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Now, powered by FAST ACTING Dispersing Granule — DG"- Technology,
Snapshot DG delivers LONG LASTING unsurpassed control of over

100 grassy and broadleaf weeds for up to 8 months.

~ Contact your Andersons Distributor or Territory Manager
Snapshot DG at 800-253-5296. www.AndersonsTurf.com
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One DG Granule + Water = thousands
of micro particles that rapidly
melt into the soil — even through mulch
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Pocket one of our instant
prizes. See what you won at
www.rainbird.com/PocketTheSavings

Demanding more
and paying less.

That’s intelligent.

TALK TO YOUR

SALES REP or
DISTRIBUTOR

Save more than 20% with proven Rain Bird® MPR and VAN

Nozzles. Trusted by contractors and homeowners alike for decades, Rain Bird® MPR and VAN Nozzles:
. . - . ) Save more than 25% over Hunter®
MPR Nozzles offer increased design flexibility, while versatile VAN Fixed Arc and Variable Arc Nozzles*
Nozzles can be easily adjusted. Designed to deliver greener grass, these Rain Bird List Price [ Hunter
industry-leading nozzles are also priced to save. Putting performance in the $1 19 L:;:‘(‘)E

ground and savings in your pocket. That's The Intelligent Use of Water.™

*Based on 2010 U.S. Rain Bird® and Hunter® List Pricing effective September 1, 2010
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Landscape Managementis
now on Twitter and Facebook.

and info by becoming a fan of

[i Getthe latest news, blogs,
the magazine on Facebook at:

http://tiny.cc/MTfcH.
Oryou can keep up to date %
with everything LM has to

offer by following our tweets at:
twitter.com/LandscapeMgmt.

DIGITAL
VAULT

Select stories from our e-newsletters.

Visit www.landscapemanagement.
net/enewsletters to sign up or view.

As vital as turfgrass is to our
lifestyle, it sometimes seems
it is the least appreciated
single landscape plantin
North America.

Experienced sports field
managers have learned
working without a calendar-
based maintenance plan and
not cultivating allies leads to
frustration, exhaustion and,
sometimes, unemployment.

When you become “hard-
core” about your design
work rather than construc-
tion, you become more
competitive.

The trends in workplace
greenery highlight bold pink,
orange and purple-hued
foliage.

d OURMISSION: Landscape Management— the leading information resource for lawn care, landscape maintenance, design/build and irrigation contrac-
I-an sca e tors— empowers Green Industry professionals to learn from their peers and our exclusive business intelligence from the only experienced editorial

Management
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team in the market. Serving as the industry conscience for 50 years, we not only report on but also help shape news, views, trends and solutions.



US.LAWNS

Commercial Landscape Management at its best

THINKING ABOUT BECOMING
A BUSINESS OWNER?

We can help.

We start with you. We stay with you.

Our Franchise Support Team has over 260 years of combined
commercial landscape industry experience to assist you with business and industry knowledge.

NATIONAL STRENGTH
LOCAL COMMITMENT

1-866-781-4875
franchise@uslawns.net
www.uslawns.com/franchise



TAKE YOUR OFFICE WITH YOU

o Start/Stop

% Bilingual -
Tracking + * i + Times for
of Crews* Directions each Job

Also with this amazing Software ...

Route sheets for the crews

Access to Customers, Jobs, Notes, History and Billing out in the field
Modify information in the field and sync back to office

Syncs with office via cable, Wi Fi or cell phone (with data plan)
Multi level password protection

Spanish and English built in

* Requires CLIPx:, a Windows Mobile 5.0 device, TomTom mapping software, Microsoft MapPoint and GPS receiver.

Call 800-635-8485 to learn how
to get started using CLIP2Go! www.clip.com

Join a Winning Team

Eastern Land Management of Stamford, CT is seeking key
team players with a desire to learn, earn excellent wages,
incentive compensation, uniforms, training, first-rate
benefits all while beginning a superior career path.

Landscape Management Department
Account Manager:

v 3+ years experience in a similarpesition
developing'& maintaining customer
relationships

Production Manager:
gvd A
v 2+ yeal’is g})(pgei'ience in a similar
L ~ Jpasition w/focus on training &

employee development -
Bilingual preferred

ELM has experienced an average annual
growth rate of 20% over the last 3 years and is v ’
listed on INC 5000 EsT. 1976

Fax your resume to 203.316.5434
or email careers@easternland.com
visit www.EasternLand.com for more information.
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FIRSTCUT

Adaptto grow

remember my first months in the landscape industry

very well. In addition to writing about the state of the

industry, crew sizes, tree transplanting, winterizing

irrigation systems, designing landscapes for safety,

preemergent herbicide application timing and landscape
businesses and their owners, I covered the mergers and acquisi-
tions announcements coming in at a rapid pace.

The increased news was a result of February 1998% forma-
tion of LandCare USA and TruGreen LandCare (TruGreen’s
landscape maintenance division). The two were locked in a
heated acquisitions race. As my editor at the time said then,
“you can call the Green Industry a lot of things, but not boring.”

The excitement died down after one giant — TruGreen —
bought the other that same year. And, now more than 10 years
later, though the news isn’t flooding in as quickly, there is com-
petition over merging and/or acquiring strong brands in the

NICOLE WISNIEWSKI EDITOR-IN-CHIEF I Contact Nicole at 216/706-3735 or via email nwisniewski@questex.com.

commercial maintenance segment of the industry, which has
historically brought recurring revenue, stability and long-term
growth and, as a result, has proven to be an attractive invest-
ment for private equity firms and outside industry investors.

The most interesting part of reporting on this news is
watching how the industry adapts each time.

The people I talked to for our cover story this month all
had a similar advice for businesses struggling and stabilizing
in today’s economy: Don’t be afraid to turn something upside
down and look at it a different way; don’t be fearful of bring-
ing in outside help to question the way you do things with
the goal of making systems more efficient. You don’t have to
change your business or offer different services, but by getting
your “ego out of the way” in order to become a better business,
as investor Martin Zweig points out, you and your team will
become smarter and your business will become stronger.

As former Major League baseball pitcher Nolan Ryan has
said: “Enjoying success requires the ability to adapt. Only by
being open to change will you have a true opportunity to get
the most from your talent.”

N
< Mistway

Outdoor Insect Control

We are actively seeking
Landscaping Professionals
to sell, install and
service our innovative
outdoor misting systems
that effectively control
mosquitoes and other

annoying insects.

Great margins and recurring revenues!

1-866-485-71255
WWW.MISTRWRY.COM

& BECOME R MISTRWRY DERLER TODRAY! %
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You get the picture.

Now they do.

To win bids, customers need to visualize your design ideas.
With PRO Landscape, they can.

Whether you are designing new installations or renovation projects, PRO Landscape
has all the tools necessary to quickly create visual designs that will impress customers.
PRO Landscape also lets you create accurate CAD drawings, customer-friendly proposals,
night and holiday lighting designs, and 3D renderings. No wonder PRO Landscape is the
easiest-to-use and most complete landscape design software available.

Photo realistic imaging - Easy-to-use CAD - Night and holiday lighting

Complete customer proposals « True 3D photo and CAD renderings

60-Day Money-Back Guarantee

Discover why PRO Landscape is the most popular
design software for landscape professionals.

» Visit prolandscape.com
» Call (800) 231-8574
» Email prolandscape@drafix.com

drafix software, inc.

The Standard in Design Software for Landscape Professionals! I
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NEWSVIEWS

GREEN INDUSTRY EVENTS, TRENDS AND TIPS

TODAY, NEARLY 70% OF CFOs
and other corporate finance manag-
ers at mid-sized businesses say it’s the
intense challenge of managing cash
flow that worries them most concern-
ing business this year, according to a
TD Bank study.
When a business provides a product or
service, it has a right to expect to be paid
on a timely basis. But prompt payment is
not always the case. Often, accounts become
seriously past due, or there are insufficient funds
in the customer account to cover a check when pay-
ments are made.

Accounts not paid within terms can have a serious impact on the cash flow of the
business. Owners should be mindful of these trends as accounts payable depart-
ments everywhere are putting the brakes on “prompt payments,” and consumers are

tightening their belts like never before.

Accounting managers and their staffs often learn managing accounts receivable
is tricky and involves the delicate matter of asking for payment without coming
across as harsh. There are processes that once implemented, and employees are
trained on, can be effective in obtaining payments. The balance a customer owes
is often a moving target. Continual monitoring is required from day to day as the
status of these accounts change with new orders, the posting of payments from prior
invoices, partial payments and requests for back-up documentation.

Here are some of our suggestions for better managing accounts receivable and

having a positive impact on cash flow.

Have a defined credit and collection

policy. A major cause of overdue
receivables is not providing a clearly
defined policy to customers — in writing
— when payment is due. If customers
are unsure of the payment terms, they
may feel 60-day payments are acceptable,
especially if there are no penalties for
paying late. Put clearly stated payment
terms in writing on the work order,
agreement or invoice. If payments are
late, have a defined procedure for the
accounting department to follow as to
when to make a call (day 40) and when
to sent a reminder notice (day 45), and
instead of sending a 60-day statement,
try sending a ‘serious reminder’ letter.
Make another call attempt, too.

Send statements promptly and con-

sistently. If you don’t have a system-
atic billing system, get one. Many times,
the customer has not paid simply because
they have not received an invoice. Once
reminded, customers are more likely to
pay in a timely manner. Doing the neces-
sary follow up and sending statements every
two or four weeks can make a big difference
in your cash flow.

Use “Address Service Requested.”

One of the most difficult collection
problems is tracking down a customer
who has “skipped.”A service offered by
the U.S. Post Office might help. Any
statement or correspondence sent from
a business should have “Address Service
Requested” printed or stamped on the
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envelope, just below your return address.

If a statement or invoice is sent to a
customer who has moved without pro-
viding you a new address, and “Address
Service Requested” appear on the enve-
lope, the Post Office will research this
information. If they can locate a change
of address on that person or business,
they will send you form No. 3547 with
the correct address for a small fee.

Contact overdue accounts more

frequently. No law says you can con-
tact a customer only once a month. The
old adage “The squeaky wheel gets the
grease” has a great deal of merit when it
comes to collecting past due accounts.
Contact late payers every 10 to 14 days.
Doing so enables you to diplomatically
remind customers of your terms of
payment, and it ensures the customer is
satisfied with your company.

Use your aging sheet, not your

feelings. Many a well-meaning
employee lets an account age beyond rea-
son because he or she felt the customer
would pay eventually. While there may
be exceptions or unusual situations, most
customers should be treated similarly. Try
to focus on EVERY account over 30 days,
and stick to your systematic plan. Initially,
these calls are like customer service call
— awarm and friendly reminder. After
speaking to the customer, take the next
step once you know where you stand.

Make sure your staff is trained.

Even experienced staff members
sometimes become gun shy when dealing
with past due accounts. It is important to
be firm, yet courteous, when dealing with
excuses. Your staff could benefit from cus-
tomer service training to help sell your
customers on the idea that you expect to
be paid on time. Instead of pushing the

continued on page 10

ILLUSTRATION BY: ISTOCK INTERNATIONAL INC.
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AMERICAN DESIGNED & MADE

The Wright Stander X. The New Stander of Excellence.

It's our newest Stander. But it has all the timeless qualities — high ground speed,
unmatched maneuverability and rock-solid reliability — that you expect from a

Wright. And now with a quick cut height adjustment and floating cutter deck, the

™

Stander® X™ delivers cut quality that’s second to none in any mowing environment. THEWRIGHT WAY TO MOW

The most versatile mower today just got better. And that’s a beautiful thing.
Qommercial products
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continued from page §

customer against a wall, pull the customer
to your style of thinking while maintain-
ing good will. Be sure your staff has all
the tools to make it easy to process a
credit card payment or ACH check draft.

Admit, correct and apologize for mis-
takes. Sometimes a customer delays

For one contrac-
tor's story on
controlling cash

payment because
of a mistake. If
you messed up,
admit and correct
the error quickly.
Customers realize mistakes happen, but
many believe a misstep permits them to
delay payment. Covering up a mistake
often leads to losing trust and customers.

flow, see "My
Biggest Mistake”
on page 48.
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SCHEDULING SOFTWARE

If you use QuickBooks...
QXpress is the Software for You!

* Cuts office time in half!

*Increases Productivity
* Easier Scheduling, Job

Costing & Invoicing

Rated #1 scheduling software by QuickBooks users!*

Pricing Starting At

$38/month

Go To QXpress.com/landscape
To Get A Free Trial!

Contact Us At 1-888-QXPRESS
or www.QXpress.com/landscape

* As determined by searching on wit.com for "

QuickBooks and *Designed for QuickBooks” Lago ar trademarks of Intuit Inc., displayed with permission.
The use by Marathon Data Systems does not signify certification or endarsement of the QXpress software
by Intuit, and Marathon Data Systems is solely responsible for its softwars and the support and mainte-

nance of the software,

® 2010 Marathon Data Systems, LLC. All rights reserved.

it Software,” and sorting by
the “Rating® option. As of December, 2010 QXpress Scheduling Software had the highest rating.

Follow state collection laws. In many

states, businesses are governed by
the same laws as collection agencies. For
example, communicating in writing or
verbally that an account will be forwarded
to an attorney or credit bureau and then
failing to do so can be a violation of some
state and federal collection laws. Harass-
ing or contacting a customer at unreason-
able hours or using threats might lead
to serious consequences. If you are not
sure about customers’ rights, contact
your state’s consumer protection agency.
The Fair Debt Collection Practices Act
(FDCPA-federal law) applies to Business
to Consumers and not Business to Busi-
ness collection techniques.

Use a third party sooner. Once you

have systematically pursued past due
accounts for 60 days or more (and they
have avoided your attempts to contact
them), send a FINAL NOTICE. Gener-
ally, if they have the ability to pay, they will
do so or communicate their intentions.
Most agencies (and collection attorneys)
charge a percentage of the revenue col-
lected, typically 30% to 50%. Some firms
offer a pre-collect or early-out service
and charge a small fixed fee per account
depending on the volume and balance
due. Ask about a pre-collect service since
this allows you to keep 100% of the
money collected in the first 45 to 90 days.

The impact of the “third party”
(agency/attorney) reprioritizes the debt
and forces customers to make a payment
decision. Designed for early interven-
tion, “pre-collection” services can save
businesses the internal costs of working
accounts beyond reason, typically 60 or
90 days. At that point, consider using
professional third-party intervention.

1 Remember nobody collects every
account. Even following a specific

collection plan, there are accounts that will
never be collected. Identify these accounts
early and save your business a great deal of
time and expense. Even though some may
slip by, overall, the number of slow pay
and nonpaying accounts greatly dimin-
ishes, and that’s a victory in itself.
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CASH is a licensed agency manager,
Transworld Systems, with 30 years of Green
Industry experience. Reach bim at ron.cash@
transworldsystems.com or 877-766-CASH.
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Like our proven brands, Syngenta’s
2011 GreenTrust™ 365 Program for
professional turf managers provides
outstanding value throughout the
year. You can lock in your yearlong
rebate percentage with only $5,000 in
purchases of Qualifying Products during
the Early Order Period. The more you
purchase during this time, the better
your rebate percentage—as high as
14% on Barricade® herbicide.

Syngenta also offers product assurance
opportunities and deferred payment until
June 6, 2011 for most purchases made

during the Early Order Period. Visit
greentrust365.com today to plan
your purchase and lock in your
yearlong savings. Full Program
terms and conditions are also
available on the site.

Hurry! February 28 is
the last day to qualify
for yearlong savings.

w @reenTrust

©2011 Syngenta Crop Protection, Inc., 410 Swing Road, Greensboro, NC 27409. Important: Always read and follow label instructions before
buying or using Syngenta products. The label contains important conditions of sale, including limitations of remedy and warranty. Barricade®,
GreenTrust™, and the Syngenta logo are trademarks of a Syngenta Group Company.

syngenta.




“THAT PRODUCES 383 HORSEPOW _ 'AND COMES VIIIH A BEST-IN- CLASS' STANDA
SINGLE 52¢GALLON FUEL .IANK_FOR EXCELLENI DRIVING RANGE. NOTTO MENIIUN HE
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RAM MEANS BUSINESS

RAM 3500/4500/5500 CHASSIS CABS

INCREASED FRONT GAWR UPTO 5500 LB
AND GVWR UP T0 13,000 LB (ON 3500)

AVAILABLE 6.7L CUMMINS TURBO DIESEL
WITH STANDARD DIESEL EXHAUST BRAKE

BEST-IN-CLASS STANDARD GVWR
FOR 5500 TRUCKS™ (18,750-19,500 LB)

ALL-NEW CREW CAB DESIGN

BEST-IN-CLASS 5-YEAR/100,000~MILE
POWERTRAIN LIMITED WARRANTY®







THEHALLMARK

RON HALL EDITOR-AT-LARGE I Ron has been in the Green Industry for 27 years. Contact him via e-mail at rhall@questex.com.

A better option: more cowbell

en years ago Will Ferrell and
Christopher Walken hooked up in
one of the funniest Saturday Night
Live skits ever. Recall Walken urging
Ferrell for “more cowbell” as he and
other SNL musicians clanged away on the Blue
Opyster Cult’s “(Don’t Fear) The Reaper.”

From time to time, when I feel my energy
lagging from the goal at hand, I call up the skit
to remind me to, you guessed it — add “more
cowbell” to my efforts.

Stick with me here now, OK?

Jim Campanella, speaking to about 200 other
owners and managers at the recent Lawn Care
Summit, described a punishing business experience
he suffered several years ago.

Campanella is president of the Lawn Dawg, a
lawn care company that he and a partner founded in
1997 and grew into a respected regional company
in New England. Charismatic and energetic, under
Campanella’s direction Lawn Dawg literally took off,
and many of us considered him a master marketer.
And so he seemed when telemarketing was king; his
company used to open a new branch annually during
its first seven years. But when the do-not-call law
banned telemarketing in 2004, he realized (and now
frankly admits) he wasn’t a marketing whiz at all.

“Rather than getting
involved with businesses
you're unfamiliar
with, you're better off
strengthening the
one you know.”
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But, that didn’t turn out to be the biggest prob-
lem he faced; the biggest one was self-inflicted.

In 2005 he and his partner decided to diversify
and launch mowing and maintenance services to
complement their successful lawn care operation.
Playing off of the popularity of their established
brand they called these new services Little
Dawgs. Let’s just say it didn’t turn out the way
they had planned.

Campanella said within a year the Little Dawgs
had resulted in almost $500,000 in losses. Equally
discouraging, and which it took a while to recog-
nize, the effort to diversify into production-focused
landscape maintenance was diminishing the
company’s reputation for customer service. Sensing
that Lawn Dawg was in a tailspin, he retreated from
mowing and maintenance.

“We went back to our core business,” said
Campanella. “We got back to the things we knew.”
But before he could heal the company’s financial
wounds he had one very important thing to do:
recover the loyalty and faith of his employees.

“I met with all the employees and told them we
messed up,” he said. “I asked them to stay with us.”
They did. Now, refocused on customer service,
Lawn Dawg rebuilt its customer retention rate
to the pre-Little Dawg era. And in 2009, aided by
an infusion of capital by Atanta-based Brighton
Partmers LLC, the company opened two new
branches, bought another company and announced

its intention of growing its regional and, eventu-
ally, national footprint.

In Lawn Dawg’s case, the lure of diversi-
tying, adding services and evolving into a
“one-stop” service provider — too often

touted as the surest way to landcare success
— didn’t work.

Campanella discovered, as do many others,
that, rather than getting involved with businesses
you’re unfamiliar with, you’re better off strength-
ening the one you know — in other words, giving it
“more cowbell.”

PHOTO BY: ISTOCK INTERNATIONAL INC.



When Hustler wanted to “supercharge” their new FasTrak Super Duty 60" rider,
they chose Honda to get the job done day after day, no matter how many hours
and demands commercial crews put on it. Because the new, exceptionally
quiet, lightweight and low-vibration Honda GXV630 V-Twin engine delivers the
power, durability and fuel efficiency that commercial crews need to work
quickly and cost effectively. Plus, now it comes with a three-year warranty.”
Sure, we've been hustled, but this is one Hustler that will put more money in
your pocket! Find out more at honda.com or hustlerturf.com/honda.

ENGINE

e ey WARRANTY

*Warranty applies to all Honda GX Series Engines, 100cc or larger purchased at retail or put into rental service since January 1, 2009. Warranty excludes the Honda
GXV160 model. See full warranty details at honda.com. For optimum performance and safety, please read the owner’s manual before operating your Honda Power
Equipment. ©2010 American Honda Motor Co., Inc.

HONDA
ENGINES

Built like no other.
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What do Michael Dell, AMAN, WITHATRUCKAND A

. ) ) MOWER, EMBARKS ON A DREAM.
p}"l'va te eq Ul t:y ﬁ rms He in the field everyday and invoices
g every evening. He works hard. His service
a nd th IS S ta I’ZfO Vd MBA and product are high quality. He grows
quickly, makes mistakes, learns from them and

hClV@ Zn common 7 becomes successful.
Th ey ’V e a ll b et It’s a great story. But you've heard it before.

Tty this tale.
on th e Green In d Uus t‘;’y A man goes to Omaha’s Creighton Uni-
versity with the goal of becoming a doctor. He
gets a minor in biology but instead of going
to med school, follows a passion for business
and graduates with a degree in accounting.
He works as an accountant for three years to
build up the required experience necessary
to attend Stanford’s MBA program. While at
Stanford, he interns for the CFO of Disney, researching and evaluating its product lines.
After receiving his MBA, he works as a consultant at McKinsey & Co., studying various
business operations. He conducts a public study of Warner Bros. and a private study of a
multi-million dollar East Coast newspaper, helping them create more efficient systems.

At 35, he gets back into small business (he worked in his family’s farmer’s market
in Nebraska when he was a boy). He gets involved with The Professional Landcare
Network. He conducts research on the industry for a year and a half, visiting landscape
companies, networking, building relationships and attending industry trade shows.

(At this point, by the way, he still doesn’t own a landscape business.)

Relocating to Denver in 2004, he calls five of the top local companies and has them
create plans for his landscape, simultaneously gathering corporate intelligence. He finds
a business he feels has best-in-class products and services, and tells the owner he

continued on pagel 6
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Michael Hupf,
CEQ, Lifescape Associates
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continued from page 14
wants to bring the company best-in-class processes and
profit to complete the business picture. Instead of start-
ing from scratch, he invests in an existing business.
Though he came into the industry at the height of the
housing bubble in 2006 (admittedly not the best time), he
holds his own through the recession because though quality
services aren’t garnering the same price, his focus on pro-
cesses has elevated productivity and retained some profit. And
obtaining investments from private partners in the Green
Industry in 2010 to help his company through this economy
and eliminate some risk wasn’t a bad strategy, either.
Meet Michael Hupf, CEO of Lifescape Associates. He
has studied and continues to study business. He has

I  77e next big
announcement
will be...

MANY INDUSTRY
OBSERVERS, mergers & acqui-
sitions advisers and consultants
agree there is a growing amount
of investment dollars already in

the Green Industry, and this activity will continue to attract other investors.
But the biggest impending announcement this year may be the sale of a por
tion of the biggest property of all —TruGreen, No. 1 on the LM150 list, reporting

$1.3 billion in 2009 revenue.

In November 2010, in its filing with the Securities and Exchange Commission,
TruGreen's parent company ServiceMaster publicly announced its intent to exit
the landscape maintenance and design/build segments of the industry with the

potential sale of its TruGreen LandCare division.

This came after a nearly 8% decrease in revenue in its landscape segment
and a 2010 third quarter that amounted to a $5.2 million decrease in operating
income, a 9% drop in contract maintenance and an 8.3% decline in enhancement

sales compared to one year prior.

“That's a $225 million piece of business that's up for grabs right now,” says
Mark Long, a partner with BlueSky Group in Powell, OH. “It'll be interesting to

see what happens here!”

TruGreen LandCare was born in the mad acquisition dash in 1998-1999 of
prominent regional landscape companies by ServiceMaster and rollup upstart
Landcare USA, which sold to competitor ServiceMaster in March 1999, shortly

after the landscape arms race began.

Today, TruGreen LandCare has operations in more than 100 locations in 40
states and generates about 14% of ServiceMaster's annual revenue. By contrast,
the TruGreen LawnCare segment delivers 32% of the company’s revenue.

ServiceMaster has engaged Morgan Stanley and Goldman Sachs as its
advisers and Sidley Austin as its legal adviser in the process. Pat Spainhour,
ServiceMaster CEO, says the options could include business sale, sale of certain

business assets or a restructuring of the business.

“1 would think this would happen right away,” predicts Long, who spent nearly
20 years with Barefoot Grass and almost a decade running Scotts LawnService.
"Strategic buyers looking at acquiring the whole thing may think, ‘ServiceMaster
wants out badly so | can get this on the cheap. But if a buyer doesn’t come to the
table with an offer that makes sense, it may not happen that way.”
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researched and continues to research the Green Industry. He’s
your new typical landscape business owner and networking
peer. He’s also your new competition. And his investment dol-
lars, among others, are drawing lots of attention to the industry.

THE INDUSTRY

Considering today’s tough economy, “it’s ironic there’s a lot of
money out there right now” for investing, says industry consul-
tant Judy Guido, Guido & Associates. As the economy suffered,
people took their money out of anything high risk and put it
into more guaranteed investments — cash or money market
positions. “If they did it in time and didn’t get hammered, they
still have money to invest today,” Guido explains.

And since many people “got burned with
traditional investments in the recession,
now they are looking for something
different that has stability, recurring rev-
enue streams and is in line with growing
trends,” Guido adds.

Enter landscape services, which at
this point have developed a track record
for weathering recessions well.

During the 2002 economic down-
turn, for instance, the landscape and
garden industry saw growth (12%)
where others fell short, according to
Business Wire. In fact, “gardening held
its own in the recessions of 1982, 1987
and 1990-1991,” says Bruce Butter-
field, market research director for the
National Gardening Association. “It
doesn’t, therefore, make sense to fear
dramatic losses in this industry even if
the economy is facing hard times again,”
adds Raymond Lawrence, a franchising
expert and author for EZine.

There’s proof of stability.

For recurring revenue, look no
further than maintenance. The reces-
sion proved the “hardiness of the
‘maintenance is king’ business model,”
explains Brian Corbett, managing
partner of Atlanta-based CCG Consul-
tants. According to Landscape Manage-
ment’s Industry Pulse report, the average
maintenance company grew 6.6% in
2010 — more than any other service.
Despite real estate’s hardships through
the recession, it’s still one of the “most

expensive assets anywhere so people
have to protect and maintain it,” Guido
says. “They will do what’s necessary to
keep property values up.”

continued on page 17
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continued from page 16

"This is particularly the case with commercial properties —
“retailers who want to attract customers and office parks that
want to retain tenants and keep properties safe for employees
to come and go,” Guido points out. “People may not be build-
ing new apartment complexes and office buildings, but they
know if they don’t take care of the external appearance of the
buildings they do have, they will not rent them,” adds Ron
Edmonds, president, The Principium Group, Cordova, TN.

The recession also brought additional maintenance
opportunities with tending foreclosed homes and stabilizing
suspended construction sites, Guido adds.

Then there’s the growing sustainability movement, though
“the correlations between the Green Industry and sustainability
are not that clear yet to a lot of people,” Edmonds says. “I think it
may be part of the sizzle but not necessarily the steak,” industry
consultant Jeffrey Scott adds. “But it’s a trend where invest-
ment dollars are likely to show up,” Edmonds confirms. “Efforts
toward sustainable landscapes will attract more interest.”

The investment circle

WHEN MICHAEL HUPF invested in Denver's
Lifescape Associates, he approached company
founder Charles Randolph with some outside
perspective ideas for his business.

He didn't really know he was saying all the
things that, at the time, Randolph really wanted to
hear, including the words “succession plan.”

They worked out a deal where Hupf buys some
of the company up front coming in as a minority
owner and then buys more of the company over
time, giving the employees time to adapt and Ran-
dolph a chance to slowly exit the business.

At the time, the company was 95% design/
build and 5% maintenance.

Of course, Hupf admits at the time he didn't
see the recession coming as harshly as it did. He
knew he'd need to make Lifescape a more bal-
anced company.

Today, the 35-year-old, nearly $5 million busi-
ness is 85% design/build and 15% maintenance.
Since these transitions don't happen overnight,
Hupf sought out what he provided Randolph with
in 2004: investors. He approached industry friends
and laid out his strategic vision, asking them if
they wanted to be a partner in that growth. A few
private industry investors “helped us stabilize and
move forward — that's where the investment dol-
lars go so we can focus on growing,” Hupf says.

Hupf believes business owners in today's
economy have to be able to quickly adapt. And if
that means not doing everything
yourself, that's OK. “Don't be

too proud to seek out consul-
tants and advice from others
or bring in partners and even
investors,” he says, adding that
by developing a streamlined
sales and marketing strat-
egy with the help of an
industry consultant
he was able to grow
Lifescape's close
ratios from 30%
t0 70% in five
years. "It'll help
you improve your
processes and
become more
efficient. It's all
about working
smarter — that's
how we'll get through
this recession.”

“THE BEST AND BRIGHTEST MINDS
IN THE WORLD, LIKE MSD CAPITAL AND
LEONARD GREEN, HAVE SCOURED ALL THE
INVESTMENTS OUT THERE AND CHOSE

| THE GREEN INDUSTRY AS A

PLACE TO PUT THEIR MONEY.”

-JUDY GUIDO

The reason? Landscaping is gaining a reputation as some-
thing “we can’t stop doing or it could have a negative effect on
the earth,” Guido says. “You can’t cut down all trees or replace
all turf that helps limit erosion or use up water without care —
life would cease to exist. It’s a life science we need.”

What investors look for are guarantees. And sustainability
does bring this where regulation and compliance issues related
to depleting natural resources and environmental quality are
concerned, Guido says. “Landscape companies can become the
answers to problems like runoff and stormwater management
or water conservation,” she explains. “There is also a new gen-
eration of products, such as smart irrigation controllers, that
will need to be installed to update properties and bring them
up to compliance to avoid fines or penalties.”

Ultimately, this trend may still take some time to play
out since “no one has been able to identify actual savings in
sustainability just yet,” explains Edward Schatz Jr., president,
Yellowstone Landscape Group’s Southeast Region.

Though some of these Green Industry attributes have
been known for a long time — like the recurring revenue and

PHOTO BY: LARRY LASZLO; PHOTO (ABOVE) COURTESY: GUIDO & ASSOCIATES

resilience of maintenance as a service offering — today “these
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elements of the industry are showing up on people’s radar
screens as more attractive on a long-term basis,” Edmonds
says, “and others are just beginning to be understood.”

THE MONEY

Hupfisn’t the only one of his kind in the Green Industry
today. In fact, the top three companies on the LM150 list are
all backed by investment dollars: Clayton, Dubilier & Rice
holds a majority stake in ServiceMaster, TruGreen’s parent
company; Leonard Green backs Brickman; and Michael S.
Dell’s MSD Capital backs ValleyCrest.

“The best and brightest minds in the world have scoured
all the investments out there and chose the Green Industry
as a place to put their money — that says something,” Guido
points out. As a result, “we see a lot more people from the
outside looking in.”

“There’s definitely more of an interest in the industry
today,” Edmonds concurs. “We know the major players are
investing. We know there’s a lot of discipline in the invest-
ment process and that they’ve done extensive homework
before choosing where to put their money.”

Edmonds has received more than a couple of calls from
investment bankers who lost their jobs in the recession and
want to invest in the industry. Scott mentions clients from the

I'T industry who have invested in the landscape market recently
— one a 20-year veteran of IBM. “There’s no doubt the influx
of people in the industry at the local level has been people vol-
untarily or involuntarily leaving the corporate world looking
for something in which they can control their own destinies; it’s
more significant than it’s been in the past,” Edmonds explains.

And while the majority of deals happening this year will be
coming from the larger, established strategic buyers, such as
ValleyCrest, Brickman and Yellowstone, predicts Mark Long,

a partner with BlueSky Group in Powell, OH, ((ValleyCrest’s
purchase of Raymow Enterprises and Nanak’s Landscaping
and BIO Landscape’s (Yellowstone) purchase of Agrilawn are

a few examples from December 2010)), the private invest-
ment category may prove more exciting to watch over the next
couple of years, Edmonds says.

“Michael Dell is the zenith of the family wealth category
of investors, sure, but there are so many others,” Edmonds
says. “There is more money in the family wealth category
than in all the private equity firms put together. What’s neat
about them is they invest in similar ways to private equity
firms but their attitude toward exit strategies isn’t confined
to what they committed to when raising the money for the
fund. A private equity firm may have committed to a five-
to 10-year term but a private investor may be focused on

/), CENTRAL
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an opportunistic goal in the future that
doesn’t limit them to a time period.”

"This means the possibilities for invest-
ments to continue in the industry are end-
less, Edmonds adds. First of all, exit activity
in general was up 25% in 2010, according
to figures released in January by Dow
Jones VentureSource. Second, according to
Wayne Simpson, CPA with Utah Business
Consultants, Baby Boomer entrepreneurs
will bequeath $10 trillion worth of assets,
much of which is tied up in privately owned
businesses, over the next two decades. “It is
estimated that more than 70% of these busi-
nesses will change hands during the next 10
to 15 years,” he says. And many won't just go
to the next generation, particularly if there
isn’t a next generation lined up to take over.

An example of this is December 2010’
sale of Nanak’s Landscaping to ValleyCrest

Cos. Nanak’s founders Sampuran Khalsa and Mahan Kalpa
Khalsa don’t have children in the business. And their $35 million
business was too big to try and sell to the employees, says Cor-
bett, who represented Nanak’s in its sale to ValleyCrest. “They

LU LR R UL R

“WE KNOW THE
MAJOR PLAYERS
ARE INVESTING. WE
KNOW THERE ISA LOT
OF DISCIPLINE IN THE
INVESTMENT PROCESS
AND THEY'VE DONE
EXTENSIVE HOME-
WORK BEFORE
CHOOSING WHERE TO
PUT THEIR
MONEY."”

- RON EDMONDS
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needed a plan for the future and this made
the most sense for them,” he explains.

THE BOTTLENECK

Nanak’s Landscaping is also a good
example of what all of the members of this
increasing pool of outside industry inves-
tors are after: commercial maintenance.
The problem? Large, 100% commercial
maintenance companies like Nanak’s
available for sale are, as Schatz describes,
“pretty picked over,” especially in certain
markets like the Sunshine state.

“Investors are hesitant to look at firms
with sizable pieces of design/build in their
revenue mixes” since the construction
industry, and design/build companies in
the landscape market as a result, suffered so
much through the recession, Long says.

In fact, “at the end of the day, not a dol-

lar of value is being placed on installation work — where $1 of
EBITA in maintenance will get you a multiple, $1 of installa-
tion will get you less than one,” Schatz says. “We will take some
exposure to design/build as long as the company is primarily
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maintenance driven and shows profitable growth. Even if
they have a niche or solid backlog of work, there is still not
much value being placed on it, and I don’t see this changing
for at least the next 24 to 36 months.”

And since the residential housing market suffered first,
commercial was the target for design/build companies looking
to expand into safer territory, stabilize and, ultimately, grow.

But don’t leave out the opportunity in residential mainte-
nance, some industry observers insist— Edmonds has noticed
some deals moving on the residential side. In commercial
maintenance, “competition is fiercer then it’s ever been,” he
says. Efficient businesses have the edge because they can offer
more competitive pricing. So “the margins are better in resi-
dential right now because you don’t have as many sophisticated
companies going after the same contracts,” explains Robert
"Taylor, president of Yellowstone’s Southwest Region.

Another option is to focus on niche maintenance services
that aren’t as affected by price as a result of heated competi-
tion, such as tree care or lawn care. “Iree care has been pretty
stable,” Taylor says, adding for this reason BIO purchased
"Texas Services in December 2009. “I think almost everyone
places a high value on every tree they have so people are less
likely to cut in that particular area.

“Lawn and fertilization programs are also still making

margins, but sales are a lot harder,” Taylor adds.

In general, all investors today are driving a harder bargain.

In a recent New York Times’ article, Business Valuation
Resources’ Adam Manson says “acquisitions are recovering
more favorably for companies with revenues over $5 million.”
Sales prices for small businesses have been on a downward
trend, with companies selling for an average of .52 times net
sales in 2008 and .48 times net sales in 2009. But companies
with revenue less than $1 million sold for an average of .29
times net sales in 2009, according to data from Toby Tatum, a
certified business appraiser using the BizComps database.

In the landscape industry, multiples of roughly 3 to 5 have
been the norm, Edmonds says, adding “a 5 transaction is get-
ting pretty rare. Opening rounds of negotiations have been
starting lower.”

In addition to offering maintenance, companies that have
strong brands and customer relationships, quality niche ser-
vices and good margins will get the best valuations, Guido says.

THE NEW FACES ATTHETABLE

As investments continue in the Green Industry, one of the

most intriguing benefits is the outside experience bringing

a fresh perspective to the business of landscape contracting.
continued on page 23
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The other 2 are
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The exit strategy

WHAT HAPPENS WHEN all these investors flooding into the Green Industry
want to cash out and exit the business? Not much. In fact, as Scott Brickman,
Brickman's CEO says, it's like changing banks.

In 1998, Brickman brought in private equity partner CIVC Partners “to
create liquidity for my family.” In 2007 he did it again with Leonard Green &
Partners — this time to create liquidity for his family, the Brickmman manage-
ment team and for CIVC.

And since in both instances the private equity partner owned less than
50% of the company, nothing changed from an operational and leadership
perspective — it was “business as usual,” Brickman says. “It's a way to
manage our capital structure.” Brickman, who acquired
Colorado’s $13 million The Green Plan in early 2010, was
No. 3 on the LM150 list of landscape businesses with
2009 revenue of $687 million.

The continued investment by private equity firms in
Green Industry businesses like Brickman “creates aware-
ness for the industry and our business model,” Brickman
says. "It raises our industry's profile with investors and oth-
Scott Brickman ers in the financial world. It benefits the industry as a whole.”
- But buying and selling businesses isn't where the
process ends, Brickman insists. At the end of the day, “we're landscapers,”
he says, adding he spent this particular morning with two region managers
talking about spring plants and staffing for edging and mulching work, as well
as best methods of performing those services. For Brickman, who views
acquisitions as opportunistic as they come along and prove to be a good fit
for the business, this means retaining teams and retaining customers. “In
80% of the acquisitions we have made, the customer renewal rates at those
companies have stayed at historic levels or improved,” Brickman boasts. Since
acquiring D. Foley Landscape in Walpole, MA, “CEO Dan Foley has renewed
100% of every job he had for the last two years and almost doubled the size
of his business,” he adds, proudly. “It's all about creating value.”

continued from page 20
Not only do the companies involved in these investments benefit, but so do
industry peers who share roundtables and peer groups with these new players.

“A lot of successful people in the industry woke up one day and realized they
were making a lot of money — it was sort of right place, right time,” Edmonds
explains. “And our industry became oversaturated with installation companies
when the market was hot,” Schatz adds.

“Now we're seeing people kicking the tires more trying to understand the
business and knowing they can be successtul at it,” Edmonds says. “It’s a differ-
ent kind of mentality, a different kind of owner.”

Schatz explains the trend: “I think our industry is becoming more sophisticated
and commercialized. As you draw more intelligence to the industry and operations
become more efficient, it raises the level of competition and drives innovation. The
more intelligence you have working with you, the more intelligent you become.”

As the industry adapts and grows, “this will continue to attract more invest-
ment dollars,” Hupf adds.

And, maybe the best benefit, as Guido points out, is “all of this activity will
continue to raise the caliber of the industry.” tm
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BUY &
BUILD

Yellowstone's focus proves to be
Its greatest strength.

WHEN GRIDIRON Capital-
backed Yellowstone Landscape
Group first debuted in 2008 with

the acquisitions of Houston’s BIO
Landscape & Maintenance, Atlanta’s
Piedmont Landscape Contractors
and Bunnell, FIs Austin Outdoor, it
had a specific focus: “Create regional
platforms that didn’t compete with
Brickman and ValleyCrest on a
national level but competed well with
them in a tight geographic region.
Buy good brands in local markets and
bring value to the table by creating
infrastructure to accelerate and sup-
port organic growth and providing
capital to do acquisitions,” explains
Owen Tharrington, principal of
private equity firm Gridiron.

The purchase of these three com-
panies — $19 million BIO, $30 mil-
lion Piedmont and $42 million Austin
Outdoor (as reported in the LM100
list at the time) — was to create criti-
cal mass out of the gate, giving them
an instant industry presence. Then
those three companies were charged
with growing organically and mak-
ing additional acquisitions in their
respective markets. By 2010, they

were No. 11 on the LM150 list with
more than $80 million in revenue.
While Austin was predominantly
commercial maintenance, BIO and
Piedmont had more design/build
in their service portfolios. Though
based in a tight geographic spread
across the Sunbelt states of Texas,
Arkansas, Mississippi, Alabama, Ten-
nessee, Florida, Georgia, the Caroli-
nas and the Bahamas, this was enough
diversification to counter economic
challenges during the recession —
even with that bit of design/build
in the mix. “We had planned on
the construction business trending
downward, not jumping off of a cliff,”
Tharrington says. “We focused the
companies on building their mainte-
nance business from day one and had
just enough geographic diversity to
have balance in a tough economy.”
While the economy’s total effect
on design/build hit many businesses,
it was also a reminder for Yellow-
stone, which is now altogether 80%
maintenance. “If the economy were
better we might have been more
inclined to keep expanding beyond
what we laid out in our original busi-
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ness plan,” Tharrington says, explain-

ing they could have acquired more
companies in new states that may
have veered from their core focus.
“Now, we say here’s what we set out
to do, let’s focus on this and not get
distracted chasing what might be a
good deal in an area in which we’re
not yet established.”

And this eagle eye focus on its
core goals is proving to be Yellow-
stone’s greatest strength.

Shared business intelligence
Contrary to popular belief, Yellow-
stone’s plan isn’t all about acquisitions.

“We’ve passed up some oppor-
tunities because we were unwilling
to grow for the sake of growing,”
says Edward Schatz Jr., president,
Yellowstone’s Southeast Region, and
founder of Austin Outdoor in 1994.
“We want profitable growth.”
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Tharrington agrees. In today’s econ-
omy, “maintenance is stable — it’s not
explosive growth, but it’s solid, steady
growth that brings good cash flow,” he
says. “If you have a good base of busi-
ness in an industry that’s so fragmented
like the Green Industry, that leaves you
opportunity to grow organically, set up
branches in new local markets and upsell
enhancement work at good margins.

“And if we also get an acquisition
done in that market, that’s great — it’s
gravy,” he adds.

A good example comes with Yel-
lowstone’s initial Texas-based acquisition
BIO. BIO’ founder and president of Yel-
lowstone’s Southwest Region Robert Tay-
lor is looking at $38 million in revenue in
2010 — more than doubling in size after
selling to Yellowstone at $17 million in
2008. The majority of that growth was
organic ($11 million) with $10 million
coming from acquisitions. The driver was

growing the sales team from two to 15
people, Taylor says. “The goal I set when
we sold was I wanted to be at $50 million
by the year 2013, and we’re on track.”

When acquiring companies, Yellow-
stone has stuck to its mission — “local
knowledge and focus with a national
presence,” Schatz describes. This means
acquiring people in addition to com-
panies. “Yellowstone buys companies
where the owners want to stay on board
and remain engaged, bringing their own
strengths in operations or sales to the
organization,” Tharrington explains. “We
haven’t done a deal yet where the owner
hasn’t come to work for us.”

To create infrastructure, Yellow-
stone, the holding company, has relied
on people with experience outside of
the industry to bring a new perspec-
tive to operations at its three operating
companies in historically challenging
areas for landscape business owners,

Today, Yellowstone Landscape Business is
an overall 80% maintenance company, with
alarge focus on commercial properties.

namely finance, I'T, HR, acquisitions and
other business management support.
The company’s CEO John Miller is
one example. He’s worked for General
Motors, General Electric and telecom-
munications and renewable energy
businesses. CFO Cork Van Den Handel
also has more then 30 years of experi-
ence in finance and engineering. Even
BIO’s Taylor brought outside industry
experience to the organization with a
history as an accounting exec at Exxon
before he started BIO in the 1980s.
“We create value by identifying areas of
improvement and bringing business best
practices to the table,” Tharrington says.
"This is something they call “shared
business intelligence” or “support that
brings a fresh perspective, yet still let’s
you operate solo,” Taylor says. “You
come up with a strategy and decide how
much you can grow organically and how
much will come from acquisitions and
you build a plan. But you also have some
direction — instead of being a small boat
bobbing in the ocean, you’re an ocean
liner charting a careful course.”

Long-term focus
Just like any other business today, Yel-
lowstone has had to battle the challenges
that come with recession.

In Florida, for instance, “it feels
like no one can call the bottom but it
seems to have slowed down to the point
where we’re starting to see incremental
improvements in certain areas,” Schatz
explains. “Florida is so overbuilt and
there’s so much lagging inventory. Dur-
ing the past three years, we’ve been deal-
ing with service reductions and becom-
ing more efficient so we can still deliver
on the expectations of clients.”

Tharrington “can’t imagine the indus-
try can get much worse than it’s been
the past 18 to 24 months. “It's somewhat
energizing to know we’ve gotten through
the worst of it. The management team is

continued on page 26
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continued from page 25
still motivated, and if we can get a tail-
wind from the economy, the hard work
we put in the past 18 to 24 months
will pay off in terms of having picked
up marketshare, improved operations
and streamlined systems. If you take
corrective measures when things are
down, you rebound much quicker.”
Butat the end of the day, an invest-
mentisn’t a successful one until the
money is in the bank, Tharrington
says. “We’re focused on our end goal:
creating a significant, regional land-
scape maintenance organization with an
established leadership team and good
business practices that should be attrac-
tive to a strategic or financial buyer.”
And to achieve this takes long-
term focus, which is a natural part of
the commercial maintenance game
plan. “Maintenance is a much harder

“We were

unwilling to
grow for the
sake of grow-
ing. We want
profitable
growth.” —eoscharz

business to grow compared to design/
build,” Tharrington says. “The sales
cycle is longer with annual or multi-
year contracts. If you're targeting a
specific property, that work doesn’t
always come up for bid very often,
especially if the existing service pro-
vider is doing a good job. You have to
keep account attrition low to grow the
business. So, as an investor, you can’t
expect to get in and out very quickly.

In 2011, “we are starting to see
signs of an economic recovery, and the
improvements we’ve made to the busi-
ness over the past three years are pay-
ing off,” Tharrington adds. “Plus, the
lending and economic markets haven’t
killed mergers & acquisitions activity,
and we have plenty of capital.” tm
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More Trimming, Less Fixing

¥ You know the frustration of gas-powered tools that
' ¥ 3 3 ‘ won't start when needed and the cost to repair
————— them. Small engine repair shops report that currently
Y 75% of all repairs involve fuel systems degraded by
ethanol in street gasoline. And it will only get worse,

: as the EPA continues to increase the amount of
\ ethanol allowed in street gas.
\ " SEF™"94 Contains No Ethanol

SEF94 is ethanol-free, so it prevents ethanol-related
problems that fuel stabilizers can’t fix.
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¢ Extends Engine Life
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¢ 4-Cycle Unleaded Fuel
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ADVERTORIAL

BY CASEY PAYTON

The Grounds Guys

eginald Schram never
pictured himself in the
landscape industry. Though
his work in the interior
design/architecture world with RRS
& Associates, his own interior design
and facilities planning firm in Ontario,
had some parallels with landscaping, it
wasn't a field he knew much about. But
then he encountered The Grounds Guys,
a commercial maintenance franchise
group that also offers snow removal and
other winter services for northern U.S.
businesses. So when Schram was ready
to expand his business ventures two
years ago, he approached them. Two
franchises later, he realizes it was a very
good business decision.

Schram'’s first Grounds Guys ex-
perience was actually with Sunshine
Grounds Care (before they became part
of The Grounds Guys franchise line-up).
They were hired to do the landscap-
ing for a client he was working with.
Schram was impressed by their profes-
sionalism. “| believe in appearance and
detail since, as a designer, I'm often
meeting with company presidents,” says
Schram. "I run my business wearing
a suit and tie. In the same way, The
Grounds Guys projected
a very professional
appearance with their
uniforms and trucks.”

The Grounds
Guys was an attrac-
tive opportunity for
Schram because of the
systems the company
offered. He knew it
would allow them to
launch the franchise,
even without a history
in the landscaping industry. From the
start they felt the company’s systems
ensured a franchisee is never on his or
her own. That feeling was strengthened
when his franchise recently had to man-
age one of the first big storms of a new
SNOW season.

"The corporate office has a system

in place called a ‘Care Ticket, where

a property manager can call an 800
number and let them know their issues,
such as needing more
salt,” explains Schram.
"The receptionist

takes the message

and emails us the Care
Ticket. We have three
hours to respond to

the property manager
and ‘close’ the ticket.
That allows our guys to
not have to worry about
answering the phones,
which would stop them
from salting and plowing. When they get
a break, they can respond to the ticket.
It's just one small way the company is
looking out for us.”

Another way Schram feels corporate
has supported him is through their sales
efforts in a tight economy. “The com-
pany has actually helped us get leads,
which shows their investment,” he
says. “We'll get calls saying they have a
contract available for us. The company
has people on staff who go knocking on
doors on our behalf. I'd say it's a large
percent of our total sales.”

Of the lessons Schram

says has resonated most with
him is to work on the busi-
ness, not in it. It's something
that corporate really pushes in
their seminars and something
he wishes he'd learned 30
years ago with his design firm.
"They don't want you out there
doing the cutting and plowing.
They teach you how to run and
manage the business so you
can grow it — but also so you
can walk away and your business would
still be operating.”

Using McDonald’s as an example to
teach this in their seminars, The Grounds
Guys' leaders talk about synergy. “No
matter what McDonald's you go to, it's
the same product — the same brand,”
says Schram. “They want us to have
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PROFILE

Business owner:Reg Schram

tHeadquarters:Brantford, Ontario

Eranchise owner Himeframe: 2 years

Tips fmf contractors

intevested in ﬁ%nc/mef

Trust your gut. You need to understand and trust

the people you're dealing with. If after that

initial handshake you walk away with a good
gut feeling and confidence, then you'll

know it's right. But if you don’t know

the people you're dealing with or have

some insecurity, you may need to walk

away for good.

Look at the structure. [t's important to

know what systems the company al-
ready has in place that will make your
job easier; Something that will allow
you to just walk in and get started
right away. Make sure that structure
is one that's going to make you feel
supported as a franchisee.

Find balance. Vake sure it's a company that
embraces family life. As a new franchise owner
you can get sucked into working around the
clock. Find a company that cares about your
personal goals. That balance will make you
more successful in your business, too.

that same philosophy. Any Grounds
Guys franchise has the same profes-
sional employee, truck and service. They
look alike, but they also operate alike,
allowing the franchise owners to put the
structures in place and then walk away
from the day-to-day activity, focusing
more on the overall picture.”

Schram says the systems in place
allow him more of an opportunity to
succeed. Corporate seminars provide
constant training and updates, while
they also offer manuals and guides with
anything the franchise owner would
need to know to run the business —
from accounting to receiving the ap-
propriate paperwork and forms that may
be needed.

Looking toward the future, Schram is
hopeful about growing the business, and
leaving a legacy for his son. “One of the
things they stress in the seminars is the
importance of having a personal life and
a family," he says. “It's the type of busi-
ness | am proud to be involved in.”

The author is a freelance writer with six years of
experience covering landscaping.

PHOTOS COURTESY: GROUNDS GUYS
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BESTPRACTICES

BRUCE WILSON I The author, of the Wilson-0yler Group, is a 30-year industry veteran. Reach him at bwilson@questex.com.

How to hire sales professionals

for maximum results

mong the many challenges com-
panies have one of the more diffi-
cult ones is the ability to grow the
contract base fast enough to offset
contract losses — and add to the

top-line sales at the same time. Many companies
have considered hiring a salesperson for the first
time or adding to the sales staff to increase sales.

For more sales
hiring secrets, visit
www.landscapeman-
agement.net/results.

"This often frustrates companies, though, because
the salespeople have had a hard time producing
results. Lack of success is generally attributable to

not hiring the right people at the start.

Often salespeople fail to improve close ratios;
they are not generating enough activity to sell
enough work even if they are successful in what
they propose. In essence, they are not results-ori-
ented. The end result is the owners come down on
them — or worse — give up on them.

When going through written advertisements
for salespeople and looking at resumes, the focus is

Interviewing for results requires
probing by the interviewer to the
point of discomfort:

> What specific results were
achieved by the candidate and
how were they achieved?

> How did the candidate measure
progress against expected
results?

> When were the desired results
first achieved in the last position?
(How long before he or she was
selling at the desired level?)

> Who developed the strategy to
get these results?

> Whom can you talk to as a
reference to confirm the results?

> How does the candidate relate
relationship building to results?

> How does the candidate define
a successful cold call?

> What is the candidate’s plan for
getting results in this position?

> How does the candidate con-
firm whether he or she is on track
to achieve results in this position?

> What obstacles does the
candidate see to achieving results
at a new company?
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usually on experience and education. Many resumes
feature positions, responsibilities and, in a general
way, accomplishments.

Some, however, feature results; when this
happens, it should catch your eye — the failure or
success of the salesperson is ultimately determined
by results. If your company leaves the screening
of resumes to your human resources team, remind
them you are focused on results, or they might focus
only on experience and education, job stability, etc.

Check the fit

These days, we see companies also focusing on
“fit.” Will the prospective salesperson fit? To do
this, they look at how well the sales professional’s
personality meshes with the team. But tellingly,
some of the best sales performers I have ever seen
would not be considered a “fit” because they are
focused on results. They are aggressive, results-
oriented and make others uncomfortable because
they speak their minds.

Another important part of finding the right
salesperson would be to use a professional profile
service specifically designed to help identify suc-
cessful sales candidates. General profiles do not
really give you what you want; they focus more on
behaviors and are designed to help coach a person
to understand how their behavioral tendencies
affect their effectiveness. You want something
that compares the candidate to other successful
salespeople. Because salespeople are usually good
communicators, they usually all interview well. A
profile can help find potential chinks in their armor,
which you can then probe.

There are many other important parts of an
interview (see sidebar, left), but if you are looking
for success measured by results, this part cannot
be overemphasized. Take your time and make the
right choice.
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ACUTABOVE

GREEN INDUSTRY MAINTENANCE LEADERS % BY DAN JACOBS

You might call Dave Dworsky a serial entrepre-
neur. For nearly 30 years, the owner of Dworsky
Cos. has been buying, operating and selling a variety
of service business. And since 1987, the Gardena,
CA-based business has been evolvmg and prov1dmg
customers with a variety of landscaping services.

Initially an interior plant business, Dworsky
eventually sold that operation. “I then immediately
ventured out in the business opportunity world and
found a business that was synergistic with my old
stable of clients and bought it, he says. “Through-
out all the past business opportunities, I did learn
the value of proactive, persistent and
routine and consistent client com-
munication. What illustrates this best
is the client following and loyalty I
have been blessed with through all
my business transitions. Never have
we forgotten them, nor have we ever
taken anything for granted.”

Keys to being a maintenance
leader: We never have forgot-
ten how we got to where the
company is today. And that
has been by taking care of
the client and taking nothing
for granted. We also maintain
a flexible, resourceful and
communicative company
culture. We take care of our
techs, our managers and our
vendors. We also offer unique
client programs to ensure
client retention and commit-
ment. The diversification of
our client base, innovative
operating and management
technologies and the continu-
ous challenge of management
recruitment will continue to
keep us at the forefront.

TRENDS

» The environment. Many trends today center
on environmental consequences, like water
management, the need for ‘smart controllers’
and the installation of drip systems, to mitigate
inefficient water usage. Other examples of big
industry trends are the installation of drought-
tolerant plant materials and the goal of creating
innovative plant designs to facilitate budget-
reduced ‘discretionary’ plant replacement
budgets.

» Education. Another trend involves continuing
education and, for example, becoming certi-
fied in some of the key landscape component
tasks such as irrigation auditing and effective,
efficient irrigation design.

» Diversification. Besides our core landscape maintenance busi-
ness, many companies are turning to other, ancillary services
— offering their customers a bundle of service opportunities
outside of the typical grounds maintenance tasks, like graffiti
removal, environmental cleaning and sweeping services, to
name a few.

OBSTACLES

> Budget restrictions. Some of the biggest obstacles facing our
market are overall budget restrictions and reductions. Keeping
pace with the client’s continuous requirement for a ‘good-
looking’ project while coping with a major landscape budget
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Company: Dworsky Cos.
HQ: Gardena, CA
2010 revenue: $16 million

Employees: 350 full-time

Dave Dworsky

reduction is another challenge — and all this
while maintaining reasonable margins will be
difficult at best.

> Regulations. Local and state water restrictions
make plant choices and grounds management
difficult.

> Costs. Educating the client on the need to
modify specifications is always a paramount.
Insurance costs and the ‘statutory’ increases in
Workman’s Compensation are always looming.
Last but not least are the ‘expected escala-
tions" of oil prices and their impact on our fuel
costs. We have to be competitive while being
creative.

OPPORTUNITIES

> Growth. | believe there are a number of wonderful opportuni-
ties ahead of us for 2011. For those companies whose plans are
to grow organically with the expansion of existing and new cli-
ent opportunities, there are also a number of organizations with
the financial flexibility, business creativity and management
horsepower who will have the ability to acquire companies
within their market regions as tuck-ins. There is a wide window
of this type of opportunity for those who wish to consolidate
operations with the prospects of growth while achieving the
anticipated economies of scale. We have done three in the last
two years, and we will hopefully do more in 2011.

PHOTO COURTESY: DWORSKY COS.
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EXTEND YOUR BUSINESS % BY CASEY PAYTON

Educate to aerate

Knowledge is the power to getting more
clients signed up for aeration services.

through aeration [§
helps breathe life

into a lawn.
|

EW ENGLAND IS a good market for aeration. The
clay soils, thatch build-up and soil compaction
issues make it a valuable service to improve

the overall condition of turf. However, Cliff

to handle. His
employees used
to spend as many as 45

minutes marking all of the heads on a large property,

Cliff Drezek ¥

Drezek, general manager of ArborTurf Services, Inc., in
Marlboro, MA, says that doesn't necessarily make it an
easy sell. When the company first introduced the service
in 1995, it didn’t catch on right away. He saw
a need for it among his existing clients’
lawns, but it required education for
them to understand that need for
themselves. It's just one of those
add-ons that takes persistence,
says Drezek. You often need to

pitch the service
and remind clients
5 about its benefits
» several times before
they give it a shot. Once
they do, and they witness

the benefits, making the sale next year is
much easier for this annual service.

One reason aeration can be initially
tricky to sell is clients don't really under
stand the benefits. Drezek says a big part
of selling the aeration service is being
knowledgeable and fine-tuning the sales
pitch to the client’s needs. “Whether
it's a thatch problem, a soil compaction
issue, or maybe even drought, you need
to explain how the process will stimulate
grasses to fill in and improve the overall
quality of the lawn,” he says. “The long-
term benefits in the health of the turf are
very noticeable.”

But it's not something that looks differ
ent overnight, so that's where education
comes in. Once they see those long-term
benefits, they'll understand and likely
become repeat clients for the service.

LESSONS LEARNED

Marking sprinkler heads on a property
that's about to be aerated is a service
Drezek says the company now charges
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COMPANY NAME: Arbor-Turf
Services, Inc.

HEADQUARTERS: Marlboro, MA

WHY AERATION? The clay soils
and thatch problems in the
region made it a no-brainer.

INITIAL INVESTMENT: You can
start out with a walk-behind
aerator, which is easier to
get to the site. If using a tow-
behind aerator, you'll need the
tractor to pull it and a trailer to
haul it. You'll also need some
tools for making minor irriga-
tion repairs, hand tools to do
minor lawn repairs on any area
that gets torn up, and flags to
mark the sprinkler heads if you
plan to offer that service.

INVESTMENT RECOUP TIME: First
year, if you have a client base.

WHY CUSTOMERS LIKE IT?
They get an overall healthier
looking lawn.

which was time and money lost. “Now we add it as a
priced service in contracts if clients don't want to do it
themselves,” he says.

But no matter how diligent crews or the client is in
marking heads, puncturing an irrigation system can still
occur. As a result, Drezek recommends crewmembers
are trained to do some minor repairs, such as fixing a
damaged irrigation line. That also requires having basic
parts and tools on hand.

Another challenge the company has faced since they

began offering this service is finding
out the hard way that irrigation systems
aren't the only on-site concern. After
damaging a few invisible fences, Drezek
says the company quickly learned how
important it was to communicate with
the client. “In terms of a lesson, that
was baptism by fire,” he says. “We hit
a few invisible fences and found they
are very expensive to repair. It could be
$500 just to fix one damaged area of
the fence. You realize how important it
is to make sure you know who has one
and where it's buried.”

In terms of marketing, Drezek says
he uses leave-behind printed materials
and talks one-on-one with the client to
pitch the service. It all comes down to
education. They have to know what it
is and why they need it. “Overall, it's a
very good service to add on, and the
customer will get a lot of value out of
it since it will make their turf that much
better,” adds Drezek. “And it can be a
great enhancement for business, as far
as profitability is concerned. Like any-
thing else, it's just a matter of getting
your clients initially interested.”

The author is a freelance writer with six years of
experience covering landscaping.

PHOTO BY: ISTOCK INTERNATIONAL INC. (TOP); PHOTO COURTESY: ARBOR-TURF SERVICES
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COMPANY NAME: U.S. Lawns
of Western Kentucky

HEADQUARTERS:
Mayfield, KY

OWNER: Mark Carrico,
president

EDUCATION: Murray State
University, degree in
agricultural business

FOUNDED: 2004
LOCATIONS: One

MARKET AREA: Far western
Kentucky

NUMBER OF EMPLOYEES:
7 (peak)

SERVICES OFFERED: Lawn
maintenance, enhance-
ments, lawn care, snow

HOBBIES: Vacationing with
family and friends

FAMILY: Wife, Beth, and
daughter, Anna

LAWNCAREPRO

LM'S OPERATOR OF THE MONTH % BY RON HALL

While you may not be able to fix past mistakes, learning
from those errors is the next best thing. Mark Carrico,
owner of U.S. Lawns of Western Kentucky, reflects on
the seven years since he purchased a U.S. Lawns fran-
chise. “I would have liked to be bigger than we are right
now,” he says. “Those first Kears I was too conservative.

I feltif I got too much wor

I couldn’t get it done. I was

really conscious of doing whatever I got as good as I could
and to build a good reputation. I should have been more
aggressive because I found out I could do it.”

Mark, we're hearing a lot
about bargain basement pric-
ing for lawn maintenance ser-
vices. What are you seeing in
the western Kentucky market?
We’re in a mostly rural area.
We work out of Mayfield
(pop. 10,100), but we do work
in an area 20 miles north to
Paducah, southeast to Mur-
ray, east to the Lakes Region
and to the Tennessee state
line south of us. Paducah

and Murray, where there’s

a university, are the biggest
markets. Sometimes [ admit
I’ve been confused by the
competition’s pricing here.
We've established production
rates for every job we bid and
sometimes our numbers are
much higher than the compe-
tition and, on some proper-
ties, our bids are lower by a
considerable amount. I guess
some people are looking at
jobs and just throwing out a
price of what they think it is
worth to them.

We understand you're in

the process of building the
lawn application portion of
your company. Yes, this past
year we bought a ride-on
applicator, which I oper-
ated for the most part. The
ride-on machine has been a
good investment. Previously,
we had done applications,
mostly as part of our general
maintenance contracts, but

I still expect our employees
to take care of any weeds
they see in the beds or in the
cracks of the pavement of our
customers’ properties. Our
maintenance contracts are
90% commercial properties.
Now, we'’re expanding our
fertilization and weed control
services to the residential
market.

How are you going to market
your lawn care services? My
wife, Beth, started working
for our company last year.
She had her own career and
was given the opportunity to

| SHOULD HAVE BEEN MORE AGGRESSIVE IN

GOING OUT AND GETTING THE WORK

BECAUSE | FOUND OUT | COULD DO IT" —mark carrico
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For more of Mark
Carrico’s best practices,
visit www.landscapem-
anagement.net/carrico.

WEB EXTRA

buy five years into her pen-
sion plan, so she took advan-
tage of that and left that job.
Besides doing our books, she
now does our marketing and
began sending out monthly
e-newsletters using Constant
Contact with information we
feel they would find useful.
It’s our way of giving them
something other than an
invoice. We’re marketing
harder now and started get-
ting some calls because of it.

Tell us how you've fared since
the beginning of the recession.
We lost one of our biggest
clients last year (2009) and
several others. We were
underbid. This year we’ll be
back to where we were before
the recession depending on
some work coming in at the
end of the season. So far this
fall the work has been steady
but we’re not rushed.



WEEDWATCH

STANDING SENTINEL TO PROTECT PLANT HEALTH

~ Recommended
Dow AgroSciences

solution

Confront® specialty
herbicide*

CONMNMON CHICKWEED

Stellaria media

IDENTIFICATION TIPS

> This low-spreading,
prostrate winter annual
succulent features op-
positely arranged, small
elliptic-shaped leaves,
pointed at the tip and
stems with rows of
hairs. It grows in dense
patches, and thrives in
moist, shaded areas.

> It's similar in growth
habit and appearance to
mouse-ear chickweed (Ce-
rastium vulgatum). Com-
mon chickweed leaves are
less hairy and light green
in color; mouse-ear chick-
weed has dark green or
gray-green leaves covered
with soft hairs.

CONTROLTIPS

> Apply a pre-emergent
herbicide containing di-
thiopyr or isoxaben prior to
germination in fall/winter.

> For post-emergent
control, apply a two-,
three- or fourway product
that contains an ingredi-
ent such as triclopyr,
fluroxypyr or clopyralid.

> For optimum post-
emergent control, apply
to actively growing,
immature weeds in the
fall/winter. If a spring
application is made, you
may need more than one
application.

Recommended
Dow AgroSciences
solution

Dimension®
specialty
herbicide**

PARSLEY PIERT

Alchemilla microcarpa

IDENTIFICATION TIPS

> This low-growing winter
annual spreads by seed.

> Fan-shaped leaves alter
nate on the stems.

> The leaves contain
three lobes, and each
lobe is subdivided again
into three to four lobes.

> The flowers are incon-
spicuous in the leaf axis.

CONTROLTIPS

> Apply a pre-emergent
herbicide containing
dithiopyr or simazine prior
to germination in fall/
winter.

» This weed can be

a major problem on
nutrient-deficient lawns
or lawns that are mown
too closely. Manage with
a good fertility program
and keep mow height
optimum for respective
turfgrass.

* Confront is not for sale or use in Nassau and Suffolk counties, New York.
Other state restrictions on the sale and use of Confront apply.

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

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

BROUGHT TO YOU BY %MDOW Agr()SCienceS
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Dimension’ Gallery Snapshot

HAND-WEEDERS
ANONYMOUS

SUPPORT GROUP MEETING
TUESDAY 10:30AM.

It takes courage to admit there's a problem.

Meet Frank. He’s got what you'd call a “problem” with hand-weeding. Fortunately, there’s Dimension®,
Gallery® and Snapshot® specialty herbicides from Dow AgroSciences. They give Frank the kind of group
therapy he really needs by delivering serious control of the toughest weeds in lawn and landscape settings.
So go ahead and skip the awkward meetings. Come learn more about the portfolio of products proven to
help kick the hand-weeding habit at DowProveslt.com.

www.DowProvesit.com 800-255-3726 OFEIGIAL
®Trademark of Dow AgroSciences LLC. State restrictions on the sale and use of Dimension specialty herbicide products and Snapshot apply. Consult the CHEMISTRY

label before purchase or use for full details. Always read and follow label directions. ®The swinging golfer logo is a registered trademark of PGA TOUR, Inc. COMPANY
©2010 Dow AgroSciences LLC T38-000-018(2/10) BR 010-60665 DATOTURF9072

P R OVEN S OLUTI ONS




Make imoney with,_#-

serena
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Serena puts Spring-to-Fall color into landscapes. ..
takes the heat, low water needs and virtually no
maintenance! Turn to Ball for fast, easy and profitable
solutions like this top-performing angelonia.

Request your free Landscape Color Solutions catalog
with poster and photo (D at balllandscape.com.

800 879-BALL

©2009 Ball Horticultural Company. ® denotes a registered trademark of Ball Horticultural Company. BHC09066-REV
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1 V ‘ Producing profits through
bedding plants, ornamentals & trees

PHOTO COURTESY:TESSELAAR PLANTS

Focus on smaller spaces
and bigger value to
create opportunities.

HILE RETAILERS

experienced betterthan-

expected sales over the

important 2010 holiday
shopping season, economists are pre-
dicting a mixed bag for 2011 with some
sectors recovering sooner than others.
But the economic turmoil over the past
three years has already taken its toll on
homeowners, many of whom have down-
sized to smaller homes and apartments.
Consumers, still unsure of their economic
futures, are also likely to be even more
focused on getting the most bang for their
landscaping buck.

That's not all bad news for landscap-
ers who install high-value livescapes and
are prepared to offer solutions for smaller
spaces. Bright colors in containers and
growing vertically make the most of small
landscapes, while edibles and watersav-
ing cultivars can save consumers’ money.

But how do you explain that to con-
sumers?

“The question on many marketers’
minds is, how do we as an industry
market horticulture products in this
unique economic climate?” says Anthony
Tesselaar, co-founder and president of the
Australia-based Tesselaar Plants. “So, how

do we make sure we stay in their cross-
hairs? We've learned it's not necessarily
about price. These days, it's all about value
— and values — to me, the purchaser!”

Promoting value
Tesselaar suggests taking a page out of
retailers’ sales strategies.

"Of course retailers know they need
to focus on sales and promotions to bring
in shoppers. And of course price is a fac-
tor for just about everyone,” says National
Retail Federation vice president Ellen
Dauvis in the group’s recent 2010 holiday
shopping survey report. “But unlike 2009
— and most definitely 2008 — price is
not the only factor shoppers will consider
when making buying decisions.”

Instead, the report suggests a need
to demonstrate how a product or service
offers long-term benefits, prevents prob-
lems or hits on something so emotionally
important to the consumer that the extra
cost is "worth it

For instance, is the drought-tolerant

Contrasting colors provide high impact,
allowing homeowners to do more with less.

plant that costs 20% more than its similar
counterpart worth the purchase because
the consumer can go on vacation and

not have to find a plant-sitter? Can the
price for a season-long-blooming shrub
be amortized over several years because
it boosts the resale value of the home?
Does the more expensive hanging basket
also work in the shade or save space in a
downsized or urban dwelling?

Even though the economy is improv-
ing slightly, the recession has changed the
mainstream mindset, moving shoppers
toward a “save-save-save” mentality.

Maximize multiple uses
Can a garden perennial be overwintered
as a houseplant, helping to beautify the in-

dll.

PROUD SPONSOR
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POPULAR COLOR
PREDICTIONS

Pantone LLC, a provider of professional
color standards for the design industries,
has announced PANTONE 18-2120 Hon-
eysuckle, a vibrant, energetic hue, as its
color of the year for 2011.

While the 2010 color of the year,
PANTONE 15-5519 Turquoise, served as an
escape for many, Honeysuckle emboldens
us to face everyday troubles with verve
and vigor, according to the company. A
dynamic reddish pink, Honeysuckle is
encouraging and uplifting.

“In times of stress, we need some-
thing to lift our spirits. Honeysuckle is a
captivating, stimulating color that gets the
adrenaline going — perfect to ward off the
blues,” says Leatrice Eiseman, executive
director of the Pantone Color Institute.
“Honeysuckle derives its positive qualities
from a powerful bond to its mother color
red, the most physical, viscerally alive hue
in the spectrum.”

For over a decade, Pantone’s Color
of the Year declarations have influenced
product development and purchasing
decisions in multiple industries including
fashion, home and industrial design. For
more information, visit pantone.com.

AkzoNobel, the world's largest paint-
ings and coatings company and manu-
facturer of Dulux paints, has announced
light, airy, citrus yellow as its Color of the
Year for 2011 along with next year's top five
color trends at its annual ColourFutures
showcase.

ColourFutures is the result of inter-
national color trend research, developed
by AkzoNobel's Aesthetic Center with an
international group of creative experts
from the fields of color, design, architec-
ture, and fashion. For more information,
visit: icidulux.com.my/EN/colour/.

doors, boost moods and improve indoor air
quality? Can it provide healthy food for the

family and save on the grocery bills? Can it
become a gift for someone else?

Container plants that can easily be car
ried in from the patio to serve as winter
time houseplants are big sells, especially
in colder climates, Tesselaar says.

And why can't quick-growing edibles
like swiss chard, ornamental kale and
lettuces be packaged up as ornamental
containers?

Save with green

Drought-tolerant, pest- and disease-resis-
tant plants can cut spending on inputs,
plus they require less time to maintain.
Such plants can also be promoted as
socially and/or environmentally respon-
sible products — something 67% of
respondents said they'd buy, even in a
difficult economy, in a 2009 survey by
brand-marketing firm BBMG.

Tesselaar says he has noticed landscap-
ers are moving toward buying smaller
containers of such plants at a lower price,
because they know these plants will soon
fill out and reach the mature size of the
more expensive ones. They're also buying

BALL VARIETY FOCUS: SERENA® ANGELONIA

Serena® Angelonia is superb for landscapes. This first-ever seed-grown angelonia series is a maintenance-free, season-long
bloomer with superior heat and drought tolerance. The well-branched, “no-pinch” plants are compact and full with no shatter.
They are terrific for hot climates — both humid and dry. The series is available in four colors and a mix. Visit www.BallLand-
scape.com to find a Serena Angelonia supplier near you. Order now for best spring availability.
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Spreading flowers that fill large areas will
continue to be popular as homeowner bud-
gets are expected to stay tight in 2011.

Container plants offer high value
because they can be moved where
needed. Some can be also be moved
indoors and enjoyed during the winter.

less of a variety of plants, but more of what
they choose (i.e. only the tested, top per
formers they can count on and that won't
need replacement anytime soon), he says.

Smartphones prompt thinking locally
“"With smartphones becoming the domi-
nant mobile force, Quick Response (QR)
codes and application technology will pique
interest, provide portals into unique experi-
ences and improve our quality of life," says
James Limbach, author of “Economic Hard
Times Bring Lasting Changes to Consumer
Behavior” He notes that sales of smart-
phones grew 82% from 2008 to 2010.

This ability to filter information by ge-
ography has inspired a “local-local” men-
tality. “Empowered like never before,”
says Limbach, “consumers are showing
a deeper interest in where they are: from
the city to a specific store.”

Ride the wave of this trend by offering
location-based services, promotions and
solutions. Perhaps you can highlight native
plants that work well in your area, trumpet
your experience with your area's specific
landscapes and architecture, and promote
your company's involvement in the local
community. L

PHOTOS COURTESY: TESSELAAR PLANTS
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Fizzy fun
New ‘Fizzy Fruit Salad’ ruffled pansy

mix from isa

Cool Season Thrivers selection. The mix
includes new grape and lemonberry
colors, plus passionfruit and raspberry.
The pansies are hardy to -10°F and grow
6to8in. tall by 8to 10 in. wide, in sun
or shade. PanAmSeed.com

Aquatic beauty
Nymphaea 'Bimini Twist,’
available from

, was recently honored
by the International Waterlily
and Water Garden Societies as
the Best New Tropical Waterlily
for 2010 and the Second Best
Overall Waterlily from more than
30 entries in the contest. This
tropical waterlily hybrid features a
purple flower and lime green/deep
merlot mottled pads. The lily will
be available in limited numbers
for 2012. FloridaAquatic.com

White delight

" Rosa 'Susan Williams-Ellis" (Ausquirk) features about 135 petals, and flowers
two to three weeks before most roses do. It then continues to bloom nearly non-stop until the harder
frosts, according to its breeder. The fragrance is strong and “old rose” in character. It is best suited to
USDA zones 4 to 8, and grows to approximately 4x3 ft. DavidAustinRoses.com

Super hero

‘s new ‘Green Hornet' Barberry
(Berberis thunbergii ‘Grhozam’) is compact
and low-growing,
featuring emerald green
foliage with teal blue
undersides. Its orange-
gold fall color works
well when defining a
walkway or as a mass
planting in a larger area
of the garden. The dwarf
shrub thrives in full sun in Zones 4 to 8. It
grows to about 1.5 ft. tall and 3 ft. wide, and is
suitable for firescaping.
Monrovia.com

Candy color
The Bonfire begonia series now includes the
Choc Pink (pictured) and Choc Red variet-
ies, featuring dark “chocolate,” serrated
foliage. Developed by New Zealand Plant and
Food Research and managed by

, Choc Pink and Choc Red are now sold

through the network
as part of the Selecta First Class series. Both
offer a full, upright to mounding habit, plus
red-orange or blush pink blooms that cover up
to half of the plant — from late spring to late
fall. The low-maintenance, heat- and drought-
tolerant plants can be grown in full sun or
partial shade. Tesselaar.com, Ballhort.com
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THEBENCHNMARK

Give new customers

a pricing Incentive

here are some signs that prices are
stabilizing, but until the real estate
cycle turns up, commercial invento-
ries are worked through and vacan-
cies are filled, pricing is not going to
return to 2007 levels anytime soon. Given this, it
pays to use incremental pricing to compete effec-

tively for new business.
START. Using your 2010 P&L statement,
1 determine your monthly contract billings,
which for our example is $140,000. Calcu-
late the contract portfolio earn rate (divide total
revenues by total labor hours to do the work:
$25.75). Then, calculate the enhancement percent-
age (enhancement revenues divided by contract
revenues: 19%), and determine the enhancement
gross margin percentage (45% in our example).
2 an 85% renewal rate — and this adjusts
monthly contract billings to project renewal
revenue and gross profit. Because we are still earn-
ing $25.75 per hour, with an average wage rate of
$12.50 for the hours worked, we will earn 51.5% on
this book of business.

Next, we model incremental new contract
revenue of $500,000. These we anticipate will sell

STRATEGY. In our example, we assume

The key to lower incremental pricing is
... to grow your overhead at less than
50% of your sales growth.
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KEVIN KEHOE I The author, owner-manager of 3PG Consulting, is a 25-year industry veteran. Reach him at kkehoe@questex.com.

atan average discount of 10% less than the $25.75
to which we are accustomed. As a result, we will
earn less on this new work: only $23.18 per hour.
In reality, of course, it is likely we will sell some jobs
for higher than this rate and some lower to achieve
this average. As a result,
we plan to accept a lower
gross margin of 46.1%.

We are not happy
about this, but we risk
selling far less at higher
rates. That would create an even greater problem:
not covering overhead.

Finally, we estimate enhancement revenue. In
this example, we are conservative in projecting
the same 19% of contract revenue ata 45% gross
margin. In addition, we make an assumption of an
allowable overhead growth of 10%. This will be
required to fund the additional equipment costs
that come with adding new contracts.
3 renewal, new revenue of $500,000 at 10%

less price and enhancements holding

steady at 2010 levels, gives us a P&L projection of
$140,366 and 6.1% in net profit. Therefore, despite
the gross margin declining from 50% to 49.2%, we
make more money.

The key to lower incremental pricing is —
and must be, in my experience — to grow your
overhead at less than 50% of your sales growth. In
this case, we accomplish that mission — as well as
making it more likely that we will be competitive in
pricing new work.

For a chart showing
more on pricing new
work competitively, visit
www.landscapemanage-
ment.net/kehoechart1.

WEB EXTRA

RESULT. The effects of the strategy: 85%

ILLUSTRATION BY: ISTOCK INTERNATIONAL INC.



LAWN CARE:

SPRAYERS &
SPREADERS

Earthway Products

The new S15 Spray-Pro

ground driven push »
sprayer is designed ;
for spraying all types

of liquids, including

ice control products,

pesticides, herbicides

and fertilizers. The S15 is a fully assem-
bled, smaller version of the S25 Spray-
Pro Mark Il and includes an adjustable
spray system that makes applications on
sidewalks and parking lots easy to man-
age. Use it on lawns, driveways, paths
and any area boom sprayers will not go.
Earthway.com

Grasshopper

Shielded sprayers apply a constant, ac-
curate balance of small droplets that
"stick"” to vegetation, achieving greater
coverage with less chemical use. The unit
can cover up to 5.5 acres (240,000 sq.

ft.) with one tank. Independent floating
chambers follow the ground contours for
precise application, and zero-turning-ra-
dius maneuverability is maintained, even
in tight spaces. The sprayer implement
also provides operators quick and easy
mounting, removal and storage. Available
in 53- (pictured) or 133-in. widths and
30-gal. capacities, shielded sprayers are
compatible with Grasshopper’s full line of
FrontMount and MidMount power units.
Grasshoppermower.com

TurfEx

Intended for use with tractors and
utility vehicles, the new 7-cu.-ft.-ca-
pacity TS700GR and 12-cu.-ft.-capac-
ity TS1200GR ground-drive spreaders
are designed to exert less impact

on surfaces than similar tow-behind
models. Constructed of heavy-duty
polyethylene to reduce corrosion and
maintenance concerns, the units are
up to 40% lighter than other models.
The design helps lessen fuel con-
sumption for the towing vehicle. The
spreaders feature large flotation tires
to further minimize impact on delicate
surfaces. Spread width is infinitely
variable up to 30 ft. Trynexfactory.com

YOUR GUIDE TO PRODUCT RESEARCH

Curtis Industries

The new, 500-Ib.-capacity Sno-Pro Fast-
Cast 550E electric V-box spreader is
lightweight, featuring a stainless steel
carriage and a rustproof aluminum
hopper. It features a 12V,
1/3-hp electric motor that
draws less than 20 amps,
replacing a gas engine —
eliminating fuel costs and
serving as a “green” alter
native. It also eliminates
the need for a noisy vibra-
tor motor, allowing operators to work
without disturbing customers or neigh-
bors. The spreading range is from one
to 24 ft. It also offers adjustable mate-
rial deflectors and an in-cab control
panel. Options include a weather cover
and a top screen. Curtisindustries.net
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MAINTENANCE:

ENGINES

Subaru

Featuring a vertical shaft configuration, the new EA190V engine is the first to offer
chain-driven overhead cam (OHC) technology to the small, aircooled, vertical shaft en-
gine market. The 189cc displacement engine is designed to be lightweight, yet durable
and rugged enough for a variety of lawn and garden equipment — including pressure
washers, walk-behind string trimmers, aerators and lawn vacuums. The EA190V offers
both easy starts in cold weather and superior cooling, making it ideal for multi-seasonal
equipment. Subarupower.com

Honda
Featuring six
models, the V-Twin
engine line offers power, versatility and
fuel economy in a compact package. The
new GX630, GX660, GX690, GXV630,
GXV660 and GXV690 engines are avail-
able in both horizontal and vertical shaft
configurations. They have been designed
to offer low noise, vibration and exhaust
emissions without the use of a catalyst.
Features include the hemispherical com-
bustion chamber design, higher com-
pression ratio, increased displacement
and steel connecting rods. An integrated
cylinder and head eliminates the need for
a head gasket, which results in increased
cooling and higher levels of reliability.
Honda.com

Kohler

The Courage XT-7 vertical-shaft, 4.5-net-
hp utility engine powers various equip-
ment. The engine comes standard with
an overhead valve design, a cast iron
cylinder bore and flywheel ball bearing. A
wide variety of options allow the engine
to be customized to fit the application,
straight or tapered PTO shafts, SAE

Ride triumphantly into your daily lawn care pump mounting, engine-mounted con-
battles upon your trusty PermaGreen™ trols, front or side-discharge muffler, fixed

A or 6-position indexable recoil, bottom
spreader sprayer, armed to the teeth with or side oil drain, paper or foam-only air

the knOWIedge COﬂFBiI’lEd in the free cleaner, debris screen, and recoil or elec-
PermaGreen™ Tactical Handbook! tric start. The engine is certified for cur
rent EPA and CARB emissions standards
Visit permagreen.com or call 800.346.2001 g”d_r:eetf:rtexceids
to win a FREE Triumph and receive a free E;’;'iieye‘r’s Sr“ﬂ;ﬁ”gﬂgie
handbook! PermaGreen™ - we’ve got your back. Test Code J1940 horse-
power requirements.
Kohler.com
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MAINTENANCE:

CONSUMABLES

VP Racing Fuels

SEF 94 Small Engine Fuel is designed to
combat ethanol-related problems in chain
saws, blowers, lawnmowers and other
portable gasoline-powered equipment.
SEF94 is available in quart-size contain-
ers to meet virtually any manufacturer
specifications: an unleaded gasoline for
4-cycle engines and two versions pre-
mixed with oil (40:1 and 50:1) for 2-cycle
devices. Each blend is “ready-to-use,”
with the 2-cycle Pre-Mix versions. SEF94
is also available in 5-gal. pails, and 30- and
b4-gal. drums. The 4-cycle version can be
used in 2-cycle engines when mixed with
oil to manu-
facturer’s
specifications.
SEFfuels.com

Shindaiwa

New Red Armor engine oil is designed
for use in all aircooled two and two/
fourstroke engines. It begins removing
performance-robbing carbon deposits
with the first use. The special formula
removes the building blocks for varnish,
and prevents varnish from sticking to
the hot engine surfaces — where it can
transform into hard carbon deposits.
Available in 2.6-, 6.4- and 13-fl.-oz. sizes,
as well as 1-gal. size. It is JASO FD and
ISO L-EGD rated, the highest two-stroke
oil rating available. Redarmoroil.com

Stens

The GB brand line of bars and sprockets :

feature the ProTop and Titanium Pro Top .

bars, as well as a new line of ArborTech g\\@ v

and Arbor Pro bars, which come with a \_j &

solid steel bar and replaceable tips that

guarantee high quality and extended bar life. Additionally, GB sprockets are avail-
able in Center Drive, Rim and Pro Spur varieties. Stens.com

.

NEW

T3000

APPLICATOR

and
Sprayer

TRANSFORM YOUR WORKDAY
AND YOURBOTTOM LINE.

Through revolutionary design and engineering, the
patent-pending T3000 will dramatically increase
your productivity and profitability.

“The T3000 helped me
grow my customer base
by 58%. It’s so easy to
use—Icando a property
Step on and grab the steering wheel for simple, in about half the time.”
intuitive driving. The ride is smooth and steady, e oo o e Mkelmmel
. . . Mike’s Total Lawn Care
especially on hills and rough terrain. Move effortlessly Fon du Lac, WI
from residential properties with 36" gates to commercial
properties, improving route efficiency so you can increase

the number of properties you complete in a day.

The T3000 also gives you unprecedented application control. Easily match
your spread and spray widths and capacities. And the unique spray system
is the ultimate in precision and efficiency, virtually eliminating callbacks.

More precise. More efficient. More profitable. It's easy with the T3000.

7 L
¢
y
.
.

TURFCO
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CLASSIFIEDSHOWCASE

ADVERTISING Payment must be received by the classified Every month the Classified
INFORMATION losing date. Wi t Visa, MasterCard, and
° ° Amoritan Brprogs, | Showecase offers an up-to-

Call Kelli Velasquez at 3
216-706-3767, Mail LM Box # replies to: date section of th’e products
Fax: 253-484-3080, Landscape Management Classifieds, LM Box # and services you're looking

E-mail: 306 W. Michigan St., Suite 200 for. Don’t miss an issue!

Duluth, MN 55802
(please include LM Box # in address)

kvelasquez@questex.com

BUSINESS OPPORTUNITIES

LA\’])S( APES & JOBS
Two Profit Centers - 50%+
Two Revenue Streams
Two Customer Bases
A Simple, Easy Add-On Service
Buy Factory Direct - Wholesale
NO PAYMENTS & INTEREST
: FOR DAYS
e TARRES i We Your Installs
FREE DVD & TRAINING 1-800-334-9005

www.allprogreens.com/training

l“o Profit Centers - 50%+
I'wvo Revenue Streams
Two Customer Bases
A Simple, Easy Add-On Service
Buy Factory Direct - Wholesale
NO PAYMENTS & INTEREST
1 01] 4 DAYS

m\\e Your Installs
1-800-334-9005

www.allprogreens.com/training

fa'ﬂ"ﬂwﬂ WANT TO BUY OR
| SELL A BUSINESS?

Incorporate  SELLABUSIIESS:

e & cquiion stz Copsultants can obtain purchase
for as | |tt|e as offers from numerous qualified

potential buyers without disclosing your identity. There
is no cost for this as Consultant’ fee is paid by the

Visit www.i ncorporate-com buyer. This is a FREE APPRAISAL of your business.
or call 800-616-0216 If'you are looking to grow or diversify through
acquisition, we have companies available in Lawn Care,
THE Grounds Maintenance, Pest Control and Lang
C O M P A N Y Installation all over the U.S. and Canada.
CORPORATION 182 Homestead Avenue, Rehoboth, MA 02769
708-744-6715 © Fax 508-252-4447
INCORFORATING WHAT'S RIGHT FOR YOU E_majl bcmeuol@aol.mm

____Landscape__

Management
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EARN BIG
Wi_th Landscape Lighting

mlf % ‘iﬁaﬂ )

-_.dll.._ s

-Great Add-On Sale
-Enhance Your Projects
-Penetrate Affluent Households

WE CAN TEACH YOU TO DO
LANDSCAPE LIGHTING THE
RIGHT WAY!
Training ~ Support ~ Produr.fs

Call For Information
1.800.687.9551

www.niletimedecor.com

HELP WANTED

FLORASEARCH, INC.

In our third decade of performing
confidential key employee searches for
the landscape/horticulture industry and
allied trades worldwide.
Retained basis only.
Candidate contact welcome,
confidential and always FREE.
1740 Lake Markham Road
Sanford, FL 32771
407-320-8177 & Fax: 407-320-8083
E-mail: search@florasearch.com

www.florasearch.com

LANDSCAPE SALES
Full service Landscape Company
in Lake County IL
is in search of
Full Time Landscape Sales Professional
to continue to grow its maintenance
and snow removal customer base.
Candidate must have a minimum of
2 years sales experience in Landscape or
a related field, good communication
and people skills, be proficient in Microsoft
products and possess good closing abilities.
Candidate must have a valid driver’s license
and reliable transportation.
Resumes should be emailed to

frontdesk@architerrainc.com
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. , Nurseries/Growers, Landscapers & Garden
Ice Control Centers Make Plans to Attend
Sprayers

Nursery < Landscape * Garden Center Trade Show
New Jersey Convention Center, Edison, NJ

Jan. 25-26, 2011

Trade Show
o Hundreds of Exhibit Booths focused on the green industry
Fertilizers e Growers/Nursery Stock e Plastic Containers

//— Heavy Equipment e Packaging Fabrics e Irrigation ¢ Bedding
| Plants * Soil Products ¢ Landscaping Supplies ¢ Lawn &
Garden Power Equipment ¢ Bulk Peat Moss e Business

Lawn & Turf

Sprayers \ Services ¢ Post Frame Buildings Hardscape Products ¢ Snow

& Ice Equipment ¢ Pond Supplies & Much More!!!

Conference TN
Top-Notch Seminars For Nurseries/Growers, Landscapers, and \
Garden Centers \

CEU’s & Pesticide Credits ® Hands-0n Demos
Practical Ideas to Improve Your  Business & Much More!!!
Top Green Industry Speakers Each Day of NJ Plants!

SAVE $10. 00 ~

off registration!

. f UTGERS Register to attend online at
Reddick Equipment AU i AJPianiShow.com

Sales: 800.334.3388 S~ eSS Use coupon code: GROW
'reddiCKeqUipment'com For More Information & to Exhibit Call 1 '800'332'39 76
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MYBIGGESTMISTAKE

LESSONS LEARNED THE HARD WAY » BY CASEY PAYTON

» Sliding payments from clients plus sliding
payments to vendors equals a cash flow crisis
for Florida’s Dickerson Landscaping.

William
Dickerson

COMPANY:
Dickerson Landscaping

PRESIDENT: William Dickerson

HEADQUARTERS:
Tallahassee, FL

FOUNDED: 1987
EMPLOYEES: 14-25

SERVICE MIX: 45% hardscape,
18% maintenance,15% land-
scaping, 12% sod, 5% water
features, 5% design

CLIENT MIX: Hardscaping: 80%
residential/20% commercial;
maintenance: 60% residen-
tial/40% commercial

2010 REVENUE: $750,000

2011 REVENUE (EST.): $875,000
WEB: www.dickersonland-
scaping.com

BEST ADVICE: Discuss terms
with clients up front; don't let
payments slide; communicate
with vendors. “The squeaky
wheel gets the grease.”

ARLY ON DURING his
company startup
in the late 1980s,
William Dickerson
scored a large stadium
project. The work was high-
ly recognizable and profit-
able — a boost in business
for Tallahassee, F L-based
Dickerson Landscaping.

The problem? Dickerson
was told he'd be paid when
the general contractor on
the project got his work
done. But Dickerson's
work, which included
some wetland, tree and
sod plantings and ground-
cover and shrub installation
around the stadium, didn't
take nearly as long as the
overseeing contractor'’s
work. “We had already
bought plant material, paid
for labor and had every-
thing lined up. This created
some issues when we
had to tell our vendors we
didn’t have the cash flow
available to pay them.”

A vicious circle ensued.

The lessons Dickerson
learned were three-fold.

First, his big mistake
was letting clients slide on
making payments or not
being prepared for a drawn-
out payment schedule.

The resolution to this
challenge was keeping
lines of communication
open with customers. For
example, Dickerson was
working with a large resi-
dential builder and started
to notice his payments
were coming in further and
further apart. “It was a red
flag since the builder was
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previously paying on time,”
he says. "At first, | just
assumed it was a reliable
company and they were
good for the money, but
as payments got more and
more stretched out, | had
to address it

In this case, Dickerson
had to pull the plug, and he
did it just in time, without
getting burned and losing
what was owed to him.
Talking about payment
terms with the client up
front and having some-
thing in writing to solidify
the agreement is crucial
to managing cash flow.
“The idea is to get that
information in writing,”
says Dickerson, adding that
many larger commercial
customers pay every 15 or
30 days, so a problem can
be quickly recognized as
payments linger beyond 60
and 90 days. “Then if the
rules of the game start to
change, you can address it.
Ask why you aren’t being
paid on time and bring out
the agreement.”

Dickerson says discuss-
ing the “rules of the game”
early on takes the awk-
wardness and emotion out
of what could be difficult
conversations about money
owed in the long run since
the terms of the contract
were already openly dis-
cussed and agreed upon
from the get-go.

Second, Dickerson
learned to “be up-front with
vendors about the situation
you're in. Let them know
what rules the controlling

contractor on a project

has put in place so they're
aware if you won't be pay-
ing them right away. Don't
tell them at the last minute
the money isn't available.”

In fact, this can actually
be to your benefit, Dickerson
adds. “"Some vendors will
be more willing to work with
you and maybe even wave
the finance fee if you're
upfront about the payment
schedule,” he explains.

This same upfront ap-
proach can be used with
banks, especially in a time
when it can be hard to
secure a loan. “Take your
signed contract for that job
to the bank and tell them
you need a line of credit to
work within the perimeters
of that specific project,”
Dickerson suggests. “It's
an easy way to prove you'll
be getting the money, but
you just need some cash
flow to get started.”

While Dickerson learned
many lessons here, there
was one important point
realized above all else:
“Money has no friends.”

“Money is an item that
is purely economic,” he
says. "It goes from point
A to point B and doesn't
choose friends. In the end,
it's often the squeaky wheel
that gets the grease.”

Bottom line? You need to
be the first one calling when
you're not getting paid, says
Dickerson. “Solicit advice
from your CPA and industry
peers and pay close atten-
tion to balance sheets,” he
advises. "And if red flags
continue to come up, it
might be time to get out.”

Payton is a freelance writer with
six years of experience covering
landscaping.
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THE BAR HAS BEEN RAISED.
AGAIN.

The New Standard, here’s why:

* HyperDrive™ Hydro System - Industrial Grade Pumps and Motors

* VX4™ Deck Technology provides the best finished appearance period!

* 60, 66, and 72 inch Side Discharge decks

* 60 and 72 inch Rear Discharge decks _

* Simple design g
* SmoothTrak Steering - responsive precise control
* Kohler/Kawasaki engine options up to 37 HP

* 15 MPH

Visit bustlerturf.com and contact your nearest
Hustler Dealer for more information.

CUTTING GRASS, NOT CORNERS. . HUSTLER ()

HUSTLERTURF.COM



“ Right off the bat, we bought ten
ZTrak PRO" 900s. Then we bought three more.
Why? The Mulch-On-Demand" deck.

Nothing else compares.”

K.C.Fisher

President
The Landcare Group
Tampa, Florida

To see more of what K.C. has to say about the ZTrak 900, go to www.mowpro.com

Get 0% financing for 42 months ]
OHN DEERE
on any new ZTrak PRO 900" @

Landscape pros like K.C. know firsthand the time savings they get with a
ZTrak PRO 900 with Mulch-On-Demand deck. You can switch instantly from
mulching to side-discharging, then back to mulching without ever leaving
your seat. And there are the other legendary benefits of a ZTrak PRO 900:
ease of use, superior controllability, and exceptional mowing performance.

K.C. Fisher accepts nothing less than the ZTrak PRO 900 for his business.
Ask your local dealer what it can do for yours.

Accept Nothing Less




