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ADJUSTABLE SPRING STEP ERGONOMIC CONTROLS

Stand apart.

If you're comparing stand-on mowers, there’s one that stands apart from the others.

The John Deere QuikTrak™ delivers a stand-on experience like no other. Best in class stability,
industry exclusive stand-on technology, and a compact design add up to a machine that's a joy

to operate. Ergonomic controls make for greater maneuverability. And an exclusive Mulch On Demand™
option lets you mulch or side-discharge instantly with just a press of a button. There’s even

a propane version available.
If you're in the market for a stand-on mower, you need to step on the one that'll help you
stand apart. Visit your local John Deere dealer for a demo today.

Keep Mowing
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We're the leading information resource for lawn care, landscape maintenance, design/build and irrigation professionals.
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Now, powered by FAST  ACTING Dispersing Granule - DG - Technology,
the granules disperse through mulch; soil and turfiin'minutes after watering.
The versatility of DIMENSION “delivers excellent PREEMERGEN T

control of weeds in turf, ornamental and how hursery ornamentals.

Contact your Andersons Distributor or Territory Manager at 800-253-5296

or visit www.AndersonsPro.com One DG Granule + Water = thousands

of micro particles that rapidly
melt into the soil - even through mulch

I | | . R | | T™M  ©2013 All rights reserved
Y ® @™ The Andersons and DG are trademarks of The Andersons, Inc.
® Dimension is a registered trademark of Dow AgroSciences LLC.
4 4 Always read and follow |abel directions.
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ICYMI: Business book giveaway

LM s hosting a business book giveaway in-hand with our February issue. We're
doling out 10 business books, including those on this month’s cover. To nab a
tome, keep an eye on LM's Facebook and Twitter accounts and respond
to the posts mentioning the book you'd like to win (favorites, retweets,

mentions, likes and comments all qualify) by noon March 17.
All participants also will be entered into a drawing for the
grand prize, a $50 Amazon gift card, which will be awarded
at the conclusion of the contest. For more details, visit
LandscapeManagement.net/BusinessBooks.

WEB EXTRAS Visit LandscapeManagement.net » Click on Web Extras

» Reference 1-Minute Mentor Terry Delany’s “How We SERV" document for tips on
how to manage relations with subcontractors and strategic partners (from page 52).

» Get more on Michael Gerber's logic of “working on the business, not in the business”
(from page 25).

» Read an excerpt from The E-Myth Landscape Contractor, coauthored by Michael
Gerber and landscape industry veteran Tony Bass (from page 25).

» Another to add to the shelf: Jerry McKay details how reading Les McKeown's
Predictable Success improved his business (from page 18).

SEEN ON TWITTER

Follow us > @LandscapeMgmt

@TheByrdsGroup:

RT Tom Canete and his
“army” are ready to take
on the snow should it fly
on @nfl @SuperBowl
Sunday. ow.ly/talqt
@CaneteLandscape

@VanRobinson7:
@LandscapeMgmt
@JPHorizons Yes!
Transparency establishes credibility. CEOs
should job shadow entry-level workers and get
a new perspective! ow.ly/gmES

@bateshn: Wow: @houzz brings 4x the website
traffic to @VicKayLighting than all other #social-
media sites combined! MT via @ LandscapeMgmt

@PLANET2005: RT @LandscapeMgmt: ““Do as
I say, not as I do’ doesn’t work with children or
adults.” #LawnCareSummit

PHOTOS: CANETE SNOW MANAGEMENT; ISTOCK INTERNATIONAL INC.
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Outdoor Insect Control

We are actively seeking
Landscaping Professionals
to sell, install and

service our innovative
outdoor misting systems
that effectively control
mosquitoes and other
annoying insects.

Great margins and recurring re

1-866-485-7255
WWW.MISTAWRY.COM




Your Vision, Their Dream — Anywhere

Communicating your vision to prospective customers has never been easier with PRO Landscape

design software. Whether your design platform is a desktop, laptop or tablet you can design and

sell anytime, and now — anywhere.

PRO Landscape is not only easy to use, but feature rich including stunning photo imaging, night

and holiday lighting, 2D CAD, 3D renderings, and complete customer proposals.

Bring your customer’s dreams to life — starting today!

20.

anniversary
1994~2014

PRO Landscape

E S 1 G N S O F T WARE

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



EDITOR'SNOTE

MARISA PALMIERI EDITOR I

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

Recommended reading

he Pew Research Center
reported last month that
nearly a quarter (23 per-
cent) of American adults
had not read a single
book in the past year (that includes
e-books and audiobooks). This num-
ber has nearly tripled since 1978, when
Gallup reported only 8 percent of the
population was non-book-readers.
"That figure hovered between 13 per-
cent and 18 percent between 1990 and
2008. Suffice it to say, with the advent
of mobile devices, social media and
our “busy” culture, fewer people are
turning to books.

For me, books are like movies in
that a personal recommendation is
required to get me to delve in. I can
see what the masses are reading and
watching by checking best-seller lists
or box-office ticket sales, but I’'m not

forking over my money—or, more
importantly, committing my time—
without the good word of a trusted
friend or adviser.

Iknow from our research and from
talking with Landscape Management
readers that you feel the same way
about your time as I do about mine.

In my interview on page 24 with
the author of The E-Myth, Michael
Gerber, he confirms lack of time is one
of the biggest problems plaguing small
business owners. He adds that even if
they did have more time to study how
to improve their businesses, many
wouldn’t know exactly where to start.

So, that’s what we’re giving you
here: A place to start. Starting on
page 16 is our recommended read-
ing list, courtesy of other landscape

and lawn care professionals who've
learned a thing or two about improv-
ing their companies from the pages of
a good book.

“Reading is to the mind what exer-
cise is to the body,” some say. If you
can find time to exercise to improve
your body’s health and fitness (or at
least if you know you should be doing
s0), why not make the same commit-
ment to reading to better your mind,
and, in turn, your business?

The benefits of reading are count-
less. Studies show you may improve
your vocabulary, boost your memory,
become more emotionally intelligent
and reduce stress levels by the simple
act of reading regularly.

Think about it: Aren’t the smartest
people you know voracious readers?
The best and brightest among us are
those who constantly seek more infor-
mation to either confirm or challenge
their current belief systems.

While we’d love it if you could
get every idea you need to run your
company—whether it’s a small tip or
an entrely new business philosophy—
from the pages in LM and our website,
we’d be silly if we thought one source
was sufficient. That’s why we’re refer-
ring you elsewhere.

I encourage you to add at least
one of the books featured in this issue
or in its associated online content
to your reading list this year. Don’t
be a member of the 23 percent who
go 365 days without picking up a
book. Spend just a few minutes a day
reading (or listening to) one of these
recommended titles. You just might
learn something.
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BERMUDAGRASS
THAT WORKS
AS HARD

AS YOU DO

Drought tolerant and reliable in
high traffic areas, Princess®77 and
Bermuda Triangle® seed are perfect
for seeding and renovating high
quality lawns and sports fields.

With improved turf density and

dark green color, these top -
performing turfs are favorites

among landscape and sports turf
professionals alike. A

PRINCESS77 |8

Certified Hybrid (Bermudagrass

germuda

Triangle.

To learn more about our selection of
professional turfgrass products:

CALL 1.800.588.0512
EMAIL proturfsolutions@penningtonseed.com

PENNINGTON'|

Ll THE GRASS SEED PEOPLE"
777 CENTRAL ‘ - pennington.com
/ﬁ Garden & Pet . . )
— Pennington is a trusted manufacturer &
Pet Company. Penningfennmgmn with design,Tass Seed People, Bermuda Triangle distributor of grass seed since 1945

Central len & Pet and Central Garden & Pet with design are trademarks of Central Garden &

and Princess are tradi of Pennington Seed, Inc. 4 Pennington Seed, Inc.



NEWSVIEWS

GREEN INDUSTRY EVENTS, TRENDS AND TIPS

ServiceMaster completes
TruGreen spin-off

erviceMaster completed

the separation of its

TruGreen business Jan. 14,

according to a filing with

the U.S. Securities and
Exchange Commission.

Memphis, Tenn.-based ServiceMaster
spun off assets and certain liabilities of
TruGreen through a tax-free, pro rata
dividend to private equity firm Clayton,
Dubilier & Rice.

The deal first was announced in
November during the company’ third-
quarter earnings call. The move was

/
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Systems = success
| love Marisa Palmieri’s "Editor's Note” in
the January issue of Landscape Manage-
ment ("Frequency illusion”). You have
corroborated the ‘Shotzbargerian’ approach
to business: Process and systems equal
successful growth.

| applaud your continuing efforts to
improve our industry by challenging us
to work smarter and get better. Using
Weed Man USA as an example was
the perfect choice. I'm a fan of Jennifer
Lemke, one of the humble leaders in
our industry.
Tom Shotzbarger

Eyes on Weed Man

("All systems go” is a) great article and
very cool journey this father and daughter
have taken together along with their as-
sociates and franchisees. (It will) be great

expected to close by the end of 2013 but was
delayed slightly due to logistical reasons.
“We believe the most effective way to
realize TruGreen’s long-term value is to
have it operate as a standalone com-
pany,” said TruGreen President David
Alexander. “We have the right team and
the right plan, and we’re excited about
the opportunity ahead of us. What we
need to do now is stay focused, execute
well and deliver more consistent, reliable
performance over the long haul.”
Alexander said the company is down
about 300,000 customers compared
to two years ago, the (Menmphis) Daily
News reported.

SanTAGy

Green Industry observers aren’t
surprised ServiceMaster took action,
considering TruGreen’s poor results, but
they’re unsure what the outcome will be.

“It’s kind of hard to believe (Clayton,
Dubilier & Rice is) in it for a long-term
fix, but who knows?” said Ron Edmonds,
principal of mergers and acquisitions
consulting firm The Principium Group.
“I will be very surprised if they do any
significant acquisitions in the next year.
What I hear them say is they will be
focusing on execution, including solving
their systems issues and implementing
new marketing programs, especially
door-to-door neighborhood marketing.”

VE THARCET |
PO CrLE REPUTA T /CES

%’nentpe

to see if they can hit
the 2023 Goals.
Mike Rorie

5 |
ced, GOt

e

We've been a Weed
Man franchisee for
11 years. | can't tell
you how proud we are to be a part of

the Weed Man family. Roger (Mongeon) is
a true professional that's led by example.
We also have been able to apply Weed
Man principles to the rest of our business,
which has made us a better company. |
feel confident that 2023 goals will not only
be met but exceeded!
Stephen Hillenmeyer

Owner

8 LANDSCAPEMANAGEMENT.NET | FEBRUARY 2014

Planting right

We appreciate Gregg Robertson’s
constructive article (“The invasion
of the plant regulators” on the LM
blog, Jan. 6.). It was educational
and actionable. Well done!

I've shared it with a number of
my PlantRight colleagues, our net-
work of plant scientists and allies.
PlantRight is partnering with Cali-

fornia’s nursery industry to tackle
the ornamental invasive plant problem in
ways that make economic sense, including
a plant risk evaluation tool. Thanks to the
grant funding support of HRI, we're extend-
ing our research with this tool nationwide.
Jan Merryweather

Kudos? Complaints? Share your thoughts with
the Landscape Managementteam by emailing
mpalmieri@northcoastmedia.net.
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Take a good look.

You may never see them again.

(fig. w-42} {fig. w-76}
Digitaria sanguinalis Eleusine indica

. ® Specticle® from Bayer provides effective, long-lasting
‘E(E R S pect (1) CIe pre-emergent weed control. Specticle gives you superior

R control of crabgrass, goosegrass and Poa annua as well as
75 other troublesome grasses and broadleaf weeds. Get ready
to achieve more with Specticle. For more information, visit
www.BackedbyBayer.com/Specticle.

Apply less. Achieve more.

Specticle G is now available as a spreadable granule.

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, and Specticle are registered trademarks of Bayer. Not
all products are registered in all states. Always read and follow label directions carefully. ©2013 Bayer CropScience LP.



BESTPRACTICES

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

5 ways to build bench strength

arly December headline in the W/l
Street fournal: “Employers Gain
Confidence to Hire.” The national
unemployment rate has dropped
below 7 percent. For many, this is
really good news and an indication the economy is
finally coming back.

"This news is on top of reports that the economy
grew at 4.1 percent and 3.2 percent rates in the third
and fourth quarters of 2013 (in terms of real GDP).

The Green Industry, like all industries, benefits
from positive economic news. However, unlike many
others, our business depends on adequate labor.
These headlines, then, indicate trouble ahead for
Green Industry companies to have sufficient labor
for future opportunities.

And it’s not just production labor we need. It’s
middle managers, administrators and salespeople.

You don’t have to be a victim of employment
trends. There are some best practices that have
proven to help proactive companies. And the most
important of those is building bench strength.

Five steps to a bench-driven hiring culture include:

> Let your employees drive recruiting. I've

always believed in using employees to help recruit.
If recruiting and hiring is done by the human
resources person or department, employees
become passive in helping to find good people. It
becomes, “Not my problem. It's HR’s problem.”
Sound familiar?

"The best recruiters are engaged, energized and
happy employees at all levels. If you have good
people with good values and good work ethics, they

If you wait until you need someone
before you hire, you risk settling for
what’s available versus what's optimal.

10 LANDSCAPEMANAGEMENT.NET | FEBRUARY 2014

probably have friends with the same attributes work-
ing elsewhere. Encourage them to bring their friends
into the company.

¥ Stay in hiring mode. When good people
become available, hire them. Find a place for
them in your organization so you have them when
needed. You can always eliminate a weak player
to keep your costs in line. If you wait until you
need someone before you hire, you risk settling
for what’s available versus what’s optimal. If you
settle over and over again, the result is a mediocre,
turnover-prone culture.

> Build with a culture of promoting from within.
Establishing a career path encourages employees
to stay. If they see opportunities and know they’ll
be considered, they’ll be motivated to perform and
achieve. Promote this concept heavily throughout
your organization. You cannot talk about it enough.

> Create a profile of the ideal high-potential,
success-driven entry-level employee. What
attributes will make him or her successful in your
company culture? Create a document identifying
these items and use it as a guideline for hiring. This
process will help you be a little more selective and
efficient. Invest quality time to get quality people.

> Develop a “train your replacement” culture.
Every crew leader, for example, should be identifying
whom among their crewmembers could replace them
if they get promoted. Each manager should identify
which people on his team are promotable and help
them do what they need to do to be ready. If you don’t
have promotable people, you need to address that in
your hiring processes. Profile and establish success
and performance metrics at all levels.

Integrating these five steps will build a dynamic
company culture populated with talented people
who are committed to your business and want to
get ahead, people who drive opportunity because
they themselves want opportunity.

Watching your people grow is not only a beauti-
ful thing, but the positive energy in your bottom
line is contagious.
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The author, owner-manager of 3PG Consulting, is a 25-year industry veteran. Reach him at kevinkehoe@me.com. I KEVIN KEHOE

The simple sales pitch

received a lot of good feedback from my last
column about the habits of successful sales-
men. Thanks! There were many requests to
provide more ideas on each of these habits,
so here it goes.
The first habit is “keep the sales pitch simple.
In sales you’ll have greater success focusing

”

on customer benefits over service features. For
instance, telling the prospect that you’re bet-
ter because you provide them with a dedicated
account manager is good, but it’s only a feature.
It’s not a benefit.

Demonstrating to the customer how this fea-
ture will get them answers when they want them
or better—get them answers before they have to
call you—is a benefit. When talking about valu-
able features, it’s imperative you marry them to a
benefit statement.

For example, “When you work with us we
dedicate an account manager to your property.
He or she is your primary point of contact at all
times. What this means is you’ll never be in the
dark waiting for answers and, more importantly,
you’ll get a plan showing you ways to manage your
budget better and improve your property. Is this
what you want?”

Let’s all agree that prospects are more inter-
ested in benefits that help them better manage
their money, minimize their hassle and maximize
their peace of mind than they are in the organiza-
tional structure of your company.

The successful salesman never forgets that cus-
tomers are interested first and foremost in what’s in
it for them. This is particularly true when it comes
to talking about money. I said money, not price.
The customer is spending money, but too many
salesmen talk price instead of keeping the pitch
simple and demonstrating how their services may
help the customer spend money more effectively.

Here’s what I mean: Over the course of a few
years, the landscape maintenance prospect will
spend money in three ways with a contractor.

1. Monthly maintenance: This is not happy money
and customers want to reduce it.

2. Fixes (repair and replacement): This is very
unhappy money because it’s a “surprise.”

3. Enhancement/improvement. This is happy
money and they like to spend more here.

The simplest pitch relates your service features
to the prospect’s service experience. It may sound
like this: “Our clients work with us because we
help them manage their landscape dollars bet-
ter. You'll spend money in three ways with any
contractor: 1. monthly services; 2. fixing, repairing
and replacing things as they age like your irriga-
tion system; and 3. enhancement and property
improvements. If you don’t spend enough on
the first, you end up spending way more on the
second, which leaves very little for the third. In
your current situation where would you rather be
spending your money?”

Now the effective salesman shuts up and gets
the customer to talk.

That’s the purpose of your pitch: Get the cus-
tomer talking about what he or she values other
than the price of the monthly contract. If you can
make this a habit, you’ll qualify better and separate
the tire kickers from the buyers.

Kevin Kehoe’s 6 habits
of successful salespeople

1. They keep the sales pitch simple.
2. They're grinders.

3. They're direct.

4. They use a list.

5. They listen more than they talk.
6. They're prepared for every call.

Read the original column from the November
issue of LM at ow.ly/rdMJI.

FEBRUARY 2014 | LANDSCAPEMANAGEMENT.NET




RISKMANAGEMENT

YOUR INSURANCE RESOURCE

WHY FILING CLAIMS QUICKLY

IS GOOD BUSINESS

N EMPLOYEE IS

carrying a bag

of mulch and

throws out his
back. It's nobody’s fault—
just an everyday accident—
but now he's out of work for
a few weeks. Back injuries
are one of many common
claims in the Green Indus-
try. Others include trip-and-
fall injuries, equipment-relat-
ed accidents and, of course,
vehicle accidents, among
others. The truth is, given
the nature of the industry,
even the safest businesses
often have accidents or
unexpected situations that
require filing an insurance
claim. If a claim is neces-
sary, filing both timely and
efficiently is beneficial to
your business and to your
employees.

Although the filing
process is easier than ever,
businesses sometimes put
it off. Whatever the reason,
delaying the process can be
a big mistake. The faster you
file your claim, the better off
you'll be. Filing your claim
quickly and efficiently has
benefits for you and the pos-
sibly injured party.

Fortunately, these days
most businesses do recog-
nize the importance of filling
claims promptly. Thomas
Richey, vice president prop-
erty/loss control for Hortica In-

surance & Employee Benefits
says most insured businesses
are aware of the consequenc-
es of late reporting. These
include losing credibility with
employees, hurting employer/
employee relationships and
even possible litigation.

Filing claims promptly helps
maintain a strong business
ethic and demonstrates that
you care about your employ-
ees. In many horticulture
businesses employees may
be close-knit or even feel

like family; maintaining that
culture is important.

“The faster you get the
injured employees care, the
faster they are on the road
to recovery,” Richey says.
“By doing this, there is a
sense that the employer
values their employee!”

Of course, being prompt
and fair with the treatment
of your employees also
can help avoid litigation
costs. If injured parties go
unacknowledged by your
business, they may feel their
only recourse is to contact
an attorney. That can be
avoided simply by getting
the claims process rolling.

Today, the claims process
is easier than ever. Online
filing allows the insured to
make the claim from the
convenience of a computer.
Those who prefer speak-
ing to someone in person
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simply have to pick up the
phone. Given how easy the
process is, there’s no reason
not to start it immediately. In
fact, Richey says businesses
should take advantage of
same-day reporting. Avoid
putting it off or even being
“too late” to make a claim.
“There is a statute of limita-
tion which states the time
frame in which an employee
can make a claim,” he says.
"“This time period varies
from state to state.”

What steps to take?
So how exactly should an ac-
cident or claims situation be
handled? In the event of an
accident, the very first step
is to get prompt medical care
for the injured. Emergency
care always comes first.
Once everyone has been
cared for, the insured should
make a call to his or her
insurance carrier to begin the
claims process. There's a lot
of information required and
the quicker you file, the more
likely you'll be accurate.

The critical information

required at the time of fil-
ing, Richey says, includes
the employee’s name,
address, date of birth, social
security number, date of
hire and wages; the date
and time of accident; and
nature of the injury. Be sure
to have all of that informa-
tion handy when contacting
your insurance carrier.

Taking these actions
quickly protects your busi-
ness but also shows your
employees that they matter
to you and your company.
Showing you value your em-
ployees protects the com-
pany culture and also may
help prevent legal action.

"By showing this, the
employee may think twice
about getting representa-
tion,” Richey says. “VWe have
one insured who sends a
gift basket out whenever
one of her employees gets
hurt. It's amazing how this
one act has kept down the
payout of each claim made.
It's the little things that count
the most and that includes
prompt filing”

ILLUSTRATION: ISTOCK INTERNATIONAL INC.
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WEEDWATCH

Recommended
Dow AgroSciences
solution

Dimension®
specialty
herbicide”

STANDING SENTINEL TO PROTECT PLANT HEALTH

SMOOTH CRABGRASS

Digitaria ischaemum

IDENTIFICATION TIPS

> This summer annual
germinates when soil
temperatures reach a
consistent 55 £

¥ It features rolled verna-
tion and a prostrate
growth habit.

> It can be distinguished
from large crabgrass

(D. sanguinalis) by the
absence of hairs on the
leaves and sheaths.
Both species will grow
under close mowing, but
smooth crabgrass can
survive and set seed at
mowing heights as low
as 0.25 in.

CONTROLTIPS

> When soil temperatures
approach 55 F in late
winter or spring, apply a
preemergent crabgrass
herbicide.

> Look for products
containing the active
ingredient dithiopyr. It
provides season-long
preemergent and early
postemergent crabgrass
control.

> Consult the appropriate
product label for recom-
mended rates for your
area, as well as reseed-
ing and overseeding
recommendations.

Recommended
Dow AgroSciences
solution

Snapshot®
specialty
herbicide

CHAMBERBITTER

Phyllanthus urinaria

IDENTIFICATION TIPS

> This summer annual is
often found in ornamentals
and landscape beds, but
has recently become more
problematic in turfgrass. It's
also known as gripeweed,
leafflower or little mimosa,
among other names.

> As a member of the
spurge family, chamberbit-
ter reproduces by seed
found in the fruit attached
underneath the branch.

> It's a small, erect plant
with grooved stems,
thin leaves and smooth
margins. It grows from a
well-developed taproot.

CONTROLTIPS

> In turf, apply a preemer-
gent herbicide containing
isoxaben prior to germi-
nation. For landscape or
containergrown orna-
mentals, use a product
containing isoxaben and
trifluralin.

> Apply preemergent
products labeled for
chamberbitter first in
early spring and again
two to three months
later for season-long
control.

» Hand weed any plants
that may have emerged
prior to application.

®Trademark of The Dow Chemical Company (“Dow ") or an affiliated company of Dow. “State restrictions on the sale and use of Dimension specialty herbicide products and Snapshot apply.

Consult the label 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.

BROUGHT TO YOU BY
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SPECIALTY HERBICIDE SPECIALTY HERBICIDE

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
State restrictions on the sale and use of Defendor and Dimension 2EW apply. Consult the label before purchase or use for full details.
Always read and follow label directions. T38-337-012 (01/13) BR 010-60828 DATOTURF2068 www.DowProvesl|t.com.

Scan this code for
more information at

[=]¢;



THAI

BiSess
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on Green Industry companies? Four
business owners share their must-reads.
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By Bill Bemus

PRESIDENT
Bemus Landscape, a

$21 million, full-service FOR

MEANING

VIKTOR E.
FRANKL

landscape company
San Clemente, Calif.

Man'’s Search for Mean-
ing by Viktor Frankl is one
of the most challenging
books I've ever read.
first became aware of Frankl
about 20 years ago when as a
company we studied another
excellent book for business,
Stephen Covey’s The Seven

Frankl was an Austrian

psychiatrist who, along with his parents, brother
and wife, was imprisoned by the Nazis in Septem-
ber 1942. He suffered unspeakable deprivation
and degradation until being liberated by American
forces in April 1945. Of those imprisoned, he was
the only member of his family to survive.

Frankl wrote Man’s Search for Meaning in
1945 and meant to publish it anonymously, not
wanting to earn literary fame or profit from his
experiences (he was persuaded otherwise by
friends). The main part of the book, “Experi-
ences in a Concentration Camp,” describes
(with a kind of eerie, clinical detachment)
day-to-day life in the camp: the train ride to
Auschwitz, being stripped of all clothes and
valuables, the smoke from the crematorium
chimneys, the cold and hunger, the guards and
the deaths and suicides—the utter despair.

And yet, interspersed throughout this section
are bolts of light: the ultimate freedom, no mat-
ter what the guards did, to choose his response
(referenced by Covey extensively); the power of
love; the necessity of having faith in the future;
the power of hope; and, most importantly, the
necessity of finding the why of existence.

Frankl says: “Woe to him who saw no
more sense in his life, no aim, no purpose and
therefore no pointin carrying on. He was soon
lost. The typical reply with which such a man
rejected all encouraging arguments was, ‘T have
nothing to expect from life any more.” What sort
of answer can one give to that? What was really
needed was a fundamental change in our attitude
toward life. We had to learn ourselves and, fur-

MAN’S
SEARCH

WITH A NEW FOREWORD BY
HAROLD 5. KUSHNER

thermore, we had to
teach the despairing
men that iz did not really
matter what we expected
from life, but rather what life
expected from us.”

A second section to the
book, “Logotherapy in a
Nutshell,” was added in
1962 in response to people
wanting to understand
more of his therapeutic
doctrine. A third section,
“The Case for a Tragic
Optimism,” was added as a
postscript in 1984.

In this little book,
the lessons and applica-

tions for any business or
endeavor are myriad, but three in particular
have been helpful to me as of late.

The first is to never give up or become
hopeless in the face of adversity. Sometimes
it feels like running a business—especially in
California—is like playing solitaire. You start
with a deck of 52 cards but the government
removes a card from the deck every six months

IN OUR INDUSTRY WE CREATE
AND MAINTAIN BEAUTY, WE
PROVIDE VALUABLE SERVICE TO OUR
CLIENTS, WE PROVIDE JOBS AND
OPPORTUNITIES; THESE ARE NOT
INSIGNIFICANT THINGS.”
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or so and expects you to keep playing. That feeling of
being victimized is unhealthy and needs to be resisted.

The second is to find or create meaning out of what
seems to be mundane, day-to-day, trivial existence. In
our industry we create and maintain beauty, we provide
valuable service to our clients, we provide jobs and
opportunities; these are not insignificant things.

Finally (and I will just quote Frankl here), “Don’t
aim at success—the more you aim at it and make it a
target, the more you are going to miss it. For success,
like happiness, cannot be pursued; it must ensue, and
it only does so as the unintended side effect of one’s
personal dedication to a cause greater than oneself or as
the byproduct of one’s surrender to a person other than
oneself. Happiness must happen, and the same holds for
success: You have to let it happen by not caring about it.”

When you reach a certain age (I'm 60) you begin to
question what you’ve accomplished in life. Has it mat-
tered that I've been here? Reading Frankl helped me
understand that meaning and fulfillment are attainable
without having to go far afield. Maybe it’s moving past
enlightened self-interest and into wholeheartedly trying
to make a difference in people’s lives; every businessman
is connected to a lot of them.

Professional landscape design/build
contractors, this website is for you!

Exclusive
“members only”
access is just
$14.95 per
month—

less than one
yard of mulch
or a 3-gallon
shrub!

Check out what this incredible
online community has to offer!

Visit FromDesign2Build.com today!
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By Chris Joyce

PRESIDENT
Joyce Landscaping,
a $9 million, full-
service company
Cape Cod, Mass.
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| tell anyone | know
in business or

any management
structure, whenever
we're talking about
the frustrations of
business, “You've
got to read Winning

J

by Jack Welch.”
CEO of General Elec-

tric. He retired in 2001 and wrote a couple books. I think
someone might have said to me, “You’ve got to read this
book” or maybe I heard it on a news channel, but somehow
I ended up with the book in 2007. That’s when I read it for
the first time. For me, who’s not big into reading, it was
riveting. I kept wanting more and more information he
was discussing. I couldn’t put it down. It doesn’t get much
activity anymore, though. I got lazy and bought it on CD.
When I find myself in a rut I will throw it in my car and go
through the discs. It energizes me.
I'just love his approach and his
stories. A lot of the stuff is human

» WEB EXTRA

. . . Visit the Web Extras
nature. It just represents itself dif- section of Landscape
ferently. Basically, the title says it all. Management.net for

McKay Landscape Light-

It’s all about winning with people. In
business you want to win and you win
with people. It’s simple.

The discussion on candor, which
is in chapter 2, is probably the best
chapter in the book. You have to have candid conversations
with people. And that’s probably our biggest challenge.
Motivating people and understanding people is challenging.
It gets frustrating at times.

He also talks about getting the right people on your
team and how first you’re the manager and then you have

ing owner Jerry McKay's
take on the book
Predictable Success by
Les McKeown.

to be a leader yourself. You have to be a success individually

before you can lead others. He breaks it up into your top

20, which is your top-end managers or your high perform-

ers. He delineates to your bottom 10, which you’re going

to push out of your organization, and then he says, “Your

middle 70 is what you need to cultivate.” Your middle 70

needs to be heard to be a part of the team. Instead of all

decisions, policies and procedures being made from the top,

he says to implement and develop a communication with
continued on page 20
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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,

2DQ

Herbicide

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
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continued from page 18

the middle 70 so they have a word and
they have buy-in within the develop-
ment of the business.

It made me realize I would con-
stantly get frustrated with my middle
group. After reading this book, it really
made me open up my eyes and say:
“That’s human nature. That’s what
people are. Those people actually have
a lot to offer.” You have to cultivate
those people through communica-

tion through your culture within your

organization. The middle 70 is really

what makes up your business. Success-

ful, winning teams get the most out of

their middle 70.

I find myself sometimes getting

ul away from that (mentality) and that’s

when I have to revisit the book. I listen

ONE-SENTENCE SYNOPSIS OF WINNING: IN BUSINESS to it proba'bly once a year when I'ﬁnd
YOU WANT TO WIN AND YOU WIN WITH PEOPLE. Ui o Liol el in dhe g & liads

bit. It actually is in my car right now.
—As told to Sarab Pfledderer

Your expectations. Exceeded.

DynaSCAPE Manage360 Landscape Business Solutions

Your needs demand more than an off the shelf
business management solution. Talk to us about
our custom tailored end to end, landscape business
management software that will exceed your
expectations.

Customer Management | Sales & Estimating | Job Management | Reporting

(ﬁ rﬁygﬁageSBD‘l

Expect more at: dynascape.com/manage ™
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EXPANDEB EDITION

RACTIO

GET A GRIP ON-YOUR BUSINESS

GINO WICKMAN

Amazon rating: 4.7 out of 5 stars

By Chris Clifton

OWNER & PRESIDENT
Southview Design, an $11 million,
primarily design/build firm
Minneapolis

About three years ago | read
Gino Wickman'’s book Traction.
Wickman is the founder of an
organization called EOS Worldwide,
a consulting and coaching group
focused on helping companies in the
$2 million to $50 million revenue
range achieve and manage growth.
Traction is the handbook that summa-
rizes EOS’s core teachings.

I bought Southview Design in 2009
when it was doing about $5 million
in sales. In spite of the recession, I felt
the company had a solid foundation
and the potential to grow. Though I've
been involved with various businesses
over the years, I was looking for tools
to help me with this one. A friend gave
me a copy of Truction, thinking it might
provide some insight.

Traction builds on the idea that
most businesses get to a point where
management becomes frustrated
because progress has slowed or stopped
altogether. The book identifies six com-
ponents essential for sustainable growth

and profitability:

Vision. Leaders in successful compa-
nies not only have compelling visions,
they know how to communicate them.

People. It’s impossible to build a great
company without help. Successful
companies get the right people into the
right seats.

Data. Wickman advocates use of a
“scorecard,” a weekly report containing
five to 15 high-level, performance-indi-
cating numbers or measurables.

Issues. Issues are the obstacles that must
be faced to execute the vision. The good
news is that in the history of business, there
have only been a handful of different kinds
of issues. The same ones come up over and
over again. Companies that deal effectively
with their issues achieve their visions.

Process. Successful organizations

ONE OF CLIFTON'S
KEY TAKEAWAYS:
WE NEED TO MAKE IT
EASIER FOR (EMPLOYEES)
TO UNDERSTAND
HOW WE WANT THEM
TO DO BUSINESS.

see their way of doing business clearly
and work to constantly refine it. Key
processes are well documented and fol-
lowed by all. This is the most neglected
of the six key components.

WEGETIT.
IT°"S ABOUT ROL

It's about reliable return. Designed and built to
deal with tough conditions and tough customers
on a daily basis. RYANs are proven moneymakers.

You'll send ‘em out with confidence knowing they'll
return, ready to work again the next day.

NEW!
Now with Easy
Steer Technology!

Jr. Sod Cutter

The First Name in Turf Renovation™

Ren-O-Thin® Power Rake

LAwnaire® IV & V EST

Learn more at ryanturf.com/1415

© 2014 Schiller Grounds Care, Inc. Key Code: RY1415
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Traction. “Vision without traction is
merely hallucination,” Wickman says.
The “traction” component deals with
action and accountability. The book
says organizations should establish
three to seven priorities, referred to as
“rocks.” These are the organization’s
most important priorities that must be
accomplished in the next 90 days. This

component also deals with “meeting
pulse,” a series of meetings at different
levels of the organization, ultimately
designed to ensure the company’s
vision is achieved.

I found the advice in Tiuction to be
simple and practical, based on the real
world and not theoretical or faddish.
Much of how I run Southview Design is

The flrst remprocatlng aerator on the market that'
B allows the operator to determine a comfortable
i operating speed from approximately 2.5-3 MPH.
This speed adjustment feature allows variation for
landscape complexity, lawn size, operator safety
and maximum productivity.

Tow Behind Models Also Available

SL220
Overseedr .

. i,,, i .0
PL410 I.Renla\ on (o0

EZ100 EZ Haulr StEDSavrf 0
PLUGR leads the industry in aerator model options. A .

www.SourceOneOPE.com * 888-418-9065 &lo¥zesy )
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based on Tiuction ideas and I refer back
to it on a regular basis.

Recently, we’ve refocused on the
process component. Growth has stirred
excitement in the organization, but it’s
also added complexity and the need to
hire more people. We need to make it
easier for everyone to understand how
we want them to do business. Right
now we are in the midst of redefining
and documenting any and every process
we can think of.

FIRST

BREAK ALL
THE RULES|

WHAT THE WORLD'S GREATEST °
MANAGERS DO DIFFERENTLY

BASED ON IN-DEPTH INTERVIEWS BY THE GALLUP :

ORGANIZATION OF OVER 80,000 MANAGERS IN
OVER 400 COMPANIES—THE LARGEST STUDY
OF ITS KIND EVER UNDERTAKEN

MARCUS BUCKINGHAM
& CURT COFFMAN

Amazon rating: 4.4 out of 5 stars

By Richard Bare

CEO

ArborNomics Turf, a $7 million,
primarily lawn care company
Norcross, Ga.

The premise of the book is that

we all operate based on long-term
assumptions that may not be true,
even though they're logical. For
instance, one would assume logically
that if an employee wrecks a truck a
few times, he or she would become a
better driver. However, in real life, poor
drivers have been proven to be just that,
poor drivers. No matter how many
times they wreck, they continue to do



*THmKi
Between the ideas gained %Gll%gg
from Tiuction and other {-

. CEON
improvements we’ve made to 1 M{ ;

the business, our results have ="
been good. We reached $11.2 million
in revenue in 2013 and I expect we’ll continue to grow.

I recently read Wickman’s follow up book Ger A Grip, writ-
ten in conjunction with his colleague Mike Paton. It’s written
in fable format and tells the story of an individual company
working its way through the Tiuction process. I thoroughly
enjoyed it as well and would recommend either book to any-
one looking to grow a small business into a mid-sized one.

BARE ALSO RECOMMENDS:
THE E-MYTH BY MICHAEL
GERBER AND HOW TO WIN
FRIENDS AND INFLUENCE
PEOPLE BY DALE CARNEGIE

it, because they drive differently. They’re distracted, careless,
unfocused and cavalier.

I read the book about five years ago when our company was
30 years old. I was 60. I knew from experience the basic tenets
of the book were completely correct. I've only read it straight
through once, but I refer back to it many times.

After reading the book, I tried to apply its main message to
my business: “People don’t change that much.” Rather than try-
ing to change people, you’re better off trying to draw out what's
there and what works. I've had many customer service reps who
are great at answering the phones, taking notes for call backs
and charming customers. But give them accounting/bookkeep-
ing responsibilities and they’re terrible. They cannot be trusted
with a checkbook. Awhile back a customer service representative
asked me, “How can I be overdrawn if I still have checks left?”

We've greatly improved our hiring processes since read-
ing the book. We look for clues as to what makes up a person
but also for problems that will surface. For instance, if we’re
hiring for a spray tech position, we look for excessive tattoos,
body piercing, cigarette smoking, souped up personal car,
off-beat dress, slouching body language and messy family life,
which all are red flags that this person is not a team player
and probably won’t fit in.

This book is full of leadership ideas for the entrepreneur.
I frequently recommend it to others.

THERE'S POWER . ..

» BROADLEAF HERBICIDE FOR TOLGH ltEEﬂ‘v

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.

n In the fight against tough
weeds, you can count on
- the superpower of TZone.
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THE
E-MYTH

The Landscape Management
interview with the author of
the legendary book.

When | started writing
about and for small business
Owners nine years ago, one
phrase I heard pop up time
after time was the importance
of “working on your business
not in your business.” When I
finally discovered where it origi-
nated—7he E-Myth—I shouldn’t
have been surprised. That book
and its descendants often are cited
as revelatory by many landscape profes-
sionals I've spoken with over the years.
So, rather than profiling one land-
scape professional whos been influenced
by the tenets of The E-Myth, we sought
and landed an exclusive interview with
the author, Michael Gerber, to get his
take on why his iconic small business
tome is a staple for Green Industry com-
pany owners. —Marisa Palmieri

LM: You've said, “Most small busi-
nesses fail because people start them for
the wrong reasons...” Remind us: What
are the right reasons to start a business?
MG: The E-Myth, which has been my
mainstay for 40 years, says that people
who go into business aren’t entrepreneurs
but what I've come to call “technicians
suffering from an entrepreneurial sei-
zure.” They’re working for someone else

and say, “I want to become
my own boss. I can do
this for myself,” and they

go off to start their own
evisited " business being the tech-
Why Most S“rf:awo‘k nician, the producer, the
Businesses DSO About It | guy who does the work.
and What 10 The problem is they
don’t understand all
of the other parts that
have to work in a business if
it’s going to be successful.

So they’re out there doing it, doing it,
doing it, as I say, but they’re ignoring some
of the work they have to do: client acquisi-
tion, finance, management, development
of people and so forth. Because they don’t
know how to do it or they do it sloppily.

The right way to do itis to start it
all over again as an entrepreneur and to
understand there are three critical roles
for any business owner: the entrepre-
neur, the manager and the technician.
"The technician is the doer who gets
stuff done. If there is no system through
which to get stuff done, we just get it
done in whatever way we’ve done it.
"That fails to become a system; it’s my
particular way. I rarely know how to
teach someone my particular way.

The owner who’s doing it, doing it,
doing it ends up having to be there all
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The E-Myth author
Michael Gerber

the time to make sure it’s being done
right. When you have to be there all the
time, your business isn’t scalable. It only
can grow to the level in which you can be
there all the time.

LMVI: The E-Mythwas first published in
1986, before the Internet, smartphones and
social media. There’s so much information
at one’s fingertips today. Do you think these
tools make it easier for small business own-
ers today vs. when you first wrote the book?
IVIG: The reality is it’s neither, simply
because the greatest single problem every
small business owner has is lack of time.
They’re consumed with work. The guy
out in the field hasn’t the time to go to
the Internet to look something up and he
hasn’t the ability to parse down all of the
information available on the Internet.
Even before the Internet, I could
read everything I wanted to read about
management or recruitment or hiring
or training, but most of the people in
your industry or any industry don’t read
anything. Even, in fact, if they were able to
read all of the books on every subject, they
wouldn’t understand how to apply it.
Social media? So what. The Internet?
No way. Well, yes, it’s something where if
you were absolutely determined to study
and to learn, you have access to every-

PHOTO: MICHAEL GERBER



thing to study. But how do you discrimi-
nate? Access is insufficient without a
clear understanding of what I'm looking
for. Most of the owners of most of these
businesses don’t have an understanding
of what they’re looking for.

LM: What's surprised you most about
entrepreneurs after all these years?

I can tell you what surprised me
in the beginning. I had the assumption
that because they owned a business, they
knew how to run a business. They didn’t.
They didn’t understand that business is
ultimately a system of work—financial
work, technical work. It a system of
management work, marketing work, sales
work. But, in fact, many don’t understand
a system that works is independent of the
people who are doing it.

LM: But owners in this industry and many
others often say what sets them apart is
their people. How do you respond to that?

Its a dumb idea. If everybody says
our company is different because of our
people, then everybody is saying the same
thing, then everybody is wrong. Well,
somebody’s wrong. You can prove it’s
wrong by quantifying the impact of what
they do. Measure it. It’ just an anecdotal
statement. Every single technician thinks
of themselves as the reason why people
come buy their service. They all believe
people dependent s the key because they
don’t know how to do it any other way.

In the case of The E-Myth, there’s
no one who can read that book that
can say it isn’t true. Every reader who
finishes the book knows they just read
the book. That’s not because Michael
Gerber is so damn smart. It’s because
Ray Kroc, the founder of McDonalds, is
so damn smart. It’s because the founder
of Starbucks is. The founder of IBM is.
What made them successful and others
fail? That’s what I communicated in
The E-Myth. Before that, nobody said

it to independent business owners. Ray
Kroc said it to his franchisees. But until
he approached the business as a turnkey
prototype for scalable growth, the
company itself would be incapable of
growing. It would come to that ceiling
imposed on it by the limitations of the
owner. Ultimately, a company can only
grow as large as the owner is competent
to grow it.

Most guys in your industry work
themselves to death. What started as a
dream—*“I’ll become my own boss”—
ends as a nightmare. I became my own
boss and I'm working for a lunatic.

» WEB EXTRA

Visit the Web Extras section of
LandscapeManagement.net
for Gerber’s take on “working on
the business, not in the business,”
plus, an excerpt from The E-Myth
Landscape Contractor, coauthored by landscape
industry veteran Tony Bass.

The best way to protect trees and shrubs
from insects is to get out ahead of them. The
super-systemic activity of Safari® Insecticide
delivers quick uptake and knockdown of
a broad spectrum of the most damaging
landscape insects including scale, emerald ash
borer, aphids, mealybug, boxwood leafminer,
whitefly, lacebug, hemlock woolly adelgid and
more. And the long-lasting control of Safari
will resultin satisfied customers and reduced
callbacks. With Safari, you'll outpace the bugs

and leave your competition in the dust. To

CLOCKED AS THE FASTEST
BROAD SPECTRUM  /

ECT'C'DE ON THE MAR](ET.

learn more, visit valentpro.com/safari.

Safari

INSECTICIDE
Products That Work, From People Who Care® | www.valentpro.com | 800-89-VALENT (898-2536)

Always read and follow label instructions.

Safari and Products That Work, From People Who Care are registered trademarks of Valent U.S.A. Corporation.
©2013 Valent U.S.A. Corporation. All rights reserved. AM35573
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NO more guessing,

Build a plan for profit. Know your breakeven on every job. Track your

jobs' estimated vs. actual hours in real time. Let some of the top
landscape companies in the industry show you how simple it is to take

the guesswork out of running a landscape company.

Budget

Estimate
e-Timesheets
Quickbooks Sync

Forms + Templates

Workshops in partnership with Caterpillar and its dealer network

GATEBP“-I-AH® landscape management network




| et 'uvs SNOW yovv to run yo
operations at 670,000,000 mpn.
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See how simple it is to run a more profitable
landscape install, maintenance or snow + ice
business at any of our workshops across North
America.

Prices range from $99 to $199 for the 2 day
workshop. For complete dates and details, see

www.golmn.com/events.
Toronto, ON Feb 3-4 Indianapolis, IN Feb 20-21
Philadelphia, PA Feb 10-11 Boston, MA Mar 3-4
Greensboro, NC Feb 10-11 Los Angeles, CA Mar 6-7
Clayton, NC Feb 12-13 Concord, NH Mar 6-7
Grand Rapids, M Feb 13-14 Minneapolis, MN Mar 10-11

Dartmouth, NS Feb 17-18

www.golmn.com
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AsseenonTV

By EMILY SCHAPPACHER

roviding clients the backyard
of their dreams is what Oasis
Landscapes & Irrigation does
best—but doing it in less than
48 hours is a challenge crazy enough
only for television. Featured on an epi-
sode of the DIY Network’s “Yard Crash-
ers,” the Oasis crew completed a job that
should have taken two to three weeks in
less than two days, working against the
clock to provide one lucky Atlanta-based
couple a customized backyard sanctuary.

“We had no time left over and were
all scrambling in the last hour,” says
Kevin Paulen, president of the Doraville,
Ga.-based company. “I think it was a
little harder than we expected it to be,
but it was every bit as much fun as we
thought it would be.”

“Yard Crashers” is a landscape
renovation show that offers unsuspect-
ing shoppers at home improvement
stores the opportunity for professional
landscape contractors to renovate their
backyards in less than two days. The
show’s producers contacted Paulen to
see if his company was interested in
appearing on an episode being filmed in
Atlanta last April.

About a month after the initial con-
tact, the producers traveled to Atlanta
to interview Paulen and the owners of
six other companies to determine which
was most qualified for the job. Paulen
was notified later the same day that
his $3-million company—which is 80
percent design/build, 20 percent main-
tenance and serves 90 percent residential
clients—had been selected.

“They wanted to make sure we were
qualified and capable of pulling off a
project in a short period of time and

that we had the skills to do something
unique,” Paulen says.

Oasis had three months to plan and
2 $25,000 budget provided by “Yard
Crashers” to work with. Planning
ahead, Paulen says, was key to complet-
ing the project on time. He and his
project manager created a timeline to
estimate how long each component
of the project would take and worked
ahead as much as possible, such as by
shaping each piece of stone for the
patio and the retaining wall and con-
structing the water and grill features.

Paulen’ team also utilized the time to
up the ante on creatvity. The homeowner
restores classic cars for a living, so Oasis
made the water feature and grill out of
parts from a 1948 Ford pickup and a 1934
Chevy sedan. The project also included
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TUNE IN

“Backyard Hot Rods” '
is slated to air on DIY
Network March 12 at 10:30
a.m. EST and March 29 at
5p.m. EST.

Oasis worked
with “Yard Crash-
ers” host Matt
Blashaw (center)
and a DIY
Network crew.

a decorative redwood
sanctuary, privacy plant-
ings, mature trees and
blooming annuals.
“The network goes
over your plan and lets
you know if you bit off more than you can
chew,” Paulen says. “But if you’re going
to do something like this, make sure it’s
planned well and do as much in advance
as you can. Also, don’t get too overzeal-
ous—keep your goals realistic.”

CHALLENGES, COSTS ARISE

Despite being organized, unexpected

challenges still arose. One of the most

difficult parts was working around

the film crew, Paulen says. His staff

members repeatedly had to stop what
continued on page 32
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New Kubota
We Mean Business

Kubota’s new Z700 Series commercial zero-turn mower
raises the bar for quality, durability, precision and all-around
productivity. No other commercial mower in its class comes
close. Available with 48, 54 or 60-inch decks and a wide
variety of attachments and accessories. Ready to cut with the
best? Give your business the Kubota Z700 edge. Demo one
today at your local Kubota dealer.

- S.FETY

©Kubota Tractor Corporation, 2014
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Kevin Paulen estimates his team'’s par-
ticipation in the show cost the com-
pany $20,000 to $30,000 in lost time
and labor. Oasis had three months to
prep for the two-day project.

continued from page 30

they were doing for the film crew to capture
structured footage, such as the program’s

host showing the homeowners how to build

a retaining wall. They also had to work until
almost midnight on the first day, so part of the
job was done under spotlights.

Another downfall for Paulen was the revenue
lost as a result of the time and manpower dedi-
cated to the show.

He estimates the time spent planning the
project, preparing structures and materials in
advance as well as having all 25 of his guys work-
ing on the show for two days during peak season
cost him $20,000 to $30,000 in lost time and
labor. While he’s glad he had the opportunity

Because the homeowner
is a classic car lover, Oasis
crafted the grill from parts
of a 1948 Ford pickup.

to be part of the project, Paulen says he doesn’t
imagine he would do it again.

“The highlight was seeing how excited the
homeowners were when we were done—they
were absolutely blown away,” Paulen says. “It
was fun to do, but I don’t see a benefit to doing
a second one.”

The episode, “Backyard Hot Rods,” aired
twice on Sept. 2 on the DIY Network. It’s
slated to air again this spring, but Paulen says
it will take at least a year for the episode to
start syndicating. So far, he hasn’t seen many
tangible benefits from the experience, but the
company utilizes an “As Seen on ‘Yard Crash-
ers’” logo on its website, marketing materials
and client newsletters, and has the full-length
episode posted on its web-
site. Paulen hopes it soon
will pay off as a marketing
tool. For now, he says, it’s
an addition to Oasis’s long
list of accomplishments
and accolades.

“I think it gives us
more credibility,” Paulen
says. “People love to hear
you were on T'V. You’re
seen as the expert. And
after 25 years in busi-
ness, it was something we
hadn’t done.”

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

32 LANDSCAPEMANAGEMENTNET | FEBRUARY 2014

The Ticker:

DESIGN/BUILD

DAP Products rolled
out a new construction
adhesive: DAP Smart-
Bond, which may be
applied to dimensional
and treated lumber,
natural and synthetic
stone, painted sur
faces and more.

JCB expanded its
North American dealer
network with the addi-
tion of JCB of Miami,
formerly E.R.Truck
Equipment Corp.
The dealership offers
wheel loaders, back-
hoes and more, plus a
parts department and
full-service mainte-
nance team.

For its work at a

private residence in
Newport Beach, Calif.,
Richard Cohen Land-
scape & Construc-
tion was deemed
best of show at the
California Landscape
Contractors Associa-

PHOTOS: OASIS LANDSCAPES & IRRIGATION

tion Trophy Awards.
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Recruiting from retail

By SARAH PFLEDDERER

atthew Stamm is no
farmer, but he sure
knows how to
cherry pick—
employees, that is.

The president of Cougar
Irrigation, Austin, Texas, has
hired the bulk of his irrigation
technicians from Nordstrom
on the philosophy the customer

service skills they derived from

the luxury retailer are translatable to the

Green Industry or any industry.
“Whatever it is, you're providing a ser-

vice to people,” Stamm says. “So you really

want people to have good customer service

skills, not necessarily technical skills.”

Hunter introduced a family of pressure-com-

pensating drip emitters for its micro-irrigation
line. Featuring flow options of up to 6 gph,
they are available in three inlets: self-piercing
barb, 10/32 thread and 1/2-in. female thread.
The barb and 10/32 thread models are offered in
.5, 1,2, 4 and 6 gph models; the 1/2-in. female
threaded model is available in 1 and 2 gph.

Matthew Stamm

Nordstrom is renowned for its cus-
tomer service. The company’s processes
have been assessed and reiterated by
experts for years. (See, “The book on
service,” at right.) That’s why Stamm
boasts that three of his five irrigation
techs deliver “Nordstrom-level cus-
tomer service.”

“Anybody can go out and fix a
sprinkler head,” Stamm says, and adds
he taught his retail hires those technical
skills. They, unexpectedly, taught

him “everything” he knows
about customer service.
Stamm says he also ben-
efits from being able to teach
former retail employees tech-
nical skills from scratch rather
than having to break them of “bad
habits” picked up from previous
industry employers.

SERVICE SMARTS

For Stamm, recruiting his

first Nordstrom employee

was happenstance. In fact,

he doesn’t even shop at
Nordstrom. Stamm met Nick
Linzenmeyer at a dinner party
hosted by one of his neighbors
who also worked at Nordstrom.

That was in 2008. Linzenmeyer now
is a project manager at Cougar Irriga-
tion. Recounting his first few years as
a technician, Linzenmeyer telling
confirms Stamm’s logic:

“My (performance) as an irrigation
technician was terrible. But the thing
that saved the customer from a terrible
experience was my good communication
and customer service,” Linzenmeyer
says. He recalls the following customer
service “protocol” from Nordstrom and
how he’s applied it at Cougar Irrigation:
1. Greet the customer. In irrigation, the
key is to make them feel comfortable
because they’ll likely be spending a lot of
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Nick Linzenmeyer

THE BOOK ON SERVICE
In step with this month’s
cover story, we give a nod
to the book The Nordstrom
Way to Customer Service
Excellence: The Handbook
for Becoming the ‘Nordstrom’
of your Industry by Robert
Spector. He has written four books on the
retailer’s customer service.

CUSTOmER
SER
EXCELLENcpICE

money, Linzenmeyer says. “Respect that,
and make them feel relaxed.”
2. Find out why they're there. “The more
information you have as a salesperson,
the better you can service that customer,”
Linzenmeyer says. He cautions to not be
forceful in getting the details.
3. Make them realize you're the expert.
“Don’t be rude or abrasive, but estab-
lish there’s a better way to do things,”
Linzenmeyer says.
4. Establish trust. For example, if a cus-
tomer is wary of drip irrigation but
it’s the best fit for the property,
Linzenmeyer ensures he’ll
replace the system if it’s
insufficient. When it works
satisfactorily after installa-
tion, you’ve established trust
and the client is open to future
suggestions.
5.The follow-up is key. Keep-
ing the follow-up personal is crucial,
Linzenmeyer says. At Nordstrom this
meant calling the customer to see if his
or her purchase worked for an occasion.
At Cougar Irrigation, he follows up in
person to explain to clients how the irri-
gation system operates and urges them
to reach out with any concerns.

Due to bringing Linzenmeyer and
other Nordstrom employees on board,
Stamm says he’s looking to improve the
sales on the recurring service options his
company provides. It serviced 700 of the
2,500 clients in the company database
last year and, this year, is introducing
service agreements to customers to better
track retention.
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Grinding 1ejutes

Mowing professionals
share why they
sharpen mower blades
IN-house or outsource
the task. By SARAH PFLEDDERER

ood Landscape has sharpened

its mower blades in-house for

so long the brand marker on

its grinder is no longer visible.
Accordingly, Maintenance Department
Manager Jaron Sickler can’t conjure from
memory what manufacturer’s name once
bedecked the machine.

None of that is important, though,
he says. The grinder still operates to
standard for the Hobe Sound, Fla.-based
company. The shop mechanic
uses it to sharpen 20 sets of
blades two to three time

per week, providing quick
replacements of dull
blades with freshly and
correctly sharpened ones.
That handiness is why
Rood has done in-house
grinding for so long
instead of outsourced
grinding, Sickler says.
“I'like it in-house for the fact I have

Jaron Sickler

more control over it,” he says.
“The biggest advantage

is the turnaround time
and we can make sure it’s
done right.”

Contradictorily, Ben
Bowen uses the same
logic—ensuring blades are
sharpened correctly—to reason
why he outsources his grinding
to Oregon Carbide Saw, a local sharpen-
ing service in Portland, Ore.

“To me, it’s one less thing to worry
about and I know it’s being done
properly,” says the landscape manager
of Ross NW Watergardens in Portland.
“These people are professionals so I
know they’re getting the angle just right
and they’re balanced perfectly.”

As part of outsourcing, Bowen has
triple the amount of blades on-hand than
necessary for his quantity of equipment
so there’s never a shortage of fresh blades
for his team to rotate with. Employees

iNsISMbte S MAINTENANCE

Ben Bowen

In commemoration of its centennial, TheToro Co.
documented its innovation and achievements over the

past 100 years in the form of a timeline, viewable at
toro.com/100. The company also recently introduced

ANERICAN
° HERO °

the American Hero Program which provides equip-
ment discounts to former and current military mem-
bers, firefighters and police officers.
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In-house grinding tends to
be a money saver, whereas
outsourced grinding saves
on time, maintenance
professionals say.

swap out blades as they see
X appropriate, putting dull blades
4,  in a box for Bowen to drop
off at Oregon Carbide Saw
every two to three weeks to be
sharpened at $7 a piece.
Although this process does
eat into his financials, Bowen
says the payoff is his team, which
does not include a full-time
mechanic, can work on more important
tasks, rather than spend its time sharp-
ening blades.

“Philosophy is part of it,” he says.
“We prefer to outsource stuff we don’t
enjoy or takes us away from the stuff we
know we make money on.”

‘While Bowen says he can’t see a
scenario where he’d purchase his own
grinder, he understands why in-house
grinding is suitable for some companies,
due to volumes of mowing

differing per location.
“If I was having to
put new, sharp blades
on a couple times per
week that would prob-
ably change the math,”
he says. “(But) it’s just
about priorities for us.”
Ben Talberts philosophy
aligns with Bowen’s. The
owner of Bay-Scapes Property Mainte-

BenTalbert

nance & Landscaping, based in Lusby,
Md., has outsourced its grinding to a local
dealer for the past three years.

And of the $600 per month he spends
on the grinding, Talbert says:

PHOTO: BERNHARD & CO.



“I eat it. It tears my wallet up to out-
source, but it’s a timesaver. I try to avoid
spending time on business outside of
work as much as I can.”

He says he’s humored the idea of
purchasing his own grinder, but says it
all boils down to personal preference.

“I base it on how much time it’s going
to take me versus how much time I want
to spend on other stuff,” Talbert says. “ 1
can allocate a person or myself to work
sales versus having to take an entire day
to sharpen all of those correctly.”

Mark Schifsky, owner of Association
Maintenance in Shoreview, Minn., dele-
gates the task of grinding to his company
mechanic, who sharpens around 200
blades per week with a grinder Schifsky
purchased nearly 20 years ago.

Schifsky has done
in-house grinding
since opening his
% company in 1988.
Tt was in 1995,
however, that he
upgraded from
a freestanding
grinder to a more

Mark Schifksy

professional machine
that better matched
his sharpening demand.

“That was a big step for me because
that machine was $5,000 to $6,000,” he
says. “When I bought it, I didn’t expect
for it to last as long as it did with as little
of care. Everything should last forever,
it’s just how much you put into to it.”

The grinder, Schifsky says, has paid
for itself due to the amount he’s saved
financially on in-house grinding versus
paying someone else to do it.

Moreover, he says his blades have
had longer life spans because he oversees
whether they’re sharpened at the cor-
rect angles, speeds and by qualified
employees (per chance his mechanic is
unavailable). For safety and performance
reasons only about 10 of his 35 employ-
ees are allowed to use the grinder.

Another perk of in-house grinding,
Schifsky adds, is the convenience of hav-

ing freshly sharpened blades at his facility
versus having to travel to pick them up.
For those reasons, he says the notion
of outsourced grinding is unfathomable
to him—he jokes it’s more likely he’d
incorporate that as an add-on service for

his own company than resort to outsourc-
ing himself.

“I've never heard of anybody outsourc-
ing,” he says. “Maybe that’s something I
need to be doing is sharpening everybody
elses blades. ... I trim a nice blade.”

Some restrictions apply.
See rules at poweredbypropane.org.

0 PROPANE EDUCATION & RESEARCH COUNCIL

MOWING COSTS
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 more information, see your mowing equipment
dealer or visit poweredbypropane.org.

MOWER

INCENTIVE PROGRAM
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Help technicians sell

By AUSTIN FRISHMAN, PH.D.

ake sure your employees
understand the impor-
tance of the service
your company provides.
They must feel comfortable and good
about the items you sell, or else the
initial motivation is lost. Ideas to
ensure you're keeping that comfort
level high are:

Have a plan and goals. Decide how
and where you want to expand. Share
this information with your technicians.

Issue business cards for each techni-
cian. They should carry at least five
cards with them at all times.

Role play in training sessions. Select
different types of services you're trying
to sell and have them walk through
their pitch with a manager or colleague.

Bring in manufacturers for training
meetings. Reps can provide insights
about how to sell, install and maintain
add-on services like fire ant control, sur-
face insect control or mosquito control.

Sharpen technicians’ communica-
tion skills. Offer to enroll and pay for
public-speaking classes.

Hone technicians’ time management

Most service technicians aren’t comfortable
selling. Some even believe selling is a step
back and borders on being dishonest. They're
locked into their own comfort zone. Here are
10 of the most common thoughts about why
selling is so difficult for them:

1. I know my customers. | like them. | don't want
to push something on them they may not need.
2. My day is too short as it is to get the work
done. How can | possibly have time to sell?

3. Salespeople are sharpies who have no idea
how to do the work. It's not what | want to be.
4. | once tuned in a lead and never received
the commission. Who needs that?

skills. Training in this area can open
their schedules so they can fit sales time
into their routes.

Recognize successful sales. Dinner
for two at a nice restaurant is a satisfac-
tory reward, but this doesn’t have to be
only about cash. Post positive results
on a visible bulletin board. Send letters
to technicians’ families explaining how
important their dad or mom is at work.

Give them a head start. Help
the technicians compose a list of
potential prospects, so they know
where to prospect.

Give them support materials. There
are effective sales training videos, as
well as leave-behind materials, online
for technicians to use with their clients.

Make sure they know it’s OK to ask for
help. When it comes to a large national
account, for example, you don’t want
a technician to inadvertently destroy a
lead because of his sales inexperience. If
a technician is reluctant to sell, encour-
age him to turn in leads at least.

Hire the right person. Screen for indi-
viduals who are likely to succeed at sales
and service.

5. It takes 60 days or longer to get paid for

what you sell.

6. Uncle Sam takes too much out of my

commission.

7. What's the sales force for? Isn't it their job

to sell?

8. If | wanted to sell, | would have interviewed

to be a salesperson.

9. People don't like to be hounded to

purchase things.

10. I'm afraid of rejection. (Few people admit this.)
Now, tackle each of the above challenges

and turn your technicians into happy, success-

ful, well-balanced service/sales professionals.
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\' skills by enrolling
them in public-
speaking classes.

v ;‘ al

“

Set goals that are realistic, and
reevaluate them over time.

Frishman is technical consultant to LM’s
sister magazine Pest Management
Professional, where this article was first
published. He's president of AMF Pest

Management Services.

LAWN CARE

youtube.com/user/FMCturf

PHOTO: ISTOCK INTERNATIONAL INC.



“THE ONE APPLICATOR
“THAT DELIVERS

"MORE

MORE PROPERTIES

PER DAY

IMORE CUSTOMERS
PERWEEK | |
MOREMONEYY
INTHEBANK

THE T3000i.SERIES enables you to put more residential and commercial properties on
the same route. You'll dramatically improve route efficiency and eliminate the expense of two machines.
It's easy to transport, easy to operate and easy on the operator. Advanced features include:

NEW intuitive, hands-free speed control giving you unprecedented control and productivity
NEW 3-in-1 15-gallon Auxiliary Tank can save you up to 10-15 minutes per lawn
NOW with 45 percent more hopper capacity, you can cover up to 124,000 square feet per fill

It's time to expect more from your spreader/sprayer. Lots more.

. Unique high velocity, large droplet 4. Smooth, steady, confident ride on 4 fits through a 36" gate to enhance
spray delivers complete coverage. hills and rough terrain. efficiency, improve productivity.

TURFCO



PROJEC T

A SCRAPBOOK OF DESIGN/BUILD OVERHAULS

THE MISSION

To enhance the estate
known as “Floating Peaks”
with a landscape that
highlights a collection of
natural stone sculptures.

"This Boston-area new-build home was
christened “Floating Peaks” by the homeowner,
who envisioned an accompanying garden to
showcase several natural stone sculptures he had
collected and shipped from China. These unique
stones were shaped by water at the bottom of a
river. In addition, the homeowner wanted several
outdoor living areas—a pool, hot tub, pergola,
terraces and a large lawn area for his children.

Fred Anderson, president of Anderson Landscape
Construction, was up to the task. His Sterling, Mass.-
based firm specializes in large-scale installations like
the one on the homeowner’s wish list.

“Our first challenge was installing the landscape
around the existence of a mature Cedar of Lebanon
specimen tree,” Anderson recalls. “Utmost care was
taken in the completion of the house and landscape
during construction, as the tree was only 15 feet
from the house.”

Placing the stone sculptures was another
challenge, he notes: “A crane was brought in to set
the largest stone, which weighed 40,000 pounds.
We hired an engineer to help us figure out how to
mount and stabilize this massive stone. Great care
had to be observed during installation of these stone
sculptures so as not to break or scratch them.”

After the house was built, the owner decided he
wanted to expand his backyard landscape area. He
negotiated with a neighbor who was directly in view
of his backyard, tore the house down, and had Ander-
son create a large lawn and wildflower meadow area ; A
complete with fire pit and moss garden. S ' : 4 =

“This allowed for the property o expand 1nt() PHOTOS: ROSEMARY FLETCHER PHOTOGRAPHY - g——"
space that the house really needed to balance its
massive size,” Anderson says.
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THE WORK

1 | Activity center. This early-morning view
captures the entire entertainment area
of the house, complete with a hot tub,
fountain, pool, pergola, patio, outdoor
grill and sculptures.

2 | Circle of life. Flower beds and sculptures
surround this circular garden space.

3| Grand entrance. The moon gate leads
visitors to the entrance of the front garden,
which opens to a large circle.

4 | Rock on. The driveway entrance displays
a 40,000-pound stone from China. The bam-
boo has matured and helps reduce the scale
of the house.

5 | Back to nature. Surrounding the back lawn
is a wildflower and meadow garden. One of
its challenges is to keep weeds from over
taking the planted flowers; intensive hand
weeding is the solution.

6 | Transformative experience. Dusk settles in
on "“Floating Peaks.”

Founded in 1982, Sterling, Mass.-based
Anderson Landscape Construction focuses
on building gardens for private estates with
features such as baseball fields, football fields,
tennis courts, seasonal colorscapes, private
intimate gardens, ice skating rinks and more.
Learn more at AndLC.com.
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ADD-ONBIZ

EXTEND YOUR BUSINESS % BY CASEY PAYTON

Scoring
with ice rinks

Pace Landscaping & Ice Rinks built its service

on the do-it-all model. It installs, maintains,
takes down and stores rinks for clients.

EING BASED IN Blasdell, N.Y., Mike Pace

could have relied on snow plowing to

make up for lost revenue in the off-season. But

the owner and president of Pace Landscaping &
Ice Rinks chose to veer from the usual to build backyard
ice rinks instead. As a former hockey player, it was the
perfect fit for Pace's winter business.

Of course, being on the ice versus actually making the ice
are two very different things, Pace says. Therefore he spent
an entire year just researching the process and what would
be involved before launching the service in 2010.

“We're the only ones in the area doing this so, there was
no business model or price points to follow," Pace says.

He turned to his hockey friends and anyone he knew
who had owned or built a backyard rink to figure what they
liked about it and, more importantly, what they didn't like.

begins in November and
crews are maintaining the
rinks all winter long. In
March, rinks are disas-
sembled before grass comes out of
dormancy, and landscape work picks up again.

Because Pace Landscaping focuses largely on design/
build, it was already set up for this service in terms of con-
struction equipment and vehicles for ice rink installations.
As for maintenance, Pace invested in a portable ice rink
resurfacer, which he turned to his brother to design.

“(It) uses one of our own landscape trailers to carry
450 gallons of water, which we convert to hot water
instantly and flood the rink to smooth it out,” Pace says.
“We typically do that twice a week.”

“Almost everyone told me it was fun
to build,” Pace says. “But what nobody
liked was maintaining it or having to take it
down in March. Plus, nobody liked storing
the materials for next winter. It was an
eyesore behind the shed.”

Having pinpointed the need, Pace built
his business around the “do-it-all” concept.
His company takes care of everything—pro-
viding the professional materials, installing
the rink, maintaining it, taking it down and
even storing it until next season.

The company installed more than 70
rinks this winter and signed contracts to
maintain about 40 rinks. Pace charges
a package price based on rink size for
installation, take down and storage. Rink
maintenance is a separate contract, which
is priced per visit. Ice rink install add-on
options include lighting, nets behind the
goals, curved corners and bumper caps.

GETTING IT DONE
This winter kept employees on their toes.
Pace averaged about six one- to three-
man installation crews, plus two two-to
three-man maintenance crews, eliminat-
ing any winter downtime.

As landscape work begins slowing in
late summer and early fall, Pace starts
pushing ice rink sales. Installation typically
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COMPANY: Pace Landscaping
& Ice Rinks

LOCATION: Blasdell, N.Y.

SERVICE: Ice rink construction,
maintenance and storage

WHY: Mike Pace, owner and
president, was looking for a
unique winter revenue stream

BIGGEST CHALLENGE: The
weather. “It's our refrigeration
system,” Pace says. “We've
had years where we built
rinks and the owners barely
got to use them because they
became big swimming pools.”

BEST TIP: “Think outside of

the box for ongoing revenue
streams,” Pace says. “Every-
one here does snow plowing
and it could have been easy to
fall into that same pattern, but
by thinking outside of the box
we found something unique
and really filled a need.”

“The only thing we had to do was
build a storage facility for the material,”
Pace says, referring to the ice rinks the
company stores for clients during the
off-season. “Otherwise, we were pretty
well set up. You couldn't pull this off
with a pick-up and a trailer. It requires
decent sized trucks to haul boards and
brackets, plus steady crews.”

Pace adds the service fit well into
his region’s niche. It's a huge hockey
town and many families have children
who play the sport. Plus, it's cold
enough to have ice.

"“This definitely isn't a service you
could just start anywhere,” Pace says.
“But | think my story is a testament to
the fact that any business that doesn’t
produce 12 months of revenue needs to
think outside of the box because there
are things out there you can do. For us,
the hockey knowledge and background,
the nature of our business and the equip-
ment we already had made building rinks
a perfect fit. In many ways it felt like the
moon and stars all aligned perfectly but
we also worked extremely hard to get
where we are!”

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

PHOTOS: PACE LANDSCAPING & ICE RINKS



They say money talks, and...

As legal tender, I know quite a bit about
where money goes. For instance, billions of
dollars have gone straight into the pockets of
PermaGreen owners over the last 15 years.
That’s because PermaGreens come closest to
the money making goal of one machine, all

\ properties, every day... and that’s no B.S. &
\\ (walking or otherwise)! N\ (N
\ B/ §

Just as importantly, you'll trust yo ople

A
% \to drive the 2014 Triumph with its improved
¢ [ExtraEasy power steering, low center of
0\ 'gravity, and numerous intuitive features, all
covered by our extended 15-month warranty
2\ (including engine and transaxle corrosion
| coverage) and 60-day 100% buyback {{
guarantee! ®
NI \ AN
w1 love talking about money with you, and the
. money making experts at PermaGreen can
get us together a lot more often! Call today,
because one test drive is worth a thousand
words.

S 33
visit us online for a chance to win your own triumph;of, A

permasrccn

800.346.2001 permagreen.com

© 2013 PermaGreen™ Supreme, Inc. U.S. Patents 6,366,600 & 7,954,573. PermaGreen™ is a registered trademark of PermaGreen™ Supreme, Inc. All rights reserved. *See permagreen.com for details.



PRODUCTS + SERVICES FROM LEADING GREEN INDUSTRY SUPPLIERS

Cultivate Your

Success Through
THE GROUNDS GUYS®
FRANCHISE

Grounds

LANDSCAPE MANAGEMENT

888.205.0661

GroundsGuysinfo.com

Learn more?
Check out
Joe's story at

www.Joes-Story.com

Just two years after

being introduced to the
U.S., The Grounds Guys®
has blossomed over 100
franchise locations in 34
states and is a top franchise
opportunity for green
industry professionals.

Qur franchise owners

are achieving their
dreams, beautifying their
communities, and building
a Culture of Care all across
the nation. No matter what
stage you're at in your
journey, The Grounds Guys
landscape management
franchise can help you take
your business to the next
level. Don't miss out on the
opportunity of a lifetime.

THINKING ABOUT SELLING YOUR

LANDSCAPING BUSINESS?

Now is one of the best times to take advantage of
unique market conditions and the underlying strength
of the landscaping industry. Don’t miss out!

Do you know what your Do you know when is the
business is worth in the  right time to sell your
market place? landscaping business?

Do you know what
motivates buyers?

Do you know the
difference between price
and terms?

"ABER HILL

ADVISORS
We are experts at selling landscaping businesses nationwide.
Contact us today for a free consultation.

Peter Holton
Managing Director
peter@caberhill.com
312-618-0715

www.caberhill.com

Proud Member of

#5PLANET

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

-




LMSHOWCASE

PRODUCTS + SERVICES FROM LEADING GREEN INDUSTRY SUPPLIERS

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

Craig MacGregor
cmacgregor@northcoastmedia.net
216-706-3787

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

i LANDSCAPING PROFESSIONALS

s

¥ #1Choice for TOP DRESSER

.gr'%

K@“ 8 Let the Ecolawn team help you. We
s provide free Demos, Financing, Marketing
Tools, FAQ, Tips, & Contacts.

Expand.Your Business with

Sustainable Lawn Care /

Call now: 802-673-9077

View it in action:
e e oM www.ecolawnapplicator.com
S AR ' RER &
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Top Dressing - the Fastest Growing

Visit weedalert.com on
your mobile device

to download

the app.

E INEEMY Mobile App!
©)

An industry service |5 | £5¢/SoRton
brought to you by: L | corporation
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nt

W

-
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‘;‘ . By PowerPusher
Move more.

Move it faster!

Expin

_\with'thé gst‘in the

B

Find out why our franchisees are
so successful. Contact us today.

1-888-321-9333 | www.weedmanfranchise.com
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Arbor-OTC
ArborOTC is a watersoluble inject- — -
able systemic antibiotic for the

annual suppression of bacterial diseases in non-food-bearing trees and palms. The new
container comes in two sizes. The 1-ounce (28 gram) jar treats 10 trees or palms at 10-in.
diameter at breast height (DBH) in the same day. This container can be filled with water,
covered/shaken and then poured directly into the formulation tank on trunk injection equip-
ment. For bigger projects, the 5—ounce (140 gram) container makes enough ArborOTC to
treat 50 trees or palms at 10-in. DBH.

Arborjet // Arborjet.com

Predator 360SW
The new Predator 360SW stump grinder
features a turntable mechanism for frame
swivel of up to 60 degrees for easy stump
cutting and handling. Powered by a 14-hp
Kohler CH440 engine, the 300-Ib. unit has
an above/underground cutting range of 8
in. and operating range of 32 in. As with

all Predator machines, it employs Multi-Tip
technology, which allows fast changing of
the preset teeth.

Predator Power // Predator-USA.com

BC700XL

The new, 25-hp BC700XL is the
smallest machine in the Vermeer
brush chipper line. It's ideal for
small-diameter material. Its cen-
trifugal clutch system engages
the cutter disc without the need
for a traditional belt tensioner:
The operator increases the
throttle, and the cutter disc starts
to engage at 1,500 rpm. It is fully
engaged at 2,000 rpm.

Vermeer Corp. // Vermeer.com

CS-370F and CS-400F

ECHO // ECHO-USA.com
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BugBarrierTree Band

Banding trees with the BugBarrier Tree
Band is a control option for climbing and
crawling insects, including winter moths
and spring and fall cankerworm. The pesti-
cide- and pheromone-free adhesive banding
system is so effective, the company says,
that it is required to be registered by the
U.S. Environmental Protection Agency as a
“mechanical pesticide.”

Envirometrics Systems USA // TreeBands.com

e
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STIHL sisosene }

M-Tronic technology

The STIHL M-Tronic microprocessor-
controlled engine management system
optimizes chainsaw engine performance
and compensates for changes in operating
conditions, such as temperature, elevation,
fuel quality or dirty air filter. The micropro-
cessor electronically controls the ignition
timing and fuel metering 33 times/second.
Learn more at STIHLs online chainsaw video
library: bit.ly/SdCTyg.

STIHL // STIHLUSA.com

These tool-less chainsaws feature the new FasTension ToolHess Chain Tensioning
... System, which makes quick and easy chain tension adjustments
or bar and chain replacements without a scrench or tightening
i tool. A rotating lever takes the place of locking nuts, and a ten-
sioning wheel replaces an adjustment screw. Adjustments can be made
anywhere in four simple steps, the company says.



STX-38

The 38-hp Toro STX-38 stump grinder has a travel speed of 4.5 mph.
It's equipped with operator-friendly TX-style controls and the new
Toro Intelli-Sweep feature, which automatically adjusts the speed

of the wheel when sweeping across a stump to help achieve opti-
mum performance. The unit’s full hydraulic operation eliminates belt
breaks or slippage and the need for tension adjustment.

TheToro Co. // Toro.com

JAWZ GrabbingTools

Paladin has partnered with Star Hill Solutions to introduce
Bradco JAWZ Grabbing Tools. The tools provide a quick, easy and
eco-friendly way to remove invasive trees and shrubs, complete
with roots, the company says. They feature a patented set of T1
steel fingers (pinchers), powered by dual cylinders to grab the
tree/shrub trunk with a skid-steer, compact tractor—or in the
case of Mini-JAWS, a compact tool carrier.

Paladin Construction Group // PaladinAttachments.com

M15RX

As a new, compact chipper in the Beever line of tree care
products, the M15RX offers a high capacity and lightweight.
[ts patented chambered air impeller system increases the
chip-throwing velocity and reduces dust and material blow-
back out of the infeed to pack more into the chip truck. Its
TorgMax top feed wheel compression system generates
more than 3,400 Ib./ft. of material pulling force.

Morbark // Morbark.com

Timber Ax
As a new addition to the VMLogix line of
products, the Timber Ax skid-steer attach-
ment uses an exclusive knife system to
efficiently cut grass, vines, brush or trees up
to 6 in. in diameter, or intermittently cut ma-
terial up to 12 in. in diameter. Its 17-in. rotor
features a reverse-rotation design to lift ma-
terial off the ground for proper cutting.
Loftness Specialized Equipment // V\-Logix.com

HFINDER . 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

GROUND LLoGic
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S-Series aerator
Exmark’s 21-in. S-Series
walk-behind aerator features
a transaxle drive system
with variable drive speed and
powered reverse. Designed
to centralize weight over the
self-cleaning tines, the S-Se-
ries delivers maximum core
depth. The S-Series aerator

=) TURF CARE

SL220
Slice through compacted soils
and thatch while seeding with
the SL220 overseeder slicer/
seeder. High-carbon, steel-fixed
knives slice cleanly up to 0.5 in.
deep for minimal disruption of is powered by a single-cylinder Kawasaki KAl engine, delivering
existing grass. An adjustable-rate speeds of up to 4 mph and productivity of nearly an acre per hour.
hopper drops seed or fertilizer in front Exmark // Exmark.com
of the knives to be transferred into the soil by the slicing action to
increase germination success.
SourceOne Outdoor Power Equipment // SourceOneOPE.com LawnaireV and IV
Ryan's Lawnaire V and Lawnaire IV with Easy Steer Technology have
anew tine assembly that enables the unit to turn easily while in the
aeration process without removing the tines from the ground.
Spreader series Ryan // RyanTurf.com
These four new broadcast
push spreaders are made of
heavy-duty polyethylene con-
struction. Models TS65 and
TS85 offer 75- and 120-Ib.
capacities, respectively, and
powder coated frames. Mod-
els TS65SS and TS85SS have
matching specifications, but
are equipped with stainless
steel frames for corrosion
protection. All boast a 12-ft.
spread width and a two-year
warranty.
TurfEx // TurfExProducts.com

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.

Find an Agent
ProgressiveCommercial.com

Call for a Free Quote

1-888-375-7905

- [T -1‘
e Bte o o So=0 ewi-c

PROGRESSIVE

Progressive Casualty Ins. Co. & affiliates.
12B00197.L04 (11/13) COMMERCIAL
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Eco200

This self-propelled topdresser’s reverse spin, dual-
wheel broadcast system delivers a uniform spreading
pattern with sand, the heaviest of materials and more.
Additionally, the Eco200 has a new fourwheel design
for increased weight distribution and stability. While
sporting the same 1/3-cubic-yard hopper, the Eco200
has an improved larger hopper opening.

EcoLawn Applicator // EcolawnApplicator.com

Model 8HT PowerVac

Building upon nearly 50 years of airflow research, the Model 8HT
PowerVac collector features a hinged metal top with a spring-loaded
metal latch lock, allowing easier removal and emptying of the twin
4-cubic-ft. mesh bags—which are now reinforced to be more tear and
rip-resistant. Combined with the deck-driven Quik-D-Tatch vac drive,
the unit makes a clean sweep through everything from thick spring
grass, wet fall leaves and even pine needles and other yard debris.
The Grasshopper Co. // GrasshopperMower.com

MANAGE your BUSINESS
the SMART WAY ...

CLIP Software

e Schedules customer’s jobs

e Routes crews in best order

e Tracks employees

e Finds your profitable customers

H H ™
LS-22 lawn overseeder i -y ® Can bl" from QUICKBOOKS
Turfco's LS-22 lawn overseeder delivers max- ; ' & >
imum germination thanks to optimized 1.5-in. , y :" /\>;,“A_\

LA A A

blade spacing and micro-screw depth adjust-
ment, which allow accurate setting of the

cutter blades for optimum seed-to-soil con- Why do 10’000+ companies run 2 Billion

tact. Depth is adjustable up to 1.5-inches. The .
LS-22 can seed more than 30,000 square through CLIP every year? Because it WORKS!

feet per hour, and large pneumatic tires allow To Learn more call 800-635-8485

it to roll easily over any terrain. Operators can
quickly check seed levels with the convenient

seed window and fold handles for safe trans- - -
port and storage. www.clip.com

Turfco // Turfco.com

‘ FREE l
DEMO CD
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LM CLASSIFIED

ADVERTISING
INFORMATION

Call Kelli Velasquez at
216-706-3767,

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

BUSINESS OPPORTUNITIES

Incorporate
for as little as $99

Visit www.incorporate.com

or call 800-616-0216

COMPANY

CORPORATION

[=] e
mconrouaTive waars miont ror vou  SAVE $25 by
scanning this code

LANDSCAPEMANAGEMENT.NET

RESOURCES

AD INDEX

American Family Insurance 33a
The Andersons 3
Bayer Environmental SCIENCE ...........cccovvvvvrivrriiri, 9a
Bridge Ventures 44
Central Garden & Pet 7

Clip Sensible Software
Dow AgroSciences
DynaScape Software
Ecolawn
Ground Logic
The Grounds Guys
Hortica Insurance
John Deere
Kohler Engines
Kubota Tractor Corp.
Landscape Management Network.................cccccc.......
MistAway Systems
NAFA Fleet Management Association ..
PBI/Gordon
PermaGreen Supreme
PLANET
Power Pusher
PRO Landscape By Drafix Software

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)

HELP WANTED

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

www.florasearch.com

When responding to an ad,
say you you saw it in

Landscape

Management

[ Coming in June ]

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
business growing.
Advertise pe Management.

Issue Date .dtClO;YI:
- Ap / . 3/12_:." 1\

Now accepting LM150 entries

It's that time of year: Time to com-

plete the LM150 entry form.
Don’t miss your chance to be

listed among the Green Industry’s
largest companies, ranked by annual

revenue. The results will be pub-

lished in the June 2014 issue of LM.

Enter at ow.ly/tjR5E or contact
LM Editor Marisa Palmieri at

mpalmieri@northcoastmedia.net for more information.

LANDSCAPE MANAGEMENT (ISSN 0894-1254) is published monthly by North Coast Media LLC, IMG Center, 1360 East 9th Street, Suite 1070, Cleveland, OH 44114.
iption rates: One year $55, two years $76 (U.S. and possessions), one year $87, two years $127 (Canada and Mexico) and one year $165, two years $246 (all other coun-
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The ad index is provided as an additional service. The publisher
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INSIGHTS FROM GREEN INDUSTRY LEADERS » INTERVIEW BY MARISA PALMIERI

Terry Delany

owner, GroundSERV, Fayetteville, Ark.

Who's yourmentor? (Green Industry consultant) Bill
Arman. He taught me the importance of building
a great culture. | used to rule things with an iron
fist and be a mean dude. | felt | had to have a
hand in everything and it just about killed me.
That really changed when | started talking to Bill.

4 Tell us about your unique business model. \Ve're really
just a sales and marketing company that happens
:.1 to be in property maintenance. \We're professional
A middlemen. \We had been strictly maintenance since
) : T ) :
2005, and (during the recession) installation companies
started going after the same maintenance contracts we were.
| changed our concept to be full-service exterior maintenance. VWe bought an expensive
striping machine and realized we didn't know how to do (parking lot) striping. So | called
another striping company, got a price from them, marked it up and made a profit. |
said, “Hey, that's pretty cool.” | still had 30 people on staff and was subbing out parking
lot striping, sweeping, window washing—any exterior service that wasn't landscaping.
We did this for several years and kept making money doing it.

Three years ago, | was struggling with the same thing everyone does: employees.
| had to take a trip six hours each way in truck alone with no radio. | starting
thinking, “I'm making money subbing everything out, but I'm struggling to
do landscape work with the employees | have!” In a 12-hour drive | changed
the entire business concept to go from 30 employees to 2 employees and a
subcontracting model almost over night. | called Bill Arman. He said, “I've never
seen it done, but heck, let's try it.” We spent a month thinking through it. My
other option was to walk away. | was so over the employee issues.

,%f ]
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What have the results been? It took us three years to get really good at it. There's the
whole legal aspect of working with subs. How do you qualify them and manage
them? There's a lot to it. But | have no headaches any more. | sleep at night. Quality
is up. Profits are up. | now have six employees: a business manager, a few account
managers and a sales manager. We'll do about $2 million (in 2013). We have between
30 and 40 subs at any given time.

| What's your best advice for working with subs? The most important thing to
e, remember is you want them to make money. A lot of people beat subs to
death on price to get their mark-up up. Then they don’t want to work with
you anymore.

We created a document called “How We SERV." which is the 10
mandates we live by. It says we're committed to the success of our subs,
which we call strategic partners. The minute you start investing in them,
the profit will come naturally to you. That's the biggest key.

Visit the \Web Extras section of LandscapeManagement.net to see Delany’s “How We SERV” document.
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OFF THE
CLOCK

ARE YOU A SPORTS FAN?
| like to spend as much
time getting away from
sea level as | can. I'm a private
pilot and master scuba diver.

S0 DO YOU TRAVEL A LOT? | travel
to the Caribbean three to four
times a year. There are maybe
three or four islands | haven't
visited yet. My favorite is Union
Island—part of St. Vincent and
the Grenadines. The people are
so friendly; it's insane. It has
beautiful white-sand beaches.

TELL US ABOUT YOUR

FAMILY. | married

; Janelle six years

ago. She's the

complete opposite
of me. She is very
detailed. She's
now a full-time,
stay-at-home
mom. We have
Alexa, who's

two and a half. She's the reason

| wake up in the morning and the

reason | rush home at night.

WHAT'S YOUR FAVORITE BUSI-
NESS BOOK? “Think and Grow
Rich” by Napoleon Hill. He
studied millionaires and billion-
aires from back in the day and
identified the common traits
they all have. I've probably read
that book 10 times.

PHOTOS: TERRY DELANY



~ Pretreat now for beautiful,
_ lawns this spring and sum

"ligquid:Dithiopyr 2L for pre-emergence
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Dithiopyr 2L
Specialty Herbicide

By pre-treating lawns and turfgrass now, Dithiopyr 2L
will help keep your lawn beautiful and weed-free during

the spring and summer months. Dithiopyr 2L is an easy-

to- use, non-staining, liquid formulation for outstanding

®
pre-emergent control of crabgrass, small seeded broadleaf

[ ] L] .
weeds, and also provides early post-emergent control of
1 10 pyr crabgrass. This specialty herbicide is for weed control in
. ) P established lawns, commercial sod farms, non-cropland
Specialty Herbicide , o , ,
g and industrial sites, ornamental turf (including to golf
course fairways, roughs, tee boxes), container-grown

ornamentals, field-grown and landscape ornamentals.

Treat now, enjoy later.

ALI-PRO

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



*Compared to a comparable KOHLER carbureted engine under comparable loads and duty cycles. Based on 600 hours of annual opération at $3.50/gallon.

Meet the o1 1MW NINEWDREEYSFRIEIIN A penny-pinching fuel sipper that
uses less gas than comparable KOHLER carbureted engines — saving you up to
$600 a year on fuel and fewer trips to the pump.* Every time gas prices spike, you

save even more. See your savings at [(01s[M={ 3] [N SHe{o] " P{ S 51

KOHLER. Engines

KOHLERENGINES.COM/EFI




