GENERIC HERBICIDES ARE FINE
IF YOU RUN A GENERIC BUSINESS.

Dimension® specialty herbicide isn't the No. 1 brand just because it offers outstanding preemergence
and early postemergence for crabgrass control.' Or because it's a wall-to-wall solution for weed control
in turf and landscape. It's No. 1 because it's a proven product from a proven company. Unlike generic
manufacturers, Dow AgroSciences provides innovative products, expertise and field support that helps
retain and grow business. It's what sets Dimension apart from the competition. And when you use it, it can
do the same for you. To learn more, visit www.DowProveslt.com. 12010 Specialty Product Consultants,
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Using our 100+ years of lawn care experience and 15 years of R&D, we've invented
great spreader sprayers that make you MORE money and give you more free time to
enjoy it. That's why PermaGreen™ is the go-to industry standard.
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The Weed Pro inbound market-
ing team takes a break from
strategy to have fun with the
roundball. From left: consultant
Keith Gutierrez, Director of
Marketing Shaun Kanary and
President and CEO Rob Palmer.

2012 WERE A BASKET-
BALL SEASON for
Weed Pro, it would
have been a rebuilding
year. But not a typical

rebuilding year—when

losing is the norm and the
team’s pinning its hopes on landing

a star in next year’s draft. [t would be

more like an L.A. Lakers rebuilding

year, says Weed Pro’s Director of Mar-
keting Shaun Kanary with a laugh, just
weeks after the NBA team fired Coach

Mike Brown a mere five games into the

2012 season.

His point? Weed Pro—driven by

President and CEO Rob Palmer’s plan

for growth and ambitious goal to earn

75 percent of the company’s business
through referrals—didn’t have time to
lose. Starting late last year, the com-
pany made a fast break toward a new
strategy: inbound marketing.

The results have been a game
changer for the $3 million-plus lawn
care company with three locations

in Ohio—but not in the way Palmer
anticipated. “It’s transformed my busi-
ness,” Palmer says. “It’s about so much
more than just marketing.”
Implementing inbound market-
ing—the concept of winning custom-
ers’ attention and drawing them to
your website with useful, educational
content—has prompted Weed Pro
to rethink its mission, processes and
people, too. Though change has been
challenging at times, inbound marketing
is a long-term game plan the company’s
leaders believe will pay off. In fact, after
just 10 months Weed Pro more than
doubled its website traffic, more than
tripled the number of requests for pro-
gram estimates and more than tripled its
program sales (see chart on page 16).

IN THE KNOW

"To understand how inbound marketing
has changed Weed Pro, you first have
to understand what it is. The term was
reportedly coined by Brian Halligan,

the co-founder and CEO of HubSpot,
an Internet marketing software
company of which Weed Pro’s now a
customer.

Inbound marketing is analogous to
“permission marketing,” a term popu-
larized by the Seth Godin book of the
same name. These concepts contrast
with so-called “interruption market-
ing,” which refers to telemarketing,
direct mail and other traditional forms
of advertising that try to steal prospects’
attention.

“People are tired of having mes-
sages pushed out at them,” says Keith
Gutierrez, CEO of Westlake, Ohio-
based Structure Marketing, a consultant
Weed Pro recruited last March to help
put the full court press on its inbound
marketing plans. “Inbound is really the
way you’d prefer to be marketed to. You
want to talk to your friends and family
and do research on someone’s website
with the information provided on your
own time.”

continued on page 16
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COVER STORY

continued from page 15
Inbound marketing entails creating
content to attract website traffic, convert-

ing website visitors to leads, turning
leads into customers and retaining those
customers by providing great service.
The tactics include search engine
optimization (SEO), email marketing,
blogging, social media and pay-per-click
advertising (PPC). (See page 19 for
more details on the inbound market-
ing process.) Weed Pro uses HubSpot

Could a company execute the individual
components without such software? Yes,
Kanary says, but the key for Weed Pro is
its ability to track leads.

INTROSPECTION

It’s also important to understand what
inbound marketing is not, Palmer says.
“It’s not like when you do your direct
mail campaign and then sit around

software to manage all of these functions.

WEED PRO:

INBOUNDING RESULTS

WEB EXTRA
Visit the Web Extras section
of |andscapeManagement.
net to see the results of two
Weed Pro inbound market-
ing campaigns (a summer
up-sell opportunity and
fall aerations).

2011 2012 (through Nov. 1) % change
Website visits 9,951 25,973 +161%
Program estimate requests 166 537 +223%
No. of program sales 76 321 +322%
Program sales revenue $22,724 $74,006 +226%

Note: Program is defined as a lawn care program with at least six applications during the season.

and wait six or seven months to see the
results,” he says. “It’s an ongoing pro-
cess. It’s not hard; it’s just a discipline.”
Although Palmer says inbound mar-
keting tactics aren’t hard, that doesn’t
mean the process hasn’t been difficult.
Once Kanary and Gutierrez started
executing inbound marketing techniques
and launching individual campaigns,
they realized there were some deeper
changes that needed to be made in the

business, and they sat Palmer down
behind closed doors to clue him in.

At its core, inbound marketing aims
to make business communication more
effective—and to deliver a better cus-
tomer experience, Gutierrez says.

“That goes deeper than marketing
and sales,” he says. “Everyone in the
organization needs to be involved—
from the support staff to the technicians

continued on page 18
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Outdoor Insect Control

HELP! LANDSCAPE
PROFESSIONALS

We are actively seeking
dealers to sell, install and
service our innovative
outdoor misting systems
that effectively control
osquitoes and other

- annoying insects.
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A WISE BUSINESS MOVE.ON DAY 1.
DOWNRIGHT GENIUS ON DAY-1,671.
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A Cat® Mini Hydraulic Excavator proves its value day in and day out.
Its new COMPASS digital control panel features a security system and

refined auxiliary hydraulic system for adjustable flow rates, pre-set work
tool flows and continuous flow capability. A new economy mode feature for 42 months* O R
saves up to 20% fuel consumption. It all adds up to a machine that is
smoother, more efficient and easier to operate. And of course, the field RENTAL
proven Cat durability means you'll have this machine for a long, long time. CREDIT
with the purchase
Visit www.CatResourceCenter.com/LM of a new Cat machine™*
*0ffer good from October 1, 2012 to January 31, 2013 on select new models at participating Cat dealers. Offer is available to customers in the USA and Canada only
and cannot be combined with any other offers. Financing is subject to credit approval through Cat Financial. Additional terms and conditions may apply. Subject to
change without prior notice. ®
**Offer good from October 1, 2012 to January 31, 2013 on select new models at participating Cat dealers. Offer is available to customers in the USA and Canada only A
and cannot be combined with any other offers. Customers will receive a credit through Cat Financial Commercial Account based on participating dealers. All other
customers will receive a dealer credit. Credits will expire on Si ber 30, 2013. Additional terms and fitions may apply. Subject to change without prior notice.

CAT, CATERPILLAR, their respective logos, “Caterpillar Yellow,” the “Power Edge” trade dress, as well as corporate and product identity used herein, are trademarks
of Caterpillar and may not be used without permission. © 2012 Caterpillar. All Rights Reserved.
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continued from page 16

to the management. We’re trying to
educate customers that they get more
by working with Weed Pro. We need to
make sure that’s true.”

As Kanary says, “It’s one thing to
change your online marketing and talk
about how you’re different. But if you
don’t analyze from within and make
sure every employee is engaged to
deliver the experience you’re promot-
ing, then you’re just lying.”

That discussion piqued Palmer to
revamp his mission statement and com-
pany values, taking cues from successful
businesses like Zappos.com, whose
CEO Tony Hsieh is known for saying
he runs a customer service organization
that happens to sell shoes.

“Lawn care is our service, but
customer service is our product,”
Palmer says. “The question was, do we
all believe that? I had to make some
decisions on personnel to make sure

LAWN CARE IS OUR SERVICE,
BUT CUSTOMER SERVICE IS OUR
PRODUCT ... | HAD TO MAKE
SOME DECISIONS ON PERSONNEL
TO MAKE SURE WE'RE NOT JUST
TALKING THE TALK, BUT WE'RE
WALKING THE WALK.” —ros pamer

we’re not just talking the talk, but we’re
walking the walk.”

Ultimately, he let go of three employ-
ees, one each in the sales, office and pro-
duction departments. Each of those areas
needed improvement for the company
to meet its goals and live up to its new
marketing strategy, Palmer says.

Another way Weed Pro’ delivering
on its message is training lawn techni-
cians to better communicate with cus-

A
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A Landscapers* Sec
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Maximize potential when transplanting
trees, plants, & lawns

Vitamin Institute® ~ 12610 Saticoy St. South, North Hollywood, CA 91605 ~ 800.441.8482

See our Kree Trial Offer at www.SUPERthiive.com
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tomers. “We're asking the tech to slow
down,” he says. “Talk to the customer
before you do the lawn and talk to them
again afterward, so they understand
you're the expert and you're the one who
can give them recommendations. We
want to build credibility and trust. It’s as
much about retaining current customers
as it is about bringing in new customers.”

Delivering on what you’ve sold
ultmately brings in new customers
through referrals, Kanary says. That’s
important because a referral is the least
expensive method of acquiring a new
client and it produces the best lifetime
value. Weed Pro currently gets about
20 percent of its business from this
method, but its goal is to hit 75 percent.

“We have a six-year lifespan on a
referral client vs. about four-and-a-
half years on all the others combined,”
Kanary says. “If we can grow referrals, it
makes a big difference.”

Weed Pro is also developing a more
robust agronomic training program
and customer service/lawn tech cross-
training initiative. And next season,

continued on page 21
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HOW INBOUND MARKETING WORKS FOR WEED PRO

In inbound marketing, the sales process is all about the funnel.

1. VISITORS
At the top of the inbound marketing funnel,
potential customers arrive at your website

by way of blog posts, pay per

2. MARKETING-QUALIFIED LEADS
Website traffic isn't the only goal.

The goal is to generate leads and move
customers “down the funnel” to

click advertising, social media convert those leads into sales.
and other tactics. Weed Pro So, once potential custom-

attracts site visitors with ers are on your site, a call to
search engine-optimized blog action prompts them to visit
posts, Google Adwords, Facebook ) a specific landing page, which
interaction and YouTube videos (visit includes a form to gather contact
youtube.com/user/weedprollc to check information in exchange for an offer
out the videos).

(think: whitepapers, how-to guides or
webinars). Weed Pro offers include a
Cleveland area lawn care calendar and a
summer drought watering guide. Prospects
who download educational information in
exchange for their email addresses are considered
marketing-qualified leads. They're prime candidates
for sending further, relevant information via email, but

3. SALES-ACCEPTED LEADS
Prospects who access additional materials,
such as specific product-
or service-related
information, are

WEB EXTRA

considered sales- To learn more about inbound they're not ready for a phone call.

accepted leads, marketing, whether you're 8 ‘

which means novice or an expert, visit gogig

they may be tant Keith Gutierrezs MO8,

reatly o hear marketing "required 162ding | 4. CUSTOMERS
U list in the \Web EX Ideally, the prospects at the bottom of the funnel

from you directly. section of Landscape

Vianagement.net. are familiar with your company by now—thanks

to the “lead-nurturing” process—and
they're converted to customers.

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

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

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

Call for a Free Quote

1-888-375-7905

Find an Agent
ProgressiveCommercial.com
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GENERIC HERBICIDES ARE FINE
IE YOU RUN A GENERIC BUSINESS.

Dimension® specialty herbicide isn't the No. 1 brand in the lawn and landscape markets just because it
offers outstanding preemergence and early postemergence for crabgrass control.! Or because it also
controls more than 45 other grassy and broadleaf weeds. It's No. 1 because it's a proven product from
a proven company. Unlike generic manufacturers, Dow AgroSciences provides innovative products,
expertise and field support that helps retain and grow business. It's what sets Dimension apart from the
competition. And when you use it, it can do the same for you. To learn more, visit www.DowProveslt.com.
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