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SELLING MADE SIMPLE
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/ arborist; Larry Ryan, president; TimJorns, field
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Flat-out beautiful
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faces a flat site.
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ONLINENOW

» LANDSCAPEMANAGEMENT.NET

WEB EXTRAS

Visit LandscapeManagement.net » Click on Web Extras

MORE ON ESOPS (FROM COVER STORY):

» Dig into the first chapter of The ESOP Coach,
authored by Kelly Finnell.

» |s your company financially apt for an ESOP?
See an example feasibility analysis
from CCG Advisors.

» Peruse some of Mission Landscape's
ESOP newsletters.

» View a roster of experts to assemble
to create an ESOP.

PLUS:

» Norman Goldenberg opines on why big firms get a bad rap
and the No. 1 hurdle in lawn care (from page 48).

» Get role and salary benchmarks from LandOpt for a
$1 million company (from page 25).

SEEN ON TWITTER

Follow us > @landscapemgmt

@ASOMTitusville: RT DYK? A single grass plant can have more
than 300 miles of roots? #LLawnCareMonth pic.twitter.com/
dWby6nqEe0

@777Collins: “@LandscapeMgmt: When do you disclose design
fees? @jshilan weighs in. buff.ly/1myixjF” upfront. #always

@GravelyMowers: RT “In its sales workshop, @Ariens warns
students: ‘If you don’t like to hear no, sales is not for you.
Shrug it off, keep chugging.” #PLANETSCD

Facebook Feature
QUESTION OF THE WEEK
What new piece of equipment, product or
service are you implementing this year?

» Adam Linnemann: Five new propane-powered John Deere mowers. First in Southern
llinais to make the switch.

» Eddie Susshine: Incorporating food production into traditional flowerbeds.

» Jeff Grizzle: We replaced one of our John Deere 2653s with a Toro Reelmaster
3100. We are very satisfied with that choice.

PHOTO: PLANET
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Outdoor Insect Control
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that effectively control
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EDITOR'SNOTE

MARISA PALMIERI EDITOR I

Contact Marisa at 216/706-3764 or via email at mpalmieri@northcoastmedia.net.

‘That's not my job’

his column’s headline is
a phrase I've cringed at
since my first experience

as a manager. For several
years, starting at age 17,
I supervised a staff of about 10 other
teenagers at a time as a Dairy Queen
shift manager.

TI'd started working there three
years earlier. It was my first job and, as
such, it was my introductory experience
with customer service (don’t mess with
someone’ special Blizzard requests),
quality control (I bet I can still make a
perfect “Q” on top of a soft-serve cone)
and slackers. What do you expect? Its a
bunch of teens working at their first jobs.
Some of them are going to be loafers.

When I graduated from “table girl”
to ice-cream maker/cake decorator to
manager of my peers, I amassed a list
of employee/co-worker pet peeves, of
which I’'m sure you have your own.

The statement “That’s not my job”
quickly climbed to the top of mine.

I thought of my DQ days and that
phrase in particular three times recently.

1. The first was when I read Landscape
Management blogger and Green Industry
consultant Phil Harwood’s blog post,
“High Performance: The absolute best
way to find good people” (buff.ly/imstQdp).

“Most organizations are made up
of some good people, some not-so-
good people and a few great people,”
Harwood says. “I'm sure you know
who’s who in your organization. It’s
usually obvious.” Harwood is right, and,
of course, that was true of an ice cream
shop staffed primarily by teenyboppers.
The point is not only did the owner
and managers know “who’s who,” but

the employees knew, too. And there
was nothing more demotivating for
the good and great employees than

to be scheduled alongside those with
the “that’s not my job” attitude. They
dragged everyone down. The quicker
we weeded out those kids, the better it
was for everyone.

2.'The second time I thought about
my least favorite phrase was just as the
Landscape Management editorial team
was mulling over design mock-ups for
this magazine’s cover. We had a slew of
options featuring stock art illustrations,
but we weren't satisfied with them and
it was too late to commission a freelance
photographer to do a photo shoot.

What to do?

We realized a co-worker lives
within 30 miles of Ryan Lawn & Tree,
one of the firms featured in our cover
story, “Ownership pride.” And this
colleague—Seth Jones, editor-in-chief
of our sister brand Golfdom—ijust so
happens to be great behind a camera,
although that’s patently not his job.

After one phone call Seth was not
only on board to take photos for us but
was genuinely enthusiastic about it.
Forty-eight hours later we had in our
hands the photo you see on the cover—
and about 200 others to choose from.
Suffice it to say, we owe him one. How’s
that for “that’s not my job?”

3. Finally, after reading and reread-
ing this month’s cover story, I can
imagine there’s probably nothing better
about working at a company with an
employee stock ownership plan than
the absence of the “that’s not my job”
mentality. When everyone’s an owner,
everything is everyone’ job.
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NEWSVIEWS

GREEN INDUSTRY EVENTS, TRENDS AND TIPS

2014 PLANET SCD creates
friendly competition in Colorado

BY SARAH PFLEDDERER

heir wardrobes wavered from business casual

to school spirit fanatical, which perhaps was a

reflection of the students’ differing outlooks on

the event—one being that they were there to nab

employment, and the other that they were attend-
ing with hopes to crush the competition.

Garb aside, the 800 students who attended the 38th annual
Professional Landcare Network (PLANET) Student Career
Days (SCD), held March 20-23 at Colorado State University in
Fort Collins, Colo., had a devotion to the Green Industry. This
fact was evident when the mass of students, comprised of 65
colleges and two high school FFA chapters, partook in the
cheer contest at the opening ceremony.

Verses such as “Pour some soil on me” and “Who you
gonna call?...Plantscapers!” bounced off the auditorium walls
as horns, cowbells, guitars, harmonicas and drums added some
accompaniment to the chants. But it was Iowa State University
that received the first competitive award, the $1,000 best cheer
award from John Deere, for its remix to Sir Mix-A-Lot’s lyrics
“I like big butts,” singing “I like big plants.”

Students geared up for most of the competitive events
March 20, attending workshops on their respective competi-
tions or interests. Topics ranged from leadership to arbo-
riculture and backhoe operation, to name a few, and those
were held as part of the Career Development Series (CDS).
The more CDS events students attended, the greater the
opportunity for them to receive the CDS award at the closing
ceremony March 23.

Also held at SCD was a PLANET Academic Excellence
Foundation (AEF) ceremony on March 20, where scholar-
ships, starting at $1,000, were presenting to students from
AEF ambassador companies. The presentation of the $3,000
President’s Scholarship rounded out the event. It was awarded
to Jamie Helbig of Cincinnati State Technical and Commu-
nity College.

It was the next morning, March 21, when SCD attendees
piled into Fort Collins’ Lincoln Center Theater for the open-
ing ceremony. In addition to the cheer competition, Glenn
Jacobsen, PLANET president and president of Jacobsen
Landscape Design & Construction, unveiled the creation of the
PLANET New Graduate membership. The membership offers
discounts on training materials, a free resume-posting service
and PLANET member rebates within the Green Industry.
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Eric Schneider of
Hunter hosts an
irrigation work-
shop at SCD.

The $75 enrollment fee was knocked down
to $50 for students who enrolled at SCD,
Jacobsen said.

Also unveiled at the ceremony was the
winner of the Husqvarna T-shirt design
contest. The honor went to Amy Openshaw of Brigham
Young University-Idaho (BYU-Idaho).

Midmorning, students were shuttled back to campus for a
career fair, in which nearly 75 companies set up booths for—a
44 percent increase over last year. Additionally, the number of
SCD sponsors nearly doubled this year.

And while the sun shined throughout the week, snow
swung into Fort Collins just in time for the competitive events
March 22. Landscape companies and manufacturer attendees
sponsored the 28 events, which hit on job components such as
compact excavator operation, irrigation troubleshooting, small
engine repair and plant problem diagnosis.

BYU-Provo took first place in the overall competitive
events, winning $5,000 from STIHL. BYU-Idaho followed
up in second, and Michigan State University stood in third. In
the overall results for individual students, Hayden Angelotta
of Cuyahoga Community College topped the list; Matt Case
of Alamance Community College settled into second; and Jeff
Elshoff of Michigan State University came in third.

The 2015 SCD will be held at North Carolina State Uni-
versity in Raleigh, N.C.

Visit buff.ly/1pGrm8v for an overview of the Come Alive
Outside Design Challenge, which select schools participated in
the day before SCD.



Introducing the OREGON® 40V MAX* Cordless Pole Saw.

Whether your crew is trimming at sunrise or cutting for hours overhead, there are situations
when heavy gas equipment is unnecessary and inconvenient. Add the OREGON 40V MAX*
Cordless Pole Saw to your equipment lineup, and you'll get unmatched lithium ion battery

power with instant start, quiet performance and a light, balanced design. So no matter

what the day brings, you can power on. 40MAX

LITHIUM ION

Learn more about the OREGON® Cordless Pole Saw and the rest of
the 40V MAX* Cordless Tool System at OregonCordless.com.

*Fully charged battery voltage measured without a workload is 40 volts. Nominal voltage is 36 or 37 depending on battery used.



BESTPRACTICES

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

pring comes every year, and with it
a seasonal surge that brings stress to
landscape contracting businesses. No
matter how much companies prepare
for the inevitable, operations may
unravel under pressure. Work teams and managers
become overwhelmed.

In less disciplined organizations, spring makes
everyone a firefighter. Some companies never

escape the spiral. Overtime gets out of control, but
employees love it, get used to it and don’t want to
give it up.

The worst part is it happens so fast. By the
time you see the financial impact of reactive
behaviors, it’s too late to do anything about it.
It’s like getting blown out in the first half of a
football game. It’s often difficult, if not impos-
sible, to reverse course.

If spring has your company stressed and reduc-
ing operational effectiveness, here are 10 best
practices to move your organization permanently
away from firefighting mode.

1. Understand the difference between routine
and nonroutine work. Routine is weekly main-
tenance, while nonroutine includes things like
post-winter cleanups, mulching, color plantings,
etc. Nonroutine things, if allowed to pile up, lead
to overtime problems. Therefore they should be
scheduled so they don’t overlap. Try to avoid pull-
ing nonroutine work from teams assigned

Don't unravel under spring pressure

to routine maintenance. It may cause them
to get behind.

2. With routine maintenance, be careful not to
let the routine get broken.

3. Supervisors should observe work crews and
make sure they are sequencing jobs properly, not
performing work that does not need to be done
and/or wasting hours. Work crews are habit based
and often do tasks out of custom, such as edging
when it’s not needed.

4. String trimmers are time wasters. Workers
tend to over-detail jobs. Crews shouldn’t trim an
area until they mow it. That way they only have to
trim what the mowers do not reach. If they trim
first, they over compensate to make sure they’ve
trimmed enough.

5. If your crews are scheduled to work in inclem-
ent weather make sure scheduled tasks can be done
effectively in the rain.

6. Delegate. Look at your to-do list and look for
tasks that can be done by others.

7. Slower can be faster. Sometimes you go so fast
trying to keep up that you lose sight of the big pic-
ture. Prioritize so you don’t miss what’s important.

8. Important, not urgent, things usually have
the most impact on your company. Look at a
problem to understand why it occurred and what
you can do to prevent it from happening again. If
you discover a disproportionate amount of urgent
tasks, it could require a process change or training
to regain equilibrium.

9. Rely on your team. When you start falling
behind, don’t be afraid to ask for help. Senior man-
agers are there to help you be successful.

When you start falling behind, don't be
afraid to ask for help. Senior managers
are there to help you be successful.

10. Monitor your progress and benchmark it.
"This will help you look for signs of trouble and
avoid a downward spiral.

"The key is to take action to improve the situ-
ation. If you follow some of these best practices,
you will be better able to manage what’s always an
intense time of year. Start spring right and the rest
of the year will be more rewarding.
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Take it from other lawn experts. Celsius® makes post emergent weed control so
much easier. Celsius kills over 120 weeds, especially the really tough ones like
doveweed and Virginia buttonweed. And it’s safe to use in summer temperatures
on warm season turfgrass like St. Augustine, Centipede and Bermuda. Celsius

works when and where you need it.

The BackedbyBayer app is available For more information, visit BackedbyBayer.com/Celsius.

3 Follow us on Twitter @BayerLawn

@ for download at the iTunes store.
Bayer CropScience LP, Environmental Science Division, 2 TW Alexander Drive, Research Triangle Park, NC 27709. 1-800-331-2867. www.BackedbyBayer.com. Bayer, the Bayer Cross,
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THEBENCHNARK

FRANK ROSS I The author is owner-manager of 3PG Consulting. Reach him at frank@3PGConsulting.com.

A year of opportunity

nvariably, all of us sages are queried with:
“You’ve been around the country. You see things.
So, what kind of year is 2014 going to be?” Like
we know...

We do have opinions, though, and mine
is very upbeat. I make it a priority to stay on top of
industry benchmarks and information sources, not
the least of which are the The Wall Street fournal,
Engineering News-Record, Kiplinger, investment
newsletters and the like. Together, with what we
experience around the country, I like what I see for
us contractors in 2014.

Allow me to bore you with a few statistics:

» Coming out of 2013, commercial building was
up 24 percent;

» Home values rose 14 percentin 2013;

» Housing starts are projected to rival those of 2006;

» Unemployment hovers between 6.5 percent
and 7 percent, with a falling trend; and

» Most economists agree the gross domestic
product will grow by nearly 3 percent in 2014.

I’'m not ready to say the economy is robust, not
quite yet, anyway. We have our challenges. Think of
labor shortages, upward pressure on the minimum
wage, pricing that has yet to recognize the rising
cost of doing business, the Affordable Care Act’s
company mandate (which takes effectin 2015) and
inflation still measures less than 2 percent, which is
a sign of a struggling economy

I'm sure, like you, I can flip-flop back and forth on
the various bell cows affecting our economy—good,
bad, whatever. The point is, for the first time in a long
while, 2014 offers a year of opportunity not seen in
many years. The winds of advantage are in our favor.

So, how do we handle the challenge? For one
thing, we don’t sit back and think for a moment
good things are going to happen simply because
we’re nice guys. No. Rather, we enlist the proven,
age-old five-step process for success:

¥ Plan. We need a plan of attack for the year. It
could be our vision, our budget or our ideas molded
cohesively into a meaningful direction. This plan

LANDSCAPEMANAGEMENT.NET | APRIL 2014

will identify the results and will offer step-by-
step actions to be accomplished in the journey to
achieve the goal.

% Involve our people. Who are any of us without
our people? I would argue our employees are our
greatest assets, and without them our goals would
simply be a fleeting dream. Deliver our plan to our
people. Create assignments. Establish timeliness.
Coach. And, hold each one of our team members
accountable to fair and measurable goals.

> Execute. As the leader of our team, we must
lay out a plan for execution: Who will do what, with
whom and when? It’s a natural process. We set the
goals, we issue assignments, we provide the instruc-
tions ,and our people will follow our lead.

¥ Track. What's a plan without a tracking system
to see where we are and to anticipate where we’re
going at any given moment? If we don’t have one,
we must create the system to track the results of
our vision as we move along. Determine where the
faults are so they can be improved and identify the
wins so they can be embellished. Celebrate the wins
and fix the “owies.”

) Discuss the results and replan. Here’s that
people thing again. Daily/weekly we want to discuss
where we are and the in-course adjustments we wish
to make. If a portion of the plan is not working, cor-
rect it. If it cannot be corrected, work around it. The
critical element is not to lose track of our ultimate
goal. I recall the old saying, “It’s hard to remember the
goal is to drain the swamp when you're up to your ass in
alligntors.” It’s cute and says it all: Do not lose focus.

"This is the first year in some time where outside
forces are minimized. We’re in control of our destiny.
Oh yes, we will have hurdles to clear, no question,
but for the most part those hurdles are in our control.
"The recipe is simple—plan, involve, execute, track and
replan. We all can do this. The opportunity is there for
each of us to make 2014 the best year in recent history.

Cartoonist Walt Kelly said it best in a Pogo
poster and comic strip. “We have met the enemy and
he is us.” This is our year to win—make it so!
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WEEDWATCH

Recommended
Dow AgroSciences
solution

Confront® specialty
herbicide”

MATCHWEED

Lippia nodiflora

IDENTIFICATION TIPS

» This mat-forming peren-
nial is commonly found
south of the transition zone
and along coastal areas.

> Opposite leaves with
small teeth at the outer tip
grow on hairy branching
stems. Its stem is angular
and rigid when rolled
between the fingers.

» Purple to white flowers
emerge around the tip

of a brown seed stalk,
forming a “match head”
appearance.

> Matchweed spreads by
seeds and stolons along
prostrate stems.

STANDING SENTINEL TO PROTECT PLANT HEALTH

CONTROLTIPS

> For optimum control,
use a selective postemer-
gent herbicide containing
triclopyr and clopyralid
when matchweed is in
the four leaf to flower
stage of growth.

» Maintain a healthy lawn
by fertilizing and mowing
at the proper height and
frequency. Healthy grass
can outcompete match-
weed for light, water and
nutrients to reduce the
population.

> Matchweed prefers low,
moist areas. Improve aera-
tion to prevent infestations.

Recommended
Dow AgroSciences
solution

LockUp® specialty
herbicide”

W ) U N

Arctium minus

IDENTIFICATION TIPS

> Also known as wild
rhubarb, this biennial weed
reproduces by seed.

> Seedlings emerge in early
spring. The light-green,
fleshy leaves are oval and
slightly notched at the tips.

> In the second year, plants
emerge from the root and
can grow as tall as 10 feet.

> Adult leaves are triangular
and coarsely veined. The
upper surface is green and
covered with stiff, straight
hairs. The lower surface is
whitish and woolly.

> A branched flower stalk

COMNMON BURDOCK

O/

emerges from the center
of the rosette. A corolla
of rose-purple flowers
covered in slender-hooked
bracts form at the top of
the stalks in late spring to
mid-summer.

CONTROLTIPS

> Postemergent herbicides
containing penoxsulam

are most effective when
applied in the first year
during the rosette stage.

» Hand-pulling or dig-
ging can be an effective
control method for small
infestations if conducted
prior to seed production.

@Trademark of The Dow Chemical Company (“Dow”) or an affiliated company of Dow. Confront is not for sale or use in Nassau and Suffolk counties, New York. Other state restrictions on the
sale and use of Confront apply. Consult the label before purchase or use for full details. State restrictions on the sale and use of LockUp apply. Consult the labels of products containing LockUp
before purchase or use for full details. Always read and follow label directions.

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.
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CALLBACKS DAMAGE RELATIONSHIPS.

Callbacks are more than an inconvenience; they’re costly and can destroy your business. Fifty percent*
of customers who call to complain about dandelions will eventually end up canceling your service.
Defendor™ specialty herbicide helps reduce callbacks by providing early season control of
dandelions, clover and other winter annual and perennial weeds. For proven crabgrass and
broadleaf weed control, apply Defendor when you make your first applications of Dimension® 2EW
specialty herbicide. So spend time building relationships and keep the honeymoon with your
customers alive. To learn more, visit www.DowProveslt.com.

@ Dow AgroSciences Solutions for the Growing World

*Jefferson Davis Consumer Research 2012. ®™Trademark of The Dow Chemical Company (“Dow”) or an affiliated company of Dow Scar] this CO(_je for
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Ownership

RIDE

Many Green Industry business owners
overlook the employee stock ownership
plan as an exit strategy. Yet some
executives look past the ESOP’s intricacies
for the benefit of their employees, legacies.

BY SARAH PFLEDDERER

AGEMENT.NET | APRIL 2014

Larry Ryan accepts he has an
expiration date.

The realistic president of Ryan Lawn
& Tree knows he’s going to die at some
point, as everyone will, and then he’ll no
longer have a hand in the $26 million
company he founded in Overland Park,
Kan., 27 years ago.

But he’s found a silver lining to that
fact for the company and its 205 employ-
ees. It lies in an employee stock ownership
plan (ESOP), creating promise for Ryan
Lawn & Tree to have an eternal life.

An ESOP introduces a cyclical trans-
fer of ownership in a company whereby
sole proprietors, like Ryan, sell their
entire shares of a company to employees
leading up to their exit from it. Employ-
ees, or “employee-owners,” then hold a
piece of the pie, so to speak, usually until
their own retirements, when they also
are required to sell back their shares to
the company. Hence, the company is
fully and always employee-owned.

"That perpetuity sways a slice of Green
Industry business owners to favor the
ESOP over other exit strategies. But the
greater part of the industry overlooks it
as an option, financial consultants concur,
due to the complexity and costliness of
starting and maintaining one.

“There are many situations where it
is clearly the most feasible exit strat-
egy, but many business owners have
the preconception they don’t have any
money and couldn’t make it work,” says
Ron Edmonds, principal consultant for
The Principium Group. “As the story
gets told and people understand them,
there’s a compelling reason for more
businesses to consider it.”

Understanding it
The ESOP has been around as a viable
exit plan since 1974, when Congress
passed the Employee Retirement Income
Security Act, allowing the ESOP to be
managed as a qualified retirement plan
under the Internal Revenue Service (IRS).
Only S and C corporations are
eligible for an ESOP, and companies
first must undergo a feasibility analysis,
usually by an investment banking firm
or ESOP consulting firm, to determine

ILLUSTRATION: ISTOCK INTERNATIONAL INC.
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whether they’re financially qualified
to do so. That analysis and the time of
attorneys and consultants make up part
of the startup costs of an ESOP. For
some perspective, David DuBois, presi-
dent of Mission Landscape in Irvine,
Calif., says it cost $25,000 to start his
company’s ESOP in 2005.

"To ensure a company is financially able
to cover the costs, consultants say the rule

ESOP COMPANIES ARE
25 percent
more likely 10
STAY IN BUSINESS VERSUS
NON-ESOP COMPANIES.

SOURCE: NATIONAL CENTER FOR EMPLOYEE OWNERSHIP

of thumb is for a company to be valued
between $5 million to $10 million when it
starts an ESOP, but there are exceptions.
Ryan Lawn & Tree, for example, was $2.5
million when it began its ESOP in 1998.

The ESOP is funded through the
creation of an ESOP trust, essentially a
piggybank filled with contributions from
the company and emptied for employee-
owners upon their retirements. And
because an ESOP is a qualified retirement
plan, tax deductions may be applied to
money contributed to and taken from
an ESOP trust, like when a company
matches contributions to a 401(k).

It’s acceptable and common to
fund an ESOP trust through a loan. In
this case, which is called a leveraged
ESOP, the company takes a loan from

a bank to then lend to
the ESOP trust, mak-
ing funds immediately
available to the proprietor
selling shares.

With an unleveraged ESOP,
when a company does not take out a
bank loan to fund the trust, the pro-
prietor typically receives a promissory
note—sort of an “I owe you” from the
company—for his or her shares.

Regardless of the form of ESOP, the
business stll must generate contributions
for the ESOP trust. These contributions
generally are made annually, which is
why profitable, mature companies are apt
candidates for the ESOP.

Employees who have been with a
company for one year are automati-
cally enrolled in the plan, meaning
they own shares in the company—
often the percent of shares they own
is directly related to the percent of
payroll they hold.

“Unlike a 401(k) or some other plans
where the employee has to put in some
of their own money, there is no require-
ment in an ESOP that the employee
has to contribute anything,” says Brian
Corbett, managing parter of CCG
Advisors. “It’s truly a free benefit.”

After a vesting period, which may
be three to six years, employee-owners
may cash in on their shares by retiring
or leaving the company. Some compa-
nies, however, allow employee-owners
to receive dividends during their
participation in the ESOP.

Companies are required to have a
formal business evaluation every year
to guarantee shares are allocated fairly

Larry Ryan

and to IRS standards.
That evaluation, along
with contributions to
the ESOP trust, pay-
ments to the trust trustee
and the money to be paid to
employee-owners when they exit make
up some of the annual expenses to
maintain an ESOP.
Ryan Lawn & Tree pays about
$5,000 every year just for its evaluation.
“The downside in an ESOP is when
the employees start owning most of it
and you start having employee turn-
over, which you always will,” Ryan says.
“It becomes very expensive because you
have to continually pay them off. It’s
like paying off the partner every time

someone leaves.”

4 DEFINING TAX
BENEFITS OF THE ESOP

Under section 1042 of the Internal

Revenue Code, if at least 30 percent of a
C corporation is ESOP owned the company
may defer paying capital gains taxes on the
sales proceeds.

In a leveraged ESOP a company can

repay the principal of the bank loan
using pre-tax dollars.

A company may deduct dividends it pays

on ESQP stock, so long as those dividends
are either passed through to the employees or
the ESOP uses them to make principal or inter-
est payments on the loan from the company.

An S corporation that is 100 percent ESOP

owned is not subject to federal income tax.

Visit LandscapeManagement.net for
more detailed descriptions of these benefits.
SOURCE: KELLY FINNELL

Ryan Lawn &Tree began its ESOP in 1998.
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Then again, writing those checks
brings the value of an ESOP full circle

for Ryan and other original proprietors.

A safety net for employees
“When you actually give up the control
and interest of the company, it’s kind

of humbling,” Ryan says. A year from
now, he will write a check upward of
$200,000 to a 25-year employee-owner
who recently retired from Ryan Lawn
& Tree. (There are parameters in the
ESOP that allow companies to pay
employee-owners over certain amounts
of time, generally beginning within one
year of their exit and stretched as long
as a five years.)

“When I 'sign that check I will smile
and say, ‘After all the things you did for
me, I am so privileged I get to do some-
thing back for you,” Ryan says.

Beyond financial feasibility, it’s
that employee-centered mindset that
attracts some proprietors to the ESOP

EMPLOYEE OWNERS
WERE four times
less likely 108t
LAID OFF DURING THE
RECENT RECESSION.

SOURCE: NATIONAL CENTER FOR EMPLOYEE OWNERSHIP

more than other exit strategies, says
Kelly Finnell, president of Executive
Financial, an ESOP consulting firm.

Finnell, author of The ESOP Coach,
says the original owner of an ESOP
company generally is a baby boomer
(ages 46 to 64) who has retirement
in the back of his or her mind. Most
ESOP candidates want liquidity, are
motivated by tax saving and care about
employees, he says.

“A lot of these business owners are
thinking of liquidity strategies,” Finnell
says. “How do they cash in on their life’s

0 FOR A JOYRIDE.

0

PN xe

.1 ROVER xR "~

ROVER

The Rover Series of spreaders and the Pathfinder Series of spreader/
sprayers are commercial grade machines that will increase your
productivity and decrease your downtime. No other machines feature
the simplicity of operation and durablility of construction as
Ground Logic spreading equipment. Contact us today to learn more.

877.423.4340 = groundlogicinc.com

GROUMND LLoGice
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Michael Hatcher

work? An ESOP gives them a tax-effective
strategy for having that liquidity.”

They’re also highly proud and confi-
dent of their business, he adds.

“This is like sending a kid off to
college,” Finnell says. “You're glad
you’ve gotten to this point, but still
there’s some anxiety involved in sepa-
rating from something you’ve spent
your life building.”

Michael Hatcher, for instance,
says he’s been “coaching” his way out
of Mempbhis, Tenn.-based Michael
Hatcher & Associates since it began
an ESOP in 2008, when it had been in
business about 20 years and was $10
million in annual revenue.

continued on page 18

ESOP TERMS TO KNOW

LEVERAGED ESOP: An ESOP whereby
the company obtains a loan to then lend
to the ESOP trust.

UNLEVERAGED ESOP: An ESOP that
utilizes its own profits to fund an ESOP
trust, not a loan.

SHARE: A portion of ownership in a
company, which, in an ESOP, generally is
relative to the percent of payroll held.
ESOPTRUST: The account, which the
company contributes to, that holds the
money for the ESOP to pay employees
for their shares.

VESTING: When, based on tenure of
employment, employees acquire an
increasing right to their shares.

PHOTO: MICHAEL HATCHER
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OWNERSHIP PRIDE

continued from page 16

“You have a different mindset in the
way the business is run and managed
because for it to become successful you
have to train (employees) to run it as if
you were not here,” says the president of
the firm. “That takes a stable and moti-
vated management team. You've got to
have good operating systems that create
accountability.”

Hatcher now owns 75 percent of
the company, which is made up of 92
employee-owners and does $8 million
in annual revenue—he attributes the
revenue dip to a change in service focuses
from design/build to maintenance, not to
the ESOP. The option of an ESOP came
on his radar about a decade ago, when, at
$6 million in annual revenue, he started
researching exit strategies. With his team
top of mind, he saw the value
in the ESOP.

“We were working close
to right about 100 employ-
ees, so I felt obligated to
create some sort of safety
net or continuation plan for
that 100 people,” he says.

DuBois recalls Mission
Landscape being around $11
million when it started an
ESOP in 2005, the same year
his father, Wayne DuBois,
retired from the company

GREEN INDUSTRY ESOPS

The Davey Tree Expert Co.” $714 million
DLC Resources $19 million
Lewis Tree Service” N/A
Michael Hatcher & Associates $8 million
Mission Landscape $31 million
Gardeners' Guild $10 million
The Greenery $38 million
Ryan Lawn & Tree $26 million
Webb Landscape $10 million
Wright Service Corp.” N/A
Greater Texas Landscapes $14 million
Sunflower Landscaping N/A

& Maintenance

*Listed as a top 100 employee-owned company by the National Center for Employee Ownership.

that he founded in 1970.
The leveraged ESOP, he
says, was put in place

to be a retirement plan
for his father and a
safety net for employ-
ees, including him.

The younger DuBois
now owns 40 percent of
the $31 million company,
made up of 560 people. He
adds he didn’t alter his leadership style
much to fit the making of the ESOP.

DuBois always has supervised
through incentivizing rather than
“holding the whip,” he says, and believes
there’s a greater strength in a team
versus a single leader.

“If you geta team of people to pull
together with a common goal and common

\,,, N EE

David DuBois

Pase 010 .mcm

Mission Landscape holds
an annual ESOP night.
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interest, that’s way stronger than one per-
son can do,” DuBois says. “If you get that
embedded in the culture of your company,
its a competitive advantage.”

Accountability, legacy secured
Mark Palmer is an exemplary
employee-owner from an ESOP com-
pany. The nursery division director has
been with Bellevue, Idaho-based Webb
Landscape for 25 years, including the
time frame the company transitioned to
an ESOP in 2001.

rd 5
Webb Landscapesstarted S
its ESOP in 2001.

since sold all of his shares to the com-
pany, making it 100 percent employee-
owned. Palmer now owns 3.5 percent.

From an employee-owner view-
point, he says one of the largest
adjustments with the ESOP is the
owner-level accountability he and his
colleagues now have for their job per-
formance. Yet, that also creates a pride
of ownership, he says.

“It kind of gives you that American
dream of owning something,” Palmer
says. “The people who
see that opportunity
really step up to the
plate to impact the
business’s profitability,
(which) impacts their
share value.”

Mission Landscape
makes a point to instill

employee-owners.

"The original owner, Doug Webb, has

this understanding in its

The company
publishes an
ESOP newslet-
ter to inform
employee-owners
on the workings of
the ESOP. It also memo-
rializes when stock certifi-
cates are bestowed to employee-owners
every year after its business evaluation
and when dividends are distributed. Plus,
itholds an annual “ESOP night” to act as
an education forum on and celebration
of the ESOP for employee-owners and
their families.

EMPLOYEES AT ESOP
COMPANIES HAVE 2.5

times greater
RETIREMENT ACCOUNTS.

SOURCE: NATIONAL CENTER FOR EMPLOYEE OWNERSHIP

Mark Palmer

BERMUDAGRASS
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OWNERSHIP PRIDE

“The drawback and the hardest chal-
lenge is educating the (employee) owner-
ship, the people who have never owned a
company who don’t understand what they
have or are getting,” DuBois says. He adds
the message to relay is: “We’re all partners,
so every day you, I, everybody around you
is adding value or subtracting value. If
someone else is doing a good job, they’re
helping you because it raises a bar.”

Once that culture is developed and the
value of an ESOP is instilled in employee-

EMPLOYEES AT
EMPLOYEE-OWNED
COMPANIES EARN

5 percent to

12 percent
more IN WAGES.

SOURCE: NATIONAL CENTER FOR EMPLOYEE OWNERSHIP

owners, proprietors say retention rises
and recruitment becomes easier.

DuBois and Ryan, for example, tout
their companies’ ESOP status when
they recruit, although DuBois admits
middle-age prospects latch on more
than the younger job candidates.

Being an ESOP has proven to be
a selling point in acquisitions, too, for
Ryan Lawn & Tree.

In February the company acquired
Simply Green Lawn Sprinklers, and Ryan
says it has another deal in the works.

The turning point for sellers, Ryan
says, is they appreciate their employees
can become owners of a company
rather than acquired assets.

“We say we're the ‘opportunity busi-
ness,” Ryan says. “We want people to
feel by being here, we’re committed to
their success.”

By the numbers, the company is
offering opportunity and is shaping up to
Ryan’s philosophy, thanks to its ESOP.

WEB EXTRAS

% A sample ESOP newsletter from
Mission Landscape

» An excerpt from Kelly Finnell's
book, The ESOP Coach

% An example ESOP feasibility
analysis from CCG Advisors

» Aroster of experts to assemble to
create an ESOP, according to Finnell

His ownership has dwindled to 10
percent, and the company is on track to
reach $100 million by 2030, when he’ll
be 80 years old.

Though he’s optimistic about stick-
ing around to see himself and his 200-
some partners reach the milestone, for
Ryan, it’s similarly satisfying to know
his legacy is secure.

“I’'m not trying to exit the company,
but the other side of it is I'm not try-
ing to hog the ownership,” he says. “If
something would happen to me, the
employees would win in this deal.” tm
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They say money talks, and...
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ADVERTORIAL

It's more than a purchase, it's a

PARTNERSHIP

s much as the features and
price of a utility vehicle should
weigh in on your purchasing
decision, the dealer is just
as important. Commercial accounts re-
quire a dealer that is equipped to deliver
commercial-quality service and support
throughout the life of the vehicle, not
just at the time of sale.

With 13 locations throughout
Pennsylvania, Best Line Equipment
has been providing equipment rental,
sales and service to commercial
accounts since 1985. The company's
mantra is simple, “Treating customers
as business partners fosters a strong
relationship.”

Best Line Equipment’s COO Michael
Getz suggests you ask yourself three
simple questions before signing on the
dotted line.

Will they come to me?

Whether you work for a landscape
company or a facility that uses utility
vehicles for grounds maintenance,
chances are you do not have time to
spend visiting multiple dealerships.

"Dealers that are set up to sell
and service to commercial accounts
understand the demands and time
constraints of a jobsite,” Getz says. "It
is our responsibility to demonstrate
how a piece of equipment can benefit
their operation, which is a lot harder to
do at the dealership.”

You would not buy a car before
taking it for a test drive, and the same
idea should apply to a work utility
vehicle. There is no better place to test
ride a utility vehicle than at the location
it will be used most and by the people
who will operate it. Jobsite demoing
helps to ensure the vehicle is capable
of handling workers’ day-to-day tasks.

—
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HERSHEYPARK STADIUM

Do they understand this is how | do
my job, not how | have fun?

Utility vehicles are great for recreation,
but on the jobsite they are a partner
that can significantly impact an
operation’s bottom line.

"While a recreation user may
be slightly inconvenienced by being
without their utility vehicle for a couple
of days, a work user’s livelihood will be
impacted if the vehicle is out of
commission,” Getz says.

Best Line Equipment’s manufacturer
certified technicians provide on-site
service assistance, so should there be
any issues, the user can get back to
work as soon as possible. The company
also offers planned service agreements,
tune-up packages and scheduled safety
inspections to help customers get the
most from their equipment.

How can their vehicle provide me
with the biggest ROI?

Getting the most for one’s budget

is a must for any company. Those
dealers who have a commitment

to the commercial customer will
carry products that can help execute

Polaris® has more than 375 commercial dealers across North America ready

to help you succeed on the jobsite. To request a demo from an authorized
Polaris® BRUTUS® dealer near you, visit Polaris.com/BRUTUS.

several applications and provide the
opportunity for improved productivity.

At its authorized Polaris® dealer
locations, Best Line Equipment offers
customers a utility vehicle that can
haul up to 1,250 pounds of cargo in the
pallet-sized rear cargo box, tow up to
one ton, and also complete six diverse
tasks through a front-end power take-
off (PTO) system.

The Polaris® BRUTUS® HDPTO
supports three PTO-powered front
attachments—an angle broom, a snow
blower and a finishing mower—that
are driven directly from its 24-horse-
power diesel engine. Additionally,
users can operate three hydraulically-
powered front attachments—a snow
blade, adjustable width pallet forks
and a materials bucket—for ultimate
productivity.

“"With the BRUTUS HDPTO, we can
help customers create significant ef-
ficiencies in their equipment fleet,” Getz
says. “Instead of buying a utility vehicle
to haul cargo, a snow blower for the
winter and a mower for the
summer, customers can use one
vehicle with multiple attachments to
execute several tasks.”

The answers to these three simple
questions should help indicate whether
or not you have found a partner you
can rely on long after the ink dries on
the dotted line.




BRUTUS

JOB-FOR-JOB, BRUTUS® OUTPERFORMS THE COMPETITION.

Polaris® BRUTUS® is the most productive work utility vehicle ever created, delivering
more of what hard-working professionals need to get the jobs done.

INNOVATIVE TREADLE PEDAL
SMOOTHER-RIDING SUSPENSION HIGHER RATED TOWING CAPACITY

MORE RELIABLE HYDROSTATIC TRANSMISSION

PURPOSE-BUILT PTO ATTACHMENTS (CPTIONAL)

AVAILABLE CAB WITH HEAT AND A/C

MORE VERSATILE. MORE CAPABLE. MORE COMFORTABLE.

@& Poranis [
_BRUTUS

311y /T3] WATCH THE HEAD-TO-HEAD COMPETITION
CHALLENGE] AT BRUTUSCHALLENGE.COM

Warning: The Polaris® BRUTUS® is not intended for on-highway use. Driver must be at least 16 years old with a valid driver's license to operate. Always wear
seat belts. Polaris recommends that drivers and passengers wear helmets, eye protection, and protective clothing, especially for trail riding and other
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bea challenge for landscape business

owners. Can you justify a bookkeeper?

How about another technician or crew?

Or should you bring on a full-time

salesperson? And which comes first?
We turned to three consultants

and one industry executive for tips

and answers.

Why is it so hard for lawn
care and landscape firms
to know when to add an

employee in any capacity?

Tim Smith, LandOpt (TS): In the
Green Industry, we’re growing at 8
percent to 10 percent per year, where
others in the service industry grow at

1 percent to 2 percent per year. Since
we’re growing at this rate, we get away
with very informal business practices.
If others would get as informal as we
are, they would be out of business.

Jason Cupp, consultant (JC): Hon-
estly, a lot of companies don’t operate
from a budget. That’s one of most shock-
ing things I see as I look under hoods

of companies of all sizes. So, they don’t
know if they can afford to add someone
because they don’t know the ROL.

J. Paul Lamarche, JPL Consulting
(JPL): Actually, what's difficult is the
relationship between adding another
cost and being unsure of increasing
sales. In today’s economy, having a

"do you I<now when

o ramp up personnel? \We asked a few Green
Industry experts for their advice. svmarisa paLMIERI

lean overhead is paramount to being
competitive. Adding another employee
can always be done if one realizes that
the increase in sales or productivity will
warrant the expense.

A classic example is a mid-size firm
looking to hire a supervisor for the crews.
A very common rule of thumb is the ratio
of one supervisor for every five crews.

What are the most
difficult hires to know
when to make?

Ken Thomas, Envisor Consulting
(KT): When companies start out there
are a couple of key hires made first:
admin and operations. This nucleus
of a three-person team (owner, admin
person and operations person) typically
can handle around $1.5 million in a
maintenance business to $2.5 million
in a design/build business. After the
start-up stages it becomes harder to
determine how to build the team.

One of the most important things
an owner needs to do is determine what
his or her strengths are. Too many times
owners try to replicate themselves,
but they should be leveraging their
strengths and hiring their weaknesses.
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TS: Often you have an owner who’s
starting out at $200,000 or so, and
they’re doing everything—sales, draw-
ings, payroll. One of the first team
members they hire is a bookkeeper/
office assistant. Finally, they hand over
the keys to the kingdom from a business
perspective. But often this hire has not
been formally recruited; their skills have
not been verified. It’s not uncommon

to hear of office managers who end up
stealing. An exhausted owner puts all
the responsibility into their lap and the
office manager, who has no ownership,
risk, passion or vision, takes control of
the business.

"Take your time in identifying the
first office manager you put in place,
making sure there are checks and bal-
ances and the owner maintains business
responsibility.

Also, I don’t think it’s necessary
to put bookkeeping into that role.
Outsource it and here’s why: A profes-
sional bookkeeping service keeps a
discipline and separation of church and
state. You don’t have to be concerned if
your books are being done properly and
they’ll hold you accountable for check
requests, etc.

ILLUSTRATION: ISTOCK INTERNATIONAL INC.



Do you have any good
rules of thumb to share?
TS: Your sales costs for an

organization should be roughly 10 percent
of your revenue, including salary and
marketing. If we’re at $700,000 in reve-
nue, [ want to see $70,000 going toward
proactive sales. Even at a $200,000
company, someone should be fulfilling
the role of a proactive salesperson.

For design, the first full-time
employee dedicated to the role of
designer should be when an organiza-
tion hits $3 million or above. Prior to
that, align your services with a subcon-
tracted designer. In our world design is
a service we provide. The sales profes-
sional is the one taking the prospect
through the process. When the time is
right, they introduce the designer.

JC: On the construction side, if the
schedule got to five to six weeks out
(when I ran a design/build business), we’d

add a crew. We always wanted to be two
to four weeks out. I have (consulting)
clients with a six-to-eight-week backlog
and I'm encouraging them to look at
whether they can afford to add a crew. In
today’s day and age, if you can’t deliver on
a job within four to six weeks,
clients might go elsewhere.

» WEB EXTRA

each crew will be able to produce a
historical average volume of work each
year. An average volume level per crew
may be $180,000 to $220,000, depend-
ing on job size and crew size. So for
every $200,000 of new work sold you’ll
need a new foreman.

One of the key
positions in maintenance

Visit the Web Extras !
JPL: A benchmark for a good section of Landscape 15 the account manager
office administrator is 3 per- Managementnetfor  position. This hire can be
cent of net sales. I've been in role and salary bench directly tied to a volume
marks from LandOpt for

companies where two people
worked full time to cover
$500,000 in sales and other
offices where one person could manage
a company twice the size. It’s all about
competence, direction of management
and systems.

KT:In commercial maintenance,

the need for crew foremen is pretty
predictable based on volume. Based on
your market and your market segment,

a $1 million company.

range or number of clients.
These metrics vary in dif-
ferent parts of the country.
A general rule in first-tier landscape
markets on the East Coast is that an
account manager can handle between
$800,000 and $1.2 million, depend-
ing on the average job size and market
density. Based on our sales pipeline and
growth goals, we should be prospecting
for our next account manager when we
are close to these ranges.

AN EAFERIT TESTIMONIAL ON I RIVIELU :

“I've seen Trimec’s performance firsthand. It
works. It really works. My broadleaf friends
and | would prefer you not use Trimec.”

- Dandelion

"' This dahde_lloﬁ has a lot of friends. In fact, the
_Trim"ec‘;D ,family of herbicides controls major
broadleaf weeds in turf. Every single one. And

_ Trimec has more than 45 years of performance
to prove it.

pbi /cordon
corporation
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Up in the air

By EMILY SCHAPPACHER

twas a conundrum that long plagued Tom VerHage,

owner of Grand Rapids, Mich.-based Katerberg VerHage

Landscaping: How can we get complete, quality photo-

graphs of our large-scale projects? The helicopters the
company used in the past were cost prohibitive, so VerHage
was on the lookout for a cheaper, convenient way to photo-
graph his company’s largest projects like university campuses,
parks, stadiums and some residences. About three years ago,
VerHage finally found an efficient and affordable way to get
the shots he wanted with a new-age device called an unmanned
aerial system (UAS)—aka a drone.

“We always felt we couldn’t do our larger projects
justice with just on-the-ground shots,” VerHage says.

“We used a helicopter in the past and it was very expensive.
It didn’t make sense. The drones are a great way to do it.
It works wonderfully.”

Katerberg VerHage works with a company called Hover-
cams, also based in Grand Rapids, to take low-altitude aerial
images of the $8.4-million company’s largest projects using a
remote-controlled UAS. With this device, Hovercams is able
to provide photos of projects from up to 200 feet in the air.
The technology also allows the drone to zoom in on specific
details from above, such as a water feature, pool or patio.
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Katerberg
VerHage used
drone photogra-
phy to capture its
project at GVSU.

Most recently, Katerberg VerHage built
rock walls on three sides of the artificial turf
football field at Grand Valley State Univer-
sity (GVSU) in Allendale, Mich., as well as
the stadium on the school’s practice fields.
The drone captured the finished project with high-resolution
images of the entire field.

“The photos give us a great view from 100 to 200 feet in
the air or right down into specific target areas,” VerHage says.
“The higher you go, you get a view of the whole project.”

VerHage says his company uses the aerial shots mostly as
a marketing tool for its 90-percent commercial clientele. But
because the company does not pass along a fee to clients for
the photos, he says it’s selective over which projects are worthy
of the Hovercams treatment. Costs ranges from $150 to $200
for 10 to 15 photos per session, VerHage says.

PHOTOS: KATERBERG VERHAGE




PHOTO: FLICKR.COM/J. STEPHEN CONN

“The money goes a long way in getting these pictures
taken,” he says. “It gives you a good bang for your dollar.”

VerHage adds clients seem to enjoy the imagery, too,
and many of them end up framing and displaying the pho-
tos throughout their buildings.

“Customers are very impressed with the service,”
VerHage says. “It works really well for them and they like
to keep the photos as part of their history.”

Another benefit to the drone photography service,
VerHage says, is capturing the images is simple. A
Katerberg VerHage project manager meets a representa-
tive from the photography firm at the project site. After
explaining the types of shots and details they are looking
for, the rep—who VerHage says has an “architect’s eye”—
operates the drone while taking the photos. The whole
process takes less than an hour. Sometimes a project
requires two sessions if Katerberg VerHage wants before-
and-after shots.

Schappacher is a freelance writer based in Charlotte, N.C.
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EP Henry resumes its HeroScaping program in 2014 and broke
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Target Specialty Products is one of the largest
wholesale distribution networks, coast to coast.
We provide specialty agricultural and pest control
chemicals to any business, anywhere in the U.S.,

SPE(M[TY PRODUCTS

target-specialty.com

Fumigation |  Golf Courses |  Landscape |  Nursery
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large or small, with same day/next day service.
Our experienced and highly trained staff can help
you to better serve your customers.

Contact us today.

|  PestControl | Vector |  Vegetation Management

APRIL 2014 | LANDSCAPEMANAGEMENT.NET 29



IRRIGATION

MARKETWATCH

Hands-on approach

A Texas Irrigation company makes water
conservation its tOp priority. By EMILY SCHAPPACHER

he drought that hit Texas in
2006 was a wake-up call for
Patty Sipe, co-owner of Heads
Up Sprinkler Co. in Plano.
It was time to look at some aspects of
her irrigation business differently. That
drought and the ones that have ensued
almost every year since have been
catalysts for the company to rethink
everything through the lens of conser-
vationists and teachers versus a mere
service provider, says Sipe.
“It was at that point we started to
recognize water waste a lot more preva-

lently,” Sipe says. “We have always been
water conscious, but the 2006 drought
and the ones that have followed really
helped raise the public awareness with
respect to water.”

The $500,000 company, co-owned
by Caryn Walz who founded it 18 years
ago, primarily services residential clients,
offering irrigation system repair and
long-term care services. It also provides
irrigation system auditing services for
commercial properties—a service it intro-
duced in response to tightened water-use
restrictions. Sipe expects this service to

expand in the coming years. That growth
isn’t necessarily the goal for Heads Up
Sprinkler, though, Sipe says. The goal is
to save as much water as possible while
educating clients about why it’s so critical.

“There are 7,000 licensed irrigation
techs in North Texas—many of them
are just trying to make a dollar and don’t
care about water conservation,” she says.
“For us, it’s not about making moneyj, it’s
about saving water.”

And save water it has. In 2012, Heads
Up Sprinkler won the City of Plano’s
Environmental Star of Excellence award
for saving an estimated 1.2 million gallons
of water that year by repairing broken or
inefficient irrigation systems and teaching
homeowners how to properly manage
them. The company continues to save hun-
dreds of thousands of gallons of water each
year by providing leak repairs, hydrozoning
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' Use iton any cool -season turf, any tlme durmg the season and control ‘
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PHOTOS: HEADS UP SPRINKLER CO.

and station retrofits, improving head layouts, Above: Heads

: . . Up Sprinkler
using performance-enhancing nozzlesand uti- -
.. T , , 0. co-owners
lizing drip irrigation “like there’s no tomorrow.”  patty Sipe (left)
and CarynWalz

EDUCATION IS THE KEY ocus onsaving
Sipe says the most important piece of the Right: Drip
puzzle is educating the homeowner. Each irrigation is one

Heads Up Sprinkler technician is trained to " they do so.

spend as much time with each client as neces-

sary, explaining the issues, listening and answering questions.
This method builds trust between the company and the client
and helps clients make a connection between the irrigation sys-
tem controller, or “that thing in their garage,” and their water

bill, Sipe says. Once clients see that wasted water equals wasted
dollars, they begin to pay more attention.

“We are the connection point between the automatic sprin-
kler system and the water bill,” Sipe says. “When you are the

connection, you are more than an irrigation company. You are
an information base that can help customers.”

Customers typically understand or have the “aha
moment” when they see their water bill go from, say, $300 to
$125, Sipe says.

Wherever your business takes you,
we're there to help.

At Progressive Commercial Auto, we know your business
depends on your vehicle. For over 40 years, we've been
offering Commercial Auto insurance designed specifically
for small business owners. And with 24/7 live support and
expert claims representatives, we get you back on the road

fast. On the road with you. Now that’s Progressive.

Call for a Free Quote

1-888-375-7905

Find an Agent
ProgressiveCommercial.com

o W o
6o 0e o o Go=s om0

PROGRESSIVE

COMMERCIAL

Progressive Casualty Ins. Co. & affiliates.
12B00197.L06 (02/14)
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“Whether I spend an hour or an hour-
and-a-half with a customer, it’s all billable,
so I don’t have to race from one customer
to the next,” Sipe says. “The customer
always wants more knowledge. We take
the time we need to take with each one.”

With that, Sipe recognizes water
conservation is a long-standing issue
in Texas, which is why she says, now
more than ever, it’s important to
spread the knowledge. Alongside its
hands-on approach to repairing irriga-

MOWING GOSTS -
WITH PROPANE

AND GET UP TO $1,000 PER MOWER TO PROVE IT.

Take part in our Propane Mower Incentive Program and get $1,000 back for each new
qualifying propane-fueled mower purchase, or $500 back for each qualifying mower
conversion. In return, you'll tell us about your experience for one mowing season.

For maore information, see your mowing equipment

dealer or visit poweredbypropane.org.

Some restrictions apply.
See rules at poweredbypropane.org.

0 PROPANE EDUCATION & RESEARCH COUNCIL

MOWER

INCENTIVE PROGRAM
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tion systems and educating clients,
Heads Up Sprinkler continues to
educate people about water conserva-
tion on a larger scale.

For instance, as a member of the
Water Efficiency Network of North
"Texas, Sipe voluntarily teaches water
management techniques to home-
owners as well as heads of city water
management programs—imany of
whom are required to meet 10-percent
conservation goals annually throughout
their regions.

“The future of Heads Up Sprinkler
is going to include giving a lot more
of our time back to the community,
teaching more classes and helping
the water users of the world use less,”
Sipe says. “But the focus of what we do
has never changed. We work with the
homeowners, we fix what’s broken and
we educate.”

Schappacher is a freelance writer based in
Charlotte, N.C.

The Ticker:
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N HydroPoint

data systems, inc.

HydroPoint Data Systems received the
Best Savings Impact vendor award from
the Irving Co. for its positive influence on
the company's water savings, primarily
through the use of its WWeaterTRAK Pro
smart controllers.

Ewing promoted
Warren Gorowitz to
vice president of sus-
tainability. Gorowitz will
head the company’s

outreach programs as P4
well as evolve its Warren
sustainable product mix. ~ Gorowitz
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4766

New! Oregon PowerNow

40V MAX Cordless

i Trimmer/Edger

| = No more cords, no gas-oil mixing,
no warm-up, and no emissions

= | ithium ion battery pack offers long
run time, premium cell technology,
and constant no-fade power

= Holds a charge in storage
for months

= Swift load trimmer head has
dual lines for faster cutting

= Flip down guide for precise edging

80184 80185

Trimmer/Edger Trimmer/Edger Kit
(Tool Onl% w/2.4 Ah Battery

$179% | $399%

s 80183
% Repl. Swift Load |
Trimmer Head

:‘.y

80182
Repl. 14" Bar

$2900

4765
New! Oregon PowerNow

4764
New! Oregon PowerNow

40V MAX Cordless Hedge Trimmer ° 40V MAX Cordless Chain Saw Rep|8?lf3éhain
= |jithium ion battery pack offers long run time, = Runs cleaner, quieter, and is free '

premium cell technology, constant no-fade power from the hassles of gasoline or cords $3 500
= Holds a charge in storage for months = 40V MAX Lithium lon Battery holds
= No gas-oil mixing, no pull cords, no warm-up, no a charge for months and provides high power

emissions, and it is 4 times quieter than a gas trimmer | =14 bar
= 24" blade has laser-cut precision cutting blades for up = PowerSharp® System sharpens

to 3/4” cutting capacity on the saw, on the job, in seconds
80177 80178 Hedge 80179 Hedge 80174 80175 80176
Hedge Trimmer Trimmer Kit Trimmer Kit w/2.4 Chain Saw Chain Saw Kit Chain Saw Kit
(Tool Only)  w/1.25 Ah Batteryl  Ah Battery (Tool Only) w/1.25Ah Battery| w/2.4 Ah Battery

$179% | $329% | $399% ||| $249% | $349% | $39900

4764, 4765, 4766
New! Oregon PowerNow Battery Packs and Chargers
= |ithium ion battery pack offers long run time,

premium cell technology, constant no-fade power

80180 .

80171 1.25 Ah | 80172 2.4 Ah 80173 C600 80180 C750
Battery Pack Battery Pack Battery Charger | Rapid Charger

$99% | $149% | $59% | $9Q00

368 | www.forestry-suppliers.com/promo/landscape B = el
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New! Lawn Bagg™

= Free-standing

= 4 corner loops for easy
lifting and hauling

= Foldable, polypropylene bags
are puncture-resistant
and will not tear

69185
75 Gallon

69186
135 Gallon

69187 .
202 Gallon

$285 | $3350

$3 850

0 Manufacturer’s Warranty
Lifetime

4773
New! Mlag-Lok® Tools

33271 33273 33272
#2 Round |Flat Spade| 16-Tine
Point Head Forged
Shovel Bow Rake
Head Head

4773

Manufacturer's Warranty

Lifetime

New! Mag-Lok® Heavy-Duty
Fiberglass Handles
= 4mm (wall thickness)

fiberglass handles

33267

33268
28" D-Grip|40” D-Grip|48” Straight

33269

$2595$97725$2825

$2725$2925$2775

Boss S.D.

$239°%

8570
New!
Brush Grubber Boss S.D.
= Pull tree stumps up to 8”

= 3.9” Diameter pads

= Heavy duty 1.5" steel

Hy-Pro™

$1589%

7874

New! Hy-Pro" 15-Gallon

Professional Fuel Station

= Made of steel and can be used
with all types of fuel

= 10" hose with metal nozzle

= Gravity feed tank

#q » Manufacturer's Warranty
X 1Year

ew NIy

New! Work Sharp®
Knife and Tool Sharpener

@ Manufacturer's Warranty
10Year
'RUE TEMPER,

4808

New! True Temper®
ClogFree Poly Leaf Rake
with Cushion Grip

Manufacturer’s
Warranty

Limited
Lifetime
&
CORONR\.

sssssssssssssssss

4675
New! Corona® MAX
Diamond Blade Steel Spades

69017 69021
35680 35686 Belt 33858 24"W | 33859 30"W 12" Blade, 26" 15" Blade,
Work Sharp Accessory Kit w/11 Tines w/15 Tines D-Grip Handle 54" Handle
$7995 $995 $-| 850 $21 75 $72 95 $9 895

www.forestry-suppliers.com/promo/landscape | 1-800-647-5368 3



3 Ib. Spool

PLATINUM

GATORLINE

4811
New! Oregon® SuperTwist®
Platinum Gatorline™

= Highly flexible co-polymer core
® Resists welding up to 498°F

7459 Eaiar

Edgit String Trimmer

Attachment

= Trimming and edging guide
for straight shaft trimmers.

13353
0.080 Gauge

13355
0.095 Gauge

80105
for Echo

80106
for Stihl

4616
New! CheckSpark
Engine Ignition Analyzer
= Can be used to test any two-
stroke or four-stroke engine

93037

$5225 | $4475

$61%0 | $7272

$39°

PLATINUM

GATORLINE

4811

New! Oregon® SuperTwist®
Platinum Gatorline™

= Highly flexible co-polymer core
= Resists welding up to 498°F

13352
0.080 Gauge

13354
0.095 Gauge

$1750 | $15%

7455

234492
W.E. Chapps
Trimmer

$2695
Motor Cover

= Proven at sustained highway
speeds for open trailers.

= Also keeps dirt, excessive dust
and water out of the carburetor.

= Fully adjustable.

93125
7712

= $3550
TruFuel 50:1

Engineered Fuel/Oil

= Ready to use 2-cycle fuel

= Ethanol-free

= Remains fresh for more than
2 years after opening

= Case of six 32 oz. cans

Saturated
93084

4608 $850

New!
Gasoline Tank Snake™
= Absorbs both free and bound
water in ethanol-blended gasoline
= Becomes dark blue
when saturated

4 1-800-647-5368 | www.forestry-suppliers.com/promo/landscape

7942 - $ 4 450

W.E. Chapps

Backpack Blower Cover

= Custom fits and protects all
backpack blowers

= Waterproof, abrasion- and
tear-resistant outer cover

ECHO

7446
Echo®

Gas-Powered
Backpack Blower
= 25.4 cc Power Boost
Vortex™ Engine.
m 22 3 fl. 0z. see-through fuel tank.
= Noise level (ANSI): 65 dB.

b2 DISCOVER
) o 0 s



PELTOR'

Box of
100 pairs,
NRR 29dB
4760 7701
New! Peltor® Elvex® QuieTunes™ 660 Series
Helly Hansen Voss Jacket No-Touch” Earplugs AM/FM Radio Earmuffs
Medi 94154 94155 94130 94120 New!
21053 Medium Without Cord With Cord QuieTunes 660 | Rechargeable

21054 Large
21055 Extra Large

$459

$78%

$4675

$73%

4760
New!

Helly Hansen Voss Pant

21056 Medium
21057 Large
21058 Extra Large

4714 =

TR

New! .
JACKSON SAFETY*
R10 Dual-Valve N95

0%

ON YOUR ORDER!
THRU 12/31/14. Use Key Code
on back page when ordering.

7454
Strap Chapps™

$8850

carhartt

4759

New! Carhartt® Carbondale™

Safety Glasses
= Black/Tan Frame

23051 23053 23054
Clear Lens|Gray Lens| Bronze
$790  $g40 | $g840

2863

Radians® Altitude™

Polarized Safety

Glasses

Particulate
Respirator

23138
Box of 10

23443
Dark Green

23244 Black w/
Smoke Lens

23247 Tortoise
w/ Brown Lens

$37°

$26°

$26°

4718

New! TURFgrabber”

Traction Gear

4809
New! Outdoor Research
BugOut Gaiters™

UVE:{

by Haneywell

4810
New!

Uvex Stealth® Goggles

23029 Small
23013 Medium
23014 Large

$2850

25103 Small
25104 Medium
25112 Large
25114 X-Large

$359

23454 Clear,
Anti-Scratch

23456
Gray Lens

$182°

$1575

B0 = [ e
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Fiberglass Ironclad Handle

Brush Grubber

= Handles small tree stumps and
brush up to 2" diameter!

= Eight no slip grip teeth per pad

" Spring 75175

&
CORONR.
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8005

Corona® Trenching Shovels

= 35° angled handle for easy
cleaning and digging of trenches

= 13 gauge steel blade

= 48" American ash wood handle

Sharpened edge
to reduce digging
effort by up to
80%

7761
Spear Head Spade”
= 11"H x 9"W High carbon

manganese steel blade
= Cushion grip

33808 3” 33809 4
[Trenching ShovelTrenching Shovel

33886
Spade

33887
Long Handle

= Grip pads
rotate 360°

operated jaws
$119°9

$2125 | $2125

$45% | $46°

Also available
1760 in black.

Ontario Military-Issue

éGERBEP

Manufacturer’s
Warranty

Limited
Lifetime

4805
New! Gerber

7369
Tool Holder

Machetes with Hand Guard Gator Kukri Machete = 12"Long
= Hand guard for protection from = Ergonomic Gator Grip handle, = Perfect for storage
thorns, brambles, etc. slip-proof grip, and hefty full tang | =Holds four pushbrooms
construction or other tools of
33617 33618 33619 = 12-inch blade 33627 Gator similar size 94720
95 75 95 resistant 1050 75 holes for 95
$20 $24 $27 Steel $38 installation $6
i /i
UnionTools: UnionTools: UnionTools:
Manufacturer’s Manufacturer’s Manufacturer’s
Ot Ot Ot
4684 4685 4686

New! UnionTools® Union

Select Fiberglass Handle

Bow Rake

= 15-3/4"W head with 15 teeth,
each 3" long

= Steel ferrule

= 48" Textured 83577

Model 2433200

fiberglass
handle

$2350

6 1-800-647-5368 | www.forestry-suppliers.com/promo/landscape

New! UnionTools® Union

Select Fiberglass Handle

Round Point Shovel

= 9”x 11-1/2" Heavy-duty blade
with Dura-Torque® crimp collar,

forward turned
step, and 33878
’ Model 2433000

= 48" Textured

open back
$2125
fiberglass handle

New! UnionTools® Union

Select Fiberglass Handle

Square Point Shovel

= 9-1/4" x 11-1/2” Heavy-duty blade
with Dura-Torque® crimp collar,

forward turned
step, and 88879
’ Model 2433100

open back
$21%

= 48" Textured
fiberglass handle




3787
Jameson Big Mouth
Pruner/Saw Package

FELCS

1786
Felco® Model 2
Hand Pruner

80170 with 80190 New!
Fiberglass Poles| w/B-Lite Poles

81130
8-1/2" Long

$159° | $234°°

$49°

Barnel® Ultra Reégch®
Telescopic Prune

81160 6" - 10’
Telescopic Pole

$1085°

CORONR.

Corona® 13" Curved §%

1739
Pruning Saws ~

SAVE

0%

ON YOUR ORDER!
THRU 12/31/14. Use Key Code
on back page when ordering.

2547
Fanno Pole Saw
with 16-1/2" Blade

81262 81272
Plastic Handle |Wooden Handle

81023
Fanno Pole Saw

$2725 | $277

$34°

8528

New! KURO
Hori-Hori Soil Knife
33487 33490
KURO Leather Sheath
$29%0  $1175

16"L Woodman’s Pal Axe

94098
Hardwood Grip

$8495

94096
Leather Grip

$9695

’
¢ 3787

New! Jameson® Barracuda”
Tri-Cut Pole Saw Blades

81316 81318
13" Tri-Cut 16" Tri-Cut

$15% | $18%

1779 '
Porter-Ferguson Forester
Heavy-Duty Brush Cutters

7628 - =
Tree Bandage®
Wound Dressing

1968 _ = it
New! Treekote Pruning Tool
and Saw Treatment

=1-1/2"

79100
16 oz. Bottle

79101
One Gallon

$12% | $37°

81290 = Prevents
11 oz. Aerosol the spread
of harmful
$1 2 50 pathogens

. 79068
Capacity Model 0290F
$1035°

Er B e [ v
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New! Ooze Tube®
Tree Watering System

GARDENING INNOVATION

8358 o
Gilmour® 6-Ply Commercial
Duty Water Hoses

79159
15-Gallon

79160
25-Gallon

67740
3/4” x 50°'L

67741
3/4" x 75°L

67742
3/4”x 100°L

$1275 | $167

$49°5$65°

$3675

$195%

Ames Reel Easy®

Hose Reel

= Holds 400" of 5/8" hose.

= Heavy-duty frame, 6 leader hose,
chrome handle with cushion grip,
and four 10” pneumatic wheels.

77153
2938

New! $1 9500

Agratronix™ Soil

Compaction Tester

= Molded housing, rubber hand grips,
and a 24" stainless steel rod

= 1/2" tip for firm soil ,

= 3/4" tip for soft soil 7

7
&

94328

Turf-Tec pH Meter|

2897 | |
New! Turf-Tec

$299°°
Soil pH Meter

= For all turfgrass areas

= Weatherproof non-corrosive
metal

= Readout: 3.510 9.0

= Qverall Height: 48" Tall

EXTECH

INSTRUMENTS

77151
7990

95
Extech® $279

Digital Soil Moisture
Meter with 8" Probe
= Features an 8" heavy-
duty stainless steel probe
= Measures soil moisture
content from 0 to 50%
= Data hold and min/max functions
= Water-resistant housing

76971
Soil Sampler
Tubular

$17°°
Soil Sampler

= One-piece, stainless steel
tubular sampler

4323

8

77173

$422°

-
i

3062
LaMotte® Model AM-31
Soil Test Kit

= [ndividual modules of chemical
test equipment

m Each includes instructions and
reagents for 50 tests

1-800-647-5368 | www.forestry-suppliers.com/promo/landscape

Duckbill

Earth Anchor Kits

= Patented Duckbill earth anchors
work like toggle bolts in soil

79122 New! 79124 New!
Holds 3,000 Ibs.| Driving Rod
$1775 | $45%
79135 79133
Holds 1,100 Ibs. Driving Rod
$4095 $975
EW = D“‘ﬂ“"”"



1880
Neutralize

Tank Cleaner

= One tablespoon cleans
a 3-gallon sprayer

= One pound treats
approximately 100 gallons

1855
D.B. Smith Contractor
Series Sprayer

= Features a five-nozzle system

= Accepts TeeJet® nozzles

= 50" hose, 21" heavy-duty poly wand

13298 13299
2-Gallon Sprayer|3-Gallon Sprayer

$47°50

EarthWay,

13150
6.6-Gallon
7583

$ 50
EarthWay® 407

EV-N-SPRED"” S25 Spray-

PRO Mark Ill Sprayer

= Spray width of 2.5 to 5', and
covers up to 13,000 square feet

= Heavy-duty epoxy-coated
Diamond chassis

= 13" Pneumatic stud wheels

7992

SpotOn Sprayer Calibrator 14014
= Readings are shown in GPM, 4609 $3995
0z./min., or Liter/min. New! SpotOn® New! Fertileeze® & Vatein
= Best for flow Nozzle Cleaner Fertilizer Applicator = USA
rates below = Produces a 50 psi air blast to = With each pump, the wand
1 GPM SC—11 lé)%cl)'grat r quickly clear plugged nozzles delivers one tablespoon
orEe = Rugged nylon plastic construction of fertilizer ’
$1 4995 = Works anytime, anywhere and = Container holds () Vrantacturers
N\ never needs refilling or recharging 750 teaspoons “1Year

1843

Solo® Backpack Sprayers

= Adjustable left/right hand-pump

= Fan, cone and straight stream
nozzles

13195
4-gal. piston

13174
4-gal. diaphragm

$94%0 | $97%0

e ,
T (I s

13224
1844

$ 50
Deluxe 41

Shoulder Saver Harness

= Padded, adjustable shoulder straps
and padded, adjustable waist

= Adjustable chest strap

= se with Solo, Chapin, and Field
King backpack sprayers

14013
7992

New! $1 1 900

SpotOn® Spray Tip

Pressure Tester

= Digital display reads in
PSI, Bars, or kPa

www.forestry-suppliers.com/promo/landscape | 1-800-647-5368 9



8284 -

CARB Compliant

No-Spill® Fuel Cans

= Meet the California Air Resources
Board (CARB) requirements for
portable fuel containers

7646
3-Piece Assorted Funnels

= Small, medium and large funnels
= High-density resin

03328

93329 93330 93141
1.25 gal. | 2.5 gal. 5 gal. Funnels
$9950 $2695 $4195 $495

6276

Keeper® Ratchet Tie-Downs

= H|-TEST™ Webbing is designed to
be extra abrasion resistant for a
long and useful life

94672 94654
1"W x 15°L, 2"W x 27°L with
Pack of 4 Double J Hooks

$1975  $19%

94723
3744

95
Ez Gate $1 28

Trailer Gate Lifter
= Reduces lifting by 90%.
= One Kit works on gates
up to 200 Ibs.
= Universal 1-hour installation.
= Works on all utility trailers
with side rails.

3744
Lockable

$155%0
Trimmer Rack

= | ong-lasting stainless steel
springs and vinyl-coated hooks.

= Holds three trimmers.

= For use on open trailers.

3744

94703
$ 75
Water 45
Cooler Rack

= Accommodates most
standard size coolers.
= Adjustable straps included.

3744

94702
$ 25
Backpack 52
Blower Rack

= Blower securely mounts
on hook with spring latch.

= Rubber strap included.

= For use on open trailers.

10

94704
3744
Gas Can

$ 95
Rack 52

= Can hold one 5-gallon

or two 2.5-gallon rectangular
polymer gas cans.

= Strap included for securing load.

1-800-647-5368 | www.forestry-suppliers.com/promo/landscape

94706
3744 $ 95
Trimmer Line
Spool 21
Bracket

= Accommodates one 3 Ib. spool
of trimmer line (not included).

Em=



TEC LABS

FREE

TECNU® RASH RELIEF”

MEDICATED
ANTI-ITCH SPRAY

Provides relief from the painful itching
of poison ivy, oak, and sumac rash while
encouraging healing and drying of blisters.

Non-aerosol, homeopathic formula.

FREE WITH
YOUR ORDER!

SE KEY CODE ON BACK PAGE

7286

Forestry Suppliers

Industrial First Aid Kits

= Contents meet/exceed requirements
of ANSI Standard Z308.1-2003

1563
Gatorade®

Thirst Quencher

= 21 0z. pack makes 2-1/2 gallons

NEED MORE?
25373 6 oz.
Pump Spray
$1 900

SAVE 10%
On Your Order!

TECNU®
FIRST AID GEL

Antibiotic-free formula
with Lidocaine for fast relief

1/16 oz. pcks | 2 oz. Tube

Made in
| & (R
33289
3.2 oz. Jar
4618
New! $895
O’Keeffe’s®

for Healthy Feet

= Promotes the healing of dry,
cracked, split skin

= Non-greasy and odorless

25223 25222 33969 33634
10-Unit 25-Unit Lemon-Lime Orange
$-| 625 $2050 $510 $510
e S
be sold
in CA, NY.

g

- =

(1

=1 %

4601 = l }

New! Coleman®

100 Max Insect Repellent
=100% DEET

= Up to 10 hours of protection

!

4689
New! WYPALL
Waterless Cleaning Wipes
= Heavy-duty waterless cleanser

= Made in USA
-
.-1-

New! Hydro Flask® Tactical
Line Insulated Bottles

= Keeps cold for 24 hrs., hot for 12

4767

25268 25269 33318 33322 93886 Coyote Brown
1 oz. Pump 4 oz. Pump 50-Count 75-Count 93887 Desert Tan $2375
93888 Foliage Green
$725 $1 2 95 $1 1 & $1 825 93889 Nite Ops Black
TR e e www.forestry-suppliers.com/promo/landscape | 1-800-647-5368 1
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Attention Resellers

We’re looking for New Dealers

To join our wholesaler network.
Call 800-346-6939 for your FREE
information packet.

PECOSales.com
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ASK THE PROS!
TOP-NOTCH
TECHNICAL ADVICE
RIGHT AT YOUR
FINGERTIPS.

Expert answers to your

product questions!

SALES 800-647-5368

~ g 8 Like Us on Facebook
.ﬁ [ facebook.com/ForestrySuppliers
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PHOTO: FLORIDA LANDSCAPE CONSULTANTS

MARKETWATCH

More than mowing grass

Relationship building: The driving force
behind Michael Lancaster’s success as a
businessman in the Green Industry. s jonkar

/|

verybody can mow grass,” says
Michael Lancaster, president of
Florida Landscape Consultants
(FLC). That’s why he stresses
the importance of building relationships.

Lancaster, 54, has worked as a sales
representative, business owner and con-
sultant for nearly 30 years in the Green
Industry. During that time, he’s seen
how relationship building—with other
business associates and with customers—
can affect success.

To that end, Lancaster attributes
FLC's fast-track growth to the bonds he’s
formed with customers and colleagues.
The Tampa, Fla.-based company is on
pace to generate $4 million in 2014 and
$10 million by 2017. He started the
company in 2012.

ROAD TO SUCCESS
Lancaster entered the landscaping and
lawn care business in the 1980s. He was

working as a district sales representative
for General Foods Corp. when a friend
asked him if he’d like a sales position at
ChemLawn’s commercial business unit
in Tampa.

He said yes and took a crash course
on agronomy and horticulture. Despite
having no experience in the Green
Industry, Lancaster quickly became a top
sales representative.

In 1991, he decided to start his own
commercial landscape business. After
five years, Nanak’s Landscaping in
Tampa purchased it, retaining Lancaster
as an independent marketing consultant
for nearly 16 years.

Lancaster witnessed firsthand the
importance of customer relationships
three years ago when ValleyCrest then
acquired Nanak’s. He was displeased
with the direction the company was
heading, so he left after about a year
to form his own firm with longtime

3 KEYSTO BUILDING RELATIONSHIPS

Green Industry veteran Michael Lancaster offers his top tips for customer loyalty.

Be honest. “| don't promise the moon

if can't deliver it. Don't promise clients
a weed-free lawn (right away) if they
have dead stuff everywhere because they
didn't look after their irrigation system or
didn’t spray chemicals at the right time.
Be honest with customers in assessing
what their landscape is. | make sure |
describe everything | learned during the
property evaluation process. Have a good
understanding of customer expectations,
what you can accomplish based on existing
conditions, what your capabilities are and
how much it's going to cost.”

Be reliable. “If we're supposed to be

at a customer’s property on Tuesday at
9a.m., we're there every Tuesday at 9 unless
there’s a rain issue. And even then | still
communicate with the customer to let them
know when we will be there. Reliability,
to me, is to be on time, on schedule all the
time. We do that with high degree of success
because that's how we operate. A lot of that
has to do with planning/scheduling.”

Stay in touch. “See the customer
often. What | hear all the time from new
prospects is that nobody ever comes to see

APRIL 2014 | LANDSCAPEMANAGEMENT.NET

coworker Beau
Bohannon, who was a
regional vice president
at Nanak’s.

Lancaster handles
most of the marketing
and financial facets

Michael Lan-
caster (seated)
and Beau
Bohannon (far
left) emphasize
career paths

at Florida
Landscape
Consultants.

of FL.C, while Bohan-

non is responsible for the operations.
The company provides landscape
maintenance, tree care, irrigation,
design and outdoor lighting services for
commercial clients. The duo relied on

its experience and reputation to build
FLC’s client base.

them to assess their satisfaction, evaluate
their needs or check quality to ensure they're
getting what you promised them. That's huge.
| try to see all of my customers at least once a
month. Account managers, department heads
and lead men see our customers routinely. Qur
account managers, who will have no more
than three crews, go to the properties each
day the crew is there—every job, every day.
It's one of the most important characteristics
of our company that helps us retain customers
and keep satisfaction high. One of my bosses
once said, ‘If you're not talking to your custom-
ers, | guarantee someone else is.”

33
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REASON FOR CHANGE

Ultimately, it was a clash in management
philosophies that led Lancaster to strike
out on his own. He says ValleyCrest’s
leadership team redesigned labor budgets,
changed account managers and split busi-

ness among various branches. That meant,
without an explanation, many customers
lost account managers who had worked
with them for years. The company lost a lot
of business, Lancaster says. That culmina-
tion inspired him to go back into business

<
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Designed and Manufactured in the U.S.A.
Upgrade any existing landscape lighting installation to the energy-saving
benefits provided by these high performance LED lamps:
» Advanced Thermal Management featuring a thermo-composite
heat sink design
» Unitized construction with corrosion-resistant, thermo-composite body
» 4.5W and 5.5W lamps available
» Precision optics with beam spreads of 25°, 36" and 60°
» Consistent warm white color, lamp to lamp
» 35,000-hour lamp life
» 5-year Warranty
Explore the possibilities of going green \\l// LANDSCAPE
right here: vistapro.com //T\\ LIGHTING
= (4
EHEEAN VIOSTA&" 800-766-8478 | www.vistapro.com
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for himself, bringing along Bohannon, who
has many years of operations experience to
complement his sales/marketing focus.

“Always work hard to surround your-
self with good people,” Lancaster says.
“Every successful business has a good
core group of folks who are like-minded.”

Employee empowerment is impor-
tant for any business that’s planning for
long-term success, he adds. Account
managers must have administrative skills
and take ownership of their proper-
ties, Lancaster says. He also believes in
promoting internally.

“You want your people to understand
they have a path to a career,” Lancaster
says. “Our turnover rate is very low
because we invest a lot of time and effort
into our employees, and they can sense
that. We treat them like they have a career
here, and they act like it’s a career.”

Katz is a freelance writer based in Cleveland.

The Ticker:

MAINTENANCE

Aftermarket outdoor power equipment
parts supplier Rotary Corp. joined the
National Hispanic Landscape Alliance
as a supporting member. “Rotary rec-
ognizes the growing impact of Hispanic
Americans in the landscape industry and
supports the efforts of NHLA,” said Ed
Nelson, president and CEO of Rotary.

Lawn Army expects to license 12 fran-
chise locations in 2014, including one

in Miami, pending as of press time. Es-
tablished in 2011, Lawn Army is a brand
of HomeTask, a multi-brand franchisor
headquartered in Seattle. Lawn Army cur
rently serves
areas in\Wash-
ington, South
Carolina and

California.
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Learning
curve

By EMILY SCHAPPACHER

rian Marcus started his career as a biology teacher.

So it’s no surprise the owner of Morning Glory

Lawncare & Design in Holbrook, N.Y., considers

educating clients one of the most important parts
of business, an approach that has helped the company expand
from eight clients to nearly 150 in just three seasons—
which also may account for its $100,000 in annual revenue.
It’s all about providing information and establishing trust,
Marcus says.

“Because of the whole teaching thing I never wanted to
be that person who just tries to sell customers on, “This is
what ’'m doing,”” Marcus says. “I really try to explain to each
customer the details about the products I use and what’s in
them, what they’re supposed to do and the results they’re
supposed to produce.”

Morning Glory Lawncare & Design, a one-man opera-
tion, specializes in lawn care and landscape design, primar-
ily serving residential clients (90 percent) earned through
word-of-mouth referrals. All clients have Marcus’s personal
cell phone number, which they’re encouraged to call if
there’s a concern. And he often makes visits to inspect any
problems for free.

“You’re doing the right thing for them and that’s what it
really comes down to,” Marcus says. “I want my customers

The extra steps of being
personable and sociable help
my customers feel more secure
in giving me money to take care
of their properties.”

—Brian Marcus

THERE'S POWER. ..

* BROADLEAF HERBICIDE FOR TOLGH WEEDS

AND THERE'S
SUPERPOWER!

The most villainous weeds are coming for your turf: henbit,
chickweed, ground ivy, violets. But they don’t stand a
chance against the power of TZone™ Broadleaf Herbicide
for Tough Weeds. TZone uses four active ingredients to
knockout the meanest spring and winter weeds. It even
suppresses nutsedge. And because a client in distress
can't wait for rescue, TZone is the fastest triclopyr
combination on the market, with a fast visual response to
help reduce callbacks.

In the fight against tough
weeds, you can count on
the superpower of TZone.

pbi /cordon
c ation

800.884.3179
GordonsProfessional.com
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for the next 50 years, and I want their kids and their
grandkids, too.”

PROBLEM/SOLUTION

A challenge Marcus came across time and again was
a client’s lawn looking unhealthy because of inap-
propriate watering. He found many homeowners
don’t know how to operate their irrigation systems
and don’t realize they need to adjust them to provide
their lawns specific amounts of water based on the
time of year and the weather patterns. He made it

a goal to teach all of his clients how to adjust their
sprinkler heads and to educate them about proper

ADJUST YOUR

In response to

. hni customer confu-
watering techniques. sion over water
"To do so Marcus created custom magnets for less ing techniques,
than $150 that he’s provided to each customer for Marcus Creatl‘?d
. magnets outlin-
the past three years. These magnets detail how much g how to water

water a lawn needs based on the temperature and the based on weather
time of year. The simple and inexpensive marketing and time.
tool is an opportunity to educate the homeowner in a

mgla widesign,com

BASIC LAWN WATERING
;?.J'wa_vs Water each area (z
* Early morning waterin,

DAILY WATERING INTERVALS

AS F 'S
y. OLLOWS (tempemlure range in degrees F):

23 - 65.....water every 4th day

3. 5.....waler every Srd day
75. 85.....water every 2nd dayv ih‘

“-Water every day MORNING

631-585-2254

et us help | i |
us helj by saying Hlﬁﬂ!s

RECOMMEN DATIONS
one) for 1 hoyr.
8s are best

way that benefits everyone: Marcus has fewer prob-
lems to deal with and his clients have better-looking
lawns all year.

“It was shocking how many phone calls I got
saying, “Thank you,” Marcus said. “What wasn’t
so shocking is that when I’d go back to my clients’
houses, most of their problems were fixed.”

PLANET DAY OF SERVICE UV
NATIONWIDE, APRIL 22, 2014 %'P’Uay :

Each year, landscaping professionals
from across the nation unite for a day

D

- QO'

ofse'®”
TS

of giving back to their local communities. On April 22, 2014,

thousands of volunteers will participate in hundreds of

projects that brighten communities, improve quality of life,

and bring national awareness to our industry.

Giving back is a fundamental value we all share. Join in this ,‘; ¢

nationwide effort. Visit PLANETDayofService.org to

include your project in the collage of caring. PLANETba;ofService org
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Marcus knows not every issue can be solved so easily, though. That’s where

his time and energy come into play. He makes it a point to drive by his cus-
tomers’ homes in between visits to look at their lawns and try to prevent any
significant problems before they start. If a customer does call with a concern,
Marecus is at their home within two days, preferably at a time when the client
also will be there so they can discuss the problem in person and Marcus can
answer questions.

Marcus also knows a client’s lawn will only look as good as the product used on
it. He opts for premium fertilizer, the same type he uses on his own lawn, and shares
everything he knows about the product with his clients.

“Forming the bond of trust and honesty has helped expand the business, and the
extra steps of being personable and sociable help my customers feel more secure
in giving me money to take care of their properties,” Marcus says. “Knowing your
product and being able to communicate well with customers or possible customers
is a big thing.

“It’s actually just being a good person and an honest, actual human being—
which is what you hope most people in the world are, but it’s not always the case,”
he adds. “That is how I try to run my business.”

Schappacher is a freelance writer based in Charlotte, N.C.

LAWN CARE

Nationa‘ .
Lawn Care
Month

buff.ly/1jQH7w.

BUILDING
ASOLID

POST-EMERGENCE
WEED PROGRAM

STARTS HERE

EY

SquareOne

HERBICH

e

Use SquareOne® as your
foundation to:

-Combat over 60 grassy and
broadleaf weeds, including
crabgrass

«Expand your window of
application: Apply 1day before
seeding or as early as 7 days
after seedling emergence

- Optimize performance with
dual active ingredients for
speed, efficacy and turf
tolerance

To learn more,
visit www.fmcprosolutions.com

*MC

*Not for use on bahiagrass, creeping bentgrass or St. Augustinegrass.
Always read and follow label directions. FMC and SquareOne are
trademarks of FMC Corporation. ©2014 FMC Corporation.

All rights reserved.

[ £] k]
FMCTurf ~ @FMCturf
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A SCRAPBOOK OF DESIGN/BUILD OVERHAULS

THE MISSION

When an unusually flat
site threatened to consume
the view of the yard, the
homeowners let the design
team take some risks—and
were rewarded with an
outdoor space that’s the
envy of the neighborhood.

Brian Cossari, ASLA, a landscape architect for
Wilton, Conn.-based Hoffman Landscapes, and
his team were faced with a daunting challenge:
The owners of a stately colonial wanted an outdoor
space in which their young family could entertain,
relax and play. But the flatness of the landscape
presented drainage and wind issues.

"To compensate, Cossari manipulated grade
elevations to control views from the home while
separating different areas for each hardscape
element. Excavated material from the pool allowed
the team to create raised masonry planters through-
out the patio and pool area, without the feeling of
being cramped.

“Drainage had to be carefully planned to
integrate pitches of existing patio with proposed
enhancements,” he says.

"To complement the large scale of the home, the
axis of the pool was brought as far away from the
house as possible. “That brought the pool close to a
rear yard setback line, so the pool was built slightly
more narrow and longer than a traditional pool,”
Cossari says.

Another unusual feature was the neighbor screen
the Hoffman team built, featuring a large footing to
withstand the wind sheer of cold Northeastern
winters. The fake facade uses New England stone
veneer to match the existing stonework on the
residence. Its Rumford-style fireplace produces large,
showy flames—ideal for chilly evenings outside.
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THE WORK

1 | Something to work with. The builder of
this brand-new home constructed egress
stairs off the living spaces to a well-built,
but simple terrace.

2 | Add-on magic. The existing terrace (shown
in 1) provided a base for the outdoor kitchen
and dining area, keeping both on the patio.

3 | Bursts of color. Planters filled with nepeta,
day lilies, phlox, coreopsis, lantana and
lavender bring color to the raised beds,
providing sweet scents around the yard.

4 | Water wonder. A gunite swimming pool was
installed with bluestone coping to integrate
materials used on the existing builder’s patio.
The pool patio is quartzite, which blends nicely
with existing bluestone—yet is not as hot on
bare feet around the pool. Note the pondless
waterfall feature behind the two sets of chairs.

5 | Dressed for dinner. Designer Brian Cossari
used biaxial symmetry in the pool layout.
The center line of the door access spears
through the dining room, pergola, loung-
ing area, pool, spa, waterfall and backdrop
berm planting.

6 | Simple symmetry. The other axis carries the
view through the fence arbor, boxwood hedges,
pool, living room and pergola, terminating at
the outdoor living room and fireplace. Plantings
include oak leaf hydrangea, inkberry, dwarf
boxwood, viburnum, butterfly bush and roses.

7 | Privacy wall. The shutters on this large, fake
facade were crafted from recycled barn tim-
bers with iron hinges and shutter dogs. These
openings can be cut into doors to provide
access to a future pool house, if desired.

Founded in 1987 Wilton, Conn.-based
Hoffman Landscapes focuses on design/build,
landscaping and property maintenance ser
vices throughout New York and Connecticut.
Learn more at HoffmanLandscapes.com.

gional Landsc,
N:.mcls of Erwllnnff
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GRAND
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EXTEND YOUR BUSINESS % BY CASEY PAYTON

Un-stumped

DECADE AGO CHRIS Lee went out
on a limb when he decided to

bring all tree services in-house

for EarthWorks, located in
Lillian, Texas. Now, garnering $75,000
in annual revenue from the add-on, the

president of the $13 million company has

no further reservations. Plus, the stump
grinding facet of the service is one of
EarthWorks" most-desired services. Cli-
ents value it aesthetically and for liability
concerns, Lee says.

EarthWorks subbed out its tree ser
vices for years but concerns arose due
to “lack of control,” Lee says. “When we
used subs, we constantly had to stay
on top of them. At times they would not
show up or be late and we were the ones
that looked bad. With it in-house we have
complete control over scheduling.”

Its current tree service options include
installation, trimming/removal and stump
grinding. The latter is much needed and
profitable, Lee says. “Every tree we re-
move—unless in a native area—includes
stump grinding,” he says.

But Lee says the company also found
a way to secure some stump grinding
gigs beyond its typical tree work. “We
have been successful identifying old
stumps from previous removals done
by previous contractors and relating the
liability involved to the client,” Lee says.
“That typically leads to a quick approval
of the job."

Having grinders on hand has been a
boon to landscape installation crews, too.
Before purchasing the equipment, crews
had to remove surface roots from plant-
ing areas with axes or mauls, which was
time consuming and labor intensive. A
grinder makes quick work of this task.

Lee says new stump grinders can
be purchased for less than $6,000. The
company purchased a single walk-behind
grinder initially and now has three on-
hand for full-time use.

EarthWorks primarily uses Rayco Mini
Work-Force grinders because of the com-
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COMPANY: EarthWorks
LOCATION: Lillian, Texas

WHY STUMP GRINDING?
Initially to supplement tree
removals and eliminate the
trip hazard associated with
stumps, Lee says.

BIGGEST CHALLENGE? “You
can cause damage if you
aren’t careful,” Lee says.
“There's also quite a bit of
maintenance and repair
work involved in grinding.”

BEST TIP? “(Stump grinding)
goes hand-in-hand with tree
removal,” Lee says. “If you
aren’t doing much work in
the way of tree removals,
first investigate how many
opportunities there would
be to bid/perform this kind of
service.”

EarthWorks removes
B tree stumps in-house.

U , >

pact size. “We can get them into just
about anywhere,” Lee says.

Stump grinding pricing differs de-
pending on tree type, size and location,
Lee says. Jobs typically range from $75
to $250 per stump. A separate two-man
stump grinding crew typically conducts
the work.

With stump grinding marketed as a
component of its overall tree service
offerings, Lee says the company most
often promotes it to customers during
existing tree service jobs, typically from
employees identifying a stump and
proposing the grinding service to clients
while they're on site.

Reflecting on EarthWorks' imple-
mentation of the service, Lee says
it was a smart business move. If it's
something a company has been think-
ing about and is in the market to do a
lot of tree work, he encourages them to
go for it. "If other owners are wavering
on the decision as | was, | would say,
like Nike says, ‘Just do it

Payton is a freelance writer with eight years of
experience writing about the landscape industry.

PHOTO: EARTHWORKS



BUILDYOURBUSINESS

WEBINAR SERIES

Combatting
Invasive Insects

Thursday, May 1
10 a.m. PT/1 p.m. ET

!

ugose wh

itefly Hemlock woolly adelgid

WEBINAR DESCRIPTION:

Invasive insects are more than a nuisance—they cause significant damage and cost the public,
homeowners and commercial property managers billions of dollars for eradication, tree removal and
replacement. Learn about the lawn care, landscape and arbor care professionals' roles in managing this
tree and ornamental pest problem with this hourlong webinar. It covers the technical side and operations
side of combatting invasive pests, such as emerald ash borer, rugose whitefly, hemlock woolly adelgid and
others. LM Editor Marisa Palmieri moderates.

PRESENTERS:

OPERATIONS SPEAKER:
Rex Bastian, Ph.D.

Regional Technical Advisor
The Care of Trees/Davey Tree
Expert Co.

TECHNICAL SPEAKER:

James Bethke
University of California Cooperative Extension

Bethke has both a bachelors and masters degree
in entomology from the University of California
Riverside. He worked in the entomology
department for 25 years, concentrating on
ornamental plant pest management issues

Bastian joinedThe Care of
Trees in January of 1989 after
receiving his Ph.D. from lowa

before becoming the Farm Advisor in Cooperative Extension for
floriculture and nursery production. His research emphasizes

pest management methods against common ornamental plant
pests and insecticide resistance issues. He has been involved in
eradication and management of invasive pests and their regulatory
effects on nursery and greenhouse production in California.

MODERATOR:
Marisa Palmieri, Editor of Landscape Management

Sponsored by: Safari®

INSECTICIDE

State University, majoring in entomology. His
emphasis is on education and training, public
relations and diagnostics. He is an ISA Board
Certified Master Arborist and currently serves
on the ISA Board Certified Master Arborist Test
Committee.

Brought to you by: I-andsca pe

Management

DON'T MISS THIS BUILD YOUR BUSINESS SERIES WEBINAR!
REGISTER NOW! LANDSCAPEMANAGEMENT.NET/WEBINARS

Photos: David Hall, USDA Agricultural Research Service, Bugwood.org (top left); Leah Bauer, USDA Forest Service Northern Research Station, Bugwood.org (top right);
Dr. Catherine Mannion, University of Florida (left); Elizabeth Willhite, USDA Forest Service, Bugwood.org (right).



LMSHOWCASE

PRODUCTS + SERVICES FROM LEADING GREEN INDUSTRY SUPPLIERS

“Are you having a difficult time finding minimum
or low wage legal workers? Let us help you get
the low wage labor force that you need, just as we
have for hundreds of other companies.”

~Robert Kershaw, Attorney at Law

Robert Kershaw
The Kershaw Law Firm PC

Legal and low wage foreign workers with H2B
visas may be the answer to your labor needs!

EARLY SIGN UP OFFER
1-99 H2B Visas

$2,500.*

That's $2,500 in fees for all of your visas—not $2,500 per visa!

*Flat rate per application for Texas landscape companies paid in ad\ or
instaliments of $1,000.00 down, with three installments of $700.00.
Does not include bus fare, USCIS (INS) fees, required newspaper ads, foreign processing
& consulate fees, nor foreign recruiting fees.
Give us the opportunity to beat any competitor’s published price.
*OFFER VALID UNTIL 5/14/2014
Number of potential clients is limited! Call toll-free for more information

1.855.321.0077

Robert Kershaw, Attorney at Law
The Kershaw Law Firm PC, 3355 Bee Caves Rd. Suite #715, Austin, TX 78746
Office: 512.347.0007, 1.855.321.0077, Fax: 512.347.0009, www.workvisasusa.com
E-mail: robert. kershaw@kershawlaw.com

Licensed by the Texas Supreme Court. Not certified by the Texas Board of Legal Specialization.

SUPERthrive® now includes kelp.
We are proud to announce that our timeless formula
is now enhanced with kelp, integrating contemporary

research with the existing nutrition that SUPERthrive®
has provided since 1940.

Note that the signature color and odor have changed slightly.
Landscapers will experience the same results as always. Some will
find increased benefits.

The directions are the same as always. ~ 3 oz. per 100 gal. of water
Vitamin Institute ~ North Hollywood, CA 91605 ~ www.superthrive.com

' Sustainable Lawn Care /

FOR INFORMATION ON ADVERTISING IN THE NEW
LMSHOWCASE SECTION, PLEASE CONTACT:

b/ A
Craig MacGregor
cmacgregor@northcoastmedia.net

216-706-3787

Chris Lavelle
clavelle@northcoastmedia.net
216-363-7923

LANDSCAPING PROFESSIONALS
#1Choice for TOP DRESSER

Let the Ecolawn team help you. We
provide free Demos, Financing, Marketing

Tools, FAQ, Tips, & Contacts.
=

ExpangkYour Business with

Call now: 802-673-9077

Top Dressing - the Fastest Growing View it in action:

(e sona G www.ecolawnapplicator.com
R e

AcrEase Model Pro60V
60", Wing Mower
® Reduces Lahor Costs
® Large 23HP Engine
_ @ High Mowing Speeds
| “® Pulis Easily
® Maneuverable
® Professional Grade

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



LMSHOWCASE

PRODUCTS + SERVICES FROM LEADING GREEN INDUSTRY SUPPLIERS

Cultivate Your

Success Through
THE GROUNDS GUYS®
FRANCHISE

Just two years after J
the 7 . | By mmedieaiic Lo Electric Wheelbarrow
I’llllll S U.S., The Grounds Guys® By PowerPusher
LANDSCAPE MANAGEMENT has blossomed over 100 "‘n »
franchise locations in 34 M
states and is a top franchise 0 ve m ar e.
888.205.0661 | ==oksieis

GroundsGuysinfo.com gﬂ:;;:ﬂ;;:@::f:;l: Move ’t faSter!

are achieving their
Want to dreams, beautifying their
’ communities, and building
Learn more? a Culture of Care all across
Check out the nation. No matter what
Joe's story at stage you're at in your
www.Joes-Stary.com journey, The Grounds Guys
landscape management
franchise can help you take
your business te the next
level. Don't miss out on the L

opportunity of a lifetime. www.electric-dumper.com

A fleet manager PURCHASES all vehicles, trucks, and equipment,
SCHEDULES maintenance, FOLLOWS the latest technology trends and

software, MAINTAINS the fleet budget, IMPLEMENTS safety
standards, and PROVIDES technical support for your operation.

Do these responsibilities fall onto you or one of your employees?

NAFA Fleet Management Association offers fleet solutions for
landscaping and lawn care companies, no matter what size trucks
or vehicles you have!

Gain access to a community of more than 3,000 fleet professionals
that can share their expertise and best practices. Advance your
company and become an NAFA Member!

To more effectively manage your fleet
operations, connect with NAFA!

NAFA

Fleet Management Association

-
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YOUR GUIDE TO PRODUCT RESEARCH

meet) INSECTICIDES
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Triple Crown

Triple Crown is a three-way combination of
FMC bifenthrin, FMC zeta-cypermethrin and
imidacloprid, offering multiple modes of action
on more than 30 above- and below-ground
turf and ornamental pests, including ants,
grubs, chinch bugs and more. Available in

an emulsion-in-water (EWV) formulation, it's
labeled for broadcast lawn treatments, mound
treatments and landscape applications.

FMC Professional Solutions //
FMCProSolutions.com

Zylam Liquid/20SG

For control of damaging tree and shrub

insects, Zylam Liquid from PBI/Gordon may

be delivered via soil drench, soil injection,
bark banding or foliar applications. Zylam
20SG controls damaging turfgrass pests,
including root- and leaf-feeding insects in
turf areas.

PBI/Gordon Corp. // GordonsProfessional.com

| I!i
N CoreTect"

prerabed 0T
— 100

| |

75t

CoreTect

Tin nd S Tkt |
et

| Nt

J T

CoreTectTree and ShrubTablets
Bayer's tablets contain the active ingredient
found in Merit tree and shrub insecticide,
plus fertilizer. They can be used when plant-
ing or on established plants for controlled-
release and long-residual systemic insect
control. The tablets’ health-promoting prop-
erties also make plants stronger, healthier
and more resistant to environmental stress,
the company says.

Bayer CropScience // BackedByBayer.com

Siesta Insecticide Fire Ant Bait
With the proprietary active ingredient meta-
flumizone, Siesta delivers fast and long-
lasting control of native and imported fire
ants. It works by affecting the ants’ feeding
and mobility, ultimately resulting in death.
The application flexibility and effectiveness
of this product provides reduction in ants
and their mounds for several weeks, the
company says.

BASF // BetterTurf.BASF.us

Siesta

Ant Bait
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Safari

Safari is a systemic
insecticide that deliv-
ers quick uptake and
knockdown of a spec-
trum of damaging and
invasive landscape
pests, including white-
fly, Hemlock woolly
adelgid, emerald ash
borer, glassy-winged
sharpshooter, armored and soft scale
and more, the company says.
Nufarm // Nufarm.com/us

TREE-age

TREE-age insecticide

is applied through the
Arborjet injection system,
which seals the formula-
tion inside the tree. Inject-
ing TREE-age directly into
the tree's vascular system
provides quick protection
and is effective in control-
ling insects that feed
under the bark, accord-
ing to the manufacturer.
TREE-age provides up to
two years of control for insects like emerald
ash borer and mountain pine beetle.
Arborjet // Arborjet.com

Acelepryn Insecticide

Acelepryn Insecticide provides season-long
grub control in turf as well as control of orna-
mental insect pests such as leaf-feeding turf
caterpillars, aphids and lace bugs, the com-
pany says. It can be applied foliarly, injected
into the soil or as a bark spray, depending

on the target pest. Acelepryn was recently
granted a 2(ee) recommendation that expands
its use to control Japanese beetle adults,
Hemlock wooly adelgid and certain borers.
Syngenta // greencastonline.com

I:‘; W

w Acelepryn

Insecticide
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COMPACT EXCAVATORS

M-Series

A new forward-mount instrumenta-
tion system designed for enhanced
functionality and improved ergonomics
is available for six existing models of
Bobcat compact excavators. The new in-
strumentation system, introduced with
the E32, E35, E42, E45, E50, and E55,
helps managers better understand and
evaluate performance and costs, the
company says.

Bobcat // Bobcat.com

EDGE attachments

Three new upgraded EDGE backhoe mod-
els (509B, 511B and 611B) have been
added to the lineup of excavating attach-
ments for skid-steers and track loaders.
These models feature a new mono-block
style valve with higher rated spool seals
to prevent valve leakage from high back
pressure. They also feature Grouserstyle
stabilizer pads as standard equipment for
added stability and control.
CEAttachments // CEAttachments.com

301.7D mini hydraulic excavator

The Cat 301.7D Mini Hydraulic Excavator offers a high
dig force, competitive dig depth, ergonomic controls,
spacious cab and an extending undercarriage and fold
out dozer blade for improved versatility, the company
says. Additionally, ground-leveling and finishing appli-
cations are fast and easy with the dozer float function.

Caterpillar // Caterpillarcom

8026 CTS

The new 2.7-ton 8026 mini excavator
provides a conventional tail swing option
that complements the similarly sized JCB
8025 zero tail swing excavator. It also
features a three-cylinder, 24-hp engine;
a low center of gravity; an easy-clean
undercarriage; and a new valve block
with 17 percent longer spool stroke.
JCB // JCB.com

TC20

The 18-hpTerex TC20 compact crawler excavator
is designed with a top-mounted boom cylinder

to provide maximum protection during operation.
The boom is offset to the right, to provide visibility
to the operator. A quick-couple bucket adaptor
makes it easy for bucket and attachment changes,
the company says. The TC20 has an operating
weight of 4,455 Ibs., a maximum dig depth of 8 ft.,

2 in., and a maximum reach of 14 ft., 4 in.
Terex // Terex.com

365G

A smaller cousin to John Deere’s
G-Series excavators, the 35G is
designed for landscaping and other
applications and offers a 23-hp Final
Tier 4 engine, without the need

for an after treatment device. The
machine features a wider and lon-
ger operator’s station that provides
greater visibility than previous mod-
els, the company says.

John Deere // JohnDeere.com
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Florific New Guinea impatiens
Florific New Guinea impatiens from
Syngenta Flowers are resistant to impatiens
downy mildew, making them an alternative
to traditional impatiens in the landscape.
Florific is available in high-density six packs
in lavender, red, white and violet. Large,
high-quality flowers sit above the foliage,
the company says.

Syngenta Flowers // syngentaflowers.com

2014 AAS Bedding
Plant Award Winner

Gaura “Sparkle White” has garnered the
2014 All-America Selections National
Award for mixed containers and garden
landscapes (see regional winners and
more at AASWinners.com). The durable,
heat- and drought-tolerant variety is not
prone to insects or disease. Hardy to
Zone 6, it prefers partial to full sun and
has a bushy, mounded habit with 1.75-in.
blooms from late spring to frost. It grows
10in.to 24 in. tall.

Kieft Seed // KieftSeed.com

AMERICA
SELECTIONS

» ANNUALS & PERENNIALS

Panicum virgatum ‘Northwind’

The National Garden Bureau reports Panicum virgatum ‘North-
wind' is the Perennial Plant Association’s 2014 Perennial Plant

of the Year. Deep roots make this switchgrass species drought-
tolerant, once established. It thrives in Zones 4 to 10 and full sun,
but will tolerate light shade and nearly any soil. Like most orna-
mental grasses, it's seldom eaten by deer.

Perennial Plant Association // PerennialPlant.org

First Editions Summer Cascade Wisteria
Known as Wisteria macrostachya '‘Betty Matthews, this
flowering vine blooms on new growth, covering the plant
with deep blue-lavender flowers beginning in June. It
thrives in Zones 4 to 8, and reaches a height of 15 in. to
25 ft. In late summer, the plant produces seedpods that
add multi-season interest. Minnesota Landscape Arbo-
retum researchers found Summer Cascade to be more
reliably cold-hardy than other varieties.

Bailey Nurseries // FirstEditionsPlants.com

SedumTouchdown series

The new Sedum Touchdown series includes “Touchdown
Breeze, ‘Touchdown Flame' (pictured), “Touchdown Jade' and
“Touchdown Teak. Growing best in Zones 4 to 10, the series
was bred to have a vigorous multi-crown habit. Sedum
‘Touchdown Flame' has red leaves in the spring, changing
10 a two-toned red-brown and olive-green in the summer.
Terra Nova Nurseries // TerraNovaNurseries.com

Sweet Spot series

Tesselaar's new compact shrub rose series, Sweet
Spot, is available in four bloom colors, each punctuated
in the center by a deep, saturated hue: Calypso (pink-
ish red and yellow with red/pink center), Peach (soft
peach with red/pink center, pictured), Ruby (ruby pink
with red/pink center) and Yellow (golden yellow with
orange/red center).

Tesselaar Plants // Tesselaar.com

Lilium ‘Sunny Morning’

Lilium ‘Sunny Morning’ is a martagon lily hybrid from Holland's
The Lily Co.The 3-ft.-tall stalks are adorned with up to eight
downward-facing flowers, each composed of reflexed petals—
yellow inside and flecked with cinnamon speckles and an orange/
yellow outside. Unlike most lilies, the martagon hybrids prefer
part sun to light shade along with well-drained soils.

Plant Delights Nursery // PlantDelights.com
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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!

' /Keep your
busin rowing.

Advertise in Land: eManage‘nent.
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Bayer Environmental Science ..
Blount International/Oregon....
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Ecolawn
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ADVERTISING
INFORMATION

Call Kelli Velasquez at
216-706-3767,

Fax: 253-484-3080,
E-mail: kvelasquez
@northcoastmedia.net

LMCLASSIFIED

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 #____
1360 E. 9th St., Ste. 1070

Cleveland, OH 44114

(please include LM Box # in address)

BUSINESS OPPORTUNITIES HELP WANTED

Incorporate
for as little as $99

Visit www.incorporate.com
or call 800-616-0216

COMPANY

CORPORATION =

inconroraTinG waAT's nicur vox vou  Save $25 by
scanning this code

LANDSCAPEMANAGEMENT.NET

[ Now online ]

Mobile-friendlier

Have you ever clicked on a web link from your
mobile device and had to “pinch and zoom”
your screen to actually be able to read the
article? That won't happen on LandscapeManagement.net. Thanks
to our new mobile-responsive theme, you'll have a viewing
experience tailored to your device—whether you're clicking
on links from our LMDirect! email newsletter, our social
media posts or a search engine. Visit LandscapeManagement.net
from your smartphone or tablet or scan the QR code above

to see it today.

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
LANDSCAPEJOBS.COM
IRRIGATIONJOBS.COM
Jobs & Resumes

for Industry Pros.
1-717-479-1850

RESOURCES

=]
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1-MINUTE MENTOR

INSIGHTS FROM GREEN INDUSTRY LEADERS » INTERVIEW BY MARISA PALMIERI

Norman Goldenberg,

retired senior vice president of government affairs and

industry relations for TruGreen

Who's your mentor? A guy by the name of Charlie
Hromada. He was a senior vice president at
Terminix. He passed away about 6 years ago.

When he retired, | took over his responsibili-
ties in 1997 He was an entomologist and |
learned from him a great deal.

What interested you in pests in the first place? |
thought | was going to be a dentist. | knew | was
going to have to go to school for eight years and
Florida didn’t have dental school, so | would have had
to go out of state. It would have cost a lot to go out of

state, and | didn’t want to go to school for that long, so | lost
interest. | talked to Chuck Steinmetz, who I'd known since eighth or ninth grade.
He was a fraternity brother (at the University of Florida). Before | knew it | was
working for pest and lawn care companies. The first company | worked for was
Truly Nolan in Miami over a summer break between sophomore and junior years.

What would you say has changed the most in your 50-plus-year career? The advent of technology
in the routine business of pest management and lawn care. It's allowed for people to
become more productive. Consequently, it leads to greater earnings and greater lon-
gevity. It's a win-win for the specialists out there doing the work, the company and the
customer who can schedule services online. It's just a whole different business today.

What's next, would you say? | can expect in the next decade or two there will be
devices on properties that will alert us when services are needed. Perhaps there
will be a device that recognizes lack of magnesium on a palm tree, for example,
similar to what's available on the irrigation side.

What do you see as your greatest accomplishment over your career? The in-
volvement |'ve had in trade associations: National Pest Management
Association (NPMA) and PLCAA, which evolved into the Professional
Landcare Network (PLANET). | was involved in the (ALCA/PLCAA)
merger and have been on the PLANET board ever since. I'm finally
coming off the board this month. I've always believed in being able
to accomplish more through an association than you can by your
self. I've always been an advocate of even the smallest businesses getting involved.
| also love the way I've seen my friends and colleagues grow their businesses in
this industry. It's very rewarding. One thing I've always said in my travels, and which
I've done routinely, is | can go almost anywhere in the country and call up a pest or
lawn care professional and have lunch with someone. It's a great feeling.
(Ediitor’s note: Goldenberg was given PLANET's Lifetime Leadership Award in late February
at Great Escape, pictured above.)

Visit LandscapeManagement.net for Goldenberg’s take on why big companies get a bad rap and the No. 1 problem facing the lawn care industry.
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OFF THE
CLOCK

YOU RETIRED THIS YEAR FROM
SERVICEMASTER. WHAT'S NEXT?
I'm consulting for TruGreen,
Terminix and for others. | plan
to stay active in both the (pest
and lawn care) industries.

I'm still subscribing to news
services and regulatory sites
with industry keywords. I'll alert
the people in the states and
other industry people and just
stay active.

TELL US ABOUT YOUR FAMILY. I'm
married and | have four kids,
who are all married. The young-
est will be 35 and oldest will be
43. | have six grandkids.

WHERE'S YOUR FAVORITE VACATION
SPOT? We like going to Europe.
We've been over to Greece, on
ariver cruise on the Danube and
spent some time in Istanbul. |
have tons of miles on Delta that
are just waiting to be used, so
you never know. | also like to ski.
We usually ski with the grandkids
at spring break.

CAN YOU RECOMMEND ANY GOOD
READS? | love to read novels. |
read so many legislative things
and technical stuff, so | like
no-brainers. When [ fly | take my
iPad to read things like James
Patterson thrillers, books by
David Baldacci and

Michael Donnelly.
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NEW from

2DQ

Herbicide

Quali-Pro:..

2DQ
Herbicide

Containing three active ingredients that provide weed
control of annual and perennial broadleaf weeds in
warm-season and cool-season turf grasses. 2DQ is for
use on ornamental turf lawns (residential, industrial,
and institutional), parks, cemeteries, athletic fields,
sod farms, golf courses (fairways, aprons, tees, and
roughs), and similar turf areas to control clover,
dandelion, henbit, plantains, wild onion and many

other broadleaf weeds.

ALl

Innovation you can apply.

For more information on our wide selection of turf and ornamental products, visit quali-pro.com or call 800-242-5562




ORDINARY

The best way to succeed out here is to
maximize your efforts every day. To make
that happen, you need a commercial
vehicle that works as efficiently as you
do. With a 2-stage turbocharged diesel
engine and 7-speed transmission, the
New Sprinter has the power to get you
moving, with fewer stops at the gas
station. The 2014 Sprinter—anything

but ordinary.

www.freightlinersprinterusa.com

( E!EH TLINE )
Options shown. Not all options are available in the U.S. ]
Na

(©2014 Daimler Vans USA, LLC. Al righs reserved. e e by 7 TREY A AT Ve he s ‘-_,J R, -




