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PRO Landscape® Companion 
Introducing PRO Landscape Companion for ¡Pad/ 
Tablet - the perfect complement to PRO Landscape. 
Wow customers and enhance your sales potential 
even more using the latest technology. 

www.lawnandlandscape.com/readerservice - #10 

PRO Landscape is the most complete 
design software on the market, 
providing the perfect set of design tools 
for landscape contractors, designers, 
architects, as well as garden centers. Use 
PRO Landscape for all your design needs: 

• P h o t o I m a g i n g 

• Site Plans (CAD) 

• N i g h t & H o l i d a y L ight ing 

• C o m p l e t e C u s t o m e r Proposals 

• I r r iga t ion Designs 

• 3 D Designs 

For almost 20 years PRO Landscape has 
been the best selling landscape design 
software for professionals. The same easy-
to-use tools that make it great for new 
construction also make it the best 
software for renovation projects. 

PRO 
D E S I G N S O F T W A R E 

prolandscape.com 
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DIG, LIFT, TRENCH, HAUL, LEUEL - THE LIST 
OF ALL YOU CAN DO GOES ON AND ON. 

BRINGIT 
' WSBtjt 

Landscape contractors using Takeuchi equipment 
know that the ups and downs of the ter ra in don't 
have t o mean business ups and downs. Takeuchi 
equipment handles slopes and muddy condit ions 
w i th ease, and the fuel efficiency adds even m o r e 
productivity. N o w o n d e r those w h o t ry Takeuchi 
stick w i th Takeuchi for years t o come. 

Find out what others know. 
Visit takeuchi-us.com to find 
the dealer nearest you. 

.litt -

n a x e u c H i 
Those in the know, know Takeuchi 
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COVER STORY 0 ° (C) Jfc 
78 Leaner and greener 

Enviroscapes boosted its 
profitability by firing 70 percent 
of its clients, and focusing on the 
important ones. 

In every issue 
FORMULAS FOR S U C C E S S 

70 Legal costs ^ $ 
Are you prepared in the event that a 
client or a partner dupes you out of 
money? 

Features 
26 Getting the customer ^ ( { ) 

Contractors learned the ins and 
outs of sales as part of the 2012 
Landscape Industry Show. 

30 Grow! in 2012 ^ f ( ) & 
The annual conference emphasized 
the importance of a good plan 
and retaining employees and 
customers. 

82 Power panel, part 2 ^ ( ( ) $ 
We pick up where the conversation left 
off in our February issue - competing with 
lowballers and closing contracts. 

86 What did you say? ^ Jfc 
Here are five sentences that could destroy 
your business. 

90 Thinking of leaving your bank? 
Here are tips on how to make the right 
move easier. 

98 Paving the way 4 
These permeable systems are proving 
environmentally and business friendly as 
concerns grow about stormwater runoff. 

106 Choosing a rewholesaler < V 
Consider these five questions before 
signing with a company. 

110 A place for everything J s -
Give your installations a new look with 
these project-specific introductions. 

111 The liquid vs. dry debate 
Striking a balance between consistency 
and cost can be difficult when choosing 
and applying fertilizers. 

120 Steady flow A ¿ 
Contractors are forecasting a stronger 
year for water features and marketing their 
services to capitalize on this segment. 

LEADERSHIP AWARDS 2012 
! More than a job 

It's not a paycheck that keeps Pam Stark at 
ValleyCrest. It's in her blood. 

/ The perfectionist 
Jerry Schill doesn't want to hear about what he 
can't do. 

lb One with nature 
Phil Allen inspires tomorrow's leaders to raise the 
bar for the industry. 

L John Gibson 
Great hunter. Yes? Fine figure of a man. Yes? Good. 
That is all you need to know. For now. 

Design/build Equipment Irrigation Lawn Care Management Marketing/Sales Money Online Extra Personnel/HR Plants Video 

o° ^ (0 * /a a. 
LAWN & LANDSCAPE (ISSN 1046- 154X) is published monthly. Copyright 2012 GIE Media. Inc. 4020 Kinross Lakes Parkway. #201. Richfield. OH 44286. All rights reserved. No part of this publication may be reproduced or transmitted 
by any means without written permission from the publisher. Single copy rate: $5.00 One year subscription rates. $30 in the United States. $35 in Canada and $98 in other foreign countries. One year foreign airmail rate: $218. 
Two year subscription rate: $42. Subscriptions and classified advertising should be addressed to the Richfield office. Periodicals postage paid at Richfield. Ohio, and additional mailing offices. Postmaster send changes to LAWN & 
LANDSCAPE. 4020 Kinross Lakes Pkwy. Suite 201. Richfield. OH 44286. Canada Post: Publications Mail Agreement #40612608. Canada Returns to be sent to Bleuchip International. PO Box 25542. London. ON N6C 6B2. 

42 MARCH 2012 www.lawnandlandscape.com 

http://www.lawnandlandscape.com


' U i A \ 
I y J 

W,t i 

1 Mm. r . 

* 
w * v1 

t n 

e m 

/ 

The Wright AERO CORE™ DECK. The New Platform for Excellence. 

The AERO COREM DECK delivers everything you need for the best possible results. Like a 
unique airflow design that creates a powerful vacuum effect, pulling up grass for a clean, 
manicured cut. Anti-clumping baffles that prevent debris build-up and improve clipping 
dispersal. A space-saving design that yields greater deck strength as well as more room 
on the trailer. Recessed caster wheels that allow for a more compact footprint and superior 
maneuverability. You get the smooth, even results you want in less time than ever. 
Now available in the Large Frame Stander, Stander X, and Sport X models. 

To learn more about the Wright AERO CORE™ DECK, 
call 301.360.9810 or visit www.wrightmfg.com. 
Visit us at www.wrightmfg.com to get up to 1 4 % off 
the MSRP with our Seasonal Buying Program! 

SERIALS 
APR 0 3 2012 

MICHIGAN STATE UNIVERSITY 
LIBRARIES 

A M E R I C A N D E S I G N E D & M A D E 

AERO CORE™ D E C K 
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Periodicals 
CIRCULATE 

THE WRIGHT WAY TO MOW 

f r i g h t 
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Your parts source can make the difference 
How quickly you get a part replaced can 
be the difference between downtime 
and up, between making lots of money 
and making less. At John Deere, we take 
pride in providing commercial grounds-
keeping customers like you with the 
parts you need to stay on the job and 
maximize profits. In fact, we offer 
several methods to access parts fast -
including some solutions you won't find 
anywhere else. 

Your local John Deere dealer 
understands your business and 
offers many services to support it. 

• An exceptional parts inventory of: 
- Original Equipment Manufacturer 

(OEM) parts. 
- All Makes parts for other, major 

mower brands. 

• Highly trained service technicians 
who speak your language. 

• Unsurpassed parts distribution and 
support channels. 

If your goal is making money, let us 
partner with you. 

www.lawnandlandscape.com/readerservice - #13 

More convenience, 
productivity and savings 
W e want your business. And we're not 
above tempting you with a coupon 
to encourage you to experience our 
advantages. Redeem this coupon by: 

• Bringing it in to your local John Deere 
dealership. 

• Ordering online at JDParts.Deere.com 
or at JDPartShop.com. Enter 
coupon code 51773. You can pick 
up parts ordered through JDParts 
the next business day at your 
dealership, or they can be direct-
shipped to you. JDPartShop orders 
are direct-shipped only. 

http://www.lawnandlandscape.com/readerservice


We spend our uptime 
finding ways to 
increase yours 
Parts OnSite™ 
This unique program is built on a common-
sense approach - it's easier and faster to 
grab parts stored at your place of business 
and get right back to work than it is to 
drive to the parts store. With Parts OnSite, 
your dealer* regularly visits your place of 
business to help you maintain your own 
inventory of high-wear and maintenance 
parts. 

• Special financing options are available 
so you can stock up now and pay later. 
Ask us about our Buy Now/Pay Later" 
financing options today. 

• We also offer an attractive, spacious 
Parts Onsite cabinet to store your parts 
inventory. That way, you stay organized 
and productive. 

Next Day Parts Guarantee" 
It won't happen often but if your 
John Deere dealer doesn't have the part 
you need in stock, he can order it for 
next-day delivery to his store - or its FREE! 
He can do this thanks to: 

• One of the most extensive parts 
distribution networks in the world. 

• An average, on-time fill-rate of 
98 percent. 

With a guarantee and fill-rate like these, 
you know we mean business. 

Don't risk downtime due to lack 
of parts. Partner with the most 
professional source possible -
John Deere. 
* Subject to Dealer participation. 

** Subject to John Deere Financial approval. Minimum 
finance amount may be required. See your dealer 
for details. 

*** Some restrictions apply. Please contact your 
John Deere dealer for details. Dealer participation is 
optional. Program not available in Canada. 

JOHN DEERE 

Save 20% on purchase of any set of John Deere 
OEM mower blades 

""Offer applies to purchase of any set of John Deere OEM mower blades purchased from March 1. 
2012 through May 26.2012. Get 20% off the total purchase price before applicable taxes and ship-
ping charges. Offer is subject to change without notice at any time. See your John Deere dealer for 
more details. Limit one coupon per person per product. No facsimiles will be accepted. Redeem-
able only at participating John Deere dealerships in the U.S. or JDParts.com or JDPartShop.com 
Enter coupon code 51773. 

Note to dealer: Offer valid when customer purchases any set of John Deere OEM mower blades 
Offer expires May 26. 2012. To receive reimbursement and for program rules, visit http:// 
couponredemptionsite deere.com. Select the "20% off Blades - Magazine Ad (51773)" offer. 
You will need coupon code, customer name and transaction information to claim redemption 
May 31,2012 is the last day to claim redemption. Limit one coupon per recipient 

i M f l i i i i i M i i i a i f l a i a i f l f l M i JohnDeere.com/Parts 



ONLINE Contents 
Check out what's now online from Lawn & Landscape. 

News with tunes 
L&L's parent company, GIE Media, has a new horticulture news app 
that was recently approved by ¡Tunes. The app will channel breaking 
news, industry updates and great new feature stories. It will also 
feature the latest products and the hottest videos from our market 
and all of the other ornamental and turf markets we serve. If you 
have an iPhone or iPad and you want to stay connected, download it 
now by visiting bit.ly/hortnewsapp. Look for the Droid version soon. 

Propane made easier 
If you're interested in switching to propane, 
or already have, here is something to make 
the transition a little simpler. The Propane 
Education & Research Council has put 
together a guide that lists propane-fueled 
mower manufacturers and their 2012 
models, including: mower model name, 
mower type, deck sizes and engine model. 
Visit www.lawnandlandscape.com and 
search "walk-behind mowers" to find this 
information. 

From the archives 
While the economy has changed 
from five years ago, basic 
business lessons haven't. And 
our March 2007 cover story, 
which featured Jonathan Tucker 
and Matt Hubbard of Team 
Turf Landscape, highlighted an 
important lesson. The duo started 
mowing lawns when they were 
nine years of age, and when they officially started the 
business in 1996 in their 30s, they had some of the 
same customers they had as kids. The pair stressed 
customer attention as a priority, and that type of a 
thought process led them to new customers. They 
didn't even budget for marketing because their referral 
program worked so well... a little too well. "Some 
clients really take advantage of this program and end 
up earning a half-year of maintenance for free," Tucker 
says in the article. "We may end up operating at a loss 
for that one client, but it's worth it because we make it 
up in new clients." Visit www.lawnandlandscape.com 
and click on our current issue tab on the left side of the 
page to find this article, and more back issues. 

On the road, again 
We're only a quarter through the year, but we've already been to Atlanta, the Bahamas, Los Angeles, 
Chicago and cities in Ohio and Florida. Throughout our travels we shot video asking contractors and 
industry suppliers what is happening in their markets. Type in the links below to access a few of the 
videos, and visit our multimedia page at blt.ly/llmultimedia to see all of the videos. 

High-end out West 
Steve Jacobs of Nature Designs 
talks at LIS about working with 
high-end clients and the state of 
the industry in California, 
bit.ly/highendclients 

j l h 
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Now hiring 
Daniel McClure from LKM 
Mowing & Landscaping spoke 
with us at Mid-Am in Chicago 
about his company's growth. 
bit.ly/mcclurelkm 

New year, new show 
Kevin Thompson outlines 
changes to CENTS for 2012, 
and gives an update on the Ohio 
market. 
bit.ly/cents2012 

POPULAR 
POSTS 

facebook 
Linked [Q. 
twitter 

Here are some links our 
followers and friends found 
the most intriguing across 
our social media platforms. 

SICK-TIME RULES 
REVISITED 

More governments look to 
require small businesses to 
provide time-off benefits for 

worker illnesses, 
bit.ly/sicktimerules 

A NUMBERS GAME 
This Indiana contractor 

doubled down on design/ 
build and came out on top. 

bit.ly/anumbersgame 

NEW LANDSCAPE 
LIGHTING WEBINAR 

SERIES ANNOUNCED 
Learn more about this 
growing and profitable 

segment with four webinars 
from Kichler Lighting and 

Lawn & Landscape. 
bit.ly/lightwebinar 

TORO CATALOG FEATURES 
NEW PRODUCT LINE 
The 2012 Commercial 
Landscape Equipment 

Lineup Catalog highlights the 
new Z Master Commercial 

2000 Series mowers. 
bit.ly/torocatalog 

NO SNOW DAYS 
Landscaping businesses 

are hurting because of the 
snowless season. 
bit.ly/nosnowdays 

http://www.lawnandlandscape.com
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With the Mulch On Demand deck, 

we can just push a lever and go instantly 

from mulching to side discharging. 

That's a big plus here in the Northwest. ' 

David Snodgrass 
President 

Jeff Rieger 1 1 > 
Maintenance Manager 

Dennis' 7 Dees Landscaping 
Portland, Oregon ( 

H i a c i n 

I P P • 
To see more of what David and Jeff have to say about theZTrak 900, go to www.JohnQeere.com/MowPro 

Get three years deferred warranty 
on any new ZTrak PRO 90Cf 
Landscape pros like David and Jeff know firsthand the 
t ime savings they get wi th a ZTrak PRO 9 0 0 wi th Mulch On 
Demand deck. You can switch instantly from mulching to 
side-discharging,thenbacktomulchingwithouteverleaving 
your seat. And there are the other legendary benefits of a 
ZTrak PRO 900: ease of use, superior controllability, and 
exceptional mowing performance. 

David Snodgrass and Jeff Rieger accept nothing less than 
the ZTrak PRO 9 0 0 for their business. Ask your local dealer 
what it can do for yours. 

Accept N o t h i n g Less 

"Offer ends October 26, 2012 Subject to approved credit on John Deere Financial Installment Plan 
Up to 10% down payment may be required For commercial use only Prior purchases not eligible 
Available at participating dealers in the U.S. only * "Warranty does not include normal wear and tear 

www.lawnandlandscape.com/readerservice - #14 

JOHN DEERE 

51726 
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EDITOR'S Insight 

There's an app for that 
Last year, I spent about 75 days on 

the road. That's about a week each 
month traveling to trade shows, confer-
ences, contractor offices and manufac-
turer events. My editors were gone for 
another 25 each. 

Apart from racking up frequent flier 
miles and learning a lot more than we 
ever wanted to about the surreal nature 
of pre-packaged sandwiches sold in air-

port kiosks, all this travel helps me and 
my team do one thing very well: under-
stand the landscape industry, identify 
our readers' problems and figure out 
what they need from a publication like 
Lawn & Landscape. 

Having great reporters and editors 
with boots on the ground across the 
country helps us bring original and 
independent stories from the industry 
at large to each of our readers in many 
ways. And while we cover events like the 
GIE + EXPO and Next Level University 
on Twitter, our website and then, later, 
in the print edition, each medium is 
limited in its reach and scope. Tweets 
tend to disappear fast and the printed 
magazine comes out too long after the 
events to have any immediate impact. 

But now, thanks to our talented team 
of developers and designers, we've got 
an even better way for you to get the 
latest, most up-to-the-minute news, 
product announcements and multime-
dia from us. 

This month, in partnership with 
our sister publications in the nursery, 

bit.ly/hortnewsapp 

greenhouse, garden center and golf 
course industries, we've launched the 
GIE Media Horticulture News app. 
It's a clearinghouse for breaking news, 
industry updates, feature stories, the 
latest products and videos from our 
crack team of editors on the five markets 
we serve. 

So now, you have access to breaking 
business news in the landscape industry, 
updates on tree and shrub diseases from 
our nursery team, turf science updates 
from the golf editors, retail insight from 
our garden center editors and seasonal 
color insight from the greenhouse group 
- all in one place, updated 2 4 / 7 and 
right at your fingertips. 

The first phase of the app launch 
works on iPhones and iPads, and we'll 
expand its functionality to work on 
Android devices later this year. 

It's the next iteration of innovation 
from GIE Media - you do already have 
the Lawn & Landscape app, right? 
Download it for free on iTunes or your 
Android Market. You'll be glad you 
did.- Chuck Bowen 

Leading business media for landscape contractors. 
4 0 1 2 Bridge Avenue. Cleveland. Ohio 4 4 1 1 3 
Phone: 8 0 0 - 4 5 6 - 0 7 0 7 Editorial Fax: 2 1 6 - 6 5 1 - 0 8 3 0 Internat: www.lawnandlandscape.com Subscriptions & Classlfltds: 8 0 0 - 4 5 6 - 0 7 0 7 d i a 

EDITORIAL 
CHUCK BOWEN ITOR AND ASSOCIATE PUBLISHER CbOwen@gie.net 
BRIAN HORN ASSOCIATE EDITOR bhorn@gie.net 
CAROLYN LaWELL ASSOCIATE EDITOR clawell@gie.net 
MARTY GRÜNDER GRUNDER LANDSCAPING CO . MARTY GRÜNDER INC 
mgrunder@giemedia.com 
JIM HUSTON R HUSTON ENTERPRISES jhuston@giemedia.com 
STEVE CESARE - RVEST GROUP s c e s a r e @ g i e m e d i a . c o m 
HEATHER TUNSTAU. WEB CONTENT MANAGER htunstall@gie.net 
CHRISTINA HACKEL /EB CONTENT EDITI >R chackel@gie.net 

S A L E S 
DAVID SZY NATIONAL SALES MANAGER dSZy@gie.net 
DAN HEBERLEIN xouNT MANAGER dheberlein@gie.net 
JAMIE LEWIS ACCOUNT MANAGER j lewis@gie.net 
SEAN MAURATH ACCOUNT MANAU h smaurath@gie.net 
TRACI MUELLER ACCOUNT MANAGER tmueller@gie.net 
IRENE SWEENEY MARKETING COMMUNICATIONS MANAGER isweeney@gie.net 
BONNIE VELIKONYA CLASSIFIED ADVERTISING SALES bvelikonya@gie.net 
HEIDI CLEVINGER ADVERTISING PRODUCTION COORDINATOR hclevinger@gie.net 
JODL SHIPLEY MARKET COORDINATOR jshipley@gie.net 

CORPORATE 
RICHARD FOSTER XO 
CHRIS FOSTER &C00 
DAN MORELAND XECUTTVE VICE PRESIDENT 
JIM KEEFE VICE PRESIDENT 
ANDREA VAGAS CREATIVE DIRECTOR 
MARIA MILLER \CE MANAGER 
MELODY BERENDT >R. CIRCULATION 
HELEN DUERR RECTOR PRODUCTION 
KELLY ORZECH DIRECTOR ACCOUNTING 
KEVIN GILBRIDE 

LAWN & LANDSCAPE MARKET INSIGHT COUNCIL BILL ARMAN, The Harvest Group. Cota de Caza, Calif.; ANDREW BLANCHFORO. Blanchford Landscape Contractors. Bozeman, Mont.; KURT BLAND. Bland 
Landscaping. Apex. N.C.; JENNIFER BUCK. Next Level Network. Baltimore; JOECIALONE. industry nursery consultant. Boynton Beach. Fla.; TOMDELANEY. PLANET, Lilburn. Ga.; CHRIS ECKL. ValleyCrest 
Tree Care Services. Atlanta; TOMFOCHTMAN. Ceibass Venture Partners. Denver; BENTON FORET, Chackbay Nursery & Landscapin^Foret Land and Tree. Thibodaux. La.; BOBGROVER. Pacific Landscape 
Management . Hillsboro, Ore.; MARTY GRUNDER. Grunder Landscaping and Marty Gründer Inc.. Miamisburg. Ohio; RICHARD HELLER. Greener by Design. Pelham. N.Y.; TOM HEAVILAND, Heaviland 
Enterprises. Vista. Cal i f ; JIM HUSTON. J.R. Huston Enterprises. Englewood. Colo.: JEFFREY JOHNS. Coastal Greenery. Brunswick. Ga.: BRENT MECHAM. Irrigation Association. Falls Church. Va.: DALEMICETIC. 
ISS Grounds Control. Phoenix; CHRIS & MATT NOON, Noon Landscape. Hudson. Mass.; TODD REINHART. Reinhart Grounds. Ma in tenance /Weed Man. Bloomington, III.; CHAD STERN. Mowing & More. Chevy 
Chase. Md.; BOB WADE. Wade Landscape and CLCA, Newport Beach. Calif. 
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THE NEW RAM TRADESMAN 

BAKER 
& SONS 

) ' I f e 

20 
I MPG HWY WITH 

20 1 3 9 0 HP HEMI V8' 
- — 1 

HEAVY-DUTY COOLING SYSTEM 
- s i 

9.100 LB OF 
I M i M I A I 

MSRP 
STARTING AT 3 2 4 , 4 2 0 G U T S - G L O R Y 

CLASS I* HITCH WITH 4 - AND 7 -
PIN TRAILER HARNESS CONNECTOR 

5-YR/ IOOOOO-MI 
B U O I R A M T R U C K S . C O M / C O M I E R C I A L 

WE BACK BUSINESS OWNERS WITR A STRONG NETWORK OF SERVICE ANO SUPPORT AND ON-THE-JOB INCENTIVES TO KEEP TREIR 
WHEELS TURNING ANB THEIR BUSINESSES RUNNING STRONG. BISCOVER ALL THE BENEFITS AT RAMTRUCKS.COM/BUSINESS i /AF f . 

1) EPA estimated 14 city/20 hwy mpg Ram 4x2.2) MSRP excludes tax, title, registration. 3) See a dealer for a copy of the Powertrain Limited Warranty. Properly secure all cargo. 
Ram and HEMI are registered trademarks of Chrysler Group LLC. 



NEWS III For more news, visit www.lawnandlandscape.com For more news and 
weekday updates, visit 

www.lawnandlandscape.com. 

National Arboretum planning turf exhibit 
WASHINGTON - The green industry plays a key role in educating the public on the 
importance of turfgrass. And soon there could be a large tool to help with that effort. 

The U.S. National Arboretum hopes to install an exhibit that will inform the public 
and policymakers of the positive impact of turf in home landscapes and the communi-
ties. The idea is to explain what turf is, its benefits, ongoing research and the value 
the industry has on the economy. 

While plans are still tentative, a group of green industry professionals is being de-
veloped to help in the coordination of the exhibit and fundraising is getting underway, 
said Kevin Morris, executive director of National Turfgrass Evaluation Program and 
the person the arboretum originally approached with the idea. 

Depending on the amount of in kind 
products and services donated, the design, 
installation and maintenance of the project 
for three years will cost between $100 ,000 
and $250,000, Morris said. Though he thinks 
it will be more on the high end. 

The tentative plan is for the exhibit to open 
in spring 2013 and continue through 2016 or 
2017. The site is about 1.5 acres and promi-

nently displaced across from the National Arboretum's administrative building. About 
500 ,000 people visit the arboretum each year. - Carolyn LaWell 

Green industry 
radio show launched 
Chris Heiler developed the show to 
discuss the latest technology and social 
media news. 

Agrium reports record fourth 
quarter and annual results 
The company generated more than $1 
billion in cash this quarter. 

U.S. lawns had record 
year in 2011 
The company added 24 franchises, 
marking another year of double-digit 
expansion. 

Ariens introduces 
rental program 
The program includes a full line of 
products and related accessories for 
snow removal, mowing, chore and 
debris handling. 

FROM YOUR fBIEMDS AT YOUR 
INDUSTRY 

M a r k e t i n g , Design & Print LEADER 

Stake Options Popular Sign Options 

• Step Stake 

• Slim Jim Stake 

• Super Step Stake 

• 6 " X 6 " 

• 6" X r 

• 8 .5" X 11" 

• 1 2 " X 1 2 " 

A f E C l * 
OFFER 

F O R N E W 
'ISlliH® 

GUARANTEED 

THE PLUGS YOU 
SEE ARE VITAL TO 
A HEALTHY LAWN! 

CAPITAL 
GREEN 

( 2 8 4 - 5 4 3 3 

PESTICIDE APPLICATION 

Market ing, Design & Print • & p t Great Promotional Ideas at ÎRM®signs.com o 800o328o4009 
www.lawnandlandscape.com/readerservice - #20 
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O W N A CAT M I N I HYDRAULIC 
EXCAVATOR FOR AS LOW AS 

$505 /MO 
USD* 

A Cat® Mini Hydraulic Excavator proves its value day in and day out. 
Its new COMPASS digital control panel features a security system and 
refined auxiliary hydraulic system for adjustable flow rates, pre-set work 
tool flows and continuous flow capability. A new economy mode feature 
saves up to 20% fuel consumption. It all adds up to a machine that is 
smoother, more efficient and easier to operate. And of course, the field 
proven Cat durability means you'll have this machine for a long, long time 

Visit www.CatResourceCenter.com/LL 

www.lawnandlandscape.com/readerservice 

H i ! ? - ® 

'Offer good from February 1 to May 31.2012. on select new models at participating Cat Dealers and cannot be combined witti other offers. Available to customers in the 
USA and Canada only. Suggested retail 60-month payment does not include taxes, freight set-up, delivery, additional options or attachments. Financing and published 
rate are subiect to credit approval through Cat Financial. Additional terms and conditions may apply. Subject to change without prior notice. 

CAT. CATERPILLAR, their respective logos. 'Caterpillar Yellow." the "Power Edge" trade dress, as well as corporate and product identity used herein, are trademarks of 
Caterpillar and may not be used without permission © 2012 Caterpillar All Rights Reserved 

http://www.CatResourceCenter.com/LL
http://www.lawnandlandscape.com/readerservice


NEWS III For more news, visit www.lawnandlandscape.com 

The Greenery makes acquisition 
M&A update 
Multiple acquisitions have taken place this 
year. Here are a few more. 

Bartlett Tree Experts bought Tree Medics 
located in New Orleans. In late 2011, 
Bartlett made acquisitions allowing it to 
expand its locations in Hartford, Conn., and 
State College, Pa., and it grew internationally 
with an acquisition of Writtle Park Ltd., in 
London and East Anglia, Great Britain. 

Lawn Dawg acquired Lush Lawn Service 
in Plainville, Conn., continuing its growth on 
the East Coast. Five weeks earlier, the New 
Hampshire company acquired Capital Green 
Lawn Care in Rochester, N.Y. 

Virginia Green Lawn Care, a Richmond, 
Va.-based company, acquired local 
company, Beaver Tree and Lawn Service. 
The merger allows Virginia Green to boost its 
number of employees to 35 and its number 
of customers to nearly 8,500. 

Connecticut Homescapes and READCO 
Landscaping have both joined The Yard 
Group's family of companies. The Yard 
Group, a Connecticut company, now has 
four companies in the state in its portfolio. 

BEAUFORT, S.C. - The Green-
ery purchased the assets of 
Mazzanna's Lawn & Land-
scaping of Beaufort, S.C., 
expanding its reach in the 
Lowcountry. 

The Greenery now has 
locations in Beaufort, Hil-
ton Head, S.C.; Charles-
ton, S.C.; and Savannah, 
Ga. It was ranked No. 42 
on Lawn & Landscape's 2011 Top 100 list with $25.1 million in 2010 revenue. 

Mazzanaa's is a $3 million landscape maintenance and construction company 
that performs commercial, residential and military contract work. Gary Maz-
zanna and his staff continue serving their clients, but are doing so as employee 
owners of The Greenery. 

In a letter to Mazzanna's clients, Lee Edwards, CEO of The Greenery, said, 
"We are . . . certain that we will continue the same quality of service that Maz-
zanna's Lawn & Landscape has practiced and will continue to improve and 
enhance the quality of your landscape. 

Mazzanna will work closely with Jerry Ashmore, a branch manager with 

AERA-VATOR 
FOR THE LANDSCAPE PROFESSIONAL 

F i r s t s 
Products 

Aerate • Slice 
Seed • Solid vibrating tines 
Renovate • Up to 3 3/4" deep INNOVATIVE TURF EQUIPMENT 

8 0 0 - 3 6 3 - 8 7 8 0 | www.1stproducts.com 
www.lawnandlandscape.com/readerservice - #18 

MARCH 2012 www.lawnandlandscape.com 

http://www.lawnandlandscape.com
http://www.1stproducts.com
http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape.com


Make a statement with DuPont™ Acelepryn® insecticide. 

DuPont* Acetepryn* I 
4MHUIA» INSICTKIOt I 

Evolve your business with DuPont" Acelepryn/ the latest advancement in grub control. One 
application provides unparalleled performance against every turf-damaging white grub species as 
well as key surface feeders.The Acelepryn Application Advantage delivers timing that fits every 
grub preventative treatment program. Acelepryn also provides effective control of key insect pests 
infesting landscape ornamentals. And, Acelepryn' is the first and only grub control product to be 
registered by the U.S. EPA under its Reduced-Risk Program for use on turfgrass. Customers will 
appreciate the excellent environmental profile and the exceptional performance of Acelepryn/ 
while you'll benefit from a reduced number of costly callbacks. Also experience the added 
convenience of Acelepryn" on a fertilizer. To learn more visit proproducts.dupont.com/acelepryn. 
DuPont" Acelepryn." Start an evolution. 

Always read and follow the label. The DuPont Oval Logo. DuPonC The miracles of science" and Acelepryn- are trademarks 
or registered trademarks of DuPont or its affiliates. Copyright <£> 2010-2011 El du Pont de Nemours and Company. The miracles of science " 
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Manitou and Yanmar 
create alliance 

WEST BEND, Wis., ADAIRSVILLE, 
Ga. - Manitou Group and 
Yanmar Co. has formed a 
strategic alliance to launch a 
new line of equipment. 

The two companies have 
had a long-standing partner-
ship including the use of 
Yanmar engines in Gehl and 
Mustang branded compact 
equipment manufactured 
by Manitou in the United 
States, the companies said in 
a statement. 

Initially as part of the al-
liance, Manitou will launch 
a line of compact excavators 
manufactured by Yanmar, 
under the Gehl and Mustang 
brands for the North Ameri-

can sales region. With this 
announcement, Manitou has 
concluded its distribution 
relationship with Wacker 
Neuson who has provided 
compact excavators and all-
wheel steer loaders to Mani-
tou for the Americas region 
since 1999. 

In parallel, Yanmar will 
launch a range of skid loaders 
and compact track loaders 
designed and manufactured 
in the United States by Mani-
tou's Compact Equipment 
Division under the Yanmar 
brand for distribution in 
North America. 

After the completion of the 
initial launch by both compa-
nies, they will look at broader 
distribution opportunities 
aimed at growing sales activi-

ties for both companies while 
strengthening each com-
pany's independent dealer 
network, the statement said. 

Further opportunities for 
manufacturing alliances will 
also be explored to shorten 
time to market and better 
utilize existing worldwide 
manufacturing facilities and 
expertise, the companies 
said. 

"There is a strong synergy 
between our organizations, 
from our core culture and 
values to the complimentary 
fit of our product lines," said 
Ted Bregar, president of Yan-
mar America. 

"We believe the market 
will readily embrace the qual-
ity and value that our prod-
ucts have to offer." 

Industry veteran 
makes a change 

ARVADA, Co. - After 35 years in 
the green industry, Tom Fo-
chtman has launched a new 
endeavor. The new company, 
Ceibass Venture Partners, 
will work with green industry 
business owners to prepare 
their companies to be in the 
best possible position for a 
profitable equity event. 

He is not exploring merg-
ers and acquisitions, but 
simply helping business own-
ers prepare for transfer or 
sale, whether it is next year 
or in five years. With few 
exceptions, no one is ready 
to have conversations about 
exit strategies until it is too 
late, Fochtman says. 

Real 
S Y S T E M S 

"Over 20 Years of Experience" 
Lawn Sign Experts! 

Your #1 Source For Lawn Posting Signs! 
J • Add Special Offers 

Business Cards 
and Referrals 

^ ^ — m i h 

GET LAWN SIGNS, CALL TODAY! 
Toll Free: 1-800-422-7478 Ext. 257 • www.realgreen.com 

Any Size and Fui 
Color Designed! 

t Grow Your Brand 

Lawn A Tree Care 

Refer a Customer £ 
C A U T l O N r 
'EEP 

UNTIL 
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LOOKS LIKE OUR KIND OF PROJEC 

Bring it on. After all, FLEX-Draim isn't just ordinary old corrugated pipe. We're a complete drainage 
solution system. And we're tougher than the leading brand, with greater load bearing capacity*. 
We're also more flexible, portable and cost-effective. Not to mention widely compatible with 3" 
and 4" corrugated pipe and 4" FVC. Versatile, durable, expandable FLEX-Drain\ The pipe for 
pros in the know. Questions? Call us at 800-257-1722. (Mon.- Fri. 8 a.m. to 5 p.m. ET) 

MADE IN THE USA 

'Samples purchased nationwide Tests performed by IMR. Lansing, NY in accordance with ASTM F 405 Standards 
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Boxwood blight found 
in Connecticut 

Connecticut plant regulators are recommending 
that those who receive shipment of boxwood 
plants this spring monitor them for boxwood 
blight. 

Shipments should be isolated for about three 
weeks to observe the plants for any sign of the 
new fungus. Scientists lack a reliable test to 
determine if asymptomatic plants harbor the 
fungus. This puts all plant regulators - including 
those at the Connecticut Agricultural Experiment 
Station - in a tough position because of the 
risk in certifying a boxwood crop "clean" when 
in fact it may show infection later on, said the 
Connecticut Nursery & Landscape Association. 
Station inspectors will instead use the term 
"apparently free of disease." 

The fungal spores can survive five years or 
more and can spread rapidly in warm, humid 
conditions. North Carolina and Virginia have also 
found Boxwood blight, according to the Station. 
More information can be found at l.usa.gov/ 
connboxwood. 

The Dwyer Group CEO uncovers values in action 

WACO, TEXAS - Dina Dwyer-Owens 
champions her company's core 
values: respect, integrity, cus-
tomer focus and having fun in the 
process. To see if those values were 
really being lived within The Dw-

yer Group's family of companies, 
including The Grounds Guys, she 
stealthily went into the businesses 
as part of the TV series Undercover 
Boss. Lawn & Landscape caught 
up with Dwyer to ask about the 

Executive Dina Dwyer- • ^ 
Owens got a taste of w h a ^ 
landscapers do daily. 

PROFESSIONAL DEER REPELLENT 
One Spray Lasts All Winter 

"We have been in business since 1921 and this is the most 
effective and easy to use repellent in that entire time. 
We had almost NO DAMAGE especially in some 
heavily browsed areas. " Palazzi Landscape Gardening 

Newfoundland, PA 

877.486.3337 TOLL FREE 

Call today to learn how DeerPro 
can help your customers and 
your business, or visit: 

DeerProRepellent.com 
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The New BOB-CAT PRO-CAT SE commercial mower. 
Extraordinary Power, Performance and Value... 
...all in one clean package! 

> Enhanced Extreme Discharge deck 
doubles clipping dispersal! 

> Quick, easy access to all service points! 

> Solid, reliable construction backed by 
one of the best warranties in the business! 

ProCat SE ' t s t ' m e t 0 m a ' < e y ° u r m o v e t 0 BOB-CAT! 

You 
D youtube.com/bobcatmowers 

For your nearest BOB-CAT dealer visit www.bobcatturf.com 
or contact your local BOB-CAT distributor 

NEW YORK 
KPM Exceptional, LLC. 
800-388-9191 • 973-584-5400 
www.kpmedi.com 
Serving: Greater NY State, CT, ME, 
MA, NH, RI.VT 

OHIO 
Hayward Distributing Co. 
800-282-1585 • 614-272-5953 
www.haydist.com 
Serving: OH, IN, IL, Ml, KY, 
Western PA, Wl andWV 

NEW JERSEY 
Steven Willand, Inc. 
888-229-4561 • 973-579-5656 
www.stevenwillandinc.com 
Serving: NJ, DC, DE, MD, 
Cent/East PA, SE NY&LI..NEWV 

NORTH CAROLINA 
Carswell Distributing Co. 
800-929-1948 • 336-767-7700 
www.getabobcat.com 
Serving: AL, GA, FL, NC, SC, TN, VA 

MISSOURI 
Oscar Wilson Engines & Parts, Inc. 
800-873-6722 • 636-978-1313 
sales@oscar-wilson.com 
www.oscar-wilson.com 
Serving: Greater IL, IA, MO, NE and KS 

w w w . b o b c a t t u r f . c o m Make Youti Movel 
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POWER 
THAT'S 
TESTED, 
PROVEN, 

GET THE RUGGED, RELIABLE PERFORMANCE 
YOU'VE ALWAYS GOTTEN, NOW WITH A NEW 
CRITICAL POWER HORSEPOWER RATING. 

J • 
• r j 

FR SERIES 
Pro-grade power for the serious homeowner 
who needs big-time muscle plus solid 
economy. Five models from 15 to 24 HP. 

• \\ " &• -

< f i - - • 
FS SERIES 
Tough power built for turf work, made to 
keep uptime way up and downtime way, way 
down. Six models from 14.5 to 24 HP. 

m m h 

FX SERIES 
The beast of the best—Critical Power in its 
most capable form, jobsite-proven around 
the world. Thirteen models from 15.5 to 
37 HP. 

www.kawasaki-cfiticalpower. 
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Dwyer-Owens said she had a lot of fun working 
for The Grounds Guys. 

experience. You can read more about 
what she learned and how The Grounds 
Guys reaffirms its code of values on our 
blog www.blog.lawnandlandscape.com. 

Why did you decide to go on Under-
cover Boss? 
I decided to go on Undercover Boss 
because it gave me an opportunity to 
fulfill a lifelong desire to see how my 
company's code of values was taking 
hold across our franchise family. I 
wanted to see if we were truly putting 
the customer's first. 

What was the experience like working 
with The Grounds Guys? 
Working with The Grounds Guys was 
one of the most fun experiences of all. 
I had never operated equipment quite 
like that before and I was a little nervous 
and thankful for Jake's patience. It was 
extremely hot that day and it took me 
several tries to finally get the hang out 
of it all. Working in the flowerbeds truly 
gave me a worm's eye view of what it 
takes to be on the frontline. 

Why was it such an emotional experi-
ence for you? 
I had the honor to meet some really 
tremendous frontline servicemen and 
woman. To see their dedication to 
not only their jobs and customers, but 
to their families was a wonderful 
experience for me. With The Grounds 
Guys, Jake was overcoming an emotional 
time in his life, with the passing of his 
father, and to see how he continues 
in his father's footsteps, quite like I 
did after my father's passing, was very 
powerful and inspiring. I can truly see 
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how our code of values was being lived 
throughout their entire lives and not 
just on the job. 

How will the experience help the 
company in the future? 
This experience gave us an opportunity 
to take a harder look at ourselves, our 
businesses, our customers and all the 
opportunities we have each and every 
day to make a difference, and not only 
create a better experience for our cus-
tomers but for our franchisee employees 
as well. I now have on a different set of 
eyeglasses. 

Two new herbicides 
introduced 
Dow AgroSciences and Untied Turf 
Alliance both recently released new 
herbicides for the lawn care market. 

Dow's Kerb SC T&O is a new formula-
tion that uses pints per acre rather than 
pounds, making it easier for LCOs to 
match rates to the 
treatment area, the 
company said. 

"The suspendable 
concentrate formulation has been a 
standard in key markets," says Andy 
Kaler, product manager with Dow 
AgroSciences. "We have combined the 
performance you know from Kerb with 
a more user-friendly formulation." 

Kerb SC T&O provides both preemer-
gence and early postemergence control 
of many winter annual and perennial 
grasses, including annual bluegrass (Poa 
annua) from warm-season grasses and 
the removal of perennial ryegrass from 
warm-season grasses during spring 
transition, the company says. The new 
product replaces Kerb 50WP specialty 
herbicide, and is now 
available in most states. 

The new liquid for-
mulation also is easier 
on equipment and 
reduces worker ex-
posure, the company 
says. 

United Turf Alii-
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Kawasaki Critical Power engines are tested per SAE J1995, one of the strictest 
standards in lawncare. Results are verified by TUV Rheinland Group, and certified by 
SAE International. Then power is rated per SAE J2723, for a more precise measure 
of power output. Result: Critical Power engines deliver at least 9 8 % of rated 
horsepower, for all the hard-working performance 
you expect. Scan the code below, and see 
how Critical Power helps you work smarter. 

WATCH THE VIDEO, SEE THE DIFFERENCE 
Scan this code now and see what a 
difference genuine Critical Power makes. 
Or visit kawasaki-criticalpower.com. 

Need a QR scanner? Get it free at http://rejllaser.com. 
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Mfl W H M Serie* 
ALUMINUM C O N T R A C T O R BODV 

W I T H COLD D 0 W \ i f l D F P 

The Magnum Series all 
aluminum construction 
features double walled 

fold down sides available ' 
In 9' to 12' body lengths ' • 

MANUFACTURED BY 

EQUIPMENT COMPANY 
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I HWY. 16 WEST 
BLUE EARTH. MN 56013 
PHONE (507) 526-3247 
www tafCMQuip com 

• 

Preserve natural ^ ¿ f r 
water drainage 

through a classic 
segmental permeable m 

clay pavement system 

— 
linage ~ > H -, 
classic 

• • — 
P i n e H a l l B r i c K 

« T % Stimwft 

earth friendly...naturally green 

\ amencaspremierpaver.com 
800.334.8689 

NEWS 

ance also introduced a new herbicide: 
ArmorTech SureZone Turf Herbicide. 
The herbicide contains four active in-
gredients, including the protox inhibitor 
sulfentrazone. The other active ingre-
dients in the new herbicide are 2,4-D, 
MCPP and dicamba. 

"The sulfentrazone in SureZone her-
bicide is noteworthy because it causes 
weed cells to rupture and provides that 
quick visual response everybody is look-
ing for," United Turf Alliance President 
Tim Zech said. "As a fourth active, it 
takes SureZone beyond the traditional 
three-ingredient herbicide realm and 
also gives applicators more flexibility 
for controlling weeds in cool weather." 

SureZone is a water-based formula-
tion packaged in 2 x 2.5-gallon cases 
and 55-gallon drums. Labeled for use on 
most cool- and warm-season turfgrasses, 
with the exception of St. Augustine, it 
controls a long list of broadleaf weeds 
including many tough species. SureZone 
can be applied at temperatures up to 
90°F, is rainfast within six hours and 
allows reseeding in three weeks. 

Company fined for disposing 
chemicals in stream 

Pennsylvania 
DEPARTMENT OF ENVIRONMENTAL PROTECTION I g 

PITTSBURGH - EG Systems of Marysville, 
Ohio, was fined $160,000 in connection 
with an employee's deliberate disposal of 
an herbicide-pesticide-fertilizer mixture 
into a small Allegheny County stream. 

The fine came from the Pennsylvania 
Department of Environmental Protec-
tion. EG Systems does business in the 
Pittsburgh area as Scotts Lawn Service. 

"The results in this case serve notice 
that DEP will work diligently and tire-
lessly to protect our streams and wa-
terways," said DEP Southwest Regional 
Director Susan Malone. 

In June 2 0 1 0 , DEP investigators 
discovered an EG Systems employee 
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NETAFIM DRIP HELPS US SUCCEED 
A 500-unit HOA community was thrilled when we cut 
their water and maintenance costs by converting 
the irrigation system to Netafim dripline. Without 
Netafim's proprietary capabilities, we could not 
have accomplished what we did. %% 

/ / Myron Baker 
Viridian Corporation 
San Diego, CA 

Build a great reputation and expand your business with Netafim, the most ww TECHLINE CV DRIPLINE 
reliable dripline in the industry. Flexible, easy to install and delivering years ^ now made with 
of trouble-free performance, Netafim dripline products can help you succeed. ^ recycCled âterial 
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at the Scotts Lawn Service location 
in Monroeville had built a siphon 
system connecting an 8,000-gallon 
holding tank to a gutter downspout 
drain. The drain empties directly into 
a storm sewer, which discharges into 
an unnamed tributary that flows into 
Thompson Run. 

The employee used the siphon to 
drain five gallons of a mixture of herbi-
cide, pesticide, fertilizer and water into 
the drain, in order to test how long it 
would take to drain a known volume 
of the material. Neighbors noticed a 
strong odor coming from the storm 
sewer, but officials could not pinpoint 
the source because the discharge was 
relatively small. 

The next day, the employee used the 
siphon to discharge between 8 0 0 and 
1,000 gallons of the mixture into the 
drain. Neighbors again complained 
about the odor and contacted local po-

lice and fire officials. This time, officials 
found the source and contacted DEP, 
which notified EG Systems. The com-
pany promptly hired an environmental 
remediation contractor to handle the 
cleanup. 

DEP's investigation uncovered the 
employee's arrangement and resulted 
in eight violations of the state's Solid 
Waste M a n a g e m e n t Act and the 
Pennsylvania Clean Streams Law. The 
agency and the company entered into 
a Consent Assessment of Civil Penalty. 
The $160 ,000 penalty DEP collected 
goes into the Clean Water Fund, which 
is used to address pollution issues. 

In a separate action, the Pennsylva-
nia Office of Attorney General reached 
a sett lement on criminal charges 
against the employee. He must serve 
two years probation, pay a $2 ,500 fine 
and perform 4 0 hours of community 
service. 

GO FOR A JOYRIDE. 
T h e Pathf inder spreader/sprayer, R o v e r s p r e a d e r 
a n d the n e w Pathf inder X C are c o m m e r c i a l g r a d e 

m a c h i n e s that will increase y o u r product iv i ty 
a n d d e c r e a s e y o u r d o w n t i m e . But don't take our 

w o r d for it, try o n e for yoursel f . 

877.423.4340 • groundlogicinc.com 

• • 
1 1 
1 1 
1 1 
1 1 
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CLIMBING 
THE LADDER: 
Hires and promotions 

Benchmark Landscape has hired Andrew 
Cason and Cody Hutcherson to its team. 
Cason has been hired as a business 
developer in the company's commercial 
maintenance division and will focus on 
customer relations. Hutcherson was also 
hired to the business development team 
and will work on sales. 

EDI Landscaping has 
named Joan Murdoch-
Davidson as partner of 
the firm. Davidson will 
oversee the company's 
business development, as DavidsorT 
well as the financial and 
administrative aspects of the business. 
Davidson has more than 30 years in the 
construction industry and has worked in a 
variety of roles, including administrative, 
accounting and office management. 

C S F ^ O L J m O L—OG5IC 
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SVPBRthrive 
The Ö/̂ /iw/ Vitamin-Hormone solutjön for all your planting needs 

r \ Tree-Saver's Secret Weapon r v ^ 
t'f .1' * f • w ft „ -

SUPERthrive 
Maximi / t potential »hen transplanting trees, plants, & lawns 

See our Free Trial Offer at WWW.SUPERthrive.com 
Vitamin Institute - 12610 Saticoy St. South, North Hollywood. CA 91605 - 800.441 8482 (VITA) 
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CRUISER TO RR 
Whether you're running the trails or hauling loads, the Bobcat® utility vehicles' adjustable rear suspension is 
designed to meet the toughest standards in the industry... your standards. Adjust the spring tension or change the 
mounting position of the strut to provide a smoother ride for roaming acreage or shuttling your crew. A firmer 
setting lets you beef up for hauling heavy cargo, like feed bags or building materials. Just one more reason why 
Bobcat utility vehicles outperform and outwork the competition. Find out more at www.bobcat.com/value11 

W Bobcat 
www.bobcat.com/value11 1.877.505.3580 One Tough Animal 
Bobcat' and the Bobcat logo are registered trademarks ot Bobcat Company in the United States and various other countries. 
©2012 Bobcat Company All Rights Reserved I 1154A-0 . . . . 
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L&L ON THE ROAD 

Getting the customer 
Contractors learned the ins and outs of sales as 
part of the 2012 Landscape Industry Show. 

LOS ANGELES - John Binkele 
was enjoying a summer day 
in Arizona when a sales-
man knocked on his door. 
The salesmen pulled out his 
brochure and began to give 
his spiel about everything 
his company would do for 
Binkele. 

Binkele stopped him and 
began asking the salesman 
questions about himself. The 
two had a friendly exchange 
and discovered they had a 
few things in common. And 
as soon as all that was done, 

"He kept right on going," 
Binkele said. 

The salesman was breaking 
a major rule in sales. Instead 
of telling the customer what 
you can do for them, you first 
have to make a connection 
with them and find out what 
they want. 

"One of the best things to 
do is develop questions to 
extract from customers what 
they want. Every customer is 
different," he said. 

Binkele, who's with Ewing 
Education Services, was one 
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LIS gave West Coast contractors a chance to discuss the industry. 

of the presenters at the Cali-
fornia Landscape Contrac-
tors Association's Landscape 
Industry Show, Feb. 1-2, at 
the Los Angeles Convention 

Center. His presentation, 
"Professional Selling Skills 
for the Landscape Contrac-
tor," focused on a multi-step 
approach called the Binkelian 
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All you need is ONE FERTILIZER APPLICATION 
for greener, healthier turf all season long. 

For more details, ask your fertilizer distributor or contact us directly 
at 855.228.3378 or SpreaditandForgetit.com. 

O 2012 Agrium Advanced Technologies (US.) Inc. Spread it & Forget it is a trademark owned by Agrium Inc. 
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Sales Process. "Preparation is 
really the foundation for the 
sales process," he says. Part of 
that preparation is knowing 
what your value proposition 
is to the customer. 

"If you're ever asked, 'Why 
should I buy from you?' you 
should have that answer 
ready to go. A stuttering or 
stammering response can 
really turn a customer off." 

If you are stuck on what you 
think your value proposition 
should be, ask your current 
customers why they bought 
from you, and that will give 
you a good idea of what you 
do well. "You'll have a rock 
solid value proposition," he 
said. Some of Binkele's other 
steps include: 

Build a rapport and a last-
ing relationship: It's about 
making a positive human 
connection with the pros-
pect, which means putting 
them at ease. 

To achieve this, have a 
smile on your face, speak 
in a pleasant and profes-
sional tone of voice, and 
if you missed a customer's 
initial inbound call, return it 
promptly. 

Art of d i s c o v e r y : You 
should also have an inven-
tory of questions ready to 
complete this step. 

Questions could include, 
what motivated you to con-
sider the renovation, what is 
the primary purpose of the 
landscape and, once you get 

a face-to-face meeting, ask 
them what sort of issues and 
hassles they want to avoid. 

Effective listening: You 
don't have to offer solutions 
immediately. Listen like an 
eavesdropper before offering 
any suggestions or solutions 
because you will learn a lot. 

Presenting: To make an 
effective proposal, set an 
agenda so you can maintain 
control of the meeting. 

Asking: After you've made 
your presentation and taken 
more questions, don't make 
the big mistake a lot of inex-
perienced salespeople make 
- they don't ask for the sale. 
If you fail to ask for the sale, 
the person after you might 
ask, and get the job. 

Hesitation: If a prospect 
hesitates, there is an un-
derlying reason. Anticipate 
these hesitations and have 
responses ready to go that are 
backed by proof, testimonials 
and valid comparisons. 

Follow-up: If you've been 
turned down, you have to act 
like a bloodhound and con-
tinue on the trail even after 
it's gotten ice cold. 

If you did your research, 
made the sale and did the 
job, send a letter or thank you 
card, make a personal phone 
call or make it a point to stop 
by and visit the project from 
time to time, L&L 

The author is an associate editor with 
Lawn & Landscape. He can be reached 
at bhorn@gie.net. 

MORE user-friendly 
We've done the research, and product labels have been registered 
to allow the products listed below to be applied without protective 
eyewear following dilution with water/ So the choice is up to you. 
Making application of our products more flexible and user-friendly: 
just another way we bring you more where it matters most. 

YSPEEDXR COOL POWER8 

HORSEPOWER' ©uincepf VTRIPLErSF 

More where it matters most. 
www.nufarm.com/usto 
©2012 Nufarm Important: Atways read and follow label instructions 
4-Speed®. Cool Power®. Horsepower^, Quincept®. and Triplet® 
are trademarks of Nufarm. 'Minimum dilution rates apply. 
Consult product label for full details. 

r v 
Nufarm 
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Some jobs require you to do the growing. 
Get more done carrying crew along with cargo. 

Stay ahead of the game when what you need for the job 
rides with you. The Mercedes-Benz Sprinter Crew Van 
pairs cargo and a crew of five with Best-In-Class* features 
like interior standing height"up to 6'6". Prepare for 
what's next by visiting MBSprinterUSA.com and your 
local dealer today. 

' Based on a comparison of Automotive News classification of full-size commercial vans. 
' In base configuration. 

Mercedes-Benz 
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GROW! in 2012 
The annual conference emphasized the importance 
of a good plan and retaining employees and 
customers. By Carolyn LaWell 

DAYTON, Ohio - All planning is 
good planning. That was one 
of the key messages Marty 
Grunder and the speakers 
at GROW! 2012 emphasized 
during the three-day event 
in early February that helped 

L&L ON THE ROAD 

John Riley and Julia Pentecost of 
Wimberg Landscaping and Jeffrey Johns 
of Coastal Greenery set action plans. 

businesses get on a track to 
grow this year. 

More than 100 business 
owners and managers packed 
a hotel ballroom in Dayton, 
Ohio, to hear and learn from 
Grunder, author and con-

sultant Joe Calloway; Decra-
Scape CEO Matt Caruso; and 
the author and international 
speaker, also known as the 
Pitbull of Personal Develop-
ment," Larry Winget. Among 
the topics covered were hir-
ing, keeping good employees, 
sales, customer service and 
efficiency. 

Successful business own-
ers take the time to step out 
of their business and create 
systems and processes to help 
the company grow. 

For example, Caruso spoke 
about how to hire, develop 
and retain good employees. 
In order to do that, he said, 

you have to create a picture 
of what your future team 
members should look like. 
Caruso suggested listing each 
position and then creating 
a profile of what the ideal 
candidate must have, needs 
to have and can't have. 

Calloway challenged at-
tendees to define what they 
thought their customers ' 
experience was working with 
their company. He also said 
that all too often companies 
try to think out of the box 
and they get away from what 
they're really good at and 
what customers really want. 
"Be the best at what your 
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TruGreen wants to acquire fertilization and weed control businesses. 
To have yours valued confidentially please contact: 

Jerry Solon, Vice President of Acquisitions 

901-597-2006 

B K I mergers@trugreenmail.com 

TRUGREEN 
Go greener.-

E n v i r o n m e n t a l l y F r i e n d l y 
1 0 0 % Grass C o v e r a g e 
St rong - 5 7 2 1 psi 

g r a s s p a v e 2 . c o m 
8 0 0 - 2 3 3 - 1 5 1 0 

4 ; 7 
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YALEMT „ Products That Work. From People Who Care' | www.valentpro.com | 800-89-VA 
Always read and follow label instructions. 
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against a broad spectrum of tough lawn and ornamental diseases. 
Lawn and ornamental diseases don't stand a chance against Tourney' Fungicide. This go-to performer 
consistently controls more than 16 tough turf and ornamental diseases-including apple scab, rust diseases, 
powdery mildews, brown patch and more-for up to 28 days. And because 
Tourney defeats diseases single-handedly, you save time, money and room in 
the truck. We call that a win-win-win. Find out how you can team up with 
Tourney at www.valentpro.com/tourney. sPraV10 win-

Tourney 
i : i T m i I n r y 

Apple Scab | Anthracnose | Leaf Spots | Powdery Mildew | Rust Diseases | Conifer Needlecasts and Blights | Brown Patch 

www.lawnandlandscape.com/readerservice - #24 ® 2012 Schiller Grounds Care, Inc. All Rights Reserved. 
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Winget, the Pitbull of Personal Development, emphasized goal setting. 

customer values the most," 
Calloway said. 

Grunder presented a ses-
sion on the elements of a 
good plan. As a general busi-
ness rule, he said, all planning 
should start with the end in 
mind and it should involve 
key people in the process. 

Here are the seven steps to 
a good plan: 

Conduct a S .W.O.T. The 
group should start by listing 
the company's strengths, 
weaknesses, opportunities 
and threats. "This is the ba-
sis for your plan," Grunder 
said. "The S.W.O.T. analysis 
helps you define reality, the 
way things are, and helps 
you think toward the desired 

outcomes that you want." He 
also said it's important to use 
an outside facilitator who can 
present different options and 
question ideas. 

Rank each S.W.O.T. Take 
each list - strengths, weak-
nesses, opportunities and 
threats - and rank the ideas 
mentioned under each cat-
egory based on their level of 
importance to the company. 
"This can be one of the most 
exciting, exhilarating, ener-
gizing efforts you can take 
yourself through," he said. 

Lay out the priorities. After 
ranking the S.W.O.T. ideas, 
decide which ones should be 
the company's priorities. 

BUSINEtf Outdoor Insoct Control 

If It Bit YOI 
On The Hose? 

HELP! LANDSCAPE 
PROFESSIONALS 

We are actively seeking 
dealers to sell, install and 

service our innovative 
outdoor misting systems 

that effectively control 
mosquitoes and other 

annoying insects. 

GREAT MARGINS & 
RECURRING REVENUES! 

BECOME R MISTRHRY DERLER TODRY! 4 1 Â Â Œ 2 
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EXPAND 

THE TOOLS TO DO IT. 
THE RESOURCES TO SELL IT. 
RYAN makes it easy. Every hard-working RYAN machine comes with 60 years of proven engineering and 
experience, plus a Business Resource Kit with revenue generat ing tools to help you market your business. 
This year, don't just be ready...be RYAN ready. 

Authorized RYAN Dealers 

MISSOURI 
OSCAR WILSON 

ENGINES & PARTS, INC. 
800-873-6722 
636-978-1313 

Serving: Greater IL, IA, 
MO, NE and KS 

www.oscar-wilson.com 

NEW J E R S E Y 
STEVEN WILLAND, INC. 

888-229-4561 
973-579-5656 

Serving: NJ, DC, DE, MD, 
Central/East PA, 

SE NY & LI, and NE WV 
www.stevenwillandinc.com 

NEW YORK 
KPM EXCEPTIONAL, LLC 

800-388-9191 
973-584-5400 

Serving: Greater NY State, 
CT, ME, MA, NH, RlandVT 

www.kpmedi.com 

NORTH CAROLINA 
CARSWELL 

DISTRIBUTING CO. 
800-929-1948 
336-767-7700 

Serving: AL, GA, FL, NC, 
SC, TN and VA 

www.carswelldist.com 

OHIO 
HAYWARD 

DISTRIBUTING CO. 
800-282-1585 
614-272-5953 

Serving: OH, IN, IL, Ml, KY, 
Western PA and WV 

www.haydist.com 

AERATORS | DETHATCHERS | OVERSEEDERS | SOD CUTTERS 

ryanturf.com | (866) 469-1242 | Y O U ^ ^ r j ryanturfrenovation 

* Offer good at participating RYAN dealers. © 2012 Schiller Grounds Care, Inc. 
The F i r s t Name in 1\irf Renovation" 
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Want a short tutorial on 
business growth? Grunder 
and Calloway did a webinar 
with Lawn & Landscape 
in January. Visit www. 
Iawnandlandscape.com and 
search "Grow 2012." f 

Write a win statement. Take 
the priorities and discuss 
a win statement for each 
one, basically a strategy for 
how to achieve that priority. 
For example, if the goal is 
to increase customer refer-
rals, define how much the 
increase should be and how 
to go about doing it. 

Set a vision. "Vision is where 
we're going," Grunder said. 
"Vision is what you would 

like someone to recognize 
your company for." Develop 
the vision based on the com-
pany's S.W.O.T. analysis and 
remember that a vision is 
never finished, it's constantly 
being analyzed and evolving. 

Set a mission. In simple 
terms, "What we're going to 
do on a daily basis to achieve 
our vision," Grunder said. 

Set core values. The group 
should ask: What will help 
the company achieve all of 
the above? Grunder Land-
scaping operates on the four 
values of quality, leadership, 
teamwork and profitability. 
He said to pick four to six val-
ues that will make an impact 

Grunder, Caruso and Calloway talk during a Q&A with attendees. 

on your company, and then 
once those are set, constantly 
reinforce them. 

A planning meeting that 
involves these steps opens 
the eyes of top management 
because they have the ability 

to step back from day-to-day 
work. "Good ideas tend to not 
come to us when we're fully 
engaged in work," he said, L&L 

The author is an associate editor 
at Lawn & Landscape. She can be 
reached at clawell@gie.net. 

F R E E DEMO 

MANAGE your BUSINESS 
the SMART WAY... 

CLIP Software M 
- pSchedules customer's jobs 

^Routes crews in best order 

^Tracks employees 

^ Finds your profitable customers 

P C a n bill from QuickBooks® 

Why do 10,000+ companies 
run 2 Billion $$$ through 
CLIP every year? 

Because it 
WORKS! 

www.clip.com • 800-635-8485 
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Program Brokerage Corporation 
333 Westchester Avenue, Suite E-102 
White Plains, NY 10604 
Gary Shapiro|Phone: (516) 496 - 1346 
gshapiro^programbrokerage.com 

www.programbrokerage.com 
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Beneath lawn lies the roots of success. 

For over 75 years Program Brokerage Corporation has specialized in 
insurance programs for the landscaping industry, cultivating loyal 
relationships with over 5,000 lawn care and landscaping companies 
nationwide. 

We specialize in providing insurance to protect you against risks that 
can jeopardize the growth of your business. 

General Liabi!ity>Property>lniand Marine>Commercial Auto>Umbrella/Excess 
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GET MORE with NUFARM 
Nufarm 

GUIDE 
DDIDApplied' 
Intelligence 

MORE KNOWLEDGE 
Introducing GUIDE, the product information app for the turf and lawncare industry 

In your fast-paced, mobile business, getting the right information at the right time can make 
all the difference. That's why we're sponsoring GUIDE, a robust mobile app that brings every 
product label to your iPhone® or ¡Pad®. 

With a few taps, you can easily find pests controlled, application rates, re-entry intervals 
and any other information found on the product label and MSDS. Even DOT shipping 
information is right at your fingertips. 

To start using the app, follow these easy steps: 

1. Download GUIDE from CDMS in the app store 
2. Call 866-236-7435 between 9a-8p Eastern for your custom configuration 

Mention sponsorship token: NUFTURF 
3. Start using 

I N° iftd or ¡Pl 
o w e 



A.I. 2,4-D, triclopyr, dicamba, pyraflufen-ethyl 

MORE Speed 
Triclopyr joins 2,4-D, dicamba and pyraflufen-ethyl to create a combination lethal to virtually any 
broadleaf weed in cool-season turf species. 
• Fast-acting broadleaf weed control with visible results within 24 to 48 hours 
• Excellent choice for control of wild violet and ground ivy 
• Good tolerance on established cool season turf and zoysiagrass 

COOL POWER' A.I. MCPA, triclopyr, dicamba 

MORE Days to Spray 
Ester-based formulation for tough-to-control weeds. Specially formulated for use in cool weather. 
• Iron-friendly formula allows tankmixing for fast green-up 
• Allows use of broadcast 2,4-D later in the season 

ESCALADE^ A.I. 2,4-D, fluroxypyr, dicamba 

MORE Confidence 
Consistent, broad-spectrum broadleaf weed control under any environmental condition. 
• Offers the power of three proven herbicides in one convenient pre-mixed formulation 
• Delivers quick visual response, devastates weeds and reduces callbacks 
• Excellent control of more than 240 broadleaf weeds including clover, dandelion, plantain, oxalis, 

chickweed and other hard-to-control species 

Millenn^raü7?A? A.I. 2,4-D, clopyralid, dicamba 

MORE Control — Including Thistle and Clover 
One of the most effective herbicides on the market, offering superior clover control for golf course 
and non-residential settings. 
• Control clover, thistle and more than 250 other broadleaf weeds with one application 
• 'Meltdown' and residual control keeps turf clean and pristine for weeks 
• Can be applied virtually any time for maximum flexibility 

uincept A.I. 2,4-D, quinclorac, dicamba 

MORE Power — On Crabgrass and Broadleaf Weeds 
Cost-effective, post-emergent control of annual grasses plus more than 200 broadleaf weeds in a 
convenient pre-mix. 
• Three active ingredients pack a powerful punch 
• Perfect for mid- to late-season weed escapes 
• Ideal for broadcast spray or spot applications 

ProDeUCe A''* 9'yPhosate» prodiamine Q f J 

MORE Time 
Kills existing weeds and prevents germination of new weeds for three to six months. 
• Unique, proprietary formulation combining pre- and post-emergent herbicides to deliver contact 

and residual control of a variety of weeds 
• Offers 3 to 6 months residual control 
• Can reduce labor costs and damage associated with mechanical trimmers 



M 4 U E 7 
A.I. imidacloprid ^ J 

MORE Flexibility — From the Roots Up 
Optimum control of grubs and piercing and sucking pests. Single product for use in both turf and 
ornamental applications. 
• Excellent choice for insect control in residential, commercial and industrial outdoor and 

interiorscape areas, trees and shrubs as well as spray application on landscape ornamentals 
• Systemic activity for lasting performance - one application offers contact and residual activity 

M B S / A S F A.I. bifenthrin Q 

MORE Bugs Controlled 
Fast-acting pyrethroid for control of many insect species in nearly all application sites. 
• Excellent tank-mix partner with odorless, non-staining formulation 
• Excellent control of insect and mite pests in both larval and adult stages 
• Low use rates with residual activity 
• Approved for use in greenhouses and nurseries, golf courses and on ornamentals and turf in 

landscaped areas around residential and commercial buildings 

Propiconazole SPC 14.3 MEC A.I. propiconazole • o 
MORE Disease Prevention Power 
Micro-encapsulated liquid offers preventive, systemic activity to combat many of the worst 
diseases in turf. Flare root injection in trees. 
• Excellent control of rust, dollar spot, large patch, brown patch and more 
• Ideal tank-mix compatibility and easy mixing into a clear solution 
• Offers systemic activity with long-lasting control in a low-odor liquid 

T-Methyl SPC A.I. thiophanate-methyl • o 
MORE Turf Quality 
Broad-spectrum, systemic control. 
• Controls brown patch, dollar spot, anthracnose, gray leaf spot and other diseases 
• Works systemically to protect new growth 

TM+IP SPC A.I. thiophanate-methyl, iprodione 

MORE Reliability 
Broad-spectrum premix controls nearly every major fungal disease in ornamental, non-residential 
turf and golf course settings. 
• Reliable, consistent protection against brown patch, dollar spot, leaf spot, large patch, 

anthracnose, gray leaf spot and other diseases 
• Contact and systemic activity 
• Drench applications on ornamentals 

j For use on residential ornamental turf and landscapes. ^or u s e o n c o u r s e s a nd commercial properties. 

For general informational purposes only. Not intended to replace label instructions. Always read and follow label directions. 



M O R E SUPPORT 
Get more product support with 'Ask a Ph.D.' 

When you specify Nufarm products, you're not just buying product in a jug or bag. You're also 
gaining access to an outstanding support team. Our Ph.D.s are ready to answer your questions 
about pests, formulations, application and other issues that you may face. Simply e-mail your 
question to askaPhD@us.nufarm.com, and we'll get you a response in 48 hours or less. More 
support from us means more knowledge and better results for your business. 

M O R E PERFORMANCE 
Get more performance from 'fully-loaded' products 

Tested and proven Nufarm products provide the fully-loaded advantage: the full level of active 
ingredient required to control the problem, not just suppress it. The way we see it, when you spend 
your time and money to treat a problem, you want it gone. While our fully-loaded products may cost 
a little more, you're getting more — more control, more confidence, more value — in other words, 
More Where It Matters Most 

G U I D E 
CDZD Applied" 
Intelligence 

Remember to download GUIDE from CDMS in the app store 
and call 866-236-7435 between 9a-8p Eastern for custom 
configuration. Mention sponsorship token: NUFTURF. 

t \ 
Nufarm 

More Where It Matters Most. 
w w w . n u f a r m . c o m / u s 

© 2 0 1 2 Nufarm. Important: Always read and follow label instructions. 4-Speed™, Cool Power®, Escalade®. Mallet®. Menace®. Millennium®. ProDeuce® and 
Quincept® are trademarks of Nufarm. Menace® GC 7.9% is a Restricted Use Pesticide. iPad® and iPhone® are registered trademarks of Apple Computer. Inc. 
C D M S is a trademark of Crop Data Management Systems, Inc. 12-TO-0004 

mailto:askaPhD@us.nufarm.com


ASK THE EXPERTS 

DESIGN SOFTWARE 
AND CLOSING RATIOS 
ASK THE EXPERTS is presented in partnership with PLANET'S 
Trailblazers On Call program. Trailblazers are industry leaders who 
volunteer their time and expertise to give back to the industry. 

Q: Can you recommend user-friendly landscape design 
software? 

A: We use AutoCAD Lite. We find this to be a great way to design 
because we can share files with architects and engineers. We have also 
customized it to work well with our company. It does take some time 
to get use to, but we feel it is worth it. We have also heard good things 
about Vectorworks and DynaSCAPE, but have never used them. 

PLANET Trailblazer, Mark Borst, Landscape Industry Certified 
Technician, Borst Landscape & Design 

T» PLANET We researched this for years and we 
love DynaSCAPE as do our designers. 

Professional Landcare Network 

PLANET Trailblazer, Jan-Gerrit 
Bouwman, RLA, MLA, ASLA, Grant & Power Landscaping, Inc. 

Q: Where can I find the industry average for 
s a l e s c los ing ratios for landscaping projects? 

A: I have been in the landscape industry for 40 
years and have never heard of an industry average 
closing ratio. Now, there certainly are closing ratios 
for individual companies and salespeople for sure, but I 
have not heard of anyone compiling such data among companies, and 
even if they did, I don't think it would be valid. 

With that said, closing ratios can vary greatly. What I have seen 
in this difficult economic climate are closing ratios decreasing, with 
sales people bidding more jobs and getting less work. But, there are 
so many variables. For example, owners who are great salespeople 
and can somewhat control pricing can have a closing ratio of 50 
percent. Companies that don't have sharp estimating figures can have 
a closing ratio as low as 10 percent. The reverse can also be true. 
When pricing or estimating hours are too low, the closing ratio can be 
more than 50 percent. 

So, if you're estimating is sharp and on target, your pricing is right 
so the company makes money, and your people are performing their 
jobs with efficiency, I would be happy with somewhere between a 20 
percent and 30 percent closing ratio in this market. L&L 

PLANET Trailblazer, Ed Laflamme, Landscape Industry Certified 
Manager, The Harvest Group 
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GOOD W O R K S 

Butt booting 
Companies in one Ohio city are cleaning up and recycling 
cigarette butts to give their town a fresh look. 

It's not often that a company can help out a charity, and do it with little to no mon-
etary involvement. But green industry businesses in Columbus, Ohio, are doing just 

that through KickbuttColumbus!, a program designed to clean up cigarette butts and 
other litter at highway entrance and exit ramps - the gateways to the city. 

The idea developed in 2 0 0 9 when Patrick Lynch and some members of a group 
he was involved with were looking to get participate in a community service project. 

"We talked about donating this, and donating that," Lynch says, "and I kind of 
came up with this idea of, 'Well, why don't we pull together as contractors and do a 
citywide cleanup?'" 

After investigating, Lynch found the organization Keep Columbus Beautiful was 
more than willing to help out. He then reached out 
to local industry groups like the Ohio Nursery and Volunteers found all sorts of 
Landscape Association and the Columbus Landscape interesting things during last 

. . T , . . , . , , . . year's event, including a no 
Association. Lynch says an activity like this is some- parking sign 
thing a green industry company in any state could 

More Ef fectiv e 
Less Exp ensivc » < 

From Tree Tech® Microinjection Systems comes 
a full line of nationally labeled insecticides, fungicides, 

bactericides and fertilizers in leakproof microinjection units. 

Insecticides - Acephate, Vivid II, and MetaSystox®R 
Fungicides - Bayleton® and Quali-Pro®(R) 

Fertilizers - Our proprietary Nutriject™ formulations 
Bactericides - Oxytetracydine antibiotic 

950 SE 215th Ave. 
Morriston, FL 32668 

1-800-622-2831 
e-mail: ¡nfo@treetech.net 
website: www.treetech.net 

Tree Tech® Environmentally Sound Tree Health Core for the 21st century and beyond. 

Labels, MSDS Sheets and Other information Available at www.treetech.net 
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GOOD WORKS 

Volunteers in the photo below participate in a 
warm-up before the clean-up gets underway. 
The group covers 25-35 highway ramps and 
will pick-up about 7 tons of trash. 

Good Works is an occasional 
feature that highlights charitable 
projects our readers are 
working on. If you'd like to see 
your company's recent good 
work profiled, send an email to 
Associate Editor Brian Horn at bhom@gie.net. 

accomplish. And it makes sense for the industry to take 
part in a clean-up because of what the community has 
done for you. 

"I think it's right up the alley with what we do," he 
says. "We're in the business of beautifying our envi-
ronment in general, whether it be in someone's front 
or backyard or be it at some company we maintain. I 
think it's good that we set a precedent for people, and 
also to give back. 

"Our community gives a lot of work to us. Whether 
we work for municipalities or we're working for the 
Joneses or XYZ corporation. So it's a good way for the 
green industry to give back to the community by donat-
ing time and getting something done." 

Lynch says the groups cover 25-35 highway ramps 
and pick up 7 tons of trash and more than 6 5 , 0 0 0 
cigarette butts, which are also recycled. 

The event will happen March 31, and volunteers can 
sign up days before the event at www.kickbuttcolum-
bus.eventbrite.com to participate. The photos here are 
from last year's event. You can view more photos at 
www.facebook.com/kickbuttcolumbus. L&L 

SPRAYERS 
aft 

With Greqson-Clark you qet more than quality equipment. You get a 
relationship with a company that specializes in one thing - spraying 
equipment. Our goal is to provide green industry professionals with 
the best possible solution, whether it's a new sprayer, technical 
support, or parts. Call for our cataloq. 

C Spraying Equipment GREGSON-CLARK 
A Division of Rhett M Clark, Inc. 

Phone: 800.706.9530 Fax: 585.538.9577 
Caledonia, New York 14423 

GreqsonClark.com 
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(1) Requires Regular Cab model and gas engine. (2) Requires available diesel engine. See your Chevy dealer for details. 



THE WORST TIME TO FIND OU 
YOUR TRUCK DOESN'T HAVE IT 

IS IN THE MIDDLE OF IT 
The is our most capable HD ever. No one in 
its class offers you more payload;1 no one offers you more towing.2 

From beginning to middle to end, Chevy Runs Deep 



RESEARCH 

The National Federation of 
Independent Businesses found most 
companies are staying the course 
when it comes to marketing. A survey 
conducted on what is stunting small 
business growth found that 52% of 
businesses expect little to no changes 
in their marketing plans, while 15% 
expect to make significant changes. 

A recent Small Business Opinion Poll commissioned by insurance 
company EMPLOYERS found one-third or 38% of small business 
decision makers are using smartphones and tablets to run their 
companies. The poll also found 41% said they are interested in using 
apps for mobile banking, customer relationship management, risk 
management and payroll management. 
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California's hybrid rose industry 
has withered as homeowners 

across the country have chosen 
less lavish plants to install. 
The annual wholesale value of 
California's rose crop dropped 
from a high of $61.05 million 

in 2003 to $27.2 million in 
2010, a 55 percent decrease, Hoy 
Carman, a nursery industry expert 
and retired University of California 
Davis professor, recently told "The 
Sacramento Bee." 

w.lawnandlandscape.com 

8 
BILLION 

The Equipment Leasing and Finance 
Association's Monthly Leasing and Finance 
Index hit a four-year high in December 
2011, showing easing credit standards 
and more lease applications approved. The 
overall new business volume was $10.8 
billion, up 20 percent from volume of $9 
billion in December 2010. The last month 
the index rose above $10 billion was 
December 2007. 

167% 
Green roofs have proved to be more 

effective in the summer months and 
for buildings that don't have proper 

insulation, according to research by 
Brad Rowe, professor of horticulture 
at Michigan State University. Rowe 
is conducting research on a green 
roof installed on the university's 
Plant and Soil Sciences building, 
and he shared some of his 

findings on the Greening of the 
Great Lakes radio show. During 

the winter months, 13 percent of 
the heat was prevented from leaving 

the building. And in the summer, the 
outside heat and energy coming into the 

building was reduced by 167 percent. 





MARTY r MARTY GRUNDER is a speaker, consultant and author; he owns Grunder 
Landscaping Co. www.martygrunder.com;mgrunder@giemedia.com 

Stay focused 
In 2012,1 believe there's 

going to be an opportunity 
for many of us to grow our 

companies. I'm not an economist, 
but the trends I see so far point 
to a better business climate for 
all of us. Let's hope I'm right. 
And while I hope I'm right, I'm 
not using "hope" as a strategy to 
grow Grunder Landscaping Co. 

There are all types of strategies 
that I see green industry 
companies employ. Some wander 
aimlessly from client to client, 
segment to segment, year to 
year. Others get focused on some 
days or weeks, lose that focus 
and then end up lost. But the 
most successful ones focus on a 
segment of the industry, clearly 
identify the client and then work 
like heck to own that space. This 
is the strategy I "hope" you'll use. 
Let me explain. 

The two most successful 

landscapers I know are 
Mike Rorie, who started 
Groundmasters in Cincinnati, 
Ohio, and sold it a few years 
ago, and Frank Mariani, who 
turned his father's small mowing 
business into a multi-million-
dollar giant north of Chicago. Both 
of these brilliant entrepreneurs 
focused on a certain client in a 
certain market and then went 
after it and won. 

Mike started Groundmasters 
in 1979 outside of Cincinnati, like 
many of us did, with a pickup 
truck and a push mower. Along 
the way, he found commercial 
grounds maintenance to be 
what he understood the best, 
did the best and made the most 
money at. (If you ever see Mike 
on a program at a green industry 
event, I'd do whatever you have 
to do to go see him.) He didn't 
just get lucky; trust me. His 

determination is world class and 
he ran Groundmasters to a point 
he felt it best to let someone 
else take it the rest of the way. 
Today, his company is part of the 
industry giant Brickman. 

Mike grew Groundmasters by 
turning down the type of work 
that wasn't a fit for what he did 
best. If he got a call to install a 
pool in someone's backyard and 
landscape it, he said no. If he 
got a call to landscape a mall in 
Atlanta in the winter, he said no. 
If he got a call to do any type of 
work that wasn't a bull's-eye for 
the market he had defined, his 
team said no. 

This incredible focus enabled 
him to make replication easier 
to attain. In every step of his 
business, he was able to keep 
things simple because the client 
was clearly defined. They were 
able to become a specialist 

instead of a generalist. So, I ask 
you now, how clearly defined is 
your client? 

Frank's Mariani Landscape 
in Lake Bluff, III., had a different 
focus than Groundmasters and 
it worked - actually still does 
today, as Frank has not sold out. 
His focus is high-end landscape 
design/build and maintenance. 
And that focus works for him too. 
If Midway Airport calls Frank and 
asks him or his team to put in 
a bid for the snow removal, the 
answer is no... make that NO!!! 

If a local shopping mall calls 
them and says they are taking 
bids and their number one issue 
in picking a contractor is price, 
Frank and his team politely say, 
"no, thank you." Frank's laser-like 
focus in a market has paid him 
well through the years. 

By staying in his sweet spot, 
Frank's team has become very 
good at taking care of the client. 
He knows what they do well and 
sells that, not something they 
don't do well or don't enjoy doing. 
I hope you are getting the lesson 
this month. 

It is so hard in business to say 
no. We're coming off a few bad 
years, ladies and gentlemen; it's 
been about surviving, I know. But 
you must know the client that fits 
you best. 

Pick the ones you enjoy 
working with, appreciate you and 
are profitable with. To do anything 
else is a mistake. Like a mentor 
of mine told me three years ago 
when the recession started, "You 
do in the short term what you 
would do in the long term and you 
will be just fine." Words I have 
lived by and words that worked. 
They'll work for you too; you just 
have to be focused enough to 
stick with it. 

Now, who is your ideal client? 
What's your sweet spot? Focus 
on those type of clients and 
prospects and success will be 
easier to attain, LAL 
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GO BEYOND 1 
OR fUST GET BY? 

IT'S DECISION TIME. 

THELAZERZ 
Recently reengineered for enhanced performance, comfort, safety and traction—all with 
our signature Exmark cut—the Lazer Z simply outperforms every other mower available. 
Discover your next competitive advantage at mylazerz.com. 
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Many eggs, many baskets 
L E S S O N S LEARNED. The 
primary lesson from all of this is 
diversify, diversify, diversify. In 
football they say, "If you live by 
the blitz, you'll die by the blitz." 
It's the same in business. If you 
live by installation alone, sooner 
or later, you'll probably die by 
installation alone. Diversification 
isn't easy but if you're going to 
avoid the pitfalls of recessionary 
cycles, diversify you must. Too 
many contractors focus on doing 
only the type of work that they 
enjoy. Installation contractors 
usually do not like maintenance 
or service related work. They 
thrive on the "rush" or the 
chaos of doing installation jobs. 
It's just the opposite for most 
maintenance contractors and 
service providers. They prefer 
predictability to chaos. However, 
the smart thing is to do both. 

CONCLUSION. The contractors 
in the new home landscape 
installation market that I recently 
met with have all weathered the 
current economic storm. They've 
widened their product mix to 
include much more maintenance 
and service work. For some, it has 
been a very painful adjustment. 
Most are attempting to achieve 
a 50/50 installation versus 
maintenance book of business. 

I tell my clients who are 
primarily focused on doing 
installation work that the first 
thing to disappear in a recession 
is installation work. You may not 
like doing service or maintenance 
work but it will make you money 
in a down economy. I also tell 
them, if it's excitement that you 
want, remember, if you're making | 
money, you can always buy 
excitement, L&L 

home lots each month. Many 
more new home permits were 
being approved, as there was 
plenty of work for everyone. 
Unexpectedly, it all but dried up 
within a few months. 

A new single-family housing 
development in the mountains of 
Colorado, where new homes were 
selling for $400,000-$500,000 
in early 2008, saw production 
literally stop overnight. Thirty 
homes, in various stages of 
construction, were abandoned by 
contractors. Stacks of sheetrock, 
buckets of nails and hundreds 
of roof trusses littered the site. 
Four years later, not much has 
changed. 

Many landscape contractors 
who did not have a diversified 
base of maintenance and 
service work to supplement their 
installation base went out of 
business. Many more suffered 
greatly as cash flow dried up in 
conjunction with their vanishing 
construction backlogs. In 
desperation, many contractors 
jumped into maintenance and 
service work. New to the market, 
they could not compete based on 
their record for quality of work. So 
they competed based on being 
the lowest price in town. Quality 
and margins were sacrificed as 

a feeding frenzy mentality 
intensified. 

Finally, after five years 
of doom and gloom, 
there's some good 
news coming from the 
housing industry. So 

says a January 16, 2012 front 
page story in USA Today entitled, 
"Housing outlook is more upbeat: 
Experts predict a turnaround 
is near." The article goes on to 
say that while the "Recovery is 
expected to be slow, and home 
prices are widely expected to 
fall this year," it is a recovery 
nonetheless. Existing home sales 
are expected to rise 12 percent, 
and construction of single-
family homes are anticipated 
to increase 37 percent. All of 
this adds up to robust pressure 
on stocks as the article goes 
on to say, "The S&P 1500 
homebuilding index is up 38 
percent since mid-October, vs. 7 
percent for the S&P 500." While 
things may be turning around, 
read on and find out how to avoid 
falling victim to another housing 
crisis. 

WHAT HAPPENED? In the 
late 1980s and early 1990s, 
I worked with a number of 
landscape companies that 
primarily installed landscapes 
on new home production lots, 
models and common areas 
(streetscapes, small parks). 
New home sales were booming 
and there seemed to be no end 
in sight to the good times. One 
Southern California home builder, 
in particular, predicted that it 
would build and sell 500 homes 
in 1990 ranging in price from 
$300,000-$500,000. It built 
500, and sold fifty. 

A company that I was tracking 
saw its installation revenue 
plunge from an average of 
$120,000 per month in January 
1990 to less than $20,000 per 
month by July. It happened just 
that quickly and, like the current 
recession, no one saw it coming. 

Recently I worked with a 
number of clients in this market. 
Their story is eerily similar to 
that of the early 1990s. Three 
landscapers in the Southwestern 

U.S. completed 
hundreds of new 
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A AftW 
House Cali STEVE CESARE is an industrial psychologist with the Harvest Group, a landscape 

consulting group, www.harvestlandscapeconsulting.com;scesare@giemedia.com 

Worker safety 
and savings 
Workers' 

compensation 
insurance 
premiums, 
driven in large 

part by a company's Experience 
Modification Rate (XMOD), 
continue to increase, all the while 
draining financial capital from the 
company's profit margin. Sadly, 
many landscape companies 
have resigned themselves to 
the position that this is simply 
an administrative process over 
which they have little control. 
Nothing could be further from the 
truth: Apathy is not the answer; 
action is. 
L E V E R A G E THE VENDOR 
Landscapers must demand 
more direct service from their 
workers' compensation vendors 
to reduce their XMOD. In most 

cases, workers' compensation 
vendors simply provide routine 
administrative services, while 
failing to perform any operational 
support to the landscape 
company. Such limited clerical 
scope does not improve the 
landscape company's safety 
culture or its' XMOD. That service 
relationship is insufficient, 
insincere, and inequitable; it 
must be redefined in favor of the 
landscapers. After all, they are 
making the payments. 

At the time of policy renewal, 
landscapers should require 
all potential vendors submit 
a detailed tactical plan that 
will decrease the company's 
XMOD by 10-15 percent for the 
next calculated year. Common 
interventions include: one-page 
safety summaries that can be 
distributed to all employees as 

a weekly payroll stuffer; monthly 
yard safety audits, job site safety 
audits and field safety training 
sessions conducted by the vendor 
and monthly on-site claims 
review sessions to review loss 
run reports and facilitate timely 
closure of existing claims. 

This level of involvement, 
analysis, and resource 
commitment demanded by 
the landscaper and provided 
by the vendor defines a 
partnership aimed sincerely at 
improving employee safety and 
company success, rather than 
a commoditized relationship 
premised on apathy. 

SAFETY P R O G R A M S Most 
landscape companies have 
tailgate sessions, safety 
videotapes and personal 
protective equipment. That is a 
minimalist approach to safety. 
Additional investment is required 
to reduce a company's XMOD. 
For example, a company should 
align itself with the workers' 
compensation vendor medical 
provider network (MPN) to 
control treatment costs, reduce 
fraudulent claims and preserve 
quality care. Formal reliance 
on the MPN can also benefit 
the landscaping company by 
emphasizing an aggressive 
return-to work program, FMLA 
compliance and OSHA injury 
reporting procedures. 

An effective drug testing 
program can also contribute to 
a reduced XMOD. Companies 
that offer pre-employment, 
post-accident/injury and 
reasonable suspicion drug 
testing as part of the MPN are 
taking accelerated measures 
to minimize injury occurrence. 
Apathetic landscapers view drug 
testing programs as another cost 
to be eliminated; conversely, 
landscapers trying to reduce 
their XMOD view drug testing 
programs as part of their strategic 
investment to promote employee 
safety and minimize workers' 
compensation costs. 

ACCOUNTABILITY. Landscapers 
must track safety accountability 

with the same vigilance as they 
do for revenue, customer service 
and profit. 

To that end, every foreman, 
superintendent and executive 
should be assigned safety goals 
and be evaluated annually on 
those standards (e.g., incident 
rate, days lost, cost) for their 
respective span of control. These 
data should be reviewed during 
each monthly management 
team meeting with specific 
detail, implication, and personal 
accountability being well 
documented. 

At the time of annual 
performance reviews, positive 
year-to-year change should be 
reflected in public recognition and 
a pay raise; negative year-to-
year change should be reflected 
in formal disciplinary action. 
Without continuous executive-
level accountability, systematic 
improvement to a company's 
XMOD cannot occur. 

Every employee injured on the 
job should be interviewed by a 
safety panel consisting of three 
company managers (e.g., safety 
coordinator, account manager 
and an executive) focused on 
investigating the injury, the 
employee, and the action steps 
to eliminate reoccurrence. This 
the importance of safety to the 
workforce, reduces the likelihood 
of fraudulent claims and positions 
the employee directly in front of 
those managers accountable for 
their own safety goals. 

Safety bonuses (e.g., pay, gift 
cards, raffle) for a continuous 
injury-free period of time should 
be designed fairly and distributed 
publicly by company executives. 

SUMMARY. Landscapers must 
take an active role in reducing 
workers' compensation costs 
associated with their XMOD. 

Their mature, systematic, 
and balanced ability to leverage 
heretofore uninvolved vendors, 
implement value-added safety 
programs, and promote a culture 
of accountability toward safety, 
will benefit their employees, their 
companies and their financial 
future, L&L 
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{ By Kristen Hampshire } 

Building a board 
Adam Linnemann formed a board of 
advisers to get an outside perspective on 
business issues and to grow his company. 

BEST 
PRACTICES 
MAINTENANCE 

_ r 

Linnemann has 15 crewmembers and wants to grow. 

An A-team of advisers is giving Adam 
Linnemann the outside perspective he 

needs to make some significant business deci-
sions for Linnemann Lawn Care & Landscap-
ing. Bringing in outside voices is a big deal 
for Linnemann, who started his business at 
age 14, before he even had a driver's license. 
Today, the Columbia, 111.-based firm is 15 
crewmembers strong, and it brought in about 
$700 ,000 in revenues last year. 

Here's how Linnemann chose his advisory 
team to help him make challenging decisions. 

CHOOSING THE CAST. Pulling in a few good 
friends (and obligating a family member 
or two) to join the board would have been 
easy. Who's going to say no to a buddy ask-
ing for help? And as for providing feedback, 
the friends-and-family clan is waiting for an 
invitation to participate. But how possible is 
it for people we know well and like a lot to 
bring an honest opinion to the table? That, of 
course, depends on your friends and family. 

Linnemann decided when searching for 
a board, to pursue candidates that he knew 
were highly qualified - people he didn't per-
sonally know all that well. 

"We knew we had our own ideas about 
how to run the business, and we felt it would 
be good to get ideas from people who are 

outside of the company, people we trust," 
Linnemann says. 

Linnemann did a lot of asking around, and 
he gathered referrals. He invited a Boeing 
employee who specializes in technology man-
agement, a commercial banker and an owner 
of a John Deere dealership with locations in 
and around Linnemann's service area. He 
offered each a small payment for participat-
ing in each board meeting (so far, none have 
accepted the honorarium). 

The mix of professionals on Linnemann's 
board is what makes the team so valuable. For 
example, the technology manager can sound 
off on customer relationship management 
(CRM) software options and help Linnemann 
take inventory of his tech suite, what works 
and what doesn't. The dealer is practiced in 
sales and has industry insight. "He has the 
knowledge of what other landscapers in our 
area are doing and purchasing," Linnemann 
says. "But because he's a dealer, he's not in 
direct competition with us - and he has four 
or five locations in the area where we want 
to expand our business." 

The commercial banker can advise on 
growth decisions, including acquisitions. This 
input is important for Linnemann, who just 
purchased a smaller lawn care firm and grew 
his customer base that way. 

Choosing a board from the outside is giving 
him insight on how customers see his busi-
ness. "I wanted to see what (our advisers') 
perception is of our company and how they 
see us, which is, in turn, how our clients may 
see us," he says. 

• w r 

A Cut Above 

B E » M 

Read how Linnemann's 
board of advisers 
helped him reconfigure 
his service offering 
and add technology at 
www/lawnandlandscape. 
com/newsletters. 

Linnemann makes buying easier 
by packaging services. 

WHAT'S ON 
THE MENU? 

M; I enus work in the 
I fast-food industry, 

so why not landscape 
maintenance? That's what 
Adam Linnemann's board 
of directors decided when 
coming up with ideas for 
Linnemann to branch out his 
business, Linnemann Lawn 
Care & Landscaping. 

Linnemann hopes to 
expand his service area, and 
creating set programs that 
give clients simple choices 
and will help facilitate the 
sales process. At least, that's 
the plan. 

Linnemann offers 
discounts to encourage 
clients to purchase 
programs, and to buy up the 
supreme package, a turn-key 
lawn care, maintenance 
and clean-up offering that 
covers every outdoor base. 
The entry-level package 
- basic mow, blow and 
six-step fertilization program 
- is called the pro package. 
Customers who opt for 
this can save 5 percent on 
annual services. 

A step up from basic is 
the ultra, which includes 
aeration and over-seeding, 
plus complete tree and shrub 
care. The savings for this 
menu choice is 10 percent. 
With the primo elite package, 
customers can save 15 
percent. 

Plus, clients that prepay 
for the year can save 5 
percent off any package. 
So far, the prepay discount 
is not catching on. "People 
want to see the money in 
their bank accounts instead," 
Linnemann says. 
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Working together 
Three ways irrigation designers and 
installers can ensure a smooth project. 

In the past, there has been 

i 

Malooly 

I some butting of heads 
when it comes to the world 
of irrigation design versus the 
world of installation. 
But Timothy Malooly, 
president of Water 
in Motion, a water 
consulting firm that 
designs and specifies 
landscape irrigation 
systems, says it doesn't 
have to be that way. 

"In the world of irrigation 
installation, the concept of 
design is often met with roll-
ing eyes by the contracting 
community," says Malooly, 
who also owns an irrigation 
contracting business in his 
local market. "But there's no 
reason that the process has 
to be a negative experience." 

Malooly suggests keeping 
the following three points in 
mind to help ensure a smooth 
project. 

1. Collégial conver-
s a t i o n . Forming a 
friendly relationship 
is important - and 
a demonstration of 
professionalism. 

"Instead of having 
an adversarial argument, 
have a collégial conversa-
tion," Malooly says. "It can be 
to your benefit. An installing 
contractor should consider 
that the consulting designer 
likely has the direct ear of the 
client and knows why a given 
approach is included. 

By the same token, a con-
tractor may have an idea, 

THE BIGGER PICTURE 
While everyone is busy talking about efficient irrigation and new 

smart technology trends, there's still a lack of unification that's 
standing in the way of making these ideas reality, Malooly says. If the 
green industry's great thinkers could just practice more of what they 
preach there could be some big changes on the horizon. 

"The fact of the matter is that among our current conversations, 
which focus on concerns over uses of chemicals, when to use them, 
and how to use them - as well as when and how to use water - all 
of that is contrasted directly with what consumers see and do every 
day," says Malooly. "You'll have articulate and educated industry 

method or experience wor-
thy of consideration out of 
concern for the client's best 
interest. How the parties 
interact is often key to a suc-
cessful outcome." 

2. Rely on partners. Malooly 
says it's likely that the consul-
tant has a wealth of helpful 
information about a project 
that an installing contractor 
may appreciate. "The de-
signer knows why something 
was designed a certain way, 
which can be vital," he says. 
"And generally speaking, an 
irrigation consultant may 
have an inside track on new 
and emerging technologies. 
Because of their proximity to 

Malooly owns 
three water-related 
companies. Learn 
how he's grown his 
design, installation 
and fountain 
businesses at www. 
lawnandlandscape. 
com/newsletters. 

clients and because of their 
knowledge of trends in build-
ing, landscape architecture or 
civil engineering, they'll have 
a good read on what's coming 
down the pike." 

Likewise, a c o n t r a c t o r 
may have an inside track 
on installation techniques 
and practical applicability 
of certain elements that the 
consultant might consider. 

3. Everyone can "win." It's 
important for all parties to 
remember that the design 
was made with the client's 
best interest - and their 
specific wants - in mind. 
But Malooly says that, more 
often than not, an installing 
contractor may start to make 
changes that deviate from 
those original plans without 

working collegially 
with the consultant 
or because they 
think they can do 
it better. Such be-
havior often causes 
major and unneces-
sary problems on 
projects. 

professionals going to meetings at the state, regional or national level 
and making persuasive conversation about concentrating on science-
based thoughts and formulating new policies. But the fact of the matter 
is those very people, after the meeting, will get in their car on a rainy 
day and drive home and see lawn sprinkler systems running in the rain. 
That completely counters everything they just talked about." 

Malooly believes that the people who actually practice conservancy 
are a vast minority in the green industry. But he sees room for change. 
"The industry has got to find a way to unify its message and clean up 
its own practices in order to maintain credibility in those discussions 
regarding the decisions we make," he says. "If we can do that, there's 
so much potential for what we can achieve as an industry." 
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A superior fungicide that transcends liquids 

Introducing a granular that protects like a sprayable. New Heritage® G 
fungicide spreads evenly over large areas and the granules easily dissolve 
with just a heavy dew. It's quick. It's comprehensive. And it's founded on a 
proven active ingredient that provides peace of mind for up to 28 days. 
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Laurie Riggs 

Leadership can be hard to quantify. But when you see it, feel it or are 
inspired by it, you realize exactly what leadership is. 

If someone asked you to describe leadership, you might say leaders 
are committed. Leaders are actively involved in their industry. Leaders run 
businesses that are successful in the eyes of both their customers and their 
employees. And leaders - quite simply - can motivate and bring people 
together. 

The "recession years" have forced many lawn and landscape professionals 
to redefine their businesses and streamline their operations to increase effi-
ciency and maintain profitability. It has not been easy, but leaders find a way 
to take care of their customers their employees and their businesses. 

Syngenta is proud to sponsor Lawn & Landscapes Leadership Awards, 
which highlight the innovation and perseverance lawn and landscape pro-
fessionals display year in and year out. 

As a business partner to the lawn and landscape professional, Syngenta 
strives to provide the products, tools and resources lawn care operators need 
to be successful. 

The many resources Syngenta invests each year on R&D result in a line of 
innovative turf products designed to deliver quality results. And we will con-
tinue to invest in research to make residential and commercial turf healthier 
and the job of the lawn care operator easier. 

This year, you'll hear more about the latest herbicide from Syngenta: Te-
nacity" herbicide. With its proprietary active ingredient, mesotrione, Tenac-
ity can be used both as a pre- and post-emergence herbicide to selectively 
control 46 weeds and grass species, including nimblewill, crabgrass and 
bentgrass. Tenacity can be applied at any time, even at seeding. 

Syngenta also features a line of fungicides including Heritage* G and 
Headway* G fungicides. Both products offer curative and preventive control 
of key diseases in lawn care such as brown patch, dollar spot, pythium, an-
thracnose and others. 

Syngenta is poised to introduce three new products in 2012 specifically 
designed for the lawn and landscape professional. Stay tuned for more news 
on these introductions. 

It is no secret that the past few years have been challenging in this indus-
try, but there is great hope for a bright future - and it is a future Syngenta is 
committed to help improve for all the customers and organizations we serve. 

Syngenta is proud to support organizations such as PLANET," RISE (Re-
sponsible Industry for a Sound Environment)" and Project EverGreen that 
are assisting professionals in unifying the industry. 

Laurie Riggs 
Lawn Care Marketing Manager 
Syngenta 

© 2 0 1 2 Syngenta. Important: Always read and follow label instructions before buying or using Syngenta products. The label contains important conditions 
o f sale, including limitations of remedy and warranty. Tenacity*. Heritage*. Headway* and the Syngenta logo are trademarks of a Syngenta Group Company. 
RISE Responsible Industry for a Sound Environment* is a trademark of CropLifc of America. PLANET* is a trademark of Planet l^tndcare Network. 

3 Lawn&Landscape 2 0 1 2 LEADERSHIP AWARDS 



2012 
LEADERSHIP 

AWARDS 

More than a job 
Its not a paycheck that keeps Pam Stark coming back to work 
at ValleyCrest every day. It s in her blood. By Brian Horn 

m 7~ hen most couples 
\ \ / celebrate a 25 th 

• T wedding anniver-
sary, the husband can show 
his appreciation for his wife 
in a number of ways. You 
know, the stuff you see in 
commercials - jewelry, a 
getaway to an exotic island 
or some romantic surprise. 
But that wasn't what Harry 
Stark bought his wife, Joan, 
for their 25th anniversary. He 
showered his wife with love 
through a reel mower. 

"She wouldn't let any-
body else touch the mower 
because she didn't think 
anyone in the family could 
mow as well as she did," 
says Pam Stark, the couple's 
daughter and vice president 
of customer satisfaction of 
ValleyCrest Landscape Cos. 

With a mother who loved 

gardening, a father who was 
a grading contractor and a 
brother, Steve, who ended 
up with a Ph.D. in ento-
mology, Stark had dirt in 
her veins. She chose to get 
her fix in the landscaping 
industry. 

But that fix has turned 
into something much more. 
With almost 37 years at Val-
leyCrest, it's no surprise that 
those who have worked with 
her all point to her passion 
for and knowledge of the in-
dustry as the focal point of 
what has made her a success. 

"First and foremost, Pam 
has a real passion for plants," 
says Judy Guido, who 
worked with Stark at Val-
leyCrest and is still friends 
with her. "Whether it's in 
the work place or you are 
going to a business meeting 

Stark was ValleyCrest's 
first female vice president. 

and you are walking past a 
building . . . she has a love of 
plants and nature." 

And those that work with 
her feed off her passion for 
the green industry. 

"Her level of enthusiasm 
just blows people away and 

it is 24 hours a day," says, 
Roger Zino, C E O of Valley-
Crest Landscape Cos. "It's 
genuine. I wish the world 
was filled with people like 
Pam Stark." 

But don't get the wrong 
idea. Stark isn't that annoy-
ing type of employee who 
has so much energy you just 
want them to go away. "It's 
not the Energizer bunny en-
ergy," Zino says. "She just 
cares about what she's doing 
and wants to help people 
improve. She is unique." 

And even though Stark 
never married or had kids, 
she still has a nurturing 
touch. "My name for Pam," 
Guido says, "has always 
been 'Mother Nature.' To 
me that depicts her." 

And getting back to 
Stark's mother, she says 
mom and dad recently 
moved from their home, 
and as part of the sale, the 
reel mower stayed with the 
home. "I swear she shed 
more tears over that mower 
than she did leaving the 
house," Stark laughs. 

' B Y E ' THE NUMBERS. Work-
ing with plants was part 
of Stark's life at a young 
age, but her parents never 
pushed her to get involved 
in the industry. Even though 
her mother and grandmoth-
er were avid gardeners - and 
some of her fondest memo-
ries of her childhood were 
shopping for plants with her 
mother and working in the 
yard - she didn't seek out a 
career in the green industry. 

Instead, she wanted 
to focus on math, which 
wouldn't have been a bad 

Stark has been with 
ValleyCrest for almost 
40 years, and has no 
intentions of stopping. 
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With Stark out of earshot, 
Sperber said she was the 
most-talented horticulturist 

he had ever met. 

decision either for Stark. 
She took college level calcu-
lus in high school, and was 
certainly destined for a suc-
cessful career in numbers. 
But that all changed when 
she paid a visit to Cal Poly, 
San Luis Obispo, and fell in 
the love with the campus, 
and a career path she didn't 
know existed. 

"That was the first time I 
understood there was a way 
to major in horticulture and 
agriculture," she says. 

But even then, it wasn't 
landscaping that was her fo-
cus. Rather, she was heading 
into the nursery world. 

"I was really into germi-
nating and growing annual 
and perennial plants at that 
time, so that's why I was 
thinking, maybe I'll go into 
the nursery end of the busi-
ness," she says. "But, I took 
another serendipitous leap." 

ROOKIE HAZING. Stark 
doesn't remember why she 
jumped from nurseries to 
landscaping, but she can re-
call her first day on the job. 

"It was just intimidating 
at the time because I was the 
only woman who showed 
up in the yard," Stark says. 

She wasn't treated better 
or worse because she was 
a woman. Stark says she 
was treated fairly, and got 
the same hazing and grunt 
work that you'd expect for 
the new kid on the block. 

"We went out to an office 
property and right by the 
front door, in the turf, was a 
gopher mound, and the go-
pher was damaging the look 
of the building," she says. 

So, her foreman had ev-

eryone else on the crew 
mow, while the foreman 
and Stark took care of the 
critter, which she wasn't too 
concerned about at first. 
After all, there were pellets 
that you could just drop 
into a tunnel, and eventu-
ally, they would take care of 
the gopher. 

"And he gets a hose out 
and a shovel, which is the 
really brutal old fashioned 
way. And I think he wanted 
to get it done now as op-
posed to waiting for the 
gopher to find the pellets," 
she says. "Luckily I got the 
hose end trying to flush the 
gopher out of the hole and 
(he) hit him over the head 
with a shovel. So I thought, 
great, this is the start to my 
job in the field." 

That same day, they went 
to a beautiful office project 
of high rise buildings that 
faced a courtyard filled with 
what seemed like hundreds 
of 10-by-10 squares of turf 
with little concrete walks 
between them. It would be 
Stark's' job to trim the edges 
. . . with a blade edger. 

"I could do a blade edger 
straight along a pathway 
for a pretty long distance 
and be OK," she says. "But 
when you have to make 
turn after turn after turn 
- I'm sure today they use a 
weed eater. But back then, 
we used blade edgers." 

Stark is sure the crew 
wondered if she would get 
fed up and quit. If any of 
them thought she'd head for 
the highway, and a new ca-
reer choice, they were very, 
very wrong. 

O N HER W A Y UP. Stark 
quickly worked her way up 
to foreman, which isn't un-
common for a college grad-
uate, but she still got funny 
looks from customers. 

"Eventually, when I be-
came a crew leader, and I 
remember, I'd have people 
stopping me on the job 
when I was working with a 
crew, because I worked right 
along with them, and they'd 
say, 'Oh, this is interest-
ing, is this your husband's 
company' or something like 

that," she says. "I'd say, 'No, 
this is my job and I chose to 
have it.' So, that was actu-
ally the most challenging 
time. It took a couple of 
years for everybody to get 
it that I could pull my own 
weight, contribute and do a 
good job." 

Stark eventually became 
the first female branch man-
ager in ValleyCrest history. 
And it was during this time 
that Zino learned a lesson 
from Stark. 

Stark had just opened the 
company's Palm Springs 
branch, and she had just a 
tough meeting with one of 
the branch's main clients. 
This client - a big reason 
ValleyCrest had opened the 
branch in the first place -
wasn't happy and let Stark 
know it. 

"She was driving home 
and she said she realized 
'If this customer fires me, I 
don't have a job, so, I better 
make sure the customer is 
satisfied,'" Zino says. "And 
I think that relatively simple 

Stark doesn't like to sit; her standing desk keeps her moving. 
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Burton Sperber, who was also a magician, shows Stark a trick. 

story that says, 'Hey guys, at 
the end of the day without 
our customers, none of us 
have jobs. So let's figure out 
how to completely satisfy 
them.' 

"It's a very simple con-
cept, but I would say when 
I think of Pam, I think of 
that story. And I can give 
that message out every week 
to people." 

And with that attitude, 
it's no surprise Stark had the 
idea for and is now the vice 
president of customer satis-
faction at ValleyCrest. 

In a nutshell, Stark's pri-
mary role is to make sure 
she gathers accurate cus-
tomer feedback that is ac-
tionable and that will drive 
growth and improvement 
in the businesses because, 
in her words, "We exist be-
cause we have customers." 

But Andy Mandell, C E O 
of ValleyCrest Landscape 
Development, says it's much 
more than that. He says 
Stark takes customer service 
to the next level and gets to 
the root of why someone 
cancelled and how they can 
avoid it in the future. But 

almost as important, she 
trains others to get the most 
out of the customers when 
it comes to their thoughts 
on ValleyCrest's service. 

"I describe Pam as our 
customer satisfaction evan-
gelist," he says. "She is really 
the person that keeps the 
energy and focus up on cus-
tomer satisfaction." 

S T R I V I N G F O R T H E BEST. 
Stark says early on in her life 
she was much more com-
petitive than she is now. 

"I used to do 100-mile 
bike races, small triathlons 
and water ski and snow ski," 
she says. "I'm always out-
doors. 

"It was competitive when 
I was younger - I like the 

challenge and the thrill. But 
then later in life, it was just 
more fun." 

While that competitive 
drive has mellowed, the 
passion hasn't for all things 
green. "I've literally been 
married to my job, espe-
cially in the early days, and 
then kind of just got used to 
it," she says. "Even though 
I don't have kids, I have a 
ton of plants and that's my 
hobby, my passion, and I'm 
very proud of them." 

But it's not just zeal and 
style that separates Stark 
from the pack. It's sub-
stance: Guido remembers 
riding in a van with Valley-
Crest founder, the late Bur-
ton S. Sperber, and Stark. 

With Stark out of ear-

shot, Sperber said Stark was 
the most-talented horticul-
turist he'd ever met. 

"And coming from him," 
Guido says, "those are huge 
accolades." 

N O E N D I N S I G H T . Stark 
doesn't have any plans to 
retire in the near future, or 
change her position. 

But when she does decide 
to hang it up, she would 
love to volunteer some-
where - surprise, surprise -
in the green industry. 

"When I retire I intend to 
volunteer at a couple of bo-
tanic gardens," she says. 

But has she ever thought 
about what her life would 
be like working outside of 
the green industry? 

"No, never," she says. 
"I like to say we make the 
world a better place to be 
- to live, to work, to play. 
From the growing side of the 
industry, to the construction 
to the maintenance, the in-
dustry does great things for 
the Earth." 4 KP 

The author is an associate editor 
at Lawn & Landscape. He can be 
reached at bhorn@gie.net. 

T H R O U G H THE Y E A R S 
HERE'S AN OUTLINE OF STARK'S MOVE UP THE VALLEYCREST LADDER. 

1 9 7 5 - 7 6 1 9 7 7 1 9 7 8 1 9 8 2 1 9 8 3 1 9 8 9 

W o r k e d Trained in Promoted to O p e n e d Promoted to M o v e d to 
in field estimating m a n a g e r of up a new Vice President, ValleyCrest 

operations as a n d sales "East b a y " maintenance the first corporate 
a gardener- branch of branch in female VP at to develop 
trainee a n d Northern Palm Springs, ValleyCrest customer 

foreman Cal i fornia, the Cal i f . , a n d satisfaction 
first w o m a n w a s branch program 

branch m a n a g e r there 
m a n a g e r at for seven years 
ValleyCrest 
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The Perfectionist 
Jerry Schill doesn't want to hear about 
what he can t do. By Chuck Bowen 

L 

E: : 
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Schill spends as much time with his family 
as possible. 

£ £ " I 1 very day I'm motivated by our people. I'm not go-
ing to be happy until they can have everything they 

I want. We're competitive. Every day somethings 
broken, it needs fixed, and every day something is obsolete and 
needs to be retooled. If we don't push, we may never know what 
could have been. And there's always a better way." 

Because you'// never get there. 
"No." 
But the idea is that you can. 
"Yeah. It's scary thinking you can't. You don't accept it." 
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JERRY SCHILL 
COMPANY: 
Schill Grounds 
Management 

HEADQUARTERS: 
North Ridgeville, Ohio 

AGE: 41 
FAMILY: 
Krista Hermes, girlfriend, 
four children: Kortnie, 
Jerot, Julia and Killian. 

EXTRACURRICULARS: 
president of the sports 
committee at St. Mary's 
School, holiday dinners for 
parish, coaching, spending 
time outdoors, watching his 
children's sports. 

FUN FACT: 
Schill played wide receiver 
for the Glenville State 
College Pioneers in West 
Virginia. "Back when I 
was skinny," he says with 
a grin. 

Above, Schill at the farm with his girlfriend's son, Mason, and dressed as Santa 
Claus at a client's Christmas party. 
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THE RIGHT REASONS 
/ / T h e first word is strength. He is a very energetic, 

I go-getter kind of guy, just not afraid to make the 
tough decisions when he has to, and yet carry out his 
business with compassion as well. You can tell he's 
excited about this business, and really, really wants to 
do well. 

"I know he's been through challenging things with 
partners and brothers, and having gone through that 
type of thing myself, I know the difficulty of trying to 
do that. What I was amazed with was, he was really 
focused on what was very important for his business, 
the people in his business and his brother as well. In 
that order, his name was last. 

"That is the true measure of a good man: willing to 
make a tough decision, but not doing it for personal 
reasons, but doing it for all the right reasons." 

- J i m McCutcheon, owner, H i g h G r o v e 

Partners, Leadership Class of 2 0 0 5 

Most every Sunday night, you'll find Jerry Schill on a 
farm in Castalia, Ohio. It's 1,000 acres in the middle of 
nowhere, with a great stream for catching trout and good 
dirt to grow corn. He's there with his family - his girlfriend 
Krista and her parents, their kids, Grandma Ruth and any-
one else who drops by - to laugh and be loud, cook a big 
dinner and catch up. 

Running Schill Grounds Management and being the sin-
gle parent to four very active children keeps him on the go, 
and these nights on the farm are their only real downtime. 

"Sunday dinners are what I live for," he says. 
J L 

Schill never considered landscaping as a career - he'd 
studied English in college, wanted to coach football. But 
eventually he switched to business, graduated and got a job 
as an management trainee in a chemical plant an hour away 
from home. But he soon learned that he couldn't sit inside 
all day. 

"I just hated being cooped up," he says. "We grew up out-
doors. Sun up to sun down, you would find us in the woods 
behind our house, on a ball field or camping." Schill and his 
brother Joe started doing some landscaping side jobs, and 
decided to give it a shot. 
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Schill's son Jerot and his friend Ray Cunningham help serve dinner. 

"At the end of the day it's not 
about one, two or three families. 
It was about eighty other families. 
And it was the hardest decision 
we'd ever had to make." 

And it took off. Schill Landscaping built beautiful proj-
ects all over Ohio, winning awards and growing fast. 

Schill and his four brothers grew up as part of a big ex-
tended family in Sheffield Lake, Ohio. He's got enough first 
cousins to field an entire baseball game. 

It taught him one important lesson. "Eat fast," he says, 
grinning. "Or you're not eating." 

But he also learned to respect the value of hard work, and 
to depend on the support of his family, especially two par-
ents who encouraged their boys' energy and drive. 

"You know, both our parents have always given us every-
thing we needed, and some of what we wanted," he says. 
"There wasn't a lot of gray area in the house. It was either 
right or it was wrong, and you knew. They gave us a lot of 
leeway but at the end of the day, we knew exactly what was 
expected, where we stood, and how to conduct yourself as 
a gentleman." 

t f e 
In 2009, it had become clear that Schill Landscaping 

couldn't survive. The three owners - brothers Jerry, Joe and 
Jim - had two very different visions for the company. 

"It was ripping us apart. We were traditional business, 
and we did everything, and we're average at all of it. We 
made a big push to grow the maintenance, and it changed 
the dynamics of the company," Schill says. "And as the 
economy changed and the environments changed and peo-
ple's passions change, so did kind of our philosophy on how 
to do things. And we decided that it was time to focus on 
what we were passionate about. The problem was we were 
creating too much internal competition." 

Schill had two options: Do nothing, continue down the 
same destructive path and risk the entire company failing. 
Or change the company entirely, split it in two. 

"You can sit and watch the walls crumble down around 
you," Schill says. "Or move and do something." 

Schill couldn't let all those people down. He had to move. 
"The organization's way bigger than any one individual. 

Jim and I may own the company, and Joe at the time, but 

it's way bigger than that," he says. "At the end of the day it's 
not about one, two or three families. It was about eighty 
other families. And it was the hardest decision we'd ever had 
to make." 

The split officially completed last summer, and Schill isn't 
looking back. He's in a new office with his new company, 
and he's focused on his new competition. 

"We're back in the game. It's been an up and down year 
for my family and the entire organization, but exhilarating 
at the same time," he says. "It's bittersweet, but at the end of 
the day it was the right move." cK? 

GIVING THANKS 
Around Thanksgiving a few years ago, Jerry 

Schill was looking for some volunteer opportu- v 

nities for himself and his four children. 
"I give the kids all the credit for it because they 

aggravated me one day. And they seemed to be a 
little ungrateful, and a little more concerned about 
themselves than anybody else," Schill says. 

He couldn't find anything that fit, so he decided 
to take matters into his own hands. He reached out 
to some of his clients, and raised $6,000 to serve 
a Thanksgiving dinner in his church basement (pic-
tured above) for anyone in Elyria, a hard-hit indus-
trial town on Lake Erie. 

And then it took off. He and his kids now serve 
hundreds of hot meals on Christmas and Easter, too. 

"All the proceeds are raised privately through a 
lot of my clients. And it's allowed us to do it ev-
ery holiday," he says. "There are many businesses 
struggling, but they continue to give what they can 
for those less fortunate. It helps us realize all the 
things we've been blessed with." 
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From the forests to the trails to the classroom, Phil Allen inspires 
tomorrows leaders to raise the bar for the industry. By Kristen Hampshire 

Phil Allen describes a moment when he knew he had 
found his sweet spot as a green industry educator. It 
happened while he was guiding a group of students 

from his arboriculture class on a snowshoe hike to the larg-
est white fir tree in the world, which happens to be close to 
Brigham Young University's Provo, Utah, campus. 

Allen, a rugged outdoorsman who calls wild plants his 
friends and the rocky-desert of southern Utah his home base, 
can be found most weekends climbing cliffs, running miles 
on scenic trails and hiking the region's extreme landscapes. 

"I'm teaching all my classes in rooms without windows 
this year - I need to have my outdoors time," says Dr. Al-
len, program leader for the landscape management degree 
at BYU. 

Allen and the students began this particular hike at dusk, 
edging up a steep mountain trail in the cold. The conditions 
weren't cushy. "But there is always a lot of laughter and ca-
maraderie," he says. 

After ascending the mountain, the group arrived at a large, 
clear meadow a few hundred yards from the fir tree. It was 
dark. "The stars were bright and everyone looked up and be-
came silent, even reverent," Allen says. "As I looked around 
these students - kids I have really come to love - I knew that 
I had the most perfect job on Earth." 

During these times, Dr. Allen is Phil, says Charley Sch-
reiber, 29, a senior at BYU. Experiencing Phil in his essence 
invariably occurs while communing with nature, or taking 
it on with wild abandon by foot, bike, kayak. And, students 
get to know Phil during hands-on activities, such as partici-
pating in PLANET's Student Career Days. 

"He loves to teach, to help people improve," Schreiber 
says. "When you get to see him outside of the classroom 
doing what he loves, his passion is real. He's not just talk." 

The stuff Allen does in his spare time (like cycling the 
French Pyrenees, backpacking the 217-mile John Muir Trail 
and going on 50-mile trail runs) involves taking the great 
outdoors to an awesome level. When asked how he spent a 
day off, he shares that he took a nine-hour hike up a moun-
tain near an ecological restoration plot. "The view from 
10,000-plus feet was spectacular," he says. Now refreshed, 
he was ready to return to the classroom for winter semester. 

Allen brings this passion for the outdoors into the class-
room where he helps to raise future leaders of this industry. 

"As educators, we have to understand that this is not just 
about horticulture anymore," he says. "In the green industry, 
there is prime opportunity for people who combine horti-
culture with people skills and business knowledge." 

For Allen, his purpose as an educator comes down to this: 
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"We're putting as many students as possible into an industry 
that we love." 

G R O W I N G LEADERS. Before returning to his alma 
mater to teach, Allen thought about his own teach-
ers, and the handful that had changed his life. 

"They were the ones who were super-difficult," he says. 
"But at the same time, they combined that challenge and 
rigor with the belief that I had potential." 

So Allen drives students to dig deeper. "He pushes me to 
learn more, to understand more and be a better person when 
it comes to the career I'll have when I leave BYU," Schreiber 
says. "He wants us to be prepared." 

This desire to prepare - to really give students an industry 
edge before they don the cap and gown - is exactly what 
compelled Allen to take a serious look at the BYU landscape 
management program and retool it. Allen draws parallels be-
tween remodeling the program to meet today's green indus-
try demands and the book "Good to Great." 

"In our own program, those were the same steps we took: 
determining what we could be the best at, and shedding the 
rest," he says. "We focused on that (accreditation) and we're 
passionate about the industry." 

PLANET's accreditation is the only nationally recognized 
endorsement for universities with landscape/horticulture 
curricula. Only a handful of nations schools have earned the 
recognition. 

The designation comes as much from the school's students 
as its professors and administrators. 

"They want to see what your (student landscape) club is 
like, they want to see what your students are involved in," 
Allen says. 

What they found at BYU was a group of engaged students 
who get their hands dirty, work alongside campus grounds 
crews and learn how to succeed in the field. 

That's because Allen focuses on giving students experi-
ences that will help them make choices about their career 
and learn from the best. For example, Allen's arboriculture 
students can join the campus tree crew, led by a world-class 
arborist who was the International Society of Arboriculture's 
man of the year. "The kids become qualified to pass the ISA's 
certification exam, and we have 100-percent passing rate on 
that exam," Allen says, proud. 

BYU also has the only program where students complete 
PLANET's landscape industry certified manager exam be-
fore graduation. "We did that as a capstone exit exam to 
measure their progress in the different sections of that exam," 
Allen says, noting that he's working to improve the passing 
rate each year. 

Meanwhile, at BYU s business school, there is a dedicated 
faculty position for landscape management. They graduate 

with a business minor. "That is what industry professionals 
have told us they would like to see in kids if they are going to 
have a lifetime career in the landscape industry - they need a 
business backing," he says. 

Allen's "kids" leave the university ready to work. "Even in 
a down economy, every one of our students who has pursued 
employment has found it," Allen says. In a way, this is Allen's 
grade. And it's outstanding. 

Perhaps that's because Allen dives right into the trenches 
with students as they learn. "He is a master motivator," says 
Greg Jolley, a landscape architect professor who has watched 
Allen interact with students for the nine years they have 
worked together at BYU. "He is not afraid to go out and 

get his hands dirty with the students and help them learn." 
At PLANET's Student Career Days, the BYU team usu-

ally places, and in 2011 the students took first place. "Our 
No. 1 priority at Career Days is to network," Allen says. 
"We would share every bit of study material with any other 
school that wants it. In fact, we are working with PLANET 
to put that on their website. We are successful, and we have 
a system that works - and we are willing to share that with 
anyone." 

Meanwhile, Allen puts his own industry knowledge to 
the test, challenging himself to constantly learn and grow 
as a professor. He took and passed the landscape contractor 
industry certified exam (LCIM). "Even though he has his 
Ph.D., he has learned the business of this industry," Jolley 
says, adding that he is a tireless advocate for students. 

He tries to show them what the world can offer. "Most 
weekends, Phil is probably on a hike with a student or group 
of students, usually in the mountains somewhere around 
Utah," Jolley says. 

Allen shares this same enthusiasm for nature with mem-
bers of the industry. The people in this industry are what 
make teaching its future leaders, and working alongside its 
professionals, so exhilarating for Allen. 

Horticulture is about plants and people. "Take the people 
out of it and you have botany," Allen says. 

B A L A N C I N G NATURE. At Rock Canyon, an ecological res-
toration with a trailhead next to campus, Allen has been 
working to re-introduce the region's natural habitat. It's a 64-

"As I looked around these 
students - kids I have really 
come to love - I knew that I had 
the most perfect job on Earth." 
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Phil Allen retooled BYU's landscape 
management program to better 
prepare students for life after school. 

old spruce trees - the nine-hour excursion that preceded 
the semester start - he came to the end of the forest. "There 
was a sharp delineation of where you had forest, and then 
no vegetation at all," he says. "I'm sure there was at one 
time, so something changed dramatically at that intersec-
tion that was beyond the limits of nature." 

Allen draws a lesson from this: Plants tell you their lim-
its. We just have to listen - and show respect. 

acre expanse with rugged rock-climbing cliffs. Allen brings 
in volunteers to plant wildflowers. 

"A lot of people have powerful changes in their lives by 
working in nature," he says, sharing that individuals serving 
court-ordered volunteer hours have found inspiration in the 
work. They are, in every sense, planting new seeds. "Just see-
ing that there is something (to do) other than what got them 
into trouble is a great experience," Allen says. 

The Rock Canyon project was born out of some dem-
onstration gardens Allen and colleagues at his local chap-
ter of the Native Plant Society created. The city of Provo 
contacted the society and Allen suggested that a trailhead 
next to campus needed restoration. Eventually, an agreement 
formed between the city, BYU and forestry services. 

Its a work in progress, always will be. "It's exciting watch-
ing the transition - it will never be completed," Allen says, 
noting how the support of volunteers is keeping the project 
in perpetual motion. 

A similar ongoing pursuit takes place at home, in Aliens 
yard. It's about one-fifth of an acre in size, but 150 trees grow 
there among countless wildflowers. Its a canyon landscape 
that thrives on the little rain the region receives, and a little 
help from a run-off system he engineered for the roof. There 
is only one plant in Aliens front yard that requires watering. 

"I never have to mow it," he says of the property. "I can 
prune it when I have time and tidy it up as needed." Aliens 
setting an example, but he keeps his preference to a show-
and-tell level. "I am not a fanatic about saying this is the 
only way to landscape," he says, adding that his goal is to 
find ways to balance natural resources with natural spaces. 

"We need to develop approaches (to make) our landscapes 
really part of us, just more natural." 

Because when man works against nature, as Allen can 
prove, the result is an environment off balance. 

For instance, when Allen was hiking through a forest of 

P L A N T I N G A SEED. Allen takes these philosophies back 
to the laboratory as a working seed scientist. His research 
focuses on seed performance in adverse conditions and 

he's prolific in his reporting. He has published 58 scientific 
articles (so far). 

"Every time you see a majestic oak tree ... they start with 
a tiny acorn," he says. "I have a passion for understanding 
these miraculous little entities." 

Seeds have to survive in Utah and persevere through an 
irreversible transition from organism to growing plant. Tim-
ing is everything. 

And "good" seeds can help control invasive populations 
that cause environmental detriment. In particular, Allen and 
his team have garnered a couple million dollars in funding 
to develop a biological control that can be applied to land-
scapes to control cheatgrass, which takes over semi-desert 
regions where wildfires are prevalent. 

"We have a fungus that basically eats the cheatgrass and 
we call it the 'Black Fingers of Death,'" Allen says. "It con-
sumes seeds by putting up these fingers - fruiting structures 
that are black fingers and indicate the seed (of the invasive 
cheatgrass) has been killed." 

Allen hopes to reintroduce this native plant through eco-
logical restoration. 

This desire to preserve and appreciate the world around 
him is a driving force for Allen. And his ability to express at 
BYU his spiritual relationship with the living environment 
is incredibly fulfilling, he says. "There is a connection there," 
he says, relating how the pure awe one can experience in 
nature suggests there is something more to all of this. 

That connection is all part of the balance Allen finds when 
he is hiking, biking, just silently soaking in the great out-
doors. 

"When you are creating and managing beautiful land-
scapes," Allen says, "I think you are contributing to the glory 
of God." 

The author is a frequent contributor to Lawn & Landscape. 
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Work/life balance is 
John Gibson's greatest 
personal achievement 
and something he 
constantly fine-tunes. 

John Gibson 
Great hunter. Yes? Fine figure of a man. Yes? Good. 
That is all you need to know. For now. By Carolyn LaWell 

Editors Note: John Gibson is the recipient of PLANET's 
2012 Lifetime Leadership Award. He won Lawn & Land-
scapes Leadership Award in 2006. 

This past year has been one of many great firsts. I 
spent four days backpacking, just me and three 
mules. On my honeymoon, I went hunting with 

my wife, Kelly, in South Africa and crossed off the first of 
my three As - Alaska, Africa and Australia - from my list 
of dream hunting spots. Most people know I enjoy hunt-
ing, but my goal is to do it in all three As. 

I like to share what I'm passionate about. I take my 
17-year-old daughter, Taylor, antelope hunting in Wyo-
ming. I go backpacking with my 14-year-old, Marissa. 

The greatest challenge, and perhaps my greatest person-
al achievement, is balancing the things that are important 
to me: my family, my work and my hobbies. I have won-
derful responsibilities to my beautiful daughters and wife. 
I love being a leader. I enjoy time alone in the mountains. 

I continue to fine tune that delicate balance and learn 
from the process. What fun is life without the journey and 
a little adventure? 

John Gibson first learned about leadership on the foot-
ball field. As a high school fullback and punter, his legs 
carried him to a football scholarship at the Colorado 
School of Mines and then to the semi-pro Colorado Wild-

cats. His coaches were aggressive and shouted orders. Gib-
son absorbed their examples and used them as he entered 
the green industry. 

An electrical engineering student at the School of 
Mines, Gibson took a summer job performing mowing 
and maintenance work at Colorado Landscape Enterpris-
es. And that summer with Tom Garber, Gibsons blood 
turned green. The landscaping industry had him hooked. 

He didn't return to school for his senior year. Instead, he 
worked for Garber and learned the business and industry. 

That eventually led Gibson to Swingle, Lawn, Tree & 
Landscape Care. Tom Tolkacz, now owner and CEO of 
the Denver company, hired Gibson 21 years ago. He says 
he remembered during the interview Gibson came off as 
impressive, dedicated, someone who was willing to learn. 
"When he starts to see something that he thinks is impor-
tant, he puts energy and attention to it," Tolkacz says. "He 
definitely demonstrated that he would have that passion." 

Dedication, enthusiasm and attention to detail are 
traits that few would argue don't show in Gibson's daily 
life. Though, over time, he learned to channel those, espe-
cially as a leader, in different ways. 

A young leader, Gibson was gruff, strict and sometimes 
unapproachable. "He learned from experience that was 
not the right way to get people to do what you need them 
to do, or to manage or lead," says his wife, Kelly. 

Gibson was a short-term motivator. He didn't ask for 
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I ts never 
about his 
leadership. 
I think that's 
an honorable 
trait." 

Dan Foley 

friend said it wouldn't happen to him. Ha! Little did he know 
it was already hidden in his rain gear. The rain came. Perfect. 
He unpacked his gear and there it was, the dreaded rock. 

A 
Gibson's industry involvement started as a test chair with 

the Associated Landscape Contractors of Colorado (ALCC). 
Early on he realized that leadership came to him naturally. 
Still, he knew he needed to work at it, he wanted to get bet-
ter, so he sought out more industry responsibilities. 

On the state level, Gibson was president of the Colorado 
Association of Lawn Care Professionals and, because of that 
position, director of GreenCO, Colorado's coalition of as-
sociation. He helped develop best practices and led the in-
dustry during the state's drought in the early 2000s. 

On the national level, Gibson's leadership started when 
Jim Campanella of Lawn Dawg asked him to sit on Pro-
fessional Lawn Care Association of America's membership 
committee. Gibson later was named president-elect and 
worked on PLCAA's negotiations with Associated Land-
scape Contractors of America to merge the organizations 
into PLANET. In 2006, he led PLANET as president. 

Gibson was direct - always has been. His directness was 
one of the greatest assets he offered the associations he 
worked with because it came from a place of honesty. 

"He's smart, and he's politically savvy," says Kristen Fefes, 
executive director at ALCC. "Because he can see the politi-
cal sides of discussions, he can help move things forward. 
He can say, 'I'm worried that some people are worried about 
the implications of this,' even though we haven't talked 
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input and he didn't offer a success plan. That model once 
worked on the field, but it didn't translate into business. 

"Early in John's career, it was, 'Tell me what I need to do, 
let me make the decisions, and I'll make it happen. I'm not 
afraid of the consequences, I'm not necessarily afraid of the 
failure, and I think I know what's right,'" Tolkacz says. 

Gibson's ultimate professional goal was to own or lead a 
company. He knew that to be successful he needed to be 
involved in the industry and help move it forward. Garber 
and Tolkacz set that example for him and he followed suit. 

As Gibson pursued industry opportunities, they fed a de-
sire for personal and professional development. He studied 
the industry and general business. He recognized differ-
ent leadership techniques. He realized he needed to make 
changes to his own management style. And he began a con-
certed effort to become a leader and difference maker. 

J L 

There's a little joke I like to play, sort of a rite of pas-
sage for entering the woods with me. 

I weigh down my friends' backpacks with rocks. 
They've vowed to sleep, eat and never lose sight of their 

packs to avoid the dreaded rock. Still, it appears. A friend 
once declared he successfully made it down the mountain 
without me sneaking in extra weight. So I showed him 
where I hid it in his pack's trap door. Even my wife has 
fallen prey to a five-pound boulder in her pack. 

Two days ago, we were sitting around the fire and my 

After marrying his wife, Kelly, in April 
2011, Gibson crossed items off of his 
dream list like hunting in South Africa 
on his honeymoon and backpacking 
alone with mules. He also took his annual 
backpacking trips with his daughters. 

hunting and 
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about it yet. He can see the bigger picture." 
With Gibson, there was no dancing, no confusion - just a 

streamlined approach to solve the issue at hand. 
"He was really good at that during the negotiations, and 

he was really good at that as a (PLANET) board member," 
says Dan Foley, regional manager at The Brickman Group 
and the PLANET president prior to Gibson. 

Gibson strived to do two things during each position he 
held. The first was to improve the industry and help others 
grow. The second was to learn a lesson that would get him 
to his ultimate goal - lead a business. 

Fefes worked closely with Gibson in the early 2000s, dur-
ing the Colorado drought, and she spoke to him about the 
importance of forming a consensus. "One of the most chal-
lenging things to learn when you join a board of directors 
and committees, is that you really do have to operate with 
some consensus-based thinking and decision making, and 
that is very difficult for people who run companies," she 
says. "It's not that they can't do it; it's that they don't on a 
daily basis." 

Consensus came into play again as Gibson prepared to 
lead PLANET. It was still a new association trying to meet 
the needs of its recently merged members. Foley says he ad-
vised Gibson to communicate to members the decisions be-
ing made and the association's direction and vision. 

t f e 

I 'm standing on the Bloukrans Bridge, peering at the 
gorge 7 0 8 feet below. Whatever happens next is out of 
my control. And I'm fine with that. I'm at peace - this 

is the same comfort I feel when hugging my kids, holding 
my wife's hand, when the sun hits my face in the wilderness. 

Just relax. And jump. 
I fall until the slack rope tied around my ankles tightens 

and shoots me back toward where I left solid ground. I'm so 
afraid of heights that I cringe when my daughters rock the 
Ferris wheel car, but Kelly and I just jumped off the highest 
bridge in Africa. 

The bounces stopped and I'm hanging upside down, still 
nothing between me and that gorge below. I start to relax 
and think about the ropes doing the same. I know I'm in no 
real danger, but the feeling of slipping through relaxed ropes 
is an inevitable moment of paranoia bungee jumpers feel. 

The straps loosen. Ha! If I'm going to die, slipping to my 
death is not the way I want to go. No, I want the bungee to 
just break. It's a much better ending to my life of adventure. 

Gibson worked hard to transition his leadership style. He 
balanced his directness by softening his demeanor. He played 
a few jokes, showed what it meant to have fun at work. 

Gibson learned from Garber, Tolkacz, Fefes, Foley, Cam-
panula and his many other mentors. He received a degree 

in business management from The University of Phoenix. 
Each opportunity within the industry and within Swingle 

was another chance for him to perfect his leadership abili-
ties. And in 2008 , he was named president of Swingle, ful-
filling a nearly two-decade-long goal. 

"Probably the greatest development I've seen in John 
is his ability to listen to and gather other people together 
and try to use a cooperative, communicative work style to 
achieve goals and objectives. That's really been the core of 
his growth and development," Tolkacz says. "That growth 
and development led to his success not only within the or-
ganization but also when he was in volunteer situations." 

Tolkacz says he named Gibson president because he dem-
onstrated a collaborative leadership style and had an "ex-
treme dedication" to improvement and excellence. 

"He loves being a leader to the team, and he loves what 
he can make Swingle stand for, and how he can continue to 
promote what Swingle does stand for," Kelly says. 

What excited Gibson about running a company was the 
opportunity to set a vision and grow the people around him 
as the company reached its goals. Gibson set the direction 
and bar, and never apologized for his high standards. Not 
for Swingle. Not for the industry. Not for himself. 

To him, there was no other way to succeed. 
"Certain times, the leaders are driven by their own per-

sonal reasons," Foley says. " (10 you talked to John about the 
industry, it's always about the industry and what we can do. 
It's never about his leadership. I think that's an honorable 
trait. I'm not saying that he's not personally driven to suc-
ceed. It's just not about John Gibson." 

At the Colorado timberline, 11 ,500 feet high, the 
forest opens to vast land. It's just the hard soil and 
whatever man or animal dares to venture into the 

beautiful solitude. It's in this landscape that I find perfec-
tion. I find peace and freedom within myself, and nature, 
which is hard for anyone to search for, let alone find. 

Here, for hours at a time, I've lain on a hill watching the 
world move around me. I've seen coyotes attack mountain 
lions, watched a golden eagle try to pick up a deer by its ant-
lers. I've shot a deer only to be chased by a sow and her cubs 
while trying to claim my prize. Hard to believe, but all of 
that happened in 24 hours. And I can't wait to do it again. 

Here I channel Jeremiah Johnson, that rugged mountain 
man played by Robert Redford, and I understand the jour-
ney and adventure mean nothing without knowing I can re-
turn home to the love and support of my wife and children. 

Here, in the mountains, I have no control. Nature and an-
imals take the lead, and I just have to live among them, t f e 

The author is an associate editor at Lawn & Landscape. She can be reached 
at clawell@gie.net. 
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By Kristen Hampshire 

N BEST 
PRACTICES 

DESIGN BUILD 

Drought defiant 
Kelby Reed's portfolio of sustainable landscape 
designs and elaborate water feature projects show 
Tampa residents that going green is a beautiful thing. 

After a name change -
the firm started out as 

Reed's Landscape and Water 
Features - and a portfolio of 
green landscape designs with 
impressive water features, 
Rainscapes is a veteran in 
Tampa's sustainable land-
scape and native plant arena. 

"If you can show some-
one what you can do and 
how you c a n do it 
as opposed to just 
talking, it makes a 
world of difference," 
Kelby Reed, presi-
dent, says of using 
pinnacle projects as 
a launch pad for his 
business. Case in point: an 
extensive landscape job in a 
high-profile neighborhood 
traveled by local celebrities. 

"I finally found a customer 
who loved the idea of build-
ing an entirely sustainable 
project , " Reed says of the 
homeowners, who lived in a 
prestigious golf course neigh-
borhood. Plus, they loved 
the idea of a koi pond. They 
wanted to capture rainwater 

to use for filling and main-
taining the pond. They were 
interested in a significant 
rainwater collection system. 

So Reed started to make 
job signs explaining exactly 
what his crews were doing 
every day on that property, 
and that got passersby talk-
ing. "We really capitalized on 
where we were and what we 

were doing," he says. 
"Instead of signs that 
just said 'Rainscapes,' 
we put out a sign that 
said, 'Currently col-
lecting rainwater,' or 
'Changing the land-
scape e n v i r o n m e n t 

one step at a time.'" 
Every week Reed created a 

new sign. 
Neighbors called, or they 

p i c k e d up o n e of R e e d ' s 
business cards. This 
job helped elevate 
Reed's clientele, but 
m o r e importantly , 
it gave him that key 
portfolio project he 
n e e d e d t o d e f i n e 
himself in the sus-

tainable landscape market. 
He had the knowledge, the 
skill, the creative drive - he 
just needed that "wow" work 
to show off so other home-
owners could see the poten-
tial and fall in love with it. 

"By showing people what 
w e are c a p a b l e of doing, 
they can say, 'I'd like that but 
maybe a smaller version' or 
'I want that but two times as 
large,'" Reed says. "Everyone 
can talk, but without having 
a job to show people, they 
could just be telling a pretty 
story." 

Reed takes his show-don't-
tell philosophy to the streets 
in his marketing efforts. His 
trucks are wrapped with dra-
matic imagery of completed 
jobs. "My background is in 
art and architecture," Reed 
says, adding that before his 
c o m p a n y had those flashy 
jobs to show off, he c r e -
ated dynamic renderings that 
were splashed on his trucks. 
"Now, we are almost like a 
mobile portfolio," he says. 

Business Builder 

I 1 . . 

52££ 

Read why Reed's 
clients were 
being ticketed 
for the elaborate 
fountains he 
built on their 
properties at www. 
lawnandlandscape. 
com/newsletters. 

GENERATING 
A BOOM 
IN A BUST 
MARKET 
With maintenance as 

a solid foundation, 
Reed was able to grow his 
high-end residential design/ 
build segment by tapping into 
customers that had leisure 
dollars to burn. "Having a 
maintenance company did 
help during the time when it 
was tougher to make sales on 
larger projects," he says. "It 
gave us the ability to hang in 
there and find out what people 
really wanted." 

Reed's theory was that 
people would invest in their 
homes. And he was right. 
"People couldn't sell their 
houses for what they just 
bought them for, so I wanted 
to capitalize on that." 

Many landscape companies 
in the design/build segment 
have gone out of business, he 
says. "A lot of people threw in 
their hats and gave up." 

But customers with money 
to burn were still prepared 
to invest in their own great 
outdoors. "People who are 
going to buy a good value 
home are going to put a 
substantial amount of money 
into it to be comfortable -
they want to expand their 
outdoor living areas and 
create outdoor kitchens," he 
says. "The jobs might not be 
as lavish and as elegant as 
in years past, but then again, 
most people who can afford 
that kind of (project) still can. 
It's just a matter of how you 
(break it down)." 

From small landscape 
revamps to large-scale 
sustainable projects to simple 
backyard beautification jobs, 
Reed took every opportunity 
to define his firm in a tough 
market. 
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By Lee Chilcote 

Custom built 
After years of working for larger companies, Mike 
Haskell started his own small, specialized lawn 
care operation to fill the gap in customer needs. 

BEST 
PRACTICES 

LAWN CARE 

Mike Haskell, a third-generation tree 
care professional from central New 

Jersey, knows something about climbing 
around on wet, slippery trucks. In fact, 
he remembers well the spray trucks his 
dad and uncles rode on when he was 
growing up - and their dangers. 

"I remember the guys climbing around 
on the truck, slipping and sliding," says 
Haskell, who owns Plant Solutions Tree 
& Lawn Care, a lawn and landscape 
company in Warren and Short Hills, N.J. 
"A couple of times, they slipped right off 
and broke their tailbones." 

The old trucks were also wasteful pol-
luters. "The chemicals they used would 
wash out at night and pollute the soil," 
he says. 

So when the time came to launch his 
own business, Haskell looked for a truck 
that was safe, efficient, environmentally-
friendly and had a professional image. 
A state-of-the-art truck could provide 
better service, he thought, increasing 
both his productivity and profits. In the 
end, his quest led him to custom-build 
a truck to meet his needs. 

By working with a national manufac-
turer of customized spray equipment for 
the landscape industry, Haskell was able 
to create his own truck. This innovative 
truck carries more than 1 ,000 gallons of 
water, catches up to 3 0 0 gallons if a spill 
happens, contains a compost tea brewer 
and carr ies chemica l and advanced 
biological treatments. In short, the all-
in-one truck is the ultimate in efficiency 
and service. 

"We're able to provide the highest 
quality product for less to our customers 
because of the equipment we have," says 
Haskell, who has 10 full-time employ-
ees and whose business is focused on 
high-end residential properties. "And 
because we're a specialist and a boutique 
company, our customers are willing to 
pay for this." 

Haskell worked for several larger 

companies prior to starting 
Plant Solutions. "I started my 

own company because I was tired of 
treating clients like they were numbers," 
he says. 

Haskell also sought to create a family-
owned business that utilized the same 
cutting-edge equipment as larger com-
panies. "As a small business owner-op-
erator, I was tired of the 'family business 
way' of doing things," he says. "I wanted 
our work to be a pleasant experience, 
and to have equipment that uses only 
what we need." 

The Plant Solutions truck has enough 
hose reels to allow two or three opera-
tors to service a property at the same 
time. If arborists find something they 
didn't plan to address, then the chances 
are good the truck comes equipped to 
handle it. Plant Solutions' biological 
treatments and ability to conserve water 
also make it a forerunner in the field of 
sustainable landscaping, L&L 

Haskell requires 
his employees to 
become trained 
arborists. Read why 
as well as other 
safety techniques he 
put in place at Plant 
Solutions at www. 
lawnandlandscape. 
com/newsletters. 

Growing Green 

THE RIGHT TOUCH 
When Mike Haskell says that marketing is his hobby, he's serious. 

He never stops thinking of ways to improve his business - even 
when he hangs out with friends. 

"I took a couple of guys out for beers after work, and one guy came 
up with the line, 'Saving the planet one yard at a time,'" says Haskell. 
"It's a little cocky but it's true. We're saving the planet by protecting 
lawns and using a true organic approach towards lawn care. I'm very 
passionate about protecting the environment." 

In addition to his catchy logo, the owner of Plant Solutions Tree & 
Lawn Care has worked hard to develop a strong, identifiable logo that 
conveys the company's brand. "I believe in brand marketing," says 
Haskell. "You've got to have a logo that people can identify, and it 
needs to be consistent." 

Haskell's logo is prominently displayed, including on his $120,000 
all-in-one truck. He bought the customized truck for its efficiency and 
environmental-friendliness, but it has also become a highly effective 
marketing vehicle. 

"When people see our truck parked outside of a house, we get a lot 
of calls from that," Haskell says. 

But a good marketing plan is all encompassing. Haskell also invests 
in direct mail campaigns to reach his target customers, which are high-
end residential homeowners in central New Jersey. 

In late spring and summer, Haskell prints 50,000 postcards and 
sends them in three-week intervals to a targeted list of households. 
"They keep seeing the card, and eventually that pays off when people 
remember my name and call me," Haskell says. 
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"400 acres. 12 professionals. 1 brand. F f 

"The best way to attack a 400-acre horse ranch is 
with the horsepower I can only get from STIHL 
equipment," says David Snodgrass. One of the 
largest landscaping companies in Portland, Dennis' 
7 Dees is an extension of the family business 
started 55 years ago. But these days, just getting 
the job done isn't enough - it's getting the job done 
cost efficiently that really helps the business grow. 

David adds, "Using STIHL means less training 
and downtime for my crew, and more time on the 
job. My dealer provides great service when I need 
it." One brand - it's smart on the ranch and on the 
bottom line. 

To find a dealer visit: STIHLusa.com 
or text your Zip Code to STIHL (78445) 
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Legal costs 
Are you prepared in the event that a client or a 
partner dupes you out of money? By Kristen Hampshire 

You don't think it will happen to you. 

A partner wants out and drains the 
checking account before filing bank-
ruptcy. 

A large contractor holds up thousands 
of dollars of your pay with no remorse. 

A business you've been servicing for 
more than a decade starts another LLC 
and dupes you out of pay. 

But you've got to consider these 

worst-case scenarios. Because they do 
happen - to people like you. "Get an 
attorney who understands the type of 
business you are in," says Matt Caruso, 
president, Decra-Scape, headquartered 
in Sterling Heights, Mich. (Caruso was 
ripped off $10,500 by a contractor who 
eventually settled on paying 80 cents for 
every dollar owed.) 

And be sure legal contracts are water-

tight and leave no room for creative 
interpretation. The Winlands in Zanes-
ville, Ohio, learned this the hard way 
when an old partner took advantage of 
the checkbook. 

This month, Lawn & Landscape spoke 
with three firms who shared how those 
worst-case legal scenarios can play out 
in the real business world and how to 
protect yourself. 

Lien law and order 
Decra-Scape 

Matt Caruso, president LOCATION 2 offices, Sterling Heights and Petoskey, Mich. 
ESTABLISHED 1990 EMPLOYEES 20 in season 2011 REVENUES $1.4 million CUSTOMERS 
Southern Mich., 70% commercial, 30% residential; Northern Mich., 10% commercial, 90% 
residential SERVICES design/build; hardscape specialist 

The 68-acre outdoor lifestyle shop-
ping complex was complete, tenants 

had occupied the high-end storefronts 
and were paying rent. But Matt Caruso, 
president, Decra-Scape in Michigan, was 
still waiting for $60 ,000 owed to him 
for the expansive hardscaping work his 
team performed. 

"It was disheartening to see people 
walking in and out of stores knowing 
that the company was sitting on sixty 
grand of your money," he says, noting 
that the project totaled in the neigh-
borhood of $ 6 0 0 , 0 0 0 and that leftover 
past-due money was held up in "reten-
tion." Essentially, the company paid 90 
percent of every invoice Caruso filed and 
held the remaining 10 percent until the 
end of the job. 

But there was no check in the mail. 
"We got to the tail end of the job, and 

the payments stopped all of a sudden," 

TS 
Caruso says, noting that he turned in 
a pay application for the job because 
projects of that size require draws for 
work performed. 

Caruso had closely followed the 
paperwork protocol these large con-
tracting jobs require. Before the start of 
the job, he sent the client his notice of 
commencement. And upon completing 
the job and not receiving that retention 
pay, he filed a claim on the lien. "Once 
your last day your labor has touched the 
ground is over, and after 90 days passes, 
if you don't put a claim in on your lien 
when you haven't been paid in full, you 
start to get into some muddy waters," 
he says. 

Lien laws can get tricky, and Caruso 
emphasizes that landscape companies 
that work on large projects like this 
one with multiple contractor-players 
involved should "watch their backs" 

QUICK T I P S 
Learn lien law. And if you aren't comfortable 
with the legalities of a large contracting job, 
be sure to consult with legal counsel and do 
your homework. A minor paperwork oversight 
can really backfire. 

Hire someone in the know. Talk to 
attorneys who understand the industry and 
have experience working with clients in your 
particular field. 

Keep tabs on A.R. Don't allow accounts 
receivable to age without proper follow-up. 
In Caruso's case with this large contractor 
client, the key was to file paperwork on time 
and let the client know he was well-versed on 
the lien law process. "If you understand and 
follow the (lien) filing process, you're ahead 
of a lot of guys and in a good position to 
eventually get paid," he says. 
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The rise in Home Owners Associations is a great opportunity 
for new business. But it also means more discerning decision 
makers and tougher competition. See how to win kudos this 
year and repeat business the next. 

Go to balllandscape.com or call 800-879-BALL 
to find a local supplier and request your free copy 
of Thrive landscape color magazine and interactive 
Thrive Landscape Sellutions CD. 

© 2011 Ball Horticultural Company 12131 ® denotes a registered trademark of 
Ball Horticultural Company in the U.S. H may also be registered in other countries. 
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and understand lien law. Otherwise, 
your company could get duped out of 
hard-earned pay. 

"From a contractual standpoint, (the 
client) was likely hoping that we were 
not privy to (the law) and they were hop-
ing to take advantage of us," Caruso says. 

Caruso confronted the client and was 
invited to their offices to discuss the 
matter. "I walked into this grandiose 
conference room and here come all the 
suits and ties trying to offer me 25 cents 
on the dollar to go away," Caruso says 
of the paltry settlement proposition. 
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He declined. Then he sought further 
counsel from his attorney. 

After back-and-forth negotiating, Ca-
ruso eventually settled for 80 cents on 
the dollar. His attorney suggested that 
after a yearlong wait, Caruso accept the 
offer. Otherwise, he'd end up spending 
that money on attorney's fees in court. 

Caruso lost $ 1 0 , 5 0 0 on that job. 
"That's not chump change," he says. But 
ultimately, given the economic slump 
and slow pay trend of other clients, he 
felt he had no choice but to settle. 

Lien laws are there to secure a debt 
the property owner owes to another 
person - in this case, Caruso. They're 
a protection, but only if you use them. 
"I had all my i's dotted and t's crossed, 
which is why I got paid 80 cents on the 
dollar eventually," Caruso says. 

Partners and crime 
Winland Complete 
Landscaping Services 

R.D. and Stephanie Winland, partners/ 
owners LOCATION Zanesville, Ohio 
ESTABLISHED 1996 EMPLOYEES 20 in 
season 2011 REVENUES $925,000 
CUSTOMERS 50% commercial; 50% 
residential SERVICES maintenance, 
design/build, irrigation, snow removal 

When the partner that R.D. Win-
land started his first landscape 

company with back in college wanted 
out, what seemed an amicable request 
fast rolled into a drained checking ac-
count, bankruptcy and three years of 
stress. 

All this happened right before the 
economy really took a dip. 

"I had first rights to buy him out, or 
we could find someone else to buy him 
out 5 0 / 5 0 , " R.D. Winland says of the 
somewhat loose partnership agreement 
that was drawn up between him and 
his buddy. Winland was the field man, 
managing operations and delivering the 
service. His partner was the sales leader 
who also managed the books. 

Before giving the partner an offer, 
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i i The lesson learned, 
Winlandsays, is to think 
twice before you bring on 
a partner. 
Winland figured out the worth of the 
company minus its debt. Then, he put 
an offer on the table. "The next thing I 
know, I'm being sued," Winland says. 
But worse, in the midst of meeting with 
an attorney to deal with the lawsuit, the 
partner drained the checking account. 
There were no check-signing limitations 
requiring both partners signatures in 
their casual partnership agreement. 

That was a big mistake. Winland 
filed a countersuit that persisted for 
six months before the partner filed 
personal bankruptcy. So the case was 
essentially dropped because the bank 
takes precedence in situations like this. 
"We sat there for almost two and a half 
years waiting for the bankruptcy to go 
through court, and bank trustees, who 
oversee the procedure, came to us to 
see if he could get some assets out of 
the business," Winland says. 

The trustees determined that the 
partner indeed had ownership in the 
company. But they never asked the Win-
lands to give up any assets. Meanwhile, 
the partnership was still intact legally. 
And that is still the case today. "We filed 
for a dissolution instead of going back 
to sue him for what he stole," Winland 
says. That process is in the works. 

In the meantime, Winland faced a 
credit lock-up when he approached 
banks to get working capital because 
of the partner's bankruptcy state. "No 
one wants to allow you to have a line 
of credit to purchase materials that 
you need to do long-term projects," 
Winland says. 

So Winland started a new business 
with his wife, Stephanie, as partner. 
They realigned their marketing by giv-
ing the company a new name but keep-
ing the logo similar to the old one. "We 
want people to identify with the good 
things we have done in the past," Stepha-

nie Winland says. "We are in a small 
town, so reputation is everything." 

The Winlands communicated with 
customers about the name change, 
leaving the partnership battle out of it. 
"We put a letter out to customers and 
vendors saying we are realigning our 

business and marketing efforts to truly 
describe our line of work (with a new 
name), and it's a positive direction for 
the company," she says. 

The lesson learned, Winland says, 
is to think twice before you bring on a 
partner. 
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QUICK T I P S 
Invest in advisers. Think twice before hiring even a well-meaning 
friend or family member as an accountant or attorney. Instead, bring 
on the best professional for the job. Get referrals and interview several 
professionals before making a decision. 

Get a tight agreement. Casual agreements can result in financial 
catastrophe if a worst-case scenario comes true. Be sure legal 
agreements address all of the what-ifs. The Winlands wished they 
hadn't hired an attorney that wove loose ends into the partnership 
agreement. "What if a partner dies? What if a partner wants out? What 
if a partner commits a crime? What happens?" Stephanie says. 

Think twice about partnering. Do you really want to partner, and 
why? "Be sure everyone is on the same page, because you can't trust 
anyone," R.D. Winland says. 

Client use and abuse 
Lawn Managers West 

Linda Zweifel, president LOCATION St. Louis ESTABLISHED 1989 
EMPLOYEES 20 in season 2011 REVENUES $2 million CUSTOMERS 
80% residential; 20% commercial SERVICES lawn care 

For 15 years, Lawn Managers in St. Louis, had served as 
the lawn care subcontractor for a large maintenance firm 

in town - a several-million dollar outfit that only focused on 
landscape maintenance. The big firm sold lawn care services 
to its customers, turned the business over to Lawn Managers 
and paid Linda Zweifel and her then-partner directly. That 
business generally amounted to $200 ,000 in commercial work 
each year for Zweifel. 

Last year, the large firm seemed to be growing exponentially. 
"They kept getting more and more accounts and having us bid 
on them and start to service them," Zweifel says. "I thought 
it was strange that they were taking on so much work. Then, 
they started falling behind in payments." 

Lawn Managers' 60-day payment policy went by the wayside. 
The big firm hadn't cut a check for 120 days. Zweifel wanted to 
stop doing the work - better to lay off a couple of employees 
than put the business in financial jeopardy. But her partner 
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The newly updated Fleet Advantage® Program 
rewards your commitment to ECHO and 
Shindaiwa quality with deep product discounts 
and "no-hassle" financing. This flexible 
program allows you to combine equipment, 
attachments and accessories. With two levels 
of discount you will save more as you bundle 
your purchases - including BOTH ECHO and 
Shindaiwa products. 

• Deep discounts starting at 16%! 
• Simple and quick financing - gets you the 

tools you need quickly and painlessly. 
• Discounts apply on ANY combination of 

ECHO and Shindaiwa products, attachments 
and accessories. ECHO Bear Cat purchases 
qualify after reaching the respective tier. 

• Low qualifying purchase - only $2,500 -
higher discounts apply at $5,000. 

• Discounts apply for 12 months. 

Visit your local ECHO® or Shindaiwa® 
Dealer to get started. 

For more information, visit our websites. 
www.echo-usa.comwww.shindaiwa-usa.com 

The Best Fleet Program 
just got Bigger & Better. 
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wanted to keep their guys busy. They continued to do more 
work, driving the bill owed to them up to $ 1 5 0 , 0 0 0 . 

Zweifel placed phone calls, doing her best to collect. "They 
said, 'We're having a rough time, we'll get it to you next year,'" 
Zweifel says. But by the end of the seven-month season, Lawn 
Managers was owed $ 1 8 5 , 0 0 0 . The big firm would send scant 
payments of $ 3 , 0 0 0 here and there, barely chipping away at 
the balance. Today, Lawn Managers is out $ 1 2 2 , 0 0 0 and that 
doesn't count operating costs. Plus, because Lawn Managers 
runs the business on a cash accounting basis, it couldn't claim 
the $ 1 2 2 , 0 0 0 as a loss on their tax returns. 

Meanwhile, the big firm had started another LLC, and 
Zweifel believes its unusual surge in business was an effort to 
falsely build up revenues in order to eventually sell to a large 
national company. "They used us for all of their chemical apps, 
knowing they weren't going to pay, and they made it look like 
they had so much revenue going through them and capital to 
back it up," Zweifel says. 

That big firm is still in business. Zweifel sees the trucks on 
the road - their old name and logo were removed, but she can 
see where the signage was stripped from the vehicles. "They 
are still out there working, even though they ripped us off for 
$ 1 2 2 , 0 0 0 , " she says, fuming. 

Lawn Managers took the issue to court and found 10 other 
companies waiting in line to get their money, too. "There is 
nothing we can do to retrieve it," Zweifel says of the money. 

Zweifel says the LLC and fast growth were red flags, and 
Lawn Managers should never have allowed a large customer 
to run such a big balance. She says there are really no legal 
repercussions, and so now the focus is on driving the core 
business, not being a subcontractor for someone else. Lawn 
Managers is embarking on a website project to enhance its 
Internet marketing. 

The end lesson: Don't get brushed off by the bigger guy, 
she says. "A lot of businesses have working relationships with 
other companies and think, 'Well, they always paid us in the 
past. They will pay us,'" Zweifel adds, L&L 

The author is a frequent contributor to Lawn & Landscape. 

QUICK TIPS 

Watch account aging. 'Never let your accounts get older than 90 
days," Zweifel says. And be sure to follow up early and often with 
customers who are not abiding to agreed-upon pay terms. If a customer 
stops paying, stop working, she says. 

Watch for red flags. When the large firm started a separate LLC, 
Zweifel says she should have known something unethical could be 
going on. And when the company seemed to be growing at an unusually 
fast pace, she wishes she had investigated why and how. 

Subcontract with care. If you serve as a subcontractor for larger 
landscape firms, consider how much revenue you bring in for each 
of these clients. And be sure to spread your risk - don't allow your 
business to be dependent on work being siphoned to you by one firm. 
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^Introducing the Wells Fargo Outdoor Solutions credit card program 

When it's time to turn their backyard plans... new landscaping, a deck or patio, maybe a water feature... 
into something more than ideas, we can help convert your estimates into sales. But, what if your bid is 
higher than their budget? 

Help them get everything they want with the Wells Fargo Outdoor Solutions credit card. With its easy 
payment terms and generous credit lines, it's attractive financing for your customers. For you, it's a great 
way to close higher sales. 

To learn more about the Wells Fargo Outdoor Solutions credit card program, call us at 1-866-840-9445, 
or visit wellsfargo.com/retailservices. We can help you turn today's estimates into tomorrow's sales. 
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COVER STORY 

When Todd Pugh founded 
Todd's Enviroscapes 

in Louisville, Ohio, 16 years 
ago, he was consciously build-
ing on a family tradition. "I 
started in the dirt and my 
business was homegrown," 
says Pugh, who first began 
mowing lawns for extra mon-
ey when he was 14 years old. 
"My grandparents were suc-
cessful dairy farmers, and I 
was raised on a hobby farm. 
My parents always enjoyed 
gardening, so I guess that is 
where I got my interest." 

In 2011, Enviroscapes had 
125 employees, $ 8 . 5 mil-
lion in revenue and three 
locations. Yet when Pugh 
embarked on his journey to 
become a successful business 
owner, he learned that his 
greatest asset could also be a 
liability. "I had to change my 
mindset from being a techni-
cian to a business owner," he 
says. "I was a right-brained 
entrepreneur that said 'OK, 
let's do it,' and we did it, but 
we weren't focused." 

Four years ago, Pugh decid-
ed to focus on larger clients 

that brought in a minimum 
of $ 1 0 , 0 0 0 annually. The 
decision to eliminate small 
jobs wasn't easy. As Pugh 
puts it, "We had to tell Mrs. 
Jones we couldn't mow her 
lawn anymore." Yet while the 
change eliminated more than 
70 percent of Enviroscapes' 
clients, it cost less than 2 0 
percent of its revenue. 

Pugh's unwavering focus 
on his goals is now yielding 
impressive results, as shed-
ding smaller clients has made 
Enviroscapes more effective, 
efficient - and profitable. 

CONTINUOUS IMPROVEMENT. 
When Pugh first started En-
viroscapes, he was too busy to 
analyze his operations. "We 
were focused on the land-
scape side and not the busi-
ness side," he says. "About 8 0 
percent of our business was 
residential, and we were do-
ing $20-a-week cuts. That's a 
tough business model - there 
are a lot of sites to visit and 
clients to keep happy for not 
much money per account" 

It was also challenging to 

manage employees while 
running a business. "I used 
to run the mowing crew, and 
then all of a sudden, we had 
five mowing crews and three 
landscape crews - I had to 
make sure they were all run-
ning efficiently," Pugh says. 

After seeing a presentation 
by former Groundmasters 
owner Mike Rorie at a lawn 
and landscape conference, 
Pugh developed a business 
plan. "Once you hear some-
one speak, and see they are 
actually doing what you want 
to, then there is this certain 
level of, 'This is achievable.'" 
Then he reached out to con-
sultants and took a no-holds-
barred approach to paring his 
business down to essentials. 

"You have to know when to 
flip the switch and take things 
to the next level," Pugh says. 
"It's about focusing on con-
tinuous improvement, and 
being good at what you do." 

FROM LABOR TO OPERATIONS. 
By focusing on operations, ef-
ficiency and innovation over 
several years, Pugh was able 

to grow Enviroscapes into a 
$5 million company. 

During this t ime, Pugh 
also developed an approach 
toward pricing that he's stuck 
with to this day. " W e see 
ourselves as a value-added 
company," he says. "We're 
not the lowest priced, but we 
are competitive. Some people 
are cheap because that's their 
business model - and if that 
works, that's OK. But I was 
never satisfied with that." 

Pugh also began spend-
ing between $ 4 0 , 0 0 0 and 
$ 6 0 , 0 0 0 annually on consul-
tants. "It's a lot of money, but 
you're bringing in someone 
that has knowledge of best 
practices from all over the 
industry," he says. "A con-
sultant can give you insight 
about your business in two 
days that could take you 10 
years to learn on your own." 

Enviroscapes also contin-
ued to focus on the opera-
tions side of the business, 
including using technology 
and mechanization to make 
the company more efficient. 
In 1998, when a consultant 

LEANF 
Enviroscapes boosted its • 
profitability by firing 70 
percent of its clients. 
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Enviroscapes changed its business model, shedding 
most of its residential clients to focus on maintenance 
and high-end landscape work. It also rebranded to 
stand out from its competition. 

J 

By Lee Chilcote 
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COVER STORY 

UNDERSTAND 
YOUR 

LIMITATIONS 
Pugh spends between $40,000 
and $60,000 in consultant 
fees every year. Although he 
says that the investment is 
worth it, he acknowledges that 
implementing their advice is 
not always easy. 

"Things are always traveling 
100 miles an hour, so you 
really have to be a mechanic 
and fix the bus while it's 
moving," he says. 

Pugh hires consultants 
whose strengths balance out 
his weaknesses. Examples of 
areas that he's focused on with 
his outside consultants include 
implementing financial controls 
within his company, tracking 
estimated versus actual hours, 
understanding how to train 
employees and communicating 
information to employees in 
the field. 

Pugh hasn't always taken 
his consultants' advice. In 
fact, when he first began hiring 
outside experts, he had trouble 
finding time to follow their 
recommendations. 

"After the third or fourth year 
of having lots of information, 
but not being able to execute 
the changes that were 
recommended, we pinpointed 
areas and really focused on 
them," he says. "If you hire 
consultants, you really need to 
make a commitment." 

Pugh cautions business 
owners not to treat consultants 
as a panacea that will fix 
their every problem. "People 
hire consultants as if they're 
the end all and be all, but 
they're really just a source of 
information," he says. "It's 
up to the owner to implement 
change." 

advised him not to use labor 
for work that could easily be 
mechanized, Pugh partnered 
with a local fabrication shop 
and developed, and now sells, 
the Mulch Mule, a machine 
that moves bulk materials and 
saves labor. 

Although Pugh says that 
the industry is slow to adapt 
to new technology, he sees 
the future lies in becoming 
leaner and more efficient. 
"There is more competition 
and the construction market 
is not growing right now, 
so companies have to adapt 
and become more efficient 
or they will become extinct." 

Being smart with new tech-
nology does not necessarily 
mean being the first to use 
it, Pugh cautions. "I always 
say that the cutting edge is 
the bloody edge - let some-
one else get bloody and we'll 
c o m e in behind t h e m , " he 
says. "We're quick but we're 
not fast." 

T H E N E X T L E V E L . By 2 0 0 7 , 
Pugh had grown Enviroscapes 
into a major player in North-
east Ohio , but he w a s n ' t 
satisfied. He had a great 
team of younger managers 
who wanted opportunities 
to c o n t i n u e to grow with 
Enviroscapes."I had to either 
continue to grow the business 
or downsize," he says. To take 
things to the next level, he 
needed to do something that 
seemed counterintuitive - he 
had to shed customers. 

" W e had so m u c h work 
c o m i n g at u s , 
and so during the 
w i n t e r of 2 0 0 8 
we started going 
t h r o u g h e v e r y 
c u s t o m e r t h a t 
was in our data-

base," Pugh says. "We looked 
at profitability, routing, size 
of contract, PIB (pain in butt) 
factor, and how the client fit 
into our current model and 
asked ourselves, 'Do they fit 
as an Enviroscapes client go-
ing forward?'" 

U Even in a bad 
economy, a bad 
account is a bad 
account. 

Pugh realized that Envi-
roscapes could become more 
profitable by shedding clients 
that did not fit. His chal-
lenge, to put it mildly, was to 
politely get rid of more than 
70 percent of his customers. 
"When we did our analysis, 
we learned that these custom-
ers that did not fit our model, 
mostly small customers, were 
less than 15 percent of our 
revenue," he says. "We asked 
ourselves, 'Can we afford to 
give up a couple hundred 
grand worth of work?' W e 
ultimately decided we could." 

Fortunately, Pugh had an 
employee that was ready to 
start a business of his own, 
and Pugh sold Enviroscapes' 
smaller clients that no longer 
fit the business model. 

A l t h o u g h E n v i r o s c a p e s 
could have greater annual 
revenues if it accepted small-
er customers, Pugh says the 
company's focus has made 
it m o r e profitable. By de-
veloping loyalty and deeper 
relationships with his clients, 
the relationship is a win-win. 

" W e began focusing on 
the bigger commercial sites 
- doing h o m e o w n e r s as-
sociations, colleges and uni-
versities and different kinds 

of public sector work," says 
Pugh. "Our goal is to have 
fewer customers, but to do 
more work for them and offer 
the best customer service in 
the industry." 

It hasn't always been easy 
to stay focused. "In the sum-
mer o f 2 0 0 9 , we started to get 
slow, and one of our employ-
ees said, 'Maybe we should go 
back to the types of jobs that 
we used to do,'" Pugh says. 
"We had to remind ourselves 
that the reason we sold off 
some of our client base was 
we could not take care of the 
clients the Enviroscapes way. 
W e stayed focus and within a 
short period of time, we had 
plenty of the 'right' work." 

As E n v i r o s c a p e s e n t e r s 
the next phase of its growth, 
Pugh has vowed to become 
even m o r e focused. Next 
year, the company will again 
"clean the bottom of our ac-
counts off," he says. "Even in 
a bad economy, a bad account 
is a bad account." 

Pugh is proud that 70 per-
cent of Enviroscapes' work is 
maintenance, while only 30 
percent is landscape installa-
tion. To ensure success mov-
ing forward, Pugh doesn't 
want the company to have 
all of its eggs in one basket. 
"We've replaced unpredict-
able landscape work with 
p r e d i c t a b l e m a i n t e n a n c e 
work," he says. 

"The future of the industry 
is in knowing your customer 
better than they know them-
selves," Pugh adds. "If you do 
this, then you'll have raving 
fans that want to help you. 
Don't take your eye off the 
ball - and embrace building 
relationships." LAL 

The author is a freelance writer based 
in Cleveland. 

Pugh speaks at industry events 
about how his company narrowed its 
customer focus, rebranded and honed 
in on innovation. For more lessons 
from Pugh and a video interview, visit 
www.lawnandlandscape.com. 
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Connect with Corona Tools! 
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C O R O N I V 
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Born in the orange groves of California in 
the 1920s, Corona's legacy began during a 
period in American history when achieve-
ment came from hard work and tools were 
built to last for generations. 

In keeping with our heritage, we have 
forged a path with an extensive line of 
landscape tools designed to perform, 
season after season. Over the last century, 
the look of the Corona brand has evolved 

while our commitment to making 
long-lasting tools of the trade, 

K remains the same. 
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of Quality 
L A N D S C A P E TOOLS 

www.lawnandlandscape.com/readerservice - #55 85 MARCH 2012 www.lawnandlandscape.com 

http://gettag.mobi
http://www.lawnandlandscape.com/readerservice


POWER PANEL 

BY CHUCK BOWEN 

POWER PLAYERS 
The best and brightest in the industry. 

Last October, Lawn & Landscape sat down with owners 
and executives from top companies across the country 

to get a pulse on the opportunities and challenges facing 
the industry in 2012 . W e talked sales, pricing, closing 
contracts, labor and regulations. 

All year Lawn & Landscape will be running excerpts of 
that conversation. Here, we pick up where the conver-
sation left off in our February issue - competing with 
lowballers and closing contracts. 

Frank Mariani: I'm not smart enough to compete on that 
low-cost basis - I just don't know how to crack that nut. 
But, some big companies have figured that out, and God 
bless them. I just don't play in that arena. 

So we all have to find out what we do well. And here 
again, I think at these types of events, there needs to be 

PART II 
SCOTT JAMIESON 
Bartlett Tree Experts 

Stamford, Conn. 

BOB GROVER 
Pacific Landscape Management 

Hillsboro, Ore. 

MAURICE DOWELL 
Dowco Enterprises 
Chesterfield. Mo. 
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IT 'S PACKED W I T H SO M A N Y C U S T O M E R SUGGESTIONS 

WE HAD TO ADD EXTRA HEADROOM 

With a more spacious cab, the D-Series Skid Steers provide the extra leg, 
shoulder, and headroom you asked for. Plus, the highly efficient V-plenum 
cooling system and variable-speed hydraulic-driven fan with reverse option 
will keep you working even when the elements are unpredictable. The 
improved door design makes it more comfortable to enter and exit, and 
the pressurized cab means significantly less noise and dust as you work. At 
John Deere, we may have built the D-Series Skid Steers with greater comfort 
and efficiency. But it was your suggestions that laid the groundwork. 

J O H N D E E R E 

YOU'RE ON. ' 
www.JohnDeere.com/Dtails 
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POWER PANEL 

"For a long time we were 
thinking, 'We're good.' We 
can define good as, great 
quality, and all this stuff. 
But now it's, 'What do you 
want, Mr. Customer?'" 

- BOB GROVER 

M 
more discussion about how i 
to figure out what's your mis- 1 
sion and ... how do you take ] 
advantage of your particular 
s e g m e n t of the industry? 
Instead of focusing on, "This 
is the low price provider, and 
if you want to play, you have 
to play in that." I just think 
that it shows how unsophis-
ticated we are as an industry 
when all you talk about is, 
"bottom line, bottom line, 
bottom line." 

T h e p r o b l e m w i t h our 
c o u n t r y right now is that 
there's too many McDonald's, 
there's too many Walmarts, 
there's too many Home De-
pots, too many landscapers 
... there's too much of every-
thing. 

In the same token, there 
are so many dollars being 
spent in those s e g m e n t s , 
and all we want is a piece of 
that. And if we can figure out 
how to be smarter than our 
competitors, there's a lot of 
dollars out there. 

Bob Grover: Some of the stuff 
that we've worked on is that 
pricing is down and you have 
to figure out how to do it 
cheaper, constantly invent-
ing new ways to improve our 
productivity. But one of the 
things is, "What are we good 

T at? What do we want 
to sell? What does the 
customer want to buy?" 

F o r a long t i m e we 
were thinking, "We ' re 
good." W e can define 
good as, great quality, 
and all this stuff. But 
now it's, "What do you 
want, Mr. Customer?" 

™ And we've done a lot 
of work on metrics of 
our surveys and talking 

to clients. And what we're 
finding out is that what's im-
portant to us isn't always as 
important to our customers. 

Trying to define the service 
that we want to provide has 
to be in line with what they 
want. W e get really proud 
about quality, and we're pull-
ing stuff out of our services 
and people aren't even notic-
ing it. 

What people want is for 
us to manage the property. 
They don't have the staff; 
commercial property own-
ers are managing twice the 
number of properties. They 
want a low-cost offer. But 
really, they want somebody 
that 's going to take their 
landscape dollars, and man-
age it throughout the year and 
never have to call us. 

C h r i s Kujawa: Our property 
managers that we're work-
ing for used to manage five 
or six buildings. Now they're 

"It takes a while 
to figure out that 
we're not on an even 
playing field." 

- GEORGE GAUMER 

managing 12, 13. They can't 
do it wi th k n u c k l e h e a d s , 
because they have to answer 
to whomever . Now the re-
porting is even more. Now 
they're spending more time 
report ing and rating this, 
and looking at the budgets, 
instead of watching what's 
going on. And you have to 
babysit s o m e people , but 
some people you don't. Time 
is tight, but talent is tighter. 

L&L: George you play in that 
space. What do you think? 

G e o r g e G a u m e r : It's a little 
different when you're dealing 
with different markets and 
different people. 

Some of the markets out 
there, as Dale well knows, are 
a little more price sensitive, 
they're all price sensitive, 
but Florida has always been 
very tight. 

Dale Elk ins: But now they're 
looking deeper and cutting 
deeper due to the external 
pressures from, again, from 
personal income of people go-
ing away, from foreclosures, 
people not paying their dues, 
it goes on and on and on. 

GG: All of the customers out 
there, or a majority of them, 
are dealing with that situa-
tion; the vacancy rates have 
n e v e r b e e n h i g h e r . T h e y 
were projected to be 17 or 18 
percent but ended up being 
2 0 percent in 2010 . This year 

(2011) they were projected to 
go up by 10 percent, and last 
I checked it was already up 
I I percent by the end of the 
third quarter. 

So, our customers are being 
faced with real challenges. 
They're not just hammering 
landscapers , they're ham-
mering everybody: plumbers, 
heating, everything. 

Everybody is having to 
nip it down. W e really had 
a struggle for awhile dealing 

with the fact that somebody 
hands you a scope of work 
- and you want to bid that 
scope of work, you want to 
play above the board - and 
you bid the scope of work, 
and the job goes for 75 per-
cent of your bidding number. 
It takes awhile to figure out 
that we're not on an even 
playing field. 

It's really hard to explain to 
young managers, who you've 
brought along and cultured 
to do things right, to say to 
them, "Don't worry about the 
scope, just figure out what 
you can do cheap." That's just 
the way that they hear it. 

They say, "You told me 
before, 'We're going to take 
care of our customers' and 
now it's OK not to do that?" 

That's a really hard transi-
tion to make when you're 
dealing with groups of man-
agers of various levels of 
expertise and skill, L&L 

The author is editor and associate 
publisher of Lawn & Landscape. He 
can be reached at cbowen@gie.net. 

"I'm not smart enough to compete on that low-
cost basis -1 just don't know how to crack that 
nut." - FRANK MARIANI 
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LebanonTurf 

At LebanonTurf, we boast generations of experience in the use 

of high quality organic based ingredients, mycorrhizal fungi, 

microbial products, biostimulants and full chelation technology. 

With ROOTS® plant care technologies, we have generated a 

portfolio of proven and trusted products for enhancing growth 

and biological disease control. Generation after generation, 

our roots run deep so your plants grow strong. 
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COMPANY CULTURE 

did you 
say? 

Here are five sentences that could 
destroy your business. By Allan Davis 

Hang around long enough in the landscape industry 
and you will pick out destructive behavior in the 

comments you hear people make. The sentiments 
behind these comments become the building blocks of 
the culture that will develop. Here are five sentences 
that, if ever spoken, could destroy a company culture 
and eventually the company itself. 

"That sounds like a negative 
comment to me." 

A meeting was held with a group of managers of a 
large landscape maintenance firm, where a question 
was posed to the leader questioning a new initiative. 
"That sounds like a negative comment to me," was 
the response. 

It was at that moment that everyone learned that 
you do not question or criticize anything that the 
leadership does. 

All communication upwards became sanitized and 
nothing constructive was communicated again. 
There was a feeling that any comments 
made that might in any way be in-
terpreted as negative could 
very well cost someone 
their job. This created 
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COMPANY CULTURE 

what has been called a "yes 
men" culture. 

Every initiative proposed 
by the leaders of the company 
was greeted by "yes men," 
who were afraid to report bad 
news and would always shake 
their heads in agreement no 
matter how bad the idea was. 

If you are in a leadership 
position in a company, why 
wouldn't you want creative 
and talented people in your 
organization help you craft 
plans, policies and initia-
tives? 

Why wouldn't you want 
a process where discussion, 
debate and the free flow of 
ideas leads you to the best 
possible result? 

You don't have to be a large 

corporate entity to develop 
a "yes men" culture. Small 
companies are also suscep-
tible to this type of negative 
practice. If you are a leader 
in your company, encourage 
open discussion, crit ique 
and sharing of opinions good 
and bad. 

If you are not thanking 
people for bringing you bad 
news or sharing criticism, 
you do not have a sustainable 
business. 

"This office is where 
it all happens." 

Many important tasks take 
place in the office, the shop, 
the facility, or wherever you 
run your business. 

What must never be forgot-

ten is that in the landscape 
industry, the most important 
functions take place in the 
field, on the customers' sites. 

Functions such as financial 
m a n a g e m e n t , market ing, 
sales, human resources and 
others are important , but 
should only exist to support 
the delivery of quality service 
to the client. 

All efforts and resources 
should be used for improve-
ment of front line activities 
first, and then used for sup-
porting functions as eco-
nomically as possible. If your 
organization does not respect 
the fact that your front line 
employees are the ones driv-
ing the business, then do not 
have a sustainable business. 

"Let's check the 
financials first." 

A truly successful landscape 
business manages by the 
numbers. Controlling labor is 
critical. Some firms consider 
nothing but the numbers in 
the decision making process. 

There is constant pressure 
placed on field managers 
from above to control costs, 
which trains them to skimp 
on service or reject client's 
requests because they blindly 
follow hour or financial bud-
gets. 

A $70 ,000 client requested 
extra flats of annuals to fill 
out a sign bed, only to be told 
that they already received the 
exact amount in the contract. 

A $150 ,000 client request-

M O R E where it matters most. 
In borders, beds and turf, Nufarm has more ways to give you what matters 
most to keep your business growing. 
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ed a few overgrown shrubs 
pruned from in front of a win-
dow due to safety concerns, 
only to be told that there are 
no pruning hours budgeted 
for that month. 

If your organization cannot 
consider customer service in 
the decision making process, 
you do not have a sustainable 
business. 

"I had to walk the 
crew around the 
site and point out 

what needed 
to be done." 

If you manage people, and 
insist on interfering in the 
performance of their job, they 
will never take complete ac-
countability for that job and 

grow into the leader you need 
them to be. 

It is a simple formula that 
truly works. 

Find the right person for 
the job; give them the tools 
to perform the job; and get 
out of the way and let them 
perform the job. 

This doesn't imply that you 
should not get involved. 

The key is to manage based 
on the results they achieve 
and not through the process 
they employ. 

If you don't already have 
one, make an organizational 
chart. 

Take this chart and commit 
to having everyone manage 
only their direct reports. 

This means that everyone 

only manages those people 
who have direct lines to them 
on the organizational chart. 

Conversely, everyone re-
ports only to the individual 
directly above them on the 
organizational chart and no-
body else. 

In doing this, everyone 
who has a responsibility for 
someone else can take own-
ership over their job and be 
judged by the results of their 
team without interference 
from others. 

If your organization has 
managers and leaders who 
micro-manage, and therefore 
relieve others of the respon-
sibility and accountability of 
their jobs, you do not have a 
sustainable business. 

"I don't really pay 
too much attention 

to numbers." 
It is critical that the leader-
ship has a financial system 
that is comprehensive and 
gives vital information that 
allows for proper decision 
making. 

This means an estimating 
system, a budgeting system, 
a real t ime profit and loss 
reporting system and a job 
costing system, which will 
illustrate your costs and help 
you create a sustainable busi-
ness. L&L 

The author is a freelance writer 
with 35 years of experience in the 
commercial landscape maintenance 
industry. He can be reached at 
adavis@giemedia.com 
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SWITCHING BANKS 

Thinking of 
leaving your bank? 

By William J.Lynott 

HERE ARE 
TIPS ON HOW 
TO MAKETHE 
RIGHT MOVE 

EASIER. 

Furious public reaction to the announcement of op-
pressive new debit-card fees caused some banks to 
back off in a hurry, but you may rest assured that 

banks will continue to fish around for more sneaky ways 
to part you and your business from your money - and 
they've already discovered some good ones. 

If you've been thinking about parting ways with your 
bank, your first job is to make sure that you're not going 
from the frying pan into the fire. Not every bank will rep-
resent a big improvement over the policies of your present 
bank, so you need to do your homework by thoroughly 
investigating the policies and fees of the new bank you 
are considering. 

Here are some questions you should ask and consider 
when making a switch: 

• Is your new bank on sound financial ground? Log 
on to www.bankrate.com for information. Scroll down 
to "Safe & Sound Ratings" for Bankrates' star rating. 

• Since unreasonable fees at your present bank may be 
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one of the most compelling 
reasons to consider a change, 
you should ask for a complete 
list of bank fees. 

• Many banks are work-
ing to attract small business 
owners with special offers. 
Ask about low-fee or no-fee 
business checking accounts 
or other offers that may be 
attractive to you. 

• Does your new bank of-
fer online banking and is its 
website intuitive and easy to 
use? 

• How long will the bank 
hold new deposits before 
making the money available 
to you for withdrawal? 

• Is the use of its ATMs 
free or will you pay a charge 
each time you use one? 

• Will management per-
sonnel be available to you if 
you have difficult questions 
or an issue that needs atten-
tion? 

• How easy will it be to 
gain access to upper manage-
ment for a resolution should 
you have a serious issue? 

• Ask among friends and 
associates who may be cus-
tomers of the new bank you 
are considering. The most 
dependable advertising of all 
is word of mouth from satis-
fied customers. 

While you can do much of 
your research online, there's 
no substitute for person-
al contact. A visit with the 
branch manager of the bank 
you're considering will give 

you the opportunity to get 
a feel for whether or not 
the chemistry will be right 
for you. 

Once you've satisfied your-
self that the time has come 
to make a move and you've 
found the bank that you feel 
will make it all worthwhile, 
these tips will help to make a 
dicey job a lot easier: 

Start by examining at least 
two recent bank statements 
to make a written list of any 
direct deposits and recurring 
payments that are automati-
cally being credited or deb-
ited to your current account. 
These could include such 
things as paychecks, Social 
Security deposits, automatic 
utility payments or deposits 

CC Many banks are 
working to attract 
small business owners 
with special offers. 

from Treasury Direct. This 
important first step is neces-
sary for a smooth and painless 
transition to your new bank. 

Next, open an account at 
your new bank. Then contact 
every company on the above 
list. Ask them to switch their 
t ransact ions to your new 
bank. In order to do this, 
you'll need to provide them 
with the new bank's rout-
ing number and your new 
account number so they can 
begin making deposits and 
debits to the correct account. 

M O R E confidence. 
Use it on any cool-season turf, any time during the season, and control 
virtually any broadleaf weed. And do it all without any surprises. That's how 
Escalade2 herbicide gives you more confidence where it matters most. 

More where it matters most. 
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SWITCHING BANKS 

Ask them how long it will take to make 
the change. 

You can find the new bank's routing 
number and your checking account 
number within the string of numbers 
located at the bottom of one of your 
new checks. The numbers at the bottom 

of your check include a nine-digit bank 
routing number, your account number 
and the check number. 

The nine-number string at the bottom 
left of your check is your bank routing 
number. This number is always nine dig-
its long. Your account number will be to 

the immediate right of the bank routing 
number. The third set of numbers will 
be the check number, which you can 
verify by comparing with the number 
of the check. 

If all of this seems a bit daunting, 
check with the bank you're consider-
ing to see if they provide a "switch kit." 
Switch kits provided by some banks 
make it easy to give your new bank the 
info it needs to make the switches so that 
you don't have to. Chances are that your 
new bank will have other help available 
for every step throughout this process so 
be sure to ask. 

For some, this whole business may 
sound like too much work. If that's you, 
check with www.bankswitcher.com. 
For a small fee, this firm will help you 
untangle yourself from all this detail 
by providing you with step-by-step 
instructions, phone numbers, website 
addresses and forms to switch all of your 
automated transactions. 

Regardless of how you proceed in 
the switching process, it's important to 
keep both accounts open until you're 
sure everything has been switched over 
and the entries are showing up on your 
new bank statement. Some of the firms 
making automatic credits and debits will 
be much slower than others in making 
the switch. 

As you have gathered by now, if your 
present account doesn't involve any 
automatic credits or debits from outside 
firms, the job of switching over will be 
greatly simplified. 

Once you've confirmed that all of the 
previous credits and debits, if any, are 
appearing on your new bank statement, 
and that all checks have been cleared 
from your old account, your work is 
done. 

Switching banks in this technologi-
cal age has become a sharp pain in the 
neck. But, if you do switch, you'll at least 
have the satisfaction of knowing that you 
didn't just stand by while the powers-
that-be in your old bank cooked up new 
ways to part you from your money, L&L 

The author is a freelance writer based in Abington, 
Pa. He has expertise in small-business finance. 

NOW WITH 
HANDS FREE 

TRANSFORM YOUR WORKDAY 
AND YOUR BOTTOM LINE. 
Through revolutionary design and engineering, the patented 

and patent-pending T3Q00/ will dramatically 

increase your productivity and profitability. 

Step on and grab the steering wheel for simple, 

intuitive driving. The ride is smooth and steady, 

especially on hills and rough terrain. Move effortlessly from 

residential properties with 36" gates to commercial properties, 

improving route efficiency. Easily match your spread and spray 

widths and capacities for unprecedented control. And the best spray 

in the industry is now driven by a new, longer-lasting pump. 

Whether you operate one machine or an entire fleet, the T3000/ 

simplifies route management so you can maximize your profit. 
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See the T3000/in action-call 800-679-8201 for a demo or DVD. 

T3000 / 
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NATIONAL STRENGTH • LOCAL COMMITMENT 

BU.S. LAWNS 
Commercial Landscape Management at its best 

BUSINESS OWNERS - TAKE ADVANTAGE OF OUR 
NEW OFFER OF $0 DOWN TODAY!" 

S i n c e 1 9 8 6 we have helped 
existing landscape service businesses 
become a success within our 
franchise network. 
Join us and it will change your life. 

• Special Financing Options 
for Existing Businesses 

• Business Model For Success 
• Bidding & Estimating Systems 
• Sales & Marketing Programs 
• Corporate Purchasing Power 
• Ongoing Support by Industry Experts 

SUCCESS 
is e v e r y t h i n g to 

1 | 

Y O U R 
Now we are offering special finance options for those who are converting their business to a 
U.S. Lawns franchise. Not only will you be joining the leader in the industry, you will be 
taking advantage of our newest financial outreach to conversions. NO MONEY DOWN! That 
just is not an offer you want to pass up. If you were ever considering a franchise, now is the 
time and we are your future. We have the marketing you need. We have the systems for 
effective bidding, efficient routing, timely invoicing and business plans that set you on a 
growth path. The best part? We are NOT acquiring your business. You still retain ownership 
of your business. 
With U.S. Lawns, get set to grow! 

New Offer for Conversions: 
If you already own your own business, we can help you reach your commercial growth 
goals. U.S. Lawns has brand recognition. We are the leading franchise company in the 
commercial landscape management industry! We have operational systems and support 
that are second to none. Seriously. Look us up. Ask our franchisees. 

'Individuals must quality for $0 down financing. Qualifications are based upon credit worthiness & gross billings of the existing business. 

Call us today at 1-866-781-4875 
franchise@uslawns.net • www.USLawnsFranchise.com 
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DESIGNER'S NOTEBOOK 

Le Petit Chalet 
Southwest Harbor, Maine 

his is the first install-

Tment of Designer's 
Notebook, a series that 
brings you great pho-
tos of high-end land-
scape designs from 

across the country, and commentary 
from respected designers on the details 
that make it stand out. 

We chose this coastal Maine instal-
lation for a few reasons. It's a whole-
sale rehab of a storm-damaged site. It 
required tremendous engineering to 
withstand the amount of water the 
mountain sees every season. And it's a 
sustainable and thoughtful approach 
to its environment. - Chuck Bowen 
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The site is steeply sloped, at the base of Flying Mountain, near 
Acadia National Park on Mount Desert Island. A bad storm and 

house construction had left the property raw and destroyed. 
We started in June. During the five-month construction period, we 

lived on the property. What we saw was beyond any of our possible 
imaginations: two solid months of record rainfall. There was more 
than one night that James was outside at two or three in the 
morning, in a thunderstorm, digging trenches to redirect water away 
from the house. 

(Cunningham) consulted with an engineer and the systems got 
beefed up significantly. If we hadn't been living on site, I am not 
sure that any of us would have really understood how much water 
moved through that hillside. - James Barrett and Susanna Jewell, 
Gardenform Landscape Construction, Deerfield, Mass. 

Iwas engaged by the client to restore the 
devastated property after severe weather 

events caused extreme erosion across much of the 
landscape. I am originally from coastal Maine and 
working within the context of Acadia National Park 
was incredible. 

My design philosophy focused on regenerating 
the fragmented landscape and restoring damaged 
site systems. The new low-maintenance landscape 
embraces environmentally sustainable concepts 
and blends seamlessly with the island's distinctive 
ecological context. The remarkable absorbent 
qualities of the property are hidden among carefully 
imagined landscape experiences. 

Comprehensive stormwater management 
strategies shape new landforms, resulting in elegant 
grading and thoughtful drainage solutions. Massive 
above- and below-grade stormwater management 
systems easily handle major storm events, yet 
remain virtually invisible. 

Exquisitely crafted new masonry, built from an 
authentic palette of local reclaimed materials, 
gives the garden a unified, established feel. Every 
stone used in the garden is hand-selected. Lichen 
encrusted stone retaining walls define edges, 
thresholds and overlooks, and thick slabs of 
salvaged granite embedded in the earth provide 
gathering terraces and pathways. - Matthew 
Cunningham, Mathew Cunningham Landscape 
Design, Melrose, Maine 



DESIGNER'S NOTEBOOK 

This project creates a true sense of place through excellent 
design and craftsmanship. It is hard to imagine that this 

hillside was at one time devastated, for the home appears to truly 
belong to the site. 

The strongly unifying principle of simplicity ties all of the photos 
together: stone, plant and wood, shown in grays, greens and 
browns. Only a lone area of Annabelle hydrangeas peaks out of the 
sea of naturally arranged native greens. 

The many appearances of stone show how Cunningham deftly 
displayed the dynamic properties of a material. The Maine granite 
seems to naturally break through the verdant cover in instances of 
pavement, wall, sitting spots, and even an area of stepping stone 
made entirely of carefully arranged small stones. 

Simple, strong and true. The photo of a red fox resting on the 
lawn speaks volumes on how well this design naturally fits into its 
setting. Wonderful project. - Bill Healy, APLD 

J L 

The biggest challenge to any landscape 
designer is to create a garden that 

emulates a natural environment. With his deep 
knowledge of the native plant material and his 
sensitivity to the site contour, Cunningham was 
able to create an illusion that the house had 
been sited in a clearing in the woods. 

To see the before and after images of this 
project, is to believe in the healing power of the 
land when someone decides to do the correct 
site remediation, and select the correct plant 
material. 

When I look at the image of the house with its 
large granite stone patio and the plants being 
allowed to grow naturally around the perimeter, 
it evokes a gentle feeling that this house is 
asking for permission to stay, while nature 
grows all around it. - Amelia B. Lima, APLD 

n H 
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The stone work at Le Petit Chalet proves God is 
in the details. The craftsmanship and creative 

details yield hardscape elements that are both 
beautiful and functional. My favorites are the 
retaining wall bench, the stone under the lawn table 
and the stone firewood holder. 

The bench beckons one to sit and enjoy the 
peaceful setting of ferns entering the woods. The 
stone is old and weathered, giving a sense the 
bench has been there for hundreds of years. This 
single element expands the garden's use. 

Likewise, the stone laid out like an area rug 
beneath a table set on a soft green lawn appears 
whimsical and beckons one to sit, relax and soak up 
the scenery. 

The Stonehenge-like slabs of rock holding 
firewood are a perfect example of form and function. 
This landscape element verges on contemporary yet 
stops short because the slabs aren't cut to match. 
Brilliant! - Kathy Snyder Hubner, APLD TCNP 
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The best mower you 
haven't considered yet 

TAKEAGOOD LOOK AT WHAT YOU'RE MISSING.TheToro®GrandStand™delivers 
unmatched traction and hillside stability, along with the most comfortable ride 
ever offered on a stand-on mower. And contractors tell us nothing performs as TORO Count on it. 
fast or cuts as well as the TURBO FORCE® deck. Find a stocking Commercial Dealer, 
schedule a demo and learn more at toro.com/grandstand. 
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These permeable systems are proving environmentally and business friendly 
as concerns grow about stormwater runoff. By Tom Crain 

ost environmen-
tal officials report 
that s tormwater 
runoff is one of 

the more significant factors 
responsible for polluting U.S. 
waters today. 

"The number one reason 
for the increasing number 
of beach closures due to 
contamination is stormwa-
ter runoff," says Kevin Ear-
ley, director of commercial 
sales for Nicolock Paving 
Stones in Long Island, N.Y. 
Stormwater picks up oils, 
chemicals, fertilizers, sedi-

ments, dirt and debris and 
many other pollutants flow-
ing into a storm sewer system 
or directly to a lake, stream, 
river, wetland or coastal 
water. Anything that enters 
a storm sewer system can be 
discharged untreated into the 
water bodies used for swim-
ming, fishing and providing 
drinking water. 

But there is an effective so-
lution to deter pollution from 
hitting waterways: installing 
permeable pavers. 

Take the case of Linden-
hurst Memorial Library's 

new parking lot: "If it wasn't 
for the permeable pavers 
system we installed in 2 0 0 9 , 
most of the stormwater hit-
ting the parking lot for the 
past couple years would have 
wound up in the Great South 
Bay through the sewer sys-
tem," says Earley. 

Another case study Earley 
is particularly proud of is the 
Bel Air, Md., historic town 
park project where his com-
pany installed another per-
meable interlocking concrete 
pavement (PICP) system that 
same year. All stormwater 

runoff was eliminated with 
the system while the pav-
ers themselves retained the 
park's historic integrity. 

Just like conventional pav-
ing systems, PICP systems 
c r e a t e a s t rong , durable 
surface capable of carrying 
heavy loads. What makes 
them pervious is not the 
concrete itself, but the sys-
tem of wide joints between 
the pavers set on a deep 
base of aggregate that allows 
the water to filter through. 
Contaminants are contained 
and excess water is absorbed 
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mm^mrn Cavalcade PQ 
Pre/Postemergence Herbicide 

K S K ? » Vs 

Two products now available to 
optimize weed control timing. 
Choose your Cavalcade® weapon of choice in the battle 

against weeds. New Cavalcade P Q unites two active 

ingredients with proven synergy to deliver preemergence and 

postemergence control along with greater flexibility. Perfect 

for late round one application, it attacks crabgrass before and 

after it appears and wipes out tough enemies like dandelion 

and clover. Cavalcade 65WDG provides preemergence 

protection against grassy and broadleaf weeds including 

crabgrass, Poa annua, prostrate spurge and knotweed - 30 in 

all. Cavalcade P Q and Cavalcade 65WDG. Now ready for 
active duty. 

SipcamAd\fan 
The Natural Choice™ 
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8 0 0 - 2 9 5 - 0 7 3 3 

©2010 Sipcam Agro USA, Inc. Cavalcade is a registered trademark of Sipcam Agro USA, Inc. 
The Natural Choice is a trademark of Advan LLC. Always read and follow label instructions. www.lawnandlandscape.com/readerservice - #68 CALLI 210 
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PAVERS 

into the subgrade below the 
surface. 

Earley is a member of the 
American Society of Civil En-
gineers Standards Commit-
tee on Interlocking Concrete 
Pavements and the LID Task 

Committee on Permeable 
Pavements. He touts the nu-
merous benefits of installing 
PICP systems. "There will 
continue to be increasing 
restrictions on stormwater 
runoff for both residential 

and commercial properties 
in most major cities," he 
says. "Increasingly, property 
owners are paying for water 
leaving their premises." 

Cost savings is now also 
an incentive for customers. 

For less than the additional 
cost of a flexible pervious 
paved parking lot, developers 
quite often discover they can 
reduce construction costs by 
eliminating Environmental 
Protection Agency's Phase II 

SAVING WITH PAVING 

W hether a large residential patio or long strip mall walkway, 
hardscape projects can be tedious and time consuming to 
install. But they don't always have to be. 

At the 2011 Hardscape North America's Outdoor Arena, Chuck 
Taylor, a national hardscape adviser, showed attendees how to use 
mechanical paver installation machines, placing nearly 2,600 square 
feet of concrete pavers. 

"The demonstration is designed to show labor savings upwards of 60 
percent over manually installed pavers," Taylor says. 

Mechanical installations increases the capacity of a contractor 
using manually-installed labor to increase paver installations per day to 
quantities that range from 3,000-10,000 square feet depending upon 
such factors as accessibility, flow of materials, laying face width and 
the size of the paver layer. 

"With these machines, a crew of three can set 100 pallets a day, 
or approximately 7,800 square feet of paving stone," Taylor says. 
"Without the machine, the same crew could only set approximately 
1,000 square feet." 

Based in Atlanta, Taylor has 35 years of experience as a designer/ 
builder for segmental paver systems. For the past 15 years, he served 
as a consultant to engineers, municipalities and stormwater designers 
for segmental construction of permeable pavement systems. 

"For the past 30 years, there has been an increased market 
demand for paver-style installation," Taylor says. "And now that many 
municipalities are restricting water runoff on both commercial and 
residential properties, permeable interlocking pavers are increasing the 
demand even more." 

The machines are capable of picking up an entire layer of pavers (9-

Skid Steer Clamp-on 
Pallet Forks 

Professional Grade 
Attachments — 

Built for Hard Work! 

SiteìPró 

Easy, economical 
way to quickly move 
palletized materials 

• Mounts to most skid 
steer buckets without 
the use of tools -
easy on/off design 

• "T" handle design saves 
time when clamping 
and unclamping forks 

• Forks extend 14.5 inches 
under the bucket, 
8 inches inside bucket 
to support the load 

www.wssitepro.com 
E-mail: 
sales@wssitepro.com 
Phone:217-324-5973 
Litchfield, IL 62056-0100 

From Worksaver, Inc. 
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Custom Lawn Care Truck Systems 

www.llc-equipment.com 

Lehman 
LAWN CARE EQUIPMENT 

WE OFFER: Side Storage Boxes Fiberglass Spray Tanks 
Pumps Engines 
Hose Hose Reels 

We build and install complete units to meet your needs. 

(800) 340-5196 
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Rule, which requires drain-
age and retention ponds that 
take up valuable land space 
and are costly to install. 

Another incentive is the 
increasing focus on PICPs for 
inclusion in the LEED rating 

system for new commercial 
construction. Stormwater 
containment is a high prior-
ity for LEED when assessing 
a site's environmental perfor-
mance, responsible for scor-
ing many valuable points. 

The advantages of PICP 
systems make it a solution 
not only for the environment, 
but for business growth as 
well. L&L 

The author is a freelance writer based 
in Akron, Ohio. 

Did you miss the hardscape 
supplement in our February 
issue? Don't worry, you can 
find It on our website. Visit 
www.lawnandlandscape.com, 
click on current issue and 
February 2012. 

0 

14 square feet at a time) off a pallet, gripping them tightly and then 
placing the entire group into position atop the setting bed. 

Just how fast is this task performed? With a good operator, 
the machines can put down an entire pallet of pavers within a few 
minutes. About every 12 seconds, the machine places another course 
of pavers. 

To use the machines, block manufacturers must produce the 
blocks with molds and stack them in a pre-set pattern. The machines 
then clamp down, lift and place the blocks one at a time. 

The machines articulate at two different points with one wheel 
following the other, allowing it to turn in a perfect circle with no side 
scuff while keeping the blocks extremely stable. 

"Using a machine to lay pavers doesn't automatically mean you are 
going to save money on a project," Taylor says. 

He cites the many factors to take into account include, the size of 
the project, number in the crew, efficiency of the crew and amount 
of material you handle in a day. Paver machines can run as high as 
$60,000 to purchase, so most are contracted for individual jobs. For 
those willing to make the investment, there are opportunities. 

Although you can install either ICPs or PICPs with machines, 
the demonstration featured PICP green pavers that were part of a 
sustainable pavement system designed to improve the ecological 
impact of a site. These types of pavement systems provide a green 
solution and contribute to the LEED process for sustainable site 
credits. - Tom Crain 

Hardscape North America again will coincide with GIE+EXPO in 2012 
in Louisville, Ky. The show will take place Oct. 24-26. 

S T E C Equipment is a world leader in specialized turf equipment. We distribute 
the top brands from around the world, and offer them directly to the turf professional 

QUALITY. INNOVATION. DELIVERED 

Blowers 

Vacuums 

Trenchers 

1-888-325-2532 
www.stecequipment.com 

specialized' 
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D E M A N D 
M O R E 

P A Y L E S S 

See a full list of low prices 
and calculate your savings at 

rainbird.com/demandmore 

Demanding more and paying less. 
That's intelligent. 

Rain Bird supports your right to install quality products at a fair price. 
Paying less shouldn't mean settling for less. At Rain Bird, we're keeping our list 
prices lower than the competition—giving you the flexibility to win business 
in a challenging economy. We also continue to build the industry's most 
dependable, most water-efficient residential system products. Finding the right 
combination of price and performance. That's The Intelligent Use of Water.™ 
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Veggi ng OUT 
If you're tired of installing the same old retaining walls, 
then vegetative walls is something to investigate. By Brian Horn 

W hen Matt Ciminelli is work-
ing with a client and a re-
taining wall is needed on a 

project, he doesn't immediately suggest 
a vegetative retaining wall. Instead, he 
gives them the common options like 
a stone wall, and then brings up the 
alternative option. 

"You don't come in and say, 'Well, 
I'd plant a vegetative wall.' You wait 
for your opportunity and you spring it 
on them . . . unless they are asking for 
it," says Ciminelli, owner of Ciminelli's 
Landscape Services in Annapolis, Md. 

Green walls are still new to a lot of 
customers, Ciminelli says, so when 
he suggests it, he gets a lot of blank 
stares. "Even architects and engineers 
- they're looking at me and I'll have to 
explain it to them. So that does happen 
quite frequently," he says. 

O n e aspect that is easier about 
installing a green wall compared to a 
more common wall is you don't have 
to work around the elements as much. 

"You don't have to cut every tree root 
you hit," he says. 

In addition, imperfections won't be 
as obvious after installation. 

"In the years to come, if there is 
disruption in the footing, people don't 
notice it in vegetative wall because it's 
all covered vegetation," he says. "On an 
anchor wall, it's noticeable." 

Vegetative walls are an alternative option to 
present to a customer. 
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Rain Bird* 1804 Sprays: Save more 
than 35%over Hunter* PRQS-04 Sprays* 

Rain Bird* Rotary Nozzles: Save more 
than 45% over Hunter* MP Rotators.* 

Rain Bird* 5004 Rotors: Save more 
than 45% over Hunter* PGP-ADJ* Rotors.' 

Rain Bird* 5004 Plus Rotors: Save 
more than 50% over Hunter* 1-20 Rotors.* 

Rain Bird* 100 DV Valves: Save more 
than 25% over Hunter* PGV-100G Valves.* 

Rain Bird* ESP-SMT Indoor Controller: 
Save 10% over Hunter* Pro-C plus Solar Sync* 
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Helping you be more 
environmentally green! Powerful Customer and 

Job Management Software RETAINING WALLS 
To view a FREE D E M O please visit us at 

www.arborgold.com/LLdemo 
Use A r b o r G o l d in y o u r o f f i c e or in t h e f ie ld . 

O u r s o f t w a r e wi l l a l l o w y o u t o w o r k smarter, 
m o r e e f f i c ient ly a n d c u t costs. 

The Mobile 
Estimator gives 
your salespeople 
anywhere-anytime 
access to important 
information that 
they need to work 
more efficiently. 

With the Mobile Crew portal, 
access your crews can view and 

update daily work order and job 
information, including job Start 
and Stop times from any device 

that has an internet connection. 

Tree Management Systems, Inc. 
Toll Free: 1-800-933-1955 

www.arborgold.com/LLdemo 
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For All Your Spraying Equipment & Parts Needs! 

m 
Commercial Quality Skid Sprayers • Custom Built Sprayers to Fit Your Needs 

Spring is here, call us to immediately fulfill your equipment needs! 

Hose- Pumps 

Repair Kits 

Hose Reels 

Spray Guns 

Westheffer 
S P R A Y I N G E Q U I P M E N T & P A R T S 

www.westheffer.com 

Tanks- Valves 

Fittings 

Hand Cans 

Back Packs 

WESTHEFFER PREMIUM SPRAY HOSE 
g r e e n 

g a r d e 
• 300' or 400' Rolls 
• Attractive Mint, 

Green Color 
• 600 psi 

3/8" ID - .60/ft. 1/2" ID - .80/ft. 

If your new to vegetative retaining walls, try your 
first few projects on friends or good customers, 
and do it for free to get your feet wet. 

But vegetative retaining walls do have 
some drawbacks - namely the care you have 
to provide for the plants. 

"The staging is a little more difficult be-
cause you are dealing with live plant mate-
rial," he says. "You have to have your plants 
lined up and you have to care for them." 

This can especially be a problem if you are 
on a construction site with other contrac-
tors and you have to wait your turn. With a 
non-vegetative wall, you could just throw a 
tarp over the materials and wait your turn, 
but you have to give constant attention to 
your plant materials for a vegetative wall, 
Ciminelli says. 

You also have to know your plant mate-
rial. Ciminelli will make initial suggestions 
to a customer about what plants would 
work, but he also consults with a landscape 
architect to tweak what he already knows. 

"For instance if it is already covered with 
an invasive plant, it's going to be hard to 
beat that plant out,"he says. "So you might 
make the call that we might just plant more 
of it, or we might plant something that can 
defend itself against that plant." 

If you decide you want to add vegetative 
wall installation to your service, do some 
for free for family members, or a business 
you know well. 

"Give it away to a res taurant , s o m e 
high profile school, do a volunteer day or 
something and try some different things 
because if it fails, it's not going to kill you," 
he says. "Just see what works and get your 
feet wet." L&L 

The author is an associate editor at Lawn & Landscape. 
He can be reached at bhorn@gie.net. 
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Looking for a Job 
or Looking to Hire? 

The Lawn & Landscape Jobs Board 
• Post Resumes 
• Search for Jobs 
• Find Employees 

Streamline your search with the Lawn & Landscape job board . . . www.lawnandlandscape.com/jobs 
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CC A great rewholesale 
nursery is a one-stop shop 
that has quality material 
that you can trust when it 
hits the ground." 

David Whittaker. 
Chatham Landscape Services 

Choosing a rewholesaler 
Consider these five questions before signing with a company. By Keiiy Pickerel 

Rewholesale doesn't have to be 
a scary word. Many landscap-
ing companies buy a large 
majority - if not all - of their 
plant materials from rewhole-

salers. If a good rewholesale business is 
found, the landscaper can save money, 
time and effort. This issue isn't so much 
finding a good rewholesaler but finding 
the right one that caters to a landscaper's 
specific needs. The following are some 
important questions to ask before choos-
ing which rewholesaler to sign with. 

1W H A T CAN I BUY H E R E ? A bet ter 
question might be what can't you 
buy? Buying from one place instead 

of using multiple sources is easier on 

the landscaper, says David Whittaker, 
vice president of Chatham Landscape 
Services in Marietta, Ga. 

"When you're using a rewholesaler, 
you're already paying a markup," Whit-
taker says. "So you're depending on a 
rewholesaler to carry a wide range of 
materials. If they don't have something, 
I'll keep calling down the line till I find 
a source that has everything I need. I 
don't want to have to get one thing from 
here and another from there and pay for 
partial loads and delivery fees." 

Pastorek Landscaping & Grounds 
Management in Pennsylvania gets 95 
percent of its purchases from a rewhole-
saler. President Dave Pastorek says 
it's important to find someone who is 

knowledgeable about materials, because 
you might not realize a small mistake 
until a few months down the road. He 
says if a rewholesaler chooses a cheaper 
option rather than the one asked for, the 
result can be devastating. 

"We do a lot of commercial work and 
the specs are already drawn up," Pas-
torek says. "The difference between two 
pieces can be big. If you have somebody 
that doesn't know what they're buying, 
trying to save money, it can change the 
whole project." 

Whittaker adds that the best rewhole-
salers have everything you're looking for. 

"A great rewholesale nursery is a one- * 
stop shop that has quality material that | 
you can trust when it hits the ground," -
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Cub Cadet Signature Cut™. Plus, with the most efficient drive train on the market, and a lifetime warranty1 on the 
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Zylam® Insecticide kills tough turf insects with 
long-lasting results. It quickly protects through rapid 
uptake and translocation, defending roots and leaves. 
Its ability to move quickly and remain effective 
allows for plant rescue and protection against future 
insect infestations. 

P O W E R UP YOUR P L A N T 
P R O T E C T I O N WITH Z Y L A M ! 

PLANT MATERIAL 

Whittaker says. "It has quality material all of the time, not 
some of the time." He says a few bad trees out of 100 can ruin 
an entire project. "Nothing makes me abandon a rewholesaler 
more than when I'm on a tight deadline and a few pieces need 
to be exchanged." 

Rewholesalers aren't just for basic trees and bushes. Whittaker 
says he uses rewholesale material for all of Chatham's larger, 
commercial projects. 

"We are able to use a rewholesaler," Whittaker says of high-
end projects. "But we can only use the (rewholesalers) that 
understand our business and the quality factor." 

2WHAT ARE THE COSTS? Don't be afraid to negotiate with 
the rewholesaler. They have the ability to play around 
with prices because they buy so much material in bulk. 

Eric Taylor, operations manager of Roundtree Landscaping in 
Dallas, says negotiating can only benefit you. 

"With the way that the economy is, even though it's whole-
sale, we're still trying to get the best deal for the best quality 
materials. We work with renegotiation," Taylor says, adding that 
most rewholesalers give discounts if you buy larger amounts. 

"If we buy exclusively from them, what kind of discount price 
can we get without sacrificing the quality?" Taylor says, noting 
that to Roundtree price does not trump quality. 

Whittaker says it's important to make sure there is a set pric-
ing structure in place. Inconsistent pricing strategies can ruin a 
business, he says. For example, if a landscaper buys flowers for 
$10, and then the next week the rewholesaler increases the price 
to $12, a $2 variable can be crippling if buying large quantities. 

"In a low margin business like landscape, that can be huge," 
Whittaker says of the $2 difference. "Set pricing strategies 
specified for your needs." 

Plant prices aren't the only thing worth looking in to. The 
current economic forecast can change the cost of delivery and 
labor very quickly. 

"When gas prices start to shoot up, fees start to go up as 
well," Taylor says. "Different wholesalers charge (differently) 
for deliveries. Some vendors don't charge too much for delivery. 
I put all that into consideration when going with someone." 

3HOW QUICKLY CAN I GET MATERIALS? With projects being 
signed off on every day, the quicker plans get under way, 
the better. 

Even if a rewholesaler doesn't have the materials in stock, 
Taylor says its better to at least have a workable time frame to 
plan around. 

"A bad rewholesaler will just say, 'Oh, no, I don't have it.' 
They'll just leave it like that," he says. "The good ones will say, 
T don't have this right now, but I know I have some trucks 
coming in next week from these nurseries, and I'll see if I can 
get it for you.' They always give me a call back or shoot me an 
email to keep me updated. 'Hey I can get this in, but it might 

r r pbi / G o r d o n 
L i c o n p o n a t i o n 
An Employee-(hened Company 

800.821.7925 • pbigordon.com/zylam209g 

Z Y L A M LIQUID I AVA ILA BLE 2 • IZ 
S Y S T E M I C I N S E C T I C I D E | F O R T R E E S & S H R U B S 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS. 
Gordon's« and Zylam ?; are registered trademarks of FBI Gordon Corporation. 1/12 01708 
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be a few weeks,' or T can get this in 
tomorrow. Will you be ready?' They go 
that extra mile." 

Taylor adds that a good relationship 
with your rewholesaler can help you find 
specific items elsewhere. 

"I just give them a call and they help 
me out a lot," he says. "If they don't 
have something, they help me by getting 
them shipped in for me from someone 
else. Then I don't have to get one plant 
shipped in from Louisiana and deal with 
the shipping costs." 

4W H A T IF P L A N S C H A N G E ? Some-
times, project start dates can get 
moved around because of the 

threat of weather. Taylor says a good 
rewholesaler will try to work with your 
flexible schedule. 

"If you don't schedule a delivery ahead 
of time, their delivery boards fill up," he 
says. "The good ones do what they've 
got to do to get that out to you. They 
take that extra step. It makes my life a 
whole lot easier. Otherwise, I'm having 
to drive out there myself and make ar-
rangements." 

Whittaker also says communication 
is key. 

"If they don't deliver 100 percent of 
the order, they have to communicate," 
he says. "It 's OK, especially if it's a 
lengthy job. Mistakes happen, but they 
have to contact the company as soon 
as there is an issue. They need to call 
the buyer and say, 'We're not going to 
deliver on these items,' so (the buyer) 
can readjust." 

5WHAT SHOULD I LOOK FOR? Taylor 
suggests searching your local area 
first because rewholesale compa-

nies are everywhere. "I would first try 
out the larger, more established ones 
that have been in the area for awhile," 
he says. "The bigger ones are really good 
about working with you, and all you've 
got to do is contact them and a salesper-
son will come out." 

Pastorek says it's a matter of find-
ing who matches you. "Find a good 

relationship, a trusting relationship," 
he says. "If you don't feel comfortable, 
don't be there." 

Great rewholesalers are "few and far 
between," says Whittaker, but they're an 
asset to the landscaping industry. 

"(Rewholesalers) are a necessary ser-

vice," Whittaker says. "When business 
is slow, and you write a contract today 
that starts tomorrow, there's no time to 
set up deliveries. It's not practical to go 
straight to the source." LAL 

The author is a freelance writer based in Cleveland. 
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Watch your business identity flourish and 
your sales bloom with a customized vehicle graphic from 
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You now have access to high quality graphics that were once reserved for 
only the largest fleets in America. Commercial Curb Appeal allows you to 
design your graphic yourself with our state-of-the-art design website. 

Start your design from scratch 
or use one of our professional 
design templates where you 
can simply add your business 
identity to make your brand 
stand out in the crowd! 
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Choose images from the 
Graphics Library or upload 
your own images and logos. 
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Or call: 800-677-2726 
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PLANT INTRODUCTIONS 

Compiled by Sarah Martinez 

A single new and noteworthy plant can jazz up 
/ x e v e n the most run-of-the-mill projects. Before 
you submit your next bid and spec list, cruise 
through this list of introductions and consider 
substituting an old standby with a new offering. 

Give your installations a new look with these project-specific introductions. 

Perennial borders 

Echinacea 
Darwin Perennials Dou-
ble Scoop series includes 
v a r i e t i e s w i t h l a r g e , 
double flowers sporting 
eye-catching colors. With 
clean foliage and brilliant 
blossoms, they make a 
great addition to peren-
nial borders. The series in-
clude Bubble Gum (pink), 
Raspberry (dark pink) and 
Orangeberry. 

Salvia 
'Sweet 16' from Walters 
Gardens produces large 
s tems of vibrant rose-
purple buds, which open 
to larger, brighter laven-
der-pink flowers with a 
purple lip. It reaches 18-
24 inches tall, and 24-28 
inches wide. 

Calibrachoa 
Proven Winners has added 
several new varieties to 
its Superbells calibrachoa 
series, including Cherry 
Star. Cherry Star has pet-
als that are a rich cherry 
color with minimal fading. 
A breeding breakthrough 
is the new star pattern that 
stays consistent, even in 
the heat. 

Scabiosa 
Skagit Gardens' new Sca-
biosa Mariposa Violet has 
large, deep-violet, pin-
cushion flowers that are 
fully double on sturdy 
stems. This compact pe-
rennial produces loads of 
blossoms above bushy foli-
age from June to October. 

Euphorbia 
E u p h o r i c W h i t e f rom 
Syngenta Flowers/Gold-
Fisch is a vigorous, well-
branched plant that fills 
pots and baskets quickly. 
Plants are early to bloom, 
with an a b u n d a n c e of 
large, white bracts even 
under stressful summer 
conditions. 

Petunia 
The newest addition to 
the Fortunia series from 
Fides North America is 
Silver Vein. This variety 
has large flowers with 
a beautiful dark-purple 
heart and clear veins. It is 
very vigorous, with great 
garden performance. 

Foundation plantings 

Boxwood 
Conard-Pyle Co.'s Buxus 
'Highlander' is easily one 
of the fastest-growing box-
woods on the market, put-
ting on as much as 24-30 
inches of new growth per year. It has a 
distinct, upright, pyramidal habit. 

Nandina 
Southern Living Plant 
Collection's Nandina 
domestica Obsession 
('Seika') is an upright, 
compact, dense grower with brilliant-
red new foliage - much richer than 
ordinary nandinas. Foliage matures to 
a deep green. 

Rhododendron 
The Southern Living 
Plant Collection now 
includes a series of 
rhododendrons bred 
to perform well in the Deep South. The 
Southgate series from Plant Develop-
ment Services also performs equally 
well in traditional rhododendron-
growing areas. Plants grow roughly 3-4 
feet high and wide. 

Stand-out specimens 

Gardenia 
McCorkle Nurseries' 
Pinwheel gardenia is 
4 by 4 feet in size and 
is ideal as a specimen 
or patio container plant. 
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HELPING PROFESSIONAL CUTTERS 
GROW THEIR BUSINESS 

Your Complete Line of Commercial Mowing Equipment 

Snapper Pro offers professionals like you a complete line of 

rugged and reliable commercial mower equipment. The quality, 

value and price points of the Snapper Pro line can't be beat! 

Each model in the line has been constructed to withstand the 
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with tough, durable and innovative mowers at an affordable 

price. Snapper Pro — value you can depend on! 

Learn more about our rugged line of commercial 

zero-turn, out-front and walk-behind mowers! Call 

us at (800)933-61 75 or visit www.SnapperPro.com 

to find your local Snapper Pro dealer today! 
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PLANT INTRODUCTIONS 

Hydrangea 
E v e r l a s t i n g F l a m e 
( 'Bokratorch' ) from 
Plants Nouveau pro-
duces creamy white 
panicles earlier than other H. paniculata 
varieties. The panicles change to bur-
gundy red at the onset of cool weather 
and maintain their ornamental appeal 
until frost. 

Virginia sweetspire 
Itea virginica Scarlet 
Beauty is a new intro-
duction from Chica-
goland Grows. It's a 
summer flowering shrub with excellent 
fall color. Grow as a specimen plant or 
mass on moist banks for soil stabiliza-
tion. Mature plants are broad-rounded 
and measure about 3-4 feet tall and 4 feet 
wide in five years. 

Tropicals for containers 
Canna 
C h o c o l a t e Sunrise 
from PlantHaven pro-
duces warm, sunshine-
yellow flowers. Plants 
exhibit a tight clumping habit, measur-
ing 4 8 inches tall by 36 inches wide. It's 
hardy to USDA Zone 7b. 

Colocasia 
'Black Coral' is part of 
the Royal Hawaiian se-
ries from PlantHaven. 
It features deep-black 
glossy foliage with electric-blue veins. 
The Royal Hawaiian colocasias have 
been bred to be sturdy garden perform-
ers and container specimens. 

Hibiscus 
Cranberry Crush from 
Walters Gardens fea-
tures near-black buds 
that open to glossy, 
deep scarlet-red 7-8 inch wide flowers 
with heavily overlapping petals. It's an 
ideal border or container plant, growing 
3-4 feet tall and 4-5 feet wide. 

Rose garden selections 

Lady of Shallot 
Lady of Shallot is one 
of the hardiest intro-
ductions from David 
Austin Roses . The 
young buds are a rich orange-red and 
open to a salmon-pink upper side. It 
grows up to 4 feet tall and 3 Vi feet wide. 
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Gold Medallion is the 
newest introduction 
in Greenheart Farms' 
G a r d e n T r e a s u r e s 
micro-miniature col-
lection. These disease-resistant roses 
are self cleaning and low maintenance. 
Garden Treasures can be used as annuals 
or perennials. 

Cape Diamond 
Cape Diamond from 
Weeks Roses is ideal 
for Northern climates; 
it's hardy to USDA 
Hardiness Zone 3. 
Plants are vigorous and can be grown 
as a large, spreading shrub or trained 
as a climber. It features old-fashioned, 
pure-pink flowers. 

Screens and hedges 

Camellia 
Monrovia's Camellia 
sasanqua Pink Yuletide 
( 'MonDel') features 
pink flowers, centered 
with bright-yellow stamens. It's fragrant 
and a beautiful addition to a winter 
garden. It's ideal as a hedge, screen or 
border shrub. 

Bayberry 
LCN Selections' Myri-
ca pensylvanica Bobbee 
('Bobzam') is a com-
pact variety selected 
for its habit and dense, rounded form. 
It grows 6 feet tall and 6-8 feet wide. 
Foliage is darker, wavier glossier and 
larger than the species. 

Trees for structure 

Maple 
J. Frank Schmidt & 
Son Co.'s Northern 
Glow maple (A. pseu-
dosieboldianum x pal-
matum 'Hasselkus') has deeply-cut leaves 
that emerge bronze-green and mature 
to medium green. The autumn foliage 
glows bright orange-red to deep red. 

Redbud 
Greenleaf Nurseries 
introduced Cercis ca-
nadensis 'Ruby Falls' 
from PlantHaven. It's 
the first weeping redbud variety on the 
market with purple leaves. It will even-
tually reach 6 feet tall and 4 feet wide. 

To read about vines, including 
Clematis and Honeysuckle, for 
arbors and pergolas, visit www. 

Iawnandlandscape.com and search 
for "plant introductions," to find the 

rest of this story. 

Horizon 
The Edge You Need 
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stop in for trimmer line - all without leaving your desk. 

To order your supplies online from our 
industry leading B2B portal. 
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ordering, secure account access, product pricing and powerful 
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Visit HorizonOnline.com to 
get up-to-the-minute pricing, 
product reference catalogs, 
online ordering and more. 

Irrigation • Specialty • Landscape • Equipment 
Sales 800.PVC.TURF • Equipment 888.PLC.PART • HorizonOnline.com 

© 2012 Horizon Distributors, Inc. All Rights Reserved. 

www.lawnandlandscape.com/readerservice - #83 
www.lawnandlandscape.com MARCH 2012 113 

http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape.com


After sitting down with 
our company agrono-
mist to review our 

product usage from the past 
year, I realized that we need-
ed a new product strategy. 
During the past several years, 
we have experienced rapid 
growth, which has put a tre-
mendous amount of pressure 
on top managers to control 
costs. Product cost for a lawn 
care c o m p a n y is a major 
expense that is a large factor 
that controls profit margins. 

Negotiating product pric-
ing with our vendors is one 
of the more important deci-
sions we make all year. It has 
been my experience to see 
lawn care companies' prod-

uct expense vary from 10-20 
percent per year. 

While many companies say 
that they make their product 
decisions based only for fi-
nancial reasons, others base 
it on quality and results. For 
the past 12 years, we have 
wrestled with using liquid or 
granular. Some years we have 
used liquid and others we 
have used granular products 
- both having their advan-
tages and disadvantages. 

Through trials and tribu-
lations, we have c o m e to 
the conclusion that there 
really isn't a right or wrong 
answer. Decisions need to 
be made based on each in-
dividual company's specific 

circumstances. These deci-
sions should be based on cost, 
storage, equipment and, most 
importantly, results. At the 
end of the day, results are 
the most important because 
without that you don't have 
a loyal customer. 

I have realized that com-
bining liquid and granular 
fertilizers into our program 
was the perfect blend de-
pending on the round. 

THE CASE FOR LIQUID. Using 
liquid fertilizers has helped 
with client perception. When 
selling a service, you never 
want to make a client feel 
that they can do the same 
job them-selves. When one 

of our 500 gallon spray trucks 
arrives at a client's home and 
the technician begins spray-
ing, value is truly added. 

The client just feels that 
they can't do it themselves. I 
liken it to when you dine out 
for brick oven pizza. I don't 
care how good I can make 
pizza at home, it does not 
compare to eating pizza just 
cooked in a 600-degree brick 
oven. The service experience 
is there in spraying rather 
that applying granular. You 
wow the client and make 
them feel that they are re-
ceiving value that they could 
never attain. 

Liquid fertilizers have their 
benefits , as many of you 
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FERTILIZER For best practices on tank mixing, visit 
www.lawnandlandscape.com and search tank mixing. 

already realize. As we slowly 
moved over to using it, as well 
as granular, it was a perfect 
mix, but it took some time to 
train our staff and adjust to 
this new method. 

I also thought it was in our 
company's best interest to 
assert more control over our 
own mixing. This c rea ted 
consistency in our products 
and deterred theft and care-
lessness in product usage. For 
example, a lawn technician 
may not pay attention to the 
setting of her spreader and 
apply too much or too little 
granular to the application. 

W h e n we mix our own 
products , we c a n analyze 
our program during the year 
in such features as nitrogen 

output or usage of weed con-
trol, as well as eliminating 
the waste of opened bags not 
fully used. It also increased 
our quality control in treating 
weeds. No matter how well 
one manages a lawn techni-
cian, if he has to pass over 
the lawn twice to do the job, 
the second time around will 
never be as consistent as the 
first time. When our techni-
cians are using granular fertil-
izers, they miss areas when 
treating weeds and crabgrass. 

Loading our trucks each 
morning was beginning to 
look like one of those crazy 
r e s t a u r a n t k i t c h e n s wi th 
chefs bumping into each oth-
er. It was a madhouse when 
all we used was granular . 

Loading a half a dozen pallets 
of fertilizer into trucks was 
exhausting and labor inten-
sive. It is also a lot cleaner to 
treat with liquids rather than 
granular. When using granu-
lar, technicians lose a lot of 
product when unopened bags 
are subject to the elements 
and products can spill onto 
driveways and walkways. 

T h e r e are m a n y advan-
tages to having liquid in 
your program; however, one 
d r a w b a c k is t h e up- f ront 
cost . To administer liquid 
applications, one needs the 
investment of equipment . 
That is the need for agitating 
enhanced spray tanks to ap-
ply liquid fertilizer on lawns. 
This equipment can range in 

cost from $ 4 , 0 0 0 - $ 1 8 , 0 0 0 . 
Additionally, if it is the desire 
to mix the liquid products 
prior to distributing to each 
individual truck, there is the 
need to invest in a bulk mix-
ing tank system. 

W e invested in this when 
we reached 3 0 trucks in our 
service location. This cost 
us approximately $ 4 0 , 0 0 0 . 
So, although it is a very good 
investment, it will take three 
years to see a return on in-
vestment. However, once ac-
complished, we have a clean 
m e t h o d of loading t rucks 
quickly and efficiently, mak-
ing it more cost-effective. 

T H E C A S E F O R G R A N U L A R . 
Granular is much more cost 
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Fulfilling your 
need for speed. 

Getting on and off each job as quickly as possible, without sacrificing quality or safety, is imperative to your business. 
Featuring a new and improved formulation, Imicide is as fast or faster than any other passive micro infusion/injection system 
available today, maximizing the speed at which you complete your treatment. And by providing unmatched protection against 
even the most hazardous insect pests, Imicide's not only fast - it's effective. Mauget. The right way to treat a tree. 
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FERTILIZER 

effective to apply. Typically 
all one needs is a $ 4 0 0 dollar 
spreader, a $14 bag of fertil-
izer and a certified applicator 
for application. It's also a 
phenomenal fertilizer to ap-
ply during dry and hot period 
times of the year. 

Slow release granular fer-
tilizers are much better for 
feeding lawns that are suf-
fering from heat stress and 
dry weather. Typically, our 
company applies slow release 

There are five best 
practices LCOs should 
know when it comes to 
applying herbicides. You 
can find them at www. 
Iawnandlandscape.com, 
search "herbicide." 

granular fertilizers during 
the summer and fall seasons. 
When applied, our 30 percent 
slow-release fertilizers allow 
lawns to be fed slowly to 
avoid burning. Additionally, 
lawns can then be fed with 
less frequency. 

They also make for a fan-
tastic management tool. W e 
have all received that call 
from a c u s t o m e r that the 
lawn technician did not treat 
the entire lawn or even treat 
it at all. 

It is very easy for one of our 
service managers to imme-
diately visit and address the 
situation by physically going 
to the lawn and seeing for 
themselves. A better solution 
is to educate the customer on 

the phone to go to the lawn 
and look closely to actually 
detect the granular fertilizer. 

When we began our busi-
ness, we were servicing less 
than 1 , 0 0 0 customers with 
granular fertilizers. It was 
easy to scale our service ini-
tially with granular fertilizer, 
a l t h o u g h we always used 
liquid herbicides and insecti-
cides. As our company grew 
and we needed to control 
costs and consistency in prod-
uct, we slowly transitioned 
into both liquid and granular 
fertilizers and we have finally 
struck a perfect balance. 

W e start the first several 
rounds using liquid fertilizer 
to feed the lawn quickly with-
out a slow release, because we 

know we will be back again 
in five weeks. W e also have 
the ability of mixing the pre-
emergent and broadleaf con-
trol so that we can hit control 
for every problem weed and 
grass on the lawn with one 
pass by technician. W e then 
t ransi t ion into a granular 
slow-release fertilizer for the 
warm and dry season and the 
fall as it is better for the lawn. 

Having this balance has 
saved our c o m p a n y t ime, 
wages and product cost. Most 
importantly, we keep our cus-
tomers best interests in mind 
by developing a superior lawn 
care program throughout the 
year, L&L 

The author is president of Noon Turf 
Care based in Hudson, Mass. 
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"Move up 
w i th Go ¡Lawn 
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Former President of GroundMasters 

CEO of Go iLawn 

• View high resolution property photos 

• Measure commercial & residential properties 

• Create detailed site diagrams 

• Build professional proposals that sell 

• Market 24/7, 365 days a year Measure. Bid. Win. 

Get started today with 50% More 
on a Trial Package! 
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Steady 
FLOW 

Contractors are forecasting a stronger year for 
water features and marketing their services to 
capitalize on this segment. By Lyndsey Frey 

Water features provide customers interaction 
and tranquility from their landscapes. 

ark Russo admits he's addicted to water. The 
obsession began about 11 years ago after install-
ing a pond in his backyard, which eventually led 

to three and the launch of his full-service water feature 
business, Rocky Mountain Waterscape in Erie, Colo. 

"(Water features) provide openly more interaction 
with the landscape than any other single item," says 
Russo, the president and owner. "They can provide 
an element of tranquility to any landscape . . . and that 
background sound is really music in the garden 24 
hours a day." 

Waterfalls, ponds or even fountains can transform any 
outdoor setting into an alluring paradise because they 
add life - literally, in many cases - movement and sound 
to an otherwise stagnant landscape design. 

But as consumers look to trim spending, water fea-
tures for commercial or residential jobs have been drying 
(Continued on pg. 122) 
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High MAINTENANCE 
Don't be fooled by the pure beauty and soothing vibrations of 

water features. They require consistent maintenance - much 
more than, say, shrubbery. 

Mark Russo of Rocky Mountain Waterscape says contractors 
should be honest when selling water features and be careful not to 
oversell their simplicity. He's heard too many horror stories of potential 
customers coming to him with green ponds or dead fish. 

"Much like your lawn needs to be mowed every week, your water 
feature requires a few minutes of attention, as well," says Russo, who 
recommends maintenance on an average water feature at least every 
couple of weeks. "On the plus side, you can turn that into an additional 
revenue stream. It's enough to be a profitable part of our business." 

Russo names the top three maintenance issues contractors should 
keep in mind: 

IKeep out organic debris. Anything organic that blows into a 
water feature, such as leaves, grass clippings, branches, etc., has 
the potential to break down and become algae food. 

2 Keep water healthy. Make sure your water feature has excellent 
filtration, especially if you're going to introduce fish. It's better to 
over filter than under filter, Russo says. 

3 Add water treatments on a regular basis. To avoid green ponds, 
make sure you add water treatments at least every couple of 
weeks. 

Companies that 
install water 
features can add 
maintenance to 
their service list for 
extra revenue and 
higher profit. 

Encore is known for their commitment to quality craftsmanship, that commitment 
has lead to a line of powerful, affordable and durable machines that get the job 
done. See what an Encore mower can do for you, call 1.800.267.4255 and talk to 
one of our sales representatives today. 

DISTRIBUTORS AND 
DEALERS WELCOME 
Call 1.800.267.4255 for more. 
Division of Worldlawn Power Equipment 
Beatrice, Nebraska 
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WATER FEATURES 

(Continued from pg. 120) 
up. So landscapers in the arid 
West are trying new tactics 
- along with some tried and 
true methods - to market 
their services and capitalize 
on this segment in 2012. 

"One of the things we're 
doing differently is we've 
joined almost a network-
ing partnership with a local 
housekeeper," says Ralph 
Biezad, owner of Phoenix-
based Pondscapes and who 
also sets up displays at local 
nurseries to build business. 
"We're referring each other 
out, so we're getting the word 
out to even more potential 
customers that we wouldn't 
have had in the past." 

It's an exclusive referral 
system. Biezad refers the 
housekeeper's services to his 
customers and vice versa. Be-
cause the majority of Biezad's 
customers are snowbirds, 
there is strong demand for 
the maintenance of his cus-
tomers ' homes and land-
scapes, while they are away 
during the summer months. 

And it's really paying divi-
dends. Since the partnership 
began at the beginning of 
this year, Biezad has already 
gained 17 - and counting -
additional accounts, five of 
which are for water feature 
maintenance and two are for 
the installation. In fact, he's 
experienced a 100 percent Landscape contractors say the water feature market is coming back. 

GROUNDSKEEPER PRO BUSINESS SOFTWARE 
FEATURES INCLUDE^ 

• Billing 
• Scheduling 
• Routing 
• Estimating 
• Contracts 
• Time & Materials 
• Income Reporting 
• Expense Reporting 
+ MORE! 

ONLY $399! Save thousands 
compared to similar programs. 

INVOICING + MORE MADE EASY! 

Adkad Technologies / 1.800.586.4683 / www.adkad.com 

F R E E Trial! http://www.adkad.com/free/LawnAndLandscape 

Organize your business better 
with GroundsKeeper Pro business 
software. It's specially designed 
for the lawncare and landscaping 
industry, it's easy to use and it's 
affordable. 
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"The saw is ready to work 
when you're ready to work" 

David L - Professional Landscaper 

F k 
j * S r < 

CS250 Cordless Chainsaw 
• 40V MAX : Lithium Ion Power 
• PowerSharp® chain sharpening system 
• Instant start 
• Low noise 

To view more testimonials and locate a dealer near you go to 
OregonPowerNow.com 

G 2 2 2 D 
PowerNow™ 
Cordless T G G I System 

© 2012 Blount, Inc.. All rights reserved. OREGON*, PowerSharp* and PowerNow*" are registered trademarks of Blount, Inc. 
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WATER FEATURES 

success rate through this partnership, 
thus far. 

"This year, we're forecasting to be 
close to $ 4 0 0 , 0 0 0 (in revenue)," says 
Biezad, who nearly doubled his revenue 
in 2 0 1 1 . Currently , installation and 
m a i n t e n a n c e of water features only 
comprise about a third of his business, 
but he hopes to increase that to about 
5 0 percent by the end of this year due 
to this partnership. 

Russo is making a big push with gar-
den home shows this year to not only 
gain new customers, but also strengthen 
his relationships with landscape contrac-
tors to complement his water feature 
services. To date, he has three shows 
booked, including the Denver Home 
Show in March, and plans to add ad-
ditional garden shows in outlying areas. 

"In general, home shows give you 

Ralph Biezad of Pondscapes (above) and 
of Rocky Mountain Waterscape (right) are 
techniques to boost water feature sales. 

The Turf Professional's Free 
On-line Source for Weed ID and 
IPM Control Recommendations 
• Weed ID Photos • Regional Alerts 
• Control Options • Turf School Links 

TEST YOUR WEED IQ! 
WEEKLY CONTEST-

Correct ID 
Can Win This 

Magic Mug 
With Disappearing Ink 

H 
Weedalert.corrr 

An Industry Service From 

p b i / G O R d o n 

c o R p o R a t i o n 
An Employee-Owned Company 

www.lawnandlandscape.com/readerservice - #93 

Invoice Stuffers 

www.lawnandlandscape.com/readerservice - #96 

1 2 4 MARCH 2012 www.lawnandlandscape.com 

http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape.com


THE REAL DEAL 
We're more than a product source, we're your business resource. 
Customers not only get a wide variety of top product choices in irrigation, hardscape, water features, 
lighting, landscape and turf, but also have access to business and credit resources, education services, 
product training, online ordering and more. Stop by your local branch or go online to see how we can help 
grow your business and provide more value for your buck. 

FIND US: TALK TO US: Check out our e d r i M t partner program 
www.ewingl .com 800.343.9464 and take advantage of money-saving offers! 

IRRIGATION I TURF PRODUCTS I LANDSCAPE LIGHTING I EROSION CONTROL I WATER FEATURES I HARDSCAPE 
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WATER FEATURES 

an air of credibility," he 
says. "People see you year 
after year; you get that brand 
awareness out there. For me, 
it's a way to kick-start my 
season, as well." 

Russo typically receives 
$200 ,000-$300 ,000 worth 
of sales from a garden show. 
Throughout the show, he's 
booking consultations and 
out in the field giving esti-
mates to potential customers 
so by the end of it, he has 
worked lined up for months. 

Russo says 2012 should 
be a strong year, judging by 
the size of water features 
he's building. In 2007 and 
earlier, typically the water 
features he built were in the 

$10,000-$50,000 range. In 
2 0 0 8 and 2009 , although 
they built almost as many, 
they were much smaller, in 
the $6,000-$15,000 range. 
But in 2010 and 2011, he 
saw that average size start to 
climb back up the scale. 

"I interpret that as people 
willing to let go of a little more 
money," says Russo, who 
projects revenues between 
$ 8 0 0 , 0 0 0 and $ 9 0 0 , 0 0 0 
this year, just barely under 
his all-time high of just more 
than $1 million in 2007. "I 
think there's pent-up de-
mand. We're Americans, and 
we like to spend money." L&L 

The author is a freelance writer based 
in Cleveland. 

Rules Of PROPER PLUMBING 
Apart from the aesthetic features of waterfalls, ponds and 

fountains, such as the pavers, plants and wildlife, the thing has 
to work. Pumps come in a confusing array of models and sizes, and 
choosing the correct pump is paramount to keeping the life of a water 
feature strong for years to come. 

"If you have too much water flow, you're not filtering the water 
properly," says Ralph Biezad of Pondscapes in Phoenix. "If you have 
too little water flow, you're running the risk of not oxygenating the 
water efficiently." 

Biezad shares the top three questions he asks himself when 
choosing the correct size and model pump for each job: 

IWhat is the volume of my pond? Biezad follows this equation: 
length x width x depth x 7.5 x .75. As a general rule, a pump must 

circulate the entire volume of a water feature through the filter at least 
once per hour. 

2 How high will the pump have to lift the water? Pumps are rated 
In gallons per hour based on a certain threshold of elevation. 

To determine the rise, factor in the distance from the pump to the 
waterfall, the vertical elevation from the water level to the waterfall, 
and lastly, the width and length of the pond. 

3 How wide is my waterfall? As a general rule, most ponds use a 
minimum of 100 gph for every inch of the waterfall's width. 

THE FIRST WIRELESS TIMECARD. 

sJabClockHORNET 

v ® / 

N e v e r p ick u p t i m e c a r d s a g a i n . JobClock® Hornet is the first 

completely wireless, rugged time clock that automatically sends 

time records, every hour, from your worksites to your office. Hornet 

is securely enclosed in rock-solid housing, built to survive harsh 

outdoor conditions, and has a 30-day rechargeable battery, saving 

you trips to and from worksites, while giving you real-time benefits 

without ever having to leave your office. 

• Eliminate paper timecards 

• Save thousands in payroll 

• Get payroll records every hour 

• Make on-the-fly business decisions 

• No contracts required The First Time Clock 
that Tweets!™ 

Winner of the 2011 
Good Design Award 

ExakTime^ 
VnilD TI M r SL ATTPM n A WPP rVDTDTC 
YOUR TIME & ATTENDANCE EXPERTS 

1.877.391.0475 I www.exaktime.com/lal 

FAST 
8t EASY 

FINANCING 
AVAILABLE NOW! 
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POWERED BY 

Webinar Series 2012 
Landscape Lighting 

Take your company to the next level today! 
WEBINAR 1: March 20 
Why There's Never Been a Better Time to Offer Landscape Lighting 
Landscape lighting is a growing segment, and a profitable niche. 
Here's why it makes sense for you to consider adding it as a service. 

WEBINAR 2: July 25 
Create a Successful Landscape Lighting Business 
What landscape contractors need to know to better understand the 
market, and how they can build a strong lighting business. 

WEBINAR 3: Aug. 22 
Get More Bids, Close More Jobs Part I 
Now that you're set up, here's how to identify and 
target your best customers and markets. 

WEBINAR 4: Sept. 19 
Get more bids, Close more Jobs Part II 
Take your business to the next level and learn how 
to build a stronger sales and marketing process. 

REGISTER HERE: www.lawnandlandscape.com/ll-kichler-webinar.aspx 

http://www.lawnandlandscape.com/ll-kichler-webinar.aspx


NEW WALK-BEHIND MOWERS 

Gravely Pro-Walk 61 mower BigDog Mowers T-series walk-behind 
The pitch: The BigDog T-series walk-behind mower features the 
PowerBar Steering System and easy hand operated deck lift. 
• All T-Series mowers come equipped with Kawasaki FS en-

gines, available in 16-24 hp. 
• Comes with a 36-, 48- or 54-in. deck and an optional electric 

start on the 54-in., 24-hp model. 
• No daily lube points, and 

integrated serviceable ZT2800 
transmissions. 

• 18- or 20-in. drive tires and a 
3.6-gallon fuel capacity. 

For more information: www. 
bigdogmowers.com 

1 y LR AID C P A J 
G R O W E R S 

Do the Math 
Genetics 
by Terra Nova Nurseries 

BP + Liners 
by Emerald Coast Growers 

= Proven Performance 
in the Sedum Liners You Love 

Sensational Sedum 

• Sturdy, compact habit 
• Long season of interest 
• Flowers & foliage in a rich 

range of colors 
• Hardy in Zones 4-9 
• Party Hardy" series, 

Candy" series, 'Class Act', 
'Crystal Pink\ 'Hot Stuff' and 
'Mr. Goodbud' add up to 
profits in our popular 72 tray 

Count on it! 

can today to [nKrTfn 
place your order! ^ H j 

Sivfli"* 
Toll Free: 1.877.804.7277 [ • t t f j " ^ 
www.EC8rowers.com ^ |o Jcms m 
sales«Decgrowers.com mobile web site 
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Wright Velke Pistol Grip Hydro Mowers 
The pitch: Wright Manufacturing's Velke pistol grip hydro mow-
ers can be operated as a walk-behind or it can be paired with 
Wright's Velke foldaway sulky as a ride behind. 
• Deck widths of 32-, 36-, 48- and 52-in. 
• The mower has an integrated 

latch system for easy deploy-
ment and stowage of Wright's 
Velke sulky. 

• Simpler hydraulic control sys-
tem with fewer components. 

For more information: 
www.wrightmfg.com 

Mean Green Electric Mower 
The pitch: The Mean Green WBX-33 electric mower is capable 
of mowing more than 1 acre on 
a single charge. 
• Features a one-click key start, 

and no choking, cranking or 
warming up is needed. 

• No gear shifting, easy finger-
tip variable speed control up 
to 5 mph forward and 2.5 
mph in reverse. 

• Auto-shutdown of mowing 
blades before batteries are depleted allows plenty of power to 
get back to charging area. 

• Fits through 36-in. gates and basement doors for storage. 
For more information: www.meangreenproducts.com 

For companies that produce propane walk-behinds, search 
"walk-behind mowers" on www.lawnandlandscape.com. 

The pitch: Gravely introduces the new commercial Pro-Walk 
61 mower with a 23-hp Kawasaki FS 691v engine and a 61-in. 
cutting width. 
• Features a fixed and floating deck. 
• The floating deck cuts to the contours of the landscape and is 

lockable, giving operators the adaptability for changing terrain 
and improving the finished appearance. 

• Built with a durable, 
fabricated seven-gauge 
steel deck, the newly 
designed Pro-Walk has a 
heavy-duty rubber side-
discharge chute to expel 
clippings faster and 
farther without clogging. 

For more information: 
www.gravely.com 
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GIE MEDIA'S HORTICULTURAL 

Scholarship 
P R O G R A M 

Know a student that 
needs some cash 

? 

APPLY FOR ONE OF TWO $5,000 HORTICULTURAL SCHOLARSHIPS TO BE 
GIVEN AWAY THIS YEAR 

For more details and to download a scholarship 
application, go to: 

www.lawnandlandscape.com/horticultural-scholarship.aspx 

GIE Media's Horticultural Group ... Investing in the future of the 
North American horticulture markets. 

http://www.lawnandlandscape.com/horticultural-scholarship.aspx


SPONSORED BY 

the 
FRANCHISE K Grounds Buys 

LANDSCAPE MANAGEMENT 

Boyd Loveless 
Nutri-Lawn 
Interviewed By Lee Chilcote 

IWhy did you get involved in franchising and 
when did you start ? 

I had been managing a Nutri-Lawn op-
eration in Jamestown, Newfoundland 
for four to five years when I approached 
the owner about buying him out. 

I saw that Nutri-Lawn had a good 
name and was well-established in the 
local community and across Canada, 
and I saw an opportunity to chart a path 
for myself and my family by owning my 
own business. 

I have been with Nutri-Lawn going on 
six years. Growth has been very steady; 
we've probably grown about 15-20 per-
cent per year on average over that six 
year period. 

2What are the advantages and disadvan-
tages of franchising? 

The biggest advantage with Nutri-Lawn 
is the family atmosphere. 

You can always go to the corporate of-
fice if you have questions or need advice. 

I don't see any disadvantages. A lot of 
people ask about the franchise fee, and 
when I first got involved, I thought of it 
as a hefty franchise fee that I had to pay 
every year. 

Yet I don't think of it as an expense 
anymore, but as an investment. 

3What advice would you have for someone 
who is thinking about buying a franchise? 

My advice would be, don't hesitate to ask 
questions. Talk to the corporate people 
and the franchisees. 

Do a bit of mystery shopping as a 
customer, too, and see what they're all 
about. Sit down with them face to face 
and get a feel for what they're going 
through. 

I would also suggest looking at the 
company's efforts in the community. 

I think that it says a lot about the 
values of the franchisers if they're heav-
ily involved in the community through 
sponsorships, donations or other forms 
of giving back. 

4What do you know now that you wish you 
knew when you started franchising? 

Be less hesitant at the beginning. Cor-
porate franchisers are there to help you. 
Don't put up a wall between yourself and 
them or hesitate to receive what they 
have to give you. 

5What type of personality is best-suited for 
being a franchisee? 

Anybody can be a franchisee if you have 
the financial backing. You've got to be a 
go- getter, energetic and self-motivated. 
You have to believe in what the fran-
chiser is preaching and marketing, and 
you have to be open-minded and willing 
to learn, LAL 

GroundsGuys 
L A N D S C A P E M A N A G E M E N T 

1.800.638.9851 
GroundsGuysFranchise.com 

Boyd Loveless says operating a 
franchise charted a path for his family. 

The GroundsGuys® 
is Now Franchising 
Join the New 
Landscape Leader 
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QUALITY 
RELIABI 

dixiechopper.com 
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Landscape Solutions 

Wait until you (don't) see it. 

• L - i 

With DuPont™ UnderAnchor® you won't see anything but a straight, 
strong, stable tree. And, very probably, more business. 

DuPont Landscape Solutions I Questions? Call toll-free: 1-800-448-9835, 
or visit landscapesolutions.dupont.com 

© 2011 E.I. du Pont de Nemours and Company. All rights reserved. The DuPont Oval Logo, DuPont ". The miracles of science " 
and UnderAnchor* are trademarks or registered trademarks of E.I. du Pont de Nemours and Company or its affiliates. 
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The miracles of science-



CASE STUDY 

How to: Relocate a tree 
Relocating trees can be tricky because of 

the sheer amount of factors involved. The 
tree has to be healthy, the weather conditions 
need to be right and the actual removal 
process can cause stress and even death to a 
tree if not done correctly. 

When taking into account weather 
conditions, its best not to move a tree when 

the temperature is extremely hot or cold, or 
the area is facing heavy moisture situations or 
drought, says AJ Fox, division vice president 
of tree transplant company Environmental 
Design. "The other main horticulture thing 
would be bud break," Fox says. "Once the tree 
is pushing out new growth, you want to steer 
clear of relocating it." 

The biggest mistake Fox says landscapers 
tend to make is taking too small of a root ball 
when removing the tree from the ground. 

"The rule of thumb is for every caliper inch 
of tree trunk at 1 foot off the ground, you 
want 10-12 inches of root ball," he says. 

Here Fox offers five more important steps 
for relocating a tree. — Carolyn LaWell 

1 
Select the tree. The 
primary factors that go 
into selecting a tree are 
species, health, time 
of year and location. 
"Location and logistics 
play a large role in 
determining if it's a good 
candidate," Fox says. 

2 
Use your local nursery 
or state and national 
associations as a resource. 
"For smaller material -
what we call nursery stock 
- it's always best to go 
through the process with 
a local nursery, asking 
and making sure you 
understand local planting 
conditions, soil types, 
moisture requirements," 
Fox says. 

3 
If you chose to use the 
boxing method, first root 
prune with hand tools, 
such as a shovel, spade 
or water jet. "Refrain 
from using any type 
of machinery, be it a 
backhoe or trencher, 
because mechanical 
means tend to tear the 
roots instead of cutting 
them," Fox says. The 
roots should be cut to a 
depth of 24-36 inches, 
depending on the size of 
the tree. 

4 
Expose the sides around 
the tree to the depth of 
the box you're using. 
Larger boxes can be up to 
60 inches in total depth, 
Fox says. Place the sides 
of the box around the tree, 
excavate underneath the 
tree and place the bottom 
on the box. Then reinforce 
with steel banding. 

5 
The method of removing 
the tree from the ground 
depends on its size, 
but it's always best 
to transport the tree 
vertically to relieve stress 
on the root ball. "Anytime 
you're laying a tree over 
on its side, extra care 
has to be given to it," 
Fox says. "The success 
of relocating a tree is 
making sure that you 
keep the root ball intact." 
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NEW PRODUCTS III For more products, visit www.lawnandlandscape.com/products 

CE Attachments EDGE Wood Chipper 
The pitch: CEAttachments has added the 
EDGE wood chipper attachment for skid-
steer loaders. 
• The new standard-flow EDGE wood chip-

per attachment turns brush, branches 
and leaves into chips for use as ground-
cover for pathways, or in flowerbeds to 
control weeds and retain moisture. 

• The EDGE wood chipper features a 20-x-20-in. self-feeding 
hopper opening to handle large and awkward size branches 
up to 4-inch in diameter, and angles brush against the 
blades as it pulls material into the chipper. 

• Air intake vents maximize the blowing force to power the 
chips out of the chute up to 20 feet. 

For more information: www.ceattachments.com 

Paladin FFCV-Blade 
The pitch: The FFC V-Blade manufac-
tured by Paladin Construction Group 
attaches to skid-steers and compact 
wheel loaders up to operating weights of 
13,200 lbs. 
• The FFC V-Blade adjusts to achieve 

straight, left/right, scoop or V-position. 
• Comes in blade widths ranging from 60 in.-120 in. 
• The FFC V-Blade offers a reversible cutting edge. 
• Fully adjustable skid shoes allow the user to match opera-

tions to varying job conditions, while top and side pinch 
guards increase safety and keep the pivot area free of debris. 

For more information: www.paladinconstructiongroup.com 

Galeton Thinsulate Panther Gloves 
The pitch: Galeton has added Thinsulate 
lined gloves to its line of Panther Driver's 
Gloves. 
• Constructed from leather. 
• Feature 40 grams of 3M Thinsulate lining 

to keep workers' hands warm in cold 
weather. 

• The new Thinsulate Lined Panther Driver's Gloves are avail-
able in sizes small through XX-large. 

For more information: www.galeton.com 

Hunter Industries Ethernet 
Option for IMMS 
The pitch: Hunter Industries offers a new 
communications solution for IMMS central 
control: an Ethernet, or Local Area Network 
(LAN) Com module. 
• The ACC-COM-LAN looks like other ACC 

communications modules from the front, 
but features a standard network jack on the back for easy 
connection to a customer's computer network. 

• The controller with the ACC-COM-LAN installed can be up to 
100m (300 ft.) from the Ethernet jack. 

• The LAN or Ethernet module can still also be used to reach 
additional controllers via UHF radio or hardwired cable. 

For more information: www.hunterindustries.com 

Proven Winners Rockapulco Coral Reef 
The pitch: Rockapulco Coral Reef brings a 
bright new color to the Rockapulco series of 
Double Impatiens from Proven Winners. 
• Coral Reef flowers open with warm coral 

tones and slowly transform to pink shades 
as they mature. 

• This variety is the most floriferous of all 
the Rockapulco colors, and carries with it the same shade 
performance as the existing seven colors of Rockapulcos. 

• Coral Reef will also be added to the P. Allen Smith Platinum 
Collection of Proven Winners plants. 

For more information: www.pwfourstar.com 

Toro Precision Soil Sensor 
The pitch: The Toro Precision Soil Sensor 
measures moisture levels in the soil and 
determines when to allow the irrigation 
controller to water. 
• There are two "wireless" components to 

the system - a receiver that hooks up to 
the irrigation controller, and a sensor that 
installs in the ground. 

• Once installed, the sensor calibrates itself automatically to 
determine the soil type. Any time the moisture level exceeds 
the user-defined optimum level for the plant material, the 
controller is prevented from running any irrigation programs. 

• Communication between the sensor probe and the receiver is 
completely wireless, with an operating range of up to 500 ft., 
and installation doesn't require any digging. 

For more information: www.toro.com 
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Water management 
Cities are regulating how your customers can water their 
lawns, so it's up to you to keep their yards looking green. 
By Brian H o r n 

With local water restrictions becoming 
stricter, landscape contractors and 

lawn care operators are finding it increas-
ingly difficult to keep lawns looking fresh 
and green. Soon, you're giving your custom-
ers excuses that they don't want to hear, 
even if they are valid. They just want you to 
make their lawn look nice. By adding a water 
management service to your company, you 
can keep your customer happy, while staying 
within the constraints of the law. 

Mark Govan, president of ABC Pest 
Control in Tampa, Fla., has added a water 

Providing water management services can 
be an easy way to make a profit. 

management chemical to his company and 
offered a service to customers that would 
reduce their watering amount. The product is 
applied to the grass, and it pulls water vapor 
out of the air and directs it back to the plants 
root system. 

Govan sells the water management 
service as part of the company's spraying 
program, and they provide the service every 
three months. For a 5,000-square-foot resi-
dential lawn, Govan says he charges $85 for 
the treatment and makes about a 50 percent 
profit on it. Because of strict water restric-
tions, Govan says homeowners are looking 

for ways to keep their lawn looking nice 
without hurting the environment. 

"If we can only water twice a week, this 
takes that one day of watering a week away 
so people can not only save water by not 
having to apply it as often, but now your 
plants aren't wilting. And we all know when 
a plant dries out it dies out," Govan says. "So, 
we stop that process from ever starting." 

Govan says it was hard originally to make 
homeowners aware of the product and 
the service. Through his radio show, he was 
able to talk about the service, but some still 

weren't sold. To convince them 
the service was worth it, he 
would offer to do half the lawn 
for free as a way of showing the 
skeptics the product's effective-
ness. 

"When one side of the lawn 
looks great and the other side 
of the lawn is dead, it didn't take 
them very long to have them call 
us," he says. "It's a freebie. We can 
sacrifice an ounce or two of the 
product to get a regular, long-
term customer." 

Technicians could use the 
same equipment they would 

normally use, except for a different spray 
nozzle, to apply the product, says Mike Rob-
erts, technical director. Govan says he would 
like to do a cost analysis comparison to 
show that purchasing the service would be 
cheaper than the money they would spend 
to water the lawn more frequently. 

"If you are using city water, it's expensive," 
he says. "In order for homeowners to pur-
chase that water to put down on their grass; 
they're spending a lot of money." 

The author is associate editor at L a w n & Landscape. He can be 
reached at bhorn@gie.net. 

PROFILE 
Company name: 
ABC Pest Control 

Founder and president: 

Mark Govan 

Location: Tampa, Fla. 

Founded: 1985 

Revenue: $3 million 

E m p l o y e e s : 38 year round 

Customer breakdown: 93% 
residential; 7% commercial 

Services : pest control, lawn 
and ornamental tree injections 
and irrigation 

tt QUOTE 
"If we can only water twice 
a week, this takes that one 
day of watering a week 
away so people can not 
only save water by not 
having to apply it as often, 
but now your plants aren't 
wilting." 

- MARK GOVAN, FOUNDER AND 
PRESIDENT, ABC PEST CONTROL 
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Finally, a truly unique, scientifically-proven and environmentally 
responsible opportunity for the professional applicator to enhance 
and to grow their business. 

You will help your customers save water, reduce costs and avoid loss 
of greenery due to drought stresses and seasonal municipal watering 
restrictions. 

Beyond just a product, the Hydretain Advantage Program combines 
the proven Hydretain technology with agronomic expertise as well as 
sales and marketing support. 

Sign up today and become a / 
Hydretain Pro Partner: 
• Free Introductory Hydretain Salés Kit 
• Customizable Marketing Materials 
• Ongoing Product Technical Support 

.com/n 

www. hydretain ad van tage, com 
©Copyright 2012. Ecologel Solutions, LLC. All Rights Reserved, 
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Lighting 
This firm tackles lighting from all angles. By Carolyn LaWell 

Pete Bryant wanted to distinguish his 
services from all the other contractors 

who just stuck fixtures in the ground and 
called it landscape lighting. 

So, about five years ago, he started 
Southern Lights, a sister company to his 
landscape management firm, Southern 
Exposure. 

By creating a company that solely offered 
lighting, he figured he could get customers 
from two companies and heighten what 
landscape lighting really should look like. 

"Every landscaper says that they do 
lighting, but really most of them don't 
know much more than putting in a couple 
of path lights," Bryant says. 

Bryant says his companies have been 
successful with lighting for two reasons. 

First, they have dedicated time to train-
ing, experimenting and understanding 
what good lighting looks like. He's active in 
Association of Outdoor Lighting Profession-
als and practices at home with different fix-
tures, wattages, angles and colored lenses. 

Second, he goes after two different 
types of customers - ones just looking 
for landscape lighting and others looking 

Contractors can expect a 40-60 percent 
profit from lighting services. 

for landscapes and hardscapes that can 
include lighting in the package. 

Besides a website, e-marketing and 
social media, Southern Lights hasn't done 
much marketing. A stronger marketing 
plan is scheduled for 2012, but because of 
its small exposure, Bryant still gets most of 
his lighting business through his landscape 
firm. And lighting makes up 15 percent of 
that business. 

While Bryant wanted to separate himself 
from his competitors, lighting also made 
sense to spinoff because of the sheer cost 
associated with the service. "It takes very 
little overhead to run that portion," he says. 
"You don't have to have a $100,000 truck 
and a (loader) and everything to run it.... 
There's better margin on it" 

The profit margin on a lighting job 
depends on how many fixtures are installed 
and whether or not their visible, Bryant 
says. What he typically takes away is a 40-60 
percent profit on a lighting job. 

The biggest selling point is his compa-
nies have an acre and a half design studio 
that allows prospective customers to see 
and touch materials. Bryant was able to 
work with vendors to install landscapes, 
outdoor kitchens, water features, lighting 
- real life examples of what projects can 
look like. "We've been able to create several 
different living spaces throughout our shop, 
so we do not have to send somebody to 
look at somebody's backyard that we land-
scaped and installed lighting on," he says. 

While Bryant's firm offers design/build 
services, he also works with a deck builder 
who does renovations, remodels and room 
additions. By teaming up with a company 
that doesn't offer lighting, Bryant receives 
referrals without having to do much work. 

Southern Exposure always includes 
lighting in landscape designs even if the 
client doesn't ask for it. "It's accounted for, 
people know that it's an option up front 
and not a last minute thought," he says. 
"Usually budgets dwindle down by the end 
of the project." 

PROFILE 
Company name: 

Southern Exposure 

Founded: 1995 

Employees: 14 

Revenue: n/a 

Customer breakdown: 85% 
residential; 15% commercial 

Services: design/build, 
maintenance, lighting, irrigation, 
synthetic lawns 

When presenting the design to clients, 
Bryant stresses his team knows how to in-
corporate lighting with plant materials and 
hardscapes because they are landscapers. 
"We can account for all of this stuff upfront," 
he says. "Where some of the lighting com-
panies that only do lighting, they can't do 
that because they can't get in on a project 
or they weren't involved on the project in 
the beginning." 

When trying to sell a lighting project, 
Bryant covers every aspect from watt-
ages to amperages. "Sometimes you bore 
a customer with all the details. But at the 
end of the appointment, they'll know what 
you're talking about," he says. "I think that 
makes the difference in a customer's mind 
that you're worth the money you're asking 
for because you specialize in it" 

Finally, he uses a return-on-investment 
spreadsheet to show customers what 
they're paying for and what they're get-
ting. "If you can show a homeowner ways 
they're going to save money over time 
- using LED bulbs versus candescent or 
versus line voltage - that goes a long way," 
he says. 

"Selling a maintenance plan, too, that 
gets us in the door if you're using a spread-
sheet. If we install LEDs, it's going to cost 
you $2,000 more now, but it's going to save 
you $4,000 over the next eight years." 

The author is an associate editor at Lawn & Landscape. She 
can be reached at clawell@gie.net. 
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I Like you've never 

Path & Spread Hardscape Accent, Well & Water 

Precise, warm white light 
& faster installations. 

Get more bids, close more jobs ... 
15 year warranty on LED componen ts 

For more information and warranty details, go to www.landscapelighting.com. 

www.lawnandlandscape.com/readerservice - #55 143 MARCH 2012 www.lawnandlandscape.com 
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Edging 
This service gives clients a cleaner looking landscape and 
companies less upkeep. By Carolyn LaWell 

Kirk Vandenberg tries to design 
edging into every project. Here's 

why - he says edging products are a re-
source that's readily available, it makes the 
landscape's lines clean and it means less 
maintenance in the long run. 

"Edging is what I would consider some-
thing that is incredibly helpful but every 
budget doesn't allow for it," says Vanden-
berg, a landscape designer and salesman 
for Katerberg VerHage.ln most instances 
I will design landscape edging in, and I 
primarily use aluminum edging." 

Why aluminum edging? In recent 
years, aluminum edging technology has 
improved, Vandenberg says. The shape 
holds better, it blends in with the landscape 
better and the material stays in the ground 
better. Previous technology would push 
up out of the ground when it would frost, 
a problem for Katerberg VerHage, which is 
based in Grand Rapids, Mich. 

Vandenberg says he designs edging into 
both residential and commercial projects 
because, in the end, it saves time and head-
aches. "It helps to minimize maintenance 
when you do have your aluminum edging 

in a project," he says. "Otherwise, every year 
you have to trim out your beds to make 
sure they're the right size. Where with the 
aluminum edging, typically you can just 
refresh the backside and do some more 
minor maintenance to your bed lines." 

However, it's not a service every client 
can afford. The actual cost of edging varies 
based on soil type, construction or retrofit, 
color, shape and thickness, Vandenberg 
says. "If I were to throw a blanket of 
aluminum edging installation in a typical 
situation, it's going to usually be roughly 
$5.75-to $6.25-lineal-foot installed," he says. 

And on the contractor side, it's not 
highly profitable, Vandenberg says. He can't 
put a number on how profitable the service 
actually is for the company because that 
depends on those variables mentioned 
before. McDonnell Landscape is a commer-
cial landscape contractor, and it mainly uses 
edging products to separate either lawn 
areas and planting beds or gravel and soil 
areas on green roofs. 

The Brookeville, Md.-based company 
sees about a 7 percent net profit off edging, 
says Jon Fritz, vice president. 

M 
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QUOTE 
"There is a little extra 
incurred cost involved 
when I retrofit aluminum 
edging, but if the budget 
doesn't allow for it now, it 
is something that can be 
deferred," 
- KIRK VANDENBERG, LANDSCAPE 

DESIGNER AND SALESMAN, KATERBERG 
VERHAGE 

If a project calls for edging, it's already in 
the blueprints from the landscape architect, 
Fritz says. But nowadays, because of costs, 
many commercial projects are sticking 
to the natural look. "If you just have a 
landscape bed and then sod, you just leave 
a naturalized edge," he says. "It's only when 
you get into stuff like structure or oriental 
gardens would be when you use edging." 

One of the main times McDonnell Land-
scape uses edging is for drip edges. "We 
put gravel edges around buildings. They're 
called drip edges," Fritz says. "It's like a foot 
of gravel along the edge so that water, 
when it comes off the roof, doesn't splatter 
mud all against the building." 

While edging might not fit in everyone's 
budget these days, one of the main selling 
points Vandenberg uses is that it's not 
something that needs to be replaced often, 
he says. 

If a client still isn't biting or just can't 
afford it, Vandenberg tells them they can 
always install it later. 

"There is a little extra incurred cost 
involved when I retrofit aluminum edging, 
but if the budget doesn't allow for it now, it 
is something that can be deferred," he says. 

"And most often we do it later, and we 
get great results. People say,'Oh, it's so 
much nicer.1" 

The author is an associate editor at Lawn & Landscape. She 
can be reached at clawell@gie.net. 
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J I SUSTAINABLE EDGING SOLUTIONS 

A solution for every edging application. 

Maintenance 
L Strip â 

Asphalt 
Surface 

Landscape 
Beds , 

Green 

Permeable 
Pavement 

Brick 
Paver 

Athletic 
Surface 

Aggregate 
.Walkway 

www.permaloc.com 
800 .356 .9660 

In 1983, Permaloc introduced aluminum landscape edging to 
the industry, and we've been the market leader ever since. 

With 13 application-specific product lines, expertly trained 
product specialists, and world-class customer service, we set 
the standard for the industry. 

Experience the confidence that only comes with Permaloc. 

www.lawnandlandscape.com/readerservice - #103 

Aluminum edgings for landscape, hardscape, and green build. 

http://www.permaloc.com
http://www.lawnandlandscape.com/readerservice
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 Classified today! Please contact Bonnie Velikonya at 800/456-0707 x5322 or bvelikonya@gie.net 

BUSINESS OPPORTUNITIES BUSINESS FOR SALE BUSINESS FOR SALE 
SELLING YOUR BUSINESS! 

FREE 
APPRAISAL 

N O BROKER 
FEES 

Professional Business Consultants 
^fcusines* c / p 

e 
s E L i 

EXPERIENCED TRAINERS 
WANTED NATIONWIDE 

Pest Management Training Center is seeking 
trainers to present continuing educational 

programs in their areas. 
To apply go to our web site 

www.pestmanagementtraining.com 
and go to employment opportunities. 

• LAWN ROUTES WANTED* 
QUALIFIED CASH BUYERS 

All Areas, All Sizes 
Specializing in 

Lawn & Pool Routes 
Full Service Broker 

No Upfront Cost 
Free Appraisal 

Exclusive & Confidential 
Call John Hawke 

Spring Board Pool Route Brokers 
1-888-998-7665 or Email 
john@sbpoolroutes.com 

HELP! H O M E B A S E D 
D I S T R I B U T O R S N E E D E D 

Save substantial fuel/maintenance and natural 
fertilizer costs, while building your AMSOIL (forty 

year company) synthetic lubricants business. 
Free catalog! 1 -800-866-7570 (9AM to 9PM PT) 

lubedealer@coho.net 

BUSINESS WANTED 

W A N T E D TO P U R C H A S E 
Chemical lawn & tree care companies, 

any area, any size business reply in strict 
confidence. Contact Green Venture Group: 

greenventuregroupl @gmail.com 

T E X A S P A N H A N D L E 
L A N D S C A P E B U S I N E S S FOR S A L E 

Maintenance, Sprinkler 
and Landscape Install 

$ 1,000,000.00 Gross Yearly Income 
includes all equipment, land and 

10,000 sq. ft. shop and offices. 
$2,250,000.00 Call AI @ 806-681-3070 

Merger & Acquisition Specialists 

Professional Business Consultants can obtain purchase 
offers from qualified buyers without disclosing your 

identity. Consultants' fees are paid by the buyer. 
CALL: 

708-744-6715 
FAX: 508-252-4447 
pbcmello 1 @aol.com 

10.76 ACRE VIRGINIA 
PROPERTY FOR SALE 

Final site plan approved, all off-site easements 
in place, special use permit in place for 
landscaping service with retail garden center, 
minimal proffers, plant storage allowed in 
flood plain. Sewer and electric available. 

$695,000.00 ($1.48/square foot) 
Nokesville, VA - Western Prince William County 

Jackie Lewis, RE/MAX Allegiance 
703-220-1768 Email: Jackie@jackiesellsva.com 

www.jackiesellsva.com 

Design/Build Landscape 
Maintenance Company 
wI Snow & Ice Division 

and Garden Center 
3+ Acres of all usable land • Newer 
Equipment • Long Term Accounts 

3,000 sq. ft. Greenhouse • 4,000 sq. ft. 
Building and Showroom 

Management Staff in Place 
Owner Will Assist in Turn-Key Operation 
GREATER NORTHERN ILLINOIS AREA!! 

ADDITIONAL LAND AVAILABLE!! 
Coldwell Banker Commercial, NRT 

Mergers and Acquisitions 
Eddy A. Dingman, CNS 

847.313.4633 
edingman@cbcworldwide.com 

FLORIDA COMPANIES 
Thinking of selling your 

lawn and landscape business? 
AREA SERVICE TYPE SOLD GROSS REV. 

East Coast Lawn Maintenance 09 Gross: $5.4M 
West Coast Lawn and Landscape 10 Gross: $3M 
St. Lucie Lawn Maintenance 11 Gross: $509K 
Treasure Coast.... Lawn and Landscape 10 Gross: S324K 
Palm Beach Lawn and Landscape 07 Gross: $80K 
Palm Beach Lawn and Landscape 08 Gross: S200K 
Highlands Lawn and Landscape 12 Gross:$150K 
Palm Beach Lawn Maintenance 11 Gross: $60K 

Call John Brogan Acquisition Experts, LLC 
772-220-4455 or e-mail 

john@acquisitionexperts.net 

Wholesale L a n d s c a p e 
S u p p l y Bus iness 

South Tampa Bay, Florida area 
Well established since 2002 

Over $2 Million in Sales and Very Profitable 
Owners are retiring and relocating 

Contact Ron Guertin 
Sinclair Business Brokers 

941 -962-8041 RGuertin@tampabay.rr.com 

Texas L a n d s c a p e Construct ion 
& Spr ink ler C o m p a n y for Sale 

Most work in west Texas and all of southern 
New Mexico. In business over 35 years. 

Equipment included: pipe trailer, hydraulic 
lift trailer, hydromulcher, small Kubota tractor 

with bucket tiller mower and box blade, 
half ton truck, and one ton diesel truck. 

Set up & ready to go! $ 145,000 
Call Jim: 575-631-7919 

MERGERS & ACQUISITIONS 
A T T E N T I O N O W N E R S 

Thinking of buying or selling your 
Commercial Real Estate and/or Business? 

Specialize in: 
• Mergers & Acquisitions 

• Vacant Land 
• Nurseries/Garden Centers 

Call 
Eddy A. D ingman 

COLDWELL BANKER 
COMMERCIAL NRT LLC 

(847)313-4633 
email: edingman@cbcworldwide.com 

WE HANDLE TRANSACTIONS 
NATIONWIDE 

BOOKS 

Need to calculate the value for a 
Green Industry Company? 
From the Green Industry's Leading 

Management Consultant! 
Obtain a written evaluation for your business 

or a business that you're thinking about buying. 
Cost to you $3,500.00 

Email Jim Huston for details at: 
jhuston@jrhuston.biz 

Or call: 1-800-451-5588 

In this "Down" Economy 
You need to know your costs 

more than ever! 
Jim Huston's book can help 

How to Price Landscape & Irrigation Projects 
Proven with thousands of pro contractors 

Used by over 60 colleges 
Learn more at www.jrhuston.biz 

Email Jim with questions at: jhuston@jrhuston.biz 
Or call to order: 1 -800-451-5588 
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ESTIMATING 
Simplify Your Entire Bidding Process 

Easy New Software from Jim Huston 
Proven with hundreds of pro contractors 

Fully Integrates Estimating, Job Costing & More 
Links with QuickBooks 

Learn more at www.jrhuston.biz 
Free on-line demo e-mail: jhuston@jrhuston.biz 

FOR SALE 

FRESH BALED PINE STRAW 
From North Florida 
@ Wholesale Prices 

Semi Loads Delivered 
UNITED PINE STRAW INC. 

850-528-0086 
brian.a.reese@embarqmail.com 

Discount 
Small Engines & Parts 

Small engines & parts 
from Briggs & Stratton, Kohler, 

Tecumseh, Robin and more. 
www.smallenginesuppliers.com 

Also, look up your own parts 
and buy online at 

www.smallenginepartssuppliers.com 

& \ Top d resse r 

Self-Propelled Ecolawn 

Distr ibutors : 

Tidewater 900-825-4300 / Serving: VA, WV, DC, MD, NC, SC,7E 
Midwest Equipment 812-425-6216 / Serving: IL, IN, MO, KY 
Roberts Supply: 800-373-5542 / Serving: FL, AL, GA 
L&M Distributing: 320-267-0241 / Serving: MN, IA, NO, SO, WI, NE 
Douglas Equipment: 503-663-2053 / Serving: OR, WA 
Lawn Ranger Inc: 800-265-7729 / Serving TX, OK, KS 
Cantrell Turf Equip.: 800-445-1994 / Serving: CA, NV, UT 

FOR SALE 
LAWN MAINTENANCE AND 

LANDSCAPING FORMS 
Order online and save. Invoices, Proposals, Work 
Orders, Door Hangers, Promotional Products and 
more. ShortysPrinting.com. 1-800-746-7897. 

REDUCE PESTICIDE USE 
BY 50% OR MORE 

GREGSON-CLARK 

m at Kirnt U Ctark.toc 

Toll free - 800.706.9530 
Phone - 585.538.9570 

Fax - 585.538.9577 
Sales@GregsonClark.com 

GregsonClark.com 

NEED SIGNS? 
www.signshopdirect.com 

The name says itali . 

Call-888-260-3246 

Wedgle Direct-lnject 
TREE INJECTION SYSTEM ^ 

The No-Drill Injection Solution 

www. ecolawnapplicator.eom 
www.lawnandlandscape.com/readerservice - #300 

800-698-4641 I ArborSystems.com 

www.lawnandlandscape.com 

FOR SALE 

^ LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, shrubs, 

plants & more. 1/8'scale, 
Stamp sizes from 1/4" to 1 3/4 

PRICE $128 CALL NOW TO ORDER 
Price subject to change without notice 

A M E R I C A N STAMP CO. 
CALL NOW 877-687-7102 TOLL FREE 

or 916 - 687-7102 Local Calls 
WWW a m e r i c a n s t a m p c o c o m M - F 8-4:30 Pacific Tune or leave a message 

CALL TO ORDER or for YOUR FREE BROCHURE 

GOT PLOW 
PARTS? 

WWW.GOTPLOWPARTS.COM 

LANDSCAPE EQUIPMENT 

TREE STAKES 
Doweled Lodgepole Pine 

C C A Pressure Treated 
2" Diameter, Various Lengths 

Economical, Strong and Attractive 
Phone: 800-238-6540 

Fax: 509-238-4695 
JASPER ENTERPRISES, INC. 

We ship nationwide. 
Web site: www.jasper-inc.com 

LANDSCAPER ACCESSORIES 

ftfes/i Debris Bags 
Leg and Arm Chapps 

Equipment Covers 
Chemical Spraywear 
„ » • m o m taoe 

Quality Lendscaper Accessories Siace 1999 

LANDSCAPE INFORMATION 

Since 1998 

donnan.com 
Landscaping & Lawn Information 

LawncrLandscape 
Maximize your 

advertising dollars 
Please contact Bonnie Velikonya 

at 8 0 0 / 4 5 6 - 0 7 0 7 x5322or 
bvelikonya@gie.net 

0votv ¿^v&cw&v 
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CLASSIFIEDS 

HELP WANTED 

GreenSearch 
Since 1995, GreenSearch is recognized as the 

premier provider of professional and confidential 
employment search exclusively for exterior and 

interior landscape, irrigation, and the overall 
green industry throughout North America. 

Check us out on the Web at 
www.greensearch.com or call toll free 

at 888-375-7787 or via 
e-mail info@greensearch.com 

HELP WANTED 

Branch Manager Position 
Available 

The Branch Manager will be responsible for 
quality of service, customer satisfaction and 
retention, revenue, growth and profitability 
of our branch office. In addition these 
responsibilities include but are not limited 
to customer service, employee training and 
development, safety training programs, the 
efficient use of the equipment and facility 
resources of a $10 million dollar operation. 

Education and/or Experience 
• Bachelor's Degree (B.A.) from a four year 

college or university. 4 to 5 years of 
Industry Experience 

• Green Industry experience to include 
maintenance services 

• Direct management of multiple landscape 
maintenance crews 

• Proven success managing a profitable 
landscape maintenance branch operation, 
as well as proven success in a direct sales 
team environment 

Please send resumes toTWLM, 
Attn: HR Department, PO Box 7571, 

Garden City, GA 31418 or email resumes to 
reneewelcome@tidewaterusa.com. 

T I D E W A T E R 

For more information, go to the Careers section 
of our website www.tidewaterusa.com 

WEEDS INCORPORATED 
is a 44-year-old company specializing in 

Industrial Weed Control. We are looking for a 
Qualified Regional Manager in Western, PA. 

The successful candidate must be self-motivated, 
organized and have experience in sales and 
service scheduling. Complete compensation 

package includes excellent base salary, bonus, 
medical, 40IK, sick and personal time. 
Only career minded individuals apply. 

Email: Weeds@weedsinc.com 
Phone: 610-358-9430 

Fax: 610-358-9438 
www. weedsi nc .com 

HELP WANTED 
KEY EMPLOYEE SEARCHES 

Florasearch, Inc. in our third decade of 
performing confidential key employee 

searches for the landscape industry and 
allied trades worldwide. 

Retained basis only. 
Candidate contact welcome, confidential 

and always free. 
Florasearch Inc., 1740 Lake Markham 

Road, Sanford, Fla. 32771. 
Phone 407-320-8177, 

Fax 407-320-8083. 
E-mail: search@florasearch.com 
Web site: www.florasearch.com 

SOFTWARE 

To place your classified ad 
in Lawn&Landscape 
Call Bonnie Velikonya 

at 800/456-0707x5322 

Powerful Customer and 
Job Management Software 

ArborGold Software is designed specifically 
for Tree, Lawn and Landscape businesses. 
It will help you work smarter, more efficiently 
and helps you cut overhead costs! 

Call 1-800-933-1955 for info or 
visit arborgold.com for Free Demo 

INSURANCE 

WE OFFER the broadest coverages available to the 
industry including: stand alone pollution liability 
products for special risks, over the road spill clean 
up and on site liability for operations. 

(Formerly M.F.P. Insurance Agency Inc.) 

CALL 800-886-2398 
Most quotes within 48 Hours 

www.bureninsurancegroup.com 

Serving The Green Industry 
For Over 25 Years 

WE INSURE 
• Applicators 
• Design/Build 
• Install 
• Irrigation 
• Lighting 
• Mowing/Maintenance 
• Snow Removal 

All programs comply with regulatory agency licensing insurance 
stallm 

, procra 
regulated states, knowledgable claim support. 

1 Consultants 
' Design Firms 
» Franchisees 
' Franchisors 
» Golf Course Contractors 
» Right of Way Contractors 

requirements, installment payment plans, rapid response to 
mailable in all states, licensing support in service calls, programs availa 

GOT INSURANCE? 
Insurance programs for Landscapers & Tree Services 

General Liability • Work Comp • Auto 

50+ Insurance Carriers Represented 

= BIG SAVINGS 

m 
Jason Bott, Vice President 

Robertson Ryan 8c Associates, Inc. 
Office: 414-270-6834 • jbott@RobertsonRyan.com 

www.robertsonryan.com 
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SOFTWARE PLANTS, SEEDS & TREES LEGAL 

Bill I f l i M A$T8R 
Software ® 

We can convert ANY system 
to BILLMASTER in minutes! 
Start today for as little as $100 

Billmaster is the best software in 
the Landscape industry. ALL at 
a price your business can afford, 

with no recurring costs. CRM, 
Billing, Scheduling, Proposals, 

Sales Tax Calc, Reports. No need 
to learn another software package, 

BILLMASTER is customized to fit 
your needs. Conversion from ANY 

system included. Unlimited training, 
support, updates. VISA, MC and 

AMEX, Checks. 
GET YOUR BILLS DONE FASTER 

WITH BILLMASTER! 
e-mail: sales(a)billmaster.info 

201 -620-8566 www.billmaster.info 

PLANTS,SEEDS & TREES 

GROUNDCOVERS 
Over 150 varieties - constant supply 
Ajuga, Daylillies, Euonymus, Ferns, 

Hostas, Ivies, Jasmine, Liriope, Mondo, 
Pachysandra, Sedum, Vinca 

LIRIOPE 
World's Largest Supplier -

Over 15 Varieties 
Heavy field grown divisions! 

THE HOME OF SUDDEN SERVICE 
Free Full Color Catalog 

CLASSIC GROUNDCOVERS INC. 
405 Belmont Rd., Athens, GA 30605 

Toll Free: 1-800-248-8424 
Fax: 706-369-9844 

www.classic-groundcovers.com 

NATIVE SEEDS 
Largest distributor of native 

seed east of the Mississippi, from 
Canada to Florida! We specialize in 
upland to wetland sites, including 

bioengineering for riparian sites. See 
what a difference natives can make! 

Contact ERNST SEEDS today. 
www.ernstseed.com - 800/873-3321 

WETLAND/NATIVES & 
CONSERVATION 

Large selection of Plugs, Perennials, 
Grasses, Natives & Conservation. 

CHIEF MOUNTAIN FARMS 
Ph 443-350-3894 
fax 410-658-7333 

Toll Free 866-530-8902 
www.chiefmountainfarms.com 

WEB DESIGNERS 
Web Design, Brochures, Logos, Lettering 

and Printing Services for Landscapers. 
Your single source for marketing your 

landscape business. 
Samples online: 

www.landscapermarketing.com 
or call 888-28-DSIGN. 

Debt Collection 
Letters 
Written On Your 

Behalf. 
Do you have questions on: 
Contracts • Legal Compliance 
Hiring/Termination Practices 

Workers' Compensation »Franchising 
Plus Identity Theft Shield 

855-976-5884 

We help Entrepreneurs 
R U N & G R O W their Businesses 

The Hulse Group, U.C. Independent Associates 

S°SmallBiz LegalSliield 

AD INDEX 
1 Advertiser Website Page # RS # 1 I Advertiser Website Page # RS # 1 

Adkad Technologies wwwadkadcom 122 91 Mercedes-Ben? 
USA. LLC www MBSpnnterusa com 29 36 

Adrian Steel Company www commercialcurbappeal com 109 79 

Mercedes-Ben? 
USA. LLC 

www mistaway com 
wwwcubcadetcommercial com 

32 
107 

Agnum Advanced 
Technologies wwwagnumatcom 27 34 

MistAway 
MTDPRO 

www mistaway com 
wwwcubcadetcommercial com 

32 
107 

40 
77 

Anens/Gravely com www gravely com 147 104 Neeiy Coble www neelycoble com 105* 76 
Ball Horticultural 
Company www baltandscape com 71 52 Netafim Irrigation 

Novae Corp 
wwwnetafimusacom 
www novaeOPE com 

23 
112 

29 
82 

Ballard Equipment wwwbaUard-inccom 26 33 Nufarm www nufarm com 28.88 35.63. 
Big Dog Mowers www.txgdogmowers com 72 53 W, 04 

Bobcat Co www bobcat com 25 32 Oregon Cutting Systems www oregonchain com 123 92 

BOB-CAT Mowers wwwbobcatturf com 19 24 PBI/Gordon Corp www pbigordon com 74,108. 55,78, 
124 93 

Caterpillar www CatResourceCenter com/LL 13 17 PermaGreen Supreme www permagreen com 118 88 
Clip Software www.ckp.com 34 43 Pine Hall Bnck www pinehallbnck com 22 27 
Collier Metal Specialties 
Ltd wwwcolmet.com 115 84 PK Products wwwpkprodudlinecom 116 85 Collier Metal Specialties 
Ltd 

www coronaclipper com 81 59 
Power Chute Design www powerchutedesign com 18 23 

DeerPro 
Dixie Chopper 

www deerprorepellent com 
wwwdouechoppercom 

18 
131 

22 
99 

Pro Landscape/Drafix 

Rain Bird 

wwwdrafixcom 

wwwrainbirdcom 

2 10 
102.103, 72,73, 

148 105 
Dodge Truck wwwramtruckscom 11 RDN Signs wwwmdsigns.com 12.124 16.94 
Dolmar Power Products www dolmarpowerproducts com 87 62 Real Green Systems wwwrealgreen com 16 20 
DuPont Landscape 
Systems www landscapesolubons dupont com 132-133 100 Ryan wwwryanturfcom 33 41 

DuPont Professional 
Products 

wwwproprodudsdupont.com 15 19 
Savalawn 
SePRO 

www savalawn com 
wwwseprocom 

116 
41 

86 
46 

Echolnc wwwecho-usa com 76 57 SipcamAdvan wwwsipcamadvancom 99 68 
Emerald Coast Growers wwwECGrowerscom 128 97 Sitepro wwwsiteprocom 100 69 
Encore Power 
Equipment wwwsenousredcom 121 90 STEC www stecequipment com 101 71 

Ewtng Imgabon 
Products wwwewingl.com 125 95 

STIHL 

Syngenta 

www sbhkisa com 

wwwsyngenta-us com 
69 

49 
51 
50 

Exakbme wwwjobclock.com 126 % Tafco Equipment Co wwwtafcoequipcom 22 28 
Exmark wwwexmark.com 43 47 Takeuchi Mfg wwwtakeuchi-uscom 3 11 
EZ Trench wwweztrench com 112 81 Tòro www toro com 97 67 
Ferns Industries 
First Products 

www.femsindustnes com 
www lstproduds.com 

111 
14 

80 
18 

Tree Management 
Systems wwwarborgold com 104 75 

FIEX-Dratn www flex-drain com 17 21 Tree Tech wwwtreetech net 36 44 

CMC Truck wwwgmccom 38-39 TruGreen wwwtrugreen com 30 37 

GoiLawn wwwgoilawn com 119 89 Turfco Manufadunng www turfco com 92 65 

Gregson-Clark wwwgregsonclarkcom 37 45 TurfEx www turfexproduds com 73 54 

Ground Logic www groundlogicinc com 24 30 U.S. Lawns wwwuslawnscom 93 66 

Grounds Guys. The wwwgroundsguysfranchise com 130 98 Valent wwwvalentprocom 31,45* 39,48 

Honwn www.horizononline com 113 83 Vitamin Institute wwwsuperthnvecom 24 31 
Hustler Turf Equipment wwwhustlerturfcom 47 49 Walker wwwwalkermowers com 75 56 
Invisible Structures 
JJ Mauget 

www invtsiblestructures com 
www mauget.com 

30 
117 

38 
87 

Weisburger Insurance 
Brokerage www programbrokerage com 34 42 

John Deere www johndeere com 6-7.9 13.14 Wells Fargo Retail 
Services www wellsfargo com/retailservices 77 58 

John Deere Construction wwwjohndeerecom 83 60 

Wells Fargo Retail 
Services 

wwwwestheffercom 104 74 
Kawasaki Motors Corp 

wwwjohndeerecom 
20.21 25,26 

WesthefferCo wwwwestheffercom 104 74 
Kawasaki Motors Corp wwwkawpowercom 20.21 25,26 

WesthefferCo wwwwestheffercom 104 74 

Lebanon Turf Products www lebanonturf com 85 61 Wnght Mfg wwwwnghtmfgcom 5 12 

Lehman Mfg Co wwwllc-equipmentcom 100 70 •denotes regional adverbsing 
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TIPS FROM 
THETOP 
// Interviewed by Catherine Pomiecko 

ÎÔO 
CEO, ArtisTree Landscape 
Maintenance & Design Joe 

Gonzalez 
There's a first time for everything - the first sale, the first 

expansion, the first mistake and maybe even the first 
award. To help gain insight into the successes and lessons 
learned by successful business owners, every month Lawn & 
Landscape will talk to companies who have surpassed those 
milestones and have become some of the newest members 
of the Top 100 List. 

COMPANY: ArtisTree Landscape 
Maintenance & Design 
LOCATION: Venice, Fla. 
TOP 100 RANKING: 96 
2010 REVENUES: $13 million 

What about your company has 
remained consistent? 

We've always had a single-
minded objective, which is to 
be a representative in this in-
dustry of the highest quality 
company of our position. I'm 
not a horticultural person; 
I don't have a horticultural 
background. 

My background is in busi-
ness and the businesses that 
I've worked for are high-end, 
high-quality oriented com-
panies. 

That's what I thought that 
this industry needed - some-
one to be the quality leader 
in the area. 

You just don't start out at 
the top; you hopefully wind 
up at the top. There's always 
more you can do, there's new 
ideas all the time. You're 
never done. 

Did you plan to grow your 
company this big? 

I moved down here with 
two babies in diapers, and I 

knew I needed to make some 
money. I was just hoping I 
could get it off the ground 
and make it into a few-mil-
lion-dollar business. A $15 
million business was not in 
my sights at that time. 

There was really nothing 
in my sights except making 
an immediate living and do-
ing it as quickly as possible. 

I think at the point where 
we passed $2.5 million and 
$3 million is when I thought 
of the distinct possibility of 
us getting bigger, still $15 
million wasn't a reality for 
me. 

When I got to $10 million, 
right before the turn of the 
economy, is when my busi-
ness got really excited on 
growth. That's when I was 
looking at a $25-50 million 
dollar business. 

So, when the economy 
rolls around, it might be a 
slower plan, but I plan to 
grow this business at 10 to 
15 percent growth rate. We 

still have those people and 
those objectives and we're 
probably better than we were 
five years ago. 

To what do you attribute your 
success? 

I think we have been un-
flinching in our objective to 
be the quality company. 

During the hard times 
we have never cut back on 
anything. If we make a mis-
take, or we don't meet a 
customer's expectation, we'll 
rectify it at a loss. 

I think the fact that we 
have stood by that standard 
for the last 20 years is what 
has kept us growing and 
moving forward. 

How do you avoid getting 
complacent? 

I think I keep myself moving 
in multiple directions. I have 
a group of people working 
for me that have a very good 
skill level of the day-to-day 
operations of the company, 
and I don't have those skills. 

What I do have is a focus 
on growth and new opportu-
nities, marketing, the things 
that are changing day to day. 

I hire marketing and sales 
department employees who 
are giving me challenges 
every day, and they are hard-
working, motivated people. 

I think we inspire each 
other. 

How has your role changed as 
your company has grown? 

My role has been dimin-
ished over time because as 
we've grown we've added a 
marketing department and 
other departments to take 
over some of the duties I had. 

I made our first brochure, 
for example. But now I'm ba-
sically on a part-time status 
here, overseeing what other 
people are doing for the most 
part, and I don't put more 
into it than I need to. 

What advice would you give to 
leaders on growing? 

I would say you have to find 
your niche. It has to fit your 
personality. 

You need to have financial 
backing. It's very hard to 
make it in this business - it's 
highly competitive so the 
margins are very slim unless 
you establish yourself, and 
that has been the objective. 

You have to have the abil-
ity to offer more services at a 
higher price for more profit-
ability, but also to live with 
that profit you're promising. 

I think business leaders 
should adopt a philosophy 
and stick with it. Do they 
want to be the cheapest guy 
or the highest priced guy? Do 
you want to be the best or do 
you want to be in the middle? 
You have to pick your market 
and stick with it. L&L 
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HAS GONE COMMERCIAL 
INTRODUCING THE PRO-TURN ™ 400 

"Pressure Mapped" Seat 
& Backrest Cushions 

Seat Back 
Angle Adjustment 

Pneumatic Height \ 
Adjustment 

Vibration 
Isolators 

Operator-Defined 
Lumbar 
Adjustment 

Fore & Aft 
Adjustment 

THE INDUSTRY'S FIRST ZERO-TURN WITH AN AIR-RIDE 
SUSPENSION SEAT. Again Gravely® has your back. Literally this 
time. When you sit down it's going to feel a lot like your favorite 
easy chair. You can't put your feet up, but that's okay. The foot 
platform has vibration-isolators on the corners for an added 
measure of comfort. Then of course there's the machine the 
seat sits on. Sure it's commercial-duty. It's a Gravely. 

Experience Air Gravely at a dealer near you or Gravely.com 

ß P A V H L Y 

AN AMERICAN WORKHORSE SINCE 1916 

lawnandlandscape.com/readerservice #104 www 



Watch the Rain Bird* RD1800™ take on the competition at 
www.rainbird.com/RD1800 

The new Rain Bird® RD1800 —a spray head tough enough for your most 
challenging landscapes. It's a muck-filled, chlorine-treated, bacteria-infested jungle out 
there. Good thing the RD1800 is no ordinary spray. Its exclusive Triple-Blade Wiper Seal prevents 
stick-ups. Its innovative design handles the thickest grit and most dramatic pressure variations with 
ease. Exclusive Flow-Shield™ Technology helps you identify and solve problems faster. Surviving the 
world's filthiest environments. That's The Intelligent Use of Water.™ 

Get the new Rain Bird Landscape Irrigation Catalog app. Available on the Android Market and iTunes Store. 

Surviving where 
others crumble. 

That's intelligent. 

PAIN&BIBD 
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