One company,

The full-service approach
worked for the DiSanto
Companies when a $4.1 bil-
lion Cleveland-based corpo-
ration built beautiful new

headquarters

By RON HALL/ Managing

Editor

ffering clients “one-stop shop-

ping” builds customer satisfac-
tion, believes the DiSanto
Companies, a Cleveland-area
landscape company.

The 38-year-old firm got an opportu-
nity to demonstrate just that this past sum-
mer as it installed the landscape at the new
world headquarters of the Parker Hannifin
Corporation.

The landscape company’s biggest chal-
lenge? A killer deadline, made even tighter
by unfavorable weather.

It's biggest opportunity? Shining on the
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installation and earning a long-term main-

tenance contract.

The DiSanto Companies was started in
1959 by brothers George and the late Den-
nis DiSanto. They learned a lot about land-
scaping from their father who had been an
estate gardener. Employing about 35 peo-
ple in season, The DiSanto Companies
continues to maintain quite a bit of resi-
dential work, most of it in Cleveland’s
most affluent neighborhoods. But it's also
building its commercial clientele.

Parker Hannifin is a $4.1 billion manu-
facturer of motion-control components
and systems used in industry and aero-
space. For 62 years its home was a four-
story building in Cleveland. In March
1996 it broke ground at its new location on
a 32-acre site in neighboring Mayfield
Heights, Ohio.

The 208,000-foot building and its sur-
rounding landscape had to be ready by sum-
mer's end. Parker Hannifin had planned a

week of open house celebrations and press
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conferences to showcase its new headquar-
ters—and, particularly, it's growing stature
as a international systems producer.

Local contractors, including the
DiSanto Companies, pushed themselves to
make sure that the headquarters were, in
fact, ready.

Tree care, weather challenges

Site planning, and some other impor-

tant decisions, were made before the

DiSanto Companies earned the landscape
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<« The Parker Hannifin headquarters. With a
three year contract, The DiSanto Companies
can commit to specialized equipment or ma-
terials for the property.

P Tim Korte: client knew bene-
fits of functional and attractive

landscaping.

construction contract. For in-
stance, landscape architect
Knight & Stolar, Inc, and
Parker Hannifin had already
decided to save and relocate
36 mature trees at the site.
The property contained a nice selection of
hardwoods, mostly oaks and maples. They
had been planted decades ago to define
fairways. The site had been a golf course
before being developed into the Lander-
haven Corporate Center.

“They went to extraordinary lengths to
protect these trees from construction,” says
Tim Korte, vice president of operations of
the DiSanto Companies. His company
planted another 130 new trees on the site.

“The biggest challenge for us turned out
to be the weather, starting with a wet
spring,” explains Korte. “Construction was
behind because of the weather. (Workers
moved 75,000 cubic yards of earth.) Then
when it tumed dry in the summer we had
to establish what amounted to 13 acres of
turfgrass at once.” He chose turf-type tall
fescue since some of the turfgrass areas
weren't going to be irrigated.

As construction progressed through the
summer, Korte felt that Parker Hannifin's
appreciation of the value of a functional
and attractive landscape grew.

“Even though people are driving by these
commercial sites at 35 mph, we're discover-
ing that clients are becoming more particular
about every square inch of their properties,”
says Korte. Curb appeal (image) remains
vital, but employers are finding that appro-
priate landscaping builds employee morale
too. More and more workers at these corpo-
rate locations are using the grounds to relax
during lunch, or to walk or jog.

“They're even starting to develop areas,
maybe at the back of their properties, that
four or five years ago they would have said,
‘don’t worry about it. We're
not going back there’, ” says
Korte.

While the DiSanto Com-
panies had earned the instal-
lation contract, that was no
guarantee that it could land
the maintenance contract too.
DiSanto had to bid the pro-
ject just like everybody else.
And the company realized
that it couldn’t—nor did it
want to be—the low bidder.

“Mature clients know what it costs to
bid, and they know what services cost,”
says Korte. “They also know that they
don't have the personnel to do the mainte-
nance themselves.”

Service mix a winning edge

Korte believes that Parker Hannifin chose
the DiSanto Companies as their mainte-
nance company, in part at least, because it
could provide so many different services.

“They've asked us to be involved with
everything outside, including the parking
lot,” says Korte. “Our company does a lot
more work than the number of our em-
ployees would suggest. We concentrate
most of our efforts on what we can do
best, and we have excellent subcontractors
who can do the rest.”

He says the client benefits greatly be-
cause the installer is still on-premises, and
can make any additions or improvements to
the landscape as the client’s budget allows.

The landscape company benefits from a
three-year contract because it can commit
to specialized equipment or materials for
the property.

The business trend is definitely toward
landscape companies that can provide
many different services to the same client.

“You have to be ready to move on
what each customer wants or that cus-
tomer will look for someone else,” says
Korte. “There are a lot of companies that
are willing to provide a lot of services, and
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we're one of them.”
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