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THE POWER TO MAKE THINGS GRow | EGKOCH.

TURF & ORNAMENTAL

By the yard. By the acre.
MANAGE BOTH.

UFLEXX™ stabilized nitrogen delivers quick green-up and a consistent color
response for up to 8 weeks. Fewer applications leaves time to visit more
residential and commercial properties or add new customers. You can also
choose how you want to treat these properties. The completely soluble granules ™
perform equally well when dry-applied or tank mixed. Incorporate UFLEXX™
fertilizer into your nutritional programs. Now you can better manage your time,
your business and customer expectations, on both sides of the ledger.

Consult with your distributor for more applied advantages, or visit KOCHTurf.com.

STABILIZEDNITROGEN

UFLEXX™ and the UFLEX of Koch Ag LLC.
KOCH and the KOCH log h Industr Koch Agronomic Services, LLC. T&0-15-11653.
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f FACEBOOK

Our February Step by Step
feature on how to prune
young trees created some
buzz on social media.
Here’s what a few Facebook
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Due in part to Scotts Miracle-Gro Co. developing a strain of
enetically modified Kentucky bluegrass, the topic of genetically

g
engineered (GE) organisms is stirring debate in the green () CONNECT

industry. Gregg Robertson recently opined on the controversy in

his government affairs blog at LandscapeManagement.net—

head here to read the full article. Here’s an excerpt: 0 facebook.com/LandscapeManagement
) twitter.com/LandscapeMgmt

® linkedin.com/company/
landscape-management-magazine/

“The gap between what the GE technology can
produce and what the public is comfortable accepting
is Scotts’ challenge. ... If it is successful in getting plus.google.com >

the public to accept its new Kentucky bluegrass seed, Search “Landscape Management magazine”

more GE landscape plants surely will follow.” /-! instagram.com > @landscapemgmt
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Use it on any cool-season turf, any time duri'n'g'j thé season, and control
virtually any broadleaf weed. And do it all without any surprises.That’s how
Escalade®2 herbicide gives you more confidence where it matters most.

More where it matters most.

Learn more. www.nufarm.com/USTO Escalade®z
L N

nufarm.com/us

©2015 Nufarm. Important: Always read and follow label instructions.
Escalade® is trademark of Nufarm. AM48158

A

Nufarm Grow abetter tomorrow.




EDITOR

Seeking

satisfaction

o you know the story of the
tourist and the fisherman?
You may have heard it from a
motivational speaker orread it
in a chain email along the way.

I don't recall where I first heard
the tale, attributed to German writer
Heinrich Boll, but I often think of it
in relation to the spectrum of land-
scape professionals I encounter
doing my job.

There are one-man operators who
keep their businesses small so they
can be their own bosses and still get
their kids off the bus. They may not be
making millions, but theyre OK with
that. There are the guys who unapol-
ogetically want to be the biggest, the
best and make millions. And there’s
everything in between.

EE \\c're all entitled to
want what we want
and to decide the best
way to achieve it. 39

Like any good parable, the story
of the tourist and the fisherman has
been retold over and over and has
many variations, but the message is
always the same.

I thought April—during a hectic
period some people in the landscape
industry call the “100 days of hell”—
was a good time to share this story
here. I'll paraphrase it from the story’s
Wikipedia page (buff.ly/1CRsUsh):

A wealthy tourist is taking photo-
graphs on a beach when he notices a
local fisherman taking a nap in his fish-
ing boat. The tourist is disappointed

MARISA PALMIERI

Contact Marisa at 216/706-3764 or
mpalmieri@northcoastmedia.net

with the fisherman's apparently lazy atti-
tude toward his work, so he approaches
the fisherman and asks him why he’s
lying around instead of catching fish.
The fisherman explains that he went
fishing in the morning, and the small
catch would be sufficient for the next
two days.

The tourist tells him that if he goes
out to catch fish multiple times a day,
he would be able to buy a motor in
less than a year, a second boat in less
than two years and so on. The tourist
further explains that one day, the fish-
erman could even build a small cold
storage plant, later a pickling factory
and make millions.

The nonchalant fisherman asks,
“Then what?”

The tourist enthusiastically continues,
“Then, without a care in the world, you
could sit here in the harbor, doze in the
sun and look at the glorious sea.”

“But I'm already doing that,” says
the fisherman.

This story also crossed my mind
during keynote speaker David
Horsager’s talk at the Professional
Landcare Network (now National Asso-
ciation of Landscape Professionals)
Great Escape conference in late Feb-
ruary. He cited research showing that
the more people seek pleasure, the less
of it they have. “Seek satisfaction, not
pleasure,” he said.

So, which man in the story is right?

Neither. Or both. We don't really
know. We're all entitled to want what
we want and to decide the best way
to achieve it. The point is not to miss
out on what gives you satisfaction
because you're too overworked or
stressed to see it. @
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Any tips for creating a
company vision statement?

Landscape Professionals MORE ONLINE
Richard Bare See more great advice and
Arbor-Nomics Turf complete answers from
Norcross, Ga. our Editorial Advisory
Board in the online
Bill Bemus version of this feature at
Bemus Landscape LandscapeManagement.net.

San Clemente, Calif.

R oo Chris Joyce
Joyce Landscaping -
Cape Cod, Mass. 5000 Serles
Adam Linnemann """ e . U & A-
Linnemann Lawn Care & Landscaping p C c e nt

cotmbia, I Fixtures with Factory-Installed

Jerry McKay .
McKay Landscape Lighting Vista MR-16 LED Lamps:
Omaha, Neb.
Greg Winchel » Performance: 4.5 watt or 5.5 watt lamps optimize

Winchel Irrigation

Grandville, Mich, light output, maximize energy savings and

minimize maintenance

Industry Consultants . . . .
Dan Gordon » Convenience: Fixtures are shipped with lamps
TurfBooks installed; no hand assembly is required, saving
Newton, N.J.

you time and labor
Jeff Harkness
3PG Consulting
Alpharetta, Ga.

» Water-tightness: A patent-pending silicone
diaphragm gasket allows the fixture to breathe

e Kevin Kehoe during thermal cycling to prevent moisture from
3PG Consulting ; i
TR being drawn into the lamp and socket

Phil Harwood » Options: A wide selection of standard colors is
Pro-Motion Consulting available, along with a choice of accessories,
Farmington, Mich. . .
including lenses and louvers

Frank Ross e,
3PG Consulting
Alpharetta, Ga.

Consult with your sales representative or visit
vistapro.com for product details.
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\/

Jeffrey Scott
Jeffrey Scott Inc!
Trumbull, Conn.

Jody Shilan
FromDesign2Build.com
Upper Saddle River, N.J.

'\ LANDSCAPE

//l\\ LIGHTING

Bruce Wilson
Wilson-Oyler Group
Scottsdale, Ariz.

& 800-766-8478
-/
\{slos:!..ecc souwrions www.vistapro.com

comprehensive mix of content designed to stimulate
growth and take our readers to their next level.

‘ OUR MISSION: Landscape Management shares a
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LOCATION Washington, D.C.

COMPANY Botanical
Decorators, Olney, Md.

THE DETAILS The clients
wanted a modern garden to
serve as the main entrance
to their newly renovated
townhouse. The space needed
to accommodate the needs
of three dogs, two cats and
two urban professionals
amid satisfying the uses of
dining, cooking, entertaining
and gardening.

Botanical Decorators
installed artificial turf for
the pets, and a tree grows up
out of the turf to enhance the
natural atmosphere. Because
traditional hardwood mulch is
messy in this kind of site—and
too appealing to the cats—it
was replaced with a finely
textured river rock.

The side yard now is an out-
door grilling area, bedecked
with lush but simple plantings
such as espaliered camellias,
clump form bamboo and a
coral-barked Japanese maple.
A cobblestone arc visually
expands the narrow space
and bridges the area between
the flagstone tiles and the
back door.

PHOTO This Pennsylvania flag-
stone set in concrete is solid
and clean, but its staggered
pattern suggests a loose,
sand-set pathway.

See more photos from this
project, which earned a National
Landscape Awards of Excellence
Grand Award from the National
Association of Landscape
Professionals, at Landscape
Management.net/BigPicture.
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It's not a tire.
It's not a wheel.

It's unlike anything
you've ever seen.

The MICHELIN® X* TWEEL TURF." Only on John Deere ZTrak™ Mowers."

The next “revolution” in commercial mowing has arrived. The MICHELIN X TWEEL TURF
has all the qualities you would want in a pneumatic tire but it never needs air. No more
flats, downtime, patch kits or spare tires. Due to its unique construction, o) **
the X TWEEL TURF navigates easily over curbs and other bumps. And in 0 A)
the area of wear and tear, this “tire” has a wear life that is up to three APR
times that of a pneumatic. So for less than $1a day’, you cannowsay ~ FOR48
goodbye to flat tires and bumpy rides and hello to the new MICHELIN X MONTHS
TWEEL TURF. For more go to JohnDeere.com/Tweel.

Keep Mowing

*Approved for John Deere ZTrak 900 B, M or R Series gas powered zero-turn mowers.

**Offer ends August 04, 2015. Subject to approved installment credit with John Deere Financial. Up to a 10% down payment may be required.

Taxes, freight, setup, and delivery charges could increase monthly payment. Some restrictions apply, so see your dealer for complete details and
other financing options. Other special rates and terms may be available. Available at participating dealers.

fLess than $1 a day cost is based upon the upgraded cost of the Tweels and a two year use period of 500 hours per year. MICHELIN® X® TWEEL®
is a registered trademark, and MICHELIN® X® TWEEL® TURF™ is a trademark, owned by Michelin North America, Inc.

@ JOHN DEERE

JohnDeere.com/Tweel
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RECOMMENDER BRUCE’S VIEW » STEP BY STEP NEW STUFF SAFETYWATCH

LATE
N

ike many landscape companies, The
Greenwood Group in Wentzville, Mo.,
has the goal to get all crews out in less
than 15 minutes every morning.

“We've been trying to do this forever, naturally,”
says Pete Schepis, owner and VP. “The yard is where
we burn the most time.”

One way it’s found to cut down on lost time is
to assign each of the company’s six managers to A
stay late one night per week. The “late night guy” is %
responsible for ensuring all crews get back without
any problems, tagging any damaged equipment and
working with each crew leader to refuel equipment

and trucks. It adds about two hours onto his day. W i 'l'
The late nighter is quite busy (the company runs : “ We're keen-to getting - ,
20 crews per day), but Schepis says the process works out in 15 minutes so. \ i
and ensures the company isn't racking up overtime. + we beat the traffic 5 N ;

“It’s his only night to worry about being there late o ) which saves time,
and it pays off in the morning,” he says. “It saves so Ve wptaeiing . money and fuel. , ,
much money, it’s incredible. We've got 75 people on RelT P T e : !

— our payroll, so it adds up fast.” -
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RECOMMENDER

Paver products

Which
do you
prefer
and
why?

Pine Hall Brick’s O
StormPave
product

SAM DUFF
PRESIDENT, TIMBERWOOD LANDSCAPE CO.
DUBLIN, OHIO

“Unilock is my preference for the wide range of

territory managers are extremely helpful, always

available and provide amazing sales support. | have
to say that in terms of quality products and working relationship,
there is no other manufacturer that even comes close.”

pavers, and the accents are second to none. Their

ZAC TUTTLE
BRANCH MANAGER, THE ARRIMOUR GROUP
HUNTINGDON VALLEY, PA.

rustic paver and Unilock seems to be growing in
popularity. Their Umbriano paver is highly requested

by customers. Overall, all three companies have a good selection of

pavers, it just depends on the customers’ taste and budget.”

10 LANDSCAPEMANAGEMENT.NET | APRIL 2015

“We mainly use E.P. Henry, Techo-Bloc and Unilock.
E.P. Henry is a quality paver, Techo-Bloc has a more

BY BRUCE WILSON

The author, of the Wilson-Oyler
Group, is a 30-year industry
veteran. Reach him at
bwilson@wilson-oyler.com.

(AN WE PAY MORE?

3 ow can we afford to pay more

B for our employees when our

B customers want to pay less

i 5 for our work? Wow, it’s the

million-dollar question. Especially

in the landscape maintenance

industry, which is more price-

driven than ever. And if we did pay

more, would it be worth it? Here’s

what I observe in the industry:

e We hire at the lowest cost to us
as possible.

e We pay good employees more,
and they become well paid.

e We continue to hire at the
lower rate.

e We get some employees that
scheme to take advantage of us.

What I believe and what I do:

Better is better. If you hire
the right people, it can pay off with
better-aligned, better-empowered
people who produce and perform at
better and higher levels.

Go wide and don’t settle.

You can't just pay more; you must
interview a selection of people and
not settle for someone just because
there’s a hole to fill.

Find the “eagle.” Hire people
you feel are a cut above, who differ-
entiate themselves by experience and
work ethic—with the latter being
more important.

Mistakes happen. If you make
a bad-hiring call, cut your losses
immediately.

Expect. Hold team members and
colleagues accountable to be what
they profess to be.

Raise the bar. Raise standards
for performance and stretch
comfort levels.

Coach. Develop potential and
grow high-performing people at
all levels to increase productivity
across the board. ®

PHOTO: PINE HALL BRICK



Install Confidence.
Install Rain Bird" HV Valves.

SIWERADO S |

Learn more about the durable, low-price
HV valves at www.rainbird.com/HVvalve.

hi |

High performance. Big savings.

» Easy Maintenance:
Four captive, multi-drive screws let you remove
the bonnet twice as fast.

« Compact Design:
Installs quickly and allows you to fit more in
a single valve box.

» Low List Price:
Save more than 20% over competing valves.*

RAIN

Rain Bird®
HV Valve

Price: | $18.00*%

Hunter®
PGV Valve

Price: | $28.50*

*Based on 2015 manufacturer list price.

BIRD.



NEWS + HOW-

STEP BY STEP

How to properly

plant trees and shrubs

lanting a tree or shrub that will be
healthy for years to come requires
proper planning, selection and
installation.

@ Start by looking at the site conditions to evaluate
soil volume, drainage, growth restrictions (above
and below ground), shading, soil pH and nutri-
tion. Use that information to find a tree or shrub
that will thrive in the setting.

® The keys to a good planting hole are depth,
diameter and backfill consistency. Depth should
relate directly to the tree’s root flare or topmost
lateral root. This topmost lateral root should be
positively identified and set flush with surround-
ing soil grade or slightly higher than surrounding
grade after the tree has fully settled.

@ The planting hole should measure two to three
times larger than the diameter of the widest por-
tion of the tree’s root ball. Scarify the sidewalls of
the planting hole to help with root penetration.

® Pulverize the soil removed from the hole to use as
backfill. Soil amendments, if used, should never
exceed 20 percent of the total backfill volume.

® Before standing the tree up in the hole, remove
hardware, stakes or shrink wrap. If the tree was
container-grown, remove the container and
address all circling roots as needed by shaving,
slicing or selectively cutting. For field-grown
trees, remove the strapping and at least the
top third of the burlap wrap and wire basket.
(Removing all is optimal, but if the root ball is
unstable, some material may need to remain.)

® Handling the tree or shrub primarily by the root
ball, stand it up level in the planting hole and
stabilize it by layering the bottom third of the hole
with prepared backfill. Water in the first layer
of backfill and level the tree. Continue layering,
watering and leveling—adjusting the tree by the
root ball as necessary.

@ Once settled, cover the entire backfill and root
ball area with a 2- to 3-inch deep layer of mulch
or pine straw. Mulch should not contact the
tree’s trunk. @

Source: Colin Conner, city forester, Hoover, Ala.
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DOWNLOADIT

Visit Landscape
Management.net/
StepbyStep to

download a PDF of
this page touse as
a training tool for
your team.

root ball root flare

Hole diameter is two to three
times wider than root ball.

Dig a hole that’s
deep enough for
theroot flare to
be lined up with or
slightly higher than
the soil grade. The
width should be
two to three times
larger than the
widest diameter
of the root ball.

STEP 2

Handle the plant by its
root ball, and stand it up
level in the hole. Layer
the bottom third of the
hole with pulverized
soil. Water this layer.
Continue layering,
watering and leveling
the tree or shrub.

Pulverized soil (
_ N

2-3inches of mulch

Cover the backfill and
root ball area with 2
inches to 3 inches of
mulch or straw. Don’t
let the mulch touch
the tree’s trunk.

©
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The wait is over.
Two new Azoxystrobin formulations.

Strobe” 50W Strobe 2L

rectrum Fungicide

Broad Spectrum Fungicide

N
ooy &
u.. -
Innovation you can apply. J @ k

Strobe is a trademark of Control Solutions Inc. Quali-Pro is a registered trademark of ADAMA Group Company. For mare information on our wide selection of
turfand ornamental products, visit quali-pro.com or call 800-242-5562



NEWS + HOW-T0’S

1. PROGANICS BIOTIC
SOIL MEDIA

COMPANY: Profile Products

URL: ProfileProducts.com

This topsoil alternative is designed
for projects where soils have low
organic matter, low nutrient levels
and limited biological activity.
ProGanics complements the :
performance of hydraulic and rolled
erosion control products. It’s
applied like hydraulic mulch and
mixes quickly into a viscous,
dark-brown slurry. Its loading rate is
100 lbs. per 100 gal. of water.

: 2. DS 2400 H HEDGE

: TRIMMER

i COMPANY: Efco

{ URL: EfcoPower.com

i The DS 2400 H’s cutting system

i adjusts to 12 positions through 180
degree angles. It includes the Easy
i On device composed of a double

i spring in the starter cover and a

driver with two ratchets that allows

drive shaft; antivibration bushings;
i and a 21.7-cc, 1.2-hp engine.

14 LANDSCAPEMANAGEMENT.NET | APRIL 2015

: 3. BRUTUS HDPTO DELUXE
: SIDE-BY-SIDEUTV

i COMPANY: Polaris Industries

{ URL: Polaris.com/BRUTUS

i The BRUTUS side-by-side utility

i vehicle line offers two new
configurations and a cargo box
utility spreader attachment. The
updated HDPTO model allows users
to configure the cab enclosure to the
i for easier start up. A gear hand grip
provides user controls. The trim- :
i mer’s steel blade is 19.6-in. long,
with a total machine length of 71in.
It also features a professional-grade

job, and the HDPTO Deluxe

i (pictured) offers a dramatically
improved in-cab experience. Both
models include a new Tier 4-compli-
ant, 24-hp Kohler diesel engine.
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4. KNOWIFY BUSINESS
MANAGEMENT TOOLS
COMPANY: Knowify

URL: Knowify.com

Knowify’s business management
tools allow users to set up one-time
or recurring service agreements,
schedule crews and invoice clients.
The platform’s integrated modules
let business people run their
companies from the office or the
field, according to the software
developer. Tutorials and free trials
are available.

Add New  Orgenization Wesk  Orpanization Day  Resource Day

CHECK OUT MORE NEW STUFF ONLINE
To stay up to date on all the latest landscape
industry products and services, visit
LandscapeManagement.net/tag/product-news.

: 5. BOXER 900HD

: COMPACT UTILITY LOADER
i COMPANY: Morbark

{ URL: Morbark.com

The Boxer 900HD, powered by a

i 48-hp Tier 4 Final diesel engine with
diesel oxidation catalyst, features
dual pattern operator controls and a
94-in. hinge pin height, so users can
dump material over the side of a

i 6-foot truck bed. It has an operating
capacity of 939 lbs. Cab features
include dual pattern joystick
controls, a spring-cushioned
operator platform, front and side

i padding, electronic engine display, a
i 12-volt auxiliary outlet and more.

i 6. IRRIGREEN GENIUS

MOBILE APP

i COMPANY: IrriGreen

{ URL: Irrigreen.com

This app allows contractors to

i manage an IrriGreen Genius Irriga-
tion System from any iOS or Android
smartphone. It provides interactive
zone mapping, with a display of the
shape of each irrigation zone and the
i distances of sprays from each
sprinkler head. The software auto-
matically calculates spray distances,
sets mapping points, sends data to
the server and controls watering
patterns to match the lawn shape.
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=> This photo was staged to
show several safety hazards
or dangerous work habits.
How many can you identify?
Flip to page 55 for a list of
potential hazards.

DOWNLOAD IT

Visit LandscapeMangement.
net/SafetyWatch to print a
PDF of this page. Post it at
your facility, and encourage
your employees to challenge
their hazard-spotting skills.

Ed. Note: Thanks to Schill Grounds
Management in North Ridgeville, Ohio,
for participating in our SafetyWatch photo
shoots. Schill and LM do not practice or
condone the unsafe methods demonstrated
during photo staging.

Outdoor Insect Control

HELP! LANDSCAPE
PROFESSIONALS
We are actively seeking
dealers to sell, install and
service our innovative
outdoor misting systems
that effectively control

osquitoes and other
| - annoying insects.

1-866-485-7255
4 Learn more at www.mistaway.com/goodbiz 4
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three steps \
for optimal -
weed control in
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Ready, set, control

Follow these steps for optimal weed control in landscape beds.
BY MARISA PALMIERI

STEP 'I SANITATION AND SITE PREPARATION STEP POSTEMERGENT
WEED CONTROL

eLabor (hand weeding, etc.) is

one option.

ePostemergent herbicides are another

choice.

o There are few options for
selective control.

o Nonselective herbicides include =
both contact and systemic *‘%
options.

eContact herbicides do not translocate.
Systemic herbicides translocate from
the application site to the target site.

eNonselective herbicide alternatives
include:

o Vinegar, which has a contact-type
action.

o Flame weeders—almost as
effective as contact herbicides
and good for hardscapes but
not for pine straw.

o Hot foam and steam, which
has a contact kill, but requires

expensive equipment (up to

eThe best time to control perennial weeds is before planting.
oIf possible, prevent the introduction of weed propagules to
the bed and prevent weeds from going to seed.
eNext, prep the site by fumigation (rarely used), solarization
(rarely used) or with a glyphosate application. Remember,
glyphosate is a nonselective, systemic herbicide that kills
the shoots and roots of most weeds. It will control most
perennial weeds, but some will return.

S'I'EP 2 PREEMERGENT WEED CONTROL

eMulches are your first defense against annual weeds.
Options include:

o Organic: pine bark, pine straw, hardwood bark, etc.;

o Inorganic: rocks; and

o Black plastic or landscape fabrics.

eHow much mulch?

o Organic mulches: 3-4 in. (They're the only option for
annual color beds.)

o Inorganic mulches: 3 in.

o With a geotextile: 2 in.

ePreemergent herbicides are your next tool, as some weeds
like growing in mulches.

o Timing is everything for effective control. Timing depends
on a weeds life cycle, but applications need to be made
about 2 weeks before weeds germinate.

o Choose the right product by considering the following
factors (in this order):

1.) Safety to the ornamentals in the bed;

2.) Efficacy on the weeds;

3.) Formulation*; and

4.) Cost.
*Granules often are preferred in beds for plant safety and
convenience.

O'N KO

KCOM/(
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XCALIBER

Now with a 60-inch deck

XTRASPEED
XTRAPOWER
1 XTRAPERFORMANCE

The Xcaliber now comes with three deck sizes — 60-, 66- and 74-inches — to bring
you more Speed, Power and Performance for your toughest mowing jobs.

Xtra Speed: Cut through tough jobs at up to 13 miles per hour with our new drivetrain

Xtra Power: Pick your power with commercial-quality engines from Kawasaki®,
Vanguard®, or a fuel efficient Kohler® EF

Xtra Performance: Industry leading X2 Wind Tunnel deck reduces debris build-up
giving you a cleaner cut

Experience the Dixie Chopper XCaliber zero-turn at your local dealer
today. For more information about Dixie Chopper products or to
become a dealer, call or visit online.

DIXIE CHOPPER.

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



FRIDAY  SATURDAY SUNDAY

CONTROL BY THE
CALENDAR

Here are some guidelines for when you should pencil
in your landscape bed herbicide applications.

Winter

e Install mulch.

o Apply first preemergent application for summer
annual weeds.

Late spring/early summer
e Apply second preemergent application for late
germinating summer annuals and nutsedge.

Late summer/early fall

* Apply preemergent application for winter annual
weeds.

Note: Preemergents can be applied any time of year,

just not to frozen ground. Irrigation or rain is needed

following an application.

Sources: Jeffrey Derr, Ph.D., professor of weed science, Virginia Tech; Joseph
Neal, Ph.D., professor of Weed Science, North Carolina State University

Pathfinder
(shown)

WWW.GROUNDLOGICINC.COM

PREMIUM COMMERCIAL SPREADING & SPRAYING EQUIPMENT

Call or visit us online to find out more about our models
and the Ground Logic® advantage.

FUNGICIDES AVAILABLE Y
GROUUJND LLOGIC® Nufarm Americas’ |
Cleary 3336 EG and -

F fungicides now are Nufarm

available in low-dust

extruded granule and flowable forma-
tions, respectively. In addition, the Envi-
ronmental Protection Agency approved
Nufarm’s 3336 for use on select green-
house vegetables and transplants, herbs
and backyard fruit.

WEED MAN EXPANSION

Stephen Hillenmeyer Landscape Ser-
vices purchased Weed Man franchises in
Lexington, Ky., and Nashville.

Rover XR NEW SPREADER-SPRAYER

(shown) Turfco rolled out its T3100 Spreader-
Sprayer, featur-
ing a 33-gallon
spray capacity, a
hands-free speed
control pedal,
new spray wand
and more.

877.423.4340
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Dimension Defendor'
ﬂ

SPECIALTY HERBICIDE SPECIALTY HERBICIDE

CALLBACKS DAMAGE RELATIONSHIPS.

Callbacks are more than an inconvenience; they're costly and can destroy your business.
Fifty percent* of customers who call to complain about dandelions will eventually end up
canceling your service. Defendor® specialty herbicide helps reduce callbacks by providing
early season control of dandelions, clover and other winter annual and perennial weeds.

For proven crabgrass and broadleaf weed control, apply Defendor when you make your first
applications of Dimension® 2EW specialty herbicide. So spend time building relationships and
keep the honeymoon with your customers alive. To learn more, visit FewerCallbacks.com.

@ Dow AgroSciences Solutions for the Growing World

“Jefferson Davis Consumer Research 2012. ®Trademark of The Dow Chemical Company (“Dow”) or an affiliated company of Dow. State restrictions on the sale and use of Defendor and Dimension 2EW
apply. Consult the label before purchase or use for full details. Always read and follow label directions. ©2014 Dow AgroSciences LLC T38-337-012(12/14)BR 010-60828 DATOTURF2068
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Leveling the
playing field

Manufacturers explain why nongas
handheld equipment is nearer than ever
to the performance of gas-powered
competitors. BY SARAH PFLEDDERER

osh Flowers' first few years of
heading up Eco-Lectric Land-
® scape Maintenance, located in
8 Bradenton, Fla., were less than
ideal. He was using consumer-
quality handheld products to serve a 90
percent residential client base.
“Itwas horrible,” he recalls. The power
and necessary runtime just weren't there.

But to stay true to Eco-Lectric’s
sustainable name and vision, Flowers
had no other choice than to wait for the
commercial-grade nongas handhelds
market to grow.

“Tt quickly picked up,” he says,
thankfully.

Almost unanimously, manufactur-
ers concur it was in 2011 when they
truly targeted the commercial market
with nongas handhelds. And with the
demand for such products higher than
ever, due in part to noise and emission
ordinances, there are more options
available in this segment.

“It'sa good thing because we will see
performance and runtime continue to
improve,” Josh Huffman says.

ASSOCIA ACTION

The Brickman Group
and ValleyCrest Land-
scape Cos.—soon to be
rebranded as Bright-

View as part of their
merger—are now the
exclusive landscape
service provider for
Associa, among the

To that end, landscape profession-
als—including Flowers—finally are
seeing the performance level of nongas
handhelds as “acceptable” alternatives
to their gas-powered counterparts, says
Huffman, director of global product
marketing for Oregon.

“The performance gap between gas
and battery is as small as it’s ever been,
which means more and more profes-
sionals are making the switch,” he says.

In terms of closing that gap, manu-
facturers chiefly are narrowing in on
battery technology.

BACKING LITHIUMION

Shain Brady, senior vice president of
product marketing at GreenWorks,
says it’s lithium ion technology that
has allowed the nongas handheld
market to “level the playing field with
the gas guys.”

“This is one of the areas where it’s
very easy for manufactures to get better,”
adds Daniel Pherson, product manager
at Stihl. “We see lithium ion as a very
powerful part of the future.”

tinue toserve asa

hedge trimmer.

Areason for that trend is lithium-ion

batteries perform at full power until
they stop, not sacrificing performance
as the charge runs out. Plus, runtimes
fornongas handhelds are only aslong as
an operator has his finger on the trigger
versus, with gas, it being on all the time
after the operator pulls the cord.

The two zero-emission teams at
Strathmore Landscape, a full-service,
commercial landscape company
in Montreal, have experienced this
firsthand, Vice President Jessica
Milligan says.

The two-person maintenance crews
drive electric trucks equipped with Stihl
nongas handhelds, including a hedge
trimmer, chain saw, blower and string
trimmer (see Web Extra). The products
are limited for use only on properties
that are less than 20,000 square feet,
as their batteries run for roughly 60 to
90 minutes, Milligan says. Typically,
the zero-emission teams take two to
three extra batteries with them for an
eight-hour day.

Continued on page 24

Manufacturers say
lithium ion will con-

sound power source
for nongas handhelds,
such this Stihl HLA 85

A arician

world’s largest com-
munity association
management firms.

RUPPERT GROWTH
Ruppert Landscape
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ﬁ opened a new branch

in Mableton, Ga., and
appointed Thor Grenier
to branch manager.

MILITARY DISCOUNT

Under John Deere’s
GreenFleet Loyalty

Rewards Program,
current and former
military members now
can receive a free,
two-year Platinum
membership.

Fleet

*
= NILITARY g
: DISCOUNT
LOYELTY FEWARDS mm -y -
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Continued from page 22

One benefit of sticking to a single
brand of nongas handhelds, Flowers
says, is that batteries and chargers are
fairly interchangeable.

Though, Flowers doesn’t fully reap
that perk because he owns multiple
brands—Core string trimmers, an Echo
blower, Ryobi edgers and Stihl hedge
trimmers. He goes through roughly
three to four batteries per day per piece
of equipment, with those taking around
20 minutes each to reach a full charge.

“Right now I have so many batter-
ies,” Flowers says. “It’s a bit of a hassle.”

Since purchasing its nongas handheld
inventory three years ago, Strathmore
Landscape has yet to replace any of the
batteries. And while the initial investment
was higher than gas-powered equip-
ment, due to battery and charger costs,
Milligan says the company saw a return
in fuel savings after using the tools for
about 14 to 15 months.

For some perspective on battery life
spans, Oregon and GreenWorks mar-
ket their batteries as lasting up to 1,000
charges. Stihl says 20 percent of a bat-
tery’s capacity is lost after 500 charges.

Mean Green Products President Joe
Conrad justifies it this way: “Look at the
battery as the fuel for life for that piece
of equipment.”

A PUSH FOR BACKPACK BATTERIES
Among the newer players in the non-

Though Eco-Lectri
Landscape Mainte-
nance has a slew.of

nongas handheld w
product brands, it
sticks with Mean
Green Products’
mowers.

24 @LANDSCAPEM

gas handheld market, Mean Green is
evolving from electric mowers to debut
its first line of nongas handhelds this
year. It will include trimmers, a prun-
ing chain saw and a blower.

All the units can be powered by a
backpack battery—a growing neces-
sity for nongas handhelds, Conrad says.

“The biggest concern for anybody
that wants to convert to electric is that
there’s not enough power and it won't
last long enough on a battery,” he says.
“That’s why we came up with the back-
pack battery system.”

Other manufacturer reps, such as
Stihl’s Pherson, concur there’s “a big
push for pros using a backpack battery.”

This especially is the case for blow-
ers and other handhelds that are more
“power hungry,” Huffman says.

“Moving air takes a lot of energy,”
Brady adds. “That’s why fuel tanks on
backpack blowers are so large because
they need that much fuel to operate for
long periods of time.”

LESS LEAN TOWARD LITHIUM ION
While many handheld manufactur-
ers are homing in on lithium ion as a
reliable battery technology, Core Out-
door Power combines it with its motor
technology that replaces wiring with a
new approach that’s much like printed
circuit board technology.

“Power and runtime are the two key

metrics that have hurt nongas products,”

Strathmore Landscape saw areturn in fuel savings
after using its nongas handhelds for about 14 to
15 months on its zero-emission teams.

says Lincoln Jore, vice president of de-
velopment. “Our motor designs allow us
to cost effectively offer more powerin a
smaller package. That’s what’s allowed
us to go after the commercial market.”

Core hasin the pastimplemented the
technology on trimmers, Jore says. But
due in part to MTD Products acquiring
Core in January, the manufactureris in
developmental stages on “a full suite of
handheld equipment,” including blow-
ers and chain saws.

WHAT’S TO COME

Much like Mean Green, GreenWorks also
is focusing on the commercial market
in 2015. It’s releasing its 80-volt nongas
handheld line—one of the highest voltage

offerings in the industry.

WEB EXTRA

To getalook at Strathmore
Landscape’s zero-emission
maintenance crews, visit

Until now the manufac-
turer offered only a 40-

volt product, mainly for

for more information and

homeowneruse withup o

to an acre lot size.

GreenWorks is pushing the limit on
nongas handheld specifications, offer-
ing an 18-inch chain on its 80-volt chain
saw—"the largest bar and chain on a
battery-powered tool,” Brady says.

Likewise, Stihl and Oregon are re-
defining standard product specs.

Stihl recently debuted “the world’s
first lithium ion cut-off machine,” its
TSA 230 saw for a variety of applica-
tion. Oregon released its new DL 30
blower, which has a “turbo” setting
that reaches 130 mph and more than
500 cubic feet per minute.

In addition, Oregon continues to
refine the self-sharpening Power Sharp
feature on its nongas chain saw to push
its philosophy that a well-kept machine
can directly correlate to runtime. ®

LandscapeManagement.net

PHOTOS: ECO-LECTRIC; STRATHMORE LANDSCAPE
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PHOTO: JODY SHILAN

Prepare,
present
and close

Master the tricks of a
perfect kitchen-table
presentation. ey Joby SHILAN

ublic speaking or giving pre-
sentations is a nerve-wracking
experience for most people.
It requires confidence, con-
centration and knowledge of
your subject matter. It also requires
experience. If youre not comfortable
making a presentation to a customer,
don’t worry, you're not alone.

Over the years I've literally given
thousands of presentations to home-
owners to sell landscape design/build
services. I've also made thousands of
mistakes. Fortunately, I've learned from
my experiences and want to share some
trade secrets that will help you succeed.

Most landscape designers/salespeo-
ple present our plans and proposals at
our clients’ kitchen tables. The perfect
kitchen-table presentation includes
three parts: preparation, presentation
and closing. Each part consists of several
steps you need to follow if you want to
develop, improve and be successful. If
you're too nervous, too cocky or don't
know what you're talking about, there’s

J(B LINEUPS

JCB unveiled several

pieces of new land-

oY

scape construction
equipment at a press
event in Savannah, Ga.,
last month,
including new

an excellent chance that you'll have a
difficult time selling.

PREPARATION

One thing most salespeople overlook is
preparing for their presentations. Believe
it or not, you're not supposed to just show
up and wing it. Although, I suspect that’s
what many of you do.

A simple act like calling to confirm
your appointment gives clients confidence
that theyre working with a professional,
and it takes less than 30 seconds to do.
Plus, it gives them the opportunity to
reschedule need be and saves you from
making a wasted trip if they forgot.

Take 10 to 15 minutes to review the
plan and proposal at the office (not in
the truck). It allows you to refresh your
memory while also checking for mis-
takes. Not knowing what's in the design or

OVERVIEW

During sales presentations,
focus on the big picture
and don’t get bogged
down with details.

TP ey =

proposal can make you look foolish and
be very costly. Too many “umm, umm,
umms” and youre done, done, done.
Regardless of how experienced you are,
take this time to practice your presenta-
tion. Lastly, check the schedule so you
know when their project could begin.

PRESENTATION

There are many reasons a presentation
may succeed or fail. Some are more
obvious than others.

There’s nothing like a great big smile
and hearty handshake to set the tone
for your meeting. Take off your shoes
whether or not theyre muddy. Even if
the client says not to worry about it, do
it. It shows you care and are respectful.

Before you begin your presentation,
start off with some light conversation.
As far as seating goes, make sure your

backhoes, compact
excavators, skid-steers
and wheel loaders.

NONPROFIT REPURPOSED
Preservation Tree
Services and Texas
Landcare, both

renovate a dilapidated

based in Dallas, joined TEREX DEBUTS
forces to help a local Terex added
nonproft, OurCalling, the R260S

and V350S to its Gen-
building eration 2 skid-steer line,
into its new plus it released its TC16
outreach and TC29 compact

center. excavators.
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clients sit across from you and not to yourleft and right. You
want to be able to look at them while you're presenting and
quickly glance from one to the other to keep eye contact. If
one is on your left and the other is on your right, you have to
keep turning your head back and forth, which literally can
make you dizzy. It’s easy to lose track of your presentation
when you're constantly swinging your head around.

Also, use a drawing tube to protect your plan and to present
a professional image. Make sure to roll your plan backward
in the tube so it will lay flat on the table when you unroll it.

For the presentation of the drawing itself, I like to work in
a clockwise motion starting in the front yard and working my
way around the property. I also recommend you present the
big ideas and not bog down your prospects with details, which
can be confusing (see sidebar, “Details, details.”).

Keep your proposal in your bag and not on the table; it’s too
distracting. Once you've presented the drawing, then you can
take it out and present it, as well. Make sure they understand
what they’re paying for along with the payment schedule,
including the initial deposit.

Continued on page 28

Jody Shilan

Details, details

Many landscape salespeople think
details are important and help
them stand out from the com-
petition. In reality, they bog down
your sales presentation and clients get
caught up in the minutiae that doesn’t matter
to them anyway. For example:

SAY THIS:

“In the corner is your beautiful raised patio, seating wall
and evergreen privacy screen, which is perfect for when
you host barbecues or entertain friends out here.”

NOT THIS:

“In the corner is an EP Henry Dakota Blend, Coventry
Brickstone paver laid in a herringbone pattern on
4-in. of Q.P. and 1-in. of sand, with a matching Dakota
Blend Coventry Wall, which is 22-in. high with
universal caps attached with construction adhesive.
The evergreens are 7- to 8-ft. Arborvitae ‘Green
Giants’ planted 36-in. on center.”

Solu-Cal

FERTILIZER |

6-12-6 with 22% Ca

With Rates for Turf plus
Flowerbeds, Trees & Shrubs

; FERTILIZER

6-12-6 with 22% Ca
" Covers 10,000sq. ft, sq. ft.

Apply SOLU-CAL + STARTER for robust seedling development

increased turf vigor, and reduced weed pressure.

ONE PASS, TWO APPLICATIONS
www.Solu-Cal.com - 774.678.0288

Solu-Cal products contain pH: iCa ey
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We are perfectionists.
Every job is a personal challenge to do more in less time.

After all, every hour counts.

Nothing feels better than getting the job done and exceeding expectations.

kubota.com For Earth, For Life
© Kubota Tractor Corporation, 2015 I('J ")0 I'Q@
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Continued from page 26

CLOSING
If you've done everything correctly, closing should just be an-
other step in the sales process, not some battle of wits to see
who flinches first. After you've reviewed the plan and proposal,
simply ask your clients if they have any questions (about any-
thing). Keep asking until they don't have any left. Now you can
simply say, “OK, since you don’t have any more questions, all I
need is a signature and a deposit and we can get you scheduled.”
Assuming this goes according to plan, don't make this your
last interaction. Leave the signed check and proposal on the
table, and tell them how excited you are about the project as
opposed to taking the money and running. Let them know
what the next steps are and who's their point person. Remind
them of the tentative start date and explain how the utility
companies will be doing a mark-out. Ask them again if they
have any questions. If they do, answer them. If not, thank them
and say goodbye. ®

Shilan is editor of FromDesign2Build.com. Reach him at jshilan@gmail.com.

What if they’re not ready to sign?

If you get through the presentation and ask for a signa-
ture and deposit, only to have the homeowners hesitate,
don’t panic. But do consider where you went wrong.

Did you screen the candidates properly on the
phone before creating a plan and getting to the
presentation meeting? Did you make an error in cre-
ating a plan that met their goals and objectives? Did
you design something outside their budget range?

If they say they need to think it over, don’t just
give up immediately. Ask them what they’re unsure or
uncomfortable about. If it's the design, that can eas-
ily be modified. If it’'s the money, offer solutions such
as changing to a less expensive hardscape product,
smaller plant material, removing the lighting for now or
substituting specimen trees for something similar at a
lower price point. They may not have known changes
were possible and that'’s all they needed to feel better.
Whatever you do, don’t just drop your price.

If they still resist, don’t push it. Just ask them if it
would be OK if you followed up with a phone call in
a few days. And make sure you do.

Our Focus.

8\ PEST CONTROL

FUMIGATION

GOLF COURSES

VEGETATION
MANAGEMENT

NURSERY

We focus on you, so you can focus on your customers.
We provide:

+ Pest management and specialty agricultural products
+ One of the largest distribution networks in the nation
« Same day/next day service

HANDSEAPE « The stock you need, when you need it

We have provided personalized service for more than

80 years. And we're just getting started. Our knowledgeable
and experienced staff will partner with you to help make
your joh easier.

Contact us today.

VECTOR

NTARGET

SPECIALTY PRODUCTS

Faster Delivery. Smarter Service.

1.800.352.3870 | target-specialty.com
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SPEED'WA
SPEEDZ@NE

G

The competition can talk all they want, but when the checkered flag drops, the
winner is clear: SpeedZone® Broadleaf Herbicide for Turf. SpeedZone
and SpeedZone Southern deliver broad-spectrum control of the toughest weeds
- fast. That means happy clients and fewer callbacks, and it's one of the reasons
SpeedZone and SpeedZone Southern are the #1 speed herbicides on the market.

PbLI /cordon

corporation

800.884.3179 ¢ GordonsProfessional.com An Employee-Owned Company

Checkered Flag Label Design®, Gordon’s®, ProForm®, and SpeedZone® are registered trademarks of PBI-Gordon Corporation. Always read and follow label directions. 1/15 03725
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On budget 5%

With water budgets, contractors can
demonstrate and document good water

stewardship. BY EMILY SCHAPPACHER

7 hen it comes
to sustain-
ability, few
people are
undermore
pressure than irrigation
contractors. With droughts
drying up entire regions
throughout the U.S., munic-
ipalities are mandating that property
owners significantly reduce their water
usage—or even stop irrigating their
landscapes altogether. Coming up with
those savings often falls on contrac-
tors’ shoulders.

All this gives Brent Mecham “heart-
burn.” The industry development direc-
tor for the Irrigation Association (IA)
knows there are ways for contractors
to be part of the solution, rather than
the problem. Water budgeting is one of
those ways that allows contractors to
demonstrate and, more importantly,
document their water stewardship
while still doing their jobs.

“It’s a best-management practice,”
Mecham said during an IA webinar
about water budgeting. “It’s the right
thing to be doing, and if we do it correctly
we'll be able to document and prove that
were good stewards of water.”

Awaterbudget provides a framework
for determining the minimum amount
of applied water required to produce the
social, economic and environmental
benefits of an irrigated landscape, ac-
cording to the IA. Determining the cor-
rect inputs is a critical step in creating
an effective water budget. Inputs to the
water budget must be tailored to local
conditions and based on sound science.

Brent Mecham

Contractors need to
understand not only the
plants, soil and workings
of the property’s irriga-
tion system, but also the
purpose and function of
the landscape, Mecham
said. Then, they need to match
the landscape’s demand to the
available water supply, which will vary
depending on location. Some loca-
tions have flexible water budgets, which
change with the weather, allowing more
water usage during hotter months and
less water during colder or rainy months.
Otherlocations have fixed water budgets,
which are based on historical demand
and donot respond to changing weather.
“If there’s alimited amount of water,
then the landscape designer or architect
needs to figure out what plants they’ll
use, what kind of turfgrass and if it will
be useful and purposeful, and then bal-
ance all of that,” Mecham said. “What
we'e able to do dictates the look and
style of the landscape.”

HOW TO CALCULATE

To calculate a water budget, contractors
need to know several figures (see sidebar
on page 31). The first is the Reference
Evapotranspiration Data (ET,). Next,
theyneed to know the Adjustment Factor
(AF), which is the percentage of the Ref-
erence ET theyre going to allow for the
landscape. Most of the time, this factor
is 0.6 in areas that are water challenged
and 0.8 in areas with high rainfall and
more water available. The next factor
is the Landscape Area (LA), the square
footage of landscape to be maintained
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with irrigation. Lastly, they need the
conversion factor (0.623) to convert all
the units into gallons. Multiplying all
these figures together determines the
Landscape Water Allowance (LWA). This
can be calculated monthly, annually or
before every irrigation event.

In areas with poor water quality, an
optional figure to include is the Leaching
Factor (LF), which accounts for the extra
water needed to push salts or other ele-
ments that could be detrimental to plants
out of the root zone. This can equate to
20 percent to 25 percent more water than
the ideal, Mecham said.

The next part of a water budget is the
Landscape Water Requirement (LWR).
To calculate it, multiply the Reference
ET in inches by the Plant Factor (PF)
and subtract the Effective Rainfall (Re)
in inches. Multiple that figure by the
Landscape Area (LA) and the 0.623
conversion factor, then divide by the
Irrigation Efficiency (IE). The IE is the
amount of additional water needed to
compensate for an irrigation system’s
lack of efficiency. For example, if a sys-
tem s 90 percent efficient, which can be
achieved with drip irrigation, it takes 10
percent or 11 percent more water than
the ideal to maintain the landscape. If
a system is 70 percent efficient, which
Mecham said “sounds pretty good,” it
will use 42 percent more water.

“In the end, what we're striving to do
is seeif the water requirement isless than
the water allowance, and if it is, were
doing a great job,” Mecham said. “How-
ever, if the water requirement exceeds
the water allowance, then management
decisions need to be made.”

PHOTO: ©ISTOCK.COM/DENISENKO



HOW T0 CALCULATE THE LWA AND LWR
LWA=ET,x AF xLA x 0.623
((ET,xPF)-R.) xLA x0.623
IE
LWA = Landscape Water Allowance (gallons)
ET, = Reference ET data (inches)
AF = Adjustment factor (0.60 to 0.80)
LA = Landscape area (square feet)
0.623 = Conversion factor for gallons
LWR = Landscape Water Requirement (gallons)
PF = Plant factor
Re = Effective rainfall (inches)
|E = Irrigation efficiency
0.90 =11% more; 0.80 = 25% more
0.75 =33% more; 0.70 = 42% more

LWR=

Mecham says these decisions can’t be made unless con-
tractors measure how much water they use. While many
irrigation systems, particularly on residential properties,
don’t have dedicated water meters, Mecham said you can
purchase one for about $100. They can be a good investment
for contractors who are serious about water budgeting and
want to measure water usage over long periods of time, he
said. Rain gauges are also an effective tool to measure water
usage from one irrigation event to the next.

Mecham knows that beginning the water budgeting
process can be a challenge, as “people aren't paying us to
be good water managers vet.

“I walk around feeling like there’s a target on my back
because I represent the irrigation and landscape industry,
and past behavior and past performance sometimes mer-
its the fact that the target is there,” Mecham said. “But this
target is an opportunity to hone in and hit the bull’s-eye on
how to do things better.” ®

Schappacher is a freelance writer based in Charlotte, N.C.

CALIFORNIA DROUGHT

The California State Water
Resources Control Board
gave water agencies a gut
check March 17. If agencies
don’t enforce water restric-

4 Irrigation

ASSOCIATION ©

and locations of the 2016
and 2017 Irrigation Show
& Education Conference,

tions by May, they’ll be faced
with a two-day-a-week
watering restriction. Cities
that already have restrictions
must maintain those.

IA AFFAIRS

The Irrigation Association
(IA) confirmed the dates

with those being held in Las

Vegas Dec. 5-9 and Orlando,

Fla., Nov. 6-10, respectively.
In addition, the |A mapped
out its webinar schedule
for 2015, comprising three
series—"Bringing Water to
Life,” “Point of Connection”
and “Knowledge Network.”
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(formerly PLANET, Professional
Landcare Network)

ESSENTIAL FOR GROWTH

EDUCATION
Delivering invaluable access to the
best ideas and practices.

ADVOCACY
Fighting tirelessly in support of your
business.

PROFESSIONALISM
Establishing the highest standards
and driving the future of our industry.

JOIN US

Special introductory offer — 20% off
your first year of membership dues!*

Visit bit.ly/landmanmag for complete details.

*Offer expires June 30, 2015 and cannot be
combined with other offers.
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How a compelling company
vision can help you attract
the best team and achieve
your goals.

e
| ("

ttracting, motivating, focusing and

retaining great employees starts

and ends with a compelling vision.
To attract the very best team, you must
create a compelling vision for the future,
and to retain top talent you must
develop a method and habit for com-
municating your vision. A powerful
vision will help you hook and hire
new employees. By continually
reminding your employees
of your progress on your
vision, they eventually
will buy into it, love it
and live it.

Continued on page 34



Faster clover control
from Quali-Pro.

2DQ
Herbicide

2DQ contains three active ingredients that provide

weed control of annual and perennial broadleaf weeds

in warm-season and cool-season turfgrasses. 2DQ is for

use on ornamental turflawns (residential, industrial, and
institutional), parks, cemeteries, athletic fields, sod farms,
golf courses (fairways, aprons, tees, and roughs) and similar

2DQ

Herbicide

turf areas to control clover, dandelion, henbit, plantains,

wild onion and many other broadleaf weeds.

A recent study has shown that 2DQ demonstrates
faster control of clover at cooler temperatures
than the competition. it

,ml 'P Bo Get connected: [[3 4

Innovation you can apply. k

For more information on our wide selection of turf and ornamental products, visit quali-pro.com or call 800-242-5562



Continued from page 32

On the other hand, if you ignore your vision—even if it
was compelling when first written down—it will wither and
die along with your company energy and focus.

Your company vision is like a big, green, welcoming
front lawn. If you take care of it, it inspires everyone
who sees it, drives by and comes into contact with it.
But if you leave it alone—forget to mow it, never water
it, never put down nutrients—then it turns into messy,
weedy, overgrown dirty-brown shambles.

‘DO WE HAVE TIME FOR THIS?"

Reaching your company’s true potential takes more than
just a few memorized words repeated once a year or so.
Communicating the company vision is a vital leadership
role. And if you're the owner, CEO or a leader within your
company, it's the most important part of your job because
of how it drives and focuses all the other employees.

START WITH A STUMP SPEECH

If you’re like many leaders, you’re ready
to be the visionary for your company,
but you may not be sure how to do it.
The good news is there are dozens
of ways to do this. The simplest
and possibly most effective way is
by developing and giving a stump
speech to the whole company.
Here’s what it should include:
Where you’re going, in broad
strokes. Talk about the “why” while

referencing your company values and
emphasizing the kind of future you envision the
team building over the next few years. For instance:
“Our goals are to keep our clients consistently happy,
to respect each other, to respect our equipment and
tools and to make sure we’re always working in a safe
environment. We never compromise safety. And as a
company we must hit our budgets, so the company
can continue to grow and we can all continue to pros-
per. Within two years we will double our service base
and shift our client profile from townhouses to com-
mercial sites. We will expand our facilities so we have
a new building with twice the square footage, and we
have the space to do really great work together.”

The historical perspective. Remind people where

you’ve come from and how much progress you’ve
made. For instance: “Two years ago we had X num-
ber of employees, we were at Y revenue and we were
operating at Z% efficiency. ... Now we have ...”

Sometimes company owners buy into what I'm say-
ing, but they wonder to themselves, “Do we really have
time for all that touchy-feely stuff?”

And when it’s time to talk with their employees, they
say things like: “You guys know what to do. Get to work.”

I used to make that same mistake when I ran my
business. I was so focused on efficiency and getting
more production that I didn’t make much time to think
to create and refine my vision and I didn't take the time
to communicate my vision to the people who worked
for my company. As a result, we didn’t grow as fast and
effectively in those early years as we could have.

You must develop your vision to become a destination
company—one that good people want to work for. If you
don’t do so, you're relegated to running a company that’s
reactive in nature. In a reactive company that lacks
vision, employees show up for work motivated to do two

Continued on page 36

Celebrate the progress. Discuss a
recent victory or set of victories. Pick
a specific event from the past week
that makes the point of your progress.
Teach by highlighting the positives.
Praise in public. Save corrections for
private conversations.
Set the priorities. Say something
like, “In order to stay on track, we
need to do A and B over the next week
(or two, or month or quarter).” Make it
clear exactly what you want to see more of,
and during what time period you need to see it.
Ask for volunteers. At certain times you’ll need vol-
unteers to help support certain priorities. Say: “To
achieve our goals, we need help with X. Who'’s willing
to take that on or help out?” Wait for someone to raise
a hand. Often, the “volunteer” is agreeing to do some-
thing for which he or she’s already has responsibility.

Help volunteers set a 5 Ws action plan:

1. What are they going to do?

2. When are they going to do it?

3. Where are they going to do it?

4. Why are they going to do it (the benefits)?
5. Whose help and support do they need?

Praise the person for volunteering, and remind the
group why such-and-such is important. Guide the
discussion that follows. Remember, it’s important to
make the why bigger than the how. Once you make
the why compelling, your employees will be motivated
to help you figure out “how to.”
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€6600D PEOPLE WANT
A VISION OF THE FUTURE
THEY'RE BUILDING FOR
THEMSELVES AND FOR
THE COMPANY.??

—JEFFREY SCOTT

Continued from page 34

things: get a paycheck, and make it through
the day. These are unhealthy motivations that
become a tax to your clients, the owners and
the remaining true believers in your employee
ranks. Top performers won't work for or stay
with a company that is taxed excessively with
areactive attitude.

The idea that leaders don’t have time to
create and share a vision is a myth. It takes
much more time, effort and wasted energy
to reactively run a company without a vision
than it does to proactively run a company
with a vision.

Whether we're talking about hiring talent
away from another company or holding on to
the very best homegrown employees, I can’t
stress enough that good people want a vision
of the future they’re building for themselves
and for the company.

There’s a saying in politics that “all politics
is local,” which means people tend to care
how politics will affect them personally, and
they care less about the national agenda. For
our purposes, keep in mind that “all company
visions are local.” Your vision must answer the
question “What’s in it for me?” (the employee).
If your team members don’t buy into the
company vision and can’t translate it into
their professional growth and personal/family
needs, they’ll eventually lose hope, vigor and
interest in your company.

People have a better attitude, do better
work and are more committed when they have
a better sense of why they are doing some-
thing. It’s your job to supply that why.

Top performers are all about growth and
improving the status quo—their company’s,

Continued on page 38

WHAT WE SAY TO CUSTOMERS

Some Otto Luyken Laurel, Fothergilla major
Mount Airy, Orange Storm Flowering Quince
and Gotoneaster Hessei would look great.

WHAT THEY HEAR

Some blah, blah, blah, blah, blah, blah,
blah, blah, blah, blah, blah, and,
blah, blah viould look great.

Start Speaking Their Language Today!

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

PRO Landscape

Industry-Leading Landscape Design Software

Communicating your vision to prospective customers has never been easier with PRO Landscape design software.
Whether your design platform is a desktop, laptop or tablet you can design and sell anytime, and now — anywhere.

Photo Imaging | CAD | Lighting | Estimating | 3D Rendering | Tablet Apps
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COMMERCIAL POWER
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Get more Man-hours Per Gallon with Vanguard. By combining closed-loop EFI with the optimum displacement ue 2 5 D/
for zero-turn mowing, our 810cc engines can help you achieve a fuel reduction of up to 25%” versus a TO 0

carbureted equivalent. That means your guys can do more with every tank of gas. When you consider how many

man-hours they can log in a season, your savings could be in the thousands. And that's some serious coin. FU EL SAV' NGS
Learn more at Vanguardengines.com/EFI.

* Fuel savings may vary based on cutting conditions and other factors.



Continued from page 36
their community’s, their clients’, their own. These peo-
ple want to work in a company where they know theyre
going somewhere and making an impact. By sharing a
vision of the future, you're telling your team what that
future is likely to look like. If you give them a compel-
ling enough why, they’ll help you develop the how-to.
The vision you repeatedly lay out allows top perform-
ers to gain and revisit a road map that shows them how
they’re going to affect the future. Sharing the broad
outlines of that plan for the company makes all the dif-
ference, because if your team members don’t have that
road map, they can’t possibly be inspired to move in
unison in the right direction.

AVOID COMMON MISTAKES

Below are four common mistakes business owners and
leaders make while theyre mastering the skill of commu-
nicating their vision. Learn them, so you can avoid mak-

Cha ng i ng La nd SCa pes. ing the same mistakes at your company.

o ° “] already told them about this ... once.”

Cha ng I ng leeSo Telling employees about your vision at the annual

all-company meeting is not enough. It may remain in

your head, but you can’t assume everyone else remem-

bers it. I know a quiet leader who has an extremely high

1Q yet makes the mistake of believing that just because

he thinks of something, everyone else intuitively knows

it. He doesn't like to yell or be bossy—he wants his

staff to be loyal and follow the program. The challenge
Continued on page 40

DAY OF SERVICE
NATIONWIDE
APRIL 22,2015

Join thousands of your peers

from across the nation as we come together
to change lives for the better. Feel the sense
of reward that comes from knowing that the

community will benefit for years to come TAKE M:Tll]“ Nﬂw

from your efforts. Experience the comradery Write down your vision
that comes with a common purpose. Don't for success. Start with a
put off registering to do your part. Your two-palzagraph ISHEFLO
; . yourself.
community and your country will be better Paragraph one outlines v
for the time you give to Day of Service. an award your company

has received 10 years from now
based on achievements you’ve reached as a

1\ JOHN DEERE

Lead Sponsors CNA

team. Paragraph two is a letter written to your-
self a year from now, describing what a great job
Supporting Sponsor -” you and your team did over the past 12 months.
HicHGROVE It’s specific and highlights your achievements
and how it makes you feel both professionally
and personally.
Ask your management team to do the same.

?’ PLANET Get together and have each person share their let-
Professional Landcare Network ters with one another to develop a shared vision.

planetdayofservice.org

ILLUSTRATION: ©ISTOCK.COM/BUBAONE
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-ELSIUS\ DROPS
EEDS"LIKE FLIES.

B A¢E R o © Celsius® controls a broad spectrum of weeds.

E e S I u S Take it from other lawn experts. Celsius® makes post emergent weed control
so much easier. Celsius kills over 120 weeds, especially the really tough
ones like doveweed and Virginia buttonweed. And it’s safe to use in summer
temperatures on warm season turfgrass like St. Augustine, Centipede and

Bermuda. Celsius works when and where you need it.

For more information, visit BackedbyBayer.com/celsius.

Uik aed  The BackedbyBayer app is available

) for download at the iTunes store. , Follow us on Twitter @BayerLawn

Bayer CropScience LP, Environmental Science Division, 2 TW Alexander Drive, Research Triangle Park, NC 27709. 1-800-331-2867. www.BackedbyBayer.com. Bayer, the Bayer
Cross, and Celsius are registered trademarks of Bayer. Not all products are registered in all states. Always read and follow label directions. ©2015 Bayer CropScience LP.



Motivate, and Retain
Greot Employees

JEFFRY SCOTT

Excerpted with
permission from Scott’s
hook, “Destination
Company,” due out
this spring.

Continued from page 38

is, his employees are not as
focused as he is, and they
can't read his mind, so they
don’t keep his vision “top of
mind.” Theyre distracted by
their own lives, their own car
payments, their own children
and the work in front of them.
This is why you have to say out loud what
you're thinking and be willing to repeat it.
Make the implicit explicit.

Not specific enough. I run into some
companies whose vision is something
simple like, “We’d like to grow.” But what does

that mean? Break down what you want to
achieve into concrete chunks that your team
can grab onto. (For instance, “We want to
double our client base and increase our den-
sity through our client referrals and neighbor
walk-bys.”) If it’s not specific, people have
trouble buying into it, engaging with it, execut-
ing it and even remembering it.

Playing “gotcha.” Some leaders think
they’re sharing the vision, but in fact
they’re leading by exception, playing “gotcha”

with their staff. Avoid the syndrome where
you're constantly telling people what they
did wrong: “I caught you smoking.” “Quality
on the Jones property is never high enough.”
“You guys are over budget.” “There’s a dent in
the truck.”

When people only hear this kind of feed-
back, their heads sink down and their vision
grows cloudy. Eventually, they tell themselves
they can’t win and the owner’s vision is no
vision at all, so they learn to keep their head
down and focus on the work at hand.

IF YOUR PEOPLE DON'T BUY INTO THE COMPANY
VISION AND CAN’T TRANSLATE IT INTO THEIR
PROFESSIONAL GROWTH AND PERSONAL/
FAMILY NEEDS, THEY’LL EVENTUALLY LOSE
INTEREST IN YOUR COMPANY.

“Yeah, right.” If the vision is completely

unrealistic and everyone knows it, youre
going to have problems. There’s a balancing
act here, of course. You do want to get people
engaged in attaining an ambitious goal, a
“stretch” goal—but it can’t be a goal that every-
one quietly ridicules. The goal you set should be
seen as attainable. The targets you set have to
make both emotional and mathematical sense.

So if you tell people, “We're going to grow
from $3 million in revenue to $30 million
within the next three to five years,” don’t
expect everyone to believe it. Many of your
people are going to be asking both “How?” and
“Why?” In this case, you have to explain why
growing to $30 million is beneficial for every-
one involved, and how you envision getting
there. If there are no compelling answers, you
need to fine-tune the goal.

A good stretch goal is said to be one that
has a 50/50 chance of being hit. Having said
that, people like to know what their next steps
are: What's the short-term goal?

Focus on that and you'll move mountains. (®

Scott, who has a master’s degree in business administration, specializes
in growth and profit maximization in the green industry. He’s an author,
business coach and facilitator of the Leader’s Edge peer group for landscape
business owners. Learn more at GetTheLeadersEdge.com.
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www.turfbooks.com

Daniel S. Gordon, CPA

As an Owner, Manager, CFO and
Industry Consultant, Dan has been

Accountants to the Lawn Care Industry

involved with the development of
several service companies from
inception to $15 million in annual

Does Your Accountant understand the Lawn Care Industry?

» Accounting / Bookkeeping Services

» Bank and Credit Card Reconciliations » Outsourced CFO Services

*» A/Pand A /R Management

» Fast, Reliable, Affordable

Serving Lawn Care Companies Nationwide

Want Better Financial Information? Call Turf Books Now

Ph: 973-300-0288
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» Tax Preparation and Audit Representation

sales levels and beyond.

What Others are Saying:

Dan has helped take my business to a new level
with focus on improving accounting, operations
and financial management. If you are looking for
one of the finest accounting service providers in
the industry, Dan is your guy! He listens, is down
to earth, and provides crucial feedback to help
your business grow!

Matt Jesson
President, Green Lawn Fertilizing, Inc



Chicken poop.

Now that we've gotten that out of the way, let’s talk
about what it can do for your turt.

Healthy Grow® is manufactured from Aerobically
Composted Chicken Manure (ACCM), and the benefits
that it offers your turf are no joke. Healthy Grow is an
organic-based solution available in a variety of nutrient-
enhanced formulations. Rich in humates, carbohydrates
and proteins, Healthy Grow naturally conditions the

soil and stimulates microbial activity to support strong
root development and healthy stress-resistant turf.

FOR MORE INFORMATION CONTACT:

Jeff Leuzinger, Sales Manager
815-291-9627
jleuzinger@Healthy-Grow.com

HEALTHY-GROW.COM
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Healthy Grow is fully composted, virtually odorless,
and non-burning. Available in custom formulations,
and SGN sizes from 90 to 200, Healthy Grow can be
used anywhere on your course, including greens.

If you're serious about the long-term performance
and playability of your course, it's time to get serious
about chicken poop. It's time to get Healthy Grow.
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f and faster machine will put more money in your pocket
you owe it to yourself to get all the facts.

. We guarantee that our redeS|gned 2015 Trséggph is the most practlcal and
‘productive spreader sprayer - in the unlve ‘or your money back*,’ &
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PRACTICAL
ADVICE FOR

RUNNING A
PROFITABLE
COMPANY

LET’S GROW CASE STUDY: OUR WAY
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BUSINESS BASICS: PEOPLE

McKay Landscape Lighting =%
focuses on three client o
~ segments to maximize
its marketing efforts.
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BUSINESS BASICS: PEOPLE

Avoid getting sued

et’s take a quiz. The results
may save you from being
embroiled in a costly lawsuit.

_ Check off the boxes next to
: the questions you can legally
ask job applicants either on your
employment application form or in

an interview:

[0 1. How many days were you sick
last year?

[0 2. Have you ever been arrested?

O 3. Have you ever worked for this
company under any other name?

[0 4. What kind of car do you own?

[0 5. What clubs or organizations do
you belong to?

O 6. Have you ever filed a workers’
compensation claim?

O 7. How did you break your leg?

[0 8. Do you expect the leg to heal
normally?

[ 9.1s there anything in your religious
beliefs that would prevent you from
working on a Saturday or Sunday?

[0 10. Since you've volunteered infor-
mation about your condition, what
accommodation would we need to
provide were we to hire you?

Only three questions on the above
list are legal: Nos. 3, 7 and 10. If you

TIME FOR TRAINING:

A lawyer can ensure
your company’s job
application doesn’t
include illegal questions,
but who’s monitoring
interviews?

passed with flying colors, congratula-
tions! If not, read on.

Fifty-three percent of U.S.
employers have been sued by job
applicants, employees or former
employees. Of those suits that go to
trial, the employer wins only about
35 percent of the time.

O/ of U.S.
53 Oemployers
have been sued by job

applicants, employees
or former employees.

Many of these cases never would
have been filed if the companies had
used a standardized, systemized hir-
ing process and the hiring managers
had been trained in what they can and
cannot ask during interviews. While
your lawyer can make sure your job
application form contains no illegal
questions, is anyone monitoring every
interview to make sure the questions
asked in person conform to the law?

Unlike human resource profes-
sionals, most business owners and
line managers are not well versed in
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BY MEL KLEIMAN

The author is the founder of
Humetrics. He helps companies
build high-quality, frontline,
hourly workforces. Reach him at
mkleiman@humetrics.com.

the fine points of federal employment
law. Therein lies the liability.

Most of us have seen enough
newspaper headlines to realize we
shouldn’t ask about race, marriage,
religion, children and age. There are,
however, two times these kinds of
mistakes are typically made.

The first is when well-meaning
interviewers start talking about
themselves and their families. In an
effort to break the ice, they ask ques-
tions more appropriate to a social
setting. Many end up saying some-
thing like: “My daughter just joined
the soccer team. How about you?
Any kids in school?”

The second is when we get caught
up in the interview and spontaneously
ask the first question that comes to
mind without a thought as to whether
it is discriminatory or could be seen
as discriminatory by the applicant.

Let’s say you look at the job appli-
cation form and notice this person
attended the same high school you
did. So, of course, you tell the appli-
cant you share the same alma mater
and say, “What class were you?” This
innocent remark could make a case
for age discrimination.

The bottom line is there are only
two ways to limit your legal exposure
when it comes to hiring: 1). A stan-
dardized interview question set; and
2). Interview training for all hiring
managers/owners.

What every interviewer needs
to know and remember is: If it isn’t
related to the person’s ability to do
the job, don't ask it. The best way to
stay out of court is to just stick to the
questions that tell you whether or not
the person can do the job. ®

PHOTO: ©ISTOCK.COM/STOCKNSHARES



Managing Your Fleet BLINDFOLDED?

* Save on Fuel Costs
* Cut Labor Costs Instantly
* Increase Crew Productivity

* Enhance Customer Service

Fleet Intelligence for
Landscape Businesses

® 866-477-4321

Vehicle & Asset Tracking Software (o Xe pSI nsi g ht.com




Optimize
your website

A ften I'm asked for my opinion on creating a prop-
B8 crly optimized website and what areas to focus
on during the process. If there’s one thing I strive
to teach my students in every marketing class I
teach, it’s that what you or your coworkers want
is irrelevant. It’s all about what your consumer wants.
Get the opinions of your typical clients or prospects and
focus on the content and keywords theyre looking for, as

well as a structure they find easy to navigate to find what
they need.

Persona research is a very useful tool in this pro-
cess. Separate your potential consumers into similar
groups, then interview a sampling of those consumers.
What were they looking for online when researching the
services you offer? What words (keywords) did they type
into the Google search bar? Focusing on these questions
can help you develop the content and keywords your
website should focus on.

Finally, if you're redesigning an existing website, don’t
forget about the data that you've collected using your old
site. Examine your analytics data to look at which pages
performed well. Look at how users moved around your
website and which pages caused them to leave.

Ignoring consumers’ actions on your existing site can
cause you to create a new one they don't like any better.

PROPER SEO BUILDING BLOCKS
After taking your consumer research into account, you
know which keywords to focus on and what content they
want to see.
The next part revolves around developing a properly
built website using this on-site search engine optimiza-
tion (SEO) best practices checklist.
® Focus on one or two keywords per page. Never try to
optimize an individual Web page for more than one
word. Doing so may not only hurt your efforts, but it
can confuse the Web reader with copy that’s all over
the place. Blogs are helpful because you can focus
your efforts on individual keywords, creating numer-
ous pages of content.

® Include the keyword in the URL and title tag. Always
include the keyword you're optimizing your page for
in the URL (website address) of the page. The title
tag is what appears on top of your browser and is
the “title” of the page. By using the keyword in these
places, you quickly tell Google and website visitors
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BY SHAUN KANARY

The author is director of marketing

for Weed Pro in Sheffield Village, Ohio,
and adjunct professor of marketing at
Baldwin Wallace University.

that the page contains the information theyre looking
for. Here’s an example:

bos
[ (<] pro.com/blog,
© apps [ BWEmad [ Blackboard

o i(d.'f." 3-Ways-b 'iel-|i".e-Bes|-l.:1wr‘-Cam-Serw:e-Fncu’.g]

“f Hubspod Login W Twitter Ads ANGEL (LCCC) Chip 1l MyCampus

I Ro Plans & Prices

ATTEMTION THAT GROWS

Lawn Se

® Include the keyword in your meta description. A page’s
meta description is the brief description that you see
on a search engine results page, right below the page’s
title. This description should contain the keyword
you're optimizing for and it should remain below 150
characters. If you exceed 150 characters, you risk
Google shortening it by cutting off words. See the copy
that starts “Tips and tricks...” here:

3 Ways to Get the Best Lawn Care Service Pricing - Weed Pro
www.weed-pro.com/.../3-Ways-to-Get-the-Best-Lawn-Care-Service-Prici... =
Mar 15, 2013 - Tips and tricks to ensure you the best lawn care service pricing, and the
riaht lawn care provider.

® Include the keyword in 3 percent to 5 percent of
the page content and in the headers. When writ-
ing a Web page, always write with the consumer in
mind. Using their language and simplifying com-
plex words and concepts will help readability and
improve the page conversions. However, for SEO
purposes, you'll want to include the keyword the
page is centered on in the page headline as well as
throughout the page copy.

® Include alt tags behind your images. While you're
creating content for your website, remember to use
images on every page. If you were describing a beau-
tiful patio to a customer, wouldn’t you show them
pictures, too? With that said, images speak a thousand
words to the consumer; however, unless you include
alt tags behind your photos online, Google won't see a
thing. Alt tags provide a description of the image to the
search engines.

Creating a properly optimized website is similar to
creating a well-designed landscape plan.

No matter which one you're working on, keeping in
mind your clients’ needs and wants while balancing
proper foundational elements will ensure a well-received
landscape—or optimized website. (@



We spent two years testing the top commercial
mowers on the market on real world properties.

See who rose to the top.

TheWalkerAdvantage.com

® out front mowing



CASE STUDY: OUR WAY

Branding:
the McKay way

Why this lighting company focuses on three
key marketing segments. By MARISA PALMIERI

erry McKay loves marketing.
The owner of McKay Land-
scape Lighting in Omaha,
Neb., has a lot of ideas, but
chasing too many of them
doesn’t always get the best results.

A few years ago McKay determined
his best bet was to focus marketing
and branding efforts on three areas:
strategic partners, existing customers
and new customers.

“We need to communicate to each
group differently,” McKay says. “It’s a
targeted vs. shotgun approach.”

Vital to all these efforts has been
bringing a marketing coordinator on
board to keep everything on schedule,
McKay says.

3-PRONGED APPROACH

Strategic partners are McKay’s No. 1
focus. About half of its marketing bud-
get goes to this segment. The goal is to
strengthen relationships with current
partners and add new partners, such
as builders, architects or designers.

To develop new partners, McKay
and Andrew Coleman, lighting
designer and salesperson, start by
identifying prospects. Next, they con-
nect with them on LinkedIn and begin
to form a relationship by inviting them
to lunch, golf or another network-
ing event. They also may offer to host
a company Lunch & Learn, where
they’ll bring in a meal for the pros-
pect’s staff and spend an hour teach-
ing them about landscape lighting.

“The goal is to add partners who
will spec McKay only (for light-

ing),” McKay says.
Between himself
and Coleman, they
like to add a few
partners per year.

Existing strategic partners and
prospects receive holiday gift baskets,
Christmas cards and McKay Land-
scape Lighting calendars. Throughout
the year, the team also may swing by
their offices with oversized light bulbs
filled with seasonal M&Ms to keep the
company front of mind.

New this year, McKay has planned
blog posts specifically to appeal to
prospective partners.

Next, focusing on existing custom-
ers is vital for McKay, as this group
accounted for more than half of the
company’s revenue in 2014. The goal
is to retain these customers, while
increasing their upgrades and improv-
ing their customer service experience.

The company reaches them with an
email campaign several times a year.
The format is a personal email from
McKay, featuring professional photos
from the company’s recent projects to
pique clients’ interest for future pur-
chases. Content may include security,
safety, before and after photos, vaca-
tion homes and more. Similarly, blog
posts appeal to existing customers
with topics like service/maintenance,
upgrades, add-ons and FAQs.

On a quarterly basis, the company’s
top 150 customers receive a one-page
printed piece with recent project pho-
tos. In the highly competitive, digital
age, sending hard copy materials with

WEB EXTRA

Download a copy of McKay
Landscape Lighting’s quar-
terly marketing calendar
worksheet.
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beautiful photog- McKay clients
. : receive
raphy is something oversized
McKay says makes M&M-filled
light bulbs as

his company stand
out. “I want to be the
guy who has a brochure that over-
whelms people,” he says.

McKay'’s final focus area is reach-
ing new customers, including those
outside of its immediate geographic
region. Again, blog posts are impor-
tant for search engine optimization.
For example, the company blogs about
its out-of-town projects to emphasize it
does work in other cites and states.

One successful tactic in this seg-
ment has been a PDF document the
company created called “The Essential
Guide to Selecting a Landscape Light-
ing Professional.” This lead-generation
tool is available for prospects to down-
load online in exchange for providing
contact information.

Rounding out the new client brand-
ing and customer experience efforts
is a Customer Care Packet, a leave-
behind that outlines information on
warranties, company contacts, ser-
vice programs, FAQs and a small gift,
such as the M&M light bulb. @

BUSINESS BREAKDOWN ),

COMPANY: McKay Landscape Lighting
LOCATION: Omaha, Neb.

ANNUAL REVENUE: $1 million-$2 million
SERVICE/CUSTOMER MIX: 100% landscape

lighting/90% residential; 10% commercial

EMPLOYEES: 13

seasonal gifts.

PHOTO: MCKAY LANDSCAPE LIGHTING



Introducing the all-new BOXER® 900HD

ENGINEERED TO EXCEL

The all-new Boxer® 900HD is the culmination of two years of preparations to
build the most powerful and capable mini-skid steer available in the market.
Designed from the ground up, the 900HD includes many class-leading
features previously found only on full-size skid-steer models:

e 48-HP (36 kW), Tier 4 Final
diesel engine with Diesel Wide Range of
Oxidation Catalyst (DOC) that Attachments

does not require after treatment Like other Boxer models, the

900HD accepts an expansive
range of attachments for

e 94" hinge pin height allows

easy dumping over a 6' box side digging, lifting, carrying
and placing materials—to
e 939 Ib. rated operating knock out whatever work

you have to do!

capacity (at 35% tip capacity)

See for yourself why the Boxer
900HD is engineered to excel.

Contact your local Boxer distributor or
visit www.BoxerEquipment.com

BOXER

BIG POWER IN ALL PLACES - 4 P

Boxer Equipment is
manufactured by
Morbark, Inc.



@ HUNTER VALVES

COMPANY: Hunter Industries

URL: HunterIindustries.com

Hunter valves feature captive bonnet bolts, so bolts can’t
be lost. The Accu-Sync pressure regulation device, which
fits all Hunter valves, installs beneath the solenoid to
control zone pressure. Finally, the Filter Sentry diaphragm
scours the filter clean each time it opens or closes, and
it can be field-installed in all Hunter ICV valves.

@ IRRITROL

100-S SERIES

VALVES
COMPANY: Irritrol
URL: Irritrol.com
With the patented scrub-
bing feature, Irritrol 100-S valves
clean the metering device for
consistent valve operation.

Coupled with an EPDM diaphragm,

seat seal and operation up to 220 PSI, these valves are
designed to stand up to dirt, chemicals and chlorine,
according to the manufacturer.
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@ MSSB STAINLESS STEEL
VALVE BOX SERIES

COMPANY: Underhill International
URL: Underhill.us

Underhill offers seven models in its MSSB series of stain-
less steel valve boxes for Mirage long-throw sprinklers.
The MSSB boxes are designed for the Mirage M-180S,
M-160, M-125 and M-115 sprinklers and can integrate with
300 Series sleeve valves or an isolation valve. These
extra-large capacity boxes also accommodate quick cou-
plers, electrical junction boxes and other sub-surface
components, such as public address systems.

)) EDGERS 4

1305 POWER EDGER
COMPANY: Turf Teq
URL: TurfTeg.com
Model 1305, a self-
propelled walking
forward bed opener,
features a13-hp
Honda engine. An
opening blade to
create or redefine
landscaping beds

is standard, with
optional trenching
blades available. The
unit features a fully
hydrostatic transmis-
sion with forward and
reverse functions.

In addition, Model
1305SP can be con-
verted to a power
broom, power rake,
brush mower or plow
blade.




NAFA2015

Institute & Expo

WWW.NAFAINSTITUTE.ORG

THOUSANDS OF YOUR PEERS

are coming together

ASAFLEET MANAGEMENT
COMMUNITY THIS APRIL IN ORLANDO.

Join us!

NAFA’s International
Fleet Academy
April 13-17
Now co-located with I&E!

NAFA’s Institute
& Expo
April 14-17

www.nafainstitute.org
#NAFA2015



= PRODUCT FOCUS

I
LANDSCAPE

VE!

BN TALK RADIO s

Voice of the Green Industry Professional™

Listen and earn!

Get 1 CEU toward Landscape
Industry Certified recertification
per 2 shows listened to!

Hear from top landscape professionals,
consultants and suppliers on vital
busines topics with host Jody Shilan,
award-winning landscape designer,
former contractor, association executive
director and consultant.

Tunein @

Landscapelive.net

Also available for listening through iTunes and Spreaker!

Jody Shilan, Host
FromDesign2Build.com
Email: jshilan@FD2B.com

Interested in sponsoring Landscape Live!?
Contact:

Bill Roddy, Publisher
216-706-3758

broddy@northcoastmedia.net

Craig MacGregor
216-706-3787
cmacgregor@northcoastmedia.net
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WORX 56V MAXLITHIUM GRASS
TRIMMER/WHEELED EDGER

COMPANY: Worx

URL: Worx.com

In-line wheeled edging on this battery-powered
model provides a clean finish, according to the man-
ufacturer. The wheels can be stored on the trimmer’s
shaft or removed entirely when not in use. Other fea-
tures include Worx’s Command Feed feature, vari-
able speed throttle control and a 90-degree pivoting
cutting head.

)) LANDSCAPE EDGING

@ PERMALOC EDGING

COMPANY: Permaloc Corp.

URL: Permaloc.com

Aluminum-constructed Permaloc edging will not rust,
rot or break down, according to the company, and it will
stay in the ground for the lifetime of the project. Per-
maloc offers seven product lines suitable for landscape
bed edging.




FREE WEBINAR
Season-Long

Grub Control

Build Your Business Join us as experts share top tips for
managing grubs all season long. Topics
will include:

May 14, 2015 Grub identification and life cycle;

10 a.m. PT/1 pm ET Management approaches, including tolerance,
preventive, curative and rescue treatments; and

An operations and applicator perspective on
grub management techniques.

PRESENTERS WEBINAR
Technical speaker: Sponsored by:
Dave Shetlar, Ph.D. AN
The Ohio State University |
Shetlar is a professor of Urban Landscape Entomology at The Ohio _

State University where he performs outreach on turf and ornamental

entomology, teaches general entomology and concentrates on turfgrass Nufarm
entomology research. He was a research scientist with ChemLawn Services from 1984
to 1990 and he joined Ohio State in 1990. He has coauthored several books on turfgrass

insects and has a long list of research and outreach publications.

Brought to you by:

Business speaker:
Brad DeBels, Ph.d.
Direction of Operations, Weed Man Lawn Care

DeBels is a 16-year veteran of the green industry with more than 11 years

of experience at golf courses across Wisconsin, five years completing a -

master’s degree and Ph.D. at the University of Wisconsin-Madison in Soil LANDSCAPE
Science-Turf Management and now beginning his second year at Weed Man Lawn Care MANAGEMENT
in Middleton, Wis. He's responsible for the fluidity of all field operations at the Green Bay, YOUR GUIDE TO GROWTH™
Wis., Madison, Wis., Milwaukee, Elgin, Ill., and Rockford, lll., offices.

landscape industry

This webinar is approved for PLANET Landscape Industry Certified
<%N::'EC.:el'tlfled recertification at 1 CEU per hour of instruction attended.

¥ PLANET CEU APPROVED

DON’'T MISS THIS FREE LEARNING OPPORTUNITY. REGISTER TODAY!

LandscapeManagement.net/webinars




“Are you having a difficult time finding
minimum or low wage legal workers? Let us
help you get the low wage labor force that
you need, just as we have for hundreds of
other companies.” -Robert Kershaw, Attorney at Law

Robert Kershaw
The Kershaw Law Firm PC

Legal and low wage foreign workers with H2B
visas may be the answer to your labor needs!

EARLY SIGN UP OFFER
ONLY VALID UNTIL 4/30/15

1-99 H2B Visas
$2,500.

That’s $2,500 in fees for all of your visas—not $2,500 per visal
*Flat rate per application for Texas companies paid in advance, or pay
installments of $1,000.00 down, with three installments of $700.00.

Does not include bus fare, USCIS (INS) fees, required newspaper ads, foreign processing
& consulate fees, nor foreign recruiting fees.
Give us the opportunity to beat any competitor's published price.
Number of ial clients is limited! Call toll-free for more information

1.855.321.0077

Robert Kershaw, Attorney at Law
The Kershaw Law Fitm PC, 3355 Bee Caves Rd. Suite #307, Austin, TX 78746
Office: 512.347.0007, 1.855.321.0077, Fax: 512.347.0009, www.wotkvisasusa.com
E-mail: robertkershaw@kershawlaw.com

Licensed by the Texas Supreme Court. Not certified by the Texas Board of Legal Specialization.

E-750
Electric Wheelbarrow
By PowerPusher

&
Move more.
Move it faster!

www.electric-dumper.com
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PRODUCTS + SERVICES
FROM LANDSCAPE
INDUSTRY SUPPLIERS

THE SMART/CHOICE FOR
LARGE JOBS!!

ﬁp = AcrEase Model Pro6oV
¢ 60" Wing Mower
! @ Reduces Labor Costs
Large 23HP Engine

® High Mowing Speeds
® Puils Easily
@ Maneuverable
@ Professional Grade

'I‘ -'dr =

FOR INFORMATION ON ADVERTISING IN THE
LMSHOWCASE SECTION, PLEASE CONTACT:

Craig MacGregor
cmacgregor@northcoastmedia.net
216-706-3787

Jake Goodman
jgoodman@northcoastmedia.net
216-363-7923

pestfacts.org/grassroots

When issues about pesticides and fertilizers
pop up in your neck of the woods, you don't
have to address them alone.

R I S E Responsible Industry for a Sound Environment®

1156 15th Street, N.W., Suite 400 Washington, D.C. 20005
(202) 872-3860




Every month the Classified
Showcase offers an up-to-date
section of the products

and services you're looking
for. Don’t miss an issue!

secesecscccses

ADVERTISING
INFORMATION

Call Kelli Velasquez

at 216-706-3767,

FAX: 253-484-3080,
E-MAIL: kvelasquez
@northcoastmedia.net
Payment must be received by the
classified closing date. We accept Visa,
MasterCard, and American Express.

secesscscscccne

F,

Mail LM Box # replies to:

Landscape Management Classifieds,
LM Box #

1360 E. 9th St., Ste. 1070

Cleveland, OH 44114

(please include LM Box # in address)

BUSINESS OPPORTUNITIES

winew. WANT TO BUY OR
gy” .~ SELL A BUSINESS?

Professional Business
Consultants can obtain purchase
offers from numerous qualified
potential buyers without disclosing your identity. There
is no cost for this as Consultan’s fee is paid by the
buyer. This is 2 FREE APPRAISAL of your business.
If you are looking to grow or diversify through
acquisition, I have companies available in Lawn Care,
Grounds Maintenance, Pest Control and Landscape
Installation all over the U.S. and Canada.

708-744-6715 * Fax 508-252-4447
E-mail pbemellol@aol.com

I
Merger & Acquisition Specialists
= 208k Anniversary -

Visit us at www.LAN APEMANAGEMENT.net

LMCLASSIFIED

FLORASEARCH, INC.

In our third decade of performing
confidential key employee searches for
the landscape/horticulture industry and

allied trades worldwide.
Retained basis only.
Candidate contact welcome,
confidential and always FREE.
1740 Lake Markham Road
Sanford, FL 32771
407-320-8177 * Fax: 407-320-8083
E-mail: search@florasearch.com
www.florasearch.com

LANDSCAPEJOBS.COM
IRRIGATIONJOBS.COM
Jobs & Resumes
for Industry Pros.
1-717-479-1850
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ERVIEW BY MARISA PALMIERI

[
. My mom was
a 911 police
AIM LINNEIMANN  aspacherana
that’s what my
PRESIDENT wife does now.
LINNEMANN LAWN CARE & LANDSCAPING Law enforcement
COLUMBIA, ILL. has always been
- EDUCATION in our family
Columbia High School and always haf
Columbia, TIL. interested me.
Class of 1999

Southwestern Illinois College

... Adam Linnemann with
Belleville, I11. ’

“When I turned 16 my uncle wife Sahra and sons

loaned me some money to 1999-2001 Wynn, 3, and Nash, 5.
buy my first business truck. Southwestern Illinois
I'was the only high school Police Academy
student driving around a brand 2003
new Ford F-150 pickup. That
was pretty neat.” WORK EXPERIENCE
1999-2001

« . 5 .0

I specifically remember R e e

sitting inside the

. . 2012-2014
‘classroom thinking, St e
Man, I could be out Rent Fun Now
. Waterloo, IIL.
there making money, e —
so I gave it up.” 2003-present
Deputy sheriff
part-time “I'mpretty -
Monroe County, Ill. heavily involved

in the Columbia

2006-present Rotary Club.
Patrolman Ijoined the
part-time group strictly
Valmeyer Police Department as networking,

“I didn’t want to Valmeyer, TIL. but it became a
. lot more than
work hOhdayS; March 2010-present that”

nights and weekends, Columnist

f Waterloo Republic-Times
. but that’s Izlart é)fcllaw Waterloo, 111,
enforcement, so I decided to »
do it part—tin,le. I work three 1994-present I got started at age 14
to four shifts a month.” President with a push mower and
' Linnemann Lawn Care a wagon. I was mowing
& Landscaping »
Columbia, TIL. about 10 lawns.

................................................................................................................................................................

WORDS OF WISDOM “If you’re still working in the field, hire an office coordinator to man the phone and the office. It can
take a lot of things off the entrepreneur’s plate.” ® “Join some sort of networking or peer group to get your name out there
and build relationships.” ® “Put some trust in your people and delegate. You’re never going to be able to look over their
shoulder all the time. You have to be able to let go and trust them.”

PHOTOS: ©ISTOCK.COM/JCARILLET/ANDYD/DRAGONIAN
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SPECIAL FINANCING
OPTIONS AVAILABLE

NOW THROUGH MAY 31, 2015
AT PARTICIPATING DEALERS

*Off manufacturer’s suggested
promotional price.

YOUR STRENGTH

In this business, downtlme is not an option. That's why every piece of Tore® landscape contractor
equipment is engineered to be extraordinarily tough. We're talking heavy-duty welded 7-gauge
steel decks, high-strength spindles and blades, commercial-grade engines and torture-tested
components — all built to stand up to the harshest job conditions. Let's face it: When you can't be
out making money, you're losing it. Choose the mowers that show up to work season after season.

TOR()@ Countonit.

AVAILABLE AT YOUR LOCAL TORO DEALER | TORO.COM/DEALER




billbugs, and turf caterplllars Wlth no SIgnaI word and a Iow Impact on non target
organisms including bees; Acelepryn is also an excellent fit for ornamental land-
scapes. So use Acelepryn and give customers’ lawns, as well as your busmess the
look they deserve. For more information visit GreenCastOnline.com/Acelepryn.

w Acelepryn’ BB ES

Insecticide

Acelepryn was registered in 2008 by the U.S. EPA under its Reduced Risk Program**
*Larson, Jonathan L., Redmond, Carl T., Potter, Daniel A. “Assessing Insecticide Hazard to Bumble Bees Foraging on Flowering Weeds in Treated Lawns.” PLOS ONE 6.8 (2013): n.pag. Web

**Areduced risk pesticide is defined as one which may reasonably be expected to accomplish one or more of the following; (1) reduces pesticide risks to human health; (2) reduces pesticide
risks to non-target organisms; (3) reduces the potential for contamination of valued, environmental resources, or (4) broadens adoption of IPM or makes'it more effective. Acelepryn
qualifies under one or more of the above criteria.

Acelepryn® and Acelepryn® G are not for sale, sale into, distribution and/or use in Nassau, Suffolk, Kings, Queens counties of New York State:
©2015 Syngenta. Important: Always read and follow label instructions. Some products may not be registered for sale or use in all states or counties. Please check with your state or
local Extension Service to ensure registration status. Acelepryn® the Alliance Frame, the Purpose Icon and the Syngenta logo are trademarks of a Syngenta Group Company. MW 1LGT5008-P1



