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GREEN INDUSTRY EVENTS, TRENDS AND TIPS

GIE+Expo
buzzes about

E15

BY MARISA PALMIERI EDITOR

hough the official show
attendance figures have yet
to be released, exhibitors
at the GIE+Expo, held in
Louisville, Ky., Oct. 24-26,
reported a busier event than in the past
few years. Organizers and observers
attribute the traffic to a few factors,
including a new “dealer day” format
on the show’s opening day, 80-degree
temperatures on day two and cold, rainy
weather on the last day, which drove
everyone inside, making the aisles feel
crowded. Plus, show partner the Profes-
sional Landcare Network (PLANET)
reported registration for its Green
Industry Conference was up 20 percent
over last year.
‘What was the buzz around the con-
ference and show? You couldn’t avoid
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talk of E15 fuel and the effects it will
have on outdoor power equipment. E15
is fuel that’s 85 percent gasoline and 15
percent ethanol.

With the advent of E15, landscape
companies fear their workers will
inadvertently fuel their gas-powered
equipment with fuel their engines aren’t
designed to withstand, potentially caus-
ing damage and voiding their warranties.

“Until recently, E15 was a “hypo-
thetical problem,” Kris Kiser, president
and CEO of the Outdoor Power Equip-
ment Institute (OPEI), told Landscape
Management. Now, it’s a reality. E15
debuted in Kansas this summer and is
expected to be offered in gas stations in

other Midwest states this fall and winter.

One of the main problems, Kiser
said, is the U.S. Environmental Protec-
tion Agency isn’t effectively communi-
cating what he calls a “paradigm shift”
in what Americans can put in the tank.

“It’s always been, whatever I put in
my car, I can putin the can,” he said.
“That’s no longer the case, and the
warning label is a 3-in. by 3-in. square,

With E15 now on the
market in some states,
it's no longer justa
hypothetical problem,
said OPEI CEO Kris Kiser.

only printed in English.”

Kiser said the agency isn’t doing a
good job telling consumers what E15
can and can’t be used for—and that it
cannot go in the gas can.

“Alot depends on how E15% retailed,
and it’s not consistent,” Kiser said.

While OPEI and several other
groups appeal their rejected lawsuit
against EPA, OPEI plans to ramp up
industry education efforts.

Meanwhile, several GIE+Expo sup-
pliers exhibited premixed fuel options
in a variety of sizes to make it easy for
contractors to know they’re getting the
right fuel into their machines without
having to rely on their operators to pay
attention at the pump.

Another possibility is that E15 uncer-
tainty will drive some companies to try
equipment powered by alternative fuels.

“We see an expansion in the market
for propane and natural gas products,
where there is some certainty,” Kiser said.

Site lets contractors review customers

companies would rather keep their customers happy—even ata

A former contractor created NastyClient.com
to give companies the same voice customers
have with review SIteS. ey caseypavToN

want to risk bad press by not complying with what your cli-
ent has asked. Today’s customers have a lot of leverage with
business review sites like Angie’s List or Yelp, and most landscape

T he customer is always right—ight? Well, yes, if you don’t
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cost—than wind up with a negative review that could hurt future
business. But what if the clients’ demands are outrageous? After a
difficult experience with a customer, Matt Stachel, a former Phila-
delphia-based landscape contractor, decided to turn the tables and
give businesses the voice that customers have long leveraged.
After completing a privacy line of trees for his customer, Sta-
chel felt trapped when the homeowner insisted a tree needed to
be moved and it ultimately died. The client had signed a contract
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NastyClient.com,
a $15.99 value.

that stated the health of a tree could no
longer be guaranteed once it was moved,
and Stachel had advised against the
move. Still, the client insisted and he did
the work. When the tree died, he wanted
itreplaced for free.

“He threatened me with bad reviews on three different
sites and to go to court over the matter,” Stachel said. “So I

replaced it and probably lost about $500 in time and expenses.

It made me realize that businesses don’t have a lot of power,
even when they’re right. Going to court is expensive—even if
you win—and most people would rather just fix the problem
than have to go through all that. But it’s not fair for honest
businesses out there.”

So Stachel decided to level the playing field a bit. In March
2010 he started working on a website where businesses could
review clients. By October of that year, NastyClient.com was
launched. It’s now his full-time venture. “No longer do you
have to say, “They owe me $400, but if I sue them I'll be out
$800 in legal fees so I'll just let it go.” Now you can file a report
through a website that other businesses use to review custom-
ers,” Stachel said. “The clients will realize that not only can
they not get your service, but they can’t get the service of other
businesses in your area, as well. Until now there were no reper-
cussions for a bad customer—but that’s changing.”

Once users are registered, they can anonymously submit

m

A bad client
experience led
Matt Stachel to
launch Nasty
Client.com.

reports documenting problems with their
customers. “We do keep your business name
in our own database so that if your customer
contacts us and said they want to pay you, we
can then reach out to you and let you know.
If a customer sees the review and wants it down all they have
to do is follow through with paying you and the account gets
marked ‘Paid.’ Our goal is to help protect businesses and
resolve some of these problems that used to seem impossible.”
While the site is an opportunity to report difficult customers,
it’s not an outlet for bad-mouthing and slander. “The simplest
way to avoid committing slander is to just state the facts, plain
and simple,” he said. “Our site is the same as any other business
review site out there. If a customer did not pay you, you simply
state that you completed the job and were not paid for your
work. If you said the customer was ‘sneaky,” that would be slan-
derous. Just stick to stating the facts and not your opinion.”
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Mariani Landscape gives its
peer group a peek at two
of its most special projects.

BY BETH GERACI SENIOR EDITOR

e drove down scenic
Green Bay Road

in north suburban
Chicago, passing
one gated mansion

after another.

Mariani Landscape was leading execu-
tives from five other landscaping compa-
nies on a tour of two exclusive residental
properties it designed and maintains.

On the bus were owners from Heads
Up, Pacific Landscape Management,
HighGrove Partners, Lambert’s and Stay
Green, all of whom were in town for the
next day’s Next Level University peer
group meeting, facilitated by LM colum-
nist Bruce Wilson.

After a short drive, we pulled
alongside an estate Mariani had restored
in Lake Forest, north of Chicago. In
addition to restoring the mansion, the
company designed the driveway, the
patio, gate entrances, fencing, terraces,
gardens—everything on the site.

The property was as functional as it
was beautiful.

“We left a dump area for snow,
because you have to think about that
in this area,” explained Mariani Design

Director John Mariani

as the group came up the
driveway. “We tried to use
unusual materials here.”

The bluestone in the
home’s walkway is chiseled
to give it an antique feel,
yetit’s smooth enough to
shovel on. Trees were stra-
tegically planted to provide
shade on the patio. And the
property has about 30 or 40 native plant
species to foster indigenous wildlife.

Soon, it was time to head out to the
second property, a home on a prairie
in Lake Bluff, I1I., that once was part
of a 200-acre farm. Mariani designed
the 14-acre parcel in 1985. “A 14-acre
prairie back in those days was a big
deal,” he said.

And it’s still a big deal today.

“Always having been somebody who
loves nature, we saw this huge savannah
that was being grazed by cattle and I
thought, ‘Let’s restore this to a natural
landscape to attract butterflies and
birds, etc.,” Mariani said.

So he designed the home in a way
that would showcase the property sur-
rounding it and make wandering the
property an adventure. “The driveway
was a big focal point,” he said. “A good
landscape architect is always going to
take into consideration how to make the
drive an experience in itself.”

Larry Weil, who showed the group
around the property, has overseen its care
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(Clockwise from top
left): A table and chairs
a worker carved from
fallen trees; Peer group
event organizer Cheryl
Nadelhoffer with John
Mariani; the prairie in
spring; and Mariani’s
Larry Weil discussing
the prairie in November.

for more than 30 years. “When we first
came on board, it was a grassy, wooded
grazing field for the cows,” he said.

Now, Weil said, the land features
countless native plant species, three-
fourths of a mile of paths, many
150-year-old oak trees, a maze, a rose
garden and a 12,000-square-foot house
and guest house.

As they explored, the group was met
by surprising artistic elements around
every corner, including a gorilla peeking
from behind a tree, a huge decorative
frog on a high branch and a table and
chairs one Mariani worker carved after
trees toppled in a storm.

Such elements add to the sense of
adventure Mariani strove to create at
the outset. The house itself is far more
formal than the prairie surrounding it,
Mariani said, and that’s part of the fun.

“When you are in the interior and
you’re looking out, the contrast of the for-
mal and the informal is almost shocking,”
he said. “But that creates excitement.”

Indeed it does.
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