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Built-in Brightness Control

MINI ACCENT
m Low Profile. Powerful.
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Our award-winning LED accent light 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 - waclandscapeSightthg.com
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COMMUNICATING WITH 
CUSTOMERS TO GENERATE JOBS

Online review sites and social media serve 

as outlets to connect with customers.

ONLINE REVIEW SITES are a great 
opportunity for you to gather feedback 
and information from your customers. 
While some would argue that these 
sites are mostly used as a place for 
consumers to complain about their 
negative experiences with local busi­
nesses, that's rarely the case. There 
are more five-star reviews than one-, 
two- and three-star reviews combined. 
This is reflective of most consumer 
experiences, as well.

People turn to online review sites 
because they want to share the great 
experiences they had with others and 
let them know where to spend their 
hard-earned money. Review sites are

not just for consumers, though. They 
also provide an opportunity for busi­
nesses to insert themselves into the 
conversation by engaging with review­
ers and expanding on the information 
they provide.

Think of it this way: a customer 
of yours, happy or not, decides to 
announce in front of 20 other potential 
customers about how their experience 
with your business was. Would you 
respond to them or simply stare blankly 
until they walked away? Naturally 
you would respond. Head to bit.Iy/ 
customercommunication for some 
ways to respond to reviews on social 
media and review sites.

INSTAGRAM

HAVE A GREAT PHOTO?
SHARE IT WITH US!

Follow @lawnlandscape to get a behind- 

the-scenes look at the magazine and our 

travels. Use #lawnlandscapefeature 

to show us your work!

¿017 Sponso._

JELL US ABOUT YOUR OPERATION!

I
f you're interested in being profiled by Lawn & 
Landscape, writing a story for the magazine or 
just have a good story idea for us to look into, 
visit bit.ly/companysubmission. Our editorial team 

will review it and see where you might fit into our 
upcoming coverage.

WAY BACK WHEN

©
THIS MONTH WE'RE FEATURING OUR BENCHMARKING 
REPORT. Take a look at our report from 2012 at 
bit.iy/Benchmari<s2oi2 to see how industry averages 
have changed over the last five years. To explore more 

past issues, check out our archives at bit.iy/backissuesil.

HEAD TO INSTAGRAM and follow 
@lawnlandscape. Use the hashtag 
#lawnlandscapefeature and you may 
see one of your photos on our page.

We like to highlight the events 
we attend, and recently Editor Brian 
Horn went down to Fort Lauderdale, 
Florida, for the annual RISE meeting.

©
“No business is perfect, but taking care 

of your customers will lead to business growth 
and loyal, long-term clients.” 

@WolfCreekCo ©
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The Ram Heavy Duty takes time and turns it into a competitive advantage. How? 

With features that work more efficiently to yield greater productivity each day. Add 

up al, those time-saving hours and the difference between “getting by” and “getting 

ahead” becomes clear. The Ram Heavy Duty-the workhorse of the working class.
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The follow­

up call is so 

important to 

getting out in 

front of any 

areas where 

expectations 

weren’t met.

Want vs. need

A
s I began to make money as an adult, and 
was forced to spend money like an adult, 
I realized there is a difference between 
spending it on what you wan¿and what you need.

The fun stuff usually falls under the “want” 
category and all the other stuff is a “need.”

Recently, I had to spend money on a need and 
not a want. My wife and I began to notice our 
back porch was slanted, which we knew wasn’t 
going to be cheap to fix. So, we bit the bullet, 
took some bids and settled on a company we were 
comfortable with to pump up the foundation.

To make a long story short, the job was not 
done to our expectations - the porch is still 
slanted, there were piles of dirt everywhere and 
the report we got from our neighbor, who was 
home during the work, was less than spectacular.

We didn’t even receive a bill or a warranty for 
the work, and while communication was great 
before the sale, it was non-existent after.

Because the salesman’s voicemail was foil, I had 
to call the main office and speak with the owner. 
After that conversation, the salesman got back to 
us right away and set up another visit.

When the company returned, a different sales­
man showed up, and he was very apologetic. He 
went over each of our complaints and explained 
why the porch couldn’t be pumped enough to 
be even, but assured us that the foundation was

stable and covered by warranty. While the com­
pany eventually made it right, I wouldn’t recom­
mend them to anyone else, If the salesman would 
have communicated after the job was finished, 
this would have left a better taste in my mouth.

As I thought about how annoying this whole 
process was, and how I didn’t even want to spend 
this money, I looked at it through the eyes of one 
of your customers.

Sure, you have clients who hire you because 
they don’t have the time to maintain their prop­
erty, but a lot of people who work with you want 
to because you’ll make the property look great.

The homeowner is looking forward to the 
new patio you put in, and the property man­
ager is excited to drive up and see how you’ve 
improved the complex they manage. They have 
high expectations because they want to spend 
money with you.

Remember to convey to your employees that 
your customers are excited to see your work 
when it’s done, but with that comes with lofty 
expectations. The follow-up call is so important 
to getting out in front of any areas where expecta­
tions weren’t met.

While it’s not fun to hear complaints, that 
quick phone call is just another way to give the 
customer a reason to want to spend money with 
you. - Brian Horn
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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 per.magreen.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 7,954,673 and patnet pending.

per.magreen.com
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When an unexpected death threw a wrench into Sebert Landscape's 

acquisition plans, the company had to make some quick changes.

By Kate Spirgen

W
hen Sebert Landscape bought Wis­
consin-based Kenosha Grounds 
Management in April of 2016, it 
was an ideal buy. The $4-million, 
30-employee company is located 

midway between Chicago and Milwaukee near a major 
highway, and Sebert had been looking for a spot outside 
of Illinois due to friendlier government regulations.

“The Chicago market is a big market and if we’re 
going to continue to grow, we have to expand to 
other locations in order to create opportunities in 
our company,” says Jeff Sebert, owner of the Bartlett, 
Illinois-based company. “Nobody wants to stay the 
status quo, at least in my organization. We like to 
challenge; we like to be able to create opportunities and 
grow and create something different that the industry 
hasn’t quite caught up to yet.”

According to Sebert, not only are Wisconsin’s tax 
codes a little friendlier, the workers’ compensation 
laws are better for employers. Add onto that the fact 
that Illinois is considering a service tax and the move 
out of state looked promising for the company’s 
seventh location.

“We’re talking just about $1 million a year in costs 
that have to be passed on to the customer one way or 
another even though you’ll certainly have customers 
saying, ‘I’m not going to pay that. That wasn’t in our 
contract or that wasn’t in our proposal’ or whatever 
the case may be so you’re going to be fighting that is­
sue, but we just have, unfortunately, a huge number 
of incompetent politicians ... in this state that have 
proven the fact that it’s not a friendly state to do busi­
ness in at all,” Sebert says.

By April 2016, the paperwork was signed, sealed and PH
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There’s a lot on the line

"our customers trust you. You trust Mauget,

Your business, your livelihood, depends on trust. Thoughtfully 

built and easily lost. Fail to save a prized tree and you’ll never know 

how many calls you've lost. We know, because we've spent the past 

60 years cultivating the trust of business people like you by providing 

the most reliable, most effective, easiest-to-use chemistries availableWWW.MAUGET.COM

http://WWW.MAUGET.COM
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delivered, and Kenosha founder 
and owner Rich Oscarson was 
slated to stay on for three years 
to help keep everything running 
smoothly during the transition.

Then, two days after the deal 
was done, Oscarson sent Sebert 
a photo of himself doing some 
work with prairie grasses, one 
of the company’s signature 
services. “I called him up and 
chatted and I said, ‘That’s a great 
picture,” Sebert says.

About 30 minutes later, Se­
bert got another phone call from 
an employee saying that there 
was a problem. Oscarson was on 
the ground, surrounded by para­
medics, police and firefighters.

“He had a massive heart at-

©
“WE LIKE TO BE ABLE TO 

CREATE OPPORTUNITIES 
AND GROW ANO CREATE 

SOMETHING DIFFERENT THAT THE 

INDUSTRY HASN’T QUITE CAUGHT 

UP TO YET.”

- Jeff Sebert, owner, Sebert Landscape

tack and we lost the owner and 
founder of Kenosha Grounds 
two days after the deal was 
signed,” Sebert says.

The small, family-owned

company’s employees were 
devastated and Sebert put its 
plans for changes on hold out 
of consideration for Oscarson.

The employees wanted to cre­
ate a memorial, and so Kenosha 
installed the Richard Oscarson 
Memorial Prairie in a nearby 
park where Oscarson and his 
team had planted memorial 
trees in the past. Complete with 
a walking path, butterfly garden 
and memorial stone, Sebert felt 
it was a fitting tribute.

“Were just really supportive 
and worked with the employees 
to implement that memorial 
park area and I think that kind 
of helped everybody heal a little 
bit and understand that we were

part of helping them get through 
that,” he said.

Kenosha is still operating 
under its original name and will 
for the next year or two before 
switching to the Sebert signature 
yellow.

In the meantime, a young 
former account manager is step­
ping up and taking the reins as 
branch manager. “He’s quickly 
being educated what it means 
to be a branch manager for us,” 
Sebert says.

As for more acquisitions, 
Sebert says there’s a company 
he’s looking at, and “hope­
fully something will come out 
of that,” but the process is still 
in the early stages.

Profit Makers CONSISTENTLY SHARPENED

Grow profits - lightweight aluminum 
increases payload and saves fuel 
Boost productivity - customized 
options for increased on-site efficiency 
Minimize downtime - low-maintenance, 
durable construction for long life

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

Inconsistent angles greatly 
reduces the life of the mower 
blade and provides a poor cut of 
the turf itself.

Save time, money, and blades by 
using Magna-Matic professional 
sharpeners.

MAG-9000 Sharpener shown

• 60 second sharpening time
• Cool cutting, without burning
• Consistant 30 degree angle
• No limit to cutting edge length
• Right or left-handed blades
• No wheel dressing
• All safety gaurds included
• Vac hook-up ready
• Compact design
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Several large companies made sizable acquisitions this past month, 

including companies that are on Lawn & Landscape's Top 100 list.

MONARCH ACQUIRES 
TERRACARE
Monarch Landscapes acquired 
Terracare Associates, adding 
another name to the relatively 
new company’s portfolio.

Terracare is the sixth com­
pany under the Monarch um­
brella, making it a more than 
$200-million company with 
2,000 employees.

Terracare ranked 22nd on 
Lawn & Landscape’s 2017 Top 
100 list with 2016 revenue of 
$62.4 million. The company is 
based in Littleton, Colorado.

“We share similar values and 
operations principles,” said 
Monarch CEO Brian Helgoe. 
“It adds scale and geographic 
breadth to Monarch. And we 
think Dean (Murphy) and his

leadership team are fantastic. 
They have deep knowledge of 
the industry and they are great 
at integrating companies and 
building culture. We felt it was 
a natural fit.”

All companies bought by 
Monarch will keep their brands, 
but Helgoe said unifying under 
one brand will be under consid­
eration next year.

“We plan on having a com­
mon brand at some point” he 
said. “Whether it’s called Mon­
arch or not is to be determined.”

Terracare was previously 
backed by Progress Equity Part­
ners, a private equity firm based 
in Dallas. All of Terracare’s 
employees and executives will be 
retained, and Murphy said they 
took the news in stride.

“I’ve told our people since the 
day I took over the organiza­
tion, we were purchased with 
the intention of selling it down 
the road,” he said. “Don’t be 
surprised and it’s not a big deal. 
This is the way all these deals 
go. Private equity holds, then, 
at some point, equity sells. This

5 HistRway ,
L "—.systems.___

Outdoor Insect Control

BECOME R
DEALER TODAY!
Sell and service our 
innovative misting systems 
that effectively control 
mosquitos and other 
annoying flying insects.

1 866 485 7255
WWWMISTRWRYCOM/GOODBIZ

Turn Mosquitoes 
into Recurring 

Revenues!
.. «EAT 
MARGINS 8akurrih«
REVENUES!
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Pictured from left: Tom Tolkacz, CEO of Swingle Lawn, Tree and Landscape 
Care, and Daniel van Starrenburg, CEO of SavATree.

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.

IRmScape*
ProScape 19-0-6 MESA® AND Dimension* AND LockUp” 

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

LebanonTurf

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

is part of the cycle and it creates 
opportunity. This creates oppor­
tunities for our folks to move into 
different roles and bigger roles in 
the future.”

Monarch formed in May of 
2015 and is backed by One Rock 
Capital Partners, LLC, a private 
equity firm based in New York. 
In March of this year, Monarch 
acquired Land Systems in San 
Diego and Hort Tech Land­
scape Management in Indio, 
California.

In April of 2016, Monarch ac­
quired Jensen Landscape in San 
Jose, California, and Northwest 
Landscape Services in Woodin­
ville, Washington. Monarch also 
owns Signature Landscape Ser­
vices in Redmond, Washington.

As far as future acquisitions, 
Helgoe said the focus is filling 
in where Monarch currently has 
companies in the Western part of 
the United States.

“If there is a great company or 
companies that have a customer- 
service focus, a great field-first 
culture, experienced landscape 
leadership and good operations, 
we are interested,” Helgoe said. 
- Brian Horn

SAVATREE ACQUIRES 
SWINGLE
SavATree acquired Denver-based 
Swingle Lawn, Tree and Land­
scape Care. This merger is the 
company’s second in the Colorado 
market this year, and it aligns with 
SavATree’s strategic growth plan. 
In addition, SavATree retained all 
of Swingle’s 260 employees.

“We saw this as an opportu­
nity to add talented people to 
the team,” said Daniel van Star- 
renburg, SavATree CEO.

Swingle was founded in 1947 
and featured three locations in 
Colorado. With this acquisition, 
SavATree now has five locations 
in Colorado.

“The geography with their 
footprint and ours was a perfect 
match,” Van Starrenburg said. 
“We’ll maintain all the offices. 
Given the legacy of the Swingle 
brand, we want to respect that 
and carry forward the legacy of 
the company. We plan to gradu­
ally merge brands over time, 
but will initially maintain the 
Swingle brand as ‘a SavATree 
company.’”

SavATree has been expand­
ing in Colorado. Earlier this PH
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PennMulch Seed Accelerator 
stores moisture that is critical 
to successful germination and 
establishment.

Now with Hydrobond™Tackifier, 
you can rest assured your seeds 
will stay where you plant them.

Full rate of starter fertilizer 
grows thicker, stronger and 
healthier turf faster.

I mp roved Fo r in ul ati on ! 
Now with Tackifier

Seed "Accelerator’
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Faster Turf Establishnicnt
Full application rate of starter fertilizer

Better Germination
Stores moisture for seedlings

Binds to Soil & Seed
Tackifier holds seed, soil and mulch in plate

Easy to Apply
Use your existing equipment
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year, SavATree merged with 
Denver-based Mountain High 
Tree, Lawn and Landscape. 
Van Starrenburg said SavATree 
plans to continue to look for op­
portunities to increase its market 
share out West.

“As we considered the best 
opportunities to move the com­
pany forward, we wanted to 
entrust the business to a com­
pany with similar core values 
and high-quality standards. 
SavATree was without a doubt 
the best option,” said Tom Tol- 
kacz, Swingle CEO. “By sharing 
similar philosophies as it relates 
to our customers, community 
and team members, I am con­
fident our clients will continue

to receive expert service and our 
employees will have even greater 
opportunities with this best-in- 
class employer.”

John Gibson, president of 
Swingle Lawn, Tree and Land­
scape Care, has also joined the 
SavATree executive team as the 
company’s executive vice presi­
dent of the western region, Van 
Starrenburg said.

Both companies were listed 
on Lawn & Landscape’s Top 
100 list in 2017. SavATree was 
17th on the list with $89.7 mil­
lion in revenue and Swingle was 
81 st on the list with about $23.9 
million in revenue. SavATree 
has been caring for properties 
throughout the Western region,

mid-Atlantic, Northeast and 
Midwest for more than 30 years.

“Our growth is largely a reflec­
tion of SavATree’s reputation in 
the communities we serve and 
within our industry. We are 
excited to welcome the Swingle 
team to the SavATree family,” 
van Starrenburg said.

“By unifying our similar cul­
tures and building density in the 
Colorado marketplace, we see 
great benefits for both customer 
landscapes and employee op­
portunities.”

INVESTMENT FIRM 
ACQUISITION
Chenmark Capital Manage­
ment, a Maine-based family

investment firm, acquired Mas­
sachusetts-based Maffei Land­
scape Contractors. Robert Maf­
fei, company founder and CEO, 
plans to remain the company’s 
CEO through this partnership.

Chenmark Capital is an in­
vestment firm focused on ac­
quiring and helping to support 
the operations of small business­
es in North America. To date, 
Chenmark has four landscape 
companies in its portfolio.

Maffei Landscape has grown 
into a large commercial and 
residential landscape contrac­
tor that serves Cape Cod and 
southeastern Massachusetts. 
The company generated about 
$ 10 million in revenue last year.

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.

□
On

LEARN WHY PRO LANDSCAPE DOES IT BETTER

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

PRO Landscape
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Some questions and answers on plant damage and problems.

Q: On some of our residential 
and commercial properties, we 

are seeing unusual growth on 
knock-out roses. The symptoms 

are abnormal reddish color of 
shoots and foliage, an abun­
dance of new shoots and thorns. 
Is this herbicide damage?
A: Most likely this is rose ro­
sette virus. While some of the 
symptoms you describe might 
mimic herbicide damage, we are 
seeing a prolific amount of rose

»«
✓z\\

NATIONAL 
ASSOCIATION OF
LANDSCAPE 
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rosette virus on knock-out rose 
plantings in both commercial 
and residential plantings. Those 
symptoms of abnormal reddish 
growth, increased and rapid 
elongation of new growth, a pro­
liferation of new shoots (witches 
broom), increased thorns, and 
deformed buds and blooms are

signs of rose rosette virus.
There is no cure for rose 

rosette and there is high risk of 
infection for other roses nearby. 
The removal and cleanup of all 
plants and leaves from the site 
as well as roots in the ground 
is essential. Do not compost 
the diseased plants. Bagging of 
debris is recommended.

Many properties have large 
plantings of knock-out roses, 
which allows for the quick

ASK THE EXPERTS

spread of the disease. Recom­
mend to your client to replace 
the roses with some other color­
ful plantings.

Q: My boxwoods on a residen­
tial property have circular tan 

leaf spots with a dark purple to 

brown border. Some stems are 
turning black. Leaves are drop­
ping off. What is this problem? 

A: While you didn’t indicate 
what species of boxwood you 
have, it sounds like boxwood 
blight. Boxwood blight is 
caused by the fungus Calonec-

Visit us at the 2017 Irrigation Show & Education Conference.

Booth #355

The easiest sale

0 rachio pro
LAWNANDLANDSCAPE.COM | NOVEMBER 2017 15

you'll ever make.
Have a sale sitting in your truck. Keep the 
top-rated, most-requested Rachio Smart 
Sprinkler Controller on hand to give 
customers the upsell they already want.

Become a Certified Rachio Pro
at rachio.com/pro.

LAWNANDLANDSCAPE.COM
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PROPANE
CLEAN AMERICAN ENERGY

INTRODUCING A NEW FUEL INTO YOUR 

COMMERCIAL MOWER FLEET MAY SOUND 

LIKE AN OVERWHELMING PROCESS.

BUT IT DOESN’T HAVE TO BE.

PROPANE EDUCATION Si RESEARCH COUNCIL



With so many resources currently auailable that make it simple and 

affordable to transition to propane equipment, contractors can take 

aduantage of the long-term rewards afforded by a propane mower 

fleet sooner than they thought possible.

AVAILABLE RESOURCES SIMPLIFY 
PROPANE TRANSITION
Two of the best resources for contractors to utilize from 
the outset of any fleet transition are available from the 
Propane Education & Research Council: PERC's Propane 
Equipment Dealer Point and its Find a Propane Retailer tool.

The Dealer Point, available at propane.com/dealer-point, 
allows contractors to search for nearby dealers who are 
knowledgeable about and carry propane equipment. Because 
dealers are screened priorto being accepted into the Dealer 
Point, contractors know that only the dealers dedicated to 
selling propane equipment who have the ability to answer 
questions about the fuel will show in results.

PERC s Find a Propane Retailer tool, at retailers.propane. 
com, helps contractors find their nearest propane retailer 
to help guide them through the fuel delivery process. 
Contractors can search for propane retailers by zip code 
and by services offered.

Just as finding the right partners from the outset will 
simplify the transition process, using available financial 
incentives will make it more affordable. The Propane Mower 
Incentive Program, available through PERC at propane.com/ 
mower-incentive, allows contractors to receive $1,000 for 
each new, dedicated propane mower or $500 for a certified 
propane conversion kit. State or regional organizations, 
such as Clean Cities or local environmental groups, may 
also offer incentives to help with new equipment costs.

Many contractors have also found that spreading 
purchases over several years lessens the burden on any 
one annual budget, especially as it may already fit into 
existing equipment buying strategies.

LONG-TERM BENEFITS OF
SWITCHING TO PROPANE
The "long-term" benefits associated with propane mower 
fleets will be seen in no time. For example, fuel costs can 
drop instantly compared with gas prices by working with a 
propane retailer. Many retailers work with a contractor to 
lock in an annual fuel contract. In addition to a lower price

per gallon in many instances, a fuel contract provides more 
stability and insulation from the ever-changing prices of oil.

Propane also increases productivity because it allows 
contractors to tailor their refueling programs to their 
individual operations. Typically, a propane retailer will 
either install an onsite fuel tank and train crews to refill 
empty propane cylinders, or a cylinder exchange program 
will be scheduled. With a cylinder exchange program, a 
propane retailer exchanges empty propane cylinders for 
full cylinders on a regular basis. Either option ensures 
contractors and their crews spend less time at filling stations 
and more time cutting.

Contractors may also see less maintenance-related 
downtime on machines because there are no chances of 
fuel contamination with ethanol. Because propane mowers 
use a clean, low-carbon fuel in a closed-loop fuel system, 
fewer clogs in fuel filters, fuel lines, and carburetors may 
be seen during routine maintenance.

Resources are ready and waiting for contractors wanting a 
smooth transition to propane and all the long-term benefits 
that it offers.

To hear from peers already building their businesses with 
propane equipment, visit propane.com/commercial- 
landscape/testimonials.

Jeremy Wishart is the deputy director of business development at 
the Propane Education & Research Council. He can be reached at 
jeremy.wishart@propane.com.

Advertisement

propane.com/dealer-point
propane.com/
propane.com/commercial-landscape/testimonials
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L&L INSIDER
For more news, visit 
Lawnandlandscape.com

tria pseudonaviculatum. The 
blight has been confirmed in 
both residential and commercial 
plantings. Dwarf English box­
wood and American boxwood 
are very susceptible. Cultivars of 
little leaf boxwood and Korean 
boxwood are less susceptible, 
but still become infected. Rapid 
defoliation of plants is com­
mon and what separates it from 
other boxwood disease. Boxwood 
blight can spread rapidly through 
a planting.

The disease is spread through 
the splashing of rain or irriga­
tion water and by your pruning

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

tools. The best control is exclu­
sion of plants. If the disease is 
detected, infected plants and all 
fallen debris need to be removed 
and bagged on site. Transport 
in closed bags to the disposal 
site. Do not compost the debris. 
Fungicide sprays as a preventa­
tive may be effective. However, 
once infested, they cannot be 
controlled.

You might look for an alterna­
tive to boxwoods when replant­
ing the area. This disease may 
also infect Pachysandra terminalis 
(ground spurge) and Sarcococca 
sp. (sweet box).

Q: Several of our Zoysia grass 

properties have small circular 

spots that are brown to straw 

colored. The leaves have small 
areas that are yellow-green to 

straw colored with a reddish- 
brown border. What is going on? 

A: The symptoms you describe 
are classic symptoms of dollar 
spot. The small circular spots are 
often so prolific that the infected, 
diseased areas become much 
larger. Dollar spot outbreaks 
usually occur when temperatures 
are between 60-85 degrees Fahr­
enheit with a high humidity. This 
disease is particularly favored by 
warm days and cool nights with 
intense dew set. Also, low levels 
of nitrogen and drier soils tend to

add to disease development. To 
manage this issue, use adequate 
nitrogen levels particularly in 
spring and summer, mow grass 
correctly and at proper intervals, 
reduce thatch and irrigate to 
avoid drought stress. If necessary 
apply fungicides for control.

Rex Bishop
NALP Technical Advisor

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.

MAKE SOME
GREEN

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
mergers@trugreenmail.com

©2017 TruGreen Limited Partnership. All rights reserved.

SHIPPING SUPPLY SPECIALISTS

READY, SET, WRAP!
OVER 300 STRETCH WRAP 

PRODUCTS IN STOCK

ORDER BY 6 PM FOR 
SAME DAY SHIPPING

COMPLETE CATALOG
1-800-295-5510

18 NOVEMBER 2017 | LAWNANDLANDSCAPE.COM

Lawnandlandscape.com
mailto:llexperts%40gie.net
Landscapeprofessionals.org
mailto:mergers%40trugreenmail.com
LAWNANDLANDSCAPE.COM


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.
SALES CALL

IF YOU’RE LIKE ME, YOU’RE GLAD TO SEE NOVEMBER roll

around every year. For those of us not in the south, the landscaping season is at 

last winding down and we finally get to catch our breath. In Ohio, where I live, the 

weather is usually mild enough to still enjoy some time outdoors. And then there’s 

Thanksgiving, hands-down the best day of eating all year.

Turkey, mashed potatoes and 
my mom's unbeatable cherry pie 
aside, Thanksgiving is primarily about 
being thankful for what you have.
For business owners, it's also a great 
time to take stock of how you're 
saying thanks to all the people your 
company relies on for success.

APPRECIATE YOUR CLIENTS. With 
out clients, you have no business.
No matter how good you think your 
product or service is, your clients 
always have other options. In every 
interaction you have with your cli­
ents, show them that you appreciate 
that they've chosen you, and train 
your staff to do the same.

Remember to actually say thank 
you, no matter if it's at the end of a 
phone call, an email or an invoice.

MARTY GRUNDER
is a speaker, 

consultant and author. 

He owns Grunder 

Landscaping Co.

It's such a small thing, but I'm con­
tinually amazed by how many busi­
nesses fail to do this. Run a list off of 
your clients and their addresses and 
work methodically through it, day by 
day and name by name, to send a 
handwritten thank-you note to each 
one of them.

Support charities your clients are 
involved in when the organization's 
values and mission align with yours. 
Conduct surveys of your clients' 
satisfaction at the end of the season 
- valuing their opinion and input is a 
way of showing appreciation, too.

For your best clients, consider 
holding an event just for them. At 
my landscaping company, we invite 
our top customers once a year to be 
our guests at a special performance 
at the theater downtown and host a 
nice reception for them beforehand. 
The night is stress-free (for them, 
if not for my marketing director) 
and fun and absolutely, completely 
solicitation-free. It's an investment 
for my business that pays back in 
dividends all year through.

APPRECIATE YOUR TEAM. Just as 
with your clients, show your team 
your appreciation in every interaction 
you have. I'm not saying you have to 
profusely thank them every day for 
everything they do, but you should 
always treat your employees with re­

spect and professionalism. If you're 
in a bad mood, don't take it out on 
them. Smile and say hello when 
you see them. Often small business 
owners get so distracted by all the 
balls we're juggling that we forget 
the effect our demeanor can have 
on our teams. Remember they have 
lives outside of work, too. Show 
them you appreciate them by not 
pinging them incessantly with emails 
and texts on their off hours.

At my landscaping company, we 
hold a cookout once a month on 
Friday afternoons during the high 
season. It's a chance for my crews 
to relax, without a single production 
goal save to have fun and enjoy 
each other. Once a year, I invite my 
whole team to a Cincinnati Reds or 
Dayton Dragons game and a recep­
tion beforehand. We schedule this 
event for a Friday night and invite 
spouses too to make it easier for 
everyone to enjoy a fun night out.

Now, for a full confession: As 
much as I may think I have this 
whole gratitude thing figured out,
I was made keenly aware of my 
shortcomings not that long ago 
when a trusted, longtime employee 
let me know how little he felt 
appreciated and why. I thought a 
lot about what he had to say and 
realized he was, unfortunately, right. 
He was so integral to the success 
of my company, and had quietly 
and reliably delivered so much for 
so long, that I took him for granted 
without realizing it.

I'm now taking steps to remedy 
that, from rethinking our compensa­
tion package to having regular one- 
on-one meetings with him. And to 
show him I heard him loud and clear,
I gave him two tickets to a concert I 
knew he'd like and told him to take 
the day after off with pay. That single, 
small gesture doesn't make up for 
the rest, of course, but it's a start. He 
and I are on a better path now, and 
I'm grateful to him for giving me the 
chance to make it right.

I have a lot to be thankful for. l&l ©
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Winter weather is unpredictable, but your ability to manage your 
customers’ needs shouldn’t be. Never miss out on another billing 
opportunity while taking advantage of real time service verification & 
routing dispatch. Best of all, getting started couldn’t be easier with our 
simple sign up & free onboarding process. You & your operators never 

liked those messy snow binders much anyway.

We offer members Bootcamps & Workshops held across North America 
to help get you started and stay on track.

Improve fundamental systems in your companies day to day operations to 
increase workflow while freeing up time and driving profit.

Sign up for a free 30 day trial (no credit card required):

GOLMN.COM/FREETRIAL

GOLMN.COM/FREETRIAL


TRAVELS WITH JIM follows Jim Huston around 

the country as he visits with landscapers and helps them 

understand their numbers to make smarter decisions.

• THE WINTER DRIVE FROM WYOMING TO IOWA ON 1-80 
WAS TREACHEROUS. Black ice, winds gusting over 60 mph, snowflakes 

the size of quarters and whiteouts were all too common. The stretch of interstate 

between Rawlins and Laramie was particularly nasty. I saw more than one 20- 

plus vehicle pileup with deadly consequences.

Pickup trucks, SUVs, 18-wheelers 
and autos were all pancaked to­
gether. The cause of such a chain re­
action was often a whiteout, where a 
driver enters what is thought to be a 
small mist of fog that turns out to be 
a bog of thick white soup hundreds 
of feet in depth.

Iowa wasn't any better than 
Wyoming. Two inches of fresh snow 
covered the highway. Traveling 
around 55 mph, I kept a glancing eye 
on the two automobiles trailing me 
at a relatively safe distance. I didn't 
see the 18-wheeler sneaking up to 
pass me. When I did, it was too late. 
He passed me going about 65 mph 
and his draft instantly sucked up all 
the snow on the road. My visibility 
went from the length of a football 
field to only i foot ahead. Knowing 
that the cars behind me were in the 
same predicament, I couldn't slow 
down or slam on my brakes.

The 10 seconds of blindness 
seemed like an eternity. I strained to

JIM HUSTON

runs J.R. Huston 
Consulting, a 

green industry 

consulting firm.

see a reference point to grasp onto 
and provide me with direction. I was 
concerned when my passenger-side 
tires hit the rumble strips on the 
right side of the road. My concern 
turned into panic when the driver- 
side tires did, too. Fortunately, the 
reflector pole was only a slender pole. 
Unfortunately, it disappeared under 
the passenger side of the rental car, 
taking the air dam with it.

Had I been able to find a reference 
point (something that would point 
me in the right direction) outside of 
the snow-laden fog that engulfed 
me, I might have been able to avoid 
the pole and the $1,500 bill to repair 
the Hertz rental car. However, being 
totally smothered in it, I wasn't able 
to see or find any way out.

"WHITEOUTS" IN THE FIELD. It was
mid-August when a landscape con­
tractor told me that he thought he'd 
end up doing just under $800,000 
in sales for the year. However, he 
was burned out after months of di­
recting the field crews, selling all the 
work and running the office. Labor 
production issues and bad pricing 
had gotten him into a financial 
"pickle." He really needed to increase 
his sales by about $150,000 for the 
year Gust under $1 million) in order 
to reach the amount that we had 
planned for the previous spring. This 
amount of revenue would give him 
sufficient profit to pay off his debt. 
Unfortunately, this young landscape 
entrepreneur was so wrapped up 
in minutia that he couldn't see the 
solution to his problem. He was in a 
business "whiteout," if you will.

This landscape contractor had 
worked in the minutia of his busi­
ness instead of delegating it to com­
petent staff. He was like a one-armed

sailor attempting to row a boat with 
two oars. The more he pulled on the 
one oar with his one arm, the more 
he went in circles.

The solution to this contractor's 
situation became clear as we talked. 
He had two very good crew mem­
bers with management experience, 
one of whom could run the produc­
tion side of the business. This would 
allow him to focus on the strategic 
issue of selling more business. The 
second crew member could eventu­
ally become an account manager 
to take care of customers and their 
needs. This would allow the owner 
to sell more business while maintain­
ing a high level of quality control.

CONCLUSION. This young entrepre­
neur had fallen victim to his own 
business whiteout. He was blinded 
by all the minutia and felt powerless 
to do anything about it due to his 
burned out emotional state. To break 
out of this fog, he needed to rethink 
his whole business. He also needed 
objective reference points to keep 
him going in the right direction. 
These were provided by his annual 
budget which contained sales goals. 
However, he also needed emotional 
support and encouragement in the 
form of competent counsel.

Unlike my whiteout, which was 
fast in the making, a business white­
out usually festers for years before it 
reaches critical mass. Because it is so 
insidious, it can permeate a company 
undetected. Breaking out of this 
vertigo is often difficult. It requires 
one to get help in the form of objec­
tive reference points and competent 
counsel. If you get the right kind of 
help, good things can happen. Your 
vision will improve and you'll be 
able to see a bright future far down 
the road. If you don't get help and 
develop these objective reference 
points to tell if you're going in the 
right direction, you may wander for 
years going in the wrong direction. 
You may also wonder for years if 
you could have done better, l&l ©
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Elevate Your Productivity 
and Bottom Line with K-Rain!

Patented Flow 
Control Device

RPS 75i with Intelligent Flow Technology®

allows you to precisely control distance and 
water flow proportionately and simultaneously. 
The patented Flow Control Device, located 
directly behind the nozzle, maintains water 
velocity and high pressure to ensure 
superior nozzle performance.

Nozzle
Selector

Arc Setting 
Indicator

RPS Select is a productivity junkie! 4 built-in selectable nozzles 
match arc setting 90°, 180°, 270° and 360°. Use this rotor in 
almost every landscape situation without the need to change 
nozzles! Set patterns right in your truck; forget the nozzles trees!

Flow Through

ProSeries 100 Valves offer a unique tilted diaphragm 
creating a better flow path than traditional globe style 
electric valves. The straight flow path reduces the risk 
of trapped debris that causes other brands to fail.
The series is available in many different configurations.

Bluetooth and WiFi Enabled Controllers satisfy 
your smart-home customers and give you creative 
solutions to make every landscape beautifully green!

Use with your 
smart phone 
or tablet!

WÎFi

Seriously innovative products with superior value and longevity — 

everything needed to put a positive spin on your business.

See the innovation yourself — IA Show Booth 641!

K
1640 Australian Avenue
Riviera Beach, FL 33404 USA 
561.844.1002

1.800.735.7246 
www.krain.com

WaterSense
PARTNER

Irrigation
~ ^ASSOCIATION

Silver Member

http://www.krain.com


WORDS OF WILSON
WORDS OF WILSON will teach you each month 

to better understand, develop and manage your 

most valuable resource - your people.

• ARE YOUR CUSTOMERS HAPPY with your performance but frustrated 

with your processes? Eliminating the friction points in your organization can help.

Friction is made up of the clogged 
arteries of unhealthy business 
systems and processes, the wear 
and tear of poor morale, bottlenecks 
and red tape - anything that loses 
sales, impacts service, wastes time 
and money, and prevents your team 
from doing its job.

There are superstar exceptions 
in every company - people who 
perform at consistently high levels 
no matter what hurdle they have to 
jump over. But for most compa­
nies, people with varying skills 
can all elevate their game if the 
company's culture is designed to 
enhance productivity.

If you're looking to reduce 
friction, a good place to start is job 
descriptions. Eliminating overlap 
and 'who's on first' ambiguity in job 
structure can make all positions and 
employees more effective.

Take sales for example. Selling 
enhancements is an important

BRUCE WILSON
is principal of green 

industry consulting 

firm Bruce Wilson 

& Company.

part of what account managers are 
expected to do. Superstars hit great 
numbers but mere mortals often 
struggle. Why? Account managers 
have a lot on their plate, especially 
those who also manage crews. Sell­
ing enhancements ends up being 
more work for account managers 
who feel like they're already at 
capacity. They cannot turn propos­
als around fast enough. This results 
in customers losing interest and 
enthusiasm as they shift their focus 
elsewhere.

Some companies solve this by 
having estimators and designers pick 
up the slack on proposals (eliminat­
ing a friction point), making it easier 
to close the loop and sell enhance-

CONSIDER INVESTING 

IN MEANINGFUL AND 

MEASURABLE TRAINING 

TO HELP YOUR EMPLOYEES 

IMPROVE THEIR SKILLS.

ments while ensuring that account 
managers perform to high standards.

Some companies have rede­
signed account management into 
two distinct roles: one to manage 
the customer relationship and one 
to manage crews. Unfortunately, 
while it sounds like a win-win, it's 
difficult to find people who can do 
both well.

As positions evolve so that ev­
eryone works smarter, the position 
of field supervisor is getting a lot of 
attention. Ideally a role designed 
to manage crews, field supervisors

have become gofers for account 
managers and project 'firefight­
ers.' They also, in some cases, get 
burdened with paperwork and other 
administrative duties. They can 
produce better results if they are 
free to supervise the crews, oversee 
quality control and train crew leaders 
to be more effective crew managers. 
The lack of clarity in what's expected 
of them is often the friction that 
prevents their success.

Paperwork is a constant source 
of friction. Fortunately, technology 
and tools exist to rescue you from 
the thing everyone loves to hate. 
However, often it's not the paper­
work but the ambiguity of expecta­
tion that exists for those respon­
sible for attending to it. This is a job 
design issue, and investing time 
into identifying expectations is the 
key to making documentation and 
data management more seamless. 
More and more companies are 
relying on a suite of new technolo­
gies that simplify and automate 
known areas of friction, such as 
timekeeping. When supported 
by knowledge and training - and 
done consistently by all involved - 
these technologies will streamline 
these processes and produce much 
more accurate job costing.

Consider investing in meaning­
ful and measurable training to help 
your employees improve their 
skills, develop their strengths and 
tackle problem areas. When all em­
ployees are given equal opportuni­
ties to learn, they achieve uniform 
excellence at all levels, whether 
they manage the front lines, the 
back office or the public face of 
your company.

When performance falters, 
eliminate frustration internally and 
externally. Streamline information 
and data systems, clarify expecta­
tions and organize your business 
to reduce friction points and the 
number of steps it takes for you to 
engage your customer and for your 
customer to engage with you. l&l ©

 D
AN

E_
M

AR
K 

I IS
TO

C
KP

H
O

TO

24 NOVEMBER 2017 | LAWNANDLANDSCAPE.COM

LAWNANDLANDSCAPE.COM


FROM THE GROUND UP DVICE FROM ENTREPRENEUR

GROWING A LAND SERVICE 
& PRESERVATION COMPANY

YOU NEED A MENTOR
“Try to find somebody that’s in line with what you do and how you operate. For me [and my mentor], we’re 
both Marines, have similar work ethics, we are both in the construction trade. He introduced me to some 
certifications that would help me break into the commercial market as a veteran, as a small business and 
as a minority business. Take advantage of free advice.”

HEAR ALL 8 TIPS AT
CaseCE.com/FromTheGroundUp

CONSTRUCTION

SINCE 1842

©2017 CNH Industrial America LLC. All rights reserved. CASE Is a trademark registered in the United States and many other countries, owned by or licensed to CNH Industrial N.V., its subsidiaries or affiliates.

CaseCE.com/FromTheGroundUp


CREEiV GtJIBES
GREEN GUIDES features a rotating panel of LCOs 

sharing their real-world experience on how to build 

and grow a successful lawn care business.

MANY GREEN INDUSTRY BUSINESSES STARTED OUT as I did

33 years ago. You buy a truck, or a van in my case, put some equipment into it, 

print up some stuff, and work out of your garage. It’s just you trying to figure out 

things on the run.

And for those fortunate enough to 
work hard, learn and grow, the busi­
ness expands and eventually you 
need other people to do what you 
were doing, or things that were not 
even on your radar. So you become 
a leader, with your employees fol­
lowing your lead. And if you are like 
most young leaders, you figure that 
out on the run also. If you do learn 
and develop into a leader, others will 
follow, and your business grows to 
the next level.

If you're good, and all else falls 
into place, then your business 
could make that next jump, where 
you will then need to find and de­
velop others to lead smaller groups 
within your business. And this is 
where the road ends for many 
small business owners, as they 
just cannot figure that one out. "I 
just can't find good leaders" ranks 
right up there with "I just can't find 
enough people" as the biggest

challenges facing most businesses 
in our industry, or any industry.

So what's the solution? It's im­
portant to have the right strategy and 
a system for developing leaders in 
your organization. But one can't just 
throw money at the problem, bring 
in some high powered consultant, 
attend a seminar, or try to fix the 
problem with more information and 
training alone.

In the words of Peter Drucker, 
"culture beats strategy every time." 
And that culture is in large part 
dependent upon having solid values 
and having the right people on your 
team to work with. Building that 
great culture mainly rests on the 
shoulders of the leader.

IF YOU WANT TO 

DEVELOP LEADERS 

IN YOUR BUSINESS,

YOU EXTEND TRUST 

TO THEM.

If you have people who are 
capable of developing into leaders, 
and I'll bet that most reading this 
actually do, then the most important 
thing you can do at that point is to 
trust them. Jack Welch has said that 
leadership is all about truth and trust. 
Trust can be earned, and it can be 
given. If you want to develop leaders 
in your business, you extend trust 
to them, and allow them to fail at 
times. I learned this firsthand seven 
years ago, as I left my business to 
thru-hike the Appalachian Trail in

2010, mainly for a good cause in 
raising money for local charities. I 
could say, "I trust you," but when 
I left LawnAmerica for almost five 
months, the leaders especially heard 
and saw "I trust you" very clearly.
In fact, as I look back on the years 
before 2010 and the years after that, 
2010 was a turning point for our 
business in many respects. It was 
then that we did a much better job 
of developing leaders, our company 
matured and brought even better 
results especially with profits.

Now I'm not saying to leave 
your business for months on end 
and you'll have folks just magically 
develop into leaders. You still have to 
have an intentional strategy. Individu­
als must take responsibility for their 
own leadership development, such 
as constant reading and learning 
from other great leaders. But people 
have to be trusted, and they need to 
learn in the trenches and not just in 
the classroom. They have to be free 
to make some mistakes, and learn 
from those mistakes.

There are no magic bullets or 
simple answers in developing lead­
ers. But I've come to realize that the 
most important thing a business 
owner can do, even more important 
than trusting your people, is to look 
in the mirror. What type of leader 
are you? Who are you? Can you be 
trusted? Are you the type of person 
people want to follow, or do they 
just tolerate you? Do you tell the 
truth? Are you in the battle for them, 
or is it all about you?

People will learn leadership from 
you, from what you do or don't do, 
what you say, who you serve and 
who you are. So now as things may 
be slowing down in your business, 
it's a great time to take some time 
and get away from your business, 
seek solitude and take a humble 
assessment of who YOU are. Not 
perfect, still learning, but can you be 
trusted? You just may be the root of 
the problem as to why leaders cannot 
be developed in your business, l&l ©

 J
IR

SA
K 

I T
H

IN
KS

TO
C

K.
C

O
M

26 NOVEMBER 2017 | LAWNANDLANDSCAPE.COM

THINKSTOCK.COM
LAWNANDLANDSCAPE.COM


Visit Us

IA Show

Nov 8-9

Booth #901

SMRT LOGIC

Water Feat J

Irrigati°
Outdoor Ligfl

A

Is]

© *

Û

Monitor & Manage 
from Anywhere
Monitor your irrigation 

and landscape systems 
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John Denison impacted 
many people in his lifetime, 
including his family, Pictured 
are John, his wife, Donna, and 
five of his grandchildren.

losingan icon
After John Denison died in May, he left 

behind a legacy with Denison Landscaping.

By Megan Smalley

J
OHN DENISON BUILT A LEGACY in the land 
scaping industry. He started Denison Landscaping as a 
simple mowing business out of a truck in 1973 and that 
gradually evolved into one of the largest landscaping and nursery 

businesses in the horticulture industry. The company ranked 
23rd on Lawn & Landscape’s Top 100 list this spring, achieving 
more than $60 million in revenue with nearly 600 employees.

In May, news of Denison’s death came as a surprise to many
- including his own family. He was 61 years old. His son, Josh, 
says his father had some health problems in 2016 but that he had 
recovered from those problems. “In the grand scheme of things, 
(his death) was a surprise,” he says. PH
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OUTDOOR KITCHEN

PATER PATIO DECK

The right tools can take your ideas further - so configure an M2-Series 

loader that’s perfectly tailored to bring your designs to completion.

I Build the ultimate landscaping machine today:
Bobcat.com/LLQuote One Tough animal

1.877.745.7813

Bobcat is a Ooosan 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. 11329
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Denison

John impacted many people in 
his lifetime. The evidence for that 
was clear at his funeral, as more 
than 3,400 people attended. Josh 
estimates the funeral procession 
stretched 6.5 miles long.

“They even shut down 1-495,” 
he says. “It was a good celebra­
tion of life for someone who 
deserved it.”

Many in the industry knew 
John as a man who could drive 
hard bargains and build a success­
ful business.

“He was a really shrewd busi­
ness person,” says John Clark, 
secretary treasurer and owner of 
Manor View Farm in Monkton, 
Maryland. “John knew how to 
make money, even at low prices.”

Denison always felt a need to provide for his workers, who depended on 
the company's success to provide for their families.

Yet not everyone in the land­
scaping industry knew that John 
had another side to him.

“He had a dichotomy,” Clark 
adds. “He was a hard-driving busi­

ness person, yet also a soft-hearted 
guy who would do anything for 
anybody. The side of John that 
people in our industry didn’t know 
was what a big heart he had.”

HUMBLE BEGINNINGS. John always 
knew he wanted to work out­
doors. Duane Denison, his older 
brother and president at Denison 
Landscaping, says John would 
spend his summers helping his 
mom and sister work on a farm.

His dream of working out­
doors persisted even when he 
went to college in the 1970s, as 
he opted to study horticulture 
at the University of Maryland. 
From there, he received his ap­
plied horticulture degree.

While he was still studying 
at the university, he had already 
started what is today known as 
Denison Landscaping. All he 
had was a truck, a mower and a 
weed trimmer.

pROGRAMT

'St°pamanua

Features

Three-year battery life

One-button manual 
operation

Monthly water budgeting 
features

Solenoid adapters for 
practically any valve

IA Show Booth #543

SMART AND SIMPLE SOLUTIONS
Designed for challenging sites with or without AC power
Single-, two-, four-and six-station battery operated controllers 

Cali 1.800.322.9146 | www.digcorp.com water matters
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Dension

Duane says John started small, 
asking the owners of local tire 
shops or gas stations if he could 
mow their lawns. His initial goal 
was to make enough money to 
pay off his student loans.

The company continued to 
add more employees and divi­
sions, including a nursery, an 
irrigation division and a hard- 
scaping division.

“(My mom) told me that my 
dad always said, ‘When we hit 
$1 million, I’ll retire,”’Josh says. 
“Then it was, ‘When we hit $5 
million, I’ll retire.’ And then, 
‘When we hit $ 10 million, I’ll re­
tire.’” John never retired, though.

As his company grew, John 
pushed the bar higher instead

John's family and other management personnel at the company plan to 
continue to grow Denison Landscaping in memory of John.

of retiring. Duane says that was 
likely because he loved the busi­
ness and his employees.

“I asked him several times, 
‘John, when you started here,

could you have had the vision 
that it would get this big?”’ Duane 
says. “The answer was no. His ba­
sic vision was to supply for family 
and to supply for his employees.”

A MENTOR TO MANY. John served 
as a mentor to those within the 
industry. Kevin McHale, owner 
of McHale Landscape Design 
in Upper Marlboro, Maryland, 
got his start in the industry by 
working with John back in the 
early 1980s.

“I met him a month before I 
graduated college,” McHale says. 
“I told him I was going to start 
my own landscape business, but I 
wanted to work for someone first. 
After the meeting, he said, ‘I never 
hired a college graduate before, so 
maybe you can learn from me and 
I can learn from you.’”

McHale only worked at Deni­
son Landscaping for about three 

(continued on page 97)

BAGGED MULCHTECH SHIELD 

FOR THE RETAIL TRADE WILL 

RENDER UNTREATED BAGGED 

MULCH OBSOLETE

MulchTech Shield
MulchTech Shield forms a 
blanket of mulch chips fused 
together on landscape beds, 
creating a thin 1 " covering 
that will stay in place under
extreme conditions (Water, Wind and Foot 
Traffic).
Will not allow a cigarette to burn into its 
surface, stopping mulch fires.
Will not allow 95% of weeds or grass to 
establish.
Will retain color and texture for many 
seasons.
Will not break down.
Allows different colors to be used in same 
area with no bleed through.

CALL BUD AT 609-457-6170 OR EMAIL ENDCARE3@AOL.COM
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POWERED BY LAGUNAR
The NEW Rain Master® DX3 is loaded 
with features one would expect from a 
highly capable control satellite and then 
some. Designed with the field installer/ 
operator in mind, the DX3 is a worthy 
successor to the powerful Evolution™ DX2.

Visit Rainmaster.com/dx3 to discover 
how the DX3, powered by LAGUNA™, 
can help you take control.

LAGUNA™ Map Interface
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HEAD-TO-HEAD COVERAGE IS THE GOAL FOR MANY IRRIGATION 
CONTRACTORS WHEN INSTALLING ROTORS ON A SYSTEM.

Richard Briseno, director of operations 
at Ground Control Property Management 
based in Spring Lake, Michigan, strives 
for that head-to-head coverage, where 
each rotor is hitting the head of the next.

Ground Control Property Man­
agement serves both residential and 
commercial customers, with a stronger 
focus on residential customers. Property 
maintenance services include window 
washing, gutter cleaning, landscaping, 
mowing and fertilizing.

DETERMINING PLACEMENT. “I check how

many gallons we have coming out of the 
water source and at what pressure,” Bris­
eno says. “I stick a bucket underneath the 
vacuum breaker and run it and turn it on 
full blast and count how many seconds it 
takes to fill the (5-gallon) bucket. Then 
you can do that per minute.”

Rotors are typically placed 36 feet apart, 
a standard for most brands, Briseno says.

“We always try to get the head-to-head 
coverage as close to 100 percent coverage 
as possible, so the spray reaches the op­
posite rotor,” says Kurt Meyer, president 
of Meyer Landscape & Design, based in
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www.neelycoble.com Decatur, AL ■ 800433-6351Nashville, TN ■ 800-367-7712

Isuzu NPR HD 4 Door with 19’ Dovetail Landscaper Body
297 HP Gas or 210 HP Diesel Engine, Automatic Transmission, 14,500 lb. GVWR, Exhaust 

Brake, AM/FM CD Player, A/C, P/S, Power Windows & Locks, Tilt Wheel 
(Other Options And 12,000 lb. GVWR Gas Availble)

Isuzu NPR with 19’ Dovetail Landscaper Body
v2»7 HP Gas or 210 HP Diesel Engine, Automatic Transmission, 12,000 lb. or 14,500 lb. GVWR, 
Exhaust Brake (Diesel Only). AM/FM CD Player, A/C. P/S, Power Windows & Locks, Tilt Wheel, 

(Other Options And GVW Ratings Available)

Isuzu NPR with 18’ Enclosed Landscape Body
297 HP Gas Engine, Automatic Transmission, 12,000 lb. GVWR, AM/FM CD Player, 

A/C, P/S. Power Windows & Locks, Tilt Wheel, Split Dovetail Ramp,
(Other Options And GVW Ratings Available)

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

A/C, P/S. Power Windows & Locks, Tilt Wheel, Tow Package / 
(Other Options And GVW RatingsiAvaììable)

Used Landscapers In Stock! Variety of Specs Available
If you are not in the market for a new landscape truck, maybe a premium used unit will work for 
you. We are one of the few dealers in the country that is dedicated to providing you with used 

landscaper trucks. Many have brand new bodies!
Isuzu NPR HD with Spray Rig 13’ Bed & 600/200 Gallon Tanks

297 HP Gas Engine, Automatic Transmission. 14,500 lb. GVWR. 19.5 Tires, AM/FM CD Player, 
A/C, P/S, Power Windows & Locks, Tilt Wheel. (4) Boxes. 400' Hose, Hand Wash, Tow Pkg, 

(Other Options And GVW Ratings Available)

Isuzu NPR HD with 19’ Revolution Body
297 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR, 19.5 Tires. AM/FM CD Player, 

A/C. P/S, Power Windows & Locks, Tilt Wheel, Electric Hoist,
(Other Options And GVW Ratings Available)

Isuzu NPR with 19’ Custom Irrigation Body
297 HP Gas or 210 HP Diesel Engine, Automatic Transmission, 12,000 lb. or 14,500 lb. GVWR.

Exhaust Brake (Diesel Only), AM/FM CD Player, A/C, P/S, Power Windows & Locks, Tilt Wheel, 
(Other Options And GVW Ratings Available)

gS’“"**5' HUGE INVENTORY!
NATIONWIDE DELIVERY OPTIONS!

VARIETY OF WORK READY TRUCKS IN STOCK!
INNOVATIVE EQUIPMENT SOLUTIONS FOR THE LANDSCAPE INDUSTRY!

http://www.neelycoble.com


Irrigation

Moline, Illinois.
The company offers landscape consulting 

and design, hardscaping, irrigation and light­
ing services. Meyer Landscape & Design also

operates two garden centers and a nursery. It 
employs roughly 50 people.

Checking the manufacturer’s specification is 
important, he adds.

“Certain heads can only throw so far so 
you can’t go beyond the maximum amount,” 
Meyer says. “You can always dial a rotor 
down a bit. But you cannot extend past the 
maximum throw.”

JANUARY 10-12,2018
BALTIMORE CONVENTION CENTER

Technology has certainly changed our lives, but 
in the nursery industry tnere still remains a vital 
need to conduct business face to face. And 
MANTS has been fulfilling that need artfully 
for 48 years now. Over 11,000 attendees, 
representing over 3,600 buying companies and 
nearly 1,000 exhibiting companies, attended 
our most recent show.

MANTS
Box 818 • Brooklandville, MD 21022 

410-296-6959 
fax 410-296-8288

www.mants.comBuyers and sellers come together at our 
300,000 square feet of exhibit space every 
January to conduct serious business, with no 
distractions. But when the work day is over, 
and it is time to unwind and relax, Baltimore's 
Inner Harbor offers an impressive list of fine 
restaurants and attractions.

©mantsbaltimore
#mants

@mantsbaltimore
Sure, you can find plenty of important 
information on the web. But you still need to 
attend MANTS to get the job done.

Remember, MANTS means business.

On-line Registration is available 
24/7 beginning October 1.

ROTOR PLACEMENT. Both Meyer and Briseno 
say they determine where to place heads by 
hand and do not use any design software.

“I’ve been doing irrigation for 17 years. I 
don’t use any kind of software. I just figure 
it out in the field,” Briseno says.

Other common obstacles to consider in­
clude sheds, pools and patios, he says.

“I walk around and flag it all out. Then 
I draw it out on a piece of paper. We’ve 
already figured out how many gallons we 
have, then I can figure out how many heads 
I can use per zone. Then I just sketch it in 
on a piece of paper - how many flags are 
connected and where the valves are going to 
be,” Briseno says.

Ground Control Property Management 
employs 12 to 15 people on average and has 
an annual revenue of about $650,000.

While he still determines placement by hand, 
Meyer says his company does use an AutoCAD 
system to document the design and to make it 
easier for employees to follow the design.

“We have our own spreadsheets for the 
calculations. The AutoCAD system just 
makes a much more professional design. 
It’s all drawn out to scale, so our guys can 
measure right off the plan and plot it right 
to the ground,” he says.

A copy of that design is placed inside the 
irrigation system controller, Meyer adds.

Meyer Landscape & Design primarily 
serves residential customers and has an annual 
revenue of more than $4 million.

INITIAL ADJUSTMENTS. When first installed, 
rotors are adjusted one week later, Briseno says.

“We go back and make sure that they’ve 
set because every brand will have at least one 
or two heads that don’t stay in adjustment. 
It just happens,” he says. Faulty heads are 
replaced with new ones.

Over time, Meyer says adjustments are 
few on rotors.
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“It’s very rare to have them 
shift, but occasionally, kids run­
ning in a sprinkler or something 
like that, they may bump them 
and turn them,” he says. “As far 
as adjustments on the rotor, oc­
casionally, a nozzle will pop out, 
where you have to put a new 
nozzle back in it.”

Irrigation systems in temper­
ate climates are winterized at the 
end of the season, but the rotors 
aren’t typically touched at that 
time, both contractors say.

“While we’re turning them on 
(in the spring), we walk around 
to make sure everything’s hit­
ting where it’s supposed to and 
make adjustments as necessary,”

Briseno says.
The area around each head is 

also cleaned out to mitigate dirt 
and debris entering the system, 
Briseno adds.

Meyer says during that spring 
tuneup he will also make sure no 
heads are broken.

TYPICAL MAINTENANCE. Custom­
ers at Ground Control Property 
Management are encouraged to 
run their system and examine 
coverage monthly.

“I tell them to take one 
Saturday a month and just run 
them for a couple minutes, just 
to make sure everything’s still 
getting hit on their end to make

sure that they’re happy with 
everything. I show them how to 
adjust the rotors,” Briseno says.

Usually a customer will call if 
there is a problem or coverage is 
off, but calls are few, Meyer says.

Employees at Meyer Land­
scape & Design will visit com­
mercial properties roughly every 
two months and check the 
irrigation system.

“It’s usually very obvious if 
there’s a problem. Our mow­
ing crew will see that the head 
is blown, and those areas are a 
little washed out. Or, an area 
is either dry or washed out. 
That’s when you see that you 
have a problem on the head,”

Meyer says.
If there is debris in the lines, 

it usually shows up in the first 
couple of weeks, he says.

“There is a screen inside of the 
pop-up, and inside of the rotor, 
that, it’s a little filter that goes in 
the base of it. And those need to 
be cleaned out now and then,” 
Meyer says.

TYPICAL LIFE SPAN. Unless a rotor 
takes direct abuse, such as being 
hit with a lawn mower or being 
driven over by a vehicle, Briseno 
says they can easily last 10 to 1 $ 
years, l&l

The author is a freelance writer 

based in Ohio.
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Car-like features, accessories and increased hauling 

capabilities are just some of the developments that have 

been made to the latest UTV models. By Megan Smalley

T
HERE’S BEEN AN EVOLUTION HAPPENING WITH UTVS THE PAST DECADE.

About 10 years ago, most UTVs were rugged work machines that featured 
very basic cab designs with no added bells or whistles. Today, the UTV is 
starting to look and function like an everyday car or pickup truck. More 
manufacturers are adding technology to the cabs: touchscreens, navigation 
tools and rearview cameras. There’s also demand for heating and cooling, as 
well as heated and air-cooled seats.

While most UTVs won’t incorporate all these luxuries in a single vehicle, most 
manufacturers predict this will become standard in the next couple of years.

“People are going to want the same creature 
comforts they have in their cars (in their UTVs),” 
says Kurt Reece, assistant brand manager for 
utility vehicles at Mahindra. “It’s pretty amazing 
how the technology is going in this space and 
how quickly it’s moving. Any technology you 
see in your day-to-day car, you’ll start to see in 
these vehicles, too.”

Manufacturers agree the automotive industry 
is driving advancements in the UTV market to 
make the cabs more like that of a car or a truck. 
Features such as adjustable seats, tilt steering 
wheels or cup holders are becoming the norm 
for UTVs.

An increasing number of UTVs offer entirely PH
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One light
changes everything

Get three lumen choices from one fixture

Backed by Kichler’s industry-leading 15-year warranty.

Learn more at www.Kichler.com/VLOaccent

Quickly switch between three lumen level options with the 
12V Integrated LED Accent with Variable Lumen Output 

(VLO) - without the need for mechanical adjustment. 

Kichler VLO technology finally makes it possible - all 

while eliminating the increased failure risk or long-term 

reliability concerns often associated with other fixtures.

The L.D. Kichler Co. Kichler® All rights reserved.

KICHLER

http://www.Kichler.com/VLOaccent


UTVs

closed-cab designs so they can 
be used in cooler climates. Some 
models feature full-sized doors 
instead of bars to make it easier 
for contractors to hop in and out.

“Back in the day, utility ve­
hicles were more like a piece of 
machinery. Now, they are much 
more automotive-like in fit, finish 
and comfort,” says Tom Mielke, 
product marketing manager for 
utility vehicles at Cub Cadet. 
“Nowadays, the (UTVs) are 
more comfortable. Frankly, you 
can work all day long (in them) 
and on the weekend use (them) 
to go trail riding or hunting or 
for recreational purposes. It’s that 
crossover function that’s another 
trend in the industry right now.”

^s)
are more 

comfortable. 
You can work

all day (in 
them) and on 

the weekend use 
them to go trail 

riding.”

Tom Mielke, 

product marketing 

manager, Cub 

Cadet

ACCESSORIZED AND VERSATILE.

On top of the creature com­
forts being added to UTVs, 
manufacturers say UTVs are 
also becoming more accessorized 
and versatile. Mielke notes that 
his company’s UTV sales are up 
simply because contractors seem 
more interested in purchasing 
machines with versatility.

UTVs can be used for myriad 
purposes, with the help of acces­
sories and attachments. Adding 
one or two attachments can turn 
a basic UTV into a variety of ve­
hicles: a snow plow, a mini hauler, 
a fertilizer spreader or a vehicle to 
cart workers around the jobsite.

Because versatility is important 
to contractors, Reece says Mahin-

dra offers more than 50 accessories 
and attachments for UTVs, such 
as post hole diggers, spreaders, 
tillers, mowers, rakes, cutters, 
hitches, lifts and blades to name 
a few. He says there are also dif­
ferent tire treads and tire patterns 
to pair with these vehicles so they 
best fit the application needed.

“We wanted to make sure the 
vehicles could be used anytime, 
anyplace, anywhere and in any 
condition,” Reece says. “Ulti­
mately, it’s a versatility game and 
figuring out how to make these 
vehicles as efficient as possible.”

Reece notes that Mahindra’s 
flex hauler and long bed UTV 
models seem to be most popular 
among landscapers. Both models

One Spray in the Fall Lasts all Winter!
Longest Lasting Professional Deer Repellent

DeerProRepellent.com
Call to order now: 877.486.3337
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incorporate a cargo box that folds 
down on either side of the tailgate 
to convert it into a flatbed trailer. 
This feature allows landscapers 
to transport mulch, hay or other 
tools around a jobsite.

Cub Cadet faces similar de­
mands from landscapers. Mielke 
says the company offers a variety 
of storage options to best serve 
these customers.

“We don’t know every single 
tool or gizmo someone will want 
to use for a job, so we created 
a system that has attachment 
points all over the machine where 
they can configure it how they 
want,” he says.

Landscapers in different re­
gions of the country also require

Adding attachments can turn a basic UTV into a variety of vehicles: a snow plow, a mini hauler, a fertilizer 
spreader or a vehicle to move workers around a jobsite.

different options.
Roger Gifford, product man­

ager for the RTV product line at 
Kubota, says this is one reason 
accessories are important to land­
scapers. “Accessorizing and mak­

ing it yours is the fastest-growing 
part of this segment,” he says. 
“The accessory market is really 
driven to the customer’s needs to 
make (the vehicle) theirs.”

He says one of Kubota’s mod­

els “keeps out weather,” giving 
users the ability to heat or cool the 
cab, defrost and wipe off snow or 
rain on the windshield. The com­
pany also offers other accessories 
for use in other conditions like

IS THE CLOCK TICKING ON
YOUR ROOT INTRUSION 

PROTECTION?
The ONLY Root Intrusion Protection 
Designed to Last as Long as Your Dripline
The latest addition to the best-selling line of landscape dripline, 
Netafim's Techline® HCVXR is the ONLY landscape dripline that 
infuses Cupron® Copper Oxide directly into the mold of each 
emitter to provide a long-lasting root barrier for subsurface drip 
irrigation systems that won't wash away after years of use.

• Infused Cupron® Copper Oxide Combined with 
Netafim's Physical Root Barrier Properties 
Provide Long Lasting Protection Against Roots 
Throughout the Life of the Dripline

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

15 YEAR 
WARRANTY
The Landscape 

Industry's 
Longest Root 

Intrusion 
Warranty

• Built-in Anti-Siphon Feature Protects Against Debris
• Four New Emitter Flow Rates
• Laser Etching on the Dripline for Easy Identification

¿NETAFIM
PP (888) 638-2346 www.netafimus
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"BE SMART AND BE AWARE. We 
advise all our users wear a seat belt. 
Since the top speed of our vehicles is 
35 mph, we recommend that our op­
erators wear a protective DOT helmet 
at that speed. And for landscaper, 
make sure the materials you load and 
haul meet weight requirements of 
the vehicle, so do not overload it."

- Kurt Reece, Mahindra

"BE SAFETY MINDED WHEN 

OPERATING THESE TOOLS. Do not 
be overly casual. Wear the seat belt, 
as the vehicles are often operated 
on uneven ground. Sometimes 
people get a 'golf cart' mentality 
with UTVs, but this is a bigger 
machine."

- Tom Mielke, Cub Cadet

"MAKE SURE IT'S ALWAYS 

INSPECTED BEFORE YOU START 

OUT WITH IT. Look for fuel leaks, 
and if there are any, get it repaired. 
Keep the engine properly serviced. 
And if you work in dusty conditions, 
make sure the vehicle is inspected 
more often."

- Roger Gifford, Kubota

"IT'S LIKE ANY TOOL. You have 
to exercise care and treat your 
tools with care in order to keep 
people safe at all times. People can 
sometimes get themselves in the 
wrong position if they're trying 
to go too fast or if they're not 
experienced with it."

- Keith Wells, American Landmaster
(continued on page 59) PH
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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.

Use Reprints As:
• Sales Aids
• Recruitment Tools
• Managed ePrints
• Trade Show Handouts
• Media Kit Supplements

Call 800-456-0707 
Email: reprints@gie.net

• Educational Programs
• Employee Training
• Sales Presentations
• Conference Materials
• Direct Mail Campaigns
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Stand-On Spreader Sprayer

to

30" Stand-On Aerator

TAKING A ‘STAND’ ON 
PERFORMANCE AND 
PROFITABILITY.
Committed to providing landscape professionals 
with an array of products that increase their 
service offerings and revenue opportunities, 
Exmark has delivered, yet again—this time with 
the industry’s most innovative, versatile, stabile 
and maneuverable Stand-On Spreader-Sprayer 
and Aerator. Outfitted with intuitive controls 
and packed with a laundry list of leading-edge 
technologies, both will elevate customer 
satisfaction ... And your bottom line!

Stop in to one of our 1,500+ servicing dealers 
today to experience, first-hand, why Exmark 
turf management products are trusted by 
those whose livelihoods depend on delivering 
additional customer solutions once the 
perfect cut’s been made.

Save 15% or more on our Fleet Purchase Program 
with minimum purchase requirement!*

*See your Exmark Dealer for complete program details.

wiAfw.exmark.com f HE

wiAfw.exmark.com


KNOWLEDGE 
IS POWER

T
ODAY, THERE ARE MORE OPPORTUNITIES than ever to 
use data to gain the knowledge you need to grow a more sustain­
ably profitable business in the landscape industry. Benchmark 
data is a valuable tool for understanding how your business 
compares to others across the country. It shows where you excel, so you 

can use that information to your advantage. It can also highlight opportu­
nities for improvement that you may be able to profit from as well.

The 2017 Benchmarking Your Business report offers the most current 
contractor data, so you can quickly understand how your business stacks up 
in areas such as profitability, budget management and contractor spending, 
among others. When combined with the real-time customer feedback you 
can gather via social media and online professional review sites, the 2017 
Benchmarking Your Business report can give you a big-picture view of your 
business and opportunities for growth.

At Exmark, our focus is on building state-of-the-art, yet easy-to-use com­
mercial mowers and turf management equipment. Our goal is to give you, 
our customer, better, more productive, and cost-effective equipment that 
helps your business grow and be profitable. We share your passion for your 
work, and your steady stream of feedback helps us refine our designs and 
develop new technologies to better meet your needs.

For more than 35 years, Exmark has worked hard to consistently exceed 
customer expectations, and we deeply value the relationships we’ve built with 
each of our customers. If you are not a current Exmark customer, I personally 
invite you to visit your local Exmark dealer and see how our machines can 
help you raise the bar for your business.

Learn more about the Exmark Advantage, or locate your local Exmark 
dealer, at Exmark.com. •

With great optimism for the future,
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BENCHMARK DATA

IS A VALUABLE 

TOOL FOR 

UNDERSTANDING 
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MONEY COMING,
MONEY GOING
Our research on how contractors are spending and making money will help 

you get a grip on where you are doing well and where you can improve.

O
n this page and those following, you will find statistics from our 2017 
Benchmarking Your Business Report, as well as stories illustrating

some of those numbers. This supplement is designed to give you a better 
understanding of where you fit against the national numbers of pay, price, 

profit and other data you need to run a successful business.
The median response from those who took the survey shows an owner who runs a 
full-service landscape company that has been around 16 years, posted a 2016 gross

revenue of $297,000 and has a total of 19 employees (ll full-time, six seasonal and two 

k part-time), l-le expects to finish 2017 with a net profit margin of 17 percent and expects 
that to increase to 19 percent in 2018. l-le also expects 2018 gross revenue to grow by 

IO percent compared to 2017 revenue.
To get you started, here’s a breakdown of the services contractors who took the
survey are providing. You can also find our Benchmarking Your Business calculator to 

give you an idea of how you stack up in your region, and to download segment-specific 
budget calculators at www.lawnandlandscape.com/benchmark. •

B4 BENCHMARKING YOUR BUSINESS | NOVEMBER 2017

1) Landscape maintenance
2) Landscape construction/design/build
3) Lawn care/chemical application
4) Snow and ice management
5) Irrigation installation/maintenance
6) Tree care
7) Landscape lighting
8) Holiday lighting
9) Other

15%

6% 5%
3%

1% 1%

7 8

3%

9

SURVEY METHODOLOGY:
The 2017 Benchmarking Your Business survey was designed jointly by Lawn & Landscape 

and Readex Research, and fielded from Aug. 7-21. The survey's 481 responses represent 

an estimated population of 14,700 landscape contractors. The margin of error is 4.7 

percentage points at the 95 percent confidence level. Some charts do not total 1OO 

percent due to rounding and because not all answers are included with some questions.

http://www.lawnandlandscape.com/benchmark


SAVE
SOME FOR
YOURSELF

YOU OWN THE BUSINESS.

ARE YOU GETTING PAID A FAIR SALARY?

‘WHY AM I MAKING MONEY BUT NOT KEEPING IT?”

That’s a common question that busy owners ask, wondering why they’re 
working so hard and not seeing the dollars in their bank account. After 
payroll, rent and all the overhead plus materials, there’s hot a whole lot 
left over. So, where does that leave the owner? In some cases, the answer 
is - unpaid. There are two competing realities when addressing owner’s 
pay, says Jim Huston, president of J.R. Huston Consulting. “First is 
federal tax code and its regulations, and second is market reality and 
the need to be competitive in an open market,” he says.

At Country Club Lawn and Tree Specialists,
? T partners Mark Black and Matt Brooks take 

equal pay and distribution, but use quarterly 
: distributions to pay taxes.
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Huston says, “I tell clients that my job is to 
help them make as much money as possible. 
Their CPA’s job is to make it look like they’re 
going broke and keep them out of jail.”

Ultimately, owners need to get paid just 
as they would compensate a general manager 
of their businesses. Consider what you’d 
pay someone else to perform your function, 
Huston says.

The company bank account can’t act as 
the owner’s piggy bank - and yet, an owner 
needs to be paid fairly for the time and re­
sources he or she dedicates to the business. 
“Do not try to pay yourself minimum wage 
and think you’ll get away with it,” says Mark 
Black, owner of Country Club Lawn and 
Tree Specialists in South Roxana, Illinois. 
(His accountant told him this could certainly 
throw up a red flag to the IRS.)

So what’s the happy medium between 
taking fair compensation for the work you 
put into your operation and making good 
with Uncle Sam? Huston and owners we 
spoke with share how they take their fair 
share from the pot.

A FAIR SHARE. Jeff Bowen is like most 
owners who remember their first year in 
business - for him, that was 24 years ago. “I 
am not sure I collected a big paycheck every 
week consistently,” he says. (Some weeks, he 
went without.)

“By the second year in business, we were 
much more efficient with our accounting and 
I tried to take a paycheck every pay period.”

Bowen and his wife own Images of Green 
in Stuart, Florida. They decided on taking 5 
percent of the gross revenue as owner’s salary.

He admits, the number was really quite 
arbitrary, based on the bare minimum his 
family needed to manage household expenses 
and not much more.

Now that the business’ revenues are in the 
$1.5 million range, he takes 10 percent and 
his wife takes a nominal amount as compen-

$55,000 AVERAGE SALARY 
FOR OWNER/PRESIDENT

IT’S SO EASY TO GO TO 

THE ‘WISHING WELL’ AND 

PULL OUT WHAT YOU 

WANT, BUT YOU HAVE TO 

PAY ATTENTION TO THAT 

MONTHLY P&L. 

ft

Mark Black, owner, Country 

Club Lawn and Tree Specialists

WHAT WAS YOUR 
LOCATION’S AVERAGE 

ANNUAL SALARY FOR THE 
OWNER/PRESIDENT 

OF YOUR COMPANY?
$100,000 OR MORE 19%

$80,000 - $99,999 9%

$60,000 - $79,999 20%

$50,000 - $59,999 12%

$40,000 - $49,999 14%

$30,000 - $39,999 8%

LESS THAN $30,000 17%

MEDIAN OWNER’S SALARY IF 
YOU'VE BEEN IN BUSINESS...

LESS THAN 5 YEARS: $40,000 

5-19 YEARS: $55,000

20 YEARS OR MORE: $55,000

MEDIAN OWNER'S SALARY IF 
THE COMPANY'S MADE:

LESS THAN $300,000: $40,000

$3OO,OOO-$999,OOO: $65,000

MORE THAN$1 MILLION: $90,000

sation for her payroll duties. “I’m a hands-on 
guy, so I’m selling; I’m in production; I’m 
involved with the administrative part of the 
business in the office every day,” he says.

“I call myself an owner, but I act more like 
a general manager because that’s what I do. 
I’m doing all of the big-picture things like 
keeping focus on goals, setting expectations 
for the future and a whole lot more.”

Bowen will draw a salary slightly less than 
10 percent of gross income this year because 
the numbers are slightly below what he an­
ticipated - though cleanup from Hurricane 
Irma will definitely change that picture.

He expects his pay will amount to 
$128,000 this year. His advice: “You can run 
a business, but if you can’t pay your personal 
expenses, then the business may not be doing 
what you want it to do.”

KNOW YOUR NUMBERS. Black and his 
partner, Matt Brooks, are 50/50 partners 
in his business, and they take equal pay 
and distribution. They also considered 
how they’d pay a manager to do their jobs. 
However, “You have a wide range there,” 
Black says.

Black and Brooks pay themselves a modest 
salary. The quarterly distributions they take 
are to pay taxes. “Yeah, I’m taking a distribu­
tion out of the business, but I’m sending it 
right to Uncle Sam,” Black says.

He says they do not pull out any distri­
butions from the company’s profit during 
the year. “We wait until the end of the year 
and make sure we reinvest a minimum of a 
month and a half of payroll back into the 
business,” Black says.

By doing so, the business has payroll cov­
ered in January and part of February, before 
lawn care renewals come in. The money set 
aside acts as a safety net.

After reserving those dollars, paying taxes 
and accounting for upcoming purchases - a 
new truck, equipment - Black can see what 
profit is left in the business. “From there, 
we look at that balance and say, ‘Can we 
take back from our business?”’ It depends 
on what’s going on that year.

“Some people use their business as

B6 BENCHMARKING YOUR BUSINESS | NOVEMBER 2017



Paying yourself 
minimum 
wage won't cut 
it with Uncle 
Sam, but it's 
important to 
make sure 
you are fairly 
compensated.
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a personal piggy bank, and 
that’s the last thing we do,” 
Black says.

“A lot of owners cannot dis­
seminate between personal and 
business, and that is where they 
get into trouble. It’s so easy to 
go to the ‘wishing well’ and pull 
out what you want, but you 
have to pay attention to that 
monthly P&L.”

OWNER’S SALARY BENCH­

MARKS. Huston benchmarks 
owner’s pay by estimating a 
budget for three categories: 1) 
field pay, 2) general and admin­
istrative overhead salary and 3) 
dividends (determined by the 
owner and CPA).

Field pay factors in activities 
like designing, supervision and 
work performed on the job.

Owner’s G&A salary is for

the time spent running the 
company. Ask yourself: What 
would you pay someone else to 
run your business?

“Dividends are determined by 
the tax code and profitability of 
the business,” Huston says.

The figures here do not in­
clude benefits like medical insur­
ance or vehicle expenses. And, 
while realistic, the numbers will 
vary depending on the company 
and its profitability.

$300,000 in sales: If your 
business is in this arena, here are 
some figures to consider.
• Fair market value for your 

work in the field with crews: 
$32,400 ($18/hour)

• Total G&A overhead salaries 
for the business: $36,000 
(this includes owner
+ other admin)

• Owner’s G&A salary:

$27,000 ($36,000 - $9,000 
for a part-time office person)

• Dividends based on profit­
ability: $15,000 (the com­
pany makes 10 percent year- 
end net profit in dividends 
and the owner takes half.)

• Total owner’s salary: 
$74,400, which is 24.8 per­
cent of total sales
Next, Huston applies the 

same calculations to a business 
that does $1 million in sales
• Owner works 0 hours 

in the field
• Total G&A overhead salaries:

$120,000 for all salaries
• Owner’s G&A salary:

$78,400 (minus the full-time 
manager making $41,600)

• Dividends based on profit­
ability: Year-end 10 percent 
net profit and 50 percent 
payout is $50,000

• Total owner’s salary:
$128,000, which is
12.8 percent of total sales
Going back to the ques­

tion many owners bring to the 
budgeting table - “Why am I 
making money but not keeping 
it?” - these benchmarks provide 
a guideline for figuring a fair 
owner’s salary rather than rolling 
the dice or treating the business 
bank account like the proverbial 
piggy bank.

There isn’t a magic number 
when determining the owner’s 
salary, Huston says.

But these guidelines will get 
you on track to get paid fairly. 
As Andrew McCurry of Father 
Nature Landscapes in Birming­
ham, Alabama, says, “Financial 
health is extremely important. If 
I treat the business well, it will 
treat me well.” •

NOVEMBER 2017 I BENCHMARKING YOUR BUSINESS B7



« BENCHMARKING
YOUR BUSINESS REPORT

MONEY &
MOTIVATION

OWNERS SHARE HOW THEIR PAY AND INCENTIVE PROGRAMS DRIVE PERFORMANCE.

pany in town, then you could have some serious retention 
problems. For owners, the issue gets even more complex: 
compensating people fairly for production, efficiency, 
quality and an overall contribution to the company’s 
profitability.

What’s the best way to pay people and how do you 
incentivize them with meaningful bonuses that inspire 
camaraderie (not contention) and drive quality production 
vs. more hours for more pay? Michael Hornung, president 
at ValleyGreen in Sartell, Minnesota, focuses on paying at 
the higher end of the market so he can attract and retain 
the best people possible. His bonus program promotes 
teamwork and rewards senior technicians for training up 
the new talent.

Hornung implemented the system in 2003, and has 
tweaked it a bit over time. It’s based on efficiency per hour, 
service calls and callbacks. He calculated what technicians 
should produce per hour and per week. For example, new 
technicians are expected to make about $125/hour, or 
$5,000 in production per week. With this efficiency and 
zero callbacks, a technician could make $2 to $3 per hour 
more as a bonus. This is rewarded per paycheck. (Hornung 
says the bonus per hour ranges, but he uses this standard 
as an example.)

Measuring callbacks allows Hornung to follow up and 
make that connection with clients. Hornung says the 
production expectation isn’t lofty because he wants qual­
ity to be the main priority. That said, without efficiency, 
the company will not be profitable, and he wants his 
people to share in the reward of working smart. When 
they know their pay picks up when they reach goals, they 
remain motivated.

Also built into the program is an incentive for expe­
rienced technicians to take on trainees. (All new techs

BÖ BENCHMARKING YOUR BUSINESS | NOVEMBER 2017
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spend up to three weeks train­
ing with a veteran tech.) “Some 
experienced techs used to say, ‘I 
don’t want to help the new guy 
because the route is out of my 
area,’ and so on,” Hornung says. 
“But, now, when they go help that 
new salesperson, they can hit their 
production hours based on what 
they did on their own route. That 
has put our experienced techni­
cians in a position where they feel 
like they are not being dragged 
down by helping the new person, 
and the new person isn’t afraid to 
ask for help.”

PAY PROGRAMS. At Lawn 
Cure in Sellersburg, Indiana, 
employees work four 10-hour 
days at the lawn care operation 
and must meet weekly spray goals. 
“Anything they spray over their 
goal, they get ‘banked hours,”’ 
says Missy Fromme, co-owner. 
“They can use those banked hours 
as paid time off or they can be 
paid out.”

The banked hours are figured 
per week, so they could earn an 
hour off or an hour of pay every 
paycheck. And, if technicians 
sell a service while they are in 
the field, they can earn a com­
mission on that sale for the full 
season, Fromme says. “If they 
sign the person up that day and

spray the lawn that day, they get 
a 15 percent commission for all 
six rounds they sell,” she says. “If 
they just pick up the customer 
but don’t spray the lawn that day, 
they get 10 percent of the sale for 
the full-year program.”

Not every technician has a 
sales mentality or desire to bring 
in new business. And that’s OK, 
Fromme says. “But, this does in- 
centivize technicians,” she says.

Meanwhile, because Lawn 
Cure lays off employees for six 
weeks from the end of December 
until mid-February, they are 
paid a year-end bonus that essen­
tially makes up for the time they 
are off. “It’s like they are paid for 
the six weeks while they are off 
work,” Fromme says.

At Country Club Lawn and 
Tree Specialists in South Roxana, 
Illinois, employees are incentiv- 
ized based on three criteria: 
production volume, cancellations 
and attendance. Owner Mark 
Black calls it a “performance 
bonus” because he doesn’t want 
employees to be overly focused 
on volume. And, he sets realistic 
goals. “I can’t make the goals any 
easier,” he says. “The minimum 
goal is $12,000 a month in bill­
ing, that’s $600 per day. The

66
SAY YOU’RE 

PICKING APPLES 

AT 35 CENTS PER 

BUSHEL IF YOU 

WANT TO MAKE

MORE MONEY

YOU’VE GOT 

TO PICK MORE 

APPLES, 

ft

Jim Huston, 

J.R. Consulting

maximum percentage bonus is 
$ 18,000, which is $850 per day.”

For every cancellation, a tech­
nician loses 3 percent of his or 
her bonus. As for attendance, 
technicians who are late to work 
lose 2 percent that month, and 4 
percent for missing work.

Employees can make up to 
$1,500 per month in bonus 
dollars if they work diligently, 
Black says. He doesn’t want to 
micromanage, but if modest 
production goals are not being 
hit, he will dig deeper. He can 
find out through a mobile GPS 
app how long a truck was sitting
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on a property. “If we see that there are several 
houses in a row where the truck is sitting for 45 
minutes, that’s costing us $5,000, so we’ll call the 
technician out,” he says. The reality is, workers can 
sit in the truck for an extra 10 minutes and check 
their personal mobile devices and cruise through 
social media updates.

At For-Shore Weed Control in New Jersey, 
owner Mike Matthews felt the bonus system was 
too personal, so he brought on Jim Huston of J.R. 
Huston Consulting to help create a fair program. 
“How I felt about an individual employee was a 
distraction for me,” Matthews says.

For-Shore now has a program that measures 
how much money a technician brings into the 
company vs. the cost of earning that money. The 
company sets a threshold, and dollars earned per 
technician beyond that goal can be used as a bo­
nus. “Technicians can earn a percent of the gross 
beyond that threshold,” says Nathaniel Matthews, 
partner in the business.

Bonuses range from $4,000 to $ 15,000, and the 
program is explained at spring training each year. 
The system allows For-Shore to spot “sleepers” or 
employees who aren’t tooting their own horns but 
are doing a knock-out job with production. “There 
are people who clock in, work and go home, and 
then you see their production and quality numbers 
and they’re the ones going home with the $ 15,000 
bonus,” Matthews says.

A PIECE-RATE APPROACH. Huston is an 
advocate of a piece pay rate system that focuses 
employees on productivity vs. hours. It’s not only 
a compensation system; it’s a reward program, 
too, and pay plus bonuses are tied to production.

“Say you’re picking apples at 35 cents per 
bushel - well, probably 35 cents an apple these 
days,” Huston says. “If you want to make more 
money, you’ve got to pick more apples - be more 
productive, more efficient.” In landscaping, own­
ers first must know their expenses and how much 
a crew “costs” per day. Say the per-crew billing 
goal is $1,000 per day. And the crew gets paid 30 
percent of what the company bills.

“Now, you have to maintain quality standards, 
but laborers realize if they want to take home more 
money, they can’t drag a 10-hour project out to 
12 hours,’’Huston says. “With this model, the 
employee is focused on producing more work.”

o
WHAT 

WAS YOUR 
LOCATION’S 

AVERAGE 
ANNUAL 
SALARY 
FOR THE 

FOLLOWING 
POSITIONS?

CHIEPOPERATING 
OFFICER (COO)

$70,000
CHIEF FINANCIAL 

OFFICER (CFO)

$62,000
SALESPERSON

$50,000
ACCOUNT MANAGER

$46,000
LANDSCAPE DESIGNER

$45,000
SUPERVISOR

$44,000
OFFICE

MANAGER
CREW FOREMAN/ 

LEADER

$35,000 $35,000

o
WHAT 

DOES YOUR 
LOCATION 

PAY PER
HOUR FOR 

EACH OF THE 
FOLLOWING 
POSITIONS?

MOWER OPERATOR:

EXPERIENCED VS. ENTRY LEVEL

$14.00 $11.00
CONSTRUCTION WORKER:

EXPERIENCED VS. ENTRY LEVEL

$15.50 $12.00
SPRAY TECHNICIAN:

EXPERIENCED VS. ENTRY LEVEL

$18.00 $13.00
MECHANIC:

EXPERIENCED VS. ENTRY LEVEL

$20.00 $15.00

This is how other industries measure performance and assign pay. For example, take 
an automobile service technician. Each repair task is assigned a standardized rate, say 
three hours for a brake repair. “If the job takes two hours, the technician gets paid 
for three,” Huston says. “If the job takes four hours, he still gets paid for three. So, if 
a technician wants to make more money, the formula is to perform more work at an 
acceptable quality standard.”

When you assign a piece rate for a task or per crew, and offer a percentage of the gross 
if a task or crew comes in under budget, employees get the monetary benefit of working 
smarter. “It’s an incentive built right into the pay structure,” Huston says. “People can 
see the direct correlation between how they perform and what they get paid.”

When employees are focused on working more hours for more pay, it cuts into a 
company’s profitability because it increases the labor rate without addressing efficiency. •
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PRICING IS Â CONSTANT PRESSURE FOR LANDSCAPE 
BUSINESSES, WHETHER YOU’RE OPERATING A 
LAWN CARE COMPANY, DESIGN/BUILD FIRM OR 
COMMERCIAL MAINTENANCE BUSINESS.
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PRICING IS 
A PERENNIAL

ISSUE FOR THE 
LANDSCAPE

INDUSTRY. 
HERE ARE THE 

BENCHMARKS TO 
BE SURE YOU’RE 

COVERING YOUR 
EXPENSES AND 

MAKING A PROFIT 

By Kristen Hampshire

Pricing is the one common frustration because no 
matter the market or economic landscape, you’ll 
always face low-ballers and feel cornered by clients 
who try to squeeze the profit out of a contract.

“It’s important to know your numbers, know 
where you need to be and know when to say ‘when’ 
on lowering a price,” says Jim Huston, president of 
J.R. Huston Consulting.

Huston describes a contractor who wanted to 
lower his hourly labor pay rate by $2 an hour be­
cause it would decrease the cost of services by 10 
percent and allow him to pick up more work. “We 
really dug into the numbers and discovered that he 
could lower the hourly rate,” Huston says. Well, 
that contractor did, in fact, end up adding many 
more clients because his market was particularly 
competitive. “If you know your costs, then you can

make those decisions,” Houston says.
So, what’s the best way to figure out pricing so 

you know when to draw the line and know what 
flexibility you might have to give a customer a 
break? Huston suggests a bottom-up approach that 
will give you a minimum price to charge for services. 
“You’ll have low-ballers in your market that will 
come up with some ridiculous price and you need 
to know when to walk away from a job,” he says.

A bottom-up pricing strategy tells you:
• How low you can go with pricing
• How much room you have to value-engineer 

a contract to retain a client or compete against 
another bidder

• The bottom-line price you can build up from, 
and perhaps generously, depending on the 
market and economy
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GET YOUR BREAK EVEN. Before you can 
figure your minimum price, you’ve got to 
have a solid budget that aligns with industry 
benchmarks. With an accurate budget, you’ll 
know the costs for labor, labor burden, pay­
roll (taxes), equipment costs, subcontractors, 
equipment rentals, vehicles and materials. 
You’ll also know your indirect costs, includ­
ing general administrative overhead.

Find your break-even point: Add your 
direct costs and overhead. This is your break­
even point - the money you’ve got to bring 
in to stay in business.

Add net profit margin: Now that you 
have the break-even point, apply the net 
profit margin. For example, in today’s healthy 
market, a residential design/build contractor 
can apply a 20 percent net profit margin to 
the break-even point.

Do the math: You’re pricing a job where 
materials cost $3,000, labor is $2,000 and 
labor burden is $500. Equipment is $1,500. 
That’s $6,000 of direct costs. Your gen­
eral and administrative overhead expense is 
$2,000 for a break-even point of $8,000. Ap­
ply a 20 percent net profit margin to $8,000 
for a price of $10,000.

Set your pricing minimum: Start the 
price for this project at $10,000. If your 
market allows, charge more. But if a competi­
tor offers do to the same job for $8,000, let 
it go! You’ll make absolutely no profit if you 
match that low-ball price since your break­
even point is $8,000.

“In a depressed market or recession, the 
customer’s primary concern is, ‘How low 
can you go?’ ‘How you value-engineer this 
price and come back with a lower number?”’ 
Huston says. “So, you need to know when 
to say no in a recessionary or tough market.

“Now, we are not in that market - it’s the 
other end of the spectrum, and in a robust 
market, the client’s primary concern is, 
‘When can you start?”’

Huston says labor is such a problem now 
that virtually all of his clients could do 20 to 
30 percent more work if they had the labor 
to do it. “Labor prices are going up, so now 
is the time to raise your prices because as you 
have huge demand and a limited supply of

COMPARED WITH THREE 
YEARS AGO, HOW HAVE 

YOUR PRICES CHANGED?

64%

DOES YOUR LOCATION 
CHARGE FOR ITS 

LANDSCAPE DESIGN?

WHAT DOES YOUR 
LOCATION CHARGE 

PER HOUR FOR LABOR 
FOR EACH OF THE 

FOLLOWING SERVICES?
SNOW/ICE

MANAGEMENT

$85.35
IRRIGATION

INSTALLATION/MAIN.

$61.60
LAWN CARE/CHEM 

APPLICATION

$56.83

TREE
CARE

$71.98
LANDSCAPE

CONSTRUCTION/DB

$58.36
LANDSCAPE

MAINTENANCE

$46.11

qualified contractors, prices go up,” he says.
Huston suggests pushing the limit on pric­

ing in a healthy market. “If you are getting 
every job, your numbers are too low,” he says.

HOW LOW ARE YOUR NUMBERS? A
residential design/build firm should get 70 to 
90 percent of bids submitted. However, in the 
bid-build market, you should win one-third 
of the jobs you price. “And in the commercial 
market, you should win 10 to 15 percent of 
what you price,” Huston says. “If you win 
more than that, then you really need to look 
at pricing because you could be too low.”

MAINTAINING MARGINS. Knowing your 
lowest price can help no matter your market, 
and applying those industry benchmarks is 
a way to stay on track toward profitability.

At For-Shore Weed Control in New Jersey, 
a specialty focus on gravel landscape services 
allows the business to earn a nice margin 
without too much competition from area 
businesses. The company has more than 
18,000 clients and has been in business for 30 
years, growing steadily during three decades.

“We have competition, but that has never 
been the driving force in any decision we 
make,” says owner Mike Matthews. When 
he first started the business, his theory was 
to make the service affordable for everyone 
and to focus on doing volume. “I was using 
a simple 10 percent rule - if materials cost 
$10, I’d charge $100,” he says.

That model wasn’t sustainable, though, 
because For-Shore took on more expenses 
as it grew, including health insurance, more 
equipment and vehicles. “Things got more 
complicated as we grew, and that’s when 
we brought a consultant into the picture to 
help with a budget and our pricing,” Mat­
thews says.

The pricing now accurately covers the com­
pany’s overhead and direct costs, allowing for 
an appropriate net profit margin while giving 
the business an edge in the market. For-Shore 
is still a volume-focused business. “We keep 
the efficiency high, volume high and density 
high and that has been our secret to profit­
ability,” Matthews says. S
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DO YOU KEEP THE

NUMBERS TO YOURSELF

OR SHARE THEM WITH THE

TEAM? HERE'S WHO NEEDS

TO SEE THE BOOKS-AND

WHY HAVING AT LEAST

A SECOND (OR THIRD)

SET OF EYES IS HEALTHY

FOR YOUR BUSINESS.
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WHO'S 
LOOKING 
AT YOUR

BOOKS?
By Kristen Hampshire

MICHAEL HORNUNG TELLS HIS 
EMPLOYEES, “YOU DON’T WORK 
FOR ME. YOU WORK WITH ME.’’
The president of ValleyGreen in Sartell, Minnesota, draws a picture on 
the white board of a wagon wheel with spokes. The wheel is ValleyGreen. 
Next to each spoke, he writes the name of an employee until the entire 
team is represented.

“We are all a spoke in the wheel,” Hornung says to his people, relating 
how their efforts keep the business moving forward. When a spoke breaks 
or is missing, the integrity of the wheel is compromised. “When I draw 
this and the team looks at it, they really get it. They really do,” he says.

Hornung wants his employees to realize that their performance impacts 
the organization. Those who lead crews or play supervisory roles are 
given the budget information they need to really understand the impact 
of their performance.

Who gets to see the books? Which managers get the numbers and 
which numbers should they see? Hornung subscribes to a modified 
version of open book management. The books are completely open to 
his operations manager and office manager. “They have to know what’s 
going on with the income and expenses,” he says.
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At ValleyGreen, Mike Hornung, 
left, operates his company under 
a modified version of open book 
management. With him is Operations 
Manager Bill Klein.

For other managers, certain 
“pages” of the books are opened 
so they can understand budgeted 
numbers and actual revenues 
for areas of the business they are 
responsible for overseeing. For 
example, a manager overseeing 
marketing and sales will see just 
the marketing numbers. “But 
he doesn’t deal with the fertilizer 
expenses or truck repairs every 
day,” Hornungsays, because that 
can get confusing.

If a technician learns that a 
crew can produce $1,500 a day,
“That technician thinks, ‘Whoa, 
that’s a lot of money,”’ Hornung 
says. “And yes, it is. But when you 
shake it out - vehicles, building 
costs, overhead expenses, admin­
istrative staff - the goal at the end 
of the day is a 10 percent profit 
margin.”

Hornung has taken the time 
to explain to his people how 
dollars are earned and spent in 
the business through a budgeting 
101 workshop. But that can be 
risky, in a way.

“The big misconception is that 
all managers need all of the infor­
mation,” says Jim Huston, presi­
dent of J.R. Huston Consulting.
“They don’t need to know how
much the owner is making or
the salary of employees or the profit of the company.
They just need to know the gross profit margin for
their particular division.”

ANOTHER SET OF EYES. Not all owners are 
comfortable sharing the numbers, but they could end 
up keeping the books too close to their vests.

Who must see the numbers? According to Huston, 
the owner, the bookkeeper (or controller) and your 
CPA. “If you have a general manager, they’ll also be 
involved in the books,” he says.

If the owner is the only one involved, it creates a 
bottleneck.

“If all the decisions have to be made by the owner, 
and he or she is the only one with the information,

you have to wait for the owner to ad­
dress the issue. Instead, owners need to 
empower the people running various 
divisions to do their jobs,” Huston says.

When division managers have the 
numbers they need, “They make deci­
sions that are closer to the client and to 
job performance,” Huston says.

Managers should gain access to score- 
boards so they understand how their 
teams are performing and whether their 
divisions are profitable. They should see 
the sales and direct expenses: field labor, 
field labor burden, materials, equip­
ment, vehicles, rental equipment and

VaHeyGreen

subcontractors. They should also know 
the target gross profit margin.

“You have books for two reasons,” 
Huston says. “One is to meet the 
income tax requirements of the IRS. 
Second is to make sure the business is 
operationally significant.”

Maintaining financial records is ab­
solutely required by Uncle Sam. And, 
your books will give you that scoreboard 
information that lets you know whether 
the hard work you’re putting into the 
business is producing a profit, which is 
the point of running a for-profit organi­
zation. In order to be sure the books are
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sound from a tax and operational 
standpoint, share the numbers 
with those key people (book­
keeper, GM and CPA).

The benefit of at least one 
more set of eyes is catching mis­
takes. Hornung says that Huston 
has picked up on the tiniest blips 
on his budget that have opened 
up opportunities for savings.

“He’ll notice that my rent is a 
half-percent higher than it should 
be and ask, ‘Why?’” Hornung 
says. “Well, we have more square 
footage than we need, but no one

DO YOU SHARE 
PROFIT AND LOSS 

NUMBERS WITH 
EMPLOYEES?

• YES: ALL EMPLOYEES

• YES: SOME EMPLOYEES

• NO

else would have caught that. It’s great to have 
another set of eyes from someone you trust 
and respect.”

SHARING WITH A FILTER. Every Friday 
morning at 8 a.m., Father Nature Land­
scapes has a financial meeting. It includes 
the owner, Andrew McCurry, his business 
partner, the office manager, project man­
agers and the production manager. “We 
sit down and look at our register balance, 
payables, receivables, who we need to collect 
from and what bills we have written that 
week,” McCurry says.

Seeing the numbers helps the group un­
derstand where the business stands and what 
expenses are coming down the pike.

But not every detail of the budget is 
shared, McCurry says. Some money is 
“taken off the table” by his office manager 
when she prepares the report because dol­
lars might be set aside to pay out bonuses. 
Since that money is not part of payables 
or receivables, it’s set aside - not part of 
the report the team views on those Friday 
meetings.

“We’re giving those bonuses as a gift, and 
we also don’t want to show inflated num­
bers,” McCurry says, noting that the money 
is earmarked. “We do show the numbers that 
are relevant to the managers.”

The fact that McCurry and his manage­
ment team are on top of the numbers, 
reviewing and discussing them weekly, is 
the key. The practice emphasizes to man­

agers the importance of constantly monitoring what’s going on 
financially in the business, measuring performance and working 
toward goals.

But, McCurry also recognizes that when numbers are passed around 
without employees understanding exactly what they’re looking at, the 
knowledge can be “too much information.”

Exposing every number can create emotional stress and even resent­
ment if employees do not understand how a budget is built and what 
financial obligations are required to run a business, McCurry says.

It goes back to the wheel and spokes: when the team understands 
that their specific roles help move the company forward, they can 
be focused on doing their part. “When we do share numbers with 
managers, we want to be sure they understand those numbers totally,” 
Hornung says. “That is why they see what they need to know to do 
their jobs and to be part of the team.” •
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For over three decades, Exmark’s Lazer Z lineup has set the gold standard 
in zero-turn mower productivity and profitability. Built for, and tested by, the 
most respected commercial cutters on the planet, every Lazer Z is a result 
of our legendary heritage of innovation, durability, up-time reliability and 
comfort. Now designed for easier maintenance and longer life with 40 percent 
fewer parts, and then backed by a 5-year limited warranty* and the industry’s 
most comprehensive customer care team, our newest Lazer Zs are better 
than ever before.

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

www.exmark.com f < @ ©Save 15% or more on our Fleet Purchase Program when you purchase 
as little as two Lazer Z riders!*
See your Exmark Dealer for complete Fleet Program and warranty details.

http://www.exmark.com


jrizing and making it yours is the fastest- 
growing part of this segment.”

Roger Gifford, product manager, Kubota

COMFORTABLE & CAPABLE
(continued from page 42)

rear lighting, side lighting, racks and guards.
Another demand he’s noticed is being able 

to convert UTVs from single-row vehicles 
to two-row vehicles. This option adds to the 
machine’s versatility, enabling anywhere from 
one to four riders on the machine.

“That way, you can either move around a 
crew and some equipment, or you can have 
two people in it and carry a larger amount of 
equipment,” Gifford says.

MORE GREEN AND MORE POWER. Tradition­
ally, UTVs run on gasoline or diesel. How­
ever, it’s becoming increasingly common to 
see electric or hybrid UTV models. Keith 
Wells, director of sales and marketing at 
American Landmaster, says there seems to be 
much more interest today among UTV users 
in alternative fuel.

Although gasoline and diesel are still more 
popular, he says electric is gaining momen­
tum. American Landmaster currently offers 
one electric-powered UTV model.

“Everything is moving toward electric,” 
Wells says. “There’s still a lot in development 
and refinement needed before electric gets 
across the board, though.”

Mielke agrees that landscapers shouldn’t 
be surprised to see alternative fuels powering 
UTVs. In general, he says alternative fuels 
are particularly beneficial for the landscap­
ing industry.

“A lot of landscapers work in quiet 
neighborhoods or near golf courses,” he 
says. “In the same way that they want to 
leave a minimal (emissions) footprint, their 
sound footprint is something to think about. 
Electric vehicles are quiet and let them work 
toward zero emissions.”

UTVs are also increasing in power and 
hauling capability.

Wells says he’s noticed an increased de­
mand for UTVs to have faster speeds and 
more power to pull heavier loads. He says his 
company’s UTVs can haul anywhere from 
500 to 2,000 pounds.

Reece compares a UTV to a small work

truck in that both are capable of hauling simi­
lar loads. He notes that some of Mahindra’s 
UTVs can haul about 1,200 pounds.

“It’s just a more fuel-efficient alternative

to a truck,” he adds. “It’s essentially easier to 
use, easier to get in and out of. Especially in 
a landscape application, you’re able to take 
these vehicles where a work truck can’t go.” l&l

Turtles and tortoises are the planet’s most endangered vertebrates, 
and the Turtle Survival (enter Is the last hope for some of the rarest 
species. Our goal is zero extinctions, so we try to simulate their 
natural habitat. To do so, we need water pumps that can 
handle the murkiness of the job. The Little Giant® F-Series 
pumps meet all my needs. They are energy efficient, 
ideal in almost any application, easy to clean, -
and environmentally safe. ”

Nathan Halslip

lg-outdoor.com
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TRAILER
MAINTENANCE
Clear landscaping trailers of clutter to protect equipment 

and save crews time on site. By Catherine Meany
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Landscape Associates in Wisconsin uses a
lo^n rmnmomonl ^nnrrt^rk t/i /“»rn-sni-rinsi i+clean management approach to organizing its 
trailer setups to boost efficiency.
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Trailers
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Y
OU’RE ALREADY TAKING THE TIME to maintain your equipment to ensure that 
it performs optimally on the job, but how much care do you put into the way it gets there? 
Maintaining a clean and organized trailer can prove to be a major asset to landscaping crews.

For Gerry Andrews, president of Landscape Associates in De Pere, Wisconsin, ap­
plying a lean management approach to his trailer setups seven years ago served as an 

important step in making his company as efficient as possible. Lean management is based on five S’s: 
Sort, Shine, Straighten, Standardize and Sustain. You sort everything out, clean it all up, organize it 
and keep it that way, Andrews says.

“When we first started this, our toolboxes would be totally packed with tools, and you could never 
find anything. It turned out we had seven different types of shovels. After we went through the five 
S’s, we are down to two shovels,” he says. Once the different types of equipment were streamlined, the 
next step was to determine the best way to organize them.

“We’ve gone through and made an assessment of what should be on the trailers and where it should 
be located so we can easily find it. We’ve standardized that and have photographs posted of what should 
be where so that we can be consistent and all the trailers are set up to be exactly the same,” he says.

This uniform system enables employees to quickly find equipment, no matter which one of the six Land­
scape Associates trailers is used that day. Each truck is assigned a color, and all the tools on the truck are

LlWNANOtAMTSCAPE.COM | NOVEMBER 20I
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Trailers

color coded accordingly. If crews 
double up on a job, it’s easier to 
ensure that the right equipment 
returns to the right truck.

KEEPING TRACK. At Landscape 
Associates, the foreman is re­
sponsible for making sure all of 
the standardized equipment is 
loaded on the trucks and ready 
for their crews for the day. If 
the job requires any extra equip­
ment, it will be listed on the 
foreman’s work order and can 
be checked out from the shop. 
Likewise, if something breaks, 
the foreman is supposed to tag it 
and check out a replacement tool 
from the shop until the repairs 
are made.

Andrews performs spot in­
spections once or twice a month 
to ensure everything is still where 
it is supposed to be. Those results 
then become part of the twice- 
a-year performance evaluation 
ratings, he says.

At other companies, such as 
Byron Smail Landscape Con­
tracting in Roaring Spring, 
Pennsylvania, this organizational 
responsibility is shared, says 
owner Byron Smail.

“In the morning, I make sure 
everything is organized. But 
at the end of the day we come 
back and like clockwork, our 
guys know it’s time to clean up 
and get ready for the next day,” 
Smail says.

TRIAL AND ERROR. While every­
one will have different needs 
for their trailers based on the 
amount and types of equipment 
they have, contractors can figure 
out where to start by looking to 
other businesses for inspiration.

Andrews got a lot of ideas for 
his own trailer setups from ones 
he’d seen at trade shows or at 
other companies. For instance, 
Landscape Associates has two 
Tony Bass Super Lawn Trucks 
in its fleet for technical main­
tenance crews. The back half of 
these trucks can dump and the 
front half is a trailer with a large 
walk-in box with a ramp. These 
trucks have been ideal for work 
at residential sites or other sites

that don’t need big mowers. 
Andrews’ team customized many 
configurations used in Tony Bass 
trucks and others to work on their 
own trailers. Also, every winter, 
Andrews’ team evaluates their 
storage configurations and tweaks 
it to increase efficiencies, he says.

“We had to go back and ret­
rofit our enclosed trailers with 
heavier plywood to attach stuff to 
the walls securely. That was prob­
ably one of our bigger challenges. 
Those trailers bounce around, so 
we had to find ways to modify 
hardware to hold the equipment 
securely and keep it where we 
want it to be,” Andrews says.

Smail Landscape Contract­
ing’s team also built their own

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, Mitosi

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

3O55>.m
Business Management Software 

for The Green Industry
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custom wooden shelves to store 
their tools on the box trailer 
walls. Their storage system con­
tinually evolves based on trial 
and error, Smail says.

OPEN OR CLOSED. Smail Land­
scape Contracting has two open 
trailers for mowing crews and 
two enclosed trailers that can be 
locked and stored at the job site 
on multi-day projects, Smail says.

“When we first got the box 
trailers, I had gotten them for 
mowers because I thought it 
would be like a garage on wheels. 
That worked really well until we 
realized we could be more efficient 
with the open trailers,” he says.

Andrews’ mowing crews also

Every company should configure their trailer to meet their needs, based on 
the equipment they use.

use open trailers for mower 
storage and transport. How­
ever, with open trailers, contrac­
tors need to consider rust and 
weather damage issues. “We are 
probably going to move away 
from the open trailers to protect 
the equipment from weather,” 
Andrews says.

BELLS AND WHISTLES. When 
choosing a trailer, contractors 
should consider the storage po­
tential and the functionality of 
the vehicle. Open trailers may be 
preferred for housing mowers, but 
other vehicle options like dump 
trailers may be more versatile.

“Dump trailers are the way

to go for landscaping trailers,” 
Smail says. “They are better than 
dump trucks. They are cheaper, 
less maintenance, and you can 
haul more material legally.”

For Andrews, keeping trailers 
tidy also helps his employees feel 
valued and take responsibility for 
their work.

In return, he continually looks 
to upgrade the trailers and outfit 
them with the latest luxuries, 
whether it’s a new coat of paint 
or a microwave for the crew to 
have hot lunches.

“I want the guys to take pride 
in the trailers and any request they 
make, we fulfill it,” he says, l&l

The author is a freelancer based 

in Kentucky.

OFFERING BOTH FUNCTION AND BEAUTY these surface spray aerators are engineered 
to provide results, and are supported by a 5-year warranty and Pattern Guarantee. 
Widely used throughout the world, Otterbine’s Aerating Fountains improve and 
maintain water quality in ponds and lakes by controlling algae and eliminating 
odors while providing attractive fountain-like displays. LED light systems available!

Aerating Fountains
by Otterbine®

To learn more call us at 1 -800-237-8837 or visit us online at www.otterblne.com/aeratlng_fountalns

LAWNANDLANDSCAPE.COM | NOVEMBER 2017 63

http://www.otterblne.com/aeratlng_fountalns
LAWNANDLANDSCAPE.COM


Design/Build

HUÌM

T
he CONFERENCE ROOM AT WOODFIELD LANDSCAPING in Fallston, Maryland, 
is where clients experience their first “wow” and realize the potential of their properties if they move 
forward with a new landscape plan. There’s a sizeable table and it’s a comfortable space at the head­
quarters. But the most compelling part is the flat-screen television mounted to the wall. The lights 
dim and clients look up. They see pictures of their yard as it is. One after the next, President Peter 
Curro moves through a deck of images that he and his crew collect before the meeting.

“When they come in to our office and see their backyard up on the screen, that makes a world of difference,” 
says Curro, who started the business in 1990 after nearly two decades growing a career at a local nursery. 
“I always wanted to be in design/build landscape. It’s what I always had in the back of my mind.” PH
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You want clean, crisp edges that will perform for the life of the project, and you 
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Find us at permaloc.com or contact us at 800.356.9660

SUSTAINABLE EDGING SOLUTIONS
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Design/Bvild

Clients can see this passion when they begin 
flipping through the project idea book, which 
is the next step after their property photos are 
displayed on the big screen. “We have a book 
of projects that are a range of prices,” Curro 
says. “Going through those pictures helps us 
talk about the budget so we can get a good 
idea of what they have in mind.”

So, there’s the big-screen picture show of 
before pictures - the property as it is. And the 
inspiration book of Woodfield Landscaping’s 
completed projects, tagged with price points 
so clients can see what it costs to develop some 
of their backyard dreams.

This in-house experience does a couple of 
things. For one, it saves Curro and his team 
the time and resources required to meet clients 
at their home. And, he says, “It eliminates the 
tire kickers.” Those who make the effort to go 
to Woodfield Landscaping’s office are serious 
about moving forward with some sort of plan.

Also, this sets the tone for the approach 
Woodfield Landscaping takes on projects 
- and that’s an in-house way of doing busi­
ness. The company is a full-service design/ 
build firm with a robust pool division. Crews 
complete projects from breaking ground 
to building pavilions and poolside outdoor 
kitchens. These days, poolscapes make up 75 
percent of the company’s revenue, Curro says.

“We have a niche,” Curro relates. “There’s 
really no direct competition because we can 
do the whole project,” he says.

AN IN-HOUSE APPROACH. When Curro started 
the company nearly two decades ago, the in­
stallation projects were fairly basic -“junipers 
on hillsides,” he says. But more complex and 
larger-scale jobs began landing on his desk as 
the years progressed, a product of consistent 
advertising, word of mouth and branding. 
From the beginning, Curro drove a red truck 
emblazoned with the company logo and crews 
still drive red trucks (his favorite color). “So 
people can see my trucks driving around and 
they automatically know it’s Woodfield,” 
he says.

Creating a professional image has always 
been important. And advertising is also a 
priority. Curro credits his nursery retail back-

TAKE A DIP:
While Woodfield 

Landscaping has 

a strong focus on 

pools, the company 

also installs patios, 

outdoor kitchens, 

retaining walls and 

other outdoor living 

components.

ground for this. “We have always advertised,” he says. Today, his 
advertising is focused online. He has a website marketing pro who 
manages the company’s site along with Google ad words. Curro 
spends an estimated $5,000 per month on advertising through the 
web from mid-January through November. “People who want pools 
start shopping after Christmas,” he says.

The market Woodfield Landscape operates in surrounding 
Washington D.C. has also been economically stable with high-end 
residential clients who are interested in investing in their outdoors. 
“The high-end residential client is really who we focus on,” Curro 
says. Many jobs are in the $100,000-plus range, though his team 
also designs and installs landscapes that are $50,000 or less. But 
more work is focused on those complete outdoor room concepts that 
include swimming pools. “We’re doing the pool, its travertine deck­
ing, the pavilion, the outdoor lighting, the landscaping - everything 
that goes around the pool,” Curro says.

And this work is completed by the in-house team. “We have 
subbed a few things out in the past, and it was always a problem. The 
sub didn’t show up or there was some sort of issue,” Curro says. “That 
was not good for our customer relations because our focus is making 
sure they’re happy at pretty much any cost. That’s our referral base.”

Of course, completing jobs in-house means having a trusted team 
that can do all of the work. For Curro, that skilled labor team is largely PH
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PAVING THE WAY 
FOR VETERANS AND 
MILITARY FAMILIES

his loyal H-2B staff who have 
been with him for 17 years. As 
Woodfield added services to the 
business, he trained his crews in 
the field. “I’m always on the jobs 
overseeing progress,” he says. 
“So, over the years the team has 
learned exactly how to do things 
and what is expected.”

Most of that dedicated team 
has been with Curro since 2001. 
“We needed employees at the 
time, and one day we were laying 
sod and some Mexicans showed 
up and were looking for work,” 
he says. “I said, O.K., but then 
realized they were not legal. So, 
they went home and I found out 
about H-2B and got them all 
legal. They came back the fol­
lowing year and have been with 
us ever since.”

H-2B has been critical to

keeping services in-house at 
Woodfield Landscaping, he says. 
“You need a very good crew, and 
a crew that is going to show up 
every day,” he says.

BREAKING INTO POOLS. The pool 
goes in first, then comes the 
landscaping. The problem was, 
Curro’s clients who were hav­
ing pools installed were dealing 
with contractors that strung out 
projects and weren’t reliable. A 
pool project that should have 
taken weeks would be a work in 
progress for six months, holding 
up Woodfield Landscaping’s 
schedule and frustrating its 
clients.

So in 2006, Curro decided to 
do something about that.

“I said, ‘We can do this,”’ 
he says. “I called up San Juan

pools, and they had a dealer 
nearby who wasn’t doing so well. 
I bought out his license and he 
worked with me for a short time. 
I learned how to put in those 
(fiberglass) pools, and learned 
how to do concrete and vinyl 
liner pools on my own.”

By bringing pool installation 
in house, Curro could better 
control the quality and job 
schedule. Plus, he could pres­
ent that true, complete outdoor 
room to clients.

He quickly realized that build­
ing pools would be a revenue- 
generator for the business.

“One day, I sold three pool 
projects, and collected $250,000 
in deposits because we sold the 
patios, retaining walls and every­
thing else included that we can 
do in house,” he says, l&l

T
here's nothing more

REWARDING than creating 
an accessible and pleasing 

environment for those in need of 
comfort. Woodfield Landscaping 
had an opportunity to play a part
in an extensive project at Walter 
Reed National Military Medical 
Center in 2008 when it was 
renovating the exterior property 
to make it more patient and visi­
tor friendly.

Walter Reed is known as "The 
Nation's Medical Center," and is 
one of the country's largest and 
most renowned medical institu­
tions. It includes 7,100 staff mem­
bers who serve military families 
and the nation's active duty, 
returning war heroes, veterans 
and the country's leaders.

Woodfield Landscaping's 
paver vendor, EP Henry, told 
President Peter Curro about a 
project. It was supplying pavers 
for 10,000 square feet of space to 
transform outdoor areas. Curro 
was interested in the project and 
helping as the installer.

The project took two months 
and Woodfield provided services 
at a reduced labor cost. The com­
pany installed the pavers, along 
with four outdoor kitchens and 
a playground. The project made 
the property more accessible for 
wheelchairs, and an inviting place 
for family and friends to visit their 
wounded loved ones.

"It was a phenomenal experi­
ence," Curro says. "We were able 
to help make the experience bet­
ter for the patients' families."

The paver spaces provided 
areas for gathering. Previously, 
surfaces were not finished. "The 
facility has a hotel where loved 
ones can stay, but they had no 
place to go outside," he says. 
"Now, they have barbecues, out­
door fire places, a playground for 
the kids and everything is paved 
so they are not sitting in the mud. 
It was an amazing project."
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BEATING THE 
LABOR CHALLENGE:
WINNING THE RIGHT JOBS

n business, especially the landscape business, saying 'no' can be just as 
important as saying yes. To grow a successful business in this industry, you 
want to identify the jobs that make money and those that don't - and long 
before your jobcosting. The sharpest companies in this industry can start to 
identify these jobs before you even price them.I

And why is that so important in 
landscaping? Most companies are 
battling a severe bottleneck right 
now - their labor. And it's a real 
challenge to solve to solve. There 
are plenty of vendors available to 
help you provide materials - and 
there are new and innovative prod­
ucts launched in our industry every 
year. Equipment vendors are ready 
and waiting to sell you, lease you, 
rent you, or even rent-to-sell you 
equipment that will save you time.

But adding more crews is another 
problem altogether. First you must 
find good, skilled bodies looking 
for work. That's in one of the most 
significant challenges in our industry 
today. It's hard to find good people. 
The second challenge is that - even 
if you can find more people - your 
costs are not limited to just payroll. 
Adding staff requires more trucks, 
equipment and tools to do their 
work! Then you'll need to add 
sales/design/operations staff to sell 
more work, and to supervise it. With 
enough growth, you may even need 
a bigger yard and shop. Adding 
people is a complex, multi-layered 
problem.

With that in mind - let's go 
back to identifying the best jobs. 
Take a minute to review this next 
example. There are four unique 
jobs. Study each one of them, then 
rank these jobs from best to worst. 
Use your gut, common sense, or 
even a calculator -and try to put 
them in order from the best job 
for your company to the worst job. 
(Example 1)

Finished? Did you write it down? 
This exercise is so much more inter­
esting if you actually follow along.

Identifying the best job isn't as 
simple as it might appear. Here's a 
few common approaches:

• Net Profit - the obvious ap­
proach. If your eyes went right 
to the bottom line, you could 
see that Job A had the highest 
net profit, and Job B had the 
lowest. There's the answer.
Case closed. Or is it that simple?

• Gross Profit - some compa­
nies focus on maximizing gross 
profit. Since overhead is a rela­
tively fixed number, they try to 
maximize their gross margins.
In that case Job A would still be 
the best job and Job D would

be the worst.
• Revenue - Job C will generate 

the most revenue. It's also 
pretty profitable. Maybe your 
gut tells you that's the best job, 
even if you don't have hard 
numbers to back it up.

• Material Cost: Labor Cost - If 
you're really into crunching 
numbers, maybe you looked 
to see that Job D had the best 
ratio of materials cost to labor 
cost... And since materials are 
so much easier than labor, you 
went with that job.

It's not a simple challenge. Each 
one of those jobs is different with 
varying revenue, man hours, equip­
ment and material costs. Further 
complicating the challenge is that 
they each recover a different amount 
of overhead and their gross and net 
profit margins are different too. For 
most owners, salespersons, and esti­
mators, picking the best job is done 
with a little gut... and a lot of hope.

While is there is no one, single 
correct way to analyze a job, there 
is another way we like to look at 
jobs. I like to review jobs through 
the lens of our biggest bottleneck -

my available field labor. It's a pretty 
safe assumption that, for most of 
the readers of this article, good 
labor is hard to come by - and hard 
to add more of. And if that sounds 
like you, then its imperative for you 
company to identify the jobs that 
make the best, most profitable 
use of your available field labor.

Let's simplify this example by ex­
plaining it a different way. Imagine 
you were a simple 1-crew com­
pany, with 3 people in that crew, 
and you could work 8 months of 
the year, for 40 hours a week. That's 
1,280 crew hours, or about 3,840 
total available man hours (based on 
a 3-person crew) to get work done. 
Given a short season, and only 1 
crew - it's vitally important that 
they work on the most profitable 
jobs possible.

If you only had 3,850 man hours, 
you have enough to complete:

• Job A - 11 times
• Job B - 17.5 times
• Job C-7.7 times
• Job D-48.13 times
So, what would your company's 

total numbers look like if that hap­
pened? Let's look at the numbers 
as if we completed each job (over 
and over again) by its number of 
potential times? (Example 2)

Job D and Job B generated a 
lot more revenue per man hour 
invested. So if we did jobs like that 
all year, our sales would be signifi­
cantly higher than if we did jobs like 
A and C.

Reality dictates that your crews 
need a truck, trailer, tools and equip­
ment no matter which jobs they 
did - and that our overhead costs 
are fixed, no matter which job you 
completed. We're still going to need 
the basic business operating ex­
penses to run our company. So we'll



assume that, over those 8 months, 
we had the same equipment and 
overhead costs no matter which job 
we performed. (Example 3)

Now we're starting to see a big 
difference. If you ranked the jobs 
now, you'll likely prefer B, D, A, 
then C. Check back to your earlier 
exercise. Did you rank them in that

order? What if there was a number 
that could help you analyze these 
jobs without the complication of 
what we just did? Well there is. It's 
called Throughput Per Hour.

Throughput is a complicated 
word for a very simple concept. It's 
just the money that stays in your 
company after you pay your ven­

dors their costs. It looks like this:
Job Selling Price - Job Mate­

rial Costs - Job Rental Costs 
- Job Subcontractor Costs = Job 
Throughput

Since labor is our biggest 
bottleneck, and increasing labor is 
likely to add other expenses as well 
(like equipment and overhead), we

Mark Bradley is the CEO of LMN 
- one of the landscape industry's 

leading estimating and mobile 
timetracking software packages. 

For more information or more articles 
like this, visit www.golmn.com.

need to maximize our Throughput 
(money left in the company) per
Man Hour.

To calculate Throughput Per 
Man Hour for each job, simply 
take the job's price, subtract your 
vendor costs (Materials, Rentals 
and Subcontractors) and divide 
that number by the number of 
estimated man hours.

If you go back to our example 
jobs, we didn't have any rentals or 
subcontractors so the calculation is 
really easy.

Amazingly, the Throughput 
Per Hour would rank the jobs from 
best to worst in the exact same or­
der as if we had one crew to work 
on those jobs all year. Throughput 
Per Hour will show you the jobs 
that generate the most retained 
revenue per man hour worked. 
And since we're all struggling to 
find good man hours, I believe this 
is another great number to have in 
your toolbox.

And a little bonus for those 
readers who use LMN - your LMN 
budget will provide you a com­
pany throughput per hour - the
number you need to hit to make 
your budget a reality. Benchmark 
each estimate's throughput per 
hour vs. your company through- 
put/hr to make sure your jobs are 
helping you hit your targets and 
not holding you back.

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
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Custom precision salting for the first time ever!

DUAL HYDRAULIC AUGERS & 

SPINNERS

Independently controlled left and right 

augers & spinners allow for custom 

density in a 0 to 40 ft spread on each 

side (80 ft total). Low profile ejection 

ports reach underneath parked cars.

UNIQUE SCOOP N'SPREAD 

DESIGN

No need for another piece of equipment 

to load the DoubleDown Salt Bucket™. 

Just tilt, scoop and spread - the best 

spreader for parking lots ever!

PATENTED SLIP-HITCH™ 

COUPLER SYSTEM

Utilizing the Slip-Hitch™ coupler system 

found on all Arctic attachments, 

operators can move easily between 

attachments in seconds, from inside 

their warm cabs. Just hook it on and go!

www.snow-products.com/lln
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WHY WE NEED THE ASM
BY KEVIN GILBRIDE

I
’m often asked about the motiva­

tion behind the creation of the 
ASCA. Recently, this caused me 
to reflect and wonder how many 

times since our inception I’ve been 
asked that very question.

In 2011, Lawn & Landscape’s sister 
publication, Snow Magazine, held a 
sponsored two-day event with 60 of 
the Top 100 snow and ice management 
companies in attendance. The last 1 Vi 
hours of the conference was spent in 
an open forum discussion. This was 
an opportunity for Snow Magazine 
to tap into the knowledge of business 
leaders in one setting and to gain insight 
into the issues owners of snow and ice 
management companies were facing. 
This session was moderated by myself, 
Snow Magazine Editor Mike Zawacki, 
and Snow Magazine Leadership Award

WE
DESPERATELY 
NEEDED 
VOICES AND 
ADVOCATES 
TO LOBBY 
FOR OUR BEST 
INTERESTS.

recipient Troy Clogg.
After 90 minutes, 60 of the bright­

est minds in the snow and ice man­
agement industry agreed the top three 
issues facing the snow and ice man­
agement industry were insurance, 
insurance and insurance. At the time, 
I recall thinking, “Ha, I can’t believe 
they are complaining about insur­
ance again!” But I remained neutral 
and committed to investigating the 
insurance issue.

After a year of intense due diligence 
- research and meetings - the team 
came to a stunning conclusion. Insur­
ance was not the problem. Instead, it 
was a symptom of a much deeper and 
more complex problem, sort of like 
how grouchy behavior and a runny 
nose precludes a winter cold.

First, the snow and ice manage-

SPONSORED BY

ARCTIC

ment industry had been deficient in 
presenting itself to the outside world 
(clients, insurance companies, attor­
ney’s and lawmakers). And second, 
the insurance companies did not 
understand the snow and ice man­
agement industry. As a result, they 
buried it under other policies. This is 
the reason they lose $2 for every $1 
in premium for their snow programs. 
Third, our lawmakers had absolutely 
no understanding that we, as an in­
dustry, were in peril. We desperately 
needed voices and advocates to lobby 
for our best interests.

The ASCA was founded based on 
this research, as are the four pillars on 
which we are based.

THE FOUR PILLARS:

1. Written industry standards: We
knew many very good contractors 
were out there doing things well, but 
the deck was stacked against them and 
they were fighting their own battles 
individually. Whether that battle 
was fighting a slip-and-fall claim or 
combating less professional contrac­
tors in the sales game, they all were 
doing the same things internally yet 
fighting alone. The Industry Standards 
committee is made up of individuals 
from these companies. Utilizing their 
best practices, we assembled nearly 30 
pages of the best practices for the snow 
and ice management industry. These 
standards cover employee training, 
preseason site inspections, in-event 
documentation, post-event processes 
and much more.

We then had the standards ac­
credited by the American National 
Standards Institute (ANSI). ANSI is ©
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Almost 30 pages of accredited 
standards are available for all 
ASCA members,

the most credible standards organization around. 
It gave the standards credibility. This is important 
because the first place a plaintiff s attorney goes 
when they get a case is to ANSI to see if there is a 
standard. The standards are available to all ASCA 
members at no charge.

2. Education: ASCA-C education is based on 
the premise that the outside world can’t differen­
tiate one contractor from another, especially the 
insurance world. ASCA-C ensures that not only 
have you received a copy of the industry standards, 
but you have read and understand them. This was 
a direct result of the insurance meetings we had, 
and their lack of faith in the snow industry.

3. Verification: Again, a result of the insurance 
meetings, but a solution that addresses so much 
more. The ISO 9001/SN 9001 quality manage­
ment system ensures that your company has the 
processes and procedures in place to ensure service 
quality. It ensures that you have implemented the 
industry standards in your company. Additionally, 
this system improves your processes and proce­
dures, improving your company and provides you 
with a real sales/marketing differentiator.

NOW THAT WE HAVE 
OUR SHIP IN ORDER, WE 
CAN INFLUENCE REAL 
CHANGE. AND THAI 
COMES FROM CHANGING 
THE LAWS.

4. Positive legislative change: The first three 
pillars are snow and ice professionals taking steps 
to better represent themselves and the industry to 
the outside world. Now that we have our ship in 
order, we can influence real change. And that comes 
from changing the laws. ASCA and our members 
are working at the state and federal level to enact 
legislation to limit liability for snow and ice manage­
ment companies and to reduce frivolous lawsuits. 
Currently, with legislation active in eight states, and 
many more on the cusp, we are using our collective 
voices to enact change.

In the end, the insurance problem was much more 
than that. To solve any problem, you can either put 
a Band-Aid on it and wait for it occur again, or you 
can get to the root of the problem and fix it, which 
is what we are doing here and it is working. Today, 
companies that follow the four pillars are showing 
tremendous growth, improved efficiencies and 
decreasing insurance premiums. Even better, these 
companies fight and win when a slip-and-fall claim 
is field against them, l&l

The author is the executive director of the ASCA. ©
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SMOOTH
SAILING

Learn how to keep properties 
ice-free all winter.

BY HOLLY HAMMERSMITH

A
 mild winter, such as this past 

one, left many snow removal 
contractors with a surplus of 
ice melt product. Ice melt 

materials, with proper storage, can 
be kept and used in the coming 
months, they say. In the Midwest, 
rock salt is king when it comes to 
ice melting applications.

“We really got lackadaisical 
throughout the years because it was 
so readily available. Then as this 
shortage took place, it’s been my 
experience you really want to plan 
ahead,” says Tom Barry, founder 
of Battle Creek Landscape Service, 
based in Battle Creek, Michigan.

Barry says prices were reasonable 
up until the 2012-2013 season. 
Then there was a salt shortage and 
prices have been higher ever since.

“I don’t see them ever going back 
down that low,” he says.

Battle Creek Landscape has 
been in business and offering snow 
removal service for 30 years. Its 
annual revenue is about $1 million. 
During peak season, 20 employees 
are on staff.

PURCHASING. After the rock salt 
shortage, Midwest suppliers went 
to a pre-purchase plan, Barry says. 
All of his salt is purchased cash on 
delivery now. To free up funds, 
Barry says Battle Creek Landscape 
changed its business model and 
requires retainer agreements from 
all of its commercial clients.

“We like to give the analogy of 
we’re an insurance provider and by 
locking in with us, you’re guaran­
teed the quality service that you’re 
used to getting from us,” he says.

Going into each season, Barry says 
he prefers to purchase at least the 
same amount of salt that was used 
during the prior year. His company 
also uses a liquid brine application 
to augment granular applications.

“Then we try to have some sort 
of buffer. Usually we like to have 
50 to 100 extra tons in reserve over 
what we used the previous year,” 
he says. “We’re still in negotiation 
with our different suppliers. If we 
don’t have something here by end 
of September we get nervous.”

At Avalon Landscapes, based in ©
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Discover the new look and improved 
line of professional-grade deicers.

Ice Away® deicers provide you with a full line of winter solutions 
to handle any form of ice and snow. With five formulations, from 

budget friendly to high-performance, Ice Away blazes new trails
in delivering the results you want, each and every time.

IMS Ice Away
1-800-755-7258
compassminerals. com

^Compass
Minerals®

© 2015 Compass Minerals. All rights reserved.



SNOW ICE CONTROL

Meridian, Idaho, general man­
ager Mike Martin purchased 
about 10 to 12 1-ton pallets of 
granular product last season. 
During peak season they employ 
24 individuals.

Martin purchased about 20 
pallets, for his $1.5-million 
company, but right now he is 
sitting on four pallets of unused 
product.

“We’re sitting on almost 
$1,400 worth of inventory that 
can’t make us any money until 
next year,” he says.

MANAGING A SMALLER OP. As a
smaller operation, Elijah Stiner, 
owner of Stiner Brothers based 
in Piedmont, Oklahoma, says

his experience buying ice melt is 
a bit different than it is for larger 
companies. Primarily a fencing 
contractor, his company also 
offers landscape maintenance, 
and commercial snow removal. 
Stiner Brothers has an annual 
revenue of about $500,000 and 
five to seven full-time employees 
on staff year-round.

He only uses calcium chloride, 
available in bags from big box 
stores and uses his contractor 
discount of 10 to 15 percent off, 
depending on the store.

“We just try to have what we 
used the year before on hand,” 
Stiner says.

He says they did the same 
this year, but a mild winter left

him with about 4,500 pounds 
of product. He will use it next 
winter. If planning for a harsh 
winter, Stiner offers a few tips.

“Be the first one at the store, 
get up early,” he says.

Stiner will call ahead to every 
store before showing up. Last 
year, the product was put in 
stores as early as September, he 
adds. Sometimes it’s marked 
down at the end of the season.

“If you can afford to, buy it in 
bulk and store it,” he says. “It’s 
always better to have more than 
not be able to have any.”

STORAGE. Barry’s company has 
a storage barn designed to hold 
up to 200 tons of salt at a time.

Instead he doubles it and has 
about 400 tons inside. This has 
maxed out their space.

“We made it work but we’re 
at our limit right now,” he says.

A front-end loader is used to 
scoop the salt, which is contained 
on three sides by blocks.

Martin says he stores granular 
ice melt in a 15-foot covered 
trailer, but the trailer is rotting 
from exposure to the product. 
His company uses both mag­
nesium chloride and calcium 
chloride in granular form.

“I wouldn’t recommend it to 
everybody because we have to do 
a lot of work on that trailer every 
year from the actual rot that’s 
happening,” he says.

ASSEENATGIE 
BOOTH #9156

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

Never Over Salt Again!

POUJERFUL
«WST 4 COMOSiO*
PROTECTION

Powerful Protection. Superior Lubrication. Solvent Free,

www.fluid-film.com

• Works with any size or style salter
• GPS track shows map of applied salt

• Accommodates multiple salt routes
• ISO 9001 Compatible Reports

• Realize Significant Salt Savings 

www.saltlogger.com 508-294-3929

NORTHEAST! SNOWUGHTERS INC.
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Additional magnesium chlo­
ride is kept on site in trailers 
at client locations. Unopened 
magnesium chloride is placed in 
a “Marine barrack” like storage 
area, he says. This is where four 
pallets currently reside. Magne­
sium chloride can clump if not 
stored in a climate-controlled area.

TRACKING. Since first experienc­
ing a shortage, Barry says his 
team implemented several tactics 
to track, measure and record salt 
usage. One tactic is the use of a 
DICKEY-john computer con­
troller on his truck’s salt spreader.

“We got real accurate measure­
ments of all of our parking lots. 
It’s a computer controller that

measures and changes the appli­
cation rates based upon the speed 
of the vehicle,” Barry says. “If the 
vehicle starts to slow down, the 
computer tells the applicator to 
slow its process so it’ll put down 
less product.”

Barry hopes to make a return 
on his investment in the control­
ler within three years. Before 
purchasing the controller, they 
“measured” salt visually.

“It was accurate to a degree 
but because the salt prices were 
cheap we didn’t have to be spot 
on,” he says.

Martin says his company’s 
controller tracks salt purchasing.

“We know down to the bag 
count,” he says. “We know ev­

ery year what we’ve purchased 
and what we use and what we 
have left.”

SUPPLIERS. Negotiate early and 
often with suppliers, Barry says. 
“Don’t put all your eggs in one bas­
ket. Use more than one supplier.”

Going with the supplier with 
the lowest price is not always the 
best tactic, he says. It’s important 
to keep a relationship going with 
a few suppliers.

Martin says he typically makes 
a deal with his suppliers at the 
beginning of the season.

“I have three to four vendors 
that we buy the granular mag­
nesium chloride and calcium 
chloride, and only one vendor

that sells us the liquid,” he says.
Fortunately, the liquid mag­

nesium chloride can be sold 
back to the supplier at season 
end for the exact same price he 
originally paid. Martin recalls a 
two-day snow event last Novem­
ber where the area was hit with 
16 inches. There was a shortage of 
magnesium chloride and instead 
they had to purchase overpriced, 
low-quality rock salt.

“We were paying about 35 to 
40 percent more for about a week 
and a half, and it was junk and 
the guys that had it knew they 
had it and they would just mark 
it way up,” Martin says, l&l

The author is a freelance writer 

based in Ohio.

Rewriting the Rules
of sidewalk snow removal

The revolutionary snow 
removal machine 

From the makers oF the 
Z-Spray and Z-Plug

Rule #2 

You'll need plenty ofmanpower-

♦

• 48 inch snow plow with 
downforce and float

• 20 gallon liquid de-icing 
spray system

• All-wheel drive skid steer 
drive train

• Powerful and dependable 
Honda GX330 engine
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emi-4Ba-a040 
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PRICING WITH CONFIDENCE FOR PROFIT
BY MIKE CALLLAHAN

A
fter several years of following many industry- 

specific Facebook groups and working with 
more than a few snow and ice removal compa­
nies, I have learned that there are many firms 
that have not standardized their pricing. To be 
more specific, their pricing for snow and ice removal 

services seems to be left to chance. This inevitably makes 
turning a profit much more difficult.

Our company’s plan for ensuring a profit included 
standardizing our pricing. We have implemented the 
standardization into our scheduling and estimation 
system and use job costing reports to update produc­
tion numbers for future winters. If your company is 
struggling to turn a profit, consider following these 
steps to begin standardizing your pricing.

UNDERSTAND THE COSTS. There are three major costs 
to consider: (1) cost of your labor force, (2) cost of 
equipment and (3) overhead recovery markup. First, 
you must consider the cost of your labor force. This in­
cludes considering average hourly wage as well as labor 
burden (i.e., unemployment insurance, FICA, workers’ 
compensation or health insurance). Calculating an 
average hourly wage allows you to have a handle on ap­
proximately how much you will be paying in field labor 
no matter who is in the field working at any given time. 
It’s important to consider equipment costs. Each type 
of equipment setup will come with its own specific set 
of expenses that can be calculated hourly. In this hourly 
rate, be sure to include replacement costs, interest on

TAKE THE TIME UP 
FRONT, PRIOR TO 
THE ARRIVAL OF 
THE ESTIMATION 
SEASON,TO 
STANDARDIZE YOOR 
PRICING SYSTEMS.

loans, inflation, maintenance and repairs, including 
oil changes. The final part of the equation is to look at 
projected profit and loss statements and calculate the 
overhead recovery markup, which includes non-field 
labor, general/administrative costs, material markup, 
equipment markup and subcontractor markup. Once 
you know the total costs of doing business, you will be 
able to price jobs to meet anticipated profit margins.

UNDERSTAND PRODUCTION RATES. By analyzing job 
costing reports from your customer relationship man­
agement software, you can use the previous year’s data 
to calculate future pricing per square foot. By using job 
costing data, you should be able to create an average 
production rate for each type of crew in your fleet. 
For example, the reports for our company list each 
crew “type of equipment and plow size” as well as the 
time it took to clear the exact square footage of the 
property. Since we are very particular about which crew 
setups are used on each type of property we maintain, 
the data we collected through tracking start and stop 
times each time we plow a property gave us a very ac­
curate production rate regarding what our crews were 
able to clear each hour. By tracking and analyzing this 
data following each snow and ice event, we now have 
a production rate that crews can realistically achieve 
in our market. This also allows us to avoid relying on 
industry benchmarks for pricing work.

CREATE A PRICING MATRIX. In its simplest form, a pric­
ing matrix is a table that breaks out specific intervals 
of area with an associated price you charge for your 
services, budgeted time to complete the work on the 
property, associated expenses and desired profit margin 
for the jobs bid out. Once this data is entered into a 
system, our office and estimators go into the software 
and utilize a measuring tool and a prebuilt estimate 
template to produce property-specific prices that reflect 
the equipment used. The system produces a budgeted 
time, associated overhead expenses and a projected 
profit margin. We run job costing reports mid-season 
and end-of season to confirm crews are meeting antici­
pated budgeted times and profit margin and to confirm 
our projections and update historical production rates.

Take the time up front, prior to the arrival of the 
estimation season, to standardize your pricing systems. 
Although it may take some intensive labor, the return 
on investment will be well worth the time spent. It is 
critical to have a plan that will lead to fruitful profits 
instead of leaving things to chance, l&l ©
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Join your peers for a comprehensive conference that brings manufacturers, 

suppliers, and snow and ice and management professionals together for 2/2 

days of the industry’s leading education, elite networking and a trade show.

What are YOU looking for?

EDUCATION: Focus on modern principles of successful snow and 

ice management - everything from snow management basics and best 

practices to managing risk, reducing insurance rates, and reducing bogus 

slip-and-fall claims.

NETWORKING: Engage in peer-to-peer discussions on real-world 

business issues.

NEW PRODUCTS: Discover cutting-edge technology and solutions from 

industry-leading businesses in our expo hall.
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OUR EXCLUSIVE EARLY BIRD RATE:

www.SnowAndlceShow.com
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Promoting the

PROS
The internet is inundated with outdoor living 
ideas. How do you cut through the noise 
and promote the value of a professional?

By Kristen Hampshire

S
EARCH PINTEREST FOR ‘OUTDOOR LIVING’
and instantly thousands of enticing patios, pergolas, fire pits 
and perfectly appointed landscape beds populate the screen. 
Scroll down, keep scrolling. Click, save. Click another.

Now, pull up Houzz. Oh, that furniture could belong at a resort! 
Click, save. Now wait - is that a how-to video on YouTube? Nice.

This is your inquisitive client: hungry for information and finding 
all the trappings of an ideal outdoor experience on a mobile device, 
including the instructions for building it. If HGTV sparked a DIY 
craze, then social media started a raging bonfire.

As a landscape professional, how do you talk to clients about mak­
ing these outdoor dreams a reality? What conversations are critical 
to include in your meetings with prospects who bring their Pinterest 
“likes” to the table? And, for the DIYers, how do you explain the 
meaning of a qualified professional?

Diana Grundeen might illustrate the reality of designing complex 
outdoor living projects by asking how the homeowner has fared with 
other DIY attempts.

“Our team comes in and this is what we are trained to do. We 
have the tools, and we can build the space in a week,” says Grundeen, 
owner of Trio Landscaping in St. Paul and Minneapolis. “Speaking 
of that experience gives clients confidence that we are professionals.”

The work of a professional positioned next to a typical DIY project 
can show the difference an experienced contractor brings to a project, 
says Rocky Morton, owner of Indy’s Finest Fence in Indianapolis. 
“You get what you pay for,” he says. “You can have your husband 
out in your yard for two months digging post holes, or we can set 
the posts in one day.”

PAINTING THE 'PRO' PICTURE. Indy’s Finest Fence builds about 500 
fences per year and has a team of 20 employees who do the work. 
Morton is proud of the company’s high ratings on Facebook, and he 
advises people to do their homework.

As a fencing company, Morton runs into many people who get an 
estimate, suffer from sticker shock and say they’ll do the job them­
selves. After all, they saw pre-fab materials at the box store, so it can’t 
be that hard. “It seems like anyone can build a fence. You set your posts 
and nail your wood,” he says. “But a lot more goes into it than that.”

Professionals like Morton know this is the case. But how do you 
explain that “a lot more” aspect of the job to a potential client who’s 
excited about the DIY thing? Morton might bring up common 
mistakes: not digging posts to the proper depth, which results in 
a fence that can’t withstand the wind and eventually ripples. Or, 
failing to properly identify utility lines before digging. “If you hit an 
underground utility wire, you are liable,” he says.

Morton also talks materials. “We get a better deal on quality prod­
ucts,” he says, emphasizing a relationship with industry vendors that ©
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The first thing it spreads 
is the distance between you 

and your nearest competitor.

It can treat everything from small lawns to sprawling commercial properties. It has the industry's 
simplest, most intuitive controls. It holds a hill like no other machine. With its 3-in-1 tank, it can treat 
up to 132,000 sq. ft. Yet still fits through a 36" gate. The industry-leading Turfco T3100. Sold direct

to shorten the distance between our customers and us. Go to turfcodirect.com or 
call 800-679-8201 today and get the full story from a product expert.
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When homeowners share saved pictures from Pinterest, Diane Grundeen 

of Trio Landscaping says to ask them why they liked those saved pictures.

supply commercial-grade hard­
ware and wood that you won’t 
find on sale at the box store.

“Some will want to do the 
PVC panels they pick up at 
the hardware store or the wood 
privacy fences, but the quality is 
way less than what we install,” 
Morton says. “We use a true

1-inch x 6-inch dog-eared board 
vs. hardware stores with thinner 
Winch x 5 Winch boards. We 
push people on ‘you get what

ryou pay tor.
That includes the nails - some­

thing most homeowners never 
ask about. “If they don’t use the 
proper nails, they’ll start rusting

and will pop right out,” he says.
Of course, the timeline aspect 

of installing a fence is also a 
selling point. A complete fence 
project is done in four days: one 
day for setting posts, two days for 
allowing concrete to set and one
day for completing the panels. 

Morton also focuses on ex­
plaining that a fence is an invest­
ment. “You’re paying for the labor 
to install a fence, but it’s worth it,” 
he says to homeowners.

PREPARE FOR A SALE. It’s not un­
usual for Grundeen to meet with 
a homeowner who wants to share 
a Pinterest page of saved pictures 
- ideas for what an outdoor space 
could become. This is all well

and good, but she digs deeper. 
“Did you tag why you like that 
picture?” she asks. “You need to 
have that conversation with those 
clients who have a huge book of 
materials to really find out what 
it was from each of those pictures 
that they were desiring.”

Grundeen brings her own 
portfolio of work, but first she 
asks the homeowner some ques­
tions. How do you want to use 
the outdoor space? Will you 
entertain and how many people 
might you invite? Do you sit at 
a formal table or prefer a more 
casual seating area?

“Then, you have to be the 
psychologist and watch their 
facial expressions - what clicks,” PH
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Trenching Made Easy
Trenching depths of up to 27”

>/ Digging widths of 1”/1.5”/2.38”
Digs in hard, rocky, clay and sandy soils 
Easily trenches in hard to reach areas
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Outdoor living

Grundeen says. “You can’t ask 
them upfront, ‘OK, how big do 
you want the patio and where do 
you want to build it?’ Get a feel 
for them and their space.”

This is the value of a profes­
sional. In many ways, clients 
are wooed by the process. Then, 
Grundeen will get out her port­
folio. She’ll show examples of 
spaces she has completed that 
align with the feedback the home- 
owner provided about using the 
outdoor space. She supplies some 
estimated price tags, too.

When a homeowner mentions 
doing parts of the project him 
or herself to save on the budget, 
Grundeen doesn’t shut down the 
opportunity. But she walks them

through what the project entails.
“Millennial almost feel a 

disconnect with being outside, 
so to them, it seems kind of cool 
to be able to play out in the dirt,” 
Grundeen says. “If there is a cer­
tain part of the project they want 
to connect with, they should be 
able to do that and I guide them.”

She asks those clients: Do you 
have a skid-steer and know how to 
drive it? Do you want to spend the 
next month doing that job? (The 
answers are usually no.) Grundeen 
then says, “How about we have 
our crews come in, set up the patio 
and bed lines, and we can figure 
out what plant material you want 
to put in and what material you 
want the crew to put in.”

LET AVID DIYERS 'OWN' A PIECE.

Expertise and experience are two 
selling points that professionals 
bring to a project that the DIY 
enthusiast can’t replicate. “Land­
scape design has a certain amount 
of science, common sense and 
a lot of intuition and artistry,” 
Grundeen says.

Helping homeowners under­
stand this process underscores 
the value of hiring a pro. When 
she markets her work, she is 
clear about the fact that there is 
a design fee. This sets the tone 
for professionalism.

“By the end of the first meet­
ing, we’ll understand where we 
want to go with each other and 
the opportunities that are there

for a property - and at that point, 
we decide how to move for­
ward,” Grundeen says. Most of 
the time, people are ready to take 
the next steps with a pro. It goes 
back to that open conversation, 
understanding homeowner’s 
goals and translating that into a 
realistic picture.

And, for those DIY die-hards 
who hire you but still want to 
have a hand in the results, Grun­
deen encourages them to go 
ahead, tell their friends that they 
put in the landscaping (even if it 
was only installing a few plants). 
Sometimes, the permission to 
hire a pro and still have a project 
“belong” to the homeowner is 
what’s really desired, l&l
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CHIPPING AWAY
Fly through piles of brush in no time with these

GET AHEAD
OF 2018!
If a renewal card 
was attached to 
your magazine,

don't forget 
to turn it in!

Thank you for enjoying 

Lawn & Landscape.

We look forward

to serving you 

in the coming year!

Questions? Reach us at 
subscriptions@lawnandlandscape.com.

Mndscape

The pitch: The Vermeer BC700XL brush 
chipper features a centrifugal clutch system, 
a 25 horsepower EFI engine, bottom feed 
stop bar and Vermeer SmartFeed feed-sensing 
control system.
• The centrifugal clutch engagement pre­
vents belt slip, which means fewer mainte­
nance costs.
• The SmartFeed feed-sensing control system 
increases productivity and reduces strain on 
vital engine parts, as engine rpm is monitored 
and feed rollers are controlled.
• The large infeed opening makes feeding 
irregular material easy.
For more information: Vermeer.com

SWITCH-N-GO CHIPPER BODY
The pitch: The detachable Switch-N-Go 
chipper body allows operators to work smart.
• With a Switch-N-Go hoist system that de­
taches the chipper body at ground level, there 
is easy access for even the smallest loaders or 
chippers/grinders.
• The removable roof on the Switch-N-Go 
chipper body lets you convert your truck body 
into a dropbox/dumpster or switch the entire 
body out with another body.
• With a non-CDL hoist system on a class 3-7 
work truck, the Switch-N-Go has a smaller 
footprint on a worksite and in your pocket. 
For more information: Switchngo.com

The pitch: The Boxer X7 makes chipping easy 
with a 1-2-3 operation system.
• Designed primarily for the rental market 
and small independent contractors, the 7-inch 
(18-cm) capacity Boxer X7 is engineered to be 
easy to use, easy to tow and easy to maintain.
• The X7 features a larger diameter chipping disc 
and greater material pulling and clamping force 
to quickly and easily power through material.
• The electronic fuel injected (EFI) gasoline 
engine, is 25 percent more fuel efficient than 
carbureted models, recovers quicker and 
eliminates the additional step of choking the 
machine in cold-weather starts.
For more information: Boxerequipment.com

BANDITIVI0DELZT1844S7UMPGRINDER
The pitch: The Bandit Model ZT1844 track- 
mounted stump grinder features a wider swing 
arc to reach more area.
• The grinder is equipped with an 18-inch 
diameter Bandit cutterwheel featuring Green 
Teeth to power through small and medium­
sized stumps.
• A rubber track carriage allows the grinder to 
be used over rough terrain to reach any job.
• The unit is powered by a standard 26.5-horse- 
power electronic fuel injection Kohler engine, 
which can be upgraded to a 38-horsepower 
engine for more power.
For more information: Banditchippers.com
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awn & Landscape is looking for 
companies in the industry to submit the 
best work they’ve done. We’ll feature

L some of the best submissions we receive 
in future issues of the magazine. All we 
need are a few high resolution photos 
(preferably before and after) along with 
some information on why you are submitting 
this project. We’re open to taking a wide 
range of jobs - pools, patios, driveways, rain 
gardens, xeriscapes, etc.

HOW TO ENTER:
Send two to three high resolution 
photos (7X5 or bigger at 300 DPI) 
and 300-400 words describing your 
project with details like: Why you 
chose to submit it, challenges on 
the project and how you overcame 
them, how long the project took, etc.
<XXXX>OOOOO<XXXXX>OOOOOO<XX><>OOOOOOOOOOOOO<X>O<X>OO<XXX>OOO<X>OO<XXXX>OOOO<X>

Please email submissions or any questions 
to Editor Brian Horn at bhorn@gie.net.

mailto:bhorn%40gie.net
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5 QUESTIONS 
TO ASK BEFORE 
YOU HIT SEND
Try these tips to up your open rates. By Chris Heiler

1
LIVE ON THE TOP FLOOR
of a contemporary mid-rise apartment 
in downtown Austin, Texas. While I 
take great pride in my horticultural 
skills on display on the balcony, a 

need for lawn care services for my 70-square-foot 
concrete and steel space does not exist.

My living circumstances, however, do not 
seem to disqualify me from receiving dozens of 
email newsletters from well-intentioned lawn and 
landscape companies from around the country 
(oddly, none in Austin).

Living where I do, I’m a customer of the fur­
niture store two blocks up the street where I’ve 
purchased a media console and dining room table 
over the course of the past 16 months.

Because of this, of course, I’m on their email 
list. On a recent Sunday I received an email 
promoting their “up to 70% off’ sale on select 
store items. I bit, and spent the next 10 minutes 
on their website.

Only a day later I received two more emails 
from store, separated by only a few hours, with 
these subject lines:

• Email 1: Saw Something You Loved?
• Email 2: We Can’t Stop Thinking 

About It Either...
The second message beckons, “Come back and 

take another look (we wouldn’t want you to miss 
out).” It took some serious self-restraint not to 
click through to that super-cool, navy blue Eve 
Buttoned Chair. It was “70% off!”

PROBLEMS WITH EMAIL MARKETING. I understand 
why so many of you send email newsletters and 
other email promotions. When executed properly, 
email can keep you in front of your important 
contacts and be a highly effective cross-selling 
tool. I get it. The problem is that, unlike West 
Elm, you do not employ a professional team of 
in-house marketers who can drive real results.

Our industry’s copycat approach to marketing 
is also not helpful, “Look at Joe Blow Landscap­
ing - they’re using Constant Contact to send 
monthly newsletters. We should do that too!”

While this has worked out great for Constant 
Contact, for those of us on the receiving end, 
not so much.
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Technology

BEFORE HITTING SEND. Not
all companies are in a posi­
tion to orchestrate compelling, 
results-driven email marketing 
campaigns. How do you know 
if you are? Look in the mirror.

If you answer each of the 
following five questions in the 
affirmative, then email should 
absolutely remain in your mar­
keting arsenal. If you answer 
“no” to any of these, then you 
should put your email marketing 
efforts on hold until you make 
the necessary changes (and take 
me off your list please).

1. Are you giving me more 
than you’re asking for?

If you email your contact da­
tabase frequently, use the “give,

give, ask” approach. Meaning, 
deliver something of value at 
least twice as often as you pitch 
your uber-amazing products 
and services. I don’t mind being 
pitched, but provide something 
useful first.

2. Does your email newslet­
ter help me solve a problem?

I’m an apartment dweller in 
Austin. I have problems, but 
lawn care isn’t one of them.

3. Are the right people on 
your list?

If you are email blasting your 
customers, prospects, suppliers, 
networking group, extended 
family, PTA and some random 
guy in Austin, then you’re doing 
it wrong.

4. Do you include a direct 
call to action?

A single, direct call to action is 
all you need. More than that and 
you risk losing your reader’s atten­
tion. Ask them to do one thing:

Claim your $25 discount on 
your first lawn application

Request an instant quote to 
protect your family from ticks

5. Are you using email mar­
keting software and track­
ing past performance of cam­
paigns?

I’m truly amazed by how 
many email blasts I still get from 
peoples’ personal Outlook ac­
counts. You know, the ones with 
a thousand other victims cc’d. 
Please, stop it.

Instead, use professional email 
marketing software that allows 
for easy subscriber opt-out as 
well as performance tracking 
like click-through-rate and un­
subscribe rate.

How did you do? Do you have 
a happy list of contacts and a 
go-to source for repeat and new 
revenue or only wasted effort?

Be purposeful marketing via 
email, like the furniture store. 
Stay away from the copycat ap­
proach that is so prevalent in our 
industry. Oh, and remember to 
remove me from your list, l&l

Chris Heiler is the founder and CEO of 

Landscape Leadership, a digital marketing 

serving lawn and landscape companies 

around the country.

Hunger in children is real.
Sometimes children, like 
Sophie, get so hungry 
they'll eat anything, even 
bugs!

You can change that by 
helping Feed the Hungry 
provide a month of meals 
to children like Sophie for 
only $6.

Learn more of Sophie's 
story by visiting 
www.feedthehungry.org/ 
sophie

LeSEA Global

FEEDfHUNGRY
A full life feels good.

(877) 769-9267
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The ultimate viewing experience, 
no matter how you look at it.
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BOOKS BUSINESS FOR SALE BUSINESS FOR SALE

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 ($100) 
Benchmarks audiobook ($100) 

Benchmarks MS Excel CD ($100)
Buy 2 and get the third free.

Just $200 + S&H

For more details email: jhuston@jrhuston.biz

BUSINESS FOR SALE

Priced to Sell
Prominent Landscape 

Construction and Design Firm
Alluring Location in Durango, Colorado

Owner Needing to Retire early

Leading Landscape company with exquisite 

reputation and contracts booked 

9 months in advance.

Over 20 year proven experience.

Sale of business includes:

• Original employees.

• All accounts on books: 9mo-1 year out 

• All current equipment and trucks in use.

• Average annual sales 2.0- 2.1 mil.

Asking $2,000,000 (priced under value) 

Owner Finance Available 

Definite potential for continued growth 

Owner willing to assist with changeover.

Call 231-409-2687 
optional 3,500 sq. ft. home included 

Price negotiable 
landandwaterscapes.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

LAWNANDLANDSCAPE.COM

FOR SALE
-BY OWNER-

Nursery and Landscape Company
Flagstaff, AZ

In business 23 years, owner ready to retire. 
Annual sales of 900K+

170K in vehicles and equipment

75% of sales in custom residential 
landscape design, installation and 

maintenance. Experienced employees. 
We run three landscape crews during our 
9-month season and have plowing and 

snow removal contracts for the offseason. 
Small retail nursery with long established 
customer base on Yz-acre lot near historic 

downtown Flagstaff.

Beautiful small city and friendly 
community at 7,000 ft. Ideal family town. 

Owner willing to assist transition. 
Asking $350,000 for business. Nursery 

property also for sale or lease by owner. 

928-853-8333

North Texas Based 
Commercial Landscape 

Contractor

44 Year Old Stable/Successful Business 

Nice Stable Client Base 

Serious Inquires Only 

Confidentiality Agreement Required

Please send questions & contact info to 

rosie41 @tx.rr.com

ACQUISITION 
W Experts uc

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<3)acquisitionexperts.net 
Visit our website at www.acquisitionexperts.net

WE SELL BUSINESSES

For Sale:
Lawn-Landscape-Snow Business 

Over 30 years in Chicago & NW Indiana 

Loyal commercial customer base 

Average annual gross sales: $2.3M 

$850K in trucks, trailers, and equipment 

Asking price: $2.3M 

Call 779-254-9315

BUSINESS OPPORTUNITIES

Branch Entrepreneur 
Natural Lawn Care Partnership

Interested in partnering with an 
established company to provide 

clients in your city with Natural Lawn 
Care Services? Contact Alec McClennan 

today to start the conversation. 
Alec@Whygoodnature.com 

216-570-5346.

SELLING YOUR BUSINESS!

FREE
APPRAISAL

NO BROKER 
FEES

Professional Business Consultants
xfcusine^r

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

Snow and Ice 
Management Company

We are looking for Subcontractors 
in DE, KY, MD, NJ, NY, OH, PA,

VA, WV to provide SNOW removal, 
landscaping, parking lot sweeping. 

Please go to our website 
www.snowandicemgmt.com 

and fill out our form 
"Join our Team"

LAWNANDLANDSCAPE.COM
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Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 X291 or bvelikonya@gie.net.

BUSINESS SERVICES FOR SALE FOR SALE

Jackson Hole Brainstorming Meeting 
Hosted and moderated by Jim Huston 

January 11,12 & 13,2018
3 days of interaction and sharing best practices 

with up to 20 non-competitive 

Green Industry companies.

Held at the five starTeton Mountain Lodge & Spa. 

Plan a winter vacation.

Plenty of winter activities for the whole family 

For more details email: jhuston@jrhuston.biz

J.R. Huston Consulting offers....
Standardization for Profit 

(SFP) Consultation
with Michael Hornung of

ValleyGreen
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 $1,750 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:ZZvalleygreen.net

FOR SALE

REDUCE PESTICIDE USE 
BY 50% OR MORE

Spot-spray pesticide while 
blanket applying fertilizerc

GREGSON-CLARK

Toll free - 800.706.9530 
Phone - 585.538.9570 

Fax - 585.538.9577
Sales@GregsonClark.com

A Dm»ion of Rhett M. Clark, toc.

Seat Warehouse
Quality Replacement Seats

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

SNOW & ICE CONTROL 
ANTI-ICING 

PRE-WETTING 
CHLORIDE SAND

TRADEMARK OF OCCIDENTAL 
CHEMICAL CORPORATION

Bay Dust Control Division of

LIQUID CALCIUM 
CHLORIDE SALES, INC.

LIQUIDOW™ DOWFLAKE™ 
PELADOW™

2715 South Huron Road 
Kawkawlin, Ml 48631 

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

GregsonClark.com

__ y LAWNANDLANDSCAPE.COM

GOT PLOW 
PARTS?

WWW.G0TPL0WPARTS.COM

TURFMASTERS, LLC 
OF CONNECTICUT 

HAS EXITED THE BUSINESS
All Equipment for Sale 

Equipment In Good Working Order 
Ready For Immediate Use 

Spray Trucks, Z-Sprayers & Z-Pluggers, 
Trailers, Ryan Aerators, and Much More! 

EVERYTHING MUST GO!!

Contact Gary Donovan 

860-978-3025

Walk Behind
Spreaders -

■

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
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FOR SALE INSURANCE

Operating Within 4 feet of Vehicles?

call 330.848.9300 or visit:
www.flctionSafetyApparBl.com
AwMoss and save lives with Hi-Vis Ts & Safety Vests

HELP WANTED

GreenSearch
Since 1995, GreenSearch is recognized 
as the premier provider of professional 
and confidential employment search

exclusively for exterior and interior landscape, 
irrigation, and the overall green industry 

throughout North America.
Check us out on the Web at 

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

e-mail info@greensearch.com

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@f1orasearch.com
www.f1orasearch.com

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

CALL 1-800-886-2398 TODAY FOR A QUOTE!
Daryl Erden, Green Industry Specialist 

daryl.erden@bureninsurancegroup.com

NEW INSURERS, NEW COVERAGE, 
The same great expertise

Since 1984 you would think 
we would have seen it all, but we 
haven't. Insurance coverage is more 
complicated than ever. Claims costs 
continue to rise and regulations 
keep changing.

Commercial insurance premiums 
have been basically flat for the last 
few years. We can show options on 
broader coverage with lower rates.

At The Keenan Agency, Inc. we 
have upped our game. Several well known 
insurers have entered the market for Green 
Industry insurance business. While you may 
not be looking for ways to spend more mon­
ey in your insurance budget you should not 
ignore new risk. Regulators and customers 
expect a liability policy to cover"your work", 
employees and former employees will be 
able to find a local attorney to take on an 
Employment Practices suit against you.

THE
KEENAN
AGENCY

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.

INSURANCE PROGRAMS: ALL LAWN / LANDSCAPE BUSINESSES

Auto, Equipment, Liability, Pro^rty, Umbrella, Work Comp

PLUS SPECIALTY COVERAGES INCLUDING:

♦ Professional Liability

♦ Damage to YOUR Customer’s Property / Your Work

♦ Pollution Liability Including Auto Spill

♦ Herb/Pest Endorsement

Active Members of; NALP—ONLA—OLCA—CALCP

Cyber attacks are real - you might 
see a claim for customer data, credit 
card information and personal em­
ployee information you have in your 
computer system if a breach occurs.

You have invested years building 
your brand and we have the 
expertise to show you what needs 
to be done to protect that brand. 
Regardless of where your business 
is located people see your trucks 

parked on their street every day - they 
expect or assume that your business is 
properly insured.

It might be hard to break your relationship 
with a local agent however you might be 
buying the wrong coverage, over paying for 
standard lines or be un-insured for the new 
risks of the 21st century.

Contact us for a 15 minute conversa­
tion that will be a real eye opener.

F look for 
LAWN & LANDSCAPE ON

facebook
facebook.com/lawnandlandscape

Please contact Bonnie Velikonya at 
800-456-0707 X291 or bvelikonya@gie

Place your Classified to
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Place a Classified today! Please contact Bonnie Velikonya at 800/456-0707 X291 or bvelikonya@gie.net.

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

A WEBSITE
WITH YOU IN MIND

BILLMASTER Software®

Simple, Reliable, Affordable

Perfect for Small Business 

Convert from any existing system 

All at a price your 
business can afford

Call today to get started. 
201-620-8566

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

Were You 
Featured 

In This Issue?
Reprints enable you to reuse 

your article and simply place it 
into the hands of your target 

audience. Having been featured 
in a well-respected publication 

adds the credibility of a 
third-party endorsement to 

your message.

Give yourself a competitive 
advantage with reprints. 

Contact us for more 
information regarding reprints

and additional applications 
designed to meet your 

challenging market needs.

Call Bonnie Velikonya 
at 800-456-0707 x291

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.
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Ad Index

Advertiser Website Page#
Bobcat Company bobcat.com 29

Boss Landscape Management bosslm.com 62

Case Construction casece.com 25

Dig Corporation digcorp.com 30

Ewing ewinglrrigation.com 31

Feed The Hungry feedthehungry.org 90

First Products istproducts.com 62

Fisher Barton fbblades.com 40

Franklin Electric Co. lg-outdoor.com 59

Great Oak deerprorepellent.com 40

Hunter Industries hunterindustries.com/hc 100

Husqvarna husqvarna.com 99

J Thomas Distributors jthomasparts.com 84

K Rain krain.com 23

Kichler Lamp & Lighting landscapelighting.com COVER, 39

Lebanon Turf Products LebanonTurf.com 12,13

LMN golmn.com 20-21, 68-69

M.H. Eby mheby.com 10

Magna Matic Corp magna-matic.com 10

Mid Atlantic Nursery Trade Show mants.com 36

Mauget mauget.com 9

Mini Trencher minitrencher.com 84

Mistaway Systems mistaway.com/goodbiz 11

MulchTech Shield mulchtechshield.com 32

Neely Coble Co. neelycoble.com 35

Netafim Irrigation inc. netafimusa.com 41

Otterbine Barebo otterbine.com 63

Advertiser Website Page#
Perma-Green Supreme permagreen.com 7

Permaloc Aluminum Edging permaloc.com 65

Pro Landscape / Drafix prolandscape.com 14
Propane Education 
& Research Council

propane.com/mower-incentive 16-17,85

Quirk Cars quirkcars.com 37

Rachio rachio.com/pro 15

Rain Master rainmaster.com/dx3 33

Ram Truck ramtrucks.com/commercial 5

Real Green Systems

The Service Master Company/ 
Tru Green

RealGreen.com

www.trugreen.com

89

18

Toro Irrigation toro.com 27

Turfco turfco.com 83

Uline uline.com 18

WAC Lighting waclandscapelighting.com 2

Snow Supplement
Arctic Snow & Ice arcticsnowandiceproducts.com 71,73
Compass Minerals compassminerals.com 77
Down Easter downeastermfg.com 75

Eureka Chemical fluid-film.com 78

LT Rich z-spray.com/snowrator 79
Salt Logger saltlogger.com 78

Benchmarking

Exmark exmark.com B2, B16

* denotes regional advertising
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LOSING AN ICON
(continued from page 32)

months, but he maintained a relationship with John 
until his death. McHale says the two of them made 
a few trips to nurseries together over the years. One 
particular nursery trip from the 1990s has always 
stuck out in McHale’s mind.

“I remember being with him on a nursery trip 
where he bought 600 3-inch Cal Bradford pear 
trees for $29,” McHale says. “At the time, the go­
ing rate was $ 100 a tree. When we got back to the 
car, I said, ‘You are going to see the devil for that 
deal.’ He laughed and said, ‘No I’m not. Those trees 
were grown too close together. I just saved that guy 
a huge bulldozer fee!’

“An hour later, John bought 400 more Bradford 
pear trees from another nursery and paid $ 150 each. 
He didn’t attempt to negotiate. When we got back 
in the car, I asked, ‘What’s up? You didn’t even try 
to get a discount.’ He looked at me and said, ‘That 
guy’s wife has cancer.’ That was John: intuitive, 
relentless and compassionate.”

MOVING ON. Since John s death in May, operations 
at Denison Landscaping remain busy and profitable. 
Duane even estimates 2017 will be a more profitable 
year than 2016. But for family and friends who were 
close to him at the company, things at work seem 
strange without him there.

“There’s a different feel to coming to work every 
day,” Josh says. “I’m not sure if that will ever change 
back to normal.”

Since John’s death, Donna Denison, John’s wife, 
became the CEO and sole owner of the company 
and the land he owned. Although she hadn’t been 
involved in the company on a day-to-day basis be­
fore John died, Duane says she has done well with 
the transition.

“I was absolutely amazed at how much Donna 
knew about the company,” he says. “John was aware 
she was a 50 percent owner in the business and that 
she needed to know what was going on. For Donna 
to step in has been an easy and rewarding transition.”

The company also promoted Elbert Munroe, a 
33-year veteran at the company, to serve as its COO. 
In addition, John’s son Josh remained the company’s 
vice president of labor and human resources; his son 
James Denison remained vice president of the resi­
dential division; and his daughter Katelyn Denison 
remained corporate counsel for the company.

At the end of this year, Duane says the company 
plans to evaluate each of its divisions to decide where 
to invest most of its time.

“The family is committed to continuing John’s 
legacy,” he adds. “We’ll never replace (John), but 
we’ll continue to keep the name prominent in the 
industry.” l&l

Other memories and stories
"John had one of the most unique 
offices that you would ever see. 
He had a lot of taxidermy animals 
in there: two grizzly bears, a 
polar bear, a zebra skin, a lion, a 
mountain lion. There were statues 
in his office made by an artist in 
Milwaukee and the statues are so 
life-like down to the moles and 
freckles on the arms. John bought 
several pieces from him, and one 
is a man sitting on a chair with a 
Denison hat and jacket. People 
would come into his office, meet 
with John and when they'd leave, 
they would turn and apologize (to 
the statue) for interrupting. It was 
just things John enjoyed seeing in 
his office."

"Since his passing, I've replayed my favorite Denison 
stories in my mind a dozen times. I'm always listening 
for the lesson within, but ultimately I'm overcome 
by the hilarity of the moment or his rather colorful 
presentation. There are only a handful of personalities 
in this industry that are known nationwide, Big John 
Denison was among them."

Jon Flanders, president, Botanico Inc.

"The side of John people in our industry didn't know 
was what a big heart he had. There was a house where 
nuns lived and it was in poor condition. They were 
living in extreme (poverty). John would go to the 
grocery store on Fridays after work to buy groceries 
for them. He eventually fixed up their property for 
them and built a park there. (John) never wanted 
people to know about it. He was very personal about 
those things. As big as his fortune became, he put it 
back to the community without much fanfare.

Duane Denison, president, 
Denison Landscaping

John Clark, secretary treasurer and owner, Manor 
View Farm Incorporated
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5 POWEi
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.

THE FIRST QUESTION TO ASK YOURSELF IS: Do we have a process for 

interviewing? Many companies in the service industry answer this question with, 

“well, sort of.” So, what happens when there is no defined process or the defined 

process is not followed consistently? Increased turnover and bad hires — two 

things that no one wants and no one can afford.

Speaking of affording, how 
much is turnover even costing 
you? Companies need to consider 
both hard costs like ads, time of 
managers and paperwork, as well 
as soft costs like lost productivity, 
service issues and quality. There is 
research that indicates the cost of 
turnover for an hourly position in 
the service industry costs about i6 
percent of their annual salary. For a 
$i2/hour employee, that will cost 
your company between $3,000 and 
$4,000, depending on the seasonal­
ity of the position. Take the number 
of terminations last year and multiply 
that by $3,000. Was that number 
higher than expected? And more 
importantly, what could you have 
done with that money instead?

Now back to the main discussion 
about the interview process. While 
everyone's process may vary, the 
critical aspect is that everyone under­
stands, buys in, and follows the pro-

©
KORY BEIDLER

is director of training 
and development 
at LandCare.

cess every time for every candidate. 
Then collectively as a group you can 
improve the process over time.

Here are the principles of who 
should be involved in interviewing:

1. There should never be one
person at the company/ 
branch who does all the in­
terviewing. Just because 
someone may be good at 
interviewing or enjoys it, the 
decision of who is involved 
depends on which manager is 
hiring the employee. A hiring 
manager cannot delegate their 
interviewing responsibilities.

2. The hiring manager absolutely 
needs to be involved with any 
interviewing for their area. If

the hiring manager is new at 
interviewing or doesn't feel 
comfortable, that's fine. They 
still need to be there and start 
practicing until they get better. 
After all, if you have a title that 
manages employees, you 
have responsibility to select, 
train and develop your team.

3. Whoever wears the 'HR' or 
'recruiting' hat in the company 
should be responsible for the 
first round of screening/quali- 
fying all applicants for. Ideally, 
this person is not also going to 
interview the candidate, unless 
they happen to be the hiring 
manager. The screening can 
occur when a candidate drops 
off an application or over the 
phone.

4. If you have multiple leaders 
who will interview the same 
candidate, make every attempt 
to have the interviews com­

pleted independently and only 
review notes after all the inter­
views are complete. This will 
help eliminate any bias prior to 
interviewing a candidate.

5. Use panel interviews only for 
certain salary positions that are 
going to work across multiple 
business units in the com­
pany. If you do use the panel 
technique, there should be a 
maximum of three panelists 
so the candidate feels comfort­
able and can make eye contact 
with each person.

6. Use caution when the big boss 
often wants to interview each 
candidate. If they are going to 
work with or report to the big 
boss, then include them in the 
interview process. Otherwise, 
just schedule a short meeting 
with the big boss at the end of 
the interview process for the 
'seal of approval,' if needed.

7. When hiring a crew member, 
involve the supervisor of that 
crew. Often the production 
manager makes the mistake 
of doing all the interviews 
without any involvement of 
the supervisor/crew leader. 
This can be accomplished by 
having the candidate come 
back at the beginning or end 
of the day to meet and greet 
the supervisor, or possibly the 
entire crew.

Yes, it does take time and 
dedication to follow a well-defined 
interview process for each candidate. 
You can claim to not have the time 
for a potentially slower process, but 
just remember you're throwing 
away $3,000 to $4,000 each time 
you rush the process. Maybe a few 
dedicated hours of your time turns 
out to be quite worth it. l&l

Sponsored by

©
 O

LI
VI

ER
 LE

 M
O

AL
 I T

H
IN

KS
TO

C
K

98 NOVEMBER 2017 | LAWNANDLANDSCAPE.COM

LAWNANDLANDSCAPE.COM


THE TOTAL SOLUTlOh
NEW COMMERCIAL MOWERS FOR 2018

Z500 SERIES 
ZERO-TURN MOWERS

V500 SERIES 
STAND-ON MOWERS

W500 SERIES 
HYDRO WALK MOWERS

21" COMMERCIAL 
WALK MOWER

WHY PUT THE POWER OF HUSQVARNA TO WORK FOR YOUR BUSINESS?

Simply put, we make it easy on you. We are the masters of cutting and pride ourselves in offering superior 
products, a wide variety of new professional mowing equipment, and one of the best fleet programs around. 
Our dealer support is extensive, providing all the necessary tools to position you for success. Our sales and 
servicing dealer base exceeds 5,000 locations nationally, and all certified service centers provide quick 
turn-around so your business does not have to stop. If you want easy ownership and easy operation, then 
Husqvarna is the answer for your business.

Available January 2018.
www.husqvarna.com Connect with HusqvarnallSA ttHusqvarnaPro B] YoufWI I

©Husqvarna

I* li IE
DISCOUNT

PROGRAM

SAVE
UP TO 20%
See Husqvarna dealer 

for details.

@ Husqvarna
READY WHEN YOU ARE

http://www.husqvarna.com


Hydrawise
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any Pro-C* with the revolutionary new touch­
screen HPC, and you have an economical and 
effective way to boost revenue and offer 
customers the cutting-edge water-saving 
tools they demand.

QUICKLY AND EASILY GROW YOUR 
BUSINESS by upgrading your customers’ 
Pro-C® controllers to Hydrawise™ Wi-Fi irrigation 
management — with no réinstallation or rewiring 
required! Simply swap out the dial face panel on

Pro-C modular and fixed station controllers manufactured since March 2014

Visit Hunter at the IA Show Booth #309

RESIDENTIAL & COMMERCIAL IRRIGATION Built on Innovation®

Learn more. Visit hunterindustries.com/hpc

Transform a PRO-C into a Wi-Fi 
controller in a matter of seconds

ffl Watering Schedule tor BackVard

hunterindustries.com/hpc

