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Built-in Brightness Control
X

MINI ACCENT
Low Profile. Powerful. »

Our award-winning LED accentlight transformed into a 
Mini Accent. Fully adjustable. Multiple beam angles 
and brightness controlled directly on board.
More options for you.
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Gutter and tree mount accessories available.
sold separately

Find out more about the entire WAC Landscape Lighting line - waclandscapelighting.com

waclandscapelighting.com
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Legacy 
& leadership
One year after her 
husband's death,
Jackie Ishlmaru- 
Gachina stepped up 
and took the reins.

Electric avenue
Sebert Landscape 
embraces new 
technology to cut 
down on Its carbon 
footprint.
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perspective
L&L sits down for an 
exclusive interview 
with Andrew 
Masterman, the new 
CEO of BrightView.

Maintenance Turf return New to the list
in the mix Gothic Landscape Learn more about
The team at Juniper fixed the yards of what’s working
made It a priority to some unhappy at some of the
focus on growing Its California 13 companies that
maintenance side and homeowners. weren’t on our list
the move has paid off. for 2016.
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48 Aaron Clark sustains a culture 

of teamwork that drives his people 

to succeed
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This backyard 
designed by Lotus 

Gardenscapes went from 
a claustrophobic feel to 

an open space made 
for entertaining 

guests.

When’s your weekend?
IB As you start the 2017 season, find out 

if your work week matches up with the 

240 people who responded to our 2016 

enchmarking Your Business survey.

*The right tools
15 Get your hand tools ready for a 

successful start to the season.

FEATURES
The follow-up
92 Even if you treat a lawn in the 

beginning, you may still have to hit it 

with a post-emergent.

Hip homepages
100 Trends are always changing, and that 

includes what is popular when it comes 

to website design.

Digging done right
14 Before you dig that trench, make sure 

you have the right equipment in your fleet.

Partying & playing
88 A Michigan family tasked Lotus 

Gardenscapes to take their cramped 

outdoor area and make it more inviting.

No job too big
90 Compact equipment can take on large 

jobs in tight spaces.

Contemporary convoys
104 To get your crews to job sites 

efficiently, check out these new vehicles 

to add to your fleet.

Just like marriage
106 Your relationship with your vendor 

is similar to one you may have at home.

The life of a deal
110 If you have any thoughts about selling 

your business years from now, start 

preparing for the complicated venture.
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Without

Honda
your customers see this

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

0Îfë0
TffiSrt Learn more at 
0(SSÈ engines.honda.com

HONDA
ENGINES

Built like no other.

For optimum performance and safety, please read the owner's manual before operating your Honda Power Equipment. ©2016 American Honda Motor Co., Inc.

engines.honda.com
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DOEIINilE SOCIAL MEDIA
Implement these strategies to get the most 

out of your efforts. By Kendall Hines

KEEP TABS ON THE 
n ilWKOlM) TOUR

We're partnering with The Harvest Group to help 
three lucky companies turn their businesses 
around. From nearly 50 applications from lawn care 

and landscaping businesses across the country, a panel 
of experts chose Freedom Lawn and Landscapes, 
Vineland Landscaping and Wade's Lawn Service.

Sponsored by Fleetmatics, the three companies 
will receive a year's worth of consulting, including 
on-site visits, phone calls and a customized plan.for 
operations, growth and profitability from The Harvest 
Group, a $25,000 value. As they work with consultants 
Bill Arman and Ed Laflamme, head over to bit.ly/ 
TurnaroundTour to read and watch their progress.

CONSUMER ATTENTION IS RAPIDLY

shifting from traditional marketing 
channels (TV, radio, print, etc.) to 
much newer platforms such as Face- 
book and Instagram You cannot just 
cut a check blindly and win with social 
media without actively participating 
in the platform. You need to become 
a practitioner and become dedicated 
to understanding and learning this 
new world to have success with it. 
While many of the same tried and

true methods for making customers 
properties gorgeous haven't changed, 
the ways that we in the green industry 
must adapt our sales cycle and process 
must. Customers today make decisions 
quicker and do their due diligence 
when searching for home services.

Head to bit.ly/4waystodominate 

for four tips that you can implement 
in your business to see measurable 
returns on your energy and effort 
invested into the social media cosmos.

CURIOUS HOW YOU COMPARE?
THIS ISSUE IS 
OUR ANNUAL

top 100 issue, where 
we list the top 100 
companies in the U.S. 
and Canada. Curious 
to see how you stack 
up to the competition 
in your area? Wondering how long it might 
take your company to make the list? Head over to 
bit.ly/Benchmarkreal to see in real time how you 
compare to other companies in the industry.

SOCIAL MEDIA

and follow us. Then use the hashtag 
#lawnlandscapefeature and you 

might see one of your photos here.

OVER ON INSTAGRAM, we like to 
highlight companies we visit when 
we travel. In April, Digital Content 
Editor Kate Spirgen headed down 
to Florida to visit with Honda.

This photo was taken by Kate 
at Sun 'n Fun, the air show in 
Florida. Read more about the trip 
on page 20.

o
Planting a new lawn is like any good 

adventure. You need to prepare and plan! 
^Landscaping 
@LosGatosLiving ©
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ilw available atCREENWORKS
COMMERCIAL

COMMERCIAL GRADE

from a

FUEL AND
MAINTENANCE
SAVINGS

CLIENT
FRIENDLY

ECO
FRIENDLY

COMMERCIAL 
GRADE POWER

The Most Powerful 
Cordless Commercial 
Tools on the Market
Find out more at www.greenworkscommercial.com

http://www.greenworkscommercial.com
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Cdltor I Lawn & Landscape

I had a similar 

interview 

with Zino 

and Kerin in 

2015, so I 

hope things 

go better for 

Masterman.

20 years of the Top 100

L
awn & Landscape has been publish­

ing a list of the largest 100 landscape 

companies since 1998. (In 1997, we 

published a top 50 and in 2009, we published 

150). A lot has changed in the industry since 

last year’s list (not to mention during the 

intervening 20 years). Here’s a few:

Scotts, which spent most of the last two 

decades in the top 10, is no longer even on the 

list. It was acquired last spring by TruGreen 

when Jim Hagedorn decided to go into “urban 

hydroponic growing” (Read: weed).

It’s odd to not have Scotts - a name so syn­

onymous with American lawn care - on the 

list, but there are 13 new companies this year, 

including Baytree Landscape Contractors at 

number 75, which reported the largest growth 

out of any other company on list. Five Seasons 

Property Management/Asplundh, a holding 

company for the huge tree care firm that has 

been quietly acquiring multi-million-dollar 

maintenance firms across the country, is new 

as well, coming in at number 7.

We also welcomed Heartland, a private 

equity-backed firm in the Midwest at number 

34, Pierre Landscape at 47, Earthtones Design 

at 69, The Loving Group at 80, Dennis’ 7

Dees at 83, Parker Interior Plantscape at 85, 

Designs by Sundown at 91, Ecoscape Solu­

tions Group at 95, Cleary Bros. Landscape at 

97, Munie Greencare Professionals at 98, and 

Heron Lawn and Pest Control (acquired in 

April by pest control giant Rentokil) at 100.

BrightView isn’t new (it formed officially 

in 2015), but the $2.2 billion company has 

a new CEO, after Roger Zino and Andrew 

Kerin left late last year. I sat down with 

Andrew Masterman, who comes from a long 

tenure in the manufacturing and engineering 

world, at their headquarters outside Phila­

delphia for an exclusive interview where he 

explained what he’s doing to keep BrightView 

at the top of the list.

I had a similar interview with Zino and 

Kerin in 2015, so I hope things go better for 

Masterman.
The Top 100 list is one of the most intensive 

research projects we do all year, and comes 

together only thanks to the hard work from 

all the editors on staff. I hope the two decades 

of data and the stories this month help you 

understand and implement the strategies and 

tactics used by some of the biggest companies 

in the industry. — Chuck Bowen
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Featured on the new 2017 

PermaGreen Triumph, the 

revolutionary BREAK 

Agitator is guaranteed to reduce 

clogging of your LESCO® or 
PermaGreen ™ 3-hole spreader or 

your money back.

Visit permagreen.com to see for 

yourself why PermaGreen is the 

GOLD STANDARD of spreaders
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TAKE THE 60-DAY CHALLENGE

TRY THE PERMAGREEN ON YOUR TOUGHEST PROPERTIES 
FOR 60 DAYS. IF YOU DON’T LOVE IT, WE’LL BUY IT BACK!

CALL FOR DEALER LOCATIONS &

REGISTER TO WIN A TRIUMPH

800.346.2001 permagreen.com

© 2016 PermaGreen. PermaGreen " is a registered trademark of Perrma-Green Supreme, Inc. LESCO is a registered trademark of SiteOne Landscape Supply, Inc. The Triumph is protected by patents 6,336,600 and 7,954,573 and patnet pending.

permagreen.com
permagreen.com


DATA DRIVEN

WHEN'S YOUR WEEKEND?
OAS YOU START THE 2017 

SEASON, find out if your 
work week matches up with the 240 

people who responded to our 2016 
Benchmarking Your Business survey.

©
IN SEASON, HOW MANY DAYS DO YOU 

PERSONALLY WORK IN A TYPICAL WEEK?

10%

7 DAYS

35%
6 DAYS

41%
5 DAYS

12«
4 DAYS 

OR LESS
NO

ANSWER

©
 K

RÎ
TS

AN
AN

OI
SA

KU
L 

I T
HI

NK
ST

OC
K



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 

when nothing else does. Apply Defendor in early spring or late fall to stop dandelions, clover 

and other broadleaf weeds before they cost you a client. That way, the next time your phone 

rings, you’ll be saying hello to more business. Learn more at www.FewerCallbacks.com.

Defendor

SPECIALTY HERBICIDE

Dow AgroSciences Solutions for the Growing World

*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.
©2015 Dow AgroSciences LLC T38-900-003-A(10/15) BR DATOTURF5061

http://www.FewerCallbacks.com
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Elite Grounds is a 
$5.5-million company based 
in Pleasant Grove, Utah.

FROM ELITE 
GROUNDS

From employee incentives to fleet 

management, find out how this 

Utah-based company is operating.

By Brian Horn

PLEASANT GROVE, Utah - Kris 

Ashby and Mark Minson have 

maintained a great working 

relationship since starting their 

company in 2003. The co-owners 

of Elite Grounds, a $5.5-million 

company in Pleasant Grove, 

Utah, met while working at Bratt 

Landscaping.

Ashby, general manager, loves 

the operations side of the busi­

ness and Minson, CFO, loves the 

financial side, which makes for a 

great balance, Minson said. Brent 

Gurney became a part owner this 

past year.
Lawn & Landscape spent 

some time at the company while 

in town for the National Col­

legiate Landscape Competition, 

and here’s what we learned.

• Elite is a commercial/resi- 

dential landscape maintenance 

company but also provide snow 

removal, design/build and ir­

rigation. It has 30 year-round

employees and 90 during peak 

season and a service mix of 70 

percent maintenance, 20 percent 
snow and 10 percent design/ 

build and irrigation.

• Minson said his role on the 

financial side is to explain and to 

get managers the numbers they 

need within a few days of re­

quests being submitted. He also 

educates managers on the basics 

of understanding the numbers.

• Elite has two sister compa­

nies. Ashby owns another land­

scaping company about 25 miles 

away called Spectrum. Minson 

owns Elite Repairs, which is on 

the Elite Grounds property.

Elite Grounds hires Elite Re­

pairs as a mechanic, but the 

repair company is also free to 

fix other equipment, including 

the competition’s. Spectrum 

and Elite Repairs were under 

the Elite Grounds umbrella, 

but during the Great Recession, PH
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LEASE THE #1 SELLING ISUZU
2018 ISUZU NPR-HD 14,500 GVWR

16' x 96" x 85" Supreme Van Body

Class leading fuel economy and 
a B-10 diesel engine life of 
375,000 miles

Aisin 6 Speed Double Overdrive 
Transmission

Vehicle Health Report that provides 
vehicle performance data

Includes: 24 Month/60,000 Mile 
Covered Maintenance Program

LEASE PAYMENT

$699
PER MONTH

ISUZU
TRUCK

TERM

48
MONTHS

$1,398*
DUE AT LEASE SIGNING

*(lncl. security deposit; excludes tax, title and reg.)

Visit your local Isuzu truck dealer for details

www.isuzucv.com
Only select 2018 Isuzu NPR-HD are eligible. Initial payment includes $699 first month's lease payment, $699 security deposit. Monthly 

payments total $33,552.00. Subject to credit approval. Delivery out of dealer stock by 6/30/2017. Available only through Isuzu Finance 

of America, Inc. Participating dealers only; see your authorized Isuzu dealer for compete details.

© 2017 ISUZU COMMERCIAL TRUCK OF AMERICA, INC.

ISUZU
FinnncE

http://www.isuzucv.com
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they wanted to put their eggs in 

different baskets. “It didn’t put 

the burden on Elite Grounds,” 

Ashby said.

• The company has a man­

ager’s assistant position, which is 

used to help train recent college 

graduates (most managers have 

college degrees) to eventually 

become managers. Ashby said 

it takes two years training to be 

ready to become a manager.

• Elite doesn’t have managers 

assigned to crews by service. So, 

there are no irrigation managers 

and no maintenance manager. 

Instead, each manager has crews 

that perform all the services Elite 

offers. Those managers have the 

autonomy to run those crews

Kris ASHBY

how they see fit. Each manager 

must have a maintenance and 

snow crew, but if one manager 

wants to add holiday lighting 

or build up the installation side, 

and it makes financial sense, that 

manager is allowed.

“I want to let every manager 

grow their own group the way 

they want to,” Ashby said. “If

Mark MINSON

they like construction, they can 

do construction.”

• Managers check in with 

Ashby every day by 9 a.m. That 

can be in person, by phone, or, 

Ashby jokes, by smoke signal. “I 

don’t care how they check in,” he 

said. Ashby wants to know what 

is slowing the manger down, and 

how he can help.

• Because he wants his manag­

ers to have their own style, one 

drawback to Ashby’s manage­

ment style is having to commu­

nicate company-wide policies 
differently to each manager to 

get buy-in. One manager may 

respond better to one method of 

communication than another. 

“But that’s fun for me,” he said.

• Elite uses two methods when 

ordering trucks. If they need 

more than five, then they can 

order them painted in Elite’s 

color, yellow. If they only need 

one or two replacements, they 

come in white, and managers are 

given those to drive. After a year 

or two when they start to show 

some wear and tear, those will PH
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LeSEA GlobalTo change the life of a child, 
please visit www.feedthehungry.org

or call 800 888-832-6384 A full life feels good.
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ROCK YOUR 
WORKDAY.
3M ™ WorkTunes ™ Wireless Hearing Protector

Make safety work for you with trusted hearing protection that 
cordlessly streams your favorite sports, music and more. It’s the 
easy and fun way to protect your hearing while getting the job done.

$ Bluetooth
WIRELESS TECHNOLOGY

© 3M 2017. All rights reserved. 3M and WorkTunes are trademarks of 3M. The Bluetooth word mark and logo 
are registered trademarks owned by Bluetooth SIG, Inc. and any use of such marks by 3M is under license.
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enough
nvoices.

Introducing LMNPro.
Go paperless with automated service billing 

and jobsite photo & file storage tools.

GOLMN.COM/LMNPRO

landscape estimating 
& timesheet software

GOLMN.COM/LMNPRO


For more news, visit 
Lawnandlandscape.com

If Elite orders five or more trucks, they come painted yellow. If not, the 
trucks are white and driven by managers before entering the fleet.

“THEY AREN’T 
PASSING RESPONSIBILITY 

OFF-CAN'T PASS THE BUCK 
FOR A BAD HIRE.”

- Kris Ashby, co-owner/general manager

BioPak Plus delivers the 

best nutrition with beautiful results for all your 

landscape plants, including turf! 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

be painted yellow and added to 

the job fleet.

• One major change in the 

last year and a half was starting 

a human resources department 

when he hired his daughter-in- 

law, Kylee Ashby, who leads the 

department. Before Kylee, the 

company had culture-building 

activities like company breakfasts 

and company outings, but the 

company has grown to the point 

where Ashby and Minson didn’t 

have time to keep those organized 

and effective.

• Kylee’s also involved in re­

cruiting employees for field labor 

positions. One year when the 

company needed a lot of field 

labor they started a referral bonus 

program. Employees received a 

$25 bonus for every employee

who lasted two pay periods (usu­

ally a month), up to 3 employees 

and $75. “Normally if they stay 

a month, they’ll stick around 

the whole time,” Kylee said. The 

employee who made the referral 

also received two raffle tickets 

for every successful referral. At 

the end of the season there was a 

drawing and the winners received 

prizes like an iPad.

• In the winter, Elite pays an 

additional $ 1.00 per hour to each 

current employee for each quali­

fied employee that they bring to 

help with snow.

• Kylee’s desk is at the top of 

the stairs in the office so every 

employee has to walk by her every 

day. Ashby said that helps Kylee 

build a rapport with the employ­

ees, so when they have an issue, 

they can go to her.

• Managers are responsible 

for hiring workers for their 

crews. That creates even more 

ownership of each manager’s 

respective crews, especially if 

they make a bad hire. “They 

aren’t passing responsibility 

off - can’t pass the buck for a PH
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Wouldn't you rather have and?

Why limit yourself to 
fertilizer or weed control? 
Why settle for killing weeds 
before or after they appear?

At LebanonTurf, we don't like or. 
We like and. As in fertilizer and 
pre- and post-emergent weed 
control—all in one.

And with ProScape® 
fertilizer and weed-control 
solutions, you get to save 
time and money.

LebanonTurf

ProScape 19-0-6 MESA® AND Dimension® AND Lockup™ 
ProScape 19-0-6 MESA® AND Dimension® AND Confront® 3

Best of All Worlds' 
LebanonTurf.com 1-800-233-0628

OQO

LebanonTurf.com


THE COMPANY 
YOU KEEP.
At Nufarm, we know a better tomorrow takes 

more than quality solutions. That's why we're 
growing more than an innovative line of plant 
protection products. We're also growing 
communities, educational opportunities, 
and friendships.

Learn how we can help you grow better.

NUFARMINSIDER.COM

Arena
INSECTICIDE

A BETTER VALUE THAT LASTS.
AND LASTS. AND LASTS.™

As the longest-lasting residual out there, Arena"
Insecticide provides broad-spectrum control of turf 

and ornamental pests with a single application.
i

OFFERING COMPLETE PLANT PROTECTION

NUFARMINSIDER.COM

Nufarm Grow a better tomorrow.

L&L INSIDER
For more news, visit 
Lawnandlandscape.com

bad hire,” Ashby said.

• All employees are given 11 

sets of uniforms. Every week, 

the uniforms are washed by a 

company Elite pays. They can 

have any variety of short-sleeved 

or long-sleeved shirts, and pants 

or shorts, as long as they meet 

safety requirements.

• Ashby spends no money on ad­

vertising, instead using his bright, 

yellow trucks and uniforms seen

around town to serve as a method 

of marketing the company.

• Five years ago, Minson’s ma­
jor goal was to get the company’s 

cash flow under control. That 

involved building in more profit 

in job bids. He then used that 

extra income to pay of equip­

ment and pay down other debts. 

“And then we were able to put 

away some and have a rainy-day 

fund,” he said.

Miimo uses a boundary wire that can be installed either above or below 
ground to maintain lawns with a continuous cutting system.

MIIMO MAKES ITS DEBUT
Honda's new robotic mower offers set-it-and- 

forget-it care for lawns. By Kate Spirgen

LAKELAND, Fla. - Honda an- 

nounced its entrance into the U.S. 

electric market in April with the 

robotic mower Miimo. Introduc­

ing the mower at a press event in 

Lakeland, Florida, Honda show­

cased everything from its marine 

offerings to the Hondajet to their 

line of handheld landscape equip­

ment and generators.

Miimo uses a boundary wire 

that can be installed either above 

or below ground to maintain 

lawns with a continuous cutting

system. “Micro-computer sensors 

and wire keep it where it needs to 

be,” said Adrienne Hall, senior 

product planner.

The mower features a cutting 

width of 8.7 inches with a height 

range of 0.8 to 2.4 inches. “The 

blades go both ways, so the blade 

stays sharper longer,” said Nina 

Bryson, senior manager of mar­

keting and marketing research.

Users can choose from three 

mow patterns and set up to five 

mowing zones. A seasonal timer PH
O

TO
 B

Y 
KA

TE
 S

PI
R

G
EN

20 MAY 2017 I LAWNANDLANDSCAPE.COM

NUFARMINSIDER.COM
NUFARMINSIDER.COM
Lawnandlandscape.com
LAWNANDLANDSCAPE.COM


Seeing is believing.
50:1 MIX RATIO 50:1 MIX RATIO

AMSOIL SABER® Professional ECHO* Power Blend*
(Exhaust Side) (Exhaust Side)

300-HOURTEST 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 
delivers clean, protected power to maximize the life and efficiency of your 
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!

For more information visit:
www.aiTlSOil.com/landscape

1-800-777-8491

Call for your FREE copy of 
our technical study.

ECHO* String Trimmer Technical Study, September 2016. AMSOIL SABEFI® Professional Synthetic 2-Stroke Oil 
resisted deposits and maintained power better than ECHO Power Blend* XTended Life* Universal 2-Stroke Oil.

All trademarked names and images are the property of their respective owners and may be registered marks in some countries. 
No affiliation or endorsement claim, express or implied, is made by their use.

http://www.aiTlSOil.com/landscape


> ;

'C

4k Í
Used in 

1000 s of

L&L INSIDER
For more news, visit 
Lawnandlandscape.com

Offer your clients 100 /a 
non-toxic mosquito control!
Mosquito Magician gives them a better 
way to enjoy their landscapes mosquito FREE!

homes and 
resorts in 
the US and 
Caribbean.

Mosquito Magician Concentrate is:

$100% Automatic 
$ 100% Safe

Laboratory Tested to Kill 
& Repel Mosquitoes 

Long Lasting

Natural Mosquito Control 
that Works!

FREE
SAMPLES

Recurring Revenue Model

MOSQUITOS
MAGICIAN <?

POWERED BY

SPRINKLER

FOR FREE SAMPLES: MosquitoMagician.com/lawn&landscape

COMPLETE LINE OF COMMERCIAL 
SPREADERS AND SPRAYERS

GROUNDLOGICINC.COM I 877.423.4340

The mower features a cutting width of 8.7 inches 
with a height range of 0.8 to 2.4 inches.

allows users to set Miimo to mow more or less 

often, depending on the weather and growing 

conditions. It can handle slopes as steep as 25 

degrees, after which it will shut down. The 

robotic mower cuts less height from grass more 

frequently and disperses the clippings, eliminat­

ing cleanup needs.

Miimo is available in two models:

• The HRM 310 can mow for up to 30 

minutes with a 22.2-volt/1.8 amp-hour bat­

tery. It will recharge in 30 minutes. It weighs 

26 pounds. It’s ideal for up to half-acre areas.

• The HRM 520 can mow for up to an hour 

with a 22.2 volt/3.6 amp-hour battery. It will 

recharge in 60 minutes.

It’s ideal for areas up to three-quarters of an 

acre. When Miimo reaches less than 30 percent 

battery life, it will head back to its charging dock 

to reload, and then head back out into the field.

Sensors keep the mower moving if it bumps 

into objects, and if lifted, an alarm will sound 

and it will shut down. A code set by the user will 

then be required to restart the mower.

Miimo has been available in Europe for sev­

eral years and will be available for purchase in the 

U.S. in June at select Honda Power Equipment 

dealerships nationwide, excluding California.

Although it hasn’t been introduced yet to the 

public, Honda has run it through their “product 

familiarization program,” making it available to 

its staff and dealers.

The HRM 310 will have a price point of 

$2,499 and the HRM 520 will be $2,799. Both 

come with a two-year warranty. PH
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See how R-VAN beats the competition in 
real-world conditions at rainbird.com/R~VAN.

Flushing dirt and debris, and 
defeating extreme conditions.

That's intelligent.

Rain Bird® R-VAN nozzles simply perform better.

© Real Convenience:

• Pull up to flush

• Hand adjustable

o Real Performance:

• Wind-resistant streams

• Large water droplets

R-VAN18 R-VAN1724

R-VAN 14

A Real Savings:

• Saves water

• Lower priced

Rain^Bird

rainbird.com/R%7EVAN
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CALIFORNIA COMPANY 
SELF-IMPOSES CARBON TAX
The funds will be used to support a local 

environmental organization. By Brian Horn

Along with the tax, The Huskey's, standing far right, also give public 
recognition to places that support a healthy environment.

L
uke Huskey will be the first 

to admit it - his company’s 

trucks and equipment are not 

fuel efficient. And Huskey says 

it’s hard for him to find fuel-ef­

ficient trucks and equipment that 

would meet the heavy demands 

of landscaping at his company, 

Greener Environments in San 
Luis Obispo, California. But

as a firm that wants to be envi­

ronmentally conscious, Huskey 

wanted to do something to offset 

the harm he felt the equipment 

was doing to the environment.

So Huskey and his wife, 

Melody, who co-owns the com­

pany, placed a carbon tax on 

the company’s net revenues to 

compensate for the use of gas- PH
O

TO
 C

O
U

R
TE

SY
 O

F 
G

R
EE

N
ER

 E
N

VI
R

O
N

M
EN

TS

^MistAway^
L -— -systems T

Outdoor Insect Control
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REVENUES!

stomers
tords?

DEALER TODAY!
Sell and service our 
innovative misting systems 
that effectively control 
mosquitos and other 
annoying flying insects.
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IT STARTS WITH ONE STEP: Q4
Your clients don't ask for much: just perfect, weed-free lawns. Start with Q4® Plus. With four 

active ingredients, Q4 Plus wipes out the toughest broadleaf and grassy weeds, including 

yellow nutsedge. And Q4 Plus delivers fast visual response for fewer callbacks.

Start down the path to perfection with Q4 Plus

GordonsProfessional.com
Always read and follow label directions. Checkered Flag/Label Design®, Gordon's®, ProForm*, and Q4® are registered trademarks of PBI-Gordon Corp. 12/16 04535

GordonsProfessional.com
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oline-burning equipment. The 

carbon tax is calculated monthly 

at a rate of $25 per ton of CO2 

emitted, with the accumulated 

funds donated at the end of the 

year to a local environmental 

organization.
“Our company has envi­

ronmental stewardship built 

into its business model, but we 

always have had this ongoing 

frustration of not having op­

tions for fuel efficient trucks 

and machinery,” he says. “We 

are trying to work towards a 

healthier planet, but at the same 

time our trucks are getting 8 

miles per gallon. It didn’t feel 

right to us.”

Huskey calculates how much

The carbon tax is calculated monthly at a rate of $25 per ton of CO2 
emitted. Huskey estimates the tax will fall between $1,000 and $2,000.

CO2 the company’s equipment 

emits by using the U.S. Energy 

Information Administration’s es-

timate of 19.64 pounds of CO2/ 

gallon of gasoline and 22.38 

pounds of CO2/gallon of diesel.

“At the end of each month we 

add up our total fuel usage and 

do the math to come up with 

the total CO2 emissions for that 

month and then tax ourselves 

accordingly,” he says. “The tax 

is then transferred into a separate 

account.”

They decided on $25 based 

on the average rates of countries 

and municipalities that have 

similar taxes.

“We determined that $25/ton 

was about the average of all the 

different tax rates we came upon 

during our research,” he says. 

“This rate will increase every 

year until we can reduce our 

carbon emissions to the relevant 

equivalent of 10 percent of our PH
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Save $300 on all ZTrak“M Series and QuikTrak“Mowers.*

No matter if you sit or stand, we've got the perfect zero-turn mowers for your business.
For those who prefer to sit, our ZTrak M Series mowers hit the sweet spot where 
value-driven performance, and day-in, day-out driving durability come together.
And our QuikTraks feature exclusive stand-on technology, giving you stability even on 
tricky hills. And if you're a GreenFleet Platinum member, you'll get even more savings.**
But hurry: this offer only lasts until May31,2017.

Keep Mowing
’Offer available May 2, 2017 - May 31,2017. Prices and models may vary by dealer. Savings based on the purchase of eligible equipment.
Offers available on new equipment and in the U.S. only. Prices and savings in U.S. dollars. See your participating dealer for details.

“Get an additional $400 off a new M Series ZTrak™commercial mower or QuikTrak™stand-on mowers with your GreenFleet™membership. Offerends 
10/31/2017 or when your platinum membership expires, whichever comes first. See Terms & Conditions at JohnDeere.com/GreenFleet for details. 
To be eligible for the offer, purchaser must be or become a GreenFleet member and meet qualifying purchase levels. Amount shown above is based 
on Platinum level 1 savings in the US. Qualifying levels and savings will vary depending on the quantity and combination of equipment purchased. 
See complete membership information and discount details at JohnDeere.com/GreenFleet or a participating John Deere dealer.

01 John Deere

JohnDeere.com/MowPro

JohnDeere.com/GreenFleet
JohnDeere.com/GreenFleet
JohnDeere.com/MowPro
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2016 carbon emissions.”

The company may also use the funds to

donate environmentally-friendly landscaping. 

“We will use the money from our carbon

tax account for the materials and labor costs 

of new sustainable landscaping for a suitable 

non-profit, school or public space,” he says. 

“If there is no suitable site for this, or if there

When Andy Kadrich came to us for a 
spray unit, we asked, “How do you TBR «
want it built?” For a strong start to his A A 1

one-man business, Andy knew what
he wanted from his first Turf Masters rig:
high capacity, incredible efficiency, and easy maintenance

HOW ONE CUSTOM SPRAY UNIT GREW 

INTO A BUSINESS 100 RIGS STRONG

7////////Zuniiiiiiuiiih

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

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.

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

Graham® Spray 
Equipment

YOUR IDEAS ARE WHERE WE START'

© 2017 Graham Spray Equipment

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

is leftover money in the tax account, we will 

simply donate the proceeds of the tax to an 

environmental organization that is doing 

work that will offset the carbon we emitted 

that year.”

The Huskeys came up with the idea after 

reading a book by Patagonia founder, Yvon 

Chouinard, where he wrote, “The next step 

in our responsibility is to pay for our sins 

until such a time that we hope we can stop 

sinning.”

“With the high fuel usage of our opera­

tions in mind, I interpreted this as ‘Until we 

can get vehicles and equipment that don’t 

have a high environmental impact, we can 

at least offset that impact with a carbon 

tax,”’ he says.

©“WE ARE TRYING TO WORK 

TOWARD A HEALTHIER PLANET, 
BUUTTHE SAME TIME, OUR TRUCKS ARE 
GETTING 8 MILES PER GALLON. IT DIDN’T 
FEEL RIGHT TO US.”

- Luke Huskey, Greener Environments

Huskey estimates the tax will generate be­

tween $ 1,000 and $2,000, and the company 

will not raise prices to offset the tax.

“We didn’t feel it was right to make 

other people pay for our self-imposed 

carbon tax, so the tax comes off of our net 

profits,” he says.

Along with the carbon tax, the company 

offers free hands-on classes in sustainable de­

sign, water catchment and drought-resistant 

landscaping, as well as certification through 

its Green Landscapes Initiative which gives 

public recognition to businesses, homes 

and public spaces that support a healthy 

environment.
The company also offers several e-books 

available for free download via their website 

on topics such as rainwater harvesting, tips 

on California-friendly landscaping, and how 

to avoid costly mistakes when landscaping 

at greenerenvironments.net.
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TOOLPACK29

ADD ZORO TO YOUR TOOLBOX
Ordering Ground Maintenance supplies shouldn't be hard work 
You do enough of that already.

VISIT
ZORO.COM/LAWNLAND

V v and RECEIVE

FROM
AA BATTERIES TO Z-CLIPS,
ZORO'S GOT YOU COVERED fcWOFF

YOUR ORDER OF

$50 OR MORE
Huge product selection
(over 1 million and counting)

Helpful customer service 

Net 30 terms available** Enter code at checkout I One time use code. 
Offer valid until July 10, 2017 11:59 p.m. CT*

Great everyday prices 

Trusted brands 

Easy ordering 

Fast delivery

'20% off your first order on $50 minimum purchases. Maximum savings of $2,000. Enter code 
above at checkout. Limit one (1) use per customer. May not be combined with any other 
promotions or discounts. Order minimum is required - excluding tax and shipping. Offer may 
not be applied to previous purchases. Promotion is non-transferable.
Offer valid until July 10, 2017—expires 11:59 p.m. CT.
Some exclusions apply. Visit zoro.com/rules_restrictions for details.

*Standard credit terms are $1,000 with 30 days to pay. Credit is subject to Zoro's credit 
policies as determined from time to time in its sole discretion. Zoro reserves the right to 
terminate this offer at any time at its sole discretion.

zoro.com

ZORO.COM/LAWNLAND
zoro.com/rules_restrictions
zoro.com
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ASKTHE EXPERTS

Q: I was interested in learn­

ing what Maryland requires in 

terms of training before a new 

technician is eligible to be "on 

the road?" We have used the 

severely outdated videos in 

conjunction with some written 

material to satisfy what we 

thought to be the requirement 

up to this time.

However, we were hoping 

to revamp our training and on­

boarding program so that it is 

more up-to-date, relevant and 

fresh and wanted to ensure that 

we were still meeting Maryland 

state requirements. ©
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Improve Air Quality & 
Keep Your Shop Clean

W RLDLAWN ®

New from Magna-Matic, the leader in lawn 

mower blade sharpening equipment, has 

designed a dust collector specifically for live 

sparks and metal dust created 

during blade sharpening

The MAG-200+ Dust Collector can be connected 

to any other blade sharpener too.

The 2.5" rubber hose will connect to any exisiting 

Magna-Matic Sharpener, or can easily connect to 

your other sharpening equ

Fast and easy 

clean out tray9 Fast filter access, and 
inexpensive filters.

MAG-200+ Dust Collector Specs
Dimensions: 16"x 13"x 19" tall
Filtration: 3 Stage Filtration (Aluminum Mesh, MERV 8
Pad Filter, and MERV 11 Pleated Filter)
Horse Power: 1/2 - RPM: 3450 
Motor Type: Industrial - Totally Enclosed Fan Cooled 
Impeller: 9" diameter Four Blade Backward Curve 
Crushproof Rubber Hose 3.5'Ig 2.5"dia cuffed ends 
68 decibels

MADE! IQ A-
IN THE

www.magna-matic.com

RESIDENTIAL AND 
COMMERCIAL MOWERS 
AT A REMARKABLE VALUE

, 9 ■ *
800.267.4255 
WORLOLAWN.COM

ma&a/à'AMTvó
800-328-1110

Call for Free Catalog

Watch Videos

YOLllte

30 MAY 2017 I LAWNANDLANDSCAPE.COM

Lawnandlandscape.com
http://www.magna-matic.com
WORLOLAWN.COM
LAWNANDLANDSCAPE.COM


Specticle® & Celsius®—
When Weeds Don’t Grow, 

Your Business Can.

X e The Bayer herbicide portfolio featuring Specticle and Celsius
ubayerj) Sci©nC6 For A Better Life Offers more than just outstanding pre-emergence and post-

rJ 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 ©BayerLawn

Bayer CropScience LP, Environmental Division, 2 TW Alexander Drive, Research Triangle Park, NC 27709.1 -800-331 -2867. vyww.backedbybayer.com. Bayer, the Bayer cross, Celsius® and Specticle® are registered trademarks of Bayer. 
Not all products are registered in all states. Always read and follow label directions. ©2017 Bayer CropScience LP.

backedbybayer.com/lawn-herbicides
vyww.backedbybayer.com
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A: I assume when you use the word “techni­

cian,” you are referring to your employees 

who load, transport, mix and apply chemicals, 

namely pesticides to turfgrass and ornamen-

tals. The State of Maryland no doubt requires 

that these technicians be certified through 

EPA requirements, or that at least their direct 

supervisor is fully certified. State regulations

SUSTAINABLE EDGING SOLUTIONS

Lightweight, flexible, aluminum edgings that are easy to 
install, look great, and last the lifetime of the project. 

Why use anything else?

800 356.9660 j permaloc.com

© © © © © © © ©

A beautiful landscape is defined by beautiful edges. Permaloc provides application 
and solution-driven products for all of your challenging projects.

differ and you may want to contact the 

Maryland Dept. of Agriculture or you could 

start by contacting your local extension office 

to get the latest information on testing and 

training resources, dates and sites. By using 

Google, you will find multiple resources for 

keeping your technicians up-to-date and safe.

Q: We were discussing at my company setting 

up a true fleet management and driver train­

ing program for new employees. I was looking 

around to find forms we could use for this 

program but have not found anything initially. 

A: One option for driver training is the 

materials available from the National Safety 

Council (NSC) in Itasca, Illinois. Their 

programs are labeled as Defensive Driving 

Courses (DDC) and the training options 

are found on their website (www.nsc.org). 

Training sites in many areas should be 

available. If you have enough employees 

in need of training, your most economical 

option may be to hire a certified DDC 

instructor and conduct the needed train­

ing at your headquarters. Obviously, the 

sooner the better.

® IT IS IMPORTANT FOR YOU TO LEARN 

HOW TO NEGOTIATE WITH SUPPLIERS 
IN ORDER TO KEEP YOUR COSTS DOWN.

Q: My company is just starting to work on 

an AWAIR (A Workplace Accident and Injury 

Reduction) program and with that we are try­

ing to find a pre-job safety checklist.

We have been looking online and not 

finding much pertinent to our industry that 

makes sense for us. Just curious if you have 

anything that might give us a starting point 

to work from so we don't have to start from 

scratch. Any information would be helpful. 

A: I received your request for information 

on pre-job safety checklists and wanted to 

suggest that the new NALP Safe Company 

Program may have the resources you need.

In the updated Safe Company Program 

Manual, there are job site safety checklist,
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To be the best in the business. This is why I do it

KUBOTA

Lawn and landscape jobs can be tough, but Kubota’s SSV Series Is tougher. Engineered to reach higher, 
haul heavier and work faster, these compact skid steer loaders keep professionals like you more productive 

and profitable. Power through with innovative features and a comfortable, 
operator-friendly design. Put the power of Kubota on your side.

$0 Down and (K. Financing for 60 Months*
Promotional finance offer available on select models.

See your local Kubota dealer for details.
Offer ends 6/30/2017.

*$0 down, 0% A.P.R. financing for up to 60 months on purchases of new Kubota SSV Series equipment is available to qualified purchasers from participating dealers’ in-stock inventory 
through 6/30/2017. Example: A 60-month monthly Installment repayment term at 0% A.P.R. requires 60 payments of $16.67 per $1,000 financed. 0% A.P.R. interest is available to 
customers if no dealer documentation preparation fee is charged. Dealer charge for document preparation fee shall be in accordance with state laws. Inclusion of ineligible equipment 
may result in a higher blended A.P.R. 0% A.P.R. and low-rate financing may not be available with customer instant rebate offers. Financing is available through Kubota Credit Corporation, 
U.S.A., 1000 Kubota Drive, Grapevine, TX 76051 ; subject to credit approval. Some exceptions apply. Offer expires 6/30/2017. See us for details on these and other low-rate options or 
go to www.kubota.com for more information. Optional equipment may be shown.

kubota.comra
© Kubota Tractor Corporation, 2017

http://www.kubota.com
kubota.com
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dispatch yard safety checklist 

and repair shop safety checklist 

forms that should be help­

ful to you for updating your 

hazard ID audits and provid­

ing guidance for your worker 

safety awareness and training 

initiatives.
There are other template 

audit forms available from 

safety specialists at several uni­

versities, but they are targeted 

more at farm machinery than 

landscape equipment. They 

could be adapted however, 

especially with PTO-driven 

equipment and with hitching of

towed machines and mounting 

of front buckets on tractors.

Sam Steel

NALP Safety Advisor

Q: I've had residential clients for 

the last seven years; however, 

I'm transitioning to commercial 

clients now that I received cer­

tification as a Women Owned 

Business.

The profit margins seem dif­

ferent from residential, and there 

are a lot more requirements and 

rules I didn't know about. Profit 

margins are smaller, certainly.

»«
✓z\\

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

NATIONAL 
ASSOCIATION OF
LANDSCAPE 
PROFESSIONALS

How do I bridge the learning 

curve from residential to com­

mercial clients? Cash flow is also 

an issue. Can a small, growing 

business handle this kind of 

work?

A: Being a woman owned busi­

ness gets you the opportunity to 

bid, however it does not guaran­

tee you work unless you are still 

the low bidder especially in the 

commercial landscape arena.

It is important for you to learn 

how to negotiate with suppliers 

in order to keep your costs down. 

You should ask for discounts

from suppliers when you buy 

larger quantities of material for 

commercial jobs. You can also 

do change orders anytime you 

are asked to do something extra 

or that was not included in the 

scope of work you bid.

Rich Arlington,

Arlington Lawn Care

NALP Trailblazer

ASK THE EXPERTS is brought to 

you in partnership with NALP, the 

National Association of Landscape 

Professionals. Questions are fielded 

through NALP's Trailblazers, the in­

dustry's leading company mentoring 

program. For more questions visit 

Landscapeprofessionals.org.
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ProslideXT
TfugSmoothest Riding Sulky! 9

Better Stripes 

I More Referrals
More Income

... '................
Unique folding 
design automatically 
retracts out 
of your way.
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)utdoor Power Equipment
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My dad works for 
SavaLawn!

Join SavATree/SavaLawn and make a 
difference now and for generations to come

SavaLawn

savatree.com

Offices in CT, IL, MA. MD. MN, NJ, NY, PA, VA & Wl 

More information at savatree.com/careers

Lawnandlandscape.com
mailto:llexperts%40gie.net
Landscapeprofessionals.org
LAWNANDLANDSCAPE.COM
savatree.com
savatree.com/careers


WHEN YOU WANT 
EFFICIENCY, WE RE READY. ©
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We know, one key to running a successful business is using reliable, powerful 
and efficient machines. That’s why Husqvarna equipment is fast, durable and 
loaded with innovative features that have made us the choice of professionals 
world wide. Combine that with our nation-wide sales and service centers, 
and you definitely have the brand that’s easier to work with. To learn more 
visit husqvarna.com

PZ 60
STARTING AT

$10,899.95
MSRP

COMMERCIAL SUPERIOR 
GRADE ENGINES COMFORT

HIGH PERFORMANCE HEAVY-DUTY
CUTTING DECK CONSTRUCTION

Provide exceptional 
power and torque with 
fuel efficiency and 
reduced emissions.

A vibration-isolated platform 
with ergonomically angled and 
adjustable steering levers provide 
optimal operator comfort.

The combination of the 6" deck depth, 
high performance blades and optimized 
deck baffles allow for exceptional cut 
quality and clipping dispersal

Cutting decks are made from 
7-gauge steel, 1.5" x 0.5" front and 
side reinforcement and heavy-duty, 
double-support scalp rollers.

WE HAVE OVER 1400 U.S. DEALERS AND SERVICE CENTERS READY TO SERVE YOU

Features shown not available on all models.

©Husqvarna
READY WHEN YOU ARE

husqvarna.com


MARK BRADLEY'S CORNER
BROUGHT TO YOU BY LMN

3 Simple Ways You Can Run 
a Smarter Company This Year

This year is looking to be another strong year 
for the landscape industry. Contractors I 
speak with are busy, customers seem to be 
spending, and opportunities are out there for 
companies of all sizes.

But anyone in this industry 

knows that nothing comes easy. 

Challenges crop up, even when 

times are good. Here are 3 ways 

great landscape companies are 

rising up to meet these new chal­

lenges - or steer around them - to 

maximize their profit this year.

Reduce Your 
Dependence on 
Labor: Do More 
With Equipment + 
Technology

Despite some landscape 

contractors considering them­

selves 'equipment junkies,' most 

of the contractors I meet are 

underequipped. The idea of having 

monthly payments scares off a lot 

of companies. Despite once-in-a-

lifetime type of interest rates, many 

companies won't invest in equip­

ment until they can purchase it 

with their own capital. Or they keep 

equipment past its prime, because 

it doesn't have any 'payments.'

In a busy economy, it's never 

more important than to be prop­

erly equipped. The right equip­

ment and work tools allow your 

crews to do more work in less 

time. This is extremely important 

for two reasons:

1. With a shortage of labor sup­

ply, we must get creative with 

ways we can do more work 

with less staff

2. We need to capitalize on as 

many of the opportunities 

(jobs) that we can while they 

are available. Equipment

allows us to complete jobs in 

less time, adding a few days 

- or even weeks - of extra 

opportunity in the season.

Beyond even these reasons, 

being well-equipped gives us some 

other powerful tools to outsmart 

and out-manage our competitors.

• When we complete our jobs in 

less time (labor hours), we lower 

our costs of production. Now 

we've got more control when 

pricing work competitively (or 

not); we can choose to improve 

profit or we can reduce our price

• By reducing time to complete 

jobs, we can finish more work 

in a season (or a week, if we're 

in maintenance). It's highly 

likely we can grow our revenue 

without increasing overhead 

expenses (*authors note: I 

treat equipment as a job-cost, 

not overhead). Growing sales 

without growing overhead is an 

effective way to either grow our

profits, or reduce our overhead 

markups - which makes our 

prices more competitive.

And while we're on the topic of 

equipment, here's a few key tips I've 

learned in my business over the years:

• Don't be cheap on equipment. 

Focus on the productivity gains 

you'll get from your equipment. 

Savings on labor can easily 

outweigh a few hundred dollars 

in equipment payments. If you 

can use an $800/mo skid steer

3 days a week, it's only costing 

you $8.33/hr, plus fuel and re­

pairs. Even if good labor wasn't 

in short supply, you'd never 

find labor that will work for that 

cheap and get that much done!

• Standardize your equipment 

- equipping crews with same 

models and brands makes it 

easier/cheaper to stock spare 

parts, filters, etc. It's also easier 

to train employees on the use 

and care of your equipment 

and tools.

• In the age-old debate of 

whether you should own 

equipment, or lease/finance 

it, remember that the biggest 

cost of equipment is produc­

tion downtime when it breaks 

down. Lost revenue due to lost 

productivity is like the bottom 

of the iceberg - you don't see it 

as easily, but it dwarfs the costs 

that you can see.

• Think of software or technology 

like equipment for the office. If 

your company is still paperwork 

heavy - you've got too much 

overhead, too many mistakes, 

and your spending too much 

time tracking these mistakes 

instead of planning your work 

so you avoid them! ©
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IF YOUR COMPANY IS ...
•Mature

•has well-developed systems 

and procedures

• has a strong layer of 

great middle-management

•and/or has consistent types 

of jobs

•Young/newer

•hasn't developed strong 

systems and procedures

•lacks a strong layer 

of middle management

•and/or has jobs that 

are highly variable in nature

Lower field wages can be a good 

strategy. These kinds of compa­

nies are like McDonald's. Systems 

drive the company - and field 

crews aren't often asked to think/ 

plan/manage independently.

They simply need to execute the 

systems and report problems.

Hiring at low wages might be 

costing you more money than 

you're saving. Mistakes or bad 

planning are expensive when you 

consider the revenue lost because 

of these mistakes. Better staff will 

cost more, but will result in better 

production with less supervision.

Spend More on Key 
Staff (and Attract 
Better Staff While 
Doing it!)

My experience is that too many 

contractors try hire the wrong kind 

of staff. They try to increase profits 

by keeping payroll costs low. For 

some companies this can work, but 

it's not for everyone.

Established, system-driven 

companies that perform repeatable 

work can get the best of (cheaper) 

employees who aren't independent, 

motivated thinkers. The company's 

systems, supervision, and proce­

dures drive the correct behaviors 

and with repeatable work, there's 

little opportunity for major mistakes.

Unfortunately, many smaller or 

less-systemized contractors try to 

hire the same type of staff, but they 

lack the necessary systems, proce­

dures or even supervision to keep

PROBLEM (HRS BASED ON 3-PERSON CREW) MANHRS/WEEK MAN HRS/YEAR POTENTIAL REVENUE LOST
Extending breaks: 5 min (each) per day : 2.5 hours : 90 hours $9,000

Talking on cellphones: 8 min (each) per day 2 hours 72 hours $7,200

Waiting at gas station: 10 min, 2x per week : 1 hour 36 hours ; $3,600

Trips to shop/vendor for forgotten items : 3 hours 108 hours $10,800

these staff productive. Left to make 

decisions in a complex environment 

(e.g. more complicated/variable 

jobs), cheap staff cost companies 

tens of thousands of dollars in lost 

revenue through mistakes, poor 

decisions, or just lack of motivation.

The average 3-person landscape 

install crew generates around 

$2,500/day of revenue (finished 

work). Losing a halfday to a mistake, 

forgottemmaterial, poor productiv­

ity, or poor planning costs your 

company over a thousand dollars 

in missed revenue opportunity! If 

a more skilled (and more highly 

paid) foreman can help you avoid 

just a few mistakes a year, they can 

contribute to more profit - even if 

they increase your payroll. They can 

help justify their wages with less 

supervision (less demands on your 

time!), better training and develop­

ment (of their laborers), and better 

company culture.

The 3 R's of Unbillable 
Time - Reduce, Reduce, 
Reduce

Average companies work hard, 

but they accept problems as a nor­

mal part of doing business. They're 

happy when things go right and 

frustrated when things go wrong - 

but they're "too busy" to truly spend 

time to eliminate problems that 

cause waste and inefficiency.

It's easy when sales are good to 

ignore small problems, but ignor­

ing those problems is extremely 

costly! Pay extreme attention to your 

company's unbillable time. These 

are hours that are spent working (i.e. 

on payroll) but they don't complete 

any revenue-generating work. These 

hours are extremely expensive.

Learn the true cost of your unbill­

able time and teach all your key 

staff. Teach them not just the costs 

of payroll, but the real cost of waste 

and problems by using lost revenue 

as the metric. Brainstorm a list of 

daily/weekly obstacles that cost 

valuable production time.

I've based the following sample 

on a single 3 person crew. For each 

mistake we estimate how many crew 

hours are lost per week, and per year 

(based on a 36 week season) due to 

the waste. Then we look how much 

potential revenue is lost due to these 

mistakes (assuming the average 

3-person design-build crew com­

pletes $2,500/day of finished work).

Start with simple, avoidable prob­

lems in the table at bottom left.

The list of simple mistakes can

Mark Bradley is the president 
of TBC Environmental and the 

Landscape Management Network 
(LMN). LMN helps great contractors 
become great businesspersons with 

its suite of budgeting, estimating, 
and mobile timetracking software. 
Learn more at www.golmn.com.

go on and on, but just those 4 

items alone represents over $30,000 

in lost potential revenue for each 

and every 3 man crew you have!!! 

Smart companies that grow rev­

enue through reduced unbillable 

time not only have higher profits, 

but they lower their overhead (as 

a percentage of their sales), which 

helps them compete against just 

about anyone.

Exhaust that list and then have 

the 'big thinkers' in your company 

brainstorm more strategic ways to 

reduce unbillable time:

• Could you contract out the 

washing/cleaning of your trucks 

- and keep your crews on the 

jobs longer?

• Could you use vendors for 

deliveries more often - -and 

keep your crews on-site and 

producing revenue?

• Could you use technology to 

reduce paperwork and keep 

better track of on-time job 

performance?

There are hundreds of ways you 

can reduce unbillable time in your 

company and keep your crews 

focused on what they come to work 

to do every day - to generate value 

for the customer and revenue for 

the company.

Mark Bradley's Corner is an occasional 
advertorial series sponsored by LMN. 
For more information, visit their 
website at www.golmn.com.

http://www.golmn.com
http://www.golmn.com


© SALES CALE SALES CALL offers landscapers Marty Grunder's 
practical and tactical advice on how to improve their sales
and marketing, and grow their company's bottom line.

•---------------------------------- ;--------------------------------

©
ONLINE: You can now view 
Marty's video series "60 
Seconds for Success," where Marty 
will give you quick 
tips on how to

run your business 
better. Download
the Layar app, then use your 
mobile device to scan this page. 
The video will then play on your 
mobile device. This month, Marty 
talks about his core values.

lauQj

I’M SITTING DOWN TO WRITE THIS COLUMN after having just 

wrapped up an exhausting, inspiring, whirlwind tour around and across the country, 

speaking to and coaching green-industry pros who are all striving to get better.

We spent a lot of time talking 
about vision, mission and core 
values, about finding prospects and 
closing sales, and about leader­
ship. These factors are all critical 
to success. Mastering them can be 
the difference between a mediocre 
business and an extraordinary 
company. That's why I never shut up 
about them, both in my work with 
landscape professionals and at my 
own landscaping company.

But it's also true that you can get 
these things right and still not find 
yourself in the black at the end of the 
season. Why? Because you might 
very well be employing what I like 
to call Highly Effective Net-Worth 
Reduction Tactics. These silent but 
deadly killers slowly but surely 
siphon off your profits without you 
even knowing it.

Here are four of the worst:

UNDERPERFORMING EMPLOYEES. If

you have jobs coming in over-time 
and over-budget, or dissatisfied 
clients, or broken equipment, 
underperforming team members 
are likely the cause. The question is,

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

what's causing this? Is it them, or is 
it you? Have you clearly communi­
cated your expectations? Have you 
trained your team thoroughly? Do 
you check in with them regularly 
to monitor their progress and listen 
to their concerns? If you have and 
problems persist, then it may be 
time for you to usher your underper­
formers out the door.

POOR RELATIONSHIPS. Landscap­
ers rely on a host of vendors and 
subcontractors to fulfill our clients' 
needs. We can't succeed without 
them; they are truly our partners - 
and we need to treat them that way. 
If you want them to deliver their 
products and services on time, then 
pay them on time. If you want them 
to do top-quality work, then show 
your appreciation for it. Discuss with 
them your goals and expectations. 
The reverse is true, too. As my con­

sulting partner Jim Cali points out, 
just as your vendors and subcontrac­
tors' business is important to you, 
your business is important to them. 
You have leverage in negotiating 
better terms. Use it.

INEFFICIENT CONTRACT, DEPOSIT 

AND COLLECTION PROCESSES.

Running inefficient or ineffective 
contract, deposit and collection pro­
cesses can seriously eat away profits. 
Verbal work orders are trouble, 
folks. Get everything in writing, with 
contracts for significant jobs and at 
least an e-mail confirmation for small 
ones. This protects you and your 
clients. At Grunder Landscaping, 
we don't begin any work without a 
signed proposal or e-mail agreement 
in hand. For jobs of $2,500 or more, 
we require a deposit of one-third the 
estimated cost. This helps establish 
the client's commitment to the proj­
ect, and it helps us with cash flow.

As soon as we complete a job, 
we invoice. If you have an accounts 
receivable problem, you might 
very well have a client satisfaction 
problem.

NOT SELLING WORK FOR LATE 

SUMMER OR FALL. As difficult as it 
may be to plan for late summer and 
fall when you can scarcely see your 
way around the incessant landscape 
demands of spring, you've got to 
do it.

Sell your clients now on seeding 
and planting for fall. If there's work 
they want done now that you know 
you can't get to until later, do not 
overpromise and underdeliver. In­
stead, convince them you're worth 
the wait. Let them know how much 
you want to work with them. Offer 
a discount. If you want to finish your 
business squarely in the black this 
year, you've got to see your busi­
ness through the fall.

Do you have other Highly Effec­
tive Net-Worth Reduction Tactics 
landscape pros should avoid? Shoot 
me an email at mgrunder@gieme- 
dia.com. As always, I'd love to hear 
from you. L&L

Sponsored by

Vermeer

©
 ID

-W
O

R
K 

IIS
TO

C
KP

H
O

TO

■■■■■
38 MAY 2017 I LAWNANDLANDSCAPE.COM

mailto:mgrunder%40gieme-dia.com
mailto:mgrunder%40gieme-dia.com
LAWNANDLANDSCAPE.COM


’V I HIRING?
*

mg!

F
Ill'

FINANCING
FOR 24 MOS. NOW AVAILABLE

Put a Mini Skid to Work. Versatile. Dependable. Hard-working. This describes every 
member of your crew and also defines the core of the Vermeer mini skid steer lineup. Let us help 
make your next hire an easy decision and choose a mini skid steer from Vermeer as the newest 
member of your crew. The Vermeer mini skid steer is built strong to handle the toughest jobs. It 
could be your best hire yet.

LEARN MORE AT VERMEER.COM/MINISKIDS
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Vermeer

EQUIPPED TO
DO MORE.

o co

‘Terms and conditions: This promotional offer is valid for the following Vermeer new equipment models: CTX50, CTX100, S45Û1X, S725tx and S800n, and any 
attachments are eligible if sold with eligible machine, Promotional financing available only through DLL. See your Vermeer dealer for other promotional rates on these 
models. Financing is available to qualifying customers within the U.S. and Canada only. Subject to credit and equipment approval. Promotional rate is good for transactions 
approved by May 31,2017, and transactions must be funded by June 30,2017. Offer not valid with any other offers. Vermeer Corporate Accounts are not eligible. 
Vermeer Corporation reserves the right to modify or terminate all services and programs offered, without notice. Void where prohibited.

dit financial solutions 
partner

; ¿ Vermeer, the Vermeer logo and Equipped to Do More are trademarks of Vermeer Manufacturing Company in the U.S. and/or other countries. The DLL logo and DLL 
[j Financial Solutions Partner are trademarks of De Lage Landen International B.V. © 2017 Vermeer Corporation. All Rights Reserved.

VERMEER.COM/MINISKIDS


TRAVELS WITH JIM
TRAVELS WITH JIM follows Jim Huston around 
the country as he visits with landscapers and helps them 
understand their numbers to make smarter decisions.

• DURING COLLEGE, I’D OFTEN WORK CONSTRUCTION JOBS
in the summer. Occasionally, I’d work on a dairy farm in Maine owned by 

an old-timer named Lincoln Partridge. We called him “Link.” Link had 

euphemisms for most facets of life. “Three things are impossible,” he’d say. 

“First is climbing a fence that’s leaning toward ya. Second is kissing a girl that’s 

leaning away from ya. Third is making someone else successful.” Often he’d 

add, “It’s like trying to push a rope. You can’t do it.”

IT'S WHAT I DO. I often go into the 
offices of new clients who are either 
losing money or barely breaking 
even at the end of the year. Ninety- 
nine percent of the time, the prob­
lem is in their pricing, production or 
lack of volume - or a combination 
of all three.

For potential new clients, once I 
explain how I might help them im­
prove their bottom line and provide 
some references, it's somewhat of 
a "no-brainer" to hire me to help 
fix the problem. Either you want to 
make money or you don't. It really 
comes down to doing a simple 
cost-benefit analysis. "If I pay Jim 
$X, what are the chances that I'll get 
back more than $X?"

Business entrepreneurs are 
constantly conducting hundreds - 
perhaps thousands - of cost-benefit 
analysis scenarios when making 
business decisions. "If I purchase

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

a $60,000 skid-steer, how will it 
impact my bottom line? How will it 
improve productivity? How might 
such a purchase lessen my risk by 
making me less dependent upon 
labor?" This is how successful busi­
ness entrepreneurs think. They're 
constantly analyzing the margin. If 
I do $X, will I realize revenue more 
than $X.

I insist that my potential new 
clients subject me and my services 
to such an analysis. If they don't 
understand the concept or can't 
do such an analysis, perhaps they 
shouldn't be in business for them­
selves. If they refuse to do such an 
analysis, they definitely should not

own a business. And I probably 
don't want to work with them.

FIX THEN BID. Somewhere on the 
interstate in the Midwest, I received 
a call from a young green industry 
contractor with a design/build instal­
lation company. He had talked with 
some of my clients, whom he knew 
and who once had problems similar 
to the ones he had.

He was considering employing 
my services. His sales the previous 
year were just shy of $1 million. 
However, at year's end he had 
barely broken even. He knew that 
something in his company was 
wrong but had no idea what it 
might be.

We talked for about 20 minutes. 
He told me that he fully expected 
to sell and install at least $1.5 mil­
lion in 2017.1 told him that I could 
come to his office in about 10 days

and we could diagnose and fix 
his problem(s) at that time. The 
2017 season was about to start in 
full force and it would be good to 
correct whatever was wrong before 
he priced and installed a lot of work. 
For whatever reason, he thought 
that this timeline was too aggressive 
and he decided to do the $1.5 mil­
lion in sales prior to addressing the 
problem.

The logic of his decision totally 
baffled me. He did $900,000 in 
sales and barely broke even. Now 
he wanted to do twice that amount 
without addressing or fixing the 
problem(s). Why would you not 
want to first fix the problem?

My conclusion was: 1. He either 
did not understand the purpose of a 
business within a capitalistic system.
2. He wasn't really serious about 
identifying and fixing the issues. 3. A 
combination of both 1 and 2.

DON'T TWIST THEIR ARM. Toward 
the end of this conversation, I was 
careful not to attempt to talk this 
young contractor into a consultation. 
It's my philosophy that a new client 
needs to do his or her homework, 
talk with references, have clear and 
realistic expectations and really 
want to work with me. Arm-twisting 
is counter-productive. Otherwise, 
he or she won't be mentally and 
emotionally prepared for our time 
together.

Reflecting later on this phone call,
I wondered why this young green 
industry contractor didn't get it. Did 
he not understand that the purpose 
of a business is to make a profit? 
Perhaps he didn't understand how 
to do a cost-benefit analysis? Or per­
haps I did not give it my best shot?

It was then that I remembered 
"Link" Partridge's advice and his 
three things that are impossible. 
You encourage and support people 
and you give it your best shot. But 
when it's all said and done, and in 
the final analysis, you can't push a 
rope! L&L ©
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Powerful. Capable. Affordable.
Low Total Cost of Ownership and Exceptional Commercial Capabilities meet an offer you can’t refuse.

THE 2017 
MERCEDES-BENZ 
FAMILY OF VANS

Mercedes-Benz
Vans. Born to run.

STARTING AT

Visit MBVans.com

Mercedes-Benz
VANPOWER

©2017 Mercedes-Benz USA, LLC. ‘Starting at price refers to base model Metris WORKER Cargo Van. Excludes all options, taxes, title, registration, transportation charge, and dealer prep fee. 1. Valid 
only on 2016 or 2017 Mercedes-Benz Sprinter and Metris Vans (excluding Cab Chassis). Qualified commercial customers only. 0.0% APR financing for 24 months at $41.66 per month, per $1,000 
financed and 0.0% APR financing for 36 months at $27.78 per month, per $1,000 financed. 0.0% APR financing on 2016 Mercedes-Benz Sprinter and Metris Vans (excluding Cab Chassis) up to 48 
months at $20.83 per month, per $ 1,000 financed. Excludes leases, balloon contracts, and National Fleet customers. Available only at participating authorized Mercedes-Benz Vans dealers through 
Mercedes-Benz Financial Services (MBFS). Must take delivery of vehicle by June 30,2017. Specific vehicles are subject to availability and may have to be ordered. Subject to credit approval by MBFS. 
Actual rates, terms, down payment, and program eligibility will be determined by the MBFS Credit Team based upon the creditworthiness of the customer. Program rates or terms may be changed, or 
the program may be terminated at anytime, at the sole discretion of MBFS. Rate applies only to Mercedes-Benz Commercial Van vehicles. To qualify, the total amount financed cannot exceed 110% 
of MSRP. See your authorized Mercedes-Benz Vans dealer for complete details on this and other finance offers. Offer valid through June 30, 2017. 2. 2-year complimentary scheduled maintenance 
services available on Mercedes-Benz Sprinter and Metris Vans, excluding Sprinter Cab Chassis, Sprinter WORKER, and Metris WORKER models. Services include one A Service and one B Service. 
1-year complimentary scheduled maintenance services available on Mercedes-Benz Sprinter Cab Chassis, Sprinter WORKER, and Metris WORKER models. Services include one A Service. Customer 
will receive a voucher coupon in the mail for the 1-year scheduled maintenance offer. Offer excludes fleet vehicles. Must take delivery of vehicle between April 1, 2017 and June 30, 2017. See your 
authorized Mercedes-Benz Vans dealer for complete details on maintenance. All illustrations contained in this print ad are based on the latest product information available at the time of publication. 
Sprinter is the 2017 ALG Residual Value Award winner in the Fullsize Commercial Van segment. Metris is the 2017 ALG Residual Value Award winner in the Midsize Commercial Van segment. ALG is 
the industry benchmark for residual values and depreciation data, www.alg.com.Edmunds.com logo is a service mark of Edmunds.com. All rights reserved. ©2017 Edmunds.com

MBVans.com
http://www.alg.com.Edmunds.com
Edmunds.com
Edmunds.com


ItllS OF WILSON

• AS CEO, BEING THE CHIEF INSPIRATION OFFICER can be a lonely 
job. Especially if you feel you’re the only one doing the inspiring. But what if the 

inspiration bubbled up from the ranks? What if your employees were so excited 

and so motived and engaged, their spirit to win transformed your business?

WORDS OF WILSON will teach you each month 
to better understand, develop and manage your 
most valuable resource - your people.

True engagement is contagious. 
Your employees can't be told to 
feel excited. People and teams are 
passionate when they feel their 
ideas, commitment and relation­
ships they've formed in the greater 
workplace community are valued, 
and that their efforts count.

Getting your employees motivat­
ed about their jobs is not easy. But 
there are some things you can do to 
help re-engage employees' sense of 
purpose and improve productivity. 
One way to do that is to promote 
from within.

A RISING TIDE OF KNOWLEDGE 

LIFTS ALL BOATS. Just as your rise 
to the top often relied on others 
helping you, your employees' ability 
to grow in their roles depends on 
others helping them. In other words, 
it is a competitive advantage to work 
for a company where upward mobil­
ity is part of the culture and where 
continuous learning, and perfor­
mance improvement, occurs at all 
levels. When your employees work

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

together to advance the knowledge 
of the whole team, your company 
will always have a pipeline of people 
prepared to step up.

Helping your employees move 
up the ladder is good for morale and 
good for business. Employees that 
are performing and competing to get 
ahead drive your business forward. 
You don't have to push them. All 
you have to do is manage it.

HOW TO GROOM YOUR 

COMPANY'S PIPELINE.

1. Link training to your com­
pany's overall strategy.

2. Make career pathing and pipe­
line management part of your 
core values.

3. Identify organizational ob­
stacles to successful learning 
and remove them.

4. Provide opportunities for 
stretch assignments and train­
ing across functions.

5. Invite employees into problem 
solving; challenge them to 
come up with solutions to 
exercise critical thinking.

6. Develop a career path roadmap 
that includes stepping stone 
positions to help employees 
gain skills and confidence.

7. Encourage a progressive buck­
et brigade of people training 
their replacements to preserve 
institutional knowledge and 
best practices.

8. Make smart recruiting, em­
ployee referrals and formal and 
informal training operational 
priorities.

IDENTIFY HIGH PERFORMING EM­

PLOYEES EARLY ON AND NURTURE.

1. Look for natural ability, the 
desire to take on challenges 
and responsibilities, and the 
ability to communicate.

2. People that demonstrate

strategic perspective and clarity 
of focus.

3. People that demonstrate an 
interest in results and in your 
expectations for success.

4. People that are "we not me" 
and who value teamwork.

5. People that behave ethically 
and can represent your com­
pany in your community.

6. People that reflect aptitude for 
learning, expertise and agility, 
and who can encourage others 
to succeed.

7. People that have the courage 
to make tough decisions and 
take calculated risks.

8. People with emotional 
intelligence who demonstrate 
empathy, learn from mistakes, 
work well with others and can 
be effective leading change.

HIRE SMART. CLOSE THE DEAL 

WITH HIGH PERFORMERS.

1. Have a true career path model to 
showcase opportunities in your 
company for advancement.

2. Provide context for growth. Of­
fer them a career not just a job.

3. Take an interest in them person­
ally, learn what makes them tick 
and what their passions are.

4. Invite them to spend time un­
derstanding your organization's 
strategic viewpoint and meeting 
employees representing differ­
ent roles so they can visualize 
what it would be like to have 
an impact in your business and 
find a sense of purpose.

IN GAME ADJUSTMENTS. I believe in 
stressing that it is up to them to get 
promoted, not up to me to promote 
them. I stress the need to train their 
replacement. In my company, we 
have a coaching-mentoring culture, 
placing more emphasis on regular 
coaching than annual performance 
reviews. We call it, "coaching during 
the game." As in sports, we course 
correct in real time. We do not wait 
for year-end reviews, l&l ©
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VERSATILITY IS NO SMALL THING.

0%APR BIG CASH

A full line of compact machines your customers know by name. More than 100 models 
of Worksite Pro™ attachments. Not to mention your choice of vertical- or radial-lift 
small-frame skid steers that feature easy-access maintenance points, in-cab boom lock, 
and no-hassle footwell cleanout. Need more options to help you RUN YOUR WORLD? 
Check out our offers.

A SECOND YEAR, UP TO 2,000 HOURS2, ■■ ADD TWO ATTACHMENTS

48 MONTHS SAVINGS OF POWERTRAIN PLUS HYDRAULICS WARRANTY AND SAVE EVEN MORE

’Offer valid at participating dealers only. Offer valid starting 1 March 2017 until 30 June 2017. Subject to approved Installment credit with John Deere Financial. Offer includes new John Deere skid steers, compact track loaders, compact 
excavators, and compact wheel loaders. Some restrictions apply. Other offers available. See your local John Deere dealer for complete details and other financing options. For commercial use only. Purchase new John Deere skid steers, 
compact track loaders, compact excavators, and compact wheel loaders from John Deere or authorized John Deere dealers between 1 March 2017 and 30 June 2017 and in addition to the Standard 12-month/unlimited-hour Warranty, 
you receive a powertrain plus hydraulics warranty, for 2 years/2,000 hours. The powertrain plus hydraulics warranty expires two years after the delivery receipt date or after 2,000 machine hours, whichever occurs first. Offer valid at 
participating dealers only. Some restrictions may apply. Other offers may be available. 3From 1 March 2017 through 30 June 2017, receive special discounts when you purchase two qualifying Worksite Pro attachments along with a new 
John Deere skid steer, compact track loader, compact excavator, or compact wheel loader. Not all attachments qualify. See your dealer for complete details.



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

•——— ----------- ---------- —--- -——

A HOUSE IS ONLY AS STRONG as the foundation it’s built upon, as I 
learned during one of my many summer jobs as a young adult. So, as I began my 

first lawn care business in 1984, one of the first things I did, after buying an old 

used van, was to craft my core values and put them on paper. In reality, I did not 

have a clue as to where I was going, as I just wanted to start it up and make more 

money than I could as a teacher, which unfortunately was not hard to do.

I had no idea I'd build my first 
business into what it became, and 
was not even dreaming of building 
a third business to becoming one 
of the largest in our region. And 
I really had no mission statement 
at that time - I just wanted to get 
customers, pay the bills and stay 
in business. The mission statement 
came a few years later, after I'd 
figured a few things out.

But I knew then, and I know 
now, what I believe. We all have 
core values, personally, and in the 
business world. We use them daily, 
hourly, every minute to make deci­
sions and govern our thoughts, 
words and actions. It was not that 
difficult for me to put the values, 
six of them at the time, on paper, 
as I started my business. It was 
easy that first year, because it was 
just me. The challenge begins

& BRAD JOHNSON
W is founder of 
iw LawnAmerica, which 
L-' he sold to Swingle 

in 2016.

when it grows to two, then io, and 
eventually 50 or more people, who 
are charged with sharing those 
same values.

A LOOK IN THE MIRROR. In most 
cases, the core values of a company 
begin as a reflection of the founder 
or owner. As the company and the 
owner evolves, those values may 
change a little - a new one added, 
or one be taken away. In my case, 
the six core values remained pretty 
much the same with just minor 
edits in the wording.

We added a 7th value about 10 
years ago, a reflection of seeing the

importance of taking care of our 
people, which was not even on my 
radar when I started. These core 
values stood the test for 31 years 
over three different companies, 
each one being successful. They 
served us very well and were the 
base of our success.

Values, in order to really have 
a positive impact on the company 
culture and performance, have to be 
fully believed in and implemented. 
Many companies have "words on 
a wall," that are more hype than 
substance. And even in the best 
of companies, if we are honest, 
everyone can be susceptible to 
failing on core values. It happens in 
leadership, and on the front lines 
where our employees sometimes 
don't work and act in a way that 
fully reflects the core values of our 
companies.

AS THE COMPANY AND 

THE OWNER EVOLVES, 

THOSE VALDES MAY 

CHANGE A LITTLE- 

A NEW ONE ADDED,

OR ONE BE TAKEN AWAY.

MUST BE A CONSTANT. For com­
pany core values to be successful, 
they have to stand the test of time. 
Processes, people, markets and 
such will all change. True values 
should not change and be appli­
cable over time. Values must apply 
to every worker in the company, 
so they must be broad strokes 
of how an employee views their 
work, how they act, the words they 
speak and how they perform their 
jobs. Values must prioritize what a 
company does, and how they do it. 
Values should show the role that a 
company plays in their community, 
and in our world.

Good core values will attract the 
type of candidates that are a good 
fit for the company. For example, 
if high morals and integrity are 
important enough to be listed as a 
core value, more than likely, you'll 
attract folks who value that value.

Without a solid and relevant set 
of core values, a company will just 
drift, and eventually evolve into 
something that the founder may 
not even recognize. And those 
values, assuming they are the right 
values for the company, have to 
be fully bought into by leadership 
and all employees, for them to 
be even worth the paper they are 
written on. That will always be the 
challenge for owners and leader­
ship making sure that your people 
actually demonstrate their belief in 
those values by their actions and 
work, l&l ©
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GROWTH CHART: HOW BAYTREE LAHDSCAPE 
BOOSTED REVENUE BY 60 PERCENT

BACK IN BUSINESS: A NEW CEO AT BRIGHTVIEW INTRODUCES HIMSELF WITH A BIG ACQUISITION

MONEY MATTERS: WE ASKED TOP 100 EXECUTIVES 
FOR THEIR BEST (AND WORST) FINANCIAL ADVICE

LEGACY AND LEADERSHIP: JACLYNISHIMARU-GACHINA OPENS UP ABOUT 
TAKING THE REINS AT GACHINA LANDSCAPE AFTER HER HUSBAND’S DEATH IN 2015



Company Profile | Desert Foothills Landscape

{Cave Creek, Arizona}

WINNING OUT

WEST
Aaron Clark sustains a culture of 

teamwork that drives his people 

to succeed. By Brooke N. Bates

ROVIDING PHONE AND 
INTERNET SERVICES
isn’t that different from provid­

ing lawn care services. In fact,

they’re “eerily similar,” says Aaron Clark, who 

has launched companies in both industries.

At the telecom company Clark started and 

ran for 11 years, technicians installed equip­

ment for his patented technology, and then 

performed monthly maintenance. Now, Clark 

manages technicians who install landscapes 

and irrigation systems, and provide ongoing 

sprinkler service and lawn care maintenance.

“What the workforce is doing may be 

different, but managing that business was 

almost identical to managing this business,” 

says Clark, who purchased Desert Foothills 

Landscape in Cave Creek, Arizona, north of 

Phoenix, two years ago.

Although his experience outside of the green 

industry gives him a fresh perspective, Clark is 

no stranger to lawn care. He started his first lawn 

care company at age 12, mowing lawns around 

his neighborhood in Columbus, Ohio. He ex­

panded as customers asked for mulching, tree 

trimming, snow shoveling, and new flowerbeds. 

The oldest of six kids, Clark enlisted the help of 

his brothers, who managed the company when 

he left for college.

Aaron Clark bought Desert Foothills Landscape two years ago. The company provides design/ 
build, maintenance and irrigation services in Cave Creek, Arizona, just north of Phoenix.

Clark’s business classes piqued his interest in retail and distribution. As part of his 

thesis for a final exam, Clark invented (and patented) a talking poster that sold millions, 

launching his career as a successful inventor and entrepreneur. After selling his last startup 

to a public company, Clark started looking for his next venture.

“It didn’t matter what industry it was in. I was looking for the best company,” he 

says. “I came across Desert Foothills because they were really known for their work. 

They were known around town as the best of the best.”

The owners, Mark and Juanita Wdowiak, were retiring after 20 years running the 

business. What they’d built caught Clark’s attention. PH
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“TRULY AN 

OVERALL

IMPRESSIVE

DESIGN.’’

“ ».

GO "MAN, 

THIS THING 

IS A BEAST!"

In

I'M TYPICALLY ABLE 

TO DO AN EXTRA 

ACRE PER HOUR;

TO PROVE OUT THE TOUGHEST DECK, 
WE HAD TO FIND THE TOUGHEST CRITICS.

You don't test the strength of a zero-turn on the factory floor — especially not one with the 
industry’s first triple-7-gauge steel cutting deck. So before launching the new PRO Z Series, 

we gave one to 100 landscapers and asked them to put it through the wringer. After thousands of hours 
on the job, they proved the PRO Z could handle anything a day of landscaping might throw at it.

Visit your local dealer to demo a PRO Z today.

CUBCADET.COM/PRO © 2017 Cub Cadet

CUBCADET.COM/PRO
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Aaron CLARK

“The people 

and the culture 

at the company 

were fantastic.

That’s what 

drew me to the 

company, and 

what draws cus­

tomers to us,” 

he says. “What 

I’ve learned over the years in all the dif­

ferent ventures I’ve done, is if you’ve 

got good people, you’re going to be 

successful.”

Here’s how Clark harnessed that 

culture to foster a winning team.

MAKING EMPLOYEES FEEL IMPORTANT.

Clark knew that employees held the key 

to the company culture, so when he came

Incentives to exceed expectations

Aaron Clark wants employees at
Desert Foothills Landscape to feel 
important, happy and satisfied - but 

he knows it's not sustainable to keep giving 
them raises every time they succeed. So when 
he purchased the company two years ago, he 
implemented an incentive program to reward 
employee performance beyond a paycheck.

"It's not part of their core pay, but if they 
finish jobs within a certain timeline, that 
makes the company more efficient and helps 
create a little extra profit, so we can give 
some of that back," he says.

For sales associates, incentives work like 
commissions. For landscape crew members, 
incentives are based on project timelines built 
into the initial quote. It varies by project, but for 
example, if crews finish a two-month project in 
one month, each employee might get $100 and 
the foreman gets double.

The catch is that "quality cannot be

compromised," Clark says. "A lot of people in 
the industry are against this type of program 
because they think, 'Those guys aren't going to 
care about anything but pushing numbers and 
getting their incentive.' That's why nobody gets 
anything unless the customer is head-over-heels 
phenomenally excited about their results."

That's also why Clark doesn't make 
incentives a large part of his team's pay. "It's a 
kicker; it's icing. It's just a little something for a 
job well done," he says. If incentives dangle too 
much dough in front of employees, they start 
to count on it, and may cut corners to get it. He
makes sure his team understands the bigger 3
picture of how and why they earn incentives. o

"Implementing these programs comes with £
some responsibility to assure that we're not §
just chasing money," he says. "We're going to |

provide even better service, and the company's 
going to do a little better, and then some of 
that's going to be given back."

Fleet Intelligence
For Your Landscaping Business

INSIGHT

VEHICLE & EQUIPMENT TRACKING SOLUTIONS

877-477-2690 © GPSINSIGHT.COM
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ONE MACHINE. ONE FLEET
Performance matched work tools equip one machine to do it all 1 ’

0 Structure & Utilities0 Site Prep

Brushcutter

Mulcher

Grapple Bucket

Grapple Rake

Stump Grinder

Bucket

Hammer

Pallet Fork

Blade

Drum Compactor 

© Trencher 

© Backhoe

Auger

I © Power Box Rake

Landscape Rake

Landscape Tiller

Angle Broom

Utility Broom

Change attachments and equip your 
skid steer loader to mow, mulch, move 
material and even grind stumps.

0 Flatwork & Foundation
Give your machine the tools to smooth 
dirt, spread gravel fill and transport 
palletized cinder block.

BUILT FOR IT.

Use your skid steer loaderto notonly 
move structural materials, but to also 
trench and dig for building utilities.

o Landscape
All skid steer loader attachments swap 
out in minutes so you can quickly move 
from task to task, leveling dirt, removing 
rock, setting sod and planting trees.

Q Clean-Up & Maintenance
Choose to sweep or collect debris with 
specialized skid steer loader brooms, 
and dump scrap material with a variety 
of buckets.

Ready to learn more?
Visit www.NECatDealers.com/bcp 
to view our complete equipment line-up.

ALBAN CAT Cleveland
Brothers CAT FOLEY CAT H.O.PENN CAT Milton CAT Ransome CAT

SINCE 1927 SINCE 1948 SINCE 1957 SINCE 1923 SINCE 1960 SINCE 1916

Alban CAT
www.albancat.com 
Baltimore, MD 
800-492-6994

Cleveland Brothers
www.clevelandbrothers.com 
Murrysville, PA
844-800-0802

Foley, Incorporated
www.foleyinc.com 
Piscataway, NJ 
732-885-5555

H.O. Penn Machinery
www.hopenn.com 
Poughkeepsie, NY 
844-CAT-1923

Milton CAT
www.miltoncat.com 
Milford, MA 
866-385-8538

Giles & Ransome Inc.
www.ransome.com 
Bensalem, PA 
877-RANSOME

© 2017 Caterpillar. All Rights Reserved. CAT, CATERPILLAR, BUILT FOR IT, their respective logos, "Caterpillar Yellow," the "Power Edge" trade dress as well as corporate and product identity used herein, 
are trademarks of Caterpillar and may not be used without permission, www.cat.com / www.caterpillar.com

http://www.NECatDealers.com/bcp
http://www.albancat.com
http://www.clevelandbrothers.com
http://www.foleyinc.com
http://www.hopenn.com
http://www.miltoncat.com
http://www.ransome.com
http://www.cat.com
http://www.caterpillar.com
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onboard he listened to them with 

respect. He didn’t think of them as 

employees, but fellow professionals 

- and that nuance was critical.

“The stereotype is that landscap­

ing companies aren’t always treated 

like ‘real’ companies,” he says. “But 

if you treat it like a real business, 

every worker is a professional — even 

if they might not be using sophisti­

cated code, computers and servers 

like in telecom.

“The workforce deserves the same 

attention and respect as the highest 

level professional in any industry. If 

you look at it like that, then everyone 

begins to feel important.”

In fact, he says, “I don’t even like to 

call them employees, because I think a 

good manager feels like he works for PH
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them, not the other way around. It’s my job 

to keep them happy, satisfied, motivated and 

challenged. I’m constantly asking, ‘What tools 

do you need to do your job well?”’

When Clark started, the company rented 

cranes to transport large specimen cacti from 

its in-house nurseries to jobsites.

Not only was this a huge expense, but the 

logistics impacted timelines and budgets as 

crews sat around, waiting for cranes. Clark 

decided to purchase 14-ton and 90-ton cranes 

to ease the burden.

“It was a huge investment, but now we’re 

totally in control of the process and the 

timelines,” he says, which makes a difference, 

not just on projects, but in employee morale. 

“If you create a culture of success and you’ve 

got people who like to perform, they’d rather 

be working.”

GEARS WORKING TOGETHER. “When I came 

in, I wanted everyone to understand what 

everyone else does and how important it is,” 

Clark says. “If they understand that we’re all 

gears working together like a watch, then they 

don’t want to let each other down.

“They know another division is counting 

on them to perform, and if they don’t, they 

know how it’s going to jam them up.”

Clark regularly shares updates from each 

division. There’s the landscape division, 

which designs, builds and installs large, 

month-long landscape projects, account­

ing for about 65 percent of the company’s 

revenue.
Then there’s the specialty division, focused 

on smaller projects that only take a few days, 

like installing or repairing irrigation. The 

maintenance division is responsible for lawn 

care services like mowing, trimming and 

other gardening tasks that their high-end 

residential clientele request. The company 

also operates an off-site cactus farm where 

it grows plants for its projects, and a private 

on-site nursery where clients can select plants.

Once a quarter, the entire team of 150 

comes together for an update about each 

department and other news and changes in 

the company.

“It gives them confidence that they’re not

on an island,” he says. “It gives them a sense 

that they’re important to each other. When­

ever I have to solve a dispute, that’s my go-to: 

I talk about the whole company, what’s going

Engineered smarter - 
so you look better.

View our full line of integrated products at
kichler.com/landscape

Why choose Kichler 
Integrated LED?

All-weather performance 
Integrated solid-state drivers are 
fully potted and sealed to resist 
moisture

Superior results
Will not diminish lumen output or
truncate beam spread like drop-in
fixtures

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

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

on around them and what they’re affecting. 

“It puts responsibility on their shoulders if

they can get that picture of ‘we’ rather than 

‘me.’” l&l

LAWNANDLANDSCAPE.COM | MAY 2017 5 I

kichler.com/landscape
http://www.kichler.com
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____AMERICA’S____
LONGEST-LASTING 
-— PICKUPS---------

GET $500 COMMERCIAL CASH 
ON TOP OF CURRENT OFFERS
ON 2017 PROMASTER, PROMASTER CITY AND 3500 CHASSIS CAB
Ram has a full line of commercial vehicles to help you outpace the competition. From efficiently designed Ram ProMaster® and Ram ProMaster 
City® work tans to hardworking heavy duty pickups, they've been designed to help you work smarter and squeeze mere productivity out of every 
day. Expanded cargo capacity with the ProMaster means one less load. Greater fuel efficiency on ProMaster City means one less stop! and a higher 
residual value means more for your bottom line* So if you're still operating under the banner of "business as usual.” it's time to change the game.

1 Based on IHS Automotive VIO registration data for all brands of GVW 1-3 pickup trucks continuously sold in the U.S. since 1988, Dodge and Ram have the highest overall 
percentage still on the road. 2 Efficiency based on best-in-class payload, cargo capacity and fuel efficiency on Ram ProMaster City". EPA estimated 28 mpg hwy. Actual 
mileage may vary. Class is small commercial van segment. 3 Offer for Commercial buyers/lessees who take delivery by May 31, 2017. See dealer for details. 4 2017 Ram 
ProMaster City" has better retained value than Ford, Chevy or Nissan in its segment. ALG is the industry benchmark for residual values and depreciation data, www.alg.com. 
Ram ProMaster City- has higher residual value than Ford Transit Connect, Chevy City Express or Nissan NV2OO in the small commercial van segment. Ram is a registered 
trademark of FCA US LLC.

n rtl

h
AMERICA’S

MOST EFFICIENT

http://www.alg.com
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TOP 100
FROM OUR SPONSOR

Success is

CONTAGIOUS

O
t is an honor for The Toro Company to sponsor the 

Lawn & Landscape Top 100 list. We take pride in supporting

—- this opportunity to recognize leaders in the field whose stories 

inspire us all. Success truly is contagious when you surround yourself with 

positive examples, and you’ll find them in this report.

As landscape industry professionals, we share a common goal - not only 

to create beautiful landscapes but also to care for the land and its resources. 

The stories in this issue are a perfect example of how the choices you make 

can lead to vibrant futures, and we congratulate all of this year’s landscape 

companies on their continued success.

This year’s Top 100 is based on 2016 revenue from landscape profit 

centers, as reported by each of the listed companies. The companies on this 

list earned a combined revenue of $9,161,843,124 in 2016, which is an 

increase of $594,598,970 or 6.9 percent, over 2015. Companies on the list 

also reported total employment of 95,125. Based on the data, the average 

growth expected in 2017 is 9.9 percent.

The list includes companies from 26 states and four firms in Canada. 

From the oldest company, Davey Tree Expert Company founded in 1880, 

to the youngest company, Five Seasons Property Management, founded in 

2015, they represent a lot of experience and innovative thinking.

We at Toro share that spirit of innovation, building on more than 100 

years of history by looking toward the future and listening to our custom­

ers. We never stop working to develop new features and products that help 

landscape companies save time and be more productive and profitable.

For example, our new Titan HD zero-turn mower is equipped with 

tool-mounting brackets so that operators can carry what they need with 

them to save time and trips back to the truck. And all of our products are 

backed by local dealers who are committed to helping customers grow 

their business with the right equipment, service and support.

We hope this year’s Top 100 report gives you a pulse on the strength 

of the industry and a positive outlook for what’s ahead. As always, we are 

here to serve you with the equipment you need and wish you much suc­

cess. Take care and keep growing in 2017! •

©
“The stories in this 
issue are a perfect 

example of how the 
choices you make 
can lead to vibrant 

futures, and we 
congratulate all of 

this year’s landscape 
companies on their 
continued success.”

DAVID ALKIRE
VICE PRESIDENT, RLC BUSINESSES

THE TOP 100 I 54
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MAPPING REVENUE
JUST ONE STATE REPRESENTS A THIRD OF THE TOTAL TOP 100.

ennsylvania boasts 28 percent of total 
Top 100 revenue with $2.6 billion 
from just five companies (BrightView, 

Five Seasons Property Management, Ambius, 
Merit Service Solutions and Shearon Design).

Tennessee comes in second place, but 
has only one company: TruGreen. The lawn

care giant posted $1.3 billion in 2016 and 
represents 14 percent of the total list.

California is the third largest, but claims just 
7 percent of total list revenue ($648 million) 
with 14 companies. To put that in context, 
you’d need to triple all the Top 100 companies 
in California to equal just one BrightView.

CALIFORNIA: 14
ILLINOIS: 10 

FLORIDA: 8 
TEXAS: 8 

ARIZONA: 6 
MARYLAND: 5 
PENNSYLVANIA: 5 

COLORADO: 4
NEW JERSEY: 4 
CANADA: 4 

GEORGIA: 3 
MASSACHUSETTS: 3 
NORTH CAROLINA: 3 
VIRGINIA: 3 
WISCONSIN: 3 

■■ NEW YORK: 2 
■■ OHIO: 2 
■I OREGON: 2 
ALABAMA: 1 
CONNECTICUT: 1 
INDIANA: 1
KANSAS: 1 
LOUISIANA: 1 
MAINE: 1 
MISSOURI: 1 
SOUTH CAROLINA: 1 
TENNESSEE: 1 
WASHINGTON: 1

STATE-BY-STATE CENSUS
We tallied all 100 firms’ locations 

by headquarters address. For the eighth 
year in a row, California tops the list.

• U.S. COMPANY 

O CANADIAN COMPANY

• BASED ON DATA COMPILED BY LAWN & LANDSCAPE

$9.16 BILLIONS The total revenue for the 
Top 100 companies, an increase 

$594 million (or 6.9%) from 2016.
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— v he Top 100 list 
! J generates a lot of

data: annual rev­
enue, percentage changes 
from last year, percentage 
changes for next year, 
seasonal and full-time 
employee head counts, 
service breakdowns.

It’s a lot.
But multiply all the data 

we collect from each of 
the 100 companies by 20 
years of publishing the 
list, and you get a whole 
lot more.

The Lawn & Landscape 
team has spent the better 
part of the year so far 
compiling and sorting 
through not just this 
year’s Top 100 data, but 
information from all the 
lists since we started 
publishing them in 1998. 
We wanted to give you 
even more context for 
what the list - and the 
companies on it - mean 
to the industry.

But the Top 100 and 
the companies that make 
it up are much more than 
just numbers. Each of 
the firms is made up of 
people - sometimes a few 
dozen, and sometimes 
more than the population 
of a small U.S. city.

So we’ve highlighted 
those people as well. 
We’ve gathered stories on 
what they’re doing right, 
what they’ve done wrong 
and how they’ve respond­
ed to challenges both per­
sonally and professionally 
to continue to grow.

Read on and learn how 
they did it, and how you 
can, too. - Chuck Bowen

20 YEARS
WE ANALYZED TWO DECADES OF DATA TO GIVE

TRUGREEN Y1A V™£»n Y4 
COMPANIES A IO (NOW BRIGHTVIEW) Ä4
IT’S LONELY AT THE TOP WHILE THE B0TT0M 0FTHE LIST

CHANGES EVERY YEAR, THE TOP
COMPANY HAS REMAINED PRETTY CONSISTENT. TRUGREEN PLACED FIRST 16 OUT OF 
20 YEARS. BRIGHTVIEW AND ITS LEGACY COMPANIES GRABBED THE OTHER FOUR.



OF TOP 100
YOU EVEN MORE INSIGHT INTO THE INDUSTRY’S BIGGEST FIRMS.

2 STATES
HAVE DOMINATED L&L'S TOP 100 LIST, 

WITH CALIFORNIA CLAIMING THE 

MOST SPOTS 15 TIMES IN THE LAST 20 

YEARS, AND ILLINOIS WITH 5.

THE OTHER STATE AT THE TOP?
Florida, which has been either 

2nd or 3rd all 20 years.

THREE FOR THIRD
'///////////////////////////////////////////M
THREE STATES HAVE BEEN TIED 
FOR THIRD FOR SEVERAL YEARS 
WITH EIGHT OR NINE TOP 100 
COMPANIES EACH: TEXAS 
TWICE (2001 AND 2016), 
MARYLAND FIVE TIMES (2005, 
2006,2008,2013 AND 2016)
AND ARIZONA ONCE (2016).

TOP TO BOTTOM

EVEN ON THE TOP 100, THERE’S A WIDE GAP BETWEEN 
THE LARGEST AND SMALLEST COMPANIES.

1998 HIGHEST VS. LOWEST GROSSING

2017 HIGHEST VS. LOWEST GROSSING

HIGHEST GROSSING LOWEST GROSSING

0275% 0382%
IN THE LAST 20 YEARS, THE HIGHEST-GROSSING 
COMPANY HAS INCREASED BY 275% AND THE 

LOWEST-GROSSING COMPANY BY 382%.
I



One year after her husband’s death, Jackie Ishimaru-Gachina 

has stepped up, taken the reins of her family’s company 

and is steering it toward a future for her two sons.

J A

Legacy <S< Leadership
By Chuck Bowen
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O
ackie Ishimaru-Gachina
never intended to run the 

landscape company she and 

her husband, John, founded in 1988. 

But after John faced his third bout with 

cancer and died in 2015, she was left with 

a choice: step up and run the business, or 

acquiesce to the countless offers to buy it 

and cash in on the decades of work.
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TOP 100
GACHINA LANDSCAPE MANAGEMENT

The Gachinas: from left, Dominic, John, Jackie and Michael. After John's death in 2015, Jackie stepped up to run the $3o-million company in part to make 
sure it thrives until Dominic, 22, and Michael, 25, can take over as leaders in their own right.

Ishimaru-Gachina had 

worked as an adviser to the 

company and sounding board 

for John - her official title was 

co-owner - but had not served 

in any hands-on capacity. And 

she had big shoes to fill: John was 

gregarious and a tireless advocate 

for his employees, often giving 

them cash to cover car payments 

or unexpected medical bills, and 

giving them their jobs back after 

they were fired or left of their 

own accord.

After he died, the company 

also lost its general manager 

and a key branch manager, 

adding further turmoil to an 

already uncertain situation. 

Many in the industry assumed

©
“The most that they 

had ever heard 
about me was that 

I raised two sons 
and that I rode a 

horse. There was no 
mention before of 

any experience that 
I had that I could do 

the job. ”

Jackie
Ishimaru-Gachina,

CEO

Ishimaru-Gachina would sell - a 

$30-million company in a thriv­

ing Northern California market 

would be a prize.

But she didn’t. She decided to 

step up, dig in and take the reins 

of the business, leading it out of 

one of the most difficult transi­

tions it had yet experienced.

fA TAILSPIN/ John passed away 

in December of 2015. A few 

months later, in February 2016, 

the general manager that he had 

hired and groomed to succeed 

him in retirement, Craig Van 
Dorp, resigned over differences 

on how to run and grow the 

company. Ishimaru-Gachina 

stepped in as president and

CEO, and then in April, one of 

her branch managers left as well.

Ellen Ely, a human resources 

consultant for many years with 

Gachina - and who gave John’s 

eulogy at his funeral - said the 

sudden departure of Van Dorp 

surprised everyone.

“John’s passing wasn’t sudden 

or unexpected,” Ely says. “What 

was is that the GM quit. That 

put it into a tailspin.”

So Ishimaru-Gachina, still 

reeling from the death of her 

husband, faced spring at the 

helm of a $30-million company 

with almost 400 employees miss­

ing two key managers and com­

petitors that wanted to buy up 

her company and all her talent.
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{ 2017 RANKING: 50 I 2016 REVENUE: $30.9 MILLION I LOCATION: MENLO PARK, CALIF. }

She pulled her senior and 
middle managers into a room 
and told them she had decided 
to step in as CEO, and that she 
hoped they would all stay on. 
But she wasn’t sure they would.

“They didn’t know me. Be­
cause the most that they had 
ever heard about me was that I 
raised two sons and that I rode 
a horse,” Ishimaru-Gachina says. 
“You know, there was no men­
tion before of any experience 
that I had that I could do the 
job. And so, rightly so, they were 
skeptical. And so, it really took 
about six months for them to feel 
comfortable with me and believe 
that I could lead this company.”

TRANSITION. Tyler Stocking, a 
branch manager for Gachina 
during this time and today, says 
middle- and senior-level man­
agers had to work hard to keep 
crews calm.

“There was a lot of uncertain­
ty. The (management) staff were 
not scared of losing a job - they 
knew it wasn’t going to unravel 
overnight. But the crews felt that 
more because they don’t see the 
whole operation,” Stocking says. 
“It took our staff to calm them 
down and help them understand 
that we’re not going anywhere.”

Gachina Landscape Manage­
ment in 2015 had 375 em­
ployees, and many were getting 
headhunted. “They were getting 
job offers left and right from 
all my competition. From the 
head all the way down to the 
field personnel, everybody was 
fair game for my competition,” 
Ishimaru-Gachina says. “And so, 
it really is a testament to John 
and to the company that they 
see a future here and that they 
are willing to stay.”

Jackie Ishimaru-Gachina and her husband, John, started Gachina 
Landscape Management in 1988.

o
GACHINA 

EXECUTIVE TEAM
Jackie Ishimaru-Gachina, 

president, CEO, owner

Denise Ritch, director 
of human resources 

Sharon Chao, controller

William Cruz and 
Tyler Stocking, senior 

branch managers

Joe DeSena and 
Lauren Galanes, 
branch managers

Cristina Prevarin, 
sustainability manager

Chad Sutton, 
water manager

But that skepticism that 
Stocking and the other manag­
ers worked to assuage extended 
beyond her employees. Many 
in the industry assumed that

Ishimaru-Gachina would sell the 
company. She still gets calls from 
companies interested in buying. 
But she promised her employees 
that she would continue the 
legacy of John’s leadership.

“I said to (the employees), 
‘The easiest thing for me to do 
is just to cash out, take that 
money, travel and not have ... 
the responsibility of the com­
pany. That’s the easy way out. 
But that’s not what I’m gonna 
do,”’ Ishimaru-Gachina says.

OUTSIDE HER COMFORT ZONE.

But the transition to CEO has 
not been easy for her. In her 
new role, she had to become the 
face of Gachina both inside the 
operation and in the broader 
industry. In the past year, she 
has toured Mariani Landscape in 
Chicago, attended the National 
Association of Landscape Pro­
fessional’s National Collegiate 
Landscape Competition and 
joined a CEO networking group 
in the San Francisco Bay area.

“I’ve had to come out of my 
comfort zone and make a con­
scious decision that this is right 
for the company and this is what 
I need to do to step up. John was 
just a natural at this kind of stuff. 
He thrived on it - loved having 
his picture taken, loved being 
interviewed. ... I have always 
been a background person. But 
I know what I need to do to 
keep this company viable and to 
continue John’s legacy, and so I 
make myself do these things.”

Continuing that legacy means 
one day passing the business to 
her sons - Michael, 25, is cur­
rently an account manager with 
the company, and Dominic, 22, 
is a horticulture student at Cal- 
Poly, San Luis Obispo.

And keeping the company 
viable means continuing its 
growth. Since 2012, Gachina’s 
top-line revenue has grown by 
nearly half, from $20.9 mil­
lion to $30.9 million last year. 
Employee retention was 95 
percent last year, and the aver­
age employee tenure is 9 years, 
according to the company.

Ishimaru-Gachina has imple­
mented new software for the 
business, examined its customer 
makeup and instructed manag­
ers to get rid of unprofitable 
customers, and doubled-down 
on sustainability initiatives.

Though the last year has been 
difficult professionally and emo­
tionally for Ishimaru-Gachina, 
she says that the tasks ahead of 
her have not been impossible, 
thanks to her team.

“I’ve learned that with the 
support of my team, who I think 
are the best in the business, I 
can do this,” Ishimaru-Gachina 
says. “And they believe I can do 
it, too.” •
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SEBERT LANDSCAPE

“It was about doing the right 
thing and, of course, if we could 
help reduce our energy costs, 
that was a benefit for us and cre­
ate a healthier way of doing our 
work,” says Jeff Sebert, owner.

But Sebert
LEFT: Sebert 
built its first 
solar trailer 
prototype in 
2012 and crews 
starting rolling 
out in retrofitted 
trailers the next 
year.

needed to 
find an effi-

Electric Avenue
Sebert Landscape embraces new technology to cut down on carbon.

By Kate Spirgen

©
s gas prices hit $4 a gallon in 2012,
Sebert Landscape was looking for an alternative 
to gas to reduce costs, cut down on noise and 

lessen its carbon footprint. So when commercial electric 
equipment became a viable option, the Bartlett, Illinois- 
based company jumped at the opportunity.

cient way to 
charge all of 
those battery 
packs. Since 
the compa­
ny’s LEED-

certified headquarters has solar 
panels, they decided to put the 
panels on the trailers to power 
equipment in the field.

“We knew immediately with 
the battery-powered equipment, 
we had to have on-board charg­
ing for that because you can’t 
have them go dead halfway 
through the day,” says Ralph 
Meyer, fleet manager.

The company built its first 
prototype in 2012 and crews 
really started rolling out in retro­
fitted solar trailers the year after. 
Employees were a little reluctant 
at the start, but now they’re em­
bracing the technology.

“At first, they really didn’t like 
electric because it impeded their 
efficiency and that frustrated 
them. But, as the equipment 
gets better and more powerful, 
and the battery power is getting 
longer, they’re actually finding it 
to make them more productive, 
so they’re really embracing it and 
they’re really starting to like it,” 
Meyer says.

One branch liked the electric 
equipment so much, it requested 
five more solar-powered trailers 
and Sebert happily delivered.

Now with 16 operating trail­
ers, the company is still improv- PH
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Sebert made the switch to run on 90 percent propane mowers around the 
same time it started using electric handheld equipment.

ing on the technology. Every 
time they retrofit another trailer, 
they try to make it a little more 
efficient and cost-effective, and 
lessen the footprint to take up 
less space in the trailer.

The first solar system cost 
about $10,000, but by switch­
ing to a smaller inverter, it’s 
down to about $5,000 now. 
“We actually cut our power 
source capacity in half,” Mey­
ers says. “We basically went 
through the learning curve of 
understanding how much we 
need and how long lasting. We

EXPANDING THE WORKFORCE
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FINDING GOOD, RELIABLE FIELD WORKERS is al­
ways a struggle, so Sebert decided to look into a market 
many landscape companies don’t - women.

“So, we made a direct promotion to hire women 
and create crews that could do some of the work that 
they’re very capable of doing,’’ Sebert says.

Two years ago, Sebert put the word out to their 
employees to encourage them to tell friends and family 
members that the company was hiring. The company 
has 10 female crew members in three crews now.

The company is also working on a marketing video 
targeting both, men and women to highlight the advan­
tages of working in the green industry. Many of employ­
ees came from factories or warehouses, so Sebert wants 
to showcase the benefits of working outdoors.

“I would tell you that anybody that works in our 
industry, that’s a reason you started out in the field and 
you liked what you were doing,” Sebert says.

For now, female crews handle bed maintenance, 
planting flowers, watering and sometime shoveling in 
the winter months. But that could expand to mainte­
nance services like mowing and line trimming. “They’re 
very capable of doing that; they just haven't had the 
situation that has allowed us to do that yet,” Sebert says.

And so far, the reaction from employees has been 
great. “I thought that there would be some sort of may­
be negative perception from the guys in the field and 
we didn’t see that and actually after promoting this and 
we kind of reached out to the guys and they embraced 
it and thought it was a good idea,” Sebert says.

overbuilt it to start with and we 
kind of knew that but we didn’t 
want our crews to run out.”

On the mower side, Sebert 
made the switch to run on 90 
percent propane around the 
same time it started using electric 
handheld equipment. Sebert says 
it reduces carbon, leaves less wear 
and tear on the equipment and 
in the end, it’s better for both 
the operator and those around 
the crews.

Plus, Meyer says, upkeep is 
much easier. There are no repair 
costs for things like spark plugs,

air filters and recoils, and there 
are no carburetor problems. 
Crews don’t have to worry about 
spilling gas or priming, choking 
and starting equipment

“The guys with the battery 
powers grab it and walk out 
of the trailer and they’re work­
ing,” he says. “There is increased 
efficiency. There’s no doubt 
about it.”

Crews can also start earlier 
in the morning without having 
to worry about noise disrupting 
residential areas.

Sebert says other companies 
in the area have been asking 
about their system, and if fuel 
prices rise again, he thinks more 
companies will jump on board.

“I think the manufacturers 
need to give us more options 
to be able to provide for the 
systems we’re building because 
it’s not the most simple thing in 
the world to do and the average 
landscaper probably isn’t going 
to undertake this initiative but I 
think in the long run it’s green, 
it’s going to save money over the 
gas you’re purchasing,” he says. •

F

BEST ADVICE,
WORST ADVICE

We asked executives at our 
Top 100 companies what’s 
the best and worst financial 

advice they’ve received.

BEST ADVICE 
When we were first starting out, 

my banker explained the following: 
Even though you may have the 

cash to pay for an asset, resist the 
temptation to pay cash. It is better 
to finance an asset over the life of 

an asset. This is because when you 
need cash in a tough market and 
the banks are reluctant to lend, 
then you will be glad you used 

financing when you could get it. In 
other words, always keep a cash

reserve for when you need it!

Jon Georgio,
CEO, Gothic Landscape

WORST ADVICE
Pay bills the day they are due. 

People think you are a financial risk.

Larry Ryan, president,
Ryan Lawn & Tree

BEST ADVICE
To convert from a "C" corporation 
to an "S" corporation 15 years ago.
It allowed us to develop and imple­
ment our company succession plan, 
transferring ownership to the third

generation while minimizing tax con­
sequences to the retiring principles.

Steve Glennon, president,
CEO & COO, Cagwin & Dorward
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BrightView has 23,000 <>
employees spread out across 
almost 300 locations. The 
company posted $2.2 billion , 
in 2016 revenue. * -dr..

An outsider’s
PERSPECTIVE

L&L sits down 
for an exclusive 
interview with 

the new CEO of 
BrightView.

By Chuck Bowen

n the years since the merger,
BrightView has seen key leadership leave, 
including co-CEOs Roger Zino in 2015 and 

Andrew Kerin in 2016, and struggled to integrate the
cultures and staff of the two legacy operations. Andrew 
Masterman joined the company last fall from Precision 
Castparts, a $ 10 billion aerospace parts manufacturing 
company recently acquired by Berkshire Hathaway.

In an exclusive interview, Masterman shares his 
vision for BrightView, discusses the company’s first 
major acquisition since the merger and what it means 
to have a leader from outside the landscape industry 
at the helm of the world’s largest landscape company.

Chuck Bowen: There’s nobody 
within the landscape industry 
that’s ever led a $2 billion com­
pany. But there’s a contingent in 
the industry that says “This guy 
doesn’t know landscaping. He’s 
not one of us.” Do you worry 
about that?
Andrew Masterman: I don’t 
worry about it at all. Look, we 
have 23,000 employees. When 
you put in all of our sites, we 
have almost 300 geographical 
locations throughout the coun­
try. Managing that kind of an 
enterprise takes an approach to 
make sure you create the entre­
preneurship and the autonomy 
within the structure of having all 
the advantages of scale.

It takes a different skillset 
to understand how to do that 
to go in and manage that kind 
of a scale. Fortunately, I’ll tell 
you, the senior leadership we’ve 
tapped into in the organization, 
well, they may not all — some 
have - come from the industry. 
Taking that balance, taking that 
mixture of talent that allows you 
to understand the advantages we 
can do from taking a scale and 
then translating that into an 
entrepreneurial environment for 
our leaders in the field to excel at 
their craft I think is unparalleled 
in the industry.

CB: As we’re talking today, 
you’ve got 100 days under your 
belt. Tell me what you see as 
BrightView’s biggest challenges 
in the next year or two.
AM: Well, I think the challenges 
we face are no different than the 
challenges the rest of the indus­
try faces. You said it right when 
we walked in, crew hiring, crew 
retention, the challenge you 
have on immigration. I mean, PH
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all that continues to face us, just 
like anybody else. That being 
said, we’re seeing an increasing 
number of just full-time U.S. 
workers that apply here and are 
just permanent residents.

CB: What do you think is driving 
that increase in employees who 
are not guest workers?
AM: It’s just deliberate attention 
to making sure that we focus in 
on getting the communities that 
we have. Looking at diversified 
products that we can offer. We’ve 
made some push into looking 
at offseason activities, not just 
snow clearing. You look at our 
branches in Boston, you look at 
our branches in Chicago, we’ve 
had a heavy decoration growth. 
Most of Chicago’s downtown 
holiday decorations are done by 
our Chicago branch.

CB: You talked about the immi­
gration being in the news. You 
guys are a very large user of the 
H-2B program. What impact do 
you see the Trump administra­
tion having on BrightView?
AM: We ’re 100 percent E-Verify. 
So any new employees that we 
hire has to be — have to have 
the right to work in the United 
States. And that’s not any change 
versus last season. It’s something 
we just deal with.

CB: Tell me why Marina Land­
scape’s maintenance business was 
an attractive acquisition for you. 
AM: We re focused on organic 
growth with our current clients. 
We’re also focused in on joining 
up and acquiring those compa­
nies that make sense from either 
a geographic footprint or from a 
culture, but mostly from a geo­
graphic footprint either matching

with our current locations or 
providing potential opportunities 
to provide those services. We have 
places we don’t exist. Marina was 
a great matchup with our current 
footprint in Southern California. 
Marina, culturally, the approach 
to business that the leadership has 
had matches up with how we ap­
proach running a business, which 
is a sense of accountability and a 
sense of - an orientation towards 
growth and an orientation toward 
safety and quality.

CB: For a long time Brickman or 
ValleyCrest was the exit strategy 
for a lot of companies. And I 
don’t think that works anymore. 
AM: No. The reality is we have 
a great national presence. And 
number one, we want to make 
sure we service our clients we 
have today and create great op­
portunities for the employees we 
have, number one. As we look

Andrew Masterman joined BrightView last fall from Precision Castparts. Despite not having landscape experience, 
he's not worried about how that will affect his role with the company.

o
Andrew Masterman

Title: CEO, BrightView

Education: Bachelor’s 
degree in political science, 
Colorado College; an MBA 
and two master’s degrees 
in Japanese studies and
industrial engineering 
from the University of 

Michigan.

Family: wife, Cheryl; three 
sons: Zachary, 6; Nicholas, 

14; and Ryan, 12

outside of that for either areas 
we aren’t present today or areas 
that make a lot of sense which 
complement our current ac­
tivities, we’ll absolutely entertain 
those companies that culturally

are going to fit within the way 
we run the business.

I think you said it well earlier. 
This is somewhat about the Ma­
rina acquisition and in light of 
that is what you asked and that 
it kind of that signaled Bright­
View’s back. All the change that 
has occurred with the merger 
and some of the instability in 
leadership ... BrightView’s 
here. We’re solid. We have a 
committed group, a dedicated 
group of employees. We want to 
create safety, quality, excellence 
in the field. And we’re focused 
here on making sure that we 
have a local approach with a 
national presence.

CB: How do you do that?
AM: Really by giving the branch 
manager as many tools and free­
dom to manage the business as 
they see fit within the branches. 
So many times, national compa-
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BRIGHTVIEW

BrightView has moved away from all employees 
reporting to one national location. Instead, 

employees will report to someone regionally 
who understands the area.
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nies will come in and manage it nationally 
with a local presence.

CB: What did you change for those branch 
managers that wasn’t the case before?
AM: A lot of it is we decentralized functional 
businesses. So there was a strong central ap­
proach within the group and what we’ve 
done is really tried to take many of the central 
resources that we had and push them out into 
the field. For example, we had a very central­
ized sales organization. There was a head of 
sales here in Plymouth Meeting.

There’s no longer a head of sales. Sales re­
ports into the regionals. We’ve kind of taken 
out kind of the bureaucratic layer that we have 
centrally, try and get as much functionality 
down day-to-day touching clients, touching 
crew into the field.

CB: So for example, the sales force in west­
ern Pennsylvania will report to a regional 
sales rep?
AM: As opposed to someone like me. Or 
more appropriately probably from Western 
Pennsylvania. Let’s talk about Phoenix, 
Arizona. OK. (Laughs) That guy in Phoenix, 
Arizona, is not going to report to somebody 
in Plymouth Meeting. That guy in Phoenix, 
Arizona will report up through a guy that’s in 
the Southwest region, who knows the region, 
gets the customer base, gets the horticulture, 
gets what we’re about in the Southwest.

CB: What about purchasing? Is that at the

©
“We’ve made some 
push into looking at 
offseason activities, 

not just snow 
clearing.”

Andrew Masterman,
CEO

branch level? Is that at the regional level? Is 
that up here?
AM: We have buying programs that we ne­
gotiate nationally. We also look at individual 
branches on what’s needed for those branches 
for specifically what operates and how they 
can effectively — if they need to do something 
that’s unique, they absolutely should have the 
autonomy and flexibility to do something 
that’s unique.

Something that’s pretty unique on an 
equipment standpoint that we can do at 
BrightView: We’re buying hundreds of 
industrial strength electric lawn mowers. 
(Mean Green Mowers is) working with us on 
developing a national platform to be able to 
go into verticals and really sell a quiet service 
in multiple markets.

Again, we can do this. We have scale. We 
have size. We can experiment with some

of these things. We have created dedicated 
vehicles and trucks with charging stations 
for this equipment that we’ll be able to 
put electric lawnmowers, you know, both 
push mowers and standup mowers in the 
same trailer, be able to be plugged in with 
battery backup, do a job, come back in, 
plug them in.

That trailer’s been outfitted to do this. 
And then to go to those clients, multiple 
clients in a string of routes where we can be 
a 100-percent electric crew.

CB: There are a lot of eyeballs in the industry 
and outside the industry on you, to a lot of 
people in the country, what BrightView does 
is what landscaping is.
AM: We pride ourselves on that. We are the 
leaders and we’re going to maintain leaders, 
whether it’s introducing electric mowers out 
into the field and taking all electric crews 
and seeing how that resonates within our 
client base, or whether it’s just trying to 
take a quality standard and making sure that 
quality standard is the same whether you go 
to Boston or you go to Southern California.

That’s an innovation, just an innovation 
in a different way. It’s an innovation of qual­
ity. Every single one of our crew members 
should expect that we manage the company 
to the point where they arrive at work and 
leave work exactly the same. And we need 
to be the torchbearers that absolutely drive 
that message in, and proves that this is the 
best and safest place possible. •
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JUNIPER LANDSCAPING

Before the maintenance push, 
the company was at 85/15 mix 
but now have it closer to a 70/30 
mix. Vice President Dan deMont 
says the company has succeeded 
in converting about 70 percent 

of their installs
LEFT: Brandon 
Duke and 
Dan deMont 
focused more 
on maintenance 
work in 2016 
and grew the 
company by 

40 percent.

Maintenance
IN THE MIX
The team at Juniper made it a priority 
to focus on growing its maintenance 
side and the move has paid off with 
40 percent growth. By Brian Horn

commitment to
growing its mainte- 
nance division with­

out losing focus on the construc­
tion side has catapulted Juniper 
Landscaping in Fort Meyers, 
Florida, from number 42 in last
year’s ranking to 29 this year. 

Owner Brandon Duke says
his father, Mike, who started the 
company more than three de­
cades ago and is now chairman, 
intended to have a 50/50 mix

between maintenance and con­
struction, but the construction 
industry was so busy, it was hard 
to keep up on the maintenance 
side. The company’s 2008 rev­
enue was $3 million compared 
to $49 million in 2016.

“We were growing so fast that 
to sit back and say we are grow­
ing disproportionately, we need 
to grow this other aspect of our 
business when you are doubling 
in size is not something you can

really do,” Duke says “Once we 
realized how disproportionate 
our revenue had gotten, we stood 
back and looked at some ways to 
even things out.”

That meant hiring someone 
whose only focus was to obtain 
maintenance work, and having 
everyone in the company commit 
to selling a maintenance package 
after an installation job.

But changing the mindset of 
employees wasn’t done overnight 
and took constant communica­
tion of the message.

“In all of our meetings, when 
we set goals for the company, 
when we have public conversa­
tions with staff, we continued 
to reiterate what our goals were 
and what we wanted to be as 
a company,” Duke says. “And 
we wanted to be a stable and 
balanced company that is built 
to last and that can weather the 
storms of ups and downs in the 
economy.”

on a mainte­
nance pack­
age. To avoid 
a slowdown 
on the con­
struction side, 
the company 
has dipped its

toe in acquisitions by buying 
Turner Tree & Landscape in 
December, and now have private 
equity backing, though Duke 
and his father and still maintain 
majority ownership.

“It’s a piece of our growth 
strategy going forward,” Duke 
says. “Some of it is simple math 
of wanting to get to 50/50 and 
you don’t want to stop growth 
in install so you may need to 
buy some maintenance focused 
companies.”

One major benefit to acqui­
sitions is expanding into new 
geographical markets quickly, 
deMont says. “If we were to buy a 
midsize maintenance company it 
gives us the opportunity to grow 
that maintenance only branch 
into a maintenance and installa­
tion branch,” he says.

Mike Cox was hired as COO 
recently and the company now 
has employees whose job is not 
to only sell jobs, but manage it 
from start to finish and continue 
a relationship with the client.

“They aren’t just selling the 
job and moving on,” deMont 
says. “That’s something we’ve 
never had.” • PH
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GOTHIC LANDSCAPE

TURF
RETURN
Gothic Landscape helped some 
unhappy California homeowners.

By Brian Horn

hen a turf rebate aimed at reducing 
water consumption prompted some compa­
nies to get into the business of removing turf

and replacing it with gravel, the results were not always 
what the homeowners envisioned.

That was the case with three properties that Gothic 
Landscape rehabbed. The Valencia, California-based com­
pany added grass back to the yards and installed plants 
that were mostly drought-toleratant and attracted wildlife.

“We are finding that a lot of folks who got badly 
designed turf conversions want their grass back,” says 
Michael Gillett, regional manager. “But those who re­
ceived a well-designed landscape don’t miss their turf at 
all. There were a lot of suspect contractors doing bad work 
and taking advantage of the rebates during the drought. 
It’s too bad for our industry.”

Gillett says each job cost approximately $9,000 each 
for roughly 10,000-square foot backyards. The projects 
lasted two days with irrigation installed on one day and 
planting done on the second day.

Gothic tends to stay away from residential work be­
cause it’s not a client they are built for, and Gillett does 
not expect many more jobs like this.

“But I see a great opportunity for good contractors 
to fix bad landscapes and add back usable turf areas,” 
he says. “Turf is not a bad word. You can still be envi­
ronmentally conscious and have turf. Usable turf, smart 
nozzles, drought-tolerant plants and smart controllers 
make a pretty good landscape.” • PH
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BEST ADVICE,
WORST ADVICE

We asked executives at our
Top 100 companies what’s 
the best and worst financial 

advice they’ve received.

BEST ADVICE 
Pay bills immediately. People really 
like doing business with you. And
the best financial thing I learned 

was how to figure break-even and 
what contribution margin means.

I found out I would much rather 
run $i million through one location 

than in two locations. It is much 
easier to find one strong manager 

than two strong managers.

Larry Ryan, president,
Ryan Lawn & Tree

WORST ADVICE
Not to invest in our own proper­

ties. We have been in business for 
over 6o years and only own two 
of our 14 locations. We pay over 
$500,000 a year in rent for these 

12 locations, one of which we have
been in for over 30 years.

Steve Glennon, president,
CEO and COO, Cagwin & Dorward

BEST ADVICE 
Always know your numbers - at 

all times. And deliver on your 
commitments. Credibility is well 

and hard earned, but easy to lose.

Tim Portland, chairman and CEO, 
Yellowstone Landscape
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NICE TO 
MEET YOU!
This year’s Top 100 list 
had 13 companies not 
on last year’s list, one 
of which, Baytree, had 
our highest growth 
rate at 60 percent. On 
the next few pages, 
you’ll learn more about 
what’s working at some 
companies that weren’t 
on our 2016 list.

With 6c percent growth, Baytree makes noise in its Top ice debut.

By Katie Tuttle

he population in Charleston,
South Carolina, increases by 
roughly 4$ residents a day, according 

to U.S. Census information. Because of this, 
Baytree Landscape Contractors knew it had to 
change the way it offers services.“It’s really a 
very hot market for housing, land development, 
multi-family houses,” says Matt Maurer, co­
owner of the company, which does 100 percent 
commercial projects. As more people move into 
the city, more shopping malls, banks, schools
and other commercial facilities are built.

During the population boom in the mid- 
2000s, Maurer says people were buying up land 
and expanding the footprint of the city, but the g 
most recent boom is different. |

“It’s up and not out,” he says. “This emphasis is § 
more on redevelopment. The emphasis is more on § 
infill, on tearing down old projects and putting a 
up a nice, mixed-use building.” <

He says previous apartment complexes > 1
would be 275 units on 20 acres, which created 1 
a lot of landscaping to maintain. Now, com- g 
plexes that house 275 units are being built on £
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{ 2017 RANKING: 75 I 2016 REVENUE: $25 MILLION I LOCATION: CHAMBLEE, GA.}

3 acres, cutting down on that 
landscaping.

“The size of landscaping proj­
ects was going down and down 
and down, just like New York 
City,” Maurer says. “There’s 
not a lot of green space in New 
York City. So, we had to find 
where we would still be able to 
be a company that could provide 
both services (maintenance and 
hardscaping) without specializing 
in one or the other.”

COMBINING ASSETS. Baytree was 
founded in the spring of 2014

as a landscape maintenance 
and construction company 
based in both Charleston and 
Atlanta. Each of the company’s 
four founding partners, Phil 
Walters, Todd Hunt, Drew 
Watkins and Matt Maurer, had 
been in the landscaping industry 

for more than
LEFT: Along with 
strong market 
growth, adding 
a hardscape 
division helped 
launch Baytree 
Landscape 
Construction 
to 60 percent 
growth in 2016.

20 years and 
had worked 
together in 
the past.

“We knew 
each other’s 
strengths. 
W e knew 
what each

other could bring to the table 
and we felt like it was a success­
ful mix to start Baytree,” Maurer 
says. “Knowing your partners 
and knowing what they’re ca­
pable of doing is very helpful. 
We all have our responsibility 
and we all know what that re­
sponsibility is, and when there’s 
four of us, it’s a little easier to 
manage than one person trying 
to do it all.”

The four partners were able to 
combine the resources and in­
dustry contacts they had to start 
the company in two key mar­
kets. Based in the Charleston 
location, Maurer is responsible 
for everything in the North and 
South Carolina markets.

Walters is responsible for 
landscape construction (which 
includes irrigation, hardscape 
and landscape) out of Atlanta. 
Hunt is the company’s chief 
financial officer, holding down 
the fort financially, and Watkins 
- based in Atlanta - runs the 
maintenance division for both 
locations. As it looks at expand­
ing more, Baytree is keeping its 
eye on emerging markets.

“We are definitely looking 
to grow within the Southeast 
into some additional markets,” 
Maurer says. “We are a client- 
driven organization. Our clients 
do work through the southeast 
and we follow them. It’s how 
we build our loyalty with our 
clients.”

ADD-ONS. “We’ve lost many 
jobs because we were unable 
to provide hardscape services,” 
Maurer says.

Often, commercial properties 
in the company’s market will 
hire their hardscaping company 
to continue doing landscape 
maintenance when the job is 
done, leaving Baytree with fewer 
opportunities at contracts.

Additionally, the contracts 
are bigger.

“Typically, a hardscape con­
tract is a lot larger than a land­
scape contract because of the 
cost of materials, the labor’s a 
lot more skilled,” he says. The 
appeal would be enough for any 
company to consider expanding 
its offerings.

“The landscaping on one of 
those jobs, a multi-million-dol- 
lar high-rise, could be $50,000,” 
Maurer says. “Where now our 
scope of work could be a million 
and a half dollars because we’re 
doing the hardscaping around 
it as well.”

To make the shift to hard­
scaping, Baytree starting looking 
into the possibility of offering 
the. service in house. Realizing 
they had the right personnel in 
place - something Maurer says 
was No. 1 - the company started 
bidding on jobs.

“We did see where it started 
to turn the tables,” Maurer says. 
“‘This guy can do landscape and

©
“We knew each 

other’s strengths. 
We knew what each 

other could bring 
to the table and 
we felt like It was 

a successful mix to 
start Baytree.”

Matt Maurer,
co-owner

hardscape, we’re going with 
him.’ That was a big driver.”

In 2016, the company saw a 
revenue increase of 60 percent, 
which Maurer also credits to the 
company’s age.

“We were able to open up 
some doors that we knew we 
could get in and work with these 
folks,” he says. “But in the early 
stages of Baytree, our capacity 
wasn’t there.”

While adding hardscaping 
definitely played a role in the 
revenue increase, Maurer says 
the growing market helped.

“The cities we work in, the 
markets increased tremendously 
over the last three years,” he says. 
“We had a very strong market 
growth.”
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Quite a splash
Justin Crocker wanted to build a company he’d want to work for, 

and a new headquarters is one way he’s doing it.

By Brian Horn

hen the team at Earthtones Design needed 
to move to a new headquarters, owner Justin Crocker 
wanted a place that employees would not only want 

to come to during the work week, but also on weekends. So, he
literally bought a spot where employees can do just that.

Crocker, president, bought a 
38-acre lot complete with a pool, 
a cabana and a lake with a dock 
to fish on. That’s where the 150 
people employed at his Midlo­
thian, Texas-based company, will 
be based, just outside of Dallas.

“At the end of the day we 
could have rented some office or 
industrial space that would have 
been pretty economical and saved 
us money overall but that’s not 
what we were after,” Crocker 
says. “We don’t just go to an 
office we are stuck in every day.”

That work environment re­
sulted in 40 percent growth from 
2015 to 2016, and Crocker says 
culture, in a roundabout way, 
was a big part in it. He credits 
the growth to his team serving 
clients at a high level.

But that service doesn’t hap­
pen without great employees,

which he attracts and retains with 
his culture.

Crocker, who started the 
company with his wife, Chris­
tina, in 2003, says the base of 
his culture came from a question 
he asked himself: Would he 
want to work at his company in 
each position for the amount of 
money being paid?

You have to be able to put 
yourself in the employees’ shoes 
and think are they getting fulfill­
ment from working here, he says.

o
Work and play

Earthtones moved into a 
new headquarters, which 
includes a lake employees 
can use on the weekends.

Part of that is monetary, but the 
other part is culture. So, Crocker 
strived for a culture of respect. 
There’s no yelling at each other 
when something goes wrong and 
that goes from the management 
team to field workers.

“That starts with your manage­
ment and once they subscribe to 
that, it will trickle down through 
your company,” he says.

And it makes him happy when 
he sees his management team 
giving fist bumps to crews before 
morning rollout.

“It sounds simple but just 
treating people the way you’d 
want to be treated in that posi­
tion - that’s a major part of how 
to set a basis for a culture.”

But in the summer of 2013, 
the company was big enough 
where he could stop working in 
the field and really focus on being 
a CEO. He, again, asked himself 
what would make him want to 
work at Earthtones.

“I like to word it that I made a 
change ... from being a manager 
who had employees working for

him to become one that works 
for the employees.”

By the summer of 2014, with 
50 employees, he felt the com­
pany had a culture he wanted, so 
it was time to go the extra mile 
with an exciting office space. In 
fact, Crocker says a new main 
office was long overdue.

“I’ve been so frugal in that de­
partment. One of the reasons we 
were looking was I felt we were 
really behind on what our office 
space was,” he says. “To me, it 
was old and dingy and didn’t 
reciprocate the work environ­
ment I’d been working so hard 
to set up.”

With a new office and a cul­
ture Crocker is comfortable with, 
he has seen improvements in hir­
ing and retention with a turnover 
rate of less than 1 percent. In an 
industry where many companies 
can’t find field labor, Crocker 
has employees showing up at his 
doorstep ready to work.

Crocker says he is paying 
market value, so, while he spent 
money on the new office, he isn’t 
breaking the bank to recruit.

“We’ve been able to hire many 
new field workers in the last 
six months alone just based on 
reputation,” he says. “When our 
guys are out in the field and they 
meet other people with other 
companies, they’re telling them 
that they are well taken care of 
at this business.

“It takes longer to build that 
(culture) but you are better off 
in the long run if you can get to 
that point.”
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Sales
SHIFT

Tony Pope tweaked the way 
his business development staff 

was treated, and that change caused 
more than 50 percent growth.

By Brian Horn

®
hen business development managers
at Ecoscapes were leaving at a much more rapid 
rate than any other positions at the company,

CEO Tony Pope and his team chalked it up to the nature 
of sales positions. Pope says the company didn’t have one 
business development manager who stayed at the Huntsville, 
N.C.-based company longer than a year. But after one sales 
manager, whom the team spent a lot of time and resources 
developing and had promoted, left, Pope and his executive 
team began to look at the company as the problem.

“We were griping about it and 
I said, ‘When are we going to take 
responsibility that we can’t keep 
somebody here long enough to 
be part of our team? Let’s look 
in the mirror,”’ he says.

So Pope hired consultant 
Mike Weinberg to help solve the 
problem. He found that the sales 
team felt isolated.

Addressing that has helped 
the company achieve 57 percent 
growth and land at number 94 
on our Top 100 list, with $20.6 
million in revenue.

“It was the culture of making 
sure the salespersons feel part of 
the team more,” Pope says.

“Maybe sometimes they felt 
like they were on an island because 
operations didn’t have time to 
help them do this or measure a 
property.”

The company also switched 
from doing group sales meetings 
to individual sales meetings.

The individual meetings lasted

LEFT: When 
business 
development 
managers were 
leaving Ecoscape 
too often, owner 
Tony Pope had 
to make changes 
at the company.

no longer than 
30 minutes 
and an agenda 
was estab­
lished before 
the meeting. 
If sales were 
good, then the

salesperson was congratulated 
and the meeting was over. If not, 
then meetings went longer and 
those involved tried to find out 
what went wrong.

“You get the group sales 
meeting and everyone clams 
up,” he says.

Weinberg also stressed the im­
portance of cold-calling potential 
clients by phone and in person.

“We’d get a couple opportu­
nities and we’d go 100 percent 
focus on those opportunities and 
we’d stop the cold calling because 
we were trying to sell the jobs,” 
he says. “If they sold or didn’t 
sell, once that activity ended we 
didn’t have anything to replace it 
because we haven’t been focused 
on cold calling.”

With all the changes, Pope 
says there has been no turnover 
the past 18 months in the sales 
department.

“It feels like everything is click­
ing,” he says. “We just needed 
some tweaking a little. Some­
times it’s good to have an outside 
set of eyes. Never be afraid to hire 
a consultant.”

In December of 2016, Pope 
was acquired by Yellowstone 
Landscape companies, which is 
number 15 on our list and head­
quartered in Bunnell, Florida. 
Pope will stay on as a vice presi­
dent, and says the Ecoscape name 
will not change immediately.

“It’s quite a good fit,” he 
says. “I’ve enjoyed working with 
them.” •
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CASH IN HAND

According to our 2016 
expenditure survey, 
65% of landscapers 
expect to spend more 
on handhelds in 2016 

versus 2015.

< -4 V- TW

tools
Get your hand tools 

ready for a successful start 
to the season.
By Kyle Brown

W
HEN CREWS FROM BIG 
LAKES LAWNCARE in

San Antonio, Texas, go out 
in the morning, they have a 

standard set of hand tools to work with, says 
Chester Buczynski, president. Every truck car­
ries two string trimmers, two edgers and two 
backpack blowers.

“We have a very simple model. From day to 
day, the mowing crew is going to be mowing. 
They know what they need and we’ve done 
research to determine what truck needs what,” 
he says. “Once the season’s running, there’s not 
a lot of change every day.”

That setup allows for a spare in case of a break­
down on site. Prior to taking on a job, Buczynski, 
whose company serves 85 percent residential 
customers, works with the client to choose the 
right services and tools so he can plan for any extra 
necessary equipment. His operations assistant has 
the responsibility of making sure those tools are 
on the trucks in the morning before the crews 
head out into the field.STAY ORGANIZED. Having a baseline set of tools to 
work with helps keep jobs running smoothly and 
cuts down on having to run back to the garage 
for the right equipment or to grab a spare when 
a tool breaks down. At Ameriscape Services in 
Thonotosassa, Florida, John Amarosa’s teams use 
a similar number of string trimmers, edgers and 
backpack blowers.

“That’s standard stock on every trailer,” says 
Amarosa, director of operations.

His crews, which serve 98 percent commercial 
customers, have a set of equipment assigned 
to them with a dot painted on each machine 
color-coded to a par­
ticular team, so there’s no 
confusion about which 
string trimmer should be 
on which truck.

“We do it so we have 
an easy visual,” he says.

LAWNANDLANDSCAPE.COM | MAY 2017 75
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Maintenance

At Lawnsmith Lawn & Landscape, trimmers are kept on a rack in the trailer that's locked before 
and after each job, as well during lunch and other breaks.

Though the blue crew might borrow from 
the green crew if a tool needs to be repaired, 
at the end of the day, the fleet manager knows 
where that tool should end up.

On top of the color-coding, the tools are 
inventoried by the last four digits of the serial 
number. When a crew returns after finishing a 
route, they complete an inventory on the back 
of the daily time sheet listing the equipment by 
that serial number code. By doing that as part 
of the daily routine, it’s easier to track equip­
ment that needs to be repaired or replaced.

The go-to hand tool for Robert Hansen 
at Robert Hansen Landscaping in Shelton, 
Connecticut, is the backpack blower, with 
two usually on each truck to handle cleanup. 
Each is marked for his crews, like all the other 
tools on the truck, he says.

“Things like gas shears and electric shears, 
or hedge trimmers, they’re all numbered and 
categorized,” says Hansen, who services 60 
percent commercial customers. “The same 
groups take the same machines every day.”

Procedures like color-coding or inventory 
can help cut down on lost and misplaced tools, 
but it can’t stop thieves. Andrew Gettig, owner 
of Lawnsmith Lawn & Landscape in Dallas, 
lost a brand-new backpack blower from the 
back of his crew’s truck.

“It was in operation for three days,” says 
Gettig, who services 80 percent residential 
customers. “The crew came out (from break) 
and it was gone. Everything is under lock and 
key, but accidents happen.”

On his trucks, trimmers are kept on a rack PH
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Maintenance

that’s locked before and after 
each service. Blowers are usually 
kept in a locked equipment box 
in the front or just in the trailer 
itself, he says.

“It’s ideal to lock (the tools) 
up during service too when the 
machines are in operation,” he 
says. “But at the same time, they 
want to get in and out. There 
are some points where it’s nice 
to just keep it unlocked on the 
property. But during lunch time, 
break times, between service - it’s 
always locked.”

FINE-TUNING TOOLS. Once a 
week, Amarosa’s crews clean 
hand tools, checking air and 
fuel filters. They wash, then lube

and grease them to keep them 
running smoothly, he says. If the 
tool has any blades, those are also 
sharpened once each week.

But the most reliable way to 
keep equipment running is just 
to make sure it gets regular use.

“That’s the thing about two- 
cycle equipment: The best thing 
you can do is run it every day,” 
Buczynski says.

“Most people, they use their 
chainsaw every week or the weed 
whip once a month, and the 
carburetor gums up and things 
get sticky and gooey inside, and 
then you’re having issues with a 
seemingly brand-new chainsaw 
because you’ve only used it three 
times.

“A weed whip, if you run it 10 
hours a day, five days a week, it 
can be a tank. It can last forever 
with just about no maintenance.”

Though he doesn’t specifically 
trade out equipment so it sees 
daily action, he does rotate it 
regularly through his crew so it’s 
used as much as possible.

At the beginning of the sea­
son, Frank Capone at Capone 
Landscape in Wakefield, Mas­
sachusetts, makes it a point to 
have all handheld tools inspected.

Taking stock of the tools 
gives him an idea of how many 
he’ll need to replace later in the 
season.

“Every winter, we do air fil­
ters, oil filters, spark plugs and

fuel filters. We go over nuts and 
bolts and springs,” says Capone, 
whose service mix is 70 percent 
residential. “We have a set num­
ber we need and we’ll replace 
them as we go if necessary.”

IT'S IN THE BUDGET. For tools like 
handheld trimmers and edgers, 
Amarosa considers the “useful 
life” to be about a year. Crews 
will continue to use the hand 
tools long after that point, but 
as they require maintenance, he 
starts weighing the cost against 
the benefits of a repair.

“If it’s a $300 piece of equip­
ment and it has one $12 repair, 
sure, we’ll do that,” he says. “But 
if it has a repair for $75, and it’s

TruGreen® wants to acquire fertilization and weed- 
control businesses. To have yours valued confidentially, 
please contact:

Jerry Solon
Senior Director of Acquisitions

901-251-3970 TRUGREEN*
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©2017 TruGreen Limited Partnership. All rights reserved.
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Maintenance

two-and-a-half years old, we’re 
going to think about it.”

As Capone replaces equip­
ment, he keeps the older units 
around as spares or to be used 
for parts. If the repair costs closer 
to half the value of the tool, or 
they can’t do the maintenance 
in-house, “it’ll come back in a 
body bag. We keep it around for 
parts,” he says.

As Hansen’s crew gets new 
tools, they stencil the year of 
purchase onto the machine so 
it’s easy to tell at a glance how 
old it is.

“They’ll tell me that a tool 
broke, and I’ll say, ‘No, we just 
bought that,”’ he says. “Then 
we’ll look, and it’s been five years 
already. Sometimes time flies 
like that.”

Though it isn’t a policy set in 
stone, Amarosa replaces about 30 
percent of his handhelds every 
year, he says. There’s money

“If it’s a $300 piece 
of equipment and it 
has one $12 repair, 
sure, we’ll do that. 

But if it has a repair 
for $75, and it’s two- 
and-a-half years old, 
we’re going to think 

about it. We can keep 
the rest of the pieces

for parts.”

John Amarosa,
Ameriscape Services

budgeted every month to replace 
and repair tools if problems arise.

“But right before we hit the 
start of the season, we’ll budget 
more and get a bunch of new 
equipment and refresh our crew,” 
he says. “Then, each month after

that ... if we don’t use it, that 
money just rolls to the bottom 
line. But we do have it budgeted 
there.” Gettig works without a 
timeframe for total fleet replace­
ment, but he’ll look for deals with 
distributors to get the most out 
of his investment.

“Every once in a while, a dis­
tributor will run a special where 
everything’s 15 percent off,” he 
says. “At that point, if we need to 
buy multiple units, that’s when 
we would pull the trigger on that.

“For the older machines, we 
usually sell them. We might keep 
them for parts or backups if we 
have to. But for the most part, 
anything that’s taking up space 
is costing storage money.”

But keeping a backup can 
make a difference in a pinch 
instead of waiting for repairs.

“Every day, the guys need to 
get in the truck to make money. 
If that truck doesn’t start, you

need to have another truck ready 
to go,” Capone says.

“It’s like that all the way down 
to the string trimmer. Every 
morning at 7 a.m. for five days, 
those guys are ready to go. But 
they could need a spare trailer, 
a spare weed whacker, spare 
blowers. It doesn’t matter what 
it is, there’s a spare. It’s got to 
be reliable.”

When replacing equipment, 
Amarosa tries to stick to the same 
brands and models to reduce the 
amount of parts required to keep 
on inventory, he says. Going 
from brand to brand, especially 
through a sale, could cost less up 
front, but will cost more in the 
long run, he says.

“We found a brand and model 
we like for each key piece, and 
we try very hard not to go in any 
other direction,” he says, l&l

The author is a freelancer based in Ohio.
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Mowing
with more

A LONG WITH THE RIGHT HAND/W TOOLS, mower attachments can save 
time for operators in the field. For Frank 

JL Capone at Capone Landscape in Wakefield,
Massachusetts, his main go-to is the thatch bar for his walk- 
behind lawnmowers, he says.

"We still go around edges with the hand thatcher, but 
it's pretty efficient," he says. "Last year, the lawns were 
so devastated. We used them before we would renovate 
lawns. We took the thatcher bar over the lawn and aerated 
right after. We had to create seed-to-soil contact."

It doesn't pick up everything perfectly, but one operator 
can thatch a yard clean if they go slowly enough, he says.
His crews carry extra tines in the truck, and can swap them 
on the fly if necessary.

The attachment can also just help the machine move 
more quickly. All of Chester Buczynski's mowers at Big Lakes 
Lawncare in San Antonio, Texas, have a Velke attached.

LEFT: Crews at Ameriscape can cut 25 percent of their 
mowing time using a Velke to stand on instead of walking.

Always read and follow label directions. Zylam®is a registered trademark of PBI-Gordon Corp. 12/16 04539 Employee-Owned



Maintenance

"It never comes off," he says.
"It allows the guys to ride all day 
instead of having to walk behind 
the mower. We can go as fast as 
the mower moves if you're using a 
riding mower."

He says his crews run roughly 
twice as fast with the Velke attach­
ment than walking, but the biggest 
return is that they can work longer 
without tiring out, even in the 
Texas sun.

"The machines are faster than 
you can walk, so if you can ride on 
the platform behind them, you can 
operate faster in wide-open areas," 
says John Amarosa, director of 
operations at Ameriscape Services 
in Thonotosassa, Florida. "If you 
get in tight spaces, they might not 
be appropriate. But six hours riding

“It allows the guys 
to ride all day instead 

of having to walk 
behind the mower.”

Chester Buczynski, 
Big Lakes Lawncare

behind it or six hours walking behind 
it in the Florida sun, I think that's the 
greatest advantage of it.

"If it's a four-hour job walking 
and they get it done in three hours 
with the Velke, then they saved 25 
percent of the time, and they can 
use that doing something else to 
add to the quality of the job."

The attachment has multiple 
grease points that need attention

regularly, Buczynski says. They also 
come stocked with a rubber air-filled 
tire, but his team replaced that with 
an after-market solid rubber tire to 
simplify. Even though it's an attach­
ment, his crew knows that it needs 
just as much attention as the mower 
itself, he says.

"It's a daily routine to check them, 
because the guys know if it breaks, 
they're stuck walking," he says. "The 
mower still works."

The most common attachment 
on Amarosa's mowers is a fabricated 
line trimmer rack, a set of brackets 
where a line trimmer can snap in.
The rack keeps the tool handy wher­
ever the mower goes, he says.

"If you're trying to be produc­
tive around the property, there's 
a guy who's going to have to go

back and line trim around," he says. 
Having the line trimmer along with 
the operator mowing encourages 
them to mow tighter. When there's 
a spot that needs attention, the 
operator knows exactly where to 
go, rather than having to walk over 
the entire lawn.

The rack doesn't require any 
ongoing maintenance, but his team 
attached hard rubber on the rack to 
prevent metal-on-metal contact and 
wear while mowing.

"It saves a second person from 
walking around the property looking 
for all the areas they got with the 
mower, because he knows where 
he's been," Amarosa says. "Every 
property is different, but all that 
walking time is gone. That amount 
of time is probably 40 percent." l&l

www.barretomfg.com

With the all-new Barreto 1324STK/1624STK track trencher. The 
independent floating track system keeps a significant portion 
o fhte track in contact with the terrain at all times, reducing 
ground pressure and increasing traction.

Call us today at 1 -800-525-7348 for more information or visit 
your local rental store to rent a Barreto for your next project.

□ur Vacs Fit Most 
Major Brands!!

PRO 12DFS

Convertible X20

Spray
„ For 
Hours

Electric Sprayer

Eliminates
Hand Pumping or Lugging 
a Heavy Tank on Your Back

Check Out The
Z-TRIMMER
Trim While You Mow!

America’s Lawn Vac Leader • For All Your Cleanup Needs!
800-438-5823 I www.lawnvac.com
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“we made a business decision 

to bring DURATION CR into our 
operation and it’s really paying off.”

Executive Landscaping Inc. in North Haven, Connecticut incorporated 
DURATION CR* controlled-release fertilizer into their business model. 
Account Manager Jeff Beam shares their story.

"You don’t just jump right in. We did our homework, 
and saw the potential of how DURATION CR® 
fertilizer could benefit our program.

Once we got things dialed in, we started applying 
it on our commercial properties. We liked the 
extended longevities, and saw the value of saving 
labor by making fewer applications.

And because of the consistent nitrogen delivery, we 
didn ’t ha ve to send our mowing crews out as much.

The grass looked great throughout the 
season and that to us is the true measure.

It didn’t take long to see we made the right 
decision. This technology is working for us, 
and our customers. ”

You too can benefit from
A Better Way To Fertilize?
Visit KochTurf.com/Advantages

ENHANCED EFFICIENCY FERTILIZERS FOR LAWN CARE

DURATION CR®
Controlled-release fertilizer 
Up to 45-180 days

XCU®
Slow-release fertilizer 
Up to 10 weeks

UFLEXX®
Stabilized Nitrogen 
Up to 8 weeks

DURATION CR®, XCU® and UFLEXX® are registered trademarks of Koch Agronomic Services, LLC. in the United States and may be registered in other jurisdictions. 
A BETTER WAY TO FERTILIZE is a trademark of Koch Agronomic Services, LLC. Koch and the Koch logo are trademarks of Koch Industries, Inc. ©2017 Koch Agronomic Services, LLC. T&0-2017-00023

KochTurf.com/Advantages


DIGGING DONE RIGHT
Before you dig that trench, make sure you 

have the right equipment in your fleet.

-

DITCH WITCH CX-SERIES
The pitch: The Ditch Witch CX-series walk- 
behind trenchers are made up of the C16X, 
C24X and C30X trenchers, which share a com­
mon, compact frame.
• The models are equipped with engines rang­
ing from 16 to 30 hp and offer up to 48 inches 
of digging depth depending on the model.

• The design allows the machines to maneuver 
in confined spaces, and easily fits on a variety of 
trailer options.
• A simple, open design provides greater service 
accessibility and eliminates daily grease points 
to improve reliability and provide more uptime. 
For more information: Ditchwitch.com

BARRETO 1324STK/1624STK
The pitch: The all new Barreto 
1324STK/ 1624STK track trencher has 
a hydraulic reservoir that can hold up to 
7.3 gallons.
• The independent floating track system 
keeps a significant portion of the track 
in contact with the terrain at all times, 
reducing ground pressure and increasing 
traction.
• The STK features Adjustable Trench­
ing Controls (ATC) that use rod link­
age instead of cables, reducing wear and 
down-time.
• The 1324STKH features a Honda 11.7 
hp GX390 engine, while the 1624STKB 
features a Briggs Vanguard 16 hp V-Twin. 
For more information: Barretomfg.com

GEORIPPER
The pitch: The Georipper is a portable 
handheld commercial power trencher that 
can reduce time and labor costs.
• Easily trenches in hard to reach areas.
• Digs in all types of soils, including hard, 
rocky, clay and sandy.
• Has trenching depths of up to 27 inches 
and widths of 1, 1.5 and 2.38 inches.
For more information: Minitrencher.com

LITTLE BEAVER KWIK-TRENCH
The pitch: The Kwik-Trench features 
carbide-tipped teeth for cutting through 
soil, clay, road fill, asphalt and tree roots.
• The trencher offers a cutting depth of 
12 inches and can trench up to 30 feet 
per minute.
• It’s efficient for a wide range of applica­
tions, including installations of sprinkler 
systems and drainage lines, landscape edg­
ing and root pruning.
• It features push-forward operation and 
a locking swivel wheel to easily make 
straight cuts.
For more information: LittleBeaver.com
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Isuzu NPR with 19’ Dovetail Landscaper Body 
297 HP Gas or 210 HP Diesel Engine, Automatic Transmission, 

12,000 ib. or 14,500 lb. GVWR, Exhaust Brake (Diesel Only), 
AM/FM CD Player, A/C, P/S, Power Windows & Locks, THt Wheel, 

(Other Options And G VW Ratings Available)

ISIIZU

297 HP Gas Exhaust

WE STOCK USED 
LANDSCAPE TRUCKS!

Tilt Wheel (Other Options And 12,000 Ib. GVWR Gas Availble)

Remove Dovetail 
In 5 Minutes!

Isuzu NPR HD with 1? Dump Body
297 HP Gas Engine, Automatic Transmission, 14,500 Ib. GVWR, 19.5 Tires, 

AM/FM CD Player, A/C, P/S, Power Windows & Locks, Till Wheel.
Tow Package & Brake Control, (Other Options And G V W Ratings Available)

Used Landscapers In Stock! Variety of Specs Available 
If you are not in the market for a new landscape truck, maybe a premium used unit will 

work for you. We are one of the few dealers in the country that is dedicated to providing 
you with used landscaper trucks. Many have brand new bodies!

Isuzu NPR with 18’ Enclosed Landscape
297 HP Gas Engine, Automatic Transmission, 12,Q00ib. 
AWFM CD Player, Affi, P/S, Power Windows & locks, Tilt 

Split Dovetail Ramp, Side Door, (Other Options And G V W Ratir

HD with 19’ Revolution Body
¡malic Transmission, 14,500 Ib. GVWR, 19.5 Tires, 
iffi, P/S, Power Windows & Locks, Tilt Wheel 
HW Options AndGVW Ratings Available)

297 HP

, - •' . : . •

im Spray Unit!

NPR HD with 11’ Bed & 680/100 Gallon Tanks
IS Engine. Automatic Transmission, 14,500 Ib. GVWR, 19.5 Tire

19’ Custom Irrigation Body
• 297 HP Gas 

12,009« 
AM/FM CD

¡ransmission, 14,500 Ib. GVWR, 19.5 Tires, 
Power Windows & Locks, THt Wei, ‘

HP Diesel Engine Automatic Ti
or 14,500 Ib. GWR, Exhaust Brake (Diesel OnlyMl
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AndGVW Available)
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PROPANE
CLEAN AMERICAN ENERGY

THE PATH

A BETTER BOTTOM LINE AWAITS COMMERCIAL 

LANDSCAPERS WHO FOLLOW THE PATH TO PROPANE.

Presently, with more than 15,000 propane-powered commercial mowers in 
operation across the country this spring, most contractors likely know a few peers 
who have successfully made the transition to propane equipment. And they likely 
know why their fellow contractors made the switch: Propane equipment increases 
productivity, decreases fuel costs, and reduces maintenance needs — all leading 
to an improved bottom line for their business.

It's nice, of course, to know how propane equipment can benefit a landscaper's 

business. But how exactly does a contractor go from simply knowing propane is 
a good business practice to actually transitioning a mower fleet to operate using 
propane? It's easier than contractors might think.

Following these simple steps can get interested contractors on the path to propane.

PROPANE EDUCATION & RESEARCH COUNCIL



1 ESTABLISH A RETAILER RELATIONSHIP.

Contractors may not even know it, but there is already a propane professional 
in their area. A local propane retailer can not only provide fuel direct to the 
contractor's place of business, but they will also act as a propane partner for 
interested landscape contractors wanting to know more about transitioning 
a mower fleet to propane equipment.

Best of all, the Propane Education & Research Council [PERC] has taken the 
guess work out of the search process. PERC's Find a Propane Retailer tool, 
at propane.com/FPR, allows contractors to find a knowledgeable propane 
retailer in their area to find the right solution for their business operation.

2. ASSESS YOUR CURRENT EQUIPMENT.

From the outset, it's also important to determine if the fleet in question 
is a candidate for new propane-powered equipment or if an aftermarket 
conversion of existing equipment is best. Again, a propane retailer can help 
walk through the considerations of each option.

Contractors will be happy to know that regardless if they purchase new 
or convert existing equipment, they likely won't need to deviate from 
their favorite equipment brand to integrate propane into their operation. 
More than a dozen OEMs now manufacture propane-powered mowers. 
Additionally, six aftermarket manufacturers offer EPA- and/or CARB-certified 
conversion kits.

Contractors also don't need to feel pressured into converting an entire fleet of 
mowers to propane at the same time, either. Consider converting three to five 
mowers to propane at first. This will help a contractor get a feel for operating 
propane mowers and build confidence with the crew.

3. REVIEW REFUELING OPTIONS.

Propane equipment provides a boost to productivity in part because there 
are options when it comes to refueling. And none of them include crew 
wasting costly time at the local gas station.

The two most common refueling options involve a cylinder exchange 
program and on-site refueling. The best refueling option will be dictated 
by a fleet's gallon usage and the number of mowers fueling with propane. A 
cylinder exchange program is the most common and quickest set-up option, 
but a contractor using 5,000 gallons of propane or more per year may be a 
candidate for on-site refueling infrastructure. For those larger operations, 
it's worth noting propane refueling infrastructure is the least expensive 
fueling infrastructure to install of any fuel type, traditional or alternative.

Contractors can talk through which refueling 
options works best for their fleet with their 
local propane retailer.

Converting a fleet to propane is easier than 
a contractor might think. The key is finding a 
knowledgeable propane retailer to act as a 
guide through the process. That relationship, 
combined with the tools already available 
on propane.com can set a contractor on 
the path to propane and the increase in 
productivity it provides.

4. CONSIDER INCENTIVES.

Contractors should be proactive in researching 
avenues of financial assistance when 
converting their fleet. There are programs 
and incentives available that help reduce 
the costs associated with transitioning to 
propane equipment.

The first stop should be PERC's Propane Mower 
Incentive Program. The program awards 
applicants with $1,000 for a new commercial 
propane mower purchase or $500 for a 
qualifying conversion of a gasoline mower to 
propane. A list of qualifying mowers and 
conversion kits is available on propane.com.

Many state propane associations offer 
additional incentives for propane-powered 
commercial mower purchases. These offers 
can be combined with PERC's incentive 
program to further lessen the cost of entry for 
landscape contractors interested in propane.

Jeremy Wishart is the deputy director of business 

development at the Propane Education & Research Council. 

He can be reached at jeremy.wishartlgjpropane.com.

propane.com/FPR
propane.com
propane.com
jeremy.wishartlgjpropane.com
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W
HEN CLIENTS CAME to
Lotus Gardenscapes in Dexter, 
Michigan, saying they felt 
claustrophobic in their backyard,

landscape designer Nicole Lloyd set 
out to create a space to entertain and 
for their two daughters to enjoy. The 
homeowners wanted a fire element, 
outdoor kitchen with pizza oven, a water 
feature and some lawn space.

PROJECT FACTS

1. Fieldstone was split by hand on site for the pizza 
oven and fireplace. The surrounding walls and 
kitchen area were faced with a natural stone veneer, 
which was mortared onto the concrete block.

2. A cedar pergola frames the square cut 
Pennsylvania bluestone patio to bring the eye back 
toward the focal point of the custom split fieldstone 
pizza oven and fireplace. The pergola was installed 
using pressure-treated posts with cedar facing and 
simple custom cut cedar beams to compliment the 
architecture of the house and stained in walnut to 
match the beams on the interior of the house.

3. The outdoor kitchen is enhanced with a 
leathered granite counter top which has a matte 
finish that compliments the texture of the natural 
stone on the walls and fireplace. The counter top 
also has a chiseled rock face to match the bluestone 
caps on the walls and fireplace.

4. Anchoring this feature is a pondless waterfall, 
which features a 6-foot wide sheet of water that 
recirculates and is fitted with an autofill to keep 
the feature as low maintenance as possible for the 
homeowner, l&l
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Compact 
equipment 
can take on 

large jobs in 
tight spaces. 

By Kate Spirgen

“Compact 
excavators 

are more 
convenient 
to move to 

and from 
jobsites.”

Michael
Shebetka,

Takeuchi-US

C
ompact excavators
and mini-track loaders aren’t 
always go-to options for land­
scape contractors but they 
can accomplish a lot in small 

spaces where larger equipment just 
can’t fit.

“I think one of the big things with 
these pieces of equipment is that they 
don’t always get the attention because 
people are looking at skid-steer load­
ers or track loader to add the versa­
tility that these pieces of equipment 
also do,” says Chris Girodat, Bobcat 
Company marketing manager.

Compact excavators are ideal for 
grading, hardscape work, retaining 
walls, placing rocks, trenching, plant­
ing trees, mulching and more. And 
with hydraulic attachments like post 
hole augers, trench compactors and 
hydraulic thumbs, landscapers can 
do even more.

“Hydraulic systems will continue 
to evolve on excavators because at­
tachments are demanding more flow 
and precision to get things done,” 
says Jeff Jacobsmeyer, Kubota prod­
uct manager.

Instead of bringing in a track

loader or a wheel loader, landscapers 
can do final grading or blade work 
with a compact excavator.

“In certain instances, for example, 
compact excavators can be used in 
place of compact skid-steers or other 
loaders to load trucks, especially 
high-sided trucks that may be beyond 
the reach of compact loaders,” says 
Jordan Dey, compact excavator prod­
uct manager for JCB North America.

Larger compact excavators can 
handle jobs many landscapers use 
tractor loader backhoes for.

“They can be even more efficient in 
regards of being able to dig in tighter 
areas and not frequently needing to 
readjust position when digging,” says 
Michael Shebetka, product manager 
for Takeuchi-US. “In addition, com­
pact excavators are more convenient 
to move to and from jobsites.”

Mini-track loaders are great for 
moving materials and pallets around 
in small spaces like between houses 
or through gates.

In spaces where wheelbarrow work 
seems like a necessity, a mini-track 
loader or compact excavator can 
lighten the load on your crews, and

move materials faster. A variety of 
attachments are available for both 
pieces of equipment to increase their 
versatility. Contractors can get many 
of the attachments available for skid- 
steers on a compact excavator or mini 
track loader.

“Many people just buy a couple 
of attachments — a bucket or maybe 
a clamp unit or something, but they 
don’t really fully utilize the full po­
tential of that excavator and all of the 
attachments that are now available,” 
Girodat says.

If you’re thinking about taking the 
plunge and purchasing a compact ex­
cavator or mini-track loader, consider 
your workload and the equipment 
you already have. Can you haul it 
with your current fleet? Will it fit 
on your jobsites? Can it do all of the 
tasks you need it to do?

“For example, if you’re looking 
at only one spec, like how deep you 
dig, you might be missing another 
specs like being able to dump it into 
the back of a truck or being able to 
lift a rock into place. So, there’s a 
lot of things guys need to look at,” 
Girodat says, l&l PH
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Let’s Get to Work.
□ur stores carry a wide range of top landscaping 
products, no matter what the job entails. From 
hardscape and lighting to tools and irrigation, 
Ewing supplies the materials you need today.

Stop by and let the Ewing professionals help you.

*

■

WtitriatW ydwteit job is guick afrid
dasy online al Ewinglrrigation.com
Create custom lists and assemblies while browsing products. 
Download or print your custom lists for easy ordering and 
importing into your estimating software.

Follow us on V3 ran wm |
social media: B 3 LilJ U IvJ 4 Irrigation & Landscape Supply

Turf+Land
Management •

 Sustainable 
Solutions

Outdoor 
w' Living

W) Irrigation 
W +Landscape Sports Fields

Ewinglrrigation.com


The follow-up
•••••••

Even if you treat a lawn in the beginning, you may still have to hit it with a post-emergent.
By Katie Tuttle

c

1

HEATING THE 
PERFECT weed control 
program is a strategy, says 

Dean Mosdell, technical manager for Syngenta.
“Just simply seeing a weed grow in a lawn and 

picking a post-emergent product is probably short 
term,” he says. “But for a long-term strategy, think about 

what the turf is, what weeds are present and how you can 
control them.”

A pre-emergent herbicide is important in preventing the 
weeds, but it’s equally important to have a post-emergent 
plan to control the ones that pop up.

“Post-emergents represent a curative approach instead of 
a preventative approach,” says George Furrer, director of 
specialty business for SipcamAdvan. “You can have a

sound, preventative program and still require some 
curative products or post-emergent products.”

Furrer says some companies choose to 
forgo the preventative approach to

weed control and instead focus 
on curative, but
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2017

EDUCATION NETWORKING TRADESHOW

TIM
DAVID
author and influential communication
EXPERT, BRIGHTSIGHT GROUP

Opening Keynote Wednesday, May 17
TIM DAVID
Session: The Highly Connected Leader - 
Human Connection Strategies for Busy Bosses

Funny, engaging, and sharply insightful, Tim David 

offers proven answers to some of the most difficult 

challenges faced while leading others. Among the 

many topics that will be discussed, David will share 

his five laws of delegation to ensure work gets 

done and gets done right; describe the two simple 

(but contradictory) rules of leadership and how 

high levels of human connection will bridge the 

gap; how to implement an eye-opening method for 

making smart decisions that cuts meeting times by 

75 percent; and how to deliver negative feedback 

in a way that creates movement instead of mutiny.

MARVIN
MONTGOMERY
AUTHOR, PRACTICE MAKES PERFECT

Closing Keynote Friday, May 19
MARVIN MONTGOMERY
Session: Differentiate Yourself: How to Stand 
Out in a Crowded Market

As the industry evolves, so must your ability to 

sell value to clients. In part one, Montgomery 

will discuss how to leverage a professional 

customer approach with Industry Standards, ISO 

Certification, and ASCA-C to grow your business. 

Walk away with an enhanced ability to coach your 

team and close new customer relationships.

MAY 17-19, 2017
INDIANA CONVENTION CENTER 
INDIANAPOLIS, INDIANA

BROUGHT TO YOU BY.

ASCASNOW
Accredited Snow

YOU STILL HAVE TIME TO REGISTER!
VISIT SNOWANDICESHOW.COM OR CALL 800-456 0707 TODAY.

SNOWANDICESHOW.COM


Lawn Care

even companies that have a strong preventa­
tive program will still need to come back later 
in the season and touch up.

Jason Fausey, director of technical services,

turf and ornamentals with Nufarm, says a 
sound weed program needs both pre- and 
post-control to be effective.

“We can’t control the weather, so it

becomes difficult to expect perfect weed 
control,” he says. “(Pre-emergents are) a 
perfect foundation, but you always expect to 
see breakthrough and that’s where our post- 
emergent aspects come from.”

MAKING A CHOICE. Picking the right post- 
emergent requires a knowledge of what you 
want to treat and how you want to apply it.

First, you need to decide liquid versus 
granular. Jim Goodrich, a product manager 
with PBI-Gordon, says granular products 
need to be applied when the weed is wet.

“On a granular product, you need it to 
stick to the weed,” he says. “To make sure 
that your granular broadleaf product works, 
it really needs to be applied after the irriga­
tion has applied in the morning, or a heavy 
due situation.”

For liquid products, he says you have to 
look at the temperature restrictions on the 
product, because you can’t apply a liquid 
post-emergent if it’s too hot or too cold.

In both situations, the weather can’t be 
windy.

“Most products have a wind restriction 
because you don’t want it to drift away from 
the target and hit flowers or ornamentals,” 
Goodrich says.

The second decision to make is whether 
you want a selective or non-selective product.

“You’ve got your selective you can put 
down on everything but it won’t kill your 
grass, it’ll only kill the broadleaf weed,” says 
Jeremy Bigler, landscape channel manager 
with Lebanon. “Or you’ve got the non-selec­
tive that will just kill everything. Whatever 
that stuff touches is going to die.”

He says non-selectives are often used in 
areas with a grassy weed that can’t be taken 
out with a pre-emerergent. The only option is 
to kill out everything in the area of the weed 
and then reseed and start from the ground up.

No matter the decision, when you apply 
is most important.

“I would say timing is going to be the key 
piece to make sure that they’re as effective as 
they can be,” Bigler says.

Make sure the lawn where the application 
will occur hasn’t been mowed for a few days
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Vertical Lift 
Compact Track Loader

Takeuchi Fleet Management (TFM)* is a remote 
monitoring system that keeps track of location, 

hours, alerts and more to help you prevent costly 
repair calls, better manage your fleet and lower 

your overall operating costs.
*Available on most models.

iai<eucHi
From World First to World Leader

< FIND OUT WHAT OTHERS KNOW. VISIT TAKEUCHI-US.COM TO FIND THE DEALER NEAREST YOU. >

Productivity and efficiency go hand in hand, and Takeucm’s all-new TL1OV2 vertical lift track 

loader delivers both. A fully redesigned operator’s station keeps you comfortable, while the 

outstanding operating capacity and load carrying capabilities help you get the job done. Add 

in the unmatched responsiveness and quiet track design, and you’ve got the kind of power 

and performance that has made Takeuchi a world leader. Learn more at takeuchi-us.com.

US.COM
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Lawn Care

Review the temperature restrictions on liquid products because you can't apply them if it's too hot or too cold.

so there’s enough foliage growth 
for the product to stick to the 
leaves. It’s also important to 
make sure there will be no water­
ing or rain for the next 24 hours.

NOT PICTURE PERFECT. “Weed 
ID is really important,” says 
Laurence Mudge, green solutions 
team manager at Bayer. “Making 
sure you understand what you’re

controlling, so you can select the 
best product for the weed.”

The best product isn’t quite 
black and white. It depends on 
your location in the country, the

type of grass the weeds are in, and 
what the current climate is.

Along with a good product, it’s 
important for your crews to be 
knowledgeable on what they’re 
treating. Mudge says there are 
numerous weeds that are tough 
to control, and even though there 
are good products on the market, 
they’re not perfect.

“It really comes down to ex­
pectations,” Mudge says. “Some 
companies understand these 
weeds are harder to control and 
they do a little better job.”

Mudge says the struggle to 
treat these weeds will depend 
more on the chemical companies, 
than the applicator.

“We need more products,” he PH
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*No Gas, Oil or Fluids

Catch a Bigger Future.

“Tom said due diligence would be 'arduous” 
and that was an understatement.”

“He improved my systems & EBITDA 
significantly...now we’re ready for sale.”

*Clean, Zero Emissions 

*Powerful 
*Low Maintenance 

*AII Day Mowing 
On One Charge

Featuring S.A.M.
(Solar Assisted Mower) 

*Ask us about the 
Federal Solar Tax Credit*

VISIT 90R WEBS8TE T9 
ENTER 98R NEMESIS 
999WER 6INESKSY

“We closed at $700K more than my previous 
Advisor thought possible AND got me 

$135K additional the morning of our Closing. 
Amazing!”

"Couldn’t imagine going thru this without 
Tom and his team.”

Manufacturing a full line of Electric, Commercial, 
Lithium Powered Mowers, Handheld Equipment and 

Backpack Blowers
Made in USA

www.ineangreenmowers.com 513-738-4736

Looking to Catch A Bigger Future? Get To Know 
Ceibass. Nobody has better relationships with 
private equity. No one is more experienced in 
the green industry. Call Tom today
303-974-7577

((i bn

VENTURE PARTNERS LLC

CEIBASS.COM

Tom Fochtman 
CEO, Ceibass 

TomoCeibass.com
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REDEFINE
YOUR MOWING
EXPERIENCE

Suspension Seat - Full suspension 
for ultimate comfort

OCDC - Foot-operated discharge 
chute to control grass clippings

Parker® HT Series - Smooth 
steering and 1,000 hour oil 
change intervals

InCommand™ Console -

Keyless ignition, SoftStart clutch 
engagement, and more

Redefine your mowing experience with the new BlackHawk HP 
series from Dixie Chopper. Elevate your ride with the smoothest 
steering, superior comfort seat, excellent hillside stability, and 
deep deck for heavy-duty mowing. See the new BlackHawk HP 
online or at your local Dixie Chopper dealer today.

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

dixiechopper.com


Lawn Care

Dollarweed - or pennywort - is a perennial broadleaf turfgrass weed that can be treated with a post-emergent.

says. “We need different active 
ingredients. We just don’t have 
that many tools in the toolbox for 
post-emergent herbicides. We’re 
relying on chemistry that’s really

old, but we just haven’t had a lot 
of active new ingredients come 
into the post-emergent world.”

NOT A CURE-ALL. Ask any chemi­

cal company what LCOs wish 
their herbicide could do, and the 
answer is the same.

“There’s really a desire for 
products that control multiple

weed species in a single jug,” 
Furrer says.

“As the manufacturer, we try 
to lean that way as well, and make 
it as easy and simple as possible,” 
Fausey says.

In the end, the effectiveness 
of the post-emergent you apply 
depends on how you apply it.

“The better coverage you can 
obtain, the more consistent the 
results will be,” Fausey says. 
“People that try to cut back on 
the spray volume or have larger 
droplets just do not obtain great 
coverage with the application. 
Results are going to be variable, 
but the best way to get more 
consistent results is to focus on 
the application itself.” l&l PH
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PAVE TECH,
Hardscape Outfitters

A BEAUTIFULLY SIMPLE, 
SUPER-EFFICIENT AND RUGGEDLY 

BUILT 1-PERSON TOOL FOR 
HANDLING PAVING SLABS

VISIT PAVETECH.COM 
TO DOWNLOAD OUR 2017 
PRODUCT CATALOG

Trenching Made Easy
Trenching depths of up to 27”

4 r\:__:__ _______— x «1 „/x r-55/0 onn■V LJiyyiHa «lUUlO Ul I (I.J li.JU

Digs in hard, rocky, clay and sandy soils 
s/ Easily trenches in hard to reach areas
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Don’t let Its small size give you the wrong Idea. The Bobcat® MT85 
does serious work. See why more landscapers are choosing this 
850-lb.-capacity mini track loader to bring their biggest Ideas to life.

I Build the ultimate landscaping machine:
Bobcat.com/LLBuildQuote

c

1.877.745.7813

‘Certain specification(s) are based on engineering calculations and are not actual measurements. Specification(s) are provided for comparison purposes only 
and are subject to change without notice. Specification(s) for your individual Bobcat equipment will vary based on normal variations in design, manufacturing, 
operating conditions, and other factors.
Bobcat is a Doosan company. Doosan is a global leader in construction equipment, power and water solutions, engines, and engineering, proudly serving 
customers and communities for more than a century.
Bobcat®, the Bobcat logo and the colors of the Bobcat machine are registered trademarks of Bobcat Company in the United States and various other countries. 
©2017 Bobcat Company. All rights reserved. 11333

Bobcat.com/LLBuildQuote
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Sponsored by

W RealGreen
US SYSTEMS

Moving social media 
links, and adding more 
white space, can create 

a welcoming header 
that will attract visitors.

I

LEADERSHIP

PrUsHelp You Grow Your 
Business

Green industry companies like Level Grden 
idscaping trust Landscape Leadership to bodst 

and attract more customers.

Learn How We Can Work Together

r
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Trends are always changing, and that includes what is popular 
when it comes to website design. By Chris Heiler

G
rab a cup of coffee to go with your trusted Lawn & Land­
scape magazine and open up that flashy website of yours - 
preferably on a mobile device. We’ve got some work to do.

Let’s take a look at how your company’s website reflects 
the trends in web design that we’ve been seeing over the

past couple of years.

1. FULL-WIDTH 
WEB DESIGN
Backgrounds have been 
eliminated in favor of 
stretching websites to the 
edge of the browser window. 
In many cases this full-width 
design has eliminated 
sidebars on most web pages.

Without these sidebars, 
navigation has moved into 
the header of most websites, 
simplifying the user experi­
ence. "Sticky" navigation is 
also becoming more popular, 
where the navigational links 
of a webpage seem to "stick" 
at the top as you scroll down 
the page.

• • • • • • - 
• ••••• •••
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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

Grow Revenue • Optimize Efficiencies • Evolve and Scale

® For a no obligation demo, visit: R .
RealGreen.com/MobileGrow £ systems

OO©O© (877) 252-9929
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Meet Our Team
We oil hove sometL mq in common at Level Gn 
l ondBcaptng: We a e dadteated commercial 
landscapers who k ve what we do.

2. A VISUAL 
‘HERO HEADER’
A hero header is the use of a 
hero image and text at the top of 
your homepage and other pages. 
These can be a fixed image or an 
image slider. Short video clips are 
becoming popular as well.

This prominently placed hero 
image and text is often the first 
visual a visitor will encounter on 
your website.

Including a call-to-action with 
a link to drive visitors deeper into 
your website is a popular strategy 
on a homepage.

3. MOBILE-FIRST 
APPROACH TO DESIGN
If your website is like most in our 
industry, 40-50 percent of visitors 
are most likely visiting your website 
on a mobile device. This calls for a 
mobile-first approach to the design 
of your website, which starts with 
responsive web design.

Built using responsive design, 
your website will automatically 
adjust to whatever device is viewing 
it. If a visitor pulls up your website 
on their iPhone, your site will 
"respond" to that unique device 
and render a more positive user 
experience without the annoying 
zooming, scrolling and tiny buttons.

»Instead of devoting an 
entire page to customer 

testimonials, scatter 
them throughout 
relevant pages on 

your site so potential 
customers see them.

4. WHITE SPACE 
IS YOUR FRIEND
Let the elements on your website 
breath. Adding more space 
between text, images and other 
design elements has been a popular 
trend in web design. Simplifying 
and adding more white space aligns 
with the mobile-first approach we 
just touched on.

5. A NEW HOME FOR 
SOCIAL MEDIA LINKS
The current design trend is to place 
social media icons and links in the 
footer of a website, as opposed to 
in the header which was common 
just a few years ago. Visitors know 
to scroll to the footer if they are 
interested in bouncing to your 
Facebook or Linkedln page.

What about Facebook widgets 
and other social elements? Just get 
rid of them.

6. SPOTLIGHT
ON CAREER
OPPORTUNITIES
Lawn and landscape companies are 
beginning to follow the trend set in 
other industries by doing a much 
better job showcasing the career 
path and opportunities that exist 
within the company.

This includes detailed listings of 
open positions, digitizing the ap­
plication process and even separate 
blogs for recruiting purposes.

7. PROFESSIONAL 
IMAGES OF YOUR 
PEOPLE
People want to do business with 
real people. So show your people 
on your website. I'm not just 
referring to the boring headshots 
of your executive team. Show your 
employees in-action inside and 
outside the walls of your company. 
Stop talking about how professional 
you are and show it instead.

The homepage is 
a logical spot for 
one or two killer 
testimonials.

8. PURPOSEFUL 
USE OF VIDEO
The use of video is a trend that 
hasn't slowed down. What I would 
personally like to see - already 
adopted in many other industries 
- are companies being more 
thoughtful in how they use video on 
their website as well as improved 
production quality.

9. LEVERAGE
CUSTOMER
TESTIMONIALS MORE 
EFFECTIVELY
The time has come to remove the 
"testimonials" page from your 
website where you share all of 
your glowing customer feedback. 
Instead, leverage your absolute 
best (and most relevant) customer 
testimonials throughout the site.

The homepage is a logical spot 
for one or two killer testimonials, as 
are your service pages. This is where 
relevancy can be highly effective: 
use customer comments that speak 
about your specific services.

10. SECURE YOUR SITE
SSL (Secure Sockets Layer) is a 
security protocol that establishes an 
encrypted connection between the 
browser and a server. In addition 
to this extra security measure, SSL 
sites (sites accessed with an https 
protocol) may receive a positive 
rankings boost from search engines.

In my opinion, how secure your 
website is will continue to grow in 
importance as a positive ranking 
signal for the search engines like 
Google. There is really no reason 
not to implement this security 
protocol at this point.

Does your current website reflect 
these web design trends? If not, 
it's probably time for a refresh and 
re-build, l&l

The author is the founder and president 
of Landscape Leadership, a green 
industry marketing agency.
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When your livelihood’s on the line, there’s no room for 
second best. Enter the all-new Yamaha MX825V twin, part 
of the Yamaha family of powerful, reliable and fuel efficient 
ZTR engines. The Yamaha MX-V series is an all-new-from- 
the-ground-up, high-performance, 75-degree V-Twin 
Electronic Fuel-Injection family of engines, delivering up to 
33 horsepower.* They feature incredibly strong power and 
torque, minimal vibration and noise for smooth operation, 
high fuel-efficiency, plus legendary Yamaha reliability and 
ease of serviceability. The all-new MX825V, MX800V and 
MX775V. For dependable power and fuel-efficiency, they truly 
are a cut above.

U1995
• CERTIFIED
# POWER.. 

An SAE International Standard

-Certified SAE J1995®

yamaha-motor.com

*Gross power output measured in accordance with SAE J1995® using the SAE J2723™ Certification Process. Actual power output of a 
particular engine can vary due to manufacturing tolerance differences, as well as numerous factors such as ambient operating conditions, 
how the engine is maintained, the type of equipment being powered, and variances in the installation, including the intake and exhaust 
systems, fuel delivery, and engine cooling. ©2016 Yamaha Motor Corporation U.S.A. All rights reserved.

motor.com


To get your 
crews to

efficiently, 
check out 
these new 
vehicles to 
add to your 
fleet this 
season.

BELLAMY STRICKLAND BOX DUMP COMBO
The pitch: With a landscape and dump body 
combo, this vehicle comes with the option of either 
gas or diesel engine chassis.
• It features a 10-foot lawn box with 48-inch side 
door and 36-inch primary door.
• Comes with 10-foot dump that features 48-inch 
side - 24-inch solid lower and 24-inch expanded 
upper panels, 8-foot double swing driver’s side 
pallet doors, rear barn doors and 24-inch upper 
expanded metal sections fold down on the 
passenger side
• Completing the truck are two 48-inch undermount 
boxes on the drivers side, and a 50-gallon non-pota- 
ble water tank and pump on the passenger side.
For more information: Bellamytrucks.com

NEELY COBLE ISUZUNPR HD
The pitch: Isuzu’s NPR HD features 
a dumping, removable dovetail 
landscape body and can go from a 
19-foot landscape truck to a 14-foot 
dump truck in less than 5 minutes.
• Features a 6.0-liter gas engine or 
a turbocharged intercooled diesel 
engine.
• A towing package is included, and 
comes with electric brake control.
• It comes available with either a 
standard 2-door cab, or a 4-door 
crew cab, which seats seven.
For more information: 

Neelycoble.com

The pitch: The 2017 Ford 
F-Series Super Duty chassis 
cab features the new F-350, 
F-450 and F-550 in the 
lineup.
• Features a front gross axle 
weight rating of up to 7,500 
pounds that supports carry­
ing bigger snowplows, taller 
utility buckets and cranes or 
other specialized vocational 
body upfits.
• The gross combined weight 
rating can reach up to 40,000 
pounds - the combined 
weight of the truck and ev­
erything it can haul and tow 
- for both truck and trailer. 
•With 330 hp and 750 lb.-ft. 
of torque, the second-genera­
tion Ford-designed, Ford-built 
6.7-liter Power Stroke V8 
turbo diesel - is created for 
Class 4 and Class 5 Super Duty 
chassis cab.
For more information:

Ford.com
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Stuck in a rut?
Can't get it figured out? 

WE CAN HELP.

«&t Fleetmatics’
A Verizon Company

This year, Lawn & Landscape partnered with 

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

And in 2018, we’re doing it again.

In the next edition of the Turnaround Tour, 

we’re helping three more landscapers solve their 
toughest problems. Deadline is Aug. 31. Apply at 

Lawnandlandscape.com/page / turnaround-tour.

Lawnandlandscape.com/page


Suppliers

JUST LIKE 
MARRIAGE
Your relationship with your vendor 
By John Morrell

is similar to one you may have at h<

C
REATING A SOLID 
relationship with suppliers 

and vendors in considered 

crucial in any Business, but 

it may be even more so in 

the landscaping industry. The quality of 

a supplier’s products directly impacts the 

contractor, since your clients will blame you 

for new paving stones that change color, or 

flowers that die a week after planting.
This is why regularly evaluating your 

suppliers and making sure everyone’s on 

the same page can improve your overall 
business goals.

With so much at stake, here are some 

tips from industry pros on how to keep and 

establish good vendor relationships.

COMMUNICATION IS NUMBER ONE. In mar­
riage, we’re told that it’s a big mistake to 

read your spouse's mind, and it’s just as big 

an error to think they’re able to read yours. 
The same advice applies to your suppliers.

"They might have an idea of the kind of 

projects you're working on but they're not 

in your head," says Jevard Hitch of Ascend 

Landscaping & Irrigation in Commerce 

City, Colorado.
“They'll guide you to something new in 

the market, but the contractor knows what 

the customers are looking lor. So, a good

■ ,

two-way street of communication is essential.” Suppliers, for their 

part, work better when knowing how much product to get from 

their distributors, which is why you may be getting calls from your 

rep for fall items in April.
Getting a handle on your long-term needs can help keep your 

costs down (buying at low-season prices) and give your supplier a 

cue into what you may be needing later.

YOU'RE NOT THE ONLY ONE. In the same way that you have lots of 

different customers, so does your landscaping supplier. The fact 

that they probably also serve your closest competition means you 

may get suspicious about who's getting a “better deal.”
Understand your rep is likely to be busy at times and won’t be able
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to return your call right away, 
but if you’re getting longer and 
longer wait times for the callback, 
it may be time to find someone 
else. A good sales rep will listen 
when you talk and be responsive 
to your needs, but you'll have to 
decide if it’s better to be patient 
with a company you see value in 
doing business with, or see what 
others have to offer.

IS THAT THE BEST YOU CAN DO?

It’s likely that your customers 
ask for deals from you, are you 
asking for enough from your 
vendors?

If you’ve been doing steady 
business with a company for 
a good period, and you know

Having a good relationship with a vendor will come in handy the next time 
you need a product while in the middle of a project.

someone else is selling a par­
ticular product cheaper, there’s 
no harm in seeing if you can 
get the same deal. There’s also

the advantage, once you build 
up a good relationship, of the 
“unadvertised special.”

“When some of my suppliers

are clearing inventory, espe­
cially of products I use regularly, 
they’ll give me a good deal on 
it,” says Mike Garcia, who runs 
EnviroscapeLA in Los Angeles.

“They’ll also get inquiries 
from the public about what they 
sell and they’ll forward me the 
contact information. I wouldn’t 
be getting that from them if I 
was just an occasional customer.”

If shopping solely on price is 
your strategy you may not get 
these extra benefits, but it pays to 
seek the best deal possible from 
a supplier you like.

THE RIGHT WORDS. If you have 
an operation where landscapers 
in the field place orders directly

AmericanHort
PRESENTS Cultivatel7

An AmericanHort Experience

+ + + + + + + + + , + + + + + + + + + + + + + + + + + + + + + + + + +

+ + + + + + + You + Cultivate = Results + + + + + + H
+ + + + + + July 15-18, 2017 | Columbus, OH USA | AmericanHort.org/Cultivate + + + + + + +

+ + + + + + + + + + + + + + + + + + + + -*• + + + + + + + + + + + + + + + -

LAWNANDLANDSCAPE.COM | MAY 2017 107

AmericanHort.org/Cultivate
LAWNANDLANDSCAPE.COM


Suppliers

with your suppliers, making sure 
there isn’t a language barrier can 
help move things along. “Most 
big suppliers do this, but it really 
pays on the supplier side to have 
a large bilingual staff,” says Jason 
Paulson of Ewing Irrigation in 
Riverside, California.

“Roughly 75 percent of the 
landscapers we work with are La­
tino, so we make sure that we've 
got people who can speak with 
them about their needs, on the 
phone or at the counter, and get 
them going on with their day.”

FIXING A PROBLEM. When prob­
lems and misunderstandings oc­
cur, be sure to try and stay cool.

“We were doing a project

where we needed to install ar­
tificial turf at a job site within 
a short time frame,” says Lau­
ren Bloom of Bloom Concrete 
& Landscaping in Lakewood, 
Colorado. The vendor showed 
up with the delivery on time but 
it was the wrong turf. A quick 
call to her rep got an over-the- 
top response.

“He loaded the turf into his 
own truck and raced to the job 
site,” she says. “We got it in­
stalled in time and his extra work 
was very appreciated.”

Making sure you know who to 
call, a rep and/or manager, when 
something goes awry can ensure 
a positive experience.

If you’re a long-time cus­

tomer, there’s a good chance that 
the individual in charge will pay 
a visit to make sure you're happy.

BECOME A PARTNER. In an ideal 
situation, your supplier is ready 
to help you serve your customer.

“I recently had a lighting proj­
ect where the customer wanted 
these new outdoor LEDs that 
changed color,” Garcia says.

“I checked in with my supplier 
and not only were they able to 
get me expedited delivery, they 
sent a representative to show 
how best they should be installed 
and who worked with the cus­
tomer, walking him through 
their operation. That really im­
pressed me and the customer, I

wouldn’t have received that level 
of service if I hadn't been a buyer 
from them for years.”

Getting that kind of assistance 
happens regularly in good busi­
ness relationships. Talking with 
suppliers about difficult projects 
can result in ideas or help. “A 
big part of what we do is educa­
tion,” Paulson says. “Whether 
it’s showing a professional a new 
product or tool, or a new way to 
do a job, that’s what we expect to 
do daily. If you have any kind of 
question, feel free to ask.”

The bottom line, spending 
time on your suppler relationship 
is probably worth the effort, l&l

The author is a freelancer
based in California.

PROPANE EDUCATION 5 RESEARCH COUNCIL

PROPANE ISMB.«!»

MOWER
INCENTIVE PROGRAM

LAUNCH YOUR SAVINGS WITH THIS INCENTIVE 
TO SAVE MORE TODAY AND TOMORROW.

The Propane Mower Incentive Program is 
your first step to saving more with propane 
mowers — because you'll save more over the life 
of the equipment, too. With this program, you 
could earn up to $1,000 per new propane mower 
purchase, or $500 per qualified conversion.
Go online to learn more about the incentive, 
and apply to kick off your savings today.

PROPANE.COM/MOWER-INCENTIVE

ROPANE
CLEAN AMERICAN ENERGY'
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THE LIFE OF A

DEAL
If you have any thoughts about 
selling your business years 
from now, start preparing to 
sell your business now because 
the process to get to a final sale 
is a complicated venture.
By Tom Fochtman

W
HEN SELLING 
YOUR BUSINESS,

you will enter into a very 
complicated and ardu­

ous transaction that will consume you for 
three to six months, maybe longer. It will 
be the most intense business transaction 
you have ever dealt with.

To help you prepare for that moment, 
here is a simplified look at the process 
you will go through, from start to finish, 
in what I refer to as “the life of a deal.”

GETTING READY TO SELL. Gain clarity 
about why you are selling or transi­
tioning your business - securing your 
financial freedom, health, age, burn 
out, about to happily retire, etc. This 
will help you get through the highs and 
lows of the process.

SELECTING YOUR TEAM. The first order of 
business is engaging with the right team

of people that will represent you and be 
your thought partners through the pro­
cess. You will need legal, tax accounting, 
estate planning and an intermediary to 
coordinate the process. I do not recom­
mend trying to go it alone, handling 
the coordination and negotiations by 
yourself. Most owners do not possess the 
proper skill set and you have a business to 
run while in the process. You should hire 
a business broker or engage with one of 
the few firms in the U.S. that specialize 
in the landscape industry.

Typically, an investment banking 
firm or intermediary can handle the 
entire process and has access to all of the 
professional service firms necessary to 
complete the transaction. This is much 
easier for you. Plus, it allows you to focus 
on managing your business during the 
transaction. The last thing you can tol­
erate as a seller is having your company 
show any signs of negative trending, ©
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which can easily occur if you 
get overly distracted during the 
sales process.

EVALUATING INFORMATION.

Hopefully, you have an exit 
plan in place and have gotten 
your company ready for sale. 
Good management team, sales 
and profits are trending upward, 
equipment and fleet are current, 
systems and procedures are 
working well and your company 
is truly ready to go to market.

If not, you might get the mes­
sage from your intermediary that 
there are some items that should 
be addressed prior to going to 
market, and those might take 
1-3 years to address. If you do

not address them, you can expect 
to get a lower offer than you 
could if you addressed them. It 
will depend if you have the time 
and stamina to get your house in 
order. That choice will be yours.

SALES PROCESS. During the 
interview process to select your 
team, you will hear about using 
a controlled auction method or 
a process that is more selective. 
Generally speaking, a controlled 
auction will produce higher of­
fers but it is also extremely hard 
to keep things quiet once the 
potential buyers hear about an 
opportunity. They will use their 
network to learn about your 
company and it’s hard to keep

all of that quiet. You run the risk 
of your employees and possibly 
your clients hearing that you are 
for sale. If you are more selective 
and only approach buyers who 
your intermediary thinks are a 
good fit, they will be willing to 
pay a higher price to have the 
opportunity to purchase you off 
market. Off market transactions 
require a premium and will 
generate a very handsome offer; 
good intermediaries will play this 
angle. You and your intermediary 
will decide which is the best and 
agreed upon method to pursue.

KEEP IT CONFIDENTIAL. Once 
you and your team have agreed 
on which method to use, and

collected and evaluated all the 
relevant data, your team will 
create a confidential information 
memorandum (CIM). This is 
basically an offering statement 
about your company and will 
be the initial and primary tool 
that will be used to market the 
company.

They will also create a 1-2 
page prospectus memo or teaser 
about your company that will 
be anonymous in nature but 
will give a high-level overview 
of your organization and the 
opportunity.

If a potential buyer likes what 
they read in the prospectus, they 
will agree to execute a non-disclo­
sure agreement (NDA) or a con-

TIME IS MONEY
SO STAY ON TRACK AT JOBSITES WITH 
LOCKABLE STORAGE AND SERVICE BODIES
With all of the tools to keep workers going 
all day and not left waiting for the truck to 
return to complete the job, Switch-N-Go® 
hoist system and interchangeable bodies will 
help keep your jobs active through the day.

MADE IN THE

US/aZ Switch-N-Go.com • 888 311 -0867
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FREQUENTLY ASKEO QUESTIONS 
ABOUT THE LIFE OF A DEAL

Q. How long does the process take from start to finish?

A. Assuming a seller is truly ready to start the process, four to six months. 
Four months is a bit aggressive and eight months would mean there were 
some challenges during the process. More typical would be six months.

Q. Why does the process take so long?

A. From the time a potential buyer looks at a quick teaser sheet on your 
company, then signs an NDA, then receives the prospectus which hopefully 
will result in an LOI tendered, four to six weeks of time will have passed.
Then Due Diligence starts. The Purchase Agreement is negotiated. Keep in 
mind most investor buyers will have other transactions going on. If it's a 
strategic buyer they have their own business to run during the process.

Q. What is all the buzz about having an exit strategy?

A. Most business owners get so focused on managing their business and 
don't take time to plan for the future. Don't be head down and butt up.

If you want to maximize your value and the price you sell for, you need to 
be following a plan to get your value up. It involves things like the power of 
your brand, the quality of your management team, having a 90 percent plus 
renewal rate on contracts, updated fleet and equipment, a low work comp 
MOD rating and a host of other very key items. Don't sit back and think it will 
happen. It won't. As an owner you need to have a strategy in place with the 
end game in mind - selling for the highest price possible.

fidentiality agreement (CA) to 
receive the CIM. This gives you 
assurance that the information 
they are about to receive will be 
held in confidence and will not 
be discussed to outside parties. 
It also gives you some level of 
legal recourse if the agreement 
is broken. Frankly, this is a bit 
of fluff as the responsibility will 
be on you to pursue someone 
and it will be your legal fees that 
mount up. But the NDA/CA 
is meant to keeps things on the 
down low. Once an agreement 
is executed the potential buyer 
will receive the CIM and your 
identity will be revealed.

It’s possible you will receive 
a preliminary offer based on

the prospectus. We recently 
received a $14 million offer for 
one of our clients based solely 
on the prospectus. That offer 
went up once we negotiated the 
letter of intent (LOI). But more 
typically some information will 
be exchanged and if the buyer 
is ready to move forward, they 
will tender an LOI and once 
final terms are negotiated, due 
diligence will begin.

LOI’s are non-binding but 
they are the basis of the trans­
action. The LOI will include 
pricing, terms, warranty and 
representations that both par­
ties agree to, non-compete 
and employment agreement 
language, etc. — the basic terms

DESIGNED TO SAVE. BUILT TO LAST.

S«
S Call 1.800.522.9146

today for a catalog 
SKifcîS? www.digcorp.com

Save Water with DIG’s EXCEL™ 
Pressure Compensating (PC) 
Dripline with Check Valves

• Accurate, self-flushing PC emitters

• Two outlets per emitter

• Available with .6 or 1 GPH emitters
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of the transaction. Again, an LOI 
is non-binding but the core terms 
of the document are important.

DUE DILIGENCE. I’ve heard a lot of 
analogies around due diligence 
and most are not able to be 
printed in this magazine. Due 
diligence will be the toughest, 
most stressful and arduous pro­
cess you have ever engaged in. It 
is a more in-depth review of your 
company than any outside party 
has ever been involved with.

A secure data room will be 
opened (Dropbox, Citrix) and 
a serious amount of documen­
tation will be uploaded. This 
includes contracts, customer 
data, everything related to HR,

workers’ compensation, all levels 
of insurance, information on 
your fleet/equipment, your facil­
ity if that is involved, an environ­
mental study on the facility and 
things like background checks 
on key employees, including 
the owner(s) if you are staying 
with the company. It will be 
you as the owner and anyone 
on your team that you trust to 
be involved or an outside party 
that you engage to assist.

Something to remember is 
that the buyer is taking on virtu­
ally all the risk going forward 
from the day of closing. They 
must be 100 percent assured that 
the investment they are mak­
ing is sound. Frequently there

will be outside investor money 
involved and the investors must 
be protected and reassured that 
their investment is a good one.

PURCHASE AGREEMENT. While 
going through due diligence, the 
purchase agreement will be ne­
gotiated. It will either be a stock 
purchase agreement (SPA) or an 
asset purchase agreement (APA). 
Most transactions today involve 
an SPA and the buyer and seller 
agree to use IRS election 338 
(h) which will treat the transac­
tion as an asset purchase for tax 
purposes. Election 338 allows the 
buyer to get the step-up in basis 
on the assets that they need to 
make the transaction work.

The advantage to the seller 
is the unforeseen and future 
liabilities of the company that 
might present themselves to the 
new owner. As the seller you will 
make very thorough warranties 
and representations about known 
and unknown liabilities but they 
will reside with the new owners 
post-closing. Additionally, mon­
ey will be held back at closing for 
up to 24 months to pay any of 
these liabilities that might come 
up. It is not the intent of the 
buyer to keep any of this money 
but they do need some monetary 
protection in the event liabilities 
present themselves.

An asset purchase agreement 
is much simpler than an SPA.

Ditch Witch
Featuring a durable build and innovative designs, 

our professional-grade Mini Skid Steers are equipped with everything you 

need to get the job done with the quality you expect. By the end of the 

work day, they’ll be more than machines—they’ll be part of the crew.

Learn more at ditchwitch.com.
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FREQUENTLY ASKED QUESTIONS 
ABOUT THE LIFE OF A DEAL

Q. How many potential buyers of my company are out there?
A. It depends on the size and make up of your company. The most coveted 
acquisitions today are commercial landscape maintenance companies.
Buyers would prefer 75 percent maintenance, enhancement and snow- 
related revenue and will consider up to 35 percent in new installation work.

If you combine all active buyers of landscape companies today, I would 
speculate there are about 35 potential buyers active in the marketplace 
today. Not all of them will be a fit for your company, but if you combine all 
active buyers today, there are quite a few.

Q. How do we know how much our company is truly worth?
A. Your advisers will council you on this all-important question. Generally 
speaking, my experience has been that most sellers think that their company 
is worth more than what the market is willing to pay. The price will most 
likely be based on your adjusted EBITDA. It is fairly easy to calculate EBITDA. 
Adjusted EBITDA takes into consideration all of what is commonly referred 
to as 'owner add-backs' and extraordinary expenses. Calculating adjusted 
EBITDA takes some very careful analysis and evaluation.

The old adage of "your company is only worth what someone will pay 
for it" is true. The key is positioning your company so a buyer sees great 
value in the company. Ideally you will have more than one interested party 
looking at acquiring your company. A key component of the adviser you 
hire is how well they take you to market and get potential buyers interested.

The warranties and indem­
nifications are significantly 
reduced, as well as the time 
spent on due diligence in gen­
eral. And the buyer still gets 
the step in basis on the assets 
that they need. The past and 
future liabilities will stay with 
the seller since the stock was 
not purchased. The challenge 
is that all of your contracts 
have to formally be assigned 
to the buyer.

Every contracted customer 
has to receive communication 
and a document must be ex­
ecuted to assign the contracts. 
For larger companies this can 
be daunting. In a stock pur­
chase transaction, technically

the customer does not need 
to be made aware unless the 
seller has executed contracts 
that have ‘change of control’ 
language in them. The APA 
is much easier but an SPA 
is much easier to deal with 
contracts, which is the primary 
reason most transactions today 
are handled as a stock pur- 
chase/sale.

At this point due diligence 
will have begun and once the 
buyer is comfortable with the 
proceedings, they will then 
invest the time to work on the 
purchase agreement. Part of due 
diligence will be scheduling a 
Phase I for the site(s) assuming 
the buyer intends to continue

INSTANT GRATIFICATION
Your customers want it,

PRO Landscape lets you deliver it.

In the office or on the go, PRO Landscape has all the tools you need to create winning designs.

oDn

LEARN WHY PRD LANDSCAPE DOES IT BETTER
prolandscape.com | 800-231-85741 sales@prolandscape.com

PRO Landscape
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to occupy the property. The buyer may perform 
much of the due diligence themselves or engage 
a firm to handle it. As mentioned before, a 
wide range of documents will get uploaded 
into a secure data room. Your CPA will need 
to assist you and once you are comfortable that 
the transaction appears it will close, you will be 
doing tax planning with your CPA.

And you should be working with a succession 
planner and your CPA to talk about several 
types of trusts and ways to shelter your proceeds. 
The whole due diligence and negotiation of the 
purchase agreement will be a minimum of 2 
months and could easily take longer. You have 
your business to manage and the buyer may have 
other transactions in play, or a business to run.

CLOSING. Ultimately your goal is crossing the 
finish line. A closing date will have been set 
in the Purchase Agreement and assuming it is 
met, a closing not too different than a real estate 
closing will occur. Attorneys are involved and 
possibly a closing agent. If the buyer and seller 
are in two different locations, the closing will be 
remote. You will sign a lot of documents and 
monies will be wired. With stock purchase agree­
ment, typically several parties are paid at closing: 
The seller, the intermediary, the attorneys and 
possibly the CPA. This occurs because the new 
owner of your stock will not allow any of these 
involved parties to NOT get paid and have them 
come back at the company. These parties act as 
a sort of lien holder.

They are paid at closing so there is no risk of 
them not getting paid. As mentioned earlier, 
some of the seller’s funds will be held for up to 
24 months either in escrow or as a promise to 
pay from the buyer. There will be trigger point 
dates along the way and some of the funds will 
be released. Typically and assuming there are no 
liability issues that need to be resolved, all funds 
are released within 24 months. In most transac­
tions 10-15 percent of the proceeds are held back 
as hold back money for the 24-month period.

Post closing: Happily ever after. If everyone 
has done their work effectively, buyers will be 
happy, and you’ll be happy. This gives you the 
freedom to pursue what’s next? l&l

The author is CEO of Ceibass Venture Partners in Colorado.

products

THE UA40 AERA-VATOR
is perfect for a sub-compact tractor. 

Used in conjunction with the electric drive 

seed box, the vibrating solid tines create 

the ideal seedbed for germination.

The unit has 5 interchangeable shaft 

options for increased versatility.

sales@1stproducts.com • 1-800-363-8780 • 1stproducts.com

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.

Il USlffi MR HP. WK DOWN SNO wm BFF113 WW OUMIM THE HP ®0

Call Bonnie Velikonya @ 
800-456-0707

Use Reprints As:
• Sales Aids
• Recruitment Tools
• Managed ePrints
• Trade Show Handouts
• Media Kit Supplements
• Educational Programs
• Employee Training
• Sales Presentations
• Conference Materials
• Direct Mail Campaigns
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BUSINESS OPPORTUNITIES BUSINESS FOR SALE BUSINESS SERVICES

SELLING YOUR BUSINESS?

FREE
APPRAISAL

Professional Business Consultants

NO BROKER 
FEES

Merger '& Acquisition Specialists

Professional Business Consultants can obtain purchase 
offers from qualified buyers without disclosing your 

identity. Consultants’ fees are paid by the buyer. 
CALL:

708-744-6715
FAX: 508-252-4447 

pbcmello 1 @aol.com

¡MAKE MORE MONEY!
$$ Attention Landscapers $$

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

Go to Pestcontrollicense.com
Give us a call 352-443-1193

BUSINESS FOR SALE

FOR SALE in Colorado
LANDSCAPE, IRRIGATION, 

EROSION CONTROL BUSINESS 
Gross Sales of $6.1 Million in 2016 

with EBITDA of $ 1.7 million 
$7 Million of Awarded Work for 2017

Contact Ken Galecki, The FBB Group Ltd. 
ken@fbb.com • 303-257-1620

atJ ACQUISITION 
Experts ut

EAST COAST OF FLORIDA 
TREE AND CONTRACTED WORK

Sales $2.7M Great Equipment
Contracted Work

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

E-mail: john@acquisitlonexperts.net 
Visit our website at www.acquisitionexperts.net 

WE SELL BUSINESSES

LAWNANDLANDSCAPE.COM

FOR SALE: 
LAWN-LANDSCAPE- 

SNOW REMOVAL BUSINESS 
PRIME LOCATION IN WEST VIRGINIA

Owner wanting to retire. A premier 
company with an excellent reputation. 
Over 30 years in business. A fully staffed 
experienced team. Approximately 200

weekly/bi weekly commercial and 
residential accounts. Average annual 

gross sales are 700k to 800k a year. Asking 
995k. Sale price includes 2 properties (1 
with commercial building), trucks, lawn, 
landscape and snow equipment. Owner 

will help with transition. Price is negotiable. 

Call 1-681-315-8803

Sprinkler installation and repair 
company in Redlands, California, 
established 1987, huge customer 

base, owner operated, 
no employees.

Nets $100,000 sell: $350,000.
Also 3-bedroom home, 

commercial zone: $435,000

909-295-2204

BOOKS

Benchmarks for Landscape 
Construction Professionals

Publication Special for Jim Huston's new book!

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

• Benchmarks book
• Benchmarks audiobook

• Benchmarks MS Word CD
33% Discount!

All three for $150 plus $19 S&H

Email Jim for more info at jhuston@jrhuston.biz

BUSINESS SERVICES

Need to calculate the value 
for a Green Industry Company?

From the Green Industry's Leading 
Management Consultant!

Obtain a written evaluation for your 
business or a business that you're 

thinking about buying.
Cost to you $3,500.00

Email Jim Huston for details at:
jhuston@jrhuston.biz 

Or call: 1-800-451-5588

J.R. Huston Consulting offers....
Standardization for Profit 

(SFP) Consultation
with Michael Homung of

ValleyGreeri
Companies

Work with a successful lawn care 
professional with 28 years of experience 

to provide you with the tools and the 
training you need to start and grow your 

lawn care company profitably.

Total cost is $1,500 for one day/$3,000 
for two days, plus travel expenses. 

You will also receive 60 days of free 
telephone support.

If you would like to schedule a 
SFP consultation, please contact 

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

for scheduling and further details
at your earliest convenience. 

http://valleygreen.net

ESTIMATING

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

Fully Integrates Estimating, Job Costing & More

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

FOR SALE

Spot-spray pesticide whilec
GRE6S0N-CLARK

blanket applying fertilizer

Toll free - 800.706.9530 
Phone - 585.538.9570 

Fax - 585.538.9577
Sales@GregsonClark.com 

* onn«KHi ofRhett M cteik, inc. GregsonClark. com
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Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 X2çi or bvelikonya@gie.net.

FOR SALE FOR SALE HELP WANTED

Seat Warehouse
Quality Replacement Seats

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

LAWN MAINTENANCE 
AND LANDSCAPING FORMS

Order online and save. Invoices, Proposals, Work 
Orders, Door Hangers, Promotional Products and 
more. ShortysPrinting.com. 1-800-746-7897.

Walk Behind 
Sprdhders

PowerSpreaders
.COM

941.650.9730
Discount

Small Engines & Parts
Small engines & parts 

from Briggs & Stratton, Kohler, 
Tecumseh, Robin and more.

www.smallenginesuppliers.com

Also, look up your own parts 
and buy online at

www.smallenginepartssuppliers.com

NEW/USED/REBUILT
Plows, Spreaders and parts 

Largest diverse plow inventory 
Western, Fisher, Blizzard,

Meyer, Diamond, Snoway,
Snowman, Boss, Snowex 

1000 plows In stock 
WWW.STORKSPLOWS.COM 

610-488-1450

Jacto PJB16 & HH5 @jacto

FREE SPRAYER

PJB16 HH5
versatile battery-powered sprayer pro-grade compression sprayer

The PJB16 is the world's most advanced battery-pow­
ered sprayer. With 5 pressure settings, 4 walking 
speeds, agitation, Li-Ion battery, 8 hour average

continuous spray time and much more. Buy a PJB16 
between March 1 & May 26 and receive our popular 

HH5 compression sprayer for free. The perfect 
combination for specialty growers, nurseries and 

landscapers.

For complete details go to www.jacto.com 
800-JACT010 (800-522-8610) • info@jacto.com • www.jacto.com

GOT PLOW 
PARTS?

WWW.GOTPLOWPARTS.COM

HELP WANTED

SPECIAL PROJECTS LEADER

Large landscape company is seeking 
experienced installer of plants and irrigation. 

Must have a minimum of 3-5 years 
of previous experience.

$15-$25/HR 

Call (925) 786-2780
RESUMES: email to: greg@fslandscape.com 

43197 Osgood Rd.
Fremont, CA 94539

LAWNANDLANDSCAPE.COM

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

NOW HIRING - ACCOUNT MANAGER

Landscape Sales 
Estimator I Designer

We are seeking a talented individual that 
has the desire and drive to help grow a 

thriving landscaping company. Candidate 
will spend majority of time finding new 
clients to sell lawn care and landscape 

contracts to. Other responsibilities would 
include, but are not limited to, building 
relationships with property managers 

and monitoring and controlling costs and 
increase profitability.

Qualified candidate would have proven 
track record of sales and experience 

in measuring, bidding and estimating 
landscape and lawn care properties 
including shopping centers, parks,

schools and homeowners associations. 
Candidates must also be self-motivated, 

persistent and professional, have excellent 
organizational skills, be personable, have 
good communications skills and capable 
of building strong relationships. Design 

experience a plus.

Position entails both office and field work. 
Must have confidence selling to customers 
face to face, and be able to close the deal.

For immediate consideration please 
send resume and salary requirements 

to jamie@lehighlandscaping.com 
or fax to (845) 463- 6918.

LOOK FOR 
LAWN & LANDSCAPE ON

facebook
facebook.com/lawnandlandscape
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INSURANCE HELP WANTED HELP WANTED

Liability Insurance 
For Your Work

Most insurers will not 
provide coverage for 
damaged lawns as a 
result of your work as 
defined in all standard 
General Liability policies.
If your tech is negligent, THE
the product applied is KEENAN
improperly mixed or 
agitated, a rogue em­
ployee intentionally damages the yards, 
or perhaps the lawn was not properly 
diagnosed, there is no coverage for the 
damage done to the customer's lawn as 
a result of your work. Some insurers call 
this the business risk exclusion.

Other common endorsements that 
have been added to General Liability 
policies in the past such as the Pesti­
cide-Herbicide Applicators endorsement 
and various forms of Contractors Limited 
Worksite Pollution endorsements will not 
cover damages to your customer's lawns 
based on the issues discussed above and 
damages caused as a result of your work.

The Keenan Agency, Inc. has designed 
a stand alone Lawn Care Professional 
Liability policy which will provide cover­
age for damaged customers lawns due 
to your negligence including damages 
which are/were the result of your work.

This program is not a replacement 
for your standard commercial general 
liability policy.

In summary, you probably do not 
have the coverage you think you have.

Please contact The Keenan Agency, Inc. 
if you are concerned that your current 
coverage does not cover your work.

Premiums as low as $550/yr.

The Keenan Agency, Inc.
6805 Avery-Muirfield Dr., Suite 200 

Dublin, Ohio 43016 
614-764-7000

Rick Bersnak - Vice President 
rbersnak@keenanins.com

Gen. Liab., W.C. and Comm. Auto, 
Property Programs also available.

Florasearch, Inc.
In our third decade of performing 

confidential key employee searches 
for landscape and horticulture 

employers worldwide. Retained.
Career candidate contact welcome, 

confidential and always free.

Florasearch, Inc.
Phone: 407-320-8177 

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

IRRIGATION TECHNICIAN

Large Landscape company is seeking 
experienced Irrigation Technicians with valid 

driver's license. Must have a minimum of 
3- 5 years of previous experience. Qualified 

females are encouraged to apply. 
INTERVIEWS: Tuesdays at 7 a.m. to 9 a.m. 

$14-$18/HR | Full-time 

RESUMES: email to: paulw@fslandscape.com 
Call Paul (909) 851-3763 

1139 E. Dominguez St. Unit A 
Carson, CA 90746

INSURANCE

INSURANCE PROGRAMS: ALL LAWN / LANDSCAPE BUSINESSES

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

PLUS SPECIALTY COVERAGES INCLUDING:

♦ Professional Liability

♦ Damage to YOUR Customer’s Property / Your Work

♦ Pollution Liability Including Auto Spill

♦ Herb/Pest Endorsement

Active Members of; NALP—ONLA—QLCA—CALCP

CALL 1-800-886-2398 TODAY FOR A QUOTE!

Daryl Erden, Green Industry Specialist 

daryl.erden@bureninsurancegroup.com

FIELD OPERATIONS 
MANAGER

Full service landscape company 
seeks experienced Field Operations 
Manager. Must have a valid driver's 

license, minimum 5 years landscaping 
experience and minimum Associate's 
Degree in green industry. Competitive 

salary, sales commission,
401K and much more.

If you're looking for a place 
to grow, email resume to: 

employment@completelawn.com 
Contact Rusty Stout 703-560-5296

LANDSCAPE EQUIPMENT

TREE STAKES
Doweled Lodgepole Pine 

CCA Pressure Treated 
2" Diameter, Various Lengths 

Economical, Strong and Attractive 
Phone: 800-238-6540 

Fax: 509-238-4695 
JASPER ENTERPRISES, INC.

We ship nationwide.
Web site: www.jasper-inc.com

LawnârLandscape
Place your Classifi iy!
Please contact Bonnie Velikonya at 

‘ [800-456-0707x2910rbvelik0nya@gie.net.
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Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 X291 or bvelikonya@gie.net.

LAWN SIGNS

1

PROMOTIONAL 
POSTING SIGNS

SIGNS
Marketing, Design & Print

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

RNDsigns.com • 800.328.4009 
Posting Signs • Door Hangers 
Brochures • Mailers More

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

LETTERS Wanttosound
off on something

the EDITOR you saw in 
this issue?

Have an idea that you think would be 
worth featuring in next month’s Lawn & 
Landscape? We want to know.

Call or email Chuck Bowen 
at 216-393-0227 or cbowen@gie.net.

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 800-456-0707
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DON'T PASS
THAT BATON!

Losing your copy of 
Lawn & Landscape each 
month? Tell them to get 
their own subscriptions!

Contact us any time at 
subscriptions@lawnandlandscape.com. 

Subscriptions are also offered at 
lawnandlandscape.com/subscribe.

Ad Index

1 Advertiser Website Page # |

ist Products istproducts.com 115
3M 3M.c0m 15
AM Leonard amleo.com 50
American Honda honda.com 5
AmericanHort AmericanHort.org 107
AMSOIL amsoil.com 21

Ariens/Gravely gravely.com cover band, 123

Barreto Mfg. barretomfg.com 82

Bayer backedbybayer.com 31
BioPlex bio-plex.com 121

Bobcat Co. bobcat.com 99
Boss LM bosslm.com 121

Ceibass ceibass.com 96

Cub Cadet cubcadet.com/pro 47
Deist Industries switchNgo.com 111

Dig Corp. digcorp.com 112

Ditch Witch ditchwitch.com II3
Dixie Chopper dixiechopper.com 97
Dodge Ram ramtrucks.com/commercial 52
Dow AgroSciences dowagro.com 11

Ewing Ewinglrrigation.com 9i
Exmark exmark.com 79
FMC fmcprosolutions.com 77
Ford ford.com/commercial-trucks 62-63.

FX Luminaire fxl.com 124
GIE+Expo GIE-EXPO.com 74
GPS Insight gpsinsight.com 48
Graham Spray Equipment grahamse.com 28

Greenworks Tools greenworkstools.com 7
Ground Logic groundlogic.com 22

Husqvarna husqvarna.com 35
Isuzu isuzucv.com 13
Jacks Small Engines JacksSmallEngines.com 76
John Deere JohnDeere.com 27
John Deere Construction JohnDeere.com/ChooseYourDeal 43
Kichler Lighting landscapelighting.com 51
Koch KochTurf.com/lawns 83
Kubota Tractor Corp. kubota.com 33
Lebanon Turf Products LebanonTurf.com 18,19
LMN golmn.com 16-17,36-37
Magna Matic Corp magna-matic.com 30
Mean Green Products meangreenmowers.com 96
Mercedes MBVans.com 41
Mini Trencher minitrencher.com 98
MistAway mistaway.com 24
Neely Coble neelycoble.com 85
Northeast CAT NECatDealers.com/bcp 49*
Novae NovaeCorp.com 34
Nufarm nufarminsider.com 20
Pave Tech pavetech.com 98
PBI/Gordon Corp. pbigordon.com 25*, 80-81
PECO lawnvac.com 82
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Ad Index

Advertiser Website Page #
PermaGreen Supreme permagreen.com 9

Permaloc Aluminum Edging permaloc.com 32

Pine Hall Brick americaspremierpaver.com 94

Pro Landscape / Drafix prolandscape.com 114
Propane Education 

& Research Council
propane.com 86-87,108

Rain Bird rainbird.com 23

Real Green Systems RealGreen.com 101

Sava Lawn savatree.com 34

Sprinkler Magician MosquitoMagician.com/lawn8dandscape 22

Stihl STIHLusa.com 45

Ta keuch i takeuchi-us.com 95

Toro toro.com 65

TruGreen trugreen.com 78

ULINE uline.com 78

Ventrac ventrac.com 26

Vermeer Vermeer.com 39

WAC Landscape Lighting waclandscapelighting.com 2

Wells Fargo wellsfargo.com 67

World Lawn worldlawn.com 30

Yamaha yamaha-motor.com 103

Zoro zoro.com 29

* denotes regional advertising

REDESIGNED
WITH YOU IN MIND
YOUR ONE-STOP, MOBILE-FRIENDLY SHOP

for breaking industry news, podcasts, 
and full monthly issues as well as our Top 100, 

Benchmarking Your Business 
and State of the Industry reports.

LAWN & LANDSCAPE (ISSN 1046-154X) is published monthly. Copyright 2017 CIE Media, Inc. 5811 Canal Rd, Valley View, OH, 44125. All rights reserved. No part of this 
publication may be reproduced or transmitted by any means without written permission from the publisher. Single copy rate: $5.00 One year subscription rates, $30 
in the United States, $35 in Canada and $98 in other foreign countries. One year foreign airmail rate: $218. Two year subscription rate: $42. Subscriptions and classified 
advertising should be addressed to the Valley View office. Periodicals postage paid at Cleveland, Ohio, and additional mailing offices. Postmaster send changes to 
LAWN & LANDSCAPE, 5811 Canal Rd, Valley View, OH, 44125. Canada Post: Publications Mail Agreement #40612608. Canada Returns to be sent to IMEX International, 
PO Box 25542, London, ON N6C 6B2.

Discover a 
Better Way to Run 

Your Business

Consolidate all your landscape 
management software and systems 

into one easy-to-use solution.

The result? Increased profitability 
Reduced expenses. Greater productivity.

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

- Megan Lowe, Milosi

www.bossim.com/discover I 866-596-5971

SOaauv
Business Management Software

for The Green Industry

/oP/ßX’ ORGANICS

Plant Survival

• Product
• Proprietary 'EttMUHV
• Natural SYS'TlWiüTY

• Good SCIENCE 
ai up

Bi PZex Organics 
toll 1-800-441-3573 

amai bioplex2@earthlink.net 
bioplex@earthlink.net 

www.bio-plex.com
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HIRE POWER
HIRE POWER helps you recruit, hire and retain the 
best talent for your company. We've got a rotating 
panel of columnists ready to advise you on staffing.

IN THIS DAY AND AGE, establishing a multifaceted brand in an industry 
such as ours is a key component for business growth and employee satisfaction. 
Constant innovation in service offerings not only welcomes a new clientele, but 
also keeps old clients coming back.

Equipping your workforce with 
the knowledge and skills necessary 
to provide new services to your 
clients is one method of keeping 
your business on the path to suc­
cess. Training is a great way for your 
workers to gain knowledge about 
industry trends and acquire new 
skills in the field.

According to a 2013 Forbes 
article, many business owners tend 
to ignore employee development 
when, in fact, they should be taking 
advantage of available programs to 
enhance and strengthen their exist­
ing workforce.

Although sometimes costly, 
training your employees is a long­
term investment that contributes to 
the success of your company, and

f
JUAN TORRES is
founder of Next Step 
Solutions and president 
of the National Hispanic 
Landscape Alliance.

facilitates upward mobility for those 
lower-level workers who are seek­
ing to move up the business ladder. 
Starting sooner rather than later will 
have better payoff in the long run 
and increase employee retention.

With today's workforce shortage, 
we must prioritize employee devel­
opment, workforce engagement 
and effective work practices.

Keeping open lines of communica­
tion with your employees is the best 
way to identify areas in which training 
is most needed. Your workforce

WHILE RESOURCES LIKE 
VIDEOS ARE EXTREMELY 
USEFUL ...HANDS-ON 
TRAINING DELIVERS THE 
BEST RESULTS.

should always be involved in the 
selection of which training programs 
make most sense for your team.

TEACH NEW SKILLS. Equipment 
operation training is a useful skill 
to have and a way to save time 
while bringing versatility and power 
to your workforce. Training your

employees on how to properly and 
safely operate machinery such as 
skid-steers, excavators, air spades, 
augers, etc., will cut down your 
need for additional manpower and 
increase employee efficiency, espe­
cially when tackling big projects.

TAKE A HANDS-ON APPROACH.

While resources like videos are 
extremely useful for employee 
development, hands-on training 
delivers the best results. Reading 
materials and passing exams does 
not make you an expert. Being able 
to put your skills to practice in the 
most effective way possible does.

The use of demonstrations and 
hands-on exercises guarantees that 
your employees obtain a thorough 
understanding of the material pre­
sented to them. Training increases 
morale and reduces employee 
turnover, two essential aspects 
of a strong business. Untrained 
employees lack the knowledge to 
use company resources properly, 
which in turn affects your clients 
and ultimately your bottom line.

FOSTER A LEADERSHIP SPIRIT.

Training your managers and crew 
leaders on different skill sets can 
allow for knowledge to be passed 
and foster a sense of growth. This is 
essential to building better leaders 
and adds a sense of diversification 
to your business.

It is important to explore 
other service areas in which training 
might be necessary such as soft­
ware literacy, leadership develop­
ment, communication skills, etc. 
This is a great way to bring added 
value to your staff as a whole, given 
that good management most often 
results in a productive and efficient 
workforce. L&L
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TEST RIDE ANY GRAVELY PRO-TURN® 400 OR 200 SERIES AND YOU COULD WIN A PRO-TURN 460. 
VISIT GRAVELY.COM FOR MORE DETAILS AND TO FIND YOUR LOCAL DEALER.

POWERED BY O YAMAHA

NO PURCHASE NECESSARY TO ENTER OR WIN. Open to legal residents of SO US. i& O.C.) and Canada {except Quebec) age 18 or older at time of entry. Begins 3/1/17; ends at 11:59 pm CT on 5/31/17. 
For details on how to enter including the alternate method of entry & to view complete Official Rules, visit www.qravely.com/testride Sponsor: Ariens Company

GRAVELY.COM
http://www.qravely.com/testride_Sponsor:_Ariens_Company


The possibilities are endless

With ZD and ZDC technology and Luxor Accessories, the Luxor® 

ZDC controls, zones, and dims almost any brand of 12V or 110V 

fixture. And it powers any relay-driven elements, like fountains and 

fire pits, all wirelessly. Plus, with over 30,000 color lighting 

possibilities, it’s the ultimate system for outdoor automation.

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

LANDSCAPE LIGHTING | Learnmore.Visitfxl.com

A Hunter Industries Company FXLuminaire

Learnmore.Visitfxl.com

