


PERMALOC. IT’S WHERE THE LINE IS DRAWN.

With over 500 edging options to choose from, Permaloe has the right product
to assure that every line on your project will stand up to the demands placed
on the landscape in the real world. From R&D to manufacturing to our product
specialists, our entire team is dedicated to maintaining the difficult lines and

edges in each and every application on your project. When you have a line that
you care about, call Permaloc.

Find us at permaloc.com or contact us at 800.356.9660
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IMPLEMENTING
TECHNOLOGY

FROM SOFTWARE TO ROBOTIC MOWERS, learn how
four landscape contractors are using technological

advancements in the industry to better their companies.

The presenters will explain how they trained themselves
on new technologies and implemented them into their
businesses, and the challenges they faced along the way.
Visit bit.ly/ImplementingTechVC for more information.
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TOP 100 APPROACHES

It's that time again! Don’t miss your chance to
be featured on our list of the top 100 landscape
companies. Head to bit.ly/2019LLToplOO to fill

out the survey. Submissions are due Friday, Feb. 1

We love hearing from you.
Head to lawnandlandscape.com to weigh in
on our latest poll and find out what others
in the industry are thinking.

ON THE ROAD AGAIN

On Instagram, we like to highlight the events we
attend and the places we travel. Last month we
spent some time in Maryland getting to know one
of our 2019 Turnaround Tour winners.

DID YOUR AREA GET HEAVY SNOWFALL?

TWEETAPHOTOOFYOURSNOWANDICE
FLEET TO US @LAWNLANDSCAPE
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Greenworks Commercial has all the tools and power you need

in our 82 VoIt Lithium-lon Battery System; including our expanded Lithium Z zero-turn line.
These UL-Certified, battery-powered machines are designed to provide your crew with day-long
power and runtime for a full day of efficient operation. Visit your local dealer today for a test drive

and to demo the full line of Greenworks Commercial 82 Volt tools.

Visit www.greenworkscommercial.com to find a dealer near you. |


http://www.greenworkscommercial.com
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The many ways to invest

ur cover story this month reminded
me of an email | received about a
year ago around this time. A reader

profit maximization and view those who
work for them as interchangeable.”
| found the premise ofprofit maximization

responded to some news about contractbesan interesting point that other business

reaching out to local government officials to
tell them how important the H-2B program
is to their businesses.

That reader was a contractor in Arizona
who emailed me to say he was going to do the
opposite and ask that it be stopped. From his
perspective, there were plenty ofemployable
American employees to fill positions.

| asked him what he did to attract and
retain employees. He listed some items we've
covered here before like referral bonuses,
networking with local colleges, incentives
and ongoing training.

He also pointed out that he doesn't focus
on profit maximization. Profits, yes; maxi-
mization, no.

He said he read an article about the need
for an alternative to the profit-focus of busi-
ness. He continued, “Well, this is that alter-
native: Providing job security and economic
stability that, in turn, promote family and
community health.

“This eliminates any need for guest work-
ers,” which arises when companies focus on

Leading business media for landscape contractors.
5811 Canal Rd., Valley View, OH, 44125

owners may argue, but that's a topic for a
different day.

One point | did disagree with is the per-
spective that companies using guest worker
programs view employees as interchangeable.
Some companies request the same H-2B
workers every year.

In the case of our cover story subject, M.J.
Design Associates in Columbus, owners
Molly and Joel John were willing to invest
in helping those workers obtain green cards
because of how much they appreciate their
hard work and loyalty. That's the exact op-
posite of interchangeable employees.

In fact, the reader and M.J. Design Associ-
ates have something major in common - they
both are willing to invest in their quality
employees to retain them.

Each owner is putting their best foot (and
dollar) forward to keep their employees.

Let me know at the email above ifyou have
any unique incentives or ways ofinvesting in
your employees. We are always looking to
share great ideas to help the industry.

Phone: 800-456-0707 Editorial Fax: 216-651-0830 Subscriptions & Classifieds: 800-456-0707
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Simply designed.
Simply used.
Simply put, it's a beast.

The Turfco XT8 is built to outwork, outlast, and outperform every other riding aerator on the
market. With auto depth, you can set it and forget it while you aerate up to 92,000 sq. ft. per hour.
And the unique design protects the chain from dirt, so not only is your aerator unstoppable,
your business is too. Call 800-679-8201 or visit turfcodirect.com to learn more.


turfcodirect.com

Before he was setting records for most
shots blocked in an NBA season,

Mark Eaton swore he’d never play
basketball. At over 7 feet tall, it was the
question he loathed most, and the one
he always got asked.

He tried his hand at the sport in high
school and spent most of his time on
the bench. His body wasn't designed for
speed and the drills his teammates were
running didn't work well for someone as
tall as Eaton. It wasn’t until a persistent
coach approached him at hisjob as a
mechanic that he really started to con-
sider what he could bring to a team.

At the 2018 Irrigation Show keynote ad-
dress, Eaton shared his four commitments
with attendees, and the importance of
making team members (whether on the
court or in an office) feel invaluable.

10 MAKING A TEAM

went from auto mechanic to basketball great.

By Lauren Rathmell
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1. KNOW YOUR JOB. Eaton
struggled to keep up with the
quick runners on the court. He
said it wasn't until he got some
advice from Wilt Chamberlain
that he realized he wasn'’t do-
ing his job. Chamberlain told
Eaton his job was to stand in
the paint and guard the bas-
ket. “You need to narrow your
focus and intensify it,” Eaton
said. “Find your most valuable
trait and learn how you can
leverage it.”

2. DO WHAT YOU'RE ASKED
TO DO. Ifyou're not complete-
ly sure what you’re supposed
to be doing, don'tjust hope
you’re doing the right thing.
“Take it from doing your best
to being your best,” he said.
Relating his lessons to busi-
ness, he said doing what your
customers ask you to do will
already exceed their expec-
tations, and sometimes you
might find yourself achieving
something you once thought
was unrealistic. When Eaton’s
first coach recruited him for
the junior college basketball
team, he was told to work out
six hours a day, five days a
week, and that's what Eaton
did, though he never thought
he’d learn the skills he needed.

3. MAKE PEOPLE LOOK
GOOD. Provide others with
the recognition they deserve.
“When they look good, your
entire team looks good,” he
said. When he was on the
court playing with the Utah
Jazz, Eaton helped the team
achieve a win by blocking 19
shots in one game. The at-
tention was on the teammate
who scored the most points,
but without Eaton'’s blocks, the
team wouldn’t have won. In
business, the internal competi-
tion that goes on can prevent
colleagues from cheering each
other on or giving each other
a leg up, but Eaton stressed
that when your coworkers look
good, you look good too.

4. PROTECT OTHERS. Ifyou
want to be invaluable, be the
person others can count on,”
Eaton said. He recalled when
he would stand at the end of
the court waiting to guard the
offense. “This is my house,” he
would say to himself, “and no
one can getin.”

His team knew he had their
back, which allowed them to
make riskier plays. In business,
you may have to give up some
opportunities to protect your
team, but you can take pride
in knowing you've helped oth-
ers succeed.



CATERPILLAR SHOWS OFF
NEW EXCAVATORS AND UTVS

The company revealed its new equipment at GIE+EXPO in October

but demoed the products at their headquarters in November.

By Jimmy Miller

PEORIA, ILL. - Caterpillar demoed

its newest products - including

mini excavators, UTVs, backhoe

loaders and compact wheel loaders - in

November during its year-end press event.
Though the equipment was first revealed

at GIE+EXPO in October, the company

invited media to its headquarters in Peoria

to get an up-close look at the new products.

Among other products, project managers

also revealed Caterpillar’s new Cat App, the

96 YEARS

OF TRUSTED PERFORMANCE IN

OUTDOOR ILLUMINATION

ABOVE: ATLANTIS PATH LIGHT
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Cat GRADE with 3D and the
C13B engine.

For the event, Caterpillar flew
in customers who helped conceptualize
the new models and who have tested these
products for several months. Greg Worley,
a senior product engineer, said his team re-
ceived input from hundreds ofclients as they
designed, particularly with their new line of
Next Generation mini-excavators.

“An engineer can design anything in the

New Caterpillar excavators
all feature conventional
and joystick controls.


Lawnandlandscape.com
LAWNANDLANDSCAPE.COM

PHOTOS COURTESY OF CATERPILLAR

world, but it might not be ofany
value to the customer,” Worley
said. “It’'s not just a group of
customers that have been here to
test products. It’s every customer
who’s come to a dealer and com-
plained, ‘Why can’t my machine
do this?™

Caterpillar’s lineup of Next
Generation hydraulic excava-
tors includes the 1-2 ton 301.5,
301.7 CR, 301.8 and 302 CR, as
well as the 7-10 ton 307.5, 308
CR, 308 CRVAB, 309 CRVAB
and 310. All of the models can
change from conventional lever/
foot-pedal steering controls to
joystick control at the touch ofa
button. They all feature a tilt-up
canopy or cab for easier servicing
and maintenance.

Comfort was also one of Cat-
erpillar’s focuses, as the cab is
pressurized and sealed to reduce
dust intrusion, and it includes
heating and air conditioning.
The front window slides upward
and stores overhead, and larger
glass areas on the side, top and
rear of the cab increase vis-
ibility. The operating consoles
feature adjustable wrist rests,

CATERPILLAR ALSO

REVEALED [TS NEW CAT
APP, THE CAT GRADE WITH 3D. AND
THE C13B ENGINE AT ITS ANNUAL
PRESS EVENT.

and a suspension seat is avail-
able. The excavators also all
have expandable undercarriages
across the range.

UTVS AND MORE. Caterpillar
launched a two-seat UTV model
last year, marking the first time
the company dabbled in utility ve-
hicles. Now it has the gas-powered
Cat CUV82 and diesel-powered
CUV102D models. They both
have five seats and the same bed
size as last year’s UTVs. Both
vehicles tout a 1,000-pound total
rear cargo capacity, 2,000-pound
towing capacity and a long swing-
arm suspension. Cat UTVs can
be adapted with more than 50
accessories.

UTV marketing manager
Norma Aldinger said Caterpillar
always knew it wanted to start
with the two-seat UTVs and get
those right before expanding to a

LAWNANDLANDSCAPE.COM | JANUARY 2019 11

It's not complicated

for better turf use better ingredients

MESA

Patented Controlled Release Nitrogen

Long term feeding Fewer clippings

Faster green-Up Dark green

color

When it comes to fertilizer, choose MESA

MESA is a nitrogen source that
combines quick release with slow
release in a single particle. MESA
provides dark green color without
surge growth for up to 10 weeks.
It's not complicated. For better
turf, use better ingredients.

MESA technology is found in
our ProScape fertilizer and

combination products.

Learn more at LebanonTurf.com/technology/mesa

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

olole


LebanonTurf.com/technology/mesa
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five-seat model. She said there’s
an increased demand for larger
UTVs that correlates with an
increase in landscaping jobs.
“I've run into a lot oflandscap-
ers who say they want versatility.
They have UTVs for work and
for play,” Aldinger said. “(They)
are carrying rocks and more of
that material from jobsite to
jobsite. People want to get more
out of their vehicles.”
Caterpillar also exhibited its
new line of backhoe loaders
and compact wheel loaders. The
440 backhoe loader boasts a 25

percent lifting improvement
over the previous 430F2, plus
revamped single tilt loader arms
that provide parallel lift and
versatility in a multitude of ap-
plications. The 450 BHL offers
15 percent higher lifting capacity
than the 450F and introduces
an all-new cab for increased op-
erator comfort. Meanwhile, the
903D and 918M compact wheel
loaders boast a higher pay load
per pass, improved ground speed
and more attachment capabilities
than previous models in Cater-
pillar's CWL family.

SENO US YOUR NOMINATIONS FOR
EMPLOYEE OF THE YEAR

Know somebody
who deserves some
recognition?

Let us know!

LAWN & LANDSCAPE
MAGAZINE is once again
looking for the best employees
in the industry and we need
your help. If you have an
employee who has gone above
and beyond in their position
and should be acknowledged,
now is your chance to have
them publicly recognized in our
publication.

Send us two to three para-
graphs explaining why your
employee should be chosen. Your
entry should include concrete
examples/stories of how this per-
son has improved your company
either culturally or financially,
and how they have set a good
example for other employees.
Please include the employee’s

12

(@]

111

title and number of years at the
company.

We will choose a few winners
from the entries we receive and
interview them for stories in a fu-
ture issue of Lawn & Landscape.

You can nominate any
employee who works for your
company - crew members, office
workers, foremen, etc.

Email submissions to Editor
Brian Horn at bhorn@gie.net.
Please use Employee of the Year
as the subject of the email. For
more information and to see past
winners, visit bit.ly/eoy2019

Deadline is March 1,2019.
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CHICAGO - The industry has
one more choice when it comes
to truck options.

International Trucks, a unit of
Navistar, re-entered the medium
truck market with the launch of
the International CV Series.

The company launched the
truck at an event in Chicago on
Nov. 7.
month and was developed in

It will be available this

partnership with General Motors.
According to David Majors,

Navistar vice president of prod-
uct development, landscapers
were involved in the develop-
ment of the trucks and there are
a number of components that
contractors will find beneficial.

“It’s a lot of the little things,”
Majors said, citing the alumi-
num cab access steps as one
example where the truck can
benefit landscapers, especially
those who plow snow. Contrac-
tors can also attach plows and

spreaders to the truck.

“We see it as a growing mar-
ket,” Majors said ofthe landscap-
ing industry.

Beyond those little things,
Majors said the truck is designed
with many components that fit
landscapers who are focused on
growing their businesses.

The CV Series has a gear-
driven transfer case, a low-alloy
steel frame rail and a painted
chassis for enhanced longevity

and corrosion resistance.

The CV Series includes a
commercial-style forward-tilting
hood, which provides easy access
to the engine and to routine
maintenance points. Under that
hood is the International 6.6-li-
ter, 350-horsepower engine with
700 Ib.-ft. of torque. Equipped
with that engine and two Allison
transmission options, the CV is
capable ofhandling up to a maxi-
mum GCWR 0f37,500 pounds.

LAWNANDLANDSCAPE.COM | JANUARY 2019 13
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UPFITTING OPTIONS. Straight frame rails
with no rivets on the top flange provide a
clean area from cab to axle, making it easy
to mount bodies for commercial-grade ap-

plications. Like other International trucks,
the CV Series is outfitted with HuckBolt
chassis fasteners that provide clamping force
without re-torqueing and won’t come loose

in extreme environments, the company says.

Accommodating the configuration op-
tions required by different bodies, the CV
Series offers a dual battery box mounted
under the cab. The CV Series also includes
multiple fuel tank options, optional exhaust
outlets to suit the vocation and body and
multiple wheelbase options that can suit
almost any application.

CUSTOM OPTIONS. The network’s dealer-
ship salespersons specialize in commercial
transportation sales and spec’ing, allowing a
customer to pick the configuration and specs
that are right for any vocational application.
In addition, International’s Application
Engineering Team offers access to vocational
engineering experts who can help customers
design a custom configuration geared to their
application.

The International dealer network’s 700+
service locations feature more than 7,600
ASE-certified commercial diesel-trained
technicians in the U.S. and more than 1,900
in Canada.

“Our network is committed to providing
the expertise needed to keep your business
moving,” said Michael Cancelliere, Navis-
tar’s president, truck and parts.

“No matter the location, if a customer
needs service, help is likely to be nearby.”

On top of its commercial-grade configu-
rability, the CV Series was also designed with
comfort, safety and drivability in mind.

The truck has multiple infotainment op-
tions, including an 8-inch color touch screen
with navigation and, for the first time in
an International truck, Apple CarPlay and
Android Auto.

Optional air ride suspension with an
engine-mounted compressor is available,
which can be used to adjust height and
provide a smooth ride for cargo protection
and crew comfort.

“The CV Series has been compared to
a field office with perks,” Cancelliere said.
“Our philosophy is that driver comfort is
critical to get the job done smoothly and
efficiently, and the CV Series brings that
philosophy to life.”
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Get 0.9% for 36 months' on all Commercial Mowing equipment.

No matter what your mowing preference is, we've got the perfect zero-turn mowers for J e h N Dee re
your business. For those who prefer to sit, our Z930M mower hits the sweet spot where

value-driven performance, and day-in, day-out driving durability come together. And our

QuikTraks give you tremendous stability even on tricky hills. Or you can take advantage

of No Interest, No Payments until May of 2019, followed by 3.9% for A8 months.2

But hurry: this offer ends February 28, 2019.

Keep Mowing

*Offer valid on qualifying purchases made between 27 October 2018 to 28 February 2019. Subject to approved installment credit with John Deere Financial,

for commercial use only. Up to a 10% down payment may be required. 0.9% APR is for 36 months only. Taxes, freight, setup and delivery charges could

increase monthly payment. Available at participating U.S. dealers. Prices and models may vary by dealer. Offer available on new equipmentand in the U.S. only.

Prices and savings in U.S. dollars.

20ffer valid on qualifying purchases made between 27 October 2018 to 28 February 2019. Subject to approved installment credit with John Deere Financial,

for commercial use only. A10% down payment required. No payments, no interest until May 2019, followed by 3.90% APR for 48 months only.Taxes. freight,

setup and delivery charges could increase monthly payment. Available at participating U.S. dealers. Prices and models may vary by dealer. Offer available on JohnDeere.com/MowPro
new equipment and in the U.S. only. Prices and savings in U.S. dollars.

John Deere's green and yellow color scheme, the leaping deer symbol, and JOHN DEERE are trademarks of Deere & Company.


JohnDeere.com/MowPro

PLYMOUTH MEETING, Pa. -
During the reveal of its fourth
quarter and fiscal year results via
webcast in December, Bright-
View announced it acquired
Russo Lawn & Landscape.
Russo, located in Hartford,
Connecticut, services 26 cit-
ies in the state and six more in
Massachusetts. The commercial
landscaping company has been in
business since 1990. The purchase
marks BrightView’s fifth acquisi-
tion this year, all ofwhich account
for an estimated $117.6 million

in aggregate annualized revenue.

BrightView CEO Andrew
Masterman said during the pre-
sentation that his company pre-
fers to bring along acquisitions
slowly, over the course of 12-24
months, to preserve customer
relationships and to keep the
companies’ crews. Fred Jacobs,
BrightView’s vice president of
communications and public af-
fairs, said the company declined
further comment on the Russo
acquisition.

Masterman and BrightView
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RUSSO, LOCATED

IN'HARTFORD,
CONNECTICUT, SERVICES 26
CITIES IN THE STATE AND SIX
MORE IN MASSACHUSETTS.

CFO John Feenan primarily
spent the presentation discuss-
ing the company’s revenue. It
achieved a fiscal year revenue of
$2.35 billion, an increase of5.7
percent from 2017. This spike
in total revenue was largely
supported by growth in Bright-
View’s maintenance services and
development services revenues.

The company also reported
a net loss of $15.1 million, or
$.18 per share, in 2018, com-
pared to its $37.4 million net
loss reported in 2017.

JUNGLE JACK

Lifts mowers an avg. of 19" off the ground

Its versatility allows for lifting mowers
from the front deck or rear

Larger foot assist for

lifting heavier mowers

Locking safety arm ensures
mowers will stay in position

1.888.844.JIMS < junglejimsap.com


uline.com
junglejimsap.com
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SANTA CLARITA, Calif. - Land-
scape Development Inc. (LDI)
has opened a new Sacramento
division, expanding the com-
pany's service territory well into
northern California.

Dudley Mallinson has been
appointed division president,
tasked with broadening LDI’s
service territory and client base.
The new division will offer the
same services provided through-
out the California and Nevada
company network, including
construction, maintenance,

landscape architecture, earth
services, pre-construction and
design-build services.

Mallinson holds a graduate
degree in landscape architecture
from Sheffield University in
England. He moved to Califor-
nia in 2000 to work at LDI as a
project manager and contributed
to the growth of the company.

The new offices are located
at 2255 Cemo Circle in Gold
River, California, 95670.

In addition, LDI Enhanced
Landscape Management main-

LANDSCAPE
DEVELOPMENT INC.
HAS OPENED A NEW SACRAMENTO
DIVISION EXPANDING THE
COMPANY'S SERVICE
TERRITORY WELL INTO
NORTHERN CALIFORNIA.

tenance division has completed
the asset purchase of Las Vegas-
based NewTex Landscape.

The purchase expands the
operations of LDI, which has
annual revenues in excess of
$110 million in its California
operations, into new territory.

NewTex owner Michael Mar-
tinez will join the ELM executive
team as regional manager. The
staff of approximately 120 em-
ployees of NL1 is being retained,
including field personnel and
management.

Featuring a rugged build and a variety of attachments,

our construction-grade mini skid steers give you the

versatility and power to tackle any landscaping job.

Mk

Learn more at ditchwitch.com
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EWING ADDS FOURTH-GENERATION FAMILY MEMBER

“I've been in the landscaping business for
some 15 years. As my customer base
grew, more and more folks were asking for
a ‘one-stop shop’ for both their landscaping
and lawn care needs.

Graham* Spray | contacted Graham and they talked to me
Equipment about the unit that would best fit my needs.
YOUR IDEAS ARE WHERE WE START  The answer was the GSE LawnScaper."

"THE LAWNSCAPER IS THE ALL-IN-ONE SOLUTION THAT'S
REVOLUTIONIZED MY BUSINESS. BOTH OF THEM."

See the LawnScaper video at GrahamSE.com.

PHOENIX - Jack York, son ofEwing Presi-
dent and Chief Executive Officer Douglas
W. York, has joined the green industry
wholesale distributor to open a new Ewing
location in the New York tri-state area and
serve as its branch manager.

In 2018, Ewing expanded into mar-
kets like the Midwest, Mid-Atlantic and
Northeast. With Jack York’s experience
in the area and with Ewing, he’ll support
the company’s long-term expansion efforts
while building upon the success and future
of the company. With his experience as
an investment banking analyst, York will
also support Ewing as a national business
development analyst.

York has grown up part ofthe company,
working in the mailroom and at Phoenix
branches as a service professional and truck
driver. During college, he interned in the
purchasing department as a buyer and in
the finance and accounting departments.

After graduating from The University
of Pennsylvania with a Bachelor of Sci-
ence in Economics, with a concentration
in finance, York moved to Australia as a
professional import player and coach for
American football for teams in Melbourne
and Sydney. After moving back to the
states, York joined PJ Solomon, an invest-
ment banking advisory firm specializing in
mergers and acquisitions (M&A) in New
York City. At PJ Solomon, he worked on
various M&A transactions, specifically in
the retail, technology, media and telecom-
munications and restaurant industries.

YORK HAS GROWN UP PART OF

THE COMPANY, WORKING IN THE
MAILROOM AND AT PHOENIX BRANCHES AS A
SERVICE PROFESSIONAL AND TRUCK DRIVER.
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Bobhcat

It's your ambition. It's your drive to succeed. And it's your Bobcat®
equipment that brings it to life. When your competition says it's
impossible, you can say yes.

One Toughanimal



NALP HOSTING INDUSTRY WORKFORCE SUMMIT

FAIRFAX, Va. - The National
Association of Landscape Pro-
fessionals has announced that
it will host its first-ever national
Workforce Summit, bringing
business leaders together to
strategize ways to deal with the
industry’s workforce shortage.
The two-day summit held in
Alexandria, Virginia, on Feb.
12-13, will identify solutions
for the industry to compete in
the tight national labor market.
Guest speakers and peer-led
discussions will round out the
agenda for the think-tank event.

“The Workforce Summit is
unlike any meeting we have
ever held,” said NALP CEO
Sabeena Hickman. “We must
come together as an industry
to tackle the workforce crisis.
No one company can solve this
problem, no matter how large
they are or how creative their
recruiting practices are.

“The industry needs to ex-
plore new business models; we
need to examine how we can
compete against industries al-
ready united in trying to attract
the same workers we need and,

Ggenewunm

Fertilizer Company
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THE TWO-DAY SUMMIT

HELD IN ALEXANDRIA,
VIRGINIA, WILL IDENTIFY
SOLUTIONS FOR THE INDUSTRY TO
COMPETE IN THE TIGHT NATIONAL
LABOR MARKET. FOR MORE
INFORMATION OR TO REGISTER,
VISIT BIT.LYINALPWORK.

in short, we need to identify
actionable items to impact the
industry’s future.”

The event also includes time
for networking. Attendees are
encouraged to bring their fami-
lies and their key staff for a few
days ofteam building and skills
development.

Invited speakers for the event
include Ivanka Trump, Presi-
dent Donald Trump’s daughter
and presidential advisor, as well
as current Secretary of Labor
Alexander Acosta.

For more information or to
register, visit bit.ly/nalpwork
or call the NALP office at 800-
395-2522. 1&

Use Your
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TESTING!

Call 614/888-1663
and Start Todayl

325 Venture Drive
Westerville, OH 43081
614 888-1663

FAX 614 888-1330

Exclusive Laboratory Services for the
Turf & Ornamental Professional.


Lawnandlandscape.com
greenecountyfert.com
LAWNANDLANDSCAPE.COM



exmark.com

010i00Q -

2019 IS UPON US WITH ALL OF ITS PROMISES and challenges.
It wasn’t that long ago that we shared the same sentiments about 2018. Did
2018 end the way that you had hoped a mere 12 months ago? Or was it a
disappointment? If it was a disappointment, when in the course of the year did you
realize that it was so? Was it a surprise at the very end or did you see it coming?
And if you saw it coming, what did you do about it, if anything?

Il bet that you probably did noth-
ing. You did nothing not because
you didn't want to, but because you
didn't know what to do or how to do
it. You simply did not have the tools
or know-how to address the situa-
tion. That's the problem. Many green
industry entrepreneurs have neither
the tools nor the know-how to run
and direct their businesses effectively.

THE LITTLE PICTURE. To run a
business effectively, a contractor
has to be somewhat schizophrenic.
You have to think constantly and
simultaneously about the big picture
as well as the little picture. You can't
focus on just one. If you do, you'll
get in trouble and wrapped up in
minutia spinning your wheels.

First, you have to benchmark
the little picture. By this, | mean
that you have to ensure that every
crew and/or service technician is
producing a minimal amount of

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

profitable revenue per day. You as
an entrepreneur need to ensure that
every crew or technician is achieving
these pre-planned benchmarks. If
they aren't, you need to investigate
and find out why.

| teach all of my clients how to cal-
culate and monitor these little-picture
revenue and profit benchmarks.
Once they have them, their (and
their managers) primary jobs are to
ensure that every day is a winner
for everyone. For instance, let's say
that a lawn care technician's daily
revenue goal is $i,000. If the season
is seven months long, each techni-
cian should produce a minimum of
$150,000 in revenue per year.
« 7 months x 22 work-days per
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month = 154 workdays
« 154 workdays x $1,000 = $154,000
« Subtract out 3 or 4 holidays and
your benchmark goal is $150,000

THE BIG PICTURE. This brings us
to the big picture. It isn't enough to
have daily revenue and profit goals.
You have to keep your annual end-
game strategy in mind.

| prepare an annual budget for my
clients at the beginning of each year.
We benchmark the entire company
and calculate costs and revenues
for each division. These calculations
are based upon each company's
historical data and/or national
benchmarks that I've developed over
the last 30-plus years.

Once these big and little picture
calculations are in place, a green
industry entrepreneur has the tools
to price his or her work accurately
and monitor everyone's progress
throughout the year. You should

TRAVELS WITH 11U

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

monitor this data on a weekly,
monthly and quarterly basis.

HOW IT WORKS IN THE FIELD. Bill
was a lawn fertilization entrepreneur
in Oklahoma with annual revenue
just over $100,000. We determined
that he needed to hill between
$900 and $1,000 per day for each
technician. His season was roughly
200 days long. A technician at

full capacity should generate
approximately $180,000 per season.
Bill expected to grow his company
to $150,000 in 2018. However,

he knew that he couldn't pursue
new sales while doing all of the
applications and the office work. If
he was on track toward the end of
2018, he planned to hire a technician.
This would allow him to grow his
company's revenue to $250,000-
plus in 2019.

An irrigation company in New
Jersey had four service technicians
billing 1,500 man-hours each per
year for a total of 6,000 man-hours
per year.

Upon analysis of its hourly service
rate, we found that it was $20 per
man-hour too low. The owner
thought that raising his rate $20 per
man-hour in one year was too high
of an increase and he'd lose lots of
customers. He raised his rate $10 per
man-hour which added $60,000 to
his bottom line the next year. Not
one single customer complained so
he raised his rate an additional $15
the next year.

Running a successful business is
both art and science. You have to
master both aspects. One successful
entrepreneur refers to this as "The
Art of the Deal." If you want to be
more successful in 2019, learn the
science behind your numbers.
Benchmark both the little picture
and the big one in your business.
Remember, if you ignore the science
in your business, the art that remains
may not be a very pretty picture at
the end of the year, 1&I
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J With a rated operating capacity

of 3,400 Ib. and bucket breakout force of 9,531 Ib., the SV340 is a productivity monster. The SV340 runs
virtually all attachments with better handling and performance thanks to superior high-flow auxiliary options.
Add to that a host of other features including a stronger lift arm, H-link, and upper chassis, and you have
one mean machine that will perform like a pro on your construction site.

Learn more at CaseCE.com/SV340 CONSTRUCTION

SINCE 1842
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GETTING RECRUITING RIGHT is the most important job CEOs have.

Hiring top talent, hiring quickly and nurturing and maintaining a pipeline of
gualified candidates in a hyper-competitive market requires forward-thinking
companies to go back to school.

According to the Bureau of Labor
Statistics, U.S. businesses were
operating with a record 6.6 million
unfilled jobs as of last spring. Across
corporate America, hiring teams are
stretched and open positions are
going unfilled. In the landscape in-
dustry, the battle to win top talent,
with high-performing companies all
competing for the same A-players,
is even greater.

At one of our recent peer group
universities, landscape owners were
challenged to use their critical and
creative thinking skills to solve this
problem. One way was to look at the
problem backwards - to drop old as-
sumptions about why college recruit-
ing may not have worked in the past,
and to think about shaking up hiring
practices to get different results.

In particular, there is a competi-
tive advantage in creating shared
value through internships and
"high-touch" relationship-building
as a means to develop closer

BRUCE WILSON

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

connections between schools and
landscape company hiring teams.

So, how does creating shared

value work? Start with these 2019
action plan ideas:

1. Focus on student organiza-
tions at targeted schools -
supporting and sponsoring
clubs and activities in person,
and actively engaging through
student social media channels.

2. Maintain meaningful rela-
tionships with faculty and
influencers.

3. Host events for students at
your business or at industry-
wide student career days.

4. Volunteer to teach classes,
speak to groups and meet
student leaders.
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5. Take a personal interest
in students' values, their
career/life goals and
workplace wish lists.

6. Create an intern program
that offers a training ground
for them and a talent
incubator for you.

In other words, top perform-
ing students are one of your most
important stakeholder groups. Like
all customers seeking the best of
the best, they can afford to be picky.
Create a list of the reasons why
your firm is a great career home,
focus on what's important and what
matters to them, and be sure you
can deliver the goods.

This means making a good
impression. For interns, a well-
thought out, well-managed and
structured training experience will
show them all aspects of your
company, business and philanthro-
py, and the role your firm plays in

WORDS OF W1LSOM features
a rotating panel of consultants
from Bruce Wilson & Company,

a landscape consulting firm.

your community. When online re-
view programs can make or break
hotel and restaurant reputations,
negative experiences posted online
can sink a well-intentioned but
poorly executed program strategy.
Interns are great PR and brand
ambassadors. Encourage your
marketing and HR teams to work
together. A great experience will
net new hire conversion rates and
generate positive word-of-mouth
back on campus.

As for new graduates, transition
them into your business through a
wide lens. Make sure you commu-
nicate why field experience is valu-
able, what they can learn from it as
part of their overall career trajectory
and why it pays off in understand-
ing your business overall. Make sure
that onboarding is thorough, varied
and mentored. Check in regularly to
see how it is going and make sure
they know you care about them
and their progress.

Once you have a graduate new
hire, take him/her with you on
future campus visits to reinforce
your link to the campus community.
If this sounds like it will take years, it
will. If you are not willing to commit
to long-term investment in college
relationship building, you may as
well not do it because it will not
work. There are too many good
companies ahead of you.

As tough as it is out there, there
is some good news.

Privately-held, family-owned
landscape businesses offer graduat-
ing students a number of upsides.
If you focus on leveraging the
advantages of your firm - values,
product quality, flexibility, innova-
tion and close-knit teams - you'll
improve your odds of competing
for and wining candidates' hearts
and minds. While larger competi-
tors with deeper pockets can often
offer more opportunity, they are
not for everyone, 1&1
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“I'M TYPICALLY
ABLE TO DO AN
EXTRA ACRE
PER HOUR."

IR

“TRULY AN
OVERALL
IMPRESSIVE
DESIGN.”

MEET YOUR NEWEST CREW MEMBER

Visit your local dealer to schedule a demo
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e WHETHER YOU PLAN TO HARVEST THE FRUITS of your hard-earned
labor in 2019 or in another five years, use your New Year's energy to start working
on your plan for best results. Start with a reference point for your company’s value
today, identify actions to add value to your company going forward and explore your
options for transitioning the business. This time next year, you will be glad you did.

First, get a market valuation for your
company as it stands today. You

will gain a "ballpark”" number for the
company's value if sold in today's
market. (Not to be confused with a
business appraisal, which can be used
for legal reasons). The report includes
assumptions used to make the valua-
tion and will indicate areas to focus on
to increase the company's value.

Second, how healthy is your
company? Are you optimizing your
company's potential? Growing too

fast or too slowly? Potential buyers
for your company will use the same
factors as you do to evaluate the
company. These can include:

+ positive trends in sales, net
income and margins over a
period of years
quality of clients and long-term
retention
leadership bench-strength
quality of employees, culture
and training
business location, fleet and
equipment
market size and potential

What's your "grade"
on these? Which

ifckjffek  ones should be
improved?
Sl cflk Ideally, have
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ALISON HOFFMAN
leads acquisitions for
the Harvest Group. She
is a former senior vice
president of operations
at a NYSE company.

a third party give you some honest
feedback. In my experience, most
owners think their companies are
stronger than they really are. Inde-
pendent surveys and/or a trusted
adviser can give you an assessment
of your strengths and weaknesses
with an eye to improvement. It's
better to know now so you can get
to work on key issues.

Measure your performance on
an ongoing basis. Smart companies
create a dashboard to measure key

CRIA)I OF THE CROP
features a rotating panel from
the Harvest Group, a landscape
business consulting company.

performance indicators (KPIs) and

make necessary adjustments. KPIs
will include financial measures as

well as input from HR, client satis-
faction surveys and operations.

Third, determine what your
options are for transition. Do

you want to transition to a family
member or insider, or sell to a third
party? Have you planned for after
the sale? How much money will
you actually receive from the sale?
Pre- or post-tax? Or do you plan to
strip out as much cash as possible
and liquidate at the end of some
time period?

All of these are valid options
and will have aspects that can be
managed for best results. Each will
require some exploration with your
adviser.

Having a plan will give you
peace of mind as you move ahead.
The best time to plan for the
transition of your business is well

before you want to take action.

Make a plan in 2019 for stron-
ger, healthier business
results toward
your "harvest" of
maximum value
for your hard
work, 1&1

© HURCAII ADOBE STOCK


LAWNANDLANDSCAPE.COM










"Bayer reps have come in and done
educational training on products
for our technicians, and there's

been a great partnership there,”
Clark says. “Bayer has been
excellent with us.”



1981 was Tomlinson Bomberger's first year in business and in 1984,
they had a decision to make. “We decided to take the leap.”
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IMPLEMENTING
TECHNOLOGY

FROM SOFTWARE TO ROBOTIC MOWERS,

learn how four landscape contractors are using technological

advancements in the industry to better their companies.

In this the presenters will explain
how they trained themselves on new technologies, integrated

them into their businesses and faced challenges along the way.

Mike Callahan Justin Crandall

Ben Collinsworth James Manske

sign up at implementingtech.lawnandlandscape.com


implementingtech.lawnandlandscape.com
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REEN CUPCAKES WITH GREEN
ICING, Granny Smith apples,
Mountain Dew - and itwasn’t even
St. Patrick’s Day.

Instead, it was a “Green Fiesta” organized
by Molly John, co-owner and CEO of M.J.
Design Associates, and her husband, Joel. The
duo owns M.J. Design Associates office in Co-
lumbus, Ohio, and they threw the party when
the first of their crews’' green cards arrived in
August of last year.

Although a few of the applicants were still
waiting for cards to arrive, the Johns felt it was

“It was because of everything we’'ve gone
through,” she says. “Even though some of the
cards weren't in, it was for them to see the pro-
cess is working and our patience is paying off.”

The experience wasn't always a party - the

months of waiting here in the U.S. through
the ever-changing process of obtaining a green
card proved agonizing at times, especially dur-
ing the winter.

One man missed his daughter’s quinceanera.
Another ofJohn’s employees, Fernando Rivera,
missed the birth of his only son last February
because he couldn’t go home.

“It took us almost three years in waiting
through the whole process,” Rivera says. “It’s
difficult and hard to lose time. (This is) not re-
ally my case, but the other guys are losing time
with their sons and daughters who are growing
up, walking, crawling.”

There’s no telling how long the rigorous
process might take, but in general, becoming
a permanent U.S. citizen via green card opens
up avariety ofopportunities that later outweigh
the hardships of waiting.
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For
the past 15 years, M.J. Design
Associates has participated in the
H-2B program to provide the
company with its seasonal work-
ers. When the company first got
involved in the program, it re-
quested two employees. Gradu-
ally, the company increased its
request for H-2B workers.

The company primarily relies
on the program for seasonal
workers. They now have 25 em-
ployees, 18 ofwhich are H-2B.

Use of the program started in
2003, when John says she strug-
gled to recruit reliable American
workers. She wanted to stick
to domestic labor and says she
advertised the jobs extensively,
but after talking to colleagues
who used H-2B, she identified
the program as an increasingly
viable alternative.

John says the program has
become much more volatile in
recent years. She seldom knows
if she will receive her workers
until a few weeks before the
season starts, so it has made
planning for spring and sum-
mer tough. Yet most years, John
says she has received almost all
the same H-2B workers. She’s
familiar with them and they’re
familiar with her.

Some ofthem serve as foremen
who lead her crews. She knows
about their family backgrounds,
their interests and their hobbies.
Many of the employees know
each other well, whether they’re
brothers, in-laws or close family
friends. There’s a mutual trust
after years ofworking together.

So, with H-2B not always
guaranteed, M.J. Design As-
sociates decided to pursue green
cards for its consistent H-2B
workers in 2015.

“We reached out to a local
attorney who told us we could
sponsor (our H-2B workers) as
employees,” John says. “Most of
our guys have come back. We've
gotten to know them so we know
they’re trustworthy.”

After a few years of filing pa-
perwork (and much patience),
11 of M.J. Design Associates'
former H-2B workers officially
received green cards as of De-
cember of 2018, while three are
still waiting.

“It’s by far been worth the in-
vestment,” John says. “Allowing
them to have green cards now
allows us to plan for 2019.”

After
John learned she could poten-
tially sponsor a few ofher H-2B
workers for their green cards,
she approached her 18 H-2B
employees to see who would be
interested.

She made it clear that they
would need to have some buy-
in and pay for half of the costs
associated with the application
process. John estimates each
green card costs roughly $5,000-
$7,000 by the end ofthe process.
Even with the cost, she says
almost all of them were excited
about the possibility.
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After years of using the H-2B
program for seasonal workers,
Molly John decided to sponsor her
crews for green cards. The process
has been long and complicated,
but she now has a domestic
workforce she can rely on.
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With the interest level high,
John partnered with a Colum-
bus-based attorney who had
some experience with immigra-
tion laws.

While there are fees associated,
it's worth the cost ifit helps to en-
sure the process works, she says.

“Find a good, strong immigra-
tion attorney who has filed green
cards and can explain to you
the process and the timeline,”
she says.

John adds that she only de-
cided to pursue green cards with
the 15 H-2B workers she knew
she could trust. She recommends
employers only sponsor green
cards for regularly returning
H-2B workers.

“My theory is you want people
you know are loyal to you. If
someone has only been with you
one or two years, a green card
might not be a good option,” she
says. When John decided which

of her H-2B workers could be a
good fit for the green card visas,
her attorney provided her with
some general steps (visit the “web
extra” tab on Lawn & Land-
scape’s website for detailed steps.)
She also brought in a transla-
tor, who comes in during per-
formance reviews and company
meetings, to help explain the
green card process to employees.
The steps were vague, but she says
they served as a starting point.

The first step was to send a
request to the Department of
Labor for a prevailing wage filing.
About a month after receiving
that from the department, M.J.
Design Associates had to spend
three to six months actively
recruiting domestic laborers for
its vacant positions.

From there, they could of-
ficially start the green card ap-
plication process with some of
its H-2B workers.
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John says the final stage ofthe
application process is the longest,
hardest and most expensive.

The final stage
of actually applying for H-2B
workers to receive green card
visas involves a lot of forms and
waiting. There are a few steps in
the months-long process.

“It involves a lot of time,
paperwork, organization and
patience,” John says.

First, M.J. Design Associates
had to fill out permanent labor
certification (PERM) forms and
PERM questionnaires for each
of its green card visa applicants.

Then, the Department of
Labor approved the PERM
certification, typically within
five to seven months, at which
time each employee filed form
1-140 Visa Petition with United
States Citizenship and Immi-
gration Services. At that time,
John says, it is encouraged to
pay the additional Expedited
Filling fee along with the 1-140
application.

This ensures USCIS will make
a determination on each petition
much faster, usually within a
month, versus waiting another
8-12 months to hear from them.

Once the 1-140s were ap-
proved, the employee could
proceed with their final step in
completing the green card visa
forms, which include the form
1-131 advance travel document,
the form 1-765 employer au-
thorization document (EAD)
and the form 1-485 petition for
adjustment of status within the
United States.

John says forms 1-131 and
1-765 had the “most agonizing
waiting periods” in the entire
process.

“There is no way to know
how long (the United States
Citizenship and Immigration
Service) will take to process the
paperwork,” she says.

These forms were filed for
14 men between August and
early October 2017. What was
thought to be a 45-60 day pro-
cess turned out to be much
longer. By the end of November
2017, only two men had received
their travel documents and work
authorization cards, just as the
H-2B workers would normally
be heading home.

The remaining 10 men had
to remain in the U.S. through
the holidays. Two more received
their travel documents in mid-
January and the remaining 10
did not get their documents until
the end of March.

“Two men got to go home for
the holidays, but no one else was
approved in time,” she says. “So,
we ended up with 12 guys here
all winter.”

John says the complicated part
about green card applications is
that timing depends on which
desk receives the paperwork.
Some citizenship agents can
complete the process reasonably
fast, while other people - even
in the same department - may
simply take more time finishing
the process. You have no way of
knowing how long your applica-
tion might take to process.
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This was tough on the
applicants since they couldn’t
go home over the winter like
they usually would through the
H-2B program.

“It’s hard, but they under-
stand and know it’s a benefit to
have that (green card),” Lorenso
Garcia says through a translator.

He’s also an H-2B employee
who’s still waiting on green card
approval. “They’re just waiting
for me whenever | can be there,
but they’re excited to see me.”

John says she encouraged
the applicants to be patient and
reminded them the process is
slow. Most of the applicants
understood they had to wait, but
she says it was hard nonetheless.

“They kept thinking their
applications were lost,” she says.
“It was hard for them to under-
stand why. Part of it was me. |
said we hoped it would take 45
days so they lost faith in what |
told them.”

So, as an incentive, John says
she paid rent and utilities for
the applicants who were stuck
in the U.S. for the winter. She
took them on a field trip to an
industry trade show for one day
in January 2018. She also treated
them to a tour of the Columbus
Nationwide Arena to meet the
Blue Jackets NHL team. And
on Christmas Day, she and her
husband invited them to their
house for brunch.

“In my case, | thought it was
going to be faster,” Rivera says.
“The most important thing
though is that it’s a really nice
chance and opportunity ... to
be a part of the work here in the
United States.”

After a hard winter, most of
the applicants received approval
for their form 1-131 documents
by March 2018, which allowed
them to travel home to see fami-
lies in the process.

Once the final form 1-485
forms and processes were com-
pleted, workers gradually began
to receive green card visas.

Eleven have received the visas
as of December 2018. The green
cards are good for five years and
then can be renewed in five-year
increments.

Even though these green card
workers will go home occasion-
ally to see family, John says she
knows they’ll be coming back -
and she doesn’t have to reapply
to get them through the H-2B
program.

“We can plan when they’re
going to be here,” she says. “We
know for a fact how many staff
members we’ll have. We can
hopefully regulate our time
better.” 1&1

For a more in depth look into the
steps John took to secure the green
cards, visit the web extra section at
lawnandlandscape.com.
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Adam McGuyrt's
original career plan,
but it has worked
out well for

in recent ye

By Megan S

SUCCEEDING
WITH PLAN B

dam McGuyrt faced a few career options

in the spring of 2011 as he was in his

fourth and final year of service in the

Marine Corps: he could re-enlist for
another four years, work for an established company
or start his own business.

A few months before his final year of service ended,
he told his officers he planned to leave to start a business
in his hometown of Raleigh, North Carolina. Starting a
business was a financially riskier option than staying in
the Marine Corps, but he says it was something he was
more passionate about.
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“l enjoyed the Marine Corps,” McGuyrt says. “But |
really wanted to start a business.”

McGuyrt’s Plan A was to start a homebuilding
business like his father. As a kid, he enjoyed watching
and helping his father with his work. However, McGuyrt
says the market didn’t seem strong enough in 2011 to
start a successful homebuilding venture.

So, he turned to Plan B, which was to start a full-service
landscaping business, which he named Turf TitanZ.

“I had to think more practical, considering the market
at that time,” he says. “I did some landscaping work in the
past, and | worked around some of my dad’s houses as he

{Raleigh, North Carolina}
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Company Profile | Turf TitanZ

ABOVE: McGuyrt
learned to be more
selective in the hiring
process and built
his team to 23 solid
employees.

| went through
and got rid of
all the people
causing
nonsense, not
showing up.”

Adam McGuyrt,
Turf TitanZ

was building them with the landscapes, maintaining
them. So, I rolled with landscaping, which was also
something | really enjoyed.”

YEAR OF CHANGE. When McGuyrt started Turf
TitanZ, he says it wasn’'t too different from any
other landscaper’s story - it was him, a mower and
a pickup truck. However, McGuyrt had the ad-
ditional challenge of juggling the launch of a new
business along with serving his last couple ofmonths
stationed at the Marine Corps Air Station Cherry
Point near Havelock, North Carolina.

For McGuyrt, 2011 was a year full ofchange - he
got married, he ended his service with the Marine
Corps, built a home, enrolled for a two-year turf
management program at North Carolina State
University and started TurfTitanZ.

Despite the “chaos,” McGuyrt says Turf TitanZ
gradually gained some recurring customers that
spring through flyers and word-of-mouth marketing.
Most customers agreed to let McGuyrt mow their
lawns on weekends when he was wrapping up his
service in the Marines.

However, ifsome customers needed service dur-
ing the weekdays, McGuyrt recruited his younger
brother Tyler to help them.

If any customers needed maintenance services
on weekdays, Tyler would perform those jobs as
soon as his high school let out. Oftentimes, one of
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Tyler’s friends would join him to earn extra money.
McGuyrt says their efforts helped the business get its
start, ensuring customers were taken care of.

“They held down the fort, that's for sure,” he says.
“They never whined once. | probably wouldn’t have
grown as quick ifit weren’t for their help.”

During the summer of 2011, McGuyrt worked
full-time to grow TurfTitanZ. Yet, he experienced
more change and a crunch for time once his col-
lege classes started that fall at North Carolina State
University. He says he would go to class during the
day, then perform maintenance jobs in the evenings
and on weekends.

The business managed to gain 30 recurring cus-
tomers that first year, but McGuyrt says working
long hours on top oftaking turfmanagement courses
seemed to be too much for him in 2012. He also no-
ticed he was getting behind on equipment payments.

“l had always been one who was squared away
with finances,” he says. “l was always a saver. But |
got to the point where | had to put a truck payment
on a credit card. | remember doing that in between
classes and thinking, ‘Something’s gotta change.”

So, he decided to drop out of college and
devote his time entirely to growing the business.
McGuyrt used this new time to find additional
workers for the company since there were only
three full-time employees.

Although the first couple of years in business

th Q@
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proved to be demanding and cash
flow was tight, McGuyrt says he
and his wife Kaylyn made itwork
for their new family.

“It wasn’t an easy ride,” he
says. “Going from the Marine
Corps where you get a paycheck
every two weeks and benefits are
paid for to starting your own
business where the customer’s
not paying you on time was a
tough transition. Somehow, we
made it work.”

REBUILDING A TEAM. As Turf
TitanZ grew, McGuyrt says jobs
were easy to win but good labor-
ers were hard to come by.

His brother Tyler and his
friend left the business in 2012

after they graduated from high
school. McGuyrt hired one solid
employee to replace them, but
otherwise he says he was short
on man-power. So, McGuyrt
needed to hire more reliable
workers to the team.

To recruit people, he placed
“now hiring” signs around town.
He put magnets on trucks and
trailers. The company hired a
few employees through these
efforts, but McGuyrt says he
wasn’t selective enough in the
hiring process.

He also sold more work than
the company could handle.

“The way that | started to build
the business was sell, sell, sell,”
he says. “The way | hired, | just

found someone, put them on a
truck and got them to do work.”
This business model led to
problems. McGuyrt says some
equipment broke due to careless
mistakes made by employees.

Some employees wouldn’t
show up to work, so McGuyrt
had to call customers and apolo-
gize for being unable to make it
to their property that day.

By 2014, McGuyrt says he
decided to become more selective
on who worked for the company.
He fired five employees who were
causing problems that fall.

“I went through and got rid of
all the people causing nonsense,
not showing up,” he says. “I stuck
with my loyal guys who were de-

pendable and grew from there.”

By late 2016, McGuyrt says he
was finally confident with both
the company’s workloads and the
team he had on board.

Since then, the company has
grown slightly but he’s stuck
with the same business model of
selling work his current crews can
handle. However, the company
is growing and broke $1 million
for the first time in 2018.

“Today, we've got a solid
group of 23 guys,” he says. “I
have never been more proud of
the team we've got. My biggest
focus now is taking care of the
good people here and to con-
dense, tighten up and make the
business more efficient.” 18
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MAINTENANCE

The pitch: The Predator-
Pro 7000 highlights
enhanced performance,
operator comfort and
serviceability.

+ The Predator-Pro 7000
features a 19-mph trans-
port speed.

+ Serviceability improves
with a swing-away bum-
per for easy access to the
engine.

+ The Predator-Pro 7000
is backed by a limited
warranty of 6 years/2,750
hours.

For more info:

Bobcatturf.com

The pitch: Comfort-

ably mow a straight line,
execute zero-degree turns
and operate on up to a
25-degree hillside slope
with the PRO Z 972 SD
from Cub Cadet.

*The PROZ972SDfea-
tures a 72-inch fabricated
steel cutting deck with
top, bottom and side
reinforcements

+ Oversized dual rear
wheels provide a higher
level of stability and preci-
sion for the perfect stripe.
+ The drive system with
four-wheel steering pro-
vides ultimate control.

For more info:

Cubcadet.com
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The pitch: The 96-inch
Lazer Z Diesel allows for
increased productivity.
*When equipped with the
available 96-inch UltraCut
Flex Wing rear-discharge
cutting deck, the Lazer Z
Diesel enables one worker
to cut more than 10 acres
per hour.

+ Exmark RED Technology-
equipped Yanmar liquid-
cooled diesel engines
deliver increased fuel
efficiency.

+ Available with a choice
of 60- or 72-inch UltraCut
cutting decks.

For more info:
Exmark.com

The pitch: The Lithium Z
line offers zero-turn ma-
neuverability with zero gas
and zero emissions.

«All four models are
powered by an 82-volt
13.8kW lithium-ion battery
and feature three 1.5KW
Brushless Blade Motors
and two 1.7KW Brushless
Drive Motors

+ Greenworks Commercial
Lithium Z mowers offer
4.5-6 hours of cutting time
per change and 2,800-
3,600 RPMs.

For more info: Green

workscommercial.com

The pitch: Designed to
ensure a long product

life, Husqvarna'’s Z500
zero-turn series is focused
on productivity, durability
and cut quality.

+ This series features a
weld-reinforced 2-inch by
3-inch tubular steel frame
and 7- or 10-gauge cutting
decks.

+ Improvements include an
automatic parking brake,
easy-to-fold ROPS and
easy-to-view deck height
adjustment.

For more info:
Husqvarna.com
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The pitch: The Z994R
offers enhanced comfort,
increased productivity
and a longer engine life.

+ Asingle 11.5-U.S. gallon
diesel fuel tank offers
increased productivity.

+ Three seat options with
adjustable armrests and
the ComfortGlide fore/aft
suspension enhance ride
quality.

+ Available with three deck
options: 54-inch and 60-
inch side-discharge decks,
and 60-inch Mulch On
Demand deck, the Z994R
is also compatible with
the Michelin Tweel XTurf
airless radial tires.

For more info: Deere.com

The pitch: The Z700 EFI
was designed to deliver
exceptional performance
for challenging conditions.
+ Up to 11.2 mph speed and
High back seat delivers
excellent performance
and comfort for more
productivity

+ Kawasaki EFI engine with
E-GOV and ECU system
keeps the drive wheels
and cutting blades work-
ing at peak productivity.

+ The wide 6.5-inch caster
tire and 24-inch low profile
rear tires deliver greater
traction and less ground
pressure.

For more info:
KubotaUSA.com

The pitch: The EVO-72
mower was designed for
all day mowing with up to
nine hours on one charge.
* The 72-inch commercial,
electric ZTR is designed
with an aerospace chassis
contributing to low weight
and a low center of gravity.
+ It features maximum
torque from the start with
comparable horsepower
exceeding 38 hp.

+ The electric unit means
low noise, low mainte-
nance, zero gas and zero
emissions.

For more info:
Meangreenproducts.com

The pitch: Spider remote-
controlled slope mowers
are designed specifically
for the safe maintenance
of steep, hard to mow
areas.

+ The 4-wheel drive,
4-wheel steer system with
a zero turn option allows
360 degree mowing on
slopes up to 55 degrees.

+ Wheel drive (not tracks)
ensures Spider mowers
are gentle to the terrain,
eliminating erosion and
damage on slopes.

+ The mowers can operate
at speeds of | mph to

5 mph.

For more info:
Slope-mower.com

The pitch: The H37i is a
high-production Walker
Mower that was designed
to leave a beautiful cut.

+ The mower is powered
by a 993cc big block Van-
guard EFl engine.

+ The H37i features a
high-capacity air cooling
system and a large 5-inch
diameter Donaldson

air cleaner.

+ An optional Model H
deck Power Tilt-Up makes
maintenance and storage
even easier.

+ Ideal applications include
commercial properties,
rural areas and field
cutting.

For more info: Walker.com
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TREATMENT

Try these

tips to help
lawns thrive

in the spring.
By Kate Spirgen

hen spring arrives,

your customers want

to see their lawns re-

the severity of some or all of these
will maximize turfhealth and mini-
mize disease regardless of species.”

turn to lush, healthy standsTaf toofnbat these diseases, Matt

but after months of snow cover,
you might have to give yards a little
help. Here are some steps you can
take to help lawns recover from
diseases that take hold during the
winter months.

Regardless of the turf species,
there are general best practices for
healthy lawns, says Zac Reicher,
Bayer Green Solutions Team.
“Shade, compaction, poor drainage
and traffic are common factors con-
tributing to poor health and thus
lawn diseases,” he says. “Reducing
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Giese, technical services manager
for Syngenta, recommends avoiding
too much or too little fertilization
and irrigation, which can weaken
stands of turf. “Overwatering in-
vites water-loving diseases to gain
a foothold in turfgrass systems, so
moderation is key,” he says. But if
rainfall is high, fungicide applica-
tions become necessary.

Reicher says turfgrass prefers dry
soils to wet soils and most irrigated
lawns are over-watered, so water
only as needed to limit drought

Going into and coming out
of winter, spring dead spot,
which is caused by a soil-
borne pathogen, is common
on warm season grasses.

stress, which might require daily or
weekly adjustments. “Most irrigated
lawns are over-irrigated,” he says.
“It’s always better agronomically to
err on the dry side rather than the
wet side,” he says. “Plus, you will
save water.”

COOL SEASON GRASSES. Dis-
eases generally take hold of cool
season grasses when snow falls on
grass that’s just above freezing,
says Brian Aynardi, PBlI Gordon
manager of university and contract
research for the northeastern U.S.

Prolonged snow coverage leaves
grasses susceptible to gray snow
mold, which pops up when snow
cover lasts for 45 days or more,
allowing the typhula pathogen to
germinate.

“Underneath snow cover, it starts
to infect those leaves and it starts to
cause patches to develop,” Aynardi
says. “So you don’t actually see
any of this going on. Under snow
cover is where infection and patch
development occurs.”

When the snow melts, you’ll
start to see patches that can range
from several inches to several feet
in diameter. To differentiate gray
snow mold, also known as speckled
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LAWN CARE

snow mold, look for specks on leaves about
the size of a pinhead. They’'ll vary in color
from pinkish to almost black.

Those specks are called sclerotia — hard-

It's always better agronomically
to err on the dry side rather than
the wet side.”

ZAC REICHER, Bayer Green Solutions Team

ened mycelia that absorb nutrients and can
survive over the summer. They’ll fall on the
ground or lay underneath green tissue, lead-
ing to breakouts the following year.

There is a limited number of fungicides
on the market available for lawn care, but
flutolanil, azoxystrobin and fluoxastrobin
are effective active ingredients, manufactur-
ers say.

Typically, they’ll be mixed with chlorotha-
lonil, Aynardi says. “Chlorothalonil is labeled
for home lawn use and anything you’re going
to spray is portably going to be better served
with some chlorothalonil.”

Another common winter disease, pink
snow mold, expands further into the grow-
ing season. Caused by Microdochium nivale,
it will grow both under snow cover and
without it, ranging in temperatures from just
above freezing to about 60 degrees.

To find it, look for patches anywhere from
2 to 6 inches in diameter. Under sunny con-
ditions, itwill look pink around the edges. It
looks similar to gray snow mold since both
create a cream-colored tissue when the grass
is destroyed.

Ifyou’re unsure which disease is affecting
a lawn, look for the distinguishing sclerotia
to see if it's gray snow mold. If you don't
see any, look under a microscope for the
lunar-shaped specks that accompany pink
snow mold.

Strobilurin fungicides, polyoxin D, chlo-
rothalonil and thiophanate-methyl are all
good options, Aynardi says.

Whether you’re dealing with pink or gray
snow mold, you'll want to rake up dead turf
in the spring and reseed the lawn. “You also
want to rake up leaves and stuff because
they’re going to act like snow; they’re going
to act like a blanket,” Aynardi says.

And in the fall, don’t apply too much foliar
nitrogen since that can create too much top
growth. Then, when snow falls, the grass will
lie fold over on itself and create that same
blanket effect, Aynardi says.

WARM SEASON GRASSES. Going into and
coming out ofwinter, spring dead spot and
warm season large patch are the big issues to
look out for, Aynardi says.

When it comes to spring dead spot, the
soil-borne pathogen that causes it affects the
roots, rhizomes and stolons of Bermudagrass.
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LAWN CARE

So Aynardi recommends an
isofetamid to treat. “Make sure
you get it in before the tem-
peratures at a 2-inch depth are
below 55 degrees at an absolute
minimum,” he says. “But | like
to say between 55 and 60.”

In zoysia, St. Augustine, cen-
tipede and other warm grasses,
applications for large patch can
be made when temperatures
reach about 75 degrees for five
consecutive days.

To identify it, look for patches
of turf that have orange-ish or
yellowish outer edges.

Penthiopyrad, myclobutanil
and flutolanil are good treatment
options and there are many good

Pink snow mold can grow
with or without snow cover in
temperatures up to 60 degrees.

options on the market, Aynardi
says, but be sure to include a bit
of post-application irrigation
to move the chemicals into the
whorl of the leaves.

OVER THE WINTER. Now is
the time to take a look at your
chemical program and make ad-
justments before the busy season
hits and crews are running.

“Evaluate what did and
did not work in 2018,” Giese
says.“Reach out for advice on
different approaches to those
items that were difficult last
year. Have a plan in place to
make adjustments or wholesale
changes in your programs for
2019. While each season doesn’t
always go according to plan, cre-
ating and preparing for disease
control now can be less hectic
than doing it the morning ofthe
application.”

The off-season is also prime
for maintaining and updating
spraying and spreading equip-
ment, Reicher says, so check
out calibration and particle
distribution.

“Walk-behind rotary spread-
ers with a single propeller tend
to throw granules heavily in
the center of the pattern, then
taper offto the edges in a typical
bell-shaped curve,” he says. “It’s
important to remember, though,
that granule size and weight af-
fect distribution - which is usu-
ally what causes the bell-shaped
curve to shift right or left. Wear
on the spreader will dramatically
affect the distribution.” 1&1
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Give lawns and landscape beds
a little something extra to boost
organic content and create

a better environment for roots.

By Kristen Hampshire

t's health food for your turf and landscape

beds — it’s chock full of macro and micronu-

trients, rich with nitrogen, phosphorus and

potassium. We know the “garbage in, garbage out”
rule applies to how we care for grass, plants and
trees. Quality soil amendments that are applied
properly put “good in” to the landscape.

Soil amendments can improve water availability
to plants, keeping more water in the root zone
where plants can reach the moisture. “That hap-
pens through improving the infiltration of water
into soil and improving water retention,” says
Jessica Davis, head of the Department of Horti-
culture and Landscape Architecture at Colorado
State University.

Dauvis is speaking of compost, specifically. Fol-
lowing a study the university conducted evaluating
topdressing compost on turf, “We were surprised
that even topdressing had a big effect on improving
water infiltration and reducing run-off,” she says.

Considering water scarcity in many parts ofthe
country, especially out West, the more we can do
to enhance soil’s ability to hold on to water, the less
dependent we will be on irrigation. “In Colorado,
we are always concerned about water,” Davis says.
“We've had large increases in population in the last
decade or so, and so we have more urban water
needs and less water available for farming, or even
for landscaping.”

Beyond helping soil retain water, soil amend-
ments also create stronger, healthier turfthat can
stand up more readily to weeds and disease. The
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had large
increases in
population...
so we have
more urban
water needs
and less water
available for
farming.”

JESSICA DAVIS,
horticulture department
head at Colorado State
University

key is to choose a quality soil amendment — and to apply
it properly. Here’s a deeper look at how to select and
use soil amendments, and why these organic add-ins
can elevate the service you offer to customers.

DO-GOOD INGREDIENTS. Technically, a soil amend-
ment is any material added to a soil to improve its
water retention, permeability, drainage, aeration and
structure. “Basically, amendments have organic matter
in them, and as they decompose, they become humus
in the soil and increase the soil organic matter content,”
Davis says. “Organic matter is much more effective at
holding water in the soil as opposed to sandy soil, where
the water drains too freely.”

The ultimate goal of a soil amendment is to create
a better situation for roots. There are a couple differ-
ent ways to include soil amendments into a lawn care
regimen. Compost can be applied as topdressing on to
turf, or it can be worked into the soil before planting.

In landscape beds, working in soil amendments
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before planting can supplement the nutrients and
organic matter in soil to assure planting success, says
Jim Sellmer, professor of horticulture in the Depart-
ment of Plant Science at Penn State University. Sellmer
prefers compost over most other organic amendments,
which can include sphagnum peat, wood chips, grass
clippings, straw, biosolids, sawdust and wood ash.
Inorganic amendments range from pea gravel, sand,
perlite and vermiculite, among others.

First, identify the goal for soil - then choose an
amendment. For example, ifyou want to improve soil
quickly, you'll want an amendment that decomposes
rapidly. Ifyou’re looking for long-lasting improvement,
select an amendment that decomposes slowly. “Soil
amendments take time - they are like a slow-release
fertilizer,” Davis says. “They have to decay, release
nutrients to plants, and then with time, less fertilizer
will be needed.”

Also, Davis says, “Whatever goes into the compost
will affect what you get out of it.”

For example, you'll find macronutrients like nitro-
gen, phosphorus and potassium in composted manure,
along with micronutrients like zinc and manganese.
“Ifyou’re dealing with composted cow manure, those
animals eat plants and then excrete plant nutrients,”
Davis says.

There is no exact recipe for compost. “Feedstock
affects characteristics, so each batch can be different,”
Sellmer says. “Knowing in advance what the character-
istics ofthe compost to be purchased are is an important
piece of information for the contractor.”

Ask for a compost test from the supplier so you know
exactly what you're getting. “If that is not possible,
request the right to reserve a pile and do the compost
test yourself,” Sellmer says.

This is important because compost impacts soil pH.
“Ifthe compost is heavily manure-based, wood-based
or a mushroom substrate, it can raise the pH,” Sellmer
says, adding that there can be a short spike in pH as
materials initially break down into the soil.

That said, compost generally reduces soil pH, which
is especially helpful in regions where soil tends to be
alkaline. “Generally speaking, as organic amendments
decompose, they release organic acids and reduce soil
pH,” Davis says.

Sellmer advises testing soil pH prior to planting in
new soil - and before choosing plants for a landscape
bed. A soil test will determine the nutrients available on
a site so you know what supplements might be required
so the plants will thrive.
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“I recommend a preplant or predesign soil
test, followed by a soil test about every three
years,” he says. “This allows the contractor or
client to compare the original test with the
present test to see if things have changed in
the landscape.”

Soil tests should come with recommenda-
tions for whether nutrients are needed. “Soil
amendments should be based on soil test
report results because they are intended to
supplement the nutrients and organic mat-
ter in the soil to assure planting success,”
Sellmer says.

SOURCING QUALITY AMENDMENTS.
Even with organic matter and the benefits soil
amendments bring to the earth, you can put
down too much ofagood thing. “It’s important
to know that you can over-do it,” Davis says.

According to a Colorado State University
Extension report, ‘Choosing Soil Amend-
ments,” manure-based composts should be
applied at a rate of I inch incorporated 6 to
8 inches into soil. Plant-based soil amend-
ments with lower salt levels can be used in
greater volume, with an average application
rate of 2 to 3 inches worked into a 6- to
8-inch soil depth.

With topdressing, you’ll add a thin layer of
to Vi inch
of topdressing depending on the turfheight.

material on top of turf - about

Ideally, turfshould be aerated before or after
topdressing to work compost into the soil.

“It's important to take a measured ap-
proach,” Davis says. “I'd rather see people
apply small amounts of compost topdressing
annually for several years rather than trying to
‘catch up’ quickly by applying a lot.”

LAWN CARE

Proper application is critical — “moderation
is key,” Davis says. Also, you want to be sure
to use quality compost. “That is one of the
biggest challenges that contractors need to be
careful about: where you source compost, and
make sure it is well composted,” Davis says.

If manure is not fully composted, it will
release an odor. (If composted right, this is
not a problem.) Also, poor-quality compost
that is not heated at high temperatures can
contain weed seed. You don’t have to guess
whether compost was done right ifyou request
a compost analysis. “It is possible to do dam-
age with bad-quality compost,” Davis says.

Providing this analysis to customers can
give them peace ofmind that the soil amend-
ments you’ll use on their property aren’t
“garbage in,” and will make a healthy, lasting
impact on soil quality and plant health, 1&
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MAXIMIZING REVENUE THROUGH
EMPLOYEE ACCOUNTABILITY

andscaping businesses de-

pend on the reliability and efficiency

of their crews to stay competitive.
ile”it's impossible to ride shotgun with
every driver, it is becoming possible to
increase accountability while they are in
the field. Many landscaping businesses
are implementing a new culture of account-
ability because they know one crucial fact
- revenue starts and ends with their workers.
To increase accountability with a land-
scaping fleet's mobile workforce, the use
of fleet management solutions can help

hold employees responsible for their work
performance to maximize revenue. The
technology can provide visibility into real-
time locations, insight into when and how
long employees are on the job site, the
ability to identify and prevent sides jobs and
confirmation of job completion.

INCREASE FLEET VISIBILITY. When ve-
hicles leave the yard, where are they going
and how do employees operate them? The
reality is, without the right tools in place to
track their locations and usage, there is no

way to know for sure. A lack of account-
ability in the field due to crews being “off
the grid” often results in lower productivity
overall. That's why fleet visibility challenges
are often at the root of technology initiatives
for landscaping fleets.

Incorporating technology to track vehicle
locations at all times, pointedly monitoring
when and how employees operate com-
pany vehicles, is the first step toward hav-
ing real accountability in place for mobile
workforces. Gaining an eye in the field to
manage a crew’s productivity through the



day helps ensure they perform jobs quickly
and effectively. Using the aggregate of data
from fleet management solutions, managers
can coach employees so the business can
generate more revenue. Perhaps the data
shows that the crew is making too many
stops at Home Depot throughout the day,
or jobs are taking much longer to complete
than they should. Gaining access to this
information is the resource that's been miss-
ing to achieve the maximum productivity.

ENSURE ACCURATE PAYROLL. Payroll
accuracy is a struggle most landscaping
businesses encounter. When employees
track their hours on paper timesheets, the
room for error ranges from inches to miles.
Without technology holding an invisible
threshold of accountability, miscalculated
labor hours can vary from 15 minutes a few
days a week to much more extreme cases
of forgery. In either scenario, it adds up to
a substantial amount of unnecessary labor
expense. Challenges with payroll discrep-
ancies don't only increase costs. They raise
other important questions such as, “how are
employees spending that time while they
are on the clock,” and “how efficiently are
they performing their jobs?”

Fleet management solutions help verify
timesheets to ensure payroll hours are cor-
rect down to the minute. Landscaping busi-
nesses can use this information in different
ways depending on their payroll process. It
can be as simple as using a report to look
at when crews start and end their day, or
integrating the data directly into a payroll
system to identify and fix discrepancies
with the click of a button.

PREVENT SIDE JOBS. An opportunity
cost for landscaping businesses occurs
when employees perform side jobs with
company trucks and equipment. There can
be far-reaching financial consequences
to a business when employees decide to
pocket extra cash by completing services
with company property. Allowing this to
occur increases fuel expenses, wear and
tear on vehicles and takes direct revenue
away from the bottom line.

Side jobs most commonly take place
during odd-hours, such as the weekends
or after hours during the week, but can
also happen during regular business hours
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between jobs. Regardless of when they oc-
cur, side jobs take away from the services
a landscaping business can complete.
Outside of the potential to lose revenue
on a specific job, the business will be held
liable for accidents that take place in their
company trucks, even after hours.

Landscaping businesses are using fleet
management solutions to monitor odd-
hours to know when vehicles are in use,
both during the workday and after hours. A
common way to track this activity is to set
up alerts to know when vehicles are moving
during a specific timeframe. By monitoring
all stops the fleet makes during the day,
including non-working hours, businesses
can quickly identify potential side jobs and
investigate the events to either verify or
refute them.

PROOF OF JOB COMPLETION. In today's
world, news of a bad customer experience
spreads faster than ever. With the rise of
customer review websites, it can be a down-
right struggle for landscaping businesses
to bounce back from negative experiences
recounted by previous customers. An age-
old challenge for landscaping businesses
is what to do when a customer calls to
complain a service was not complete. If the

crew claims they were on site for an hour
and the service was finished, it could turn
into a matter of “he said, she said,” without
away to verify the truth.

Fleet management solutions provide the
information needed to confidently resolve
customer disputes by looking at factors
such as how long the vehicle was at the
site. Using technology during disagree-
ments helps vindicate drivers, along with
providing a better customer experience in
the process. When landscaping businesses
use technology to protect drivers along with
holding them accountable, it makes for a
much more useful tool overall.

In the digital age, landscaping busi-
nesses can implement much stronger ac-
countability than in the past by using fleet
management solutions, and it's having a
direct impacton revenue. Holding employ-
ees accountable ensures they are on the
top of their game so that the business can
be as successful as possible.

About the Author: Jenny Shiner is the communica-
tions manager for GPS Insight. She graduated from
Arizona State University with a Bachelor's of Com-
munication and is responsible for external marketing
communication for all business segments that GPS
Insight targets. Contact GPS Insight for more informa-
tion on fleet management solutions.
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Irrigation controllers
can do more than
ever as technology

continues to advance.

By Holly Hammersmith

he increased adoption of Wi-Fi-enabled
irrigation controllers is prompting
contractors to sell their clients on their

of (Wi-Fi-enabled) product.”
What's next on the horizon includes more ad-
vanced and accurate weather programming — such

unique features to gain an edge on the corapébi- the specific weather conditions at a physical

tion, irrigation system manufacturers say.

NEW DEVELOPMENTS. “What tends to be the
newest and most common with what we are see-
ing are integrations with Google and Amazon and
other companies that offer home automation,”
says Joe Porrazzo, product manager at Rain Bird
Corporation.

Smart controller used to mean the controller was
adjustable based on weather conditions, he says.

“l think that definition of ‘smart’ has adapted
more ofthe homeowner definition ofconnectivity.
A weather-based programming aspect is assumed
in the connection,” Porrazzo says. “Today we are
seeing basically every manufacturer offer that type
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address — micro climates, he says.

“Another trend we are starting to see is flow
sensing is becoming a very popular topic for com-
mercial and residential,” Porrazzo says. “l think
that is going to get more affordable and easier to
use so that a homeowner will be more enticed to
use it and monitor their property.”

ETwater controllers (recently acquired by Jain
Irrigation) have a feature called predictive analytics.

“Predictive analytics for weather allows us to
look forward as well as backward. And that is
the latest, greatest that’s happening, | think, in
smart controllers, says Richard Restuccia, vice
president of water management solutions at
Jain Irrigation.
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Two-way
programability,
which allows users
to fully program

the controller from
a computer or cell
phone, is picking

up in popularity,
says Peter Lackner,
product manager for
The Toro Company.

Two-way programmability is
also picking up in popularity, says
Peter Lackner, product manager for
The Toro Company.

“One-way programmability
meant your cell phone or your com-
puter could double as a remote
control where you’re just turning
the sprinkler manually on or off,”
he says. “But with two-way pro-
grammability you’re now able to
fully program the controller from
a computer or a cellphone as ifyou
were standing at the controller.”

POPULARITY CONTEST. For a
long time, advancements with ir-
rigation controllers were spurred
by the needs ofcontractors. Today,
homeowners’ needs play a stronger
role, Porrazzo says.

“Homeowners are getting much
more knowledgeable and are start-
ing to dictate what products are
being put in the home or in the
ground,” he says. “Every home-
owner wants to have Alexa tell their
sprinkler to turn on.”

For contractors working with
large clients, such as a homeowner’s
association with a system control-
ling 40 zones, easy setup is vital,
Restuccia says.

“What's really important (in a
controller) is to have the ability to
set one of these zones up and then
copy them for the rest of the prop-
erties, or the rest of the zones,” he
says. “Ifyou make an error on the
programming, you’re not going to
get the performance you expect.”

In that same scenario, the cli-
ent, such as the HOA property
manager, is likely going to demand
readily available reports on the sys-
tem’s performance, Restuccia adds.

“(They) want to able to share the
analytics with my homeowner as-
sociation boards and be able to easily
show them why they use more water

We like to think of it as controlling your

whole yard, notjust your sprinklers now.”

PETER LACKNER, product manager, The Toro Company

or why they use less water,” he says.

Another increasingly popular
feature is the capability for an ir-
rigation smart controller to control
other features on a property like
outdoor lighting.

“We like to think ofit as control-
ling your whole yard, not just your
sprinklers now,” he says.

MARKET VARIATIONS. “The
adoption rate for different features
in different states are different,”
Porrazzo says. “California is one
of the largest, if not the largest,
markets for irrigation in the world.
We have to design our products to
meet those strong (water conserva-
tion) standards.”

Contractors in Texas, Colorado
and Florida are feeling a similar
push. States without as strict guide-
lines for water usage are following
suit slowly, he says.

Lackner says the request for
connectivity in smart controllers
is universally demanded. The de-
mand initially came through the
commercial space, which is where
a lot of innovations are born, but
residential clients have followed
suit, he adds.

“It has been kind ofcost prohibi-
tive for smaller, single home own-
ers, but that's kind ofthe next step
in smart control,” he says.

PROJECT DEMANDS. “The resi-
dential customer is more interested
in something that is simple and
intuitive,” Porrazzo says. “Commer-
cial properties, on the other hand,
want that granular control, control-
lers that can operate multiple valves
at a time, that have advanced flow
sensing capabilities, very accurate
weather sensors and stations.”

It may sound simple, but it’s
also important to ensure the con-
troller, ifWi-Fi-enabled, can access

Wi-Fi, Restuccia says.

“l always caution people to be
sure that where they’re placing their
controller, they actually get Wi-Fi. |
know, for instance, at my house, if
| put my controller in my garage, |
don’t get Wi-Fi in my garage. That’s
something they should take into
account,” he says.

MARKETING TIPS. There are a
few angles contractors can consider
when marketing irrigation smart
controllers to their clients and to
stay out of the lowest bidder game,
manufacturers say.

“(Contractors should) market
themselves as water management
specialists if they are,” Restuccia
says. “And | think the way they
prove it is with good case studies.”

For example, if the installation
of a smart controller saved a cli-
ent money or conserved a certain
amount of water, a case study can
help explain the benefit ofthe con-
troller to a client, Restuccia says.

Another consideration is to
create and add opportunities for
reoccurring revenue from existing
customers, Porrazzo says.

“Connected controllers allow
contractors to oversee multiple
properties from a tablet or
computer. Being able to turn these
systems on or off (and monitor
the system) is a service they could
sell monthly similar to a security
system,” he says.

Unique features that not all
devices offer are another selling
proposition, Lackner says.

“For our products specifically,
we actually use proprietary radio
technology that gets us three times
the range that Wi-Fi gets us,” he
says. “We like to use that as an
upsell over just a traditional Wi-Fi
controller.” 1&

The author is a freelance writer based in Ohio.
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BUSINESS FOCUS

LOOK

BEFORE

YOU

Franchise opportunities
can launch your
business to the next
level, but here’s

what you need

to know before

taking the leap.

By Lauren Rathmell
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franchise creates opportunity,
offers a network ofexperienced

A

to own. However, before getting your foot

help and can act as a shell for the
business you've always wanted

in the door and signing on, there are some
things you should keep in mind.

DUE DILIGENCE. Nathan Newlands, vice
president of franchising for Spring Touch,
says first and foremost, a good franchise
should be able to address your specific needs.

“The question is, what do you need help
with? Obviously, you're already in the indus-
try so you're already enjoying it,” Newlands

says. “(Maybe) it’s just that something is not
quite working. Identify what that is, and why
you need the help. Then ask ifthe franchisor
is able to help you in that area.”

Ifyou’re considering making the conver-
sion to a franchise, your homework is to fully
understand what areas you are struggling
in. Newlands says that while franchisors do
consider what your company can bring to
the table, it’'s more important to understand
ifthe franchisor can offer you the right kinds
of tools. While franchises may seem like a
shoo-in for growing your business, not all of
them have the best benefits.

Vice President offranchise development
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at Grounds Guys, Pat Hyland,
suggests looking into what sort
of coaching you will get as a
franchisee after the agreement
has been signed. Ask yourself if
there’s ongoing training avail-
able and pay attention to the
type of support system the
network has built.

“Sometimes brands will just
award you their brand and then
pat you on the back and send you
out and say, ‘good luck,” Hyland
says, which is a major red flag.

Aside from understanding
where you stand with your goals,
it's also smart to review the fran-
chise disclosure and then review
it again with a lawyer. Hyland

says working with a lawyer who
specializes in franchises will be the
best bet. He recommends using
online resources from the Inter-
national Franchise Association.

Hyland also recommends con-
tractors talk with other franchisees
before signing any agreements.

“(Find out) about their expe-
rience with the brand and the
franchise,” he says. “I think that's
a really critical part of this...
validating what their current
franchisees experiences are with
being with that brand.”

Blaine Young, Franchise Sales
& Development with Natu-
raLawn, also highly recommends
talking to other franchisees.

EXTERUS Outdoor Kitchens, Firepits & Fireplaces
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“Talk to someone that is small,
medium and large. Sometimes
it's not a bad idea to ask about
failure rate,” Young says. “Look
at the growth rate of the fran-
chisees year by year to get a feel
of what your growth rate would
be by joining that system. The
systems, processes, products and
service are really what's going to
attribute to the growth.”

STEER CLEAR. Hyland says all
good franchisors should invite
potential franchisees to the
headquarters and expect nothing
in return.

“You should not be under

pressure,” he says. “(They

shouldn’t) expect you to bring a
check and be ready to sign right
there.” Contractors shouldn’t
be in a rush, either. “It’s a big
decision for a contractor to make
the decision to become a part
of a national brand,” he says.
Taking your time and thinking
things through will avoid the
dreaded buyer’s remorse.

When you're in the agreement
process, the information you
gained from the franchisees
should reflect what you’re seeing
and hearing from the franchisor.

“You want to see a consistent
franchise,” Hyland says. Ifthey’re
always changing things, it might
be best to move on.


http://www.exterusoutdoor.com
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If a franchise isn’t willing to
be open with you as far as terms
of the agreement or financials, it
should make you question the
operation.

“For someone looking into the
franchise system, if the franchi-
sor is elusive when asked some
questions about the disclosures
or their financials, that would
concern me,” Young says.

FOLLOW THE MONEY. While
all franchise agreements con-
tain different specifics, New-
lands says a potential franchisee
should look to Item 7 in the
agreement. This is where you’ll
find a breakdown ofwhere your

money is actually going.

In some franchise agreements,
a franchisee will be required to
use a certain brand of equip-
ment or a specific company for
third-party services. Newlands
says while that’s relatively nor-
mal, the potential franchisee
shouldn’t be afraid to ask why.
A worst-case scenario would be
the franchisor giving business
to a company that is owned by
him as well.

Both Newlands and Hyland
can attest to the financial ben-
efits of a franchise. For instance,
vendor loyalty can provide steep
product and equipment dis-
counts for a franchisee.

A potential franchisee should
be able to clearly see the value
in the agreement.”

PAT HYLAND, VP of franchise development, Grounds Guys

“There needs to be absolute
transparency,” Hyland says. “A
contractor should know what a
day in the life ofa franchisee will
look like.”

The types of systems that a
franchise has in place should also
be ofvalue to you. Experienced
support staff is a huge asset for
a franchisee according to both
Newlands and Hyland.

“(A potential franchisee) should
be able to clearly see the value in
the agreement,” Hyland says.

MIND OVER MONEY. Being
attractive to a franchisor is not
so much about the size of the
companies you've owned, but

more so about realizing where
you are in terms ofyour business
and personal goals.

“Sometimes halfofthe experi-
ence is realizing ‘Hey, I'm not
getting to where | wanted to
get to and | think I'm going to
need some help along the way,’
Hyland says.

Young says he always tells fran-
chisees to be critical ofthemselves.

“What | mean by that is if |
were franchise prospect (I'd need
to) be able to say ‘I'm great at
sales, but probably not your best
technician,” he says. “l would
have to acquire the good talent
to make sure that I got good
technicians.” 1&

THE CHOICE FOR LANDSCAPE PROFESSIONALS
SEEKING EFFECTIVE, ECONOMICAL PRE-EMERGENTWEED CONTROL

Surflan®XL 2G herbicide stops unsightly weeds before they get started.
Surflan XL 2G is an easy-to-use selective pre-emergence herbicide for

*Weeds controlled
Labeled to control or suppress 21 annual grasses

and 35 broadleafweeds. See label for details.
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to label directions, Surflan XL 2G can provide effective weed control all
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Clients are increasingly willing
to open up their wallets for outdoor
spaces with all of the amenities.

By Arricca Elin SanSone



DESIGN/BUILD

It’'s often said that the landscape business
follows the stock market: When things
are good, people are willing to spend.
That’s certainly been true recently,

with many firms already booked for
outdoor living projects for summer 2019.

“People are spending more money every year,”
says Barry Schneider, president of Surrounds
Landscape Architecture and Construction, based
in the greater Washington, D.C., area. “They’re
trying to make their backyards into aresort. They
want to go out their back doors to places that are
welcoming extensions of their homes.”

Here’s what'’s in demand in outdoor living:

OUTDOOR KITCHENS. Without question,
design firms say the No. 1 requested item is
an outdoor kitchen. “Everyone wants one,”
Schneider says. “Ten years ago, it was basically
a built-in grill. Now it’s a full-blown kitchen
with high-end stainless appliances, including
a natural gas grill, gas or wood pizza oven, wet
sink, fridge and smoker.”

What's causing the increase in demand? “I
think with the uncertainties in the world these
days, people are spending more time at home,
less time traveling, and they want to be outside,”
says Chris Vedrani, owner of Planted Earth
Landscaping. “We've put in more kitchens in the
last two years than the last eight years altogether.”

Besides cooking and food preparation areas,
design elements for outdoor kitchens often in-
clude a bar and seating areas, placed strategically
so people can interact with the cook. Basically,
the outdoor living movement blurs the line be-
tween indoors and out. Spaces are being created
that mimic the indoor environment down to the
lighting and seating areas.

As a result, lighting has become an element
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installed on every single project, Schneider says.
LEDs have improved the ease of installation,
maintenance and versatility. One of the latest
requested features is lighting that changes for
mood or season: oranges and purples for Hal-
loween, reds and greens for Christmas and so
on. Lighting is installed not only for walkways
and seating and bar areas but also as accents to
highlight specimen plants or to add a moonlight-
ing effect on trees.

In addition, pavilions and pool houses that
include a bathroom and storage cabinets are
growing in popularity. It's a simple way to in-
crease useable living space and create additional
privacy. Pergolas are requested less frequently
because, although they have a pleasing aesthetic,
many clients prefer covered structures for protec-
tion from the elements.

Another element that’s gaining in popularity
is outdoor sound systems. “It's become very
sophisticated,” Schneider says. “We’re hook-
ing up high-quality subwoofers, speakers, the
works.” High-end outdoor furniture, typically
with a modern design consciousness, is also in
demand. “We've seen clients willing to spend
$3,000 to $4,000 on an outdoor sofa, which is
an indication of how much people love being
outdoors,” Schneider says.

OPPOSITE PAGE Customers want the allure of
water features without the maintenance issues that
come with koi ponds and streams, so landscapers
are offering other options.


LAWNANDLANDSCAPE.COM




DESIGN/BUILD

Obviously, the more complex
the project, the higher the price
tag. But VVedrani says a minimum
$25,000 to $50,000 is common
for basic outdoor kitchens, with
most higher-end projects in the
$300,000 and up range for full-
blown kitchens with deluxe ap-
pliances, according to Schneider.

FIRE FEATURES. Firepits with
seating in the round and fireplac-
es, which make spaces feel more
like interior living rooms, are
common requests. The American
Society of Landscape Architects
(ASLA) 2018 trends survey re-
vealed that nearly 70 percent of
projects were expected to include
an outdoor fire pit or fireplace.

These design elements add an
additional layer of coziness and
extend the season for sitting out-
doors. Because fireplaces require
plumbing and gas lines, they typ-
ically cost about $10,000 alone,
while fire pits have a $4,000 to
$5,000 price tag, Vedrani says.

MATERIALS. Flagstone, blue-
stone, limestone and travertine,
which works well for pool decks
because it doesn’t get hot on the
feet, are extremely popular choic-
es because people like the appear-
ance of natural stone. However,
many manufactured stone com-
panies are creating products that
look more and more like the
real thing, Schneider says. In

Discover the
Smartest Irrigation Service

Responds to the weather

Eliminates overwatering

Detects leaks
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People are spending more money
every year. They're trying to turn

their backyards into a resort.”

BARRY SCHNEIDER, Surrounds Landscape

addition, they’re easier for most
contractors to install.

The trend with decks is the
use of more exotic materials,
such as ipe wood. Ipe is a type of
tropical hardwood that’s noted
for its durability and rich, warm
brown color (it softens to grey
unless you seal it). “It’s essentially
zero maintenance, so we have a
lot of clients doing a sort of ac-
cent deck that’s maybe a foot off
the ground with no railing away
necessary,” Vedrani says. They're
sometimes located as a focal
point a distance from the house.

When it comes to preferred
railing, one of the most com-
monly requested products nowa-
days is stainless cable railing.

/ *3

“It’'s the number one choice,”
Vedrani says.

The disadvantage is that it’s
expensive (at least twice what
typical railing costs) and it needs
tightened every few years. The
advantage is that virtually no
other maintenance is required.

WATER FEATURES. Many de-
signers say that client requests for
water features have tapered off.
Water features such as streams
and koi ponds are not as popular
as they once were, in part because
ofthe maintenance issues such as
algae and potential leaks. “People
still want water, but we’re doing
more projects such as an urn that
spills water into a gravel bed,”

water

a Jain Irrigation company
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STEP-UP YOUR TURF CLEAN-UP GAME

The new Ferris™ turf care line ensures your clients have clean, healthy lawns. The FB2000 Hurricane™ and
FB3000 Hurricane™ are stand-on blowers designed to provide maximum air flow and power for effective lawn clean-up.

QUAD CONTROL HANDLE SYSTEM™
This system provides travel direction control,
automatic return to neutral, integrated
operator presence, and self-activating

parking brake.

JOYSTICK DEFLECTOR CONTROL
The joystick allows the operator to quickly
select the air flow direction from the

operator tower.

Visit ferrismowers.com to locate your nearest Ferris dealer.

DUAL-DEFLECTOR AIR FLOW SYSTEM™
Direct the air flow stream at the angle you need it
to effectively move debris. The left deflector is split
to allow the operator to change the angle of the air

flow from the operator station.

8500+ cfm 165 mph 11 mph


ferrismowers.com
FERRISMOWERS.COM

DESIGN/BUILD

Schneider says. “You still get the
sense and sounds of water with
this kind of feature, but with

fewer maintenance challenges.”

PLANT PALETTE. According
to the most recent ASLA trends
survey, about 80 percent of
projects are expected to include
low-maintenance plantings, per
client request. Low-maintenance
gardens always have been popu-
lar, but there’s a distinct move-

ment toward a more relaxed feel
to the landscape. “We’'re selling
a lot more sweeping beds of
grasses, even in traditional gar-
dens,” Schneider says. “They’re
more natural in appearance and
you get three-seasons of interest.
They’re often placed alongside
a meandering gravel path and
a mixed border of perennials.”
The other benefit is that grasses
fill in quickly. You can plant
hundreds of them in April and

$25,000 $50,000

The minimum that is common for basic outdoor kitchens, according to
Chris Vedrani, owner of Planted Earth Landscaping. Most higher-end projects
cost in the $300,000+ range for full-blown kitchens with deluxe appliances.
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Imost every project has at least
six to 12 pots and they're planted
with 90 percent annuals for color.”

CHRIS VEDRANI, Planted Earth Landscaping

within three months, you've got
a nearly full-grown plant. “They
don’t cost as much as boxwoods
or evergreens,” Schneider says.

Another growing design de-
velopment is the use of pots
grouped throughout the prop-
erty. “Almost every project
has at least six to 12 pots and
they’re planted with 90 percent
annuals for color,” Vedrani says.
Limestone or concrete urns or
large (3'x 3’) metal planters, set
on the front porch or on and
around the pool deck, are most
popular. They’re usually filled
annuals that are swapped out for
three turns (spring, summer and
fall) including seasonal options
such as pansies or mums.

One of the challenges for de-
signers in recent years has been
plant materials at reasonable
cost. “For example, boxwoods
are three times what they used
to be and you need to find the
blight-free varieties,” VVedrani
says. “There’s a real shortage be-
cause many growers folded after
the 2008 recession.” The result
has been fewer growers and
fewer mature plants. Vedrani
says one of their solutions is to
substitute other lesser-known
plants that are as attractive but
resist blight, such as blue hollies
or an inkberry holly, such as
Gem Box. 1&1

The author is a freelance writer based
in the Northeast.
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The pitch: The CASE SV340 is the
company’s most powerful skid-
steer to date.

+ Rated at 3,400 pounds operat-
ing capacity and featuring a
bucket breakout force of 9,531
pounds, the new vertical-lift skid-
steer offers powerful operating
capacities.

+ The SV340 provides extra
power and performance, along
with a stronger lift arm, H-link
and upper chassis.

+ The SV340 features EZ-EH
(electro-hydraulic) controls that
provide nine adjustable speed
and control sensitivity settings
that can be adjusted on the fly.
For more info: CaseCE.com

The pitch: The large frame TS80
series loaders deliver a blend

of performance, durability and
operator comfort.

+ TS80R2 features an operating
weight of 7,950 pounds and a
rated operating capacity of
2,825 pounds.

+ The TS80 skid-steers feature a
functional and well-equipped op-
erator’s station that now includes
a lower threshold for easier entry
and exit for the operator.

+ Several new options are now
available and include ride control,
bucket positioning and high-flow
auxiliary hydraulics.

For more info: Takeuchi-us.com
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The pitch: Designed according
to customer input, the Vermeer
CTX100 mini skid-steer fits into
small spaces and is lightweight
enough to use on most land-
scape surfaces.

+Vermeer increased the hinge

pin height to 89.5 inches, making
loading materials into a brush
chipper, truck or trailer easier.

+ It has a tipping capacity of 2,958
pounds and a rated operating
capacity of 1,035 pounds.

+ The CTX100 features vertical lift
boom arms, which keeps the load
closer to the machine and helps
increase lift capacity.

For more info: Vermeer.com

The pitch: The machine features
highly efficient hydraulics and
cooling systems as well as best-in-
class high ground clearance, de-
parture angle and serviceability.

+ A 10.5-inch ground clearance al-
lows the machines to easily travel
over obstructions such as logs,
stumps and rocks with less risk of
getting hung up.

+ It can travel as fast as Il mph
when equipped with optional
two-speed drive.

+ The VS-75 features a rated
operating capacity of 3,500
pounds and a tipping load of
7,000 pounds.

For more info: Asvi.com


CaseCE.com
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Vermeer.com
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Rental equipment is a valuable resource for landscape
companies. Here are some rental dos and don’ts so you
can develop a true partnership with a rental company.

By Kristen Hampshire

ental equipment can add more
muscle to your fleet so you can take
on a large project without buying

Nick Casale, vice president of Casale Rent-All
in Clifton Park, New York.
Casale also says education is an important

more machines. And borrowing equipsaenof renting out equipment. Not only

from a rental house can allow you to get into
new types of work or grow an area of your
business to discover its potential before you
invest in buying the tools.

For these reasons and more — like getting
amachine in a pinch when you've got equip-
ment down - your local equipment rental
provider is an important partner.

“Rental equipment can enable contractors
to get jobs they might not have before,” says

do rental associates consult with contrac-
tors to help them select the most efficient,
cost-effective and productive tools for their
jobs - they also walk through important
maintenance and fueling information so the
equipment can perform as expected.

There are dos and don’ts for renting
equipment. And the ideal rental customer is
one who owns some equipment and needs
more machines for a job, says Darren Lewis,

branch administrator at Company Wrench in
Charlotte, North Carolina. “They know how
to take care ofequipment and have qualified
operators to run it,” he says.

Ultimately, you should run rental equip-
ment like you own it. Here are some pointers
to be sure you’re maximizing the possibilities
ofrental equipment.

PLAN AHEAD. Last-minute jobs pop up;
machines go down. You can’t always arrange
rentals a week in advance. But, when that
flexibility is possible, do plan ahead. “Even
a few days in advance is helpful and will give
you opportunities for the best options avail-
able from the rental house,” Casale says. “The
more notice you can give, the more likely you
are to get the best tool for what you need and
to be ready to rock and roll for your project.”

TALK ABOUT THEJOB. Explain the proj-
ect you’re tackling to the rental provider.
“Our staff generally asks multiple ques-
tions before renting equipment, including
what the job will be and what materials the
contractor will be dealing with,” Lewis says.
“That makes it easier for our sales force to
match a piece of equipment for the job if
the contractor isn’t sure.”

And sometimes, customers ask for a piece
of equipment that might not be the
best fit.
renting out a massive piece of

“There’s no sense in

equipment ifwe can show
them something else
that will do what
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they need and save them money,” Lewis says.

UNDERSTAND MAINTENANCE NEEDS. Some
of the biggest mistakes happen because operators
use the wrong fuel or put fuel in the wrong reser-
voir. “We see quite often where contractors will put
diesel fuel in the after-treatment system or into the
hydraulic system,” Lewis says. “That can cause a lot
of damage - a lot of damage.”

Damage done to equipment during the rental
period is fixed by the rental house, and the rental
customer picks up the tab for service.

Another issue is allowing diesel exhaust fluid
(DEF) to run out, which can cause damage. This
fluid is designed to trap nitrogen particles so they
don’t release into the exhaust.

Casale advises customers who are renting equip-
ment that will sit out in cold temperatures to use
pre-treated fuel. “If the machine is sitting idle in
winter, the diesel fuel can actually gel up,” he says.
“Then, when you need the machine for a snow
storm, (it won't start).”

So, be sure to find out exactly what type offuel
the rental equipment requires. Ask about other
fluids you’ll need to replace during the time of
rental. A salesperson at the rental house will walk
you through fueling basics because every machine
is different.

“Ask the rental company ifthey can give you an
abbreviated list ofthings you should and should not
do for maintenance,” Casale says. “Some machines
require that you grease certain points on them.”

The rental company might come to the jobsite
to check on the equipment to see if needs service
or maintenance. “Depending on the length ofthe
rental, we’ll service the equipment as needed,” Lew-
is says. “But our customers are required to grease
pivot points on a daily basis because of the wear.”

SNAP A PICTURE. Before you leave the rental
provider, Casale suggests taking pictures of the
equipment to denote any wear and tear or marks
and the general condition of the machine. “Just
like ifyou were renting a car, take pictures as you
are taking possession ofthe equipment so you have
those for your records,” he says.

TREAT IT LIKE YOUR OWN. “When we supply
equipment for rental, it is sent out into the field
very clean,” Lewis says. “It has been serviced and
all the pivot points are greased. It’s full of fuel.”

When you return the equipment, it should be
in the same condition as when you left the rental
house with it on your truck.

THE BOTTOM LINE. A rental provider can be so
much more than a place to get extra equipment.

Beyond actual equipment, a rental company can
be a great place to network and even find new cus-
tomers, Casale says. “We get to know contractors
and ifthey come in and are looking to subcontract
out work, we can give referrals,” he says.

When homeowners stop in looking for equip-
ment, uncertain if they can actually do the job,
Casale says his team can send them to area con-
tractors who specialize in the work they want
to accomplish. “We want to be the easiest part
of our customers’ day and help them solve their
problems,” he says, 1&1

AN EQUIPMENT RENTAL
COMPANY is an important
extension of any landscape
contractor’s business. The key is
to establish a relationship with a
rental house, and the American
Rental Association (ARA) suggests
these five steps to ensure that you
partner with the right provider.

1. SEARCH FOR RENTAL
STORES IN THE AREA WHERE
THE MAJORITY OF YOUR
WORK IS BEING DONE. A rental
store locator is available on ARA’s
RentalHQ.com website. Enter the
type of equipment you need and
where you need it to get a list of
local ARA-member rental compa-
nies that can meet your needs.

2. TALKTO OTHER CONTRAC-
TORS IN THE AREA. Ask others
for references and about their
experience working with a par-
ticular rental store. You want to do
business with a company that has a
good reputation among your peers.

3. ASK THE RENTAL STAFF
ABOUT THE STORE'’S EQUIP-
MENT FLEET. Does it match your
needs? If they don’'t have some-
thing, can they get it? How often is
equipment replaced in the fleet?

4. DETERMINE IF THE RENTAL
STORE IS ABLE TO PROVIDE
SERVICE WHEN AND WHERE
YOU NEED IT. Since manyjobs re-
quire contractors to work off hours,
you need assurance that your
rental partner can get you what
you need, even if it's late at night.

5. REVIEW THE STORE’S

RENTAL CONTRACT. It should

be straightforward with terms
that you understand and meet
your needs.

Source: American Rental
Association, ARArental.org
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TECHNOLOGY

Beginning SEO can be confusing,
but simple tips and tricks could
help more customers find your
business online. ByJimmy Miller

mplementing and investing in search

engine optimization can be as diffi-

cult or expensive as you let it. That’s

why Nick Saint, owner of OneLove

Lawn in Grove City, Ohio, has
managed his team’s own SEO since the
company started in 2013.

At the time Saint launched his  j
company, prices were simplytoo A
high for them to hire someone -
to help with SEO. After spend-
ing so much time dabbling B
to learn what works and what B
doesn’t, the company is now w
helping other businesses cheaply
build websites during the winter.

“We got our nerd on and just
started reading,” Saint says. “We started
experimenting with SEO — keywords,
tags — and we learned it all the hard way.”

IF YOU’RE NOT FIRST, YOU’RE LAST

According to a study by online advertising network Chitika,

the first website listed on Google search results generates roughly
33 percent of the web traffic. The second position only gets around
18 percent. By the time a user gets to the bottom of the first page
of results, there’s little chance remaining websites will be considered.
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Your success IS our obsession.

Service Assistant is the powerhouse that continues
to set the standard for service-industry operations,
management and marketing software and is the

hub for successful businesses world-wide. It's easy
to use and setup. Integrated Google API utilization
auto-populates GPS distance based addresses for

fast easy new customer adds and searching.

With features like visual routing, integrated marketing,
vehicle tracking, in addition to management of
contacts, documents and accounts, it's your assistant
that never sleeps, goes on vacation or forgets a call.
Your entire business and marketing universe is at
your fingertips anytime, anywhere, on any

web-enabled device.

Software to Manaqge Your Business « Marketing to Grow It

............... IR RealGreen

For a no obligation demo, visit: RealGreen.com/MobileGrow Nsyvstems
or call: (877) 252-9929

Proudly developed and supported in Walled Lake, Michigan

© 2018 Real Green Systems. All rights reserved.
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TECHNOLOGY

GETTING STARTED

You don't need to break the bank to improve your online
presence. Straight North’s Brad Shorr, a director of con-
tent strategy, offers three initial steps for SEO beginners.

1. NAP: It's an acronym he coined, and no, it doesn't mean sleep away
your problems. Shorr says the first thing companies must do is ensure their
names, addresses and phone numbers are listed online and on every page
on your website. Including a physical address won't hurt, either. “That’s
one of the big signals that tells Google, ‘Hey, this is a company that's
based in Chicago and they’re here,” Shorr says.

2. CREATE A MOBILE-FRIENDLY WEBSITE: This one could cost a bit
of money if your company’s website is really behind the curve, but Shorr
recommends businesses find a webmaster who can ensure your website
looks good and is responsive on any device. “More people are using the
internet from their phones than from desktops,” Shorr says. “You want
to make sure anyone who's looking at your site on a mobile phone has a
really good experience, or you'll lose them.”

3. MONITOR ONLINE REVIEWS: “If (Google sees) your business has posi-
tive reviews, they’ll factor that into your rankings,” Shorr says. He cautions
companies from urging customers to leave reviews because on websites
like Yelp, it could get your business blacklisted - review websites hope to

be independent and don’t want users to feel obligated to write positive
things on behalf of a company. Shorr also says taking the time to respond
to negative reviews can't hurt, and it would be a good idea to feed reviews
onto your website from other sources.

That research is critical even
for companies who hire externally
to help with their SEO. Tony
Gricar, founder of SEO company
Green Pro Marketing, says under-
standing key terminology helps
you study what your competition
is doing. Analyzing the websites of
rival landscape companies takes
basic knowledge on title pages and
meta descriptions, which are por-
tions of characters in a website’s
HTML that describe the web page
in 155 words or less.

But once you learn what some-
one ahead of your company on
the rankings is doing better than
you, making that tweak is much
more seamless.

“It really becomes a numbers

game of what it is you can con-
ceivably do, what your budget
allows you to do, and what you
can target,” Gricar says. “Who are
those legit local companies who
are ranking? Look at what their
website structure looks like. Start
poking around under the hood,
and that can actually help you
learn SEO as you go.”

WHAT NEXT? How long it takes
for your SEO practices to take
hold is entirely dependent on
the competitive nature of your
market. Adapting or redesigning
websites will improve your rank-
ing, but getting on the first page
of search engine results - or even
in that coveted top spot - might
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take more time. Gricar says it can
be a matter ofminutes or months
before you notice a difference.
“You don’t need to reinvent
the wheel - you just need to
do marginally better than the
other person,” Gricar says. “A
lot oftimes, it doesn’t take much
to outrank somebody. It can
seem daunting, but once you
start breaking it down, it's not
the hardest thing in the world,
especially for the majority of
landscaping companies in those
smaller or mid-size markets.”
Brad Shorr, the director of
content strategy at SEO company
Straight North, says once you get
the basic understanding of SEO,
little tweaks can help make a dif-

* 5 models
» Compact size

Hundreds of attachments e
360 degree visibility

ference. For example, ensuring
your page title tags are descrip-
tive of services people would
actually search for online helps.
Also, making sure your page loads
quickly helps because speed is
factored into Google’s SEO.
Shorr says another proactive
thing that helps is getting your
website linked to other websites.
Google’s search algorithm is
heavily dependent on links from
other websites that come back
to your website. It's likely that
competitors in landscaping aren’t
doing this, so you can get a good
edge, Shorr says. A good place to
look would be asking local news
media or journals that mention
your company to link to you, or

A /

You don't need to reinvent the

wheel - you just need to do marginally

better than the other person.”

TONY GRICAR, founder, Green Pro Marketing

to ask local chambers of com-
merce for links.

“Google’s logic is, if a lot of
websites are linking to yours,
then you must have a really good
business,” Shorr says. “It’'s good
enough for people to want to link
to. Good, quality links over time
will help your organic rankings.”

ALONG FORTHE RIDE. Google
is always changing its algorithm
process, so constant research is
critical to keeping your ranking
ahead of the competitors.
Gricar and Shorr both recom-
mend studying resources like
Moz, Search Engine Watch,
Google’s SEO Starter Guide and
the Google Webmaster blog.

» Lower operating costs
» Telescopic boom

Reduce labor

Gricar also recommends you test
your own SEO by seeing where
you rank on Amazon Echo,
Siri or other voice-command
devices’ search results.

Saint says the difference be-
tween good and bad online
presence is how deliberately
companies implement strategies.
The work can be rigorous, but
despite that, Saint says SEO isn’t
“rocket science.”

“Ask lots and lots ofquestions,
and read a lot,” Saint says. “You-
Tube is wonderful as well. You
have to do your research - that'’s
really the best thing | can say. If
this is something you want to do
on your own, it’s something you
have to research.” 1&

Learn more at

www.avanttecnousa.com

847-380-9822
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CLASSIFIEDS

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

Residential
Design/Build Opportunity

Upstate New York area
$1.5M revenue

Great opportunity for a company
to expand operations or an individual
to enter a significant market.

+ 32-year-old company. Local leader
in the landscape community.

+ Emphasis on high-quality hardscape;
patios, walkways, driveways, etc.

+ Traditional landscape design,
installation fencing, lighting, etc.

+ Customized estimating and
landscape imaging programs.

» Easy to add-on snow removal
and landscape maintenance.

Excellent equipment and fleet assets,
tenured staff, high client retention and
very nice facility for lease or purchase.

This is an excellent, smaller company
w/ approx. $1.5M revenue that is
poised to grow. Great opportunity!
And a great opportunity for a person
to enter the landscape profession
as a business owner.

303-974-7577 « tom@ceibass.com

LOOK FOR
LAWN & LANDSCAPE ON

facebook

facebook.com/lawnandlandscape
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ACQUISITION
Experts llc

FLORIDA-BROWARD COUNTY

Lawn and Pest Control Business
Owner Retiring after 30 Years
Approx. $620K in recurring revenue
No termite work

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

FOR SALE

Established lawn maintenance business - west
central Michigan. Owner retiring after 19 years.
Stable customer base - residential and
commercial. Approximately 350 customers with
tremendous potential to increase customer
base if new owner wants to add snow plowing.
Services include pesticide applications,
lawn mowing, and related services.
$270k to $300k revenue. Price negotiable.
Owner will help with transition.

Call 231-796-4271.

Commercial Tree Care
Indianapolis, IN Area
Owner Retiring after 40+ years

Great opportunity for an established
company looking to expand into the
Indianapolis area or individual looking
to take over thriving business.
Ongoing contract with major
municipality. Relationship with all
major home builders in the area, along
with multiple general contractors and
developers. Excellent reputation in the
tree care industry. Authorized to do
Union and Non-Union contracts.

Call Terry at 317-714-0694

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.

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

SELLING YOUR BUSINESS?

FREE

NO BROKER
APPRAISAL

FEES
Professional Business Consultants

Merger & Acquisition Specialists

Professional Business Consultants can obtain purchase
offers from qualified buyers without disclosing your
identity. Consultants’ fees are paid by the buyer.
CALL:

708-744-6715

FAX: 508-252-4447
pbcmellol@aol.com « www.PBCBroker.com

Snow and Ice
Management Company

We are looking for
Subcontractors in DE, MD, NJ, OH,
PA, VA, WVto provide SNOW
removal and landscaping. Please

go to our website
www.snowandicemgmt.com and

fill out our form

"Join ourTeam"

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

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


mailto:bvelikonya@gie.net
mailto:jhuston@jrhuston.biz
mailto:tom@ceibass.com
facebook.com/lawnandlandscape
http://www.acquisitionexperts.net
mailto:Alec@Whygoodnature.com
mailto:pbcmellol@aol.com
http://www.PBCBroker.com
http://www.snowandicemgmt.com
mailto:michaelh@valleygreen.net
http://valleygreen.net
LAWNANDLANDSCAPE.COM

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

Seat Warehouse

Quality Replacement Seats

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

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

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

Also, look up your own parts
and buy online at

www.smallenginepartssuppliers.com

Spot-spray pesticide while
blanket applying fertilizer

Toll free - 800.706.9530
Phone - 585.538.9570
Fax - 585.538.9577
Sales@GregsonClark.com
GregsonClark.com >

GREGSON-CLARK

b<__ADwiston ofRhettM. Chzk, Inc.

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

doorbags.com

Protecting Your Message At Their Door
Order Today/Free Shipping

CLASSIFIEDS

1-800-244-7337
GotPlowParts.com

GreenSearcfA”

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

©co

GOTHIC LANDSCAPE

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

Florasearch, Inc.

In our third decade of performing [
confidential key employee searches |
for landscape and horticulture bl
. . String Trimmer Covers, Arm Guard Chapps
employers worldwide. Retained. st and Much Much Morelll

Hedge Trimmer Chapps, Mower Trash Bags,
Chemical Spray Vest and Chapps,

Career candidate contact welcome,
confidential and always free.

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

PROMOTE TO
NEIGHBORS

PROMOTIONAL
POSTING SIGNS

RNDSIGNS

Marketing, Design & Print

H2-B WORK VISA
INSURANCE
Need a permanent
solution to the H2-B
visa cap problem?
Seasonal &
permanent workers.
Based in San Antonio, 1
View Hundreds of
Promotional Ideas, Layouts

& Exclusive Images Online!
RNDsigns.com ¢ 800.328.” 009

Posting Signs ¢« Door Hangers
Brochures « Mailers More

Call Todd Miller at (210) 695-1648
WwWw.puertorico-pronto.com

il T ™™ X8 WPQE tgo%ﬂgﬂ'ﬂrig

the EDITOR you saw in

this issue?
Have an idea that you think would be
worth featuring in next month's Lawn &
Landscape? We want to know.

Call or email Chuck Bowen
at 216-393-0227 or cbowen@gie.net.

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

PLUS SPECIALTY COVERAGES INCLUDING:

+ Professional Liability

+ Damage to YOLTR Customer’s Property / Your Work
‘ Pollution Liability Including Auto Spill

‘ Herb/Pest Endorsement

Active Members of: NALP-ONLA-OLCA-CALCP

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

daryl.erden@bureninsurancegroup.com
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String Trimmer Chapps, Zero Turn Mower Covers,

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

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

A WEBSITE
WITH YOU
IN MIND

YOUR ONE-STOP,
MOBILE-FRIENDLY
SHOP for breaking
industry news, podcasts,
and full monthly iss
as well as our T
Benchmarki

the Industry reports.

LAWNANDLANDSCAPE.COM
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awn & landscape magazine

is once again looking for the best

employees in the industry and we
need your help. If you have an employee
who has gone above and beyond in their
position and should be acknowledged,
now is your chance to have them publicly
recognized in our publication.

Send us two to three paragraphs

explaining why your employee should
be chosen. Your entry should include
concrete examples/stories of how this

person has improved your company
either culturally or financially, and how
they have set a good example for other
employees. Please include the employee’s
title and number of years at the company.
We will choose a few winners from
the entries we receive and interview
them for stories in a future issue of
Lawn & Landscape.
You can nominate any employee who
works for your company - crew members,
office workers, foremen, etc.

Email submissions to Editor Brian Horn at bhorn@gie.net.

Please use Employee of the Year as the subject of the email.

DEADLINE: Friday, March 1


mailto:bhorn@gie.net
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30 Years of Safer Lawn Care
Plus Mosquito &Tick Control Opportunities

1st Year Revenue Potential: up to $150,000
Serving 100,000+ Customers * 14% Growth in 2017
85% Customer Retention « 6 Year Avg. Customer Life
$65M+in Gross Revenues ¢ Serving 24 States + D.C.

THE LEADER IN ORGANIC-BASED LAWN CARES

’Based on 34 omers andthe 2016 gross revenue report ©2018. NataLawn ofAmerica, he Adivision of NATURLAWN® Servicesaid Products. Al rights reserved. Each office ndepeidentty owned and operated.
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RISE Grassroots Network

When issues about pesticides and fertilizers pop up in
your neck of the woods, you don't have to address
them alone. Join the free RISE Grassroots Network at
pestfacts.org/grassroots or scan the QR code below.
Access resources you can use on the local, state and
federal levels with customers, neighbors, community
leaders and policy makers to communicate the benefits of

your services and the products you use. Keep up-to-date
on policy and regulations running the gamut from private
and public pesticide property bans to specific restrictions
on sales, use and display of fertilizers and pesticides. RISE
is a national trade association of pesticide and fertilizer
suppliers serving as a resource to help you keep these
products in your toolbox and you out of the woods.

grassroots@pestfacts.org / pestfacts.org/grassroots / DebugTheMyths.com

R I SE Responsible Industry for a Sound Environment®

1156 15th St, N.W. Washington D.C. 20005 (202) 872-3860


pestfacts.org/grassroots
mailto:grassroots@pestfacts.org
pestfacts.org/grassroots
DebugTheMyths.com

STUDENT SPOTLIGHT

Haley Peterson

By Jimmy Miller

Ihe one class that changed

Haley Peterson’s entire life was a
last-minute addition to her schedule.
Had she chosen differently, it's largely possible
she would be studying to become a teacher, not
a landscape designer. When she was a senior

at Pekin Community High School in Illinois,
Peterson figured “What the heck?” and squeezed
a hands-on landscaping class into her schedule.
She had no idea it would spark an interest that
grew strong enough to change from education
into her current major of horticulture landscape
management at Illinois Community College.
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Now approaching her final
semester at the two-year school
located less than a half hour from
her home, Peterson is thankful for
that high school class. She fell in
love with the project she and a
classmate spearheaded, which
was a plan to beautify a dirt patch
on school property. The class
assignment involved budgeting,
drawing plans and physically
implementing their landscape
design. They created a 3-D model
and a computer-assisted drawing
sketch, then pitched the idea for
eventual approval to the school
board. Once that was completed,
Peterson and her partner even
implemented the designs on school
campus, where it still stands today.

The project was Peterson’s first
experience working with landscap-
ing, let alone planning and imple-
menting a whole project.

“It meant a lot because | was
shocked (my teacher) put so much
trust in me and my classmate, who

was my partner in it,” Peterson says.

“He kind of let us run the show. We
just approved everything through
him. He guided us through and
made us do all the work, so itjust
kind of got my foot into the door.”
Even today, Peterson prefers
the hands-on experience outside
a classroom, which includes
her maintenance job with the
greenhouse on campus and
various laboratories, trips and
seminars attended by the
horticulture club. Though she
completed her final season this
fall, Peterson even balanced her
classwork and related activities
with a spot on the ICC volleyball
team. This proved particularly

STUDENT SPOTLIGHT brings you
the perspectives of horticulture
students and insights into the future
of the industry.

difficult when she’d be away for
tournaments on most weekends,
plus the practices and weekday
games cut into how much time she
had to work on post-class activities.

Still, Peterson says she’s glad
she learned to handle a stressfully
busy schedule since it will help her
after graduation. “Some days were
long days, but | got through it and
there’s nothing | regret,” Peterson
says. “ltwas the greatest time of my
life, | should say.”

Peterson says she intends to
take at least a year off school
to work professionally, or she’ll
transfer from ICC to a larger
school to obtain a Bachelor’s
degree. She’s interested in
Southern lllinois University,
roughly four hours south of ICC.

For students who are interested
in horticulture, Peterson recom-
mends they extensively research
the career path and consider
all the different possibilities. ICC
alone offers two variations of a
horticulture degree, including
Peterson’s choice that focuses
on landscape management. The
other is turfgrass management,
which deals more with lawn and
golf industries.

Options are out there, Peterson
says, but it was only a few years
ago that she didn't know they
existed in horticulture.

“You should have a general idea
of what this field’s about and what
you’'ll be asked to do,” Peterson
says. "Ifthey’re not up for that
calling, then maybe they can do a
different field within (horticulture),
but there’s specifics they've got to
figure out. You've just got to figure
outwhatyou like.” 1&1
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The Kubota Z700-2 Series terrain-hugging, zero-turn mowers provide all the horsepower you need to get the job done.
This high-performing machine is Kubota's fastest zero-turn mower, handling speeds up to 11.2 miles per hour.
The Z700-2 now features a standard factory-installed, adjustable, premium suspension seat
and wide-stance rear tires for a comfortable ride all day.

$0 Down, 0%. Financing for 48 Months*

Plus 6 Months Deferred Payments.

Offer ends 12/31/2018. See your local Kubota dealer for details.

*$0 down, 0% A.P.R. financing for up to 48 months with no payments for 6 months on purchases of select new Kubota Z700-2

equipment is available to qualified purchasers from participating dealers’ in-stock inventory through 12/31/18. Contract term KubotaUSA.com
begins from date of first payment. First payment due 6 months from contract date. Example: If purchase was made in October

2018 on a 48-month monthly installment repayment term at 0% A.P.R., it will require 48 payments of $20.83 per $1,000

financed beginning in April 2019. Optional equipment may be shown. © Kubota Tractor Corporation, 2018


KubotaUSA.com

+ Total-Top-Service (TTS) design means no-dig riser servicing
+ Wide range of highly efficient dual-trajectory nozzles
+ Exclusive ProTech TC technology

+ No-tool quick-change turf cup

+ Threads in turf cup ensure turf is retained

+ Easy arc adjustments without turf cup removal

+ Rubber cup and boot provide enhanced safety

- . -
RESIDENTIAL & COMMERCIAL IRRIGATION Built on Innovation H u I I te I
Learn more. Visit hunterindustries.com


hunterindustries.com

