use
\ traditional gasoline-powered cut-
\ off machines.

* The cut-off machine is

\ fueled by a low-maintenance,

‘ brushless, commercial-grade
, high torque electric motor,
creating litde noise.

l * Its low vibration and the
/ lightweight design help reduce
V4 operator fatigue and increase

maneuverability, while providing the
power needed to get light hardscaping
and construction jobs done.

For more information:
Stihlusa.com

1G360X DUST CONTROL
TABLE SAW

|

|

|

1
The pitch: The iQ360x is a 14-
inch masonry power saw with
fully-integrated dust
collection on a single
source,
* Equipped witha 1.75hp
motor, the iQ360x has
been tested to caprure
99.5 percent of the dust,
giving a contractor the
ability to cut indoors

SKILSAW MEDUSAW

and out. The pitch: Medusaw is a worm drive concrete saw that delivers
* This OSHA-compliant i a complete concrete cutting system with Skilsaw worm drive
unit cuts stone, brick, i power and durability.

pavers and tile up to 4.5 i o Skilsaw engineered this saw with an integrated wet/dry dust
inches high and 12 inches long, ! management system to control dust, allowing for cleaner cuts,
and is compact and light-weight for i and GFCI protection.

easy transport. i e Itfeatures a Cut-Ready adjustable plunge lock that allows users
* Using the iQ QUICK-SPIN filtration i to quickly and accurately set and make consistent plunge cuts.
system, the dust is captured in the cartridge filter and then self- i« The saw also has an integrated rolling foot plate with rubber
contained in the lower chamber for easy disposal, cleanup and i wheels that help users move it smoothly across hard surfaces and
recycling. This dust containment has a capacity of up to 50 pounds. i rust-resistant brackets and fasteners to protect against corrosion.
For more information: [Qpowertools.com i For more information: Medusaw.skilsaw.com
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NEW POWER EQUIPMENT SOLUTIONS FROM THE

CORDLESS EXPERTS

¥ X2 £+ 657 36v §

LXT BRUSHLESS

GAS PERFORMANCE WITHOUT THE HASSLES

With 473 CFM and 120 MPH of air velocity, the Makita 18V X2 (36V) LXT*® Blower lets you ditch the gas can and forget 2-stroke oil for
fast and efficient clean-ups. It's powered by two 18V batteries so you get maximum performance and run time, but without the noise,
emissions and maintenance of gas. The XBUO2 is part of Makita LXT®, so when you're done you can go back to work with any of the other
150+ solutions in the expanding LXT® cordless system.

#RULETHEOUTDOORS INCLUDED IN-PACK IN SELECT MAKITA 18V LXT® (36V) CORDLESS KITS
Pick up 3 select Makita 18V X2 (36V) LXT® cordiess kit and get a 18V LXT® Brushiess Angle Grinder - FREE

n ’ u makitatools.com/ruletheoutdoors an%mﬂmummmx


makitatools.com/ruletheoutdoors

HRISTMAS MUSIC. RED AND GREEN.
Outdoor holiday light displays. You may not want to
believe it, but it’s almost that time of year again. And
while your customers may not be thinking about it yet,
this year’s trends should be on your radar.
Most companies in the holiday lighting industry only have two
months to get all of their customers’ work done, whi
A
thinking abour getting into the industry.

Obviously the economy is booming right now,”
says Mike Marlow, vice president of Holiday Bright
Lights in Chicago. “Whoeyer’s getting into this
business is going to grab a good market share

this year.”

SHINEON %1%,

LED lights, the most |
popular lighting
choice, offer easy
- transitions between
'\ seasons for lighting
WAL A year-round.

Holiday lighting is set to take off this year.
By Katie Tuttle

v

Marlow says he’s seen an increase in commercial properties request-
ing holiday lighting,

“More cities are asking for more lights on the properties now,”
he says. “More businesses are seeing they can get more attentio
to the building and more community spirit ... It’s not just about
homeowners anymore.”

He says companies that focus on the niche market of commercial

1 means f
planning ahead is important. It’s also important if you're D™, properties will see a rise in decorating profit.

“Let’s say a al lawn and landscape company might
300 (customers),” he says. “Out of those 300,
there might only be 25 to 50 of those accounts that
are doing holiday lighting. I bet you there are
g y lig £ )
only four or five (landscapers) really goir
after commercial accounts.
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JOIN OUR NATIONWIDE AFFILIATE NETWORK

and find out why hundreds have already joined this DYNAMIC program!

LEARN THE SECRETS TO PROFITABLE HOLIDAY DECORATING FROM THE EXPERTS
We get you started with everything you need to find customers, and keep them!

We are the factory « Highest quality products
Innovative new designs « 30 years of industry experience
Proven marketing materials - High Customer Retention

We are the innovators! We pioneer new technology and create new and exciting
designs that will keep your customers calling year after year.

NU FEES Never a Membership Fee, Franchise Fee or a License Fee

JUST THE BEST PRODUCT AND TRAINING AVAILABLE!

BENEF”’S Access to Seasoned Professionals « We are your Help Line

AFFILIATE BUYING POWER < BUY MORE AND SAVE!

WE HAVE EVERYTHING YOU NEED!

year round décor « accessories « holidynamics.com

BECOME AN AFFILIATE TODAY. IT'S FREE! R

CALL NOW!

Holidynamics.com toll free 855.505.6046

LEARN MORE AND SIGN UP ONLINE. IT'S EASY! HOLIDYNAMICS.COM/BECOMEANAFFILIATE


holidynamics.com
HOLIDYNAMICS.COM/BECOMEANAFFILIATE

Hovripay LIGHTING

This winter, and in the next
five to 10 years, Marlow says
to expect more RGB lights and
fewer static lights. These are red-
green-blue changing lights.

“You can put something on
a house or even in a tree and
a professional guy can set up
special colors and have it go
through different functions and
that can be programmable,” he
says. It’s set up over Wi-Fi so if
a customer calls, the company
can change the colors to what
they want.

Taylor Olberding, operations
manager for Heroes Lawn and
Landscape in Omaha, Nebraska,
says RGB “pretty much solvesall

the problems of color” when it

www.christmasdecor.net/franchise

out, <)

comes to holiday lighting.

When it comes to colors,
Olberding says his client base
is split 50/50 with warm white
colors who have the same deco-
rations every year. Returning
clients also often want more than
the previous year.

As the displays grow, they get
more creative he says. Anything
that can include nighttime and
daytime appeal, is a plus.

“Garlands and bows you see
during the day, so adding stuff
to the trees that makes a state-
ment and then is lit up at night,”
he says, “you see it around the
clock.”

LED lights are also continu-
ing an upward trend, which
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shouldn’t come as a surprise.
“Out of 120 residential proper-
ties, maybe six to 10 of them are
incandescent,” Olberding says.
Marlow guesses about 90 to 95
percent of displays are now LED.

He's also seen a lot of com-
panies going with commercial
grade field bulbs or C9 bulbs
for long life. “Those are big key
elements,” Marlow says. “You
have to have the right product to
make it last many, many years.
That’s how you become more
profitable each year.”

Marlow also says connectivity
is a reason why more people are
going with LED over incan-
descent.

“l can connect 40 LED

strands, but I can only connect
five incandescent,” he says.
“That’s more cords on the job.”

Now is the time to start stock-
ing up on these new items be-
cause decorating season will be
here before you know it, and
Marlow is expecting it to be a
big year.

“I talked to a guy in Nashville
who said he thinks Christmas is
going to be double (in 2017)
and it was insane last year,”
he says, adding that the man
went to different suppliers to
stock up on landscaping mate-
rials and they were completely
out of product. “The last time
this happened was before the

economy dropped in 2008.” tat

1. eaton Pif-efsn=

With 20+ years of industry leading experience, a Christmas
Decor holiday decorating franchise is the perfect solution
for seasonal business owners. Combined with our training,
commercial grade product, and 24/7 support, your existing
infrastructure gives you everything you need to turn the
upcoming winter months into your most profitable yet.

Are You Pulling Winter Numbers Like These?

Average New Sale - $1,524
Average Gross Sales*- $194,786
Average Net Profit - 37%

*After 3 years in operation

800-687-9551
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Count on Holiday Bright Lights to save the day. Our commercial bulbs and light sets are
ready for any job, right when you need them. Their durable, waterproof construction is
designed to outlast even the toughest battles with Mother Nature.

oYY laking Qeasons 6Qight!

402.932.5321

Hollduanghthg hts.com Wholesale Direct Pricing - No Minimums



HolidoyBrightLights.com

Sponsored by

TEcHNOLOGY W nealﬁreeq

=S ¥ ST E M

From lag-time to real-time, landscape
companies share how technology platforms
are improving the way they communicate
with employees and customers.

By Kristen Hampshire

N

TAYING CONNECTED WITH CREWS IN THE FIELD - seamless information shar-

ing in real-time — improves operational efficiencies and enhances the customer experience.

“It’s important that as an industry that we all keep thinking of new ways to involve tech-

nology in what we do so we can be more efficient and better serve customers,” says Michael

Mayberry, chief technology officer, Level Green Landscaping, Marlboro, Maryland.
Lawn & Landscape spoke with three companies that are implementing technology platforms
that boost crew communication, and more.
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Get the complete mobile lawn care
business solution that you'’ll
never outgrow.

Agile, automated, intuitive mobile software and growth solutions
from Real Green Systems — the single source to efficiently

schedule, increase and manage

your fleet, your staff, your productivity, your customers,

your marketing, your revenue.

0 oo @

5
0

Grow Revenue ® Optimize Efficiencies ® Evolve and Scale

@ S For a no obligation demo, visit: =

RealGreen.com/MobileGrow [ ¢
00O OO (877)252-9929

SYSTEMS
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DRIVING COMMUNICATION
WITH TECHNOLOGY.

There’s no shuffling paper at

Fit Turf, where every driver is
equipped with a tablet, mobile
printer and access to the com-
pany’s software so routes can be
adjusted in real-time. Informa-
tion can be traded to and from
the main office electronically.
“We are progressive in the way
we work,” says Paul Wagner,
president of the Colorado-based
company, which offers lawn care,
tree care and mosquito control.
“We have a big flat screen in
our main office so we can track
drivers at any minute of the day,

Q- DTECHTIPS:

« EQUIP THE TEAM. Wagner provides tablets for every driver so they have the means to
remotely fill out service forms and communicate with main office.
» SELL THE SYSTEM. Cetting buy-in from the team is critical - they are the ones in the

and we can push
invoices to them.”

If a service call
comes into the
main office, the
administrator can
see which driver
is within a mile of
that account. “We can push that
service call to the driver so they can
handle the situation right away.”

Fit Turf simply delivers better
service when technology is driv-
ing communications.

And, there’s less frustration for
employees because they can be
updated about customers’ needs
while they are in the field rather
than returning to properties to
handle issues the next day.

Fit Turf has access to informa-
tion via tablet. “If a technician
is treating a property, he can be
more efficient because he knows
what he’s supposed to do,” Wag-
ner says.

When a sales representative
signs on a new client, notes about
the property and its requirements
are put into the software via
tablet right on site. This keeps
service consistent with whart was

FOR THOSE WHO NEED
TO GET THINGS DONE.

REQUEST MORE INFORMATION OR SCHEDULE A DEMO
800.393.0893 | VENTRAC.COM | MADE IN THE USA =
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field using it on a daily basis. By showing them how technology can make their jobs go
more smoothly — and how it builds better relationships with customers - Fit Turf easily
sells employees on why using the technology matters.

« SET EXPECTATIONS. There's no other option than paperless at Fit Turf, so crews know
they are required to use the tablets and communication system that's in place. With
improved communication comes greater accountability. “Customers are happier and
there's less friction in the office,” Wagner says.

promiscd, Wagner points out.
If a technician is on site and
notices a property needs a ser-
vice or treatment, he or she can
make that note via tablet and
the information is recorded into
the system. “Customers get an
email after we do a treatment
that breaks down what we did,
who did it, along with a picture
of the technician,” Wagner says.
So, the real-time technology
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4 ; This year, Lawn & Landscape partnered with

Fleetmatics and the Harvest Group to help
three landscapers turn their operations around.

lawn@ia"dscape And in 2018, we're doing it again.

In the next edition of the Turnaround Tour,
, « __® we’re helping three more landscapers solve their
"19.'.1 F I eet I Clt ICS toughest problems. Deadline is Aug. 31. Apply at

A Verizon Company Lawnandlandscape.com/page/turnaround-tour.


Lawnandlandscape.com/page/turnaround-tour

TEcHNOLOGY

not only benefits employees be-
cause they can immediately get
information they need to deliver
the service each customer ex-
pects, it also builds relationships
between technicians and clients.

Specifically, a pre-service email
the day before treatments in-
cludes details about the service
along with a photo and bio of the
technician. “Then, we follow up
service with an email that says,
“This is what I found, this is what

Idid,”

There’s no extra work for tech-

Wagner relates.

nicians. They’re recording notes
in the field that fill the blanks for
these service emails (and update
the main office). “We might offer
some recommendations, such as

“Water your lawn more, or “Trim
Wagner

says. “If there is more elaborate

this area of your tree,”

information we need to share, we
can go into thart derail.”

Tablets have a voice-to-text
feature so technicians can seam-
lessly record information as they
perform service.

Wagner says implementing
this technology has improved
crew communication with the
main office and employee reten-
tion. There’s no misinformation

and unfulfilled expecrations.

“The key is to sell your staff

on the advantage of using this
vs. other ways,” Wagner says,
acknowledging that training
is critical to be sure employees

Featured on the 2017 Triumph,
the revolutionary BREAK
Agitator is guaranteed to reduce
clogging of your LESCO?® or
PermaGreen™ 3-hole spreader or
your money back.

TAKE THE ¢

TRY THE PERMAGREEN ON YOUR TOUGHEST PROPERTIES

FOR 60 DAYS.

IF YOU DON'T

= IT, WE'LL BUY IT BACK!
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“Once

they get comfortable with i,

adopt the technology.

they embrace it and realize it
makes their job better and more
efficient. They love using it.”

RUNNING BUSINESS
IN REAL TIME

Kris Ashby owns two landscape

firms in Utah. Elite Grounds
in Pleasant Grove has 57 main-
tenance crews, and Spectrum
Landscape Services in Midway
runs a dozen. “All of our trucks
have GPS -1 like real-time infor-

mation,” he says. “I wanted the
same out of my scheduling and

billing system.”
g )

CALL FOR DEALER LOCATIONS &

As‘hh\' was looking to acceler-

collect f;mcr. And, hc wanted to
move toward a web-based system
that would allow him to share
information with crews instantly,
whether that’s an updated route
or a service note for an account
the crew will be visiting that day.
Ashby oversees 90 employees;
most are in the field. “It’s hard
to get real-time with everyone,”
he says. He needed greater ac-
countability and accuracy with
labor hours. So, he implemented
software a year and a half ago at
Spectrum Landscape Services, and
at Elite Grounds just this year.
“It’s the ability to see what's

happening in the field real-time,

800.346.2001 permagr
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to communicate with managers
and change schedules on the
spot,” Ashby says.

When a crew arrives at a job
site, the crew leader clicks “in
on the job and then “out” when
itis complete. “This informartion
goes into the system immediately
so | can figure out billable hours
faster,” Ashby says.

If he notices that certain jobs
are taking longer than what
was budgeted, he can make
adjustments to those account
fees down the road — and he
knows to charge more for similar
properties. “It makes us more
profitable,” Ashby says.

Also, this information helps

Ashby and managers find out

Ove

L8

<
L

QD TECH TIPS

« LATEST REPORT. Daily reports show budgeted vs. actual time on each job. "I can ask the
manager to explain why a job was completed especially fast, or why a job was lagging,”
Ashby says. The performance of equipment and personnel can be monitored, and this

why a certain job is
taking longer. Is it
because equipment
is not performing
optimally? Is it
because the crew

information helps the team. “We can take care of problems in the field much faster.”

« DELEGATE A CHAMPION. “Make sure you have someone on your team who really
understands the technology,” Ashby says. He appointed one staff member as the leader
of adopting the technology, and this person was charged with training supervisors.

« MAKE THE COMMITMENT. Adopfing new technology is not an overnight process.
Ashby admits his goal to implement the program within three months was aggressive.

But he also realizes that fully embracing the technology will fake a good year. “Everyone

could be doing
the job more ef-
ficiencly? Where’s
the weak link?

B
‘We are not

waiting until the end of the
month or end of the season to
look at numbers,” Ashby says.
“We're looking at numbers daily.”

The system has also helped
Ashby evaluate routing efficiency.
“We can track oil changes, and
even instant damage reports can
be filed whether it’s for equipment

or an issue with a truck,” he says.
“We have so many trucks, trailers
and equipment that we need that
extra accountability. Now a man-
ager can report damage, and it
goes into the system immediately
so we can be aware of it.”

To assist with integrating this
software, Ashby delegated one

has a different learning level, and we have to work with people at their speed,” Ashby
says. "It doesn’t matter if we have to spend 10 hours with one person and 30 minutes
with another, we just want to have the system working cross the board.”

tech-savvy employee to the task
“We
gave him a three-month goal

of overseeing the process.

for learning the system, which is
really aggressive,” Ashby relates.
“This was in January (at Elite).
And we wanted the system up
and running in March.”
Customer information, job

To change the life of a child,
please visit www.feedthehungry.org

or call 800 888-832-6384

our;
y,nelghbor

LeSEA Global

FEEDZHUNGRY

A full life feels good.
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costing details, materials prices
and more were uploaded into
the system. The investment in
time was significant, but now
both companies can stay in close
contact with crews and custom-
ers. That's priceless. “If 'm out
looking at a property, I can take
a picture, upload that and then
contact the manager responsible
for the property and show them
so they can reply,” Ashby says.
“It’s constant communication.”

Also, the technology is allow-
ing the businesses to run leaner.
There’s no payroll department or
extra administrative professionals
in the office. “There are about five
people in the main office and no
real ‘departments,” Ashby says.
“Doing digital is saving overhead
expenses.”

GREATING COMMUNITY.

Facebook connects the Level
Green family — all 200-plus em-
ployees can check status updates
and find out what's going on
within the company and realize
they’re a part of something big-
ger than their branch alone. “We

have some branches that are 20 or
30 miles apart from each other,
so our Facebook page is nice be-
cause it gives us an opportunity
to share what's happening at
different locations,” says Michael
Mayberry, chief technical officer
at the Marlboro, Maryland-based
company.

The Facebook page is not
solely for internal use. But of the
358 likes, many are associated
with the company as employees
or family members. A status
update might share pictures
from a barbecue at one branch, a
customer appreciation lunch ora
team-building fishing trip.

=

aware of it.”

Meanwhile, Level Green oper-
ates two blogs. One is focused
on technical information and
articles for clients. The Level
Green Culture Blog is all about
the team, a back-stage look at
operations and opportunities at
the business.

Culrure blog ropics include
articles like, “An Inside Look at
Our DC Management Team,”
that talks about the company’s
management training program
that prepares candidates for posi-
tions as an operation manager or
account manager, or, “Up Close”
blogs that highlight an individual
ata company, share how they got
into the industry and a bit about
what drives them as a worker and
individual. For example, branch
manager Paul Wisniewski shares
the “power of thank you,” and
why he uses those two words
often with his team to let them
know how much their hard work
means to the company.

“Not only do people in our
company learn about others
they work with, but our cus-
tomers get to know us better,
too,” Mayberry says. “We think
that’s very important. We want
to have a family feel and so we
make sure that our customers
also get an opportunity to be a

part of that, too.”

As for crew communication in
the field, Level Green is working
to optimize its system, which
currently consists of an intranet
with certain forms that allow for
viewing from the main office.

For example, a Property Ser-
vice Report that crew leaders fill
out on their cell phones addresses
tasks covered on the site.

“The form is automatically
emailed to the operations man-
ager and account manager for
awareness of what was done that
day, and then upon reviewing
those the account manager can
forward the form along to the
customer,” Mayberry says.

Level Green is in the process

“We have so many trucks, trailers
and equipment that we need that
extra accountability. Now a manager
can report damage, and it goes into
the system immediately so we can be

Kris Ashby, owner, Elite Grounds
and Spectrum Landscape Services

of developing its own electronic
system that will connect the dots
between the forms and infor-
mation it currenty collects via
Excel. “We are working to move
to a computer-based system for
scheduling — we use Excel a lot,”
Mayberry says. “That way, crews
can communication through the
web while they are in the field.”

Mayberry says Level Green
considered off-the-shelf options.
“But we want something that
fits exactly what we need, and
we want to be able to adjust and
tweak every aspect of the system,
so developing it in house allows
us to do that,” he says. 18t

The author is a freelance writer based in Ohio.

QD TECH TIPS

» CAPTURE ATTENTION. Level Green uses Instagram to showcase its
projects - a way to visually communicate capabilities to customers.
Mayberry takes these photos and posts to the social media site.

“It basically allows us to have a digital portfolio that we can refer

customers to."

« BE PATIENT. "No matter what you try to implement, it's not going

to go perfectly because there are so many variables with technology,”
Mayberry says. “It takes patience and understanding.”

« FIND A FIT. “When it comes to technology, it's not always going to go
right the first time so you have to persevere and really work to make it fit
your needs,” Mayberry says, explaining why Level Green has waited to
develop its own system rather than using an off-the-shelf opfion.
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People. Knowledge. Relationships.
Keeping our promises since 1963.
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Offering the industry’s most comprehensive selection of landscape and irrigation supplies, Horizon is the one stop shop for
over 27,000 green industry professionals. We carry professional-grade products in:

Irrigation & Drainage: controllers, valves, sprays, rotors, drip irrigation supplies, pvc fittings & pipe, valve boxes, drainage
solutions, micro irrigation, backflow preventers, and wire & accessories.

Landscape: seed & sod, fertilizer, pesticides, erosion control, sprayers & spreaders, safety products, and tools.
Outdoor Living: landscape lighting, waterscapes, pavers, BBQs and outdoor kitchens.

Equipment: mowers & blowers, trimmers, chainsaws, plows, sprayers, spreaders, parts & service.

R
i Horizon

Horizon 24/7 is your source for online ordering

HorizonOnline.com
and account management. : Y
a3 shop online at 247.HorizonOnline.com



HorizonOnline.com
247.HorizonOnline.com
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DITCH WITCH FX30 VACUUM EXCAVATOR

The pitch: For contractors secking jobsite versatility and performance,
the compact Ditch Witch FX30 vacuum vator is equipped for
cleanup and soft excavation tasks.

* The FX30 can be customized to suit a wide range of applications,
including hydraulic booms, hydraulic valve exerciser and spoils/water
tank sizes to meet the requirements of virtually any size job.

* Tank options include a choice of 500- or 800-gallon spoils tank and
80-, 200-, or 300-gallon water tank.

* The FX30 is equipped with a curbside operator’s station for single-op-
erator control to power the 24.8-hp (18.5-kW) Kubota\diesel engine.
For more information: Ditchwitch.com

LITTLE WONDER OPTIMAX BLOWERS

The pitch: Little Wonder’s Optimax

blowers feature a split-stream air deflec-

tor that moves piles of leaves farther and
faster without blow-back. i W e
* Advanced impeller and aerody-
namic design produce good
airflow, while the large,
square discharge chute is
low to the ground for

better blowing power.

CONVERTIBLE X20 TRAILER VAC

* It features a con-
The pitch: The Convertible X20 Trailer
Vac is a lightweight vacuum system that

tinuously welded
all-steel impeller
and housing for fits practically any lawn tractor or zero-
strength and durabil- turn Mower.
ity you can rely on * A good solution for residential or light
season after season. commercial use.
* Comes with an op- * Trailer top can be removed without tools
tional Swivel Wheel Kit for

360-degree turning.

to convert to a dump cart.
* Tapered bed tilts 45 degrees for complete
For more information: debris removal when dumped.

Littlewonder.com For more information: Lawnvac.com
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Know the job.
Show the client.
Guide the crew.

Quote With Confidence:

Use Go iLawn

With Go iLawn, you'll really know your jobsites, so you'll have the confidence to quote your work aggressively. Your
customers can see exactly what you're quoting them, and they'll have the confidence to choose you.

See the whole job Bid with facts, not guesses Sell better using images

Visit more jobs in less time Execute faster using maps Market yourself to the neighborhood

Try Go iLawn Visit www.GoiLawn.com/promo

fOI’ Free today: and use the code LL178



http://www.goilawn.com
http://www.GoiLawn.com/promo

GIE+EXPO

88

LEARN AT YOUR OWN

A new educational experience
awaits at this year’s GIE+EXPO.

ABOVE: GIE+EXPO attendees will have the opportunity
to explore 900 exhibits on the show floor and see six

demonstrations Thursday and Friday.

AUGUST 2017 | LAWNANDLANDSCAPE.COM

EALERS CAN PICK AND CHOOSE from new Dealer Work-

shops sponsored by BOB-CAT at the Dealer Resource Center during

this year’s GIE+EXPO. During the show, dealers can stop by for edu-

cational programs like Profit Dealer Boot Camp led by Bob Clements

and his team on Wednesday. Industry experts will lead two sessions

of new 30-minute workshops continuing Thursday and Friday.

Other new dealer workshops this
year include, the UTV University and
Technician Training and Certification.
Dealers will also have an exclusive
lounge area in the resource center.

Acclaimed author and expert
economist Alan Beaulieu will deliver
the keynote address on Dealer Day at
this year’s GIE+EXPO. Beaulieu has
delivered economic analysis seminars
to thousands of business owners and
executives for the last 25 years.

In his expo session titled “A

Good Year Ahead,” Beaulieu will
help attendees understand the com-
plexities of economic information,
explain the current economy, and
translate that into what it means for
businesses today. The “Kick-Off”
keynote will begin at 1:30 on Oct.
18. GIE+EXPO begins Wednesday,
Oct. 18 for dealers and Oct. 19-20
for other industry participants.
Co-located with Hardscape North
America, GIE+EXPO attendees will

have the opportunity to explore
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REACHING NEW HEIGHTSINCUT QUALITY -
AND USER PROFITABILITY.

Exmark’'s Commercial 30 walk-behind mowers tout the industry’s largest
decks, resulting in an unmatched quality of cut and efficiency, year after
year. Just when you thought the best couldn't be improved upon, recent
innovations like a patented front-height adjustment system and 3-in-1
cutting system provide even more versatility and a better, quicker cut
than ever before.

Stop in to one of our 1,500+ servicing dealers today to experience, first-
hand, why Exmark mowers are purchased 2-to-1 over the next best-selling
brand by those whose livelihoods depend on delivering the perfect cut.

www.exmark.com § 8


uvwvu.exmark.com

| GIE+EXPO

900 exhibits and see six demos
Thursday and Friday starting
at 11 am,, 1 p.m., and 3 p.m.
HNA access will provide prod-
uct insights as well as informa-
tion on how hardscaping can
increase profits.

Free concerts return to Fourth

. o S— : * 1 -
- iy ';,“ = ‘. Ry j,_ > 3 BATNTE 500 g - A Y oy oD

Street Live! with Runaway June

opening for headliner Uncle  Gig+EXPO will feature 20 acres of outdoor demo space, giving attendees the chance to test products being
Kracker on Oct. 18. The Crash-  displayed on the show floor. It will be open all day Thursday and Friday.

ers with Alaska and Mandi

perform Oct. 19 and V-Groove Goal by Jeffrey Knight of * 50 Sure-Fire Ways to Reduce  as exhibitors plan to launch sev-
closes GIE+EXPO on Oct. 20. Ewing Irrigation and Land- Cost & Increase Profits by eral new products. The 20-acre
Eight National Associationof ~ scape Supply Bill Arman and Ed Lalamme  Outdoor Demonstration Area
Landscape Professionals work- * The Success Marketing of The Harvest Group will be open all day Thursday
shops will cover an expansive Strategy for Growing Your Hardscape services will take cen-  and Friday.
selection of topics for an addi- Landscaping Business by ter stage at several workshops as For more information, regis-
tional $85. Workshops include: Christopher Yates of Success  well for an additional $50. tration and schedule informa-
* The 4 Keys to Crush Your Landscape Marketing New products are a must-see  tion, visit gie-expo.com. L&t

Nelcome ¢o
L.T. RICH PRODUCTS, INC.

ENJOY THE RIDE

WWW.Z-SPRAY.COM/Z-PLUG

L
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Now you can put
“cruising” and “aerating”
in the same sentence.

It aerates up to 92,000 sq. ft. per hour. You can set the auto depth once and
it holds all day. Plus, the chain comes protected so dirt can't clog up the drivetrain.
Or your work day. The all-new Turfco XT8 aerator. Equipped for efficiency.
Call 800-679-8201 or visit turfcodirect.com to learn more.

TURFCO



orvisitturfcodirect.com

~ CLASSIFIEDS

BUSINESS FOR SALE BUSINESS FOR SALE BOOKS

; I Benchmarks for Landscape
‘AEy] ACé(lﬂsmON Business For Sale Construction Professionals
uc o s .
= XPERTS Full-Service Landscaping Company with Publication special for Jim Huston’s new book.
over 30 years in business in a prime location )
WANTED IN FLORIDA west of Cleveland, Ohio. The business includes fBenchmarks, Standards‘ar;d CntncaldNumb;_efrs
. . 10 acres of land and 8,000+ square foot or your company, your industry and your life.
comme.' cial land“a,Pe SOIphInES building, showroom & all associated equipment. Benchmarks book ($100)
with revenue in excess 3
of $1 million and u Business services include: Benchmarks audiobook ($100)
P Power Equipment Sales and Service, Benchmarks MS Excel D ($100)
Contact: John Brogan Landscape Design and Installation, Buy 2 and get the third free.
for a confidential conversation. Bulk Landscape sales, Lawn Maintenance Just $200 + S&H
and Fertilization, Snow and winter ) 4 X
Office: 772-220-4455 « Cell: 772-284-4127 AIERARCE ard Bull calt Sl For more details email: jhuston@jrhuston.biz

E-mail: john@acquisitionexperts.net

Visit our website at www.acquisitionexperts.net Annual Revenues: 51 Million+ BUSINESS SERVICES

WE SELL BUSINESSES IN FLORIDA Notes:. Busir}ess has an excellent
reputation with fully trained and
experienced employees. The owner JR. Huston.Consulting offers....
is willing to help facilitate the transition. Staﬂg:':dlclatiOlll for Profit
: onsultation
FOR SALE: Serious inquiries only Please: (with A)d ichael Hornung of
LAWN-LANDSCAPE- n.raymondnolan@gmail.com
SNOW REMOVAL BUSINESS -
PRIME LOCATION IN WEST VIRGINIA va,'eyc Gr een
Owner wanting to retire. A premier F or Sale: PIRGS
company with an excellent reputation. i i : Work with a successful lawn care
Over 30 years in business. A fully staffed Law Land.scap? oW Busmes.s professional with 28 years of experience
experienced team. Approximately 200 Over 30 years in Chicago & NW Indiana to provide you with the tools and the
weekly/bi weekly commercial and Loyal commercial customer base training you need to start and grow your
residential accounts. Average annual Average annual gross sales: $2.3M lawn care company profitably.
gross sales are 700k to 800k a year. Asking ; 2 : Total cost is $1,500 for one day/$3,000
995K. Sale price Incltides 2 properties (1 $850K in trucks, trailers, and equipment

for two days, plus travel expenses.
You will also receive 60 days of free
Call 779-254-9315 telephone support.

with commercial building), trucks, lawn, Asking price: $2.3M
landscape and snow equipment. Owner
will help with transition. Price is negotiable.

If you would like to schedule a

Call 1-681-315-8803 BUSINESS OPPORTUNITIES SFP consultation, please contact

Michael by telephone 320-241-5959
or email (michaelh@valleygreen.net)

Priced to Sell IMAKE MORE MONEY! for scheduling and further details
o t liest i 3
Prominent Landscape $$ Attention Landscapers $5 i :;urle;::leli ci:\/::\::: ¢
Construction and Design Firm Add a Lawn and Ornamental Spray service i L4 i
Alluring Location in Durango, Colorado or Bug route to your existing customers!
Go to Pestcontrollicense.com How to Price
Owner Needing to Retire early Give us a call 352-443-1193 : T
Leading Landscape company with exquisite Landscape & Irrlgatlon Pl’OlECtS

reputation and contracts booked
9 months in advance.

Publication special for Jim Huston’s classic book.

e T e e Snow and Ice This is the Green Industry standard on estimating.
Sale of business includes: Management Compan Everything that you need to know to price your
« Original employees. We are looking for Subcontractors projects & services accurately and profitably.
« All accounts on books: 9mo-1year out s 9
« All current equipment and trucks in use. in DE, KY, MD, NJ, NY, OH, PA, gietie b.°°k (5150)
- Average annual sales 2.0- 2.1 mil. VA, WV to provide SNOW removal, HTELF audjobook (+150)
. landscaping, parking lot sweeping HTPLIP MS Excel CD ($150)
Asking $2,000,000 (priced under value) Pl 4 bsi 1 Buy 2 and get the third free.
Definite potential for continued growth ease go to 9ur website Just $300 + S&H
Owner willing to assist with changeover. www.snowandicemgmt.com
Call 231-409-2687 and fill out our form For more details email: jhuston@jrhuston.biz
optional 3,500 sq. ft. home included “Join our Team”

Price negotiable

ot Lt
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Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 x291 or bvelikonya@gie.net.

GOT PLOW
PARTS?

WWW.GOTPLOWPARTS.COM

REDUCE PESTICIDE USE
BY 50% OR MORE

ECO-505
INJECTION SYSTEM

Spot-spray pesticide while ‘
blanket applying fertilizer

‘ Tol free - 8007069530 |
Phone - 585.538.9570 |
| GREGSON-CLARK Fax - 585.538.9577

Sales@GregsonClark.com |

k A Divinion of Kt M. Cherk, ine GregsonClark.com J

Seat Warehouse

Quality Replacement Seats

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

FOR SALE FOR SALE HELP WANTED

Discount
Small Engines & Parts
Small engines & parts
from Briggs & Stratton, Kohler,
Tecumseh, Robin and more.
www.smallenginesuppliers.com

Florasearch, Inc.

In our third decade of performing
confidential key employee searches
for landscape and horticulture
employers worldwide. Retained.

Career candidate contact welcome,
Also, look up your own parts confidential and always free.
and buy online at

. Florasearch, Inc.
www.smallenginepartssuppliers.com

Phone: 407-320-8177

Email: search@florasearch.com
www.florasearch.com

NEW/USED/REBUILT
Plows, Spreaders and parts
Largest diverse plow inventory
Western, Fisher, Blizzard,

o -

W Turf Masters

x The Nice Guys
Meyer, Diamond, Snoway, ‘ S
Snowman, Boss, Snowex ‘ LAWN CARE
1000 plows in stock \ MANAGEMENT
WWW.STORKSPLOWS.COM , .
Fastest-growing Lawn Care Company in

610-488-1450

the Southeast is now accepting resumes
for Management opportunities within
our company.

~ WalkBehind
..\,\\\s"rgﬁ[!srs e

Essential duties and responsibilities:
« Recruiting, Interviewing and Staffing
+Team Member Management
and Accountability
« Team Member Retention
« Preparation and Execution
of Monthly and Annual Budgets
- Prepare Weekly, Monthly
and Annual Product Inventory
« Establish and Manage Vendor Relations
« Training and Development
of Team Members
« Quality Assurance and
Customer Retention
« Other duties and responsibilities
based upon Management position

Benefits:
« Base Salary with bonus potential
» Paid Vacation
- Medical and Dental Insurance benefits
» Company Vehicle, Fuel Card and Phone
- Career Advancement Opportunities

™

Po WERSPREADERS

941.650. 9730

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

Send resume to careers@
turfmasterslawncare.com or fax to
770-924-7935 or call 888-924-8873

Want to sound off on something you saw
in this issue? Have an idea that you think
would be worth featuring in next month’s

Lawn & Landscape? We want to know.

Call or email Brian Horn
at 216-393-0250 or bhorn@gie.net.

LAWNANDLANDSCAPE.COM | AUGUST 2017 93


mailto:bvelikonya%40gie.net
mailto:info%40terrachar.com
http://www.TERRA-CHAR.com
http://WWW.GOTPLOWPARTS.COM
mailto:Sales%40GregsonClark.com
GregsonClark.com
http://www.seat-warehouse.com
http://www.smallenginesuppliers.com
http://www.smallenginepartssuppliers.com
http://WWW.STORKSPLOWS.COM
http://www.greensearch.com
mailto:info%40greensearch.com
mailto:search%40florasearch.com
http://www.florasearch.com
turfmasterslawncare.com
mailto:bhorn%40gie.net
LAWNANDLANDSCAPE.COM

C LASSIFIEDS Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 x291 or bvelikonya@gie.net.

INSURANCE 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-

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

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.

N

Liability Insurance

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.

have the coverage you think you have.
Please contact The Keenan Agency, Inc.

=

INSURANCE PROGRAMS: ALL LAWN / LANDSCAPE BUSINESSES
@ Auto, Equipment, Liability, Property, Umbrella, Work Comp

PLUS SPECIALTY COVERAGES INCLUDING:

. Professional Liability

heiping cover your grass since 1985
WWw.coveryourgrass.com
1800.886.2398

. 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

LANDSCAPE EQUIPMENT LIGHTING

TREE STAKES
Doweled Lodgepole Pine
CCA Pressure Treated
2" Diameter, Various Lengths

Just when you thought LEDs
Economical, Strong and Attractive

b}
Phone: 800-238-6540 couldn’t get any better ...
Fax: 509-238-4695
JASPER ENTERPRISES, INC.

Creative Displays intro-
We ship nationwide. duces the latest in LED

Web site: www.jasper-inc.com technology. New SMD
LED holiday lights shine
LAWN SIGNS brighter, consume half
the electricity and last

twice as long as
standard LEDs.

PROMOTIONAL &
POSTING SIGNS |

RNDSIGNS *

Marketing, Design & Print

View Hundreds of
Promotional Ideas, Layouts
& Exclusive Images Online!

RNDsigns.com « 800.328.4009
Posting Signs * Door Hangers
Brochures « Mailers More

For your free copy of our
28-page, full-color catalog
featuring the latest SMD
LED holiday lighting
products, call toll-free
Fius | 800-733-9617,
local 913-402-9617
or email paul@creativedisplays.com.

Christ

Tighting
EaYEn CREA iVEw
@ ENERGY 2w D AYS

©2017 Creative Displays, Inc

MAXIMIZE YOUR ADVERTISING DOLLARS
wn " We offer the industry’s lowest costs for you to be seen in both
k Lawn & Landscape magazine and on Lawnandlandscape.com.
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PLANTS, SEEDS & TREES

NATIVE SEEDS

Largest supplier of native seeds east
of the Mississippi. Over 400 species of
grass and wildflower seeds for upland to
wetland sites. Bioengineering material
for riparian areas and erosion control.
Contact ERNST SEEDS today.

www.ernstseed.com - 800/873-3321

SOFTWARE

BILLMASTER Software®
Simple, Reliable, Affordable

Perfect for Small Business
Convert from any existing system

All at a price your
business can afford

Call today to get started.
201-620-8566
Email: sales@billmaster.info
www.billmaster.info

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.

Call Bonnie Velikonya
at 800-456-0707 x291

© JEN HOWELL

Michael, left, Tim and Mark Pugh eventually learned how to get along and run their business.

BROTHERLY LOVE
(continued from page 44)

Before spinning off the company, the
Pughs met with their long-time marketing
advisor John Malmo to conceprualize the
pest control brand. They came up with an
image of Rosie the Riveter and the tagline,
“Women declare war on bugs!” Most of the
techs are women, at least on the residential
side, because most of their residential pest
control clients are women.

The Pugh brothers share ownership
of these two newer companies with key
employees who have grown with each
division. “As we’ve expanded and diversi-
fied, we've tried to promote from within
because we want (employees) to have
opportunities to own their own business,
t0o,” Michael says.

“We're always looking for opportuni-
ties because we want to keep the people
we have,” Mark says. “We've got to in-
novate and grow and create opportunities
for younger guys to be able to come up
through the ranks. The addition of this
(pest control) business allowed us to offer
ownership to some key employees in our
landscape company.”

GROWING STRONG.

Since spinning off as Rosie’s, the pest
control business has doubled in size. Pugh’s
Earthworks — the largest company in the
family — grew by $1 million in 2015 (a
10-12 percent growth) but saw a relatively

flac 2016. This was buffered by record
profitability in both the courier business
(which grew 15 percent last year) and the
flower shops (which grew 4 percent last
year, following 8 percent growth in 2015).

Eventually, Mark wants to spin off a
chemical division, but for now the Pugh
brothers are focused on growing their
existing companies. Earthworks has six
locations (in Memphis, Nashville, and
Jackson, Tennessee; Jackson and South-
aven, Missouri; and Little Rock, Arkansas)
and Rosie’s has potential to expand into all
the same markets. “The scale is tremen-
dous because we can open up Rosie’s Pest
Control in every landscaping office as an
add-on,” Mark says.

Pugh’s Flowers has doubled in size over
the last decade as other flower shops con-
solidate. With three shops in Memphis,
and a recently acquired fourth location in
Southaven, the flower shop’s long-term
growth strategy will include more acqui-
sitions. Meanwhile, as customers of the
courier business start requesting deliveries
outside of the city — like from Memphis
to Little Rock — the Pughs are looking to
expand across the region.

“The growth potential of the businesses
is huge,” Mark says. “All of the markets
we're in can still grow and we've identified
other markets within our regional footprint
where we want to go. There’s (lots of) op-
portunity, and we're not just looking at it
(in terms of) one specific location; it’s about
capitalizing on our regional presence.” L&t
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AD INDEX

Advertiser Website Page # Advertiser Website Page #
M 3M.com 5 LT Rich Products z-spray.com/z-plug 90
AM Leonard Inc. amleo.com 16 Magna Matic Corp magna-matic.com 3
AMSOIL amsoil.com 23 Maktia makitatools.com/ruletheoutdoors 73
Ariens/Gravely gravely.com 99 MulchTech Shield mulchtechshield.com 42
Atlantic Water Gardens atlanticwatergardens.com 30 Neely Coble Co. neelycoble.com 7
Bayer backedbybayer.com 27, Poster New Peco Inc. lawnvac.com 50
?re\ilcakmy Strickland Commercial bellamystrickiandiszvirocks.com 2" :ave Edge pavetech.com 50
ermaGreen Supreme permagreen.com 82
Boss LM bossim.com 3 Permaloc Aluminum Edging permaloc.com 48
Christmas Décor christmasdecor.net/franchise 76 Pro Landscape / Drafix prolandscape.com 3
CLC Labs syntheticturftesting.com 36 Real Green Systems RealGraan com 7
Corona Clipper coronatoolsusa.com/yeti n Sakata Seed sakataomamentals.com 40
Dow Agrosciences fewercallbacks.com 9 Sepro stewardsofturf.com/cutlessg Insert
Ewing ewinglrrigation.com 19 Sipcam Rotam LLC sipcamrotam.com 43
Exmark MFG exmark.com 89 SiteOne SiteOne.com &
Feed The Hungry feedthehungry.org 83 TruGreen/ServiceMaster Company  frugreen.com 55
First Products 1stproducts.com 33 Turfco MFG, Inc. turfcodirect.com 91
Fleetmatics fleetmatics.com 47 Ventrac ventrac.com 80
FX Luminaire fxl.com 100 Vermeer Corporation freeviews.com 21
Gempler's gemplers.com 49 World Lawn encoreequipment.com 55
GIS Dynamics goilawn.com 87
Greaf Oak deerprorepellent.com 36 Arctic Snow & Ice Control arcticsnowandiceproducts.com 6,7
Green Industry & Equipment Expo  gie-expo.com 25, Insert* Avant Tecno USA avanttecnousa.com 64
Hino Diesel Trucks hino.com/landscape 45 Eccofab eccofab.com 68
Holiday Bright Lights holidayBrightLights.com 77 LT Rich Products z-spray.com/z-plug 70
Holidaynamics holidaynamics.com/becomeanaffiliate 75 National Association of bit ly/landscapeprofessionals 65
Horizon horizonOnline.com 85* Landscape Professionals
J Thomas Distributors jthomasparts.com N PBI/Gordon Corp. pbigordon.com 69°*
Jacks Small Engine & Generator 4 Sepro stewardsofturf.com/cutlessg Insert
Service jacksSmallEngines.com 96 The Salt Logger saltlogger.com 68
John Deere JohnDeere.com 7 * denotes regional adverfising
Kawasaki kawasakienginesusa.com 4,37
Kichler Lamp & Lighting landscapelighting.com 44 1;: ";L f:*‘"g"f"i';"::;‘:’
Lebanon Turf Products LebanonTurf.com 2,13 o ST e
LMN golmn.com 23 DSCAPE, 581 Canal Rd, \

fo IMEX Infernational, PO Box 26542,

www.JacksSmallEngines.com

Classen Dethatchers Billy Goat Debris/Lawn Vacs Ryan Aerators
From $1,475

"@'

Xs \\ \ // *
3 mugmlciué
1-877-737-2787

www.JacksSmallEngines.com

weririicipnay SAVE ON EQUIPMENT

LA E S FREE SHIPPING & NO SALES TAX OUTSIDE OF MARYLAND

String Trimmers
From $109

COMMERCIAL &
BUSINESS

SAVINGS

SIGN UP FOR AN ACCOUNT TO RECEIVE DISCOUNTED PRICING
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amleo.com
amsoil.com
gravely.com
atlanticwatergardens.com
backedbybayer.com
bellamystricklandisuzutrucks.com
bosslm.com
christmasdecor.net/franchise
syntheticturftesting.com
coronatoolsusa.com/yeti
fewercallbacks.com
ewinglrrigation.com
exmark.com
feedthehungry.org
istproducts.com
fleetmatics.com
fxl.com
gemplers.com
goilawn.com
grahamse.com
deerprorepellent.com
expo.com
hino.com/landscape
holidayBrightLights.com
holidaynamics.com/becomeanaffiliate
horizonOnline.com
jthomasparts.com
jacksSmallEngines.com
JohnDeere.com
kawasakienginesusa.com
landscapelighting.com
LebanonTurf.com
golmn.com
spray.com/z-plug
matic.com
makitatools.com/ruletheoutdoors
mulchtechshield.com
neelycoble.com
lawnvac.com
pavetech.com
permagreen.com
permaloc.com
prolandscape.com
RealGreen.com
sakataornamentals.com
stewardsofturf.com/cutlessg
sipcamrotam.com
SiteOne.com
trugreen.com
turfcodirect.com
ventrac.com
treeviews.com
encoreequipment.com
arcticsnowandiceproducts.com
avanttecnousa.com
eccofab.com
spray.com/z-plug
pbigordon.com
stewardsofturf.com/cutlessg
saltlogger.com
http://www.JacksSmaHEngines.com
http://www.MowersAtJacks.com
http://www.SnowblowersAtJacks.com
LAWNANDLANDSCAPE.COM
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DEPENDS ON

YEAR AFTER YEAR, | awn & Landscape provides you
with valuable research, market insights and other critical
information that will help you manage your business
more effectively. Your success is our priority.

L

Shake the
money tree

Landscapers across the country are raising prices.
(and profit margin) as the economy improves.  -u oo
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We really want good, guality clients.”™
\iza Ughtloot, Avant Gardeing and LandsGipiag



HIRE POWER

T VL DREAM TEAM

HIRE POWER helps you recruit, hire and refain the
best talent for your company. We've got a rofating
panel of columnists ready to advise you on staffing

® HAVING A SET OF PRINCIPLES for building teams is vitally important.

Without them, you are sure to hire the wrong people far too often. I have

developed a set of principles based on experience, knowledge and a little help

from my friends.

| recently had the opportunity
to test my principles for building
teamns with a very difficult partner
who was a very successful executive
coach. Even though he faught these
principles to others, he did not live
them and, consequently, had very
high staff turnover.

So, if you want to build a high
performing feam, you must establish
some ground rules. These ground

rules are the basis for healthy relation-

ships and healthy communications.
Here are just a sample that | like, but
you might want to have your own
and have more than these:

» Honor all agreements. Clear up
any potential or actual broken
agreements as quickly as
possible.

« Be on time or be early to all ap-

pointments, meetings and dead-

lines. Respond fo all requests/
contacts within 24 hours.

« Finish what you start. Organi-
zational integrity depends on

individual infegrity. Do what you

JONATHAN GOLDHILL
is the founder of the
Goldhill Group, a
consulting firm

based in California,

say, say what you mean and
don't say it mean.

« Stay in exchange. Commit fo
maintain open and honest com-
munications in all your business
dealings.

« Demand compliance with the
rules. You must be willing to call
people out when they break the
rules and be called out when
you break them.

« Do whatever it takes to win.
Support a performance-based
culture where accountability
and results are prized, but
not at the peril of people or
processes.

+ Drive a true sense of urgency
into your feam. Demand perfor-
mance based on measurement
and become unreasonable
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about demanding results from
yourself, your team, the market
and the universe.

Keep in mind that trust is a two-
way street and requires communica-
tion, so consider these tenets around
the subject of trust and communica-
fion:

« Communicate trust. Find ways fo
build trust in them. Show them
regularly that you do trust them.
Let your partner take the lead on
a project. Tell them you trust in
their ability to perform a job well
or manage a challenging client
relationship.

« I there is friction, consider that
maybe it's you who's difficult
to get along with. Try fixing
yourself and you may end up
fixing your teammate,

« Show them that you're not
greedy. You're working fo build
the same money pile for the
most part anyway. Send them a
client that you could have taken

for yourself. Do anything fo
demonstrate your willingness to
share.

« Show them that you have their
back. People resist you and put
up walls out of fear of losing
something. Maybe it's their
pride. Maybe it's money. Let
them see you are looking out
for them and not out fo get
something from them.

« Ask their opinion on a variety
of decision-making topics. Fol-
low their opinion with, “I think
you're making a good point.” If
you don’t go with their opinion,
simply be upfront about the
matter, Start with, “This time
we're going to do something
different”

« Let them shine as well. Don't
take every opportunity fo be the
spokesperson for your team. On
that next speaking opportunity,
let them do it or af least ask
them if they would like to.

A team that plays fogether stays
together. Celebrate all wins. Build
momentum and energy in your
team by stopping to recognize the
wins both large and small. Commit
to track them and review them with
the team regularly.

Hold one another accountable.

A team that holds one another ac-
countable:

« Ensures that poor performers

feel pressure to improve

« Esfablishes respect among team

members who are held to the
same high standards

« Develops an ability to learn from

mistakes

« Avoids excessive bureaucracy

around performance manage-
ment 181

Sponsored by
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No nonsense, no sick days and refusing to take “no” for an answer.

It's no surprise that the most proud and passionate professionals drive
Gravely. Because this family is wired the same way.

Our work and wit and will have separated us from the rest. But we're not
so different from the people that sit in our seats.

First to the job, last to leave. Not calling it quits until the job’s done right.

Always staying a step ahead. It's how we've powered through the past
century. It's how we've earned your trust.

IT'S HOW WE WORK.

IT'S HOW WE THINK.

IT'S HOW WE SUCCEED.
IT'S HOW WE'RE DRIVEN.

Join the conversation
[ fleiR Aube

GRAVELY.com

GRAVELY



GRAVELY.com

Perfect solutions for every budget

, you get the very
latest LED landscape
lighting technology and
the highest quality
fixtures - no matter

your budget

Featuring an array of
capabilities, including
zoning, dimming, color
adjustment, Wi-Fi control,
and beam angle options,
FX Luminaire products
offer unsurpassed
freedom and flexibility for

any outdoor living space

Category Comparison

Material Lamp Controller Warranty
Aluminum Retrofit LED On/Off 5 Year
Aluminum Integrated LED Zoning/Dimming 10 Year
Copper/Brass RGBW Color LED Zoning/Dimming/Color 10 Yeat

LANDSCAPE LIGHTING Learn more.

FXLuminaire



Learnmore.Visitfxl.com

