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Commercial Landscape Management at its best

THINKING ABOUT BECOMING
A BUSINESS OWNER?

We can help.

We start with you. We stay with you.

Our Franchise Support Team has over 260 years of combined
commercial landscape industry experience to assist you with business and industry knowledge.

NATIONAL STRENGTH
LOCAL COMMITMENT

1-866-781-4875
franchise@uslawns.net
www.uslawns.com/franchise



FIRSTCUT

NICOLE WISNIEWSKI EDITOR-IN-CHIEF I

Contact Nicole at 216/706-3735 or via email nwisniewski@questex.com.

From the minds
of customers

onsumer confidence concerning economic recovery is

improving, and their finances are on the mend, according to a
new survey of consumer spending and trends from Deloitte.
More than half (55%) of consumers think the economy has
started to recover from the recession and nearly two-thirds
(64%) say their household financial situation is the same or better than one
year ago. Nearly the same amount (63 %) say they are planning to spend the
same or more this year than they did in 2009.

Despite this optimism, consumers are still worried about things that could
negatively impact their pocketbooks. More than half (54%) say rising energy
prices could cause them to hold back spending, and 45% and 41% say higher
taxes and a lack of improvement in the job market, respectively, could do the
same. A little more than a quarter of respondents (27%) believe the economy
is recovering but is at risk of falling back into recession.

That’s the good news.

The bad news is that some of
the frugal shopping habits consum-
ers picked up during the recession
are sticking. Almost half (45%) of
consumers said they shopped with
a focus on saving money during the
recession, and seven out of 10 (71%)

55% of consumers
say the economy
Is recovering,
and 64% report more
positive finances.

plan to continue to do so even if their
financial situation improves.

How can you benefit? Stacy Janiak,
Deloitte’s vice chairman, says sellers
“should keep a sharp focus on consumer’s shopping behavior and invest in
areas that may drive loyalty in months ahead.”

The web is also playing a greater role in the customer buying experience
with 75% of consumers saying they look online for product, service or price
information before reaching out to service providers. More than half (56%)
use social networking sites and 43 % interact with sellers through these chan-
nels. Nearly two-thirds (64%) do so to find out about promotions, almost half
(48%) browse products and services and more than one-third (35%) review
customer recommendations found on those sites. In fact, half of customers say
online reviews have influenced their decision to buy (51%) or not (50%).

Your lesson this month: Pay attention to your customers’ buying shifts and
be where they are; go where they go. Twitter, Facebook and YouTube are free
marketing tools.

As Wayne Gretzky says, “I skate to where the puck will be, not to where
it’s been.”
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Advanced chemistry that leaves caterpillars speechless.

DuPont™ Provaunt® insecticide has earned high praise for its outstanding performance
against turf and ornamental pests, including gypsy moth caterpillars and tent caterpillars. Even
with its low application rates, Provaunt® is the ideal choice for protection of oaks, crabapples,
flowering cherries and a wide range of additional trees and shrubs. What's more,
the active ingredient in Provaunt® has a favorable environmental profile. Learn more
by calling 1-888-6DuPont (1-888-638-7668) or by visiting us at proproducts.dupont.com.

DuPont” Provaunt® Advanced chemistry. Outstanding performance.

- Dupont. . DuPont Professional Products
Provaunt

INSECTICIDE

The miracles of science*

Always read and follow all label directions and precautions for use. The DuPont Oval Logo, DuPont,™ The miracles of science™ and Provaunt® are trademarks or registered trademarks of DuPont or its affiliates. Copyright © 2009 E.I. du Pont
de Nemours and Company. All rights reserved.



NEWSVIEWS

GREEN INDUSTRY EVENTS, TRENDS AND TIPS

D/B on the grow?

Despite housing and economic challenges, survey
shows there could be hope for design/build/installation

contractors. sy nicoLe wisniewski Epior-n-crier

early 50% of landscape
professionals say 2010
sales are already up com-
pared to last year.
And 20% of them
expect 10% higher sales; another 11%
expect 15% higher sales.

The other twist to this plot: The
majority of survey respondents were
landscape design/build/installation
contractors and landscape design firms
— companies many industry experts
say are suffering from double-digit
decreases in growth as a result of the
recession and slumped housing market.

Now that we have your attention ...

The survey results were presented
during a May 20th webinar conducted
by The New American Landscape Out-
door Living Channel (NALOLC).

Though the majority of respondents
admit business is improving (30%),

many say they are undergoing chal-
lenges and changes as a result of the
economy.

“Growth is occurring but at a slow
rate reflective of overall trends in eco-
nomic recovery,” says J. Gieo Penso-
neault, CEO and host of the NALOLC.

Butit’s still growth, and that’s a
positive thing for the industry, webinar
panelist and industry consultant Judy
Guido says.

Pensoneault also highlighted the
economies of three separate states to
show varying degrees of progress. Cali-
fornia is showing good signs of growth
as it emerges out of the recession, he
says, citing a recent Wells Fargo Eco-
nomic Outlook.

Colorado is also recovering but
lagging behind a bit because the oil and
gas industry is one of the state’s larger

continued on page §

THE STATE OF THINGS

How are your first quarter 2010

sales compared to first

quarter 2009?
46%

Higher than
last year

27% Lower than
last year

Same as last year
2% No response

What percent change are
your first quarter 2010 sales
compared to first quarter 2009?

20% 10% higher

Lower than
last year

18% No change

11% 15% higher

5% 20% higher
Other

response

Describe the state of your
business this year.

27% Undergoing
industrywide changes
due to the economy

Facing difficult
challenges

14% Doing OK with
minor challenges

30%
. Business
is improving

6% No response

HERBICIDES

Reliable, Dependable, Predictable
40 Years of Quality

pbigordon.com/trimec




H'ER BIC T DE

You have enough things to worry about. But with Onetime® herbicide, wasting time tank-mixing isn’t
one of them. Onetime combines our new patented formulation of quinclorac, MCPP-P and dicamba,
enabling you to control more than 70 weeds, including crabgrass, clover and dandelion without
tank-mixing. Plus, its liquid formulation, which includes the same active ingredient as in Drive® XLR8

herbicide, provides more rapid absorption into the plant in both warm- and cool-season turf. If you've u ;
got weeds, it's time for Onetime. :

betterturf.basf.us | 800-545-9525 The Chemical Company

Always read and follow label directions.
€ 2010 BASF Corporation. All rights reserved.



continued from page 6
forces of economic growth.

Florida will be one of the slowest
states to come out of the recession.
Pensoneault said the Sunshine state’s
economy has been based on people
moving in, but for the first time since
World War 11, there are more people
moving out.

What can landscape professionals
do with this information? Pensoneault
suggests the following:

> Adapt to the realities of business.

» Maintain a lean and mean
approach to operations.

¥ Invest in marketing to capture
growth as it returns to the marketplace.

» Demand a return-on-investment
approach in all expenditures.

% Invest in education during this
slower business cycle.

Guido adds: “It’s pretty interest-
ing that all of the things suggested are
things you should be doing regardless of
whether it’s a good or bad economy.”

INTHE WAY OF GROWTH
My main obstacles to growth right now are...

& e

Uncertainty
in economy

12% 13% Lack of access to Lack of buyers
Lack of Other capital for business in the market
skilled labor expansion for landscape

services

DESPERATELY SEEKING ...
What resources would be most useful to your company right now?

L
1

28%

2% 6% Better sales Low cost training Better business
Better design Other training to close opportunities for marketing
skills to handle more contacts my staff knowledge

more complex
projects

59%
Planning to kee

the same level
of staff

29% Planning to hire
additional staff

5% Planning to reduce
the number of staff

HIRING PLANS
What are your hiring
plans this year?

No response

INCE

tops esQapes dead.




In search of

FIRE ANTS

Few things can earn a client’s wrath faster

than a return of these biting insects. svoaie 6 Jacoss

Es

three active ingredients in rates that optimize performance, Quincept nails grass and
broadleaf weeds that have escaped pre-emerge applications. See your distributor or

It’s 9 a.m. on a Friday morning, and

the Orlando sun is already baking the
grounds of the hotel outside the confer-
ence room.

“Ever seen a fire ant?” Rob
Clemenzi, area sales rep for Bayer
Environmental Science, asks the account
manager for the public relations firm
that helped organize the event. Clem-
enzi props open a door that leads to the
hotel’s pool and tennis courts, and begins
to scour the well-manicured grass and
surrounding area. A few short minutes

ape-proof your weed control.

Even hard case weeds like crabgrass can’t get away from Quincept® herbicide. With

www.nhufarm.com/turf for more on how to put a stop to escapes.

Better Choices. Better Business.

read and follow label instructions.

later, he finds one,
brushes away the
mulch from a bed,
pokes in a finger and
pulls up a half dozen or so red imported
fire ants scurrying furiously across his
now-bitten digit.

He begins to pick them off one by
one. “Can you imagine a small kid step-
ping into that?” he asks.

It’s scenarios just like that that have
lawn care professionals across the south
from Virginia to Texas looking for the
most effective way to deliver quick
and long-lasting fire ant treatments to
customers.

There are nearly 40 million people
living in roughly 330 million-plus acres
of land across the Southeast where
continued on page 10

Robby Clemenzi
smiles even after
being bitten.

www.nufarm.com/us



CHANGES IN FIRE ANT TREATMENT

According to Charles Barr, Barr Research & Consulting, the approach to
dealing with fire ants has changed over the years. Here's a look at a
few of the differences.

OLD WAY

10

1. Individual mound control
2. Remedial response

3. Speed is most important
4. Product-centered

LANDSCAPEMANAGEMENT.NET

1. Broadcast control

2. Proactive response

3. Duration of control and
prevention are most important
4. Program-centered

NEW WAY

Sprinkler
Adjuster,

' Wire
Cutter,

\_Saver.

With a built-in sprinkler adjuster
and wire cutter, you can now do more
in less time. Razor-sharp, ultra-tough

and all-day comfortable, the new

BP 3670 cuts up to 1" — and it'll

turn heads for years to come.

e, )\
CORONR.

coronaclipper.com 800-847-786
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Charles Barr continued from page 9
f’ipli']ﬂs thet fire ants live, says Dr.
atestftire an

treatments. Charles Barr, Barr

Research & Consulting.

It’s believed they arrived in the ballast of
ships sometime during the 1920s, and
became widespread starting with the
rise of the highway system in the 1940s.
Hawaii has yet to see them, but is afraid
the pests could reach the state’s shores.

Internationally, China and Australia
also have fire ant problems. New Zea-
land has spent millions of dollars to deal
with the issue, and has found only three
mounds.

Research has found that about 15%
of humans have a local allergic reaction,
which can cause pain and discomfort.
Of that population, about 2.5% suffer
systemic allergies (anaphylactic shock),
Clemenzi says.

Of the more than 300 million fire-
ant-infested acres in the U.S., fewer
than 500,000 are treated. Until last fall,
homeowners treated nearly 75,000 acres
themselves using a product called Over
’n Out. But the U.S. Environmental
Protection Agency recently pulled the
registration of that product — giving
lawn care professionals a huge new mar-
ket, Barr says. The product is still on the
shelves and legal to use, but is no longer
being manufactured. When it’s gone, he
points out, there will be no consumer-
grade solutions to treat fire ants.

Clemenzi concluded his presenta-
tion to “biological service providers” by
discussing how lawn care professionals
can use science to affect fire ant biology
to produce a healthy, safe and beautiful
environment — at a profit, of course.

Both Barr and Clemenzi suggest
using a combination of products. But, he
advises, with about 150 products labeled
for fire ant control, lawn care profession-
als need to sell their professionalism.

PHOTO BY: DANIEL G. JACOBS



