
Design/build», 

• Last summer, on a whim, Gary Kinman 
bought a pony. It was a real miniature— 
tiny enough, he reckoned, to coax and 
shove into the family minivan and take 
home to the kids. Strawberry (the name 
Gary's two children later gave it) rode to 
the Kinman household with its wet muz-
zle poking over Gary's right shoulder. 

The arrival of the pint-sized gray, with 
blond mane and tail, elicited the hoped-for 
response, delighted yelps from the kids 
and Gary's two, huge yellow dogs. Never 
mind that the minivan no longer has that 
new-car odor. 

Sometimes impulsive. Usually outspo-
ken. Never boring. Kinman, 36, with his 
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The industry needs 
to...start telling our 
clients about their 
outdoor living 
spaces just like 
building architects 
tell them about in-
door living spaces.' 

—Gary Kinman 

stocky, powerful build and square jaw, 
looks like a boxer. Or maybe a middle 
linebacker. 

He's really a pushover, though. A 
bonafide softie. 

When he claims that his Kinman & 
Associates regularly designs and builds 
residential landscapes costing $250,000 
and more, he can almost convince a listen-
er that customers always get the better of 
him in the process. Shame on them. 

"We have a reputation—which, I guess, 
isn't necessarily good—for being expen-
sive," pleads Kinman. "We're not expen-
sive. For the product we deliver, we're 
inexpensive—which I can prove by our 

financial statement." 
A handy market—Kinman's K&A is 

located in quaint Dublin, Ohio. It's a good 
town to be doing what Gary likes to do 
best, top-of-the-market residential land-
scape design and build. 

Just outside of Dublin, which is itself 
just northwest of Columbus, is golfer Jack 
Nicklaus-built Muirfield Golf Course. It's a 
gem, and site of his annual Memorial 
Tournament. In fact, Nicklaus's new home 
will be going up nearby soon. 

Kinman may or may not get the 
Nicklaus landscape. But it's the type of res-
idential project that K&A has earned an 
enviable national reputation for designing 
and building: the big residential job. 

"A small project for us is in the $25,000 
to $30,000 range. But I think even that's a 
lot of money and we can do some really 
beautiful stuff with it," says Kinman. 
"Certainly we'd like to do more of that, but 
our problem as a company is that people 
in our market think, 40h, my gosh, 
Kinman & Associates, they're too expen-
sive and they work on bigger projects.'" 

Plant selection and installation. Patios. 
Walkways. Retaining walls. Decks. 
Swimming pools. K&A does it all, says 
Kinman. Or it'll find a top-notch sub-con-
tractor that can. 

"Actually, planting is one of the last 
things we usually do. There is so much 
more to the business than jamming a 
bunch of bushes next to a house. I think 
our industry pushes that too hard," says 
Kinman. He calls the process "super 
shrubbing." 

"I think we (the industry) need to be 
putting in more beautiful, front sidewalks, 
designing home entries that work, 
installing stone walls that enhance proper-
ties. We've got to start telling our clients 
about their outdoor living spaces just like 
building architects tell them about indoor 
living spaces." 

One job at a time—Kinman figures 
K&A has put in over $30 million worth of 
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Project managers Sharon Halldren, foreground, and Julie Taggart see big projects 
to completion, from initial design to planting. 

landscape projects. That's a lot for his 
small operation that stays so close to 
home. "I think I almost have enough cal-
louses to prove it," he says opening his 
rough, workman's hands. 

Gary insists size doesn't preoccupy him 
though. It never did, not even when he 
decided to start a landscape business 
almost 14 years ago. He was studying busi-
ness and finance at Ohio State University 
then. "By the time I was a senior, I already 
knew that I wanted a company to put in 
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accounts where there are 
in-house crews, stress 
cost, efficiency and 
expertise. 

• Laflamme Services of Bridgeport, Conn, 
has found a way to convince commercial 
prospects to switch from in-house crews 
to an outside landscape contractor. Judith 
Guido, director of business development 
and marketing for the 24-year-old compa-
ny, says persistence has paid off—in the 
form of new commercial accounts eager to 
sub out the work. And that's because 
Laflamme knows how to sell the benefits 
of what Guido calls "outsourcing." And it's 

the best residential landscapes in the 
area," he says. 

K&A, he insists, is doing just that, in 
large part, because K&A is a team effort, 
involving five project managers and sup-
porting office and field crews—even Gary's 
wife Lori, who works the phones. 

As soon as K&A gets a recommenda-
tion, Kinman builds a team to work with 
the client and building architect. Gary's 
always on the team, along with a project 
manager. He says he deals with the bigger 

client picture, the concept, while the pro-
ject managers do the actual designs and 
track construction details. 

"I'm kind of associated with every job. I 
wish I wasn't as much," Kinman admits. 

Everyone's busy—Actually, each of 
the five project managers (three men and 
two women) may have a dozen landscape 
projects bubbling at once. They guide each 
through a 22-step process. They can tell at 
a glance where each project stands 
because all are recorded on a huge, white 
board on the wall in front of their drawing 
boards. 

"We're trying to develop a system 
where each job will have an on-site project 
manager as well as an in-house project 
manager," says Kinman. "Then, everything 
that we're doing on a project—from the 
beginning design to the end of the job—is 
being looked at by two people." 

When operational, Kinman thinks this 
system will meet his clients needs even 
more precisely. 

Then, he insists, his clients will get an 
even bigger bargain. 

"The money they spend with us is like 
money they invest and get high interest 
on," he claims. 

—Ron Hall 

not a very 
hard sell when it's done 

right. Just let the numbers do the talking. 
Laflamme's message to mid- and large-

sized commercial prospects is simple: it's 
more cost effective and easier to contract 
out than to subsidize an in-house crew. 

Recent new clients include headquar-
ters for Clairol, Champion Sporting Goods 
and Aetna Insurance. 

Guido says area competitors try to 
sell the idea, but lose something in the 
translation. 

"There are people 
who have contacted these companies, 

but nobody told them why it would be bet-
ter (to contract out)," she says. 

Laflamme gives the prospect a list of 
26 reasons why it makes sense to contract 
out (see sidebar). Closing a sale was never 
so easy! 

Most of Laflamme's newly-contracted 
accounts buy all the important landscape 
services: landscaping, lawn care, flower 
planting, waste management and snow 
removal. 

Reminders help—As an extra way of 
staying in touch, the company's single 


