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BRAN DSPOTL I G HT WITH DYNASCAPE

very profession has its set software has become an easy decision for
OF FAVORITE TOOLS, and for most many business owners to make, because the
of them, the list now usually includes best software brings many advantages. Among

some software as well. This article explotéer things, it can:

the use of software as a business tool in the
landscape design industry. For a growing num-
ber of landscape companies, software is now
an indispensable part of their daily workflows,
thanks to the availability and power of programs
that are designed specifically for their needs.

WHAT MAKES THE BEST SOFTWARE
INDISPENSABLE
When do you decide to buy a tool for your busi-
ness? When it's clear that it will help you do your
job better. For business owners, that ultimately
means helping you to make more money.

In that respect, buying landscape business

Save you time

Make you more accurate

Let you share information and work
among many people on a team

Be used to calculate costs, overhead
and profits exactly, instead of
“ballparking” or “guesstimating’
Make your designs, proposals and
presentations look professional
Remind you of tasks and next steps
Help you keep track of everything when
things get busy

Remind you to follow up with new
prospects



Job Cost
Reports

Invoicing

Expense
Tracking

Time
Tracking

Change Orders

Purchasing

Let you keep everyone on the same
page on a project/job

Automate and streamline your
workday

Help you follow your industry’s best
practices

Let you reuse things that take time
to make, like price books and kits
Let you make revisions to
proposals and invoices without
having to start over

Give you useful reports

Help you to see trends and
problems that might otherwise stay
hidden

Connect you to everyone else in
your company

Keep you informed when you're
not at your desk

Keep track of your expenses,
income, overhead and profit
margins

Track everyone at every stage in

Design & Business Management Software
for Landscape Professionals
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Sales Pipeline

Central
Price List

Automatic ]-
Material
Take Off

Proposals

Field Reports

Scheduling

your sales pipeline
e Help you to manage your staff

DYNASCAPE’S SOLUTION:
MANAGE360
After years of developing special-
ized software (DSIDesign, DSIColor &
DSISketch3D) to help landscape de-
signers draw their plans, DynaSCAPE
recognized an additional need in the
industry: the need for a software tool that
would help landscape business owners
to run their companies, and to manage
those aspects of the business that are
specific to the landscape market. Things
like preparing accurate estimates. Doing
material takeoffs. Preparing proposals,
worksheets, invoices, change orders. Re-
covering overheads. Tracking customers
through the sales pipeline.

Not all of those tasks are exclusive to
the landscape industry, but the combina-
tion and flow and details of all steps of the

landscape sales cycle are indeed unique.
To be aided and improved by software,
these tasks require more customized au-
tomation than any standard software can
offer. That's the feedback that DynaSCAPE
received from its customers, and that's the
problem that it set out to solve.

USING MANAGE360 TO BE
PROFITABLE AND COMPETITIVE

The benefits most often mentioned by
Manage360 users are that it saves them
time, and that it brings a whole new level
of accuracy and reliability to their opera-
tions. Both of which translate, they say,
into increased profits and growth for their
companies.

On the question of using software as a
business tool, Brian Shernce of BTS Land-
scaping in Flanders, New Jersey, says, “I
don't think | could survive without it now. |
don't think that it's an option.” He now uses
Manage360 to prepare his estimates and
manage his sales, and says, “For me, es-
timating is the most time-consuming thing,
and if you mess up the estimate, the whole
thing is messed up, no matter how good a
job your crew does. So you've got to put in
the time necessary to do a thorough and ac-
curate estimate. And with Manage360, the
time-saving is huge. Absolutely beneficial.”

Bill Banford, owner of The Sharper Cut
in Cheltenhem, Maryland, concurs that
Manage360 is “very efficient for estimat-
ing.” He likes the fact that the software is
“geared specifically for landscape indus-
try” and emphasizes that the benefits that
it brings to his business are both in terms
of time-savings and accuracy. “We use it
for preparing our estimates, and for job
tracking and job costing too. Which are
really good. It really helps to know if we're
making money on these jobs.”

A user of DSIDesign as well, Mr. Ban-
ford says that “having the CAD software
helps immensely for making changes
to the design, storing them and making
updates. And more importantly, it forces
us to be more precise when we estimate,
because when we get to the estimating
feature, we know we’re getting the proper
information put in.

“And to run a business these days
without having some kind of software, be
honest with you, | don't know how people
would do it.”
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GREEN GIVES BACK
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MOW ACROSS AMERICA
Lawn maintenance wasn’'t Rodney
Smith Jr.'s intended career, but today he's
constantly encouraging people to provide
free maintenance services to those in
need through Raising Men Lawn Care.

PAR FOR THE COURSE
Volunteer work builds teams
and goodwill for YardApes.

INVESTED IN GIVING BACK
As an employee-owned business,
AgriLawn's staff is dedicated to giving

to causes they care about.
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Each year, KK LawnCare gives

free mowing services to five families
in need.

CITYWIDE EFFORT

After the success of one neighborhood's
program, Pittsburgh launched an
initiative to provide free lawn mowing
services to residents in need.

SERVICE SALUTE

Project EverGreen brings together green
industry professionals who want to give
back to their communities.
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can help your crews operate efficiently.
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THE POWER TO DO MORE

Still waiting for the power of gas with the convenience of battery power, wait no longer! When it comes to all the power and
flexibility needed to get the job done, the Greenworks® Commercial GBB-700 Dual 82-volt Battery Backpack Blower has you
covered! This blower carries two 5.0 Ah batteries that automatically switch from one battery to the other providing continuous
power. Remove the blower unit and the backpack converts to a power source for all your Greenworks Commercial 82-volt tools.
Less downtime, more efficiency, and plenty of runtime. Take control of your job-site with Greenworks Commercial tools.



EDITORS INSKHT
0 bhorn@gie.net

Brian Horn

Editor | Lawn & Landscape

Not only is it good
for your company,
but it also shows
those in your
community

the importance

of the services

you provide.

Lawndaedscape

EDITORIAL

Brian horn EDITOR bhorn@gie.net

kate spirgen /-NACING EDITOI kspirgen@gie.net
MEGAN SMALLEY msmalley@gie.net
LAUREN RATHMELL tant editc- Irathmell@gie.net
MARTY GRUNDER
Jim huston
BRUCE WILSON
KRISTEN HAMPSHIRE CONTRIf 1 FOR

CREATIVE

JUSTIN armburger W .ere jarmburger@gie.net

mgrunder@giemedia.com
jhuston@giemedia.com
bwilson@giemedia.com

Good deeds 1N the weeds

recently returned from the 22nd annual

Renewal & Remembrance. The event allows

members of the National Association of
Landscape Professionals and their families to tend
to the grounds at Arlington National Cemetery
and United States Soldiers’ and Airmens Home
National Cemetery.

| use the word “allows” because everyone | talked
to in Arlington is honored to work for free for a
few hours for a good cause.

It's a personality trait of the volunteers at the
event, and on a larger scale, its the attitude of
the industry.

That's agood thing because this industry is ideal
for volunteer work. You have the talent and the
equipment to help beautify landscapes.

Landscapes are a number one priority to this
industry, but sometimes they fall down the prior-
ity list of homeowners iftimes get tough or they
experience an illness or worse a death.

For some business owners spending time and
money to work for free when they are already
working 12 hours to make ends meet is difficult,
and | get that.

But ifyou can carve out some time for volunteer
activities and put aside some money in the budget,
you’ll find it has plenty of benefits.

That's why this month we wanted to focus on
how different companies volunteer their services

Leading business media for landscape contractors
5811 Canal Rd., Valley View, OH, 44125
Phone: 800-456-0707 Editorial Fax: 216-651-0830 Subscriptions & Classifieds: 800-456-0707

ADVERTISING/PRODUCTION INQUIRIES
Caitlin McCOY cmccoy@gie.net
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david szy dszy@gie.net

DANHEBERLEIN CCOUNTMJ dheberlein@gie.net
traci mueller tmueller@gie.net
TED SCHULD tschuld@gie.net
DANNY WALSH > j ma --ger dwalsh@gie.net
BONNIE VELIKONYA

bvelikonya@gie.net

and use their position as a strong business in the
community to help those in need. The stories focus
on providing services for free, but also dive into
diverse ways a landscaping company can help a
cause, like YardApes did by starting a charity golf
tournament, which you can read about on page 32.

And you don't have to do it alone. There's noth-
ing wrong with teaming up with the competition
for charity events for the greater good ofthe com-
munity. Or, volunteer to be the landscaping part
of a larger project.

One company we write about on page 34 is
providing free services through a city run program.
So, the weight ofbeing the lead on a project doesn't
have to solely fall on you.

Usually vendors are involved supplying materi-
als, as well. So, whether you come to them for help
or they come to you, it helps you build a better
relationship with those vendors.

And let's be honest, volunteering and charity is
great for marketing and generating business. It's
OK to admit that.

So, as you plan for the end ofthe year and next
year, think about some ways as a green industry
professional that you can start volunteering or take
on more opportunities.

Not only is it good for your company, but it also
shows those in your community the importance of
the services you provide. — Brian Horn

CORPORATE
RICHARD FOSTER
CHRIS FOSTER

DAN MORELAND
JAMES R. KEEFE
CHRISTINA WARNER
MARIA MILLER
KELLY ANTAL

IRENE SWEENEY
MICHELLE WISNIEWSKI
KEVIN GILBRIDE

LAWN & LANDSCAPE MARKET INSIGHT COUNCIL BILL ARMAN & ED LAFLAMME, The Harvest Group; ANDREW BLANCHFORD, Blanchford Landscape Contractors, Bozeman, Mont.; KURT BLAND, Bland Landscaping, Apex, N.C.; BENTON FORET, Chackbay
Nursery & Landscaping/Foret Land and Tree, Thibodaux, La.; BOB GROVER, Pacific Landscape Management, Hillsboro, Ore.; MARTY GRUNDER, Grunder Landscaping and Marty Grunder Inc., Miamisburg, Ohio; JIM HUSTON, J.R. Huston Enterprises, Englewood,
Colo; JESUS "CHUY" MEDRANO, CoCai Landscape, Denver; TAYLOR MILLIKEN, Elite Landscape Company, Hendersonville, Tenn.; RICHARD RESTUCCIA, Jain lrrigation, Fresno, Calif.; PHIL SARROS, Sarros Landscaping, Cumming, Ga.; JERRY SCHILL, Schill

Grounds Management, North Ridgeville, Ohio

6 AUGUST 2018 | LAWNANDLANDSCAPE.COM


mailto:bhorn@gie.net
mailto:bhorn@gie.net
mailto:kspirgen@gie.net
mailto:msmalley@gie.net
mailto:lrathmell@gie.net
mailto:mgrunder@giemedia.com
mailto:jhuston@giemedia.com
mailto:bwilson@giemedia.com
mailto:jarmburger@gie.net
mailto:cmccoy@gie.net
mailto:dszy@gie.net
mailto:dheberlein@gie.net
mailto:tmueller@gie.net
mailto:tschuld@gie.net
mailto:dwalsh@gie.net
mailto:bvelikonya@gie.net
LAWNANDLANDSCAPE.COM

TWO WAYS TO ROCK
YOUR WORKDAY.

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

3M" WORKTUNES™ CONNECT

Hearing Protector + Wireless Headphones

3M


3MSafety.com
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CONNECT IN DENVER

Owners and business leaders gathered for Lawn & Landscape's
Top 100 Executive Summit to learn and network.

By Lauren Rathmell, Megan Smalley and Kate Spirgen

LAWN & LANDSCAPE HOSTED ITS SECOND TOP 100 EXECUTIVE SUMMIT,
an event for the highest-grossing lawn care and landscape companies in North America,
which took place June 5-6. Industry leaders traveled to Denver to network, learn and receive
their awards for making it on Lawn & Landscape’s 2018 Top 100 list.

The following are some of the takeaways from the event.

ABOVE: Denver-based Metco Landscape was No. 28 on our Top 100 list. The company hosted a site visit during the Top 100 event.
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Punches holes in any
argument for buying
someone else's aerator.

It steers and reverses course without lifting its tines. It fits through a
36"gate. And has proven to be 502 more productive than conventional aerators.
The highly maneuverable, user-friendly TurnAer XT5. Buy it direct from the people

who know it forward and backward. Visit turfcodirect.com or call 800-679-8201.
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WE'RE ROOTING FOR YOU

Transplanting trees and shrubs can cause a shock
that dramatically slows growth and weakens their
natural defenses. But it doesn't have to be that way.

Roots® Tree Saver® contains mycorrhizal fungi,
beneficial bacteria and biostimulants to reduce
shock and foster new root development.

Scientifically proven to improve nutrient uptake,
increase water absorption and mitigate the impacts of
environmental stresses, Roots® Tree Saver® digs deep for
your success.

N1 Mil ffll

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

000

Tree Saver

OUTLOOK ON M&A. Tom Focht-
man, CEO of Ceibass Venture
Partners, Brian Corbett, manag-
ing partner of CCG Advisors,
and Ron Edmonds, principal
consultant at The Principium
Group, all agree that the market
has never been better for those
looking to sell their landscaping
business.

“The market is frothy right
now,” Fochtman said. “We've had
private equity, but not like this.”

In Denver, the panelists shared
a few important tips to consider
ifyou’re thinking about selling in
the current market.

1) Don’twait. Ifyou’re in sell-
ing mode, you want to be on top
of things right now. “Leveraging
will be a little tougher; rates are up
abit. | think this run will last a few
more years. Don’t be waiting; be
on it,” Fochtman said.

In our May issue, we reported
that the boom in the economy
won't last forever, but the panel-
ists all agreed there’s still time to
secure a decent sale. Right now,
Corbett said the holding period
for private equity firms is four
to seven years, which will offer
a cushion to businesses looking
to sell before the projected 2020
economic recession.

2) Talk to your employees.
Ifyou’re in the process of selling
a business, employees may be
concerned with how the sale will
impact their jobs. The panelists
all recommended being open
with employees. “Your business
is really only your employees
and your customers,” Edmonds
said. “That’s a major task that the
buyer has — coming up with an
action plan.”

Corbett recommends sitting
down with your employees once
the sale is finished, and explaining

EVENT COVERAGE

what you (the owner) did, why
you did it and how it will impact
them. He also said to wait a day
or two to bring the new owner on
board so that employees have time
to process the change.

3) Do your due diligence. In
prepping for a sale, it’s your job to
ensure all your ducks are in a row.
“There’s unlimited opportunity
for hiccups. The biggest issue that
comes up is inability to hold up to
scrutiny,” Edmonds said.

One of the biggest hang-ups
when it comes to selling is en-
suring your labor force and the
paperwork that goes with that
are legally sound. Fochtman said
he sees buyers bring in a labor
attorney and go through every
single 1-9 on file, and if there’s
ever a doubt, they may pull away
from the deal. He would like to
see every company using E-Verify
to make it easier, and ifnecessary,
using the H-2B process to find
foreign workers.

ASSET PROTECTION MISTAKES. AS-
set protection means placing per-
sonal and business assets beyond
the reach of any potential threat.
Ariel Enisman, attorney with the
Presser Law Firm, said the No.
1 goal with asset protection is to
avoid becoming a target.

“Make yourself look like such
a difficult target and so expensive
for someone to come after you,”
she said.

During Lawn & Landscape’s
Top 100 Executive Summit in
Denver, Enisman explained that
a well-structured asset protection
plan involves ensuring that busi-
ness owners own nothing but
control everything.

“Get ownership rights out of
your name,” Enisman said. “Ifyou
own something, you're exposed.”

10 AUGUST 2018 | LAWNANDLANDSCAPE.COM
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ROOTS® biologically enhanced nutrients grow more beautiful, vigorous plants

1i/r/mr NnA\VN\TINiz"

Roots products contain specialized biological
components including, mychorrihizal fungi,
beneficial bacteria, chelated micronutrients
and other biostimulants that improve the
health of the soil, and the plant ecosystem.

rr\m \/r''\i

Enhanced nutrition results in
more vibrant colors, improved
turf density and a sustainable
solution for healthier,
flourishing plants.

Best of all Worlds®
LebanonTurf.com 1-800-233-0628
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Keys to good asset protection plans include
protecting every asset, make sure the asset
protection plan fits with financial goals, keep
the plan up-to-date and develop a plan that

EXPANDING

is simple yet cost-effective.

In order to have a strong asset protection
plan in place, Enisman said the following
are some of the biggest mistakes business

INTO SPRAYING?

DO WHAT JASON DID. A\

Jason Creel was already mowing and knew spraying would make

his business even more profitable - if he did it right. Here’s what he

did and what the numbers say.

Jason got equipment recommendations from

the manager of a spray company.

Three years after launching Alabama Lawn Pros, Jason just added

his second Graham spray unit. Why? Because his first 400-gallon

Graham unit:

* SERVES 300+ CUSTOMERS

« GENERATES ABOUT $1,000 A DAY IN REVENUE

* HAS HAD ZERO DOWN TIME

Talk to us about the right unit for your
new spray business.

And check out Jason’s YouTube channel,
Lawn Care Life, for more expert advice.

Graham Spray
Equipment

YOUR IDEAS ARE WHERE WE START

EVENT COVERAGE

owners should avoid in order to protect
their assets:

1. Hiding your assets. Enisman said it’s
not about hiding what you have. It’s better
to be upfront with your assets so that they
can’t come back to hurt you in the long run.

2. Titling your assets to “straws.” “What
makes you think this person is less likely to
get sued than you?” she said. Putting your
assets in the name of someone else just to
cover your bases is not the best way to protect
what you have. Your friend or co-worker can
get sued just as easily as you and lose their
assets — and yours.

3. Titling your assets to a spouse. Similar
to assets in the name of another individual,
giving your assets to your spouse can be just
as risky. Enisman explained that ifyou own
avehicle that is registered in both your name
and your spouse’s name, both the owner
and the driver can be sued rather than just
one party.

4. Don't break any laws. This may seem
like a no-brainer but following laws to protect
your assets will save you from devastating
lawsuits. Make sure everything you do is 100
percent legal before taking action.

LEADERSHIP MEANS PARTNERSHIP. When
Ty Bennett opened the keynote for Lawn &
Landscape’s Top 100 Executive Summit in
Denver, he asked attendees a blunt question:
Why in the world would anyone follow you
as their leader?

“The answer cannot be because you’re the
boss,” Bennett said. “People don’t follow
bosses. People follow people.”

Bennett is the founder of Leadership Inc.,
a speaking and training company. He was
previously an entrepreneur who built a direct
sales business with his brother when he was 21
years old that achieved $20 million in annual
revenues. According to Bennett, being a leader
requires much more than authority. He said
it requires a concept called partner leadership.

With the unemployment rate low and
keeping good labor a main problem in the
landscaping industry, Bennett said it’'s im-
portant to win commitment from employees.

“People are not committed to jobs,” he

12 AUGUST 2018 | LAWNANDLANDSCAPE.COM
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We give new meaning to

WTF??

(Where's the FINN?)

Redefining the way the job gets done.

Bark Blower, Straw Blower and HydroSeeder® sightings are on the rise around the world. On the hillside,
in the atrium, next to the playground, even up in the sky. You don't have to look far to find a FINN. When
productivity, profitability and performance are your measures for success, it's likely a FINN can be found

on your jobsites too. And if not, it's time to stop cursing and find a FINN.

With nearly 200 dealer locations in North America and representation internationally, only FINN provides

the support you need at a local level. From sales to rental to service and parts, FINN Dealers are dedicated

to your success. F I N N

More Jobs. More Profits. More Success. Not just an enviable position, but a Smarter Way To Work.

For a free demonstration or quote visit FINNdealers.com or call 855-543-2431. .
©2018 FINN Corporation
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» Delivers air to ponds, lagoons or lake beds from an
aeration system

« Sinks to bottom without the use of additional weights.

* Made of flexible black polyvinyl chloride material

* Available in 3/8", 1/2", 5/8", 3/4", and 1" ID sizes to handle a
variety of aeration systems

* Provides easy installation with no maintenance.

ONE MOUNT BAR

AERATOR BLOWER BUGGY DETHATCHER LEAF PLOW

SPOT SPRAYER SPREADER TRANSPORTER

(855) 386-2745 | JRCOINC.COM/LAL

said. “People aren’t committed to
companies. What drives commit-
ment is people commit to people.
The old adage was that people
would commit to a person with
a title, position and authority.
But | don’t think that’s true in
today’s world.”

Today, he said employees are
looking for leaders who are genu-
ine and invested in their employ-
ees — having relationships with
employees is much more critical.
That, he said, is part of being a
partner leader.

Bennett offered these three
tips on how business owners and
managers could become partner
leaders:

1. Build genuine relation-
ships with employees. According
to Bennett, all business owners
are in the people business. One
key to becoming a partner leader
is investing in employees, which
means being genuine with them
and getting to know them. He
suggested giving back to em-
ployees as a simple way to invest
in them - make them breakfast,
take them to dinner, meet their
families.

“Our ability to build relation-
ships is the currency ofbusiness,”
he said. “We need to become
great at it. Ifyou invest in your
people, they’ll want to invest in
you. We're all wired that way.
If someone punches you, you
punch back; but if someone does
something nice for you, you want
to do something nice back.”

2. Generate buy-in from em-
ployees. People support what
they help to create. Bennett is
involved with the National Speak-
ers Association and when the as-
sociation tried to change its name
and logo without any buy-in from
its members, there was a lot of

GOOD LEADERS NEED
TO BOTH MOTIVATE

EMPLOYEES AND REMOVE THE

OBSTACLES THAT KEEP THEM
FROM DOING GREAT WORK.

backlash from members. So, he
said the association backtracked
to get buy-in on a name and logo
change from its members.

“Our goal is to get commit-
ment from our people, so we have
to involve them in creation, other-
wise they won’t commit,” he said.

Although getting buy-in takes
extra time when trying to make
changes, things will take longer
and be more costly if employees
don’t end up buying into the
change made by managers and
owners, just like it was for the
National Speakers Association.

3. Know that motivation is
important, but it’s overrated.
It’'s good to motivate employees,
but Bennett said partner leaders
can’t forget that the flip side of
motivation is removing obstacles
and inhibitors that keep employ-
ees from achieving goals set for
them. Partner leaders need to
do both - motivate and help
remove obstacles.

Bennett shared the story ofhow
his young son came to him one
morning and told him he didn’t
know how to open the refrigera-
tor while he had his hands full of
toys. Bennett said he could have
motivated his son to try harder
to open the refrigerator, but the
smarter option was to remove the
obstacle and have his son drop the
toys in his hands.

“Sometimes it’s better to re-
move the obstacles than moti-
vate,” he said.
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AS PART OF THE TOP 100 SUMMIT, Metco Landscape
invited attendees to visit its operation a few miles outside of
Denver. Metco ranked 28th on the 2018 list with more than $57
million in 2017 revenue and is focusing on growing its commercial
maintenance division. The owner and managers gave
attendees a look around its headquarters and shared stats.

FACTS AND FIGURES ABOUT METCO:

$64 MILLION

amount bid to date with a 20 percent

close rate for commercial construction

$25 MILLION

backlog of commercial

construction work at Metco

5.5 MILLION

square feet of sod Metco

installs each year

98.540

tons of rock used

by Metco last year

$25,000

the cost of mobilization

for snowstorms

9.000

the number of trees

installed last year

21

pieces of equipment serviced

at Metco's headquarters

250

the number of H-2B workers

processed in eight hours last season
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FINN gets the job done.

In 1935, FINN revolutionized how
labor and materials were used on
the job site with the invention of
the Straw Blower.

With FINN'S Straw Blowers you
can more than double your straw
coverage in a fraction of the time
it takes to apply by hand. There is
no more efficient way to ensure
soil moisture retention and
provide erosion control to freshly
seeded areas.

Now, reaching your last straw means
quick work in all your applications.

Multiple Productivity.

Maximize Profits.

For more information or to
locate a FINN dealer near

you visit FINNdealers.com
or call 855-543-2431.
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LEGAL PROTECTIONS

Q: We are thinking about hiring
someone who has a gray area in
their non-compete agreement.
Are non-compete agreements
enforceable?

A: Enforceability depends on the
scope ofthe agreement according
to state law. Often, an agreement
that precludes an employee from
working in the industry for a
period of time is unenforceable.
The aspect ofa non-compete that
is most likely to be enforceable in-
volves an agreement not to solicit
your customers or employees for
a fixed period of time.

In some states, if certain
provisions of the agreement are
illegal, the court may enforce
the lawful provisions. In other
states, ifany aspect of the agree-
ment is illegal, the entire agree-
ment is unenforceable.

In my view, the question to an-
swer is what do you need to do to
protect your business? Usually, it's
the non-disclosure ofconfidential
information and non-solicitation

of customers and employees. |
generally advise employers to
make the agreement as limited
as is possible, yet still protect the
business. This includes the dura-
tion of the agreement.

For example, perhaps the limi-
tation on solicitation by your
sales manager would be two years,
but for a supervisor it would be
one year. If you don’t have a
non-compete, nothing stops the
employee from soliciting your
customers the moment he or she
quits. Be sure to consult with your
business lawyer about drafting an
enforceable agreement.

Q: How do | know if my company
does enough to prevent and suc-
cessfully defend a sexual harass-
ment claim?

A: An industry where employees
have contact with the public has
a higher level of responsibility to
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train employees about behavior of third
parties and other employees. The more
training you do, the better shape you are in
to prevent problems.

As a first step, develop a comprehensive
policy that addresses harassment — not just
sexual harassment. It should prohibit harass-
ment based on protected class status (such
as race and national origin) and harassment
that may not relate to protected class status.
The policy should prohibit any threatening,
demeaning, abusive or taunting behavior.
The policy also should prohibit retaliation for
reporting harassment or participating in an
investigation about harassment.

Review the policy during onboarding and
at least annually thereafter. Members of the
leadership team should lead the way in policy
communication. Provide in-person train-
ing about harassment, what may constitute
harassment, how to report it and what action
will occur ifit is reported, including protec-
tion from retaliation for either reporting the
behavior or participating in the investigation.

Hold leadership team members to a higher
level of accountability for their behavior.
Require that employees report any behavior
that they believe may violate the policy, even
ifthey are not the recipient. Provide multiple
options for an employee to report harassment.
Whoever conducts an investigation about
harassment/discrimination/retaliation should
be trained on how to conduct a proper investi-
gation. At the conclusion ofthe investigation,
determine what action is appropriate. If it’s
to separate the accused and the accuser, be
sure the accuser is not adversely affected by
this approach.

ASK THE EXPERTS is brought to you in partner-
ship with NALP, the National Association of
Landscape Professionals. Questions are fielded
through NALP's Trailblazers, the industry's leading
company mentoring program. For more ques-
tions visit Landscapeprofessionals.org.

BRIGHTVIEW
MAKES IT OFFICIAL

PLYMOUTH MEETING, Pa. - BrightView
officially went public June 28 when CEO
Andrew Masterman rang the bell on the
New York Stock Exchange.

The initial public offering 021,300,000
shares of the company's common stock
was priced at $22 per share, raising $468.6
million. Shares of BrightView’s common
stock are being traded today under the
symbol BV.

Masterman said the move is not only a
positive for BrightView, but for the indus-
try as a whole.

“This provides a platform for everyone
to look to and say this is absolutely and
unquestionably a very big and prominent
industry,” he said. “Ifyour aspiration is to
be someone who runs a smaller organiza-
tion, that’s great. If you have aspirations
to be involved with a larger company, it
all exists within the landscaping industry.”

While some would say going public puts
more emphasis on the bottom line and not
the customer, which may be a stain on
the industry, Masterman said that won’t
be the case.

“All of us in business, we are in it for
several reasons; for one, we love the indus-
try, we love being involved with our crews
and we love making great landscapes out
there,” he said. "For those who have in-
vested their own money to build their own
enterprises or now in a public company
like BrightView, we want to make some
money. We are not misaligned. The only
difference is now we have a vehicle where
everyone can participate in BrightView’s
growth and the industry's.”

BrightView will offer stock grants to
crew supervisors who have been with the
company at least 10 years and all salaried,
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FINN gets the job done.

In this dog-eat-dog world you

need reliability you can count on.
With FINN Bark Blowers you can
increase the productivity of your
crew up to 700% through high
production bulk mulch spreading
and accurate application. Your jobs
will have uniform coverage and
your bottom line will profit from a
material savings of 25% or more.

More profit with less labor and less
material. Now that's something to
howl about.

More Jobs. More Profits.

For more information or to
locate a FINN dealer near

you visit FINNdealers.com
or call 855-543-2431.

FINN
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CONSISTENTLYSHARPENED
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. MAG-9000 Sharpener shown
Save time, money, and blades by

using Magna-Matic professional

sharpeners.

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

MAREUGA:
www.magna-matic.com

800-328-1110

Call for Free Catalog You

Scan with your
smart phone

Watch Videos

magala’maty#

exempt employees.

“You can start as a gardener and
ifyou make it to a crew supervi-
sor and have been there 10 years,
you get that grant,” he said. “That
starts today, so if you have been
there 30 years, you get it now. It’s
about engaging our leadership and
that’s leadership at all levels.”

In the fall, all employees will
be able to buy stock at a dis-
counted rate.

BrightView has acquired eight
businesses with more than $188.2
million in total revenue since Jan.
1,2017.

Masterman said the company's
approach to acquisitions won’t
change after going public.

He added that he doesn’t have
a set number of acquisitions in
mind to make, he is instead keep-
ing an eye out for companies that
make sense to acquire.

“There is abundant room for
us to continue to grow into the
market and we have a great com-
petitive landscape where we have
really good competition growing
out there as well,” he said.

BrightView reported a revenue
of $2.3 billion last year, making
it the highest-grossing landscape
company in the U.S. and Canada,
and No. 1 on Lawn & Land-
scape’s 2018 Top 100 List. The
company, based in Plymouth
Meeting, Pennsylvania, employs
22,000 people.

Formed in 2014 when KKR,
parent company of Brickman,
acquired ValleyCrest from Mi-
chael Dell’s MSD Capital, the
combined companies rebranded
as BrightView in 2016.

MSD is still a minority share-
holder of BrightView according
to the SEC statement.

OPEI HOSTS B6TH ANNUAL
MEETING, ADDS BOARD MEMBERS

BONITA SPRINGS, Fla. - The
QOutdoor Power Equipment Insti-
tute held its 66th annual meeting,
focusing on messages of innova-
tion and industry advancement.
Chiefamong industry updates
heard at the meeting, the trade
association introduced its new sta-
tistics vendor, Vault Consulting,
which showcased updates to the
members-only program’s capabili-
ties and categories. OPEI staffalso
shared the latest forecast updates
for key categories of equipment.
OPEI also rolled out a preview
ofa new television program spon-
sored by TurfMutt and produced
in partnership with Hearst Televi-

sion and Litton Entertainment.
The show, which highlights the
importance oflawns and outdoor
space to families and pets, will
debut this fall on the CW.

Planning is already underway
for OPEI's 2019 annual meet-
ing, to be held June 18-20 at
the Stein Eriksen Lodge in Park
City, Utah. Members are en-
couraged to contact association
staff with suggestions for topics
or speakers.

The OPEI board of directors
met in conjunction with the an-
nual meeting, installing its 2018-
2019 leadership. The board bid
outgoing chairman Dan Ariens,
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chairman and CEO of Ariens Company, a
fond farewell and welcomed incoming Chair-
man Tom Cromwell, group president, Kohler
Power, Kohler Company.

The board also has appointed Earl Bennett,
president, Husqgvarna Professional Products,
to the board.

“Earl Bennett is a longtime advocate for the
outdoor power equipment industry, and we
welcome his perspective on the OPEI board of
directors,” said Kris Kiser, president and CEO.

The 2018-2019 OPEI board of directors
comprises:

CHAIR
« Mr. Tom Cromwell, group president,
Kohler Power, Kohler Company
VICE CHAIR
= Mr. Bjoern Fischer, president, STIHL
SECRETARY/TREASURER
« Mr. Rick Olson, chairman,
president and CEO, The Toro Company
IMMEDIATE PAST CHAIR

« Mr. Dan Ariens, chairman and CEO,

Ariens Company
DIRECTORS

- Mr. Earl Bennett, president,
Professional Products, Husqvarna

« Mr. Edward B. Cohen, vice president,
government & industry relations,
American Honda Motor Company, Inc.

« Mr. Tim Dorsey, president, Echo
Incorporated

« Mr. Tom Duncan, president and CEO,
Positec USA, Inc.

« Mr. Peter Hampton, president and CEO,
Active Exhaust Corporation

- Mrs. Jean Hlay, president and COO,
MTD Products, Inc.

- Mr. Tim Merrett, vice president,
Global Platform Turf & Utility,
Deere and Company

- Mr. Lee Sowell, president,

Outdoor Products, Techtronic Industries
« Mr. Todd Teske, chairman,
president and CEO, Briggs
and Stratton Corporation

- Mr. Mark Wagner, president and CEO,
Club Car, LLC

- Mr. Joe Wright, president and CEO,
Excel Industries

NALP HIRES VP
OF GOVERNMENT
RELATIONS

ARLINGTON, Va.-The National Asso-
ciation of Landscape Professionals hired
Andrew Bray as its vice president of gov-
ernment relations beginning July 9. He
will replace Paul Mendelsohn, who left
the association in June.

Bray is a seasoned association advocate,
having worked in a government relations
role for the North American Meat Insti-
tute, the Grocer Manufacturers Associa-
tion and most recently as vice president
of public policy at the National Pest
Management Association.

Early in his career, Bray honed his policy,
advocacy and political skills working on
Capitol Hill in a congressional office and
while working on multiple federal, state and
local campaigns. He earned his law degree
in 2013 and maintains an active license to
practice law in the state ofVirginia.

“Andrew will be a huge asset to our
members and to the industry,” said Sa-
beena Hickman, CEO. “He is not only
a seasoned government relations pro, but
he also has extensive experience working
on key issues our industry faces, including
pesticide regulation, proposed product
restrictions and labor laws.”

RCI ACQUIRES
GPL LANDSCAPING

SLIDELL, La. - Rotolo Consultants Incor-
porated has acquired GPL Landscaping, a
commercial landscape and maintenance
company based in Miramar Beach, Flori-
da. This represents RCI’s third acquisition
in the past year.

This acquisition establishes RCI’s pres-
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FINN gets the job done.

Time is money, and better
performance means more

profits. HydroSeeding® with FINN
equipment is more efficient than
sodding, broadcast seeding or any
other method of establishing turf
and controlling erosion.

FINN offers a variety of units
ranging from 300-4000 gallon
capacities that provide more
power and operator-friendly
options, all while keeping
maintenance costs low.

More Jobs. More Success.

For more information or to
locate a FINN dealer near

you visit FINNdealers.com
or call 855-543-2431.

FINN
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ence in Florida. RCI also has branch offices in
Louisiana, Mississippi, Alabama and Tennes-
see. RCI is now employing about 700 people.

“We are very excited about the acquisition

of GPL Landscaping,” said Keith Rotolo,
president and CEO ofRRCI. “They come with
an experienced management team that has
been at the core oftheir success. RCI will now

One light
changes everything.

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.

15n

Backed by Kich,er's industry-leading

15-year warranty.

© The L.D. Kichler Co. Kichler®
Al rights reserved.

KICHLER

be able to offer our extensive landscape and
construction scopes of work to a new client
base while aggressively growing the existing
landscape maintenance presence that GPL
had established. We have wanted to be in this
market for some time and GPL presented a
great opportunity. Consistent with our long-
term growth strategy, we will continue to
explore acquisition opportunities in northwest
Florida as well as in our core markets.”

GPL has provided landscape maintenance
services to premier properties in northwest
Florida since 2006. The owner, Judd Lisenby,
plans to pursue other business interests. The
entire GPL staff, including all key managers,
will continue employment with RCI.

SAVATREE ACQUIRES BROOKS
AND BARBER TREE MANAGEMENT

BEDFORD HILLS, NY. - SavATree has ac-
quired Brooks and Barber Tree Management
in Bedminster, Pennsylvania.

Brooks and Barber was founded in 1986 by
Craig Brooks. SavATree says that its highly
trained workforce will merge well with the
company's existing focus on sustainable tree
care and preservation.

“We're really excited to have Brooks and
Barber joining our team,” said Daniel van
Starrenburg, CEO of SavATree. “We share
many of the same values and an unwavering
commitment toward being the best in every
market we serve.”

This acquisition will expand SavATree’s
existing Bucks County branch with the aim of
better serving landscape stewards throughout
southeastern Pennsylvania.

“I couldn’t think ofa better partner for my
team than SavATree,” Brooks said. “I’'m con-
fident that this will be a successful relationship
and beneficial for all of our clients.”

Brooks will stay on to provide ease to
current clients. Clients will benefit from an
increased range ofservice offerings, including
arboriculture and professional lawn care with
organic options, 1&I
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TAKING A STAND ON INNOVATION WITH AN INCREDIBLE LINE OF
TURF EQUIPMENT

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 new innovative,
productive and maneuverable 24-inch Stand-On Aerator. Equipped
with electronic depth control, this compact aerator can easily fit
through a 36-inch gate.There is also the easy to operate and maneuver
Exmark Spreader-Sprayer. The 2-in-1 capabilities give you the option
to spread granular or spray liquid fertilizer for increased profitability.
Outfitted with intuitive controls and leading-edge technologies, both
stand-ons will elevate customer satisfaction... And your bottom line!
3 Visit one of our 1,500+ servicing dealers to experience the
most innovative and reliable mowing and turf products on the
market. You'll see, first hand, why the most respected landscape
professionals trust Exmark 2-to-1 over the next best-selling brand
of zero-turn mowers.*

*Based on U.S. Data study by Wiese Research Associates, Inc. Market Share and Additional Equipment Study (February, 2016)

sunmic

ATTRACTIVE
RETAIL FINANCING
GOING ON NOW

See Dealer for complete financing details

www.exmark.com

ASK YOUR EXMARK DEALER ABOUT OUR FLEET PURCHASE DISCOUNT PROGRAM


http://www.exmark.com

SALES CALL

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.

AT OUR ANNUAL GROW! CONFERENCE IN TAMPA THIS YEAR,
we were fortunate enough to have Clay Mathile, former owner of lams, join us for
our keynote session. A resident of my hometown of Dayton, Ohio, Clay purchased
the now well-known pet food company for $1.2 million in 1982 and 17 years later
sold it to Procter & Gamble for $2.3 billion. He was the only shareholder.

One of the lessons Clay shared
with us is the unique value having a
board can provide business owners,
no matter the size of the company.

Now, for many of us, the notion
of a board conjures up images of
Fortune 500 companies, men in
suits and heated discussions about
shareholder value. It can be hard to
imagine what a board could do for
a small, privately held landscaping
company, or to think you have the
time or the resources to build one.

But as Clay likes to say, "If you
ran a popcorn stand on the corner
of Third and Main in Dayton, Ohio,
I'would still suggest that you have
an outside board." In the months
since GROW!, we've received a lot of
questions about this topic, so | want
to share with you my own thoughts
and what's worked for me.

HONEST, OBJECTIVE FEEDBACK
CAN BE INVALUABLE. Being the
owner of a company is like driving
a bus with your whole team in tow.
Your team (rightfully) expects you to

MARTY GRUNDER

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

know exactly where you want to go
and the best way to get there. And if
they suspect you're making a wrong
turn along the way, they may not
feel it's their place to tell you.

That's where a board of outside
advisors can really help you. Not
beholden to you for their careers,
they have the freedom - and the
responsibility - to ask you the kinds
of tough big-picture questions all
owners need to answer if they want
to succeed.

Do you really know where you
want the company to go? What is
your vision, and are you truly and
consistently taking the right steps
to achieve it? Knowing that | have a
meeting coming up with the board
of my landscaping company forces
me to take a step back and honestly
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SOME OF THE BOARD MEMBERS
WHO HAVE HELPED METHE
MOST ARE RISK-TAKERS FROM
OUTSIDETHEGREEN INDUSTRY.

assess my own progress toward

my company goals to a degree |
probably wouldn't on my own. Peer
groups drive this accountability,

too. In my experience, the smartest
people in business leverage both.

OUTSIDE PERSPECTIVE CAN DRA-
MATICALLY BROADEN YOUR VIEW.
To succeed in business, you have

to get exceedingly focused on your
own industry and all its intricacies,
big and small. But doing this can

also lead to a kind of tunnel vision
that has the potential to close you off
from innovation. By finding accom-
plished business people from other
sectors to serve on your board, you
can get fresh insights into solving the

problems that are in front of you,
whether you realize they are or not.

Some of the board members
who have helped me the most are
risk-takers from outside the green
industry. They're innovators, not fol-
lowers, who have challenged me to
rethink my own assumptions about
what a landscaping company can
be and how we approach recruiting,
billing, marketing and sales. They
are also running, or have run, com-
panies as large or larger than mine.
Through their insights, I've gotten
regular access to talent | couldn't
afford to hire on my own.

One other advantage: When
particularly difficult personnel deci-
sions arise at your company, it can
be very hard as an owner to take
the emotion out of it and do what's
right for the company. Some years
ago, when | faced a tough situation
involving a family member on my
leadership team, it was my board
who provided invaluable perspec-
tive and helped me to see the larger
impact of his actions.

CHOOSE YOUR BOARD WISELY AND
DELIBERATELY. As CEO, who serves
on your board is entirely up to you.
Start by identifying established busi-
ness leaders in your own commu-
nity whom you admire and respect.
Your local Optimists Club or chamber
of commerce can be good sources
for potential candidates.

You only need to find one person
to start. Ask them to lunch and get
a sense of their values and level of
interest. Meet with them regularly
over the next six months to a year
and, if it works out, ask them to join
your board. Then rely on that person
to help you in selecting your next
members, aiming for three to five
members total.

Building a board takes work, but
in my experience it's an investment
that can pay tremendous dividends
for your company and your profes-
sional growth.

See you next month! 1&1
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TRAVELS WITH JIM foilows Jim Huston around

TRAVE LS WlTH J I M the country as he visits with landscapers and helps them

understand their numbers to make smarter decisions.
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e BILL HAD A LANDSCAPE INSTALLATION COMPANY in the
Midwest. He knew his pricing for projects weren’t keeping up with the cost of
labor. However, he didn’t know how to adjust his pricing to ensure that all his
payroll taxes, insurances, general and administrative (G&A) overhead costs,
and a reasonable net profit were covered.

He had a good handle on the magic numbers to bid his work - at

JIM HUSTON

production side of his business, but runs J.R. Huston least he thought he did. Unfortunate-
he had no idea how to handle the Consulting, a ly, he was given faulty mathemati-
budgeting and pricing side of it. In green industry cal advice that could cause him to

desperation, he signed up for an es- consulting firm.

timating workshop where he hoped

overprice or underprice his bids.

that he would learn how to address + Materials should be marked up HOW IT WORKS IN THE FIELD. T0
these issues. io percent for G&A overhead illustrate why using percentages
costs plus a net profit markup. to allocate G&A overhead costs to
FAULTY MATH ASSUMPTIONS. At + Equipment should be marked your pricing is inaccurate, we will
the workshop, Bill learned the MORS up 25 percent for G&A overhead price three one-month jobs using
(multiple overhead recovery system) costs plus a net profit markup. Bill's entire labor force. His G&A
estimating method, how to prepare + Subcontractor costs should be overhead costs are $10,000 per
a budget for the upcoming year, marked up 5 percent plus a net month and his field labor costs to
as well as calculate his material and profit markup. include labor burden are $13,000
equipment costs for jobs he was + Field labor to include labor per month. His equipment costs run
pricing. Then he was told that, to al- burden should be marked up 48 $7,000 per month.
locate his G&A overhead costs to his percent for G&A overhead costs
jobs, he should mark up his direct plus a net profit markup. ANALYsIs. We kept the cost of field
costs using four markup percentages Bill left the workshop as confused labor and equipment the same for all
as follows: as ever. However, he now had the three jobs as they were one-month
DIRECT COSTS $20,000 $13,000 $7,000 $40,000 O
’ ’ To see these
G&A MARKUPS x.10 X.48 X.25 charts, visit the
TOTALS $2,000 $6,240 $1,750 $9,990 web extras sec-
BREAK-EVEN POINT (BEP) $49,990 tion under the
10% NET PROFIT MARKUP $4,999 resources tab
PRICE $54,989 on Lawnand

landscape.com
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jobs requiring the entire field labor
force. However, we changed the ma-
terial costs on each job. Job A had a
normal amount of material costs on it
and the G&A overhead cost allocated
to that job was accurate at just about
$10,000. The G&A overhead allocated
to Job A was accurate in this case.
However, Job B was a material-
intense job and the G&A overhead
costs allocated to it were $11,990
or just about $2,000 too high for a
one-month job. Job C had no mate-
rial costs because either the owner
bought the materials, or it was a
heavy labor job with minimal or no
materials. The G&A overhead costs
allocated to it were $2,000 too low.

coNcLUsION. The primary objective
of cost estimating is to calculate

your costs accurately whether

they be materials, labor and labor
burden, equipment, subcontractor
costs or G&A overhead costs. Using
the MORS estimating method, Bill
allocated roughly $2,000 too much
G&A overhead on Job B and roughly
$2,000 too little G&A overhead costs
on Job C. In a competitive market,
you'll usually get the jobs that you
underprice and lose the jobs that
you overprice. If you use percent-
ages to allocate G&A overhead costs
to your bids, you'll tend to overprice
material-intense jobs and underprice
labor-intense ones.

I understand the MORS estimating
method pretty well. | taught it to
landscape contractors for three years
in the late 1980s until | realized how
inaccurate it was. | even wrote a
book about it, A Critical Analysis of
the MORS Estimating System, where
| describe how using percentages
to mark up direct costs and allocate
G&A overhead costs to bids is
extremely inaccurate. If you disagree
with me, | challenge you to show
me mathematically where | am
wrong. You may win a lot of work
using the MORS estimating method,
but | guarantee that you'll lose this
argument with me every time, 1&I
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Manage Your landscape
from Anywhere

Monitor and manage your
irrigation, outdoor landscape
lighting, and other landscape
systems from your smartphone,
tablet, or computer.

Easily Retrofits to Existing
Outdoor Systems

Plug and play installation takes
only minutes and is compatible
with new and existing Toro",
IrritroL, and Unique Lighting
Systems installs.

Learn more at:

www.SMRT-Logic.com

Irritrol

Secure & Consistent
Connection

A dedicated 900 MHz radio
signal offers a more powerful,
secure, and consistent signal
than Wi-Fi.

UNIQUE

LIGHTING SYSTEMS"
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WORDS OF HffSOV

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

e PROGNOSTICATION IS A FOODS ERRAND. In predicting the future, we
have only a 50 percent chance to get it right. With that said, there are two things of
which we can be certain: (1) what goes up, comes down and (2) change happens.

From people who study these
things to those of us in the trenches
who live it, we share a common
thought: at some point, the robust
economy we've all been enjoying
will shift.

Some experts point to the second
half of 2019 or the first half of 2020.
Some think that we aren't going to
have an adjustment until 2022. While
we can't plan for an exact pivot,
smart CEOs know from previous
recessions that it's never too early
to plan ahead. Here are five ways to
prepare for uncertainty:

SERVICE MiX. Do you have strong
recurring revenue? How will an
economic change impact your
customers' need for construction or
design/build? If you are overly reli-
ant on a small number of customers
or a project-driven business model,
now is the time to strengthen your
maintenance service and diversify

BRUCE WILSON

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

your customer base to reinforce your
revenue streams and increase your
business value.

CUSTOMER LOYALTY. If your
customers remain loyal because
your service is exceptional, your
business is less likely to suffer if
times get tough. What are you doing
to develop brand loyalty, retention
and relationship-building? One of
the best ways to get your customers
to remain loyal is by finding out
how they feel about working with
you. Invest in customer engagement
surveys and feedback interviews,
and develop retention and customer
recovery plans as precautionary and
proactive measures.

26 AUGUST 2018 | LAWNANDLANDSCAPE.COM

WAGES. In our strong economy
with low unemployment, wages

are accelerating - not only for field
labor but also for managers. During
the last half of the 2000s, manager
salaries reached unsustainable levels.
A similar pattern is happening again.

When the recession hit in '08,
companies had to cut costs and high
salaries became an issue. Alterna-
tives were not good: cut pay or lay
people off. Dismantling the team that
made you a success is a wrenching
alternative. Reducing staff and wages
may yield short-term results but will
cost in the long-run.

The search for talent in a tight
labor market puts your high-
performing managers at risk. The
natural reaction is to increase pay. A
better way is to create an incentive-
and performance-based compensa-
tion package. As hard as it may be,
you have to hold the line one way or
the other, or history will repeat itself

and you will face the difficult issue
of cutting costs and compromising
your talent backbone.

BALANCE SHEET RATIOS. Manage
cash flow and cash flow projections,
and make sure your balance sheet
ratios are sound. | also recommend
not purchasing new equipment
unless it is absolutely necessary and
seek concessions from current sup-
pliers for value.

Improve receivables, offer
discounts to shorten payment cycles,
get deposits, issue invoices promptly
and track receivables closely. Keep a
lid on overhead.

| remember many owners saying
after having to make significant cuts
to overhead during the last recession
that they would never let that hap-
pen again. Unfortunately, the lesson
is wearing off as overheads are
creeping up again. Think now about
making smarter financial choices,
preparing for multiple outcomes,
and staying lean to help you respond
more quickly and effectively when
conditions change.

IMPROVE COMMUNICATIONS TO
EMPLOYEES. Times of uncertainty
breed low morale; low morale
breeds distrust and weakened en-
gagement. Step up your communica-
tion to alleviate stress, anxiety and
to keep people focused on pulling
together, no matter what. There's a
reason for playing the long-game.
Companies that pursue the big
picture, versus companies that think
transactionally, are companies that
inspire loyalty and motivation in cus-
tomers and employees - a potent
prescription for good times and bad.

When you prepare your business
for next year, include contingencies
for slower growth. Invite your advi-
sors, consultants and financial plan-
ners to bring context and strategic
foresight to the process. Be prudent
and proactive and have a strategy to
manage change, regardless of what
happens, 1&1
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Landscaping wasn’t
Rodney Smith Jr.’s
intended career, but today
he’s constantly encouraging
people to provide free
maintenance services

to those in need through

Raising Men Lawn Care.

Story by Megan Smalley
Photography by Jake Gravbrot

HE EDWARDS FAMILY in Laredo,

Texas, started a new family tradition

T about two years ago: mowing lawns free of

charge on weekends for families in need.

The family of seven goes out to the

Laredo community with mowers, weed

eaters and blowers most Saturdays and Sundays to perform

maintenance jobs for elderly or disabled people, veterans

and single mothers. Charles Edwards, a firefighter in Lar-

edo, says even their youngest daughter who is 4 years old

helps by picking up debris or pushing a mower with mom

or dad. Since 2016, he says the family has performed free
lawn maintenance on at least 200 lawns.

“We've kind oflost count,” he says.

Edwards says his family was inspired to give back to their
community in this way after seeing a post on social media
by Rodney Smith Jr., founder of Raising Men Lawn Care
Service, about a 50 Yard Challenge. Smith regularly posts
about this challenge, which encourages kids across the U.S.
to mow 50 lawns for people in need for free. Kids who
complete the challenge receive a free lawn mower and T-
shirt from Raising Men Lawn Care, which is a nonprofit in
Huntsville, Alabama.

“It sounded like a great idea,” Edwards says. “Itwas pretty
easy to get our kids involved in it, and it was a great service.
This small service benefits people, especially the elderly, who
have problems mowing lawns.”

When the Edwards children completed the 50 Yard Chal-
lenge, Edwards says Smith visited them to give the kids gifts
and a free weed eater, a lawn mower and a blower. He also
helped the family mow lawns in the neighborhood. While
the Edwards family completed the challenge, they decided
to keep on giving back to their community. They started a
chapter of Raising Men Lawn Care to encourage others to
join them in serving people.

“Our kids told us, ‘Why stop at 50? Let’s keep going,”
Edwards says.

The Edwards family is just one group of many that have
taken on Smith’s 50 Yard Challenge in the past two years.
Smith says there are more than 190 kids who have partici-
pated in the challenge since he first posted about it.

“We have kids who have done the 50 Yard Challenge
in over 25 states, including one in Canada and seven in
Bermuda and England,” Smith says. “Today, 12 kids overall
have completed this.”

STARTING SMALL. The 50 Yard Challenge has gone viral in the
past year and Raising Men Lawn Care is now a recognized
nonprofit as 0of 2018, but Smith says it all started as a favor
for an elderly man who needed help on July 25, 2015.
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“Back in 2015, | was leaving school
one day and | (drove by) an elderly man
outside mowing his lawn,” Smith says.
“He looked like he was struggling, so |
pulled over and helped him out.”

Smith had no experience with lawn
maintenance or lawn care. He grew
up in Bermuda and came to the U.S.
for high school and college to study
computer science, but he says he knew
he had to help that man mow his lawn.
Later that day, Smith says he felt led by
God to continue providing that same
service to others free of charge in be-
tween his classes. He posted about this
decision to Facebook that day:

“So today as | was driving, | saw an
elderly man outside mowing his lawn.
It looked like he was having a hard time
doing it due to the extreme heat out
here, so | pulled over and finished it for
him. So I've decided that from today
on, I'll be mowing lawns FREE for the
elderly, disabled, single moms and vet-
erans. Ifyou know any ofthe 4 needing
their lawn cut please contact me.”

From that post, Smith’s friends sent
him names and contact information of
people he could serve by mowing their
lawns for free. He says he initially set a
goal to mow 40 lawns by December, but
he quickly achieved that goal and upped
itto 100. One month later, he achieved
the revised goal.

“That's when | came up with an idea,”
he says. “I came up with the idea of Rais-
ing Men Lawn Care Service, where |
could still mow free lawns for the elderly,
disabled, single moms and veterans, but
I would also include kids ages 7 to 17 to
show them the importance ofgiving back
to their community with a lawn mower.”

Smith saw this as an opportunity to
teach kids how to give back to their
communities as well as provide a free
service to more people in need. Raising
Men Lawn Care launched as a group
for kids to get together to mow people’s
lawns for free in the Huntsville com-
munity. To keep the program going as
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a nonprofit, Smith receives donations from people
through websites like GoFundMe. He also posted
the 50 Yard Challenge to social media to involve
kids outside of Huntsville, as well.

“For the challenge, each kid has to mow 50 free
lawns for their community,” he says. “Ifthey accept
this challenge, they make a sign saying, ‘I accept the
50 Yard Challenge.”

To provide an extra incentive for kids to join the
challenge, Smith mails T-shirts to kids who mow
lawns for free, thanks to donations given to Raising
Men Lawn Care. For kids who accept the challenge,
he sends awhite T-shirt. Once they hit 10 lawns, they
receive an orange shirt. For 20 lawns, they receive a
green shirt. For 30 lawns, they receive a blue shirt.
For 40 lawns, they receive a red shirt. And finally,
for 50 lawns, they receive a black shirt, a lawn mower
and a visit from Smith himself.

Although Smith graduated in 2016 with his un-
dergraduate degree in computer science at Alabama
A&M University, he chose to refocus his career on
Raising Men Lawn Care.

NATIONWIDE EFFORT. With a goal to expand Raising
Men Lawn Care across the U.S., Smith came up with
the idea to travel to all 50 states to mow a few lawns
for people in need in each state. In 2017, he saw a
documentary on Netflix about a man who traveled
the world to share acts of kindness.

“l immediately thought, ‘50 states, 50 lawns,” he
says. “That summer, | decided to travel to all 50 states
mowing free lawns for the elderly,
disabled, single mothers and veterans
to make people realize my foundation
as well as get kids involved in the 50
Yard Challenge.”

Smith planned to spend the

I would
encourage
(people to) at

Charles Edwards, his wife Liz and five kids started a chapter of Raising Men Lawn Care to

serve people in Laredo, Texas.

They also provided him with one mower
for the tour, which would be used in all
50 states.

“We helped alleviate some ofthe travel
expenses for him,” says Lauren Vagnini,
corporate communications manager at
Briggs & Stratton. “(The partnership) has
worked really well. We genuinely feel he
is just a good guy. We like working with
him; we like what he does.”

So last summer, Smith hopped in his
car with lawn maintenance equipment
and drove across the U.S. to perform
free maintenance services in each of
the 48 mainland states. He flew to do
the same in Alaska and Hawaii. Smith
posted pictures with the people he
helped along the way to social media
and shared details of his journey.

With the success of
last year’s tour, Smith
decided to do it again
this summer. Briggs &
Stratton helped him
kick off this year’s tour

least mow one

summer of 2017 traveling to all 50
states to mow. Like with the 50 Yard
Challenge, he shared his plans on
social media and received requests
of people who needed help with
mowing their lawns.

To fund the tour, Smith re-
quested donations online through
crowdfunded support. Raising Men
Lawn Care also had a partnership
with Briggs & Stratton since about
2016, so the company also helped
with financial support for the tour.

free lawn a
day. If mowing
companies can

mow one free

someone, it
would make a
huge difference in
their community.

RODNEY SMITH JR.,
founder, Raising Men

on May 17 by having
their employees work
alongside him to mow
110 lawns in Milwaukee.
They also sent him off

with a new mower to

lawn a day for

use on this tour. For the
2018 tour, Smith added
in a few meetings with
kids in different commu-
nities to educate them on
mower safety.

Many have taken no-

tice of the 50 States, 50 Lawns tour the
past two years. Even the Queen ofEngland
recognized Smith’s efforts this past year as
she had the Governor of Bermuda pres-
ent Smith with an award for community
service last November.

Edwards says Smith’s 50 States, 50
Lawns tour inspired his family to try to
mow lawns in every state as well. While
the Edwards won't be able to do this in
one summer, he says he hopes his family
can do this in lieu of vacations, Thanks-
givings or Christmases.

“How we’re thinking of doing it is
instead of Christmas with family or going
on vacation, we’ll visit a different state to
cut grass,” Edwards says. “Itwill be a long
process - a little here and a little there
- but our goal is to reach all 50 states.”

Raising Men Lawn Care officially be-
came a 501¢3 nonprofit in 2018, around
the same time Smith received his gradu-
ate degree in social work from Alabama
A&M. Smith says he hopes to expand his
reach globally next year by traveling to
different continents to provide free lawn
maintenance to those in need.

Smith adds that he never imagined he
would be providing free lawn maintenance
to people in need when he was in college.
Today, he says this is his main passion.

“There’s a lot of people who can't af-
ford (lawn maintenance), and it doesn’t
take much to just go outside and mow
someone’s lawn who needs your help,”
Smith says. “I'm hoping to encourage
more kids to do the same, just like me,
one lawn at a time.” 1&I
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PAR FOR THE COURSE

Volunteer work builds teams and goodwiill for YardApes.

Story by Kate Spirgen

ACK IN 1999, WHEN YARDAPES was a

small company, the seven or eight employ-

ees would get together about once a month

to go golfing and let off some steam. “We

used to call it the Hack Fest because some
people could barely swing a club or hit the ball, so we’'d
just go have fun and then have a cookout afterward,” says
Shayne Newman, founder and owner.

AUGUST 2018 | LAWNANDLANDSCAPE.COM

Then, an employee suggested turning the Hack Fest into a
charity event, and after two or three years oftalking about it,
Newman decided to just go for it. Now in its 13th year, the
annual YardApes Quad AM Golf Classic is a huge success,
benefitting nonprofits in Connecticut to the tune of$43,500
since 2006. “We've had a lot to learn but we've been really
successful,” he says.

And that’s just one of many projects YardApes employees
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take part in. Newman is a big
believer in the idea that if you
do good things, good things will
come back around.

But once the company start-
ed giving back, he realized how
much recognition the company
would get from the community
and the landscaping industry.
Not to mention the team-build-
ing aspect of volunteerism.

“The one thing we didn’t
realize is what a team-building
opportunity it is,” he says, add-
ing that employees are not paid

for their service time. “That was
a big part of the concept for
me because | wanted people to
really know what it feels like to
give back and to feel good when
somebody appreciates what they
did volunteering their time.”
AnNd it really works. About 75
percent ofemployees sign up for
volunteer events every month,
including the annual golfouting.

FINDING FUNDING. The first year
out of the gate, the golf tourna-
ment raised $10,000, and New-
man says he couldn’t believe it.
Although there were some tough
years during the Great Recession,
the tournament has recently been
back on the upswing. This year,
the tournament will benefit the
Pratt Nature Center, and it’s
off to a good start, raising a few
thousand dollars just a week after
promotions started.

Employees donate their time
to organize and run the event,
but the whole idea is to break
even on the player fees — the
company aims for 100 registrants
— and donate the money raised
through sponsorships, raffles and
asilent auction. Right now, entry
fees are $250, which covers the
cost of renting the course, pro-
viding meals and some gifts for
the gift bags given to each player.

YardApes starts offby contact-
ing past donors and players to see
who’s interested. The company
also reaches out to some of the
vendors they spend a significant
amount of money with.

“My feeling is if we spend
$40,000 to $100,000 with you,
I would hope you could do a
small donation to our charity golf
event,” Newman says. “That’s
kind ofthe concept.”

Some clients donate as well.

START GIVING BACK

SHAYNE NEWMAN, owner of Yard-
Apes, was intimidated when he first
started getting his company involved
in volunteer work, but he says it's not
as hard as you think. Here are a few
things he’s learned along the way:

1. SAFETY FIRST. Especially if you're
involving volunteers from outside your
company, make sure that you have
enough personal protective gear

like goggles and gloves. YardApes
recently enlisted a group of volunteers
from a local business networking
group, but since they had never used
some of the landscaping equipment
before, the company had to take
extra precautions.

“The last thing you want when
you're trying to do an event (is to
forget) about safety and someone
gets hurt trying to volunteer, so we
definitely ramped that up during
these events,” Newman says.

2. MAKE IT LOOK GOOD. Ifyou
plan to publicize your work make sure
your trucks are clean and everyone is
in uniform.

“We stress that on every property
we're working on but when you're
doing a volunteer event and you're
going to have some greater expo-
sure in the public that's important,”
Newman says.

3.JUST GO FOR IT. If you're think-
ing, “Where can | help?" you might
not need to look as hard as you
think. Start small and build on your
successes, Newman says. “Just put it
out in the community, whether that
be word of mouth or an actual press
release. There’s a lot of people out
there who can use our expertise and
our help,” he says.

“They gain even more confi-
dence in doing business with us,”
Newman says. “They see us doing
a good thing for the community
and they really appreciate that. |
never realized that. | thought it
was all about doing a good job on

their property and making their
life easier, but it really means a
lot to them and they take pride
in having us as the landscaper
that takes care of their property
because we’re good guys in the
community and we give back.”
For the silent auction and
the raffle, YardApes asks local
businesses to donate prizes. The
more expensive items become
part of the auction while the
less expensive donations go up
for raffle. At the end of the day,
about 75 percent of the funds
raised come from sponsorships
and the other 25 percent of the
funds come from the silent auc-
tion and raffles, Newman says.

PICK GOOD PARTNERS. YardA-
pes switches beneficiaries about
every three years, and while the
company’s employees do 80 to
90 percent of the work, they
ask the nonprofits to pitch in as
well to show their support. The
Pratt Nature Center was also the
beneficiary of the golf outing
last year.

The company also asks the
nonprofits to help recruit golf
teams to get the registration
over the hump. Without some
extra help, the expenses can
have a negative effect on the
bottom line.

“The Pratt Nature Center
stepped up big,” says Newman,
who is also a member of the
board. “They were a huge help
with the extra work and effort
they put into it. They were
very appreciative of the effort
that we put in, so it was a good
relationship. We'll probably do
them for the next few years and
we want to try to help everybody
so we kind of take it one year at
atime.” 1&1
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Goes a
Long Way



Mike Dzurenko






A Little Care

Goes a
Long Way



“Everyone’s lives are so busy, and yet this [their
yard] is a very important piece of their world,” Jon
says. “When it comes to helping people, that's a
great mission...to nurture an enjoyable place to
come home to and have a lawn and landscape look
so good, they can sit down and enjoy it.”

It's this kind of passion that is often unheralded in
the world of lawn care, but it's also what separates
a good business from a great one.

According to Jon, seeing franchisees achieve their
dreams of building a business is what really gets
him motivated. “You see people create their own
opportunity,” he says. “And it's exciting to be a part
of that and to help mentor them as they grow their
business acumen and get new houses, new cars
and growing families.”

Like many lawn and landscape professionals,

Jon knows that family and business are closely
intertwined. In fact, he and his wife, Vicky, founded
a lawn care business together in 1987 and later
joined Weed Man in 2000. And today, following
years of well-earned, cultivated growth, their

son, Cameron Cundiff, is General Manager of
Operations for Weed Man Kansas City. It's a
testament to the notion that great relationships are
a foundation for success.

“There's a deeply-rooted, entrepreneurial spirit
that runs from Weed Man's senior management
through to their entire group,” says Mike Dzurenko,
Key Account Manager for Bayer. “And Jon’'s
relationships within Weed Man and the industry are
just phenomenal.”

Jon sees relationships not as the icing on the
cake, but the cake itself - they’re just not optional
anymore.

“As a business, you have to have an accountant,

a lawyer, a banker. That's how | look at my
involvement with Bayer,” Jon says. “Mike has a
genuine commitment to see us be better. It's not
just about products. He wants our business to
grow and be the best it can be - and | know he's a
phone call away and a support system that we can
lean on.”
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Citywide
efforts

After the success of one
neighborhood’s program,
Pittsburgh launched an initiative
to provide free lawn mowing

services to residents in need.

Story by Megan Smalley

OT LONG AFTER the start
of the Great Recession, one
district in Pittsburgh started
a program to offer free lawn
mowing services to help el-
derly, disabled and low-income residents. It
started with one small neighborhood, and then
spread to the entire District 2 area of Pittsburgh.
“The neighborhood had a tremendous
amount of need,” says Theresa Kail Smith,
Pittsburgh City Council member for District
2. “They had tons of abandoned properties.”
Kail Smith initially launched the grass-
cutting program in her district after Shawn
Maust, owner of Maust Landscaping, pitched
the idea to her. She says he had been mow-
ing lawns for the small neighborhood at
discounted prices for a while and thought the
service could benefit more people.
Although the city would pay Maust Land-
scaping to do these jobs, Maust says he bid
the jobs for very discounted prices at about
$15 to $20 per lawn. “It’s such a small task
from my standpoint to do something to make
people happy,” he says. “For the 15 minutes

it takes me with the amount of equipment |
have, it’s nothing.”

However, Maust’s contribution to this
program wasn’'t “nothing.” Kail Smith says
Maust was able to save one resident’s life
when he came to mow his lawn.

As Maust drove up with his mower to an
elderly man’s home, he found the resident
sitting in his car with the door open. Maust
noticed the man was struggling to breathe
because his oxygen tank had been discon-
nected and turned offwhen he went outside.

“He was turning blue,” Maust says. “He
was pointing to the oxygen, so | run up the
steps, into his house, turn the oxygen on -
which I'd never done before - then after he
got oxygen, helped him up the steps, into
the house.”

Once he was breathing normally, Maust
says he contacted paramedics to check in. “He
helped save that person when he was there to
cut grass,” Kail Smith says. “He provided an
opportunity to keep him alive.”

Maust continued to help Kail Smith as a
contractor for the service when it expanded to

17 neighborhoods. From there, they received
numerous calls from all across Pittsburgh
from individuals who needed help. Kail
Smith says she had to turn down some people
who lived outside the district. “Because |
don’t represent the entire city, | could not
help some of the people who were calling
in,” she says. “Some of them were calling in
crying. They were going to lose their home
because they were constantly being cited for
overgrown grass.”

With the popularity ofthe program, Kail
Smith says it expanded citywide in Pitts-
burgh this year and is now called City Cuts.
This year, Pittsburgh budgeted $150,000
to mow the lawns of elderly, disabled and
veteran residents. The city found contractors
like Maust to do these jobs for about $25
per lawn with the budgeted money. Kail
Smith estimates about 75 to 100 Pittsburgh
residents applied for City Cuts in each ofthe
nine districts of the city.

“There are so many benefits,” she says.
“There were so many stories of where people
called and told us this helped them.” 1&I

LAWNANDLANDSCAPE.COM | AUGUST 2018 35


LAWNANDLANDSCAPE.COM

GREEN GIVES BACK | KIK LAWNCARE

BELOwW: For 2018, KJK LawnCare
is offering free lawn maintenance
services to six families in need.

favors

Each year, KK LawnCare
gives free mowing services

to five families in need.

Story by Megan Smalley

IVING BACK is an an-

G nual tradition at KIK
LawnCare. Each year,

the company provides

free lawn maintenance

services from April to October to five
families in the Omaha, Nebraska, area.

Much ofthis generosity stems from
owner Josiah Cherry’s upbringing.

“My mom was always giving back
when | was growing up,” he says.
“She instilled that passion in me. So,
I wanted to give homage to my mom
and also to the community that’s
helping me to develop my company.”

Cherry has worked in the land-
scaping industry for four to five
years. He started KJK LawnCare
about three years ago after getting
some landscape industry experience
at another company.

In Cherry’s first year as a business
owner, he decided to pick five residen-
tial customers to receive six months
of free lawn maintenance services as a
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GREEN GIVES BACK | KK LAWNCARE

way to give back and help people in
need. He promoted the charity by
word-of-mouth and sharing about
it on social media.

Initially, he only selected fami-
lies who had loved ones deployed
in the military. He spent time in
January during off-season selecting
families who were in need.

“There’s a big military base in
Bellevue, just outside Omaha,” he
says. “Also, a small engine vendor
reached out to us asking to help
this way.”

Although servicing a few fami-
lies for free throughout the season
can be time consuming, Cherry
says each year he finds a way to
mix the free accounts in with the
company'’s regular service schedule.

“Give back projects can be easily
looped into our regular schedules,”
he says. “Yes, it takes time and
space from other clients we could
take in and bill for. However, as a
company, we feel it’s just as impor-
tant to give back to the community
that supports us. So, we take care of
these clients during regular hours.”

This year, Cherry extended the
charity to people who are experi-
encing health issues, as well. Part
of that is a tribute to his mom,
who was recently diagnosed with
cancer. “She sparked my idea to
expand the free service offering to
individuals who wouldn’t be get-
ting help otherwise while battling
severe illnesses,” he says. “So, we
want to take that burden offthem
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and help them focus on getting
better health.”

For 2018, he partnered with
the American Cancer Society
to find some families to help
locally. He also connected with
local media to reach a broader
spectrum. Because of the pub-
licity, he says he received about
50 nominations for the service
this year while he normally only
receives 10. Cherry says his team
spent extra time reading nomina-
tions for the service this year to
determine who would benefit
most from the services.

“There was a lot more this year,
which made the selection process
a little harder,” Cherry says.

Because of the increase in

TIPS FOR THE PROS

“ WOULD LIKE TO CHALLENGE
others in the industry to step back
and think of others in the community.
We have eight months to make our
year, and it is very easy to focus only
on billing and gross profits. However,
with proper planning, it is very easy to
plan and give back one day a year -
such as a large Earth Day project-to
monthly and weekly projects. The
biggest piece is to find a way to help
the owner look past the cost and more
about the impact they are making.”

Josiah Cherry, owner, KIJK LawnCare

nominations, he decided to
help six families for the 2018
season as well.

While Cherry can only help
five or six families on KJIK
LawnCare’s dime, he says he
has encouraged others in the
community to “sponsor” po-
tential families he can help and
pay for their lawn maintenance
needs. Cherry then offers a
discount for those individuals
sponsoring a family in need.

“We wish to help everyone,
but as a small business we can
only help so many people in a
year,” he says. “So, that’s one
way we can help more fami-
lies. We reached out to people
asking them to adopt families
this way. So, ifyou have a fam-
ily who didn’t receive our free
service, but you want them to

have that service, instead of
paying $30 a week to have a
lawn maintained, we give it to
you for $25 or a reduced rate.”

He also encourages other
small business owners in the
landscape industry to find ways
they can give back to their
communities.

“The biggest piece of advice
I would have for any lawn care
company is to think about
your community as a whole,”
Cherry says. “Our communities
are what drive our business. If
there’s any way you can help
someone out, be it a one-time
project or like us taking five or
six families a year, every little
bit helps.” 1&1
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Average Gross Sales
(after year 3)

$203,582

Average New
Residential Sale

$1,490
Average Net Profit
39%
Average Closing Rate
53%

Average Daily
Production
(3-man crew)

$2,539
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Invested In giving back

As an employee-owned business, AgriLawn’s staff

is dedicated to giving to causes they care about.

Story by Kate Spirgen

ROM PACKING food at the

local food bank to revital-

izing a women’s shelter to

landscape work for leuke-

mia patients, the staff at
AgriLawn is always finding ways to give back
to the community.

“We're a family and that’s one of the rea-
sons why it's important to us,” says Ann Lally,
marketing manager and charity outreach
coordinator. “Families help each other, so
we want to help the community.”

Volunteering also helps the company stay
busy when the weather conditions make it
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impossible to work. The company is located
around the corner from the regional food
bank, and so when the winds and ice make it
hard to work, 15 to 28 staffmembers head to
the food bank to pack meals or fill backpacks
with school supplies for local students.

AgriLawn employees who volunteer get
paid for their time, and they have the oppor-
tunity to help out the community at the same
time, so it’s a win-win, Lally says. “We want
to make sure our guys get paid. It's not their
fault they can’t work. So we want to make
sure they get that paycheck so we send them
over to do some volunteer work.”

Plus, it helps build camaraderie among the
crews. The company has been volunteering
for the past 10 years, and crews have started
friendly competitions to see who can load
the most pallets or pack the most backpacks.

Because AgriLawn is an employee-owned
business, everyone gets a say in which chari-
table endeavors the company puts its time and
effort into. Often, Lally will put out a survey
to see what types of projects the staff wants
to get involved with, whether it’s focused on
helping veterans, cancer patients, children
or other causes.

“When we are working with anybody, it’s
always an input from everybody from the or-
ganization because we are employee-owned,”
Lally says. “So we want everyone’s input on
what we do.”

GIVING GREEN SPACES. More often than
not, the employees choose to help kids get
outside. So, Lally will contact Ally’s House,
an organization based in Oklahoma City
that works with children who have cancer,
and get a couple of families that could use
AgriLawn’s assistance.

Then, around March, April and May, the
company will go out and take a look at the
properties, making sure not to let the families
know in case the project isn't a good fit. “We
don’t want to get their hopes up,” Lally says.

AgriLawn plans for its volunteer projects
a year in advance, for the most part. It also
tries to work with its vendors to help share
in the cost of projects. For example, a sod
company might donate some sod for a lawn
renovation or a tree care specialist might
donate his time and expertise.

Their first project with Ally’s House was
a large undertaking. The family, whose
daughter was battling leukemia, had a tree
growing into their house, and the landscap-
ing was in shambles.

“The neighborhood was getting upset with
them because they weren’t able to keep up on
their house or their yard or mow their lawn or
anything,” Lally says. “And so the neighbors
were getting really upset, and it didn’t mat-
ter that the family was going through this
difficult time.”
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So the AgriLawn team came
in and did a complete makeover
of the yard and the flower beds.
They also worked with an arbor-
ist to trim back the tree. They
also put in new beds in the back-
yard so that the daughter could
get outside and garden, as well
as a patio area so that the family
could enjoy their new landscape.

A couple ofyears ago, the com-
pany helped another leukemia
patient, Keaton, get outdoors
with a new trampoline and a
treehouse.

“He got leukemia when he
was 2 years old and by the time
we had found him he was 4 or 5
and it was tough for him to get
out and do things because ofthe

treatments and stuffmaking him
really weak,” Lally says.

So the company purchased
the trampoline to help him gain
strength in his legs. The treehouse
was also specifically designed
for Keaton’s needs. Since the
leukemia treatments meant he
needed to stay out ofthe sun, the
company put together a playset
with a cover so that he could
climb up into the treehouse on
top or play in the sandbox in the
shade underneath.

“He was a very bright little
boy and over his fence was a little
wooded area so when he would
get up in that treehouse he would
see all these different kinds of
birds and animals on the other

60-DAY CHALLENGE

LOVE

side of the fence,” Lally says.
“We bought him a bird book and
some binoculars so that when he
got up in his little treehouse, he
could spot the different animals
and birds on the other side.”

AgriLawn has kept up with
Keaton’s family over the past
three or four years, offering their
support and even getting T-shirts
made. Unfortunately, Keaton
passed away this past May, but
the company continues to offer
support to the family.

Other times, AgriLawn em-
ployees will nominate a cause
that’s important to them. This
year, an employee who served in
the military met a family while
servicing their lawn and nomi-

nated them for the year’s project.

The veteran was dealing with
PTSD from his time serving in
Irag, so the company redid his
yard to thank him for his service.

And to make sure gifts keep giv-
ing, AgriLawn staffwill continue
to service the lawns and take care
ofthe landscapes. “The employees
are excited and they really get
into it and they get into getting
familiarized with the family,”
Lally says. “We’'re out there; we're
servicing their lawn; we’re doing
the treatments for the yard for a
year or so to keep it maintained.
There’s no sense in doing it ifit’s
not going to be maintained for
them and ifthey’re not able to do
it themselves.” 1&1
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GREEN GIVES BACK | PROJECT EVERGREEN
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Project EverGreen

brings together green
industry professionals
who want to give back

to their communities.

Story by Lauren Rathmell

LEFT TO RIGHT: Tim Boyd,
manager, Mike Boyd, owner,

Rick Boyd, manager, and Joe Boyd,
manager, of Kemko Lawn Services
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T KEMKO LAWN SERVICES

in Loganville, Georgia, many

employees have a strong tie to

the military. Owner Michael

Boyd is a veteran of the U.S.
Army and served in Vietnam in 1968 and 1969.
Now that he’s done serving his country, his
company sets aside time to serve other military
families in the area.

Jaime Wright, office manager, is the daughter
of a veteran. So, when the lawn care company
found out about a program that would al-
low them to give back to families of service
members, she knew they absolutely had to get
involved. Through the Project EverGreen pro-
gram, Kemko is able to provide free services to
active military families.

STARTING THE SERVICE. In 2003, a group of
green industry pros collaborated to start Project
EverGreen, which initially focused on educating
people about the benefit of green spaces.
“What we did in 2003 and what we do today

is kind ofdifferent,” says Cindy Code, executive
director of Project EverGreen. “It was really
started to promote the benefits of green spaces.
We wanted to share that message with people
that don't work in those jobs day in and day
out. So, itwas kind ofstarted as a PR initiative.”

The organization revisited its mission in
2006 and GreenCare for Troops was born.
Someone suggested the idea at a board meeting,
and Code says the program has been running
strong ever since.

The program matches landscaping companies
willing to volunteer their time and resources
with families who have an active duty service
member in their home.

This can assist spouses who are caring for their
household while their loved one is away, or even
benefit returning service members who may
be injured and need to readjust to civilian life.

“It was a good way for modern landscape
professionals or superintendents or irrigation
professionals to share the gift of green space
or to give back to our military heroes who are

PHOTO COURTESY OF KEMKO LAWN SERVICES
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serving our country,” she says.

The program currently has volunteers in all
50 states and is managed through a database
that works to pair landscapers with families
in need of lawn services. A sister program
was developed as well to help families in the
winter months with snow removal.

“The military families register, and they
list the services they would like to receive,”
Code says. “And the volunteers register for
the program and they list what services they
can provide and how far they're willing to
travel. And then the database matches those
two together.”

Code says in some cases the program has
more volunteers than families, and sometimes
they have an abundance of families that could
use the help.

So Project EverGreen launched an aware-
ness week for GreenCare for Troops to

MAKE EVERY
CUT COUNT

Corona's PVC Pipe Cutter
makes for easy, one-handed
cutting. The ratchet-action
blade slices through schedule
40 PVC pipe effortlessly.
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conditions. And it's the only
PVC pipe cutter that allows
you to replace the blade in
seconds without tools.

For maximum performance,

season after season.

PVC PIPE CUTTER
That's Corona. uthsoso

help spread the word to
potential volunteers.
“We've been doing
that for at least three
or four years,” Code
says. “So it's just a great
way to raise awareness
ofthe program, recruit
more volunteers and it
gives existing volun-
teers a way to get the
message out.”
Recently, they also put
forth a recruiting chal-
lenge for current vol- GreenCare for Troops allows green industry professionals to provide
unteers. The program free lawn services to military families.
offered a limited-edition
T-shirt to any volunteer who can recruit new “Contractors love T-shirts,” Code says,
volunteers. The recruitwould also be rewarded  “We've seen a definite uptick in registrations,
with the T-shirt. It runs throughout the month (ofJuly).”

22440 Temescal Canyon Rd., Corona, CA 92883 + 800.847.7863

coronatoolsusa.com

CONNECT WITH CORONA TOOLS f * ©

o ocwu
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WHAT YOU CAN DO

TO GET INVOLVED with GreenCare
for Troops or SnowCare for Troops,
call 888-611-2955 or visit the website at
bit.ly/llprojgreen.

Executive Director Cindy Code en-
courages people to try to help at least
one military family. The program is also
accepting monetary donations to help
match military families with volunteers.

SERVING THOSE WHO SERVE.
In Virginia Beach, Virginia,
Ricardo Melgoza was looking
for ways to get involved with
the local military community.
Melgoza’s company, Melgoza
Lawn Care, started in 2010,
and he wanted to eventually be

able to give back to his com-
munity. When he was finally
in a place to do so, he started
exploring what his options
may be.

He was in an area with a large
military base, so after reach-
ing out to Wounded Warrior
Project to let them know he was
willing to provide landscaping
services for a few houses, he
was contacted by someone at
Project EverGreen.

“It's not always about making
money,” Melgoza says. “You
have to give a little bit, too.”

After he was contacted by
Project EverGreen, he shared
the information with a few
friends he has in the military.

Seth Kehne, Lawn Butler

He wanted to be sure the
work he was doing was benefit-
ting service members, and that
they would get it at no cost.

“Once we knew it was the real
thing, we offered to do three
houses per season,” he says.

For Melgoza and his crew,
they care for the lawn at each
home until the service member
comes back from duty. This
means they may not have the
same houses for the whole sea-
son and may go through more
than four different families.

TIGHT BOND. A strong con-
nection to the military led the
team at Kemko Lawn Service
to get involved with GreenCare

for Troops as well. Wright
says Kemko saw an ad for the
program through one of the
software systems.

“The owner of our company
is a veteran. My father is a
veteran and it’s something we
didn’t know existed,” Wright
says. “So, we thought, ‘let's
absolutely participate.”™

Kemko provides lawn care
services to four families cur-
rently, and they have been able
to work with GreenCare for
Troops to extend their services
to the families of retired service
members as well.

“It’s just a great program,”
she says. “I mean, we absolutely
need to do what we can.” 1&I
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SHIFP TALK

Take some tips from contractors who recently set up their own shops. By Kate Spirgen

CONTRACTOR’S SHOP

is more than a place to store

and repair equipment — it’s a

asis of operations for the whole com-

pany. That’s what Top Notch Lawn Care

owner Brian Shain realized as his company
started growing and adding employees.

For the first few years, Shain ran his

operation out of the garage at his home

in Kansas, but the company was outgrow-

ing that space, so he decided to move the

company into a professional shop.

AUGUST 2018 | LAWNANDLANDSCAPE.COM

Now in its fifth year, the company
employs three to four crew members and
runs two trucks and trailers to provide
lawn care, flowerbed cleanup, tree and
shrub trimming, snow removal and
some landscaping, which Shain hopes
to expand in the near future. “We’re a
little bigger than solo but not quite the
big guys yet,” he says.

The same happened to Martin Brigham,
owner of MB Landscaping in New Jersey,
which employs eight workers who staff

three lawn care crews.

While Brigham started offheadquarter-
ing his three-man company in his own ga-
rage, he soon realized he was outgrowing
the space and needed somewhere else to
do business. “I have to admit, my wife was
thrilled with the idea and | think at least
some of my neighbors were too,” he says.

And as he plans to expand into snow
removal and some landscape services the
future, the time was right to invest in a
space where he could grow the company.

PHOTO COURTESY OF TOP NOTCH LAWN CARE
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EQUIPMENT

GETTING ORGANIZED. After expanding his
crew by two, Brigham decided to bite the
bullet and get a separate space for his busi-
ness to operate. “It was a scary move, but it

Any task or maintenance that
you're doing just takes longer if you
don't know where your stuff is.”

BRIAN SHAIN, owner, Top Notch Lawn Care

was time,” he says. “We had too much stuff
to stock at home and it was getting to be a
mess of stuffjust everywhere.”

In early 2017, Shain bought his own
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1,500-square-foot shop and got to work set-
ting it up. He took on the project over the
winter and enlisted the help of his cousin,
who was also working at the company, to get
the job done. “Obviously, | kind of feel like
everything has to have a place. It needs to be
somewhat organized to find tools and things
you need throughout the day. Ifeverything
is scattered - which I'm not going to lie,
sometimes it is — it just makes things more
difficult. Any task or any maintenance that
you're doing just takes longer if you don’t
know where your stuffis.”

Now, everything in his shop is organized
and up off of the ground where it won’t be
damaged. And everything is separated by type
of tool so that there’s no confusion.

One wall has hand tools like shovels,
saws, rakes, bed edgers, scoop shovels and
more. “You know you've got your mower
equipment, you've got your wrenches, your
screwdrivers all those hand tools and keep all
them in one little area so you know where
everything’s at,” Shain says.

Brigham and Shain both add that much
of their equipment just stays on the trailers
since they use it every day.

At Top Notch Lawn Care, there’s a sepa-
rate blade-sharpening station. The company
keeps two sets of mower blades for each
mower so once sharpened, one set goes up
on the wall and the other goes on the mower.
When those get dull, they switch them out.

Brigham keeps a stock of mower blades
for his fleet and his part-time mechanic
handles the sharpening as needed once a
week. “He’s a great guy who comes in a few
hours every week to check things out, do
basic maintenance and keep us on track,” he
says. “It’s just one less thing for me to worry
about and it’s a small expense in the grand
scheme ofthings.”

STAYING STOCKED AND CLEAN. Brigham’s
part-time mechanic is in charge of stocking
the shop and delivers a weekly report detail-
ing what the company needs from trash bags
to mower blades to belts and hand tools.
Brigham says the company doesn’t keep too
much in stock because it’s still small, but
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EQUIPMENT

having a full list ofwhat’s in low supply cuts
down on trips to the store. “It’s just less wasted
time for me,” he says. “That way, I’'m not just
running back and forth every time | need to

Smart Seed

WaterStar® Water Star A

When everyone pitches in, it

becomes everyone's responsibility
to take pride in what we're building.”

MARTIN BRIGHAM, owner, MB Landscaping

grab every little thing.”

He also involves the crew in keeping the
shop neat and tidy, noting that it helps with
team-building. “When everyone pitches in,

Smart Seed

Tall Fescue
Bluegrass

Water Star |

it becomes everyone’s responsibility to take
pride in what we’re building,” he says.

Top Notch Lawn Care puts aside an hour
or two every week to clean up shop and put
everything back in its place. Otherwise, crews
are wasting time looking for tools and parts.

“It’s definitely tougher than it sounds, but
that’s just the way we do it,” Shain says. “We
just try to put everything back to where we
found it so we know where it’s at. Because
once it starts to get messy, it just sort of
snowballs ifyou don’t stay up on it.”

Shain’s number two in the company has
some extra responsibilities as well. He runs the
other crew at the company, and he’s in charge
of equipment maintenance and stocking.

“It’s definitely helpful to have a second set
of eyes because | can’t remember everything
myself,” he says.

OUT OF HOME OFFICE. Moving from a per-
sonal garage to a separate shop has helped
Shain and Brigham’s employees feel more
professional, too.

“The biggest thing for me as far as an owner
is | think the employees think of the job as
more professional now,” Shain says. “The
company is more professional because we’re
not working out of the garage ofa house.”

It makes interviews easier as well. Now,
instead of potential hires coming to Shain’s
home, they come to the office. “I was always
worried about interviewing people at my
house,” he says. “I don’t really want people
to know where | live, especially ifl don’t hire
them and maybe they get upset.”

Brigham would interview potential hires
at a local coffee shop, but says it was always
somewhat awkward. “Now | feel like | can
establish myself as the boss right from the
get-go. Guys can see that I'm a serious guy
with a serious business.”

And for Shain, having an office over the
shop where he can take care ofadministrative
duties helps him separate home life from work
life. “Now when I’'m done working, | come
home and I’'m not on my computer at home
doing paperwork,” Shain says. “lI get that
done at the shop, at the office and it makes
home life a lot easier.” 1&I
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A sleeper add-on can be positioned as a recurring service with a nice profit margin

if you sell it right and perform it efficiently. By Kristen Hampshire

ERRY WHITE SEES AERATION as a way
to give clients the healthy, green lawn they want -
and produce a nice profit margin for his business,

and White would like to see that number climb to as high
as 20 percent. “It’s a recurring service in my book,” he says
of the importance of annual aeration.

pH Lawn Care in Essex, Massachusetts. At heart, he’s ot to mention, aeration yields a profit margin or 20 to

agronomist, after spending years working as a golfcourse su-
perintendent. “The lawns we aerate are going to do better and
so we'll be more successful helping those clients,” White says.

When White took over pH Lawn Care earlier this year,
aeration services amounted to about 3 percent ofthe com-
pany’s overall revenue. Now, sales are nearing 10 percent,
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25 percent, which is higher than other lawn care offerings,
he says. Why is the service such a financial win for pH
Lawn Care? White attributes its efficiency and efficacy to
ride-on aerators, which work for most ofhis properties. “It’s
a specialty machine that | can’t say enough about,” White
says. “It increases productivity.”
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LAWN CARE

In the first year, he paid offthe
machine in labor savings. For an
acre property, he’'d have to send
two crewmembers and two walk-
behind aerators to the site. “That
doubles my payroll right there,
and to price it competitively with
other companies, | wouldn’t be
able to do it,” he says.

With the ride-on, the job gets
done with one machine and one
technician. “You cut the time
in half and one guy can do it,”
White says. “Getting a ride-on
aerator was a no-brainer.”

Ride-on and walk-behind
aerators have a place in the
equipment arsenal of an op-
erator that wants to grow an
aerating business. The add-on

service can be an after-thought
for companies and customers -
but when sold at the right time,
and delivered with maximum
efficiency, aeration is awin-win.
“Anyone who takes pride in
their yard will want aeration for
the nutrient factor,” says Jim
Caywood, owner of Green &
Grow in central Kentucky.

SELLING, JUST IN TINE. Caywood
says pride is a deciding factor
for many customers who say yes
to aeration. But first, they must
understand the benefits the ser-
vice will bring to their lawns, and
that’s where technicians come in.

Direct contact with clients
is one layer of the sales effort at
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Green & Grow. The company
also sends out mailers and emails.
ByAug. 1, the company is “selling
it hard,” Caywood says. Green
& Grow can aerate from August
through December, or when the
ground freezes in their region.

Matt Green, who owns
Green’s Lawncare & Property
Services in Indianapolis, talks
to customers about aeration in
spring. “For us, the key to sales
is getting to them when they are
excited about their properties in
the spring,” he says.

Right away in early spring,
Green and his team assess cli-
ents' properties to identify any
issues and needed services. “If
their property needs to be aer-
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ated, | make sure they know
that, and | explain the services
to them,” he says.

The service is scheduled in
August, and the sales effort
continues, Green says. “We’ll
keep selling through August with
email blasts, and by the end of
that month, we pretty much have
everyone lined up for service for
the next two months,” he says.
This year, the company will
try something different and do
another sales push in fall for the
next year’s schedule.

Sales at pH Lawn Care are
reinforced with leave-behind
information that technicians tuck
into service write-ups. “As each
technician goes to a property,
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they leave an estimate for aera-
tion and deep-root feeding for
shrubs, too,” White says.

White treats the service as
a necessary, annual part of an
overall lawn care regiment. This
mindset is communicated to
customers when they sign a
contract. “Aeration is important
to do every year.”

pH Lawn Care ties in over-
seeding with aeration. “Thatway,
we are integrating new grasses
into people’s lawns,” White says.

PICKING A PLUG PULLER. This
year, Green will invest in a
ride-on aerator because Green
& Grow is selling aeration to

larger, estate properties in the In-

dianapolis area. “There is enough
flat, open land where it makes
sense to have the ride-on,” he
says, noting that the investment
is $7,000 to $10,000, so it's a
big decision.

However, Green expects to
grow the estate business, and a
ride-on aerator is the most ef-
ficient way to handle the job.
Green likes the versatility of
walk-behind aerators because
they can fit through gates, be
maneuvered around trees and
work just fine for small yards.
“You can also get on to hills,” he
says. (A ride-on is best operated
on flatter land.)

Caywood has been operating
ride-on aerators for four years

(An aerator) is a specialty machine

that | can't say enough about.

It increases productivity.”

GERRY WHITE, owner, pH Lawn Care

and reports tripling produc-
tion because of the labor-saving
equipment. “It works bets in
larger, open areas,” he says.

Caywood recently demoed a
new aerator that has aweight-for-
ward device and hydraulic tines
with a pressure gauge so he can
control and monitor the pressure.
“You don’t want too much pres-
sure because it will bury the tines
too deep and you could tear up
the turf,” he explains.

Recently, he purchased awalk-
behind aerator that has a split
drum that allows the operator to
turn the machine without pulling
tines out of the ground.

Some landscape contractors
weigh the decision: rent or buy?

THE

With aerators, White goes for
the purchase every time. “It’s not
cheap to rent — it can cost $75
per day — and then you have to
add that to your price, so your
margins aren’t as good,” he says.
White will rent “out of despera-
tion” ifone ofhis aerators in the
fleet goes down.

Overall, an opportunity to
increase aeration sales and per-
form the service efficiently (and
profitably) makes this service
a promising sleeper. White’s
“Don’t be afraid to
spend more for a better piece of

advice:

equipment that will produce a
significant amount of revenue.
The less downtime you have,
the better.” 1&I
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PRICE

CHECK

Take stock of seed prices now and in the future. By Kate Spirgen

EED PRICES can rise and fall,
depending on production rates, so we
spoke to some industry insiders to see
how things are shaping up.

Lawn & Landscape: What are seed prices
looking like this year compared to last?
Aaron Kuenzi, executive vice president.
Mountain View Seeds: Other than poa
trivialis, prices will remain at similar levels
as they were in the spring. Compared to
12 months ago that means tall fescue is
up about 10 percent, perennial ryegrass is
down about 4 percent and Kentucky blue-
grass and fine fescues are about the same.
Bo Lacy, production manager, Barenbrug
USA: Annual ryegrass has no change, pe-
rennial ryegrass is down 1 cent, tall fescue is
up .095 cents and bluegrass has no change.

Pricing on turf-type tall
fescue is higher than last season as inventories
are tight and demand remains constant. Pe-
rennial ryegrass pricing is stable compared to
last season as we continue to work through
last year’s production carryover.

Chris Claypool, Jacklin Seed by Simplot:
Prices will be similar to last season, but could
be higher on tall fescue and some bluegrasses.

L&L: What does the carryover stock

look like right now?
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AK: The industry has very limited tall fes-
cue, fine fescues and Kentucky bluegrass
carryover. There’s an adequate carryover
of perennial ryegrass.

BL: Very little carryover for annual ryegrass
and tall fescue, some carryover of bluegrass
and 130 million pounds of perennial
ryegrass.

Kentucky bluegrass is in short supply
due to poor harvest conditions and low
yields from last year’s production. We are
experiencing strong demand for Kentucky
bluegrass as customers are realizing the versa-
tility ofimproved varieties and an expanded
growing area. Fine fescue markets remain
strong and we are seeing a rise in their usage
and applications when mixed with other
species of cool season grass seed.
ccC: Only perennial ryegrass has carryover.
All other species were sold out or only poor
quality remained.

L&L: What does production look like
right now? Is there an abundance of
any particular species?

AK: We are about two weeks from getting
solid production numbers for this year’s
crop but at the moment production looks
pretty stable to slightly less than aver-
age due to our dry, warm May and June
weather. However, acres of most species are
similar if not higher than last year, so total

production should be adequate.
BL: Production looks to be normal. There’s
an abundance of perennial ryegrass.

This year’s production is progressing
nicely and slightly ahead of schedule.
Initial reports indicate yields are coming
in slightly below average for every species.
CC: The only surplus has been perennial
ryegrass. But the costs have not declined,
so prices should be similar to last season.
Other grass species are in strong demand
and prices are the same or slightly higher.

L&L: Do you predict a significant change
in the future for any particular species?
AK: Not sure ifwe see any significant changes,
but (we) do see trends that will continue. Tall
fescue continues to grow in market share
replacing perennial ryegrass and Kentucky
bluegrass in the northern regions.

BL: Not at this time.

Cool season grass seed species are be-
ing bred and developed to enhance traits
related to drought, disease, salt and traffic
tolerances. Those traits are all important
in our efforts to provide a better footprint
and lower the inputs on our environment.
CC: For higher quality bluegrass and tall fes-
cue, the prices must increase. Fine fescues
will struggle more in production. Bermuda
seed production has more competition now
too with other crops for water, 1&1
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SEEDING SOLUTIONS

These products are designed for precise applications and
easy maneuverability to make your seeding job easier.

1. RYAN MATAWAY OVERSEEDER

Hie pitch: The Ryan Mataway Overseeder
delivers maximum seed germination,
helping you get your seeding job done
quickly and effectively.

* The Mataway Overseeder uses curve-
shaped discs to place the seeds directly
into soil slits for unmatched seed-to-soil
contact.

* You can seed at variable rates, so it can
adjust to meet your specific needs without
wasting time or seed.

» The overseeding flow rate is easily con-
trolled right from the operator’s station,
and the flow stops automatically when the
reel is raised for maximum control and
precise operation.

For more information: Ryanturf.com
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2. BILLY GOAT 05901
HYDRO-DRIVE OVERSEEDER

The pitch: The Billy Goat OS90! Hydro-
Drive Overseeder allows you to verticut
and overseed, all in one pass.

« Self-propelled hydrostatic drive for
infinite speed control eliminates pushing
and fatigue.

« Intuitive forward and reverse drive con-
trols allow for easier operation.

* Auto Drop system starts and stops seed
drop with reel engagement and disengage-
ment, conserving valuable seed.

¢ The unit comes standard with a 30 Ib.
seed box that is elevated to eliminate any
clogging that may occur from moisture.
For more information: Billygoat.com

arc*

3. TORO 20" HYDRAULIC SLIT SEEDER

The pitch: The Toro 20” Hydraulic Slit
Seeder is designed for maneuverability and
features a variable speed drive system. The
unit handles like a self-propelled mower,
and operators can make tight turns with
only one hand.

* The wide base provides a high level of
stability on hills, ditches, slopes and other
obstacles in the terrain.

* The seed flow can be adjusted to com-
pensate for each application and seed type,
ifrequired.

* The 11-gauge steel construction and
high-carbon, heat-treated spring steel
blades ensure low maintenance, making
this seeder a highly durable machine.

For more information: Toro.com
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TECHNOLOGY

[rrigation monitoring can
do more than just save water.
By Kate Spirgen
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E’'VE ALL SEEN IT-sprinklers
running in the rain, erratic spray
patterns, sprinklers pooling in a
low spot on a lawn. Since irrigation
technicians can’t be everywhere at once,
monitoring software is giving them eyes on
the ground, even when they can’t be.
With so many options on the market, we
spoke to two irrigation contractors to see
how they chose the right software for their
businesses, and how they use it to streamline
their operations.

Sponsored by

EMS

JRealGreen
NSY ST

SERIOUS SAVINGS. Beau Drumst, owner of
Green Grass Lawn Care in Alabama, says
software has helped him put together sys-
tems for his customers that he and his crews
can monitor without even visiting a site.

Green Grass' clients are 80 percent apart-
ment complex, condominiums and HOAs.
He says the large footprint ofthe properties
made them time-consuming to inspect in
the past.

“Now we can spend more time making
installs and doing repairs instead of spend-
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TECHNOLOGY

ing weeks on end going out and
figuring out where problems
might be,” he says, noting that he
has been able to take one ofhis ir-
rigation technicians part-time on
a lawn maintenance crew since
there hasn’t been as much work
for him on the irrigation side.

Drumst says that has helped
him keep maintenance crews on
track, especially when dealing
with situations like callbacks or
new clients.

The company uses a software
platform that allows them not
only to manage its irrigation
systems from the office, but it
also includes a mobile application
for crews to refer to when they’re
out making service calls. The

app will even send out real-time
notifications to let Drumst know
ifthere’s an issue with water flow.

John Bolan, owner of Aquat-
ech Irrigation in Maryland,
just started to use monitoring
software two years ago, but says
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even just the drive time he’s
saved has made his purchase
worthwhile. Because traffic is
slow in his area, it makes it hard
for technicians to get out to sites
in a timely manner.

“Now we don’t have to go out

just to check on a system and see
that nothing is wrong,” he says.
“And if something is wrong, we
know we’re not making the trip
for no reason.”

Aquatech’s software lets
technicians look at water flow
remotely, using Wi-Fi to com-
municate. The software also
alerts the company when there’s
a problem that needs attention.

Plus, the software has saved
both companies’ customers some
money on their water bills. “It’s
not much, butwe certainly aren’t
getting complaints,” Bolan says.
“And now we can use that as a
selling point as well — we’ll only
be using the amount ofwater the
lawn really needs.”

|S O ToPDRESSER
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THE BACK END. Drumst says the consump-
tion analysis he can get, among other kinds
ofreports like flow sensing, have helped him
communicate with both current and poten-
tial customers as well. He can sit down with
property managers at the end ofthe year and
show them how much water they've saved
compared to years past.

“It’s a huge selling point,” he says. “Plus, |
can show those comparisons to folks who are
on the fence and it really helps get them on
board. They can actually get a sense of how
much money they could save and take a look
at the numbers themselves.”

Bolan uses his reports to learn more about
how the site works and recommend improve-
ments and tweaks to his customers over the
years. He says it not only saves his customers
money, but it also gives him more interaction.

“It’s a good reason to sit down with
property managers face to face and remind
them how important what we’re doing is. |
feel like it reminds them that they do need
us and that they’re getting good service for
what they pay us for.”

PICK A PACKAGE. When searching for the right
software for his team, Bolan wanted some-
thing streamlined and easy to use, without
needing a lot oftime to set up and learn. His
small team offour was already stretched thin
and he says he wasn’t looking for something
that would be “more trouble than it's worth.”

“I know a lot of people want all the bells
and whistles, but | was really looking for
the opposite,” he says. “I wanted the bare
minimum to get started and see what this
stuffcan really do.”

Drumst was looking for a package that not
only had the capabilities he needed, but also
the right support.

“We demoed a couple of different plans
and we ultimately decided to go with the
company that we felt gave us the right train-
ing opportunities and support,” he says. “I'm
not a real tech-sawy guy, and neither is my
staff, so | kind ofneeded someone to hold my
hand and show me everything.”

He’s now looking to integrate his design
software into the monitoring software to
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They can actually get a sense of how
much money they could save and take

a look at the numbers themselves.”

BEAU DRUMST, owner, Green Grass Lawn Care

streamline the process. While he may need

to buy a whole new package, he thinks now

is the time to invest the money into it.
“Where we are, and | think all across the

country, people are really looking at the more
eco-friendly stuff,” he says. “I don’'t want to
be the guy who's falling behind the curve. |
want to get ahead of it.” 1&I
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- and year-round lighting displays. By Kristen Hampshire

HE OOHS-AND-AHHS OF HOLIDAY LIGHTING - watching

clients’ faces light up as brightly as their new displays - is what really does

it for Jeff Krall, president of American Holiday Lights in Woodridge, II-

linois. It’s a feel-good service, and considered a luxury. Holiday lighting is

also ayear-round business for his team, and it includes installing permanent

lights that can be customized with the tap ofan app to change color and
effect for every season and special occasion. (That includes rooting on your favorite
sports team with lights in coordinating colors.)
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HOLIDAY LIGHTING

“It's so fun to see how these
projects turn out and how happy
people are with them - that’s the
biggest joy,” Krall says. “This is
what my guys do year-round,” he
says, adding that every year, the
holiday lighting business “keeps
getting bigger.”

SELLING THE SERVICE. What Krall
will say is, seeing is believing -
and buying. American Holiday
Lights uses visuals during sales
visits to show people how their
lighting ideas can look in real life.
Technicians are equipped tech-
nology to make that happen. “If
you say, ‘I want roofline lights,
some mini lights in the bushes
and garland,” we go back to our

vehicle and we have computers
and printers in the car,” he says.
“We take a picture ofyour house
and overlay what you want on the
house. Within 10 minutes, we
can show you a picture of what
it would look like.”

THE PICTURE SELLS THE SERVICE.
“People’s reactions when you
come back inside and everything
they told you they want is pic-
tured on their house - they can
see what the project will look
like, and it makes a huge differ-
ence,” Krall says.

ALWAYS ON. American Holiday
Lights offers a 24-hour response
time guarantee. “Ifyou notice a
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strand or even one light is out,
you can call the office and we
have dedicated crews during the
busy season to are waiting for
those calls,” he says.

A technician will come to the
house within 24 hours ofthe call.
“You're paying top dollar to have
this service done and you want
to set it and forget it,” he says.

BRIGHT IDEAS. Holiday lighting
has come a long way since Krall
began in the industry. For one,
permanent displays can take the
seasonality out of the service.
Rather than putting up holiday
lights in fall and taking them
down in the New Year, clients
can opt for 12 months of color

they can control. And, Krall’s
crews can install those permanent
displays during the “off-season,”
which keeps the company’s
schedule full. Also, lighting is
getting more sophisticated, with
RGB technology, Krall says.

Roofline lights, litwreaths and
garland, can be controlled on a
customer’s mobile device. “We
can put up lights where you hold
your phone up to your house and
it scans every single lightbulb
and you can change the light
color,” he says. Imagine a candy
cane effect illuminating the front
year. “It’'s pretty cool.”

With permanent lighting,
Krall says, “The possibilities are
endless, 1&I
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2018 Federal Legislative Days
September 4-5, 2018
Renaissance Arlington Capital View Hotel

Each year, ASCAs members and suppliers descend
on our nation’s capital to meet with our elected
representatives to educate and discuss the needs and

challenges our industry faces. Arlington, Virginia

All participants are invited to an optional cocktail hour

Our voices are being heard! In November, the ASCA
and networking dinner. Cost: $49

was mentioned by lowa Senator Chuck Grassley in a
Senate hearing as a key reason to pass the Lawsuit Abuse SPONSORED BY:
Reduction Act (LARA).

Join the effort to change the industry this September.
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Industry insider Rob English shares his
predictions for stocking salt and deicers.

By Rob English
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INTER 2017-18 ARRIVED LATE

much like the past few winters.

Many regions experienced sig-

nificant and prolonged cold in

December and early January, but

no appreciable amounts of snow
in the population centers came during that cold
stretch. While most apply salt during any snow
event irrespective ofwhether it is truly needed or
not, the demand volume knob was never turned
beyond three on a scale to 10 this past winter. Yes,
product did move, but in manageable amounts
and at manageable velocity.

While the supply side
of the business can keep pace with intermittent
storms, problems arise when snowstorms come
in back-to-back and on cold pavements. That
weather pattern demands application of deicing
products as the snow fighter shifts from a me-
chanical fight with plows and loaders to a chemi-
cal fight of salt and other products. Ifyou want
to see trouble coming, then pay close attention
to weather patterns that stack up winter events
in a tight delivery pattern as well as events that
arrive late in the season when supplier stockpiles
and inventories are intentionally driven down.

There is enough salt on this planet to fully treat
a nuclear winter; however, not all ofthat is sitting
in a stockpile around the corner. In fact, virtually
all ofit is in the ground and sea awaiting mining
and harvesting. The supply side of the industry
works hard to anticipate what will come for
winter weather, then in a carefully orchestrated
plan they schedule stockpile initial filling, then
fill the market for pre-season demand. Then the
tricky part comes - when to reload the stockpile
and at what velocity. It usually takes a month or
more to fill the market.

Long-range weather forecast-
ing and risk-taking are hallmarks of the decision
tree when it comes to bringing in more product
for bulk salt stockpiles and packaged deicer ware-
houses. It’s a big gamble and one in which there’s
more than $ 100 million ofproducts in play at any
point in time. Ifwe, the supply side, don’t have it
in stock, we can't sell it. However, the consumer
market is averse to risk and refuses to purchase
enough product to last the entire winter due to
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SNOW & ICE

the uncertainty of the weather,
so the burden of predicting the
exact amount needed falls on the
supply side. Generally, there’s
disbelief, frustration and anger
directed towards suppliers when
shortages occur, but they are
caused by end users refusing to
accept more risk.

Municipalities understand the
risk and planning needs. Most
have at least five to seven treat-
able events’ worth of inventory
in stock to start the season. As
soon as the first event is done,
they initiate reloading, hoping to
stay ahead of the curve if things
turn tight.

Private markets generally have
one to two storms of inventory,

and then tend to wait until they
are sure that a storm is coming to
call for a delivery.

That’s when trouble can begin.
If they can hold on for a week
or so before getting a delivery,
the supply side can work them
into a schedule and get product
delivered in a manageable way.
However, when everyone calls
demanding immediate delivery
and are told that cannot happen
due to demand, panic tends to
set in and the initial order for one
is frequently doubled or tripled.

At no time in history has dou-
bling or tripling demand on an
unavailable product helped to im-
prove availability. It only worsens
it, and likely exponentially.

We
generally declare our season over
around Valentine’s Day. Histori-
cally, the market tries to run out
inventories and will use whatever
they have on hand to manage
storms that tend to begin dimin-
ishing in frequency and intensity
as we get closer to the start of
summer. However, the past few
years have been counter-cyclical
and delivered much of the snow
after January. It becomes even
more difficult to determine what
stockpile volumes will meet de-
mand in the early spring adding
another layer of unpredictability
to the equation.

This year, we saw exactly that
happen as the late season storms

stimulated demand and, in some
regions, created shortages as mu-
nicipal supply trumps demand
from the private markets. I've
discussed the pitfalls for the salt
suppliers in failing to supply mu-
nicipal contracts as the penalty
for supply failures are intensely
costly and most suppliers will
forsake spot market private sup-
ply to fulfill municipal. This is
exacerbated by the late season
where inventories are intention-
ally drawn down by all involved.

While the overall demand for
product was generally flat for an
average winter, prices have been
hammered down by a rush of

RelaxX.
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new suppliers to the market that
they believed was lucrative and
short. In the spring of 2015 the
market was very short. However,
since then it has not been and
now there is a bit ofa glut ofsup-
pliers overall leading to continual
downward price pressure.

That can only go for so long
before the costs ofholding inven-
tory for extended periods coupled
with ongoing shortages of truck
drivers and new DOT regulations
on electronic data logs drive up
the cost oftransportation, forcing
recovery ofthose costs. | think we
will see prices move up a bit in
some markets.

For example, the private market
in the Chicago area jumped $10/
ton in the spring as supplies ran
out due to end-of-season syn-
drome. Salt and deicers are com-
modities like any other - price is
driven by supply and demand,
and demand was up and supply
was down. It's hard to predict the
future, but | expect we’ll see some
price recovery in bulk salt and
possibly some bagged products as
we move through the pre-season
ofwinter 2018-2019.

This is a topic we all need to keep
our eyes on closely. There has
been a series of studies, reports
and articles about rising levels of
chlorides in North American fresh
water. The rivers and lakes of the
U.S. are beginning to show signs
of the impact of what | will call
excessive use of deicers.

This is a bit ofa touchy subject,
but we are routinely slathering
surfaces with more deicing prod-
ucts than needed as fear of litiga-
tion drives that application. | am
thinking that at some point, the
EPA will likely regulate the busi-

Overall demand for salt and deicer
was generally flat, but prices have

been pushed down by new suppliers.

ness since every pound ofdeicing
products purchased in the U.S. is
“disposed ofin the environment.”

More attention is being di-
rected at deicers for corrosion
and chloride pollution. A recent
article questioned if chlorides are
the next phosphorus, referring to
bans on phosphorus in detergents
because of their role as a macro-
nutrient to feed eutrophication
— algae bloom in stagnant waters
which chokes out ecosystems.
There is real concern about the
chloride impact in fresh waters,
and this topic may drive a new
approach to chemical deicing.

Generally, there is plenty of
product available for the next
season across the U.S. | expect to
see a little upwards price move-
ment in certain regional markets.
As potential trade wars loom,
their impact on premium deicers
and salt may also play a role in
increased costs. Environmental
considerations and pollution from
deicers will continue to grow as an
issue and the industry will need to
keep current with best practices.

Whenever | hear complaints
that our products are ruining our
waterways, | remind the com-
plainer that ifthey would simply
stay home until the storm is over
and let the snow be cleared off
and then have one application at
the end, problem solved. Always
remind people who say we’re kill-
ing their [fill-in-the-blank] with
our deicing products, that their
insistence on driving in snow
is what is causing that problem
- not the people charged with
treating the roads, 1&1

Rob English is president of MeltSnow.com,
based out of Massachusetts. He contributes
a regular analysis of the salt and deicing
industry for Lawn & Landscape sister
magazine, Snow Magazine.
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Each year, ASCAs members and
suppliers descend on our nation’s
capital to meet with our elected
representatives to educate and
discuss the needs and challenges
our industry faces.

Our voices are being heard!

In November, the ASCA was
mentioned by lowa Senator Chuck
Grassley in a Senate hearing as

a key reason to pass the Lawsuit
Abuse Reduction Act (LARA).

Join the effort to change the
industry this September.

2018 Federal Legislative Days

September 4 - 5, 2018
Renaissance Arlington
Capital View Hotel
Arlington, Virginia

All participants are invited to
an optional cocktail hour and
networking dinner. Cost: $49

Visit www.ascaonline.org/legislativeday
for more information and to register!

Spend more time
PLOWING SNOW.

GOt on your
cutting edges by using genuine
EccoFab Hardox parts.

HARDOX  Fap

Memtx t of International HARTOX ~ Wt'arparts N< twork


MeltSnow.com
http://www.ascaonline.org/legislativeday
mailto:Wgbauer@eccofab.com
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GIE+EXPO

EACH YEAR, PROFESSIONALS FLOCK TO LOUISVILLE
to see the latest and greatest new products and equipment all in one
place. Once again, GIE+EXPO and Hardscape North America
are set for Oct. 17-19 at the Kentucky Exposition Center in Louisville.

The event is already the largest trade show in the green industry
and it just keeps getting bigger. Last year, the show featured
more than 1,005 exhibits both indoors and out, and this year

Is shaping up to be even larger. Read on to see what's in store.
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GREEN &
GROWING

GIE+EXPO is on track to be bigger than ever.

IE+EXPO and HNA 2018 will take place
Wednesday through Friday, Oct. 17-19 at
the Kentucky Exposition Center in Louis-

ville, Kentucky. Early-bird registration is now ope

and costs $15 through Sept. 6. According to Kris Kiser,
president and CEO of the Outdoor Power Equipment
Institute, exhibit space sales are already running ahead
of this time last year and organizers are topping 2017’s
record-breaking numbers. In addition, the Outdoor
Demonstration Area is expected to meet or exceed last
year's record-breaking 20 acres.

“This year's show is a must-attend event for industry
members who are looking to move their businesses to the
next level,” Kiser said. “With the addition oftrade show
hours for contractors on Wednesday and an incredible
keynote on the lineup, GIE+EXPO continues to be an
extremely valuable business investment for exhibitors
and attendees alike.”

This year, a new format will be implemented, allowing
contractors an extra day on the show floor. Following
an earlier dealer preview on Wednesday, the indoor
exhibits will open for the entire industry from 3 to 7
p.m., including a welcome reception on the show floor
beginning at 5 p.m. The indoor exhibits and Outdoor
Demonstration Area will be open Thursday and Friday
for all industry members.

Admission to Hardscape North America exhibits —
both indoors and out - is included with GIE+EXPO
registration. This co-location gives landscape professionals
the opportunity to see a range of related new products
and explore ways to tap into the growing hardscape
market. In addition, a $50 upgrade will give landscape
pros access to live hardscape demos in the HNA Demo
Arena tent, where experts will demonstrate techniques
in a continuous build format.

Back by popular demand, the GIE+EXPO workshops
will feature 10 sessions to help landscape pros grow their
businesses. This year's lineup will include two hardscape
sessions with insights and tips for contractors interested
in tapping into that market. Other workshops, which
are sponsored by the National Association of Landscape
Professionals, include topics such as marketing strategies,
safety programs, developing a new generation of profes-
sionals and more.

To register for GIE+EXPO, visit
To register for HNA, visit
To register for LANDSCAPES, visit

UNCHAR

ED

TERRITORY

Undersea explorer Dr. Robert Ballard will share his stories

of discovery and leadership with GIE+EXPO attendees.

orld renowned un-
dersea explorer Dr.

Robert Ballard is
kicking off this year's GIE+EXPO
as the keynote speaker.

The associations that sponsor
GIE+EXPO and Hardscape North
America have added a new key-
note for their 2018 event specifi-
cally for landscape and hardscape
contractors. The session is set for
Wednesday, Oct. 17 from 1:30 to
3 p.m. Admission to the keynote,
which is sponsored by John Deere,
is included with show registration.

One of the greatest undersea
explorers of our times, Ballard is
best known for his 1985 discovery
of the RMS Titanic more than 70
years after it sank in the middle
of the Atlantic Ocean. He has
conducted more than 140 deep
sea expeditions, including the first
manned exploration of the Mid-
Ocean Ridge, and he is credited
with discovering many key chapters
of human history, such as German
Battleship BISMARCK and Presi-
dent John F. Kennedy's PT-109.
He is a well-known author, a film
producer of documentaries, an Ex-
plorer in Residence for the National
Geographic Society and past host

of their TV program “Explorer.”

In Ballard’s presentation, the
oceanographer and former U.S. Navy
officer will share his stories of explo-
ration, environmental discovery and
leadership. With a passion for the last
great uncharted territory, Ballard will
entertain and motivate as he discusses
his discoveries and adventures, which
include the 1985 discovery of the
Titanic wreckage.

This is the first time that the
GIE+EXPO/HNA partners - the
Interlocking Concrete Pavement
Institute, National Association of
Landscape Professionals, Outdoor
Power Equipment Institute and the
Professional Grounds Management
Society - have joined together to
co-host their keynote, bringing all
of their attendees together in one
place to listen to Ballard.

“We are thrilled to be supporting
the first ever joint keynote address,
with GIE+EXPO and its partners,
OPEI, NALP, PGMS and ICPI,”
said Ken Taylor of John Deere.
“The keynote address promises to
be a major highlight of this year's
event and we look forward to
welcoming such a distinguished
American icon, Dr. Robert Ballard,
to the GIE+EXPO stage.”
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GIE+EXPO

Headliner: The Crashers Opening Act: Kelleigh Bannen Opening Act:
Headliner: Colt Ford Mackenzie Porter

CHART-TOPPING SHOWS

This year, nightly concerts at 4th Street Live! will bring GIE+EXPO
attendees a mix of country, pop, rock and rap music.

Lightweight, flexible, aluminum edgings that are easy to
install, look great, and last the lifetime ofthe project.
Why use anything else?

800.356.9660 | permaloc.com

OO0O00O0GOQ

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

Headliner: Jana Kramer

fter a long day on the trade show
floor, attendees can head to 4th
Street Live! for the annual live

concert series. Back for the fourth year in

row, The Crashers will take the familiar stage,
this time on Tuesday evening. The band has
been together since 2008 and established
national credibility when they performed as
the official pre-game band for NBC at Super
Bowl XLVI.

The Louisville-based band has become a
GIE+EXPO crowd favorite since their first
GIE+EXPO performance four years ago.

On Wednesday, country singer Kelleigh
Bannen will open for Colt Ford. Bannen
has a new EP, “Cheap Sunglasses,” which
joins a catalog that already includes a career-
launching indie album, “Radio Skies,” and
a handful of singles, from “Smoke When |
Drink” to “Famous.”

Colt Ford will bring a hybrid of coun-
try music, blues, rock and rap to the stage
Wednesday night. He recently released his
sixth studio album, “Love Hope Faith.” The
artist built a following that started with mud
trucker events and graduated to arena status
sharing the stage with country stars like Toby
Keith. Ford co-wrote and originally recorded
the song “Dirt Road Anthem” for his debut
album “Ride Through the Country.” It was
later released by Brantley Gilbert, who co-
wrote the song.

The final night of live music kicks off
Thursday with the winner of the Nashville
North Star competition, MacKenzie Porter.
Porter is a musician, actress and singer from
Canada. After touring with her brother Kalan
Porter, winner of Canadian Idol, as a family
band, Porter launched her solo career in 2010
and her debut album, which includes “l Wish
I'd Known” and “Never Gonna Let You,” in
2014. She has opened for Kenny Chesney,
Doc Walker and Trooper, among others.

Closing the concert series this year is
Platinum-artist Jana Kramer. Her debut
single, “Why Ya Wanna,” hit No. 3 on the
Billboard Hot Country Songs chart and No.
52 on the U.S. Billboard Hot 100 chart in
2012. She was also the most played new
artist of that year, 1&I
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TURNAROUND |
TOUR

r 2019

This year, Lawn & Landscape partnered
with Verizon Connect, Exmark, Greenius

. and the Harvest Group to help three
verizonnN landscapers grow their businesses.

connect

Platinum Sponsor

And in 2019, we're doing it again. In the next
edition ofthe Turnaround Tour, we're helping
three more landscapers solve their toughest
problems. Deadline is Aug. 31. Apply at
Lawnandlandscape.com/page/turnaround-tour.

Gold Sponsors

GREENIUS

BY IS TRAINING SYSTEM


Lawnandlandscape.com/page/turnaround-tour

1. GAIA LANDSCAPE
MANAGEMENT SYSTEM

The pitch: Manage your entire
landscape company from

the convenience of an iPad,
eliminating the need for paper
reporting.

« All the estimations and pay-
ments are done right on the site.
* Weather management as well
as forecast is provided in real
time on the field based on a
few hundred meters’ accuracy.
* The system offers GPS
location service that helps
companies track their fleet as
well as truck management.

For more information:

Gaialandscape.com

2. JOBBER

The pitch: The software helps
home service businesses quote,
schedule, invoice and get paid
- faster.

« A simple solution to schedule
your team and get paid quickly
for your work.

* View your team member’s
locations on Jobber's map and
adjust the rest of the day’s jobs
accordingly

« Free setup, onboarding

and support is offered with
every plan.

e Build custom forms so your
team is prepared in the field.

For more information:

Getjobber.com
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3. AZUGA FLEET MOBILE

The pitch: Track your crews
and communicate with them
on the go with Azuga’s Fleet
Mobile software.

* Retain drivers with the Azuga
Driver Rewards feature.

« Communicate with drivers
using the messaging feature.

« Record shifts and breaks for
payroll purposes.

« Monitor and correct dis-
tracted driving

* Reduce risk with an
insurance-grade advanced
driver scoring and get drivers
to compete with gamification.

For more information:

Azuga.com

rahan =1 10 1 O 13
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| NowwT] Victory Property Management
10824 Parallel Pkuy.
Dallas, TX 75247

Maintenance (20 min)

[ eecanT] Adams, Mary Helen *3)
3911 Beverly Drive,
Highland Park, TX 75205 (6562)
Maintenance (30 min)
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pi.wwT) Bank of America
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4. SERVICE AUTOPILOT

The pitch: The SA Mobile Ap-
plication integrates with the en-
tire Service Autopilot business
management solution in the
cloud. With the mobile app,
communicate with crews and
gather valuable data such as:

¢ GPS tracking and time
tracking to automate timesheets.
* Image capture - take and
send jobsite “before and after”
pictures.

« Push notifications and two-
way live commenting — send
messages to your team when
something changes.

For more information:

ServiceAutopilot.com


Gaialandscape.com
Getjobber.com
Azuga.com
ServiceAutopilot.com
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PLACE A CLASSIFIED TODAY! Please contact Bonnie Velikonya at 800/456-0707 x291

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

Zf? ACQUISITION

AVAV/ Experts uc
Alabama Fohkkk

Lawn and Pest Control Business
Great Branding and Team in Place
Approx. $800K in recurring revenue
Price $750K

Contact John Brogan 772-220 4455
Acquisition Experts, LLC or visit
www.acquisitionexperts.net

BUSINESS OPPORTUNITY
Manufacturer of landscape and nursery
equipment selling due to health. Ideal

buyer would be someone already
marketing their corollary product line
into this industry. This product line
has strong bottom line contribution
margins, excellent reputation in the
marketplace, and is patent-protected.

Respond to businessoppor@yahoo.com

BUSINESS FOR SALE

Design - Build Landscape Company
Central New York Market Leader
HighlyTrained Long-Term Employees

Average Revenue $2.3M
and SDE $350K

Asking Price of $1,295,000
Includes $400KofFF&E
and $250Kof Real Estate
Contact Dean LoBrutto
(585) 899-0867

GREENHOUSE OPERATION
(wholesale bedding plants) in NE GA.

60,000 heated sq. ft., 27 acres,
3/2 mobile home, 60 gpm well,
vehicles, equipment, staff in place.

Owner retiring. (706) 274-3458
Or customcolorgrowers@yahoo.com

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.

Snow and Ice
Management Company

We are looking for
Subcontractors in DE, MD, NJ, OH,
PA, VA, WV to provide SNOW
removal and landscaping. Please
go to our website
www.snowandicemgmt.com and
fill out our form
"JoinourTeam"

LETTERS
th. EDITOR

Want to sound off on something you saw

in this issue? Have an idea that you think

would be worth featuring in next month's
Lawn & Landscape? We want to know.

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

or bvelikonya@gie.net

CLASSIFIEDS

Howto Price
Landscape & Irrigation Projects

Publication special for Jim Huston's classic book.
This is the Green Industry standard on estimating.

Everything that you need to know to price your
projects & services accurately and profitably.

HTPLIP book ($150)
HTPLIP audiobook ($150)

HTPLIP MS Excel CD ($150)

Buy 2 and get the third free.

Just $300 + S&H

For more details email: jhuston@jrhuston.biz

J.R. Huston Consulting offers....
Standardization for Profit
(SFP) Consultation
with Michael Hornung of

ValleyGreeri

Companies

Work with a successful lawn care
professional with 28 years of experience
to provide you with the tools and the
training you need to start and grow your
lawn care company profitably.

Total cost is $1,750 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://valleygreen.net

1-800-244-7337
GotPlowParts.com
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CLASSIFIEDS

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

www.smallenginesuppliers.com

doorbags.com

Protecting Your Message At Their Door

Order Today/Free Shipping

Also, look up your own parts
and buy online at

www.smallenginepartssuppliers.com

Seat Warehouse

Quality Replacement Seats

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

\1F>ECOLAWN
[\V/>»- »APPLICATOR

Turf Pros' #7 Top Dresser
Since 1994

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
LOOK FOR
LAWN & LANDSCAPE ON
facebook.

facebook.com/lawnandlandscape
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Green Industry Leaders Start Here!
Solve your key leadership hiring needs by
contacting GreenSearch, the professional
search and HR experts exclusively serving
landscape contractors and the green
industry nationwide. Contact us today!
www.greensearch.com
1-888-375-7787
info@greensearch.com

o> >

YCUS

OAGENCV

EXPERTS IN FINDING
LANDSCAPE TALENT!
No upfront fees.

We know what rocks to look
under to find the hidden candidate.
Need to upgrade or replace
confidentially?

We're the firm to call.
Expanding your business?
We're the firm to call.

THE FOCUS AGENCY
877-362-8752
www.focus-agency.com
search@focus-agency.com

In business over 30 years
with clients coast to coast.

Florasearch, Inc.

] In our third decade of performing

[ confidential key employee searches
for landscape and horticulture
employers worldwide. Retained.

Career candidate contact welcome,
confidential and always free.

Florasearch, Inc.
Phone: 407-320-8177
] Email: search@florasearch.com
! www.florasearch.com

A WEBSITE WITH YOU IN MIND
J LAWNANDLANDSCAPE.COM

[
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PLACE A CLASSIFIED TODAY! Please contact Bonnie Velikonya at 800/456-0707 x291 or bvelikonya@gie.net.

Help Wanted:
Sales and Operations

Snow and Ice Management
Company, headquartered
in Pittsburgh, PA is seeking
highly motivated full-time
Sales/Operations Managers
in PA/OH/MD/DE/NJ/VA/DC.

Position allows for flexibility to work
remotely; requires approximately
50% travel within local region and

availability 24/7 during snow events.

Competitive compensation package,

including salary, commission,
benefits, and 401 (k).

Submit resume and cover letter
with salary requirement to:
HR@snowandicemgmt.com

Snow and Ice Management Company
is an Equal Opportunity Employer.
www.snowandicemgmt.com

GOTHIC

Ranked #1 in the West and 5th
in the nation in total revenue, we seek
committed candidates to help facilitate
our tremendous growth.

We are a family-owned company
that offers a dynamic work environment
and upward mobility.

We are hiring Account Managers, Branch
Managers, Regional Managers, and Water
Management Specialists in Northern
and Southern California, Las Vegas, and
Arizona. Please contact our recruiting team
to learn more about our opportunities.

Phone: 661-220-4172
Email: HR@GothicLandscape.com

INSURANCE PRCXIRAMS: ALL LAWN / LANDSCAPE BUSINESSES

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—ONLY—OLCA—CALCP

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
expecta 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.

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 ifa breach occurs.

You have invested years building
your brand and we have the

KEENAN expertise to show you what needs
AGENCY 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.

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.

MAXIMIZE YOUR ADVERTISING DOLLARS

We offer the industry's lowest costs for you to be seen in both

Lawn & Landscape magazine and on Lawnandlandscape.com.

Please contact Bonnie Velikonya at 800/456-0707 X291 or bvelikonya@gie.net.
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PLACE A CLASSIFIED TODAY! Please contact Bonnie Velikonya at 800/456-0707 x291 or bvelikonya@gie.net

TREESTAKES
Doweled Lodgepole Pine
CCA Pressure Treated
2" Diameter, Various Lengths
Economical, Strong and Attractive
Phone: 800-238-6540
Fax: 509-238-4695
JASPER ENTERPRISES, INC.
We ship nationwide.

Web site: www.jasper-inc.com

PROMOTIONAL
POSTING SIGNS

RNDSIGNS

Marketing, Design & Print

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

RNDsigns.com ¢ 800.328.' 009
Posting Signs + Door Hangers
Brochures ¢« Mailers More

NATIVE SEEDS

Largest producer of native seeds in
the Eastern U.S. Hundreds of 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
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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

Our Business Management Software
is specially designed for the lawn care
and landscaping industry!

Features
that include:
* Billing

+ Scheduling
* Routing

+ Estimating
* Much more!

With No Monthly Fees,
what are you waiting for?

IT'S TIME TO GET ORGANIZED!
ADKAD.COM .1.800.586.4683

L2 andscape

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

30 Years of Safer Lawn Care
Plus Mosquito & Tick Control Opportunities

- _ Entrepreneur's 2018 Franchise 500 - Rank #172
I1Se&Gai Military Times's 2018 Best Franchises for Vets - Rank #29

STlcare/"

©2018. Natural.z

Franchise Business Review - Best Franchise Opportunity for 2018

 Inc. Acfvision of NAIURL/

Products. Al rig| . Each office med
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CLASSIFIEDS

3msafety.cOm 7
AMSoil amsoil.com 83
Bayer Cropscience LP backedbybayer.com/lawn-and-landscape INSERT*
Christmas Decor christmasdecor.net/franchise 39
CLC Labs onla.org 54
Corona Clipper coronatoolsusa.com/sp6250 44
CoxReels coxreels.com 54
Dynascape dynascape.com 23
Earth & Turf Products earthandturf.com 62
Eccofab eccofab.com 1
Exmark exmark.com il
Fence Armor fencearmor.com 62
Finn Corporation finndealers.com 13,15,17,19
First Products istproducts.com 66
FX Luminaire fxl.com 84
GIE+ Expo gie-expo.com 53
GIS Dynamics goilawn.com/new 51
GPS Insight gpsinsight.com 70
Graham Spray Equipment grahamse.com 12
Se:rriﬁri];ercggnm%any greenecountyfert.com 16
Greenworks Commercial greenworkscommercial.com 5
Horizon horizononline.com 27
Husqvarna husqvarna.com 47
Irritrol irritrol.com 65
JRCO jrcoinc.com/LAL 14
Kichler Lamp & Lighting landscapelighting.com 20
Kuriyama of America kuriyama.com 14
Lebanon Turf Products lebanonturf.com 10,11
LT Rich Products z-spray.com 49
Magna Mafic Corp magna-matic.com 18
Mauget mauget.com 38
National Associatiqn of bit.ly/landscapeprofessionals 45
Landscape Professionals
NaturaLawn naturalawnfranchise.com 80
Neely Coble Co neelycoble.com 43
New Peco, Inc. lawnvac.com 16
PBI-Gordon Corp pbigordonturf.com 57*
Pennington Seed pennington.com 50
Perma-Green Supreme permagreen.com i)
Permaloe Aluminum Edging permaloc.com 74
Pro Landscape/ Drafix prolandscape.com 48
Project Evergreen projectevergreen.org 59
Rain Master rainmaster.com 37
Real Green Systems realgreen.com/mobilegrow 61
Sakata Seed sakata.com 63
Target Specialty Products target-specialty.com 69
Toro Irrigation toro.com/psn 25
Turfco MFG turfcodirect.com 9
Vermeer Corporation vermeer.com/miniskids 2
World Lawn worldlawn.com 18
Dynascape dynascape.com 23

* denotes regional advertising

LAWN & LANDSCAPE (ISSN 1046-154X) is published monthly. Copyright 2018 GIE Mediia, Inc. 5811 Canal Rd, Valley View, OH, 44125
Al rights reserved. No part of this publication may be reproduced or transmitted by any means without written permission from
the publisher. Single copy rate: $5.00 One year subscription rates, $30 in the United States, $35 in Canada and $98 in other foreign
countries. One year foreign airmail rate: $218. Two year subscription rate: $42. Subscriptions and classified advertising should be
addressed to the Valley View office. Periodicals postage paid at Cleveland, Ohio, and additional mailing offices. Postmaster send
changes to LAWN & LANDSCAPE, 5811 Canal Rd, Valley View, OH, 44125. Canada Post: Publications Mail Agreement #40612608. Canada
Returns to be sent to IMEX International, PO Box 25542, London, ON N6C 6B2.


amsoil.com
backedbybayer.com/lawn-and-landscape
christmasdecor.net/franchise
onla.org
coronatoolsusa.com/sp625o
coxreels.com
dynascape.com
earthandturf.com
eccofab.com
exmark.com
fencearmor.com
finndealers.com
istproducts.com
fxl.com
expo.com
goilawn.com/new
gpsinsight.com
grahamse.com
greenecountyfert.com
greenworkscommercial.com
horizononline.com
husqvarna.com
irritrol.com
jrcoinc.com/LAL
landscapelighting.com
kuriyama.com
lebanonturf.com
spray.com
matic.com
mauget.com
naturalawnfranchise.com
neelycoble.com
lawnvac.com
pbigordonturf.com
pennington.com
permagreen.com
permaloc.com
prolandscape.com
projectevergreen.org
rainmaster.com
realgreen.com/mobilegrow
sakata.com
specialty.com
toro.com/psn
turfcodirect.com
vermeer.com/miniskids
worldlawn.com
dynascape.com
mailto:subscriptions@lawnandlandscape.com

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

* ONBOARDING IS THE MOST IMPORTANT KIND OF TRAINING
one can do. While this truth is not universally held, training professionals are
finding it to be more and more pertinent to their everyday situations.

Onboarding, the process of accli-
mating a new hire to your organiza-
tion, sets the tone for what type of
relationship your new hire will have
with the business. In reality, it actu-
ally goes beyond that. Research by
The Association for Talent Develop-
ment has shown that the majority
of hourly employees determine if
they will stay with an organization
longer than one month during
their first week of work, with many
actually making the choice to stay
or leave on the first day.

In today's world of transient work-
forces and social media job postings,
the old adage of "hire for life" is
getting harder to find and believe
in. Companies that want this to be
their model for employees need to
understand the role that onboard-
ing training plays in having the new
hire learn about their environment.
This, in turn, helps the organization

CHRIS SCHNEIDER

is director of employee
development at
Ruppert Landscape.

learn about its new resource as well.
Onboarding is indeed a two-way
street and this is where many busi-
nesses fail to seize the opportunity.
Onboarding presents the largest
opportunity to learn about a new
hire: their talents, ambitions and
dislikes. This immediate interest in
them as a person helps build a sense
of job security that encourages them
to buy in or bond with their role and
the company.

PARTICIPATION. Tasks like learn-
ing where the water cooler is or
completing insurance paperwork
are important, but we must re-
member that they truly do nothing
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ONBOARDING PRESENTS THE
LARGEST OPPORTUNITY TO
LEARN ABOUT A NEW HIRE.

to instill a sense of belonging and
job security into a newly hired per-
son. Activities that build relation-
ships, increase work-related skills
and incorporate their unique skills
into our jobs, culture and routines
are the training activities that make
a difference to newly hired indi-
viduals. We often have new office
staff members shadow someone
in the field for a day or sit in on
our monthly financial meeting to
learn more about what drives our
business. We also try to spend
some time with new employees
outside of work, whether it's going
out to lunch or making sure they

feel welcome at the next employee
appreciation event. It is as simple
as spending time, teaching them

a new job skill, taking an interest

in their life outside of work, or un-
derstanding and helping them with
personal and professional goals.
These simple acts that tradition-
ally cost next to nothing generate
loyalty and commitment. If you
invest in them, they will invest in
you. Businesses should plan to find
time to make their new hire part of
the organization.

EDUCATE EMPLOYEES. Onboarding
should be progressive, interactive,
employee focused and teach job-
relevant skills. Have a structured
plan for how to develop the skill set
of your new resource and share that
plan with them. Plan on educating
the other members of the team about
the personality, hobbies, history and
personal background of the newly
hired member. One way we do this
is by sending out an email to all em-
ployees during a new hire's first week
to formally introduce them, briefly
detailing their work history, hobbies
and family life. This gives other team
members the opportunity to wel-
come them and initiate conversation
based on their shared knowledge of
that person's likes and interests.
Onboarding is a process of
discovery and sharing for both the
managers and employees. If your
process is a one-sided conversation
or full of videos and paperwork,
you may want to rethink your
approach. When a business wants
to "hire for life," they need to invest
time, energy and emotion into
growing that resource and bringing
them into the fold. Onboarding is
that first impression with no second
chance, 1&I
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Seeing Is believing.

50:1 MIX RATIO 50:1 MIX RATIO
AMSOIL SABER® Professional ECHO* Power Blend*
(Exhaust Side) (Exhaust Side)

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

See the difference and get the SABER Edge!

Now
available
in 8
convenient For more information visit:

package www.amsoil.com/landscape
Slzes.

1-800-777-8491

Call for your FREE copy of
our technical study.

ECHO* String Trimmer Technical Study, September2016. AMSOIL SABEFT Professional Synthetic 2-Stroke Oil
resisted deposits and maintained power better than ECHO Power Blend* XTended Life* Universal 2-Stroke Oil.
All trademarked names and images are the property of their respective owners and may be registered marks in some countries.
No affiliation or endorsement claim, express or implied, is made by their use.


http://www.amsoil.com/landscape

THE NEW DX CONTROLLER BY FX LUMINAIRE

Time 2:00am On DX Program screen

Sunrise - 100 Off

PLUG IN. SET LOCATION. DONE. The new low-voltage DX controller is
the only digital facepack-operated lighting transformer with both astronomical
timing and event-based programming capabilities pre-installed. This means you
don't need to buy plug-in accessories such as timers and photocells. It's also
simple to use and easy to program, so you can spend more time enjoying the
sunset instead of planning your lights around it.

LANDSCAPE LIGHTING Learnmore.Visitfxl.com

FXLuminaire


Learnmore.Visitfxl.com

