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HAPPY
CUSTOMERS

Margins just so-so? Exceeding customer expectations
will help strengthen them, this landscaper says.

m  Statistics by the Associated Landscape
Contractors of America claim the average
landscape management firm is operating
with a 2 to 3 percent profit margin. Clean
Cut of Austin, Texas, quadruples that every
year, by design.

“Too many times, the sales force for
landscape firms becomes a price taker
instead of a price maker,” says Dennis
Dautel, who combined with Rex Gore to
launch Clean Cut in 1984. “Profit is not
our only goal, but we like to operate at a
margin of 8 percent or better.”

How have they done it?

“Top people, the best available equip-
ment, and work that exceeds the cus-
tomer's expectations,” Dautel says.
“Theoretically, landscape maintenance is a
no-profit business. It's easy to get into, and
just as easy to get out of. So you're always
competing with the low-price operation,
many of which get into the business for a
year or two and then disappear.”

Clean Cut has a unique management
system.

“We have to differentiate our service
from others to sell at a profitable level,”

says Dautel. “It takes an intense effort to
teach our people how to do that. But after
eight years, we think we have the tech-
niques pretty well determined.”

The keys—Here are the keys:

® A new facility will include a training
center for marketing as well as operational
functions. New people will be taught how
to set bid specifications and how to work
with customers.

® Employees are involved in deci-
sion-making. Small groups meet fre-
quently to discuss jobs and projects
under way, as well as things that can
improve the product.

® A new management operations pro-
gram allows the “team leaders/partners” of
the operating teams to build their own
equity in the business by managing people
and equipment efficiently.

® Special computer software
(“SuperScape”) developed by Dautel and
Gore has been so successful that they're
selling it to other landscapers.

@ A profit-sharing plan, based on both
long- and short-term margins, is deter-
mined from end-of-month and end-of-

HIGHER
PROFITS

High-profile complexes like The
Park at Wells Branch provide Clean
Cut the opportunity to provide
‘work that exceeds the customer’'s
expectations.’

year figures.

® People—both employees and cus-
tomers—are a prime consideration.
“Building value-centered relationships
with customers makes for long-term con-
tracts,” Dautel notes, “and building good
attitudes and relationships with team
members makes for smoother, more effi-
cient work results.”

® The equipment fleet has been refined
over the past two years. For instance,
Clean Cut has used mid-sized riding mow-
ers for the past three years, even on com-
plex landscaped areas.

® Minimize equipment downtime by
having a maintenance shop and doing
most of their own maintenance.

Equipment plus people—"We used
mid-sized walk-behind mowers to start
with,” Dautel observes. “Then, we tried
one of the zero-turn-radius riding mowers
on the market. Finally, we wound up using
Walker mowers. Now, each landscape
maintenance team has at least one Walker
and some have two.

“Initially, going to riding mowers dras-
tically improved our mowing time efficien-
cy, but we weren't getting the quality we
needed to leave a manicured look on cus-
tomers’ lawns. Now, though, we can get
that quality look with the same amount of
mowing time.”

Another key is in the maintenance
shop. “Our Walker mowers are probably in
use a higher percentage of time than any
other piece of equipment,” Dautel states.
“They just don't sit idle much of the time,
and that's one of the keys to keeping
equipment operations efficient.”

In the last three years, Clean Cut has
won nine Texas landscaping awards, five
ALCA awards and two from the
Professional Grounds Management
Society. This year, it was named to Inc.
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magazine’s list of the 500
fastest-growing privately-held
companies in the U.S.

From a first-year sales vol-
ume of $167,000, Clean Cut
now projects 1993 gross sales
of more than $5 million.

“You have to have the best
machinery, then train your

people to get the most out of
it, to do the type of precision
work we like to see,” Dautel
says. “It all goes into the objec-
tive of giving the customers
more than they ex-pect. That’s
why we've been able to main-
tain our growth curve for
more than eight years.”

W. Va. grand jury
charges LCO with
arranging murder

® Richard B. Huff allegedly
tried to build a lawn care com-
pany the wrong way—with
dirty tricks, insurance fraud,
arson and, finally, murder.

That's why he may spend
the rest of his life in prison.

Huff, 32, former manager
of Custom Lawn Care of West
Virginia Inc., has been char-
ged with arranging the May
21, 1993, murder of a former
co-worker, Jerry Powell, 28.

U.S. Attorney William A.
Kolibash of Wheeling, W. Va.,
says Huff plotted Powell’s
murder. He did it to keep
Powell from testifying about
how Huff had sabotaged com-
petitors’ businesses over a
period of several years,
Kolibash says. Powell had
briefly worked with Huff but,
apparently, had nothing to do
with the dirty tricks himself.

Powell was shot-gunned to
death about 4:30 a.m. May 21
on an empty road north of
Weirton, W. Va., while he was
driving his van to work at the
Ross Park Mall.

The federal grand jury that
met to consider the killing
returned a 20-count indict-
ment also claiming that Huff:

® ordered “grass killer”
sprayed on the greens of
Pleasant Valley Country Club,
Weirton, and the Woodlawn
Golf Course, New Cumber-
land. Both were customers of
another lawn care company.

® had two of his employ-

ees pour grass killer into the
spray tanks of competitors’
trucks.

® ordered employees to
throw bombs at the home,
business and equipment trailer
of a competing lawn service.

® slashed tires and
scratched the paint of com-
petitors’ trucks.

® obtained more than
$40,000 in settlements from
fraudulent insurance claims.

Kolibash calls the case
“one of the most bizarre and
unusual cases I've ever seen
in 20 years in this office.”

Indicted along with Huff,
were Daniel J. Wentz, 20, and
William D. Bish, 24.

The indictment alleges that
Wentz actually pulled the trig-
ger of the 20-gauge shotgun
(two blasts), but that Huff had
sought the killing, and had
written the check for the
ammunition the day before
the murder. Bish, the indict-
ment says, acccepted a check
of $1,500 from Huff as an
advance payment for the
killing of Powell. It was Bish
who enlisted Wentz to kill
Powell, the indictment alleges.

“It’s like something out of
a grade B movie,” says veteran
reporter Lawrence Walsh,
who is covering the case for
the Pittsburgh Post-Gazette.

Jury selection for the trials
of Huff and Wentz is set for
Nov. 8.

—Ron Hall
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consistent. Reliable. Responsive. Flexible.

These are a few of the characteristics you look for
in a fertilizer supplier. According to our customers,
they describe The Andersons quite accurately.

The Andersons prides itself on having a full
range of high-performance Professional Turf™
fertilizer formulations ready to help you respond
to your most stringent soil conditions and turf
requirements.

With over a dozen standard blends, you can
depend on The Andersons fertilizer products to
help you deliver the superior results you need to
meet your customers’ expectations and keep
them happy throughout the year.

For a full-line look at all we have to offer, call
us today.

The Andersons Professional Turf Products.
Uniformly The Best In The Business.

1-800-225-ANDY
the professional’'s
partnerc
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Busy Bill Clutter
pleased with
growth in both
OLCA, TurfGard

Successful OLCA swap
meet is combined with tour
of Scotts facilities.

®m “Some of us sold a lot. Some of us
didn't sell much. It just depends on what
you're selling,” says Bill Clutter, TurfGard
Company, Dayton, Ohio.

Clutter, president of the Ohio Lawn
Care Association, sold five used, walk-
behind spreaders, three coils of used and
new hose, and bartered an aerator for a
small trailerload of granular fertilizer at
OLCA'’s first-ever summer swap this past
August.

In all, 15 lawn/landscape companies
brought surplus tools and equipment to
The Scotts Company picnic grounds in

Marysville, Ohio.
Clutter says between
85-100 lawn and land-
scape pros attended
the swap meet. About
50 lawn pros toured
the Scotts’ compost
and fertilizer manu-
facturing facilities ear-
lier that day. (Lunch
was on Scotts too.)
“For a first-time
affair, I'm very
pleased with the
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turnout,” says Clutter, TurfGard's Bill Clutter credits OLCA growth to strong
president of TurfGard, committees, valuable member services, affordable dues.

Dayton, Ohio.

Clutter, a powerfully built, methodical
man with a ready grin, has reason to be
pleased. The OLCA has grown to more
more than 350 members in just three
years.

Clutter says many factors contribute to
OLCA’s popularity but three stand out:

® Volunteers like past president Phil
Forgarty and other committee members.
“I certainly can’t take credit for what so
many have contributed to,” he says.

@ Affordable dues. “Thanks to some of
the industry suppliers, we've put together
a welcome packet whose value exceeds the
cost of membership,” Clutter points out.

® Responding to what members
want. “A lot of our members have cross-
over businesses. One of our goals is to
offer services to our members that
sometimes extend beyond basic lawn
care,” he explains.

Clutter credits TurfGard employees,
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Some tools require a lot of time and manpower ..
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Left to right: Troy Boucher, Scott
Hurler, Steve Bailey and Jay D’Amico
give this Ryan overseeder a thorough
workout.

headed by operations manager Mike Young,
for allowing him time to be OLCA's leader.

It's a busy company, and
it's having a “good year,”
says Clutter. This past sea-
son TurfGard began offer-
ing tree & shrub service.
He says next spring it will
open a “mechanical ser-
vices” division offering aer- 58
ations, seeding, and com- &
mercial mowing.

TurfGard, Dayton,
Ohio, is a consolidation of
five companies, the compa-
ny Clutter started in the
mid 1970s and four other
smaller companies he's
purchased and incorporated since.

Dayton, (pop. 190,000) in southwest
Ohio, is an intense lawn care market.
Clutter says he can name a dozen major
competitors. “There are so many small
competitors and their names change so
often I just can’t keep up,” he says. It was
this intense competition from cost-cutting
competitors that prompted Clutter to start
his own separate low-cost lawn care com-
pany several years ago, an operation sepa-

Les Richendollar, left, and Troy Thomas of Plantscape,
Urbana, Ohio dicker with Tom Burton, right, Burton’s
Landscape, Troy, over this used spray rig.

He's been backing away from that move
though. He discovered that even though
some customers will only pay minimum
prices for lawn care, they still expect maxi-
mum service. “It’s just not the way to go,”
says Clutter.

Clutter feels TurfGard “is probably
exactly where it should be.” By next
spring, with the startup of the mechanical
services division, he expects to employ
about 25.

rate from his “high-end” TurfGard. —~Ron Hall

weeeee..Some don’t.

Roundup® herbicide is the ideal management tool
when budgets are tight or manpower is limited.
You can cover more ground in the same amount

of time it would take using mechanical methods or
pulling weeds by hand.

Better yet, Roundup gives you long-lasting
control. So crews don't have to keep coming back.
You'll be able to allot more manpower to other jobs
and save wear and tear on equipment—getting the
most out of your budget.

If you're not already using
Roundup, don't waste another
minute. Ask for our FREE
brochure telling how Roundup
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combines ecology and economy.

Call: 1-800-332-3111. LOWEST PRICE EVER

ALWAYS READ AND FOLLOW LABEL DIRECTIONS FOR ROUNDUP HERBICIDE. Roundup® is a registered trademark of Monsanto Company. © Monsanto Company 1993 IND-30003 2/93
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