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TAKE CONTROL OF
TURFDISEASES
AND 50 ORNAMENTAL

DISEASES WITH

A FORMULATION
OF YOUR CHOICE

. MR

B¢ Strobe 50WG  Strobe 2L

"% Wettable Granule Formulation Liquid Formulation

Fluid
Duncas

Broad spectrum preventative fungicides —_—
with systemic and curative properties that

are used for controlling many turf and plant
diseases such as anthracnose, brown patch,

leaf spot, summer patch and many more. ”n‘ PB”
L]
n u m Innovation you can apply.

For more info on our Strobe products,

visit quali-pro.com or call 800-242-5562. Strobe is a trademark of Control Solutions Inc. Quali-Pro is a registered trademark of the ADAMA Group Company.
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WEB RESOURCES
WORTH SHARING

NEW AUDIO ON LANDSCAPEMANAGEMENT.NET

LANDSCAPE
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i

BN TALK RADIO s

= Did you know LM co-produces a weekly web radio
show? Landscape Live! is hosted by Jody Shilan, an
award-winning landscape designer, former landscape
design/build contractor, executive director of the New
Jersey Landscape Contractors Association and industry
consultant. He interviews landscape professionals and
related experts on some of the industry’s hottest topics.
Check out all the episodes at LandscapeLive.net.

Know exactly what to expect with
M| findlotsize.com. Using Google
Maps, the simplistic user interface
estimates a lot’s area and dimen-
sion, displays a street view of the
property and provides driving
directions. Its mobile compatibility
is great for on-the-go use. Free

=5
(1 CONNECT

Q facebook.com/LandscapeManagement
O twitter.com/LandscapeMgmt

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

plus.google.com >
Search “Landscape Management magazine”

f‘!‘ instagram.com > @landscapemgmt

Your Fortune Rwaits!

A Learn more at WWW.mistaw
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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
ay.com/goodbiz 4
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The Freightliner Sprinter Van drives the
growth of your business today—and
down the road. With the superior fuel
efficiency of its 2-stage turbocharged
diesel engine, service intervals extended
to 20,000 miles' and legendary durability,
the 2015 Sprinter is “The best full-size
van for cargo and passenger purposes”
(Edmunds). Plus, new standard Crosswind
Assist? helps stabilize your Sprinter in
strong, gusting crosswinds. The 2015
Sprinter—your hardest worker.

www.freightlinersprinterusa.com

1Driver s responsible for monitoring fluid levels and tire pressure
between service visits. See Maintenance Booklet for details.

2 (rosswind Assist engages automatically when sensing dangerous
wind gusts at highway speeds exceeding 50 mph. Performance is
limited by wind severity and available traction, which snow, ice and
other conditions can affect. Feature not available on 3500 models.
©2014 Daimler Vans USA LLC. All rights reserved.
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MARISA PALMIERI YOUR GUIDE TO GROWTH™

EDITOR

The

mall business is difficult to
define. What do you consider to
be a small versuslargelandscape
company? A million dollars in
¥ annual revenue is a convenient
benchmark because many entrepre-
neurs romanticize about making their
first million. Others, anecdotally, peg
$3 million as a better benchmark of
“makingit” in this industry because one
can apparently get to $1 million or even
$2 million without much of a manage-
ment team or sophisticated systems. Get-
ting to $3 million, they say, is a feat. So is
$3 million the big vs. small threshold?
It depends who you ask.

Some would define many of the com-
panies on our annual LM150 list of the
largest landscape companies, featured
in thisissue of LM, as small businesses.
But, according to the Small Business
Administration (SBA), not even the
smallest company on our list, Green
Lawn Fertilizing, is classified as a
small business. Why? The SBA says
$7.5 million in revenue is the largest
a landscaping services firm (NAICS
561730) can be to be considered a
small business.

The SBA standard is used to deter-
mine eligibility for SBA financial assis-
tance, other SBA programs and govern-
ment procurement programs designed
to help small businesses. Why $7.5 mil-
lion? Well, it’s complicated. You canread
the agency’s 61-page explanation about
how these determinations are made by
industry if you'd like, but the short ver-
sion is that $7 million is an “anchor”
size for the services, retail trade and
construction industries, and the SBA
adjusts up or down from there based
on an analysis of many factors.

Maybe it’s just me, but I think it’s
an interesting coincidence that the

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

LM150’s basement butts up against
the SBA's small company benchmark.

It’s difficult to define the size of
our industry, but some estimates peg
the number of green industry service
providers at as many as 400,000. (No
wonder “fly-by-night competitors”
are a recurring complaint in our LM
reader surveys. There are tens of thou-
sands of them, literally.)

Even if you believe 400,000 is an
inflated number, and even if you
acknowledge the LM150 list is imper-
fect (considering some firms decline
to participate and there are others we
just don’t know about), a back-of-the-
envelope calculation reveals that 99
percent of the companies in the land-
scape industry are small businesses by
the federal government’s definition.

To me, that means despite years of
consolidation and investors entering
the industry, it remains to be highly
fragmented and dominated by small
businesses. It also means the major-
ity of the readers of this magazine
are among the 99 percent. We know
you'e interested in the happenings of
the 1 percent because reader inquiries
and Google Analytics tell us so. And
we can infer that you want to know
how these companies got where they
are today, if and how they stay there
and how they deal with the universal
challenges of the industry.

That’s what we aim to publish
every year when we put out our June
issue featuring the LM150 list. It’s
not supposed to be a who's who list.
It’s supposed to be a guide to help
the vast majority learn about how to
overcome the obstacles that stand in
everyone’s way. @
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What’s the best way to
compete against a larger

competitor?
Landscape Professionals MORE ONLINE
R Richard Bare See more great advice and

complete answers from our
Editorial Advisory Board in the
online version of this feature at
LandscapeManagement.net.

Arbor-Nomics Turf
Norcross, Ga.

Bill Bemus
Bemus Landscape
San Clemente, Calif.

Chris Joyce «eoottoemeeen
Joyce Landscaping N
Cape Cod, Mass.

Adam Linnemann

Columbia, I11.

......... Jerry McKay A
McKay Landscape Lighting ‘
Omabha, Neb. (

Greg Winchel
Winchel Irrigation
Grandville, Mich.

Industry Consultants

Dan Gordon
TurfBooks

Newton, N.J.
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3PG Consulting
Alpharetta, Ga.
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comprehensive mix of content designed to stimulate

OUR MISSION: Landscape Management shares a
growth and take our readers to their next level.

POSSIBILITIES

IN YOUHR CUSTOMERS'
HANDS| . &

YOU DECIDE

if more homeowner
lighting control gives
you a sales advantage

vPRO Transformers with solid-state technology
feature a proprietary, downloadable app that

allows control by any Bluetooth® enabled device.

With multiple dimming/event programming
options and adjustable astronomic timing, your
customers can easily change up how they want
their outdoor living spaces to be illuminated,

whenever they like.

EXPERIENCE THE VISTA DIFFERENCE.
Consult with your sales representative
or visit vistapro.com for product details.

\//

v

'\ LANDSCAPE

//'\\ LIGHTING

S Vs S
AMERCAN  VISTA ~ 800-766-8478

www.vistapro.com

RESPONSIBLE LIGHTING SOLUTIONS
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LOCATION Central Ohio

COMPANY Hidden Creek
Landscaping, Columbus, Ohio

THE DETAILS The clients set
out to create an at-home resort
they could enjoy at their leisure
with their special-needs child.
The rear yard functions as a
therapeutic space and also
provides entertainment space
for family and friends.

The Hidden Creek team had
to marry the yard’s different
elevations to create an acces-
sible space. Also, all utilities
located in the back corner
of the lot had to be screened
from view but still accessible
for service.

Accessibility was achieved
by using non-skid materials,
proper table heights, ramps
where necessary and match-
ing up thresholds to eliminate
steps wherever possible.

The homeowner contracted
all swimming-pool design
and construction. All details,
including tile and coping,
were selected prior to Hidden
Creek’s involvement.

PHOTO The pool and its sur-
roundings are the focal point of
the project, but the hidden gem
is a rainbow garden for the
homeowners’ son. Its goal is to
provide as much color as
possible, while keeping bee
traffic to a minimum.

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.

PHOTO: TREVOR BOYLE STUDIO
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JUST ONE APPLICATION FOR ONE
FULL YEAR WITHOUT FIRE ANTS.

- » L
THE FIREANT

GET $10-20 OFF PER BAG

For complete details, see our rebate form at BayerTopChoice.com.
Offer expires 12/31/2015. Allow 6-8 weeks for delivery.

With just a single application of Topchoice® insecticide from Bayer,
you can protect your turf from fire ants for a full year. It controls
existing colonies as well as prevents new infestations so you can
defend your turf all season long and keep customers happy.

, Follow us on Twitter @BayerLawn Purchase Topchoice from an authorized distributor, or contract
application service by a licensed professional.

M The BackedbyBayer app is available for
download at the iTunes Store and Google Play.

JUST ONE APPLICATION FOR ONEFULL YEAR WITHOUT FIRE ANTS.RESTRICTED USE PESTICIDE DUE TO TOXICITY TO AQUATIC INVERTEBRATES. For retail sale t 1 use only by Certified Applicators or persons under their direct supervision
and only for those uses covered by the Certified Applicator’s c ation. Bayer CropScience LP, Environmental Science Division, 2 TW Alexander Drive ark, 7709. -2867. wwv yBayer.com. Bayer
(reg'd), the Bayer Cross (reg’d), and Topchoice® are reg 1 trademarks of Bayer. Not all products are registered in all states. Always read and follow label instruc ©2015 Bayer CropScience LP.
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RECOMMENDER BRUCE’S VIEW STEP BY STEP NEW STUFF SAFETYWATCH

LET IT

D
A because

I\ % it's helping
customers out

ain days often can be unproductive days in the IOIlg
for lawn care professionals, but at Weed term. , ,
Man Lawn Care in Middleton, Wis., rain

\J “It’s a fantastic

isn't always a bad thing. &,
On a soggy day, as long as it’s not torrential rain,

the production team often switches gears to do grub

control applications ‘1
“They have to be watered in anyway, so the tt'ung ,IS
perfect,” says Brad DeBels, Ph.D, dlrector of operatlons

for Weed Man Lawn Care.

The approa(\':iiéworks for both preventlve and
curative applications, although many ctgratlve
applications are done as soon as passible, he says.
Preventive applications in June are prime time for
rainy day grub control.

“We'll try to time it with'the forecast, either on a
rain day or right before a weekend rain,” DeBels says.
If applications aren’t timed with rain, watering-in
falls on the customers’ shoulders, and you never know

ﬂ i one pro;;erly—grubapps need one quarterto ¥
u'\ g o alf inch (@wate_r—if at all. I_f't_hese ir&secticides g
©  aren’t watered in, the products may perform poorly, ¥ E BROUGHT TO YOU BY

. @JOHN DEERE




NEWS + HOW-T0'S

ECOMMENDER

Vehicles for turf care

Which
do you
prefer
and
why?

Oasis Turf & Tree in Cincinnati
uses customized Freightliner
Sprinter vans. For more details,
read the LM January cover
story at buff.ly/1IGHa9Z5.

RICK LANORE

TECHNICAL DIRECTOR, MRW LAWNS

LA PLATA, MD.

“We use Isuzu NPR medium-duty trucks. They’re

heavy-duty enough to carry the volume of water
we need for our liquid applications and also

good for granular materials. The truck bed we use is

BrandFX. They customize the trucks to our specifications, so we can
custom blend our applications on-site.”

SAM LANG

PRESIDENT, FAIRWAY GREEN

RALEIGH, N.C.

“We use Chevrolet, Dodge and Ford pickups with

300-gallon units from Graham Spray Equipment.
The 300/100 split unit gives us enough capacity to

run a residential route, so you can utilize pickup trucks

more vs. buying cabovers. As long as you have an 8-foot bed, these
300/100s will fit just fine.”
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- VIEW

-1 i‘ BY BRUCE WILSON

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

PROTECT THE NEST

rizona Cardinals fans use the
phrase “protect the nest” to
refer to winning at home. You
can easily adapt this concept
as an action plan to prevent your top
employees from being poached.
Years ago, poaching was taboo.
Most companies would never think
of going to a competitor’s job site or
waiting for staff to leave the yard to
approach them. Unfortunately, we've
seen these courtesies fall by the way-
side. By “protecting the nest,” you'll
increase the odds that your employ-
ees will resist poaching. Here's how:

e Make sure your pay rates and
benefits are competitive.

e Listen to what your employees are
saying and not saying to stay on
top of any signs of frustration.

e Keep appreciation and respect
top of mind. Employees who feel
undervalued or unappreciated are
easy targets. Group recognition
events help. Theyre different from
personal appreciation, but together
they’re powerful tools for loyalty.

@ Show you'e invested in their
futures by offering opportunities
for advancement. Offer training
and professional development, and
promote from within.

o Offer a healthy work/life balance:
consider alternative work hours,
flex time or other options to help
valued employees balance their
needs and stress.

o If employees leave, let them know
they’re welcome back. It may be
hard to feel that way when it hap-
pens, but I've found we get back
more than we don't. And when
they come back, theyre even more
secure and better employees.

® Prevent temptation by incentiviz-
ing and encouraging your employ-
ees to “love the nest.” ®

PHOTO: SCOTT FOREMAN, CULTIVATOR CONTENT LABS



IN GM DEALER ACCESSORIES
ON znuAanth )fEmpLE

ur“calllng a uw truck” That's why GM Business Chmce grves you the toals to get th 'juh dnne right the first time with the
customization to help fit any job desu::np‘tu:m.'r gmbusinesschoice.ca :

*Adrian Steel is a registered trademark of Adrian Steel. Value of equipment depends on upfit package selected. Eligible vehicles, equipment, tools
and accessories may differ slightly from version shown. Customer may choose only 1 option (A,B,C,D) per eligible vehicle. Allincentive packages S I NE S S
are tax inclusive, Options B.and C inclusive of parts and labour. Business Choice valid toward the purchase orlease of eligible new GM vehicles
in Canada for eligible companies with an active FAN or business number. See Dealer for full program details and eligibility. tContact your local OI C E
dealer for details on all 4 Business Choice options. This offer expires December 31, 2015. ©Copyright 2015 General Motors of Canada Limited.




NEWS + HOW-T0'S

STEP BY STEP

How to do an

irrigation audit

n irrigation audit is a good oppor-

tunity to ensure clients’ irrigation

systems are working properly. Use

the findings to create or tweak
irrigation schedules for efficiency.

® Before testing the system, check that it is in
proper working order and complies with local
codes. Identify and correct any defects.

® While doing the audit, monitor the wind
speed, and record it every five minutes. The
wind must be 5 mph or less.

® Perform the audit during the same time of
day irrigation normally takes place. Use the
appropriate pressure-testing device at the
beginning and end of each zone.

® Place the catchments along the edge of each
zone 12 to 24 inches in from the edge. Use at
least 24 uniform catch devices. Larger collectors
give better repeatable results. Spacing and test
runtimes should be consistent and appropriate
for the sprinkler type and arc. Run the system
for the same amount of time commonly used to
irrigate the area.

® After the system runs, the water volume (in mil-
liliters) should be one and a half times the throat
area (in square inches) of the catch device. So, if
the throat area of the catch device is 30 square
inches, the average volume of the water should
be 45 ml (30 x 1.5 = 45). If the water catchment
is below average, it will affect distribution, and
you may need to increase the pressure. When the
water level is too high, it means there’s excessive
pressure, which may damage the system.

o If there are several identical zones (same heads,
spacing, pressure and more), you may test one-
third to one-half the zones to get an average.

Don't forget to record the following data:
head locations, head spacing, make/model/
nozzle sizes, catch device locations, catchment
readings, test run time, meter readings (if avail-
able), pressure readings with locations, wind
speed readings, soil types, root zone depths and
the date you tested. ®

Sourck: The Irrigation Association
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Record and
document your
findings throughout
the audit, making
sure the wind speed
stays 5 mph or less.

®

DOWNLOAD IT

Visit Landscape
Management.net/
StepbyStep to
download a PDF of
this page to use as

a training tool for
your team.

Equally space at
least 24 calibrated
catch devices with
metal support
stakes throughout
the zone. Run the
irrigation system for
the required time.

Multiply the catch
device’s throat area
in square inches by
1.5. Check the water
volume in milliliters
in the catchments to
make sure it equals
the same amount.

©

ILLUSTRATIONS: DAVID PREISS
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WEED CONTROL THAT
GIVES YOU SUMMER HOURS.

Last Call™ herbicide delivers post-emerge control of more than 40 grassy and broadleaf weeds - including
mid-tiller crabgrass — when most other herbicides check out. And since Last Call is labeled for most managed
areas in cool-season turf, there is no reason to feel the heat this summer. Plan your summer, it’s your call.

SEE YOUR DISTRIBUTOR OR NUFARM.COM/USTO FOR MORE INFORMATION ON LAST CALL.

Last Call

A

©2014 Nufarm. Importa 1stru of Nufarm. Nufarm

www.nufarm.co




NEWS + HOW-T0’S

1-.HSC18 PRO SOD CUTTER
COMPANY: Classen

URL: classenturfcare.com

The Classen HSC18 Pro Sod Cutter
features a cutting blade on the
bottom of the machine that cuts 20
strokes per second, designed for
consistent cutting depth and
smooth results. Classen offers two
length options—52 in. or 55 in.—and
four blade sizes—12, 16, 20 or 24 in.
It’s powered by your choice of a 5
hp Honda GX160 engine or an 8 hp
Honda GX240.

: 2. PB-580

: BACKPACK BLOWER

i COMPANY: Echo

{ URL: echo-usa.com

i The PB-580 features full-padded,

i upper-and-lower back support. The
four-point vibration reduction
system is designed to increase
operator comfort and reduce
fatigue, and the new grip design is

i modeled for all-day use. The
machine weighs as little as 22.6 Ibs.
{ in tube-throttle configuration or
22.9 lbs. in hip throttle. It features a
58.2-cubic-cm, two-stroke engine

i that helps deliver air volume of 510
i cfm and air speed of 215 mph.
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: 3.QP RIMSULFURON 25 DF
COMPANY: Quali-Pro

i URL: quali-pro.com

Quali-Pro’s dry, flowable herbicide
now comes in a new 5-0z. bottle.

i Rimsulfuron 25 DF is designed for
weed control in spring transition

i and fall overseeding on warm
season turf. The product tackles
problem weeds, like annual blue-
grass, ryegrass and more.



4. COOLTERRA

COMPANY: CoolPlanet

URL: CoolTerra.com

CoolTerra is soil designed to be
highly porous, retaining water and
nutrients at a plant’s root zone like
a sponge. The result is increased
density and resiliency and
decreased nitrate runoff on land-
scape applications, the company
says. It's available in 1.3 cubic yard

municipalities, professional land-
scapers and golf courses.

: 5. HT144 AIRSPADE

. SHRUB GUN

i COMPANY: AirSpade

{ URL: airspade.com

i AirSpade’s HT144 Shrub Gunis a

i compact, compressed air soil
excavation tool. Delivering
compressed air at Mach 2 speeds,
the machine removes soil and other
underground objects without

i damaging tree roots, cables, metal
sacks to meet high volume needs of

or plastic pipes. The machine is

compact, weighing less than 5 Ibs.
{ with a 2-ft. barrel. It operates at 60
cfmand canrunonal5-hp

i compressor or a standard 185-cfm,
i tow-behind unit.

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.

: 6. SERIES 37000 HOSE

: REEL TRAILER

i COMPANY: Reelcraft

{ URL: reelcraft.com

Reelcraft’s hose reel trailer for

i Series 37000 reels is modeled for
grounds maintenance applications
requiring up to 1-in. ID by 100-ft. of
hose. The trailer wheelbase
matches typical work vehicles, and
i the wheels are mounted inside the
bed to prevent snagging of trees or
i shrubs. The extra-long, 32-in. trailer
tongue is designed for sharper
turns and easier back up.
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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 69 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.

WHAT WE SAY TO CUSTOMERS

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

WHAT THEY HEAR

Some blah, blah, blah, blah, blah, blah,
blah, blah, blah, blah, blah, and,
blah, blah vould look great.

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.

Start Speaking Their Language Today!

prolandscape.com | sales@prolandscape.com | 800-231-8574
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Industry-Leading Landscape Design Software

Photo Imaging | CAD | Lighting | Estimating | 3D Rendering | Tablet Apps
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FIND POTENTIAL CUSTOMERS WITH OUR
FREE EVERY DOOR DIRECT MAIL®
ONLINE MAPPING TOOL.

POSTAL ROUTE 67218-C002*

AGE 25-44: 28%
AVG. INCOME: $74.28k
AVG. HOUSEHOLD SIZE: 2.2 ppl

It’s an easy process. You choose postal routes based on demographics,*
then we deliver your mailpiece to every address on the routes. Get started now.

1. Use our free online mapping tool to hand-select postal routes based FRI_EE
. . % = online
on average household size, age range, and income. mapping
2. Determine the total postage cost per route using our calculator.
You could end up paying as low as 18.3¢ per piece!

3. Design your own mailpiece or hire a printer or mail service
provider to create one using EDDM® size specifications.

4. Send or bring your mailpiece to the Post Office™ so we can
deliver it to every address on your chosen routes.

GET A FREE EVERY DOOR DIRECT MAIL® ADVERTISING KIT.* ™ UNITED STATES
Fill out the attached card or visit usps.com/findmore P POSTAL SERVICE o

*Data, including age range and average household income and size, is based on the prior report from the

2010 U.S. Census Bureau.

tLimit one kit per customer per address. Offer available while supplies last.

Privacy Notice: For information regarding our privacy policies, visit usps.com/privacypolicy.

©2015 United States Postal Service®. All Rights Reserved. The Eagle Logo is among the many trademarks

of the U.S. Postal Service®. EDM-COMP-A-LNDMGMT
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YOUR CUSTOMERS’ LAWNS
LOOK AWFULL" € <»a

B Don’t let weeds get in the way of your job.

A
EE R A lot of hard work goes into providing beautiful lawns for your
R customers. But weeds can mean more work, more callbacks
and more headaches. Tribute® Total is the only post-emergent
solution you need, controlling over 55 types of weeds.
Meaning your customers’ lawns can look fantastic. And you’ll

’ Follow us on Twitter @BayerLawn look pretty good too.

Learn more at BackedbyBayer.com/tributetotal.

Uil aed The BackedbyBayer app is available for
® download at the iTunes Store and Google Play.

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



IDEAS AND
STRATEGIES
TO KEEP YOUR
DIVISIONS IN
THE BLACK

IRRIGATION+
WATER MANAGEMENT

TURF+ MOWING+LANDSCAPE
ORNAMENTAL CARE MAINTENANCE

Two-wire irrigation

systems are poised to '

expand, thanks to cloud™§
technology and oth,g Y A
advancements. |4 ST

OTO:MICHAEL GUTIERREZ




PROFIT CENTERS

[OPINION]

TURF+ORNAMENTAL CARE

‘Cosmetic’
pesticide use
crackdown

What you can do if local
governments move to ban
pesticides. By GREGG ROBERTSON

nti-pesticide forces
are seeing some suc-
cess in convincing
local governments
Ato ban “cosmetic”
pesticides. Anti-pesticide ac-
tivists define cosmetic pesti-
cides as those used to make
lawns and landscapes look
better—or in other words,
most of the pesticides used
by the green industry.

In July 2013, Takoma
Park, Md., passed the Safe
Grow Act of 2013, which
generally restricts the use
of “cosmetic” lawn pesti-
cides on both private and
public property throughout
the city. Takoma Park is the
firstlocal government in the
U.S. in more than 25 years
to take an action banning
pesticide use.

SWINGLE PROMOTES
Denver-based
Swingle Lawn,
Tree & Landscape
Care promoted
Fort Collins

The Takoma Park action
was followed last November
by the community of Ogun-
quit, Maine, which voted to
prohibit the use of pesticides
for turf, landscape and other
outdoor pest management.

So how likely is it that this
movement will spread to other
communities in these states
and around the country?

The industry pesticide
group Responsible Industry
for a Sound Environment
(RISE)reports that Montgom-
ery County, Md., (where Ta-
koma Parkislocated) hasabill
under consideration similarto
the Takoma Park ordinance.
Final action on this measure
isn'texpected until this month,
the Washington Post reports.

The anti-pesticide advo-
cacy group Beyond Pesticides

PESTICIDE APPLICATION

KEEP
OFF

reports that other communi-
ties in Maine are interested in
passing ordinances similarto
the action taken by Ogunquit.

NEIGHBORS TO THE NORTH

In Canada the forces against
cosmetic pesticides were
well organized and, in a
matter of a few years, swept
across the country. In 2009,
the provincial government
of Ontario followed Quebec
in implementing a ban on
the use of cosmetic pesti-
cides. By 2010, according to
anti-pesticide group Coali-
tion for a Healthy Ottawa,
171 Canadian local govern-

UNTIL

DRY

ments had imposed laws
regulating or banning pes-
ticides, covering 80 percent
of the country’s population.

In the U.S., Maryland
and Maine are two of only
seven states that do not pre-
empt local governments
from regulating or banning
pesticides. Other states are
Alaska, Hawaii, Nevada,
Vermont and Utah, accord-
ing to RISE.

The other 43 states have
some form of preemption law
that prohibits local govern-
ments within their states from
banning or regulating pesti-
cides. So unless the 43 states

PHOTO: ©ISTOCK.COM/KIRBY HAMILTON

Branch Manager
Tom Lynch to the
newly created
position of North-
ern Colorado
regional manager.
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NEW PRODUCTS
Helena Chemical
Co. introduced
Receptor, a plant
growth regulator, a new
granular micronutrient
mix called MicroMerge
55441SP and On Deck,
a herbicide with a con-

EXPANSION

Ohio, purchased

centrated formu-
@ lation of dicamba

and 2,4-D acids.

The Andersons, a plant
nutrient company
based in Maumee,

Kay Flo Industries, a
manufacturer of liquid
starter fertilizers and
plant nutrients. The
Andersons said it
expects the acquisition
to expand its whole-
sale and specialty
fertilizer business.



change their laws or a court
decision strikes them down,
the anti-pesticide movement
will have trouble taking hold
in local governments outside
of these seven states.

But will state preemp-
tion laws hold? The U.S.
Supreme Court in 1991 held
that local governments have
the authority to restrict
pesticide use under federal
law. This decision led to the

®

Stay informed about the
anti-pesticide movement,
use integrated pest man-
agement and communicate
with your customers,
Gregg Robertson says.

plethora of state preemption
laws now on the books to
prevent local governments
from implementing pesti-
cide regulations in the 43
states. Local governments
already have the authority
to regulate pesticides but
for the state preemptions.

Cracks are beginning to
appear in the state preemp-
tion laws themselves. In a
decision that rocked Penn-
sylvania, the Pennsylva-
nia Supreme Court in 2013
struck down the portion of a
state law that preempted lo-
cal governments from pass-
ing zoning ordinances that
restricted gas well drilling.
The high court held that the
state constitution prohibited
the state government from
restricting local government
actions that protected the
environment, public health
and safety.

There’s concern this deci-
sion could be used as a prec-
edent for challenging other
state preemptions on local
government action, such as
the pesticide preemption. So
far, such a case has not been

brought before the Pennsyl-
vania Supreme Court, but
activists have said that they
are looking for such a case.

As an industry, we need
to be aware of what’s hap-
pening in the communi-
ties in which we work. The
anti-pesticide movement in
Canada was well organized
and moved simultaneously
across the country to urge
the adoption of the local anti-
pesticide laws. The move-
ment caught the Canadian
industry and the provincial
landscape trade organiza-
tions flatfooted.

WHAT CANYOU DO?

If you hear about local gov-
ernments in the towns where
you work considering anti-
pesticide laws, attend public
meetings and speak up forthe
responsible use of pesticides
in the managed landscape.
Alert otherlandscape compa-
nies in your area, your state
landscape and nursery asso-
ciation and RISE. Your state
association and RISE have
science-based resources that
you can draw upon to counter

the anti-pesticide forces, and
they may have a grassroots
effort to resist the regulation
underway, as RISE does in
Montgomery County.

Within your own com-
pany, be sure you're practicing
integrated pest management
(IPM). IPM will make your
pest control efforts more ef-
fective and save you money,
but it takes training and
knowledge. Most state co-
operative extension services
provide this training at a rea-
sonable cost.

Finally, let your custom-
ers know you're using IPM
and applying pesticides in a
responsible way that mini-
mizes their use. The anti-
pesticide activists will be
going door-to-door spread-
ing their message. Get ahead
of them with your message
before it’s too late. ®

Robertson hlogs about government affairs for
LandscapeManagement.net, where thisarticle
first appeared. He’s a government relations
consultant for the Pennsylvania Landscape
&Nursery Association (PLNA) and president
of Conewago Ventures. Reach himat gregg.
robertson@conewagoventures.com.
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www.turfbooks.com

Accountants to the Lawn Care Industry

Does Your Accountant understand the Lawn Care Industry?

» Accounting / Bookkeeping Services

Serving Lawn Care Companies Nationwide

» Fast, Reliable, Affordable

» Tax Preparation and Audit Representation
» Bank and Credit Card Reconciliations » Outsourced CFO Services
*» A /P and A /R Management

Want Better Financial Information? Call Turf Books Now

Ph: 973-300-0288

Matt Jesson

Daniel S. Gordon, CPA

As an Owner, Manager, CFO and
Industry Consultant, Dan has been
involved with the development of
several service companies from
inception to $15 million in annual
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!

President, Green Lawn Fertilizing, Inc
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B n 2010, Chris Dambach and his
| fellow Marines were sitting on the
8 back of a vehicle, on the border
of Syria and Iraq, talking about
where life after the military would
take them. Some of the guys mentioned
they would go to college, while others
talked about joining family businesses.
But there, surrounded by desert, Dam-
bach decided he would use the skills he
learned previously working in the green
industry and start his own landscape
company when he returned home.

Knowing that Dambach was always
full of ideas, his comrades challenged
him to follow through with the plan.
It turned out to be a challenge he was
willing to take.

Later that year, after sustaining an
injury, Dambach returned home to
Syracuse, N.Y., and Veteran Lawn &
Landscape was born.

“More than anything, I wanted to be
my own boss,” Dambach says. “I didn’t
want to have to answer to anyone—
except for my wife—when I got back.”

Veteran Lawn & Landscape isnow a
$1 million company—on track toreach

CONSOLIDATION TO COME?
One Rock Capital Part-
ners, a New York-based
investment firm, formed
Monarch Landscape

Continuin
to SCIve

Government contracts fuel former
Marine’s New York landscape and show
removal business. By EMILY SCHAPPACHER

Holdings to consolidate
landscape companies
in the Western U.S.
Signature Landscape
Services, based in

g

$1.5 million in 2015—with 17 employ-
ees and 23 subcontractors. Dambach’s
hard work hasn’t gone unnoticed, earn-
ing him several awards, including the
SBA Syracuse District’s Veteran-Owned
Business Achievement Award in 2015.

Keeping with its roots, 85 percent of
the company’s clients are government
agencies, such as national cemeteries,
military bases and Veterans Affairs
hospitals, with commercial customers
making up the other 15 percent. Lawn
maintenance and snow removal comprise
nearly 80 percent of the company’s service
offerings, but Dambach also provides
waste management, window washing
and janitorial services to his biggest
clients. He finds and bids on most of his
jobs through government websites, such
asneco.navy.mil, which lists opportuni-
ties through the Navy. The amount of
each contract ranges from $5,000 to $3.5
million, depending on the size of the job
and what'’s involved.

“I served in the military, so get-
ting to work on bases and in national
cemeteries is very rewarding,” he says.
“In a way, I still feel like I'm serving,

just without the @ AWARD WINNER
. » From left: SBA Acting
uniform. Associate Administrator

for the Office of Veterans
Business Development
Barbara Carson,

Veteran Lawn & Land-
scape owner Chris Dam-
bach and SBA Syracuse
District Director Bernard
Paprocki.

While some
might think
that working
so closely with
the government
would be a red-
tape nightmare, Dambach says that
overall he’s had great luck. Along with
finding the work so rewarding, he says
it's “guaranteed money” aslong as the job
gets done. The contracts are typically five
years, and the first year is guaranteed.
Afterthat, the contracts are evaluated on
anannual basis, but “aslong as you don’t
run anyone over with your lawn mower,”
Dambach says, the incumbent typically
gets to fulfill all five years.

WORKING WITH THE FEDS
Despite the perks, government con-
tracts also have drawbacks. They're
paperwork-intensive, and each agency
has its own invoicing systems, which
are intricate and can be complicated to
navigate. Dambach also has to provide
Continued on page 24

PHOTO: U.S. SMALL BUSINESS ADMINISTRATION SYRACUSE DISTRICT OFFICE

Redmond, Wash., was
the first company to
join Monarch.

Industries, a Missouri-
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based manufacturer

of specialty turf equip-
ment for approximately
$26 million in cash.

will relocate its head-

quarters to Grapevine,
Texas, from Torrence,
Calif,, by 2017. The
manufacturer of turf

MANUFACTURER MOVES and construction
Briggs & Stratton Corp.  ON THE MOVE equipment also plans
acquired Billy Goat Kubota Tractor Corp. to build a new plant in

Gainesville, Ga.



greenworkstools.com

MORE POWER THAN YOU NEED

be” i : 2 . g
LIKE YOU DON'T NEED
‘500 CHANNELS JUST TO WATCH SPORTSCENTER

When it comes to electric power, more than you need is just . string trimmer with an excessive

what you need. The Greenworks Pro 80-volt battery powers Xy ~ amount of manly power. You don't have

your lawn mower, chainsaw, hedge trimmer, blower, and to need 80 volts to need 80 volts.
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CIVItAS

WEEDfree
BRAND -
Concentrate

There's a new and
better way to kill weeds.

Corner the weed-free market with
this affordable and effective hybrid
selective herbicide.

CIVITAS WEEDfree BRAND™ Concentrate*

kills more than 60 listed broadleaf weeds without
harming lawns." The innovative Microtechnology
enables the product to penetrate more efficiently into
broadleaf weeds, resulting in no offensive odor and
significantly less active ingredients required to kill
weeds right down to the root.

Take advantage of the first hybrid selective
herbicide featuring Microtechnology. Stake your
claim for a better solution with CIVITAS WEEDfree
BRAND Concentrate today.

Civitaslawn.com

intelliaro

Smarter growth for a better world

* Compared with other products using the same actives.

fImportant: Do not apply to Bentgrass and Floratam.

See full list of controlled weeds and use directions on peel away label.
Pending state approval.

Patent(s): www.suncor.com/patents

™Trademark of Suncor Energy Inc. Used under license.
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Continued from page 22
any capital upfront, and
he plans to start bid-
ding on bigger projects
that will require a sub-
stantial investment in
materials, such as re-
aligning gravestones
and re-sodding a na-
tional cemetery to give
it the “pristine look that
the vets deserve.” Dam-
bach also had a particu-
larly tough time when
the government shut
down for 18 days in late
2013. With government
agencies comprising
more than 90 percent
of his clientele at that
time, he had to lay off

about 14 crew members “| still feel like I’'m

for six to seven weeks . . .
serving, just without

at a loss of $25,000 in -
profit for that year. the uniform. 99
—CHRIS DAMBACH

“Thatwas hard totell
your employees,” Dam-
bach says. “And when they asked when they could come back
to work, I didn’t know. It was an open-ended question. These
guys have families and mortgages. It was really tough.”

The government shutdown made Dambach realize he
needed to diversify to survive. He started going after more
commercial clients, and in 2014 he also started a business
entirely separate from Veteran Lawn &
Landscape: a food truck called Bacon
Bandits specializing in all things bacon.
He had the truck at festivals nearly every
weekend last year, but he’s currently in
the process of selling it to focus on bot-
tling and selling one of Bacon Bandits’ popular homemade
burger toppings, Bacon Gold.

“With a food truck, people have to eat no matter what,”
he says. “The goal was to offset any future government shut-
downs so I could survive.”

To balance his two businesses, Dambach relies on the
leadership of his managers and supervisors, and the skills
he gained during his six years in the Marine Corps. His
experience leading and working in small groups, such as
the four-man Marine Corps fireteam, has been invaluable
in managing his crews. Through the military, Dambach

Continued on page 26

WEB EXTRA
Chris Dambach won a2015
Super Bowl commercial spot
with M&T Bank. View itin
the Web Extras section at
LandscapeManagement.net.

PHOTO: VETERAN LAWN & LANDSCAPE



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.

health
g?l:ﬂ FESSIONAL

A PEARL VALLEY ORGANIX BRAND
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MOWING+LANDSCAPE MAINTENANCE

O LFeiscoop

“I’m having fun, enjoying life,
and my family is growing,”
says Chris Dambach, pictured
here with his wife, Meghan,
and son Gavin, 4.

Continued from page 24

also learned to treat his guys
the way he would want to be
treated and not to ask people
to do something he wouldn’t
do himself.

Another skill is punctual-
ity: “Don’t roll in five minutes
late; be there 10 minutes early,”
Dambach says. The importance
of looking your best and being
prepared at all times “with your
shoelaces tied, a pen and your
business cards,” and the ability
to work long hours until the job
is done are yet other military-

inspired traits Dambach has acquired.
“There are so many skills I learned, it’s hard to narrow

it down to a few,” he says.

“Everything I learned in the

Marines I have carried over to the civilian sector.” ®

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

BY YOUR BOOTSTRAPS

One of the most important aspects to securing govern-
ment contracts is a resume with proven performance, says
Chris Dambach, owner of Veteran Lawn & Landscape in
Syracuse, N.Y. To gain experience working with govern-
ment agencies, Dambach bid on—and won—a mainte-
nance contract for a New York Veterans Affairs hospital,
even though it was based five hours away. Every other
Friday evening, he and his crew would make the five-hour
drive to the job site, sleep in their trailer to save money on
hotel expenses, pack a cooler of food to save on food costs
and complete the job on Saturday. After maintaining the
property for two years, Dambach felt confident enough
to put the hospital on his resume and in his portfolio.

“That allowed me to go and bid on bigger contracts,”
Dambach says. In fact, his performance on that contract
allowed him to successfully win a $3.5 million dollar land-
scaping contract with the Long Island National Cemetery
in 2013, and he’s acquired other contracts since. “You
have to put in the work at the beginning and bootstrap it
any way you can.”

PHOTO: VETERAN LAWN & LANDSCAPE
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XCALIBER

Now with a 60-inch deck

XTRASPEED
XTRAPOWER
o 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® EFI

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 CHOPFER.

765.246.7737  www.dixiechopper.com The World’s Fastest Lawn Mower.
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L.ease or blly ;
Use this chart to compare different options
for acquiring equipment. By MARISA PALMIERI

Down payment or first lease payment

Interest rate

Length of lease or loan

Monthly payment

Purchase option

Total of monthly payments

Total paid if buyer purchases at end

Trade value at 36 months

Cost of extended warranty, if purchasing

Total cost of lease or loan, including
maintenance/warranties over lifetime

Is there sufficient cash flow
to handle monthly payments?

Are maintenance costs included?

Are insurance costs included?

For a seasonal business, does the
lease or loan allow for flexibility to fit
periods of sufficient cash flow better?

K.COM/TORTQON

[¢

OISTO
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JOHN DEERE

IN THIS YEAR’S LM 150 issue we have an opportunity to learn how the leadership
of the top companies effectively navigate and overcome business challenges such as
recruiting qualified labor, employee retention, rising input costs and new regulations.

These challenges are probably similar to the ones you've faced, and will continue
to face, as you grow your business. Whether it is finding and retaining employees,
growing market share in the face of tougher competition or navigating in the world of
government regulations, it is vital as business owners to have a strategy and surround
yourself with trusted business partners.

When Deere & Co. first started in 1837 as a one-man blacksmith, we too faced
similar challenges. From growing qualified staff and expanding our product offerings
to battling competitors in the market, Deere & Co. grew from a small business to one
of the most trusted brands in the landscape industry, all while maintaining our core
values of integrity, innovation, commitment and quality.

As we have grown our business, we continue to evolve our business to provide you,
our customers, with the solutions you need to effectively manage and grow your
businesses. It is our job to support your business, both before and after the sale, to
ensure that you have the support to grow.

Tt is vital for you to develop the trusted relationships with a supplier who can
support your business now and into the future. Understanding this need, we strive to
offer an extensive network of John Deere dealers that will be there for you and your busi-
ness before and after the sale. The John Deere dealer network gives you access to factory-
trained service technicians and knowledgeable staff to support your company’s needs.

Equipment is only one part of the value proposition. Our GreenFleet™ Loyalty
Rewards program rewards you for your purchases and provides an extensive list of
business solutions to enable you to save money and time that can then be reinvested
in your employees and business.

Even though we've grown a lot since our humble beginnings in 1837, we are still
committed to providing our customers with innovative products, support and
solutions that enable them to continue to thrive.

As your businesses continue to grow, undoubtedly you will face new challenges.
Just remember that every challenge presents an opportunity to learn something new
and grow.

Let’s take this opportunity to learn from our peers and develop a strategy that will
guide our businesses to succeed.

Have a prosperous 2015!
Ken Taylor, landscape industry
Landscape Industry Certified - /Certified
General Manager,

Corporate Business Division

Open here to
see the full

list!



% Rev % Projected FTE/
2014 Revenue Change Change Seasonal % Comm/
Headquarters (U.S. Dollars) from 2013 for 2015 Employees Res/Gov
1 | TheBrickman Group / ValleyCrest Landscape Cos. Rockville, Md,/ Calabasas, Calif. ~ $2,000,000,000 NR NR 22000/NR NR/NR/NR
2  TruGreen Memphis, Tenn. $936,000,000 NR NR 8500/NR 18/82/0
3 | TheDavey Tree Expert Co. Kent, Ohio $789,000,000 1% 6% 8275/382 NR/NR/NR
4 | ScottsLawn Service" Marysville, Ohio $316,800,000 2% 5% 600/1850 2/98/0
5 | Bartlett Tree Experts Stamford, Conn. $210,000,000 7% 8% 1500/35 NR/NR/NR
6 | TruGreenLandCare [iamsville, Md. $205,000,000 8% 0% 2200/2500 90/0/10
7 | US.Lawns Orlando, Fla. $163,000,000 12% 10% 1350/650 100/0/0
8  WeedMan Mississauga, Ontario $143,219156 7% 10% 800/2700 5/95/0
9 | Ferrandino &Son Farmingdale, Y. $121,000,000 35% 30% 335/NR 100/0/0
10 | Gothic Landscape Valencia, Calif. $114,000,000 10% 9% TI00/NR 100/0/0
11 | RuppertLandscape Laytonsville, Md. $110,000,000 33% 4% 1050/NR 85/0/15
12 | Merit Service Solutions Malvern, Pa. $101,446,000 22% 5% 300/200 90/0/10
13 | LawnDoctor Holmdel, N.J. $101,278,707 5% 5% 50/2 5/95/0
14  Ambius* Des Plaines, Il $101,000,000 1% 0% NR/NR NR/NR/NR
15 | Yellowstone Landscape Group Bunnell, Fla. $95,688,000 14% 0% 1100/400 100/0/0
16 = SavATree Bedford Hills, Y. $85,000,000 13% 9% 674/100 20/78/2
17 | Mainscape Fishers, Ind. $75,304,000 21% 5% 800/350 100/0/0
18  ClintarLandscape Management* Markham, Ontario $61,236,000 0% NR NR/NR 0/0/0
19 | Marinalandscape Anaheim, Calif. $61,000,000 5% 5% 690/0 30/0/70
20  Massey Services" Orlando, Fla. $56,995,840 8% 12% 1650/0 12/88/0
21 Environmental Earthscapes (The Groundskeeper/ Tucson, Ariz. $56,535,230 25% 9% 800/200 80/0/20
Greater Texas Landscapes)
22 NaturaLawn of America Frederick, Md. $50,513,514 10% 5% 422/39 5/95/0
23 | Meadows Farms Chantilly, Va. $49,990,000 3% 5% 140/400 5/95/0
24 LucasTree Experts Portland, Maine $49,000,000 14% 5% 525/0 86/7/7
Acres Group Wauconda, Il $49,000,000 13% 8% 110/700 94/5/1
26 | Denison Landscaping Fort Washington, Md. $47200,000 4% 5% 210/180 75/15/10
27 | Christy Webber Landscapes Chicago, Ill $46,600,000 30% 15% 500/NR 65/20/15
28  Spring-Green Lawn Care Plainfield, l. $45,351,000 8% 10% 112/405 6/93/1
29 | TheGreenery Hilton Head Island, S.C. $43,000,000 1% 8% 600/125 80/14/6
30  ABMLandscape & Turf Services Tampa, Fla. $42,000,000 5% 10% 600/80 70/0/30
31 | Garden Design Farmers Branch, Texas $40,600,000 26% 15% 55/NR 40/60/0
32 Jensen Corp. San Jose, Calif. $40,000,000 -4% 5% 329/0 60/32/8
33 | Mariani Enterprises, Inc. d/b/a/ Mariani Landscape Lake BIuff, IIl $38,515,000 8% 12% 144/335 12/88/0
34 Rotolo Consultants Slidell, La. $38,000,000 81% 0% 120/180 80/0/20
35 | SebertLandscaping* Bartlett, IIl. $34,720,000 NR NR NR/NR NR/NR/NR
36 DixieLandscape Medley, Fla. $34,398,000 8% 10% 305/0 95/5/0
37 | Terracare Associates Littleton, Colo. $33,878,780 18% 38% 318/100 54/0/46
38  Cagwin & Dorward Novato, Calif. $33,800,000 8% 8% 350/0 70/20/10
39 | Mission Landscape Cos. Irvine, Calif $32,930,180 7% 10% 590/0 100/0/0
40  Girard Environmental Services Sanford, Fla. $32,233,400 31% 14% 300/120 100/0/0
41 The Grounds Guys Waco, Texas $32,000,000 76% 25% 400/92 62/28/10
42 Reliable Property Services Eagan, Minn. $30,300,000 11% 10% 75/400 93/0/7
Gothic Grounds Management Valencia, Calif. $29,414,450 3% 9% 430/0 9712
Clean Scapes Austin, Texas $28,591,124 32% 35% 254/100 88/0/12
45 | Southern Botanical Dallas, Texas $28546,414 19% 5% 160/96 42/58/0
46  Chapel Valley Landscape Co. Woodbine, Md. $28,200,000 1% 20% 250/100 NR/NR/NR
47 | Landscape Concepts Management Grayslake, Il $28100,000 18% 15% 70/300 NR/NR/NR
48 Maldonado Nursery & Landscaping” San Antonio, Texas $27930,000 11% -10% 250/200 40/10/50
49 | McFall & Berry Landscape Management Annandale, Va. $27521340 10% 5% 125/165 98/0/2
50  D.Schumacher Landscaping” West Bridgewater, Mass. $27,097,000 11% 10% 50/150 59/41/0

LEGEND NR = Not reported; * Indicates estimate, based on projected revenue reported in 2014; * Indicates a portion of reported revenue was removed (Such as structural pest control, termite control or other non-green industry service)
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Bemus Landscape

Chalet

RyanLawn & Tree

Nutri-lawn Corp.*

Juniper Landscaping

Gachina Landscape Management
Environmental Management (EMI)
James River Grounds Management
Pierre Landscape

The Bruce Co. of Wisconsin

Gibbs Landscape Co.

Caretaker Landscape & Tree Management
Scott Byron & Co.

Russell Landscape Group
Naturescape

Swingle Lawn, Tree & Landscape Care
Parker Interior Plantscape

Merchants Landscape Services
McHale Landscape Design

High Tech Landscapes

Landscape Workshop

DLC Resources

Dennis’ 7 Dees Landscaping & Garden Centers
Yard-Nique

David J. Frank Landscape Contracting
Heads Up Landscape Contractors
Lambert’s

Senske Services"

Artistic Maintenance (formerly Landscape Specialists)*
Clarence Davids & Co.

Benchmark Landscape

HighGrove Partners

Stay Green

New Way Landscape & Tree Services
TBG Landscape

ArtisTree Landscape Maintenance & Design
Sposato Landscape Co.

Integrated Landscape Management
Greenscapes

The Loving Group

Munie Greencare Professionals
Perficut Cos.

LMI Landscapes

Hittle Landscaping

1SS Grounds Control

Designs By Sundown

Cleary Bros. Landscape

Southview Design

Earthworks

Harvest Landscape Enterprises

Headquarters

San Clemente, Calif.
Wilmette, Ill
Overland Park, Kan.
Toronto, Ontario
Ft. Myers, Fla.
Menlo Park, Calif.
Dublin, Ohio
Glen Allen, Va.
Irwindale, Calif.
Middleton, Wis.
Smyrmna, Ga.
Gilbert, Ariz.
Lake BIuff, 11l
Dacula, Ga.
Muskego, Wis.
Denver, Colo.
Scotch Plains, N.J.
Santa Ana, Calif.

Upper Marlboro, Md.

Branchburg, N.J.
Birmingham, Ala.
Phoenix, Ariz.
Portland, Ore.
Morrisville ,N.C.
Germantown, Wis.
Albuquerque, NM.
Dallas, Texas
Kennewick, Wash.
Lake Forest, Calf.
Matteson, Ill
Poway, Calif.
Austell, Ga.
Santa Clarita, Calif.
San Diego, Calif.
Whithy, Ontario
Venice, Fla.
Milton, Del.
Tempe, Ariz.
Naples, Fla.
Charlotte, N.C.
Caseyville, lll
Ankeny, lowa
Carrollton, Texas
Westfield, Ind.
San Antonio, Texas
Englewood, Colo.
San Ramon, Calif.
St Paul, Minn.
Lillian, Texas
Anaheim, Calif

% Rev % Projected FTE/
2014 Revenue Change Change Seasonal % Comm/
(U.S. Dollars) from 2013 for 2015 Employees Res/Gov
$27,060,000 5% 10% 425/0 91112
$27000,000 7% 5% 162/127 0/100/0
$26,703,859 5% 10% 217/0 5/95/0
$26,092,500 NR NR NR/NR NR/NR/NR
$25,688,000 60% 30% 200/0 95/1/4
$25119,347 14% 13% 335/47 80/0/20
$25,000,000 18% 10% 85/210 70/2/28
$24,760,000 14% 5% 140/255 100/0/0
$24,500,000 20% 10% 197/0 NR/NR/NR
$24,456,500 2% 5% 86/242 80/20/0
$23,583,000 9% 0% 283/30 63/37/0
$23,550,487 66% 10% 252/NR 100/0/0
$23,274,000 4% 8% 89/118 5/95/0
$21,950,000 NR NR NR/NR NR/NR/NR
$21124,242 14% 10% 21510 5/95/0
$21,046,399 10% 8% 215/50 33/67/0
$21,000,000 100% 30% 110/20 99/1/0
$21,000,000 20% 18% 420/0 0/0/100
$20,600,000 0% 10% 195/0 0/100/0
$20,569,904 18% 10% 38/315 60/30/10
$20,493,602 3% 10% 267/131 88/8/4
$20,100,000 0% 0% 310/0 100/0/0
$19,832,000 8% 2% 201/63 49/51/0
$19,675,000 18% 22% 190/150 95/5/0
$19,460,000 4% 6% 250/50 75/20/5
$18,925,000 8% 6% 250/80 70/15/15
$18,875,000 28% 5% 180/0 7/93/0
$18,720,000 5% 8% 220/130 25/70/5
$18,564,000 NR NR NR/NR NR/NR/NR
$18,500,000 6% 3% 75175 90/5/5
$18,258,000 7% 5% 238/0 95/2/3
$17900,000 2% 5% 150/40 100/0/0
$17.853,62 107% 18% 263/2 91/1/8
$17500,000 42% 10% 205/0 75/0/25
$17.245,000 1% 8% 85/33 12/28/60
$17,000,000 10% 20% 190/30 80/20/0
$16,500,000 1% 3% 268/60 80/20/0
$16,244,515 4% 5% 229/0 100/0/0
$16,200,000 15% 2% 258/0 NR/NR/NR
$16,100,000 58% 30% 94/0 81/19/0
$16,081,282 7% NR 125100 96/4/0
$15,800,000 26% 8% 80/75 85/10/5
$15,650,000 8% 15% 200/0 100/0/0
$15,510,000 4% 5% 110/80 85/15/0
$15,000,000 0% 5% 235/0 85/2/13
$15,000,000 -5% 15% 90/50 5/95/0
$14,800,000 5% 7% 202/0 90/5/5
$14,761,000 32% 13% 45/90 4/96/0
$14,00,000 8% 10% 100/175 94/1/5
$14,000,000 10% 20% 400/0 90/1/9
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Engledow Group

Earthtones Landscaping
Westco Grounds Maintenance Co.
Becker Landscape Contractors
Blondie’s Treehouse*

Ecoscape Solutions Group
Andre Landscape Service

John Mini Distinctive Landscapes
Arteka Cos.

Santa Rita Landscaping

Heron Lawn &Pest Control"
Greenscape

Complete Landsculpture

Lawn Dawg

American Civil Constructors
Dora Landscaping Co.
American Landscape Systems*
Schultz Industries
LegacyScapes

Hoffman Landscapes

Pacific Landscape Management
Webb Landscape*

Kujawa Enterprises (KEI)
Crystal Greens Landscape
Signature Landscapes

C. Caramanico & Sons

Joyce Landscaping

Native Land Design

Gardeners’ Guild

CoCal Landscape Co.

The Spencer Co.

Canete Landscape & Snow Management
Providence Landscape Group

Tomlinson Bomberger Lawn Care & Landscape”

Visionscapes

Carol King Landscape Maintenance
Eastern Land Management

Emerald Isle Landscaping

NJ Best Lawns Sprinklers & Fencing
Mountain High Tree, Lawn & Landscape
Nanak’s Landscaping

Elizabeth River Landscape Management
Grant & Power Landscaping*

The Pattie Group

LandCare Innovations

Coast Landscape Management

Schill Grounds Management
Arbor-Nomics Turf

The Landscape Partners

Green Lawn Fertilizing

Headquarters
- _____________________________________________________________________________________________|

Carmel, Ind.
Midlothian, Texas
Houston, Texas
Indianapolis, Ind.
New York, NY.
Huntersville, N.C.
Azusa, Calif
Congers, NY.
Minneapolis, Minn.
Tucson, Ariz.
Apopka, Fla.
Holly Springs, N.C.
Dallas, Texas
Nashua, N.H.
Littleton, Colo.
Apopka, Fla.
Lewisville, Texas
Golden, Colo.
Groveland, Fla.
Wilton, Conn.
Hilllsboro, Ore.
Bellevue, Idaho
Oak Creek, Wis.
Clackamas, Ore.
Reno, Nev.
Upland, Pa.
Marstons Mills, Mass.
Cedar Park, Texas
Richmond, Calif.
Denver, Colo.
Houston, Texas
Wayne, N.J.
Charlotte, N.C.
Lancaster, Pa.
Tucker, Ga.
Orlando, Fla.
Stamford, Conn.
Denver, Colo.
Lakewood, N.J.
Lakewood, Colo.
Deerfield Beach, Fla.
Suffolk, Va.
West Chicago, Ill.
Novelty, Ohio
Charlotte, N.C.
Napa, Calif.
North Ridgeville, Ohio
Norcross, Ga.
Fort Worth, Texas
West Chester, Pa.

% Rev % Projected FTE/
2014 Revenue Change Change Seasonal % Comm/
(U.S. Dollars) from 2013 for 2015 Employees Res/Gov
$14,000,000 7% 6% 125/85 NR/NR/NR
$14,000,000 6% 5% 60/30 85/15/0
$13,800,000 8% 8% 125/50 93/1/6
$13,600,000 0% 5% 35/120 90/9/1
$13,585,000 NR NR NR/NR NR/NR/NR
$13,529,000 28% 18% 85/49 9%/
$13,204,373 20% 20% 245/0 95/5/0
$12,877000 6% 5% 76/62 91/6/3
$12,700,000 3% 5% 20/120 90/5/5
$12,600,000 4% 16% 125/0 65/30/5
$12,599,242 16% 18% 192/0 2/98/0
$12,552,655 15% 15% 180/30 60/40/0
$12,485,000 19% 20% 95/55 45/50/5
$12,441,949 1% 13% 50/48 5/95/0
$12100,000 0% 0% 260/80 100/0/0
$12,000,000 10% 10% 30/30 80/20/0
$11,990,000 NR NR NR/NR NR/NR/NR
$11,987.942 2% 6% 89/63 80/0/20
$11,904,000 8% -16% 60/76 90/0/10
$11,550,000 1% 9% 105/0 10/88/2
$11,500,000 0% 2% 130/45 100/0/0
$11,227,000 NR NR NR/NR NR/NR/NR
$11100,000 4% 4% 41/80 85/5/10
$11,000,000 120% 20% 120/60 95/0/5
$10,898,886 3% 2% T2/NR 72/26/2
$10,889,245 2% 3% 22/50 95/3/2
$10,735,000 14% 10% 70/55 15/85/0
$10,605,777 7% 2% 40/157 100/0/0
$10,500,000 5% 7% 140/0 60/30/10
$10,319,000 2% 12% 95/100 60/0/40
$10,114,806 1% 8% 185/5 100/0/0
$9,500,000 15% 20% 70/800 70/30/0
$9,500,000 10% 10% 75/55 90/5/5
$9,445,000 5% 2% 95/0 18/82/0
$9,350,000 30% 0% 46/0 98/2/0
$9,325,000 2% 5% 131/18 67/4/29
$9,300,000 1% 10% 30/51 100/0/0
$9150,000 2% 30% 115/80 90/5/5
$9128,900 6% 10% 25/86 2/98/0
$9,075,838 15% 15% 90/2 25/70/5
$9,000,000 24% 20% 125/0 100/0/0
$9,000,000 0% 4% 58/66 80/15/5
$8,910,000 NR NR NR/NR NR/NR/NR
$8,800,000 4% 4% 55/35 15/85/0
$8,628,000 36% 25% 73/0 40/60/0
$8,285,000 8% 2% 96/75 45/0/55
$8,258,000 24% 8% 50/50 100/0/0
$8,068,213 15% 14% 4713 5/95/0
$8,055,000 2% 2% 70/70 95/5/0
$7733,300 15% 12% 80/0 10/90/0
Total: $8,504,367,060  Avg:16% Avg: 10%
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What's behind every ZTrak ¢ Just about everything.

When you buy a new ZTrak™ zero-turn mower, or any other John Deere

Commercial Mower, you get more than just a great machine. You also ti\ JOHN DEERE
get Uptime Solutions, a package of unique offerings made especially for

commercial customers like you. There’s genuine John Deere Parts. Our exclusive

NeverStop™ Loaner Program.”” Great discounts from GreenFleet Loyalty Rewards.

Partners like STIHL.® The expertise of John Deere Financial. And so much more.

There’s more to our support than meets the eye. Talk to your John Deere dealer
today about what Uptime Solutions can do for your business.

Uptime
pStolutions

Products « Parts * Support * Rewards ¢ Partners * Finance JohnDeere.com/MowPro

Keep Mowing

* 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.

**The NeverStop Loaner Guarantee from John Deere is only available on ZTrak™, QuikTrak™ and Walk-Behind mowers
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A look at the data and trends behind the largest 150

Hiring + Retention

companies in the landscape industry. By MARISA PALMIERI

ollectively, the
largest land-
scape companies
in North America
grossed $8.5 billion
in 2014—a 10 percent increase
from the $7.7 billion in revenue
they generated in 2013. These
firms, members of the LM150 list,
reported an average growth rate
of 16 percent in 2014 and they
plan to grow another 10 percent
this year.
As always, some companies
joined the list and others fell
off. But the biggest news is the
merger of the top two companies
on last year’s list. The Brickman
Group/ValleyCrest Landscape
Cos.—soon to be BrightView—
now share a spot at No. 1. Their
combined $2 billion revenue

WHO DID WE MISS?

Should your company be on the
LMI50 list of the largest landscape
companies? Or do you know of
someone else we missed?
Contact Editor Marisa Palmieri at
mpalmieri@northcoastmedia.net
to be notified in early 2016 when
the submission period opens.
We encourage companies with
$5 million-plus in annual revenue
to participate.

COMBINED 2014 LM150 REVENUE

$8,504,367,060

makes up nearly a quarter of the
total revenue reported by all
companies on the LM150 list.
The merger allowed Bartlett
Tree Experts to break into the top
five, and it bumped up The Davey
Tree Expert Co. to slot three.
Scotts Lawn Service fell to No. 4
and TruGreen remained at two.
To read the full list, see the
gatefold section of this supple-
ment, preceding this page. To
easily find the ranking of a
specific company, refer to the
alphabetical index on page S20.
If youre looking to learn
more about how some compa-
nies from the LM150 list are
overcoming obstacles, read on.
No matter their sizes, LM150
firms face challenges just like
the rest of the industry. In fact,
our reporting shows theyre
often the exact same obstacles
smaller companies are battling,
albeit on a larger scale. In the
stories that follow, we cover
how some of the big guys are
hurdling challenges surround-

ing hiring and retention, client
relations and productivity.

METHODOLOGY

LM sought submissions from
landscape companies via the
magazine, Landscape
Management.net, email and
the phone from January
through May. Companies
submitted their details through
an online form. LM editors
compiled the results and,
where applicable, removed
non-typical green industry
revenue sources from totals.
For example, we omit revenue
from structural pest control
and termite services.

We estimated revenue for
firms the editors couldn’t
reach if they participated in
last year’s list and reported
projected 2014 revenue data.
Additionally, LM editors
calculated the figures for
client mix, profit centers and
regional charts based on the
data submitted. @
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[HIRING + RETENTION]

Strategies @150 firms are using to up their
employment game. BY CASEY PAYTON

inding and keeping
good people are fun-
damental to success
for any business, but in
the landscape industry,
companies are discovering these
to be increasingly difficult tasks.

We spoke to several LM150
business owners who've been deal-
ing with these challenges and are
employing a variety of solutions.

One challenge landscape
business owners say they face
when hiring is the fact that the
industry is labor-intensive.

“Most people these days do not
want a labor-intensive job,” says
Alan Hales, operations manager
for LandCare Innovations in
Charlotte, N.C., a primarily
design/build company that ranks
No. 145 on this year’s list. “If you
stick with it, you can make a good
living in this industry by working
your way up through a company.
But a lot of people don't get that far
because they don’t want to put in
the labor. To become a crew leader
you need to stick around for

several years, and that often
doesn't happen.”

Lebo Newman, owner of
Reno, Nev.-based Signature
Landscapes, which is No. 125
on the LM150 list, says horticul-
ture schools aren’t producing the
same kind of qualified manpower
that they once did. Newman also
owns Napa, Calif.-based Coast
Landscape Management, No. 146.

“There are a lot less peo-
ple coming out of horticulture
school,” Newman says. “The
younger generation appears to
want computer jobs and office
jobs. As aresult, the trades are
having a much harder time
attracting people. That’s true of all
trades—roofing, plumbing, elec-
tric. It seems as though going into
a trade job isn't looked at as suc-
cessful anymore, and we have to
work on ways to change that if we
want to attract new people.”

Unfortunately, the difficulty
in finding workers can hinder
growth. “We also want to expand,
but that’s very hard to do with-

out adequate labor force,” Hales
says. “You can buy all the trucks
and trailers you want, but if you
don't have the crew to put in them,
you're out of luck. We do feel like
we would have grown even more
than we did had we not faced
these labor concerns.”

LandCare grew about 36 per-
cent in 2014, and expects to grow
another 25 percent next year, but
that may not happen without the
workers it needs. The company
has had to pay for a lot of overtime
hours, Hales says.

Matt White, owner and presi-
dent of Caretaker Landscape &
Tree Management in Gilbert,
Ariz., has faced a similar chal-
lenge. He says the company,

No. 62 on the LM150 list, had an
annual revenue of $23.6 million
last year and grew nearly 66 per-
cent over 2013. It’s had trouble
keeping up from a labor perspec-
tive. Jobs have been coming in,
but manpower isn't available.
The company expects to grow 10
percent in 2015.

ILLUSTRATION: ©ISTOCK.COM/D3IMAGES
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HOW TO HIRE
The first step in finding good people is
to search in the right places, and LM150
executives say you need to get creative
with the search process.

“It used to be that you put an ad in
the paper and everyone was knocking
on your door,” Newman says. “Today we
reach out every single way we can. We
use social media, networks like Craigslist,
we offer incentives to existing employees
that help us recruit and we hang cards or
Help Wanted ads everywhere—including
the oddest places, if we think our demo-
graphic might be frequenting that estab-
lishment. We do our best to reach out and
often even recruit from out of town. Basi-
cally we try a little of everything—except
poaching. We would never poach an
employee from another company.”

Newman says he’s been shocked by
how gutsy other companies have been
in trying to poach some of his employ-
ees. They'll even do it on a job site. Fortu-
nately, for the most part, the company’s

family-based culture and fair pay have
kept crew members from going else-
where.

Hales also has seen a lot of employee
poaching in his area. It's something his
company won't do, he says.

“This industry is built on reputation,”
Hales says. “We're friendly with many of
our competitors and would never steal
crew from them. In return, we hope they
won't do it to us.”

Tom Canete, CEO of Canete Land-
scape and Canete Snow Management in
Wayne, N.J., says hiring a headhunter
has been a successful strategy for finding
good people. The company is No. 132 on
the LM150 list. The key is to find a head-
hunter who'’s well-versed in the green
industry, he says. But be prepared to pay.

“It’s not an inexpensive route to take,”
says Canete, who serves as president of
the New Jersey Landscape Contractors
Association. “I'm currently using a head-
hunter for the second time and it will cost
me a nice chunk of money. But it’s worth

“Clarity is the key
to maintaining a
positive company
culture as your
organization grows.
As soon as the
organization begins
to assume what’s
happening or where
the business is going,
culture will eat
strategy for lunch”

—Jerry Schill, president/CEO
Schill Grounds
Management, No. 147

“The H-2B visa
program is definitely
crucial to meeting
our labor needs;
however, it’s only
a bandage on the
bigger problem,
which is cultivating
homegrown
candidates that
value working with
their hands, have a
strong work ethic
and a desire to
create and maintain
beautiful landscapes.
Partnerships with
apprentice programs
are other avenues
we are currently
pursuing.”

—Amy Weldon, director
of marketing/sales
Clean Scapes, No. 44

Qualified
employees, like
this hardscape
crew at LandCare
Innovations, are
hard to come by.
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it if they find you the right person.
With the right person, you can
easily recoup that investment.”

Canete estimates headhunter
fees to be 15 percent to 20 percent
of the employee’s salary.

RETENTION SOLUTIONS

The companies who've success-
fully retained good people all
echo the same phrase: “company
culture.” When it’s so difficult to
find quality employees, once you
find them you don’t let them go,
White says.

“We do team-building events,
get off-site together, have match-
ing 401(k) programs—basically
things that a lot of other land-
scape companies aren’t doing,”
he says. “We feel that being an
employee-focused company that
treats its people well is critical to
our success. It’s the reason people
stay with us and want to make a
long-term career out of this. You
just need to show them the path
they should follow to achieve the
next opportunity and work their
way up in the company.”

Newman agrees. He also
focuses on building a strong
company culture. Showing
employees they have opportuni-
ties for long-term growth is key to
retaining them, he says. Signa-
ture Landscape looks to promote

from within whenever possible
and the executive team takes time
to motivate employees and show
them the track theyre on, includ-
ing what potential opportunities
lay ahead.

“We don't struggle with reten-
tion,” Newman says. “If we do
lose employees, it’s to other indus-
tries—rarely to a competitor—and
that’s because we treat our people
like family. We look at it like we're
providing for 160 families, not
160 employees. We have parties,
rewards and other incentives. We
have a river float coming up where
everyone will enjoy the day on
inner tubes. We have a big
Christmas party and several
picnics a year. Basically, we try to
have a lot of fun and make employ-
ees feel valued, because they are.”

At LandCare Innovations,
training and promotion opportu-
nities are key to retention, Hales
say, but pay is the biggest factor.

“Pay is what keeps people with
you,” he says. “You need to build a
company culture and offer oppor-
tunities for growth, but you also
need to pay well.”

Canete agrees. Paying fairly
is important, but he says paying
weekly is something his employ-
ees also value.

“Alot of companies pay every
two weeks but we pay weekly,”

fandscape &Tree
-L_Management;

he says. “Some of our competi-
tors may pay a little more, but a
weekly check means something
to our crews. They know theyre
guaranteed to be paid each and
every Friday.”

Canete also considers overtime
a perk. “Sometimes it’s better to
pay a crew that already knows
what theyre doing for time-and-a-
half than to bring in a whole new
crew right in the middle of busy
season,” he says. “Our employees
also really appreciate those over-
time opportunities.”

Another thing many employees
appreciate is education, which in
turn helps build their passion for
the industry and their investment
in your company, White says.

“We spend a lot of money put-
ting people through training and
getting certifications,” he says. “To
us, education is one of our biggest
differentiators from competitors.”

It can be difficult to take peo-
ple off the job to receive training,
White acknowledges. But he says
his company made education a
priority about 10 years ago.

“Since then, we've seen a huge
change in our employees’ pas-
sion,” he says. “They have pride in
their work and our company—and
that’s a huge benefit to all of us.” ®

Payton is a freelance writer based in Philadelphia.

PHOTO: CARETAKER LANDSCAPE & TREE MANAGEMENT
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[CLIENT RELATIONS]

Three @150 contractors share their
customer relations efforts. BY LAUREN DOWDLE

lient relationships will
make or break a company,
landscape professionals
agree. So it’s important
to listen, be proactive and
meet expectations.
Three professionals from the LM50 list
share how they've grown their businesses
by focusing on client communication.

LANDSCAPE WORKSHOP

Birmingham, Ala.

To get a real sense for what clients want,
J.T. Price, CEO of Landscape Work-
shop, reaches out to them directly. His
full-service, mostly commercial-based
company, No. 71 on the LM150 list, did
about $20.5 million in 2014 annual rev-
enue. The company has been owned

by investment firm McKinney Capital
since 2011.

In the past, Landscape Workshop
faced challenges with offering consistent
customer service.

“The squeaky wheel tends to get the oil,”
Price says. “But we wanted to talk with
customers even when they were happy.
The biggest thing we've changed is that we
now have an early warning system before
they become unhappy.”

That system is the Net Promoter
Score (NPS) management tool, which
Landscape Workshop uses to see why or
why not their clients would recommend
their services to friends or colleagues.

To get the score, the company surveys
customers twice a year. The questionnaire

takes less than five minutes to fill out. It’s
provided Landscape Workshop with good
data, says Shannon Vann, vice president of
sales and marketing.

“It’s given us a lot of open-ended feed-
back from customers,” she says. “They
tell us stuff they might not necessar-
ily tell the account manager. We've been
pleased with the response level. It shows
us what to do and what not to do.”

The company also uses the survey
results to ensure team members are
responsive to customer needs at all times.

To keep from influencing survey
responses, employees are instructed not
to discuss it with customers. The market-
ing department emails clients a link to fill
out the survey. When the results are in,
marketing shares the responses with the
account managers, so they can address
any issues with clients.

Not only did Landscape Workshop
implement a survey system, it also
sought to change employees’ mindsets
about the importance of communication
and focusing on relationships.

“Our employees always take pride in
doing great work, and they thought great
work should speak for itself,” Price says.
“That’s a mentality we tried to change.”

Of course, Price says, high-quality
work and excellent communication go
hand in hand.

“You can'’t have a bad product and
good communication,” Price says. “To
win customers over in the long run, you
have to have both.”

Quic

“You have to have
a good ‘reason
for being.’ Making
money is the end
result of standing up
for something in the
marketplace. There
are a lot of ways to
be successful, but
they all originate
by having a team
dedicated to your
mission. Ours is
‘We develop long-
term relationships
through team
members committed
to a culture of
extraordinary culture
service.”

—Jon Georgio, CEO
Gothic Landscape, No. 10
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As for how the increased
focus on customer communica-
tion will affect business, Land-
scape Workshop is going to
exceed its budget this year.

“We've added more (revenue)
in the first five months of the year
than we added all of last year,”
Price says. “Retention has also gone
up dramatically during the past
two years. The average customer
stays with us nine to 10 years.”

To have a thriving business,
Price says it's important to pay
attention to what clients want.

“It’s about where the industry
is going and where our customers
need us to be,” he says.

RELIABLE PROPERTY SERVICES
Eagan, Minn.

Business is all about finding the
perfect balance of customer sat-
isfaction and profit, says Tom
Hougnon, president/COO of
Reliable Property Services.

The full-service company did
$30.3 million in 2014 annual
revenue, ranking No. 42 on the
LM150 list.

In the past, it was faced with
disgruntled customers when team
members didn’t provide the level
of service promised in the con-
tract. Clients also became upset
if they felt they were being over-
charged. But, the company had to
figure out how to balance meeting
those expectations, while keeping
an eye on the bottom line.

“Obviously, the customer must
be satisfied with the service,” he
says. “However, over-servicing
and providing service the cus-
tomer is not requiring or is not in
the contract will create unprofit-
able jobs and eventually lead to
financial issues.”

For example, time-and-materi-
als contracts may lead to custom-
ers who believe theyre being price
gouged. On the other hand, some

seasonal contracts may not be
priced for profitability, meaning
the company may have to end its
relationship with a customer.

Hougnon and his team over-
came these obstacles by imple-
menting additional tracking of
quality, costs and labor based
on the “customer-contracted
experience.”

“We have to provide the con-
tracted service to maintain the
profitability of the job,” Hougnon
explains. “The company must
provide the level of service that is
stated in the contract, and provide
good communication at contract
origination and throughout the
contract. It’s critical so that both
parties are in agreement with the
service specification.”

To make sure clients under-
stand the details, Reliability Prop-
erty Services helps clarify each
aspect of the contract. Hougnon
points to email service blasts, mid-
and end-season reviews, customer
budget reviews and a call-tracking
system as examples.

“The true understanding of
the contract specifics is critical
to both our internal team and
managing our customer’s expec-
tations. Often, these can get lost
in all the other legal verbiage in
the contract,” Hougnon says. “We
have a better chance to satisfy the
customer needs if we are both in
agreement with the contracted
customer experience.”

He expects the firm’s attention
to contracts and communication
will increase renewals and its
ability to pick up additional work
from current customers.

“Internally, we will provide the
service the customer expects and
meet the company’s profitability
goals,” Hougnon says.

PHOTO: LANDSCAPE WORKSHOP
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COAST LANDSCAPE MANAGEMENT
Napa, Calif.

For Lebo Newman, chairman/
owner of Coast Landscape Man-
agement, his business is all about
relationships.

His company, No. 146 on the
LM150 list, did $8.3 million in
2014 annual revenue. Newman
also owns Signature Landscapes,
No. 125 on the list.

There wasn't one defining
issue that caused him to make
communication changes at
Coast. Instead, it came from
listening to customer feedback
over time—Ilike hearing about a
frustrated customer or some-
one whose call wasn't answered
promptly.

“We didn'’t really have prob-
lems before, but we wanted to
strive to be the absolute best,”
Newman says. “We're always
working to step up our game.”

To strengthen their bonds
with clients, Coast Landscape
Management expanded and
improved the company’s level of
service. It implemented a plan
that concentrated on quality, effi-
ciency, productivity, safety and
service—dubbed QEPS?2.

“We have expanded our cus-

tomer care training of all employ-

ees from the frontline to office

and support staff,” Newman says.

Training for all employees cov-
ers how to handle phone calls. It
included using some of their past
calls as training tools.

“We recorded calls to review
so they could hear themselves
and how they
handled talking
to customers,”
Newman says.

Although, the
company doesn’t

All Coast Land-
scape Manage-
ment employees
receive customer
care training,
including how

to handle client
phone calls.

typically script its calls because
every situation is different, New-
man says: “People will feel like
they're filling out a questionnaire
if you do that.”

Coast Landscape Manage-
ment also brought in a third-
party group to help the employ-
ees learn how to better interact
with clients. One element of that
training was teaching them to
tailor their responses to the ques-
tions clients asked.

For example, if a customer is
detail-oriented with his ques-
tions and concerns, the employee
should make sure the response is
focused on the details, as well.

The team members also
learned which manager was in
charge of each area and how to
dispatch work.

Newman and his team look
at customer communication
as an important element of the
sales process.

“Every time a client calls in, it’s
an opportunity,” Newman says.

“If you can capture more opportu-

nities and act on them quicker, it’s

going to create growth and reten-
tion. We touch about 500 com-
mercial clients a month, and we
want to make sure when they call,
someone is always available to
handle their calls.”

Now, customers can talk with
anyone at the office if they have
questions or an issue, instead of
trying to reach the field manager
directly.

“We've found clients feel like
theyre getting quicker results,
and we're also getting fewer call-
backs,” Newman says. “It’s been
excellent feedback.”

Newman expects Coast Land-
scape Management’s 93 percent
retention rate to further improve
with the company’s new cus-
tomer service practices.

“Having the phones answered
by a real person makes a huge
difference,” Newman says. “It’s
an overhead cost that some don'’t
want to have. But the more you
can do it, the better—it’s all about
the relationships.” @

Dowadle is an Alabama-hased freelance writer.
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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 can nowsay ~ FOR&48
goodbye to flat tires and bumpy rides and hello to the new MICHELIN X MONTES
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.

@ JOHN DEERE

JohnDeere.com/Tweel




[PRODUCTIVITY + PROFITS]

How three @150 firms are
becoming more profitable by being
more productive. BY MARISA PALMIERI

ARTWORK: ©ISTOCK.COM/HH5800/BLUEBIRD13

(11 oing more with less”
has been a mantra among
successful landscape com-
pany operators since the
Great Recession. To some,

it may feel like a cliché by now, but it’s
not to companies who've seen their
bottom lines improve.

At least three firms on this year’s
LM150 list have good stories to tell
about how they’ve made gains in pro-
ductivity and, in turn, profitability.

For David Minor, CEO of The Land-
scape Partners, No. 149 on the LM150
list, the best advice is never to be satis-
fied with the level of profitability.

“Alot of people are at the assumption
that they’'ve maximized their bottom
line, and they don'’t roll up their sleeves
and look for a little bit more here and
there,” he says.

He is one to dole out tips on this topic.
The Landscape Partners, based in Fort
Worth, Texas, saw its revenue increase just
2 percent in 2014, but its net income was
up more than 35 percent year over year.

So, where should other companies
start? Minor recommends beginning
with the biggest two areas of the opera-
tion: labor and materials.

LOOKING AT LABOR

Analyzing labor costs has been an
increasing focus over the past few years
at C. Caramanico & Sons, which ranks
No. 129. The company implemented

a productivity reporting system in its
maintenance division with good results,
and it began working the reports into its
construction division this year, says Bill
Caramanico, secretary/treasurer of the
Upland, Pa.-based firm.

The company, which last year entered
its fourth generation of family ownership,
historically has been construction-heavy,
but it will be 50/50 construction/mainte-
nance this year. The productivity reports
should help company leaders better iden-
tify which jobs are most profitable.

“We’d like to back off on the con-
struction side and be more selective
on what jobs fit us better,” he says.

“The productivity reports have helped
us track our hours as we go, so we
can see how we're getting close to our
budgeted hours.”

Before using this system, which con-
sultant Frank Ross helped set up, “the
guys didn’t know what the hours were.”

“We were tracking hours, but we
weren't doing it properly,” Caramanico

QUICHK

“Watch your labor
hours, especially the
indirect time loading
and unloading every
a.m./p.m., as those
can cost you dearly
if not managed.

—Shawn Stomp,
vice president of finance/
CFO, Heads Up Landscape
Contractors, No. 76
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says. “We weren't looking at it
every week. The reports force us
to look at them every week and
ask, ‘If we're going over, why? If

”

were under, why?

Caramanico says the reports
are helpful for the management
team, but the last piece of the
puzzle is getting the information
out to the crews. For his com-
pany, adding a full-time, bilin-
gual production manager has
been a big help.

“He’s been really great to work
directly with the crews, equip-
ment and schedule,” he says. “We
didn’t have that before.”

Minor, too, emphasizes the
importance of labor budgets and
communicating the status from
top to bottom.

“We're very goal-oriented,” he
says, noting field staff have daily
production goals and are eligi-
ble for a bonus every two weeks
if they meet those goals. “When
you're that way and you're keep-
ing those goals in front of people
on a regular basis, it’s pushing
them to improve.”

David Minor (right), CEO, and
Rick Onstott, president, lead
The Landscape Partners, based
in Fort Worth, Texas.

For Minor, improving pro-
duction comes down to “talking
about it a lot” so everyone under-
stands it’s a priority.

“We've challenged the people
on the maintenance side to work
a little more efficiently,” he said.
“We reduced the budgeted hours
but increased their bonuses, and
that worked out well.”

Caramanico expects to see
even more efficiency later this
year when the company changes
from timesheets to time-tracking
software that will send data from
employees’ smartphones into
QuickBooks.

MATERIAL-TRACKING
Visionscapes streamlined pro-
duction over the past seven years,
first due to the economic down-
turn and now due to regulations.
In fact, the Tucker, Ga.-based
firm, No. 135 on the list, generated
30 percent more revenue in 2014
than in 2013 with the same num-
ber of employees.

“When there’s a glut of busi-
ness, everybody tends to be a lit-
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Leaving the world just alittl

tle sloppy,” says Frank Coleman,
president. “When there’s not,
you're forced to work smarter,
and that’s what we've had to do.”

Specifically, what’s strapping
Visionscapes is the “Obamacare”
provision that requires busi-
nesses with 50 or more full-time-
equivalent employees to provide
health insurance employees or
pay a fee. Coleman says he feels
like he’s being forced to stay
under 50 employees because of
the large costs associated with
insurance. He estimates he’'d
have to double his revenue to be
able to provide insurance and
remain profitable.

Prerecession, Visionscapes
had more than 100 employees
and reached nearly $12 million in
revenue. It dropped down to half
of that for a few years, and now is
back to nearly $10 million—stay-
ing under 50 employees.

Coleman expects to be flat in
2015. “There’s plenty to bid, but
it goes in waves,” he says. “This
is our 30th year, and it’s harder
than it’s ever been.”

dscapé
NPartners

e better than we found it.
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Visionscapes,
based in Tucker,
Ga., specializesin
large-scale com-
mercial landscape
construction.

Regardless,
these obstacles
have prompted
Visionscapes to
become more
disciplined and have upped the
level of accountability through-
out the company.

“The team sat down, looked
at what we’d been doing and
how we could improve things,”
Coleman says. The result was
nearly reinventing how the com-
pany did installation. For exam-
ple, it became an “equipment-
centered” company.

“Proper equipment helps
speed up the projects,” he says.

One example is in material
transport. The company added a
fleet of nursery carts to use with its
utility vehicles to cut down on the
number of trips needed to carry
shrubs and other materials on job
sites. Visionscapes also invested in
new, compact telehandlers to be
more efficient when installing the
large-scale construction projects
it’s known for.

It’s all part of a strategy to
touch materials only once, Cole-
man says. As much as possible,
Visionscapes has its materials
direct shipped rather than keep-
ing items in a holding area.

“When we order trees, the
holes have already been dug, they
come off the truck and go into
the hole instead of going into a
holding area, re-picking it up and
shuffling it into another area to
be planted,” he says. “You can’t
always do that, but we maximize
doing that as much as possible.”

Other changes Visionscapes
has made include an updgraded
software program with a pur-
chase order system, which helps
track project billing; a central

control system for managing irri-
gation accounts; and a switch
from hand takeoffs for estimat-
ing to on-screen takeoffs.

“We were old school a little
longer there,” Coleman says. This
move has allowed the company
to keep its estimating department
to two people. He estimates simi-
lar sized companies have three or
four staff estimators.

DRAWING THE LINE

All these efforts are about being a

bottom-line focused company.
“T've seen so many compa-

nies through the years that just

C. Caramanico

& Sons, based in
Upland, Pa., is
transitioning its
business from
mostly construc-
tion to be half
maintenance.

don't focus on
the bottom line,”
says Minor,

who is making
his “second go-
around” in the
landscape
industry. He sold his previous
company to TruGreen’s land-
scape division in the late 1990s.
“You might be making 5 percent
on a big top line, but I'd rather
make 12 percent to 15 percent
on half or a third as much busi-
ness. There’s a saying I throw
out to our president: ‘The bot-
tom line is the bottom line.” ®
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COMMERCIAL

1 TruGreenLandCare $184,500,000
2 TruGreen $168480,000
3 US.Lawns $163,000,000
4  Ferrandino & Son $121,000,000
5 Gothic Landscape $114,000,000
6 Yellowstone Landscape Group $95,688,000
7  Ruppert Landscape $93,500,000
8  Merit Service Solutions $91,301,400
9 Mainscape $75,304,000
10 Acres Group $46,060,000
11 Environmental Earthscapes $45,228184
(The Groundskeeper/Greater Texas Landscapes)
12 Lucas Tree Experts $42140,000
13 Denison Landscaping $35,400,000
14 The Greenery $34,400,000
15 Mission Landscape Cos. $32,930,180
16 Dixie Landscape $32,678100
A Iook at the @1& ||St_sorted 17 Girard Environmental Services $32,233.400
) ) 18 Rotolo Consultants $30,400,000
for top performers by client mix, 19 Christy Webber Landscapes $30.290.000
. . 20 ABM Landscape & Turf Services $29,400,000
profit centers and regions. 21 Gothic Grounds Management $28552016
22 Reliable Property Services $28179,000
EDITOR’S NOTE: Not all companies report client mix, profit center and regional data. 23 McFall & Benry Landscape Management §26970.913
Dollar amounts were calculated by LM from data reported. 24 BemusLandscape $26,248,200
25 (CleanScapes $25160,189
RESIDENTIAL GOVERNMENT
1 TruGreen $767520,000 1 MarinaLandscape $42,700,000
2 Scotts Lawn Service $310,464,000 2 Merchants Landscape Services $21,000,000
3 WeedMan $136,058,198 3 TruGreenLandCare $20,500,000
4  LawnDoctor $96,214,772 4 Ruppert Landscape $16,500,000
5 SavATree $66,500,000 5 Terracare Associates $15,584,239
6 Massey Services $50,156,339 6 Maldonado Nursery & Landscaping $13,965,000
7 NaturaLawn of America $47987,838 x 7 ABMLandscape & Turf Services $12,600,000
8 Meadows Farms $47490,500 - 8 Environmental Earthscapes 11,307,046
9  Spring-Green Lawn Care $42176,430 z (The Groundskeeper/Greater Texas Landscapes)
10 Mariani Landscape $33803.200 9 TBGLandscape $10,347000
T Chalet . $27000,000 h 10 Merit Service Solutions $10,144,600
12 RyanLawn&Tree $25,368,666 z 11 Rotolo Consultants $7600,000
13 Garden Design $24.360,000 u 12 Environmental Management (EMI) $7000,000
14 ScottByron & Co. $22110,300 : 13 Christy Webber Landscapes $6,990,000
15 McHale Landscape Design $20600,000 0 :: gad_‘i"ata":“ap_e"anagemem :j;)zzgggz
16 Naturescape $20,068,030 enison Landscaping 120]
17 Lamben’sp $17553,750 > 16 Coast Landscape Management $4,556,750
18 Southern Botanical $16,556,920 m 17 New Way Landscape & Tree Services $4,375,000
19 Designs By Sundown $14.250,000 18 CoCal Landscape Co. $4127600
20 Southview Design $141705560 19 Clean Scapes $3430,935
21 Swingle Lawn, Tree & Landscape Care $14101,087 20 LucasTree Experts $3430000
22 Senske Services $13104,000 21 Cagwin & Dorward $3,380,000
23 Jensen Corp. $12,800,000 22 Jensen Corp. $3,200000
24 HeronLawn & Pest Control $12,347.257 23 The Grounds Guys $3,200000
25 LawnDawg $71,819.852 24 Heads Up Landscape Contractors $2,838,750
25 Carol King Landscape Maintenance $2,704,250
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MOWING + LANDSCAPE TURF + ORNAMENTAL CARE
MAINTENANCE
1 TruGreen $795,600,000
1 TruGreenLandCare $143,500,000 2 ScottsLawn Service $316.800,000
2 WeedMan EEAEE 3 LawnDoctor $101.278.707
: :;lsl;:::::ndscape gzlggggg 4 Naturalawn.ofAmerica $50,008,379
5 Femandino&Son $48400,000 5 MasseyServices $49871640
6 Yellowstone Landscape Group $47844,000 : Zl;::i;ar:;nTlr.::lnCare $;138969902477O?
7 Mainscape $45,182,400 . o
8 Environmental Earthscapes $32,225,081 SECONE Do U
(The Groundskeeper/Greater Texas Landscapes) 9 Swingle Lawn, Tree & Landscape Care $18,535,564
9 GothicLandscape $30.780,000 10 Naturescape 916,899,394
10 Merit Service Solutions $30433,800 1 The Greenery $16,540,000
11 Mission Landscape Cos. $26,34444 12 SavATree $14450,000
12 Girard Environmental Services $23852,716 13 Yellowstone Landscape Group $14,353,200
13 ABMLandscape & Turf Services $23100,000 14 LawnDawg $11508,803
14 Gothic Grounds Management $22,943.271 15 HeronLawn & Pest Control $10,866,846
15 MarianiLandscape $20412,950 16 Senske Services $10,320,000
16 Terracare Associates $19,310,904 17  Arbor-Nomics Turf $8,068,213
17 Acres Group $18,620,000 18 Green Lawn Fertilizing $7,733,300
18 MarinaLandscape $18,300,000 m 19 ABMLandscape & Turf Services $6,300,000
19 James River Grounds Management 18,074,800 m 20 Mainscape $5,271,280
20 The Grounds Guys $17600,000 21 U.S.Lawns $4,890,000
21 Gibbs Landscape Co. $17.215,590 E 22 Lucas Tree Experts $4.410,000
22 The Greenery $16,340,000 23 Ferrandino & Son $3,630,000
23 McFall & Berry Landscape Management 16,288,140 z 24 Merit Service Solutions $3,043,380
24 BemusLandscape $16,236,000 u 25 Gothic Grounds Management $2,.941445
25 GachinaLandscape Management 16,076,382 o
=
DESIGN/BUILD + INSTALLATION E IRRIIVCIiAA;IAOGNE;I E{JA_I'_I'ER
1 Gothic Landscape $83,220,000 o 1 MarinaLand $41480.000
2 RuppertLandscape $44,000,000 o 8 Ta"“a andscape o
) ruGreen LandCare $30,750,000
3 _GardenDesign $39,562000 n 3 Yellowstone Landscape Group $14,353,200
4 Rotolo Consultants $26,600,000 . —
5 JensenCorp. £26,000000 > 4 Cagwin & Dorward $6,760,000
. 5 US.Lawns $6,520,000
6 Christy Webber Landscapes $24,698,000 n 6 JuniperLandscaping $6422000
: :Ell;i-i:-a:;snt I Earths %987257228 7 Mainscape P2
(Thegrou?ld:ke:per/gzaetseﬂexasLandscapes) o 8 MaldonadoNurfery&Landscapmg SIS
9 Southern Botanical §17698777 9 Southern Botanica $4.567426
10 McHale Landscape Design $16,480,000 10 Clean Scapes A
— 11 ABMLandscape & Turf Services $4,200,000
11 Caretaker Landscape & Tree Management $16,249,836 12 NJBestLawnsSprinklers & Fencing $4199.294
12 Mariani Landscape $15,406,000 13 LMiLandscapes $3756000
13 D. Schumacher Landscaping $15,207500 14 EarthtonesLandscaping $3500,000
14 Juniper Landscaping 915195920 15 Merit Service Solutions $3,043,380
15 Meadows Farms §14.997000 16 Complete Landsculpture $2,871550
16 Southview Design $14,244,365 17 Environmental Earthscapes, $2,826,762
17 Scott Byron & Co. §15964400 (The Groundskeeper/Greater Texas Landscapes)
18 The Loving Group $12,719,000 18 Westco Grounds Maintenance Co. $2760,000
19 Acres Group $12250,000 19 BemusLandscape $2,706,000
20 American Civil Constructors $12,100,000 20 Ryanlawn&Tree $2,670,386
21 Maldonado Nursery & Landscaping $11,400,000 21 The Grounds Guys $2,560,000
22 Environmental Management (EMI) $11,250,000 22 GachinaLandscape Management $2,51935
23 Heads Up Landscape Contractors $10,219,500 23 Ferrandino & Son $2,420,000
24 TBG Landscape $10,002,100 24 DoraLandscaping Co. $2,400,000
25 The Bruce Co. of Wisconsin $9,782,600 25 Terracare Associates $2.371515
|
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NORTHEAST

Bartlett Tree Experts $98,700,000
Scotts Lawn Service $91,872,000
SavATree $62,900,000
Lawn Doctor $57,728,863
Ruppert Landscape $47300,000
Denison Landscaping $47.200,000
Merit Service Solutions $45,650,700
NaturaLawn of America $39,400,541
Ferrandino & Son $30,250,000
D. Schumacher Landscaping $27097,000
Weed Man $21,482,873
High Tech Landscapes $20,569,904
TruGreen LandCare $20,500,000
Meadows Farms $17496,500
Sposato Landscape Co. $16,500,000
Parker Interior Plantscape $13,650,000
John Mini Distinctive Landscapes $12,877000
Lawn Dawg $12,441949
Hoffman Landscapes $11,550,000
C. Caramanico & Sons $10,889,245
Joyce Landscaping $10,735,000
McHale Landscape Design $10,300,000
Canete Landscape & Snow Management $9,500,000
Tomlinson Bomberger Lawn Care & Landscape $9445,000
Eastern Land Management $9,300,000
MIDWEST SOUTHWEST

1 Scotts Lawn Service $91,872,000 1 Environmental Earthscapes $52577,764

2 AcresGroup $49,000,000 (The Groundskeeper/Greater Texas Landscapes)
3 Christy Webber Landscapes $46,600,000 2 GardenDesign $40600000
4 Mariani Landscape $38,515,000 3 Yellowstone Landscape Group $31577040
5 Spring-Green Lawn Care $30,838,680 4 TruGreenLandCare $30,750,000
6 Reliable Property Services $30,300,000 S Clean Scapes §28,591124
7 Landscape Concepts Management $28100,000 6 Southern Botanical $28546.414
8 Chalet $27000,000 7 Maldonado Nursery & Landscaping $27930,000
9 RyanLawn&Tree $25101,627 &  Caretaker Landscape & Tree Management $23,550,487
10 Environmental Management (EMI) $25,000,000 9 ScottsLawn Service $22,76,000
1 TheBruce Co. of Wisconsin $24,456,500 10 DLCResources $20100000
12 Ferrandino & Son $24.200,000 11 Ferrandino & Son $19,360,000
13 Scott Byron & Co. $23.274,000 12 Heads Up Landscape Contractors $18,925,000
14 WeedMan $21482.873 13 Lambert’s $18875,000
15 Naturescape $20490,515 14 Integrated Landscape Management $16,244,515
16 David J. Frank Landscape Contracting $19460,000 15 LMILandscapes §15:493,500
17 Bartlett Tree Experts $18.900,000 16 Merit Service Solutions $15,216,900
18 Clarence Davids & Co. $18,500,000 17188 Grounds Control $15,000,000
19 Mainscape $18072960 18 Earthworks $14100,000
20 SavATree $17000,000 19 Earthtones Landscaping $14,000,000
21 Perficut Cos. $15.800,000 20 Westco Grounds Maintenance Co. $13,800,000
22 Hittle Landscaping $15,510,000 21 Bartlett Tree Experts $12,600,000
23 Merit Service Solutions $15,216,900 22 Complete Landsculpture $12:485000
24 Southview Design $14,761,000 23 Native Land Design $10,605,777
25 Engledow Group $14,000,000 24 The Spencer Co. $10.114,806
25 ABM Landscape & Turf Services $8.400,000
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SOUTHEAST

Scotts Lawn Service
Yellowstone Landscape Group
TruGreen LandCare

Ruppert Landscape

Massey Services

Mainscape

Bartlett Tree Experts

The Greenery

Rotolo Consultants

Dixie Landscape

Meadows Farms

Girard Environmental Services
Juniper Landscaping

James River Grounds Management
ABM Landscape & Turf Services
Lawn Doctor

Ferrandino & Son

Weed Man

Landscape Workshop

Merit Service Solutions
Yard-Nique

HighGrove Partners

ArtisTree Landscape Maintenance & Design
Greenscapes

The Loving Group

TruGreen LandCare

Marina Landscape

Jensen Corp.

Cagwin & Dorward

Mission Landscape Cos.

Terracare Associates

Bemus Landscape

Ferrandino & Son

Gachina Landscape Management
Gothic Grounds Management
Swingle Lawn, Tree & Landscape Care
Merchants Landscape Services
Dennis’ 7 Dees Landscaping & Garden Centers
Senske Services

Benchmark Landscape

Stay Green

New Way Landscape & Tree Services
Scotts Lawn Service

Designs By Sundown

Cleary Bros. Landscape

Bartlett Tree Experts

Andre Landscape Service

Santa Rita Landscaping

American Civil Constructors

Pacific Landscape Management

$95,040,000
$64,110,960
$61,500,000
$56,100,000
$53,975,060
$44,429,360
$44,100,000
$43,000,000
$38,000,000
$34,398,000
$32493,500
$32,233,400
$25,688,000
$24,760,000
$23,520,000
$22,281316
$21,780,000
$21482,873
$20,493,602
$20,289,200
$19,675,000
$17900,000
$17000,000
$16,200,000
$16,00,000

$92,250,000
$61,000,000
$40,000,000
$33,800,000
$32930,180
$30,490,902
$27060,000
$25,410,000
$25,19,347
$22,060,838
$21,046,399
$21,000,000
$19,832,000
$18,720,000
$18,258,000
$17853,162
$17500,000
$15,840,000
$15,000,000
$14,800,000
$14,700,000
$13,204,373
$12,600,000
$12,100,000
$11,300,000

Adyvice and insight from
150 list leaders.

“Don’t be afraid to let go and be willing to
change as a person and a culture.”

Brian DuMont, president/CEO
Yard-Nique, No. 74

“The most difficult hurdle is getting to the
point of removing yourself from actually
performing the physical work required. Once
you can reach the point where you have two
or more crews generating enough revenue
to sustain the business, it’s critical that you
act as an owner and manage the business.
Once past that point, the basics of providing
superior service at competitive pricing and
surrounding yourself with solid employees
who have the same values as you do

can lead to growth and success.”

Keith Rotolo, president
Rotolo Consultants, No. 34

“Do it right the first time.”
Phil Berry, controller
Designs By Sundown, No. 96

“Maintain a positive, open and even fun
environment for employees, who in turn
provide better customer service and look for
ways to improve the company. We have 35
employees who have been with us more than
five years. It does make a difference for us.”

Stewart Hanson, president
Arteka Cos., No. 109

“Smaller sometimes really is better;
it’s not the size of the company but
its RO/ that really matters.”

David Hartzell, general manager
NJ Best Lawns Sprinklers & Fencing, No. 139

“Make sure you’re accounting for
replacement costs for your equipment,
pay yourself a fair market price (or what it
would cost to replace you) and make sure
you do a good job in job costing.”

Rory Lamberton, President/CEO

Emerald Isle Landscaping, No. 138
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[FASTEST-GROWING FIRMS]

Growth
Rank
1
2
3
a
—>5
6
Nearly half the 7
= 8
companies on the
- 9
S0 list grew o
by 10 percent or 3
more. Here’s what 12
helped some of B
them surge. -
16
The Grounds Guys
This landscape maintenance 18
franchise took the top spot on our
fastest-growing companies list 20
the past two years. It fell to No. 5 5
this year; still, it grew revenue 76
percent, adding 50 locations. The
Grounds Guys is part of The Dwyer 23
Group, a Waco, Texas-based parent
company for eight service-based 24
franchise companies.
26
27
) 28
James River
Grounds Management
Technology—including a cloud-based
training system for field staff—has 31
been key to this Virginia-based,
full-service firm’s growth. It allows
the company to track training by user, 34

implement online tests and conduct
training on mobile devices.

Overall
Rank
125
83
67
34
a
62
55
20
84
146

n

27
136

77
106

17

191
148
12
8
82
127
139
59
67
107

n3
a7
74

Company

Crystal Greens Landscape
Stay Green

Parker Interior Plantscape
Rotolo Consultants

The Grounds Guys

Caretaker Landscape & Tree Management
Juniper Landscaping

The Loving Group

New Way Landscape & Tree Services
LandCare Innovations
Ferrandino & Son

Ruppert Landscape

Clean Scapes

Southview Design

Girard Environmental Services
Christy Webber Landscapes
Visionscapes

Lambert’s

Ecoscape Solutions Group
Mainscape

Garden Design

Perficut Cos.

Environmental Earthscapes (The Groundskeeper/
Greater Texas Landscapes)

Nanak’s Landscaping

Schill Grounds Management
Merit Service Solutions
Schultz Industries

HighGrove Partners

C. Caramanico & Sons

Emerald Isle Landscaping
Pierre Landscape

Merchants Landscape Services
Andre Landscape Service
Southern Botanical

Complete Landsculpture
Landscape Concepts Management
Yard-Nique

% Revenue Change
from 2013
120%
107%
100%
81%
76%
66%
60%
58%
42%
36%
35%

3% &

32%
32%
31%
30%
30%
28%
28%
2%
26%
26%
25%

24%
24%
22%
22%
21%
21%
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Growth
Rank

&8 2

a9

67

Overall
Rank
57
70

129
m
150
89
n2
133
141
149
15

56
58
65
128

16
n
126

29

46

50
87
10
49
66
86
100
16
132
22

Company

Environmental Management Services
High Tech Landscapes

Terracare Associates

Native Land Design

Heron Lawn & Pest Control

Green Lawn Fertilizing

Greenscapes

Greenscape

Canete Landscape & Snow Management
Mountain High Tree, Lawn & Landscape
Arbor-Nomics Turf

Yellowstone Landscape Group

Lucas Tree Experts

Gachina Landscape Management
James River Grounds Management
Naturescape

Joyce Landscaping

Acres Group

SavATree

Landscape Workshop

Signature Landscapes

U.S. Lawns

The Davey Tree Expert Co.

The Greenery

Reliable Property Services

Chapel Valley Landscape Co.
Maldonado Nursery & Landscaping

D. Schumacher Landscaping

Sposato Landscape Co.

Gothic Landscape

McFall & Berry Landscape Management
Swingle Lawn, Tree & Landscape Care
ArtisTree Landscape Maintenance & Design
Harvest Landscape Enterprises

Dora Landscaping Co.

Providence Landscape Group

NaturaLawn of America

% Revenue Change
from 2013

18%
18%
18%
17%
16%
15%
15%
15%
15%
15%
15%
14%
14%
14%
14%
14%
14%
13%
13%
13%
13%
12%
1%
1%
1%
1%
1%
1%
1%
10%
10%
10%
10%
10%
10%
10%
10%

Ruppert Landscape

[t wasn't a bad year for the
Laytonsville, Md., full-service firm. It
surpassed $100 million in revenue
and focused on improving
operations in many ways. These
included adding directors of field
quality/efficiency in both the main-
tenance and construction divisions;
renewing its focus on employee
evaluations and goal setting; and
encouraging better communication
among branches, divisions and
new/seasoned team members by
instituting weekly meetings.

Arbor-Nomics Turf

This Georgia-based lawn care
company makes its debut on

the LM150 list. Efforts that got

it here included adding tablets

for its organic lawn care division,
pursuing a commission system for
all employees and analyzing credit
card fees, which has resulted in a
boost to the bottom line.

Landscape Workshop
Based in Birmingham, Ala., and
owned by private equity firm
McKinney Capital, this 30-year-old
company is looking to continue its
growth with an incentive plan to
share profits with general manag-
ers and account managers across
its eight locations.
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LM150 Company Index

COMPANY ......oooceereeeeeseerees AL Rank Environmental Earthscapes (The Groundskeeper/ Merchants LandScape ServiCeS.......mmmmmmmmrnen 67
ABM Landscape & TUrf Services. ... 30 Greater Texas Landscapes).... 21 Merit SEIVICe SOIULIONS e V)
Acres Group 24 Environmental Management (EMI) Mission Landscape Co: 39
Ambius 14 Ferrandino & Son 9 Mountain High Tree, Lawn & Landscape................ 140
AMErican Civil CONSEIUCTONS v 115 Gachina Landscape Management................. 56 MUNie GIEeNCare ProfeSSionalS........ 91
American Landscape Systems.. i Garden Design 1 Nanak’s Landscaping 14
Andre Landscape Service 107 Gardeners’ Guild 129 Native Land Design 128
Arbor-Nomics Turf 148 Gibbs Landscape Co. 6l NaturaLawn of America 2
Arteka Cos. 109 Girard Environmental Services 40 Naturescape

Artistic Maintenance Gothic Grounds Management New Way Landscape & Tree Services..

(formerly Landscape Specialists)..........uersenes 79 Gothic Landscape NJ Best Lawns Sprinklers & Fencing.....
ArtisTree Landscape Maintenance & Design....... 86 Grant & Power Landscaping Nutri-lawn Corp. 54
Bartlett Tree Expert: 5 Green Lawn Fertilizing Pacific Landscape Management..

Becker Landscape CONtractors........vececoncencees 104 Greenery, The Parker Interior Plantscape

Bemus Landscape 51 Greenscape mn Pattie Group, The

Benchmark Landscape 8l Greenscapes 89 Perficut Co:

Blondie’s Treehouse 105 Grounds Guys, The A Pierre Landscape 59
Brickman Group, The / ValleyCrest Landscape Cos.........] Harvest Landscape ENterprises.........mmne: Providence LandSCape GrOUD v 132
Bruce Co. of Wisconsin, The. Heads Up Landscape Contractors.. Reliable Property SErVIeS ... 42
C. Caramanico & Sons.. Heron Lawn & Pest Control..... Rotolo Consultant 34
Cagwin & Dorward High Tech Landscapes 70 Ruppert Landscape 1
Canete Landscape & Snow Management.............. HighGrove Partners 82 Russell Landscape 64
Caretaker Landscape & Tree Management Hittle Landscaping 94 Ryan Lawn & Tree 53
Carol King Landscape Maintenance ; HOffMaN LaNGSCaPES ...t 120 Santa Rita Landscaping ..
Chalet 52 Integrated Landscape Management ... 88 SavATree 16
Chapel Valley LandScape CO...meserscescesons 46 ISS Grounds Control 94 Schill Grounds ManagemMent ... 147
Christy Webber Landscapes. James River Grounds Management ... 58 Schultz Industries 18
Clarence Davids & Co......... Jensen Corp. 32 Scott Byron & Co. 63
Clean Scapes John Mini Distinctive LandSCapes ... 108 Scotts Lawn Service 4
Cleary Bros. Landscape Joyce Landscaping 127 Sebert Landscaping 35
Clintar Landscape Managemen Juniper Landscaping 55 Senske Service: 78
Coast Landscape Management Kujawa ENterprises (KED .. 123 SIgNALUTE LANASCAPES v 125
CoCal Landscape Co. Lambert’s Southern Botanical 45
Complete Landsculpture... LandCare Innovations Southview Design 98
Crystal Greens Landscape . Landscape Concepts Management R Spencer Co,, The 131
D. Schumacher LandSCaping ... 50 Landscape Partners, The. ... 149 Sp0Sato LANASCAPE CO. oo 87
Davey Tree Expert Co., The Landscape Workshop n SPrNg-Green Lawn Care ..o 28
David J. Frank Landscape Contracting.. Lawn Dawg n4 Stay Green 83
Denison Landscaping Lawn Doctor 13 Swingle Lawn, Tree & Landscape Care......... 66
Dennis’ 7 Dees Landscaping & Garden Centers........ 73 LegacyScapes 19 TBG Landscape. 85
Designs By Sundown 96 Ml Landscape 93 Terracare Associates 37
Dixie Landscape 36 Loving Group, The 90 Tomlinson Bomberger Lawn Care & Landscape........134
DLC Resources 72 Lucas Tree Experts 24 TruGreen 2
Dora LandScaping Co. .o 16 Mainscape 17 TruGreen LandCare 6
Earthtones Landscaping ... 100 Maldonado Nursery & Landscaping............eceen. 48 US. Lawns 7
Earthwork 99 Mariani Landscape 33 Visionscapes 135
Eastern Land Management. ... 137 Marina Landscape 19 Webb Landscape 122
Ecoscape Solutions Group. Massey Services 20 Weed Man 8

Elizabeth River Landscape Management .
Emerald Isle Landscaping
Engledow Group

McFall & Berry Landscape Management Westco Grounds Maintenance Co.
McHale Landscape Design Yard-Nique 74
Meadows Farm 23 Yellowstone Landscape Group ... 15
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INEVERSTOP]

In case of downtime.

NeverStop™ Loaner Guarantee. Standard on our Commercial Mowers.
When you purchase any new John Deere ZTrak™, QuikTrak™, or Walk-behind mower,
you get something more than just a phenomenal mowing machine. You also get

the peace of mind that comes with our NeverStop™ Loaner Cuarantee, standard
with every new John Deere Commercial Mower. In the unlikely occurrence that your
mower should need servicing under warranty, you'll receive a free loaner from your
John Deere dealer™ if it takes 24 hours or longer. So say goodbye to downtime.

With NeverStop, you don't have to stop.

Keep Mowing

JohnDeere.com/UptimeSolutions

* Program available only at participating dealers and dealer participation will vary. Loaners used for residential purposes provided within 72 hours. Some
conditions and restrictions apply. Additional program offerings available for an added cost. See participating dealer for complete details and program offerings.



'lt's th'é new GreenFleet™ Loyalty Rewards Program and it's just getting better. How? 7

- Well, for starters every piece of John Deere ride-on equipment” can count towards -~ @ JOH N DEERE

] rmembe hlp Iev Fro omblnes to lawn tractors, skid steers to zero- turn mowers

S JohnDeere.com/GreenFleet
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PHOTO: CASE CONSTRUCTION EQUIPMENT

Leasing and buying are the primary ways
landscape contractors add to their fleets,
but don’t forget about renting. Here are
some pros and cons for each option.

BUYING

+PR0: Residual or resale value. You can
trade it in down the road to offset the
cost of the next equipment you buy.

DEALERS ADDED

JCB expanded its
U.S. network over the
past several months,
adding five dealers in
Texas, New Mexico,

. L . 3 4 Whenitcomestoa
+PR0: Asset depreciation reduces your : lease vs. buy deci- Utah and Tennessee.

e sion, don’t forget to =

tax obligation. con5|deramachm

+PR0: Financing is an option, but cash
purchases eliminate finance charges
and interest costs.

-CON: Payments are generally high

EDUCATIONAL GARDEN
The Fockele Garden

-CON: Lease agreements can be complex, Co., based in Gaines-

; ; heavy on fees and unbreakable, which ville, Ga.,
because youre paying for the full value increases the risk for companies. designed
of the equipment. and built
LEASING RENTING a sensory
+PR0: Payments are generally lower +PRO: 1t provides. access to equipment garden at
because you're only paying for the use you need occasionally. ) the North-
and depreciation of the machine. Some +PR0: 1t allows you to try a machine east Georgia Speech
leases allow for skipped payments before you buy it. Center in Gainesville.
during slow months. +PR0O: Users typically aren’t responsible
+PRD: No down payments, so it’s easier for maintenance costs. RELAUNCHED LINE
to replace aging equipment with -CON: Daily or weekly rental costs may be ASV added three new
minimal capital outlay. high. Remember to figure them into your compact track loaders
job costs. to its relaunched Posi-

+PR0: Helps structure a schedule for

replacmg eqUIpment before malhte_ SOURCE: biztree.com; empire-cat.com; Small Business
nance costs become too expensive. Administration; Roy Brookhart, Caterpillar

Track line: the RT-30,
RT-60 and RT-110.

BUSINESS
INSURANCE:

COMMERCIALAUIO,
INSURPANGE:

SPEEDY
CLAIMS;

L ’ 0 2 A X

i . S A "ol ﬂ
Progressive Casualty Ins. Co & affiliates. Business insurance may be placed through Progressive Specialty Insurance Agency, Inc. with select insurers, which are not aﬁrllal@ witl ogre e,
are solely responsible for servicing and claims, and pay the agency commission for policies sold. Prices, coverages, privacy policies and commission fates vary among these i |nsurers

1-aoo-Pteaete£ssIv g -0M #; % e
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b
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PROFIT CENTERS

IRRIGATION+WATER MANAGEMENT

Gaining
oground

Why two-wire irrigation systems are
growing in popularity. By LAUREN DOWDLE

34 t takes awhile for landscape contractors to trust new
i types of irrigation technology, so traditional ones
B have prevailed.

In the past five to 10 years, two-wire systems have
steadily become a contender in the irrigation industry.

“Traditionally wired systems had been proven, and
two-wire didn'’t start to pick up momentum until the early
2000s,” says Sean Azad, product manager for commercial
division, Rain Bird. “Now, it’s seen as reliable, and people
are seeing the benefits.”

Helping spur this system’s popularity have been
advancements in information technology.

“Two-wire systems started out as a way to save money
on wire,” says Tom Shannon, water conservation adviser
in the Eastern U.S., Ewing Irrigation. “Now, through
technology improvements, they also provide a way to get
more information.”

New technologies include updates to the microprocessors
and communication methods, such as WiFi—which allows
contractors to access these systems through the cloud.

“Recent trends show more and more companies
developing web- or cloud-based control systems that can
be managed from a home computer, tablet or smartphone
remotely,” says Greg Parker, brand specification manager
for Mirage and two-wire systems at Underhill. “More alert
functions will appear to assist a property owner to proac-
tively manage a system.”

Landscape contractors are also starting to use two-wire
systems for smaller projects.

SMALLERSCALE

Two-wire systems, once only
used for projects with 100
stations or more, are now used
on jobs with around 30 stations.

“In the past, a contractor didn’t entertain the idea of
two-wire for a typical commercial system until it was more
than 100 stations,” Azad says. “Now, that number’s been
brought down to below 30.”

TYPES OF PROJECTS
Two-wire systems can be used on a variety of sites, but there
are certain types they are specifically designed to manage.

“Typically, two-wire systems make economic sense
for projects that are constructed in phases over any given
amount of time,” Parker says. “Large estate residential,
light commercial and commercial projects are well suited
for two-wire systems, as well.”

Installers can cap the wire at the end of phase one and
add to it in future phases. “With a traditional system, you
have to plan everything out and wire it up from the begin-
ning,” Azad says.

The systems are also ideal for large master-planned
communities. “Instead of having multiple controllers,

JoHN DEERE
LANDSCAFES

JDL GROWTH

John Deere Land-
scapes (JDL) acquired
AMC Industries, an
irrigation distributor
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headquartered in San
Antonio, Texas. The
deal added nine JDL
locations in Texas and
Oklahoma.

AQUA CENTS AWARDED

Fresno, Calif.-based

Aqgua Cents Water Man-
agement, which makes
organic hydrogels for
turf irrigation, was rec-
ognized by the SBDC-
UC Merced Network as
the 2015 Technology
Business of the Year.

FORPROS

Rachio’s RachioPro
offers landscape
companies a way to
manage all the Rachio
Iro controllers they’ve
installed from a com-
puter or smart device.

PHOTO: MICHAEL GUTIERREZ
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@ LESSISMORE

Two-wire systems have long
been attractive because they
require less copper wire than
traditional systems.

you can use a two-wire system and
go in any direction—as long as you
don’t exceed its limits,” says Jon Kirk,
irrigation efficiencies service manager
for WaterCentric in Carrollton, Texas.

WaterCentric offers a variety of water
management services such as irrigation
installs, repairs and audits. The company
has $4 million in annual revenue and
serves mostly commercial clients.

Additionally, two-wire systems can
run longer on linear sites compared to
traditional systems.

“It’s still important to know the hold-
ing current of the valves being used and
the number of valves being operated at
one time as part of selecting proper wire
sizing for a two-wire system,” Parker
says.
tenance requirements is a big part of

“Knowing customer and main-

leveraging the control system.”

ADVANTAGES OF USING TWO-WIRE SYSTEMS
These systems may have cost and instal-
lation benefits.

A big reason for choosing a two-wire
systemis because they requireless copper
wire than a traditional system, and the
price of coppercontinues torise, Azad says.

“You're probably going to save 80
percent on wire with a two-wire system,
compared to traditional,” Kirk says.

It also takes less time to install a
two-wire system. “Rather than install
a single pilot wire and looped common
wire to each valve, a pair of wires is all
that’s needed,” Parker says.

Installers don’t have to “tone” or
“ring-out” wires when connecting the
controller, Parker adds, because each
valve has a programmed decoder with
a corresponding number.

Some two-wire systems also can be
added to existing wire already in the
ground. “Other systems require jack-
eted and/or twisted pairs of wires, soit’s
important to educate yourself as part
of your product selection,” Parker says.

Another advantage is the property
manager can control the entire system
from one station, instead of having to
visit several.

Ll ‘
Smart Seed”"

Professional Grass Seed

NOW AVAILABLE IN - &
BERMUDAGRASS MIX B

Irt Seed
Rl

__5

Pl

SPECIFICALLY DESIGNED FOR THE
NEEDS OF PROFESSIONALS

e Advanced genetics provide exceptionally high turf quality and density
e Water Star® varieties require up to 40% less water than ordinary grass seed
e Persistent turfgrass quality under heavy use

Water Star¢)

QUALIFIED GRASS SEED

To learn more about our selection of professional turfgrass products:
CALL: 1.800.588.0512 | EMAIL: proturfsolutions@penningtonseed.com

Pennington is a trusted manufacturer and distributor of grass seed since 1945
pennington.com
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ALL THIS & MORE @ REGISTER BY 9/10

New products, equipment, technology and services in 750
exhibits, covering more than 700,000 sg. ft. — indoors & out.

4&;jiiif

GAIN COMPETITIVE INTELLIGENCE
with education & training for ALL industry segments.

SAVE ON TRAVEL
by seeing all the suppliers in one MEGA marketplace

[ |

FREE NIGHTLY CONCERTS

Your after-hours entertainment is on us!

GIE+*EXPO

THE GREEN INDUSTRY & EQUIPMENT EXPO

OCT. 22-23, 2015
ALL INDUSTRY

KENTUCKY EXPOSITION CENTER
LOUISVILLE, KENTUCKY
TOLL FREE: (800] 558-8767
WWW.GIE-EXPO.COM

GIE+EXPO IS SPONSORED BY

@ P

OUTDOOR POWER EQUIPMENT

N\ /7 NATIONAL
I ASSOCIATION OF
LANDSCAPE
/7 \\ PROFESSIONALS rof inds
management society
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UNDER CONTROL

There are controller-related a&
tages to using two-wire syste|
contractors and property managers.

SYSTEM DOWNSIDES
There can be disadvantages to using two-wire systems, however.

For example, they require more grounding than tradi-
tional systems. “Some of the biggest problems I've seen are
contractors either doing improper grounding or having no
grounding at all,” Kirk says. “If there was a static charge or
lighting strike, it could ruin the whole system if you didn'’t
have the right amount of grounding.”

In some cases, that can mean adding ground rods and
surge suppression decoders.

“Depending on how the wire path is laid out based on
site conditions, the cost of grounding can diminish cost
savings when compared to a multiwire system,” Parker says.

Installers also have to be more careful with the wire,
compared to traditional systems, because little cuts or nicks
can cause communication problems with the system and
even complete failure.

“To bring it to the masses, the technology needs to be
redefined so that imperfect installation techniques don't
affect the system,” Azad says.

WHAT’S NEXT?

In the future, Azad says there will be more advanced diag-
nostic and troubleshooting features, along with improved
surge protection.

Contractors also will see more system integrations
with two-wire, Shannon says. For example, the irrigation
and lighting systems could communicate with each other.

At some point, the industry will switch from traditional
to two-wire systems altogether, Azad predicts.

“That will happen over a very long time,” he says.

For two-wire systems to gain traction going forward,
Kirk says it’s going to take more education for contractors
and customers.

“A lot of people don't install the system because they
don’t understand it,” he says. “The installation portion
is the simplest part. It’s the repair and maintenance that
gives them trouble. There needs to be more education on
how to diagnose and repair the system.” ®

Dowdle is an Alabama-based freelance writer.
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PLAN
FLEXIBLE

Managing an
installation schedule
can be tough.

Learn about one
company’s answer
to this problem.
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BUSINESS BASICS: PLANNING

Keeping score
of operations

omething magical happens
when you keep score. Without
any other changes, perfor-
mance improves. It’s truly an

¥ amazing phenomenon.
However, when we stop to think about
it, the impact of keeping score on
results shouldn’t be all that surpris-
ing. All of us want to know how we're
doing compared to our peers and
competitors, even if were not highly
competitive by nature. We desire
feedback. We hunger for informa-
tion. We love metrics that are reliable,
accurate and timely. In a nutshell, we
want a scorecard.

Without a scorecard, we don't
know if were winning or losing,
improving or declining. Simply
keeping score makes a real differ-
ence, especially for process-driven
activities, like those that occur in
the operations area of a landscape
company where small increases in
results may have a dramatic impact
on profitability.

There are a handful of excellent
operations scorecard metrics. In
this article, we'll take a quick look at
three that are the most critical for

N
5
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landscape operations. Think of them
as a three-legged stool: efficiency,
productivity and quality.

EFFICIENCY
Efficiency is a metric that’s used to
indicate how fast work is being done.
It’s a measure of speed. There are sev-
eral ways to measure efficiency. One
is to compare actual hours to budget
hours. For example, if a job has a
budget of 10 hours and the job actu-
ally took eight hours, the efficiency
rating is 125 percent.

(10/8)*100=125

An efficiency rating over 100
percent is good. The faster work is
completed, the better. Efficiency
keeps score of this metric.

PRODUCTIVITY

Productivity is the next metric on the
scorecard. It measures how much time
is spent producing work versus how
much time is spent doing something
other than producing work. For exam-
ple, let’s assume we have a person who
gets paid for a 10-hour day. During
this 10-hour day, six hours are spent
on a job site producing billable work.
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BY PHIL HARWOOD

The author is president and CEO
of Pro-Motion Consulting. Reach
him at phil@mypmcteam.com.

The other four hours
are spent in meetings,
performing equipment
maintenance, driving
to and from the job and
doing other nonbillable tasks. In this
example, this person’s day is 60 percent
productive because only 60 percent of
his or her time was spent on a job site
producing billable work.

(6/10)*100=60

It’s not to say the other tasks aren’t
important. They may have been
extremely important. However, the
fact remains that only 60 percent of
his or her time was productive from
a revenue-producing point of view.

WEB EXTRA

Download operations scorecard
and property audit templates
inthe Web Extras section at
LandscapeManagement.net

QUALITY

Without measuring quality, efficiency
and productivity will increase at the
expense of excellence or meeting expec-
tations, which is never a good thing.
There are many different ways to keep
score of quality. One of these is to use

a property-auditing system that scores
the quality of the site in an objective and
consistent manner. Scoring quality is

a proactive and professional approach,
valued by customers and essential to
ensure customer satisfaction.

SUMMARY

A weekly operations scorecard is a
highly effective management tool

to improve performance, increase
transparency and create account-
ability. There’s an investment of time
and resources to develop and main-
tain an operations scorecard, but the
benefits far outweigh the costs.

How is your operations team doing?
Are they winning? If you had an opera-
tions scorecard, you would already
know the answer to this question. ®
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It pays to tend
to your flock.

Over the past 5 years, employee
prmm—— out-of-pocket expenses have
& ‘%wisen nearly 40%.

Aflac can help protect your employees with
cash to cover their bills in the event of a covered
sickness or injury. And now employees’ claims
can get paid in a day with Aflac’s One Day PayM
when they submit online.?

Small businesses like how easy it is to add

voluntary coverage to their benefits at no

direct cost. Especially when it is from Aflac,

the number one provider of worksite/voluntary

insurance sales for 13 consecutive years.® Aflac

may even be a pre-tax deduction, so when we
P say it pays to tend to your flock, it just might.

Call your local agent and visit
aflac.com/smallbiz

Af?ac SmartClaim® for

| SMALL
OneDayPay | BUSINESS

2014 Employer Health Benefits Survey, The Henry J. Kaiser Family Foundation, September 10, 2014. ?One Day Pay®" is available for most properly documented, individual claims submitted online through
Aflac SmartClaim® by 3 PM ET. Aflac SmartClaim® not available on the following: Short Term Disability (excluding Accident and Sickness Riders), Life, Vision, Dental, Medicare Supplement, Long Term
Care/Home Health Care, Aflac Plus Rider and Group policies. Individual Company Statistic, 2015. *Eastbridge Consulting Group, U.S. Worksite/Voluntary Sales Report. Carrier Results for 2002-2014. Avon, CT.
Coverage is underwritten by American Family Life Assurance Company of Columbus. In New York, coverage is underwritten by American Family Life Assurance Company of New York.

Z150001R Worldwide Headquarters | 1932 Wynnton Road | Columbus, GA 31999 3/15



Be a sales superstar

B he economy is heating up. Have
you altered your sales style to
take advantage? The following
proven approaches will help
you become a sales superstar.

BUILD EMOTIONAL BONDS
At the heart of it, people make emo-
tional decisions and use facts to
rationalize their choices. Your job is to
help prospective clients realize—from
an emotional point of view—why they
need your company and its solutions.
By selling on emotion, you can remove
yourself from price competition.

There are two ways to sell on
emotion: 1). Uncover and explore
the anticipated pleasure your pros-
pect will gain by hiring you; and 2).
Uncover and explore the problems
your prospect will solve by hiring you.

This second way is usually more
powerful than the first, depending
on your client’s triggers. However,
salespeople often focus on the wrong
problems. Mistakenly, they focus on
the landscape problem instead of
focusing on the personal problems
that are being caused by the land-
scape problem. Once you uncover
the personal problems, you can
explore the pain theyre causing your
prospect and help your clients make
emotionally motivated decisions.

WASTE LESS TIME

Sun Tzu, the ancient Chinese general
and author of the influential war
strategy text The Art of War, is credited
with saying: “The battle is won or lost
before it’s ever fought.” This idea applies
to all of us who have to travel to make a
sales call. You want to be set up for sales
success before you ever step foot on a
prospect’s property. Arm yourself with
the tools and attitude needed to reduce
wasted time from bad leads and unnec-
essary follow-up appointments.

i
ASK THE RIGHT QUESTIONS
A sales superstar is not someone with
the gift of gab. Rather, it's someone
with the gift of listening and asking
the right questions. You need your
clients to do most of the talking—
between 51 percent and 75 percent—
but you don’t want to lose control of
the conversation. You find balance
by being the person asking the right
questions. Think of it like a talk-show
host interviewing an important guest.
The guests are flattered, and yet the
conversation is controlled by the effec-
tive questioning skills of the host.

MEASURE AND MANAGE SUCCESS

It’'s been said that, “If you measure
it, you can manage and improve it.”
In sales, this concept means you can
improve your success by measuring
and holding yourself accountable to
certain sales indicators. Most land-
scape contractors are so busy chasing
leads they feel too busy to stop, mea-
sure and reflect on how to improve
their numbers.

At a minimum, you should track
your win/loss ratio. Many contrac-
tors accept far too low of a win
ratio. How can you raise the bar?
Identify your win ratio and compare
your results with high-achieving
companies in our industry. There’s
a big difference between industry
averages and above-average perfor-
mance. Anything is possible, when
you see how others are doing it.
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BY JEFFREY SCOTT

The author is owner of Jeffrey Scott
Consulting, which helps landscape

companies grow and maximize profits.
Reach him at jeff@jeffreyscott.biz.

DON’T OVER-RELY ON YOUR STRENGTHS
You've spent your life developing
landscape skills, like design, horticul-
ture or hardscaping. These skills have
helped you make sales and win new
clients. But they've also helped you
lose sales and lose new clients. When
people become highly trained, they
tend to over-rely on their skill set—
maybe even showing off those skills
to new prospects. A sales superstar
understands how his strengths can
get in the way of building rapport and
uncovering the core customer needs.
Remember, clients don’t care how
much you know, until they know how
much you care about their issues.

ASKFORTHE SALE

No matter how good you are at build-
ing rapport and showing value, you
need to master the process of “asking
for the sale.” It’s difficult for many
salespeople, and it’s often done incor-
rectly. Salespeople will put off asking
for the sale, and even put off talking
about price, for fear of being rejected.
But it’s in hearing your prospective
clients’ objections that you learn their
assumptions and misunderstandings.
You can't close a sale until you learn
about and address the doubts.

There are four ways to measure
sales success: 1). More sales of the
right kind; 2). Higher sales margins;
3). More efficient selling (higher clos-
ing ratio); and 4). More free time. The
latter you can use to spend more time
with your current customers, with
your family or networking with new
prospects. When you analyze your
approach, look for opportunities to
improve in all four areas. If you do so,
you will become a sales superstar. (®
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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



Scheduling
solutions

As design/build business picked up, one compe
found a better way to manage and communicate

1

its installation schedule. sy casey payTon

THEPROBLEM: As the housing mar-

ket rebounded and business picked
up for Ross NW Watergardens, the
Portland-based company found

itself scheduling jobs as far as 10 to
14 weeks in advance. Managing this
kind of demand was no simple feat.
If a project was unexpectedly delayed
or expanded, other projects could get
help up. By the time a job actually
started, it became difficult to remem-
ber small details that were discussed
during any back-and-forth discussion
of the job. Without a system in place,
getting a handle on things almost felt
unmanageable.

THETEAM: Managing the schedule
mostly falls on the shoulders of Ben
Bowen, the company’s head landscape
designer and manager. But to devise

a solution, Bowen and his father Ross
Bowen, the company owner, worked
together to put steps in place.

THE SOLUTION: As it became difficult to
manage a heavily booked schedule, the
company opened the lines of com-
munication with clients. Clients had
to understand that the start date was
only a target, says Bowen, adding that
“clarity” and “transparency” are critical
to ensure clients understand and don’t
feel strung along. In the end, clients
typically appreciate the flexibility allows
them to make possible changes of their
own once it’s their turn.

“Clients know that we allow them to
add extra work while we're on site, and
they appreciate that can mean projects

run long,” Bowen says. “I assure them
that even though the start date might
delay, it will not be because we added
a project in front of them. Clients
appreciate that we have a fair system
we stick to.”

The second key piece to the puzzle
is a deposit, which locks in the order of
projects. Once a client makes a down
payment, his place in line is set. Taking
a deposit is an important consideration
for any company that'’s scheduling
work more than three to four weeks in
advance, Bowen says.

“This ensures that only serious and
committed clients get a slot,” he says.
“Our design/build project funnel brings
us a lot of projects, but they don’t
always go from initial consultation to
contract quickly. If someone cancels
just before we're supposed to start, that
can also affect the schedule.”

Bowen was initially nervous about
requiring deposits, but it has helped
prevent last-minute back-outs, and
clients understand it holds their space
in line. A typical deposit is $1,000 for
any project over $5,000.

A third part to the solution came in
the form of building “flex time” into
the schedule. Every four to five weeks
Bowen schedules a “catch-up week.”

“That week may be eaten up by
extra work at a project,” Bowen says.
“Other times a crew will be able to
help another crew on their project
to help keep things on schedule.
Sometimes we can just move people
up a week—which always makes the
client happy.”
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Finally, to
help remember
those small details
that were getting
forgotten between
booking and execution, Bowen now
accounts for review time in his own
schedule the week before starting a new
project. He will take 15 to 20 minutes
of his day to read through all the email
correspondence on a particular job—
which sometimes has been as many
as 100 emails. By doing so, he's able to
recall exactly what the client expects—
even if he or she added a detail at the
last minute that wasn't in the contract.

Today, Bowen says the system is
working well. The company runs
two installation crews and is able to
effectively manage the schedule and
keep clients happy, even when they're
booked a few months out. Plus, he
says the crews appreciate working for
a company that remains so busy.

“Crews love it,” Bowen says. “They
view it as job security.” ®

Ben Bowen

Payton is a freelance writer based in Philadelphia.

BUSINESS BREAKDOWN ),

COMPANY: Ross NW Watergardens
LOCATION: Portland, Ore.

ANNUAL REVENUE: Not disclosed
SERVICE MIX: 80% design/build +

installation; 20% mowing + landscape
maintenance

CLIENT MIX: 95% residential; 5% commercial
EMPLOYEES: 11
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The mobile payroll and job
tracking system

May 10, 2015

— TIMESHEETS + PAYROLL
TRACK JOBS + STAFF LIVE

May 9, 2015 [‘%‘é JOB SCHEDULING

plete

97 GPS + ROUTING

3 FREE TRAINING

Q) QUICKBOOKS SYNC
B ESTIMATING

NO CONTRACTS
NO STARTUP FEES
STARTING AT

$99

PER MONTH

LEARN MORE AT

landscape management network

golmn.com/time @Imn



PRODUCT FOCUS

) WALK-BEHIND MOWERS

VELKE PISTOL GRIP HYDRO MOWERS
COMPANY: Wright Manufacturing

URL: WrightMfg.com

With deck widths of 32, 36, 48 and 52 in., the Velke can
be operated as a walk-behind or paired with Wright’s
Velke foldaway sulky for ride-behind convenience. The
mower has an integrated latch system for easy deploy-
ment and stowage of Wright’s patented Velke sulky.
With the complete Velke system, you can back in and
out of tight spots and make turns quickly.

WHP SERIES
COMPANY:

John Deere

URL: Deere.com
The WHP Series offers
a 5.8-gal. fuel tank,
standard electric start
and standard electric
power take-off (PTO).
The pistol grip controls
allow for easy adjust-
able tracking, and each
model has 7-gauge
fabricated float-

ing decks. Deck sizes
include 36, 48 (pic-
tured), 52, and 61in.
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TURF TRACER
X-SERIES
COMPANY: Exmark
URL: Exmark.com
Available in 52- or 60-in. UltraCut Series 4 cutting decks,
the redesigned walk-behind mower series now features
a single-belt deck drive system and heavy-duty, electro-
magnetic power take-off (PTO) clutch. Lazer Z-style belt
shields provide tools-free access to the deck drive
system. It’s available in carbureted gasoline, electronic
fuel-injected (EFI) gasoline or EFI propane.

21-IN. COMMERCIAL @ v
HEAVY-DUTY MOWERS
COMPANY: Toro

URL: Toro.com

The mower’s rear bagging system
holds 2.1 bushels and features a
wide-opening, ramped-tunnel and
easy-empty design. The corrosion-
resistant aluminum-alloy deck is
designed for durability, and the
replaceable steel wear plates pro-
tect select models against bottom
and side impacts. Kawasaki and
Honda engines are available.

PURSUIT SERIES

COMPANY: Dixie Chopper

URL: DixieChopper.com

The Pursuit comes with an 18-hp professional series engine

from Briggs & Stratton. Choose either a single- or duel-

drive model and select from three compact

deck sizes (32, 36 and 44 in.)—built to

fit into tight areas that require
precise maneuverability. Dual-

drive models come standard

with a light kit

to finish the

job past
sundown.



COMPANY:
Ferris
URL: Ferris
Mowers.com

This new, dual-

hydrostatic machine was built
from the ground up. It offers 48-, 52- or 61-in. mowing
decks and centralized control handlebars. Dual commer-
cial Hydro-Gear ZT-3100 transaxles with 7-in. cooling fans
are standard. A deck-mounting system makes leveling the
deck a simple process, and a quick-adjust handle allows
the operator to change cutting heights from 1.5 to 5 in.

@ PRO-WALKHYDROLP 48

AND PROSTANCE 52 LP

COMPANY: Gravely

URL: AriensCo.com

These two walk-behind mowers round out a line of Gravely
LP (propane) products, including the Pro-Turn 460 LP and
the Pro-Turn 472 LP. In addition, Gravely dealers who are
EnviroGard certified can convert several Gravely gasoline-
powered models to propane with either factory-produced
propane tank brackets or engine conversion kits.

SW35 WALKBEHIND
COMPANY: Snapper Pro
URL: SnapperPro.com
Available in 48-, 52- or 61-in. mowing decks,
this mower features a drive belt system
designed to provide uniform belt tension,
which improves belt life and reduces
maintenance. 20-in. tires enable
climbing over curbs and rough
terrain, along with reducing
deck bounce for consistent
cut. A two-year lim-
ited warranty
on the machine
provides unlim-
ited hours the
first 24 months.

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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E-750
Electric Wheelbarrow
By PowerPusher

&
Move more.
Move it faster!

R Rugged, high torque, easily recharged ;'
¢ 5 ou ft capacity with power dump
¢ Improve safety, reduce injuries

A Division of NuStar Inc.

MORE INFO AT

©2014 NuStar, Inc.

“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 visa!
*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 Firm PC, 3355 Bee Caves Rd. Suite #307, Austin, TX 78746
Office: 512.347.0007, 1.855.321.0077, Fax: 512.347.0009, www.workvisasusa.com

E-mail: robert.kershaw@kershawlaw.com

Licensed by the Texas Supreme Court. Not certified by the Texas Board of Legal Specialization.
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PRODUCTS + SERVICES
FROM LANDSCAPE

INDUSTRY SUPPLIERS

f SIVv-E | MAI"(lNG YOUR DAY
=lvy-Eaze
i Mgl C) A EIiRTLE EASIER

External Analgesic:
Poison lvy, Dak, Sumac
Drying Anti-itch Cream

lvy-Eaze contains trusted,

effective ingredients

that may help relieve itching
and discomfort caused by:

= POISON IVY - SUMAC
= POISON OAK - INSECT BITES
= MINOR SKIN IRRITATIONS

| AMALGESIC  SKINPROTECTANT

| (soothes itch fast)  (helps dry the rash)

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

 SOME HEROES COME
ARMED WITH MOWERS
- AND TRIMMERS.

YOUR COMMUNITY NEEDS YOU

Donate your company’s services to local wounded
or disabled veterans and active-duty military families
who need lawn/landscape assistance. To register
and volunteer to help someone in your area, visit
projectevergreen.org/gcft.

GREENCARE
FORTROOPS

4y —PROJECT—
/5— EverGreen

Because Green Matters




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!

secesecesscsesesscscsesssscsesesscscsesesecsesnsee

ADVERTISING F

INFORMATION

Call Kelli Velasquez

at 216-706-3767,

FAX: 253-484-3080,
E-MAIL: kvelasquez
@northcoastmedia.net

secesecesscsesesscscsesssscsesesscscsesesecsesnsee

Payment must be received by the
classified closing date. We accept Visa,
MasterCard, and American Express.

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 HELP WANTED

f FLORASEARCH, INC.

wsines, . WANT TO BUY OR
57", SELL A BUSINESS?

) Professional Business

In our third decade of performing
confidential key employee searches for

E s ; ; ;
rtrmer & Acoisivon seciise. COMsultants can obrain purchase the Iandi;azet/ hc;rtlcultu; Z’"fg’s”y and
- 20¢h Amniversary - offers from numerous qualified 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

potential buyers without disclosing your identity. There
is no cost for this as Consultan’s fee is paid by the
buyer. This is a 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.

www.florasearch.com
708-744-6715 * Fax 508-252-4447
E-mail pbemellol@aol.com LANDSCAPEJOBS.COM
IRRIGATIONJOBS.COM

Jobs & Resumes
for Industry Pros.

Visit us at www.LANDSCAPEMANAGEMENT.net
1-717-479-1850

[ from page 16 ]

SafetyWatch

list of hazards

The list of hazards in this

photo includes, but is not

limited to:

® Short-sleeve shirt

® No gloves (depending on
what product is in the tank)

® No eye protection
(depending on what
product is in the tank)

® | oose tank cap

What did we miss?

We invite you—as employers and workers in the landscape industry—to
share your expertise. Email your responses to LM Editor Marisa Palmieri
(mpalmieri@northcoastmedia.net). We'll publish your responses with the
online version of this story.

LANDSCAPE MANAGEMENT (ISSN 0894-1254) is published monthly by North Coast Media LLC, IMG Center, 1360 East 9th Street, Suite 1070, Cleveland, OH 44114. Subscription
rates: One_ year $55, two years $76 (U.S. and possessions), one year $87, two years $127 (Canada and Mexico) and one year $165, two years $246 (all other countries).
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“Hanging out with my family
and going to their games
is really important to me.”
(Gramer with his wife, Michelle,
and kids: Kyle, 13; Halley, 11;

and Ashley, 6.)
3

BENTLEY

UNIVERSITY

“During that period of
time, I organized my
classes around my work
schedule, so I could still
run the business and
maintain it throughout
those four years.”

“Exercise is really important to me.

I think from a business perspective, it’s
hard to be disciplined and carve that
time out of your day, but the benefits are
so important for clear thinking, sleeping
and making better decisions.”

“I go to CrossFit at

least twice a week.”
Foroios Elite Filness

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

WORDS OF WISDOM “Get involved with your local and national landscape associations. This is a tough business to go at
it alone.” e “Think outside the box. This industry is pretty much run the way it has been for the last 30 years while things all
around us are changing.” e “Surround yourself with great people. You’ll be amazed at what can happen.”
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Matt Gramer

PRESIDENT

NATUREWORKS LANDSCAPE SERVICES

WALPOLE, MASS.

EDUCATION
Walpole High School
Walpole, Mass.
Class of 1991

Bentley University
Waltham, Mass.
Bachelor of Science,
Business Management
Class of 1995

WORK EXPERIENCE

1993-1995
Envelope Stuffer
Fulfillment Express
Waltham, Mass.

1993-1995
Paperwork Filer
National Archives
Waltham, Mass.

1989-1995
Employee
T.G. Lawn & Landscape
Walpole, Mass.

1995-Present
President \o
NatureWorks Landscape Services

Walpole, Mass.

2000-present

Massachusetts Association of
Landscape Professionals (MLP)

Natick, Mass.
Member (2000-present)
President (2010)
Board of Directors (2006-201
MLP Beacon Award (2014)

“Skiing is my vice.
"ve been fortunate to
ski in South America.
This past February,
I was in Switzerland
skiing with some
friends. I've been "
helicopter skiing in
British Columbia.
It’s my one, kind of,
crazy thing.”

“My brother’s a couple of
years older than me. He
started mowing lawns
around the neighborhood,
and I quickly joined as his
helper. We learned early
on the basic premises for
winning clients’” business.”

“I was presented the
award during last
November’s association

) dinner meeting. It was
//o particularly special

because, to my surprise,
my family was invited to
share in the event.”

PHOTOS: MATT GRAMER



-~ PREMIUM PERFORMANCE.

COMPETITIVE COST.
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SURGE® MAKES IT HAPPEN.

Don’t let funds keep you sputtering along with slow-performance herbicides.
Surge® Broadleaf Herbicide for Turf kills weeds fast without burning through your budget.

Surge delivers dependable control of the toughest weeds, including knotweed, plantain, oxalis,
clover, and dandelion, and provides yellow nutsedge suppression. And the advanced, water-based
formula of Surge kills them up to twice as fast as traditional 3-way amine products.

Don’t sacrifice performance or speed to kill weeds. Choose Surge.

G pbi /cordon
corporation

An Emplovee-Chwned Company

800.884.3179 * GordonsProfessional.com

Checkered Flag/Label Design®, Gordon’s®, ProForm®, and Surge® are registered trademarks of PBI-Gordon Corporation. 2/15 03781




Performance not only met with high cut quality at faster ground
speeds, but the strength and engineering to meet the expectation
day in and day out. All the while cradling the operator with plush
accommodations, vibration isolated platform and user friendly
interface. Husqvarna PZ. Excellence in execution.

For more information visit husqvarna.com

)Husqvarna

READY WHEN YOU ARE




