
we bought a $35,000 machine 
(Dingo from Toro) that cut out 
three laborers on many jobs," 
she says. "We're definitely look-
ing for more productivity from 
our equipment. Labor is every-
thing in today's market." 

North of the border, in the 
Toronto marketplace, Robert 
Wilton, Clintar Groundskeep-
ing Services, agrees that labor 
availability is an issue, but for 
his company, at least, the big-
ger challenge is "people man-
agement," specifically increas-
ing the level and quality of all 
types of training for employees. 

And Robert Kinnucan, of 
the Kinnucan Company, says 
his greatest need is "hiring 
skilled personnel to maintain 

abor is obviously on 
the mind of everyone 
who took our survey, 

so we asked them how many 
full- and part-time employees 
they hire. To get a better un-

derstanding of the labor pic-
ture, we also asked them to tell 
us what their employees are 
like. And finally, to understand 
how this affects the bottom 
line, we asked respondents to 

tell us how their cost 
structure operates. 

Deborah "Andy" 
Bechtold, operator of 
Longhom Mainte-
nance Inc., Allen, TX, 
finds herself in the 
same situation as most 
contractors — getting 
the most efficient pro-
duction possible with 
available employees, 
usually 12 at peak sea-
son. 

"Earlier this year Bechtold and Longhom team 
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the quality of our service which 
is responsible for maintaining 
our profitable growth." 
The people picture 

Among those surveyed, the 
average number of employees 
is 10.7 full-time and 9.6 part-
time (see the figure at the far 
left). When this is broken 
down by revenue, the number 
of full-time employees varies 
from as few as 1.7 for the 
smallest businesses 
(<$100,000) to 52.8 for the 
large businesses (> $1 million). 
Small companies, ranging from 
$100,000 to $500,000, had 4.3 
employees and the mid-size 
(from $500,000 to $1 million) 
had 11.5 full-time employees. 

Part-time employee hiring 
also varies by size: an average 
of 1.9 for the smallest firms, 
5.9 for small firms, 10.7 for 
mid-size firms and 38.8 for the 
large firms. 

As you can see on a geo-
graphical basis, hiring in the 
West far outweighs that of 
other sectors. There, contrac-
tors hire the largest number of 
full-time (30.3) and part-time 
(15.5), followed by the Mid-
west (5.7 full-time and 11.0 
part-time), South (10.3 full-
time and 4.7 part-time) and 
Northeast (4.0 full-time and 
8.9 part-time). 

It is also apparent that the 
South and West are less limited 
by seasons and able to keep on 
more full-time people. They 
have twice as many full-time 

employees as part-time, while 
in the Midwest and the North-
east the position is reversed, 
with twice as many part-time 
employees to full-time ones. 
Faces of diversity 

Diversity in companies, 
(shown at the right) by race, 
gender or ability is somewhat 
limited. Regardless of company 
size or geographic location, 
women barely contribute more 
than 10% of the workforce (ex-
cept in the large firms). But 
considering how difficult it can 
be to attract anyone to the 
business and stick with it, given 
the demands of the job, that 
number is not surprising. 

As could be expected in a 
physically demanding business, 
the numbers of people with 
disabilities are very small (2% 
or less, regardless of company 
size or geographic location). In-
terestingly, the Midwest region 
and the smallest companies 
had the highest involvement. 

The fact that there are some 
people with disabilities in the 
workforce indicates that some 
types of challenges may not in-
terfere with certain jobs. Per-
haps future surveys could look 
into that. 

Racial diversity tends to be 
rather limited in many cases, 
particularly in regard to African-
Americans. The South had the 
highest percentage, 11.6%, 
while the rest of the regions 
didn't break 4%. The mid-size 
companies reported that 8.4% 

Landscape hiring of 
Hispanic, African-American, 
Female, Disabled/physically 

challenged employees 
<$100,000 

$100,000-
$500,000 

5.7% 

$500,000-
1 mill ion 

4 % 

1 million-»-

/ ̂  8.4% 

2.7% 

Hispanic African/American 

Female Disabled | Other 

Regional employee hiring 

Hispanic Female African/American Disabled 



Perhaps it is 
because the West 
and South have 
more year-round 
work that those 
labor costs are a 
higher percentage 
of the overall 
budget. 

of their employees were 
African-American and the 
smallest companies, 5.7%. But 
the small and large companies 
were 4% and 2.7% respectively. 

Hispanic employees clearly 
make the largest contribution to 
diversity in the green industry. 
The companies from the West 
indicated that almost 50% of 
their employees are Hispanic — 
a substantial amount. The 
South, at 23.4%, also had a 
large number of Hispanic em-
ployees. In the Northeast and 
Midwest, the numbers dropped. 

When we look at diversity 
with respect to company size, 
the percentages of Hispanic 
workers were less variable: the 
smallest companies had 14.3%; 
closer percentages for small and 
mid-size at 25% and 21.5%, re-
spectively; and 35.8% for the 
large companies. 

Are your costs in line? 
If you're not keeping an eye 

on industry average operating 
costs, you're missing an excel-
lent way to measure progress. 

• On average, labor (in-
cluding benefits) accounts for 
35.9% of the operating budget; 

• materials and operating 
supplies account for 22.6%; 

• equipment purchases and 
maintenance take up 14% of 
the typical 1998 budget; 

• insurance takes 7.1%; 
• fuel consumes 6.7%; 
• marketing and advertising 

averages 2.9%. 
High cost of labor 

Our respondents said labor 
costs reached as much as 
47.1 % of the operating budget 
for mid-size firms, compared to 
only 28.6% of costs reported by 
the smallest firms. Labor costs 
hovered around 37.5% for 

small firms, followed closely by 
the 36.7% reported by the 
largest landscape operations. 

Perhaps it is because the 
West and South have more 
year-round work that those 
labor costs are a higher percent-
age of the overall budget. Con-
tractors and grounds managers 
in the West reported labor to-
talled 42% of operating costs, 
while Southern landscape man-
agers said it was 37% of their 
budgets. 

In the Northeast and Mid-
west, managers reported that 
labor costs were the same — 
33.7% of the budget. 
Materials & supplies 

While the survey average for 
material and supply costs was 
22.6%, it becomes a more signif-
icant piece of the puzzle with 
larger organizations. In fact, it 
totalled 28.7% of operating costs 



What percent of your 199H 
gross receipts or budget 
went toward the following 
operations categories? 

I Labor 

I Mater ia ls & 
o p e r a t i n g suppl ies 

I E q u i p m e n t purchase 

Insurance 

Fuel 

M a r k e t i n g / A d v e r t i s i n g 

for the largest firms; 23% for the 
smallest operations; 20.7% for 
small companies; and 20.4% for 
mid-size businesses. 

Geographically, the costs of 
materials and supplies for re-
spondents varied only slightly, 
ranging from a low of 20.8% in 
the Northeast to 24.2% in the 
South. Midwest landscape man-
agers reported those costs to be 
23.9%, while those in the West 
said they were only 21.2%. 
Equipment & maintenance 

Survey respondents said 
that the average costs in this 
category totalled 14%, but this 
number varied more widely 
when broken down by budget 
size. 

Clearly, equipment pur-
chase and maintenance is more 
burdensome to the smallest op-
erators in our survey, totalling 
18.5% of their operating costs, 
followed by small firms, whose 
costs were 12.8% of budget. 

The bite of equipment pur-
chase and maintenance is much 
less significant for larger opera-
tions: Mid-size firms reported 
them to be only 9.3% of oper-
ating costs, while those over $1 
million said they were a mere 
10.2%. 

It should be no surprise that 
equipment purchase and main-
tenance costs were similar 
across the country, with a high 
of 15.7% reported by respon-
dents in the Northeast, 14.8% 
in the South, 12.9 in the Mid-
west and 11.2% in the West. 
Insuring your operations 

From all appearances, com-
panies of various sizes can 
maintain similar insurance 
costs through safe operations 
and judicious shopping for 
vendors. In our survey, the cost 
of insurance averaged 7.1%, 
which is supported in the bud-
get breakdowns: 

• Firms less than $100,000 
in budget said insurance to-
talled 7.3% of costs. 

• Small organizations re-
ported costs of 7.1 %. 

• Mid-size firms said their 
insurance costs averaged 6.6%. 

• Large firms reported av-
erage insurance costs of 7%. 

There seemed to be more 
disparity of insurance costs in 
different areas of the country. 
Midwest respondents reported 
a hefty 7.9% cost for insurance, 
followed closely by Northeast 
respondents and their 7.5% av-
erage. 

Landscape managers in the 
South clearly get a break in this 
category, reporting costs of 
only 6.4%, as do those in the 
West, with an average of only 
6.1% of operating costs going 
to insurance. 

Fueling up for growth 
Economies of scale show up 

strongest in this category, as the 
largest companies clearly have 
an advantage in keeping their 
fuel costs to a smaller percent 
of their operating budgets. 

While the overall average 
for fuel costs was 6.7%, large 
companies pegged them at 
only 3.9% of the total budget, 
and mid-size firms reported 
those costs to average only 
4.6%. 

In contrast, the smallest 
firms said their fuel costs were 
a higher proportion of spending 
— at 9.3%. Small companies 
were closer to the industry av-
erage, noting an average of 
5.9% for fuel. 

Although fuel costs vary 
wildly for consumers across the 
country, our survey respon-
dents' costs were closer. Sur-
prisingly, Southern contractors 
and grounds managers reported 
the highest average cost of fuel, 
at 7.4% of their operating bud-
gets. 

It may be no surprise that 
they are followed by managers 
in the Northeast, with an aver-
age cost of 6.8%. The lowest 
costs for fuel were reported by 
landscape and lawn care man-

agers in the Midwest (6.4%) 
and the West (5.8%). 
Marketing genius 

Landscape managers of 
both large and small organiza-
tions stay pretty much in the 
same range for these costs, 
which average 2.9% of the total 
budget. Those apparently 
spending the least are the 
largest organizations, devoting 
only 1.9% of their budget to 
marketing or advertising. 

This may be because many 
large organizations focus on 
commercial business and may 
use more one-to-one marketing 
and promotion methods than 
those advertising to thousands 
of homeowners. 

The biggest spenders are 
those midsize organizations, 
who average 3.3% of their bud-
get, followed by the smallest 
firms, who spend 3.1%. Small 
organizations reported they 
spend an average of 2.9% on 
marketing and advertising pro-
grams. 

Regionally, there is little dif-
ference in spending, with mar-
keting and advertising budgets 
ranging from a high of 3.4% of 
total operating budget to as lit-
tle as 2.4%. 


