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SMALL BUSINESS OWNERS DESERVE BIG BENEFITS.

CUT COSTS WITH ON THE JOB ALLOWANCES 

FOR YOUR BUSINESS VEHICLES. 

Running a business presents plenty of challenges. Like cutting costs, not corners. 
And working smarter, not just harder. ON THE JOB1 can help you meet these 
challenges. Our commercial vehicle program provides incentives to assist you in 
purchasing, customizing and servicing your business vehicles. Here are a few of 
the generous allowances now available:

     

See your dealer for specific program rules. Or just call 877-ONTHEJOB. Program ends 1/2/2012. 
All incentives except $500 Snow Plow Prep Package end 1/2/12. $500 Snow Plow Prep Package 
incentive ends 4/2/12; to qualify, truck must be delivered by 4/2/12.

THE COST OF DOING BUSINESS 

JUST WENT DOWN.

No-Extra-Charge 2-Year Gas/Diesel Lube-Oil-Filter Service 

Up to $1,000 Commercial Graphics Allowance

Up to $1,000 Equipment/Upfit Allowance

$500 Snow Plow Prep Package Allowance2

1ON THE JOB is a retail incentive program, see your dealer for official program rules. Offer ends 1/2/12. Inquire about eligibility by calling 877-ONTHEJOB or by logging on to 
chryslerbusinesslink.com/programs_incentives.html. The purchaser or lessee must be a qualified commercial customer for more than 30 days prior to the date of vehicle purchase. An 
official ON THE JOB Customer Acknowledgement Form must be signed by the customer (provided by the dealer). Offer ends 1/2/12. 2Snow Plow offer is valid toward the purchase or lease 
of any new or unused 2011 or 2012 Ram 2500 and 3500 4x4 pickups with Snow Plow Prep Package (AHD). Customer must take delivery by 4/1/12. See participating dealer for details. 
Chrysler, Jeep, Dodge, Ram and Mopar are registered trademarks of Chrysler Group LLC. ©2011 Chrysler Group LLC. All rights reserved.
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Since 1986 we have helped  

existing landscape service businesses 

become a success within our  

franchise network.

Join us and it will change your life.

BUSINESS OWNERS – TAKE ADVANTAGE OF OUR 
NEW OFFER OF $0 DOWN TODAY!*

Call us today at 1-866-781-4875
 franchise@uslawns.net     ��      www.USLawnsFranchise.com

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. 

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!

Commercial Landscape Management at its best

G:MBHG:E�LMK>G@MA���EH<:E�<HFFBMF>GM

*Individuals must quality for $0 down financing. Qualifications are based upon credit worthiness & gross billings of the existing business.
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Contact Dan at 216/706-3754 or via email at djacobs@questex.com.

JACOBS’JOURNAL
DANIEL G. JACOBS EDITOR-IN-CHIEF

E
very year, as the last days of Decem-
ber begin to fade, I usually take a few 
moments to refl ect on the year. It’s 
been quite a year. I was promoted to 
Editor-in-Chief of this fi ne maga-

zine. We’re celebrating our 50th year of publish-
ing the magazine and things are really looking up 
for 2012. 

But it’s not all been good news. 
If you’re a longtime reader of my column 

(thank you), you know I’ve written about my 
ongoing struggle to lose weight. A couple years 
back, I thought if I publically espoused my inten-
tions with promises of updates on my progress it 
would shame me into success. It didn’t work.

But if you’ve seen me recently, you might 
notice I’m a few pounds lighter.

I’m happy to report, since the end of February 
I’ve lost nearly 40 pounds. The question I get most 
often is, “How did you do it?” It’s simple, really; I 
decided to eat less, eat more healthily and exercise 
regularly. No fad diets. Just a commitment to 
make the effort and stick with it.

Over the years, I’ve started exercise programs 
and diets; I’ve made promises to myself. But my 
countless attempts at losing weight were much like 
my father’s at quitting smoking. As the old joke 
goes, quitting is easy; he did it dozens of times. It 

wasn’t until he was truly fi nally ready to quit smok-
ing forever that he actually did so. 

My catalyst came earlier this year (that Febru-
ary timeframe). I had been to the doctor and was 
waiting for some test results. They came while I 
was on the road at a show out West. My cell phone 
rang at about 6 a.m. “Mr. Jacobs,” the doctor 
began, “you’re a diabetic.”

Talk about a wake-up call.
With the loving support of my wife (and my 

employer), I embarked on a new path. We started 
eating whole grains and more fruits and vegetables 
and stopped eating refi ned sugars. And we’re now 
regulars at the gym.

I’m blessed. I don’t currently need to treat this 
disease with medicine. My blood sugar levels have 
steadily declined thanks to my lifestyle changes. 
During my most recent appointment, the doctor 
told me I was still in the “risk” stage, but that’s 
a lot better than where I was earlier in the year. 
I hope by my next appointment, in about three 
months, my numbers are even better. 

I’m lucky. I got the diagnosis early and easier to 
do something about it.

Over the years, we’ve written many times 
about the importance of putting yourself and 
your family before the business. I’m lucky 
enough to work for a company that allows me 
to do that. Over the past several months I’ve 
had numerous doctors’ appointments with nary 
a word from my superiors about my needing to 
leave early or come in a little late.

Of course, the job of putting out the magazine 
still had to get done each month. But I certainly 
didn’t mind working at home on occasion (after 
fi nishing my workout at the gym) to make sure 
things ran smoothly. 

I pledge that I will do my best in 2012 to get 
myself and this magazine in the best shpe of our 
lives — and to stay that way. And whatever resolu-
tions you make for the coming year, I wish you 
success. Have a happy and healthy new year.

A little end of the year introspection

My attempts at losing weight were 
much like my father’s at quitting smoking. 
As the old joke goes, quitting is 
easy; he did it dozens of times.



DIFFERENT
for the RIGHT REASONS

REASON #1: Beautiful Cut

Among zero-turn mowers, the Walker out 
front deck is one-of-a-kind because the deck 
is truly independent of the tractor. With true 
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turf and easily follows ground contours. The 
result? Less scalping and a clean, manicured 
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use of a roller wheel, and the clean cut is 
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GREEN INDUSTRY EVENTS, TRENDS AND TIPS

NEWSVIEWS+
GREEN INDUSTRY EVENTS, TRENDS AND TIPS

Turfco unveils its T3000i 
series of spreader-sprayer 
riding units BY MARTY WHITFORD EDITORIAL DIRECTOR
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TURFCO’S TURNAER XT5
Minneapolis-based Turfco Manufacturing has developed a new steerable, 
reversible aerator, the TurnAer XT5. Designed to help lawn care operators 
(LCOs) keep their tines down and profi ts up, the TurnAer XT5 leverages Turf-
co’s patented steerable aerator technology along with a new hydrostatic drive 
system. The TurnAer XT5 features EasyChange tines and improved durability 
thanks to its low profi le and unibody steel frame. The TurnAer XT5 uses drive 
chains that are covered and located outside the frame. The TurnAer XT5 is fi eld 
tested to be up to 50% more productive than traditional aerators.

With Turfco’s new TurnAer XT5, LCOs now can turn and reverse while they 
aerate, increasing productivity while reducing operator fatigue. Visit www.

turfcodirect.com/makingiteasy and register to win a TurnAer XT5 in March 2012 
or one of fi ve Apple iPod touches being given away through February 2012. 
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F
our years ago, Minneapolis-
based Turfco Manufactur-
ing introduced its popular 
T3000 spreader-sprayer 
riding applicators at 

GIE+EXPO. Refusing to rest on its 
laurels, the company spent the past two 
years listening closely to users of the 
patent-pending technology and incor-
porating key enhancements requested 
by leading lawn care operators (LCOs).

The latest series of enhancements to 
the Turfco spreader-sprayer applicators 
include, among others:
› All new, hands-free speed control for 
unprecedented productivity and control;
› A new pump system featuring 
extended life, minimal maintenance and 
easier servicing; and
› A trim speed lock to trim properties at 
a consistent 3.5 miles per hour.

“LCOs across the country were 
co-engineers of our next-generation 
spreader-sprayer system, the T3000i 
series, launched at GIE+Expo this past 

October,” says Scott Kinkead, Turfco’s 
executive vice president. “The T3000i 
is engineered to double productiv-
ity. Take a ride on a T3000i and you’ll 
quickly realize a level of profi tability, 
comfort and safety never before seen in a 
spreader-sprayer.”

Key features
› An ergonomically friendly steering 
wheel to circumvent operator fatigue 
while improving application accuracy;
› A pivoting front axle and fl oating 
operator platform to minimize strain 
and shock on the operator;
› Cruise control so the user can easily 
operate the machine’s multitude of spray-
ing and spreading options while driving;
› Unparalleled control and stability, 
even on slopes and uneven ground, 
thanks to two smartly positioned 
8-gallon saddle tanks and a hydrostatic 
transaxle braking system;
› A 120-pound spreader hopper and 
120-pound carrier tray;

› The ability to fi t through a 36-in. gate 
for residences and then go next door to 
complete a 64,000-square-foot commer-
cial application — up to 120,000 sq. ft. 
with an auxiliary tank;
› A high-pressure/high-velocity spray 
system — adjustable to 4-foot, 6-foot and 
9-foot widths — for larger droplets, better 
coverage, less drift and fewer callbacks;
› Separate spreader and sprayer systems 
but matching effective widths at 6 feet 
and 9 feet;
› An easily adjustable pressure dial that 
allows LCOs to quickly change spray 
widths from 6 feet to 9 feet;
› A 4-foot trim spray and 15-foot wand 
for easy trimming and spot treatments 
on the fl y;
› Mechanical control of the applicator’s 
two-speed spinner: Just fl ick a switch 
to toggle to/from 12-foot and 8-foot 
applications;
› The ability to quickly adjust rates for 
trimming widths to eliminate over-
application and fertilizer waste; 
› A wrap-around defl ector that helps 
avoid prills and reduces cleanup and 
material waste; and
› Last but not least, Turfco’s T3000i is 
easy to use, making it ideal for opera-
tions with multiple crew members.

For more information on the T3000i 
sprayer-spreader, please call 800/679-
8201 or visit www.turfcodirect.com.
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50 YEARS OF INDUSTRY TRENDS  » BY BETH GERACI

Hardly slowing down

When Landscape Manage-
ment featured an article 
about landscape design 
15 years ago at this time, 

customers valued green space, texture and 
natural colors. And decks and swimming 
pools were the amenities of choice. 

Some of those preferences have 
changed today, and some haven’t. But 
there’s no doubt hardscaping materials, 
equipment, trends and techniques have 
taken giant leaps over the years.

A lot has improved in hardscaping since 
his early days in the industry, says Dickson 
DeMarche, FASLA, director of design for 
Connecticut-based LaurelRock. 

DeMarche, who has worked in the 
field since 1964, says concrete pavers, 
for one, have made major strides.

“Back in the old days, when I first 
started practicing, concrete pavers were 
just beginning to come into play,” he 
says. “When they first came out, they 
were not very great.” 

But over the years, concrete pavers 
became available in many more patterns, 
styles and colors. The material is much 
denser and more resistant now as well, 
DeMarche says. “One of the most 
important things is, they’ve improved 
their durability. Early on, the color 
would lighten up and you’d see a lot 
more sand and gravel exposed.”

As more manufacturers gradually 
entered the market, pressure mounted 
to make each paver better than the last.

In fact, manufacturers changed the 
industry, says Ed Castro, president 
of Ed Castro Landscape. Because of 
manufacturers, today’s flooring systems 
are more modular and concrete pavers 
make nicer patterns, Castro says. 

According to DeMarche, among 
the most recent improvements in pav-

ers is that sealants now come built in. 
“In the past,” he says, “if you wanted 
the resistance you had to spray [the 
material] with a sealant after it had 
been laid down, and it was an addi-
tional cost.” 

Hardscaping materials resemble 
natural brick more these days as well. 
Faux brick looks a little more distressed, 
a little older, and it’s more difficult for 
an untrained eye to distinguish it from 
real brick, DeMarche says.

Customers are different today
Just as materials have changed over the 
years, so have customers’ preferences. 
Water features are nothing new, 
DeMarche says, but within the last 10 
years they have become more popular. 

Whereas swimming pools were the 
“end all, be all” in the 1960s and 1970s, 
he says, today’s residential clients prefer 
fountains and waterfalls.  

Residential customers have always 
enjoyed pools and gardens, says Castro, 
whose company will celebrate its 20th 
anniversary in 2012. What’s new today 
is customers’ desire for exterior kitchens 
and other add-ons that connect them to 
the outdoors, he says.

When it comes to connecting to 
the outdoors, sunrooms and screened 
porches once ruled. Now they’ve been 
replaced by outdoor “rooms” featuring 
cooking areas, fireplaces, water features, 
stainless steel products, bars and automated 
lighting that allow residents to lounge as 
comfortably as though they were inside. 

 “The interior and exterior should 
flow and connect,” Castro says. That 
seamlessness is indicative of how hard-
scaping design has advanced, Castro says. 

Technology helping shape  
the industry
Technology has played a major role in 
making outdoor rooms possible and in 
advancing the hardscaping industry as 
a whole. Computer-controlled devices 
have led to awnings that stretch them-
selves; screens that open with the push 
of a button; and lighting options where 
“you can highlight this and downplay 
that,” DeMarche says.

Not only has technology created 
more options for customers, it also has 
changed the way design/build profes-
sionals work. They no longer have to go 
to the library to research information 
nor draft designs by hand. It makes for a 
much faster process, but there’s a lot to 
be said for the old-fashioned way.

“There used to be down time 
between design phases,” DeMarche 
says, “...and I think design was better 
because of that. I would have kind of 
an ‘aha!’ moment and all of a sudden 
I’d say, ‘Gee, this is what we could do!’ 
Design being a creative process, you 
can’t just call it up on demand.”

Landscape architects are still cre-
ative, he says, but they were even more 
so when their ideas had time to gel.

“Things move at a much faster pace 
today,” DeMarche adds. “You need it 
when? OK, we can do that.” 

The design/build sector has advanced, 
along with the materials and technology 
that have shaped it.



RANGER HD 800 EPS

RANGER DIESEL

RANGER CREW® 800 EPSRANGER 6x6 800RANGER® EV

HARDEST WORKING. SMOOTHEST RIDING.®   With On-Demand 

True All-Wheel Drive, legendary smooth Independent Rear Suspension, 

high ground clearance, and monstrous towing capacity, Polaris® RANGERs 

outwork every other vehicle in their class. Because when you make your 

living as a landscaper, you need a vehicle that works as hard as you do.

Vehicles are shown with optional equipment. Warning: For your safety, avoid operating Polaris RANGERs on paved surfaces or public roads. Never carry passengers unless the vehicle has been designed by the manufacturer 
specifi cally for that purpose. Riding and alcohol/drugs don’t mix. All passengers must be at least 12 years old and tall enough to grasp handholds and place feet fi rmly on the fl oor. Drivers must be at least 16 years old with 
a valid driver’s license. Check your local laws before riding on trails. ©2011 Polaris Industries Inc.

SEE THE COMPLETE LINE 
OF HARDEST WORKING, 
SMOOTHEST RIDING 
WORK VEHICLES AT 

POLARIS.COM
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WHIT’SWORLD
MARTY WHITFORD EDITORIAL DIRECTOR

It’s human nature to want to wipe the slate 
clean and start anew every so often — and 
what better time to do so as one  year comes 
to a close and another begins anew? 

Here are my goals for the new year:
1. Eat less. Move more. Four simple words — but 
ones that are much easier to write than do. A wise 
man once quipped, “Fitness is the past tense of 
fatness.” I’m just hoping it can serve as the past and 
future tenses.
2. Spend less. Save more. The cost of food, fuel, 
utilities, medical care and education will continue 
to climb — Great Recession or not. The good news 
is if I’m successful at Resolution 1, it automatically 
will fortify my efforts regarding Resolution 2 
(sans pizza delivery costs).
3. Talk less. Listen more. God gave each of us two 
ears and one mouth for a reason. Growing up with 
nine siblings, interruptions often seemed my only 
way to pry into conversations. Now that I’m allegedly 
“all growed up,” I have to constantly remind myself to 
take the cotton out of my ears and put it in my mouth.
4. Take less. Give more. I’m not where I could or 
should be with this one, but I do experience magical 
moments of getting out of self and getting into oth-
ers. My oldest brother, Jim, tried to help three people 
each day and not let anyone know about it. If others 
discovered his good deeds, they didn’t “count.” 
5. Worry less. Pray more. The worrying comes and 
goes, as does the praying. But the praying is gaining 
steam while the worrying is stalling. Perhaps they’re 
inversely related.
6. Work less. Play more. If we work smarter, we can 
spend less time at work, more time at home, and be 
more successful on both fronts. No one on his death-
bed ever said, “I really wish I had worked more.”
7. Grump less. Smile more. I need to adopt an 
attitude of gratitude and carry it with me throughout 
each day. I’m blessed beyond belief. I need to cherish 
every moment I have with the special people, gifts and 
grace God showers upon me at home and at work. 

8. Weep less. Embody more. Grieving over the loss 
of loved ones is natural, but we better honor their 
memories by trying our best to embody the very 
traits we miss most about them.
9. Improvise less. Plan more. A host of professional 
to-dos fall under this goal, including improving 
communication, strategic planning and tactical 
execution. “Winging it” is not a plan.
10. Order less. Coach more. When it comes to 
effectively communicating our business vision, 
experience and expectations, how we share these is 
as important as what we share.
11. Bark less. Howl more. Life is all about perspec-
tive. As Charlie Chaplin once said: “A day without 
laughter is a day wasted.”
12. Nap less. Live more. Now’s not the time for 
napping. See Resolutions 1-11. PH
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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 five1 with Best-In-Class2 features 

like interior standing height3 up to 6'6". Prepare for 

what’s next by visiting MBSprinterUSA.com and your 

local dealer today.

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

The New Mercedes-Benz Sprinter 
Crew Van 144" Wheel Base

1 A crew of 5 consists of a driver and 4 passengers.

2 Based on a comparison of Automotive News classification of full-size commercial vans.

3   In base configuration.
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COVER STORY

Some landscape 
companies are growing 
greener now to earn 
mega-watt savings 
in the future.
BY BETH GERACI SENIOR EDITOR

Ruppert Landscapes’ solar farm led 

to the elimination of the company’s 

$40,000 annual electric bill.

M
ORE AND MORE, 
landscape businesses 
are putting even more 
green into the Green 
Industry. Some recycle 

natural waste from 
job sites back into the 

property. Some encourage 
their clients to use smart controllers to 
conserve water. And some propel their 
equipment with cleaner-burning fuels.

But contractors like these are ramp-
ing up their ecological efforts even 
more. They’re putting their sustainable 
efforts into practice not only in their 
customers’ yards — but in their own.

Solar energy
In August, Ruppert Landscape com-
pleted construction of a solar fi eld at its 
Laytonsville, MD headquarters. The 
roughly million-dollar project consists 
of 988 solar panels on three-quarters of 
an acre, making it the largest non-insti-
tutional ground-mounted solar farm in 
the region. 

Ruppert Landscape President Chris 
Davitt says the company implemented 
the solar fi eld for two reasons. “One, we 
wanted to be greener. We think it’s our 
obligation, and we want to make less of 
a footprint on this earth. 

“Two, a lot of it is what our custom-
ers are looking for. Not all of them are 
waving the green banner and asking 
for it up front, but when we bring up 
our green practices, almost all of our 
customers are interested.”

Without fi nancial incentives, how-
ever, constructing the solar fi eld would 
not have been feasible. Government 
grants and renewable energy credits 
made it possible. Ruppert obtained a 
federal grant worth 30% of the project’s 
value. That grant offsets solar fi eld 
construction costs, Davitt says. 

In addition, Ruppert receives a pay-
ment for the sale of its solar renewable 
energy credits (SRECs) through a local 
power provider. The payments for the 
energy credits should continue for the 
next 20 years, the solar panels’ total life 
expectancy. 

“The revenue from the sale of our 
SRECs started at $83,000 a year, and 

it will diminish gradually,” Davitt says. 
“In the latter years we’d be getting 
$10,000 a year.”

Given those fi nancial incentives, 
“from a return on an investment stand-
point, it’s a no-brainer,” Davitt says. 

Before creating the solar fi eld, Rup-
pert’s annual electric bill totaled $40,000. 
Now, those costs have been eliminated; 
the solar fi eld is big enough to provide 
all of the electricity for Ruppert’s Lay-
tonsville, MD corporate campus. 

Between electricity savings, the sale 
of solar renewable energy credits, the 
grant and the bonus depreciation of the 
asset, Davitt expects the solar fi eld to 
pay for itself within seven years.

 Sustainable 
   POWER
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Whether a long-term or short-term 
fi nancial investment, “sustainability 
does go hand in hand with reducing 
costs,” Davitt says. 

So why aren’t more companies rush-
ing to use solar energy? “One, you need 
land,” Davitt says. “The other reason is, 
a lot of people aren’t aware of the gov-
ernment grants and credits. But a lot of 
these things tend to catch on, and they 
catch on quickly. Ultimately, as more 
people invest in solar technology the 
costs are going to drop. It just depends 
on how quickly people invest in it.”

DeSantis Landscapes installed 20 
solar panels on its roof in May 2008. 
According to Dean DeSantis, president 
of the Salem, OR-based company, the 
3.9-kilowatt system provides 15% 
of the total power needs at DeSantis 
Landscapes’ headquarters. 

“I think it’s been a good thing for the 
business,” says DeSantis, relenting that 
the solar energy constitutes a relatively 
small percentage of his company’s 
overall power. 

“There isn’t a huge impact there,” 
he says, “but the statement that it 
makes about the direction that our 
company is going, it just kind of fi ts 
with our overall branding message that 
we’re a greener company and we sup-
port alternative energies.”

DeSantis Landscapes invested 
$31,000 in its solar panel project. Those 
costs were offset by a federal tax credit 
of $4,674, a state tax credit of $15,580 
and a $5,700 incentive from the Energy 
Trust of Oregon. With a three-year 
return on investment, the project is now 
entirely paid off.

DeSantis Landscapes initiated its sus-
tainability discussion in 2005, when it was 
in the midst of strategizing for its future.

“It kind of came out that each one of 
us was interested in the environment and 
it was kind of like, ‘Why aren’t we doing 
something about this?’” DeSantis says.

Like Ruppert and DeSantis, Pacifi c 
Landscape Management in Hillsboro, 
OR installed a solar system — in 2009. 
It produces 95% of the company’s 
power. Like other companies that 

0
The amount of 

carbon emissions 
solar energy 
generation 
produces
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continued on page 16

DeSantis Landscapes’ solar array provides 

about 15% of its offi ce energy needs.

From a return 
on an investment 

standpoint,
it’s a no-brainer.

— RUPPERT LANDSCAPE PRESIDENT 

CHRIS DAVITT, ON THE COMPANY’S 

USE OF SOLAR POWER

“ ”

employ solar power, Pacifi c president 
Bob Grover says that without tax incen-
tives solar energy wouldn’t have been 
feasible for the company.

“Quite frankly, there was a great 
fi nancial incentive for us to do that, so it 
was an easy decision,” says Grover. 

Pacifi c received a 30% federal tax 
credit the fi rst year and a state tax credit 
worth 10% annually over fi ve years. In 
all, 90% of the solar project’s cost was 
covered through federal and state tax 
credits and grants.

Pacifi c’s 35-kilowatt solar panel 
array cost about $250,000, “but after all 
tax credits and grants paid out, my costs 
were about $25,000,” Grover says. “It’s a 
good deal. I still had a seven-year return 
on investment, but after the seventh 
year our power will be free. In the long 
term, we’re going to save money.” 

And because many people in the 
Northwest are environmentally con-
scious, “it’s good for our marketing,” 
he adds.

Solar power works well for Pacifi c, 
and Grover has no regrets about follow-
ing through with the project. But he 
does say that though solar energy is the 
future, it’s not cost effective.

Parry Webb, director of sales and 
business development for Littleton, 

CO-based Terracare Associates, agrees. 
“We have to be able to be cost effec-

tive with any changes that we make,” 
he says. “There’s been quite a lot of talk 
about solar, but it depends on the scope 
of your business. For us, it becomes 
economically impractical.” 

Edible garden
Terracare Associates may not be joining 
the solar revolution, but it does focus on 
other types of sustainability at its offi ces. 
It uses smart controllers to conserve 
water at its headquarters, and it’s an 
advocate of “edible” vegetable gardens 
for commercial properties. 

Thanks to Terracare Associates Vice 
President Bill Horn, who drove the 
project, the company removed turf at its 
Bay Area Martinez, CA branch last spring 
to plant an edible garden.

By removing the turf, the company 
reduced the water and chemical use 
turf maintenance requires yet still 

made use of the land. “It’s a way of 
replacing turf with a more sustain-

able landscape,” Webb says. 
“It’s like farming in an urban 
environment.”

Some of Terracare Associ-
ates’ irrigation professionals 
also planted an edible garden 
at Terracare’s Littleton offi ce, 
building the frame out of used 
pallets and fi lling the boxes 

with recycled soil from clients’ 
landscaping sites. The garden 

sprouted greens and vegetables 
for company staff all summer.
Sustainability is “really at the 

heart of what we do,” says Webb. “The 

sustainability movement in landscape is 
evolving, and I think for most people, 
because you’re in landscape, they 
assume you’re sustainable because 
you’re around plants. But there’s always 
a right way and a wrong way to main-
tain sustainable landscapes.” 

Rain garden
Other than its solar project, Pacifi c 
has taken many other steps toward 
sustainability. It’s reduced its chemical 
use, converted its equipment to lower 
emission models, built a 10-foot vertical 
garden at its facility — and installed a 
rain garden there. 

To create the rain garden, Pacifi c dis-
connected its downspout so water would 
no longer fl ow into a storm sewer. Thus, 
water from the roof now pours directly 
onto the garden and into its soil.

“The advantage of a rain garden is, 
it reduces runoff,” Grover says. “The 
storm sewer fl ows into the local creeks. 
By planting our rain garden, we’re 
trying to get the water to go back into 
the soil, thereby easing the stress on our 
sewer system.” 

Although rain gardens are best 
installed as part of a building’s original 
design, Pacifi c removed part of the 
existing landscape at its headquarters to 
make room for its rain garden, which 
Grover emphasizes features both native 
and non-native plants. 

“There’s a really big push in land-
scape design today to utilize native 



Water for a sustainable future

{ Environmental Passive Integrated Chamber }

(888) 264-1735   |   www.firestonesp.com/lm2   |   info@firestonesp.com

RESPONSIBLE WATER MANAGEMENT 
Our total system approach expands beyond 
traditional stormwater systems, which  
historically only store and/or treat stormwater 
pollutants. The Firestone Environmental  
Passive Integrated Chamber (EPIC Chamber™)  
is an onsite water management and reuse 
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continued from page 14

       We’re trying to show 
people that by selecting the right 

plant materials and maintaining them 
in a certain way the garden will 

have long-term viability.
— PACIFIC LANDSCAPE MANAGEMENT PRESIDENT BOB GROVER, ON THE 

COMPANY’S OFFICE 
RAIN GARDEN

“ ”

plant material, and the theory behind 
it is that indigenous plant material 
is acclimated to our weather or our 
climate,” Grover says. “The problem is, 
many urban landscapes are not similar 
to the native environment.” 

Non-native plants that can adapt to 
soil and exposure perform better and 

require less maintenance than some 
native plants, Grover asserts.

“We’re trying to show people that 
by selecting the right plant materials 
and maintaining them in a certain way 
the garden will have long-term viabil-
ity,” he says.

Rainwater harvesting
In October, Dallas, TX-based Lam-
bert Landscape Co. was one of three 
companies awarded The Professional 
Landcare Network’s (PLANET’s) 2011 
Sustainable Company Award. The 
award is given to companies that show 
environmental consciousness at their 
workplace through things like water 
conservation, waste management and 
pollution reduction.

Lambert has been an entirely organic 
company since the 1980s and employs 
many ecological practices — includ-
ing recycling and forbidding the use of 
plastic bags. 

Though some of those practices 
are common throughout the industry, 
rainwater harvesting is less common. 
And Lambert has been practicing it for 
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Lambert Landscape Co. collects its 

rainwater in this 30,000-gallon holding 

tank then uses it to make compost tea.

two-and-a-half years now.
“We collect all of our own rainwa-

ter in a 30,000-gallon holding tank,” 
explains Lambert Director of Garden 
Services Jodi Joseph. The reclaimed 
water is added to Lambert Landscape’s 
compost tea to make a concentrate. 
Then, seven times a year, the concentrate 
is applied to all of the 224 properties 
Lambert maintains.

Lambert’s ecological advocacy 
“comes from the top down,” says 
Lambert Director of Garden Devel-
opment Jud Griggs. “We try to mini-

mize our carbon footprint 
on the world.”

Ruppert, too, practices 
rainwater harvesting, at 
both its corporate head-
quarters and its facility in 
Lilburn, GA.  

At its Lilburn facility, 
Ruppert installed a well 
and a 10,000-gallon cistern 

to collect and store captured rainwater 
and runoff from its roofs and existing 
irrigation systems. The reclaimed water 
is used to irrigate the Lilburn facility’s 
nursery holding yard and landscape, and 
to wash company vehicles.

The project, completed in June of 
2009, took one week to install and cost 
about $26,000. Ruppert expects the proj-
ect to “completely pay for itself in just 
over three years’ time,” Davitt says. 

With the rainwater harvesting 
project, the Lilburn facility went from 
using 2 million gallons of water annu-

ally (and spending an average of $9,000 
annually on water bills) to using just 
96,000 gallons of water annually (and 
spending $500 annually on water bills). 

Over the next seven years, Ruppert 
expects to save nearly $47,000 and 
approximately 13 million gallons of 
water.

“Our average monthly water bills 
before the project were around $1,400 
and have dropped to just $60 a month 
since the project’s completion,” Davitt 
says. 

Whether landscape companies 
show their environmental conscious-
ness through large-scale company 
projects like solar fi elds and rainwater 
harvesting or smaller ones such as 
recycling and gardening doesn’t mat-
ter. What does matter, DeSantis says, 
is “everyone’s looking to get on board, 
which is good. We want to see the 
industry shift a bit. And we’re starting 
to see it happen.” LM
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The author, owner-manager of 3PG Consulting, is a 25-year industry veteran. Reach him at kkehoe@questex.com.

THEBENCHMARK
KEVIN KEHOE

I
t is becoming increasingly clear that 2012 is 
shaping up to be an even tougher year than 
2011 — which itself as it turned out was 
much tougher than 2010. This means that 
cash conservation and organization focus 

are more important and interrelated than ever.
We must get our costs in line with our rev-

enue and production realities. This starts with 
a conservative revenue projection. We need a 
revenue projection not based on hope. It should 
be a projection that is married to an objective 
alignment of overhead staffi ng in sales, account 
management and operations with the new indus-
try benchmarks (Table 1).

The table outlines what is possible from a 
personal performance perspective for several key 
positions. These benchmarks are real and represent 
the target range for the high-end profi t makers in 
the industry. More than anything else, they demon-
strate a clear principle that people in these positions 
are expected to and are in fact doing and producing 
more than ever. 

Innovation is driving this trend. Specifi cally, 
innovations in information systems wedded to 

management practices that enable people in these 
key positions to successfully take on more work 
and responsibility. The simple fact is that most 
people in these positions waste too much time 
chasing the urgent versus the critical. I am not 
suggesting that they are not working and trying 
hard, but I am stating that they are often only 60% 
effective. That is expensive for you.

The only way to remedy this expensive prob-
lem is to directly manage people and functions at a 
detailed level that focuses on forecasting (not just 
reviewing) key performance numbers.

Take the account management job. The key 
performance numbers for this job are typi-
cally account retention, enhancement sales, and 
customer satisfaction. Performing well requires 
account-related activities that cost the account 
managers time. If that time is not planned and 
allocated for, then when account managers get 
busy time slips away. And it can never be recov-
ered. The loss of time too often results in loss of 
renewals, quality problems and lower than budget 
enhancement sales.

Today’s leading software provides information 
for managing numbers on a real-time basis — at 
a reasonable cost. What software systems can’t 
do is turn that information into decisions that 
manage the most limited and expensive of all 
resources — time. 

This is management — information combined 
with prioritization that provides leadership and 
direction. If we want to make money next year, we 
have to conserve cash. To conserve cash we have to 
minimize overhead staffi ng costs while maximiz-
ing effectiveness. To minimize overhead staffi ng 
costs, we have to get people to do more. To get 
people to do more we have to manage time look-
ing through the windshield instead of the rearview 
mirror. More than ever, time is money.

Winning in 2012

TABLE 1: BENCHMARKS

 Minimum Target

New sales production 
Grounds maintenance $750,000 $1,000,000

Design/build $150,000 $2,000,000

Bid build $400,000 $5,000,000

Account management

Contract and upsell value $1,500,000 $2,000,000

Retention 90% 95%

Operations management

Contract crews managed 5 8

Retention 90% 95%
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LAWNCAREPRO
LM ’S OPERATOR OF THE MONTH  »

AT A GLANCE
TITLE: Founder & President

COMPANY: Majestic Lawn 
Care and Landscape

YEAR FOUNDED: 1993

YEARS IN THE INDUSTRY: 25

INDUSTRY INVOLVEMENT 

(ASSOCIATIONS): PLANET, 
ISA, SIMA, NYS Turfgrass 
Assoc., NYS Nursery 
& Landscape Assoc., 
Professional Landscape 
Assoc. of Rockland 
County.

FAMILY: Wife Jenn, stepson 
Nick, daughter Emma, & 
Joseph IV is arriving any 
day now!

WEBSITE: 
http://www.majesticlawn-
andlandscape.com/

It’s a wonder Joe Holland has time to run a business. “I 
am currently in two tribute bands; Robot Slaves (Black 
Sabbath) & Stiff Upper Lip (AC/DC), which play the 
Tri-State area,” says Holland, a drummer and owner of 
Majestic Lawn Care and Landscape, New York City. 
Holland got his fi rst gig playing in clubs at 18 and his 
fi rst job on the road at 22. “I toured around the United 
States and Canada for three years, which was a blast,” 
he says. “In the winter of 2003 I helped develop the 
score and played drums in the off-Broadway play ‘Heat 
Lightening.’ I have done a lot of recording studio work, 
concerts, club gigs and touring.”  He talks with LM 
about his place in the industry.

BY DAN JACOBS

“
                  WE MAY NOT BE THE CHEAPEST GUYS OUT THERE, 
BUT YOU WILL GET QUALITY SERVICE THAT WE STAND BEHIND.

What made you want to start 

Majestic Lawn Care and 

Landscape? I got married and 
thought I needed a “real job”, 
so I went to work for a friend’s 
lawn maintenance company, 
and by the end of the summer 
I bought a small company 
of my own. In September of 
1993 Majestic Lawn Care & 
Landscape was born.

What makes your company 

unique? Great customer 
service, our honesty and we 
don’t mislead our customers. 
We are constantly tweaking 
and improving our systems 
to better serve our custom-
ers. Our customers really like 
that their phone calls/mes-
sages are promptly returned. 
They’ll have the same crew 
each year and know them 
by name. Our team leaders 
know our customers’ likes 
and dislikes because they 
have worked with them 
in previous years. One of 
our maintenance team 
leaders helped start the 
company with me, and 

two other maintenance team 
leaders came on board soon 
after. Most of our team lead-
ers worked their way up the 
ladder and have been here 
for many years, which helps 
things run more smoothly.

Can you describe your market 

and your customers? Our 
market is predominately 
middle to upper middle class. 
We are in a suburb of NYC, 
and our customers run the 
gamut, as you might expect 
being only 30 minutes from 
Manhattan. We rarely hear 
from the majority of our 
customers, however, a hand-
ful of them never stop calling. 
We do our best to keep them 
all happy.

What challenges do you see 

in the lawn care segment of 

the industry and how do you 

deal with it? Over regulation! 

There seems to be a small 
segment of our community 
that makes so much noise 
with false or misleading 
information that they are 
scaring the public at large, 
and sometimes they get away 
with it. We regularly mail out 
leafl ets describing the chemi-
cal applications we do and the 
objectives we are trying to 
achieve on their property.

How has the economy affected 

your business? Our best year 
was 2008. In 2009, we came 
in $500,000 below 2008 but 
we regrouped, tightened up 
our maintenance routes and 
saved wherever we could. 
This motivated us to really 
look at how ineffi cient we 
were running.

What’s the best part of your 

job? The satisfaction of a job 
well done: 1. Spending time 

with customers and selling 
work and 2. teaching and 
mentoring my employees.

What are your thoughts about 

the industry as we head into 

2012? The lawn industry 
locally is getting tougher as 
years go by. Everyone wants a 
deal, which is understandable, 
so our angle has been about 
quality of service, depend-
ability, our good standing in 
the community, and care after 
the sale. We may not be the 
cheapest guys out there, but 
you will get quality service 
that we stand behind.
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WEEDWATCH

BROUGHT TO YOU BY 

STANDING SENTINEL TO PROTECT PLANT HEALTH

For more information regarding these and other turf weeds — and related control technologies and tips — please visit www.DowProvesIt.com or call 800/255-3726.
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Recommended 
Dow AgroSciences 

solution

Gallery® specialty 
herbicide

Recommended 
Dow AgroSciences 

solution

Dimension® 
specialty 

herbicide*

CONTROL TIPS

 › If present, the best way 
to eradicate dallisgrass is 
by digging out the clumps 
prior to formation of 
rhizomes or seed set.

 ›Dallisgrass seed begins 
to emerge when soil 
temperatures reach 60° F. 
For optimal control, apply 
dithiopyr in the spring just 
prior to these soil temper-
atures being reached.

 › If dallisgrass is a prob-
lem in ornamental beds, 
apply a layer of mulch 
over the top of your 
pre-emergent herbicide.

* State restrictions on the sale and use of Dimension apply.

IDENTIFICATION TIPS

 › This winter annual has 
square, fl owering stems 
that grow up to 10 in. tall.

 ›Henbit features 
mint-like pink to purple 
fl owers, and prefers thin, 
nutrient-rich soil.

 › It is commonly con-
fused with purple dead-
nettle (L. purpureum), 
but deadnettle’s upper 
leaves have petioles 
(henbit does not) and 
are distinctly red- or 
purple-tinted. 

CONTROL TIPS

 ›Apply a labeled, pre-
emergent herbicide in late 
summer/early fall before 
the weed germinates.

 › For post-emergence 
control, apply a labeled 
two-, three- or four-way 
product that contains 
fl uroxypyr, triclopyr, 
clopyralid or similar 
active ingredient. 

 › Post-emergence ap-
plications should be 
made to actively growing, 
immature henbit in fall. 
If a spring application is 
made to mature weeds, 
multiple applications may 
be needed.

IDENTIFICATION TIPS

 › This abundantly seed-
producing perennial 
grows in clumps with a 
tall, membranous ligule. 

 › Leaves are rolled in the 
bud and lack auricles. 
They also are without 
hairs except for several 
long, silky hairs that grow 
in the collar region.

 › The seedhead is 
produced on a terminal 
stalk with three to fi ve 
fi nger-like spikes branch-
ing from the center. Each 
spikelet is covered in 
black silky hairs. 

DALLISGRASS
Paspalum dilatatum

HENBIT
Lamium amplexicaule
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before they ever happen. And earn more on your purchases. When
you need a proven solution for your Turf & Ornamental business, you
can count on Dow AgroSciences. That’s The Power of MORE™. To learn more about The Power of MORE,
visit www.powerofmore.com or contact your local distributor or Dow AgroSciences sales representative.

GET MORE WITH THE POWER OF MORE™.
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MAINTENANCE: 

MOWER ACCESSORIES

continued on page 26

MAINTENANCE:

NEW MOWERS

Excel Industries 
The new BigDog T-Series of walk-behind mowers features the 

user-friendly PowerBar Steering System and easy hand-op-
erated deck lift. All T-Series mowers come equipped with 

Kawasaki FS engines, available in 16 to 24 hp. Choose 
from a 36-, 48- or 54-in. deck. An optional 

electric start is available on the 54-in., 24-hp 
model. A two-year warranty is stan-

dard. BigDogMowers.com

Grasshopper
The new Model 321D-48 is a compact size 
for precision maneuvering in close quarters. 
It features a 48-in. cutting deck, yet uses less 
than 1 gal. of fuel every hour, saving up to 
$3,000 every year in fuel costs compared to 
gasoline and propane.  The Tier 4i-compliant, 
fuel-efficient diesel engine also reduces emis-
sions of greenhouse gases, according to test 
data from the California Air Resources Board. 
GrasshopperMower.com/mid_321d

Kubota
The new Kubota 
ZP330 is the latest 
addition to Kubota’s 
top-of-the-line Z300 
Series of commercial 
mowers. It boasts a 
31 gross horsepower, 
3-cylinder, liquid-
cooled liquid propane 
gas (LPG) engine 

for greener performance with reduced carbon di-
oxide emissions. Available in two Pro Commercial 
mower deck sizes — the 72-in. ZP330LP-72 or 60-
in. ZP330P-60 — the mower includes a full-flat op-
erator platform, high-back deluxe suspension seat, 
adjustable-speed control levers and hands-free 
hydraulic deck lift and parking brake. Kubota.com

Gravely
Gravely introduces a new Rear Dis-
charge Deck option for the Pro-Mas-
ter 260 mower. The deck enhances 
safety, efficiency and productivity 
and meets a growing need for com-
mercial and government contractors. 
It’s designed for mowing near obstacles, 
as clippings are diverted behind the machine 
instead of out the side. This way, clippings remain 
on the turf instead of on roadways and sidewalks — making for 
easier cleanup, the company says. The deck includes trim edge 
on both sides, improving productivity. Ariends.com

Husqvarna
A new “dump from seat” 
collection system is avail-
able for the Husqvarna 
PZ and Dixon DX200 
commercial zero-turn 

mowers. The collection system fits 54- and 
60-in. cutting decks. The commercial collection 
system includes a 12-gauge steel hopper and 
high-density polyethylene hood. The 11-bushel 
hopper has a convenient spring-assisted 
release handle, which is accessed from the 
seated position. Efficiency is increased by al-
lowing the operator to remain on the machine 
during the removal of collected material. With 
a deck-driven blower assist, the collection sys-
tem accelerates debris through the tube and 
into the hopper. Husqvarna.com

Magna-Matic Corp.
Since 1958, Magna-Matic has been primarily known for 
lawn mower blade balancers and sharpeners. Its new 
MAG-12008 Lawn Mower Blade Cleaner, the company 
says, is the first of its kind in the industry — able to 
clean a blade with two large gangs of wire brushes. 
It will clean up to a 30-in.-long, 3.75-in.-wide mower 
blade in 60 seconds. All dirt and debris is channeled to 
a vacuum port of the MAG-12008, so your shop envi-
ronment is not filled with dust. Magna-Matic.com



M59TLB

RTV1140CPX

SVL SERIES

Work grows. Quality pays. 
Kubota defines quality equipment with features like high performance, low 
maintenance and everyday durability. When your workload’s busy, Kubota 
quality pays by increasing work-day productivity. Keep moving on the job 
with an all-Kubota SVL compact track loader or Kubota’s rugged, workhorse 
utility vehicle. Or power up a Kubota TLB for the versatility of three tractors 
in one. Kubota quality pays.

Financing available to qualified customers through Kubota Credit Corporation, U.S.A. 
For product and dealer information, call 1-888-4-KUBOTA, ext. 403 
or go to www.kubota.com. Optional equipment may be shown.

©Kubota Tractor Corporation, 2011
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Call for a Free Quote
1-888-375-7908

Find an Agent
ProgressiveCommercial.com

United Financial Casualty Company and its affiliates, Mayfield Village, Ohio. Available in most states. No. 1 truck from Highline Data’s 2007 written premium data. 09P00560.BA (12/09)

Helping Landscapers save money,  
no matter what they drive.
No matter what kind of vehicle you use for your business, you could save with 
Progressive Insurance. To learn more about Progressive, and see why we are the  
#1 Truck Insurer in America, please visit ProgressiveCommercial.com.

Cub Cadet 
Commercial
During a four-week road 
tour this fall, Cub Cadet 
unveiled to its 1,500 deal-
ers its new, next generation of advanced commercial 
zero-turn riders: the Tank LZ and SZ (pictured). The Tank 
SZ, which denotes steering wheel Zero turn, delivers 
maneuverability, turf protection and remarkable trac-
tion, even on steep inclines, thanks to Cub Cadet’s 
exclusive 4-wheel steering technology, patented as 
Synchro Steer Technology. The Tank LZ, which denotes 
lap-bar Zero turn, features the industry’s only lap bar 
system that allows for a full range of adjustability and 
rider egress, regardless of position. CubCadet.com

Massey Ferguson
Available with 60-in., 72-in. standard or 
72-in. high-volume mower decks, the 
new ZT29 and ZT33 (pictured) zero-
turn mowers (ZTM) feature 3-cylinder, 
liquid-cooled diesel engines. Two hy-
drostatic pumps and two hydrostatic 
motors with gear reductions at the 
drive axle provide long life and excel-
lent performance. An electro-hydrau-
lically engaged multi-disc wet clutch 

engages and disengages the mower deck through the use of the 
yellow knob on the right hand control console. The Standard Fold-
ing Rollover Protection System (ROPS) folds to 90° without tools to 
easily fit into an enclosed trailer or garage. MasseyFerguson.us

John Deere
The new John Deere ZTrak 
PRO Z925 with Electronic Fuel 
Injection (EFI) can provide up 
to 25% fuel savings for land-
scape contractors. It offers a 
closed loop fuel injection sys-
tem that constantly monitors 
engine performance. Fuel in-
jectors respond to the load on 

the engine with the right amount of fuel, delivering maximum 
fuel efficiency for the conditions. The engine includes an exclu-
sive Tuff Torq integrated transmission. The transmission, which 
is standard across the ZTrak PRO 900 Series, features 13cc 
piston style pumps and 13cc wheel motors for increased ef-
ficiency. Another series exclusive is the cross-porting system 
that routes the coolest hydraulic fluid to the hydraulic pump 
doing the most work. JohnDeere.com/EFI

Toro
Toro Z Master Professional 5000/6000 Series and 
GrandStand EFI (pictured) mowers use the latest 

in fuel management technology, reducing fuel 
consumption costs by up to 25%. They feature a 
Kohler engine with a closed-loop electronic fuel 

injection system (EFI), allowing the engine 
to automatically adapt to load, weather, 
fuel and altitude changes. Easy start-
ing in a wide range of altitudes and 
conditions, along with no-choke start-

ing, helps operators get down to work 
quickly. A system of engine sensors monitors the engine 
while running, and indicator lights provide early warning of 
any potential issues before they actually occur. Toro.com
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The author, of the Wilson-Oyler Group, is a 30-year industry veteran. Reach him at bwilson@questex.com.

BESTPRACTICES
BRUCE WILSON

“Chains of habit are too light to be felt 
                 until they are too heavy to be broken.”
                     — Warren Buffet

I
t’s budget season. Time to take a look at how 
your performance stacked up against last 
year’s goals and set improvement milestones 
for next year that will grow sales and increase 
profi tability.

It sounds simple enough, but it’s not. Problem 
is, developing an executable strategy for sustained 
profi tability is tough. Let’s take a look at what gets 
in the way and how to fi x it. 

The biggest obstacles to improved profi ts are 
bad habits that consistently inhibit your potential.

One common “old way of doing business” is also 
the second most common obstacle to improved 
profi tability — the lack of a clear path. Both habits 
need to change if you want to increase profi ts.

Start by making small adjustments — consistently 
and over time. Unless you have some fundamental 
fl aws in your organization, such as poorly bid work, 
there is always room to improve habits, clear the 
path and improve profi ts. I have clients who want 
to jump from 5% profi t to 10% profi t. This can be 
done, but usually not in one year.

I am an advocate of the defi ned path. The 
defi ned path to higher profi tability starts with 
knowing where your opportunities are most likely 
found. This is where benchmarking can help. If 
other companies spend less as a percent of sales on 
a cost line such as labor, it means you might be able 
to do the same. 

You can also learn from your own performance. 
Place the last few years’ fi nancials on a spreadsheet 
in columns so you can easily compare results side-
by-side. Look for indications where you might 
have had lower costs for a line item. Track trends. 
Plot hits and misses. By studying your fi nancial 
performance you can start to dissect your costs 
and refl ect on the reasons that your costs are ris-
ing, or on practices that you may have gotten away 

from, that led to lower costs in the past.
With improving profi ts there are no silver bullets, 

but once you know what you’re doing wrong and fi x it, 
the change will have a positive effect on your business. 
You will be much more successful at what you do. 
And it will be more profi table.  

Identifying areas of potential savings
In looking at costs, consider that the greatest 
impacts on savings can be made in labor, equip-
ment and enhancements. Enhancements, in par-
ticular, are often small and not very cost effective. 
If not well planned or managed, it is easy to see bid 
margins evaporate. 

When you identify an opportunity to save, it takes 
more than wishing to make it improve. You must dig 
into the cost category and try to identify why it’s too 
high. Often, it is not obvious. If you do not spend 
time analyzing the probable cause, you will probably 
not be as effective in gaining improvement. 

Common mistakes affect labor cost
Two primary but different factors can affect labor 
costs. The average hourly wage composite of 
crews affects the margin. So if you manage hours, 
you might be hitting your budgeted hours but 
missing the gross margin because the composite 
average hourly rate of the crew is higher than you 
think. Since companies have lost work due to the 
economy, many have laid off the newer lower paid 
employees. This in turn has increased your average 
hourly wage cost. This must be managed.

The other reason labor may be higher than 
desired is exceeding the bid hours. This could be 
due to a number of things, including: ineffi cient crews, 
wrong crew size for the job, not assigning enough 
work for the day, not having the right equipment and 
poor routing. You must take time to look at exactly 
what the problem is and fi x it. Some companies 
approach this by cutting crew hours. But it’s a ban-
dage that does not fi x the underlying problem and 
leads to a loss of quality. 

Are bad habits keeping profits down?
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Urban oasis
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PHOTOS COURTESY: 1, 4, 5 - JEFF HUTTON; 2 ,3 - GREENER BY DESIGN; 6 - BRUCE BUCK
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The client wanted total privacy from all 
sides and above to screen the surrounding 
four-story building. The challenge, notes 
Greener by Design President Richard 
Heller, was “how to accomplish this while 
preserving light in the urban valleys of 
New York City.” A secondary challenge was 
bringing in 10 yds. of sand and planting 
medium, 10 tons of stone, two trees and 
hundreds of plants, among other materials 
and tools, all through a labyrinth of residen-
tial hallways. 

The space was conceived as “a textural 
modern garden with clean lines and uncom-
plicated elements, while still feeling warm 
and inviting,” he says. 

Heller created a raised patio planting 
area, used varying gray and silver tones, and 
incorporated a variety of geometric and 
textural elements. For example, the wisteria 
connected lattice to the pergola, while 
Mondo grass brought plantings into the 
paved areas.

An upstairs patio was designed as a more 
private, separate space; by using similar tex-
tures and materials, Heller says, it “became 
an extension of the lower garden.” Budget 
restrictions prevented replacing the existing 
concrete pavers, so the team stained the tiles 
instead. 

“The fi nal effect is a marriage of serenity 
and drama,” Heller concludes. “The owner 
was pleased with the private, modern look 
of his garden.”

Create a private yet 
inviting garden for a 
brownstone residence

THE MISSION
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1 |  An engineering feat. The Greener by 
Design team constructed a free-standing, 
25-ft. clear span pergola for privacy from 
above. The long crosspiece had to be carried 
through the home in pieces, assembled to 
look seamless, and reinforced with steel so 
it wouldn’t bow or break. 

2 |  The plan. This installation successfully met 
the client’s principal concern, which was to 
add privacy from surrounding properties and 
provide a serene, yet dramatic sanctuary in a 
noisy, densely populated urban neighborhood.

3 |  Good bones. This “before” image, taken 
from the fi fth-fl oor roof, shows that the garden 
had multi-level interest and pleasing propor-
tions in a 25x25-ft. — but neither exactly 
square nor symmetrical — space.

4 |  Look Ma, no clutter. A discreet hinged 
panel in the bottom right corner of the wood 
trellis provides an elegant solution for hid-
ing irrigation and lighting controls. 

5 |  Geometric effect. Mondo grass planted 
between permeable paver squares transitions 
from the steps to the seating area. Long, 
clean lines of the pergola cast shadows that 
echo the blue stone below.

6 |  Garden, variety. The small upstairs patio 
became an extension of the lower garden. 
A tall planter with Pennisetum (fountain 
grass) and a stand of bamboo complement 
the owner’s South African statues, while a 
small pond with a statue centerpiece quietly 
burbles in the rear left corner.

Offering residential and commercial ser-
vices, including Greenroofs, New Rochelle, 
NY-based Greener by Design has more than 
30 years of experience in serving the New 
York City market. Its all-organic, sustainable 
approach to the residential market in particular 
is noise-free, family-friendly and upholds the 
values of its clients and its team. This particular 
project garnered a 41st Annual Environmental 
Improvement Grand Award from the Profes-
sional Landcare Network (PLANET). For more 
information, visit GreenerDesigns.com.

6

THE WORK
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Shilan is editor of FromDesign2Build.com. Contact him at 201/783-2844 or jshilan@gmail.com.

PROFITINGFROMDESIGN
JODY SHILAN

QWe provide our clients with landscape 

master plans and charge a design fee 

for our drawings. Our problem is that 

a lot of times we scare them off and lose the 

work and the relationship when we give them 

a price for the entire project. Is there something 

we should be doing differently?

—Bob Pedatella, Kodiak Landscape, Haskell, NJ

AAbsolutely! This is a very common prob-
lem and one that can easily be rectifi ed 
by just slightly modifying your design/

sales process to make this happen. 
Let’s walk through the traditional scenario.
You meet with prospects and do a walk through 

of their property. You’ve made a list of the things 
they would like to include in their design and devel-
oped what we refer to as a “program.” After show-
ing them a sample plan from another project and 
photos from your portfolio they agree that creating 
a master plan of their property makes the most 
sense, and they give you a deposit for the design fee. 

With property survey in hand, you create a 
base map, complete a site analysis of the prop-
erty and develop a solid concept plan. You have 
a second meeting with your clients to review the 
design. So far, so good. As you present the ideas 
and concepts, based on their program and your 
site analysis, the prospects begin to envision what 
the project will look like. 

After your 30-60 minute presentation to the 
clients, the inevitable question comes up. “So what’s 
this going to cost us?” As you squirm and hedge, 
your clients sense you are becoming uncomfortable 
and suggests, “Just give us a ballpark. Don’t worry, 
we won’t hold you to it.” 

I have three words to say about that: “Yes, they 
will.” If you don’t know it yet, any number discussed 
with clients is immediately locked into both short-
term and long-term memory. What’s worse is, they 
will “hold” you to that number. I guarantee it.

So here’s what you must do to avoid this trap.
I call it the 5 D’s to a successful sale (design the 

dream counts as two)
 ›Develop the program
 ›Determine the priority
 ›Discuss the budget
 ›Design the Dream

Now many of you are thinking that what I 
have just described is exactly what you do now. I 
can tell you, openly and honestly, that you don’t. 
Your process might be similar, but there are some 
nuances that make this process work much better 
than yours. 

Let’s walk through our scenario again, but this 
time using the 5 D’s.

Walk the property and develop the program as 
previously outlined and make sure you get a design 
fee deposit. But before you leave the table and 
begin your site analysis, make sure you determine the 
priority and discuss the budget of the project. In other 
words, you need to ask, “What are we doing fi rst 
and how much do you want to spend”?

This allows you to still “design the dream” and 
get them excited about the possibilities. However, 
instead of getting tripped up and being forced to 
throw out a ballpark number for the entire master 
plan, you should only create a proposal for the 
work that is their fi rst priority and within their 
predetermined budget. It’s a subtle difference, but 
a brilliant one.

So the next time your clients say, “Wow, we love 
everything, what’s it going to cost”? You can calmly 
and comfortably reply, “I’m really not sure, but here 
is a proposal for phase 1 that fi ts your budget per-
fectly. Why don’t we start with this?” Not only will 
you sell and upsell more, the time that you spend on 
estimating will be cut in half, if not more.

Never give a client a ballpark number

Profiting from Design is a quarterly column from award winning landscape 
designer, consultant and former design/build contractor Jody Shilan. Shilan is also 
the President of the New Jersey Landscape Contractors Association. If you have a 
question you would like answered in Profiting From Design, please contact Shilan at 
jshilan@gmail.com.



[Powerful and packed full of resources.]

BU!CFMHBSE-!XFÖSF!EFEJDBUFE!up!ifmqjoh!zpv!tvddffe!cz!qspwjejoh!uif!cftu!cvtjoftt!tpmvujpot!boe!

qspgfttjpobm!uppmt!jo!uif!joevtusz/!Xiz@!Cfdbvtf!pvs!tvddftt!usvmz!efqfoet!po!zpvst/

Visit www.belgard.biz to learn more about our Contractor Resources designed to help you succeed.
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EXTEND YOUR BUSINESS  »
ADD-ONBIZ

Cleaning up  
in business
One landscaper finds that being  
resourceful and never turning down 
an opportunity has been the  
key to continued success.

Greg Smith

BY CASEY PAYTON

  SERVICE 
       SNAPSHOT»
COMPANY: B.L.B. Contractors

HEADQUARTERS: 
North Wales, PA

YEAR FOUNDED: 1981

NUMBER OF EMPLOYEES: 4 full-
time and 3 part-time janitorial

SERVICE: 70% landscape; 
15% snow; 15% janitorial

CLIENTELE: 60% commercial; 
40% residential

G REG SMITH, PRESIDENT of B.L.B. Contractors, is a 
jack of all trades. The Philadelphia area-based 
contractor has always been resourceful about 
finding new ways to generate income. As a 

result, he says, he has never been short of work. Smith 
refers to himself as a “one-stop-shop” for his clients. He 
says they appreciate that he can meet almost any of their 
maintenance needs.

Smith actually started out in the janitorial business, 
working as the operations manager for one of the larg-
est companies in the Philadelphia area. But when that 
company was bought out and Smith lost his job, he had 
to be creative. Eventually he began building his own 
janitorial business. It wasn’t long before he overheard 
one of his commercial clients talking about hiring a 
landscape company to handle outside maintenance, 
including snow removal.

“I stepped up and told them I could do it,” he says. “Of 
course I hadn’t done that kind of work before but I got 
the equipment I needed and started building up jobs. My 
niche was telling people that I could handle maintenance 
indoors or out. I was already on the property so it made 
sense to do it all. Clients appreciated 
only having to make one call for all of 
their maintenance needs. From there, 
the business grew.”

While Smith’s business started out as 
85% janitorial and 15% landscaping, today 
it’s completely the opposite. Smith mostly 
does landscape work, incorporating the 
janitorial work as an add-on service to 
supplement his income in bad weather or 
when landscaping work is slow.

“Doing that extra janitorial work al-
lows for a steady paycheck every month 
and makes up for down time because 
of bad weather or lack of snow,” says 
Smith. “The idea is to always keep the 
income flowing. Sometimes that does 
mean being creative.” 

But that’s how Smith’s brain works. For example, if 
he takes on a tree removal project, he’s already thinking 
about how he can sell the acquired wood as firewood.

“The fact is that there are always ways to make money 
or to be busy with work — even in tough times,” says 
Smith. “My father used to say that you shouldn’t complain 
about not having enough money — you should spend 
that time finding ways to make it, even if you have to flip 
burgers. There’s always something you can do.”

This past summer, when the weather was brutally hot 
in the Northeast and Smith’s landscape business was 
sluggish, he picked up some extra work by doing blacktop 
for a client. 

That patchwork job was a success. As a result, Smith 
was encouraged enough to later bid on a parking lot proj-
ect. He says he enjoys being in the field and learning new 
skills. And if he gets asked about work he can’t do, he still 
finds a solution for the client.

“If it’s not something I know how to do, I sub it out 
if I can,” he admits. “The idea is to never say ‘No.’ If a 
client comes to me with a need and I can’t do it myself, 
I’ll find the right person for the job and serve as the 

project manager. It keeps the client 
happy and keeps some extra money in 
your pocket.” 

Smith admits that in his 30 years 
of doing business independently he’s 
always had to work hard. He’s not a sit-
behind-a-desk kind of boss. But he loves 
what he does. And in today’s world, 
he’s grateful for staying busy and having 
steady work. 

“A lot of businesses are diversifying 
now with the state of the economy,” he 
says, “but I’ve always tried to sell myself 
as a one-stop-shop. I work hard, but it 
pays off.”  

The author is a freelance writer with six years of 
experience covering landscaping. PH
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Take a peek inside The Professional Landcare Network’s Crystal Ball Reports to 

uncover your potential business future. Whether it’s the economics of the Green 

Industry or the future of sustainability, you can fi nd what you need to know 

in these pages. These publications are available for sale in the LM bookstore —

http://shop.landscapemanagement.net.

From our bookshelf to yours.

What does your future hold?
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GREEN INDUSTRY MAINTENANCE LEADERS  »  BY BETH GERACI

 In 2012, NaturaLawn of America will celebrate 
its 25th anniversary. The company opened its first 
office in Damascus, MD in 1987, moving its cor-
porate headquarters to Frederick, MD two years 
later. NaturaLawn has grown exponentially since 
then, and now it operates more than 60 offices in 24 
states. Company President Philip Catron discusses 
with LM the opportunities and challenges Natu-
raLawn is facing today.

Phil Catron

INSIDE INFO
Company: NaturaLawn

Headquarters: Frederick, MD

Employees: 275

2010 revenue: $37,750,000

Key to being a maintenance 
leader: For any business to 
lead, it must first take care of 
its people. When a company 
truly cares for and ensures 
that its employees’ needs 
are being met or exceeded, 
then the employees will in 
turn treat the customers in an 
equitable fashion. The cus-
tomers will then take care of 
the company by buying their 
products and services. When 
this happens, the company 
will automatically become  
a leader.

While many books have 
been written about leader-
ship and what it takes to be 
a leader, perhaps the most 
succinct instructions I have 
ever heard on this subject 
were from listening to a 
presentation by General Nor-
man Schwarzkopf, one of the 
most brilliant army officers 
our military has been blessed 
with. His response to a very 
similar question on leadership 
was simply, “Make a decision 
and do the right thing.” That’s 
pretty hard to beat, and if the 
advice is followed, I don’t 
think one can go wrong.

TOP TRENDS

 › Environmental awareness. The industry will 
continue to look for ways to not only reduce any 
potential negative environmental impact from 
our work, but also create and discover new 
methods for doing “old” techniques. While con-
tinued state regulations will potentially impact 
our industry, those businesses that make 
operational decisions as to how to work with 
the regulations as opposed to trying to combat 
them will end up being better off.

 ›More targeted marketing efforts. As a matter 
of economic survival, smaller and mid-sized 
businesses desiring to not only survive but also 
grow, will become more focused in their strate-
gic marketing efforts. They will cease trying to 
be a one-stop shop for consumers.

This will give them a stronger financial posi-
tion and foundation from which to move into the 
future.There will also be many opportunities for 
smaller businesses that want to conduct joint 
ventures with or completely merge with mid-
sized companies, offering smaller businesses a 
chance to grow.

TOP OBSTACLE

 ›Attracting the right employees. The industry 
in general continues to face issues in finding or 
attracting personnel who really want to learn 
about what we all do and grow with a company. 
There is a need for community colleges and 
vocational schools to recruit and train students, 
implement Green Industry-related programs 
and arrange internships with businesses. All of 
those things will help educate and train future 
generations for opportunities our industry can 
offer them. 

TOP OPPORTUNITIES

 ›Growing demand for our work. Even though the 
economy is not growing in many sectors, there 
is currently more demand and interest for what 
we do than ever before. Expansion opportuni-
ties are only limited by two things: not having 
enough qualified personnel and being limited in 
financial resources. We are fortunate in that our 
ongoing operations are able to provide internal 
funding for growth. We also have several out-
side financial sources available to us should we 
need to draw on reserves.

 ›Our employee ownership program. To help 
us address the need for qualified personnel, 
several years ago we instituted an employee 
ownership program where every person in our 
organization is given an opportunity to own their 
own NaturaLawn of America business. The 
program gives employees financial credit toward 
ownership over a four-year vesting period. 
After three years, employees can exercise their 
option in ownership and receive a 75% credit. 
Or if they choose to wait an additional year, they 
get 100% of the option.

During the vesting time period, we conduct 
an ongoing management training program 
with those employees who have expressed 
an interest in ownership or who management 
has identified as having the characteristics we 
are looking for. The training program covers all 
aspects of the NaturaLawn of America busi-
ness. It is an intense program utilizing not only 
classroom instruction but also in-field experi-
ence and mentoring with upper management. 



Marty Whitford
Editorial Director

Whitford is an award-win-
ning journalist and editorial 
leader at Questex Media. He 
has served Questex’s Green 
Group for four years, includ-
ing two years at the helm 

of LM. He steered LM’s reader-driven print and 
Web site redesigns that helped the brand win a 
record number of awards from the Turf & Ornamental 
Communicators Association (TOCA). Whitford brings 
with him 18 years of experience in business-to-
business integrated media.

Dan Jacobs
Editor-in-Chief

Jacobs is a veteran of the 
Green Industry and an award-
winning journalist. During his 
20-year career, he has writ-
ten for a variety of newspa-
pers and magazines. He is a 

past president of the Press Club of Cleveland and 
a graduate of the University of Cincinnati and John 
Carroll University. He joined Landscape Management
in 2006 as Managing Editor and was promoted to 
Editor-in-Chief in April 2011.

Beth Geraci
Senior Editor 

Geraci has worked as a pro-
fessional journalist for more 
than 15 years, including six 
years as a writer for the 
Chicago Tribune. A gradu-
ate of Allegheny College 

and Northwestern University’s Medill School of 
Journalism, Geraci is an award-winning reporter 
who has expertise in both print and online media.

Matt Lobe
Technical Editor

Lobe joins LM’s team as Web 
Editor/Marketing Coordinator. 
Lobe holds a bachelor of arts 
degree in journalism from 
Miami University in Oxford, 
Ohio. Prior to joining LM, 

Lobe served as a digital media editor with another 
Questex Media brand, Nightclub & Bar (NCB) 
magazine, producers of The NCB Show. 

Meet the LM Team

Ask anyone...  Landscape Management is the No. 1 resource for business 

management content from one of the most experienced editorial teams in the industry! In 

fact, in 2011 Landscape Management celebrates its 50th year of publishing. With more 

than 50 years of editorial experience, there’s no doubt the magazine that has supported 

Green Industry business professionals for 50 years will be around for 50 more!
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Payment must be received by the classifi ed 
closing date. We accept Visa, MasterCard, and 
American Express.

Mail LM Box # replies to: 
Landscape Management Classifi eds, LM Box #____ 
306 W. Michigan St., Suite 200 
Duluth, MN 55802 

(please include LM Box # in address)

Every month the Classifi ed 
Showcase offers an up-to-
date section of the products 
and services you’re looking 
for. Don’t miss an issue!

ADVERTISING 
INFORMATION

Call Kelli Velasquez at 
216-706-3767, 
Fax: 253-484-3080,
E-mail: 
kvelasquez@questex.com

CLASSIFIEDSHOWCASE

PLACE YOUR AD TODAY!

BUSINESS OPPORTUNITIES

HELP WANTED

WANT TO BUY OR 
SELL A BUSINESS?

Professional Business 
Consultants can obtain purchase

offers from numerous qualified 
potential buyers without disclosing your identity.  There 

is no cost for this as Consultant’s fee is paid by the 
buyer.  This is a FREE APPRAISAL of your business.

If you are looking to grow or diversify through 
acquisition, I have companies available in Lawn Care,

Grounds Maintenance, Pest Control and Landscape 
Installation all over the U.S. and Canada.

708-744-6715 • Fax 508-252-4447
E-mail pbcmello1@aol.com

IMPACTCommand immediate attention
and get fast action with

the dynamics of
classifi ed advertising!

SOFTWARE
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[ Coming in January ]

REBUILDING 
GROUND ZERO
In the shadow of the fallen Twin 
Towers lies Capsouto Park. The 
award-winning landscape features 
plants, benches, walkways and 
a 114-foot-long statue. PLANET 
adopted the park in September, 
dedicating itself to funding mainte-
nance at the park for the next four 
years. And landscapers made their 
own contributions to the project.

Also…

THE COLORS OF 2012
We’ll bring you expert predictions 
on the plants, colors and land-
scape planting styles your clients 
will be clamoring for in 2012 so 
you can prepare your company for 
the spring rush.

No other lighting manufacturer offers a wider selection 
of American-made LED solutions to meet your 
landscape design specifications.

• Accent

• Path

• Hardscape

• In-ground

• Underwater

• Specialty 

• And more. 

For your personal copy of 
this brochure, contact your 
Vista Sales Representative or 
Authorized Vista Distributor.

Your one resource 
for everything LED.

Call 800-766-VISTA or visit www.vistapro.com
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MYBIGGESTMISTAKE
LESSONS LEARNED THE HARD WAY  »

»

COMPANY: Ruppert Landscape 

HEADQUARTERS: 
Laytonsville, MD

YEAR FOUNDED: 1976

NUMBER OF EMPLOYEES: 650

2010 REVENUE: $65,339,000

PROJECTED 2011 REVENUE: 
$67,000,000

SERVICE BREAKDOWN: 
49% landscape maintenance; 
51% landscape construction

CLIENT BREAKDOWN: 
100% commercial 

BY CASEY PAYTON
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Payton is a freelance writer with 
six years of experience covering 
landscaping.

“It’s all about opportunities 
to communicate, connect 
and to say ‘thank you,’” 
Chris Davitt says.

IT TOOK LOSING a key 
employee for Chris 
Davitt, president 
of Maryland-based 

Ruppert Landscape, to 
realize his company needed 
to redefi ne itself as one 
that really cares about its 
employees. It was tough 
losing a valuable employee, 
and the situation was made 
worse because he took 
business with him. Davitt 
says that experience led to 
his company developing a 
much better appreciation 
for its people, and that’s 
been a positive change.

This particular employee 
was managing the landscape 
management segment, 
which was a key growing 
division at the time. When 
the employee sat down for 
his annual pay review, he 
asked for more money and 
was turned down.

“Back then it wasn’t 
really a formal process,” 
recalls Davitt. “It wasn’t 
an evaluation — it was 
more of a conversation. 
This employee argued for 
more pay and we argued 
for less, and we knew 
he wasn’t happy but the 
meeting came to an end. 
We chalked it up as ‘we’re 
supposed to have these 
kinds of uncomfortable 
moments where we save 
cost and employees aren’t 
always happy.’ It was part 
of doing business.”

But within a couple of 
weeks the employee left 
— and took about one-third 
of Ruppert’s total projects 

with him. Davitt says that 
got his attention, and he 
realized he needed to 
make some changes. He 
needed to make his em-
ployees’ wants and needs 
heard and make his staff a 
higher priority. Today, Davitt 
says his people are his 
number one asset.

“Happy employees 
work harder and by mak-
ing a real investment in 
your employees on a vari-
ety of levels...it strength-
ens their commitment to 
the organization and its 
values,” Davitt says.

Davitt says he created 
a structure around the 
goal of trying to become a 
more employee-oriented 
company. With 15 branches 
on the East Coast, this 
structure helps ensure 
employees at all locations 
are feeling appreciated. 
That has included the 
requirement that each 
branch host an employee 
barbecue or gathering for a 
meal at least three times a 
year. “These get-togethers 
are reminders to say ‘thank 
you,’” Davitt says.

And instead of the 
informal pay review sessions 
the company used to hold, 
management now conducts 
regular evaluations. 

“The employee gets 
evaluated as well as the 
manager,” says Davitt. 
“And on top of that we 
have summer picnics and 
holiday parties. We have 
informal celebrations for 
winning jobs. And we 

recognize everyone with 
birthday cards, and on the 
anniversary of their hire 
date (we) give them a com-
memorative coin/case with 
signatures and personal 
messages from all of the 
company’s managers.”

When people have land-
mark anniversaries at Rup-
pert, the company takes it 
one step further. 

“Maybe it’s manage-
ment in a limo showing up 
on the job and picking up 
the employee,” Davitt 
says. “Then we’ll drive 
them around and do a 
walk-through history of the 
jobs they’ve performed 
throughout their time with 
the company, culminating 
with dinner at a restaurant 
with their spouse and 
children to celebrate.” 

Davitt says that as a 
large company it’s easy to 
get busy, but he’s now truly 
committed to being good 
to his people and focus-
ing on being employee-
oriented. 

“We know from past 
experience that we might 
forget, so we have the 
structure in place to make 
sure we remember to do 
these things,” he says. “It’s 
all about opportunities to 
communicate, connect 
and to say ‘thank you’. We 
think all this takes time, 
energy and money but it 
more than pays us back. I 
go back to the fi rst mistake 
early in the going that 
frankly almost sunk the 
company. That experience 
really knocked some sense 
into us and helped us head 
in the right direction.” 

Losing a key employee led the managers 
of this company to focus more on appreciating 
their people.
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Get three years deferred warranty  
on any new Ztrak PRO 900**

Landscape pros like Marty know that only the Z9 has a unique cross-porting 

V\VWHP�WKDW�URXWHV�WKH�FRROHVW�K\GUDXOLF�ƠXLG�WR�WKH�K\GUDXOLF�SXPS�GRLQJ�

the most work. So even in the legendary Texas heat, Marty’s crews can keep 

PRZLQJ�DOO�GD\�ORQJ��$QG�WKHUH�DUH�WKH�RWKHU�OHJHQGDU\�EHQHƟWV�RI�D�=WUDN�

PRO 900: the 7-Iron PRO Mulch On Demand deck, superior controllability, 

DQG�H[FHSWLRQDO�HDVH�RI�XVH�

0DUW\�*OHQQ�DFFHSWV�QRWKLQJ�OHVV�WKDQ�WKH�=WUDN�352�����IRU�KLV�EXVLQHVV���

$VN�\RXU�ORFDO�GHDOHU�ZKDW�LW�FDQ�GR�IRU�\RXUV�

Accept Nothing Less

50733

To see more of what Marty has to say about the ZTrak 900, go to  www.JohnDeere.com/MowPro

* Offer ends February 29, 2012. Subject to approved credit on John Deere Financial Installment Plan. 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.

“ The Z9 has a two-pump, two-drive system.  

  We run ‘em all day long and have never had  

  any issues with them temperature-wise,  

  even here in Dallas. ” 

Marty Glenn
President

Greener Pastures 
Dallas, Texas
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