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Your parts source can make the difference

How quickly you get a part replaced can
be the difference between downtime
and up, between making lots of money
and making less. At John Deere, we take
pride in providing commercial grounds-
keeping customers like you with the
parts you need to stay on the job and
maximize profits. In fact, we offer
several methods to access parts fast —
including some solutions you won't find
anywhere else.

Your local John Deere dealer
understands your business and
offers many services to support it.

® An exceptional parts inventory of:
- Original Equipment Manufacturer
(OEM) parts.
- All Makes parts for other, major
mower brands.

® Highly trained service technicians
who speak your language.

® Unsurpassed parts distribution and
support channels.

If your goal is making money, let us
partner with you.

More convenience,
productivity and savings

We want your business. And we're not
above tempting you with a coupon

to encourage you to experience our
advantages. Redeem this coupon by:

® Bringing it in to your local John Deere
dealership.

® QOrdering online at JDParts.Deere.com.
Enter coupon code 51773. You can pick
up parts ordered through JDParts the
next business day at your dealership, or
they can be direct-shipped to you.



We spend our uptime
finding ways to
increase yours

Parts OnSite™

This unigue program is built on a common-
sense approach — it’s easier and faster to
grab parts stored at your place of business
and get right back to work than it is to drive
to the parts store. With Parts OnSite, your
dealer” regularly visits your place of business
to help you maintain your own inventory of
high-wear and maintenance parts.

® Special financing options are available
so you can stock up now and pay later.
Ask us about our Buy Now/Pay Later™
financing options today.

= \We also offer an attractive, spacious
Parts Onsite cabinet to store your parts
inventory. That way, you stay organized
and productive.

Fast response if part is out of stock

It won't happen often but if your John Deere
dealer doesn't have the part you need in
stock, he can order it for quick delivery to
his store! He can do this thanks to:

® One of the most extensive parts
distribution networks in the world.
(Deere has three in Canada alone.)

® An average, on-time fill-rate of
98 percent.

With parts solutions like these, you know
we mean business.

Don't risk downtime due to lack * Subject to dealer participation.

of parts. Partner with the most **Subject to John Deere Financial approval and dealer @ JOH N DEERE

A ; _ participation. Minimum finance amount may be required.
professmnal Source pOSSIble See your dealer for details. Programs subject to change,

John Deere. without notice, at any time.

Save 20% on purchase of any set of John Deere
OEM mower blades™

“"Offer applies to purchase of any set of John Deere OEM mower blades purchased from

March 1, 2012 through May 26, 2012. Get 20% off the total purchase price before applicable
taxes and shipping charges. Offer is subject to change without notice at any time. See your John
Deere dealer for more details. Limit one coupon per person per product. No facsimiles will be ac-
cepted. Redeemable only at participating John Deere dealerships in Canada and on JDParts.com.
Dollar amounts referenced are in currency of country of residence.

Note to dealer: Offer valid when customer purchases any set of John Deere OEM mower blades.
Offer expires May 26, 2012. To receive reimbursement and for program rules, visit http:/
couponredemptionsite.deere.com. Select the “20% off Blades - Magazine Ad (51773)" offer.

You will need coupon code, customer name and transaction information to claim redemption.
May 31, 2012 is the last day to claim redemption. Limit one coupon per recipient.

{

JohnDeere.com/Parts
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20 Standing tall ®@EO®

The 9/11 Memorial's urban forest is rooted
in much more than soil. BY BETH GERACI

14 Preparing foran @

insect invasion

An unusually warm winter means additional
stress on trees from increased pest pressures.
BY JOSEPH DOCCOLA

34 Building community
Providing beautiful, meditative and functional
outdoor spaces to help a community center
better serve its members

LM MARKET MATCH We've made your life a little easier by supplying
icons that direct you to stories targeting your core business.

B —Business, D/B —Design/Build, 1 - Irrigation, LG — Lawn Care, M — Maintenance
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8 News & Views
Cat comes home;
Trouble in paradise

12 Progress
From push-alongs to
ride-alongs, sprayers
and spreaders have
modernized with the times.
BY TOM CRAIN

33 Lawn Care Pro
The Milligan family,
Strathmore, Ontario
BY DAN JACOBS

36 Weed Watch
Crowfootgrass;
Japanese stiltgrass

39 LM Reports
Lighting; hardscapes

43 Add-on Biz
Emerald ash borer
BY CASEY PAYTON

45 A CutAbove
Common Grounds
Landscape Management,
Knoxville, TN
BY MARK LEITMAN

48 My Biggest Mistake
Failing to take advantage
of good times
BY CASEY PAYTON
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Photo by Jamison Lackey,
http://jamisonlackey.com
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10 Jacobs’ Journal
BY DAN JACOBS

18 Whits’ World
BY MARTY WHITFORD

32 The Benchmark
BY FRANK ROSS

38 BestPractices
BY BRUCE WILSON

IN EVERY ISSUE
46 Classifieds 47 Resources

OUR MISSION: Landscape Management— the leading information resource for lawn care, landscape maintenance, design/build and irrigation
professionals — empowers Green Industry professionals to learn and grow from their peers and our exclusive business intelligence. Serving
as the industry conscience, we not only report on but also help shape news, views, trends and solutions.



NATIONAL STRENGTH « LOCAL COMMITMENT

= US.LAWNS

Commercial Landscape Management at its best

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

Since 1986 we have helped [[6SHFLDIDLQDQFLQJI2SILRQV
existing landscape service businesses [MRULC [LVILQI X VLQHVVHV
become a success within our M%BXVLQHVVIORGHID RUIGXFFHVV
franchise network. [HLGGLQIMTQLPDILQIB\VIHPYV
Join us and it will change your life. (I6DHV LITOIDUNHILQJIBURJIUDPV
[&RUSRUDWHEBXUFKDVLQJEBRZHU
TR QJIRLQIBXSSRWENLRGXVIU\L [ SHUWV

*Individuals must quality for $0 down financing. Qualifications are based upon credit worthiness & gross billings of the existing business.

Call us today at 1-866-781-4875

franchise@uslawns.net [0 www.USLawnsFranchise.com



ONLINENOW

» WWW.LANDSCAPEMANAGEMENT.NET

THE LM DAILY
DID YOU CATCH THE LATEST FROM THE BLOG?

» Fred's Take: Rising fuel prices don't have to raise your blood pressure
Do NOT assess fuel charges to your invoice. Your customer
works with set budgets, and raising your price may force
them to take bids. If you do opt to use fuel charges,
/ do not add them to your invoice without speaking
[

to your customer first. Remember, their business is
also being impacted somehow by rising fuel costs.
Visit landscapemanagement.blogspot.com/ to

get the latest from the LM staff and from a few top
Green Industry contractors.

WEBINAR

Were you able to attend our
“Marketing to the Affluent”

webinar series? In case you

missed it, you can find the

archived recordings here:
www.landscapemanagement.net/webinars

Tf);nter’eél OF THE MONTH

Caterpillar sends off a
group visiting its Sanford,
NC plant in style. View our
posts at: pinterest.com/
landscapemgmt

TWEET, TWEET

The Professional Landcare Network (PLANET)
Day of Service program gives contractors an
opportunity to give back to their communities.
Follow our tweets: @landscapemgmt

A, PLANET ©PLANET20 4~ Reply T3 Retweeted W Favorite - Open
r Counting down to PLANET Day of Service April 20 - community
service projects all across the country - ow.ly/9ZdX1 #earthday
13 Retweeted by Landscape Management

ILLUSTRATIONS BY: ISTOCK INTERNATIONAL INC.; PHOTO BY: DAN JACOBS
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Outdoor Insect Control

V_

HELP! LANDSCAPE
PROFESSIONALS

We are actively seeking
dealers to sell, install and
service our innovative
outdoor misting systems
that effectively control
mosquitoes and other
annoying insects.

GREAT MARGINS &
RECURRING REVENUES!
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Could you
Spot R Great
BUSINESS

Opportunity

BECOME R MISTRWRY DERLER TODAY! 4

If It bit
YOU
On The
$@%.?

1-866-485
WW.MISTAW
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min-Hormone solution hirulll :
ecret Weapon 4

Maximize potential when transplanting
trees, plants, & lawns

See our Free Trial Offer at www.SUPERthrive.com

Vitamin Institute ~ 12610 Saticoy St South, North Hall d, - 8004418482 (VITA)

Professional Plant Protection
QY
N
At
Plantskydd

REPELLEN

DEER « RABBITS ¢ VOLES

o g

Ready-to-Use Liquid Soluble Powder Concentrate

MOST EFFECTIVE — LONGEST LASTING

Proven to out-perform and out-last all other repellents !
Non-toxic, safe for pets and the environment

Visit our DEALER LOCATOR: www.plantskydd.com

or purchase direct from
Tree World Plant Care Products Inc.
Call today—toll FREE! 1-800-252-6051

#1 Choice of Professional Landscapers
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. From

Ordinaryto
Extraordinary

and everything in between.

Current PRO Landscape is the most complete
design software on the market,
providing the perfect set of design tools
for landscape contractors, designers,

architects, as well as garden centers. Use
PRO Landscape for all your design needs:

« Photo Imaging

« Site Plans (CAD)

« Night & Holiday Lighting

« Complete Customer Proposals
« Irrigation Designs

3D Designs

For almost 20 years PRO Landscape has
been the best selling landscape design
software for professionals. The same easy-
to-use tools that make it great for new
construction also make it the best
software for renovation projects.

Extraordinary is Just
a Click or Call Away!

prolandscape@drafix.com
prolandscape.com - 800-231-8574

PRO
Landscape

B D ES I G N S O F T WARE
s ~  w | PRO Landscape® Companion
“ . ntroducing andscape Companion for iPa
dbe Introducing PRO Landscape C for iPad/ =3

=1 i [ 1% ablet - the perfect complement to andscape.

A N A8 | Tablet - the perf | PRO Land
| oD e Enst Wow customers and enhance your sales potential
| | even more using the latest technology. prolandscape com




NEWSVIEWS

GREEN INDUSTRY EVENTS, TRENDS AND TIPS

Cat comes home

plant when it’s fully operational.
The new facility will be part of

Caterpillar’s Building Construction

Products (BCP) Division, which is

anufacturing jobs are com-  equipment, including a new line of Tier ~ based in Cary, NC.
ing back to America. IV-ready skid steers, mini excavators, Earlier in the year Caterpillar
Well maybe not in the compact track loaders and multi-terrain ~ launched its D-series of skid steers and

droves that would put an
end to unpleasant unemployment num-
bers, but at least one company, Caterpil-
lar, is doing its part. The manufac-
turer of all types of construction

TROUBLE IN PARADISE

BY DAN JACOBS EDITOR-IN-CHIEF

henever you hear the words “mutual self destruc-
tion,” you want to tread carefully. Tom Oyler, of
the Wilson-Oyler Group, knew that many of the
attendees of the Professional Landcare Network’s
(PLANET) Green Industry Great Escapes program would
have a difficult time accepting his message.
“I’'m wearing white, because I have a dark message,” Oyler
quipped as he took the stage to give his keynote presentation.
The content of Oyler’s words were a sharp contrast to the
relaxed surroundings of the event, held at the Atlantis Resort
on Paradise Island in the Bahamas. But attendees weren’t

8 LANDSCAPEMANAGEMENT.NET | APRIL 2012

loaders, announced in mid-February it
will start building small-track type trac-
tors and mini hydraulic excavators at a
new plant in Athens, GA. Some 1,400
people will be employed at the new

compact track loaders. Caterpillar invited
a gaggle of press members to i

Carolina facilitie

models and en

Accor

One of thousands of fish in the
Atlantis resort’s numerous aquariums.

there for just the fun and games.

Contractors are far too focused on their competitors and
not enough on innovating, Oyler said. And while there is
nothing wrong with eliminating waste, eking out a percentage
point here and there is a temporary fix. Competitors — if they
haven’t already — will simply copy that approach and your
advantage is gone. Doing something no one else can replicate
is what will truly separate a company
from its competitors.

And proving he’s not all talk, Oyler
said he’s working with a company to
bring a new way to manage staffing to
blow away the competition.

PHOTOS COURTESY: CATERPILLAR; DAN JACOBS



That carbureted engine in your ZTR is okay. And that’s being
generous. Generally speaking, it usually starts and-doesn’t
give you too much trouble. At least that’s what it wants you to
believe. Fact is that little gold digger Is secretly milking you for
every penny in your piggy bank. And doing it with a smile.
'Cause every time you fill up, two things happen: your wallet

EMPTIES FASTER THAN A CHEAP PINATA.

And your kids’ college dreams try to find a happy place. Good
news though: Common sense just called and said you can
have your purse back. There’s another option. It’s called the

O TN DO ST Not only does it start
on command, it can Y\ (1AW ; Ko\ WIS W compared

to that vampire you got now. And did we mention there’s |
ORISR0 ? So you cannix [ ‘ |
all those carburetor maintenance T— '
nightmares as well. The cat’s officially
out of the bag, muchacho. “Okay”
isn’t going to cut it any more.

Your kids want to learn stuff.

KOHLER.ENGINES

KOHLERENGINES.COM/EH




JACOBS'JOURNAL

DANIEL G. JACOBS EDITOR-IN-CHIEF I Contact Dan at 216/706-3754 or via email at djacobs@questex.com.

What we don't need to learn

from Steve Jobs

alter Isaacson’s recent biog-
raphy of Steve Jobs, the
demanding former head of
Apple, apparently doubles as a
management guide for many
executives. Some have even donned the deceased
executive’s trademark black turtleneck sweater.

I'm all for learning from others. I've had a number
of bosses over the years, some good and some very,
very bad. I nearly quit a job after receiving an email
from one mid-level manager who reprimanded me
for doing something that “wasn’t my job.” The prob-
lem was, it was my responsibility. It was a task given to
me by his boss. Yet I nearly responded to the vicious,
curt and overall demeaning tone of his email with a
“four-letter” filled resignation letter. Fortunately, I
allowed myself to calm down before hitting the send
button. I used the delete button instead, but within a
few months I chose to move on.

Jobs was known for his brusque, often intimidat-
ing style. He also possessed extraordinary talent
and drive. My former mid-level manager seemed to
share Jobs’ natural “gift” for bullying. The problem
was he didn’t have Jobs’ track record of success,
nor had he earned the respect of those he regularly
berated, something that Steve Jobs clearly had.

There’s a danger in selectively picking and
choosing certain traits to emulate. Jobs was effec-
tive not because he could bully people or because

My goal has been to adopt and
apply the traits | most admire
and eschew the others.

10 LANDSCAPEMANAGEMENT.NET | APRIL 2012

he focused so intently on design or any other single
trait for which he is so admired. It was the pack-
age, the complex and nuanced way all those traits
melded together that allowed Jobs to succeed.

As Isaacson said (in an article in the Wall Street
Journal discussing executives using his book as a
management bible): “I hate when people say, ‘T'm
like Steve Jobs, I drive people to perfection.’ I say,
well, make sure you have his talents as well.”

In other words, wearing black turtleneck sweat-
ers and bringing employees to tears with a harsh
and degrading demeanor isn’t going to help you
build your company.

I’'m not suggesting there isn’t something to learn
from Jobs. Quite the contrary. He did some extraor-
dinary things (that might be the understatement of
the year) and had a vision and drive that surpassed
the majority of executives. He was able to do what
he did because of the unique makeup of his person-
ality. Hijacking “pieces” of someone else’s approach
and simply dropping them like bombs on your
employees will most likely have harmful effects.

My goal has been to adopt and apply the traits
I most admire and eschew the ones that leave me
feeling at best unappreciated or at worst abused.
But to make them work, I must make them my own.

"Trying to shoehorn Jobs’ management style
into your business will likely be about as effective as
installing a Windows operating system onto your
Macintosh computer. You might be able to make
things run, but the two weren’t created for each other.
And why would you want change your approach in
the first place? You created and built your business
with your unique talents. You developed a team
that has become accustomed to your management
style and works well within it. There is always room
to learn, adapt and grow. Chucking that aside and
adopting the Jobs approach seems foolish — some-
thing Steve Jobs certainly wouldn’t have done.



They Never
all In Sick.

Sprayer Standard Features:

« Stainless Steel Construction

* 50' - 100’ Hose Reel

» 16 HP Vanguard Commercial

« Constant By-pass Agitation

* Hydraulic Drive Hopper System
« GPS Speedometer

 Locking Caster System




n Dollar=Weed, Turt Markef

ith the rise of chemical
use and lush suburban
landscapes, the 1950s
facilitated the creation
of the perfect lawn. By the 1960s and
1970s, that concept was a blossom-

ing American obsession and the job of
spreading plant food, lime and seed had
become a necessity.

Since then, spreading and spraying
via dusters, granular applicators, field
sprayers and broadcast spreaders has
become more sophisticated. When
organics gained a solid foothold in the
1990s, topdressing applicators for com-
post teas and organic fertilizers became
an integral part of the mix.

No one knows the evolution of
spreaders better than Joseph Car-
rizales, sales, marketing and opera-
tions manager for White Castle’s PSB
division. Although White Castle is well
known for its hamburgers, less known
is its manufacturing of more than 3
million Scott’s spreaders. “Our first
drop spreaders were made from surplus
WWII gun barrels, then to rotary, and
finally to powered spreaders,” Carriza-
les says.

Now, its high-end spreaders are
made with stainless steel frames, fiber-
glass hoppers and plastic gears.

The mechanization of spreaders/
sprayers also has grown in sophis-
tication, based on modifications in
large-scale agricultural machinery.
“Our spreaders/sprayers started out as
push-alongs, followed shortly after that
by motorized walk-behind machines,
and then stand-on-and-ride units, all by
the late ‘90s,” says Tom Jessen, president
of PermaGreen Supreme. At the same
time, L. T. Rich Products introduced its
first ride-on spreader/sprayer.

50 YEARS OF INDUSTRY TRENDS » BY TOM CRAIN

aultibillio .
" Awoits Informed Diligent Ap

; Years
since

Spreading the wealth |

From push-alongs to ride-alongs,
sprayers and spreaders have
modernized with the times.

"Today’s spreaders and sprayers offer
more comfort and bells-and-whistles
than early models did. PermaGreen’s
Triumph features ergonomic handle-
bars, fingertip controls, all-wheel brak-
ing, drop-down handles and more.

As contractors expand their busi-
nesses and bring on new people, it’s
more important than ever to make
machines that are easy to operate and
offer increased productivity, says Scott
Kinkead, vice president at Turfco.

“Our new hands-free speed control
makes operations easy,” Kinkead says.
“It reduces the learning curve and
increases overall productivity.”

L.T. Rich’s Z-Spray offers its own
set of luxuries. “We were one of the first
zero-turn sprayers and spreaders on the
market,” says Sales Manager Andy Wal-
ters. “We incorporate a pressure gauge
and a speedometer to ensure proper
calibration. Our machines can even tell
you the temperature outside and your
average ground speed over the entire
lawn. We are the only machine with a
foam-marking system to allow you to see
exactly what areas have been treated.”

Topdressing, using organic topsoils
and compost teas, is leaving its mark
on the landscape industry, too. Once
considered essential only in the
maintenance of athletic fields and golf
courses, it is now used on residential
and commercial lawns.

And whereas topdressing used to
be a cost-prohibitive option for smaller
jobs, the advance of specialized spread-
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ers/sprayers has changed that. Ecolawn
president Daniel Cote says the invention
of the Ecolawn Applicator topdressing
machine helped bring smaller mechani-
cal compost spreaders to new markets.

Tanks, tips and liquid pumps have
become larger for high-volume organ-
ics. With the push for organics, leading
spreader/sprayer manufacturers have
adapted. “We are now offering differ-
ent tip sizes and liquid pump sizes to
accommodate the push towards organic
fertilizers, compost teas and other prod-
ucts that require higher volumes,” says
L.T. Rich’s Walters.

As fuel costs rise, spreaders/sprayers
are becoming more fuel-efficient, and
metering and guidance systems with
LED light bars are gaining momentum.

So, operators can eas-

Spreaders have  ily find the best routes
come a long to take and gauge the
way from the

days of the amount of treatments
alebeling to spread or spray

drop spreaders
of the 1950s.

from area to area.

PHOTO COURTESY: TURFCO




—Mike Powers
Simply Safer Premium Lawn Care
Wrentham, MA

Make a statement with DuPont™ Acelepryn® insecticide.

Evolve your business with DuPont” Acelepryn the latest advancement in grub control. One
application provides unparalleled performance against every turf-damaging white grub species as
well as key surface feeders.The Acelepryn® Application Advantage delivers timing that fits every
grub preventative treatment program. Acelepryn® also provides effective control of key insect pests
infesting landscape ornamentals. And, Acelepryn® is the first and only grub control product to be
registered by the U.S. EPA under its Reduced-Risk Program for use on turfgrass. Customers will

DuPont™Acelepryn®
GRAN 1D

appreciate the excellent environmental profile and the exceptional performance of Acelepryn;’
while you'll benefit from a reduced number of costly callbacks. Also experience the added
convenience of Acelepryn® on a fertilizer. To learn more visit proproducts.dupont.com/acelepryn.

DuPont” Acelepryn? Start an evolution.

DuPont”Acelepryn® is classified for restricted use in New York state. Acelepryn® is not for sale, sale into, distribution and/or use in

Nassau, Suffolk, Kings and Queens counties of New York. Acelepryn® red in Hawaii. Alwe ad and follow the label.
, DuPont," The miracles of sc and Acelepryn® a rks or registered trademarks of DuPont or its The miracles Of science™
12 E.I. du Pont de Nemours and Company. All rights reserved.




he winter of 2011-2012 was
one of the warmest winters
on record. While that might
be a good thing to a lot of
people, it means early pest pressure

for trees and compressed treatment
windows for applicators.

Why is it so warm?

Meteorologists at the National Oceanic
and Atmospheric Administration
(NOAA) say that because it is a La Nifia
year, the jet stream is farther north than
usual. This means that the cold air we’re
accustomed to in the northeast United
States has stayed even farther north
than usual, creating warmer tempera-
tures throughout the country. The same
goes for precipitation — it’s been a
relatively dry winter, too.

The biggest variant in weather pat-
terns is caused by the Arctic Oscillation
(a natural seesawing of atmospheric
pressure between the Arctic and
mid-latitudes of the North Pacific and

An unusually
warm winter means
additional stress on
trees from increased

pest pressures.

BY JOSEPH DOCCOLA

North Atlantic Oceans). This year, it’s
been in its positive phase, which con-
tributes to the warm weather.

What to expect this
growing season
First off, expect an early start. Because
the weather has been so consistently
warm, the season likely will be pushed
forward. Leaf and bud emergence, as
well as pest activity, will occur sooner
than usual.

An early spring season can jeopardize
plants. With early bud break, trees are

more susceptible to a cold snap or

14 LANDSCAPEMANAGEMENT.NET | APRIL 2012
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being damaged in storms.

Consider the snowstorm that
pounded the Northeast in October.
Trees sustained severe damage from the
weight of snow on full canopies, and
those wounds are susceptible to wood-
boring insects and canker disease.

Cold winter temperatures have a
significant effect on insect survival.
Extreme temperatures reduce survival
of overwintering pests. In the absence
of cold, insect survival is favored. If
temperatures remain mild, pest emer-
gence will occur earlier than usual. With
relatively mild temperatures and wet
spring conditions, you can expect greater
disease outbreaks as well.

What to do about it
In preparing for the season, be ready for
an early start.

Local extension agents are a wealth
of knowledge, so consult them. They
offer helpful information about pest

continued on page 16
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Challenge...

Water pooled up into ankle-deep mud directly in
front of Kenan Hall At Flagler College each time it
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BUG OFF

continued from page 14
emergence, often online.

Extension offices also can help you
identify the phenological indicators of
when to treat for common pests. For
example, in New England, treatments
for winter moth are applied when for-
sythia blooms.

As the season continues, if tem-
peratures rise rapidly and stay elevated,
expect overlap in insect emergences.
That means treating for a number of
pests early. Researchers have forecasted
that areas with dry climates are likely to
become drier and wet areas wetter.

Dry regions like Texas and the West
can expect increased pressures from
pine bark beetles and Ips beetles, which
attack drought-stressed stands of trees.
Pine sawyer beetles attack stressed trees,
and vector pine wilt. Mites, more active
in hot, dry weather, damage evergreens.

Wet areas such as the Northeast
and Florida, on the other hand, can

expect an increase in foliar diseases
such as anthracnose and insects such as
whiteflies. In the upper Midwest, elm
bark beetles can transmit Dutch Elm
Disease. Expect earlier beetle flight, and
earlier DED applications.

Many species of scale insects
that infest trees and shrubs are most
susceptible to treatment at the crawler
stage. Crawler emergence and new leaf
development usually are coordinated.
Though hemlock trees develop later
than many hardwoods, expect an early
push of foliage this year. Treatment for
elongate hemlock scale, for example,
should be made earlier.

"To manage all of this, check weather
conditions and antcipate having to

The mild winter we've had is likely to bring
higher populations of pests such as emerald
ash borers (left) and whiteflies (right).

apply treatments early. Read all label
instructions and dilution rates. Lastly,
inject trees when soils are moist and have
warmed in spring. In summer, inject
trees early in the morning, when condi-
tons are cooler. In dry conditions, water
your trees before treating them.
Whatever the weather, by planning
properly this season, we can prevail. tm

The author is an ISA-certified arborist and
plant bealth care specialist with Arborjet
and bas more than 30 years’ experience in
the horticultural and arboricultural field.
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WHIT'SWORLD

MARTY WHITFORD EDITORIAL DIRECTOR I

few years ago, I lost our son
Jamie while I was looking for

a new pair of jeans at a JCPen-
ney store. After organizing a
search party comprising just
one increasingly frantic father, I decided the best
course of action was to run around the depart-
ment store like a mad man.

Failing to uncover a single trace of Jamie’s
whereabouts, after 10 minutes, I shelved my ego
and asked for help. I came clean with one of the
store’s security guards. Shaking her head, the secu-
rity guard sternly said, “Follow me.”

I thought to myself: I ran past this security guard
a few times before I asked ber for belp. I understand her
disappointment with me.

Walking briskly, the security guard unclipped
her colossal walkie-talkie, depressed the speak but-
ton and shouted “Code Adam! Code Adam!”

Then she turned to me and said, “We’re closing
off all entrances and exits.” I felt reassured ... for a
few seconds — until the word “exits” echoed in my
ear. I’d never considered that option: the thought
of Jamie wandering around the parking lot like a
human pinball. My perspective and fear grew.

“We’re walking to the mall entrance. We
don’t need to make this search any larger than it
has to be.”

Ob no! I forgot this store was attached to a mall.
God help me! Please, please help us find Jamie!

En route to the mall entrance, the security
guard made a pit stop at a cashier kiosk and
grabbed a clipboard with a form and a pen.

“What color shirt is your son wearing?” the
security guard asked.

“Blue, I think. Maybe black, gray or green.
Something dark for sure ... I think.” The security
guard shook her head, further disappointed.

“Pants?”

LANDSCAPEMANAGEMENT.NET | APRIL 2012

Lost and found: Be willing to ask for
help ... and use common sense

“Yes, he has pants on — or at least he did when
Ilast saw him.” ... Just kidding. That’s not what I
said, but it is a line a wisecracking neighbor inter-
jected when I shared this story with him.

“Jamie’s wearing black or blue sweatpants,
think,” I told the security guard.

Then, out of nowhere, I demonstrated the gift
of common sense. I believe it was God doing for
me what I couldn’t do for myself.

Oh my God! I'm sitting on a gold mine of informa-
tion! All I bave to do is share these four nuggets and
we’ll find Famie in seconds.

“Jamie has glasses, red hair, Down Syndrome
and a stuffed fake snake around his neck that he
likes to shake,” Il proudly offered.

But this by-the-book security guard didn’t
write down, or share with her coworkers via
walkie-talkie, even one of those nuggets —
clearly just because we hadn’t gotten to that part
of the form.

I wanted to scream, “You must be kidding!
You’re not going to share these nuggets with the
entire world? But my cell phone vibrated just then.
It was my wife, Bridgid. She no doubt wondered
where Jamie and I were. I didn’t have the heart (or
guts) to take the call and tell her I had lost Jamie.

For a split second, I imagined bargaining with
the security guard: You find me a kid with red bair,
Down Syndrome or a stuffed snake, and Ill take him
home and fool the wife until we find the real deal.”

Thankfully, better thoughts prevailed. A few
minutes later, someone found Jamie. He was “hid-
ing” in the women’s dressing room.

This month’s take-home lessons:

1. Never be afraid to ask for help;

2. Common sense isn’t so common; and

3. Jamie clearly is much brighter than his Old
Man and the by-the-book security guard.
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The 9/11
Memorial's
urban forest
1S rooted in
much more
than soil.

It’s raining in Lower Manhattan. It’s a cold rain, the
kind that makes you want to stay in bed. Yet at the 9/11
Memorial, visitors are pouring into the outdoor plaza
just as steadily as the drops above. They have far more
important things to think about: their loved ones.
Some visitors gaze, mesmerized, upon the memorial’s
two waterfalls. With their fingers, others gently trace
the names of family and friends whose names are
carved here. ‘ Across the plaza, Wayne Dubin, 52,
sports a short gray beard, a red and black windbreaker and khaki pants. The vice
president and division manager at Bartlett Tree Experts has worked in the tree
care business for 23 years. He knows his trees. W The veteran arborist looks
out at the rushing water and the landscape beyond. He sees the two one-acre
voids where the World Trade Center once stood. And he’s acutely aware of the
thousands of victims’ names emblazoned in bronze before him. ﬁ “The trees
bring life to the plaza,” he says weightily. “The trees bring life to the plaza.”
On the burial ground of nearly 3,000 people, that life means a lot. »

BY BETH GERACI SENIOR EDITOR

PHOTOS BY: BETH GERACI
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STILL

ANDIN

s tories about heroism and hope on 9/11 abound. But perhaps none is

» After its miraculous
recovery, the Survivor
Tree continues to
thrive and inspire.

more inspiring than the well-known story of the Survivor Tree.
The pear tree was the only thing to be found alive in the World
Trade Center rubble. It was crushed at the bottom of the pile. But it was alive.

Ten years later, the Survivor Tree holds a special place at the 9/11 Memorial.

“That tree represents the strength of New Yorkers,” said WWayne Dubin,
who is responsible for the tree's day-to-day maintenance.

“There were multiple opinions as to whether the Survivor Tree should be
on the plaza,’ recalled Mark Merit, chief operating officer of Environmental
Design, which was deeply involved in restoring, transporting and installing the
Survivor Tree at the 9/11 Memorial. “Ron Vega is the godfather of the Survivor
Tree. Without his personal ‘I'm going to make this happen, that tree would not
have been on the plaza”

Vega, the 9/11 Memorial's director of design, was deeply involved in the
9/11 recovery efforts from the very beginning. One day on the pile, he heard
about the tree’s discovery, and he never forgot it.

Years later, when the 9/11 Memorial was in the planning stages, “I remem-
bered about the Survivor Tree. | remembered about this legend, this story about
a tree coming out of the debiris field,” he said in an interview with the Discovery
Channel. "And on a site that had so much death, this was the one breath of life
that came out of it. | had to make sure that we had a place for it on the plaza.”

The tree was badly injured. For nine years, the New York City Parks
Department nursed it back to health at Brooklyn's Van Cortlandt Park. The
efforts were going well. Until, that is, 2010, when a major wind storm
blasted the East Coast.

Again, the Survivor Tree was knocked over. Its future looked grim.

“"When it blew over, it cracked all the roots on one side of it," said
Merit, whose team got involved with the tree’s restoration after that
storm. "It had a compromised root system, a very tricky operation.”

But the team brought in equipment to right the tree and cultivate the
root system. Within nine months, it was sprouting new growth.

In the end, Environmental Design transported the 25,000-pound load
to the 9/11 Memorial and lowered it into its honorary spot.

Today, the Survivor Tree is in full bloom. — BG
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For them

“The project’s a huge, huge emotional
and physical success,” says Ron Vega,
the memorial’s director of design and
construction. “It’s healing for every-
body who comes, the victims’ families
especially. Those who have no proof of
death, this is their final resting place.
And when people come to visit, they
feel like it’s the place they have to come
to say goodbye.”

Vega serves as the liaison between
the memorial’s owner, consultants and
construction teams, overseeing the 9/11
Memorial project.

“He’s the band on the deck of the
Titanic,” Dubin says of Vega. “He just
keeps playing.”

It’s no wonder. Vega is immersed
in the 9/11 Memorial, professionally,
emotionally and physically. And he never
loses sight of its mission.

“The only reason I got involved
was to help people have a place to
say ‘goodbye’ to their loved ones,” he
says. “I just met someone who lost her
husband in the attacks, and you would
have thought it was just yesterday. She
was so appreciative.”

Shade and solace

It’s the people — both those who live
on and those who live only in memory
— who make the project so special,
says Dubin, who is charged with
overseeing the care of the more than
400 swamp white oak trees that are
part of the 9/11 Memorial. “It’s
an honor to in some small way be
involved in paying tribute to all
the people who lost their lives,
and their families trying to
cope with a loss that is
very hard to reconcile.’
"Trees were not in
continued on page 25

)

Ron Vega insisted that the
SurvivorTree occupy a special
place at the memorial.
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and get your other work done too.

e Simple to add to current service

® Minimal investment in tools

e High profit potential

¢ Can be used where other methods can't

o

Learn more af www.mauget.com 35435 Peck,li&g Arcudid‘, Cﬁ 91006 800-TREESRx  800-873-3779 © Copyright J.J. ﬁlaugei Co. : -
- & v > g1 N, »

o R oo %

Ve

ik

; \ - }";. -~ s

-y -




See a full list of low prices
and calculate your savings at
rainbird.com/demandmore

Demanding more and paying less.
That’s intelligent.

Rain Bird supports your right to install quality products at a fair price.
Paying less shouldn’t mean settling for less. At Rain Bird, we're keeping our list
prices lower than the competition—giving you the flexibility to win business
in a challenging economy. We also continue to build the industry’s most
dependable, most water-efficient residential system products. Finding the right
combination of price and performance. That's The Intelligent Use of Water.™

VAN BIRD.




PHOTOS BY: BETH GERACI (MAIN); JAMISON LACKEY

continued from page 22

the original plans for the memorial.
But when the landscape architects at
Berkeley, CA-based Peter Walker and
Partners (PWP) joined the memorial’s
designer, Michael Arad, during the final
design stage, they insisted on the trees

to provide shade on the scorching plaza.

Since then, the trees have come to
embody far more than a plot of land.
They signify renewed life in a place left
jarringly bereft of it.

Ultimately, the landscape architects’
design calls for 416 custom-grown
mature trees at the memorial. So far,
225 swamp white oaks have been
planted there, and another 191 will join
them by next year’s end.

The trees will spread laterally, and

LTS

Swamp white oak trees rise between
the 9/11 Memorial and the future entry
of the 9/11 Museum (above); Visitors
walk among the trees last fall (left).

over the next 10 years, the branches
will spread to touch each other. “You’ll
geta full tree canopy, so you’ll come
here and there’ll be some relief from
the sun,” Dubin says.

The landscape architects mandated
that the trees’ leaves be 10 feet off the
ground — high enough for visitors to
walk beneath. They also wanted the
trees to be uniform in height and have
top growth. That meant the trees had to
be pruned excessively.

“There was @ /ot more to these
before we did such aggressive elevation
work,” Dubin says.

But despite the hard work, “the
trees aren’t the focus here,” Dubin says,
his voice rising. “The memorial is the
focus. We're here for the trees.” He
points behind him to the names carved
in the memorial. “But that’s the focus.

I don’t think people think for a second
about what goes into it.”
continued on page27
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continued from page 25

A special motivation

In fall 2006, it was business as usual for
the folks at Environmental Design, a
35-year-old, Houston-based tree moving
company that has built its reputation
on efficiently moving trees everywhere
from the United States to Australia.
Business as usual, that is, until Envi-
ronmental Design Chief Operating
Officer Mark Merit got word: The 9/11
Memorial tree contract was theirs.
What was special, Merit says, is
“what you felt when you were out
working on it. A lot of people involved
in the 9/11 Memorial were first
responders. A lot of folks you deal with
in the Port Authority are people who
lost almost all their coworkers. So you
run into people who aren’t just there
to do a job. They’re there because they
have a personal stake in it.”
Environmental Design is responsi-
ble for the trees from when they arrived
in late 2006 until they’ve been on the
plaza for two years.
The company partnered with
Bartlett Tree Experts on the project
so Environmental Design could focus
on moving the trees and Bartlett on
maintaining them.

Any way, any how

Merit was keeping his cool. He had
just learned the streets surrounding the
memorial — the same ones Environ-
mental Design planned to use to crane
the trees down — offered little or no
access to the site.

“The crane areas got designed out
along the way,” Merit says nonchalantly.
"The original plan “just didn’t happen. It
made for fun, that’s for sure.”

"To compensate, Environmental
Design custom built a transporter to
drive trees onto the plaza. The com-

Landscaper Relies on
Mobil Delvac to
Protect Critical Equipment

Q: who told you about
Mobil Delvac?

Hastings: My father was a
veteran contractor. The first
thing he told me was to use
Mobil Delvac diesel engine
oil in all my equipment
because it is designed to
help business owners like
me get the most life from
their equipment.

Quentin Hastings, owner-operator,
Q: What kind of landscaping Hastings Landscaping — Bristow, VA

do you do?

Hastings: We specialize in residential and commercial landscaping
all over Northern Virginia. In the winter, we also plow snow, mostly
commercial properties with large parking lots.

Q: What kind of equipment do you use to run your business?

Hastings: We have six heavy-duty diesel pickup trucks, a large
dump truck, eight lawn mowers, nine trailers and a Bobcat
excavator.

Q: What are the most important factors that have contributed
to your success?

Hastings: | am very diligent when it comes to maintaining my
equipment. | check the fluids and tire pressures every day, wash the
trucks every week, and, just like my father recommended, | always
use Mobil Delvac to protect my equipment no matter what season.

Logon to mobildelvac.com
or call 1-800-MOBIL-25.

©2012 Exxon Mohil Corporation. All trademarks
used herein are trademarks or registered
trademarks of Exxon Mobil Corporation or one
o Long g e of its subsidiaries unless indicated otherwise.
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plicated project took nine weeks to
complete, but the company was willing
to do anything to make the memorial’s
opening a success.

“That was an important day for
everybody,” Merit says.

Owning it

“Look at this tree,” Dubin says. He’s
pointing to a slight discoloration near
the base of its trunk. “Two days before
the opening, somebody ran into this
tree with a rolling cart, tore off a huge
section of bark.”

Bartlett rushed to repair it, “and
I’d say 99% of the people walk by and
never even notice this happened,”
Dubin says proudly. “Nobody’s going
to notice that.”

Except Dubin, who notices every
detail about the trees. He feels a deep
responsibility for all of them.

“These are my trees,” he exclaims.

“I'm taking care of ‘em. Leave ‘em
alone. It’s a tough enough environment
without any help, or hindrance.”

Given the deep sentiment behind
the memorial, the pressure to keep the
trees healthy is immense.

“Make them all do well. Don’t let
any of them die. Under any circum-
stances. Ever,” Dubin says.

“Let’s say for example this tree right

here died,” he continues, crouching
down to the base of the tree. “They’d

COOL POWER

MORE EASE
Non-turf areas stay clean for months
| with one shot of ‘stays-put’ ProDeuce®.

ESCALADEZ MALET  ProDeuce




Environmental Design workers load
two swamp white oak trees onto a
flatbed truck at the New Jersey hold-
ing yard (left); The team lowers a tree
down onto the 9/11 Memorial to be
planted (above).

have to pull up all this stone work.
They’d have to disconnect the
irrigation system. And then they’d
have to figure out some way to
geta piece of equipment in here
— because this tree weighs about
30,000 pounds — and pull this one
out. And put a new one in. It would
cost tens of thousands of dollars just
to replace one tree.”

Underground

“There is pretty much irrigation
underneath everywhere you walk
when inside the memorial grounds,”
says Kelco Landscaping and Construc-
tion manager Jeff Sausele, who oversaw
the memorial irrigation project.

That’s because the memorial is actu-
ally a 6-foot-tall rooftop garden, built
atop the 9/11 Museum and a train sta-
tion more than 70 feet below street level.
An unprecedented 30 miles of irriga-

tion pipes run through the property,
and more than 40,000 tons of soil lie
buried beneath the plaza to sustain the
trees’ growth well into the future.

“Rooftop irrigating is based on trying
to use as small an amount of water as
needed for the landscaping to survive,”
Sausele says. “99% of itis done with drip
irrigation. That irrigation drip pipe is all
over the site...underneath everywhere
the public walks in the memorial.”

The water used to irrigate the
plaza comes from harvested rainwater
captured in tanks underground. It’s
regulated by two smart controllers —
one for the north pool and one for the
south pool.

Kelco, known for its high profile
landscaping contracts around New
York, also is responsible for the plaza’s
landscape maintenance. But it’s the
extensive irrigation system that is most
crucial to the memorial’s ecological

health.

MORE FLEXIBILITY

Spray on even the coolest days without

sacrificing weed control with Cool Power®. |F

Collaborate. Create. Succeed.
www.nufarm.com/usto




With various teams striving to meet
the same deadline for the memorial’s
10-year anniversary opening, the site
“was a controlled chaos” for Sausele
and his 11-person team.

“There were no staging areas,
so material needed to be brought in
weekly,” Sausele says. “The fact that
most of my pipes are in 3-foot tunnels
throughout the whole site, it was just a
tough, crowded work site that had no
room for error, and that deadline of
9/11/11 was not changing.”

Behind the scenes

It’s about an hour’ drive from down-
town New York to the holding yard in
Millstone Township, NJ, a rural area 55
miles southwest of New York City. The
township is rich in history, having served
as a covert outpost for the Continental
Army during the Revolutionary War.
Dubin turns onto a winding road

In warmer months, the swamp
white oak trees on the memorial’s
large plaza bring a lushness to
the site (above); Jeff Sausele of
Kelco Landscaping (right) and his
foreman, Mike Keller, oversaw the
memorial’s irrigation project.

PHOTO BY: JOE WOOLHEAD (MAIN); JEFF SAUSELE

EASY INSTALLATION IS A LOK.

Who says there are no sure things in construction? Hardscapes built and designed with VERSA-LOK are a cinch to go up quickly and
easily. Our pinned in place design makes perfect installation and structural stability a sure thing. When you use VERSA-LOK, once it's
built, it’s built to last. And last. To create retaining walls, freestanding walls, columns, steps and ore with no need for special units,
there’s only one product to trust. Simple, reliable and beautiful. That’s the VERSA-LOK promise.

To find out why landscape architects prefer VERSA-LOK, call (800) 770-4525 or visit www.versa-lok.com.

A

®
VERSA-LOK
Retaining Wall Systems
Z 3 £ z Solid Solutions:"
Freestanding Mosaic Random Fully Integrated Random-Pattern Freestanding Multi-Angle
Walls Face Patterns Stairs Tall Walls Columns Corners
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PHOTO BY: BETH GERACI

that cuts through farmland, draped in
the day’s mist. His is the only car on
the two-lane road.

When we finally pull into the
12-acre holding yard, we're greeted
by the striking sight of 240 swamp
white oak trees, each held in its own
7-and-a-half-foot by 9-foot yellow
pine box, encased in white insulation.

Merit knows the sight well. After
all, he and his team built it. The trees
are grown in boxes to ensure their root
systems stay intact as the trees are trans-
ported to and installed at the memorial.

Environmental Design began build-
ing the nursery in March 2007, loading
onto flatbed trucks trees from New
York, Maryland and Pennsylvania in
tribute to the places where the attacks
took place.

“We moved all told close to 600
trees into that nursery and there was
not a single problem,” Merit says
proudly.

Completing the picture
At the far end of the plaza stands a
chainlink fence. Beyond it, cranes rise
into the air and construction workers
are engrossed in building out the plaza.
A jackhammer pounds nearby, but the
soothing gush of the memorial’s water-
falls mutes the noise.

The makeshift entrance where visi-
tors enter the memorial today was never
intended to be an entrance at all, Vega
says. “The true intention of the design
is that you go through the museum
first and then finally get to know the
people who have it as their last resting

The sight of the
more than 200 trees
at the holding yard

is “eye-popping,”
Wayne Dubin says.

place,” he explains.
“You get this ‘ahal’
moment and you
open up to the authentic original.”

Despite the ongoing work, the plaza
has come a long way from its beginning,
when every square inch of it was filled
with gravel, concrete, rebar, dirt and
tool storage.

“We still have another two acres to
build,” Vega says. “But it’s so beauti-
ful, you don’t realize you’re coming in
through the bathroom window. That’s
the success of it. You get to experience
all the victims’ names and hear the
rustling of the trees and the rushing of
the water. It’s a tremendous accom-
plishment.”

grubs and producmg profits — another. way N arm glves you more where itm “tters most

@7
MAILLET

INSECTICIDE

More where it matters most.

www.nufarm.com/usto
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THEBENCHNARK

FRANK ROSS I The author, owner-manager of 3PG Consulting, is a 45-year industry veteran. Reach him at fross@questex.com.

or most of us, 2011 was challenging.
The economy continued to be slug-
gish. Businesses struggled with rising
fuel and labor costs against declining
prices. New construction in many
arenas was non-existent. Cash flow tightened. For
many, it was a matter of hanging on tight and rid-
ing out the storm.

The economy remains sluggish. Unemploy-
ment in the construction field is more than 16%.
Fuel costs are expected to hit record highs. Credit
is more difficult than ever to obtain. And how many
more years can we keep telling our people “no” to
bigger paychecks?

Let’s quit crying in our beers and realize we're
in control. We can overcome the market and this
economy, but we must realize we need to make

changes in how we do what we do. That means
improve. We need to look at every aspect of our
business and ask, “How can I improve this pro-
cess?” Lead generation, the sales process, pricing,
job productivity, job tracking, accuracy and timeli-
ness of financial information, cash flow, updating
our business model and our business plan, training
... the list goes on.

My challenge to each of us is take control, make
improvements and beat this market at its own
game, which brings me to some resolutions.

I pledge:

| will become a better manager of my financial
1 goings-on, understand my financial position and
manage my cash flow more effectively.

I will install an estimating system, so no matter

who estimates the job, the price will be the
same.

1 will develop a pricing strategy that will balance

what the market will bear against what I need to
make a fair profit.

1 will track job performance daily so the people

who can really make a difference (my crew lead-
ers) will take ownership of their work.
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Beat the market with new resolve

I will cost every job so I know where I'm making

money and can make improvements in the areas
where I'm not.

1 will generate timely financial reports focused
6 on providing information I desperately need
to manage my company: sales reports updated
weekly, with the status of every open proposal;
P&L statements by profit center by the fifth of
the following month showing where I'm mak-
ing money and where I'm not; job productivity
reports weekly, if not daily; schedules of aged
accounts receivable and payable; cash position
reports weekly; budgetary projections, updated for
current market conditions, etc.

| will prepare an intelligent and insightful budget

that will serve as my road map for the challenges
I’m facing this year.

1 will control my cash flow to enhance the

liquidity of my company, obtain deposits on
jobs, collect money in less than 30 days, create a
just-in-time mentality for inventory control, sell
equipment we’re not using, renegotiate my bank
loan portfolio for better terms (consolidation/lower
interest/longer term) and strive to become debt-
free by a specific deadline.

I will maximize the capacity of the people in

my organization, to inspire them to perform
beyond expectations, compensate them fairly, keep
the pipeline packed with fresh young talent, train
and retrain and create an energized environment
where all of my people can grow professionally
and financially.

I will develop my marketplace so I'm king in

1 0 my geographic area; provide the best service
at the best value; and never have my crews drive
past a property we should be maintaining.

Once I master these, my challenge will be to
create 10 more, and 10 more after that, because 1
know the only way I will beat this economy and
stay ahead of the game is to continuously improve.



NAME: Danny, Gordon,
Jessica Milligan

COMPANY: Strathmore
Landscape

YEAR FOUNDED: 1960s

YEARS IN THE INDUSTRY:
40-plus

INDUSTRY INVOLVEMENT:
Members of ASHOQ
(Quebec Ornamental
Horticulture Association)
and CNLA Certification
Committee

EDUCATION: Very little
formal education. Lots of
learning at industry con-
ferences and seminars

HOBBIES: DM: Reading,
walking; JM and GM:
Crossfit; All 3: Family
vacations

FAMILY: Danny is married
to Cathy, and together
they have 6 children.
They also have one
granddaughter, Jessica's
daughter, Mia.

WEBSITE: pslc.ca/

LAWNCAREPRO

BY DAN JACOBS <« [M'S OPERATOR OF THE MONTH

Danny Milligan, president of Strathmore Landscape, is
proud of the company’s latest environmental initiative.
“We cannot change from gas-powered trucks com-
pletely, but we are moving in the direction of sustainabil-
1ty one step at a time.”
Milligan, along with daughter Jessica and son Gordon,
talked a little bit about how the industry has changed

over the years and how business is different in America’s

northern neighbor.

How did you get into the in-
dustry? Danny’ father Elmer
did landscaping when Danny
was a child. Danny helped
him. Elmer opened a garden
center and Danny started tak-
ing planting jobs for garden
center customers when he
was 17. Gordon joined the
company while he was stll in
high school and Jessica started
in 2004.

What makes your company
unique? Our clients don’t
simply need a contractor;
they need us to be their eyes
and ears for their building’s
exterior appearance. We offer
them proactive, professional
management.

Tell us about your electric
vehicle. Strathmore launched
Quebec’s only zero-emissions
landscape maintenance team
in April 2011. This team of
skilled horticultural techni-
cians drive Québec’s first pri-
vately owned Goupil electric
vehicle. This compact truck

can operate for a full week on
a single electrical charge.

"The zero-emissions team
does not use gas-powered
tools. Their work is done by
hand or with professional-
grade battery-powered tools.
All green waste is composted
and used to enrich acres of
local topsoil.

Do you have challenges in
Canada that your American
counterparts don't face?
Herbicide restrictions in the
past five years. We’ve adapted
our systems and processes

to focus more on total lawn
health, preventative rather
than reactive treatments.

Can you describe your market
and your customers? Urban
commercial properties and
suburban shopping/life-

style centers. We work with
property managers who are
focused on balancing their
budgets while maintaining an
excellent exterior image.

WE RECOGNIZE THAT OUR CLIENTS DON'T SIMPLY
NEED A CONTRACTOR; THEY NEED US TO BE THEIR EYES AND

EARS FOR THEIR BUILDING'S EXTERIOR APPEARANCE. — essicamiusan

To what do you attribute your
100% retention rate in 2010?
We don’t wait for customers
to tell us there’s a problem.
We partner with the cus-
tomer and propose upgrades
and improvements, establish
long-term plans and budgets
and participate actively in the
success of their building.

What is your strategy for
growth? We focus on what
we can be the best at. Any
new growth has to be in line
with our budget and has

to be done systematically.
Instituting standardized work
practices has allowed us to
grow quickly and profitably
with very little stress.

What's the best part of your
job? DM: Touring jobs after
the flowers are planted.
GM: Being outside.

JM: Seeing our employees
succeed at work and in life.

What is the most significant
moment in your business
career? Writing our value
statement together with the
employees and then turning
itinto a living document that
guides our daily decisions and
practices.
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PROJECT-xouc

A SCRAPBOOK OF DESIGN/BUILD OVERHAULS

THE MISSION

Provide beautiful,
meditative and functional
outdoor spaces to help a
community center better
serve its members.

As one of nearly 100 subcontractors on this $33
million project, the DeSantis Landscape team was
continually faced with coordination, scheduling and
logistics challenges. But as President Dean DeSantis
notes, “We are proud to say that we have become the
general contractor’s landscape contractor of choice,
based on our performance on this unique project.”
The 10-acre landscape, which surrounds a
92,000-sq.-ft., LEED Silver-certified, multi-
functional community center, was completed in two
phases over a period of approximately a year. The

project involved the procurement and installation of

nearly 35,000 plants and trees.

“The first phase included the irrigation, bioswale
construction and planting and large lawn areas
around the perimeter,” DeSantis says. “The second
phase included the entry water feature; prayer garden
and water feature; amphitheater; entry pavers; ‘turtle
back’ stone feature and swale; and the planting and
irrigation around the exterior of the building.”

"The entry water feature consists of four boulders,
each weighing between 25 and 40 tons. They were
hand-selected by DeSantis and landscape architect
Christopher Freshley from a mountainside in the
Columbia River Gorge. A stone artist was then
brought in to bore and cut the stones before they
were loaded and trucked to the project site.

DeSantis credits three suppliers in particular
who helped his team significantly with this project:
Hunter Industries, John Deere Landscapes and the
Andrusko Group.
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THE WORK

1 | Show and shell. \What became known

as the “turtle back” stone feature courses
through a swale and planting bed near the
front entry. “It is a unique feature of dry-
set, three- to five-inch-thick stones laid in a
rolling pathway that creates a fun element
for children and adults to walk through the
landscape,” says DeSantis.

2 | Making an entrance. Behind the boulder
water feature at the center’s entry are 30-ft.-
tall specimen Acer circinatum, dug from a
local, native forest.

3 | Bould over. The two water feature boul-
ders have 2-in. bores intercepted by 36-in.
cross cuts to create a weir. All the paver
work was also completed by DeSantis
Landscapes.

4 | Sewer soother. The parking lot swales
were constructed using these round rock
“dams” to slow stormwater as it passes
through, using phytotechnology to cleanse
the water before entering the sewer system.
Also, curb cuts throughout the parking lot
direct stormwater to the swales for filtering.

5-6 | Tranquil space. The prayer garden’s
water feature is a mortared stack wall. The
team was charged with keeping the water
from running horizontally across the stones
and directed into the basin. The solution?
"All of the stones had to be laid at a slight
canter,” DeSantis says, “while maintaining a
nice horizontal stack line.”

DeSantis Landscapes is a family-owned,
nationally recognized landscape company
with offices in Salem and Portland, OR. Proj-
ects range from commercial properties and
large private estates to intimate residential
gardens. This project garnered a 41st Annual
Environmental Improvement Grand Award
from the Professional Landcare Network
(PLANET). For more information, visit
DeSantisLandscapes.com.
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WEEDWATCH

STANDING SENTINEL TO PROTECT PLANT HEALTH

Recommended
Dow AgroSciences
solution

Dimension® specialty
herbicide*

CROWFOOTGRASS

Dactyloctenium aegyptium

IDENTIFICATION TIPS

» This bunch-type sum-
mer annual is commonly
found in sandy soils.

» Stems bend and root
at the lower nodes, and
have a spreading, creep-
ing structure.

> Leaf blades and
sheaths are without hair.
Leaf margins have long,
stiff hairs at the base.

> The flower head has
two to seven spikelets at
the tip of the stem.

> Its seed head resem-
bles a crow's foot, and
each plant may produce
up to 60,000 seeds.

CONTROL TIPS

> Properly mow, water
and fertilize lawn to en-
courage healthy growth
and minimize thin turf.

> This species can be
invasive and is a prolific
seed producer. Appropri-
ately labeled pre-emer-
gent herbicides are the
most effective method
of control.

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

Recommended
Dow AgroSciences
solution

Dimension® specialty
herbicide*

JAPANESE STILTGRASS

Microstegium vimineum

IDENTIFICATION TIPS

» This summer annual,
also known as Mary's
grass, resembles
bamboo.

) Its leaves are pale
green, lance-shaped
and asymmetrical with a
shiny mid-rib.

> Slender stalks of tiny
flowers are produced in
late summer, and dry
fruits (achenes) are pro-
duced shortly afterward.

> It spreads by seeds and
rooting at joints along the
stem. Seeds produced
by this plant can remain
viable in the soil for at
least three years.

CONTROLTIPS

> For non-selective con-
trol of established Mary's
grass, glyphosate can be
used. There are limited
choices for complete
post-emergent control of
this species in estab-
lished turfgrass.

> Mary's grass is identi-
fied as a class C noxious
weed in some areas, SO
preventing the germina-
tion and establishment
of it is critical. Apply a
pre-emergent herbicide
in early spring prior to
germination.

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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GENERIC HERBICIDES ARE FINE
IF YOU RUN A GENERIC BUSINESS.

Dimension® specialty herbicide isnt the No. 1 brand just because it offers outstanding preemergence
and early postemergence for crabgrass control.! Or because it's a wall-to-wall solution for weed control
in turf and landscape. It's No. 1 because it's a proven product from a proven company. Unlike generic
manufacturers, Dow AgroSciences provides innovative products, expertise and field support that helps
retain and grow business. It's what sets Dimension apart from the competition. And when you use it, it can
do the same for you. To learn more, visit www.DowProveslt.com. 12010 Specialty Product Consultants.

Dimension @ @ & @

Specialty Herbicide GOLF LAWN NURSERY ORNAMENTAL

PTrademarl




BESTPRACTICES

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

ast month I laid out the six pillars
necessary to create a strong founda-
tion. Now, here’s how to fix what’s
broken.

Solid financial base: Improve cash position by

understanding ratios. The first step in solving
restricted cash flow problems is to regularly track
two key balance sheet ratios: Quick Ratio, an indica-
tor of a company’s short-term liquidity to meet
operating needs (current assets minus inventories
divided by current liabilities) and Current Ratio
(current assets divided by current liabilities).

> Cost cutting can help build cash, but cash
management is equally important.

> Stay on top of your receivables: strive for an
average age of receivables of under 30 days.

> Bill in advance for maintenance contracts
versus billing at the beginning of the month for the
current month’s service.

> Do not make cash distributions until your cur-
rent ratio is in the safe zone.

Healthy Debt-to-Equity Ratio: This is a ratio of
debt to owner’s equity. A debt to equity ratio of over
2 for a maintenance company is considered too high
and will limit your ability to gain access to credit.

> Have a clear plan for paying down debt.

> Consider leasing rather than taking loans out
to finance equipment.

Maintain a good business mix. A diversified

business mix will strategically position your
organization for lasting results and ensure regular
revenue streams throughout the year.

> Track your business mix annually.

> Measure the profitability of each type of
business (construction, maintenance, etc.) and each
customer segment (commercial, residential, etc.)

> Develop a targeted sales approach that keeps
you in balance.

> Apply sales incentives in segments of business
that you want to grow to achieve balance.
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Let’s fix the cracks in your foundation

Make a commitment to leamning. Having the

ability to adapt, change and transform your
company in response to shifting market preferences
will enable you to remain competitive.

> Hire a good cross-section of talent.

> Encourage debate and dialogue.

> Provide continual learning opportunities for
your employees.

> Conduct regular reviews when things do not
go as expected, either favorably or unfavorably.

> Keep the ‘blame game’ out of your company.

4 Be decisive. Empower managers to lead, be
objective and think on their feet.

» Make meetings count, have an agenda and
keep minutes. Hold people accountable.

> Move procrastinators out or to positions
where they do notkill the decision making process.

> Reflect on the future and quickly take advan-
tage of opportunities.

Inspire talent: Commit to learing. If you don’t

have enough management candidates to meet
growth demands:

> Recruit interns and new graduates to develop
a pipeline of new talent.

> Develop a mentoring culture that inspires
engagement.

> Reward people with promotions if they have
trained a replacement.

6 Customer focus. Keep an eye on customers’
preferences. You’ll grow your business and
improve customers’ experiences.

> Evaluate process changes for their effect on
your present and future customers.

> Ask your customers for advice.

> Learn more about your customers and what’s
trending. If you know their problems, you can offer
solutions.



HEPORTS

YOUR GUIDE TO PRODUCT RESEARCH

DESIGN BUILD:

LIGHTING

i

Schréder Lighting US

Featuring a perforated mask design, new
Boreal luminaires’ decorative style is
inspired by translucent paper lanterns.
Laser cut, brushed stainless steel exte-
rior shades can be complemented with
optional dichroic filters to create colorful
effects. Available in single- or twin-light
configurations, IP66-rated fixtures mea-
sure 33.1 in. tall x 24 in. dia. They have
an internal metal halide CDM lamp mod-
ule, and use 70-, 100- and 150-W ED17
lamps. Schreder.us

Acuity Brands Bulbrite

New Tersen Ratio 1.5 is a contempo- New Eco Halogen A19 bulbs are compli-
rary styled luminaire supporting 48 ant with EISA 2012 incandescent general
LED diodes that produce illumina- service standards, and are ideal for use in
tion equivalent to a traditional 175- outdoor and security lights. The energy-
watt metal halide lamp. Its stylistic, saving bulbs are available in clear and soft
“finned"” shape serves as a heat sink white, and in the equivalents of 40-, 60-,
as well as an architectural statement, 75-and 100W incandescent.

making it ideal for outdoor parking Bulbrite.com

lots, walkways and mixed-use ap-
plications. The luminaire achieves a
50,000-hour life at 1,000 MA with
70% lumen maintenance.
AcuityBrands.com/outdoor

ouex 45 (LA
by

Cooper Lighting

Lumiére offers a variety of surface, wall
and tree mounting accessories. All are
equipped with a standard 0.5-in. NPS
threaded mounting hole to accept fix-
tures with 0.5-in. NPS threaded stems.
Made from die cast aluminum or stain-
less steel, they are available in several
finishes, including black, bronze, white
and more. CooperlLighting.com

With Gallery® and
Snapshot®, you'll
stand out even more.

Nobody offers the
portfolio of turf, nursery
and lawn care solutions
we do. Gallery® specialty

herbicide provides up
to eight months of
control on more than
100 broadleaf weeds
without harm on 490
field-grown ornamentals,
while Snapshot®
specialty herbicide
provides excellent plant
tolerance and can be
applied over the top
of 636 field-grown and
487 container-grown
ornamentals.

To learn more, visit

www.DowProveslt.com.

(//ﬂwDow AgroSciences

PROVEN SOLUTIONS

®Trademark of Dow AgroSciences LLC. State
restrictions on the sale and use of Snapshot apply.
Consultthe label before purchase or use for full
details. Always read and follow label directions.
©72012 Dow AgroSciences LLC
T38-081-001 {03/12) BR 010-60782 DATOTURF1075
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LMREPORTS

Holophane
GranVille Il LED
luminaires feature a
new optical design
that provides HID
light levels while cre-
ating a comfortable,
wholly luminous
appearance with low
glare, less uplight
and less light tres-
pass. Multiple lumen
packages are avail-
able, and fixtures
may be ordered

with asymmetric or symmetric distributions. The luminaires
are optimized to meet existing light standards. A dedicated
thermal management system maximizes performance and
reliability. The period-style fixtures are also designed for easy
access to the electronic driver to simplify maintenance. They
include cast aluminum housing available in multiple styles,
including two utility series and four standard housings. The
fixtures are offered with traditional GranVille trim options and
mount to industry standard pole tenons and existing loca-
tions. Holophane.com/LED/GV2

ey L AR
IfelSmart.

eI

IPOWeEr Spreader

. See.ourPS200 Video
www.pr_fzalnwns_p_readers.cum

@14-559-285%5

EEa

Cuts Downtime/Maintenance
Stainless steel frame & bodywork
Honda 6XV160 commercial engine

Cuts Application Time/Labor Costs
6 mph transport & application speed
200 pound capacity hopper
Cover 1 acre = 8 minutes
Consistent impeller speed
Controllable spread paltern
35" width for garden gate clearance

92012 PSB Company
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Orbit Industries

The new LET/LVT Series of compact electronic transformers
for low voltage landscape lighting can be installed indoors
or outdoors. It includes various options, such as a dimming
loop, potentiometer and grounding wire. Models are avail-
able in an operational range from 10W to 300W. The trans-
formers are “cool running,” offering efficiency and reliability.
A patented auto heat regulator automatically provides over-
load protection, dimming the output voltage if the system
accidentally overheats (194°F). This ensures more depend-
ability when compared to systems that terminate the light
completely. The LET/LVT Series is also dimmable without
producing any acoustic noise, which may occur with older
systems. OrbitElectric.com

WAC Lighting

Designed with architectural aesthetics and performance in
mind, the new energy-efficient LEDme Step Lights offer a
sleek profile and enhanced functionality for safety and style
on indoor and outdoor stairs, walls and other pathways. The
lights are offered in versatile, horizontal and circular scoop
designs for a clean, seamless installation without any visible
hardware. Easy to retrofit on to a single-gang, rectangular
style junction box, these luminaires offer a wide beam angle
for broad lighting distribution, and deliver balanced, consis-
tent lighting free of shadows and glare. Constructed with a
cast aluminum body, the lights can be dimmed with an ELV
dimmer and feature a replaceable LED module. They mini-
mize energy consumption and maintenance while extending
their life to 50,000 hours. Mounting hardware is available in
white, bronze and brushed nickel finishes. \WAClighting.com



pesien suio: HARDSCAPES

Belgard Hardscapes

The new Anglia Edger provides a cost-effective and decora-
tive option for edging paver surfaces. Designed for edging
driveways, patios, walkways and creating small planter
walls, its 8-in. height also allows it to be installed on the
same base as the pavers — to easily form a modern, clean,
raised edge. The chiseled finish emulates hand-hewn stone
and is tumbled to look distressed. Available in a variety of
color choices and a number of different lengths for flexibility
of design, the Anglia Edger is beveled on the ends to allow
for creating both curves and angles. The larger scale of the
edger makes it an alternative
to mortarset granite and other
natural stone edging because
there are fewer pieces to in-
stall and fewer joints. Anglia
can also be used to create
natural-form steps because of
its height and thickness.
BelgardDesignPro.com

Boulder Designs
Keep your crews
busy regardless of
the weather selling
boulders you build.
Boulder Designs boulders are natural-looking, cost-effective
site markers and signage for addresses, businesses, parks,
schools, recreation facilities and memorials — and are often
allowed by zoning regulations where other signage is not.
Add to your product line and your bottom line with Boulder
Designs. As pictured, our newest signage Boulder is gain-
ing a lot of attention.BoulderDesigns.net

AZEK VAST

VAST Composite Pavers use a patented grid system that
dramatically reduces installation time and takes the frustra-
tion and difficulty out of manually setting and aligning heavy
concrete pavers. First, grids are placed on the same even,
compacted sand base used with conventional concrete pav-
ers. Next, VAST pavers are inserted into the grid in any de-
sired pattern — alignment is automatic. Pavers are secured
using a flat-plate compactor, and finally, sand swept into the
paver joints completes the installation. VastPavers.com
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MORE user-friendly.

We’ve done the research, and product labels have been registered
to allow the products listed below to be applied without protective
eyewear following dilution with water.* So the choice is up to you.

Making application of our products more flexible and user-friendly:

just another way we bring you more where it matters most.

Y-SPEED'XT~ (COOL POWER

HORSEPOWER'

vincept” #TRIPLET'SF

More where it matters most.
www.nufarm.com/usto

©2012 Nufarm. Important: Alv
4-Speed®, Cool Power®, Horsepower®, Quincept®, and Triplet®
are trademarks of Nufarm. *Minimum dilution rates apply.

Consult product label for full details.

A

and follow label instructions.
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Permeable pavers, made from 40% post-industrial recycled material as a binder, allow

rainwater to drain through them, reducing stormwater runoff and flooding. Compared

to concrete and clay pavers, they're made with fly ash. They're
suitable for vehicular applications, are ADA-compliant for slip re-
sistance and feature maximum allowable space between units.
Available in eight colors, they meet ASTM C936 and can be pack-
aged for mechanical installation. CalStarProducts.com
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Your one resource
for everything LED.

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

* Accent T
- Path

- Hardscape

* In-ground

- Underwater

- Specialty

- And more.

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

\v/A Frorssiona

A\ ouTDOOR

Call 800-766-VISTA or visit www.vistapro.com
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The LoadSmart design positions the load
over the axel for better maneuverability.
Extendable features make handling large,
awkward loads easier. The appliance

hand truck features telescoping handles
that make merchandising, storing and
using easier. Two convertible, extendable
models provide an extra 12 in. of space to
handle difficult loads. Accessories include
moving blankets, fourwheel dollies and
the LoadKicker, which will safely and easily
remove a heavy stack from the base plate
with one simple lift of the foot, according
to the manufacturer. TheMojack.com

ENVIRONMENTAL
ELEMENTS

Henry Co!s brochure for its Vegetative
Roof Assembly system highlights its 790-
11 hot rubberized asphalt roofing mem-
brane. The combination of 790-11 and a
diverse selection of accessory products
allows for a highly flexible system, which
will meet the needs of today’s design
professionals when specifying a vegeta-
tive roofing project. The brochure also
explains the environmental sustainability
of vegetative roofs, as well as their eco-
nomic benefits, and provides information
about other Henry sustainable roofing
products. The single-source warranty that
Henry Co. offers for all Vegetative Roof
Assembly installations
enables the building
owner to contact only
one source for all mat-
ters pertaining to the
Vegetative Roof As-
sembly. Henry.com
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oshuaTaflinger met a
emand to combat the

OSHUA TAFLINGER, CERTIFIED arborist, took what
started out as an add-on biz and parlayed it

into a full-time career. Taflinger was running a
tree removal business and performing injection
services on the side, and it soon became obvious to him
that the emerald ash borer problem in the Indianapolis
area was worsening.

Taflinger had been battling the emerald ash borer, an
invasive boring beetle, with an injection product from
Arborjet. The results were encouraging, so Taflinger seized
the opportunity to specialize in emerald ash borer diagno-
sis and treatment.

He performed his first treatment in 2008. In fall 2009,
he dissolved his company'’s tree trimming and removal

ADD-ONBIZ

BY CASEY PAYTON << EXTEND YOUR BUSINESS

division, focusing entirely on preserving Indianapolis’s ash
population. His new enterprise, IndyAsh, took root.

“| treated about 300 trees total in 2008, 2009 and
2010, but last year alone | did 1,800," says Taflinger. “I'm
now preparing to do as many as 5,000 trees this year.
People are starting to recognize a problem as entire neigh-
borhoods begin showing signs. But there’s still a long way
to go in getting the message out that there’s still time to
save the ash population.”

While the emerald ash borer infestation is a serious
problem, Taflinger knows this won't be a lifelong busi-
ness. "“It's pretty new science, but the estimations right
now show it's going to be a 12-year period from the

time a tree starts showing signs of emerald ash »»

More Effective

Less Expensive...

&

Tree Tech® y ‘
E ron fion 5}'9’0‘"!

From Tree Tech® Microinjection Systems comes
a full line of nationally labeled insecticides, fungicides,
bactericides and fertilizers in leakproof microinjection units.

Insecticides - Acephate, Vivid®ll, and MetaSystox“R
Fungicides - Bayleton® and Quali-Pro®(R)
Fertilizers - Our proprietary Nutriject” formulations
Bactericides - Oxytetracycline antibiotic

950 SE 215th Ave.
Morriston, FL 32668
1-800-622-2831
e-mail: info@treetech.net
website: www.treetech.net

Tree Tech® Environmentally Sound Tree Health Care for the 21st century and beyond.

Labels, MSDS Sheets and Other Information Available at www.treetech.net
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ADD-ONBIZ

«<« borer to the time it's totally killed
off,” he says. “That will happen to every
ash tree in the area that hasn’t been
treated. Once the ash trees are gone or
have been treated, there will no longer
be a food source for the emerald ash
borer, and they won't be able to survive.
Though there’s still a lot of time for me
to do this, there will come a point where
the service is no longer needed.”

By then, Taflinger hopes to have
gained enough knowledge and education
to be a full-blown tree doctor. Currently,
if he's called out to a job that is out of his
realm, he calls in a specialist. His only
focus is emerald ash borer. But even
though he's not treating trees for other
diseases, he says he's learning more
every day. "I might refer the client to a
tree doctor, but I'll still do the research
so I'll have the experience to eventually
do these diagnoses myself," he says.
"I'd love to become a consultant and be
able to offer a full-range of treatment
services.”

While his niche requires specialized

COMPANY: IndyAsh

HEADQUARTERS:
Indianapolis, IN

WHY FOCUS ON EMERALD ASH
BORER TREATMENTS? A passion
and a need.

WHAT KIND OF INVESTMENT IS
NEEDED? Someone starting out
would need to invest in the

IV equipment and a cordless
drill, so you're looking at about
$2,000 for all of that. The most
expensive part is the chemi-
cal, but that's purchased on
an as-needed basis.

BIGGEST RISK: If you misdiag-
nose or the treatment doesn't
work, the customer’s tree is
dead.

OTHER CHALLENGES: People are
skeptical when they don’t un-
derstand something, because
they have to totally trust you.
And treatment is not cheap.

knowledge, Taflinger says any busi-
ness willing to invest in education

can successfully add a tree injection
service. “Even though I've made it

my main focus, it does make a good
side business,” Taflinger says. "But the
biggest mistake those who are new to
the business will make is misidentifica-
tion.... A lot of these conditions look
alike. Good treatments are not cheap.
The client is investing a lot of money.
They'll know if you misdiagnosed it
when the tree dies.”

Taflinger suggests starting with just
one treatment technician and seeing
how it goes. “My best advice is to get
educated,” he says. “I would recom-
mend about 50 to 100 hours of educa-
tion. That's what makes my business
a success. Anyone can buy the equip-
ment, but if you can’t answer your
customers’ questions you're not going
to get the job”

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

Get in Before Yqu

Selling.Bo

*Protected Territories

(A

%A [ motivate my
S8 offering produ

r Competition...

clients by
cts my

competition can't!

-Franchisee Ror

W of Kokomg, i,
Iders "You
'WMIW ! Boulder

»

44

£Designs o Free 877.892.2954
U RNCEL T .n.:a»-in»-.h‘ﬂ
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+Figures are published in our Franchise Disclostre Document {FDD) of March 2009 as mandated by the Federal Trad Commission, The above figures are actual, However, the FC
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ACUTABOVE

BY MARK LEITMAN « GREEN INDUSTRY MAINTENANCE LEADERS

JohnWatson, owner of Knoxville, |§ John Watso(ce
TN-based Common Grounds Rl hnds ngm:“' 2
company ’s Snap,
Landscape Management, operates
his business around a set of core
values. He also promotes sustain-
able practices for the industry.
Watson started his career in the
professional landscaping industry
through a high school internship
and is now the president of the
Tennessee Nursery & Landscape
Association.
“As members of the origi-
nal Green Industry, I believe it’s
important for us to take the lead in
finding alternative, environmen-
tally friendly ways to manage our
landscapes,” he says. Watson stops
to share his views of the mainte-
nance industry with LM.

Company: Common Grounds
Landscape Management Inc.

Headquarters: Knoxville, TN
Employees: 37

Key to being a maintenance

leader: My team and | operate TOP OBSTACLE

under three core values: One,

use your bestjudgment to > Recovery from the economic downturn. | think
TOP TRENDS do whatis right and fair; two, any obstacle is an opportunity to change and get
. commityourself to excellence better, which for us was how we ran our busi-
> Propane-fueled mowers. \We started using in everything you do and

ness before 2008. Things have to be important
to customers before they spend their money;,
because in reality, your budget is their money.

propane-fueled mowers two years ago as par- don'taccept anything less
ticipants in a study conducted by the University from others; and threelzatlrﬁatt
of Tennessee, which compared gasoline-fueled EVEryone as you would like to

) be treated. Even though the In light of that, we have transitioned to more
mowers with those fueled by propane. We business has changed over customerfocused business practices. We need
were so impressed with the performance of the years, our core values to remember that as the economy gets better,

the propane-fueled mowers that we converted have stayed the same.
half of our walk-behind fleet to propane-fueled
models. These mowers help reduce costs,

because propane costs less than gasoline for us
— especially in the summer — and our on-site refueling station TOP OPPORTUNITIES

we need to keep whittling away at inefficiencies
and creating lean management practices.

provides convenient refueling and virtually no fuel spillage. » Environmental stewardship. Our customers are really focused

» Smartphones on the job. We provided smartphones to our on finding sustainable ways to lower their carbon footprint.
employees to help with everyday tasks and to help track our job Common Grounds was green before it was popular to do so. We
costs. Our personnel clock in on their smartphones at the begin- believe it's important for the industry to find alternate ways to
ning of the day and clock into a specific job when they get to the manage our landscapes.

property to start service. Everything is web-based, so we can > Rewarding employees. We developed an open-book bonus plan
check the progress of each job, what is finished and not finished,  in 1990, which is based on our profit-and-loss statement from
and can even post new jobs to the site. each month. The simple formula is sales less the cost centers on
» Educated customers. Google has changed the world as we which team leaders can have a direct effect. We take this number
know it. | have noticed our customers use Google to look up and use a multiplier that is split between all the team leaders.
information about their plants and landscape, and they are look- During the economic downturn, this knowledge of all costs

ing for educated technicians who are just as knowledgeable. | allowed our team to become very lean. With everyone working
tell my account managers not to hesitate to do a little on-site together, we were able to save all the full-time jobs — and actu-
research with customers on their smartphones when questions ally increased team leaders’ bonuses.

arise. If this happens, | counsel the customer that they need to The author is the director, Business Development & Marketing for the

be sure they are using a reputable information source. Propane Education & Research Council.
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Call Kelli Velasquez at
216-706-3767,

Fax: 253-484-3080,
E-mail:
kvelasquez@questex.com
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EARN BIG

With Landscape Lighting
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-Great Add-On Sale
-Enhance Your Projects
-Penetrate Affluent Households

WE CAN TEACH YOU TO DO
LANDSCAPE LIGHTING THE
RIGHT WAY!

Training ~ Support ~ Products

Call For Information
1.800.687.9551

www.nitetimedecor.com

Incorporate
for as little as $99

Visit www.incorporate.com

or call 800-616-0216
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scanning this code
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Next Issue Ad Closing
June.......... .. 5/16
July......... Lot honnnnnn6/13
August.....ccoisemrmmsessnssnnans 7/18

Payment must be received by the classified
closing date. We accept Visa, MasterCard, and
American Express.

Mail LM Box # replies to:

Landscape Management Classifieds, LM Box #____
306 W. Michigan St., Suite 200

Duluth, MN 55802

(please include LM Box # in address)

FOR SALE

Rain Master Promax
TRC Irrigation Remotes
www.RemotePigtails.com
Don't overpay for connectors
Our 12 Station 21.00

Buy 20 get them for 17.00/ea
Their 12 Station 48.00
Volume Discounts? NONE
12-24-32-Station, MC Cables,
Eicon Cables, Special Orders
www.RemotePigtails.com

Or Google Remote Pigtails

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

Looking to Rl il

Reach
thousands
of
professionals
in your
industry
by placing
a classified ad!

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

SOFTWARE

FREE DEMO

MANAGE your BUSINESS
the SMART WAY ...

Why do 10,0004 companies run Beca it WORKS!

2 Billion $$$ through CLIP every year? .

www.clip.com ¢ 800-635-8485 'i;u?

Landscape

Management

The Benefits Of
GLASSIFIED ADVERTISING...

IMPACT - Command immediate
attention and get fast action with the
dynamics of classified advertising!

EXPOSURE - Reach highly-targeted,
market-specific business professionals,
industry experts and prospects.

VALUE - Select from a variety of classified
display options to meet specific needs on a
timely basis cost-effectively.

RESULTS - Generate sales leads,

maintain market presence, conduct market
testing, promote existing lines, introduce
new products and services, or recruit the
best — bottom-line, classifieds offer you
an excellent return on investment!

For Rates and Schedules, Contact:
Kelli Velasquez
216.706.3767
kvelasquez@questex.com

DID YOU KNOW?? ail Landscape Management classified ads are also posted online.
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. X Many plows, like this Caterpillar
[ Commg In May ] sectional snowplow, sat idle this winter.

WARM WINTER BLUES

In many parts of the country, snowplows, and the
contractors who operate them, sat idly by as record
warmth kept snow from piling up in clients’ driveways
and parking lots. In an industry intertwined with the
weather, the mild temperatures dramatically affected many operators.
And because insect pest populations, weeds and turf diseases usually
diminished by the cold went largely unscathed this winter, lawn care
business owners also have been deeply affected. LM next month will
explore the impact the mild winter had on the Green Industry.
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WALKERTENMOWERS

out front mowing

I Thereisa
Difierence

getout front atthe NEW
walkernrrmowers.corm

® Reduces Mowing Time ® Pulls Easily Behind
@ Reduces Lahor Costs Zero Turn Mowers

® High Mowing Speeds @ Very Maneuverable
®_ 23HP Twin l:vllmlar Engma @ Professional Grade

For a free catalog and product
DVD please call 815-539-6954
or visit www.kunzeng.com!
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MYBIGGESTMISTAKE

LESSONS LEARNED THE HARD WAY » BY CASEY PAYTON

» A landscape business owner says failing
to recognize the good times caused him to
miss out on strategic opportunities.

Mark Ahronian learned
recognizing the good times
is key to surviving the bad
times.

COMPANY: Ahronian
Landscaping and Design Inc.

HEADQUARTERS: Holliston, MA
NO. OF EMPLOYEES: 10

SERVICE BREAKDOWN: Design/
build: 80%, Maintenance: 20%

CLIENT BREAKDOWN: 95%
residential

HILE GETTING
INa groove
can be good
for business,
Mark Ahronian, MCH,
president and designer of
Ahronian Landscaping and
Design, Holliston, MA,
says he now recognizes
the importance of paying
closer attention to the
“ups and downs” and
making business moves
accordingly. That includes
making bigger moves
when times are good —
something Ahronian says
he failed to do. In not rec-
ognizing the good times,
Ahronian says he missed
out on the opportunity to
purchase equipment and
grow the company.

“Instead of recogniz-
ing that we were in really
good times, | felt it was
the ‘'norm’ and it was
what | could expect out
of business as we moved
forward,” says Ahronian. “I
never thought things could
get so bad.”

But they did, and Ahro-
nian says that putting off
equipment purchases that
could have made the com-
pany more efficient was a
bad decision. "l was being
conservative by putting off
equipment purchases, but
now nobody is lending, and
it's incredibly difficult to
make large purchases,” he
says. “Being too conserva-
tive for that era of time —
when business was good
— has been my biggest
mistake.”
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Gauging good business
Ahronian says being able
to recognize good times
is the first step in know-
ing that it's okay to be

a little more aggressive
with purchases. “If you're
booked for eight weeks or
more, that’s likely a good
indicator that business is
good and you should start
thinking about new or dif-
ferent equipment that can
make you more efficient,”
he says.

“When business is
good is the time to analyze
your efficiencies and make
sure you're getting the
most out of billable hours.
[t may not just be field
equipment — it might be
something in the office.
Maybe you need a new
computer system to keep
up with the flow.”

Follow the ups and downs
Part of gauging when
times are good is follow-
ing the ups and downs.
Ahronian says that his
previous method was just
"“floating along” — espe-
cially when times were
good. “Now | realize that
if we'd been more on top
of things and recognized
how good the times were
that we could have made
more money and been
better prepared for the bad
times," he says. “Many
small business owners
don’t plan ahead for bad
times because it's easy to
get comfortable and float
along in the good years.”

But in 2009 Ahronian
had the worst year in his
company'’s history. He had
to lay off an entire crew
and found himself caught
in a Catch-22. “I no longer
had the labor crew, so |
really needed the equip-
ment. But | hadn't made
those purchases when
times were good. | found
myself in a really tough
spot.”

Don’t rest on your laurels
In moving forward, Ahro-
nian says the biggest les-
son he's learned is not to
rest on his laurels. He says
he'll never again assume
everything will be fine.

"I look at things a little
backwards now,” Ahronian
admits. “The next time we
have a really good year will
be the time | say, ‘Uh oh,
what do we have to do to
prepare when the bot-
tom falls out?’ I'm always
going to be on my guard
whether times are good
or bad.”

Ahronian also has
changed the way he sets
prices. That used to be
done in the spring of
each year but now he
reassesses prices every
month. "“Prices for materi-
als are fluctuating every
month, so you constantly
need to be looking at what
you're charging,” he says.
"I'd also advise not pricing

jobs out too far in advance.

The bottom line is that
you have to be prepared.
You don't have to spend
your life worrying, but you
can't assume everything is
always going to be fine."

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

PHOTO COURTESY: AHRONIAN LANDSCAPING AND DESIGN
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OUR TECH SUPPORT EXPERTS: With an average of 28 years in the trenches, our Support
Techs are more than just experienced pros. They’re authorities. Because they know what it’s
like to work in your boots.

Hunter Industries is committed to providing
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How to build the Ultimate
Zero-Turn Mower.

You'd start with the best deck in the business, the 7-Iron™ PRO with
Mulch On Demand. You'd give it Electronic Fuel Injection, to save
up to 25% on fuel. And you'd make sure it had other great features,
like Brake and Go™ starting, dual hydraulic pumps, and a height of
cut adjustment dial.

Fortunately, your John Deere dealer already has that machine:
the ZTrak™ PRO 900 Series Z925A EFI with Mulch On Demand.
See him today about how you can own the ultimate zero turn mower.

Accept Nothing Less

* Offer ends October 26, 2012. Subject to approved credit on John Deere Financial Installment Plan. Up to 10% down payment

may be required. For commercial use only. Prior purchases not eligible. Available at participating dealers in the U.S. only. JohnDeere.com/MowPro



