In the spring of ’09, landscape contractors
used various sales strategies. Some pushed for
an absolute maximum of new sales and used
every trick in the book to close. Quoting one
sales manager: “Once I have them on the phone,
they don’t get off until they’re my customer.”
His meaning was clear: He’d do whatever it took
to make the sale. But would the sale resultin a
profit, or would the pressured customer, suc-
cumbing to a great deal, cancel mid-season?

For a rep on the phone compensated only to
close sales, it won’t matter. If, however, a busi-
ness depends on keeping customers for three,
four or more seasons, the sales conversation is
important.

The sales chain

I believe in and teach the sales chain, which is
a metaphor for the process of acquiring and
keeping customers. It consists of three impor-
tant links, and continuity among these links is

imperative for success.

"The first link represents marketing. The
company message is communicated accurately
and effectively. The second link represents the
selling process. Leads are converted to sales in
a tightly managed system using daily goals and
recognition. The final link is service delivery. If
the service meets customer expectations, refer-
rals abound, marketing is successful and the
cycle begins again.

Focusing on the second link, sales method-
ology can be condensed into two basic camps.
I describe the first as making contact, creating
or building interest, baiting the prospect and
hooking the sale. Typically, it’s done with a
tightly canned, well-rehearsed pitch.

The second is a more consultative approach
I teach in five basic steps.

1. Use a strong, clear opener, which lets the
prospect know who’s calling and why. It also
establishes the prospect’s interest level.

NEVER TRIED

-A STAND-ON MOWER?

IT’S TIME. You'll get a quick lesson in
improved productivity when you experience
the speed, maneuverability, compact
size and visibility of the Toro®
GrandStand™ Combining the best
attributes of wide-area walk-behinds
and zero-turn riders, the GrandStand can take the

efficiency of your business to the next level.

When you demo the GrandStand, its comfort and
ease of use will be immediately clear. The fatigue-

frée ride will enhance the productivity
« of your operators by keeping them
~ fresh throughout the day, and the
superior TURBO FORCE* after-cut
appearance will keep
your customers
happy, too.

Toro® GrandStand™
Stand-On Mower

SAV

Save thousands of dollars when
you purchase multiple units for
THOUSANDS your fleet. Ask your local Toro
commercial dealer for details.

MOW NOW Toro's special retail finance offers
PAY LATER can put these machines to work

for you today, so they can start
paying for themselves.

Schedule a personal demo during
the Smooth Operator Tour coming
to a Toro commercial dealer near
you. For tour dates, locations and
product information, check out
TORO.COM/SMOOTH.

Count on it.

OCTOBER 2009 | LANDSCAPEMANAGEMENT.NET

7



®
S C ﬁl C _)'
= | | LT
Business Management Software for Landscape
A better future for your company and you

Discover how to
Transform Your Business
CRM, bidding, scheduling, job costing...

Kevin Kehoe
Shows You how
with BOSS®LM
at GIE+EXPO

\l ~\'.q
New Feature!
Automate Your Field

Operations with
BOSS“LM Mobile

Interview our clients at BOOTH 5039 and see how BOSS®LM
is working for companies of all sizes to manage everything

from sales through production and invoicing.
www.bossim.com 1.866.596.5971
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2. Identify what each prospect wants. Notice I by explaining how our service benefits each
didn’t say needs. We buy what we want. But to customer. A benefit isn’t something we do, but
provide those wants, a sales professional needs ~ why we do what we do. This is important to

to understand what they are by asking a couple  the prospect.

probing questions. 4. Look for a buying signal. A tie-down con-

3. Communicate value. We accomplish this firms the prospect understands how we’ll pro-

vide exactly what they want. If we’re
successful, we’ll get that buying signal.
5. Close or confirm the sale. If you have
followed the process, closing will be a
snap.

When sales resistance rears its head,
our people are taught to handle objections
as questions that haven’t been answered.
In reality, they’re not objections.

My process for removing resistance
and making the sale involves three
steps:

1. Ask “why do you feel that way?” It’s
important to understand the prospect’s
motives for resisting. And even if I'm
sure I already know, having the prospect
repeat his or her concern sets me up to
remove it.

2. Create empathy. Let the prospect
know you understand and you've felt
the same way. Now, there’s no barrier
between prospective buyer and seller.

> Who has the responsibility to
sell in your organization? How are
they trained?

> What's your sales message?
Is there continuity between the
marketing message and sales
follow-up?

> Are your salespeople setting
accurate and reasonable
expectations?

> Are you converting leads to
customers at the highest possible
close rate?

> Are you selling what prospects
want, or is the sales objective
simply to get to “yes"? — BH



3. Remove the concern with a targeted benefit
that responds to it specifically. “Mr. Hom-
eowner, think about this ...” — and provide the

appropriate benefit. Several operators reported successful sales campaigns

Remember, many prospects will never buy, based on selling benefits, not discounting. In those cases,
but it doesn’t matter because there are plenty customer growth increased from 20% to 30%. How was
of potential buyers who will understand and it done? The “old-fashioned way" — quality and reliability
appreciate a presentation that clearly commu- were promoted in fliers, personal visits to evaluate lawns
nicates value. were made in quick response to inquiries, and phone fol-

Consultative selling is an effective strategy. low-up selling focused on the benefits of service versus
I believe that for higher revenue sales, leading discounts alone. — BH

to a strong customer commitment, followed by

fewer short-term cancels, it makes sound busi-

ness sense for most operators. tionary income in their properties will repay
I’m more confident than ever before that them — and that’s a message I look forward to

we, as a home-services industry, will continue  sending.

to succeed by offering measurable, visible

value to America’s property owners. While The author is the owner of Grass Roots Training/

we may not be able to sell everyone, there Consulting (www.trainandkeeppeople.com) and can be
will be enough homeowners who understand reached at 614/531-4000 or hoopes@columbus.r.com.
that investing a small portion of their discre- Read his blog at www.trainingchamp.wordpress.com.

ALREADY TRIED
. ASTAND-ON MOWER?

THINGS HAVE CHANGED. SRVE Save thousands MOW NOW Toro's special

Whether or not you're a fan of stand-on of dollars when retail finance
mowers, you owe it to yourself to demo THOUSANDS you purchase PAY LATER ofters can put
the machine the industry is buzzing multiple units for your fleet. these machines to work for
about ... the revolutionary new Tora® Ask your local Toro commercial you today, so they can start
 GrandStand™ Guided by input from dealer for details. paying for themselves.
experienced operators, Toro designed
the GrandStand with superior
enhancements that can take
the jolts out of your
jobs and bumps out
of your business.

Schedule a personal demo
during the Smooth Operator
Tour coming to a Toro
commercial dealer near you.
For tour dates, locations and
product information, visit
TORO.COM/SMOOTH.

« You'llimmediately notice the
comfortable, fatigue-free ride,
outstanding hillside handling,
ride/walk versatility, and the
immaculate cut of Toro’s
TURBO FORCE® deck. And at
a length of only 59 inches;
the GrandStand delivers
the compact size that's
critical for your trailer.

Count on it.

Toro® GrandStand™
Stand-On Mower

* With flip-up platform In stowed position
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TAKE AWAY

Industry innovation
starts at the people
level.

Earn employee buy-
in by making them
part of the planning
process.

Success isn't
defined by size or
location, but rather
the happiness of
customers and
employees.

Realize your goals in the
Working Smarter Cycle

If your people are happy and productive, your
business will experience success.

was HOPING for earthshaking, ground-
breaking, industry-making innovation
when I asked for input about your experi-
ences during the past year. I pictured Dan
Jacobs and the rest of the staff debating
which new idea and industry leader would
end up on the front cover of the magazine. I
imagined stories about the company in Idaho
that learned how to cut grass merely by driving
by with a laser and not even
needing to get out of the truck.
Iimagined the San Diego lawn
care company that was able to

understood in the Working Smarter Cycle,
which focuses on achieving a better quality of
life. For a company, this may mean improved
profitability. For an owner, it may mean a
healthy balance sheet that allows the company
to be purchased by the employees one day, thus
creating opportunity for everyone. For the
employee, it simply may mean being able to
provide the current needs and future security

for their deserving families.

The steps of the Work-
ing Smarter Cycle, starting
in reverse order from quality

make its five applications in
a season in partnership with
Google Earth, reducing their
labor cost to almost zero and
enabling its employees to aid

Discuss the Working
Smarter Cycle with
your leaders, and
discuss what might
keep a company from

of life, illustrate that happy
customers come next. These
are supported by efficient pro-
cesses, which are made possible
through a culture of trust in

the community by working at
senior citizen centers through-
out California ... for free!

Yes that’s what I was hoping for, but what
I received was the same ol’ thing. And that’s
more than OK with me.

It’s the same thing we’ve been hearing at JP
Horizons for more than two decades: The most
exciting changes happening in any company,
regardless of size, location or industry, always
come back to one important commonality, the
people. The stories we heard the most about this
past month were about people, and how they
stepped up and became more interested and
involved in their companies.

The best way to describe this process of
improvement brought about by people can be
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helping to grow people.

the company, which can only
come from ... you guessed it
... people.

I become inspired when I read examples
such as:

The folks at Perm-O-Green Lawn Care,
headquartered in Wichita Falls, TX, say, “This
type of thinking and communicating is new to
our team. It’s great to watch everyone growing
outside their comfort zones.”

Rochester, IN-based Sellers Landscaping,
Lawn & Irrigation is challenging its team to
look at how they can work smarter in their
positions. The result is an incredible list of

continued on page 76
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WE KEEP YOU CUTTING®

Visit GRAVELY at GIE+EXPO, booth #7120 (inside) and 6022-D (outside).

www.Gravely.com




Green from the go.

{our philosophy} since 1973

Same Name. Same Game. “Wz didnt invent the
wheel and we didn't reinvent it either. Instead, we focused
on creating a philosophy to live by: one to work by and one
cate and design products by. We found our inspiratio
Z enviy and have conti

jve, but also dedicated to our philosophy
ironmentally responsible products
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VWORKING SMARTER

“THE MOST EXCITING CHANGES
HAPPENING IN ANY COMPANY,
REGARDLESS OF SIZE, LOCATION OR
INDUSTRY, ALWAYS COME BACKTO
ONE IMPORTANT COMMONALITY,
THE PEOPLE’

continued from page 74

ideas that — if everyone commits to accepting personal
responsibility and follow-through — could save the
company incredible amounts of money that would benefit
everyone.

At Skinners Nurseries’ corporate offices in Jacksonville,
FL, the barriers that often result from people being on
different floors or departments have melted away. Meeting
each week and looking for ideas to work smarter helps them
communicate more openly and productively. This creates
a willingness to support one another, which, in turn, helps
everyone to better serve the customer.

If the aforementioned companies continue in the direc-
tion they’ve started and intentionally move through the
Working Smarter Cycle patiently, they’ll be serving the
happy customers every company needs to provide the qual-
ity of life every individual in this country deserves. Lm

The author is president of JP Horizons Inc. Visit www.jpharizons.com.

ILLUSTRATION BY: ISTOCK INTERNATIONAL INC.



LIKE YOU MEAN IT

WESTERN® CONTRACTOR GRADE®
Snowplows define toughness,
performance and reliability.
Rugged straight-blades, heavy
duty V-plows and the versatile
expandable-wing WIDE-OUT.
They’re all built WESTERN-TOUGH.

90/90 FINANCING®

PRZyys NNV okl |
“As little as $90 Down / then 90 Days No Payment or Interest.

st 550 Do PUSH THE LIMITS
g available to U.S. businesses only.

See participating dealer or westernplows.com for more information. westernplows.com



TAKE AWAY

With trained
managers in place,
owners can quit
obsessing about their
businesses in their
personal lives.

Owners should focus
on the big picture

for their company's
growth strategies;
managers should

be able to shoulder
the day-to-day
responsibilities.

Make sure you equip
managers with the
training, authority and
resources to make
such an arrangement
work.

Take 9 steps to teach
managers to think like owners

Training managers to
make decisions like a
business owner Is easy,
essential and can
provide more benefits
than you may think.

BY JONATHAN GOLDHILL

78 LANDSCAPEMANAGEMENT.NET | OCTOBER 2009

HAT WOULD your busi-

ness and life be like if you

took a four-week-long,

guilt-free vacation where

you didn’t check in with
your office? What would it be like to return
from vacation to find that everything operated
smoothly without you?

While it may be difficult to believe, it’s possible.

Your main goal as a landscape business
owner should be to design and shape a busi-
ness that serves you and works independently
from you. You want a business that will run on
autopilot and continue to generate revenue
continuously despite your absence. When you
take a vacation, you should be able to feel guilt-
free about leaving your business in the hands
of your managers. But to accomplish this, your
managers must have an owner’s mentality.

As a business owner, it’s your responsibility
to think about the big picture. You should be
focused on your company’s purpose, direction,
strategy, structure, systems, people, goals and
accountability processes. Meanwhile, your man-
agers should be focused on the day-to-day result
areas: planning, organizing, staffing, supervis-
ing, delegating, measuring and reporting.

How do you get managers to think and act
like owners? From my observation during the
past 25 years working with thousands of small
businesses — including landscape contractors
— owners and managers can become more
effective leaders by following these nine steps:

Regularly face reality. Observe what is and
1 isn’t working in your business. Have the
courage to change what needs to be changed,
while developing the wisdom to know what’s
unchangeable.
continued on page §0
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Green Industry
Marketing Made Easy

Call on Focal Point to increase your market share
with a multi-channel marketing plan that gets results.
We offer you:

* Print and E-Newsletter Programs

* Websites

* Variable Digital Printing

* Direct Mailing Services

* Fully Customized and Ready-to-Use Products
* Quick Turnaround and Competitive Pricing

Get Started at Booth #4183 at the GIE+EXPO!

“Focal Point makes it easy for landscapers fo market. They
are creative, competent and easy fo work with. I'm not sure
what else you could ask for.| recommend them highly to
all the landscapers | work with, and my own landscaping
company uses them as well.”

Martin J. Grunder Jr.!
Marty Grunder! Inc. and Grunder Landscaping Co.

Focall?jéint\

COMMUNIC IO NS

800.525.6999
www.growpro.com

Browse our online store today and receive a coupon for
10%, 20% or 30% off a future purchase! (oeis on wessie)




continued from page 78
Define and clarify your vision, goals and
direction. Share your goals with your man-
agers and take control the entire time, from
execution through completion.

Manage your key resources. Manage your
3 time, staff and money wisely. Effective
stewardship of time, labor and capital enable
you to leverage your most vital resources and
grow faster than competitors.

Provide educational opportunities.

Our QuickBooks integrationiSSo smooth

Smooth. Real smooth. One click, and minutes later your entire customer list,
employee list and item list |s automatically synched with QuickBooks, Any
change you make in QuickBooks or QXpress syncs in real-time.

and simple that youdJlbe scheduling jons

QXpress looks and feels just like QuickBooks, so you'll feel right at home, and
be scheduling your crews and routes in no time.

and creatinganyoicestneverynexiiaym

Scheduled jobs convert into QuickBooks invoices with anly a couple clicks!
Quick and easy. With no double-entry, you'll save time and prevent costly
mistakes,

izt sz Jud gt Sauulsidy Yauiiszs i

"The moment | started using QXpress, all of my apprehensions disappeared. It
looked just like QuickBooks and imported

my QuickBooks data, so | had a full

database from the very start. My staff

and | were literally scheduling in QXpress

right away. Within no time, our crews’

mowing schedules were full and we

were even scheduling landscape projects.

It was the best transition | could have

asked forl"”

Discover why lawn & landscaping professionals have
rated QXpress the easiest scheduling add-on to setup.

Contact QXpress for a FREE demo today!
hittp://www.qxpress.com/LPD 1-888-QXPRESS x1

q‘),(pr"ess
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Learn and implement strategic and
systematic approaches in each of the
functional areas of business (sales and
marketing, for example), and share this
information with others in the company.
It’s vital to share information with man-
agers to facilitate better decision-making.

Implement systems. Well-run busi-
5 nesses have processes for every-
thing. Accounting has a process, selling
has a process, etc. Have managers learn
and participate in installing these pro-
cesses within the company.

Be a strong financial steward.

Improve your understanding of
your company’s financial statements.
Know your ratios — and those of your
competitors. Increase the financial
literacy of your managers, because they
need to understand the key performance
drivers in your business. Put an incen-
tive program together so employees can
share in the bottom line.

Hold individuals accountable. As

Thomas Edison once said, “Vision
without execution is hallucination.”
Likewise, having goals and making deci-
sions without holding people accountable
undermines management effectiveness.

sc,ledllh'ng Software Provide frequent feedback to keep every-

one on course and motivated to do better.
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