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any project that is going for LEED cer-
tification is going to consider installing
a rainwater catchment system.”

GRAYWATER DEFINED

Not as widely used, but gaining
momentum, is the emerging graywater
movement. Graywater is wastewater
from dishwashers, laundry machines,
sinks and bathtubs, which is then
flowed through pipes to the exterior
landscape, where it irrigates plants,
shrubs, grass and trees.

“I really believe it’s the future,” says
Leigh Jerrard, principal of Greywater
Corps, a Los Angeles-based company

Heads Up Landscaping
workers construct two
rainwater harvesting tanks
in the courtyard of the Sil-
ver Gardens Apartments
in Albuquerque, NM
(left). The finished photo
(above) shows the same
area after landscaping,
from a slightly different
perspective.

specializing in installing residential
graywater systems.

Wiashing machine water has ample
nitrogen and phosphates. And though
both create harmful algae blooms in
water, they’re beneficial to plants on
land, Jerrard says. Graywater, therefore,
he adds, “keeps chemicals out of liquid
ecosystems and keeps them in the earth,
which is a lot better.”

Jeremiah Kidd is the director of San
Isidro Permaculture in Santa Fe, NM,
specializing in designing and creating
sustainable landscapes. The company
focuses on services such as edible gar-
dens, rainwater catchment systems and
graywater reuse systems.

continued on page 13

Summer
Maintenance
Tips from
Mobil Delvac

Consider the following

tips to help keep your truck
in peak condition for the
summer business rush:

e Coolant — Drain your coolant
and have your radiator inspected
at least once a year.

¢ Trailer — Grease all axles and
wheel bearings, and check all
functioning light systems regularly.

¢ Tire Pressure — Tire pressure
will rise as the temperature gets
hotter. So check your tire pressure
at least once a week, and adjust
as necessary.

¢ Clean Your Battery — Obstructed
connections can compromise the
lifespan of your battery. Keep your
connections clean by detaching
the battery cables and wiping off
the terminals on a regular basis.

Mobil Delvac™ 1300 Super is
the only 15W-40 diesel engine
oil chosen by GM for their
Dealer Oil Program.

Remember to ask for Mobil
Delvac wherever you get your oil
changed or at your local retailer.

Mobil Delvac

For Long Engine Life

To learn more go to
mobildelvac.com or
call 1-800-MOBIL-25.

©2012 Exxon Mobil
Corporation. All
trademarks used herein
are trademarks or
registered trademarks
of Exxon Mobil
Corporation or one
of its subsidiaries
unless indicated
otherwise.
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Solitare® takes on crabgrass, sedges and broadleaf weeds with no tank mixing required.

When multiple weeds gang up on you, there’s just one solution you need in your corner: Solitare® herbicide from
FMC Professional Solutions. Dual-action Solitare is the only all-in-one postemergence treatment designed to help
you control or suppress over 60 weeds in a single, fast-acting application. Underground, Solitare fights tubers to
reduce weed populations this season and next.

With the Solitare Summer Rebate Incentive, you can save up to $60 per case PLUS earn a bonus reward with every
case you purchase. For more information on Solitare and this knockout offer, visit www.fmcprosolutions.com or

contact your FMC Market Specialist or local FMC Distributor.

Scan this tag with the Microsoft Tag Reader app on your
smartphone to register your purchases for the Solitare
Summer Rebate Incentive.
Need the mobile app? Get it free at http://gettag mobi

FMC

FMC Professional Solutions

1-800-321-1FMC * fmeproselutions.com

FOLLOW
@FMCturf
ONTWITTER

W/

Solitare

HERBICIDE

For complete promotional details, visit www.fmcprosolutions.com/home/promotions.aspx. Always read and follow label directions. FMC and Solitare are trademarks of FMC Corporation.

©2012 FMC Corporation. All rights reserved.
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“Graywater has a lot of nutrients
for plants,” Kidd says. “It’s almost like
a fertilizer for a lot of plants.” Many
of Kidd’ clients reuse graywater and
harvest rainwater in tandem together.
“It’s a good balance,” he says. “It might
not rain here for a month, but you’re
always going to be producing graywater
in your home. Graywater is the peren-
nial resource, and the rainwater might
be just in certain seasons.”

But use of graywater for irrigation
often is controversial; the dirt and
particles in it can grow and multiply
bacteria if graywater is stored. That’s
why it needs to be reused right away.

“If you use graywater as you pro-
duce it and drain it out to the trees,
then the trees and plants use those

nutrients and actually clean the water,”
Kidd explains. “It’s very safe. You just
don’t want to store it.”

Graywater reuse in irrigation was
green lighted in New Mexico and Cali-
fornia within the last few years. Kidd
would like it to become standard operat-
ing procedure for new construction and
hopes it will become a normal building
practice in the next 15 or 20 years.

“More places are going to be catch-
ing on,” he says. “I would encourage
people to explore it more. It can be
a very safe and effective method for
irrigating property.”

For residential properties, perhaps.
But ValleyCrest’s Restuccia makes an
important point. “You’d be hard pressed
to find a commercial landscape contrac-

continued on page 15

e
Leigh Jerrard, principal O
of Greywater Corps,
points to one residential

graywater system his

company installed. 00 O

Greywater Corps occasionally
leads workshops on how to
install graywater systems, such
as the lesson shown below.

FMC Professional Solutions proudly
offers avariety of herbicides
containing an optimized amount
of the proprietary active ingredient
sulfentrazone.

- Sulfentrazone affects underground
weed reproductive structures, reducing
future populations

- FMCherbicides featuring sulfentrazone
deliver fast results PLUS a noticeable
difference nextseason

Above s an area of turfgrass that is
overrun with wild violet.

Here is the same area an entire season
after treatment with Solitare® No wild

violet has reemerged.

+MC

FMC Professional Solutions

1-800-321-1FMC = fmcprosolutions.com

Always read and follow label directions. FMC, Blindside,
Dismiss, Echelon and Solitare are trademarks of FMC
Corporation. ©2012 FMC Corporation. All rights reserved.
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Target Specialty Products.
The quality leader for over four decades.

Wholesale distribution of specialty agricultural chemicals « Recognized for integrity
Experienced training and regulatory staff - Licensed customer service
Next day delivery in most areas « ISO compliant

A=\
TARGET.

A\ —4

Delivering Value

Fumigation * Golf * Landscape * Nursery * Pest Control * Vector * Vegetation Management
Visit us at www.target-specialty.com

SANTA FE SPRINGS HOME OFFICE 800-352-3870

Fresno, CA San Jose, CA San Marcos, CA Sacramento, CA Las Vegas, NV Portland, OR
800-827-4389 800-767-0719 800-237-5233 800-533-0816 800-533-0816 877-827-4381 —
Tempe, AZ Austin, TX Dallas, TX Houston, TX San Antonio, TX Oklahoma City, OK

800-352-5548 800-896-1259 800-345-9387 800-901-9746 800-925-3922 800-522-9701
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Irrigation product manufacturers are
offering special promotions throughout
the month.

Hunter Industries Hunter's Facebook fans
are eligible to win a site inspection kit, T-
shirts and other wearables all month long.
“Like"” the company on Facebook at
www.facebook.com/Hunterlndustries.

Ewing Irrigation Sign up for Ewing's
e-mail list to receive different weekly spe-
cials throughout the month. The company
is offering deals on smart controllers,
efficient nozzles, rain sensors and more.
Sign up at www.ewingirrigation.com.

Rain Bird The company is hosting a
sweepstakes on its Facebook page
throughout July, and different fans each
week will win smart controllers. To be
eligible to win, “like” Rain Bird on Face-
book and complete the contact form,
www.facebook.com/RainBirdCorp.

continued from page 13

tor who's actively reusing graywater,” he
says. “From a commercial standpoint, I
have to say I don’t see very much of it at
all. I really haven’t seen any of it. I think
it’s still in the process of being figured
out. It can be very costly.”

Kidd says in his experience, the
average price for installing a graywater
reuse system on a home ranges from
$2,000 for a retrofit to $5,000 for new
construction.

Smart controllers are a much more
viable alternative to graywater reuse,
Restuccia says, because they’re more
affordable and have an average return
on investment of two years.

ASPECIAL PROJECT

Roscoe Klausing is doing his part for
the water conservation movement.
The president of Klausing Group, a
landscaping company in Lexington,

KY, recently received a $320,000 grant
from the City of Lexington to work on
a water-efficient parking lot project at
Klausing Group’s headquarters.

The grant came to be after the Envi-
ronmental Protection Agency sued the
City of Lexington to clean up polluted
streams. The $320,000 grant awarded
Klausing Group was among the highest
the city awarded.

The project, set to begin next month
and end in October, centers on the resto-
ration of two Klausing employee parking
lots using permeable pavers. Among the
project’s features: stormwater storage
beneath the parking lots, rainwater har-
vesting and an oil and water separator.

The grant’s purpose was twofold:
Clean the water before it leaves the prop-
erty and reduce the amount of stormwa-
ter runoff produced on the property.

“Because of the way these perme-
able pavers are built, you're actually
getting better quality stormwater that’s

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

: 2 more. And the long-lasting control of Safari

CLOCKED AS THE FASTEST
BROAD SPECTRUM

EBTIGIDE ON THE MARKET

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

will result in satisfied customers and reduced
callbacks. With Safari, you'll outpace the bugs
and leave your competition in the dust. To

learn more, visit valentpro.com/safari.

Safari

INSECTICI1DE

Always read and follow label instructions.

Safari and Products That Work, From People Who Care are registered trademarks of Valent U.S.A. Corporation.
©2012 Valent U.S.A. Corporation. All rights reserved. AM31717.07




cleaner,” Klausing says.

Klausing Group will also install a
12,000-gallon rainwater harvesting tank
on its property. About 13 feet around
and 13 feet tall, the tank will have a
large pump system. The company will
pump the water out of the cistern into
water tanks, load them onto its trucks
and haul them to one of its many job-
sites that don’t have irrigation systems.

“In our market, most properties are
not irrigated,” Klausing explains. “Cus-
tomers have to pay people to transport

water to their site, so right
now we buy treated water
and use it in our work.”
Klausing says as few as
25% of commercial proper-
ties and 5% of residential
properties in Lexington have
any type of irrigation system.
“It’s not a big deal around
here,” he says. “I don’t know
why it’s not. We need it.”

VALUE MEASURED NOT
JUSTBYTHE DOLLAR

Hey! Tanks LA installs and
plans rainwater harvesting
and graywater systems on
residential and commercial proper-
ties in Los Angeles. Owner Scott
Mathers stresses that before

investing in rainwater har-

vesting or graywater systems,

clients must assess their needs.

“Some people do it to save money,
others just want to feel good about it,”
Mathers observes. “So whatever their
goals are, graywater might be better for
them, or rainwater might be better for
them, or they might benefit from both.”

It depends on how clients intend to

use the water and how large their prop-
erties are, Mathers explains. “Don’t
spend the money on a rainwater tank
unless you have efficient landscaping,”
he warns. “You can’t have a huge lawn
and have a rain tank. It doesn’t make
sense. Forgetit.”

Rainwater harvesting cisterns are
more expensive to install and maintain
than graywater systems, but they pro-
duce better quality water, Mathers adds.

“It’s not a cheap investment,” says
Joseph. “Sometimes you don’t see the
investment returned for many years to
come.” I think it’s a commendable effort
that these individuals are making.”

Key agrees rainwater catchment
isn’t cheap. Small commercial rainwa-
ter catchment systems can run from

$20,000 to $30,000, while
large commercial systems
usually cost between $100,000

e and $150,000.

The bottom line, says Mathers, is
that to be cost effective, both graywa-
ter and rainwater systems need to be
looked at based on use.

“There’s not a one-size fits all,” he
says. “It’s what’s the design, what's the
demand, is it a business or is it a fam-
ily? You have to look at the supply and
demand.”

PHOTO COURTESY: GREYWATER CORPS

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

e ity ety WLy euditts

PROGRESSIVE

COMMERCIAL

United Financial Casualty Co. & affiliates.
12B00197.L04 (05/12)
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The author is owner-manager of 3PG Consulting. Reach him at editor@northcoastmedia.net. I FRANK ROSS

Time for the 90-day scrub

he absolute best management plan-
ning document on the planet is the
rolling budget. Managed properly,
there is no better management tool
ever invented. Ever:

In my January column (goo.gl/gSqQ1), we spoke
of the benefits of creating a budget for your year —
documenting that budget, spreading it by month and
focusing your management team’s energies to achiev-
ing those anticipated results. You did that, right?

Now we are a bit past mid-year, and it is time
to update our anticipated results for 2012 with the
latest, greatest information as to how things are
progressing — and to re-evaluate the anticipated
results for the remainder of the year.

At the beginning of the year, we built a budget,
spread it by month and laid out all of our bench-
marks with which to evaluate our progress as we
move through the year. (To see or download the
following example, see the Excel chart at goo.gl/
FOLj8.) Looking at the report, the first two columns
on the left are the original budget. These were the
columns we divided up and spread monthly when
we initiated the budget at the beginning of the year.
These columns will never change.

The next two columns are the sum of the
months January through December. These col-
umns will change as you change the numbers in the
monthly spread to the right.

Starting with January, we need to enter in the
actual data for each month that is completed. Yep,
simply write over the budgeted information with
the actual information.

The rolling budget columns will change to reflect
actual activity so that you can compare the rolling
budget activity to the original budget. Highlight the

variances and discuss them with your team.

The next level

You have updated the rolling budget with actual
data. Now, there is one more thing you can do. This
is what I call the 90-day scrub. Look ahead to the

next 90 days and change the budgeted values to bet-
ter represent how you are performing.

Why would you want to do this? Principally
because wherever you are in your year’s activity,
you are that much smarter than you were when the
budget was created however many months ago. Put
those smarts down on paper.

It is not so hard, either. For example, if we just
closed June, we are looking at our updated rolling
budget numbers and it is the second week of July.
If we don’t know how July is performing when we
are halfway through the month, something’s wrong.
So, update July’s numbers. We also know what the
month of August should be, as we already have
August’s schedule in place. The same can probably
be said for September as well.

If you can see variances in revenues or any of
the cost categories, change them. Simply write over
the budgeted values. Horrors! We are writing over the
budget? Changing the goals midstream? You bet we
are. If we are changing the numbers, the monthly
budgets are outdated anyway. And remember, we
have the first two columns to remind us what we
were thinking when we created the original values.

We want this document to tell us, with the most
accurate, up-to-date information, where we are
going to end up the year.

Imagine if you could get your management
team’s collective heads around goal setting at this
level. Talk about owning the numbers! Talk about
accountability! Talk about power!

Wherever you are in your year's activity,
you are that much smarter than
you were when the budget was created.

JULY 2012 | LANDSCAPEMANAGEMENT.NET
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RISKMANAGEMENT

YOUR INSURANCE RESOURCE » BY CASEY PAYTON

YOU CAN'T ALWAYS PREVENT
MISTAKES, BUT YOU CAN LESSEN
THE BLOW OF PAYING FOR THEM.

LANDSCAPE DESIGNER/CONTRACTOR

DESIGNS a plan that doesn't take

into consideration the septic

tank field lying just beyond
the property — and then selects trees
with invasive roots. It's a liability situation
that doesn’t happen overnight. Several
years down the road, when those roots
grow into the field, damaging the septic
system and wreaking havoc, the designer
is still liable. And it wouldn't be covered
by a general liability insurance policy.

That's just one of many possible
scenarios where errors and omissions
(E&Q) insurance is so important, says
John Hodapp, CPCU, Hortica Insurance &
Employee Benefits.

“Errors and omissions insurance is
a form of business liability coverage for
those who provide professional services
for a fee,” says Hodapp. “It's different
from general liability. Professional liability
errors, such as design errors like the sep-
tic tank example, require E&O coverage.”

Hodapp says that E&O insurance is a
specialized form of coverage that protects
the business owners against losses that
would not be covered by traditional gener
al liability insurance. These include claims
for negligent acts, errors or omissions.

"|f someone was injured during the
installation of those trees, that would be
covered by general liability,” Hodapp ex-
plains. “But the fact that the design was
faulty and the trees grew into the septic
system is an error with the design, and
that's where E&QO comes into play. If the
contractor isn't covered, the cost is going
to have to come out of their pocket.”

Up until recently, many landscape
contractors and designers have been
more concerned about general liability
coverage, which is certainly also impor
tant. But Hodapp says that businesses

18 LANDSCAPEMANAGEMENTNET | JULY 2012

and property owners are
becoming savvier about
insurance types — and may
now require E&QO as well.

“If you're working for a school
district or a general contractor, gen-
eral liability is almost always univer
sally required,” says Hodapp. “But in the
past, E&O coverage hadn't always been
required, and landscapers either didn't
know about it or chose not to pay for it.
Nowadays, more and more businesses
are starting to make it a requirement, and
we're seeing an increase in coverage.
General contractors or property owners
are becoming better educated, and they
want their landscape contractor to have
full coverage.”

Even if it's not required for a job,
Hodapp says, you may still have the risk
of exposure.

“Sometimes it takes that requirement

to push contractors to buy the extra insur

ance,” he says, “but the truth is that you
have the risk of claims no matter what.”

It's important for landscape contrac-
tors and designers to remember that the
exposure is almost always much bigger
than the size of the job, says Hodapp.

“Don't think about the size of the
job. Think about the assets you want to
protect,” he adds. “You could lose your
assets on one small job if things go
poorly. For example, you may have made
$2,000 for the design and installation of
those trees. But it may cost over $20,000
to repair the septic tank system that was
damaged. Regardless of the job size, you
need to be fully covered.”

Hodapp says that if injuries were
involved with a faulty design, those costs
could skyrocket even higher. When E&O
coverage can be affordable, he says, he

doesn’t know why anyone would chance it.

“For example, if people are injured by
a patio or retaining wall that had a faulty
design, those injuries could cost far, far
more than the job was ever worth,” he
says. “It's simply not worth the risk.”

ERRORS AND
OMISSIONS,
AT A GLANCE

> What? E&0 is professional
liability insurance that provides
coverage for any errors or omis-
sions that may occur from a
professional service you provided.

> Why? Because mistakes happen.
Whether you're an experienced
landscape contractor or just
starting out, human error is

always a factor.

> When? Secure E&O coverage
before the risk has any possibility
of happening. Too many contrac-
tors wait until they've had to pay
out of pocket for an error that
wasn't covered by general liability
before deciding to buy E&O for
future work.

PHOTO BY: ISTOCK INTERNATIONAL INC.



Does your insurance company think
“photosynthesis” is the latest
feature on a digital camera?

In a competitive business environment, you can’t affo
insurance company that doesn’t understand your:business,
Horticahasover 120 years experience in the horticultural
industry. We provide specialized insurance solutionsand

loss control strategies that other companies don’tdeliver.

To learn how Hortica can help protect your business B
visit www.hortica-insurance.com or call 800-851-7740. TRIER To guide-and provide .
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“You don’t want to offer too many services and turn into

this big Chinese menu, you know?” says Matt Noon,

32, president of Boston-based Noon Turf Care. “Really,

the core of our business is lawn, tree and shrub care.”
Noon, a Boston College graduate, runs Noon Turf

Care with his brother, Chris, 35. He talks about how

he and Chris spun a burgeoning summer job into a

$5 million business and switched their focus from land-

scaping to lawn care.

How did your business get
started? I started the business
when I was 17, my senior
year in high school, for just
some side income. I started it
just as a maintenance service.
It grew pretty fast, and by
my third year in college I
was doing about $400,000 a
year in revenue. It was big.

I contacted my brother and
asked him to take it over
while I finished school. Little
did T know we’d turn this

into a career.

How has your business
evolved? In ’02, when I
graduated from college, we
did mowing, blowing, all the
maintenance services. In ’05
we added the fertilizing seg-
ment, and in 2008 we sold
the landscaping side of the
business. That was a tough
decision, because we were
essentially starting over. We
went from $2.5 million in
revenue to $500,000. And

at that point we really
started to grow.

What's been challenging?
When you’re growing that
fast you’ve got be careful
with a lot of things. But

the biggest thing is quality
and being able to quickly
standardize things within
your business to attract
experienced employees. A lot
of things we weren’t used to
doing. We really had to get
focused and start treating it
more like a business.

How do you attract quality
employees? We need good
people, and we pay more for
them. I try to recruit people.
There’s usually three inter-
views, and we have a person-
ality profile. It’s important,
because at the end of the day,
if you don’t have the right
people it’s going to become a
generic product. You need to
have that personal touch.

What's an important lesson
you've learned? The thing I
wish someone had told me
years ago is, find a mentor
that you want to emulate.
That’s been a huge part of
our success. We did not have
a mentor until we got into
the lawn care business. Paul
Wagner of Fit Turf in Denver
really gave us a lot of that in-
dustry benchmarking. I read
about him years ago and I just
reached out to him. I called
him. A lot of people never
make that call.

Where is Noon Turf Care’s
focus today? We’re focus-
ing now on fertilization

and trees and shrubs. That
segment of our business is
growing. And insect control
is a big service for us right
now. Applying more of a
business approach to our
company has given us a

NAME: Matt Noon

COMPANY: Noon Turf Care
YEAR INCORPORATED: 2002

INDUSTRY INVOLVEMENT:
Massachusetts Associa-
tion of Lawn Care
Professionals (MALCP)

BUSINESS PHILOSOPHY:
Think of yourself as a
customer.

FAMILY: |'m a bachelor. |
like spending time with
my nieces, whom | spoil.

DREAM VACATION: |'m living
it every day. I've been
around the world. If |
want to get away, | go
to Aruba.

WEBSITE:
www.noonturfcare.com

clearer vision. We have goals
now. And those goals don’t
go away like a New Year’s
resolution or something.

What does tomorrow hold?
The last four years have been
spent perfecting our formu-
las. The next three or four
will be focused on expanding
our markets — and always,
always perfecting all the
processes we have and staying
focused on service.

AT THE END OF THE DAY, IFYOU DONT HAVE THE
RIGHT PEOPLE IT'S GOING TO BECOME A GENERIC PRODUCT.”
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